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THE BRAND THE CAMPAIGN

Brand: EICHHOF Campaign name: EICHHOF —EVERYTHING ELSE WOULD BE WRONG Job To Be Done:
Opco: Heineken Switzerland AG Launch date: 2.5.2022 Everybodyknows Eichhofin Central Switzerland, but relevance intheir

Marketing Director / Brand Director: Andrys Aardema Formats: OOH, DOOH, OLD, OLV, Social Media, Earned Media, events life as well as usage decreased over time. The creative idea re presents
(Guiness World record, brewery festival) a platform to reconnect with consumers in a meaningful, authenticand

Brand In A Bottle: different way.
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CRAFTING THE Campaign strategy and creative idea.
TRUE NEW When itcomes to beer, Eichhofsets the benchmark. Troughit's long experience & pioneering know-how in brewing, Eichhofknows whats right. This is
expressedinthe CCl "Everything else would be wrong". Next to the intrinsic quality aspect, this CCl fits also perfect to extrinsic communication. Our

Eichhofconsumers/fans knowbest how to enjoythe beer—everythingelse would be wrong!

MWBs: Demand Space:

MBW 3 —Develop Breakthrough Communication Reuniting

Volumetarget
12+ years old, LDA;
drinking lager and

open for specialties.

Creative Commitment:

Core Creative Brand Idea: 1A 1B 2 .
(for strategic brands) (for game-changer brands) (for all brands) (for all brands)

EICHHOF —EVERYTHING ELSE WOULD BE WRONG
Total reach among target consumers Total reach among target consumers Overall campaign duration Total number of channels

Market Context: <30%  30%-50%  >50% <30%  30%-60%  >60% <12wks 12wks-2yrs  >2yrs

Eichhofis a regional brand with 60% of vol.inits core region. Itused to bethe No. 1.,
but continuouslylostvol.andhasnowbeen overtaken bytwo national competitors. . K . . . .
It's still the strongest brand interms of equityinthe coreregionbutis far behind the Campaign assets TL: 1) Online Videos 2) OOH Visuals 3) Experience (World record)

TESTING & RESULTS

Post-campaign results:
. ) ) * Fristtime volume growthsince a decade with Total MS gains of 0.5ppt (SBV YTD Aug22)
Meaningfulness score(s): 112 in 2022 (core region central CH) * OnTrade:+0.4pptinmarketshare while HSW is -0.7ppt (SBV YTD Aug22)
Difference score(s): 86 in 2022 (core region central CH) * OffTrade turnaround: +0.5pptinvalue share (Nielsen P9, C-CH)
* 10x ROl of earned mediawith world record activation (50k CHF -> 500k CHF)

Kantar pre-/during-campaign testing: No pre-/during-campaign testing done due to limited budget.

Salience score(s): 254in 2022 (core region central CH)




