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132 Years of this...
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eCommerce Is Disrupting Those Traditional Partnerships

Cosrco goPuffl 7-ELEVEN. (8) Publix @25 waimart: < amazon (B3 A\ Atpertsons
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elivery Target is acq million
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Walmart voice shopping on :
Google Home is now live Walmart Agrees to Acquire Jet.com, One of the

Fastest Growing e-Commerce Companies in

The two companies teamed up in ~

and its Echo. New Amazon Key lets the delivery driver leave packages
! inside the front door [orie
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Shoppers Have More Options Than Ever To Use Technology
To Order And Receive Purchases, Making Their Lives Easier

ORDERING RECEIVING

PARCEL LOCAL CLICK AND
DELIVERY COLLECT
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Delivered via mail Delivered locally Staged at pick up site

Classified - Confidential



Partnership Examples
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Digital Shelf



Click-and-collect

* What is the of click-and-collect? What ; N, | @9
format will drive growth? F i, '\ - L2 Cllect
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» What ? What do
they want to resolve?

» How can Coca-Cola help customers
in this format?

» What is the relationship between click-and-collect and impulse? How

can click-and-collect
packages?




Impulse

* How do we think about impulse ? What are
tactics that increase the basket size, value,
and profitability through impulse?

» Where can we identify the
?

* What can we impulse best practices? How can
we translate into eCommerce?

* \What are the ?




Click & Collect / Impulse Retailer Tools

. Bulild enabling strategies and operational excellence
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Digital Shelf

« Why is the Digital Shelf ?

 How our investment in to Coca-Cola

and retail partners?

How do we
I?

What are some examples of those partnerships?




Why the digital shelf important to our customers?

KEY INSIGNTYS -

:RODUCT DETAIL PAGES ARE THE
EW MEDIA / MARKETING CHANNEL

KEY INSIGHTS CONTENT ‘NFORMS

DIGITAL
THE PATH TO PURCHASE
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Best content comes from manufacturers
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Best content comes from manufacturers

Nutrition Facts
Serving Size 1 Can
Servings Per Container 8

Amount Per Serving
Calories 0

Total Fat g
Sodium 35mg

Total Carhohydrate g 0%
Protein 0g

Mbt mﬁl:m of calories from
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Coca-Cola’s Content Publication

Process

v' Automated process enabled by API
v Retailers receive content updates instantly

PIM Global Data
Sync
Verified GS1- Network
compliant data (1WS)
Marketing
Content
Syndication eCommerce
eCommerce Platform * Reta:?efs
Images (Salsify)
{® Informatica 7|Profitero
SALSIFY

How to Syndicate with Scale

Typical CSP Content Publication Process

v' Manual process requiring live product samples
v' Some CSP’s receives content updates in 2-4
weeks (sometimes months)

Content
Request
Initiated

Y

Product
Delivered
to CSP

eCommerce
Retailer

'
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Captures
Images &
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Short Term

FTP=

FTP Site with exactly the
same data fields and
requirements

Costs: Low
Level of Effort: Low

Implementation: 2-3 Months

Give Retailers Options

Medium Term

SALSIFY

Allow other content service
providers to help develop
capabilities

Costs: Low
Level of Effort: Low

Implementation: 4-5 Months

Long Term

Create an agnostic approach
to content through a vendor
portal or through an open API

Costs: Medium
Level of Effort: Medium

Implementation: 6-9 Months
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