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Infroduction

There have been considerable increases in E-com activityoverrecent
weeks. This follows decisions by governments around the world to
implement stringent lockdown measures to slow the spread of Covid-19.

March 2020: Countiry changes vs. average E-com revenue®.

-100%> -75%> -50%> 25%> 0%> < < 450% <+75% <+100%

Shopping and purchasing habits have changed due to a range of
factorsincluding fear of infection, social distancing, travelrestrictions,
numbers allowed in stores, who's at home to be fed and how often.
This has significantly impacted Grocery shopping with increasing
numbers turning to buying on-line for home deliveryor to clickand
collect from Grocery.com e.g. Tesco on-line, Pureplay e.g. Amazon
Fresh, or Grocery Aggregators like Instacart who have seen a growth
of +15% in basket spend**.

Short term, all players are responding with more slotse.g. Tesco GB
have doubled slots from 590k o 1.2m/wk. in 7 weeks*** but it is not
without its challenges. Scaling up requires recruitment (Amazon US
recruited 100,000 people in 4we 17 April), logistics collaboration
from arange of partners including suppliers, and expanded IT
capacity.

Long term the outlook is that over 60% of shoppers will stick

with some level of on-line purchasing for groceries. As a “where
to play” environment it is likely to become increasingly important for
most markets.

This Guide captures the "must do” activitiesto capitalize on the
short termopportunity in Grocery.com, Pureplay and Grocery
Aggregators. Please use this as input fostep up our presence

and sales.
Sources:
* Emarys /GoodData.

** SupermarketNews 23dMarch 2020.
*** Dave Lewis, CEO, Tesco plc.
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The desired outcome

Marketing and Salesteams are better equipped,
able and confident toseize the short term on-line
grocery opportunities that Covid-19 is presenting.
There is,

» Clarity on what good looks like.

* Aclear identificationofthe immediate actions
to take that will provide the biggest
commercial impact.

+ Proactivityand speed in making them
happen.

* A noticeable difference in how we show up on
customer’s grocery related E-com platforms.

Favorable precedents are set with Customers that:
«  Support maximization of theirsales.
+  Workwith their operational challenges.
+ Enhance the Shoppers experience of their E-
com platform.

Ultimatelythisis about taking actionto increase our
sales and share of the Retail E-com environment
through the application of the principlesin this
guide.

#BeMore




The In Home Grocery E-comlandscape

The Grocery E-com market is complex with a wide range of innov ative and distinct models which are
continuously evolving.Broadly these map to four segments:

Retailer

Grocery.com & Purepiay _JA AN _Mission Curators |

E Sainsbury’s ello BﬂADTﬁAthSE Specialist retailers
=2 (b ‘

0

Traditional grocery Im ~ "FRESK serving needs of
R S fa - particular shopper
] Wal R Blue mission (e.g. meals,
Effectively substitute aimar Godsto Apron snacking)
for bricks and mortar ﬂuchan y
E .
@ supermarkets ELeclerc@ ocado g raze cunfeC;:;i: an 3%-5%
Retailer offers large systéme (1) curation. fR;;ar’.' er o
ranges of individual &/ oafao QU WDl
items I E-SAS:Q o XX Plated. delivers
amazoniresh -
Grocery < Grocery
products’ solutions
. amazon Apps providing
@ Intfermedrary \ lifestyle advice e.g. @
acquires customer Fooducate fitness, diet, recipe
via webshop shobr eat a bit better™
Potential to sell
Inventory belongs My Fitness Pal food/beverage
to 3rd ;:jarty, but y solutions probably in
intermediary may O partnership with
@ fulfill . "’t\ ELose It! D[””Cl retailers @
Common {'n SHIPT Segment very
US/Asia less in EU young

Platform Aggregators A Lifestyle Assistants

Intermediary

Source: Quantic
Accurat ely measuring andtracking E-com model performance is challenging — growth trajectories and shares of Grocery E-com are aggregated based on multiple sources
w here possible.

Given the relative importance of Grocery.com, Pureplay and Aggregators this isour focus i.e. the left
hand side of the model.

Key Terms:

Grocery.com — A retailerwithboth physical stores and an online e-commerce business — often know as
bricks and clicks, e.g. Walmart.com

Pureplay - A retailerthat purely operates through an online e-commerce platform-e.g. Amazon Fresh

Aggregators — A retail platformthat sources and aggregates products from physical retail stores e.g.
Instacart
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There are a wide range of business models with propositions and operating models v arying significantly.

Grocery.com and Pureplay.

Productrange How broad is the range of products offered:
» Generadlists: Broad range, similar to a hypermarket.
+ Specidlists: Smallrange targeted to specific niche segment (e.g. fresh and healthy
foods or drinks only).

Product fulfilment Where are products picked for deliv ery:
+ Store network: Lev erage curmrents stores for picking orders.
* Dark stores: Similar fo a store, but dedicated fo serve on-line customers.
+ Dedicated CFC (comprehensive fulfiment center): Specially built warehouses to make
picking for on-line orders as efficient as possible via automation.

Order delivery How are products deliv ered to shoppers:
* Home delivery: Orders delivered to the Shoppers chosen address. Can be same day
deliv ery or plannedslots. Can be own transport or by a third party.
* Click & Collect (C&C): Shopper picks orders ata collecting point. Can be at astore
location or dedicated C&C sites.

Revenue model How shoppers engage with Grocery.com or Pureplay platform:
« Transactional: Shoppers order products on demand.
» Subscription: Customers pay a fee to receiv e a product or products delivered to them
on a recurring schedule.

As a Pureplayer, Amazon is an eco-system of different Grocery models which are constantly evolving.
The key ones being:

amazon « The core platform which is open to both 15t party (Brand Owners) and 3@ party
(Distributors) to sell goods.
«  Some 39 party Wholesalers and Distributors may sell McCain products here.

ama;on pal’ltI‘Y + Dedicated grocery site for ambient goods (therefore not Frozen).
— * Focus on essentials, open to Prime members only.
* National delivery cov erage with a minimum basket spend.

amazon + Full service grocery offering in cities only. Open to Prime members.
+ Deliverto the door with Thr deliv ery slots now becoming av ailable.
« Partnership with Morrisons supermarket in GB.

pﬁ“ime now * The Morrisons supermarket on-line store in GB, offering 2hr deliv ery.
SN——) + Inother markets such asthe USit acts as an Aggregator, fulfiling local store orders
including Wholefoods, with local, fast deliv ery fimes.

amazon 90 * A cashless, physical supermarket in the US and planned for GB.
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Aggregators.

« They offer a marketplace forretailers,and a shopping platform for Shoppers. Platform owners don't
manage any grocery stock — they partner with retailers allowing shoppers to combine in one order

products from multiple grocery retailers).

Productrange * Broad range of groceries delivered within 1 or 2hrs from multiple retailers.

Product fulfilment * Picking donein store by a mix of platform employees (e.g. Instacart employees)

and contractors.

» Deliveryis done within 1-2hrs at a cost to the Shopper normally plus a tip to the

Order delivery * Home delivery by contractors in own v ehicles who pay for fuel.
driv er.
Revenue model * Three revenue streams:

*+  Markup on goods sold.
« Delivery fees.
« Advertising from brands.

Emerging on the back of Covid-19.

+ Food for tonight operators such as Deliveroo are also
experimenting with adding grocery shopping to their
offer. This isrelativelysmall today, but may grow post
Covid-19. One towatch but not to be prioritizedover
Grocery.com, Pureplay and Aggregators

#BeMore

RECOMMENDED ACTIONS:

» |dentify the largest Grocery E-com

providersin your market and
familiarize with their business models.
Do not assume it is Amazon.

* Focusresources on the players who

have the largest market share of E-
com grocery today AND are
growing cash sales ahead of the
market.

+ If you do not have data for the

Frozen specifically— Grocery will be
a good proxy.




E-comfromthe Customer Perspective

Profitabilityis THE biggest short and long term challenge.

Store Grocery.com Grocery.com Grocery.com/ Aggregator
(Bricks n (Store pick) (Dark store) Pureplay (Store pick)
Mortar) (Central Fulfilment
Center)
Typical 2.0% (8%-12%) (2.9%) 3.3% 16-18% with aretailer
EBIT partnership

(37-39%) with no retailer
partnership

Source: Quantic, based oninterpreted GB data.

Grocery.com

The cost to serveis higher than in physical storesso a shift DIC smallest
to on-line ordering is margin dilutive, especiallyin the

case of "Deliverat home”. This is partially off-set by

selling E-com media space to brands and developing Click & Collect

deliverymodels such as Click & Collect where possible. (at store)

Click & Collect
In response to Covid-19, many have reduced ranges on (off site)

offer bothin stores and on-line. The focus ison
availability, supply chain efficiency and extending the

H Deliver to Biggest
number of deliveryslots.

Retailer margin Value of E-com sales

Through Covid-19 the mix of their business has significantly shiffed although in-store purchases which
are the most profitable, remain the largest share.

Pureplay

Tends to be focused on automation and efficient pick / packing of products toreduce the costto
serve.

Algorithms are used to make many of the placement and evenpromotional decisions—
understanding the way these algorithms work is critical to being present on the Shoppers page.

Amazon accept listings from both 3@ parties and original brand owners. They will hero whichever
product givesthe greatest margin, rate of sale and has the best availability.

In response to Covid-19 the focus has been on expanding capacity to supply rather than expanding
ranges.
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Grocery Aggregators

+ The main barrier to growthis the av ailability of deliveryslots and the price premium which shoppers

will pay for the convenience of delivery.

« There isno way for McCain to be listed directly with most aggregators, but there may be promotional

opportunities.

Direct to Consumer (DTC)

» Direct to consumer is generdlly niche in grocery although the ability fo connect directly with
consumers, build a relationship with them and understand their needs directly makes it an
interesting option that is mainly explored by big brands forinsight rather than commercial benefit.

#BeMore

RECOMMENDED ACTIONS:

Through Covid-19, E-com providers
will be focused on logistics and
operational efficiency so ensure
there's good availability of a tight
range of core products.

Be prepared with responses to
requests for investmentin on-line
media especially from
Grocery.com retailers. (Buyers may
have specific targets on media
investment as it off-sets profit
dilution inthe channel but typically
delivers alow ROI).




Stepping up to do the E-com executionalfundamentals brilliantly

The E-Com shopper journey

+ There are 9 execution fundamentals to be addressed in E-com which work together to enhance the
Shopper’'s on-line journey and experience. If done well these increase the likelihood of McCain
products becoming placed inthe Shopper's “Favorites”.

Be Present

miie
L

Available
Everyday

Be Selected

Promotions | Navigation

Additional

Well With
Close
the Sale
Content
T =
=

E-com Execution
Fundamental
Right Range

Av ailable Ev eryday

Search

Promotion
Navigation

Hero Images
Additional Content
Goes Well With
Deliv ery Options

Fav orites

#BeMore

Favorites

Description McCain short term
focus (Y/N)

Havingtheright assorfment (products and packs) to meet the Yes

Shopper's needs.

Ensuring product is always av ailable to buy. Yes.

Owning the keywords that shoppers type in to search. Yes.

Activ ating and supporting products in a way that appeals to Yes.

shoppers.

Organizing and connecting paid and owned on and offline No.

information/media in a logical way with minimal clicks.

Making brands/products visible in a way that makes buying Yes.

easy.

Providingrelev ant and meaningful content to support the Yes.

buying decision.

Connecting brands/products together to maximize reach, No.

shopper engagement and basket spend.

Providing a shopper with an optimal supply route (method, cost, No.

fime).

Presence in the Shopper's preferred list (the right to be in this has No.

to be earned).



€ ocado

The importance of Favorites.
*  More than 80% of Grocery E-com shopping

Upon registering with

missions are routine, stock-up shopping trips with s e e e Sl

ape . . . option to Impo!
stockpiling a bigger focus through Covid-19 on-line Favourite products from
grocery shopping. Regular weekly baskets are gurdietlicn:
often completed with over 1/3™ of “adds to baske
coming from favoriteslists. TESCO

H H . T 11 h Socado
« Favorites are automatically populated by retailer e e
E-com systems based on the shoppers previous Shllstakasadion registering...
. . — Store card data . .

purchase history. The only way for McCain e
products to get intothe favoriteslististohave - Frequent purchases
previouslybeen selected and purchased. = Manudlyicrent o

by the shopper

Focussing in the short term on being added to basket.

* In the short ferm, we can take actions foinfluence McCain products being added to basket. For
example "adds to basket” are influenced by great execution of the fundamentals:

+ 60% come from the top 4 items that appear on screen. Getting onto the top row of product listings is
extremely important.

+ 30% are influenced by search.
+ 20% are responses to promotional offers.

* The execution fundamentals which willmake the most impact to getting added to basket and that
McCain can influence in the short term are:

* Right Range.

« Available Everyday.

+ Search.

+  Promotion.

* Hero Image.

« Additional content (selectively).

#BeMore 1




V.
Be Present @

Right Range and Available Everyday

In Grocery.com the range is oftenlimitedto s
what is already availablein the physical o et e
store, but we need to put special focus on '
the products available on E-com.

In Pureplay retailers, it is possible to list a very
wide assortment but it is NOT always helpful
to do so.

Why limit the assortment in E-com?

* E-com products are prioritized by the
retailerbased on a number of factors—
Price, Profitability and Rate of Sale being

key. If sales are split across lots of similar Substitutes.

Sku's there is risk that McCain products + If a product isunavailable it willideally get
appear lowerin search than a tighter substitutedfor the most similar product,
range. Having a core range of always howev er this could be a competitor product
available products helps raise the and fthismay end up inshopper’s favorites.
brand/product positionin search. +  Withsome retailers you can specify the

preferred substitute product and these can

Pack Sizing. be in place for when pack sizes change

+ Avoidlistingthe same
product in many pack
sizes.

+ Offer the REGULAR
pack size which
shoppers would
buy in the physical
store.

* Bulk packs or large
size packs also

RECOMMENDED ACTIONS:

« Short list ‘priority’ Sku's to drivein E-
com based on different consumer
needs and those which are best
selling products in store. This may
be 10% - 20% of total Sku's.

tend to over-index. + Ensure consistent base-line pricing
i vs.in-store.
+ A cost effectiveway |

of offering bulk packs o ‘ + Ensure the core range is olwgys
is through virtual available. An out of stockwill be
bundles on regular substituted by the retailer,
packs - for example 2 potentiallyfor a ;ompe‘ri’ror brqnd
x 1.5Kg packs for a ; or own brand. This will then go into
price - this may be that shopper’s favourites list for
more profitable than their next shop. Search algorithms
offering a 3Kg pack. will also deprioritize poor

availability SKU's.

#BeMore =



Showing up in Search

35% of "adds to basket” come from shoppers typing a

word into a search box. It’s the biggest basket driver for

grocery items after “Fav orites”.

Search can either be “Paid” —which means McCain
have paid the retailerto have the brand name
connected to that word for a specified period of time

(just like a promotional plan), or “Organic” which means
our brand is selected by the retailers search algorithm
based on product descriptionand keywords.

PAID SEARCH
Relevance is key. If a shopper looks for "Onions” they are probably not looking for Onion Rings since
Onions so this would not be a relevant term to ‘own’ but if they look for “Fried Onions”, Onion Rings could
be arelevant term. Think about what the Shopper really wants.

We don't need to pay toown
our brand name since this is
automatically connected to
us if a shopper types it intoa
search box.

We can't pay toconnect our
product toa competitor
brand - attempting to do this
will be filtered out by search
algorithms.

Common misspellings are
normally picked up by search
algorithms. For example
Mcain should be
automatically picked up as
McCain.

Paid search can be agreed
directlywith the Retail Buying
or E-com team. It can be set
up quickly and a great short-
term opportunity to boost
search rankings.

#BeMore

Paid for search
optimization on
ASDA.com included
Glaceau smartwater in
fresh food, drinks and
water results under

‘products you might like’

RECOMMENDED ACTIONS:

For priority products identify the key
words which we want to associate
with that product and set these out
ina "Paid Search Plan” for the year

Ask Customers for a list of the top
100 search terms by their shoppers
OR, for the top search termsin
Frozen category OR, use Google
search trends to see what
consumers are looking for.

Evaluate the most searched words
forrelevance.

If you are unable to get the search
data from retailers, you can also
conduct on-line shopper research
by asking shoppers to name specific
McCain products viaan on-line
questionnaire.

13




Organic Search.

Organic Search accounts for the majority of search results. Most searches for grocery products start
from aretailerssearch engine (Amazon or W almart.com for example) rather than an external search

engine (like Google).

W e can influence our positionin Organic search by ensuring we have providedthe right keywords in
the product descriptionand product titles that we share with our retailers.

A 150 word product description should be provided to the retailer.This is the descriptionof the
product that consumers willread if they click on the hero image.

The click-throughrate (CTR) to the descriptionis verylow in grocery (less than 5% of shoppers will click
to the description) but search engines use the words in the description. Avoid copy/pasting brand
copy and instead write a descriptionincorporating all keywords that shoppers might be use in their
search.

Ensure all ingredients and nutritional information

are complete and shared with the retailer, RECOMMENDED ACTIONS:
including key words such as “Gluten Free” or
“Vegan” where appropriate as these will ‘help’ » Ensure names are easy to
algorithms to show McCain products as relevant. understand and based on shopper
language.

Follow a product haming conventionthat will
ensure the product goes info the right place in the + Include keywords that shoppers are
retailers hierarchy and also helps search algorithms. likely to use in the 150 word product
The recommendation is: description.

BRAND / PRODUCT / FLAVOUR / SIZE + Includeitems such as “Gluten Free”

or “Vegan” as well as the product
key ingredients.

+ Use a consistent product naming
convention which will help place
the productin the right location in
the product hierarchy as well as
aiding organic search.

#BeMore 14



Promotions

Any 2 for £3.00

20% of “adds to basket” are from shoppers clicking on a
promotional offer.

Fa oo
o
<3

Promotions are often (not always) prioritized fowards the fop row
and the increasing rate of sale, will also help drive the product y " cCom 0195 s
higher in future search list. i S
Grocery.com ¥ e
» Promofionswill often run across both store and E-com aft the .
same time but there may be opportunity to run E-com specific -
promotions. -~ ‘c‘ > N
. . . Bl BIGGER
» Grocery.com shoppers will be looking for their regular purchase 3 ; AR
so multi-buys or price cut on regular sized items are the most -
effective mechanics,
* Linking McCain NV RECOMMENDED ACTIONS:
products to other Walmart 2,2
rands will also help Walmo B Cocaicoh + Ensure that all promotions runon

drive baskeft size, offered shoppers a

Grocery.com have 100% availability

H H tP range of meal and Coke :
which is beneﬁcml fo bundles as part of their throughout the promotion.
both the retailer and ‘effortless meals’
H initiative. Linking the . i i i
McCain. bl o S e rois Create VIrTL,JCﬂ multi-packs with
lead to over 500,000 smaller Sku's o create added-
transactions from value.
* One advantage of E- 20,000 members

com is that we can
connect frozen, chiled
and Ombienf prOdUCfS effort/ess meals”  omvs« Walmart >\<
togetherinone
promotion and display
them together which
wouldbe
operationally complex
instore.

(P@tels Purchase Coke & Effortless Meals
to Unlock MCR Bonus Points

» Create a promotional plan for E-
com which incudes cross category
“meal solutions”. Leverage high
penetration brands/products where

A EE possible.

#BeMore
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Pureplay
* Promotions on Amazon can be Vendor initiated, or set up by Amazon themselves.

«  Amazon willinitiate automated price policiesto match or beat other supermarket prices.

* There are 3 promotional mechanics on Amazon:

» Price deals: Lightening deals are short-term (6hr) deals. They are lesscommon on grocery items,
but since they are vendor initiated, they are possible to set up and run quickly.

+ Bulk Purchase: Amazon shoppers over-indexon bulk purchases for stocking up so deals for
volume are common. These deals are prioritized by Amazon as they drive transactionvalue.

+ Cross category promotions: These are evenmore flexible than Grocery.com. Set up promotional
deals which will tieinto complete meal solutions. These should be agreed with the Amazon
Marketing team.

RECOMMENDED ACTIONS:
amazon = + Switch promohons to bglk pgrthse
— (assuming product availability is
A good) to drive volume.
for vitaminwater -
Uit Sl 12 1t s ) + Initiate cross category promotions
‘weeks trailint . . .
Attributed - - with high penetration but relevant
T el T brands/products.
Mo
~— amazen
o il ~—fresh + Plan to complement Grocery.com
e e . Sone cole Lornstc it promotions to reduce the risk of
Increased sparkling e G e any negative read-across.

beverage category $
velocity by 8%-11% on
average vs. retailers without

Amazon Fresh - Get a free
personalised bottle and
Instacart - get free
delivery

#BeMore 16



Be Selected

Hero Images

Great hero images have been proven toincrease
product selectionacross both Pureplay and
Grocery.com vs.the use of pack shots.

Key principles:

e Clear brand.
e Clear variant.
e Clecr size.

* Remove all minor pack copy.

+ Simplifythe image.

There will be space for a number of differentimages on
the carousel. The most important are:

Hero Images

Front of Pack - clean and
simplified.

Secondary Images

Back of Pack — ingredients.

Cooking instructions/
Nuftritional info.

Side viewincluding copy.
In use shot - show people
consuming and enjoying
the product in a real life

setting.

Image quality needs to be
high with a minimum
1000x1000pixels for
Amazon and
recommended 2000x2000
pixels. This allows shoppers
to zoom on the image.

#BeMore

VAVA (TN UK

Magnum show an
individual serving for
shoppers to easily find
what they are looking for.
The pack size is indicated
on the individual serving
for quick reference

tn
=
=4
=
tn
-
[=]
=
(o=

(]

RECOMMENDED ACTIONS:

Ensure a full set of optimized images
are available for all E-com priority
products.

Upload these to “Brand Bank” or
the equivalent in your market or,
share directly with the retailerin the
format theyrequire.

Check that the hero images are
being used.

Provide a Product Naming
convention thatincludes the
Category and Product naming
used by the retailer. This ensures the
item appears atright place in
hierarchy.
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Be Selected

Additional contentand “musthave assets” in the shortterm

This is an example of a full set of great branded E-com assefs.In the short term to accelerate sales, focus
on Hero Image, Search Terms, Perfect Name, Nufritional label and Ingredients. Optional is "Goes well

With" suggestions.

o
HERO IMAGE (. SEARCH TERMS (SKL) FEATURE BULLETS AND PRODUCT DESCRIPTION
Hellmann's M nnai Real e
(& 3 | DAL Feature Bullets Product Description
3 i 1. Unmistakable taste of real mayonnaise with You want bring out the best in your customers’ favorite
E Mayo Condiment Gallon a perfectly balanced flavor )3; food. Take it from good to amazing with the
@ c 2. Made with real, simple ingredients like 100% = L i taste of real may i
9 2 cage-free eggs, responsibly sourced oils, and e
REAL § Sp'CY MGYO Sandwich Burger vinegar The rich creamy flavor of Hellmann’s Real Mayonnaise is
wAYoumAITY 3. Rich mayonnaise with perfect texture Z | made with simple ingredients like 100% cage free eggs,
U . Salad Gluten Free Catering mayo maintains cling and stability even when 333 responsibly sourced oil and vinegar.
1 heated
— gallon 4. Aningredient as well as a condiment. Perfect — Outstanding stability makes it ideal for burgers,
Restaurant Supply Hellmans for sandwiches, signature burgers, creamy ) sandwiches, bound salads, dips and other recipes that
dips, dressings, and bound salads. call for premium consistency.
5. Ideal for restaurants, commercial kitchens Ideal for restaurants, commercial kitchens and catering
and catering services = | services, this delicious mayonnaise excels as a gluten
@ PERFECT NAME 6. Gluten Free 9 free condiment and an ingredient.
" o ; Available also is squeeze bottles, stick packs and mini
Brand Sub Brand Functional Name Key variant  Size jar.
Hellmann’s Real Mayonnaise 1 Gallon Pack of 4 =
>
SUPPLEMENTARY IMAGES (L) GOES WELL WITH RATINGS & REVIEWS

Product
matches, e.g.

Top dish
matches, e.g.

Usage as product content:
HELLMANN'S FOR
RESTAURANTS

Extra Heavy
Mayonnaise

a0 |

C AR RNE R

Tomato
ketchup

Nutritional label,
ingredient list and
EAN code

Front of Pack
image

Infographic:
benefits & RTBs

Ingredient image claims Range image Comparison matrix To follow UFS eCommerce

Team guidelines

Show ingredients

Hellmann's Real
Mayonnaise

REAL 1 Gallon, Pack of 4

3
wg
- =B

Show final dish

Show claims Comparison matrix

HELLMANN’'S FOR
RESTAURANTS

N Real Mayonnsive
Naa
.

<@

—_—
%*—- Light Mayonnaise

\/j—

INCREDIBLE T00%
TASTE CAGE FREE

=3 Yl
& REAL

GLUTEN

FREE FusTAINABLY

G | oiLs
N

(@0 o8l (ol
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Roles and Responsibilities

The responsibility fora successful and effective E-com
strategyis shared. Commercial teams (Marketing,
Customer Marketing, Category and Sales) need to
work together.

Below is the suggested functional responsibility for the

short termE-com focus areas:

* Category and Sales.

* Supply Chain and Sales.

+  Marketing.

» Category/Customer Marketing and
Sales.

*  Marketing.

#BeMore

RECOMMENDED ACTIONS:

* Immerse Commercial teams inthe

E-com fundamentals on which to
focus for the short term.

+ Assignroles and responsibilities and

set up aregular progress update
across the team.

» Establish and implement an

engagement plan with the
customers E-commerce team which
may be separate tothe usual
buying team

19




Measuring success

One of the challenges in E-com is that eitherwe do
not have enough data available tous, or that we
are swamped withso much, that it is difficult fo know
which metricsreally matter.

There are 3 groups of mefrics we suggest :
Internal readiness KPI’s.

Identify the core range.

For each product:

+ Key assetsare inplace.

+ Listings are agreed.

*  Promotional plans are agreed.

External deployment.

Av ailability of each SKU.
Searchrank against key search terms.
Retailer compliance to using Hero Images.

Category and Brand Performance.

Salesand growthin E.com (RSP and Turnover).
Proportion of McCain sales from E-com vs.Bricks (%).
Value share in E-com vs.Bricks (%).

Sources of Data.

A number of dedicated E-com data providers exist
who will ‘'scrape’ retailersitesto check image
compliance, availability and search ranking against
specific terms.

Retailersin Grocery.com should be able toprovide
sales split between E-com and Physical stores.

Grocery data houses such as IRl / Nielsennow splif
out E-com saleswhich is robust except in very niche
refailers or categories.

#BeMore

RECOMMENDED ACTIONS:

* Ensure E-com has itsown
performance reporting each month

using the suggested KPI's.

* Encourage Commercial teams to

regularly spot check brand (and

competitorbrand) presence on E-

com platforms.

*  Establish a cross functional E-com

task force who meet monthly to
keep momentum.
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Identifying and engaging new customersin the short term

1tfocus - GROCERY.com

« The biggest short ferm sales opportunity. The
route to E-com sales will be through listings and
availabilityin physical stores.By focussing here
first we can leverage existing commercial
relationships and support customers to keep
things operationally simple. This will also benefit
Aggregators who pick from stores.

2nd focus — Pureplay (if already working with
Grocery.com) or 15t FOCUS if not working with
Grocery.com).

*  Amazon is maximizing the Covid-19 opportunity.

They may become a much bigger player in on-
line Grocery especially as they expand one
hour deliveryslofts.

#BeMore

£ NEW CUSToNes|

RECOMMENDED ACTIONS:

Revisit MWOW Environment
Mapping for the size and potential
of E-com in the market.

Review current E-comretailersto
check for short term listing
opportunities — noting that NEW
listing discussions may be difficult
unftil after the lockdown is lifted
and business refums to some
normality.

Review what retailer packages
may be available for E-commerce
activationto consider as part of
future customer growth plans.
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E-com audit checklist vs. the short term executional basics

Audit area Critical success factors In place

(Y/N)

Scoping the Covid-19 + The opportunity has been scoped.
drivenshort term E-com

opportunity
» The Customer’'s E-com operational challenges are understood and
McCain is working to improv e them where possible.
» Existing on-line customer relationships and presence is being
leveraged.
Right Range » A core E-com range is identified for Grocery.com platforms
(including Aggregators) and Pureplay.
» High rate of sale products are prioritized.
Av ailable Ev eryday * Supply Chain are aware of the E-com core range(s).
* Availability of the E-com core range is prioritized.
Search + Shopperterminology is known and used.
+  Common misspelings are captured in search terms.
» Search for cross-selling opportunities is maximized e.g. in searches for
Burgers.
+  Product naming conv entions are consistent across all platforms.
* Product names are <70 characters andincludes:
Brand + Sub Brand + Functional name + Key Variant + Size.
Promotion * An E-com promotional planisin place.
+ Promotional mechanics reflect the full capability of the E-com
platforms.
Hero Images » Hero images for the core range are used on E-com platforms.
+ Hero images can be easily recognized on mobile devices.
+ Secondary images are E-com ready.
Additional content » Product descriptions are:
(must hav e assets) » <150 words to detail product benefits.
* Nutritional & Legal:
* Ingredients + nutrition + warnings + allergens are clearly called out.
+  Goes well with suggestions are linked to high penetration
brands/products andrelev antto the Shopper.
Roles and + All functions clearly understand and execute their role across the
responsibilities E-com executional fundamentals.
* Customer E-commerce team engagement planin place
Measuring success * An E-com scorecard isin place.

» Sources of performance data are agreed and bought.




Examples of good E-com practice
in McCain
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Promotions

Dla
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DIA
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DIA online > Congelados

Tuspapas
pm)gridas.

| S COMO
= PREFER]S.

Congelados

7/ MAS CROCANTES / SIN NECESIDAD
/MAs sABRosAs  DE AGREGAR ACEITE

Enconird los mejores producics congelados en DIA Online: Pedi a domicilio o refirG en fienda 1us congelados, Hamburguesas y Medaliones de came, vegetarianos, de pollo y de pescado. Para que 1u iina
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Promotions
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MMEcoEa -

i

g

baail $29%0

) © 0 =) 12:02

& Q roppicombo meeain X %

$46.00 $63.00
Papas ala Papas McCain
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500 g 6509
Agregar Agregar
McCaA
AGOTADO
$115.50 $46.00
Rappicombo Papas aLa
McCain CorteR Francesa McCai
) 500g
Te faltan $263.50 para completar el ped| do minimo

Ver canasta $86.50




Be Selected @

Hero Images *

Walmart.ca > <

Walmart.ca » Grocery Search 3 McCain
« All Categories Sort by Newest Rating Price Popular 1-22 of 22 items
Grocery

Frozen Food(22)

Lifestyle & Dietary Need -
These filters do not replace
medical, nutritional or other
healthcare advice. Always
read the label. See Terms of
Usge for more details

O @ No soy (1)

. @ No fish (1)

O @ No sesame (1)
0 @) No shellfish (1)
[ G Nosulfite (1)

CRINKLE

SPICY & EXTRA
CRISPY

g

%  WEDGES

g

O @ Vegetarian-friendly

Brand -

B McCain

STRAIGHT CUT 900g

Customer Rating -

[] #onen(12) m
-
[] #ons (8 g
Price +
6508
McCain P t Fries of Frie
6509




Be Selected

Hero Images

d Potato
Mashe g

& NoArtificial Flavors
@ ScasonediithiSea Salt

ESTILO CASERO
Papa Baston

Andean South Cone




Be Selected @

Hero Images

JUﬂ'IBO — CATEGORIAS

Estés en Jumbo Capital Federal [ Cambiar

¥ ( Buscar...

South Cone
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% 2 2
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- as oz
7] -
X MCCAIN o= <o =
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Marca 5% Papas Horneables Mc Cain X Papas Mccain Congeladas Papas Mccain Estilo Casero
e 600 Gr Tradicional 1,5 Kg 720 Gr
MC-CAIN MC-CAIN MC-CAIN
SADIA
SIMPLOT
$112 $i74 $334,90 $193
Contenido >
)C/o/T/0) Y
Sigital = O ¢, Qué querés comprar hoy?
™ s .
&?‘\“P ;%0?*)
E 23\
. © A== i s
Only brand with el 4 o it
Oz —1 5 -
Hero Images Zz} Ee
S w

Papas Noisette Mc Cain Bsa Papas Noisette Aviko Bsa 6 Papas Estilo Casero Mc Cai  Papas Baston Aviko Bsa 1
500 Grm 00 Grm n Bsa 1 Kgm Kgm

Precio por 1 Kilo : $398.00
Precio Contado $199

Precio por 1 Kilo : $283.16 Precio por 1 Kilo : $255.00 Precio por 1 Kilo : $199.90

Precio Contado $255 '

OFERTA Llevando 2 OFERTA Llevando 2
PRECIO CONTADO PRECIO CONTADO
40% 2da $159.20cu 40% 2da $204.00c/u

$169.90 $199.90

Ver planes de cuotas Ver planes de cuotas Ver planes de cuotas Ver planes de cuotas




Be Selected

Hero Images

Standard

Optimised

Lifestyle

Website
Examples

WAITROSE

McCain 4 Ready
Baked Jackets

roceries

Jocado

McCain Roast Potatoes Frozen




Be Selected

Additional content g

= Product Shot e Product/In Use RTB/Benefits

N
Smilesd

Mashed Potato,
Shapes,

| EER

J & No Artificial Flavors
@ Seasoned with Sea Salt

(V2 LT — g
@ ScasamedwitliSea Salt 1118300124 8-

At Home

B — Reci Portfoli
Occasion e s o Ll

Featured Bullets:
* What is consumer getting:
* 32 Oz McCain Frozen Smiles Mashed Potato Shapes
* Reason to buy (RTB):
* McCain Smiles potato shapes offer an easy side dish for your meals
* No artificial colors and flavors
* Og trans fat and no cholesterol
* Made with real potatoes
* Product Benefit:
* Sealed in a bag for convenient storage in your freezer
¢ Occasion:
* Whether it's a birthday or sleepover you can feel good about serving them to your family, and have fun doing it too

Product Description (1 paragraph that can include product/brand history, benefits, flavors, occasions)

Add a wholesome side to your dinnertime meal with these McCain Smiles Mashed Potato Shapes. They contain no artificial colors or
flavors, Og trans fat and no cholesterol. This frozen potato ptoduct provides you with 2g of dietary fiber, 2g of protein and 150
calories per serving. They have real potato goodness and a fun shape that children will enjoy. Plus, they are quick as well as easy to
make; just heat and serve. The McCain Smiles Mashed Potato Shapes are available in a convenient 22-oz bag. There’s a reason why
your kids love Smiles (and even you sneak a few!). They are delicious, playful and made from the goodness of 100% real potatoes. So
whether it’s a birthday, sleepover, or they just want a snack, you can feel good about serving them to your family, and have fun
doing it too!
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