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KROGER AND PERSONALIZATION:
3 A GROCERY RETAILER BECOMING A MEDIA PLAYER?
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KROGER ALWAYS STARTS WITH THE CUSTOMER

2,800 STORES IN 35 STATES
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60MM+

Households

1 OUT OF 2 HOUSEHOLDS IN THE US

R
o~

b b1
AT T
M S

e AP (o rj;b .
fims 5 D> Sniths (@) (Qrc| FredMeyer Harris  MARANOS SLuckys Market




84.51° OUR COMPANY

Wholly owned subsidiary of the Kroger Co.

Know the customer

Customer data, predictive analytics and better than anyone

O
¢ A Personalize
® - the

customer

STRATEGIES experience

- - Transf
marketing strategy to drive sales growth and el
customer loyalty organization

Partner with Kroger and more than 300 CPG
companies in the U.S.

Employ a sophisticated, proprietary suite of tools
and technology to turn customer data into
knowledge

The result = A more personal and dynamic
approach to putting the customer at the center of | .

: o Drive merchandising
every business decision excellence
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DIGITAL
OPPORTUNITY




: Cust th
PEONT;I\'JE O?i Tﬂ(\'gFTHE : 9.5 hours of media each day
WAKING HOURS 20 4.17 spentonine
CONSUMING MEDI ‘ 3:27 watching TV

O: 52 on social media
O: 56 browsing mobile

.......

Q. How much time do you spend on [media channel] in a typical day?
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JAS1

TODAY THE AVERAGE AMERICAN IS EXPOSED TO
5,000+ MARKETING MESSAGES A DAY
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5,000 per day
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less than '
50% do not

find ads
relevant or
notice them

TV

Radio
Print
Mail
Billboard
Banner
Video
Pop Ups
Email
Social
Mobile
Texts
Product Placement



DIGITAL IS ACCELERATING THROUGH MOBILE

Mobile growth Is driving overall share of digital commerce

100%
90% - - - -
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o 89% 84% 81% /8% 15% 74% 73% o
2012 2013 2014 2015 2016 2017 2018

Desktop mMobile e==Total Share of Retall

Source: eMarketer
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OPPORTUNITY EXISTS....

81%

of customers are comfortable
exchanging their private
Information with grocery
stores for relevant offers

90%

of iIn-store sales will be
influenced by digital in
by 2021
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REAL VALUE OF DATA AND SCIENCE

Go g| : - Assets - Liablilities Market Cap
facebook $253 $2
amazon Billion Trillion

-

The difference reflects the stock market’'s understanding that the
companies’ prized assets, such as search algorithms, patents and
enormous troves of information on their users, don't show up
on their balance sheets.

Source: Y-charts Jan 2018
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DATA

DRIVEN
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EXPLOSIVE OPPORTUNITIES FOR GROWTH

* More touchpoints to reach
customers with new channels

and offerings

* New data sources are created
through emerging technology
and science

* Synergy between the two drives
exponential growth and
differentiation

Customer
Data

Customer
Touchpoints
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ORGANIZE AROUND THE USER

Transform Big Data into Value Creation

Data silos Focus on consumers Single truth Enriched insights

New “big” data

Value

Time
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A SIMPLE PERSONALIZATION EXAMPLE

It's chilly—a

good day for
soup

What are the data

Because we know this:

- We engage Cassie at N rt thi
recsljzlrely 11:30 a.m. on her eeds to >UppPo Ltnis

buys soup for smartphone with a
promotion for her
favorite brand of soup

simple execution of

personalization?

She uses her
smartphone
for promotions
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A SIMPLE PERSONALIZATION EXAMPLE
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Data Needs for Execution

Because we know this:

We engage Cassie at
11:30 a.m. on her
smartphone with a
promotion for her

favorite brand of soup

SelainEe Weather

on Hand

GPS
Location
Trip
Mission

Product Personalized
& Brand Delivery

Options

Preference Operations

Needs

Digital
ID Store
Channel Location



THE DIGITAL CONUNDRUM

Invest to Move Beyond the Functional Relationships
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% Data Needed

g to become
Truly Personal

O
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= Point-of Sale
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Functional Contextual Aspirational Inspirational Emotional
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CONNECTED UNDERSTANDING

Expanded and Connected Data




EARNING

AUDIENCES




UNDERSTAND THE JOURNEY

DISCOVER SHOP BUY
31% 51% 15%




ALWAYS DELIVER RELEVANCE

80
70
60

50

BALANCE REACH

40 REACH EXPANSION
1:1 RELEVANCY AND RELEVANCY

CUSTOMER
RESPONSE

30

ENHANCED
20 RPING HOUSEHOLD
BEHAVIORAL TARGETING

SEGMETNATION

10 SEGMENTATION
TARGETING

% OF HOUSEHOLDS ENGAGING IN COMMUNICATION OVER TIME
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AND MEET CUSTOMERS
WHERE THEY ARE ONLINE

Highly relevant digital coupons
make up 93% of those redeemed

One additional trip every 9 weeks,

~5 more trips per year. Getting more
customers to engage could result in significant
uplift for Kroger

Customer Benefits: Helps customer
quickly load digital coupons to their loyalty
card saving them both valuable time and
money

Kroger Benefits: Drives customers to
engage with online and mobile, increase in
basket size
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AMPLIFY THE IMPACT

Sales Uplift per HH by Number of Exposed Channels

$26.82
1. 3x
$20.52
1. 6x
$13.17
1.8X
$7.35 _—
X
$1.05 -
]
1 Channel 2 Channels 3 Channels 4 Channels 5 Channels

DIRECT MAIL + EMAIL MODULES + DIGITAL MEDIA + TARGETED FREE OFFERS = >4:1 ROAS
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SIMPLE MESSAGE ACROSS CHANNELS

DIGITAL MEDIA
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Give in to your cravings
with big flavor meal
combinations...

-~ -

nnvoua . wm‘s
Dﬂvm"

and save up to $2.25
with a digital coupon!

Download Coupon
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DIRECT MAIL

BIG

FLAVORS...
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Save 75¢
B’ when you buy any ONE (1) DEVOUR™
Frooen Enyoa any vadety 8- 125 02)

' Geodonupio 1 rfrée in one
. EMSCTON, I lavings 225
BUY'1,20R3 AND |

SAVEURTOS2251 | e e “”I'Ium

EMAIL

Subject: Best-Customer Bonus: Big Savings on Big Flavor

My Location: 130 Pavilion Phwy Newport, KY
Changs | Find a S10te

Digital Coupons  WeeklyAd  Promotions My Account  Savings Center

BIG FLAVORS

TO MAKE YOUR
MOUTH WATER

BUY 1,20R 3 AND SAVE
UP TO $2.25!
ot A

Save 75¢ on DEVOUR™

when you buy any ONE (1)
DEVOUR™ Frozen Entrée,
any variety (8-12.50z.)

Good on up to 3 Entrées in one
transaction, maximum savings $2 25

JISE UP TO TH

IREE TIMES Q

LANDING PAGE

O My Store: 130 Pavilion Phwy, Newport, KY
Kr‘w What are you iooking for todoy?

Find 3 Stace

< T

Depatments ¥ Savings ¥ Order Online ¥ My Prescriptions Explore ¥ Comwnunity ¥ Clicktist  Shopping List

DEVOUR.

Ready. Set. Devour.™

Give into your cravings with big flavor meal combinations,
and SAVE 75¢ with a digital coupon! Redeem up to 3 imes
n a single transaction, for a mavamum savings of 52.25.

Coupon available exclusively at The Koger Co.

Famaly of Stores,
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USE UP TO THREE TIMES €

Save 75¢
on DEVOUR
when you buy ONE (1) DEVOUR Frozen Meal
any vanety (8-12.... more




CONNECTED MEDIA TO ENGAGE CUSTOMERS

POWERED BY

JA0T

PRECISION
MARKETING

I{r?)\ger

Advertising on Kroger S Word-of-mouth S Advertising across >
channels marketing the web




EMBRACE THE DIGITAL
OPPORTUNITY

DATA AND SCIENCE
WILL DIFFERNTIATE

EARNING AUDIENCE
TRUST IS KEY




THANK YOU




