Acosta | AMG | Mosaic Spatial Solutions

Spatial Analytics / GIS Overview

Providing intelligence, insight and quantifiable facts
to the Acosta/AMG/Mosaic business units

adding value to their products and services

and creating a competitive advantage.
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Find out what Mosaic

Can do for youy
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Digital Promotione
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Jers centre outside the
and cold sprite! Look for the

Hey Tarpnto! We are at the ro
game with fun prizes
#splashmob!

ays

Voice of the Brand

Hockey seasan is almost heral #ancouwer, aré vou gaing o
the #canucks vs &oilers game tonight? Come see 118

Hsplashmobl

#rogerscup
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Core Spatial Analytic Services




Core Spatial Analytic Services

Customer
Profiling
Optimal Location
Potential Share
Market Analytics

Coverage Model
Territory Creation

Business
Intelligence

Logistics

Drive q Matrix

Insights /
Interactive Solution
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Logistics

+ Field deployment to the right place at the |
right time based on facts - EEEERERay

e Minimize travel time and maximize
productivity

 Intelligence to enable the most efficient
and effective program execution
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Coverage Models, Territory Creation, Routing, Drive Cost Matrix... -F )
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_ Chicago Customer Landscape
“o e Zip Code Level

Business Intelligence

Populaticn Age 0 -4
- Tad
745 - 1748

5. 3081
B s06z- 5577
B e - 10148

= ~7

Sales Volume

Greater Toronto Area
|

o Screen locations across multiple variables
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Insights / Interactive Solutions

* Interactive “Self Service” web based AN o e
solutions " 2. " g

Likawood T

Chicago Customer
£ ”and Retail Landscape

* Insightful pattern and trend recognition

sssssss

e Support for your narrative, enabling ,
understanding of your data

e |dentify opportunities
and risk

Hizpanic Population
Drenaity
Lt

Web Apps, Maps & Aerials, Reporting
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AMG | Mosaic Spatial Solutions

P&G
Growth Potential Model




Utilize demographic and POS data to
spatially map sales opportunities

Objective: Identify market growth opportunities for Pampers Diaper Sales in Dallas/Ft. Worth among
Hispanic consumers

Variables included in model:
Pampers brand sales volumes
Presence of children ages 0-4
Percent Hispanic population
Variables are independently weighted and aggregated to create a demand model

Goal is to identify highest opportunity areas to grow Pampers sales in Dallas/Ft. Worth

Growth Potential Modeling capability executed through Acosta Analytics using Acosta store coverage
data and Mosaic spatial data modeling
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Variable 1: Pampers Brand Sales Volume

Acosta POS data used to identify areas where Pampers sales are low

Pampers
Sales
Volume

e High

Low
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Variable 2: Presence of Children Ages 0-4

ESRI 2011 Census estimate data used to map high population of children

Percent

Children
Age0-4
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Variable 3: Percent Hispanic Population

ESRI 2011 Census estimate data used to map areas of Hispanic population

Percent
Hispanic
Population

@ ‘ 'MDEAIG



Growth Potential Model Description

Hispanic

Each variable
is independently

Pampers

weighted then
aggregated to :Itzsnfi;?wth
create the market

P High

growth potential
surface.

Low
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Market
Growth

Potential

High

Low

Growth Potential Model Results

\ Market growth
Brier oA > Sr ) ™ pgy & potential surface

' " o4l identifies the best
opportunities for
targeting retail
coverage, local
events, out of
home advertising,
mobile/digital,
DTC, etc. to
increase ROI

Copyright: @2042 E=ri, Delarme, NAWTEQ
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D/FW areas with highest market growth potential
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Market
Growth 5
Score
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Overlay store locations to identify best opportunities
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Select only stores Iin high market growth potential areas

ir

Market
Growth
Score

=135
a4
L ol

Store
Category

® Category Killer

© Dollar

@ Drug

® Grocery

® Mass Merch

© Wholesale Club

© Not Categorized

i Cigarette/Tobacco
® Convenience Store
b Gas-Mart Conv

b Liquor

Store ID Store Name Trade Channel Specific Sub Channel Source Type Project Score
1859627 S & J Pharmacy Drug Conventional Drug NonPOS 12
1878792 Walgreens Drug Conventional Drug NonPOS 13
2249227 Walgreens Drug Conventional Drug NonPOS 12
2714636 Walgreens Drug Conventional Drug NonPOS 13
3834733 Community Pharmacy Drug Conventional Drug NonPOS 13
1767333 Walgreens Drug Conventional Drug NonPOS 12
3660123 CVS Pharmacy Drug Conventional Drug NonPQOS 11
2557214 S & J Argyle Pharmacy Drug Conventional Drug NonPOS 12
586486 Wal Mart Supercenter Grocery Supercenter NonPOS 13
2056380 SuperTarget Center Grocery Supercenter POS 12
3934672 Kroger Marketplace Grocery Supercenter POS 11
1584417 Wal Mart Supercenter Grocery Supercenter NonPOS 12
2228226 Brookshire Food Store Grocery Supermarket-Conventional POS 14
473162 Market Place Grocery Supermarket-Conventional NonPQOS 11
1805157 Kroger Store Grocery Supermarket-Conventional POS 13
101984 Sack & Save Denton IGA Grocery Supermarket-Conventional NonPOS 12
390244 Keys Market Grocery Supermarket-Conventional NonPOS 11
2955668 Kroger Store Grocery Supermarket-Conventional POS 13
920201 Albertsons Store Grocery Supermarket-Conventional POS 12
957560 Tom Thumb Food & Pharmacy Grocery Supermarket-Conventional POS 11

=
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AMG | Mosaic Spatial Solutions

Project Samples




Show Me the Money
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Canadian Breast Cancer Foundation

Female Lov\fﬂggmoeconomlc Concent;étlons_ s

Since 1986, the Canadian Breast Cancer Foundation ) o e R
has been at the forefront of a nation-wide movement y
to raise awareness and mobilize action on breast cancer. [~ =~ C 1) &7 .
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| Could Use A Drink

Where are the areas in GTA
with the highest potential
for success for an InBev
program?
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Walmart Gamer
Parents: If you want to know more about the games
your kids are playing, Walmart now has professional
gamers who provide product information, and reviews

online and in-store.
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Where I1s Ken?

Michelob Ultra Ken- male 25 - 35
Fitness is important

Frequents golf shops

Professional employment

S85K income
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Hispanic Grocery
Targeting
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5 1777631 O HEB San Antonio HEB '590 901 Trenton Rd 5 ””FF_‘* G
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Oh Baby!

Where is there store level
market potential for
P&G and their Pampers brand?
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. Chicago Customer Landscape
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QATANH - .-. ] = WH '%ak Eiook‘gBIrr:'lll.iﬂa . H"‘Eg 52 Week Sales Volume |IIr
| Buttgriield R _E"\'S'TC'HES'TER Riverside NorthRAG) '
"”"‘"”” WARRENWLLE 6 }fw ~RAN Pampers [
Pampers 'sglg:“ %f?ﬂ:nm_ - High Sales Yolume :
TDLinx  Store Volumes ‘ﬁ ppounmsrq.p &4 [int — ;';
84223 Jewel Osco $76,175 muﬁ,;;#rm T'h“““"g‘m o K.
84304 Jewel Osco $30,693 sy c‘,;”“:u""ﬂs it | ¥l i
84313 Jewel Food Store $21,350 b H"ll-ﬁl\ G122 o'[—.LHﬁfrﬁE“ PRk
N
84407 Dominicks Finer Foods $39,018  [NEORTIN EHISAAL:PR'DFE Nt IS
| £Sd _
84735 Jewel Osco $35,009 Palos Park ’WJQBUUE SLM,*D\ A 5
210751 Jewel Osco $34,233 AR TE! ST TS SNy
W ) ; b Ttca
159414 ) Ko} 14,308 . HHTWPD —a -
ewel Osco $14, LhNEé PARK J.-é- >r-.1|%0THIAN D@L TON) T s
210912 Jewel Osco $2,042,529 FOAJEFOREST FERVE:-— | %
N rINUE Yl ARK oIl SOUTH HORLAN
268734 Dominicks Finer Foods $97,038 el iy Hﬂ;fE‘é’jg’ggDemm aﬂqmazﬁ'c;
268753 Jewel Osco $67,750 GUNTRY cLUB K’b‘dg‘g.LESn(Th!ﬁandg ol‘{ﬂ'fo%-ﬂ %ﬁl—i—lﬁ%‘s‘l}?ﬁ?{sl
198678 Jewel Osco $172,607
295630 Dominicks Finer Foods $34,400
371636 Dominicks Finer Foods $208,132
362228 Strack & Van Til Market $39,389
386823 Strack & Van Til Market S74,767
490136 Jewel Osco $64,109
553249 Food 4 Less $292,342
915904 Jewel Osco $73,607
1528763 Food 4 Less $73,165
1537033 Town & Country Market $104,293
Total $3,595,813
Max $2,042,529
Min $14,308
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AMG | Mosaic Spatial Solutions

Providing intelligence, insight and quantifiable facts
to the Acosta/AMG/Mosaic business units

adding value to their products and services
and creating a competitive advantage.
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Spatial Technology Platform
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Chicago Trade Areas Prepared By Business Analyst s =
ol 1 Desktop 4 1
Summary T 2010 7 2011 7 2016
Population 1,351,243 1,352,434 1,347,329
Households 432,249 432,460 433,303
Families 290,629 290,781 288,830
Average Household Size 3.07 3.07 3.05
Owner Occupied Housing Units 204,810 199,317 203,249 - =
Renter Occupied Housing Units. 227,439 233,143 230,054 .
Median Age 309 310 313 - -
2011 2016 Y
Households by Income Number Percent Number Percent " &
<$15,000 75,846 17.5% 74,756 17.3% b
$15,000 - $24,999 57,232 13.2% 45,690 10.5% |
$25,000 - $34,999 53,734 12.4% 42,840 9.9%
$35,000 - $49,999 68,726 15.9% 58,400 13.5% o —_
$50,000 - $74,999 80,390 18.6% 81,709 18.9% Totsl Food Slee yml 3
$75,000 - $99,999 45,360 105% 62,966 14.5% A s pace
$100,000 - $149,999 35,352 8.2% 46,178 10.7% .
93,0288 92
‘ $150,000 - $199,999 9,180 21% 12,733 2.9% _
$200,000+ 6,635 1.5% 8,028 1.9% e
Median Household Income $40,204 $48,308 A
Average Household Income $53,678 $61,811 - oy
Per Capita Income $17,826 $20570 by
2010 2011 2016 =
Population by Age Number  Percent Number  Percent Number  Percent
0-4 112,985 8.4% 111,553 8.2% 112,475 8.3%
5-9 104,991 7.8% 104,761 7.1% 103,735 7.1%
10-14 100,481 7.4% 100,439 7.4% 100,592 7.5%
15-19 103213 7.6% 102,822 7.6% 96,063 7.1%
20-24 109,979 8.1% 110,642 8.2% 106,490 7.9%
25-34 239,264 17.7% 240529 17.8% 244,637 18.2%
35-44 194,676 14.4% 193,761 14.3% 186,219 13.8%
45-54 162,870 12.1% 161,866 12.0% 147,771 11.0%
55-64 115,629 8.6% 117,238 8.7% 125,042 9.3%
65-74 50,439 4.4% 61,002 45% 74,246 55%
75-84 33,791 2.5% 33,870 2.5% 34,869 2.6%
85+ 13,925 1.0% 13,952 1.0% 15,191 11%
2010 2011 2016
Race and Ethnicity Number ~ Percent Number  Percent Number  Percent
White Alone 668,302 49.5% 667,158 49.3% 662,668 49.2%
Black Alone 226,310 225,243 16.7% 214,967 16.0%
American Indian Alone 10,631 10,685 0.8% 12,081 0.9%
Pacific Islander Alone 3 o
Some Other Race Alone | %
Two or More Races 4 "'
Hispanic Origin (Any Race) s i e X : ) i Texas Prepared By Business Analyst
- ' o Mosalc Texas (48)
Geography: State
POPULATIONS BY IDENTIFIED HISPANIC ORIGIN (2010) TOTAL POP. % ORIGIN
. Hispanic Population 8,955,097 100
Mexican Population 7737723 o
Puerto Rican Population 119334 1
Guban Populaiion 39684 0
Salvadoran Population 225,889 3
Dominican Population 11126 0
Guatemalan Population 61779 1
Colombian Population 49623 1
Honduran Population 88,062 1
Ecuadorian Population 12,185 0
Peruvian Population 22550 0

Dominican Population. Guatemalan Population
salvadoran Population

Business Analyst
Business Analyst Online

Alcohol Expendatures

MOSAIC




People changing the way
brands connect vith consumers

one eXperience at atime.
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