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Economic Segmentation: Six Unique Shopper Segments Have Va

Degrees of Economic Impact

EconoLink Building Blocks

EconoLink Segments
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EconoLink Segmentation: Understanding the Groups

Segments Promotion & Store Influences Product Development

Downtrodden A Skew to Walmart, Dollar, C-Store & Supercenter AVisit manufacturerso f
A Size 17.8% A Collect coupons from newspapers and online A Try new brands for low price
A Median Age 48 A Like loyalty card discounts, store signs, displays A Look for products that last longer

" A Median Income $41K A Use store kiosks, touch screen digital signs A Prefer products that serve multi-usages
A Bleak outlook A Buy most private labels for EDLP A Prefer package types that allow family share
Cautious & Worried A Skew to Walmart, Dollar, C-Store & Club A Try new brands for low price

~ A Size 24.8% A Dondt actively collect c QuiRékrfopproducts thatlastlonger
= A Median Age 55 A Donoét pay mu-stére cadulare nt i on t o i n

A Median Income $47K signs or displays
A Bleak outlook Price sensitive

>

Start-Ups A Skew to Grocery, Drug and Mass stores AVisit manufacturerso f
A Size 10.6% A Search info and purchase online A Try new brands. Like products that last longer
A Median Age 36 A Collect coupons from newspapers and online A Prefer package types that allow family share
A Median Income $47K A Like loyalty card discounts, store signs, displays A Reachable by social network, TV, ratio ads and
A Hurt but see bright futurd® Use store kiosks, touch screen digital signs iPhone
Optimistics A Skew to Walmart and Supercenter AVisit manufacturerso f
A Size 14.3% A Search info and download coupons online A Prefer package types that allow family share
A Median Age 40 A Like loyalty card discounts, store signs, displays A Reachable by TV and radio ads and iPhone
A Median Income $64K A Price sensitive. Buy private labels for EDLP.
A Financially hurt a bit
Carefree A Skew to Club stores A Most brand loval
A Size 18.6% A Not engaged in collecting coupons ost brand loya
A Median Age 53 A Least price sensitive
A Median Income $67K A Buy on trust of brands
A Financially Stable
saVVy Shoppers 2 Ekgw tthro_cery, I?jrug am: Masf stores A Read product labels
A Size 13.8% L (nySIelllil C GRS ARAEITS A Research products on blogs
A Median Age 51 A U_se a lot of coupons and store cm;ulars _
A Median Income $76K A Like loyalty card discounts, store signs, displays
" A Financial improved A Buy on trust of brands
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Leveraging the EconoLink Segmentation Enables

Actionable Solutions

Savvy
Shoppers,
13.8%

Downtrodden

Carefree
18.6%
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1 £ f | 2dzaSK2f Ra NS DAYSY
Block Grouping Methodology

Traditional Targéting

BLOCK:GROUP:170318030112-,

Savvy:Shoppers

A,
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Treating All Households Individually Leads to Better Targeting
and Execution

_ - y , , i Carefree Segment
- \ ¢ R : O 21.3% HH
o g N o A |

BLOCK GROUP
BUFFALO GROVE, IL
Todaydés LegacVv
Would Classify All
Households in this Block
Group as Savvy Shoppers i
reality is 41%.

A
Misclassifying more than *\

Cautious & Worried

3 i " 16.3% HH

Optimistic
8.2% HH

half of the households

y ©2011 Digita (‘kbe U “vAFn Seryice Agency, GeoEye, . Downtrodden
7.0% HH

Start-Ups

6.0% HH ——
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Shopper Activation Requires Putting the Consumer at the Center

Building Relationships

Customer-Manager Driven

— I
What's needed is customer managers . .

who engage individual customers

Or NArToW SEZMents in two-way -

communications, bulding long-tarm CUSTOMER

relationships by promoting whichever ..

of the company s products the .

customer would value most at amy .

given time. .

. PRODLCT

Household Level Links
Geo-Demographic/Lifestyle Characteristics Acxiom 147MM+ HHs
PersonicX Cluster Assignment Acxiom 147MM+ HHs/70 cl.
PersonicX Cluster MRI Media Profile Acxiom/MRI 50M HHSs/70 clusters
Household Purchase Panel SIG Consumer Network Panel 86M HHs/70 clusters
Local Store Trading Areas ShopperSights Store File 200M stores

,_——"—_—\
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Key Steps in the Segmentation and Activation Process

ldentify

AKey Consumer Groups
AHigh Value Shoppers
APriority Segments

Activate T Media Messaging & Consumption

: r"r'“'""‘“"m:“ AMedia Campaigns
L -‘7-3@ ADirect to Consumer Program
lem.:m Gu-73- AFocused Messaging
U AConcentrated Content

=3 Eho‘»ll
T C £

Activate T Retall Channels, Banners & Stores

AGeographies
ARetailers




Case Study: QuieRrep Meals

A quick-prep meal value brand Which consumers have
has experienced overall sales contributed to the decline?
declines in the past yeatr. What do we do about it?

,—4“-——_—\
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QuickPrep Meals: Understanding the Consumer

ldentifying High Value Segments, Quantifying Value, Measuring Leakage

Brand A Volume & Buyers Volume Share % Change
Index 11.7%

100%

38 7.0%
92

©

60% 118

40% 135

20%
*

0%
Trips -6.6% -24.3%

H Cautious and Worried ® Downtrodden
M Savvy Shopper M Start-Ups

M Optimistics M Carefree [
SymphonyIRI Croup
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QuickPrep Meals: Protecting Your Base Downtrodden

Target: Downtrodden Target

15 Country Ways HH:1.35% 43 Work & Causes HH:0.76% Whi

20 Dynamic Duos HH:0.93% 46 Home Cooking HH:1.03% ich Downtrodden
38 Midtown Minivanners HH:1.82% 47 Rural Parents HH:1% clusters are most

40 The Great Outdoors HH:0.98% 48 Farmland Families HH:1.04% important to Brand A?
41 Truckin' & Stylin' HH:0.8% 52 Resolute Renters HH:1.8%

Reference Geography: Total US
Consumer Profile

Product Profile
Rank Segment Name % of US % of Prod. HH Pen. Rate Buy Buy Rate Vol. Rate Vol. Rate Spend Rate Spend Rate

—~_ ann

47 Rural Parents 2.2% 38.9% ’ $453.88

48 Farmland Families 1.9% 39.8% . $387.52

38 Midtown 3.2% 37.8% . $371.05

Minivanners
446 Home Cooking
5 41 Truckin' & Stylin' 0.8% 1.1% 28.6% 118 $9.87 112 269.3 132 $281.87 133
6 20 Dynamic Duos 0.9% 1.2% 31.1% 129 $8.49 97 251.9 124 $263.85 12
7 40 The Great 1.0% 1.2% 27.1% 112 $9.54 109 248.1 122 $258.87 122

Outdoors
8 52 Resolute Renters 1.8% 1.7% 24.4% 101  $8.26 94 189.8 93 $201.28 9

LEGEND

9 15 Country Ways 1.4% 1.1% 21.4% 89 $7.75 88 160.8 79 $166.08 78 High Index (150+)
10 43 Work & Causes 0.8% 0.6% 20.7% 86  $7.67 87 147.9 73 $158.91 7

Ahove Average Index (120-149)

Average Index (30-119)

Below Average Index (50-79)
Lo Indlex (<507 1l

SYmphonyIRI Grou
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QuickPrep Meals: Protecting Your Base Downtrodden

Magazines % Tgt Tgt Per
Pen Index
PrimaryReaders: Sport#lustrated 2.8% 4.3%
PrimaryReaders: People 3.0% 4.3% 143
PrimaryReaders: BetteHomes & Gardens 52% 7.4% 142
PrimaryReaders: Famil@ircle 25% 3.0% 124
PrimaryReaders: Prevention 22% 2.6% 121

Cable ServiceslIn last 7days: Any watching: Nickelodeon 12.8% 21.6%
Cable ServiceslIn last 7days: Any watching: D{IDo It Yourself Network 4.8% 7.9%
Cable ServiceslIn last 7days: Any watching: THaisney Channel 17.0% 28.4%
Cable Servicesln last 7days: Any watching: Cartodtetwork 13.2% 18.9% 144
Cable ServiceslIn last 7days: Any watching's 6.2% 8.8% 141
Cable Servicesln last 7days: Any watching: Niek Nite 7.6% 10.7% 141
Cable ServiceslIn last 7days: Any watching: HGTMome & Garden 18.4% 25.9% 140
Television)

Cable Servicesln last 7days: Any watching: VERSUS 45% 6.1% 136
Cable Servicesin last 7days: Any watching: EEntertainment 16.0% 21.4% 134
Television)

Cable ServiceslIn last 7days: Anwatching:ABC Family Channel 23.3% 30.1% 129 I

SymphonyIRI
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QuickPrep Meals: Protecting Your Base

Presque Isle ME

2 Bowling Green KY

3 Meridian MS

4 Columbus-Tupelo-West Point MS

5 Watertown NY

6 Charleston-Huntington WV

7 Paducah KY-Cape Girardeau
MO-Harrisburg IL

8 Hattiesburg-Laurel MS

9 Clarksburg-Weston WV

10 Lexington KY

Store Name

Dollar

Mass
Convenience
Food

Club

Drug

Total HHs

(000) HHs (000)

415

93.2

101.0

281.5

127.3

627.8

467.9

164.7

1335

586.6
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9.9

10.4

29.0

13.0

63.3

46.4

16.3

13.1

57.2

Target ACV
Dollars ($MM)

$910.1
$21921.2
$21741.4
$16434.6

$2799.1

$3949.3

Target Tgt HH Pen

10.7% 231
10.3% 223
10.3% 223
10.2% 221
10.1% 218
9.9% 215
9.9% 214
9.8% 212
9.7% 211

% Target
Penetration

5.7%

5.7%

3.9%

2.8%

2.6%

1 8296
2 7425
3

4 9606
5 11057
6 11239
7 9761
8 5801
9 10241
10 4717

Downtrodden

Target Pen.
Index

118
117
81
58

53

Now that we know
who, lets figure out

where!

<«—AKChannels

_— Aviarkets

tores

Store Name

Dollar General

Dollar General

Dollar General

Dollar General
Dollar General
Dollar General
Dollar General
Family Dollar

Dollar General

Family Dollar

Target ACV
Dollars ($MM)

% Target
Penetration

Target Pen.

Index

$0.40 37.40% 530
$0.40 32.00% 454
$0.40 31.70% 450]
$0.40 30.60% 435
$0.30 28.50% 404
$0.30 28.00% 397
$0.30 26.80% 380
$0.30 26.10% 370
$0.30 26.00% 369
$0.30 24.90% 353
& SHOPPER MARKETING



QuickPrep Meals: Building on Success

Target: Start Up Target We know Start Ups

19 Country Comfort HH:1.53% 53 Metro Parents HH:2.12% are important but
how can we

21 Children First HH:1.51% 57 Collegiate Crowd HH:2.17% )
translate that into
27 Soccer & SUVs HH:1.4% 62 Kids & Rent HH:2.3%
° ' ° strategy?
34 Outward Bound HH:0.89% 67 Rolling Stones HH:1.33%

37 Cartoons & Carpools HH:1.44%

Product: Category - Quick Prep Meals

Rank Segment Name % of US % of HH Pen. Rate Buy Buy Rate Vol. Rate Vol. Rate Spend Rate Spend

HHs Prod. Vol.  Pen. Index Rate Index  per 100 Index per 100 Rate Index

1 62 Kids & Rent 2.3% 53% 47.6% 170 $15.33 140 680.3 232 $729.61 238

2 27 Soccer & SUVs 1.4% 31% 47.4% 169 $14.13 129 655.7 223 $669.97 219

3 37 Cartoons & 1.4% 2.7% 44.1% 157 $12.58 115 542.0 185 $554.63 181
Carpools LEGEND

4 19 Country Comfort 1.5% 2.7%  44.3% 158  $11.97 110 525.2 179 $530.89 173
High Index (150+)

5 21 Children First 1.5% 25% 43.2% 154 $11.34 104 491.7 167 $489.80 160

hbove Average Index (120-148)

6 53 Metro Parents 2.1% 31% 38.6% 138 $11.81 108 427.3 146 $456.06 149 Average Index (80-115)
Below Average Index (50-79)

7 34 Outw ard Bound 0.9% 1.3% 38.6% 137 $11.65 107 432.2 147 $448.99 147
Low Index (<500 [l
8 57 Collegiate Crow d 2.2% 32% 30.3% 108  $13.89 127 427.2 145 $420.94 137
9 67 Rolling Stones 1.3% 0.9% 26.3% 94 $8.83 81 206.9 70 $232.33 76
SymphonyIRI
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QuickPrep Meals: Building on Success

Internet Total Target Index
Penetration Penetration

Advertising on the Internet provides me with meaningful 8.7% 11.6% 135

information about the product use of other consumers.

Advertising on the Internet provides me with useful information  11.1% 13.9% 125

about bargains.

Advertising on the Internet prpvides me with useful information 9.7% 12.2% 125 Identify the
about new products and services. .
appropriate
media
Internet/Online Total Target Index vehlcle§ to
Penetration Penetration communicate
Web Sites visited in last 30 day&ny Spanish 1.9% 3.6% with your
Web Sites visited in last 30 dayBhotobucket.com 3.5% 5.8% _ most
Web Sites visited in last 30 daylglySpace.com 16.4% 25.9% Important
. . consumers
Web Sites visited yesterdajvlySpace.com 9.4% 14.7%
Web Sites visited in last 30 dayNBA.com 2.9% 3.8% 132
Web Sites visited in last 30 dayEbay.com 17.5% 22.5% 129
Web Sites visited yesterdayyouTube.com 13.6% 17.5% 128
Web Sites visited in last 30 daySareerBuilder.com 6.7% 8.5% 127
Web Sites visited in last 30 daygsahod HotJobs 4.7% 5.9% 127
Web Sites visited in last 30 daygouTube.com 28.6% 35.3% 124
Web Sites visited in last 30 daysacebook.com 22.6% 27.6% 122
Web Sites visited in last 30 dayNFL.com 5.8% 6.9% 120 [
Web Sites visited in last 30 daygahod Mail 28.4% 34.0% 120 SymphonyIRI

SYMPHONY CONSUMER
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QuickPrep Meals: Building on Success

State Total Target HH
HH: (000
(000

1 Utah 1,131.( 218.< 19.3¥ 131
2 Texas 10,759..  2,060.: 19.1% 130
3 Louisiana 2,348.: 435.¢ 18.6Y 126
4 Oklahoma 1,853.¢ 337.¢ 18.2% 124
5 Ohio 6,176. 1,100.¢ 17.8Y 121
6 Indiana 2,972.¢ 520.¢€ 17.59 119
7 Alaska 344.¢ 60.2 17.59 119
8 Georgia 4,449, 765.C 17.2% 117
9 Wyoming 260.< 44 .4 17.0y 116
10 Kansas 1,256.( 212.2 16.9Y 115

Rank Store Name Target AC

% Targe Target Per

Dollars Penetratior Index

($MM)
1 Dollar $5202.¢ 18.8¥ 127
2 Mass $66477. 17.3% 117
3 Convenience $58697.. 15.3% 104
4 Food $56939.: 13.6¥ 91
5 Club $13244.. 13.4y 9(
6 Drug $16045.¢ 10.5% 71

Rank Store Name Target AC % Targe

Dollars (MM  Penetratior
1 Family Dollar Stores Inc. $1877.:
2 Dollar General Corp. $1824.t 16.6Y 121
3 Dollar Tree Stores Inc. $890.¢ 16.4Y 119
4 99 Cents Only Stores $225.¢ 14.3% 104
5 Variety Wholesalers $8.1 12.8% 93
6 Fred's Inc $184.¢ 11.8% 84

17 Copyright © SymphonyIRI Group, 2011. Confidential and Proprietary.

SymphonyIRI

SYMPHONY CONSUMER
& SHOPPER MARKETING



,r |
~o

' h[ Q& bSi

18 Copyright © SymphonyIRI Group, 2011. Confidential and Proprietary.

186,000 HHs Found on

+ Q3 717,000 HHs Founc[op
'h[ Qa bSi

Lifestyle Content
Coupon Messaging
Display Advertising

2 NJ

Health & Beauty Content
Brand Messaging
2 NJ  Online Videos

m NonExposed O Exposed

$2.5

Buying Rate

In-Store ROI
Category Shar&hift

Highest Performing
Content

Increase in New User
Penetration
Purchase Frequency
Purchase Size

Dympnonyuu( sTOup
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QuickPrep Meals: Protecting Your Base Savvy Shopper

Which Downtrodden
clusters are most
Important to Brand A?

LEGEND

High Index (140+)

Ahove Average Index (120-149)

Average Index (80-119)

Below Average Index (50-73)
Lo Indes (=500 [l

A,
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