KaprodenbHbie umncbi

PeknamHas kamnaxus:

3anyck HoBoro Bkyca Lay’s Wawnbik
Kareropus:

MpoaoBonbcTBEHHDbIE TOBAPDI
Macwrab npoekra:
O6LEeHALMOHANbHbIN

I. 3akpenuTb NMANPYIOLLYIO NO3ULUIO MAPKU
Lay’s B kateropuu kaptodesibHbIX YUINCOB.
1. YBenuuuts peiHouHble mokasaTenu Lay’s Ha poc-
CUICKOM pbiHke'

pesynsTar | uenb

3apaun: 2007 2008

YBenuuenue gonu peika Lay's | 48% 52%
B KATErOPUM KAPTOPENbHBIX
YUMCOB, TOHHbI

Yeenuuenne obbema npopax 15%
Lay's, TOHHbI

YBenuueHue potaumm, WTyk 216 250
(mecau, / Toproeas Touka)

YBenuueHnue konuyecTsa 11 12
SKU's Ha nonke

YeenuueHne auctpubyumm 96% 96%
YBenuueHue MHKPEMEHTAb- 6%

Horo o6bema npu 3anycke
Hosoro skyca Lay's Llawnsik,
TOHHbI

2. MosbicuTb NoTpebuTensckue nokasateny 6peHaa
Lay’s cpean Poccuiickux notpebutenein?

pesynsTar | uenb

3apaum: 2007 2008
Yacrora nokynku / B Hegenio | 24% 26%
Motpebnenue 3a nocneaHiowo | 62,1% 63%
Heneno

51,20% 52%
48,70% 49%

OueHb BKyCHbIN NPOAYKT

Crout NOTPAYEHHbIX AeHer

! ACNielsen, ayaut posHuuHoit Toprosnun, MAT, gek. 2008
2 Millward Brown, Motpe6utensckuii ayaut, aex. 2008

1. Kareropus kaptodenbHbIX Y4MNcoB aBns-
eTcs camoi 60nbLIoIH U AUHAOMUYHO PA3BU-
BalOLLENCS B KUTETOPUM COJIEHDBIX 30KYCOK.
O6vem kateropun coctasun 1 250 mnH. gonnapos
unn 98 000 ToHH, uto Ha 39% u 18% cooTseTtcTeeH-
HO 60MbLIE MO CPABHEHMIO C MPOLLLIM rOA0M.
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2. Toproeast mapka Lay’s ansetcs nMpoepom Ha pbiH-
K& KAPTOPENbHBIX YUMCOB, 3HAUUTENLHO ONEPexas
koHkypeHrToB. [lons peiHka Lay’s 8 2008 r cocrasuna
28%. Bcs kateropus kaprodensHbix uuncos 8 2008
rogy BbPOCNA 61Arofaps PoCTy KapTodenbHbix
yuncos Lay’s.® bes Lay’s kateropusa suipocna Ha 2%,
c mapkoi Lay’s kateropus seipocna Ha 38%.

[Hons peiHKa BeylWwmx npousBoanTenen Kateropumn
KapTodenbHbIX Yuncos, %

Lays  Estrella  Pycokam Pycowwi Pringles Bridgetown Cubupcini  Pycoxas

Kaprowka  npoaykr

@ 2007 m 2008

Beper  Chexosan

O6beMbI NPOAaX KAaTErOPMM KapTOdenbHbLIX YNMCOB, TOHHBI
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3. Llenb peknamHoMi kamnaHuu npu BLIBOAE HA PbIHOK

Hosoro Bkyca Lay’s LLawneik:
BbiBecTn HO pbIHOK HOBbIN peneBaHTHbIN ans Poc-
cuiickoro notpebutens ekyc Lay’s Llawneik, pas-
PABOTAHHBI HO 63 TPABMLMOHHbIX POCCHHCKMX
KYTIMHOPHbBIX TPAAMLMA M SMOLMOHABHO BIU3KHMI
A9 PYCCKOM AyLUM.
Paspabotats 1 3anyctuts penesaHTHyIO Ans poc-
CMICKOrO NOTPEBUTENS KAMNAHMIO MO AKTUBALMM
3Qnycka HOBOTO BKYCA, MOCTPOEHHYIO HO OCHOB-
HOM KOMMYHUKALMOHHOM nnatpopme BpeHaa:
Spkue momeHTbl BkycHee ¢ Lay’s LLlawimbik!
[locTnub BEICOKMX NOTPEBUTENBLCKIX NOKA3ATENEN
Hosoro Bkyca Lay’s LLlawnbik:?

Lay's Wawneik uens 2008
3HaHME Mapku C yno- 60%
MMHOHUEM

Motpebnerune 50%

MosTopHas nokynka 3a | 20%
nocneaHue 4 mecsua
3 ACNielsen, ayant posHuuHoit Toproenu, MAT, nex. 2008

Mues peknamHON KamMnaHum — 9pKue MOMEHTbI
BkycHee ¢ Lay’s LLawneik.

Lay’s Lawwneik — HoBble KAPTOdENbHBIE YMMCHI, C
KOTOPbBIMM KAXKABIA MOMEHT XM3HU CTAHOBUTCS pye

OcrosHbiMK noTpebutenamu Lay’s sensiotcs noa-
poctku (13-25) — 47%, monopsie moan (26—35)

— 19%, B3pocnbie (36-60) —25%. S10 akTuBHbIE
monogble Moy, onTUMKCTbI (78%), koTopsie niobat
nytewectsosats (80%) v ueHsT 6auskux apysen
(86%). 4 Anst Hawmx NoTpeBUTENEH BAKHDI B XM3HM
APKME MOMEHTBI U OLLYLLEEHNS.

OCHOBHAA MaEA PEKIAMHOM KAMMNAHMM BO3HMKIA
npy1 aHanu3e MHTEpPecos noTpebuTeneit kapTodens-
HBIX YMMCOB.

CornacHo pesynbTaTam MCCNenoBaHuii, NpoOBOaU-
MbIX HE3GBMCMMOM MCCEAOBATENCKON KOMNAHMEN
Synovate, Takue MMHUAXEBbIE NOKA3ATENE KAK «MOf-
HUMQIOT HOCTPOEHMEY, «Ans TAKUX NIofel Kak a»,
«BbICOKOE€ KA4eCTBO NPOAYKTA», KOYEHb BKYCHbIE» -
ABAAIOTCA OCHOBHBIMM PAABEPAMM KATEFOPHM.

Mo 3mm notpebutensckum nokasatensm Lay’s

ABAAETCA NMAEPOM HA PbIHKE COMEHbIX 3aKYCOK,
onepexas cBoero 6MxXanluero KoHkypeHTa bonee
yem 8 2 pasa.?




Brvxanwmit

Lay's KOHKYpPEHT
Boicokoro 71,3 30
KauecTsa
Ouenb BRyC- 62,8 28,7
Hble
[nsa Takmux 63,6 25,6
NoAen Kak s
Bkycbl, 58,9 27,9
KOTOpbIE MHE
HpaBATCA

KoHuenuus peknamHom KamnaHmm Apkme MOMEHTEI
skycHee c Lay’s LWawnsik 6sina paspabotaHa Ha
OCHOBE UMMIKEBbIX NOKasaTenei Lay’s.

KoHuenums 6bina NomHOCTLIO OTPAXEHA B MEAMI-
HOM KOMMNOHMU, IPKON HECTAHAAPTHOM HOPYXXHOM
pekname, a TAKXKe B PO3MELLEHNM HECTAHAAPTHBIX
PEKNAMHBIX MOTEPUANOB B MECTAX MPOAOX.

Py KOMMYHUKALWK B MECTAX MPOAAX POKYC Bbir

HO OCHOBHBIX KGHANAX c6biTa NpoAyKra:
OpPraHu3oBaHHOM ToproBne. [1o faHHbLIM He3a-
BUCMMOI uccneposartensckoi komnanmn ACNielsen
KQHAM OPTraHU30BAHHOW TOPrOB/M SBASETCH CAMBIM
IMHOMMUYHBIM HO POCCHMICKOM pbiHke. OCHOBHOM
TPEHL POCCUINCKOM PO3HUYHOM TOPrOBAK — NEPEKITIO-
yeHrne 06bHEMOB MPOAAX C MArA3MHOB TPAAMLMOH-
HOTO TMMNA HO MAra3KHbI COBPEMEHHOI Toprosu. [1o
CPABHEHMIO C MPOLUMbIM FOLOM KAHAS COBPEMEHHOM
TOProsnu BbPocC Ha 54%°.

4 Comcon, TGI, 2006
5 ACNielsen, ayaut posHuuHoit Toprosau, despans 2009

[nst npoasmxenus Lay’s LLlawneik 6eiu BbiGpaHs
OCHOBHbIE KOMMYHWUKALMOHHBIE KaHanbi: TB, Internet,
HOPYXHAS PEKIIAMA M PA3MELLEHNE B MECTAX NPO-
nax. Mpw sanycke Hosoro npogaykrta Lay’s Lawneik
65% 6ropxera npuxogunock Ha TB, 10% cocrasnanm
PA3MELLEHUS B HAPYXXHOM pekname 1 B UHTepre-

Te, 25% npuwnocs Ha NPOBEAEHKME NPOMO-AKLMIA,
NPOM3BOACTBO U PA3MELLEHNE HECTAHAAPTHbIX
PEKNAMHBIX MATEPUANOB.

TenesupeHnmue.

TenesupeHue SBAAETCH OCHOBHBIM KOHANIOM KOMMY-
HUKALMM, MOKCHMANBHO SPGEKTUBHBIM N1 OXBATA
LENEBOM AyAUTOPUM NPK OTHOCUTENBHO HEBLICOKOM
CTOMMOCTHM KOHTAKTA MO CPABHEHMIO C APYrMMM CPEea-
CTBAMM KOMMYHMKALMM.

Mpoasuxenne mapku Lay’s 8 2008 roay nogaepxu-
BQANOCb MACCUPOBOHHOW PEKNAMHOWM KAOMMAHWEN Ha
HOLMOHQNbHbIX 1 PErMOHAmbHBIX KaHanax. ObLwmi
BEC MeanitHoN kamnanmu coctasmn 2909 WTRP’s,

CO cpenHMMM HeaenbHeiMM Becamn Gonee 100

TRP’s. Ml 6binnt 8 3dupe 30 Hepenb B TedeHme roaa,
nepepbisbl MEXAY naiTammu coctaensnm He Gonee

3 Hepens. MIMeHHO Takas CTpaTeris pasmeLLeHms
6biNa NPU3HAHA Hanbonee 3GdEKTUBHON 4s HALLEN
KAMNOHWK.

[ns sanycka Hosoro ekyca Lay’s Lawnsik 6eina
pa3paboTaHa 3pPekTUBHAS MEANA-CTPATEMMS C PA3-
MELLEHWEM HQ TOKMX HOLMOHQMbHBIX KAHANAX, KaK
Mepebiit, Pen-TB, CTC, THT, MTV, Mys-TB. B 2008
Mbl CTQIM PO3MELLIATLCS TAKXE HO PErMOHAMbHBIX
KaHanax, ¢ 0cobbIM AKLEHTOM Ha kaHanax Mockssi,
a UMEHHO Ha KaHane 2X2, T.k. umeHHo Mockea
ABNAETCA OAHUM U3 KIKOYEBLIX TOPOJOB A3 HAWero
6usneca. [lons Mockesl coctaenset 6onee 20%
nponax umuncos Lay’s. ¢

Bbinn ncnonbsosaHsl ponuku
PA3HOro XPOHOMETPAXA. 10
Hoseil Bkyc Gbin nogaepxan
pasmettenme 20-m1 u 10-Tm
CEKYHAHBIMM PONUKOMM,
30-T1 cexyHaHble BEPCUM PO-
JIMKQ BbINK HAMPABIEHb HA
noaaepxky 6a30BbIX BKYCOB
Lay’s. Mo pesynstatam mc-
CNefloBATENLCKOM KAMMOHUM,
MMEHHO TAKOW MUKC OKa3as-
cst Haubornee ycrnewHbImM Ans
PEKNAMHOM KamnaHuu Lay’s
WHawnsik 8 2008 .

Volurme Shere change (Dec 03 vs. Dec 07}

Brnaropaps ycnewHomn meauitHon crpaternm 6onee
80% Hawwmx noTpebuTeneit y3Hanm o HOBOM BKyCe
Lay’s LUawneik.

HapyxHas peknama.

Brepsbie ans aHoHcupoBaHws Hosoro Bkyca Lay’s
LWawneik 6bina paspaboTaHa v pasmeLeHa He-
CTQHAAPTHAR HOPYXHas peknama. Pasmeluerne
HO NepeTsixkax, cutn-bopmaTax v Gunnboppax 8
Mockee, Cankr-lNetepbypre u knioyesbix ropoAax
Poccuu. Braropaps apdektnsHoM HeCTAHAAPTHOM
HOPYXHOM PEKIAaME Mbl CMOTIM BLICTPO NOCTPOUTH
3HaHue mapku Lay’s Llawnbik.

Mecra npopgax.

[Ins 3¢ dekTMBHOrO NPOABMXEHHMs HOBOTO BKYCA
Lay’s LLlawnbik 8 MecTax npoaas Gbinu eGPAH!
HECTAHAAPTHBIE PEKIIAMHbIE MATEPHUATTbI, TEATPA-
NIM30BAHHbIE NANETHLIE BLIKNAAKK. YBENMUeHue
NPOAAXK BO BPEMS NPOBEAEHMS AKLMM B TOPrOBbIX
Toukax Kapycens coctaeuno 60%. 7

¢ ACNielsen, ayaut ponstnuroit toproenu, MAT ek 2008
7 BHyTpeHHss cratuctuka kamnanmu Frito Lay Manufacturing

TB:
Tenepeknama

Mpamas pacceinka:
1o 3nekTpoHHOM noyTte

PR:
Ynakoska

Aunanoroeas:
MHTepHeT camnTsl

Hapy>xHas:
AsponopTsi
Peknammbie wutbl

Po3HMuYHbIE NpoAaXMU:
Peknama B mectax npogax
[MpoasuxeHue TosBapa

MapTusaHckas peknama:
Comnnmnr / Ucnbiranms

LLGHOBOEI nonnTHKa

Ysenuuenue ueHsl Ha npogykumio mapku Lay’s

8 2008 cocrasuno 9%, Huxe pocta nHbnsumm,
koTopas coctasuna 17%, a Takke HUxXe MHAEKCa
YBENMUYEHUS LIEHBI HO MPORYKLMIO KAPTODENbHBIX
4UNCoB 1 makpocHekos (17%).

Index 2007 2008YTD
Mudnaums 116 117
YBsenuuenue uersl Ha Lay's | 101 109
Kareropwus kaprodensHbix | 107 117
unncos 6e3 Lay's, ysennue-

HUE LeHbl

MakpocHeku, ysenuuerne | 110 114

LEeHbl

YcnelwHas LeHoBas CTpaTeris CKa3anach HA yBe-
nmyernn 06bemos Lay’s B IEHEXXHOM BLIPAXEHMM.
O6bem mapku Lay’s B kaTeropumm conembix 3akycok
BBIPOC HA 7%, B TO BPEMS KOK APYr1e NpOou3BOaUTE-
11, NPOJOIXAIOT TEPSATL [OMIO PIHKA.

Mational Retail . YTD 2008

L J

Mosk. Kartofel] |
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Llera Lay’s no cpasHeHuio ¢ kateropueit makpocHekos, MHaekc
Pacrywee notpebnenme Ha pywy HaceneHus

Liena Lay’s vs
MaKpocHeku
Lay’s
PCC

= flona
PbiHKa
Lay's B
COJIEHbIX
3aKycKax

2008 YTD

1. Lay’s ykpenun nMampyIoLLyto NO3MLMIO MO OCHOB-
HbIM PBIHOYHbBIM MOKO3ATENAM.

pe- pe-
3yneTat | uensb 3yneTar

3apaum: 2007 2008 | 2008

YBenuueHnue gonu

poitka Lay's 8 kaTe-
ropum kKapTodens-
HbIX YUMCOB, TOHHbI

48% 52% | 56,10%

YBenuunts fosnio
poitka Lay's 8 kaTe-
ropuK KapTOdEnb-
HbIX UnMncos, pybnu

51% 56,60%

Ysenuuerne
obbema npoaax
Lay's, TOHH®I

15% | 23,00%

YBenuuenue pota-
umm, WTyK (mecau /
TOProsas Touka)

216 250 287

YeenuueHnue komm-
yectsa SKU's Ha 11 12 13

nonke

Yeenuuenue amc-

TpUByLMM 96%

96% 97%
YBenuueHwne
MHKPEMEHTANBHOTO
obvema npu 3a-
nycke HOBOTO BKyCa
Lay's L atwnsik,
TOHHbI

6% 7%

2. DddeKTMBHOS PEKIAMHAS KOMMNAHKS NO3BOAMNA

yBenuuuTbL noTpebuTensckue nokasarenu Lay’s

Wawwnsik
uenb pesynsTar
Lay's Wawnsik 2008 2008
3HaHWeE MapKK C yrnomu- 60% 88%
HOHWEM
Motpebnerue 50% 63%
MosTopHas nokynka 3a 20% 299,

nocneaHue 4 mecaua

3. bnaropaps sanycky Hosoro ekyca Lay’s LLawnbik,
1 YCMELWHOM PEKNAMHOM KAMMNAHUU 3HAYUTENBHO
BbIPOC/IM OCHOBHbIE NOTPEBUTENBCKME NOKA3ATENH
Lay’s.

pesynbTaT | uenb | pesynbTaTt
3apaum: 2007 2008 2008
YacroTa nokynku 24% 26% | 30,0%

/ B Hegenio

Motpebnenne

30 NOCneaHIo 62% 63% | 64,1%
Hegeno

QOueHb BKyCHBIM 51% 50% | 52,1%
npogZyKT

Crout notpauen- | 49% 49% | 49,0%

HbIX AeHer



4. BpeHp Lay’s sBnseTcs BefyLLMM UTPOKOM HA
pbiHKe MakpocHekoB. COrnacHO AAHHBIM HE3ABUCH-
Mot nceneposatensckor komnanun ACNielsen no
pesynstatam Ha koHe 2008 roaa, 6pena Lay’s —
6peHa # 1 B KaTEropum MaKPOCHEKOB HA POCCHIA-
CKOM pbiHke. &

Sales Volume 1000 Kg

National Russia

Retail 2006 2007 2008
Lay's (Frito Lay) 20251 | 24832 | 34206
Alpen Gold

(Kraft Holding) 16005 | 17626 | 21803
Snickers (Mars) 17591 | 19340 | 20667
Orbit (Wrigley) 12071 | 12219 | 14004
Yubileynoe

(Bolshevik| 13726 | 13627 | 13221
Kirieshky

(Sib. Bereg) 16893 | 12726 | 11883
Twix (Mars) 5306 8643 9886
Vozdushniy

(Kraft Holding) 7874 7936 9372
Bounty (Mars) 5055 6517 7751

8 ACNielsen, National Retail, nex 2008

Potato chips

Campaign title: New flavor launch Lay’s
Shashlyk

Category: Foods

Project scale: National

I. To anchor Lay’s leading role in Potato
chips category.

1. To increase Lay’s market indicators on the Russian
market'

result goal
Goals: 2007 2008
To increase Lay's SOMin 48% 52%
Potato chips category, tones
To increase Lay's SOM in 51%
Potato chips category, rubles
Increase Sales volume, tones 15%
Increase rotation, SKU 216 250
(month / outlet)
Increase number of SKU'son | 11 12
the shelf
Increase distribution 96% 96%
Increase Lay's incremental 6%

volume with new flavor
Shashlyk, tones

2. To increase Lay’s consumption indicators in
Russia ?

result goal
Goals: 2007 2008
Purchase frequency/per week | 24% 26%
Past week consumption 62,10% 63%
Very tasty product 51,20% 52%
Worth money spent 48,70% 49%

' ACNielsen, Retail Audit, MAT, Dec 2008
2 Millward Brown, Consumer Regards, Dec 2008

1. Potato Chips category is the largest and dynami-
cally developing in Savory Snack Category. The
category volume is 1 250 min $ or 98 000 tones, that

is 39% and 18% larger in comparison to last year
respectively.®

Savory snack category growth rate,
2006-2007r, 1000T
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Savory snack category growth rate,
2006-2008, MM USD
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Note: Expanded by PC coverage

2. Lay’s is the leader in Potato chips market with sig-
nificant win among the competitors. All potato chips
in 2008 increased thanks to Lay’s growth.

Leading potato chips producers SOM,%

o © = 13

— 7 RS g e £ kol
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[

Potato chips sales volume, tones

+25% +38]
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Lay’s Shashlyk goal 2008
Aided Brand Awareness 60%
Consumption 50%
Repeated Purchase P4AW 20%

The idea of advertising Campaign is Bright Moments
are better with Lay’s Shashlyk. Lay’s Shashlyk — new
potato chips and every moment with it is getting

brighter.
3 ACNielsen, Retail Audit, MAT, Dec 2008

Main Lay’s consumers are teenagers (13-25) — 47%,
young adults (26—35) =19%, adults (36—60) — 25%.
These are active young people, optimists (78%), who
like travelling (80%) and value close friends

(86%)* Bright moments in life are very important to
our consumers.

Main idea of advertizing campaign derived from
potato chips consumers’ interests analysis.
According to research held by independent research
company Synnovate, such image indicators as
“boost the mood”, “for people like me”, “high
product quality”, “very tasty” are the main drivers of
the category.

According to these consumer indicators Lay’s is the
leader in Savory snack market, winning as twice as
much over its closest competitor.?

Lay’s Closest
competitor
High Quality 71,3 30
Very Tasty 62,8 28,7
For people like me 63,6 25,6
Tastes that | like 58,9 27,9

The main idea of advertizing campaign was based
on these image indicators in particular. Lay’s Shash-
lyk —Bright moments are better with Lay’s!

The concept was fully reflected in Media campaign
and bright non-standard outdoor campaign as

well as non-standard POSM placements in point of
purchase.

The communication was focused on main distribu-
tion channels: organized trade.

According to AC Nielsen data — organized channel
is the most dynamic on Russian
Market. The main trend of Russian
retail is switching sales volume from
traditional trade to organized. In
comparison to last year organized
trade channel increased by 54%°

4 Comcon, TGI, 2006
5 ACNielsen, Retail Audit, Dec. 2009

Sibirsky
Bereg
Russkaya
Snackovaya

The main communication channels
were chosen for Lay’s Shashlyk
promotion: TV, Internet, out-

door and placement in point of
purchase. With new Lay’s Shashlyk
launch 65% of budget was spent
on TV, 10% was spent on outdoor
and Internet, 25% — on promos,
production and placement of non-
standard POS-materials.

2006 2007

‘ O Potato chips category without Lays B Lays ‘

3. Lay’s Shashlyk advertizing campaign goal:
launch new flavor relevant to Russian consumers,
developed on the basis of Russian culinary
traditions and emotionally closed to Russian
soul. — develop and launch relevant to Russian
consumers activation campaign, build on brand
basic communication platform: Bright moments
are better with Lay's!
Reach Lay’s Shashlyk new flavors high consumer
indicators:?

™V

TV is the main channel of com-
munication, which is very effective
for reaching target audience with
not high cost of contact in comparison to other com-
munication channels.

Lay’s trademark was promoted in 2008 with the help
of massive advertizing campaign on national and
regional channels. The total weight of media cam-
paign is 2909 WTRP’s, with weekly weighted of more
than 100 TRP’s. We were on air 30 weeks during the
year, the flight breaks were no longer than 3 weeks.
This exactly strategy were considered as the most
effective for the campaign.

2008



Effective media-strategy was devel-
oped for Lay’s Shashlyk launch with 1
placements in such national chan-

nels as ORT, Ren-TV, STS, TNT, MTV,
Muz-TV. We started our placement in
regional channels in 2008, with spe-
cific emphasis on Moscow TV channels
especially 2x2 channel, as Moscow

is the key city for our business. More
than 20% of our Lay’s sales is Moscow

Volurme Shere change (Dec 03 vs. Dec 07}

National Retad - YTD 2008 4. Lay’s is the leading brand on the macro
snack market. According to independent ACN-
ielsen Research, at the end of 2008 Lay’s is the

’ brand #1 in terms of
Volume.'®

Sales Volume 1000 Kg

National
Russia Retail 2006 2007 2008

Lay's (Frito Lay) | 20251 | 24832 | 34206

share. ¢ " (e e Mok Kartorel
TV copies of several timings were used o sk Kartore Alpen Gold 16005 | 17626 @ 21803
in the campaign. Lay’s New flavor (Kraft Holding)
was supported with 20 sec and 10 .
sec copies, 30 sec copy was aimed at 8 0 12 14 1 18 0 ) P % | Snickers (Mars) | 17591 | 19340 | 20667
Lay’s basic flavors support. Such mix of T Orbit (Wrigley) | 12071 | 12219 | 14004
timing was the most successful in Lay’s o
Shashlyk Campaign according to research. Lay's price vs macmsnaCk Catego_ry Yubileynoe 13726 | 13627 | 13221
Thanks to this successful campaign more than Index, consumption growth per capita . , (Bolshevik)
80% of consumers introduced our new flavor (7] Price Lay’s vs Kirieshk 16893 | 12726 | 11883
Lay’s Shashlyk. Macrosnacks Sl'rkl>eSB Y
Outdoor Campaign , (Sib. Bereg)
For the first time non-standard designs for IEaC!(/: s Twix (Mars) 5306 8643 | 9886
outdoor campaign were developed for new 023 )
Lay’s Shashlyk announcement: placement oz | Vozdushmy 7874 7936 9372
of street banners, city formats, billboards in (Kraft Holding)
Moscow, St Petersburg and key cities in Rus- HLay's Bounty (Mars) | 5055 | 6517 | 7751
sia. Thanks to effective non-standard outdoor SOM in
gﬁm’;?igr;)wers managed fo build Lay’s Savory 19 ACNielsen, National Retail, Dec 2008

ashlyk brand awareness.
Point of purchase
For new flavor Lay’s Shashlyk promotion in
point of purchase non-standard materials 2005 2006 2007 2008 YTD

and “theatralization” of pallets were chosen.
Sales increase in Karusel point of purchase reached
60%.’

6 ACNielsen, Retail Audit, MAT, Dec 2008

7 Internal Frito Lay Statistic

TV:
Spots

Direct:
E-mail

PR:
Packaging

Interactive:
Web site

Outdoors:
Airport
Billboard

Retail experience:
POP
Sales promotion

Guerilla:
Sampling / Trial

Pricing Changes

Lay’s price increase in 2008 is 9%, it is below the
inflation growth which is 17%, as well as below price
growth index in macrosnacks (14%) and potato chips
products (17%).8

Index 2007 | 2008YTD
Inflation 116 117
Lay’s price increase 101 109

Potato chips category, price | 107 117
increase

Macrosnacks, price 110 114
increase

Such price strategy implies on Lay’s volume increase
in money. Lay’s volume in Savory increased by 7%
while other producers continue to lose its share.”

8 Minestery of Economic Development, Dec 2008
“ ACNielsen, Retail Audit, Dec 2008

1. Lay’s strengthened the leading role in all key
market indicators.

result | goal | result
Goals: 2007 | 2008 | 2008

To increase Lay’s
SOM in Potato chips 48% | 52% @ 56,10%
category, tones

To increase Lay’s
SOM in Potato chips 51% 56,60%
category, rubles

Increase Sales vol-
ume, fones

15% | 23,00%
Increase rotation, SKU
(month / outlet) 216 | 250 287

Increase number of
SKU’s on the shelf

Increase distribution 96% | 96% 97%

11 12 13

Increase Lay’s incre-
mental volume with
new flavor Shashlyk,
tones

6% 7%

2. Effective advertizing campaign allowed to in-
crease Lay’s Shashlyk consumers indicators.

goal result
Lay’s Shashlyk 2008 2008
Aided Brand Awareness 60% 88%
Consumption 50% 63%
Repeated Purchase PAW | 20% 29%

3. Lay’s key consumer indicators have significantly
increased thanks to Lay’s Shashlyk new flavor launch
and successful advertizing campaign.

result goal | result
Goals: 2007 2008 | 2008

Purchase frequen-

24% 26% | 30,00%
cy/per week

Past week con-
sumption

Very tasty product 51,20% | 52% | 52,10%
Worth money spent | 48,70% | 49% | 49,00%

62,10% | 63% | 64,10%




