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June Scorecard: Online Grocery Delivery & Pickup

Total US — Past 30-day activity*

Performance Metrics

Aug

2019

March April May June
2020 2020 2020 2020

@ Sales $1.2 B $4.0 B $5.38 $6.6 B $7.2B

{Past 30 days)

Spend $72 $85 $85 $90 $84
{Average per order)

ini i BO 161M | 469M  625M  735M  85.0M

Q Customers
(¥ Active during past 30 days)

Frequency
{Monthly average/customer)

* Excludes online arders shipped to home via common o cantract paroe! camers

t Sources; Brick Meets Click/Mercatus Grocery Survey, June 2020; Brick Meets Click/Mercatus Grogery !’I m e rC é t u s :

brick meets click.

Survey, May 2000; Beick Meets Click/Symahony Retail Al Gracery Survey, Apel 2020; Brick Meets
Click/Shopperkia Grocery Survey, March 2020; Brick Meets Click Grecery Survey, August 2019,



Fragmented Industry Requires a Comprehensive Strategy

\*3

80% of grocery shopping occurs outside of Walmart & Amazon

96% of customers who haven’t tried online grocery would pick a store they already shop from

US Total Grocery Gross Transaction Value = $838B
Each store icon represents $8B in GTV

i s N W o O (W - R
i O O O i O - W o O
i B O O o W -
i O o W i i - o W i A
i W N o O (W o R
i W O O (W o R
i s N Wi O (W o O
i W O o O (W o R
s R W W i O - (o
i A G W -
; Walmart 18% : A;azon:=2%

\ eaTorareer BevMO! MOLLIE STONE'S®. )

Hoslty Pood. Beskby Velos. ——— MARKETS

O%P S ﬁﬂmm@!% m?e;n

YOUR
stonewmimone 9GS T e conen

Source: Google & Bain Study



Instacart Led Online Grocery
with 57% Share in April

Instacart claims more than half of &) smnoemme

3 Ways Retail Executives Are

Online gro c ery m arket Preparing for the Future of In-Store

Tech
Explore how retailers are planning to
leverage advanced frictionless technology
to provide a seamless shopping
experience.

Download now

GET THE NEWSLETTER

Subscribe to Grocery Dive to get the must-
read news & insights in your inbox.

Dive Brief:

« Instacart’s share of the online grocery market reached a high of 57% in

: b
April, according to a new report from The Information and Second it

PUBLISHED Measure based on purchasing data. While it tapered off a bit in May,
June 10, 2020 Instacart still has more than half the market.




Grocery Delivery Sales in the US since 2018

Instacart sales grew by 98% between February and March. Amazon Fresh grew by 68% month over
month, while Shipt, FreshDirect and Peapod each grew by about 45%.

180 Instacart
160
140

120
100

80

60 . Amazon

" Fresh
40 Shipt
20 \N\_’/_ — —— A FreshDirect
0 Peapod
01/18 04/18 07/18 10/18 01/19 04/19 07/19 10/19 01/20

Sales are indexed to a baseline of 100 in January 2018. Amazon Fresh sales include both the old
membership fee and Amazon Grocery.

Chart: CHRIS A. WILLIAMS = Source: Second Measure






Consumers Will Decide Who Wins in Online Grocery

Deliver as Fast as Possible Get All the Items on My List

L
+
S

2 out of 3 consumers don’t think about ordering until To save a trip to the store,
the day they run out of a product customers need to be able to get

all of the items on their list
55% of customers will switch to a competing retailer if delivered from one place

it offers faster delivery



“We're going to focus on our top 100 skus
on just Amazon for now. 80% of our

ecommerce sales come from those 100 skus
How do you anyway.”

prioritize
retailers for your
e-commerce programs? PURE-PLAY OMNI-CHANNEL MARKETPLACES

amazon Walmart > 2 S instacart
U
SAFEWAY €9 SHIPT

® TARGET g OP..LIﬂ:

Sreshdirect




IDENTIFY ALL
RETAILER PARTNERS
FOR E-COMMERCE

This should include
collaboration with all internal
stakeholders from sales,
brand, etc... to determine
strategy. It should also include
meetings with retail partners
to discuss investment changes

$

Omnichannel Expansion

DETERMINE YOUR
PRODUCT PORTFOLIO
STRATEGY

This phase involves analysis of
the product portfolio to
determine which products
should get the most
investment, which should be
workhorses, and which should
get base level investments

CREATE
DIFFERENTIATED
CONTENT

Each retailer has unique
content requirements to
differentiate their platforms
for their competitors. This
phase involves working with
creative teams to do retailer-
specific variations to your
product data.

BUILD
DEPLOYMENT &
ANALYTIC PLAN

Not only does the creative
need to be customized, but
each retailer also has different
specifications for deployment.
Remember “syndication”
doesn't really exist.
Collaborate with PIM experts
now.



Omnichannel Expansion

CREATE . .
DIFFERENTIATED ThIS |I1C|LIC|ES Creatlng Content

CONTENT

Each retailer has unique
content requirements to
differentiate their platforms
for their competitors. This
phase involves working with
creative teams to do retailer-
specific variations to your
product data.

Tailored for Instacart!

$



The Iron Triangle of Agile Project
Management

Scope

Quality

Resources Time

$



Expanding scope, without sacrificing time & quality
is the key to winning at e-commerce.

Resources

Scope

’ Time



¢ Return on Content Investment Illlustration

(fill in highlighted cells)
INPUTS: Baseline Optimized % Chg

Search Opportunity 250,000 500,000 100%

Estimated volume of search results per month

Click Thru Rate

I f c o n te n t % of searches that result in clicks to PDP page

’ PDP Traffic
Wa Sn t Monthly Views of PDP Content 25,000 55,000 120%

const ra | ned Purchase Coversion Rate 5o 6% 1%

% of traffic that makes a purchase

by Number of Purches
. Number of purchases made online
Resourcing

10% 11% 1%

3,300 164%

Average Purchase Size 15.00

Ecommerce Channel Contribution Margin 30%

You COUId PDP Optimization Annual Cost $ 1,000

Focus on RESULTS: Baseline  Optimized % Chg
Annual Revenue $ 18,750 $ 49,500 164%

Demand & | Annual Contribution $ 5625 $ 14,850 164%
° Annual Return on PDP Investment 823%
Opportunity

¢




Where Do You Start?

NAIL THE BASICS




The digital shelf |
changes everythi

ns don’t
‘online.




To win on
the digital
shelf, you
must

be found
and be
on top



To

drive conversion
you must have

great, complete
content




To beat the
competition,
you must be
fast




* Are you listed?

* Are you in stock?

(this one is particularly
challenging for

marketplaces)

* Are your prices

competitive?

* Is your content

complete?

The Table Stakes of E-Comm

9, .
* instacart Stores v parmesan cheese n Account v Help m

U
2. schnucks Home  Departments  Savings Get$50  Your Items

Departments v Brands v Nutrition v Sort by Best Match v

]

== Et
==  BaGoos ,_gr
= H.PARMESAN = 427

| v ﬁ

A

$5.09 $5.79 $9.49 $4.19 $4.19 $3.29
Kraft Grated Cheese, Kraft Shredded Parmesan Emmi Gruyere Cheese BelGioioso Parmesan Beligioioso Parmesan Schnucks Grated
Parmesan Cheese Cheese Grated Parmesan Cheese

Ad Ad

BeLGioloso

PARMESAN _
i

Sl = o GRATED- T
3 = Yl
| . 2

O



Winning Search and Content Strategies Start
With Understanding the Capabilities

9 .
amagon Walmart p instacart @ TARGET
Mobile Heroes Yes but restricted Yes Yes Yes No Yes
Image Count 7-15 "unlimited” (14-18) >-6 enhanced images 9 8 12
(for some categories)
. . 150 (Titles only accepted
Title 200 200 (moving to 70) Autogenerated by Instacart 100 through API) 60
Product Description 100-2,000 4,000 No Max Given 400 (suggested, but not a 3.5 SENTENCES 400 WORD
Characters max)
Bullets 255/each (flrgt 1000 150/each No 5-7 bullets (150 character 10 words gach 75 each
characters are indexed) recommendation) Some categories > 10
Hidden Keywords Yes Yes No No No Yes

Other Fields

A+ (Amazon),
Newly spotted: "Additional
Information” Fields (for
some categories)

Shelf Descriptions

Label Insights Attributes

Optimization Hacks

Most complex, most
semantically advanced

Specific word order
important — especially in
title. API for all categories

Leverage paid platform
to test organic
improvements

Exact match is key

Careful as image
reqs are very different

Keyword proximity
to front of title is key



Winning Search and Content Strategies Start
With Understanding the Capabilities

Mobile Heroes Yes

5-6 enhanced images
Image Count ;
(for some categories)

0 .
2’ Instacart

Product Description
Characters

No Max Given

Note: Retailer and Marketplace Content

. . . Bullets No
Requirements Change Almost Daily and Require
Frequent Monitoring. Hidden Keywords No
Other Fields

Leverage paid platform
Optimization Hacks to test organic
improvements







Let's Compare Page 1 of the Digital Shelf to the Physical Shelf...

Search is How We Discover Products Today.

How Many Slots on This “Shelf” Do You Own?



If the Top Six Results Online are the New “Eye Level...”

How Much of the Orange Area Do You Own?



Three Types of Search Placements

PAID PLACEMENTS

( my search

Paid advertising services available
from many of the retailers

]

MANUAL PLACEMENTS

(' my search

Intervention from the retailers that
overrides organic rankings to
feature chosen products



Ensure Your Products are
Displayed Where Customers are Looking

S

Top Rows =
Prime Shelf ..-_-_-_% = . % {
Space 2 3 @ = : -

(-.m:» (Vogan | Gluten Froo I Vogan L oroanic S Vegan L Ghiten Fros) (_\:Emzfn [Vogan L Glren broo)

$4.39 react $4.39 feach $7.49 /each $7 449 reach
wid Day Organc The Paste Shap

70% of conversions
from search take place
in the first row.*

e
—

*Source: Instacart

3




Search for a product OneSpace, Inc.

—— Keyword Search

Search Insights Q 152 keywords beer Q Advanced Filters Y Add/Remove Retailers [T] Export (= May 2019 - May 2020 ﬁ
Keyword Search

Attribute Insights H o
Category Brandshare

Watchlists

t O I  mapae f o= L TV Total Instacar

Content Optimization beer 2984619 (D 2984619
Alcoholic Beverages

- non alcoholic beer 39,694 39,694

Status Insights (] Beverages & Drink Mixes

ipa beer 36,219 36,219
Content Analyzer

Canned & Jarred Foods

Attribute Display Configuration sour beer 20,085 20,085

Condiments, Sauces, & Dressing butter beer 12,458 12,458

Prodl.ll:t Manﬂgﬂr Frozen FO‘Dd : beer |agﬂ 10.968 10.968

Products [ ] Meat & Poultry
Product Lists

9,776 9,776




Keywords help you
understand what
customers want from your
category

“water”
bottled water lime sparkling water
sparkling water distilled water gallons case/6
distilled water bottled water 24 count
flavored water distilled water 1 gallon
spring water spring water gallon
distilled water gallon flavored sparkling water
mineral water flavored water packets
bottled water 24 pack bottled water 40 count

$




Where Can You Get Keywords?

Instacart Ads

9:539 !
¢

AA @ ads.instacart.com

S instacart ads Login

-
s
- ’w‘:, ‘
B

Advertise with Instacart

Your comprehensive advertising toolkit for
online grocery.

Search Suggest

{ QParm

parmesan cheese
parmesan
i shredded parmesan
parmesan cheese grated
grated parmesan cheese
27 shredded parmesan cheese

&° grated parmesan

Providers Like OneSpace

Keyword Search

152 keywords Q Advanced Filters Y

Keyword: beer

Refine by Category




Classify Keywords to
Create the Picture

TYPE

distilled water
spring water
mineral water
flavored water
sparkling water

PACK SIZE

bottled water 24 pack
distilled water gallon
spring water 24 count




Map the Keywords to Your Product Portfolio

Mini Water
Bottle 8

« Mini Water Bottle
« 8 Pack Small Bottled Water
« Water for Kids

spochliny wufec peped e
3 P 2 Pl
FRESH FRESH

MOUN,[TAIN g MOUN[TAIN
mfar «Jo\Ter
16.9floz i_: 16."01




Get Clicked




Mobile Heroes Win the Click

Instacart discourages heroes, but some types are still currently being
accepted.

Test and learn with the self-service ad platform.

[ © J
{ Qlight beer

Showing results for light beer

$14.99 $9.99

Michelob Ultra Light Natural Light Beer
Beer Bottles 15x 12 floz

12:x 1240z

$14.99




ﬁ,\l&.’ltknyf

Hero Testing
Proved Lift in

CTR &
Conversion

+2.6% +24% +3.6%

Source: University of Cambridge: ecommerce.inclusivedesigntoolkit.com



#8% UNIVERSITY OF
%> CAMBRIDGE

Study at Cambridge About the University Research at Cambridge

Mobile Ready Hero Image Guidelines

Home Introduction *~ Image layouts . Detailsforsuppliers *~ Detailsforretailers Downloads

Magnum Classic Ice

% .

£2

4 x 110 ml bars (50p each)

- Magnum Almond Ice
% Cream

£3.20
4 x 100 ml bars

llca thaca Aliidalinac +0 AdAaciran antimicard acenrmareca imanac foar mmohila

Quick links

Contact

H Search Q

News highlights

GS1 guidelines. In August 2018,
GS1 launched their Mobile Ready
Hero Image guidelines.

Cambridge news article. In February
2018, Cambridge University
published a news article on Mobile
Ready Hero Images. Read article.

The Grocer news article. In
December 2017, The Grocer wrote
a news article on Mobile Ready
Hero Images and the corresponding
GS1 Working Group. Read article.




What Makes a Good Hero?

NEW

1. Captures Attention

g °©

Folgegs

2. Improves Confidence

100% Colombian




What Makes a Good Hero?

1. Captures Attention

2. Improves Confidence




What Makes a Good Hero?

1. Captures Attention

2. Improves Confidence




Hero Images — One Size Doesn’t Fit All

N o
Pam;ggers.

baby-dry

LS

ml

© Procter & Gamble © Unilever

Whole pack Stretch to square Zoom pack Quantity on pack Quantity on pull-out Quantity obvious
\ J \ J
! |
SINGLE PACK OPTIONS MULTIPACK OPTIONS

¢ Who is the brand? What is it? What variety is it? How much of it is there?



T

b V%8 = BALANCE

Hero Styles S B
To Test BAUnNGE, 170

PROPLAN

SPORT

v DARK
CHOCOLATE

S L O RS

L7 /" REAL

o TURKEY
by E;

ESPURINA

¢ ONE

SMARTBLEND

TRUE INSTINCT

A NUTRIENT-DENSE FORMULA
WITH A BLEND OF REAL TURKEY & VENISON




Not Every Retailer
Handles Heroes the Same

. 4

amazon | walmart Walmart s instacart | © TARGET
No ahhpugh Yes (although Yes (although
. some slight T S
Mobile : saying it will be | saying it will be Yes, but
alterations for 2 oy : No Yes
Heroes . limiting limiting discouraged
flavor might be : :
cambridge) cambridge)

accepted.

...But Modified Pack Shots Are Typically OK Everywhere



Get Purchased




The Importance of Complete Content

of shoppers of shoppers that of shoppers buy
consider product say that detailed from a different
images product company than
“very important” content is the No. expected because
when making a 1 reason they of information
buying decision click “Buy” they found online

Source: “Retail Dive - 50% of retailers list mobile shopping as a top priority.”



73% OF SHOPPERS...

say detailed product content
is the #1 reason they click "Buy”

Top Bottom
Performers Performers

o\ Beun | [ D317

Count j 46 | {131
w1 s

All-Natural Fruit
Snacks 12 oz.

L8 8 8 ¢ ¢

$3.00
Free Pickup




Merchandise With
Enhanced Image Carousels

$16.49
Bud Light Hard Seltzer Variety Pack, Cans

12 floz

- 1 % Add to Cart

Sch k
12 ‘ g'lzi':‘l'c%z'is ,:ﬁ,,, A\‘/:ailra‘llr;llfe i: 63104 Update )

Browse Schnucks >

* Instacart’s guidelines

specify pack shot types

only

But enhanced images are

being seen more

wige ‘ %;.‘ ke

Also available at 2 stores in your area

frequently on the

platform




Image Carousel Process

L 2 3 4

Start With Create a Plan Decide Which Strive for
Search Data for Each Images to Great Design
Retailer Create




#3

Decide Which
Images to
Include

CERTIFIED
DRGANIC

mmcacooxms x"'“')':! Beip.

\ w o 1 ALy looping
_' . ' ‘gﬁt‘é:«“.f 3 - [l
.‘ v ‘n‘l A .
|‘-

Start with tangible product attributes

Highlight important info not obvious from pack
shot

Reinforce the pack size/count

Include a recipe, craft idea, or alternative use
Answer common questions

Reiterate the key benefits

Call out special ordering options

Adjust for seasonal needs



Strive for Great Design

Dove Self-

Explore
Soltitichs Products Baby Dove DOVe Men+Care E?;?gg
= 4

Honor the Branc

Welcome to Dove Skin Cleansing Beauty Bar Sensitive Skin Beauty Bar

Take inspiration from the

content already created.

Z)p_ve

Brand websites, social
channels, and assets from
your DAM

sensitive skin

fragrance free
hypo-allergenic beauty bar

Subscribe to get tips and advice tailored X




Be Legible

% @ | HOW DO | KNOW WHICH
R Dol SPF IS RIGHT FOR ME?

K8

SPF - or Sun Protection Factor - is a measure of a sunscreen's
ability to prevent UYB Rays from burning the skin,

How does it work? Which SPF should | use?

SPF SELECTION GUIDR

oyt AT U Dann
OUTOOORS vt s s .
35F w»f <o t 3 P

1 30 15 15 814 814

5F »r 3 e = F

2 30 30 30 15 814

S6F ¢ o 5F 53f

3 50+ 50+ 30 15 15

5F = wr 55 £

4 50100 | 50+ 30 30 15

5 wF wE 56 o

E 50-100 | 50100 | 50100 | 50+ 30

Early Result
Pregnancy Test

CAN TELL YOU

6 DAYS

e [

Pregnancy Test

) Test as Early as 6 Days Before the
Day of Your Missed Period

O Test

Mok the bp od testin © T 0
wine for 5 seconds

© Wait 3 Minutes

Two piok Ines @ 3 pregnant reslt

it

| =)

Tood womt e mue whomibos s bowl wpey

CRISP, CLEAR
& POWERFUL

OMBO SET

9 15" Active Loudspeakers
.

Woafer Size
15"

Woofer Magnet
450z

Woofer Col Size
7

Woofer
Impedance
Bohms
Haoen Size
"
Freguency

Response
50-20kHz

Comptete D) System

2% 200 Watt Spaakers
600 Watts Peak




Be Legible

TMI: Too Much Information?

CAPSULES MAY APPEAR:

40 000 vibrations Per Minute

designed to flush
Cottonelle toilet paper
Sesing A A&k

Designed “It's so comforting to

for Toilets K I L
now I'm very clean...
TESTED I'll never go back.

PLUMBERS o
i

UGN
Icia L

Powerful
Protection

i Technology

Not Enough Information?

Moisturizer




#4. Tell a Visually Interesting Story

| PERFECT FOR <V Take advantage of
c 3 Hands, Face, or Body GENTLE ENOUGH Subscribe & Save
. 16 ﬁ 1 ‘ - for Daily Use
beauty bars \ - = = 7 = _ R
, y.
oo
Dove e
N #1 BerEacaen

Safe for the < /7 DELIVERY GUIDE
" EXPLORE Whole Family
No All Our Beauty Bars novsonort | [IRCRRICAGS
¢ % @ Doe Do

Soa py . g d 2 person

1 — ™ household 2 months
ReSIdue Fragrance-free & Hypo-allergenic nge nge - nge

- m—w & - patsen 1 months

Y Moisturizing Cream Py household




Tell a Visually Interesting Story

Any richer, and you'd ask it for a
loan. A heavy cup with Burgundian
fullness, alive with fruit, smoke
and earth notes.

medium dark roast

heavier body, fruit and earth notes

Selected by

John Smith YUM

Certified Q Grader and
Yum Director of Cofffee

LIGHT DARK

MEDIUM DARK ROAST

versatile brewing

; easy pull tab with
options

Seasonally resealable Zip

selected from

Central and

‘ -
‘ o @ french press South America
JEofies & standard drip

KOSHER
CHECK

B apour-over pot







Triggers

“Foreseen and Unforeseen Events
That Should Initiate a Change

to Your E-Commerce Content on One
or More Retailers”




Beat Your Competitors By Responding to Triggers
First!

External Triggers

* Ranking Drop * Character Count Increase
* Share of Page 1 Drop Hidden Keywords Added
* Image Type Added New Keyword Discovered
* Image Qty Changed Keyword Lost Volume
* New Module Available New Trending Keyword
* Navigation Attribute

Added

Retailer
Changes

Trending
Keywords

Retailer
Rankings

Seasonal
Search
Trends

Internal Triggers

¢ New Size e Change in Pack Configuration
e New Color * Requested Content Update

« Distribution Change Requested Image Change

« Packaging Change * New Look Image Removal

dates . .
e * Product Renovation * Discontinue SKU



Publish Frequent Updates via a CSP

Mew ltemn

Launches

Mutritional
Infa
Change

Ingredient
Changes

Branding
Packaging
Updates

Seasonal
Search
Trends

MNew Retailer
Content
Fields

Mew Mav

Attribute

* kwikee  gyngigo =

SALSIFY a Syndigo Company

CSP API Connection*

Manual Submission*

*Salsify is the preferred method of syndication for Instacart. However, a
relatively new form is available for manual submission. Brands can also
specify to Instacart to use a content syndication partner as their source
of truth instead of looking to content from a specific retailer. Some
smaller retailers continue to override CSP content.



To

win search
and

be found

you must be
on top.



To

drive conversion
you must have

great content




To
do both

you must be
fast




Questions or Want to Learn More?

Visit our website: ONESPACE.COM
Hit me up on LinkedIN
or email me: amanda.wolff@onespace.com



