KAPSHAGAY MARKET

CONQUEST
STRATEGY

Distributor: Smart Kapshagay



Topics for Discussion Gt

‘ Distributor information

Cause-effect relationship of low market
share

‘ Strategic priorities
‘ Sales Growth model

‘ Next Steps



Distributor information

Total number of outlets - 347

Silver - 65,19% Basic - 69,20%

Bronze - 174,51%




Distributor information Coid
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Distributor information ]

Marketplace share (coolers)
WCoca-Cola ®WPepsi ®MTassay MDizzy MMaxi Tea WOthers

Others, 4%
Maxi Tea,6%

Coca-Cola,35%

Pepsi,33%
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Distributor information Coid

Cooler’s doors availability in outlets
Marketplace share (coolers)
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Cause-effect relationship

Previous
distributor’'s
inactivity

Aggressive offers by
competitors

Low market
share

Lack of coolers in
outlets

Decrease of
Sales



Cause-effect relationship Catils
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chance « Competitor offers 10% bonus discount for
titi each cooler
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Strategic Priorities

Ceetoty

Increase quantity of doors in outlets

Allocate sales plan according to consumer’s

demand

Unite outlet’'s owners into “Coca-cola SMART
CLUB"

RED & Penetration stability




Sales Growth Model Coid
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Next Steps
March
February ‘ Start
A campaign &
February Budget Monitoring
Allocation monthly
ldentify KEY
supporting
peoplein
CCl
* |dentify KPI's
for initiative



