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A FRESH TAKE

ON MFFM

Following the success of the 2022 campaign, the 2023 co-operative
campaign will track millions of daily shopping list activities through
proprietary 15t party data to reach 100% verified grocery-minded
consumers on their mobile device at critical points along the path to
purchase—trip preparation, product search and product selection.
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Products added to a shoppers digital grocery Percent of shoppers who added a

list or e-commerce cart during MFFM. participating brand to their shopping list and
also checked it off their list by the campaign’s
end. A proxy for in-store purchase.

&>
$401.4K e @ 69% NNk shoppees

Total cart value of frozen products placed into Percent of consumers adding generic or

e-comm carts across the brands which competing brands to their grocery list, added

leveraged click-to-cart. a participating MFFM brand during campaign.
o'g®

W
2022 45.3MM 05 31% ercicement
CAM PAI G N Total mobile impressions delivered across all Campaign action rate on add-to-list

AdAdapted touchpoints. outperformed historical benchmarks.
H I G H L I G H TS LIST TRANSACTIONS PER 1K USERS
Jose Ole = Green‘ Giant Riced Veggres » Eggo + 91 0/ N Ew SH o PPER
Jimmy Dean Sandwiches * Rosina « Celentano » Tyson o ACQ U IS ITI o N

Cumulative list adds for brands which participated in

the co-operative program more than doubled activity .
of 12 months prior while the total number or generic Average percent of list adds from shoppers

fresh and frozen prepared foods list adds declined. who had not added a participating brand to
their digital grocery list previously.
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IMPACT WEEKLY SHOPPING DECISIONS OF HOH GROCERY SHOPPERS

In partnership with AdAdapted—a mobile insights and advertising platform which features 110M+
shopper models across a large network of proprietary apps—the 2023 program will feature a mix
of Click2Cart, Add-To-List, Keyword Intercept, Awareness and Consumer Poll ad units to engage
shoppers at the exact moments to impact weekly shopping decisions.

HOW WE’RE
DOING IT?

V)

Q O

1 serve my family frozen

entrées primarily due to:

Convenience

Nutritional Benefit

Taste

CLICK-TO-CART ADD-TO-LIST KEYWORD INTERCEPTS AWARE AD UNITS CONSUMER POLL
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ENGAGEMENT
Ryt
Gets branded products on consumer lists & in e-comm carts

Engages mobile grocery shoppers
Connects ad spend to purchase intent

v' AUDIENCE

Reaches exclusive network of list apps
Comprised of HOH grocery shopping decision makers

v' INSIGHTS

Learn what other products and brands consumers added-to-list
Discover when and where people shop
Evaluate brand lift and consumer conquesting

s DRIVES

Awareness
Pre-Shop Engagement
Trial and Purchase

Repeat Consumption
ON THE MARK
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MOBILE HAS BECOME INTEGRAL PART OF THE GROCERY-SHOPPING EXPERIENCE ‘ NFRA
« Nearly nine out of 10 U.S. grocery shoppers (89%) now use a smartphone at the store, up from 67% in 2015

« 58% of consumers polled report being comfortable using digital and online tools to help with food shopping,
compared with 42% in 2017 and 35% in 2015

o 71% of in-store shoppers who use smartphones for online research say their device has become more important

to their in-store experience

COVID-19 HAS ACCELERATED ONLINE SHOPPING

o 82% of people who reported shopping online more during the COVID-19 pandemic say they plan to keep shopping
online with increased frequency after the pandemic ends

WHY DIGITAL
SHOPPING LIST

« More than a 1/3 of people say they will be shopping online more in the future because of the Coronavirus

& E COM M « 63% of those who said they bought groceries online since March 2020 said it was their first time doing so, and 69%
- of those who ordered groceries online during the pandemic said they plan to continue doing so in the future

USE OF ONLINE GROCERY APPS IS GROWING...FAST!

« Approximately 49% of consumers within the US (nearly half) use a digital shopping lists app, making it growing
way for consumers to plan their purchase journey

» Grocery apps saw the biggest growth last year, with a 40.9% rise in smartphone users
o The increase in use makes ad integration within these and other relevant apps a viable channel for CPG marketers

to reach today’s consumers
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v" Streamlined campaign touchpoints
v offers greater affordability while ensuring a stronger ROI
4 in a post COVID environment

v in high impact, contextually relevant advertising environments

PROGRAM v Maintains ability to and objectives

BENEFITS

4 —manufacturers, retailers, and wholesalers alike
v 1t party, and purchase intent strategies
v More in-depth post campaign reporting

v" All creative and account management
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Connecting CPG brands and retailers with active shoppers to drive measurable
awareness, purchase intent and product trial by cutting through the clutter and
introducing new food products to busy moms and other household grocery
shopping decision makers as they navigate the aisles throughout the store.

- _ - ...
AC TIVATIO!L ADAPTED




AdAdapted Add-It converts awareness to purchase intent by encouraging consumers to add
promoted products to their grocery list app from both in-app and out of app (lifestyle) integrations

« 100% digital list builders through 1st party data
- Personalized messaging based on the specific list app they use

9:00 w7 -
- Deliver purchase-driving brand copy and a ) S, ooo
call to action that encourages trial. Capture
ADD-IT intent by letting consumers add branded + Newitem @
FUNCTIONALITY i i i i 3 Gio’s Frozen
products to their favorite shopping list S oviexan.

A full meal, without the
full prep. Find them in
=1 the frozen section.

, " “
- Retarget consumers based on list behavior, v o - ' e
Rl \'= A fullmeal
i &/ withou e
TIER1: prc.>ducts.added to list, and product _ ith pr;g-,
1,781,250 adjacencies L | e =T
IMPRESSIONS Y Y Y
TIER 2: - .___.-Q:,'
2,406,250

work with the client to confirm specific content. WARKETING & PROMOTION
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ADDED TO LIST C——

@R Gio's Frozen

’ Gio's Frozen Entrée Meals : .
Entrée Meals

A full meal, without the

=]
i%! full prep. Find them in
=1 the frozen section.
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Afullme

without the
full prep.

Find them in the freezer section!

Add to Out of Milk &
ey |
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AD OUTSIDE . . . AD INSIDE
OF APPS mobile OF APPS

!

%‘ GROCERY APP

9:00 w! T -
) S ooo
Shopping list
+ New item m

Gio's Frozen Entrée Meals

Kale

Juice

Eggs

Carrots

Bananas
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eat a bit better™
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AdAdapted reaches all kinds of shoppers on mobile. In addition to add-to-list, we can drive them to
shoppable mobile carts supporting purchase from their mobile devices in alignhment with SmartCommerce

- Leverage AdAdapted’s Audience (HOH decision-
makers), Data & Targeting ‘ ‘
gt 1>
- Give Shoppers more ways to buy your product

- Supports major retailers including Walmart, Kroger, x i

Target, and Amazon
CLICK-TO-CART - Ads equipped with Add-to-Cart functionality for

seamless, obstacle-free user experience

&
Today Tue 10 Wed 11 Thu 12 Fri L’?{fﬁ! @ $5.99

i ;

TIER 1: L&ﬁ:_d r.r..m,L., .
1,781,250 T /- 4
IMPRESSIONS >
TIER 2:
2,406,250
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Click2Cart® is a trademark of SmartCommerce, the provider of Click2Cart® services.
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Ideal Context: Branded ads are immediately presented in response to specific product terms entered

while consumers are thinking about what they’ll buy in the near future.

Shopping List v & .-

I Meai

- AdAdapted triggers promoted product in the “right place/right time”: B Nl moaiseinons
When shoppers search for a predefined list of terms or add a J Meals Frozen Foods
relevant product to their list. Mosi bare snacic
KEYWORD - Use of Keyword Intercept improves campaigns Cost Per Action (CPA)

INTERCEPT

- Keyword Intercept drives awareness, consideration and supports
targeting of Add To List ad units.

qw e r tyuiop
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Use custom content to aligh your brand’s message with recipe content, product
information, seasonal and holiday-themed content that inspires target shoppers to buy
promoted products.

Ve B e _
I.-' \.
v
il T -
Positive Livin . a8 ¢
g Quality Frozen Meals - Quallty Frnzeln..!fca.l.s.l

\\& Jiscover Gio's Frozen Quality Entrées \7_—/|

Mac and Cheese with

Alfredo with Grilled Chicken, and Broccoli
Chicken and Carrots 5

AWARE AD
UNITS

Spicy Mac and Cheesse with
Steak, and Mashed Potatoes

Mac and Cheese with
Chicken, and Broccoll >

Mac and Cheese with
Meatballs, and Apples >

i i i

i i St S L e IMPLEMENTS OF
Mac and Cheese with arbicial anvors, proseryaties o oo COOKIFICATION

Huggets, and Broccoli 5

TIER 2 ONLY

300,000
GUARANTEED P Main Page Native Ad : | @ e S NG A et
IMPRESSIONS sy st b o fo user ok o rond

Creative thought-starter sample. AdAdapted will
work with the client to confirm specific content.
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W We want your feedback!

Help us make your app experience
even better!

Tap here to take a quick poll

Want to know more about if and why consumers are adding your
products? Let’s ask them:

wil = @-)

SURVEY OVERVIEW

«  Custom poll that can target consumers based on what creative they
saw, what actions they took and what products they added to their list

I serve my family frozen

entrées primarily due to:

« Collect consumer insights, such as competitor analysis, product usage
or shopping habits

Convenience

CONSUMER «  Recruit known HH Principal Shoppers and ask them questions to
POLL capture valuable insights

- Guaranteed # of responses based on campaign size

Nutritional Benefit

TIER 2 ONLY

75,000
IMPRESSIONS Taste

m AK

, INC.
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WHERE SHOPPERS ADDED-TO-LIST TIME TO FIRST STORE VISIT

@ Home 5%
10.4% j,k”;

Other Other errands 20%

15.0% 15%
At Work

10%

24.2% o

In-Store ”

0%
1day 2 days 3 days 4 days 5days 6 days 7 days

DETAILED UNDERSTAND CONSUMER PREFERENCES, ADJACENT PRODUCTS, AND
MORE!
CAMPAIGN e

RE PO RTl N G MONTHLY TRANSACTIONS PER 1K USERS

400 B Sparkling Water o PLUS LARG E R
B CONSUMER TRENDS,
B Water o SHOPPER
B s L INTERACTIONS ACROSS
R CATEGORIES &
PRODUCT TYPES

Basket Correlation Index: Brand Name Water
High Indexing Items

gl ON THE MARK
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SAMPLE

CROSS-OFF
ANALYSIS
REPORTING

a
DDDH
99.0%

Incremental List-Adds

% of list adds from shoppers
who did not have “Name
Brand” Water on the list
previously.

i
59.8%

Conquested Customers

% of adds from shoppers that
previously had generic versions
of specific products or

competitive brands on their list.

2
+46.0%

Organic Brand-Lift

Lift amongst shoppers who
organically type in “Brand
Name” Water, post campaign
Vs. pre-campaign.

A

+88%

Crossed-Off Product
Shoppers who added “Brand
Name” Water during the
campaign and crossed it off
their list within 30 days post
campaign.

BEFORE

9:00 ol T -

) i, ses

Shopping list

+ New item oo

Water

¢ NFRA

AFTER

) ). e
Shopping list

+ New item oo

“Brand Name” Water
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Link and leverage mix of supporting tactics—including
influencer marketing, twitter party, consumer promotion and
integration across relevant content platform—

to amplify your Brand message throughout the month of March

- @ "
home 1000
d’ N ! meals VNI
PP L SWEEPSTAKGS

-

UPPORITING TOUCHPOINTS




SNAPSHOT OF

SUPPORTING
TOUCHPOINTS

0

ol v,

Expert influencer assigned to each
brand to create custom content

Ability to target
Editorial content & Social posts

Option to overlay micro-sweeps

Estimated 1M to 1.5MM
Impressions per Brand

Featured placement / integration
across website and social channels

Ad & logo placements
Social Posts

Recipe database
Twitter Party

79MM+ Total Easy Home
Meals Program Impressions

National Consumer Promotion
executed throughout March

Opt-In File

Access to Sweepstakes logo and
link to cross-promote

Estimated 10K-12K
Unique Opt-ins

ON THE MARK
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Each brand will be assigned a Social Influencer to develop editorial posts, compelling images,
custom recipes and content which will be shared across blogs & social channels throughout
March Frozen Food Month

Influencers blend each brand into their personal
stories/recipes to create an authentic message

* Content posted across Blogs, Instagram, Facebook,
Pinterest, Twitter, etc.

SOCIAL

&, Crunchy Beach Mama with Green Giant
oid

@ Stacy Motter

iscover how
Lasa%na With Meat Sauce can be an easy

i the
meal solution for your family, even on
| pusiest of nights.

INFLUENCER * Geo-targeted to specific audience/DMA by brand
PROGRAM

10 coupons each for FREE Green Giant|

* Engagement can be incentivized through hosted
giveaways with their audience via “Micro-Sweeps”

8

ON THE MARK
STRATEGY, INC.

MARKETING & PROMOTION




Logo placement on MFFM Promotion Page

)
Q M Recipes Tes Gh m\
veaways Famiy Fun. Biog. < Sociol
March Frozen Food Month Sponsors
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EASY HOME

MEALS

INTEGRATION

ASLAM
8B, i
b /SNACK!

SR

*Or boosted FB post for participating retailers

Site-wide rotational banner ad*

Featured in Easy Home Meals Newsletter

Recipes, Videos,
Tips & More!

Bt intamaton rcpae o 000 0 VS i wabsies

o S —

A0 savyte

-
Cetentano,

Visit Us For More Reg e
g 3 !

©OPe®®E

"NFRA

Mention in #FrozenFoodMonth Twitter Party

/) Easy Home Mesls 5 Tweets
aepromane Weets & repias
AZ2: Anytime we have @Totinos Pizza Rolls we 5 ¥ Pinneq Ty Media
feel all nostalgic! With so many different Resourcery
flavors, they're the quickest and yummiest PARTY apepy T:'”"'P“@Resa.,rce-‘
after-school #snack! bit.ly/2tQ7wTF #snacks with @EaS‘Hc. VESt Wity USTUES-,MJ"\"W“ -Feb 27
#pizza #FrozenFoodMonth learn mp, £ eheals) g ~OY 8t Zpm g7 5,
T8 resourpe, © 10 be 5 geyic; 5 e chat sz,
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v
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Custom posts and shared content
across social channels
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TIER 1 TIER 2
AD Mobile Campaign Engages Verified
ADAPTED Shoppers At Critical Points 3.58M+ 5.28M+
Along The Path To Purchase
aaCs Custom branded content vi
2 ” § > ustom branded con .en via IMM+ IMM+
i ﬁv Influencer campaign
CAMPAIGN home Featured placement / Integration
DELIVE RAB LES meals across EasyHomeMeals.com 79MM+ 79MM+
Consumer Opt-In File of
Sweepstakes Entrants 10K+ 10K+

TOTAL ESTIMATED IMPRESSIONS

PER BRAND

ON THE MARK
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Below is a conservative estimate to illustrate the cost of program to execute outside the co-operative and the
efficiencies co-operative programming affords

Agency Oversight & Account Management $15,000.00

Overall campaign planning & development
Daily campaign management over all program touchpoints December - March
Recap Reporting & Analysis

All Creative Development & Production $15,000.00
All copywriting, display ad creative and production

Sweepstakes Administration, Management and Fulfillment $9,500.00
Includes microsite development and hosting
Administration, management & fulfillment

CAMPAIGN
R
P ROPOSITION Add-To-List, Click-To-Cart, Keyword Intercepts, Aware Ad Units and Consumer Poll

Media Planning and buying with real time campaign optimization
Program customization indivdualized by Brand

Dedicated Brand Blogger $2,500.00

Includes branded blog post, social shares and optional Microsweeps

Easy Home Meals Promotion $3,500.00
Featured placement on website, Twitter party and social media integration

TOTAL CAMPAIGN COST: $93,500.00
CO-OPERATIVE FEE $39,600.00
SAVINGS $53,900.00

YOU CAN’T DERIVE THIS MUCH VALUE OUTSIDE THE CO-OPERATIVE MODEL G g}'&'}i;@“},‘fc

MARKETING & PROMOTION
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Mark Biggin
President
ON THE MARK STRATEGY, INC.
24 Roydon Drive W
Merrick NY 11566
P: 516-697-1236
E: Mrmjbiggs360@yahoo.Com

These concepts are submitted as a confidential presentation.
© 2021. All rights are hereby expressly reserved and remain the exclusive intellectual property
of On The Mark Strategy, Inc.
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