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WEBINAR WILL STARTIN 5 MINUTES

Did you know...

8 O/ of US households purchase
Ql Private Label

NPD Group April 2010 i Fact one private label item
purchased from all levels of Private label qualifies as a

household
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WEBINAR WILL STARTIN 4 MINUTES

Did you know...

High end consumers more price conscious |
ncremental revenue to discount and price
pased retailing generated from >$60M
nouseholds
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WEBINAR WILL STARTIN 3 MINUTES

Did you know...

Consumers want their purchases to mean
something i The Environment, Sustainability,
Social conscience
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WEBINAR WILL STARTIN 2 MINUTES

Did you know...

Consumers donot buy ibr
National brands versus Private label will go
beyond price to a stronger brand focus
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WEBINAR WILL STARTIN 1 MINUTE

Did you know...

Consumers are fickle and you cannot segment
them into distinct buckets T Decisions are
driven by emotion and not logic
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PRESENTER

Inez Blackburn
Executive Director
Market Techniques and Innovations

Moderator

Rob Bois

Director of Product Marketing

MEI Computer Technology Group
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> Have PASSION for what you do

£7 B
. PROFIT will follow 3 S ASSLoNn




TODAY® REALITY

|l ncreased SKUOGs fl at category

performance =
NEw' €COTOOLS
Consumers more demanding less )/ Bath & Body Collection
forgiving
= l &

4P0s focused on pro —r i —

. . o | [0 B,
Text Generationi Promotions beyond AL G- A TS
price S8 s _~ —g~g
Era of Postponementi The new = .
consumer model

Back to Basicsi Emotions are at an all
time high i Need to gain control
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| MPACT ON THE SHOPPING EXPERIENCE

Consumer Responses to
Out -of -Stocks

13% delay 9% do not
purchase purchase
21% substitute 22% substitute
within same different brand
brand

35% buy the item
at another store

Source: fi-it-8t ac k sOuA worl dwi de examination of extent, causes, and cc
CIES, Oct 02; IBM Institute for Business Value Analysis
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New SKUSs
1gg§gistereg899

Average Items in a
Typical Supermarket

1987 24,500




NEW PRODUCT TRENDS

The failure rate for new product
introduction in the retail grocery
industry is 70-80% percent

The US top 20 enjoy a 76% success rate
for new product introductions

The bottom 20,000 US food
companies have an 11.6% success rate
for new product introductions

A major difference between top 20 new
product introductions and bottom
20,000 introductions is the apparent
lack of research and strategic
marketing done by the bottom 20,000
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CURRENT LIFE CYCLE OF A PRODUCT
CATEGORY

INTRODUCTION GROWTH MATURITY DECLINE

Dollars

Loss Time in years
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NEw PRODUCT DEVELOPMENT CHALLENGES

Overestimated market
Underestimated consumer
Product Quality and Design
Poor design

Incorrect positioning

Error in pricing

Poor marketing communication
Cost overrun

Competition
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THE EvOLUTION OF THE CONSUMER
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In 2015 the 20 -year old In 2015 the 50 -year old
has never lived in a is playing videogames

world without mobile and experiencing the
phones and Internet Peter Pan Syndrome
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