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PROMOTION DISCOUNTER PRIVATE LABEL
value share value share value share

YA  +2.4% pts +2,4% pts +2,2% pts

GfK panel data 2023 © CPS GfK 3




Same brand

..

Wait for
promotions

Check prices

Keep total
basket low

55%

Switch to
cheaper brands

GfK, Behavior Change study May 2023

Same brand

Switch retailer

In reaction to the times we are facing, how will you adjust your shopping behavior for everyday goods compared to before in the next six months, Top 2: much/ more than before © CPS GfK




Private Label
+17,8%

Brands
+6,1%

GfK panel data Q2 2023 vs Q2 2022 © CPS GfK 5



Brands
remain

relevant for
SHOPPERS



Brands
remain

crucial for
NAPAURAS



How to

brand?



More often
Frequency

N

More buyers &
More often

> More buyers .g..
Penetration '.“

© CPS GfK 9



150%

+4%

100%

50%

21%

N

Less buyers 0%

-50%

-100%

-18%

-150%

-400% -300%

Brand analysis GfK panel HH penetration growth vs frequency MAT March 2023 vs YA (n=1.348)

-200%

More frequent

0%

Less frequent

Value
growth
vs YA

More buyers

400%

© GfK
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Grow Grow
PENETRATION FREQUENCY

purchase by purchase by
new buyers retained buyers




Small brand Medium brand Large brand

<10% rel. penetration 10-30% rel. penetration >30% rel. penetration
Trial/ 15t
Pu_rchases 2y purchases by
retained buyers
new buyers

S

77% 69% 52%

from new buyers from new buyers from new buyers

purchases by

- ©Europanel | Source: BG20: 4000 brands: FR, DE, US, UK & NL: 2012-2015. © CPS GfK 12



Small brand
<10% rel. penetration

Medium brand
10-30% rel. penetration

Large brand

>30% rel. penetration

M Price

H Promo

W Assortment .
NPD
Availability

m Europanel | Source: Europanel BG20 & Kantar Millward Brown “Tailor Made Growth”

© CPS GfK 13



Promotion as a
GROWTH
tool






What do you want

to achieve with a
PROMOTION



Do you use PROMOTIONS EFFICIENTLY?

Category > N

-> New buyers
I Expansion Ll
=
= Retail
2 - ,a' - -> Reward
0) Switch

Subsidized -> Reward

GfK Promo analysis © CPS GfK 17



RECRUIT REWARD

new buyers/trial existing buyers

PENETRATION FREQUENCY
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Where

can you influence
consumers to buy your

PROMOTION?



Shopping preparation starts at HOME

= 894 44y

Read promotion Even read several
leaflets regulary leaflets regularly
(print or online) (print or online)

GfK Panel Data Q2 2023 © CPS GfK 20



But many purchase decisions are taken IN STORE

== 559 25% 20«

Brand planned Category planned Impulse

GfK Panel Data Q2 2023, FMCG value share planning level © CPS GfK 21
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How

can you best attract
consumers to buy your

PROMOTION?



Ranking of promo mechanics by importance
After retailer loyalty cards, coupons are most preferred

B Rank1 BMRank?2 HMERank3

Retailer _ .
loyalty cards Collect points and get discounts/products
Brand Coupons
activation

Sampling

Send in reciepts and get discounts, compete for bigger prizes
(Kop och fa)

Sign up for newsletter and get a discount on next purchase

Be part in developing your next favourite product

VIP event

Source: GfK CPS 2023, Omnibus July - rank 1-3 © CPS GfK 23



Same size does not fit all
Age groups rank promo mechanisms differently

m18-39ar m40-59ar M60+ar

60+ rank loyalty
cards highest

Collect points

Coupons
18-39 are most
fond of
Sampling coupons

out on sampling

Sign up for newsletter

Send in reciepts F 40-59 stand

60+ score
significantly

higher on
newsletter

Source: GfK CPS 2023, Omnibus July - rank 1, rank 1-3 © CPS GfK 24



Promo preferences vary across the country
Opportunity to differentiate activations

Retailer loyalty cards ('Collect

points') come out significantly stronger in
the northern parts of Sweden. Also, people
in the east prefer this promo mechanism.

Sampling is significantly more popular
in the east.

Coupons are more preferred in the
western- and southern parts of the

country.

'Send in receipts and win' comes out
much stronger in the south compared
to other regions.

Source: GfK CPS 2023, Omnibus July

Tailor your
promo activity
for the
different
regions

© CPS GfK
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Larger households take the biggest hit of the inflation
Look for monetary rewards and have changed their shopping behaviour radically

38% 32%

increased use of coupons shift to other brands to
use coupons

24%

travel to stores further
away to save money

Source: GfK CPS 2023, Omnibus July - 3+ households, top two boxes © CPS GfK 26



Price sensitive shoppers look for more and new promo types
Even higher income groups are changing behaviours

'Price Sensitive' shoppers

21% 17% 20%

increased use of travel to stores started using digital
coupons further away to save offers that can be
money redeemed in store

Income group '800.000 kr +'

28% 22% 23%

increased use of shift to other brands started using digital

to use coupons

coupons offers that can be

redeemed in store

Source: GfK CPS 2023, Omnibus July - socio 'Price sensitive' + 'Income groups' © CPS GfK 27



Health consciousness is a differentiator
HC consumers are willing to go further to get what they want

Very health conscious Not health conscious

nesseawse DY, 20%

of coupons
Shift to other brands 2 5 O/ 1 8 O/
to use coupons 0 O
Travel to stores
(o) (o)
further away to o O

Save money

Started using digital o) o
offers that can be 2 6 /O 2 1 /O

redeemed in store

Source: GfK CPS 2023, Omnibus July - 3+ households, top two boxes

© CPS GfK
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Design your activation to win!
Know your brand's penetration boosters and keepers

N 4”’ Q Penetration Boosters & Keepers éj(c?
+0 BOOSTERS* B KEEPERS* YA
FULLFOCUS!
HH with kids - 9.5%

30-39 years old

o
3%
X

ECOLOGY e QuALITY

High Income TASTE

2% 6.4% Q ADVERTISEMENT
3.9% Over 60 years old I 3.2% @
¥ MEAT REDUCTION ONLINE
b | convenience  OVTOFHOME @ PRICE
INNOVATION
I IMPULSE HEALTH °
PROMO
Over 60 yearsold  -5.3% . 30-39 yearsold  -4.3% I ORGANIC

CHOICE

Big City

Single - 9.0% .
HH with kids . 6.7% @ e

I
~
2

Empty Nester

B KEEPERS

I
=
(%)
®

High Income Big City -0.8%

Single -0.3% Empty Nester -2.6%

Pensioner -6.7% . Pensioner -8.2% “”ﬁ BOOSTERS

AN J

Be selective in WHO to target s————p  Know which buttons to push

Know your COMPETITORS
strengths and weaknesses ——>  Select RETAILERS to focus on

© CPS GfK 29



GFK
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Recruit, recruit, recruit new consumers to keep & grow PENETRATION

Define the Check
promotion activation
goal impact
> Where are your > What do youwant  » Find the right > Track penetration
growth to achieve? activation mechanic and frequency
opportunities? > Attract new for your goal and development
> Which product? buyers/increase target group > Track results for
> Which retailer? penetration your target group
> Which target > Increase
group? frequency

© CPS GfK 30
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Thank you

Myriam Martensen - : : - Charlotte Alring

Commercial Director Nordics - : . Commercial Team Lead
Consumer Panel Sweden
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