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E-COMMERCE

A JOURNEY TOWARDS
“CATEGORY BUILDING”

FROM OFFLINE TO ONLINE
15t June 2022
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THE TEAM
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—m‘ WHAT WE WILL SEE TODAY

THE RED BULL CATEGORY JOURNEY SO FAR

OUR OMNICHANNEL CATEGORY MISSION: THINK SHOPPER. ACT CATEGORY.

THE RED BULL ONLINE APPROACH: P.O.S.A.

A WORKING CASE: GETIR

Alessia
Vercesi

Alessia
Vercesi

Francesco
Castellani

Francesco
Castellani
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—mm THE BUILD-UP OF A CATEGORY
“~F7 SINCE THE VERY BEGINNING TO NOWADAYS, ACROSS MULTIPLE CHANNELS

1987

9.8 bln

= | Travel
¥ | Retail

THE ENERGY “There is no market for
DRINK Red Bull yet,

CATEGORY but we will create one.”
WAS BORN

< ENERGY ZONE
R g g
S 5 irrner |
..))._-,J,l,-,g,:,l_, 1100

f LimpR . BN

O T
(U} j

Retail

Source: Internal Red Bull elaborations
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THE RED BULL ECOMMERCE JOURNEY
A GLOBAL COMMITMENT KICKED-OFF IN 2016

A~

eCOMMERCE TOUCHPOINTS 2016 THNK AcTCATEGORY
12 60
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POSITION RED BULL A
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IDENTIFY Al RSTAND THE
plle PPER

“ Have vaTiEnCE.

All thingsare
DIFFICULT
before they

BECOME easy.”

GLOBAL ECOMMERCE TARGETS 2016 e
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' DIFFERENT CHANNELS. ONE CATEGORY MISSION.
7" UNDERSTANDING AND ANTICIPATING SHOPPER NEEDS

GLOBAL SHOPPER INSIGHTS
ON ONLINE CHANNEL BY COUNTRY /SUBCHANNEL
m - n {00} < Red Bull- Oniine Delivery - Q-comm ® puscsons () 199211992 couees ceseows 300522
i Y
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Age & Gender ® Men @ Women Survey countries 3
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Energy Drink shoppers plan fo . 55-99 - 7 Fitor
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Imagine you see a new energy drink flavor online. How likely are you to try this new flavor?
SHOPPER s
725 Evrgy Dok s so% 343
WHO ARE THE CUSTOMERS IN THIS CATEGORY? ARE THERE CUSTOMER SEGMENTS IN = Aq —=
THIS CATEGORY WE SHOULD PAY SPECIAL ATTENTION TO? o 2
o
How offen do you purchase groceries online compared 1o in store? QTEGORY
Soft Drinks 8 Energy Drinks 10% i
1 - Very unlikely 2- Unlikely 3 - Likely - Very likely
I —

Q-COMMERCE SHOPPERS

ARE YOUNG (25-34),
KEEN TO TRY NEW
PRODUCTS, DRIVEN BY
IMPACTFUL CONTENTS.

10% OF ENERGY DRINKS SHOPPERS
BUY MOSTLY ONLINE.

ENERGY DRINKS ARE FREQUENTLY
CROSS PURCHASED WITH SNACKS.

Source: Internal Red Bull insights
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THE HERO OF OUR JOURNEY: E-COM X-FUNCTIONAL TEAM
HSLA CENTER OF EXCELLENCE FOR E-COM IN THE MARKET

CATEGORY
MANAGEMENT

KEY ACCOUNT
MANAGEMENT

OTHER FUNCTIONS

Marketing &
Advertising

/ Insights /

/ Operations /

[ rinames ]
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—mm TWO MILESTONES OF THE ONLINE BUSINESS DEVELOPMENT

SHOPPER JOURNEY FUNNEL

INTEREST/CONSIDERATION

ADDITIONA |
PLACEMENT
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THE PERFECT ONLINE STORE ANALYSIS
~ AFULL APPROACH TO OPTIMIZE THE ONLINE OFFER

P S m
-

ACQUISTA ORA

AAALI: ON.
ZUCCHERI: OFF.

Energy Drink [ ]
== Risultati per: Energy Drink
84 Prodotti = Filtra
e 199 ¢

e Bull Enengy Drisk, Rod Bull Energy Drink,

i

—

Categories >
Acqua e Bevande Analcoliche >

Bevande Funzionali

Bevande Funzionali

50 Prodotti = Filtra

RRET 399€

R Bl gy Diisk, Red Bull Energy Drink,...

Confezione 4x250ml

Manster Green da 051

19€

ADDITIONA;
PLACEMENT
IN3INOD
V9 q 1533838

Marketing brand
» Red Bull Zero 250ml contiene ingredienti di altissima qualita: Caffeina, Taurina, Vitamine

Red Bull Energy Drink,
Zero Calorie, 250 ml

Euro 5,56 /1
L3

€139

del gruppo B, Aspartame, Acesulfame K, Sucralosio, Glicosidi Steviolici e Acqua Alpina.

» Una lattina da 250 ml di Red Bull Zero contiene 80 mg di caffeina, circa la stessa quantita
contenuta in una tazzina di caffé.

= Le lattine di Red Bull sono fatte di alluminio riciclabile al 100%

« Lattina singola da 250 ml di Red Bull Zero

« Stimola corpo e mente ®
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RED BULL EREVENUES ¢

ENERGY DRINKS MAKE UP
9% OF ONLINE CSD REVENUES

[ 1 .
Brand 7 Brand 8

Brand 1 Red Bull Brand 3

IRI Ecommerce tracking, Home Delivery and Click and Collect (Bricks N Clicks, Pureplays, Grocery Delivery platforms), Value , ending 01.05.2022. CSD = Carbonated Soft Drinks
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—m ITALIAN E-COM ECOSYSTEM
"~ OPPORTUNITIES THROUGH DIFFERENT SHOPPING MISSIONS & BUSINESS MODELS

Higher fotal basket valve

WEEKLY/MONTHLY STOCK-UP SPECIAL OCCASION =

= ESSELUNGA 3 B
ACASA  Qcawco T
S
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b Carefour (g everli ] Isdic ._
TIGROS g Wngg!rlbgfry
S

Impulse

SHOPPING MISSION

amazonbusiness %
S—1 -

amazon zpnNnA

Home stocking

amazonfresh
SN——1

A B @

ON DEMAND/
QUICK REPLENISHMENT

/\
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ulg
ENERG . ,

Source: Internal assessment

REGULAR REPLENISHMENT

Lower fotal basket value
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"~ OUR JOURNEY SO FAR

GETIR & RED BULL

Search < Products Product Details Product Details
Q redbull Q RedBull Beers & Spirits Wine Drinks Ice Cream  Frozen Home Via Melchiorre Gioia, 88, 20125
ch Result ices, Smoothies & Syrups iced Tea Energy & Sports Drinks m Delivered
AAALI PER Cold
7 F 5 T T T LA TUA ESTATE.
+ ~ . ~ A AIBECCCA E FRAGOUA
i I i m Y
. . n . . ! Sk COROF e
ori5 e
- — T S S

1,59 € 159 € 1,59 €

1,29¢€ 1,39¢€ 4,59 € i s s
Red Bull Energy Red Bull Energy Red Bull Energy Red Bull Energy Red Bull Energy Monster Green
Redbull Red Bull Senza Hamburger Drink Zero Calorie  Drink Chilled Drink Senza Zucch... Drink Chilled Drink Zero Calorie 500 mi
Energy Drink Zuccheri di Scottona S5 i i gy Seai s )
250 mi 250 mi 2x150g . # : . £ 599 € ®
I ¥ - + :
+ + + & ) Red Bull Energy Drink 4x250 ml 1,59 €
{ 11t : g
) G Red Bull Energy Drink Chilled
G G
S 250 mi
2 i 4
- LI

599€ 0,89-€0,69 € 1,99€1,59 €
469€ 10,89 € 399¢€ 599 € Fruit & Veg Food Cupboard ~ Meat & Fish

Red Bull Energy Gatorade Limone Gatorade Arancia
Carne Macinata Etna Rosso Filetto a Fette Red Bull Energy Drink 4x250 ml 500 ml 150t dotto, ma anche un conc inzionali presenti in Es
di Scottona DOC Firriato di Suino Drink 4x250 ml 1 it ne vend 1a il 1° aprite < Bull a meta degli anni '8
400 g 750 mi 250 Tt a merceologica totalmente

> + + ' /

8,90 €

Primitivo di

]

4
|

750 €

syrah rosso

Q

7.99€

Frescobaldi

0,89-€0,69 €

Gatorade Cool Blue

N

159¢€

Red Bull Energy
Drink Senza Zucch..

CATEGORY

Ingredients & Allergens

Add to Basket

PRODUCT

Dairy & Eges

w

L

Breakfast

Confectionery

Q

Beers & Spirits

Drinks

ents & Allergen

Disclaimer

Add to Basket

Recommended Products v
Adc

COoLD

ASSORTMENT SAMPLING

BROWSING CONTENT AVAILABILITY

1. THE START 2. FIX THE BASICS 3. ACTIVATE & EXCEL
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B™  GETIR & RED BULL
SR RESULTS & NEXT STEPS

RESULTS

City Coverage: Milan, Rome, Turin, Bergamo, Florence

RB MARKET SHARE ON ED

Source: Internal Customer Data YTD Jan- May 22

NEXT STEPS

1. LIST FULL ASSORTMENT

2. MAXIMIZE MULTIPACK POTENTIAL

3. MAINTAIN CATEGORY LEADERSHIP

% 1

fRedBull 53

{
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Zo =}
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™ KEY TAKEOUTS
S WHAT WE’VE LEARNED SO FAR

-I «THINK OMNICHANNEL»:
E-COMMERCE IS A KEY SOURCE OF GROWTH FOR THE TOTAL COMPANY BUSINESS
2 «THINK SHOPPER»:
DISCOVER E-SHOPPER MISSIONS, BEHAVIOUR AND NEEDS TO DRIVE AWARENESS & PURCHASE

«ACT CATEGORY»:

LEVERAGE OFFLINE CATEGORY PRINCIPLES AND RETAILERS” COLLABORATIONS TO DRIVE EEGROWTH
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