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Blatnik bakery

ÅFamily bakery established in 1990in Videm in 
Dolenjska
ÅOwners are ¢ƻƳŀȌand Anica Blatnik
ÅTotal turnover in 2008 was 20,6 mio EUR
ÅHaving 6 ŦǊŀƴŎƘƛǎƛƴƎ ¢¦~ ǎƘƻǇǎ ƛƴ Dolenjska

and Central Slovenia
ÅHaving 4 Blatnik retail shops
Å23 Mobipek(door to door),
Å4 HappyPekbakery&coffeeshops, 
ÅNumber of employees:228



Evaluatingbrand

Measurablecriterias

Åawerness- mainlytop of mind

Åshareof market by retail audit

Unmeasurablecriterias- Emotionalcriterias

ÅTo becomebelovedbrandwith uniquevalue

ÅTo haveperceptionby consumersbeyond
product



Process(1)

Writing our vision, valuesanddetailedmission

ÅEstimatemarket sizeandSOM of mainplayers
in bakerycategory

ÅSWOT analysisof Blatnik



Process(2)

Analyzingnumbersof brandsƛƴ ά.ƭŀǘƴƛƪ houseέ

ÅPreparingbriefsfor tender in order to choose
marketing agency

ÅChoosingour creativepartner

ÅChoosingour researchagency

ÅAnalysisof all data

ÅCreatingBlatnik uniquestory



Process(3)

ÅBasedon the storycreatingour identity

ÅCreatingproductportfolio andcommunication
tools

ÅChoosingthe right PEOPLEto be responsible
for the processandto make it happen

ÅConvincemanagersandemployeesto believe
andto follow newphilosophyof businessand
marketing concepts

IMPLEMENTATION!!!



Goalsof research

ÅWhoare Slovenians(what makesthem happy, what
makesthem cry, etc.)

ÅTo understandwhat is the feelingsof breadfor
Slovenians

Toolsandmetods(1)
ÅFocusgroupsin Ljubljana, Maribor andKoper (total 6)

ÅEtnographicresearchin central of Slovenia



Toolsandmetods(2)

ÅLong talkswith Anica and¢ƻƳŀȌ .ƭŀǘƴƛƪ ǘƻ 
understandtheir uniqueway

ÅWetried to find some uniquecharasteristicof
the entire Blatnik familyby generations

ÅResearchregardingmarket sizeandMOS in 
bakerycategory



Market share by segments
- volume(t)

*    Datafor March2009
**  Market shareis not calc.byretail audit but by sales
***  Totalis  155.548.000  t
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Market share by segmentsςvalue
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*     Data for March 2009
**  Market share is not calc.by retail audit but by sales



Market size by regions 
as producers
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*     Datafor March2009
**  Market shareis not calc.byretail audit but by sales
***  Totalis 120.000 ton
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Market size by regions 
as producers

*     Datafor March2009
**  Market shareis not calc.byretail audit but by sales
*** Totalis  155.548.000  eur



Market share - sandwitches
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*     Datafor March2009
**  Market shareis not calc.byretail audit but by sales



Keyaccounts
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*     Datafor March2009
**  Market shareis not calc.byretail audit but by sales



Resultsof all analysis(1)

Å.ƭŀǘƴƛƪ ƛǎ ƴƻǘ ŀǎ ōƛƎ ŀǎ  ¿ƛǘƻΣ DǊƻǎǳǇƭƧŜΣ aƭƛƴƻǘŜǎǘΣ 
Spar 

ÅNot as smallas cornerbakeryshop

ÅWefoundout that we are consideredas good
qualitybut with fluctuations

ÅWefoundout that Slovenianshaverepressed
happinessandthat perceptionof breadfor
Sloveniansis goodnessof life



GOODNESS
If bread needs And Slovenians need 

HAPPYNESS



GOODNESS
We need someone to spread To make people of Slovenia

HAPPY



Resultsof all analysis(2)

ÅWeactuallyhaveno brandbecausewe have4 
άbrandsέ ό.ƭŀǘƴƛƪΣ Mobipek, Mala malica, 
YǊǳǑƴŀ ǇŜőύ andthe total market shareis only
3%

ÅAndalsowe do not haveenoughfinancial
resourcesto supportandmaintain4 brands



Decision

ÅThatour visionwill not staya dream! Wewill
createour uniqueidentity andwe will
communicatewith Sloveniansandvia them to 
the regionandto the world

ÅTo haveanemotionalumbrellabrandin order
to maximizeresultsto shareholdersand
satisfaction&happinnesto all stakeholders



HAPPYPEK BRAND
storyandconcept

It wascreatedby Leo BarnettSerbia
togetherwith Blatnik ownersand
marketing team

{ƻΧ ƭŜǘ ǳǎ sharewith youour uniquestory, 
maincommunicationtoolsandproduct
portfolio



HappyPekstory



Ourproductportfolio



2ƻǇƻǾŀ ǳƭƛŎŀ









bƧŜƎƻǑŜǾŀ ǳƭƛŎŀ



DoubleDecker- BTC






