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REPAIRING SKIMN SINCE 1899

ORIGINAL SKIN MOISTURIZER 2 PACK LIP BALM MEGA MOISTURIZING SOAP 3 ORGANIC HEMP & ARNICA
4OUNCE TIN MOISTURIZER ON-THE-GO PACK MUSCLE AND JOINT RUB
TUBE |.250Z 3 PACK 20UNCE TIN

2 PACK - 25 OUNCE TUBES
$8.40

1470 $39.95
$8.95

SPORT TUBE MOISTURIZER ORIGINAL SKIN MOISTURIZER SKIN CARE & LIP BALM 3 HAND & BODY SKIN
2PACK 8 OUNCETIN PACK BUNDLE MOISTURIZER
3 PACK 8OUNCETIN
$2095 s
52395 $1050
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1. Landscape Overview
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How does Bag Balm think
about the retail landscape
and shopper in 2019?
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The Fab 5: What do Today’s Digital Shoppers Want?

Limitless Selection Convenience

Singular site/app, Prime, subscription,
vast assortment auto-replenish

Experience
Trust EXPETIENLE

Mobile experience,
site experience.
“Love to shop on

x.com!”

Trusted brand, best
price possible

Source: Me, Scot Wingo & Jason Goldberg
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Resulting in Massive Retail Share Shifts Starting.
Beneficiaries through execution: Costco & TJX
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Source: S5EC Fillings, 04 2018 Company Results. Costco sales include fuel, Sears results incdlude K-Mart, Dollar Tree include Family Dollar. @ r'fa"m'l:rav'e r

Source; http://www.ryanmcraver.com/blog/2019/3/10/retail-share-shifts-starting-2019-costco-amp-
tix
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The Graveyard of Retailers: Failure to adapt.
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Source: Chinsights
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US eCommerce will take nearly 1 in 5 retail dollars spent by 2022.

All Retail Goods Categories: U.S. Annual Spending Online
(USD Billions and Share)

" Online Share of Total Category Spending
= USD Billions

2010 2012 2014 2016 2018 2020F 2022F

Source: U.S. Department of Commerce, Kantar Retail
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eCommerce retail sales for HBC to double through 2022 (US).

Online Share of U.S. Sales by Category*

(Sorted by 2017 share)

[ Food & Alcohol
[ Drugs, Health & Beauty Care
[l Furniture & Home Furnishings
[ Apparel & Footwear
M Toys & Sporting Goods
Books & Magazines, Music & Videos

. . 25%
[ Electronics & A liances,
PP 23%

Computer & Office Products
20% 20% 1994
17%

110/010%

7%

3%

0.7%

2012 2017 2022F

Source: U.S. Department of Commerce, Kantar Retail analysis and forecasts
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Canada: #8 in the world for eCommerce.
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$79 billion_
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Source: https://www.ecommerce-nation.com
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Retail eCommerce sales growth worldwide through 2021.
B&M is not dead!

Here’s the uncomfortable
twist;

—  brick-and-mortar still
dominates online sales by
over $20 trillion.

After a quarter century,

ecommerce’s spread is "

slowing, Brick-and-mortar versus ecommerce
80% of 2018’s gains share of retail (2021)

belonged to Amazon, and
(in the U.S.) the top five
online retailers own 64.7% of
sales:

8L.3%

0
l] 5 0 Brick-and-mortar

Ecommerce




Shoppers have rationalized the number of retailers at which they shop (US).

Average Number of Retailers Shopped in Past Four Weeks
(inclusive of visits to stores and websites; averages are for Q1-Q3 for each year)

124 124
1.1 111 12 112 497
I I I I I I I 1111

200r 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Channel Differentiation — Different stores for different needs Streamlining

Source: ShopperScape®, January 2007-December 2017
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Even Within Stuff, Your Stuff Loses Share to Other Stuff

50%
45%

40%
359, Alcohol Away From Home

30% Food Away From Home
25%
20% Drugs
15% B

5%

0%
1996 2001 2006 2011 2016 2021

Therapeutic Equipment

Source: Kantar Retail analysis



And spending on health care continues to skyrocket.

On a per capita basis, health spending has grown substantially

Total national health expenditures, US $ per capita, 1970-2017

Total National Health Expenditures Per Capita ™= Constant 2017 Dollars

$11,000
$10,000
$9,000
$8,000
$7,000
oo By 2020, every American
household will spend...
$5,000 .
' $2 on services for $1 on
goods
$4,000
* Healthcare services
$3,000
* Waste management
$2.000 * Recreation
* Social services
$1,000
$0

1970 1972 1974 1976 1978 1980 1982 1984 1986 1988 1990 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014 2016

Source: Kaiser Family Foundation analysis of National Health Expenditure (NHE) data « Get the data « PNG Peterson-Kaiser

Health System Tracker



Spending on goods losing ground to services (driven by health services)

Many of today’s “retail disrupters” succeeding by offering unique goods + services combinations

Consumer Spending: Goods vs. Services,

Hell) M . _
1980-2016 ‘Ll[ \_.\\‘ > ' " Vo B chavin
. FRESH & 5
_Share Of Consumer Spendlng on GOOdS Q\L/ Your Weeknig ht ‘ | created Harry's to be different from the
& SR r shaving brands. Unlike the big brands that

—Share of Consumer Spending on Services Dinner Solution e T AN O Ere
S _ B o .
70% -

60% | 549

50% {469 .
o & KEURIG

e — 320/0

lity shave that's made by real guys for real

= 68 %0

30% - STITCH FIX
20% -
10% -
0% ; : ,
4980 4083 4080 4082 4092 4999 4998 AU\ 904 0T A0 HOAD 9AE o Your Coffee. Conveniently.
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Exploring the New and Premium Fresh:
90% of the Top 100 Brands In US CPG Lost Share Last Year,

Driving retail’s prioritization of health and wellness is a new premium: Shoppers are willing to
pay more for health and wellness clarity, convenience, and personalization

Why r Better for you” attributes define quality
Transparency * Sustainability & Local
What l Building a sense of “trust”

Purpose — Authenticity
h OW r P Sense of “real”
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Seventh Generation, Patagonia, Tom'’s are companies wearing the ‘badge

of good’ on their sleeves.

Sustainability
Transparency

P urpose

We believe that a company can make the world a better place.

We've spent over 25 years Based In Vermont, we're a We belleve In transparency. Ve
formulating products made with certified B Corporation. 8 Corps disclose mgredients nght on our
plant-based ingredients thal really are certified Lo be better for workers, packaging and we won't test on
work. Really well better for commungies, and betier animals

for the envwonment

HOW ARE WE DOING AGAINST YOU HAVE A RIGHT TO KNOW WHAT IS

OUR 2020 GOALS? IN THE PRODUCTS YOU BUY

? oS- .
RECYCLABLE PRODUCTS #CUMECLEAN




Tivse Hotlons
MAKING A TRUE
DIFFERENCE

SUSTAINABILITY AND RESPONSIBILITY REPORT

At Tim Hortons we are making a True Difference for Individuals,
and The Planet every day.

LEARN MORE »

COFFEE PARTNERSHIP

T

Helping to build sustainable coffee communities by supporting Tim Hortons proudly supports local community initiatives where we
farmers in key areas that will improve their coffee business and do business.
their lives.

LEARN MORE »
LEARN MORE »



“We need to build
brands with
purpose.

We need to go
from ‘marketing
to consumers’, to
‘mattering to
people.™

— Keith Weed,
CMO, Unilever




2. Interconnected Commerce

Promotion Optimization Institute ® June 2019 = Toronto, Ontario



We have hit the point of the ‘IZATION’ of everything.

It has to be a company-wide initiative, not just pockets of siloed efforts.

amazoncom D|G|TALIZATION 01 02 OMNICHANNELIZATION

A transformation of the entire Understanding how new shoppers behave.
business model with a particular Leverage big data capabilities and the digital
focus on redefining the company, mindset to build and enhance the omnichannel
brand and digitizing the supply experience - in store, online, or both.
chain, communication plan and

overall strategy.

ECOSYSTEMIZATION 04 03 EXPERIENTIALZATION

Further integrating your data platform by Retail has forever changed. Brands and
unifying online and offline information regarding retailers that understand shoppers’ growing

customers, products and services. need for experiential retail are the winners.
Pure transactional commerce is not

accelerating. o BEST

Source: Me 25



Canadian Tire’s ‘Wow Guide’ featuring AR tech.
From zero print to hero print.

* The “Wow Guide” lets customers
access additional information on
each page using the Canadian
Tire app.

» Shoppers are able to interact with
products:

» videos, ratings, tips and
tricks, the guide lets users
click to the product they like
and buy it at real-time
pricing.
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N May the
Tl A4 eForce be
with you,

ft miﬁp\ hmmmm?

"We continue to believe that blending the physical and
digital channels into a seamless customer experience which
we call interconnected retail, provides a unique opportunity
for us to expose the power of the Home Depot.”

~ Greg Menear, CEO

Source: The Home Depot
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The 5 disruptors of Interconnected Commerce that should keep you up at night.

THE RISE OF PRIVATE
LABEL BRANDS.

Private label brands like
Brandless.com, Grove
Collaborative are built with
brilliant use of data and direct
to consumer at their core.

31 party sellers are nimbly
navigating the AMZN
ecosystem better than
incumbent brands.

EFFORTLESS AND
FRICTIONLESS DIGITAL
INTERACTION.

A secure, always-accessible,
easy-to-use technology
platform is the price of entry in
a world of consumers now
accustomed to immediate
shopping gratification.

AND THE
OMNICHANNELIZATION
OF MOST THINGS.

3 AUGMENTED RETAIL

Shopping is not in singular
channel but 3-dimentional.
Online, in-store and multi-
directional is the new retail
way. Content and
communication powers all of
it.

THE FLYTRAP OF
PLATFORM OF

ECOSYSTEMS.

The quiver of “where | shop”
has declined from 2009 to
present.

If 'm an AMZN Prime
member, why would | want to
ever leave?

Promotion Optimization Institute  June 2019  Toronto, Ontario

DIGITALLY-BORN
DISRUPTORS.

Between 1955 and 2011 87%
of the F500 companies went
out of business.

Those on the list for 2020 are
being built RIGHT NOW.



DTC Emerges as Commerce’s Future:

The lines between technology and commerce have blurred and are undergoing
a revolution.

« Brands like Outdoor Voices, Warby Parker, Harry’s, Allbirds, Glossier, Hims, Casper,
Grove Collaborative have executed brilliantly by combining brand equity and purpose.

« Elevating people and product over price and place.

« Brilliant and ‘sneaking in’ behind enemy-incumbent lines and making everything
better (Casper, DSC).

EXW N A69%RT08PM ENT ? A65%RT725PM = 2N ] )% @ 7:(

O @& ps/wwwthirdiovecom (@ 3

Everything,

No Minimum!

Made from recycled
water bottles.

~..0
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Are you considering DTC?
4 reasons to tell your CMO or CRO:

it
1. Access to first party data o il

— Do you really want Amazon or CVS to own all your customer
data?

— Name acquisition and CRM is incredibly valuable and helps built
a moat.

2. New product launches

— A must-do: eCommerce is driving 50% of CPG growth through
2025.

— Launch, iterate, tweak, launch and then roll out to retailers (or
not!).

—  75% of new product launches fail. CPG companies should be
testing concepts with real consumers via their direct channels
and then introduce proven winners to the retail channel.

3. Build loyalty and relationships
— Many shoppers prefer to buy from the ‘mother ship.’
— Combine with social media for customer support.

4. A powerful sales tool for valued retail partners

— The bigger your database, the more you can drive offline traffic
to stores.

— Point your shoppers to WMT, Kroger, etc. bac SRS, WOOY
— Before you launch a promo, offer it to your best retailers.

Source: https://www.gmaonline.org/news-events/n
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Innovate for eCommerce:
Tide Uses Product Images to Introduce Benefits of New Packaging.

* Product Images clearly demonstrate packaging and product use above the fold

SAME GREAT
CLEANING POWER
60% LESS PACKAGING

CLEANING
GXPOWER
IN HALF THE TIME

== o
— T i)
EE CR Ao

L 1L ~
- ©

, Images and video showing the product Packaging and product
Stylized Pack Images . : . . :
in packaging and in-use benefits explanation and
awards

Source: Retailer Website
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And Consider the Strategic Importance of Packaging and
Packs. ‘Unboxing.’

Think about
‘Pinstagramable
Packaging’ — unboxing

and posting Shopper
Selling Shipping Engagement

S ey
" A




Trusted influencers can drive tremendous value.

P> Pl o) 519/1542

#KathleenLights #Boxycharm #TryOn

June Boxycharm Unboxing (Try-on Style) | 2019

76,086 views iy 85k &1 79 & SHARE =} SAVE



Marketplaces Strategy:

1. Develop eCommerce-specific SKUs.

* Unique, multipack, low weight, high
ASP

Prioritize Amazon (3P seller)

Second: WMT

Third: eBay.

Exploring Target.

Control your own destiny.

oOuewWwN

**If you’re not focused on a marketplace
strategy, someone else who is selling your

brand is and many times it’s not the consumer

experience you want to see.

Et Sy La Redoute @ Walmart

TARGET

¥houzz LAZADA  MONoal  FANCY
WANE FARFETCH TESCO V
Q Tesco Partners o
| Cdiscount.com
Imercado amazon e

Libre,

All © need K& ThAw.con ? H
v trademe
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Personal Care / Men's Essentials / Men's Bath & Body f (VI 4

8 OZ Bag Balm Ointment Manufactured For Cows Udders
Loaded With Lanoli Only One

Write a review  Dairy Association

$27.45

Free delivery

Arrives by Monday, May 27 Options

Qty:

1 v Add to Cart

Pickup not available

Sold & shipped by ADVENTURER'S BAG Return policy

‘= Add to List B Add to Registry,
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3. Engage @ Scale via Digital
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Digital has dramatically changed how
we choose, buy, connect, and use
brands.

Digital is forcing us to do business in
different (and often uncomfortable)
ways.

Source: Kantar Consulting/Reid G
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Which means we face significant challenges on how we talk to our
shoppers:

The 8 Drivers of Disruption:

Anywhere
driven by

&

personalisation
total expenences

Removing
default modes
10 gIve powes
10 CONSUMErs
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Il OUR INDUSTRY DOES NOT RESPECT TRADITION — IT ONLY RESPECTS
INNOVATION.

SIZE, WHICH WAS ONCE A COMPETITIVE ADVANTAGE IS BECOMING A LIABLILTY
AS BUSINESSES THAT ONCE DIMATED THE MARKET AND NOW STRUGGLING TO
KEEP UP WITH YOUNG, NIMBLE STARTUPS.

SATYA NADELLA
CEO, MICROSOFT




vy~
.

The challenge we face: We are all feeling the pressure to Digitally Transform. In order to
fully transform and excel, we need to:

Understand Unite around » Embed the

the rapidly a clear digital strategy using

: ambition that a roadmap to
changing

digital
landscape

will guide the create a
transformation future-proof

strategy organization

40
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In today’s digital economy we observe the following 4 things as companies
attempt to cope with the rapid changes:

. Adapt: . Follow: . Struggle: . Die:

. Adapt to disruptive . These companies . Key internal digital- . These organizations
threats. Move quickly transform by evangelists slowly fail to deploy Digital
into new markets and observing and convince the Darwinism and
categories. Hire great copying the leaders or organization to eventually go extinct.
people. Build amazing by moments of ‘lucky change. A long, slow .
brands and brilliance’. process but they
capabilities. . Or frantic eventually get there.

. THEY ARE BOLD. realization.... . Hiring a good

consultant is helpful!
©
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Interconnected:
- Understanding the themes that power growth. Old world vs. new world.

SILOED CONCEPTS INTERCONNECTED CONCEPTS
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The 6-Step Digital Growth Framework

CLEAR DIGITAL
AMBITION

TOTAL INNOVATION
EXPERIENCE CULTURE
DATA-DRIVEN ORGANIZED
INSIGHTS FOR AGILITY

HIGH DIGITAL IQ

Promotion Optimization Institute e June 2019 e Toronto, Ontario
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Clear Digital
Ambition

Culture
Innovation

High
Digital IQ

Data-Driven
Insights

Organized
for Agility
OUTPUT

r/"\ Total
o Experience

O Basecamp

INITIATIVES
WITHOUT AMBITION

SELDOM
EXPERIMENT

COMMAND
AND CONTROL

BASIC DIGITAL
MARKETING SKILLS

BASIC
RESEARCH

BASIC DIGITAL
INITIATIVES

The 6 drivers of digital growth framework:

DIGITAL
AMBITION

FEW (1-2 RUNNING)
EXPERIMENTS PER YEAR

THE FAUX-AGILE
ENTERPRISE

GLOBAL DIGITAL
CENTRE OF EXCELLENCE

DATA COLLECTION
& PROCESSING

HYBRID
CAMPAIGNS

O LocaLexperTs

LOCAL
DIGITAL AMBITION

3+ RUNNING EXPERIMENTS
PER YEAR & CO-CREATION

MULTI-DISCIPLINED
TEAMS

COMMUNITY OF
EXCELLENCE

CONNECTED
DATA

INTEGRATED
TOTAL EXPERIENCE

O incusaTor

DIGITAL
TRANSFORMATION ROADMAP

INCUBATOR/
ACCELERATOR PROGRAM

SELF-ORGANIZING
TEAMS

DIGITAL
SPECIALISTS

FORESIGHT
SUPPORTED BY DATA

CUSTOMISED TOTAL
BRAND EXPERIENCE

Promotion Optimization Institute ® June 2019 = Toronto, Ontario

O DpisruPTOR

CDO / DIGITAL
TRANSFORMATION OFFICE

INNOVATION
CULTURE

EMPOWERED
ORGANIZATION

DIGITAL
NATIVE

INSIGHTS
ENGINE

FULLY PERSONALISED
EXPERIENCES & RECOMMENDATIONS




Hard hitting digital marketing works!

BAG BALM
AVAILAALE AT

Walmart

*  Nothing fancy.
*  Focus on direct messaging

with no, “brand-fluffery” |

AVAILABLE AT ,

CTAs: hover-over rates, ' Walmart

engagement, dwell-time Q1 ‘19 Investment @ WMT

—  Shop now, get coupon, buy
now, sign up today...

. Advertise to drive sales.

i SAVE $3 5t
T S g BALMY

WORKS WONDERS

. FOCUS On Only a feW KPIS e = 3 ON MINOR CUTS, SCRAPES & BURNS.
- CPA 2
—  Store sales lift b I—’OREA}RLS,
—  eCommerce sales lift Corrvf;: &O&BER 5?’
— Openrate, CTR, CR ,EREATWWY
/|

—  Bounce rate (tells you the
quality of the your landing

page)

}

Py 2
GET/$2°

=
@] GET YOUR COUPON
) amazon |
e =

% o

&
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Starbucks’ prioritization of their digital ambition is paying off.

“Our digital flywheel is a
powerful proprietary asset that g«
IS driving deep customer
engagement, revenue, and
profit growth around the world.” i,

F RN

-Kevin Johnson, CEO Starbucks

P i S/ 7R NN W L

47
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Starbucks was clear that they wanted to become a ‘digital disruptor’ and
prioritized this agenda at the highest levels within the organization.

THEN

COFFEE
SHOP

DIGITAL
SHOP

2008
created
Starbucks
Digital
Ventures

Source: Starbucks

Promotion Optimization Institute ® June 2019 = Toronto, Ontario



The Results:

/

More than 20% of transactions going
through Mobile Order & Pay (MOP)

/ m

Personalized marketing sales tripled

/ RN
Membership in Starbucks Rewards grew 11%
in 2016 to 13.3 million active members in

the U.S.

49
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Generation Good™ community is YOUR community.
Connect with like-minded parents and others,
exchange ideas and tips, preview new products,
participate in activities, and receive valuable coupons
and offers. It's free. Join now!

CANADA residents:

Unfortunately we can’t accept new signups at the

moment. We're truly sorry for this. Please check back

Promotion Optimization Institute ® June 2019 = Toronto, Ontario
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Above all else, stay true to your North Star.

Raquel, 75? Pull the udder one ...

60s pin-up Raquel Welch reveals udder ointment as secret to
sex appeal

ccording to Shania, her secret is “udderly” simple. It has nothing to do
A with liposomes, pentapeptides, collagen or ceramides. She uses Bag

Balm, a product originally developed to keep cow udders from
chapping. May not sound very romantic, but it works. Why? Because the basic

ingredient is Vaseline which prevents moisture in the skin from evaporating.

[

A
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Your digital presence must be a mobile-first strategy.
For brands, this means that product page design requires rethinking

Ensure that your shopper marketing team is ATM: Always Thinking Mobile (Carol’'s Daughter example)

Not mobile friendly Mobile optimized
RIAES g5:50 7 2 % oov Wil ATRT & 05:46 7 2 % 100% - .
& amazon.com (@ Coiedaughter o The Sma”, scrollable

CuoliDagler B Q

= screen requires product l C L
About this item .

descriptions to have:

CLEAN
Description SCENTSATIONS :
“Ingredients can make or break a recipe. y Slmplel’, Shorter
For these products | have chosen some of {
the most nourishing, like Almond Oil, > m messa'ges
Aloe Butter and Shea Oil. Almond Milk
gives damaged hair an extra dose of g . I
repair . WATCH AND LEARN Visuals vs. text

Features & details VS
* Reverses damage > '
¢ Strengthens & protects hair

* Restores softness

FESTIVAL
BEAUTY

Looking ahead, expect
more retailers to take
page design cues from
social media platforms.

Here, the UK apparel ><
retailer The Edit borrows
Tinder’s swiping

functionality. k

-

THE LEATHER PONYTAIL

Important information

Directions :

Sulfate-Free Shampoo, 12 fl oz Apply to wet
hair and massage into the scalp until you see
a good lather. Rinse and, if needed, repeat.
Gentle enough to use daily. Restoring
Conditioner, 12 fl oz Work a generous
amount through clean, wet hair. Gently

0 m O

Q)

B [0 sign up to receive 15% Off *

Source: Company mobile apps
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Leverage new technology: Augmented reality rising to redefine the
shopper experience, and to aid conversion.

Various mobile visualization tools and visual search tool helping shoppers make decisions.

Boxed.com Target

Source: Kantar Retail research, company apps
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Blending of the physical and digital worlds:

AR is being used to bring the website, in-store experience, product and ideas to life.

Q Virtual dressing rooms D:@ Product information  £== In-store engagement

AR mobile app device lets users give At home, shoppers can use Sephora’s = This is from a mall in China where motion
themselves a virtual makeover using Virtual Artist module AR, which allows detection will ‘auto engage’ a visitor when
thousands of shades of eye shadow users to “try on” eyelashes and eye she walks by the kiosk.

Assorted lip colors and false eyelash shadow in-app and buy products as

styles. well.

Promotion Optimization Institute ® June 2019 = Toronto, Ontario



If you don’t have a team completely dedicated to Amazon, you're missing out. This
IS a hon-negotiable.

Amazon is simultaneously a brand-building and conversion platform

Giving brands the opportunity to showcase products within a content-rich experience

EVER WONDER

rienwne rionterst T e Bl EVER WONDER

WHAT'S IN YOUR
CLEANING PRODUCTS?

seventh Maya Rudolph has A

generation

Seventh Generation Tampons, Super Plus Mor-dpalicatar, Free & Clear Srganic...

by Smeankh Gareration

L b s SRR
Hemapiom melahie:
824 Other Sollers

DIAPERS

Seuenth Generation Fantiliner Pads, Free % Clear Chlorine Free, S0ct {Pack

OISH FAPER - _ by Smanth Gereratine
457 gomouen i drdrLeow sy
Sulrasie & Save

HAND WASH TRASH BAES

Source: Amazon.com



A+ Content

Look to Amazon brands as examples.

Where It's From

!
ol
2

.

/

Pharmaceutical-grade purified water
makes up at least 97.9% of the liquid
found in Amazon Elements Baby Wipes.
The process starts with drinking water
from the underground White Lick Creek
Aquifer in Mooresville, Indiana. After the
water is collected, it's purified in several
stages—sedimentation, charcoal
filtration, deionization, and uitraviolet
disinfection. The end result? A wipe
that's safe and gentle on 2 baby's
sensitive skin_

We were inspired by you, our

customers.

You told us what you like and don't like about baby wipes, and we were

inspired to make a better product.

We chose our manufacturer, Nice-Pak, because of their 50+ years of
expertise in the world of wipes. We combined their know-how with your

wipes wish list to build a fantastic baby wipe through joint development

efforts, multiple prototypes, lab tests, and home testing by Amazon

morms and dads. The end result is a baby wipe that's truly designed for

you—it's soft enough for a newborn, but sturdy enough to get the job

done.

Cucumber & Tea Oil

The tes leaf and cucumber extracts in
Amazon Elements Baby Wipes come
from Lewisville, Texas, from a company
viith over 30 years of experience
harvesting, manufacturing, and
distributing natural botanical extracts. A
cold extraction process is employed to
sidestep potential heat damage, which
helps bring tea oil's unique soothing
properties and cucumber's cooling
effects to your changing table.

V

o
Aloe

The aloe for Amazon Elements Baby
Wipes is grown in the sunny city of
Melboume on Florida's Atlantic coast.
The company produces a variety of aloe
extracts, powders, gels, and more—
along with a little organic shea butter
on the side. The aloe is harvested every
six to eight weeks, by hand-selecting
fresh leaves from the base of each
plznt. It's then processed within two
hours to ensure its active molecules
don't begin to break dovin, which hel

Polypropylene
cloth wipe.

‘Ligoning Province, China)

aydration.
‘Zhejiang Province, China)
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What It's Made Of showing 6 of 16

1) Polyester, Viscose &

Slended together, these fibers form a soft, strong

4lso known as vitamin E acetate; supports skin

2) Purified Water

Moistens wipes.
(Mogresville, IN) skin.

5) Camillia Oleifera Leaf Extract

Also known as tea oil; soothes skin.

Our Supplier

Amazon Elements Bzby Wipes are made in Mooresville, Indizna by the
wet-wipe experts at Nice-Pak Products, Inc.—a family-owned company
since their founding in 1957. The baby wipes are produced in a zero-
landfill plant: waste is recycled, and the remainder is converted to steam
heat. The recyclable lid on the flip-top pack can go straight to the
recycling bin—helping Nice-Pak reduce plastic use by 36% per year
compared to their previous lid. We're proud to have teamed up with
them to deliver your wipes.

These wipes include a variety of ingredients to help keep your baby clean, and are scented with a refreshing fragrance. We evaluated each ingredient to determine
whether or not it should be included—these are all common compaonents to baby wipes, and together they make the wipe more effective and help keep it fresh. We've
‘ncluded details on the ingredients and their origins below, giving you transparency into the products you buy for your family.

Some ingredients list more than one source due to changes in availability; scan the unique code on your pack with the Amazon mobile app to learn the specific source.

3) Aloe Barbadensis Leaf Juice

Also known as aloe extract; soothes and moisturizes

(Melbourne, FL)

6) Cucumis Sativus Fruit Extract

Also known as cucumber extract; cools and calms the

(Lewisvills, TX) skin.
(Lewisville, TX)

Source: Amazon.com
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The What Now?

1 MARKETPLACE 2 UNDERSTAND 3 ENGAGE @ SCALE 4 BE AUTHENTIC
INTERCONNECTED

. With AMZN as the
priority, develop a
comprehensive

marketplace strategy.

. This can also help

you gain distribution

internationally with
limited effort.

Where is your
company along the 6
points of digital
growth?

Multi, Omni,
Interconnected — no
matter what you call it
spend time to
understand it.

Know how your
shoppers interact with
your brand/store and
provide a truly
seamless experience.

Understand what
DNVBs are doing and
develop ‘your version.’

Consider D2C as a
key pillar of growth
and ways to connect
with shoppers.

Ensure consistency
and demand the best
across all channels.
SEO, images, PDP,
copy, titles, attributes.

Promotion Optimization Institute  June 2019  Toronto, Ontario

Consider what your
version of “Generation
Good” is. How do you
develop and deploy?

Don’t be something
you’re not — consumer
will see right through
that.

Remain true to your
north star and
founding principles.




Contact:
Reid Greenberg
President, Vermont’s Original Bag Balm

T. +1.802.355.4474

@reid_greenberg
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