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WHY NESPRESSO ?

Nespresso is part of the Nestlé Group

2009 LA
2008 . T in .
2009 ‘L Brand Country of Origin Sector B.rf" d G SHQe I Beand
Rank Rank Value Value
($m)

1 1 ﬁil/[(?dk United States Beverages 68.734 3%

== United States Computer Services 60.211 2% [

3 3 Microsoft United States Computer Software 56.647 4%

4 4 United States Diversified 47.777 10%

5 5 NOKIA Finland Consumer Electronics 34.864 3% [

i Nestie Switzerland Food 6.319 13% [

£ Source: Interbrand
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WHY NESPRESSO ?

Nespresso is an innovative company with a strong brand

The 2009 rankings at a glance

Place Brand Brand value in CHF ~
million

1 Nescafé 16,303

2 UBS 7,560

3 Nestlé 6,973

4 Credit Suisse 6,816

5 “Zurich ' 6,708

6 Rolex 6,281

7 Swisscom 4,760

8 Omega 2,917

9 Davidoff 1,873

10 Lindt ' 1,860

16 Nespresso 955

£\ Source: Interbrand
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WHY NESPRESSO ?

Nespresso has a relevant and interesting strategy to seduce
it’s customers towards a revolutionary way of drinking coffee

We as part of the customer group using the Nespresso
system

Nespresso is a worldwide pioneer and market leader in
premium portioned coffee

Best Practice

£\

@ &

Introduction d ‘\§)



WHY NESPRESSO ?

NESPRESSO

Beneful CHow (,ALU[R\M

ERPURINAL -~
Nesce | NAN smmmsm ONE 700

pest® o7 >

- “Nutrition

Gerber

- :

f“\ Source: Nestlé, Annual Report 2009
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WHY NESPRESSO ?

in CHF ‘000 > 30 0/0

(@ annual compound growth ra

2006 2007 2009

Sales (in 1.16 n.a. ~2.8
billion CHF)

@ annual 42% 40% ~ 30%
compound

2006 Target 1 Bio
growth rate Ii

|

1986 = 1988 1 990 1992 1 994 1 996 1 998 2000 2002 2004 2006

Source: Nestlé Nespresso SA Presentation, Investor Group Meeting, December 2006
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VISION AND AMBITION

To be preferred and respected as the leading quality coffee
company for portioned coffee.

Committed to delivering the highest quality coffee to their
club member and business consumers

Redefine the world of coffee and create global awareness,
attractiveness and acceptance of the portioned, fresh coffee
concept.

Establish Nespresso as the Super-Premium brand

-
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VISION AND AMBITION

Become the Icon for perfect portioned coffee worldwide.

847,
MOET &7C7HANDON
Fondé en 1743
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BUSINESS STRATEGY

THE MACHINE

THE CLUB

o
P 6‘ @

THE COFFEE




BUSINESS STRATEGY
BT 203

Coffee
Best Beans

Blending, Roasting & Grinding
5J : ‘. ‘ ‘ Grand Crus Varieties
@8 o668 Limited Edition

0‘@ 0 0 ‘ AAA Quality

Commercial Best

Grades

NESPRESSO Best
Aroma Profiles

3 10 -20 %
/ﬁ} | y;/ 7\\
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BUSINESS STRATEGY

Machine

Innovation
Design
Awards

reddot design award

)
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BUSINESS STRATEGY

Service

The Club
Boutiques
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BUSINESS STRATEGY

Coffee

Best Beans
NN\ WAR Blending, Roasting & Grinding
INCREASE Grand Crus Varieties

Limited Edition 1
AAA Quality
"NESPRESSO.
Machine Service
MAINTAIN BRIl o)) ﬁ The Club INCREASE

Design Boutiques

Awards

’////////

L Facts & Figures



POSITIONING OF NESPRESSO

Nespresso is not just normal coffee.
It is another dimension in the world of coffee.

“Nespresso is the Ultimate Coffee Experience,
that combines perfection and pleasure,
SlmpIICity and aeSthetiCism” Gerhard Berssenbriigge, CEO 2006
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POSITIONING OF NESPRESSO

High

Newness to
company

Low

New Product

Lines New-to-World
Products
Product Ad.d |t_|on to
Existing Product
Improvement Li
ines
Cost Reductions e
Repositioning of
Existing Products
Newness to _
Low Market High

Source: Homburg, C. and Krohmer, H. (2009). Marketingmanagement, Strategie — Instrumente —
Umsetzung — Unternehmensfiihrung. 3. Gberarbeitete Auflage, Gabler Verlag, Wiesbaden.
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POSITIONING OF NESPRESSO

A
Market
share >
Mainstream
~
Early adapfor
Latecomer
>
Niche player transition Market t
peripheric brand leader

Source: Casanova, M. (2009). Corporate Brand Management I. Lecture Script.
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INTEGRATION- A. REPUTATION-GUIDED MANAGEMENT

Corporate Mission

Brand Mission

Impression
Management

Corporate Identity

Integrated
Communication

Contents

Who are we?

What is our aspiration and purpose?
What is our business, now & in the future?
What do we offer?

How are we perceived?

How do we want to be perceived?
How is our behaviour perceived at the
various touchpoints?

How do we reach the perception we
envisage to achieve?

Corporate design
Corporate communication
Corporate behaviour

Communication concept

Question of coherence:

“Who communicates with whom and how,
here, about what and why?”

Identity

Vision & Mission statement
Business strategy
Customer needs orientation

Reputation measurement & analysis
Brand Personality: the Brand essence
Gap analysis (stakeholder specific)

Brand architecture (scenarios)

Evolvement of the brand personality
(attributes & core values)

Emerging into a brand & reputation guided
company

Creating a fitting visual style (look & feel)
Defining stakeholder specific messages
Developing consistent guidelines

Segmenting target groups
Centralisation vs. decentralisation
Communication & marketing
Using of tools

ABojens ayj woi4

uoijesijeai ayj o3




IMPRESSION MANAGEMENT

How does Nespresso reach the perception

it envisage to achieve? ’ "

Brand architecture
Evolvement of the brand personality

Emerging into a brand and reputation guided
company

£
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BRAND ARCHITECTURE

Depends on the point of view

One firm
NESPRESSO in the center of communications
Nespresso logo as the central character

But: Where is Nestlé with its separate branding?

£
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NESPRESSO AND NESTLE

Independent corporation with own business model

Aim: ,fabrication et vente de produits alimentaires
et diététigues, notamment de café, et d'appareils
permettant la distribution de tels produits.*

Independent research and development, supply,
production and sales

/!/ g Impression N

Management



NESPRESSO AND NESTLE

Name: Nestlé NESPRESSO SA
Part of the Nestlé Group

Utilization of synergies:
Financial support (capital expenditure)
General research and development

Specialist support in terms of tax, legal, public
affairs etc.
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BRAND ARCHITECTURE

Depends on the point of view

LA

, ﬂ

NESPRESSO as one firm  OR

Nestlé with separate branding whereas
NESPRESSO is endorsed

(!/ &3; Impression

Management



BRAND PERSONALITY: CORE VALUE AND ATTRUBUTES

6. Brand: Symbolic value of the brand Nespresso

5. Value Added Services: Nespresso Club

4. Basic Services: Customer Service (e.g. Hotline)

3. Design of Tangible Environment:
Event purchasing, direct marketing chanels

2. Additional Features: Variations of
capsules and machine types

1. Product Core: The
Nespresso System

—
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BRAND PERSONALITY CREATES EMOTION

6. Brand: Sharing a lifestyle

5. Value Added Services: Being part of the community

4. Basic Services: Feeling important

3. Design of Tangible Environment:
Buying from Nespresso as an experience

2. Additional Features: Variety

1. Product Core:
Quality products

—
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BRAND AND REPUTATION GUIDED COMPANY

“Nespresso is... Nespresso is not...

An experience Just a very good coffee , .
A category of one # 1 in the category

Exclusive Excluding

About reputation About awareness

About target About mass market

About reference Just a preference”

Gerhard Berssenbrugge, CEO 2006

/!/ g Impression N

Management



WORDING ON www.nespresso.com

Nespresso is an experience
(NOT just a very good coffee):

Discover, hidden, secret, power, benetfit,
gourmet lifestyle, unforgettable ...

Nespresso is a category of one
(NOT # 1 in the category):

The art of espresso, perfect, delicious,
extraordinary, world’s top, invent ...

3‘/ ) \ (j;\ K@?)
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WORDING ON www.nespresso.com

Nespresso is exclusive
(NOT excluding):
Unique, premium, special, subscribe, share ...

Nespresso is about reputation
(NOT about awareness):

Quality, trust, luxury, control, utmost skill, world’s
finest, sophisticated, image of excellence, talent
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WORDING ON www.nespresso.com

Nespresso is about target
(NOT about mass market):

Dedicated, commitment, solution, your taste,
club, fan ...

Nespresso is about reference
(NOT just a preference):
Experts, professionals, join, passion ...

/!/ g Impression N
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BRAND AND REPUTATION GUIDED COMPANY

Brand sophistication ladder:

Brand-guided

compa

- Branding is strategy

)
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o
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IMPRESSION MANAGEMENT

How does Nespresso reach the perception
it envisage to achieve?

£
/!/ &3) Impression

By creating an experience
By creating emotion
By creating a desire

By using well designed communication tools

Management
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INTEGRATED COMMUNICATION

Target Group Segmentation

LA

, ﬂ

Communication & Marketing Strategy

The Nespresso Experience

,‘*\ ,
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TARGET GROUP SEGMENTATION

B2B

ﬁ\

90000066
/ AN
Luxury Shop Restaurants
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TARGET GROUP SEGMENTATION

How old are Nespresso customers ?
12

10

0 .

15-25 26-35 36-50 Above 50

Iy

N

Source: Tintignac, E. (2007). Nespresso’s customer profile and behavior, Geneva.
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COMMUNICATION & MARKETING STRATEGY

Acquire new
customers

-Introduce new machine
concepts

-New POS approach
-Build the brand
reputation

-New markets

Growth and Brand Building Strategy

\ J

@uild consumer onalty\

-Innovate coffee offer
-Strengthen the
relationship

-Develop new services

- /

mcrease consumption

-Enrich versatility for
product and place of
consumption

o

Source: Nestlé Nespresso SA Presentation, Investor Group Meeting, De
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THE NESPRESSO EXPERIENCE

Nespresso Boutiques

-
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THE NESPRESSO EXPERIENCE

Nespresso boutiques
Sponsorship

ESO\

»
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THE NESPRESSO EXPERIENCE

Nespresso boutiques
Magazine
Celebrity campaign

4 :-‘.l
: y Rich, sensual, intense, unique ...
,
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COMMUNICATION & MARKETING STRATEGY

Growth and Brand Building Strategy

ﬁcquire new

customers

~

-Introduce new machine
concepts

-New POS approach
-Build the brand

reputation
\-New markets /

Build consumer loyalty

-Innovate in the coffee
offer

-Strengthen the
relationship
-Develop new services

mcrease consumption

-Enrich versatility for
product and place of
consumption

o

Source: Nestlé Nespresso SA Presentation, Investor Group Meeting, De
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THE NESPRESSO EXPERIENCE

Nespresso boutiques
Sponsorship
Celebrity campaign
Nespresso Club
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THE NESPRESSO EXPERIENCE

Sponsorship
Celebrity campaign
Nespresso Club
Magazine
LES COULISSES
RN ¢ = -
/L '&/ &% ) Integrated

Nespresso boutiques

Communication

Gingembre, mandarine
et caramel. _

Enirée en scene des
nouveayx, Grands Crus
aromatises

Special Club Nicaragua
orée de paradis




COMMUNICATION & MARKETING STRATEGY

Growth and Brand Building Strategy

~

-Introduce new machine
concepts

-New POS approach
-Build the brand

ﬁcquire new

customers

reputation
\-New markets /

@uild consumer onalty\

-Innovate in the coffee
offer

-Strengthen the
relationship

-Develop new services

\

- /

Source: Nestlé Nespresso SA Presentation, Investor Group Meeting, De€
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Increase consumption

-Enrich versatility for
product and place of

consumption
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THE NESPRESSO EXPERIENCE

Forgot your password?

faceboo

N Nespresso boutiques e —

M Sponsorship

M Celebrity campaign ‘
M Nespresso Club v
M Magazine [

N Internet

Wall Info NESPRESSO YouTube Photos Coffee >
Nespresso + Fans Just Fans

Nespresso 250.000 fans. Gracias, Merci, Danke, Grazie, Thank you!
ment - Like

&) Andrea, Jodo, Gustavo and 1.

mments

Hey there! Nespresso is using Twitter.
bw  Twitter is a free service that lets you keep in touch with people

through the exchange of quick, frequent answers to one simple Already usiog Titer
question: What's happening? Join today to start receiving Comzithz
Nespresso's tweets.

Name Nespresso
Web http://wwi.nespre.

N Nespresso o Worldwide pioneer and
market leacer in ighest-
Qualiy premium portioned
CITIZDOT PARIS UND NEW YORK FORTISSIO LUNGO EIN BESONDERES ANGEBOT FUR IHR UNTERNEHMEN it
X ; TSie Ticken Sie er 9 280 161
Acornn En Belgique, la boutique
e Bruxelles collecte les capsules Tweets e
usagées et le programme de Fohizs

recyclage est en cours de Following
développement. iﬂ:'EﬁE?

You Tuh Search nigschier v 6@ Sign Out

Home Videos Channels Subscriptions  History | Upload

Nepweco | R m f— @

———

Dato Addd | Most Viewed | Top Rated

T
i ‘347 views - 2 weeks ago
[ —oo]

Fortissio Lungo, aussi
| ora avininse

B | 525 o 3wt 00

Indriya from ndia, la

varieta Esprosso con

o | 5006 v 3weoia g0

- . . Upptick dot most
3 - Intensiva kaffet... Fortissio.
N 2 viows - 4 wooks a0

T Foriasio Lungo-Fiydig

iinfo® Comments v Favorits 3 Shars _+ Playlists N Flag 22 viows - 4 wesks a0

Integrated
Communication




CHALLENGES FOR THE FUTURE

How to stay innovative

Problem: No growth potential without innovation N
Market | ~
share

Mainstream
Early adaptor
Latecomer
Innovator
Niche transition Market t >
player leader
peripheric
brand

Source: Casanova, M. (2009). Corporate Brand Management I. Lecture Script.
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CHALLENGES FOR THE FUTURE

New competitors in the market

Problem: Patent expiry and new adaptable capsules
for the Nespresso system

Image dilution (luxury brand)

Problem: Nespresso becoming a mass product,
increasing competition could lead to price wars

How to attract new customers, how to serve a wider
market

Problem: Low awareness in many markets ’

. ‘ (J\I ;
/L @ Q\§) N Challenges &

Recommendations



RECOMMENDATIONS

Challenges Recommendations

Stav | . ‘ Attract/keep high potentials
ay inhovative (out-of-the-box-thinker) 3
More environment-friendly
New competitors ‘ high-quality coffee
capsules

Keep on going

Keep high-price strategy
Image dilution ‘
Co-branding with Springli

i

GW\
)

Challenges &
Recommendations



RECOMMENDATIONS

Challenges Recommendations

Gain new customers, serve ‘ Coffee automats for offices,
new markets universities and public places 5

Bonus-system for Nespresso
Club members

Shop-in-shop

Increase communication
budget (e.g. promotional

campaigns in shopping
malls)

)
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RECOMMENDATIONS
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SUMMING UP

Nespresso is a Best Practice because:

Continuous innovator
Brand and reputation guided company

Consistency between strategy and it’s
Implementation

Creates emotions

Summing Up
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