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CONSUMER FOCUSED AND SHOPPER CENTRIC

MANUFACTURERS RETAILERS

* Consumers are at the center of all *Shoppers are at the center of all
decisions decisions

* Brands must serve consumers by * Store experience must serve shoppers
delivering superior performance by meeting their shopping habits




DEVELOP UNTAPPED PROFIT POOLS TO REINVEST FOR GROWTH
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Transactional

Strong organizational
belief that the market
sets price—salesreacts

to competitive
situations

Predictive

Deep understanding
of the competitive and
market implications
for predictive planning

Analytical

Use of analytics -
price elasticity
promotion ROI -
to optimize price at
tactical level

N-~ -

Demand
Shaping

Pricing and
Promotion usedto
influence customer

behavior and
dynamically shape
growth




CONSUMER FOCUSED AND SHOPPER CENTRIC

MANUFACTURERS RETAILERS

0!\

JAY

:::

» Consumers are at the center of all decisions * Shoppers are at the center of all decisions

- Brands must serve consumers by delivering  ° Store experience must serve shoppers by
superior performance meeting their shopping habits

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.
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Ensuring Your Successful TPM-TPO
Ne

TARGETING CONSUMER DEMAND FOR
WHITE SPACE OPPORTUNITIES

Convert
“Drive purchase and increase the basket
size of current shoppers”

Expand

“Bring new shoppersinto the store”

Meet Current, Drive
Latent & Retailer
Emerging + Category
Consumer Relevance &

Demand Growth

Promotion Optimization Institute « Spring Summit 2016 * Chicago, Il
Copyright © 2016 Nielsen . Confidential and proprietary.



TARGETING CONSUMER DEMAND FOR
WHITE SPACE OPPORTUNITIES

[ Vision- ] To enable consumers to lead a healthier lifestyle through wholesome and
~J 2

great tasting solutions that inspire them to desire our Brands

R

Key Obje
ahten consumer i
int
* Incre

purc
 Getcc

choo
taste, anc

umers to shc
on nutrition,
venience

 Make product & category
benefits apparent again

* Price to value delivered

v

Category
Growth

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.



TARGETING CONSUMER DEMAND FOR
WHITE SPACE OPPORTUNITIES

How Shoppers Buy

Versatile
Value (PL)
———

(e | )

Building loyalty among high Delivering great value to price-
engagement consumer oriented shoppers and brand
targets, particularly Healthy switchers
Explorers

(Pricing = Measure of Value)
(Pricing = Cue of Quality)

Promotion Optimization Institute « Spring Summit 2016 + Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.
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TARGETING CONSUMER DEMAND FOR
WHITE SPACE OPPORTUNITIES

Consumer Demand Segments

/
\
l I ' !
| | : I
| | : I _
I Healthy | . | Fresh
| Explorers Grazers : Jugglers : Price Seekers Tolerators | Focused
% of | 18% 18% I 20% I 19% 17% | 8%
Population I _ R D _ _ _ I
I > Loveto cook > High snacking|> Time pressed ! > High price > Eat fruitveg | > Focused on
I and strong affinityand | with hectic I sensitivity because have | health and
I nutrition need for | lifestyle I : to, not nutrition
g q : , > Little brand b t |
I emands convenience | | gve to cook, loyalty ecausewant | 5| o\ price-
I > Highly > Interest in I butseek | to I sensitivity
I involved in weight I convenient ! > Need for I
I fruit and veg management | meal solutions' convenience
I
Price Sensitivity : Low Low-Med : Moderate | High Moderate : Low-Med
I g
Category | Stock-Up/ Variety Browsing for Solutions Auto Pilot oliday Focusec
Shopping :
I |
. . . A v | T
\  Highlyinvolved More interested | Time-pressed I Absolute and Uninvolved, , Less involved in
\ in cooking, in snackingand \ families seekinz/ relative price convenience , COS
N\ health, and COS Fruit \meal soluti0}1 oriented
~ category — — . . o N e T e e e e e e e e - -
Focus of Brand Focus of Private Label

Promotion Optimization Institute » Spring Summit 2016 « Chicago, Il
Copyright © 2016 Nielsen . Confidential and proprietary.
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SPUR SHORT AND LONG TERM GROWTH POTENTIAL

Category A Category B
Extend from ingredient Extend with enhanced taste
across the meal continuum and health and across day parts
INGREDIENTS [ igALs TASTE o weamnm (SR
. Meal - -
Meal Solutions
Enablers

Nourishing
Side Solutions

Value-added
Ingredients

Simple
Ingredients ,
Today Mid-term Long-term Today Mid-term Long-term
Focus iocus
Areas . :;?as
For Growth:
Growth: . rowt: | T
Creative Cooking Family Pleasing Start the Day Right Healthy Snacking

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
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REVENUE GROWTH MANAGEMENT MANDATE

DISCOVER UNTAPPED PROFIT POOLS TO REINVEST FOR GROWTH

PRICING

\
BASKET
TRIPS SIZE <7

ASSORTMENT,NC,DEN j

REPEAT /

| PROMO
N S OFFERS

Revenue Management 2>  Investment -2  Growth

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.
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PM-TPO

PRODUCT MIX - ASSORTMENT

Store Segmentation Generate strategies for each store
/ \ cluster
Right
» Segment stores based : Brands
on: Size
' Sales
. i i Right
Physical attributes of Channel g é;ckgges
the stores SEL
Location
. i issi Right
Shoppers in the store MISSI(_)ns Right
Occasions
Occasiong®
B S /

Promotio timization Institute * Spring Summit 2016 « Chicago, Il
Copyright © 2016 Nielsen . Confidential and proprietary.



Beverages Stores

Packs

Income

Demos/Lifestyle

PRODUCT MIX - ASSORTMENT

Rural

31%

* Sparkling - Regular
® Sports Drinks
* Energy Drinks

* Mixed- 12 pack,
120z., 5L

* lowto moderate

¢ lLifestyle - Country
& Rural

* Education - High
School or Less

* Predominantly
White
Non-Hispanic

Mainstream

28%

e “Average” sotendto
have few skews

* Sparkling - Diet cola
* Gingerale

* Tea

* Water

* Energy

* Mixed - 12 pack, 24
oz. 6 pack

* Moderate

¢ lLifestyle - Suburban
middle class

* Education - College

Suburban Upscale

17%

* A lot of variety:
¢ Sparkling- Diet
* Water

* Tea

¢ Sportsdrinks

* Largest-12 and 24
pack,12 oz/8 pack
PB

* Highest

¢ Lifestyle -
Suburban, Exurban
Upscale

* Education - College

* Predominantly
White
Non-Hispanic

Collaborative Marketing Driven
by Advanced Analytics Summit ¥

Ensuring Your Successful TPM-TPO
Retail Execution Journey

| i

Urban Upscale Urban Flavors
11% 12%
* Sparkling - Diet ¢ Sparkling - Regular
Cola * Sparkling - Flavors
* Sparkling - Orange (lemon-lime,
= Ginger ale orange)
* Water * Gingerale
* Energy
* Tea

* “New” beverages

* Smaller- 6 pack, e Smaller-1L, 2L, 3L, 6
21 pack, 20 oz.

* High * Llowest

¢ lLifestyle - Upscale ¢ lLifestyle - Downscale

Urban Urban
* Education - * Education - High
College Schoolorless

¢ Ethnically Diverse e AA&
Hispanic Skew

e HH with Children



PRODUCT MIX - ASSORTMENT

Rural

Collaborative Marketing Driven

by Advanced Analytics Summit ” )

Ensuring Your Successful TPM-TPO |
Retail Execution Journey

| i

Beverage Purchase

JC/DR
RTD Tea 16% Energy
1% 0% Sports
Water Drks

12% 3%

Spkig
68%

Lifestyle Profile

» Country & rural lifestyle
 High school or less education
* Predominantly white

* Low to moderate income

* Enjoy auto racing, outdoor
activities (e.g., fishing and
hunting) and country music

Beverage Focus

» Sparkling — Regular (111)
» Sports (127)

* Energy Drinks (142)

Need States

» Speedy Fill-In (21%)

* Household Stock-Up
(17%)

» Bargain Hunting
(12%)

Packages

« 2402/6 Pk (114)
* 1202/24 Pk (115)
* 1202/8 Pk (113)
« 20 0z (113)

- .5L (131)




PRODUCT MIX - ASSORTMENT

Considering product incrementality eliminates the risk of delisting the wrong products

(%) (Sales)
M L-.J E-:J M
the category
performance,
SPoRs Brinks 2792 57 [T e
Energy Drinks

--_bu' before Juice
contribu  Drinks,

the cate| Sparkling
the hic Flavors and

Lemonades

Promotion Optimization Institute « Spring Summit 2016 + Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.



REVENUE GROWTH MANAGEMENT MANDATE
CONSUMER FOCUSED AND SHOPPER CENTRIC

PRICING

\
BASKET
TRIPS SIZE <7

ASSORTMENT,NC,DEN j

REPEAT /

| PROMO
N S OFFERS

Revenue Management 2>  Investment -2  Growth

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
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Collaborative Marketing Driven
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CONSUMER DEMAND BASED PRICE ARCHITECTURE

Defines prices based on what consumers are willing to pay

« Costs
* Margins
* Price-Demand Relationship

« Consumer Perspective

« Competition

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.
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Ensuring Your Su u M
Retail Execution Journey

MEASURE CONSUMER PREFERNCE TO PAY

Use statistical techniques used to determine how consumers value different
product attributes and understand their purchases

Brand

The objective is to determine the 7 X
combination of attributes that is the Jrade Price

. . . . Promotion Value
most influentin the purchase decision.
Instead of directly asking consumers  [Egrrones g@ Fifoduct

Consumer
Choice

about their preferences, different
scenarios with simulated purchases
are presented to them and the implicit
evaluation of the individual elements
that make a product (utilities) are
determined.

Caffeine /
No Caffeine

Flavor Type

Promotion Optimization Institute * Spring Summit 2016 « Chicago, Il

Copyright © 2016 Nielsen . Confidential and proprietary.
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Ensuring

MEASURE CONSUMER PRICE RESPONSIVENESS

To ensure the best estimation of the price elasticity other factors affecting sales like
competitive prices, distribution, promotions, seasonality and category trends

TPM-TPO

300 - Competition

Price Promotions

250

200

Own Price Distribution

150 -

Sales

100 - Category
Trend

50

O T T T T
$3.00 $4.00 $5_.00 $6.00 $7.00
Price

Promotion Optimization Institute = Spring Summit 2016 « Chicago, Il
Copyright © 2016 Nielsen . Confidential and proprietary. ‘ ’
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Ensuring Your Successful TPM-TPO |
Retail Execution Journey

STRATEGIC CONDITIONS SUGGEST PORTFOLIO
CAN SUPPORT PRICE INCREASES

Base Pricing Situation & Recommendation: Core Portfolio

Current Situation

COT Category Strategy

M Key price point or leadership

Category Health and Role
B Growth Rate

Mfg. Brand Health and Role
M Business size and growth

Competitive Context
M Relative share

Consumer Pricing Power
M Elasticities

@ = Hard to take price
. = Easy to take price

b o 6w &

v

Category decline risk

Recommendation

Take Price 9% to Improve Profit
e Elasticity is higher than Walmart and

category context is less attractive than other
retailers

e Raise base price butinvest in promotion to
drive volume and protect share

* Mfg. stands to gain profit from pricing
action, regardless of Competition response

Promote to Minimize Volume/Share

Impact

* Managing average price gap to PL through
promotion will be important

* Promotional activity will help mitigate any
volume losses as a result of pricing action



CROSS ELASTICITY DETERMINES IF PRICE OR PRICE
GAP TO COMPETITION IS THE KEY DEMAND DRIVER

» Own Elasticity

m Own Gap

» Competitive
Gap

Promotion Optimization Institute « Spring Summit 2016 + Chicago, IL @
Copyright © 2016 Nielsen . Confidential and proprietary.
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ABILITY TO LEAD PRICE INCREASE DEPENDS &
ON BRAND HEALTH AND PRICE ELASTICITY

oo . .
S Price Follower - Price Leader -
| - ° ° °
& | Price Gap Strategy Price Point Strategy
Price followership if volume Price leadership where profit
impact is acceptable impact is attractive
(otherwise hold) (acceptable volume losses)
f, B!'and c: .FO”OW on prce tohold share Portfolio A: Lead 9% and 3% price
= given fragile market p03|.t|on (long-term increase to grow profit to support
O vision to strengthen business and lead equity and innovation needed to
L price as one company reinvigorate the brand and category
©
5 No Future Pricing Potential
| S
e Pricing
=
o
=
High Elasticity Low Elasticity

Elasticity (Including Cross Effects)

Promotion Optimization Institute * Spring Summit 2016 + Chicago, Il
Copyright © 2016 Nielsen . Confidential and proprietary.



Price

Collaborative Marketing Driven
by Advanced Analytics Summit ' s

Ensuring Your Successful TPM-TPO
Retail Execution Journey

RE-ARCHITECT NEW PRICING CONSTRUCT

Elasticity

Copyright © 2016 Nielsen . Confidential and proprietary.
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Ensuring Your Successful TPM-TPO
Retail Execution Journey

CONSUMER DEMAND DEFINES NEW PRICING CONSTRUCT

A Max Price

@® Min =Cost

Price
Elasticity

=

Copyright © 2016 Nielsen . Confidential and proprietary.
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RE-ARCHITECT NEW PRICING CONSTRUCT

% CurrentPrice A Max

0..
*,
IR ‘ Min = Cost
.,.
“au
",
a,
) {
o
Ty
b,
b,
Ty
Ty
“a,
Q. .....
., S .
00. "Enman EEEEEEN
.,

Price

" |
|
G, (Ceadil
\{{ -

Copyright © 2016 Nielsen . Confidential and proprietary.
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RE-ARCHITECT NEW PRICING CONSTRUCT

¢ CurrentPrice A Max
@ Min =Cost

Price

Promotion Optimization Institute * Spring Summit 2016 « Chicago, Il

Copyright © 2016 Nielsen . Confidential and proprietary.
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Ensurir TPM-TPO
mey

urney

PRICE ARCHITECTURE MAXIMIZES PORTFOLIO PROFIT

5% Price

Increase

Brand A
Portfolio A

3% Price

Increase

Brand A
Portfolio A

Recommendation Price Increase Impact

Single Serve Single Serve Multi Serve Multi Serve
Small Large Family Size Party Size
o (1) (1)

%  %Net %Mig| % oMt omig| o FNet omig| o TeNet oy
Volume Revenue Profit |Volume Profit |Volume Profit |Volume Profit
Change Change Change|Change Change Change |Change Change Change |Change Change Change

-12% -3% -14% -5% -2% -1% -2% 1%
Single Serve Single Serve Multi Serve Multi Serve
Small Large Family Size Party Size
o o o,

%  %Net %Mfg| % R/;V"i‘:‘tu % Mfg | % R/;V"i‘;tu % Mfg | % R/;V'i‘;tu % Mfg
Volume Revenue Profit |Volume Profit |Volume Profit |Volume Profit
Change Change Change | Change Change Change |Change Change Change |[Change Change Change

0% 0% 0% | -18% -4% 0% 0% 0%

9% 2%




REVENUE GROWTH MANAGEMENT MANDATE

PROMOTION OPTIMIZATION

-7 PRICING

//
b *
/ \\
4 \
4 \
1 \
\
\\
ns — SASET <
4‘ 1
A !
'ASSORTMENT coen X2 wmn !
\ 1
1

REPEAT /

PROMO
N S OFFERS

Revenue Management 2>  Investment -2  Growth

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.



MOVING BEYOND STANDARD VOLUME AND
FINANCIAL IMPACT OF TRADE EVENTS

Promotion Optimization Insti Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.|




MOVING BEYOND STANDARD VOLUME AND
FINANCIAL IMPACT OF TRADE IS ESSENTIAL

Understanding which buyers respond to trade promotions key to driving increased trade efficiency

Add the “Who”

Do trade events...

- Attract theright
buyer?

- Drive loyalty?

i.e. who responded to

my promotion?

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.



Collaborative Marketing Driven
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Ensurir TPM-TPO

...AND FURTHER REFINES THE INSIGHTS FROM
VOLUMETRIC AND FINANCIAL ROI ANALYSIS

P |
P SHOPPER RESPONSE
FINANCIAL RO
VOLUMETRIC LIFT |

Promotion A

_________________________________________________________________________________________________________

: o High purchase Reaches only loyal
| Lift = 182% (+150 cases) requirement multiples; engaged shoppers;
| L ROI = $0.82 i cannibalizes future purchases
Promotion B Low purchase Encouraged new shoppers
e requirement multiples; to try the brand, driving
Lift = 98% (+85 cases) ROI = $0.68 long term repeat buys

Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Copyright © 2016 Nielsen . Confidential and proprietary.
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Ensuring Your TPM-TPO
Retail Execution Journey

SHOPPER DIMENSION ENABLES BETTER DECISIONS
ABOUT HOW TO SPEND TRADE DOLLARS...

Some promotions might not appear to make sense in the volume/profit numbers,
but could be a good investment if they secure buyers

Did my promotion event:

* bring new or infrequent buyers
into the category?

e steal loyal buyers from a
competitive brands?

* simply cause my loyal buyers to
stock up at a lower price?

Promotion Optimization Institute « Spring Summit 2016 * Chicago, Il
Copyright © 2016 Nielsen . Confidential and proprietary.




SHOPPER PROMOTION OPTIMIZATION

Clarify how best shoppers respond to in-store promotion offers

/SPO Database\

Create custom SPO
database combining
Promotion Event Data
with Shoppercard data

Operational Engine

-

-

SHOPPER TRANSACTIONAL DATA
PROMOTION DATA

Outcome:
Disaggregate

Shoppercard database
with offers types /

/Segmentation\

Create shopper
segmentations
specific to the buying
patterns within each

category
Category Package
Participation Preference

NS

Loyalty

4 Optimize N\

Understand how
shoppers respond to
offer types & develop

custom offer types to

specific shoppers »

Who Buys?

Is my event bringingin
new brand/pack
buyers and growing
my incidence?

Short-Term Impact

Is my event subsidizing
currentbuyers or
expanding
consumption?

Purchase Behavior Long-Term Impact

Did my event
encourage shoppersto
buy more of my
brand?

Are shoppers
continuing to buy my
product after the
promotion is over?

Outcome: Outcome:
Alignment on the key Clear understanding
shopper of how shoppers
\ segmentations / Krespond to offers
Promotion Optimization Institute « Spring Summit 2016 * Chicago, Il

Copyright © 2016 Nielsen . Confidential and proprietary.
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by Advanced Anal

/ Ongoing \

Align on an approach
and partnership to
derive ongoing value
out of the SPO data
asset

Outcome:
Joint approach to

leverage Shopper
\ Analytics J
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Ensuring Your Successful TPM-TPO
Retail Execution Journey

BUILDING LONG-TERM BRAND EQUITY IS ALL ABOUT
ATTRACTING YOUR BEST CUSTOMERS

SHOPPER SEGMENTS

Category
Participation

Brand
Loyalty

Source: Nielsen

Promotion Optimization
Copyright © 2016 Nielsen . Confidential and proprietary.

Custom

Segmentations eg., Mpv;

KEY BUSINESS QUESTIONS

Who Buys?

Is my event bringingin
new brand/pack
buyers and growing
my incidence?

Short-Term Impact

Is my event subsidizing

current buyers or
expanding
consumption?

Purchase Behavior

Did myevent
encourage shoppersto
buy more of my
brand?

Long-Term Impact

Are shoppers
continuing to buy my
product after the
promotion is over?
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DEVELOP PROMOTION PLANS THAT SATISFY CUSTOMER NEEDS WHILE
DELIVERING MAXIMUM VALUE TO THE RETAILER

Trade/Shopper Marketing Event

[ SHORT TERM IMPACT ] [ WHO BUYS
- ROI _ Shift in Mix - Competitive Loyal - New
- Subsidized - Occasional - Switcher

[ PURCHASE BEHAVIOR ] [ LONG TERM IMPACT ]

- Repeat no Deal
- Repeat with Deal
- No Repeat

- # Trips - Trip Type
- Basket Size - # Units/Trip

Measure/Learn/Change

. ror ~tior |r\'\ M7~ y et b b '\‘r\ﬂ'\;t Q[ mad ) = = f]"‘;]ﬁ[' ]l
Source: Nielsen Promotion OptimiZatomsssiste « Soring Sumoadte==i==11Cago,
opyright © 2016 Nielsen . Confidential and proprietary.
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EXAMPLE INSIGHT: WHO BUYS

ACTION: Feature Ad w/50% Price Cut grows volume among Competitive Brand
Shoppers and steals share

Product A Shopper Segment Purchase % Lift

40% - 36.2%

32.6%

30.8%

30.0% 28.9%
30%

20%
10%

0%

-10%
-10.4%
-20% -
-19.0%

-30% -
40% - -36.4%

Loyal Engaged Loyal Occasional Switcher Engaged Switcher Infrequent Competitive Competitive

Occasional Engaged Occasional

B isupricecur B FEATURE W/ 15%PRICE cuT

N Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
Source: N E S f ,
ouree Séeﬂ]yr%(gmp 52016 Nielsen . Confidential and proprietary.
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EXAMPLE INSIGHT: IMPACT OF PRICE MULTIPLES

ACTION: Despite similar lifts across different Price Multiple events, Single Price Point offers
bring New Buyers into the Franchise and drive higher repeat

Product A Price Multiples — Promotion Lift by Consumer Group

Single Price Point event
135.4% engages New Buyers

111.0% 110.3% Avg % Lift
88%

42.6%

Single Price Point 10 Purchase Multiple 6 Purchase Multiple

B New Brand Buyer M Existing Brand Buyer

[

. Promotion Optimization Institute * Spring Summit 2016 « Chicago, |
S - N E - . . LAllu 2 AT [ 5 i (le g '
ouree %eﬂ‘yr%‘gmpﬂcfzme Nielsen. Confidential and proprietary.



EXAMPLE INSIGHT: CATEGORY EXPANSION

ACTION: Promote Product A to drive Category Expansion, by both attracting New
Category Buyers and driving increased Buy Rate

Switching Among
Category Buyers

Category Expansion

Sourced from Sourced New Buy Ratle TTL Category
. Unit per Trip + .
Own Manufacturer|| from Competitors Category Buyers Buy More Often Expansion

Product AExpandsthe
Category by driving bot
New Category Buyers an
Increased Buy Rate

Product A

Product B

. Promotion Optimization Institute « Spring Summit 2016 « Chicago, IL
S IN E . . . . LC U 18 ’ 5 4 waEy, -
U N opyright © 2016 Nielsen . Confidential and proprietary.

Product C sources most
volume from within its
portfolio
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WINNING WITH SHOPPER ANALYTICS

Understanding the shopper response to trade can help develop better brand trade
strategies and increase partnership with your key customers

Focus trade spend on the products and events that drive the
most long-term return on investment

Develop

Build strategies that drive response from targeted consumers

New Trade
. Refine trade strategies through a deeper understanding of how
Stl‘ategles promotions are impacting consumers

e Bring new and differentiated insights to your customers

Increase
. e Understand your retailers’ most valuable shopper and how your
Reta ||er brands can help win with this critical shopper

SEI I'l N & e Increase sell-in by quantifying how your promotions drive the
. most net category growth
Partnership

rromotion Optimization Institute « Spring Summit 2016 * Chicago, Il
Cupyi iyt zu 1o nierseit . vonfidential and proprietary.



REVENUE GROWTH MANAGEMENT MANDATE
CONSUMER FOCUSED AND SHOPPER CENTRIC

PRICING

\
BASKET
TRIPS SIZE <7

ASSORTMENT,NC,DEN j

REPEAT /

| PROMO
N S OFFERS

Revenue Management 2>  Investment -2  Growth
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