EPOS DATADELIVERING RESULTS ACROSS THE COMPANY
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1. 52 )f Qu NBf e 2 y- RAaO2 dZ)/ ua uz EIS%agook éri%scﬂ%ve ﬁsNﬁ a@lﬂc&sful £36 million 4 years after announcing a £1.4
1. You need to beight priced not cheap.lf all your million loss, and appointing us to handle their store communication and Shopper

budget is going into discountingou need to re Marketing

g_ g g | have been at a Local Sourcing Conference today where we received an award for

consider it. W yRSNBRGFYRAY3 (KS ¢5202 {dNrdGS3es /1dS32NE {GNFGS3TE I
This is a really positive acknowledgment from the Tesco Local team and its thanks to all the hard work you put in that is

2. You need to develop a real reason to be on the helping our business move forward Tiesco.ChrislAM Seabrook
Shopping ||St Of your CUStomerS a” the t|me Seabrook Gi So in summary a near doubling of sales and performance from shelf (i) Ristt&ambleg
. eabrook Crisps

Discounts are just a very expensive incentive
3. Simple appeals made at the right time on the Food Doctor are growing at 150% per annum vs a basically flat market
. . On the basis of what we showed on the brand and the performance of the 13 focus stores
Shopper jOUI’ney W|” dO more for yOU than we have nurtured in London, they are going away to put together a listing proposal to the 275 Affluent and Super Affluent

Express Stores. there will then follow a proposal for the 180 Metro stores with a focus on certain demographeaareas.

discounts ever can. Look for on pack, on shelf e e o Srector Food Doctor

and on the Path to Purchase

"Clipper Tea's undertookdoordropwith TNT Post an8torecheckn October 2011 to
. . . promote its range of product around specified Morrison's stores on a national BENIE.
2. Develop 3 Layer Marketing support (See Page 10 in this deck).post used a combination of targeting methods to target perspective Clipper Tea consumers
Add 2 and 3 when you have built your distribution enough to within the Morrison's geographic catchmentslature sales analysis demonstrate a high
: : S sales uplift of up to 30% against control stores, but early indications suggest a relatively lo
jUStIfy bU|Id|ng your brand coupon redemption.The combination of high sales and low coupon redemption is the

1. Close to the shelf or the shopping basket. perfect promotional mix for the manufacturer”.

2. Close to the store or the site tdfas NBHtte Aa by SEOSttSyld G22tx3A0S8a
3. Targeted to shoppers in the community and at we have within the major retailersVe have already executed a distribution drive in
home Express stores with fantastic results within our core brand geography and now plan to
focus on key detail surrounding availability. All of which is really enhancing our sales and
our reputation within the major retailersSimonTaylor Sales Director Wells and Young

3. Never lose sight of your core customer, where they live,
where they shop and what they like. They will maintain you

through thick and thin BEY N D
1. They will buy at full price

2. They will buy much more when you offer them a SHOPPER MARKETING
d eal FASTER MOVING CONSUMER GOODS FROM

3. They will talk to their friends and family about mmm:" R
you

Colin F. Harper B.Sc. M.A 2




Core Store Sales and Marketing

EPOS data is the missing link between the shopper and the supply chain. It offers a direct line to all of your core shopps
And allows you to see what they are like, how the individual store supports them normally, and promotionally.

If you want to support your customers you need to know where theyditheen you need to make sure you look after
these core stores and their shoppers since they become even more important to you promotionally.
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SAME SIZE STORES BUT MANY MORE OF YOUR CUSTOMERS
"MUCHMORE DEMAND FROM THE SAME SHELF SPACE

Identify where your
core stores are and
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how much they mean
to you

_r Stores - They drive 18% of your sales

PULSEO®



Core Customers will buy more at full price and MUCH more if you add incentives Uplift from discounts

R The chart on the left shows promotion uplift (Y axis) in core stores
(orange)vsdepth of price discount. This chart is derived from the
@ ® behaviour of thousands of products over 12 months across a wide range
of categories.

1. The greater the incentive you offer, the more the core stores and
their customers reward you with increased purchases over the
. @ average.

; o 2. The size of the blob is related to stock cover. While the good
° performers have greater stock cover than the avergge do the
poor ones. The uplift is to do with the shoppenot the stock.
) . 1. BUT if your profile shows that stock cover is lower in
the core stores then you ARE losing sales from this.

® . . . . .
: o ® 3. There is a point at which discounts become cousrrductiveq
® have you reached yours?

Important Promotions for your Brand

030% 040% 4050% 50% PLUS

People are ALL different

Working with the British Population Survey and the IPM surveying
regularly 12,000 people per annum it is clear that different people
respond to different media and different incentives

Email Offer Vouchers. Sales Person Advice
0559 0474
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If you want to reach your customers, and build a strong and
growing base then;

A

1. ' 48 (K8 NAIKG YSRAF OFyR y2

2. Use the right message
We tell you what to say,

Pulse is there to guide and direct your investme where to say it, and
how to invest to build

B,gmlw-§§ long term




Case Study Building Sales In Core Storef\dditional Ranging

A snacks companyvery popular regionally were ranged equally across the country. Stores in their core areas were approac
by telephone and asked if they wanted to stock the products. At the moment 30% of their Tesco sales are from core,
non-ranged stores. For another client this is up to 70% and has just been consolidated by Tesco into ranged stores.

4 t daieallySs an excelleni 2 2 £ X H
givesme the insights | need to drill 3819713 o P
|nt0 the SpeCIfIC ISSues we have W|th| £PA Pcnenlialfn?m increasing disiribuFion of product into a e o - ;m.;;:»
the major reta“er@ é just core stores (details) As.p\bwdcm —
SCOTLAND, .o O .
& 2 Bave already executed a o "«:,_I_f*""" - _II-I- -
distribution drive in Express stores ﬂ:iﬁ'f‘“ : H |
with fantastic results within our core A o"‘*‘%ﬁ .o i ‘

brand geography and now plan to b
focus on key detail surrounding 1
availability. All of which is really Catam oo

enhancing our sales and our
reputation within the major retailer® € W

SimonTaylor,SaledDirector¢ Charles Y
Wells

We give you a list of
the stores you should
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be focusing on for
increased distribution
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Bymlm-§§ Tesco and Sainsbury facilitate store based ranging



Store Compliance The Final Frontier

Stores either fail to start selling when products lauqabr stop selling for a wide variety of reasanthese
Ay Ot dzZRS 6221 ai201 SNNRNB FYyR GKSTGxX odzi OFy |

3463 680057

store / item combinations fpa potential from non
not selling (details) selling combinations
a w 600 -
Click here to 3
download your .
instructions for £ w0
allocations
0 1 AII ions
100
100
ol N
B 1 B
"'P '\- '\- q'\- '\- '\ "Eh '?
We tell you exactly .,91:*“’“ 4.5,(5‘ &* &? ¢~‘~“‘" e @p .ﬁ 9«.

what you will get in a

Data Date

form that goes straight
to stock control The above chart demonstrates sales pulling through in stores

after Tesco have sent out stock allocations. The breakdown in
products is represented by the different colours displayed.
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The Right Product in the Right Place, at the Right Time

Stock at the end of a promaotion gives you and the retailer a problem.

Make sure that your core stores have enough by knowing how much they need on top of their current sto
K2f RAYy3dd 52y Qi 2dzad aSyR GKSY ai201 AT GKSeée -R2?
tKSe gAff FlLAfd ¢ NBSGSR OSYyuNyft |ftft20F0A2Y& hw

Red shows the core
stores without enough
stock¢ and the amount

they actually need

Core Stores

Sales Current Stock Additional
Store Branch No_Postcode  Uplift Stock
Stock Needed )
Expected Required

BURGESS HILL 2163 RHI59QT 4 13 36 24

We tell you exaCtly BURGESSHIL 2163  RHI590T 4 9 » 13
what you will get in a

BURGESS HILL 2163 RHI59QT 4 1 27 16

form that goes straight

to stock control Details can be downloaded into an
easy to follow formafor action
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Profit Matrix

You need to know not just those products that will give you more profit now, but also those that will sell
in the smaller stores you feel they might deserve. This chart will probably surprise you. The more to the t
a product is the more it will contribute to yours, and the retailers category sales. The blob size represent
number of stores a product is in. You can see how-migtched this range currently is.
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MNational Benchmark

2.3 4 4.3 S5 5.3 & 6.3 7

Small Store Ratio

We tell you products that sell
well in big storeg but will

also sell well in smaller ones

PULSEO®



DATA DRIVEN MARKETING SLIDES C/O CORE2STORE

These case studies show how you can use PULSE to target action AND measure the i
Excellent for companies that are risk averse since you can start small, but grow rapidly.

MQ) store




Build From a Firm Base
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Add Point of Purchase in These Stores

Any signage close to the displagr extending the displag is very valuable.

You may believe that this can only be achieved through central negotiation.

This is substantially untrue provided you know that it will really benefit the store.

Managers in core stores for you will be keen to exploit their edge over other stores in the area.

Tesco Express FSDU vs Control Average Sales
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Use data to sell to the stores,
deliver internal ROl and discuss

PULSE with the buyer
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Add Call to Action on the Shelf

A Increasing visibility of your products on the retailers crowded shelves is essential, particularly for new
lines or new distribution points. Typical uplift 30% with a typical redemption 3%. PLUS invaluable insi
developing content for internal AND external presentations to buyers and supply chain down to store
manager level.

A Closeto pack messaging is very powerful in the current madd@OP and on pack. In the case of
Sainsbury the sales equivalent over a period of more 8@mdrop in pricevas delivered. The
redemption cost for this activity was ¢ £1,000 spread over sales of over 20,000 .08ipsper pack

A Special Offerg whether on pack (the cheap option) or as a discayate high up the list of what people
look out for where they shop

Post-promotion with the

presence of on-pack. wy
Sales here are being driven by . Visible results

. the on-pack. The current average e 5 from the very first day
J Sainsbury Total Value Sales (£) sales have seen an uplift of %e

65.5% compared to the average

pre-promotion sales in
Net Promoter

December.
hit stores.
Score a very P

high 48% KR eelee s
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£12,000 —

£10,000 +
ﬁ when you buy three packs

"L, <r

In-Store
promotion

Total Valua Sales

£6,000

Use data to sell to the stores,

[ HiFP )

deliver internal ROI and
discuss with the buyer




Core Store Contact Solutions

Store performance has the greatest impact on your performance for shoppers.
Keep them always in the loop and gain the best possible;RQhis case by mail and telephone.

No. of Stores where Added Value Sales (vs. sar Return on

Activity Activity Took Place Total Cost size Control Stores) Investment
Mailer (Asd&Stores) 100 £2,025.00 £64,631 31.92
Mailer (Tesco Stores) 200 £4,050.00 £127,615 31.51

Messaging data
driven e.g. try

listing this, or get
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