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A Marketing Manual
for the Millennium

Tles That Bmd A Store Walk : . "
e A Consumer's Guide to Triple Eight Edition
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Economy and Jobs




US GDP% of World Current
Top 10 The World's Biggest Economies for 2019 and 2020

Real GOP variation in % | GDP Growth Nominal GDP in USD Trillion
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Inflation Trend
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SOURCE: TRADIHNGECDHOMICS. COM U.5. BUREAU OF LABDR STATISTICS




Real Wage Growth

Average Hourly Earnings for Total Private Workers
Year-over-Year Change (Percent)

6
Februarv 2019
5 :
COﬂSl'l";e" Price Nominal Average
a naex Hourly Earnings
3 "‘
)

2

1

0. : . ’ ’ )
-1
-2
-3

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Sources: Bureau of Labor Statistics; Bureau of Economic Analysis.
Note: PCEPI1 data are available through December 2018. CPI data are available through January 2019.



Consumer Spending

Hot US Consumer Spending Growth in Q2
From Prior Quarter, Annualized % Rate, "Real"

5 o
2013 & 2276

2012 2013 2014 2015 2016 2017 2018 2019
WOLFS5TREET.com




Unemployment Rate Current

3 & & 3 & 3
o D T

12
10

#]EJ JU ._.L_n_“__f.u____J

-1

- —
o b e

e L

-

"

=

N e

- o

&

)

-
o =

=

=

-

oD

=

.H-L_

P -

iy

=




Underemployment Rate Current

Unemployment and Underemployment Rates, 1994-2019
18

16
14
12

10 =
\—\‘M Improvement- Still Double

1994 1999 2004 2009 2014 2019

Underemployment (U-6)

Percent
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Source: Bureau of Labor Statistics 1994-2019,
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Unemployment Rate Outlook
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Employment by Sector Current

35 043

Education and health services

Wholesale and retail trade

Professional and business services

Manufacturing
14 268

Leisure amd b

Financial activities

Industry

Transportation and utilities

rher services 7 742
m=Prol

7419

Public administration



Employment Sector Decline Outlook

Wired telecommunications carriers

Mewspaper, periodical, book, and
directory publishers

Postal Service

Printing and related support activities

Apparel, leather and allied product
manufacturing

Textile mills and textile product mills

Plastics product manufacturing

Semiconductor and other electronic
component manufacturing

Mavigational, measuring,
electromedical, and control
instruments manufacturing |rol




Personal Income vs Consumption

=70
Last Price
B US Personal Consumption Expenditures Nomanal Dollars YoY SA 5.3 |»
B US Parsonal Income YoY SA 4.7
»5.0

3.0

20

*3.0

2.0




Total Retail and Growth Contribution

UsS Retail sales, by Segment, 2018 & 2019
billions, % change and % of total

2018 2019 % % of total % of 2019
change 2019 gErowth
spenaing conwribution | (Growth on all

Brick-and- S4 . 827.09 $54,924.12 2.0% B9.1% 55%

mortar/

in-store platforms
Ecommerce S525.69 $605.30 15.1% 10.9% A45%

Desktop *317.55 $334.92 5.5% S. 1% 10%

rMobile $208.13 $270.38 29.9% A.9% 35%

—Smartphone S148.79 $205.15 37.9% 3.7% 32%

—Tablet $57.71 S63.49 10.0% 1.1% 3%

—Other mobile $1.64 21.74 &. 3% 0.0% 0%

Total $5.352. 78 $5,529.42 2.3% 10:0D.0% 100D

Note: includes products or services ordered using the internet, regardliess
of the method of payrnment or fulfiirment; excludes travel and event tickets,
paymments such as bill pay, taxes or money transfers, food services and
drnking place sales, gambling and other vice good sales

Sowrce: eMarketer, Oct 20718

LA3053 Wi eMarketer com
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2014 vs Today

1. Walmart 1. Walmart

~. Kroger 2. Kroger

=. Costco 3. Costco

“. Target 4. Walgreens/Boots
5. Safeway 5. CVS

5. Publix 6. Target

7. Ahold US 7. Albertsons

“. Albertsons 8. Ahold Delhaize
°. HEB 9. Publix

10. Delhaize 10. Aldi




Food

and beverage CGMV in billion U.5. dollars

30

25

20

15

10

B.1&

Amazon Food and Beverage

5.609

11.52

14.51

17.52

20.37

2020

23.26

2021




Inflation Growth vs Tonnage

CPG BRICK & MORTAR - TOP LINE PERFORMANCE

@ =

MH Total Food Tonnage Flat>

DULLARS UNITS
$8I13.IB  252.6B

+2.2% vs. year-ago +0.4% vs. year-ago




Format Trends

TRIP ANALYTICS BY CHANNEL

Total Drug Dollar Warehouse | Pet Mass Merch & | Value Conventional Premiere Fresh
Channels | Stores [ Stores Club Stores 5uper5 Grncerj,r Gmtery Grutery
TRIPS/SHOPPER
TRIPS/SHOPPER %
CHANGE

$ SPEND/TRIP 20 13 69

$ SPEND/TRIP %
-m---_-

UNITS/TRIP %
CHANGE

Trips up overall
Mass trips up significantly
Most value retailers showing deflation




Online Sales Trend

THE AGE OF ONLINE

[ |
-
ONLINE CPG SALES ARE SET TO

DOUBLE

IN THE NEXT 5 YEARS WORLDWIDE




Retailer Partnerships
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YCVS

pharmacy’
now at (®

® TARGET

& CHlPTLE = DOORDASH

MEXICAN GRILL

= o .
S CBisicHrs i



Retailer Partnerships




LLEREY 2007

JCPenney Stock Price 20-2018 -

‘_" {EE ‘D; _—
: s

Johnson
$40.72 unveils vision
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| ®- 5 P W
= p - " Ll .~ >
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S 1 3 , 93 2
A new Disney Shop is located inside Oakwood Mall's JCPenney.

Uliman
becomes

40.0000

30 0000

Ellison :
| becomes sl ™™
Johnson CEO as
becomes | CEO o

CEO \
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Malls as Entertainment Centers

BUSINESS RETAIL AUG 30, 2018 1:26PM PT

Could Empty Stores in Malls Be
Used to House the Homeless?

Ve N N N N N

N o / \ \ \ v e Y \
Hilary George-Parkin L f JRN I t IS P &)+ )
A A S T . S S




Malls with Grocery Stores

MNMordstrom %‘
, pass parkin 2ol

Sears

Macy™=

worcester St (Rte. o) POl



Mobile!

inJan 2028, the Global Mobile TR, Android was the World's

Population Amounted to 3.7 " Most Used Operating System
Billion Unique Users 4 | in20ay

Smartphone Users Mobile Email Will
to Reach 270.6 . ccount for a2 - 727%
Million in 2022 of Email Opens

Tablet Users to ’ . N\ g 22 9% Emails

Raech 180 . 4 are Opened on
Million By 2019 Tablets

529 of all Global Web By 2028, Mobile Email
Pages Served Mobile o Users are Expectead to
Phones from 2009 - \ Reach 2.2 Billion

ac \\— Popular Screens used by
e Ty S%aN% Of I e Teenagers: Mobile 78%

Traffic was from Smartphones S Laptop 69% Tablet 529

cp CitrusBits




Connected Things

20.1
50

42.1
40

30

Devices

20

10

2012 2013 2014 2015 2016 2017 2018 2019 2020
Years




Have you used your
smartphone in the bathroom?

% said “Yes”

[ Under 20 yrs | O7%
| 20-29 yrs | 91%
[ 29-45 yrs | 80%
SOCIAL GROOMING
I 46-66 yrs I 65% Millennials need to
connect anytime
anywhere because they
[ 66+ l 47% need to constantly

maintain cacial netwarkc



Political Environment
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REPLACING
CURRENT U.S.
POLICIES WITH
HIGHLY-SOCIALIST
POLICIES,
SUCH AS
VENEZUELA'S,
T
° O P&

Political Environment

The "Recession" Narrative

WOULD REDUCE

3

REAL GDP AT LEAST

40% |

IN THE LONG RUN

21

Both sides try to “talk” their
narrative into existence
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Political Environment

% change in matenal costs

Fabricated metals
Automotive

Industrnial machinery

Construdion

Electrical equipment

Aerospace

Tariffs will show cost
increases in some

commodities

Computers and electronics

0% 2%

4%
source. Undord Economics

Mole: Includes second-round supply chain effiecis of metal products purchases b

6%







Demographics and
Generations




100%

15%

50%

25%

0%

Age <18

Demographic Shift

21% over 75 non-white
46% 18-21 non-white

B white

B Elack/Afr can American

B Hspanic

o Asian

B Ameran Indianidlakan Natve
N Multi-Racial (2 of mo'e §aed)

Last 10 years:

GenZ Millennials GenX  Boomers  Silents 89% US pop grOWth non-White

18- 21

22-36

37-52 53N 12+

SOURCE: U.S Census Bureau, Amencan CoOmmunty Sureey haly 1, 2016 hgures




Regional Similarities

—
~
—~ — ~

Northeast

= 1 New England
m 2 Upstate NY
® 3 NYC Metro
B 4 Mid-Atlantic
5 Northern Appalact
® 6 Chesapeake

5

m 12 Mid-Atlantic South m 17 Co;un/Acodudﬂo
13 Southern Appalachia m 18 Gulf Coast
®m 14 Upper South » 19 Central Florida

®m 15 Deep South m 20 Texas Heartland
16 The Ozarks » 21 Rio Grande

Caribbean
LD =,

m 222 South Floriddoc
.¢ m S Puerto Rico



Who are these people?

I [T TR R

Age/Birth Years 12-21 22-36 37-52 53-71 724
1996-2005 1981-1995 1965-1980 1946-1964 Before 1946
Population Size'  42.1 million 67.1 million 65.7 million 712.1 million 27.5 million
(7% of shoppers 18+) (27% of shoppers 18+) (26% of shoppers 18+) (29% of shoppers 18+) (11% of shoppers 18+)
Average Household Size* 313 2 85 292 2.78 1.87

Global Optimistic Tolerant
Diverse Unmarried Liquid

ANy aKe TTEqUent s 1oyal- DUL ey TE Orven OTET Coupons SOUTCED Progucs 3Te MOTVaTEd D)
to the store by speed, Convenience
US, Census Bumau, 2016 Populabon and variety

& imiahes by age, huly 1, 2016
* Aeodia Custam he Why? Behind
il I:|u'|' " § Ty, S 2017




Who's next?

Attributes — Millennials vs. Gen Z

Millennials e Gen Z

Tech Savvy: 2 screens at once Tech Innate: 5 screens at once
Communicate with text Communicate with images
Curators and Sharers Creators and Collaborators
Now-focused Future-focused

Optimists Realists

Want to be discovered Want to work for success

|mProl



It’s already happening!

Anti-Boomers Frugality

Risk avoidance Sharing

“Retail Therapy” is gone Shop for needs

Diversity rules MH Look at your customers

Social consciousness You must stand for something
Internet of things Everything’s connected
Experience first Trend



Next Generation Traits

Little brand loyalty
Price Conscious
Health focused

Speed and convenience




Who do we listen to?

92% of consumers trust
recommendations from their
friends and family over all
forms of advertising

Source: Mielsen




Who else do we listen to?

of people trust opinions of ather unknown people shared online
%
0

S Miadsen Glebel Onlne Condumar Soray




Purchase Behavior




Simplification Craving

OF AMERICANS OF AMERICANS

FEEL MORE CLAIM THEY ARE

OVERWHELMED MORE DISLOYAL,

BY NOW MORE LIKELY
TO TRY NEW
BRANDS

Sources: 1) Miglsen Homescan US survey or 19,3212 respondents surveyed im March 2070 %, Z)

Miglsen Glabal Loyalty Survesy, Q1 2019 m



Health and Wellness

®|mrol




Health and Social Consciousness

TOP WELLNESS CLAIMS - QI 2019 ©
Latest 52 Weeks vs. Year-Ago Q1 2019 vs. Q1 2018
PRODUCT CLAIM DOLLARS $ % GROWTH
CRUELTY FREE $1.31B 28.7
OIL FREE $43M 23.1
(GRAINFREE __________[$1.168
CORN FREE $1.88B 20.2

Source: Mielsen Retail Measurement Services, inclusive of Mielsen's Total Food View, Total U.S.
All Outlets Combined {(xAO0C) including Convenience Stores, 52- and 13-week pericds ended
PMarch 30, 2019 vs. year-ago



Store Brand Acceptance

—

Buying more store brands to save money

(% Shoppers indicating the statement:
Describes me perfectly/Describes me very well)

ear )
™ “27%
w23%

48 %
37T %
- -

Gen Z r il le nniial Gon X BEoomor Silent
Shoppers Shoppers Shoppers Shoppers Shoppers
18-21 22-36 37-52 53-71

0 indkcates sgreficantly hegher than Total U 5. Shoppers at a 5% confidence lewe @wrol




Store Brand Growth

DOLLAR SALES & GROWTH

PRIVATE LABEL SBIS +3 7% BRANDED PRODUCTS

3. T% vws. year-ago =1.9% ws. year-ago

+2. 5% (d-year CAGR) Branded +1 9% +1.0% (4-year CAGR)

= 3
= =
@ @
Al gt
<A A 6440
e 5
= =
] [
1297
2015 2016 W 2017 W zoi: W O zo19

Sorce Mieken Beial Measuremert Sermaces, mchushe of Hickser's Total Food Wies:, Total U2S 8l Oulets Comibersed [osaic» ), 52 weecks ended Ry 25, S0 S wm pear-asn
S - Coarmpeoeu ke Aannaasl Grossdt Rate
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Checkout Free
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Self Checkout

) THE PON NORTHEAST RLLIOMNAL SUMMT

i )
k § b L :
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Delivery and Pick Up

rethink
grocery:




Delivery and Pick Up

Reasons for Abandonments During Checkout

2,084 responses - USs adults - 2018 - © baymard.comyscheckout-usability

Extra costs too high (shipping, tax, fees) R594

A

The site wanted me to create an account F349%

Too long S complicated checkout process 26%%

| couldn't see f calculate total order cost up-front 29 S5

I dicin't trust the site with my credit card information 1795
Website had errors / crashed 1725
Delivery was too slow 16%

Retums policy wasn't satisfactory

There wearan't encugh payment methods

The credit card was declined

|ProOl



Sales Trends

S435B in U.S, e-ccommerce, CPG online
sales account for $65B

439/ of CPG dollar growth has been
0 driven by e-commerce this year

0 growth in spending per buyer
"'.24./[] online among Americans

Source: Mielsen E-commerce measurement powered by Rakuten Intelligence, Total LS., 52
weeks ended Jan. 31, 2019, Forecasts based on multiple statistical modeling techniques
using data fram Miglsen Retail Measurement and Consumer Paneal services; governmaent
arnd UM sources; histaorical trends; reported revernueas fram major e-retailers;
infrastructure, key macro-economic & social drivers; leading industry sources §

|mProl



Closed Loop

MUSIC amazon O amazon
—¥ \5"""""’ amazon alexa = -
Prime Benefits | l l ' Product innovations
/' {amazoncom.- ' /
prime now prime reading ; x amazon dash
— Delivery Experience ST 7'




Meal Help

Percent of Millennial Mom Shoppers wanting help:

Making healthy food choices for me 64%

Making dinner time family time (sharing meal at same table) 64%
Making healthy food choices for my children 59%
With meal planning for household 58%

Planning the grocery list so ingredients bought make cost-effective meals

Finding home cleaning products that make clean-up faster’'more efficient

To order all of my grocery items online, and have them delivered to home




Diet Shifts

F2632.8B

vegetarian Diet (+1.0%)

FPescetarianmn Diet

106 .48
(+0.596) *

Planmnt Based Diet

(+17.6%%) *80.718

vegan Diet (+1.7%) $62_ 4B

Sowurce: RMislsen Froduct Insider, poswwersd by Label Iimnsight, Total LIS Al Dutlets ,
(o), S5 wesks eanded SApr. 27 2019 ws, ywear-agm =POl




Food as Medicine

"When diet is wrong, medicine is of no use. When diet is correct, medicine is of no need.”"—Ayurvedic
proverb

- (fresh or dried into powder): Excellent digestive aid with numerous health benefits
iNncluding helping to reduce inflammation

- : Powerful medicinal spice that helps to balance the whole person, physically and
JANnti-inflammatory benefits.

y -aremauve toreaul [Vlgss rejection of medicines
- Highly nutritioy Using fOOd aS medicine v soaking, sprouting, or

using spices to enhance (

e« Raw ., seeds, oils: Full of nutrients, antioxidants, and help promote a healthy cardiovascular
system. Soaking nuts and seeds overnight will enhance digestibility. Oils lubricate the digestive
tract, improving digestion.

- AN excellent alternative to sugar, honey boosts immunity and iNncreases energy.
as heat decreases the nutritional benefits and Mmay cause deleterious effects.







THC o
CBD =

CBD and THC

PROTECTS AGAINST CANCER
REDUCES NAUSEA
REDUCES PAIN
CAUSES DROWSINESS
INCREASES APPETITE
ANTIDEPRESENT
RELIEVES SPASMS
DECREASES SEIZURES
REDUCES ANXIETY
ANTIMICROBIAL
ANTIBACTERIAL

MUSCLE RELAXANT

PROTECTS NERVOUS SYSTEM
ANTI-DIABETIC

IMPROVES BLOOD CIRCULATION
RELIEVES PSORIASIS

RELIEVES CROHN'S DISEASE
ANTIHINFLAMMATORY

BONE STIMULANT

RELIEVES RHEUMATOID ARTHRITIS
ANTIOXIDANT

ANTIPSYCHOTIC



CBD and THC

NH

FULLY LEGAL

EXPECTED

TO GO FULLY
LEGAL

THC IS
MEDICALLY
LEGAL

=Prol
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Dueling discounters: Aldi, Lidl open
New Jersey stores on the same day




What makes you speual?
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Never take a third strike!
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Sell the Experience




Health and Wellness

uanbBalance ...
ACblVem.em. Nubrvislon Time

‘is;zz;‘:ﬁ;;eWell NEeSS. e

ware

nvolved QS|Ca| o

Viball vab'esRelaxablon "".f;\ i

Mindfulness e _ Preventive
—_— Choices




Multicultural

Foreign-Born Population Living in the United States

1960 2000

In 1960, the foreign-born population in the United States In 2000, the foreign-born population
(from the five principal countries of origin) was relatively from the top five countries was
diverse distributed very differently:

Rma

Immigration

DELICIOUS
PIZZA
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Socialize
faceboolkc (lvusta,gnam Cwusitter P
Pinter-est tuarmblx Linked [I3).
Youlllll3 —wirszeo \ Sl<ypeg b, corvmotion
&) Spotify < on mixcloud rcdicr
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F1i;7 | LivEJOURNAL TYWOO == TMyspacs

G Blogger '® WoOoOoORDPRESS
Behance A L6050 .




Get the picture
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Embrace YouTube

38% 94%

OF YOUTUBE OF 18-24
USERS ARE YEAR-OLD USE
FEMALE & YOUTUBE
62% PLATFORM
ARE MALE

59%

OF PEOPLE BETWEEN THE AGES

HAVE INCREASED THEIR
YOUTUBE USAGE IN 2018 SOURCE
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Embrace YouTube
-

Nicro <o et ks
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AR and VR
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Be in the Conversation

h\tp‘.llwyelp“.com/ @7@ tripadviSOrw

get the truth. then go.®
. e Py s - € sret o~
29@ J 85 Home

Yelp New York
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Store Brands are Cool
4 gru eSry.
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Care About Everything

THE PO NORTHEAST RELOOMNAL ST
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Everyday Pricing is Boring

fair and square.

3 kinds of pricing. 1 happy return policy.

red, white and blue. any item, anytime, anywhere. it's that simpile.

everyday prices month-long values best prices
no need for coupons. the best stuff of the month mark your calendars, every

no weekend sale. on sale for the entire 1st and 3rd friday we mark
red prices mean great month. just look for the it way down. see it in blue,
prices, everyday. white price. and grab it quick!
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Make the Customer Smart
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Compare At




LTO’s
TIME

’ : ﬂ WEEKEND OFFER | Rttt som ey Y ,

12-16ct.
Tide Pods or
Gain Flings 3 - QLZ

e FOUR e househobd Al 4 erms must D peechased 9 e asrty Baraachion O recaive e
o -V price. Ofer ia ssteciad apeclically for your VIO Fousehol) srvd s non-dransderabie

|
WEEKEND OFFER | YAUID SATURDAY & SUNDAY @

6 Mega or 12 Double Roll
Angel Soft 4 97 l
Bath Tissue "

LMmiT4

SAVE AT LEAST L2y Lt FOUR por household. Al 4 e vust be purchased in the sare tranesction 1 recelve
“'02 E‘CN 2 soocist o VI prvos. Ofer i ssdecied spectiically for your VIC Mousehokd ard s non-trarsderable




" .ES. NO CHECKOUr
1o L“(‘m). SERIOUSLY.)

Chokepoint Free

WELCOME TO
ZERD CLICK ORDERING

GET STARTER

¢ B L B REANGY

PLACING YOUR EASY CRDER IN

00:07.95,

W Saturday Baskewall

$ T 4 .'?'1 !

DOMING'S TRACKER®

We're reviewing your order!

W Sarday Bashettll
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Resale

Secondhand Clothes. Firsthand Fun.” %‘

STORE

Goodwill




Complementary Partnerships




The 8 P’s




You need a story




Ties That Bind s\ Store Walk

wd Marketing Contimusm /e D«

A Consumer's Guide to
Cannabidiol

Dr. Russell J. Zwanka

Dr. Ressell ). Zwanka
Dr. Brian F. Harris

Russell J. Zwanka

DR. RUSSELL J. ZWANKA

. CBD
. Dr. Russell J. Zwanka

rzwanka@siena.edu
www.tripleeightmarketing.com

SIENA college.

Food Marketing

’
b4

A Retailer's Case for
Cannabidiol Sales

il ]
CiLJ

CUSTOMER CONNECTIVITY

Dr. Russell J. Zwanka
3 FIRST. PROFITS =
7 SECOND.

IN GLOBAL BRANDS

“(ﬁ.‘“ Dr. Russell J. Zwanka
— AND RETAILERS

Successfully
Succinct Stage
Speaking

HOwW TO WIN IN

BUSINESS AND IN LIFE L

Operating in -3
the New Cuba

= =

Dr. Z’s Guide to Grocery
Stores and Cooking and
Cool Stuff Like at! o

WITH A ) C
IN CLOSED

X S T ‘ ¥ 5 ) s — P 7

A Marketing Manual
for the Millennium

Triple Eight Edition

Requisite Reading
for the Renaissance
Retailer

~

WouLD You
SHOP HERE IF
You DIDN'T
WORK HERE?

FROM THE AUTHOR OF

4 “CUSTOMERS FIRST. PROFITS SECOND."
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RUSSELL ZWANKA




