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future will offer
innovative, customer -
centric shopping
experiences to meet
needs and demands of

\( modern shopp
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Symphony Retail Al
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Source: Progressive Grocer OExperience is Crucial in the Grocery Sto
August 21, 2018 . H .
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AfterBrice-and cocations Fhe Checkout-ExperienNce ISCitemras - e 1
Important idy,85%0f-Shoppers as Where they [Elect10:Shop; (<1«

How important are each of the following to your

shopping experience?

Checkout experience

W Very important
W Important
B Somewhat important

Not very important

0,
“ Not at all important 2% =%

Base: 986 US consumers who have shopped for groceries in the
past two weeks

Note: Respondents who selected “Don't know" have been removed
Source: A commissioned study conducted by Fomrester Consulting
on behalf Digimarc, April 2018

Shoppers cite long lines-and,speed of checkout leads

t0 a poor experience impacting their decision-where to shop

Source: Forrester Opportunity Snapshot/ Digimarc 0 Consumer s Cringe at Sl ow
Checkout 6, August 2018

impu semarketing:

irlarmaation is powwear p. 3



> |

Seli=ECheckaut Continues-ta Grews) ',
NS o Inst -%L@d 5 aNd Shopperidsager:|=

e
g R
] 257(9 L

- ,-A.l

th? A 2018 was another record

u setting year with 63,000
thank yo self-checkout units
shipped worldwide &
more than half to the US*
' .. A RBR projects a 7% CAGR
' for self checkout growth
2017 to 2023*

75% of consumers said
they tried self -checkout
in the past year**

Source: 2018 RBR Global EPOS & Self-Checkout Mar ket report; Diebold Ni xdor f Q W,
Trend Driving Self-Checkout 8s Gl obal Popularityo6 July 2018 marketing:
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Order at

Amazon,
pick up here .
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Tap and Go |-~ Click and Collect
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Items

| Functional Entertain
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C oy : » T
) O i
1], zm = st it

Iizgessse === 2y ! .

r'er

marketing:

ALk S o p6



Vieanwhile -Retalers Are Jdnaer Pressure (-
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Checkaut Category isia l-op-10unRevente at-Most, Retailers

with 'Higher Margins when-Compared to. Overall-Store

52 weeks ending Jan 22, 2017 52 weeks ending June 14, 2015
Ranking** Category Dollar Sales D(glﬁé 32'53 % Ranking**  Category Dollar Sales
1 CARBONATED BEVERAGES $10,639,500,000 -0.7 1 CARBONATED BEVERAGES $10,943,968,256
2 BEER/ALE/ALCOHOLIC CIDER  $10,518,000,000 24 2 MILK $10,594,338,816
3 SALTY SNACKS $10,004,000,000 2.2 3 BEER/ALE/ALCOHOLIC CIDER $9,864,431,616
4 MILK $9,521,600,000 -5.4 4 SALTY SNACKS $9,670,235,136
5 NATURAL CHEESE $9,103,500,000 0 5 FRESH BREAD & ROLLS $9,512,313,856
6 FRESH BREAD & ROLLS $8,948,800,000 -0.7 6 NATURAL CHEESE $9,016,193,024
7 WINE $7,728,300,000 4.7 7 WINE $7,349,528,064
8 BOTTLED WATER $5,831,000,000 CHECKOUT* $5,626,256,982

CHECKOUT* $5,539,040,640 8 COLD CEREAL $5,298,443,264
9 PET FOOD $5,238,000,000 0 9 YOGURT $5,207,877,632
10 YOGURT $5,190,900,000 -2.4 10 FZ DINNERS/ENTREES $5,122,487,808
11 COFFEE $5,165,700,000 0.1 11 COFFEE $4,930,121,216
12 COLD CEREAL $5,122,600,000 -2.6 12 BOTTLED WATER $4,868,366,848
13 FROZEN DINNERS/ENTREES $5,019,100,000 -0.9 13 ICE CREAM/SHERBERT $4,331,470,336
14 ICE CREAM/SHERBERT $4,552,300,000 3.9 14 CRACKERS $4,266,127,872
15 CRACKERS $4,356,800,000 0.4 15 RFG FRESH EGGS $4,203,556,608

*Source: IMC Checkout Update 2017 . H .
**Source: IRl - Annual Sales for 52 Weeks ending January 22, 2017 and June 14, 2015 Supermarket Sales impu semarketmga

irlermration i power p.8



11 he Checkaut Categony IS'BI0; [Dehvering IAmast 1%

ofiStere sSalesiand: 1.19%0F Store -Praiits: oBut Relatively FHat

Annual US Supermarket Sales*

$680 Billion X .82%** of Sales

~$5.6 Billion Total Checkout Sales

1.19%

0.82%

Total Checkout Sales $ Growth

$6.0
$5.0
$4.0
$3.0
$2.0
$1.0
$0.0

$5.6 $5.5 $5.6

2016 2017 2018

% of Store Sales % of Store Profit

*Source: Progressive Grocer Institute 2018
*|MC Checkout Update 2018

40.0%

30.0%

20.0%

10.0%

0.0%

Retailer Gross Margin %

32.9% 33.6% 31.3%

2016 2017 2018

impu:semarketinga
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Viagazines, aformer-Powet Gategor/« s
-w »

conunues-Singie-Copy Decline andleaves a Big VOoIa' 1A Sales s -1

3 Year Forecasted Decline -45.9%

($ Billions) !
$1.5 @ @@

$1.0

5 Year Forecasted Decline -76.2%

$0.5

$0.0
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Dollars Sold At Wholesale m Forecast(Dollars Sold At Wholesale )

Projections assumes a total collapse of the distribution channel does not occur

A Forecasted data (2018 -2022) calculated using AAA method of Exponential Smoothing (ETS) =

algorithm based on historical data. marketingej
inlormraation S poasear p10



45.0%

40.0%

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

th

41.0%

35.0%

Beverages

Source: IMC Checkout Update 2018

ASiViagazine -Shdre -Decline; ->

e Shale of Edibie-Categories -Grows '/

2
20.0%

0.8%
20.1%

Candy

2016 m 2017 m 2018
Change between 2016 and 2018 % Share

17.7%
16.6%
15.2% 13.1%
12.8%
0,
9.3% 7396 8.0% 7 7%8.0%
o .
7.0% 6.4%
Gum & Mints Magazines GM /HBC Snacks

% Share of Total Checkout $ by Category

marketing:

inlormraation S poasear

p-11



continue-to-Deliver-Highest.Sales-and Profis| -

('.

Increase
reflects
increase in

Beverage $
$12.00 Sales

% Change in Sales / Sqg. Inch between 2016 and 2018
$ Sales Gross Profit  ®Net Profit

$10.00
$8.00
$6.00 ("
$4.00
$0.84
$0.62
$0.52
2.00
¥ $2.66
: $1.84
$0.96
$0.00
Total Front End Beverages Candy Gum & Mints Magazines GM /HBC Snacks

$ Sales /Gross Profit/Net Profit per Sq. Inch

Source: IMC Checkout Update 2018 marketing:
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fop Retailersioutperform Average-Retallers-oy 25%

Total Checkout Unit Conversion (Units
Sold per 100 Customers)

25.0

20.7

20.0 166

12.7

15.0

10.0

5.0

0.0
Bottom Performing Retailer Average Performing Retailer Top Performing Retailer

MSource: IMC Checkout Update 2018

Arop Performing Retailers 8 Top 6 retailers based on TTL Checkout units sold per 100 customers .
MBottom Performing Stores & Bottom 6 retailers based on TTL Checkout units sold per 100 customers . B = d
*Source: FMI Institute. Sales per Customer Transaction 2016 lmpu EemarkEtlng“

inlormralion s power

p.13



Capitalizing QN SNACKHIY /BalafICe IS a SOUrCe TOf-Growei 1" 1y

‘

The individual
shacking category
reaches $33B in the
US and while growth
Is happening across

all categories,
shacking products

with healthful
claims drive the
strongest uptick in
sales

\

Source: The Sweet Success of Snacking Across thémwsgmametlggﬁ Oct,
irflarsal .
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CoNSUMErs-Are-AlSo Seeking Fealthier CRoiCes« -
Nacking ©ecCasionsISTAISO:CIoWINg |1«

Eighty percent of
shoppers have
purchased a BFY
snhack, such reduced
salt, fat or calories

Slightly fewer, 68%
have bought clean
label snacks or are
paying more attention
to the recommended
portion size (67%)

Source: SmartFood Choices; 210 Analytics; May 2018 IlTIpL-I semarketmg |
e =Y p.16
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Even Still;Miost'Shoppers Desire-the Cholceto

Purchase an;Occasional Treat -

Source: SmartFood Choices; 210 Analytics; May 2018 marketings:



Healthy Attributes Extend ACIosSIShelf- | =Stable.
ano Refrigerated Snacks and;Beverages: -

Refrigerated Snacking

Protein Snacking Waters
- - mEm

A droeune f
g 2

Shelf Stable Snacking

Healthy Salty Nutrition

B ol
£ PROTEIN 8

% TURKEY 7.0
EGO St (Eese

— . '-‘;“r*'?
Single Juices and Nuts and
Serve Fruit Smoothies Seeds
(6060000006 |
V' ENERGY %+~
e
Functional / Yogurts / Dairy _ Cereal /
Enhanced / Non -Dairy Fruit Snacks Fruit Bars

impu.semarketinge,'

inlormralion s power p. 18



IEWONREtA! IRIIBISTEVAlUate-th e -INPacl@ RA gy«
AGOIL 0Nl SHACKING, [« MeNOICES 10 hnadtioNal«Che CKOUItemS] 4

Southwest Regional Chain Southeast Regional Chain

|27 | 274

6 Test & 6 Control Stores 6 Test & 6 Control Stores
Healthy Cooler End -Cap & Shelf Healthy Cooler & Shelf Stable
Stable Lane Blocker End-Caps
20 Weeks 18 Weeks

INC/

ALWAYS A TREAT =
marketing:



BethIRetallersIShoweo Positive-ReSUlLS

SHepPPEe! CanVversion  Nncreasedsn  NEESTSOFES

Southwest Regional Chain Southeast Regional Chain
Total Healthier and Traditional Core Iltems Total Healthier and Traditional Core Items
5 3% +11.6%
6.0% 4.7% 12.0%
+7.9%
5.0% 10.0%
4.0% 8.0%
+3.7%
3.0% 6.0%
2.0% 4.0%
1.0% 2.0%
0.0% - 0.0%
Test Store Control Stores % Change in Unit Test Store Control Stores % Change in Unit
-1.0% 0.6 Conversion (Test Conversion (Test
o Stores vs Control Stores vs Control
Stores) Stores)

Unit conversion is units sold per 100 shoppers. Charts represent increase
in test store conversion change vs. control stores conversion

impuisemarketingg

inlormralion s power



IifStahleems Increaset ConVversionbyr 364567 54
INRIESTVS @ONIIOo! STIOresin §@uihw~"ii

shie

% Change in Unit Conversion Southwest Regional Chain
(Test Stores vs Control Stores)

100.0%

100.0% ﬁﬁ
80.0% = Height 0'8.00" Lengh 7 T0.00" ogp_muoo
60.0%

36.4%
40.0% 29.3%
20.0% 9.8%
4.2%
0.0%
100 Cal Rruit Healthy Meat Nutritional Nuts / Healthier
Chocolate Snacks Salty Bars Seeds Lane

- 0,

20.0% Blocker
10,00 -21.3% Total
- . 0

All Alternative Snacking Lane Blocker categories - other

than fruit snacks - increased conversion growth

[Shelf 1: Height 0’ 9.00", Length 2' 10.00", Depth 1" 4.00"

impu semarketing:
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(CONVELSIoN I0F the Reffigerated-1s FSNacks ards Drinks

INCreased 214 4% 4N, Fe St vS-Cantrol+Store s 1 ="Sy\\4

100.0% 92.4%
90.0% - - -

° % Change in Unit Conversion
80.0% (Test Stores vs Control Stores)
70.0%

60.0%
50.0% 38.9%
40.0%
0,
20.0% 8.0%
10.0%
0.0%
Fruit Juices and Meat / Milk Water Yogurt Healthier
Teas Cheese Cooler
Total

Milk, Waters, and Protein Snacking contributed the
highest increases in customer conversion growth

Southwest Regional Chain

impu=semarketingg
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Alternative Shelf Stable Snacking

% Change in Unit Conversion
(Test Stores vs Control Stores)

1799.3%
1800.0%
1600.0%
1400.0%
1200.0%
1000.0%
800.0% 530.6%
600.0%
400.0%
79.9% 102.2%
200.0% 2% 1%
0.0%
Fruit Healthy Meat Nutritional Nuts/  Alternative
Snacks Salty Bars Seeds Shelf
Stable
Snacking
Total

All Alternative Shelf Stable Snacking
categories had increased conversion
growth.

Southeast Regional Chain

inlormraation S poasear

marketing:



GONVELSION T0F the -TAltErnatiVe -Snaeks andh DIEMKS <
INGreaseds 22N YNRRIESTVS €onirol SIoresat STENEhaln’

y
A\

Southeast Regional Chain

% Change in Unit Conversion

(Test Stores vs Control Stores) 64.8%
43.0%
34.3% 34.7%
22.2%
18.3%
3.1%
Fruit Hummus  Juices and Meat / Milk Yogurt Alternative
Teas Cheese Cooler
Total

All Alternative Cooler categories had
increased conversion growth.

impu.semarketingej
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1 he Addition;oF Informed. Cheices

Minimaily'impacted -Tvaditional Core Categories

Traditional Core Items
Depending on

14.0% 12.1% t he r et a
merchandising

12.0%
’ 679 and assortment
10.0% strategies,
8.0% overall growth
6.0% can be :
achieved with
0, .
0% both healthier
2.0% and core items
0.0%
20y - 0% -1.3% -1.7% 1%
-4.0% -3.2% )
’ 2.6 -4.2%
-6.0%
Beverages Candy Gum & Mints Snacks Total
EChainA ®mChainB
Source: Impulse Marketing Co / NCA Continuum of Choice Test 2018 impu=semarketinga

irlermration i power p.25



RESUIS at'Beth IREtallers Wwas Encauraging [«
Sheppéer Conversion Up as Much-as 5.3% i [,@st SIeres -+
I

Total Checkout o Informed Choice and
Traditional Core Items

11.6%

12.0%
10.0%
8.0%
4.7%

6.0%
4.0%

2.0%

Chain A Chain B

0.0%

-2.0%

B Test Stores W Control Stores

Unit conversion is units sold per 100 shoppers. Charts represent
increase in test store conversion change vs. control stores conversion

Source: Impulse Marketing Co / NCA Continuum of Choice Test 2018 mEI‘kEtiHQE}

inlormraation S poasear p26



Additionak LLearnifng land R ecomimendatons Frony Festing Carnlsead o[« & («;
EveniBetieriResulis

Cross-department Assortments can be Clear, impactful signage is
merchandising support is adjusted to reflect important to differentiating
CRITICAL to minimize out of demographics and a healthier options to
stocks variety of on -trend choices shoppers

impu.semarketinga'
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(Checkaut Merchandising Principles Drive ;Conversion

atrliep Rerforming-Retaier

Total Checkout Unit Conversion (Units
Sold per 100 Customers)

25.0
20.0 16.6
12.7

15.0
10.0

5.0

0.0

Bottom Performing Average Top Performing
Retailer Performing Retailer Retailer
-
] = -
Source: IMC Checkout Update 2018 impu semarketing:

irlermration i power p.28
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The Key to Success is To Make It Easier for Shoppers to
Solve Their Immediate Needs

Shopperso
moment implies
retailers wi
easy for me, make it
useful for me, and
make it simple for
me 0

Source: 06 Factors Driving Consumers Quest for Conveinienceké .Ni el sen
impu semarketing:

infermration is power p.30



