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VideoMiningCenter Store MegaStudy

Shopper Marketing Insights Grocery

C Goal Create unprecedented visibility into thath-to-Purchaseand Moments of Truthof grocery
shoppers, uncover barriers to purchase in thenter store and help discover ways to improve
shopper engagement and conversion foptimizing each shopper trip

C 5SLJX 28 +ARSZ2aAiy A kbBemeasuidBdntplatiomnBndzaakefully gelected sample
of 15 geographically dispersed stores from 7 banners, collecting a laage sample of precise
behavioral datafrom over 10 million grocery tripsover a period of 52veeks, including the
Holiday season, integrated witbasket dataand attitudinal surveys

C Deliver a set ofnsightful reportsfocused on optimizing key elements of grocarygenter store,
category, department, secondary displays, and front endreating an industry benchmark of new
shopper marketing metriceand game-changing insights

C In subsequent phases of the program, provide an opportunity to utilize the VideoMining platform
to developandtest targeted solutiongor optimizing shopper marketing strategies.
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Background

The critical need in the grocery industry

C Grocery channel accounts for over 50% of CPG sales. However, growth has remained stagnar
from 2009.Average basket ring for the channel has been steadily declirsitgce the middle of
2008, while the center store has grown mnly 1%in 2010 with stiff competition from other
channels.

C To avoid share shifts for the grocery channel, marketers must cater to the changing needs and
preferences of shoppers and provide a differentiated shopping experience. This requires in
depth understanding of the path to purchasand shopper mind seto identify hidden
opportunities and refine shopper marketing strategies.

C The current sources of shopper insights, based on manual and subjective processes, are
iIncomplete, inaccurate, expensivand slow. There is a major knowledge gap now the stores
are shopped and how different factors impact the purchase decision.

C TheCenter StoraMegaStudy” is intended to fill the major knowledge gap about exactipw the
Center Store is shopped, utilizingeakthrough instore measurement technologto identify
specific purchase barriers and the most likely ways to break those barriers.
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Background

Technology breakthrough enables unprecedented visibility of shopping process

TheCenter Store MegaStudyg A £ £ S Y LJX 2 & bredktRreughairstfra yicaa@ment
technology, which for the first time, enables systematic measurementladw people shop the grocery
store. Technology enables the missing dimension of insights, providing unprecedented visibility intc
Path-to-Purchaseand Moments of Truthof grocery shoppers and factors that impact their purchase
decisions.

Capturing allmoments of truth
with clarity

Tracking every irstore path-to-purchase
with precision 5
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Scope:Grocery Panel

Massive sample with National representation with multiple Supermarket banners

TheCenter Store MegaStudywill involve a carefully selected sample of 15 stores from 7
Supermarket banners, to cover variations in store formats, geography, and diversity in demographi
and psychographics of shopper segments to provide a National representation of the grocery
channel. The data collection will be in multiple phases over am@nth period to cover the Holiday
season and other interesting variations.

10+ millionshopping trips
DetailedBasket (tlog) data

1000+ exit interviews

12-month total data collection
Includes keyHolidayperiod in 2011
Includes industryBenchmarking

< <K<K <K KL<

Large sample sizBom millions of shopping tripsand objective methodologywill enablean
unprecedentedunderstanding of shopping procesad actionable insighten the grocery channel.
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ScopeTimeline
52-week phased research from a total of 10 MM grocery trips

6 weeks
(Feb 1% Mar 31, 2012)
with Industry Benchmark

MegaStudyA:

12 weeks

(Oct 9¢ Dec 31, 2011)
with Holiday Analysis
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REPORTS
MegaStudy-A

MegaStudy-B Data Analysis Reports

Retailer-Specific Reports

RetailerSpecificor Custom Researcfiby Permission)
52-week period (June 26, 20X1June 23, 2012)
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Deliverables
A series of industry reports; options for retagecific & custom reports

A set ofinsightful reportsfocused on optimizing key elements of grocergenter store, category,

department, secondary displayandfront-endt creating an industry benchmark of neshopper
marketing metricsand game-changing insights

\

1. Center Store MegaStudiReport

2. CategoryDeep Dive

3. CategoryFundamentals Powerful set of reports; with
(A) Holiday analysis and
4. DepartmentBenchmark (B) Industry benchmarking

5. Display DeepDive

6. Front EndDeepDive

\||

Flexible combination of reports can be purchased to match your unique ne@jgionsare also
available in collaboration with participating retailers for:

V RetailerSpecifidReports
V CustomAnalytics
V In-StoreTesting
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1. Center StoreMlegaStudy Report

In-depth understanding of the Center Store shopping process and opportunities for changing the game

An in-depth, quantitative look at key shopper metrics for the center store, aimed at pinpointing the purchase
barriers and the most likely ways to break those barriers and attract shoppers/conversion. A comparative
analysis of all the center store departments will provide an understanding of their relative contribution to the
total store.

U What is the exposure, engagement and purchase conversion for center store?

U  Which center store department commands a larger share of shoppers and buyers?

U What is the relative contribution of each center store department?

U How does shopper engagement vary by department? Does longer engagement translate to higher sales?
U What are the key perceived purchase barriers for the departments?

u

Where is the best opportunity driving exposure? increasing engagement? improving purchase conversiot

bS8 shopped the Centes Store

000000000000 =
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2. CategoryDeep Dive

Develop category growth opportunities with andapth understanding of the decision process

A deep diveinto the category shopping process. It involvesdepth analyses of different factors impacting the
category performance for identifying growth opportunities and for developing winning category manageme
and shopper marketing strategies.

What is the purchase decision process for the category?

Where is the purchase decision made:dtore or outof-store?
Where is the lost opportunity along the Paito-Purchase?

How does shopping behavior vary between buyers and #hmuyers?
Are there any navigationshoppabilityissues?

What is the role of adjacencies on category performance?

(N e B = T s T = T e R

How does the category performance compare to store average and other related categories?

Shopping Time Distribution (Seconds)
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3. CategoryFundamentals

Develop foundational learning through the powerful shopper metrics for every category in your portfolio

A Dbaseline category report (and data set) that will apply a suite of shopper metrics and benchmark analys
to build foundational insights for supporting shopper marketing and merchandising decisions. It also
LINE A RSa& |y 2 LILJoNdiiodbédchnark i D 80 @SR Aly 3a 0 KS / lalitfe3 2 1
categories in your portfoli@ giving a relative understanding of shopper behavior and performance of all
categories in your portfolio.

What is the exposure and engagement response for each category?

Where are the lost opportunities along the path to purchase for each category?

How do the category shopper metrics compare with department and store averages?
How does shopper engagement vary across the categories in the portfolio?

In which categories do shoppers deliberate more?

7~ N\

$ Contribution Per Store Traffic
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Exposure Response Engagement Response
($ Contribution Per Category Traffic) {$ Contribution Per Shopper)
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4. DepartmentBenchmark

Build retail leadership with a relative understanding of key shopper metriali éategories in a department

A baseline report that provides a relative understanding of the shopping process and performance of ALl
categories in a department. This will help to enhance retail leadership by working closely with retailers to
improve department and category performance. It will create a persuasive quantitative evidence of the
GNXzS O2y NRAROGdziA2Y 2F | OF(GS3I2NER (2 GKS RSLI NI Y
What is the exposure and engagement response for each category?

Where are the lost opportunities along the path to purchase for each category?

2 KFGd Aad OUKS GaK2LIWISNE O2yidNRodziAzy LISNJ £ AYSI N
How does shopper engagement vary across the categories in a department?

[ T = et T

In which categories do shoppers deliberate more?

Shopper Share (%

CSD SS Juice  Sports Drinks Energy Drinks ~ Water New Age
Beverages 12
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5. DisplayDeep Dive

Developing fundamentahsights for optimizing secondary merchandising strategy

The key goal of this report is to provide a deep and objective understanding of key factors that impact the
performance ofEnd Capsand othersecondary displays Y R KSf LJ RS@Sf 2LJ | aLJX I &
secondary merchandising.

U What is the path to purchase for each type of display?

What is the role of product type on display performance?

How does the position relative to the primary category location impact the performance?
How does relative placement (before/after) from the main aisle impact display performance?
Which displays are more effectiveend cap, lobby, iraisle and racetrack displays?

What is the role of adjacent departments on display performance?

(en-R N e A e e

Do displays with multiple products perform better?
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