ConsumerX

Retail + Strategy + Experience + Design

Brand + Consumer. Together.




It's simple.

When we put the
customer at the
center of all we do,
sales increase and
profits increase.
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We are Consumer-guided
& Operationally-grounded.

We are a team of seasoned executives
who know how and why consumers
think and how to align your business
with them.

We translate that knowledge into
compelling brand experiences.

In-Store + Online + Mobile

We bring brand + consumer
together.




We vYork with
retailers and
rands to .
nderstand their
esf customer

and build idea
experiences.
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Insight Into Foresight.
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strategists take decades of
experience developing global
brands and convert consumer
Insights into actionable, defendable
foresight.

We define the intersection of
consumers’ rational & emotional
drivers and your business goals.




Foresight Into Action.
The moment of decision is the moment of truth.

When a consumer decides to buy—whether in the
store aisle, in the fitting room, on a website, or on

their phone—it is vital that internal operations are

aligned to support the customer experience.

The framework in which they buy must seamlessly
facilitate the transaction and, most importantly,
further a positive relationship with your brand.

We are in the business of realization. We work
with an extensive network of seasoned
professionals to help you make good on the brand
promise in real space and real time.




The Work




Dell
Consumer Segmentation
Playbook

Thee power to do more




Dell’'s consumer base
values and uses technology
In a variety of ways. Internal
marketing teams need to
understand who these
consumers are and their
channel preferences.

Bring consumers to life via
first-person narratives and
usage occasions

Develop a playbook that
can be used as reference
across the enterprise.

Stephanie & Darryl's
Busy Family Weekend

It's finally pizza and maovie night! This has been a long week. And
it'snotover. | still need to finish up a few things for work, make
sure Jared's soccer bag is ready for the game tomorrow and find
the right movie.  Darryl's flight is due in at 500, so he'll be
home in time. | remamber when we would meset each other at
the airport. That seems like a lifetime ago.

Fm Stephanie Holland and thes e are my people. Darryl and |
have been married for twenty-two years and we have two
daughters and a son. Pm in charge of digital marketing fora
regional restaurant chain and Darryl works with
international students at a nearby liberal arts college.
Wyia're very proud of aur kids and the life we've built. So far.

Our oldest daughter Ellais just starting her sophomaore year of
college. It's still strange not to have her here on Fridays for
pizza and movie night—a tradition we started when the kids
weere young. YWwWe miss her but staying connected hasn't been as
hard aswe first thought. We Skype a lot and Darryl and Jared
even figured out howto connect his new Dell to the big
screen in the family room so we can all see her and she can
SEE UE

Cur youngest—Jared—is in there now getting everything ready. |
asked himto pick something out for all of us from Netflix.
Streaming movie s from the internet is so easy and we can even
do it on our WAL

Meet the people

with Kids

Stephanie & Darryl, .
Ella, Nicky & Jared Nick Castor

Mobile o |

Professionals ;Sh

Carlo Munez Avery Harriman &
Alton Harkness

Small Office
Home Office

3 It's soccer Saturday. Two practices and three games, plus farmers
Be P rOd UCtlve market, groceries, dry cleaners and a visit to grandma with dinner

Families X o ge- . Be Creative

Family needs: Staying connected; |ots of coordination, pictures and
Facebook updates from the tournament

Consumer Segmentation Playbook
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Nick Snags His Dream Job

How | have a chance to tell lots of stories and get paid pretty well

for it. Theagency is called Blue Ant and they have been Nick needs to express himself whenever
outsourcing video production for the last few years. They want to Gen Y possible.
build an in-house studio and I'm one of the guys to do it

He drinks in visible and audible content. What he
K sees and hears influences and inspires his life;
e y both personally and professionally.

| also found a great place in Chicago with a small, weird room off the
main area where | can set up my equipment. 'llbe able to do
sound and editing in there for my freelance projects. | already
have a couple lined up.

Opportunities

At Home Entertainment: Focus on hig, powerful,
performance hardware. Creale easy
connectivity to active (games) and passive
(YouTube, Hulu) entertainment.

And, | have to keep Clips Fest going. That all started during my
sophomore year. A bunch of uswould spend hours on YouTube
Jjust watching clip after clip after clip. ¥We figured out how to grab
clips and mash them up with different sound tracks and add our
own clips and animation. | started putting them back up on a
YouTube allin one place. Mow | have 127,000 subscribers and |

On the Go Productivity: Focus on powerful,
lave seeing how they react and what they suggest.

stylish mobile devices with bright high-
resolution, highty functional touch screens.
Services must enable connections and
production of new content without being
tethered to a deskiop.

| think it might be hard to keep track of all these different persanal
projects plus the Blue Antwaork, but my iPhone, Google Docs, and
XPS notebook keep me organized.

Hapefully in the next few maonths I'll be able to get that Alienware M17x
notebook I've had my eye on. |t costs just about half what my Sony
Camcorder cost, and all | want to do with itis play. It has Intel Core
if Extreme Edition processors. Mot sure what "Extrerme Edition”
really means but | know this thing smokes. | play World of Warcraft
with a bunch of fiends and the leader of my tribe has one. | know 1'll
be able to kick some serious a™ with it.

Retail Channel Preference

Families GenY

H Movie-making for freelance and self-generated projects. Wlth KIdS
Be Creative
1 His Needs: Transitioning & upgrading his technology between student
Be P I’Od UCtIVe set-up and new job. Making it all waork the way he wants, but
creating divisions between personal and professional work

Consumer Electronics
Best Buy

Warehouse
Sam’s Club, Costco

CHASE O Fun for Me ClipsFest! MNick compiles clips and images from around the net to [ ER Office
Online Bank make neve videos his fans ffrisnds'followers' entertainment (and Stapl OfficeM
his ownl). ClipsFest! is becoming increasingly popular and Walman aples, IceiMax
Fu n fO I YOL,I spreading glohally because of MNick's particular world view

Office
Staples, OfficeMax
{(Consumer Electronics)

(\Warehouse)
(Mass)

His Needs: High-speed dovinloads and uploads; high performance
hardware

Mobile Small Office
Professionals Home Office
Office
Office Staples, OfficeMax
=g [ Staples. OfficeMax Consumer Electronics
- : - : - Consumer Electronics Best Buy
Each segment was analyzed for rational and emotional drivers. By L O =negetie preference
Buying and usage occasions were categorized as Entertainment (Mass) (Mass) :
and Productivity; At Home and On The Go. SerX + &

Consumer Segmentation Playbook ConsumerX
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Kraft
New Channel Entry
Strategy




Convenience store - T v L
consumers, B S e 1
predominantly men, seek

a broader variety of food

choices in their everyday

Visits. o

Kraft opportunity brands

Provide the right

assortment of products Decide Merchandsing Deslnalors
packaging and pricing of

Kraft's broad portfolio of

brands.

Present the Kraft
portfolio in the context of
a new convenience store
prototype.

Kraft New Convenience Store Assortment C onsum erx
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Consumer Needs

Key Emotional Tensions

Prediciable Ranges

Living Fully

Froedom To Checsa My LiTe Confines Mo

Aspire to Achievs Hot LIKIng those who Achisve

Rushing Work Lifestyle Tima for Myself and Family

I desire ﬁeednm in my J'n‘e ..freedom fo choose what I really crave...freedom to be me. F
Fry day. A key component to the C- Srore experience is th

feeiromfor?abfe and acknowledged in the store. C-5

Best when you enable me to get back on the Road where | can make things happen |
s. This includes store environments and packaging that has clean lines and looks orgarrrzed
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The Big Idea

I's about satisfaction and empowerment - getting what

. Forget about set mealtimes and shopping without
purpose. If's about being relevant to the varying schedules

mers, giving them the freedom of choice and
fo decide what foods best suit their

ining the edpe

they need to stay at the top of their game.

Focus groups and
ethnographic
research informed
the development of
our Foresight.

Kraft's C-Store

™ . 'customers, their
=—CUStOMer journeys
and an idealized
first-person
experience become
the foundation of
the design strategy.

WK STOLT TR

, when you need it, and for whatever reason you

55 about nﬁannﬂ every item possible and more ahnul
pairing the right items with the right cravings. Familiar
brands further elevate the level of quality and build gre:
trust with customers. Simple, relevant, and just right, it's
a place for consumers at the speed of consumers.

Through the customer’s eyes...

When | go to the convenience store, I'm in conitrol. It's a place where | decide
what | eat and how | eat it. | don't have to ask anyone else’s opinion. It's easy
to find what I'm looking for—whatever I'm looking for—fast and easy. It's really
well organi Because | go there almost every day to gas up and get ready
to hit the road, | noticed how the hanged things around. And there's

some new stuff that gives me an ed-ge. you know, a leg up.

In the morning when | need a hot breakfast and co 's allin one
place—right there where | can get at it. And when | need a kick in the pants
in the afternoon, there's good stuff, like chips, nuts and energy drinks so |
can perform throughout the day, right up front.

The other day a customer canceled on me, so | had an extra half hour on my
hands, so | went in and checked out some of the new stuff. It was pretty

cool— | put together a good snack—don't tell my wife about the Cakester;
| love those—all for a few bucks. It sure did tide me over.

| gotta tell you, | really like what they did. You name it, | can always find a
bunch of different things day or night. And everything | buy is just right so that
i’'s easy to eat and | don't get it all over my clothes—customers don't want to
see what | had for lunch on my shirt, that's for sure.

The people who work there are always happy to see me—they probably know
how much | spend on gas! | like that. And since I'm there so much, | can shoot
the breeze with some of the other requlars when | have time. It's pretty cool.

Wouldn't go anywhere else.
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Kraft New Convenience Store Assortment
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Johnson & Johnson
Oral Care Habits &
Product Selection




fefimsen <ol o marorwer

In-aisle comparison and
media input are the two
most important areas of
Influence on shoppers’
brand preference in oral
care.

Learn first-hand how

J&J’s best retailers &
consumers define oral '
care and their

relationships with oral
care products

'i% 1. seEma i e
2, NOTING THE CAT
&

RESEARCH METHODOLOGY
ISE AND CUSTOMER JOURNEY MODELS

3, SCANNING THE A%

Define best channel- / p—

| [t

specific opportunities. m—

MARKET LANS

OPPORTUNITIES

OPPORTUNITIES TO ADDRESS THE ORAL CARE SHOPPING EXPERIENCE
ATTRACT & ENGAGE/WELCOME
Work to develop a story that can promote a complete oral care health regimen (before the store and aisle).
ORIENT
Deliver the shopper to their specific product need but differentiate sections of the aisle so that other products can
stand out and draw attention on the shelf.
Carry only what is necessary and relevant to shoppers on the shelf to avoid confusion and clutter in the aisle.
INSPIRE/LOCATE
Provide recognized order in the aisle to showcase and organize products
Create space on the shelf to draw attention to products instead of relying solely on sale/promo signage and
packaging.
COMPARE/DECIDE
Show what the benefit of different product groups are to educate consumers on unknown needs that can be
addressed in the aisle.
Make sure the brand stands for something di that resonates with
Drive product interest through thoughtful and environmentally conscious packaging and product design decisions.
PURCHASE/REASSURE
Continue to build upon consumer brand relationships through advertising and coupon/discount efforts to attract
consumers to the brand and new products.

Work to promote trial through influencers and consumer brand loyalists.

Johnson & Johnson Oral Care Habits & Product Selection




OPPORTUNITIES

Elevate Oral Health and Connect W|th Overall Health &
Wellness

Show How Each Part of an Oral Care Regimen
Compliments and Builds upon the Others

Provide Order and Space in the Aisle to Help Organize the
Sense of Being Overwhelmed

Create Positive Interruptions in the Aisle
Acknowledge and Respond to Consumer Trigger Events

Findings &
Recommendations

Opportunities are
synthesized from the
ethnographic,
executive and retailer
interviews and a deep
understanding of
proprietary and
secondary research.

These
recommendations
inform a variety of
consumer touchpoints:
assortment planning,
in-aisle shopper
marketing,
promotions, packaging
and messaging.

®  Retail + Experience + Strategy + Design
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The Home Depot
Improving the Customer Journey
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Consumers have trouble
finding specific products
and are not aware of new
products and categories.

Improve signage and
displays to guide and direct
customers to the items they
seek and introduce new

products along the way.

Develop a set of simple,
actionable
recommendations to
Improve customer
experience through visual
communications and
merchandising.

SHOPPERPATHANALYSIS

perimeter graphics
reinforce d attributes

ENERGIZE THE EXTERIOR
INTEGRATE MARKETING
MAXIMIZE ENDCAPS
RATIONALIZE SIGNAGE AESTHETICS
RESPECT THE ORANGE

ORIENT THE AISLE

SIX SIMPLE STEPS

The Home Depot: Improving the Customer Journey

RS ConsumerX
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FITCH undertook an extensive review of proprietary materials
and research from The Home Depot:

FITCH Research Background; Consumer Insights, March 21,
2008 (Includas: Attitudes of DIY Families; Ad and Brand
Tracking; 2006 Market Pulse; Moulding Store Intercepts;
Kitchen Shopping Experience Qualitative; Tool Department
Asszssment — selected findings; Cleaning Department
Assessment — selected findings)

and organizational impressions, etc.

PROPRIETARY & SECONDARY
INFORMATION REVIEW

THD Target Customer Overview; Consumer Insights, February
13,2008

YardBIRDS Store Research; Consumer Insights, August 24, 2007

The Home Depot Video Advertisements; “Small
Pros/Shortened” and “DIY Families/Shortened”; November
14, 2007

Point-of-Difference Exploratory — Delivering a Deeper
Understanding of Key Segments; Consumer Insights, July
19, 2007

SDI Signage Benchmarking Research — THD vs. Lowe's;
Consumer Insights, November 2005

In addition, FITCH spoke with key Home Depot stakeholders and conducted a broad review of
secondary information regarding trends in the home improvement industry. The
information gathered provided a strong foundation for FITCH's recommendations while
also prompting additional questions for future exploration regarding how consumers truly
shop a Home Depot store in terms of decisions made, likes/dislikes, challenges, messaging

RMPLIFY

@ o

ANMOTUNCE

MACHD COMMUNICATIONS

~ ATTRACT
2n

CUSTOMER JOURNEY RATIONALE

SHOPPERPATHANALYSIS

Executive
interviews and an
analysis of
proprietary and
secondary
information were
conducted to
establish our
baseline of
understanding.

The Customer
Journey Rationale
defined the needs
and expectations of
both customer and
company every
step of the way.

The Shopper Path
ranked The Home
Depot against a set
of comparative and
competitive brands.

The Home Depot: Improving the Customer Journey

ConsumerX
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ENERGIZE THE EXTERIOR
INTEGRATE MARKETING

MAXIMIZE ENDCAPS

RATIONALIZE SIGNAGE AESTHETICS
RESPECT THE ORANGE

ORIENT THE AISLE

SIX SIMPLE STEPS

MAXIMIZE ENDCAPS

Deliver relevant information
Ikea uses to establish human scale
Design Center uses for home services

Treat as media (brand & product
billboards). Emphasize higher level
brand messaging: What does “You
can do it, we can help.” mean in
the store?

Give as much or as little information
as needed: Interactive end caps
allow consumer to choose how
much information they get

Mix service with information

“How to" and “we do” on same
or different endcaps?

RATIONALIZE SIGNAGE AESTHETICS

! Current welcome and departmental sign
systern works well. Below that level,
efficacy drops off

Reduce Clutter by standardizing sign size,
font, and composition

| Develop neutral color pallet that signals

i decisiomacritical infarmation,
consistent throughout the stone,

Develog “Hamer” font / standard that
sligns handwrittén sigrd within
systam

ORIENT THE AISLE

Break up the visuals
Lower aisle height when possible
Vary face depth
Consider more color/pattern
backgrounds
Old-fashioned propping
Develop rational and standardized
methods (not all of the above):
Distinct aisle violators: blade signs,
headers, edge-talkers
Organize the product in relevant logical
hierarchies: Project, Price, Quality, Style,
Destination products (metnhod)

Our findings and
recommendations are
delivered in a set of
simple, actionable
steps with supporting
best practice
examples. We
presented our
findings and
recommendations to
the leadership,
management and
staff.

The Home Depot: Improving the Customer Journey

ConsumerX
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Kmart

Cconsumer Centrlc Store
EXperience
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Consumers shop Kmart
for specific categories of
merchandise.

Pair consumer segments
and their shopping
occasions with

concentrated product
groups in the store, new
assortments and
adjacencies.

Shift Kmart from
traditional discount
format to a marketplace
of finds.

Kmart Consumer Centric Store Experience

K ConsumerX
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Who They Are and
Why They Buy

First-person narratives
inspire client, strategy
and design team to
develop the idealized
customer experiences
for specific shopping
occasions.

We worked with
Sears/Kmart executives
and McKinsey to
synthesize data from
nine (9) key consumer
segments and 63
shopping occasions.
These four were
selected as the highest
value investment
targets.

Based on quantitative
and qualitative and
secondary source
research we wrote first-
person narratives that
provide insight into the
rational and emotional
drivers of these people,
and the ideal experience
we aim to provide.

Kmart Consumer Centric Store Experience

kmart.




SKU Rationalization & Customer Journey Planning
We worked closely with client staff to reduce the SKU count by one-third, focusing on high-performing and consumer-
relevant products. This allowed for smaller store fixtures and thus, better sightlines to key products.

By re-grouping products-all pregnancy, baby care and early childhood furniture and clothing, for example—into core
areas, or beacons, “marketplaces” within the stores were created for each of the target audiences to help them get the
things they needed on a regular basis, and also to introduce them to new products and categories.

Kmart Consumer Centric Store Experience

kmart.




Nintendo Shop attne
Times Sqguare Toys “R” Us




Kids are the gateway to
Mom.

Make a place where
tourist Moms will feel
comfortable learning
from their kids.

Manage entire project
from concept to
Installation with a flat-fee
budget.

Nintendo Shop at Times Square Toys “R” Us




First-person narratives
inspire client and design
team to develop the
ideal customer
experience.

Nintendo Shop at Times Square Toys “R” Us




Contact us today

ConsumerX Retail Strategy & Design

Chuck Palmer, Principal

614.562.9315 | cXChuck@ConsumerXretail.com
www.ConsumerXretail.com
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