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

It is a genuine experience that combines perfection
and pleasure, simplicity and aestheticism.

Nespresso delivers the Ultimate Coffee Experience I
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"NESPRESSO
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Bi-annual coffee pleasure guide
Using journalist to tell the Nespresso Story
Languages: Dutch, English, French, German, ltalian, Spanish

Distribution: Austria, Belgium, France, Germany, Italy, Netherlands, Spain,
Switzerland, UK, USA

Circulation 1.5 Mio (high value customers)
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Nespresso embodies the most sophisticated
coffee concept ever developed

Perfectly portioned Smart and easy Personalised service
highest quality to use machines
Grand Cru coffees
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Media Center AAA program

Special Edition / Limited Edition Design contest
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Consumer acceptance for different closure types 2003-06
(% agreeing with statements "l like buying wine with this type of
closure” and "l don't mind/doesn’t make any difference to me™)
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To Taste

o =atisfy my taste

Torelax
To indulge

Tao enjoy myself

To Enjoy

To make 3 good
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To celebrate
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To Value

To present
something
exce ptional

Tao enrich moy life with
premium products

To offer my friends
and colleagues
premium products
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Anteil

0,3 %

Im Im*%er-  Direkt heim  Im Super-  Beieinem  Uber den ber das Kiosk! sonstines
Dizcourter  braucher- Winzers markt Wieinfach- WiEin- Irternet Tankztellar
tnarkt!=B- Winzer- héndler bei  verzand- iZetranke-
Warenhaus  genossen- tmir in der handel abholmarkt
achatt Mahe

Fragestellung: Wo haben 5ie denWein, den Sie in denlekzten & Monaten salbst getrunken undfoderverschenkt haben, am haofigshen ainge kauft?
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Loyalist je Kanal

Fragestellung Welche Einkaofs stdte in letzten sechs Monaten benokzt?
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Loyalist je Kanal handel Internet

Fragestallung: Welche der folgendan Anfworten beschreibt am be sten, wie haufig Sie normalenyveiseWein trinken?
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handel Internet

Fragestellung Ausgabebersitschaftfireine Flasche 0,75 I'Weinzum &nlass "Entspannung, Relaxen, dbschaltan®
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m Stimme eherund voll und 0% 7
ganz zu B0%
T0H A
stimmeweder zu noch 60% 1
nicht zu S0% 7 40R% 32,1%
40,0%
A0H
m Stimme eher nicht und 30% 7 31,0% 18,7% 27 8%
Uberhaupt nichtzu 20% J
10%

0%

Discount Vivi Sivi Woeinfach- VH/ Winzer

Loyalist je Kanal handel  Internet

Frazestelluns: Bithe seben Sie z2u den folzendan Auzsagen an. wie sehr bie ieder duzsage zustimmen oder nichtzustimmen - lch irkeressiere mich sehrfirwein
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Fragestellung Geben Sie firjedander folgenden Gesichizpunbte an, wie wichtig er jeveils fir Sie beirm Kaufvon Wein ist, Bithe ve nvendan Sie dazudiese Skala
1his 5,1 bedeutet"iiberhaupt nichtwichtig" und 5 bedeutet"sebirwichtiz”

4 "C H 388)



3*

01

> |

20% 1
18% -
16% 1
14% -
12% -
10% 1
8% 1
6%
4% A
2% 1

0%

winemmnetworks

8 & 7=
88 /< >
" Loyalist
Trialist
K3 £ ES
A 1%
4% 4% 4%
2% 2% 2%
Blanchet  Amsel- Medinet  leFilou  langguth  Chenet Gallo  Mederano  Golden
keller Erben Kaan
H 3&&



> |

winemmnetworks

&, 7= (
88 /< 5
o o "
— - 23%
24% 29%
70%
60% - o 38%
28%
50% 7 30% 45% 25%
40%
31%
- B -
o s
10% 21%
12% 1% 12% 19%
D% | | = | | |
Gesamt Blanchet  Amselkeller Langguth  Medinet Le Filou
Loyalist Loyalist Loyalist Loyalist Loyalist

H 3&&

B 55 und dlter

45-54

35-44

B 25-34

18-24



3*

01

> |

winemmnetworks

& 67=(

88 /<

Gesamt Blanchet Amselkeller

Loyalist
38&

Loyalist

5

Langguth
Loyalist

Medinet
Loyalist

Le Filou
Loyalist

“ nahezu
taglich/taglich

© 2-5malpro
Woche

* einmal pro
Woche

© 1-3malpro
Manat




3*

01

> |

winemmnetworks

& =7= (
88 /< 5
100%
90% - 16% 5%
- 5% 10% s €3000
80% 1 - e | Bk o
70% - 21% 3 " €2500-2999
17% 20%
60% - €2000-2499
23%
50%1  24% 23% B
24% €1500-1999
. . = £1000-1499
. <£1000
- 25%
10% 14% 17% 20% 12% 17%
D% | | | | | |
Gesamt  Blanchet Amselkeller Langguth  Medinet Le Filou
Erben
"C H 3&&



winemmnetworks
$ &76(



$ &,76(




$  &676 (




01

3*

& 7= (




01

3*

&, 7=(

" ,,<8 L8 5




867=(

" ,,<8 L8 5




" ,,<8 L8 5




01



?
Il 2
8 +1 8 ==

/! _
% 60
il 6

> # 6

& ( 3

vy 388) > ' | I



Geschaftsmodell










