Achieving Mutual Growth through
Data Centered Collaboration
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PACE OF
CHANGE IS

ACCELERATING...




We see a shift in the key drivers of new growth

The Old Drivers The New Drivers The Signals
how we Size, Efficiency, Agility, Automation, Scaled A Speed-to-Market
operate Standardization Experimentation % Agile Projects @ Scale

% Salesvia Emerging Channels
ROl on New Ventures
Collaboration Index

Brand Love Index

el M&A, New Markets, Owned
to market Capabilities

Partnerships, Ventures, New
Models & Channels

how we drive I\S/IaSSt Appel\;ll, Er?ad Pisi)r?a“tz.a.?oné( Eura?ton’ Direct Consumer Interactions
demand pectrum Marketing uthentcity, oyalty Conversion & Retention Rates
o . Market Growth Potential
world around us _
Geo-Political Influence, Macroeconomic Trends Measurement Predidive Accuracy
new table Cyberwarfare, Consumer TrustIndex
stakes Digital Trust Cybersecurity Index

45% 3% 23% 25% 49%

Of Category Sales Of Category Growth Of Category Growth Of Category Growth Of Category Growth
Top 25 CPG* Top 25 CPG Private Label Top 26-100CPG 101-20,000 CPG

* Nielsen 2016 Breakthrough Innovation Report
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The consumer ecosystem continues to fragment

Channels

@l

Wearables
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Streaming

Mktg Managed
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Sales Managed
Interactions
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...As does the competitive brand landscape

Speed Unbundling Procter & Gamble

MADISC
Agility, Automation,

Scaled Experimentation

Ecosystem

Partnerships, Ventures,
New Models &

Channels

Experience

Personalization,

Curation, Authenticity, &
Loyalty

2 CBisicHTs il www.cbinsights.com
* April 2016
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There is value in connecting the Sales, Service & Marketing to
drive synergy across Trade & Consumer Marketing

Bringing together one fully naturally integrated ecosystem for the entire end to end CPG business
to have the right information at the right time.
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OUR PANEL

Michael Ziltzer Chris Timko Mike Gamage
Unilever Topco Associates Blue Buffalo Pet Food
Sr. Director — Dir. Retail Director Customer &
Information & Development Promotion Analytics
Analytics




Achieving Mutual Growth through
Data Centered Collaboration

EPOI

PROMOTION OPTIMIZATION INSTITUTE

QUESTIONS?

Promotion Optimization Institute ¢ Fall Summit 2016 ¢ Dallas, TX

1+ Gd DATA raorisn TARGETIN
£>=CPRICI

Hd
£
oq
-]

=

OPTIMIZATIO

yfomotion

colla

;—'MAHIISETING
STRATEGY

=
EH—3

‘= RELEVANCE

2

=4

H krs
=
=
—
=
o
o=
[ Sy

ﬁG

= MARKETING

0 TALGETIG STRATEST

o B

) wE
§

H

MARKETHE

5
oQ
=

=

i —

S

in



