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Executive Summary 
Bentianna is a unique premium alcohol beverage produced by a Slovak company Taste Evo-
lution Limited. The product was launched in 2013 and has become a success story in its home 
market of Slovakia and also Austria. It has also shown a lots of promise in the United Kingdom 
and the Czech Republic. Bentianna is a light aperitif based on honey, herbs, and grape juice 
with 13% alcohol content. It is produced in a completely natural way without any additives 
and has significant health benefits thanks to the herbs used, such as Gentiana Lutea for ex-
ample. Bentianna’s popularity owes a great deal to its wide serving range, customers enjoy 
drinking it pure as an aperitif or digestif, mixed with prosecco or soft drinks in spritzers, or as 
an essential component in trendy cocktails. Bentianna is luxuriously packaged in premium 
ceramic bottles and quality black boxes.  

Taste Evolution seeks financing to fund its international expansion of the Bentianna brand into 
countries all over the world. Bentianna is a proven product with a clear unique selling propo-
sition and a coherent marketing message. Part of the expansion will be setting up of a mother 
company with offices in Vienna to have a better global outreach. Except the markets men-
tioned above in which Bentianna is already established, the first introductions have been also 
made in Germany, Italy, Russia, Singapore, Hong Kong, and several other European countries 
with positive reactions from all involved.  

“BENTIANNA IS A UNIQUE LIGHT APERITIF BASED ON HERBS, HONEY AND GRAPE JUICE WITH 
13% ALCOHOL BY VOLUME.” 

The company is seeking funds in the amount of €150,000 to finance a two-year period of the 
international expansion. Retained earnings should be sufficient to finance further growth of 
the brand after the period. The planned budget is sizable but the costs of an international ex-
pansion must be considered. Viewed in such manner the budget is prudent and should prove 
to be efficacious, too.  

The company sets the financing hurdle at €50,000. The budget at such level would allow only 
for a less aggressive expansion but should nonetheless allow the company to grow, albeit at a 
slower pace. The owners would be attempt to bridge the gap by additional financing by the 
owners’ equity. 
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Potential investors have a unique opportunity to invest in the company at a great time when 
there is already a strong and growing brand awareness but there is still room for an exponen-
tial growth due to the international expansion. The key advantages of investing at this particu-
lar juncture are listed below: 

- High growth potential  
- Proven existing product 
- Growing brand awareness 
- Scalable production facility 
- Large existing network of sales points 
- Lower risks vis-a-vis a brand new product 
- The product can be tasted to create an opinion 

- Supported by informed opinions of professionals 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Company History 
Taste Evolution Ltd. was founded in 2013 by two partners, Joseph Benjamin Benian and Yury 
Esipov. The main idea behind the establishment of the company was the creation of premium 
beverages based exclusively on natural basis. The mead and grapes based lightly alcoholic 
Bentianna was to be the company’s first creation and the flagship product. Development of 
the recipe and all the project preparation lasted over two years. The concept of Bentianna 
came from the combination of an old recipe from Benedictine monks in the High Tatras and 
the idea of a premium honey-based herbal aperitif to fit the current trends of natural drinks 
with low alcohol volume. The first limited edition of 700 bottles was launched in late 2012 to 
test the Slovak market for such a distinct product such as Bentianna. After overwhelmingly 
positive reactions, the company commenced the production in the required capacity via out-
sourcing. After gaining a foothold on the market, it became clear that the company’s growth 
was contingent on having full control over the manufacturing process. That was the primary 
reason for acquiring a full stake at Bapis Ltd., the company that had been responsible for 
most of the outsourced production prior to the acquisition. Bapis was in possession of all the 
necessary technologies and permissions for Bentianna production, allowing Taste Evolution 
to be in the full control of its growth. The production facility is located in Western Slovakia, in 
the village of Nemcice nearby the town of Topoľčany. 
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Taste Evolution currently employs 14 people and has 5 more auxiliary associates in Slovakia. 
The company has 21 regular Slovak suppliers from the segments of manufacturing, raw mate-
rials, and services. It emphasizes the use of domestic raw materials in order to support local 
businesses. Taste Evolution hopes to help spreading the good word about Slovak products all 
around the world. 

The company is positively validated by Bentianna’s success in Slovakia but the management 
realizes that the product’s true destiny lies in international expansion. That is why the compa-
ny is seeking financing—to fund the expansion. Most of the funds would be directed towards 
sales staff and promotional efforts. The company’s primary long-term goal for Bentianna is to 
build a strong market position as a premium brand and also extend it to as many new markets 
as possible, especially within the EU in the first phase. The current expansion into the Austri-
an, German and Czech markets is in unison with the company’s primary long-term goal for 
Bentianna to build a strong market position as a premium brand and also extend it to as many 
new markets as possible, especially in the EU in the first phase. 
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Product 
Bentianna is a unique light aperitif based on herbs, honey and grape juice with 13% alcohol 
by volume. It is produced in a completely natural way without any additives and has signifi-
cant health benefits. The flavor is a combination of honey’s sweetness followed up by gentle 
herbal bitterness. Elegance, harmony, and the beneficial effects of natural ingredients are the 
essence of Bentianna. Bentianna cleverly combines the best from history in a modern way. 
The unique taste and beneficial health effects are due to the rare yellow gentian. Gentian has 
a long history of use as an herbal bitter and is an ingredient of many proprietary medicines, 
mostly as a tonic and stomachic.  

Bentianna is foremost designed for consumption in pure form, but it also functions as a 
unique ingredient in cocktails, spritzers, and long drinks. The target customers for Bentianna 
are not only end consumers but also the business sphere of hotels, restaurants, and cafés. 

The amalgamation of honey, the unique combination of 13 healing herbs and the delicate 
bitterness of gentian are blended with juices from carefully chosen varieties of grapes and 
genuine Tokay wine. The ripening process in oak barrels used for tokay wine is also very rare, 
and gives Bentianna a final touch of harmony and uniqueness. 
 

Special Combination of Honeys 
Honey sweetness is definitely one of the most distinct flavors in Ben-
tianna. Quality matters so only a very special combination of several 
different kinds of honey, including the most precious—the dark 
mountain honey—is used in the product. It is sourced from the fore-

most Slovak honey producers and who take great pride in being able 
to share the delicious flavor and scent of their honey. 

 

Great Yellow Gentian 
Great yellow gentian makes for one of the most important ingredients 

of Bentianna and grants it its delicious bitterish undertone. Gentian 
root is a bitter herb that comes from yellow gentian plants, or Gen-
tiana lutea. The herb has long been used to stimulate appetite and 
improve various stomach related conditions. Gentian has also prop-

erties that show its potential as an analgesic with anti-inflammatory 
effects.  
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13 Selected Kinds of Herbs 
There’s no other drink like Bentianna – a drink in which 13 different 

kinds of herbs dwell in delicious harmony. Each of the herbs con-
tribute with its specific flavor and beneficial effects. The exact com-
position is, naturally, a carefully guarded treasure. What we can re-
veal, however, is that apart from the legendary gentian you can also 

find echinacea, lemon balm and mother-of-thyme.  
 

 

Grape Juice from Selected Varieties 
It’s said that trifles make perfection. That’s the reason why we dwell so 

much on the little details — so that you can discover new nooks in 
each and every sip. The grape juice in Bentianna, then, comes from 
no common grape. It comes from the precious and hallowed Tokay 
varieties Moscatel and Furmint. And it’s precisely this exquisite com-

bination of the muscat flavor and fruity freshness that complements 
the flavors of Bentianna so beautifully. 

Tokay Wine 
Rightfully labeled as “the wine of kings and the king of wines” or 
“the pearl in the necklace of Slovak wines”. There are precious few 
places in the whole wide world where they produce naturally sweet 
wine of such renown and grand quality. 

Natural Flavor 
Gentian brings beneficial health effects as well as a distinct taste. You can also taste the fresh 
touch of wild thyme and Echinacea. The mix of thirteen herbs is crowned by the ripening 
process in oak barrels used for tokay wine, which gives the drink its exclusive uniqueness. The 
alcohol content in Bentianna (13%) is the result of the natural fermentation of mountain honey 
and grapes. 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Unique Selling Proposition 
Bentianna’s USP is a combination of appealing to the current lifestyle trends—natural products 
and low alcohol volume with an excellent product—fine flavor, wide serving range, and exclu-
sive packaging. The USP is further strengthened by a product differentiation; from all its clos-
est competitors, none combine the aperitif qualities with honey and herbs in a comparable 
manner. 

New Flavor 
Exceptional achievements need to mature to perfection. Bentianna ages in genuine casks 
from Tokay wines and barrique barrels. It’s here where all the ingredients wed and give rise to 
the final symbiosis of flavors. Wine, herbs, honey, wood, time. All of this must come together 
until Bentianna can rest in your glass. 

Pure Nature 
The story of Bentianna is also a story about return to times when things were done slowly and 
with love. Therefore Bentianna is born slowly, matures long and we only pick the most pre-
cious and purest ingredients for it. The use of only natural ingredients appeals to the current  
market trends of healthy bio products. 
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Low Alcohol Content 
Bentianna has an alcohol content of only 13%. That makes Bentianna both in unison with the 
current consumer trend of orientating towards less alcoholic beverages and also an appeal-
ing option for the target group of professional women, who have historically preferred lighter 
drinks.   

Wide Serving Range 
Bentianna has a distinct advantage of being 
malleable to be served in several different 
ways such as the following: 

- Aperitif 
- Digestif 
- With coffee 
- Cocktail 

Such a wide serving range enables Bentianna 
to penetrate different segments of alcoholic 
beverage markets and attract a wider range 
of potential customers. 

Product Differentiation  
Bentianna is a unique product as a light aper-
itif liqueur based on honey and herbs. The 
uniqueness makes it easer for prospective 
customers to distinguish Bentianna from oth-
er products and make it more attractive to its 
particular target market. 

Exclusive Package 
Bentianna’s exclusive packaging extends its potential usability as a present for special occa-
sion and as a souvenir from travel around the Central Europe. The baked clay, swing stopper, 
handicraft and personal attention — mere details, all of it. But it is precisely those details 
which, in the end, matter so much.  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Market Situation 
Slovakia, Bentianna’s original market, is continually growing. The recent strengthening of the 
off-trade presence among major food retail chains, in a combination with the ever rising 
brand awareness, ensures the sales increase well into the future.  

Despite the positive development in Slovakia, international expansion is the true key to the 
company’s success. Austria and the Czech Republic are already deeply into the expansion 
efforts with more detailed information presented below on each market. Soft entries have 
been made into the UK, Germany, Norway, and Singapore. 

Pricing Policy 
Bentianna is in the segment of premium products and its price corresponds with other pre-
mium alcoholic beverages available. More specifically, the pricing policy is based on the 
overall costs of production including but not exclusive to the raw materials and packaging, 
plus sizable margin on top. The margin covers overhead costs and marketing, which is a huge 
part in the beverage industry, plus net profits, naturally. The price per bottle for distributors is 
€11.00 and roughly €22.00 in off-trade locations. On-trade prices vary heavily, for example in 
the top place in Vienna, 4cl Bentianna on the rocks €4.50 to €6.00, and Bentianna with Pros-
ecco is between €5.00 and €7.00. 

Competition  
Due to its unique composition and flavor, Bentianna has no direct competition neither locally 
nor internationally. Bentianna is indirectly competing with vermouths, liqueurs, and spritzer 
mixers as a potential substitute but Bentianna offers more universal possibilities due to the 
wide variety of servings — aperitif, digestif, with coffee, and in cocktails. Another important 
quality of Bentianna is its low-alcohol compound which is appealing to the current trend of 
healthy and natural living. Thus, there are three main segments of competition: 

- Pure form as aperitif/digestif (vermouths, dessert wines, bitters, liqueurs) 
- In spritzers and other summer drinks (Aperol, Lillet, Hugo, Martini Royale) 
- As an ingredient in a wide variety of cocktails (Drambuie, honey liqueurs)  

The widespread acceptance and popularity of Bentianna both among consumers and profes-
sionals in Slovakia, and prospectively abroad, can be attributed to these factors. Indirect 
competitors are low alcohol volume liqueurs or dessert wines but Bentianna’s uniqueness of-
fers possibilities more universal that few competitors can fully match. 

Market Position 
Bentianna is in the class of its own considering its uniqueness among alcoholic beverages. In 
the terms of indirect competition it is promoted in the highly competitive market full of pres-
tigious international brands.  The ambition is to thrive even in such a strenuous position by 
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communicating the distinctive strengths of Bentianna with both the consumers and business-
es. Local growth and international expansion are the essential goal at this stage of the brand 
development. Bentianna is taking advantage of the contemporary global trend of preference 
for smaller “crafted” products with history and tradition as opposed to large scale production 
of international conglomerates.  Tendency towards healthy life style is another factor favoring 
Bentianna due to its organic nature and low alcohol content.  

Bentianna is taking advantage of the contemporary global trend of preference for smaller 
“crafted” products with history and tradition as opposed to large scale production of in-
ternational conglomerates. Tendency towards healthy life style is another factor favoring Ben-
tianna due to its organic nature and low alcohol content. Bentianna’s combination of fashion-
ability and history has already been recognized in Slovakia, as proven by the prestigious 
award “Discovery of the Year 2014” in the rankings of Bar Magazine.    

Market Considerations 
The company’s marketing and sales strategy is tailored to the product and the specific poten-
tial markets. The core aspects of the plan are based on the following distinct characteristics of 
them. 

Type of Use 
Bentianna can achieve the highest sales on-trade in the form of summer “spritzer” (Bentianna 
Prosecco, Bentianna Tonic, Bentianna Ginger Ale, etc.) drinks. Following the spritzers is either 
Bentianna on the rocks with a slice of lemon, or Bentianna as a part of different cocktail cre-
ations; depending mostly on the drinking culture of a respective region. 

Market Development 
There is a blueprint for Bentianna development in the economically developed of Europe, 
North America, and Eastern Asia.  

1. Premium bars offer a reference point and generate the much needed hype around the 
product to manage a successful entry in a respective market. The second benefit is offer-
ing the product to competent professionals who have the ability to create new cocktails 
and subsequently present them to colleagues and customers. 

2. More on-trade points of sale—offering possibilities of an active sales approach through 
communication between staff and customers further supported by promotional materials.  

3. Selected upscale and specialized retailers (wine shops, delicacies, food retail flag-stores)  
which fit to the brand image and offer the best possibilities for generating additional de-
mand for the product via promotional activities. 

4. Listings in mass food retail chains in unison with mass marketing efforts and a well-funded 
advertising campaign targeting end buyers.  
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Cooperation with Distributors  
Distributors primarily deal with the logistics of goods transportation but also might partici-
pate in marketing and sales activities of said goods. It is difficult to persuade a distributor to 
assume the risks associated with the marketing and sales efforts unless a product is in high 
demand. The difficulty of obtaining support from distributors in the early stages of a product’s 
life cycle creates high pressure on a producer to market and sell its own product; at least in 
the key markets. For this reason, the company must rely on its own resources to market and 
sell Bentianna for the time being. The following list illustrates the manpower employed in the 
most important markets.   

- Austria (5 members)  
- Slovakia (4 members)  
- Czech Republic (1 member) 
- Germany (planned) 
- England (planned)  
- Scandinavia (planned)  
- Singapore & Shanghai (planned)  

Once the product becomes more established and the brand more renowned, it is easier to 
sign exclusive distribution contracts stipulating guaranteed minimum order amount as well as 
allocate a distributor’s human and financial resources (sales and marketing) for the product. 
Bentianna has already achieved such kind of offers as well and is in negotiation process in 
Slovakia, the Czech Republic, Germany, the United Kingdom, and Norway.  

Target Markets 
Following groups of markets appear being interesting and are planned to be approached in 
the first line  

1. The home markets (Slovakia, the Czech Republic) are approaching maturity with some 
support of the supportive patriotic attitude towards the product. Bentianna won “The 
Newcomer of the Year” award from “Barmagazine”.  

2. The GSA markets  (Germany, Switzerland, Austria) and other most wealthy countries in Eu-
rope including Scandinavia with high income levels have clientele use to enjoying of 
more expensive drinks in premium bars. 

3. The Mediterranean markets are highly touristic with warm climates keeping terraces open 
longer for Bentianna summer drinks. However, in the early stages of a product life cycle 
tourist consumption is not strongly associated with demand growth; the demand is mostly 
generated by locals frequently visiting their favorite on-trade spots and buying the prod-
uct in retail chains.  

4. USA, Canada, Eastern Asia: large population, high buying power and further benefits. 
5. Russia, Turkey, China and other large developing countries have large populations but 

lower (although increasing) buying power. 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Retail Listing 
Convincing a retailer is the step one closely and building the demand to create reorders is 
the step two. It does the company nor the retailer any good if the product does not turn 
quickly. The fastest way to be removed from a retail store is to clog up their inventory with a 
new product not selling quickly. It is very easy for a new product to get lost on the shelf. A re-
tail buyer needs to know that the product will be supported by the producer. Below are some 
methods to support the retail sales of the product.  

- PoS promo team  
- PoS promo materials  
- Press releases 
- Retail magazines  
- Weekly retail adds  

It is absolutely crucial to get the product listed in major food retail chains—already done in 
Slovakia—in order to be able to reach a mass audience. Timing is of the essence for the retail 
listings in new markets given the significant risk of delisting in the case the sales are insuffi-
cient as the result of the lack of the brand awareness and inadequate marketing efforts. Too 
late a listing would hurt the sales and consequentially the company’s growth. 
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Market Characteristics Followers 
The target group for Bentianna is rather wide including men and women between 25 to 60 
years old with above average incomes. The latest marketing campaign in Slovakia focused on 
young urban professional women. The sales channels are divided into two main ones differ-
ing in their nature of reaching the end consumers. 

On-trade (restaurants, cafés, hotels, bars) 
The company’s goal for Bentianna is to ensure the product’s high availability in upscale estab-
lishments with affluent clientele. Such establishments constitute approximately 25% (circa 500 
units) of the entire Slovak on-trade market contemporarily. 

Off-trade (retail chains) 
One of the crucial aspects of successful retail sales is to reach a high number of prospective 
end consumers via a high degree of availability in retail chains. Given that Bentianna is a pre-
mium product, it is essential to build up the necessary brand recognition among end con-
sumers by sales in specialized high-end retail shops (in addition to on-trade sales). Expansion  
into mass retailers would be executed once the brand recognition reaches the requisite level. 
Such approach is necessary to avoid a potential pitfall associated with entering the mass retail 
market too soon, that is of being delisted by a retailer after a trial period does not yield satis-
factory sales. Online sales are seen as complimentary to the overall off-trade strategy at this 
point in time and in the near future. Marketing tools targeting both end consumers and busi-
nesses are continuously used to enhance Bentianna’s brand recognition and sales growth.  
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Current Trends 
It is of great importance to keep up with both the current trends in the market of alcoholic 
beverages to accurately target the marketing efforts. For example, millennials are experimen-
tal, attentive consumers. Retailers can appeal to them through in-store displays, promotions 
and new product launches. Habitual purchasing behaviors develop as consumers age, result-
ing in heavily planned purchases and “auto-pilot” shopping behavior as seen among 
Boomer-generation alcoholic beverage consumers. Therefore, these potential customers 
must be attracted before theirs purchasing habits are fully formed.  

Wine drinkers are explorers and make their purchase decisions in-store. Compared to the 
beer and spirits categories, a high level of wine purchase decisions are made in-store (37 
percent), and consumers make 70 percent of their product decisions at the shelf. Samples, 
engaging in word-of-mouth and recalling exposure to advertising can greatly help boost this 
category’s sales. Also, young women (24-30 age range) have been recently categorized as 
liqueur drinkers that would seek out new brands and new venues, more so that men in the 
same age demographic. These women are considered highly impulsive with regard to drink 
experimentation as opposed to the — pack mentality characteristically found in men. 

To summarize the main current trends consumers want “lighter” drinks that fitted in with social 
experiences where little or no food is eaten, such as in bars or cafés. They were also interest-
ed in quality, including favoring the use of natural ingredients over artificial ones. Bentianna ‘s 
lower alcohol content and natural ingredients fits well with consumers’ new preferences. The 
Bentianna team decided to export the idea of Bentianna Bene as the perfect drink for aperiti-
vo occasions, the Italian tradition of light drinks and snacks before — or instead of — meals. 
When promoting the new drink, Bentianna focuses its efforts on bars, wine bars and other 
dining places. Associating Bentianna Bene with the fun aperitivo time, especially among 
younger clientele, leads to strong word-of-mouth publicity spreading among consumers. 
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Marketing & Distribution 
Quality on its own is usually not enough to win sales. Successful companies fascinate cus-
tomers with new ways to enjoy their products. Experiences that involve enjoyable social inter-
action are a viable way to trigger word-of-mouth promotion, and widespread adoption. 

Bentianna’s game plan consists of a few essential elements. Bentianna must have a catchy 
name and an untraditional, eye-catching bottle and label. The marketing plan generally 
needs to be two-pronged, taking advantage of traditional and grassroots resources. One of 
the keys to success is sponsoring parties and donating alcohol to different influential events 
and charities. This technique could be called the trickle-down theory of marketing: If regular 
drinkers associate a certain brand with famous or wealthy people, then they will also order it 
in bars or buy bottles. Bentianna’s positioning at the intersection of key consumer trends — 
Hitting the sweet spot in terms of taste and refreshment, low alcohol by volume (ABV), and 
effective pairing with food on aperitivo occasions. 

The effective use of the on-trade – Appealing to younger drinkers on vibrant sociable on-
trade occasions. The “on-trend” Bentianna’s Bene serving – This comprises Bentianna, Prosec-
co, and soda and makes the beverage refreshing as well as lowering the alcohol content. 
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In order for Bentianna’s marketing communication to be truly effective the focus is on four 
main areas: 

- Traditional media 
- Social media 
- Public relations 
- BTL communication 

Aggressive expansion in foreign markets – Bentianna has already started expansion efforts to 
Austria, Germany, and the Czech Republic, as well as soft entering of other markets such as 
China, the United Kingdom, Norway, Italy, and Spain. Consumers in these developed markets 
are very conscious of what their brand choices say about them. Given the higher levels of 
disposable income and the importance of branding, these are markets where consumers are 
often prepared to pay more for high quality brands with heritage and provenance. There is 
also sustained growth in the number of consumers who are able to enjoy luxury brands. 

Key Words 
1. Taste (Unique) & Functionality (Nourishment) 
2. Nature (Raw Materials) & “Greeness” (Green Production) 
3. History (Recipe) & Tradition (Knowledge) 
4. Low Alcohol Volume (Trend) & New Possibilities (Mixology) 
5. Harmony (Feeling) & Culture (Elegance) 
6. Slovak Product (Tradition & Values) 
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Management  
 

Joseph Benjamin Benian — Co-founder & Managing Partner 
The founder of Taste Evolution is Joseph Benjamin Benian, who is the 

most renowned Slovak mixologist with more than 20 years of experi-
ence in gastronomy and mixology. The most prestigious among his 
many awards is the gold at the Euro Cup 2000 in Stuttgart. He had 
been the Bacardi Brand Ambassador for Slovakia for over six years 
which he followed by Zacapa & Reserve Brands for additional two 

years. He is the mastermind behind several of the most popular bars 
and restaurants in Slovakia, such as El Gaucho, Rambla, UpsideDown 

Whisky House, Sky Bar, Lemon Tree, The Rum Club, Savage Garden and 
others. He has travelled 61 countries, established and managed the first bartender school in 
Slovakia, and created dozens of drinks. For some time he considered creating a modern 
product with the message of the best home-made traditions. That’s why he founded Taste 
Evolution, with Bentianna as its first successful project. 

Yury Esipov - Co-founder & Managing Partner 
Yury is an entrepreneur of a Russian origin educated in Austria at the 

Vienna University of Economics and economically active in the CEE 
region. He speaks fluently Russian, German, English, and Slovak. He 
is a co-founder and managing partner in several highly successful 
businesses including a medical clinic in Slovakia, M&A advisory and 

commercial real estate brokerage in Austria, and is a co-founder and 
managing partner of Taste Evolution. Yury is mostly responsible for fi-

nancial side of business and international expansion in Taste Evolution.   

Peter Kršák — Sales Manager Slovakia 
If there’s anyone who could write a book about how to run a top-notch 

bar, Peter is the obvious candidate. He worked as a manager in the 
most famous hotels and bars in Slovakia and the Czech Republic 
and knows pretty much all the bar secrets and stories. His career 
eventually took him to LemonTree, where he met with Joseph B. 

Benian again after several years. In 2013, Joseph established a com-
pany named Taste Evolution and that’s where Peter’s steps headed. 

Here he dedicates himself to the sales—his mission and his hobby. 
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Stefano Trabison — Sales Manager Austria & Germany 
Stefano worked at some of the most prestigious bars and restaurants 

including Michelin starred DO&CO and the former nightlife staple 
Bar Italia. He had been also actively competing in Diageo World 
Class and other competitions. Stefano is responsible for Bentianna 
sales and expansion in the German speaking countries, namely Aus-

tria, Germany, and in the near future Switzerland as well. 

 
Róbert Šajtlava — Bentianna Brand Ambassador 

Róbert’s road to Bentianna led through several famous restaurants and 
bars. He went through an internship in one of the most prestigious 
bars in Cologne, Shepheards, and later on he honed his skills at the 
Paparazzi Cocktail Bar & Ristorante and LemonTree & Sky Bar in 
Bratislava, among others. Here he met his mentor, Joseph B. Benian, 

with whom he cooperates closely to this day. Since he travels a great 
deal, he likes to share stories, experiences and inspirations with his 

bartender friends all over the world.  

Staff 
Taste Evolution currently employs fourteen people and has five more auxiliary associates in 
Slovakia. The Slovak team is well established and fully staffed in the terms of management, 
administration, and production, but further strengthening of the sales team is seen as an im-
portant step towards the future success. In Austria, there are five people working with the 
company as a full-team is being built at the very moment. Most new employees or associates 
would be working in sales and marketing. 
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Financials 

The company’s plan for the international expansion and the local growth would remain the 
same if the funding goal is not reached but it would take longer since the marketing and  
sales expenses would have to be reduced in the first two years. In such a case, there would be 
higher investment from retained earnings in the middle years of the 10-year plan to catch up.   
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INCOME (IN EUROS) 1 2 3 4 5 6 7 8 9 10

Revenues 688,580 1,315,413 2,191,163 2,630,555 3,155,425 3,786,927 4,544,010 5,452,410 6,544,120 7,852,660

Cost of Goods Sold 376,005 717,688 1,095,448 1,377,535 1,720,403 2,139,102 2,648,903 3,268,792 4,023,940 4,936,963

GROSS PROFIT 312,575 597,725 1,095,715 1,253,020 1,435,022 1,647,825 1,895,107 2,183,618 2,520,180 2,915,697

EXPENSES (IN EUROS) 1 2 3 4 5 6 7 8 9 10

Payroll Expenses 196,000 196,000 215,600 237,160 260,876 286,964 315,660 347,226 381,949 420,143

Marketing Expenses 301,000 306,000 336,600 370,260 407,286 448,015 492,816 542,098 596,307 655,938

Admin Expenses 48,000 48,000 52,800 58,080 63,888 70,277 77,304 85,035 93,538 102,892

Other Expenses 32,000 12,000 13,200 14,520 15,972 17,569 19,326 21,259 23,385 25,723

OPERATING PROFIT -264,425 35,725 477,515 573,000 687,000 825,001 990,000 1,188,001 1,425,001 1,711,000


