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Ramping Up Shopper
Marketing Capability to
Drive Selling Excellence

Phil Stanley, Hershey April 2010
Anne Chambers, The Capre Group
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[EHED, Agenda

The Call for In -Store Solutions

Our oOShopper Jdaneyk et |

Building a Sustainable Platform

Going Forward
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A8, Agenda

The Call for In -Store Solutions




B, The Next Hour of Fun:
Pure Chocolate Happiness
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The Next Hour of Fun:

BB b re Chocolate Happiness
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[EHEB, Confectionery: An Advantaged Category

Highrhousenolad penetration

High impulse- and frequency
Responsive to merchandising

Seasonal destination

oW, private -label-presence
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[iHi#8, Our Brands Are Loved By Consumers

A _—
2 PEANUT BUTTER CUPS /7

Source: Harris Interactive Brand Equity Ranking
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[EHEB, And Provide Consistent Growth

U.S. CMG Annual Category Growth Rate /A
+4.4% <

$15 bn
+2.8%

+4.0% +3.1%

2006 2007 2008 2009
Source: Nielsen/ IRI, Hershey custom database. FDMxC52-Weeks 1/2/10
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i Yet There Are Challenges

Category Management Unlocked Demand

Houschold & Beauty
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Historical category management will not be enough to realize
full demand potential
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s Shopper needs and choices
are becoming more
fragmented and
sophisticated
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Turning marketing capabilities into results
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i Yet There Are Challenges

@J&mf W% MARS

iy
PG -
WRIGLEY ‘:’kraft foods

Key CPG companies have built scale and
potential leverage with retailers
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i Chal l enges For Our ¢

Our aisle Is often: B . 4.~ 5
7 Hard to find Y e
9 Difficult to shop

At check-out our products are:
9 Competing for space
D Impacted by technology
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Turning marketing capabilities into results
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B, Yet Challenges Can Hold Opportunities

Hershey’s strengths can be leveraged
(market performance, robust insights, capabilities)

13

‘Tturl;liﬂuBmaEeEupca[EIitgl;l(ll[le‘sluR M‘




au N
=g

i, Agenda

Our O6Shopper Jblaneyk et |
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[EHEB, Our Shopper Marketing Journey

Insights Collaboration == Performance

Built the Collaborated with Created New

OBrai no Retailers Results
AConsumer ACollaborative AMerchandising
AShopper Planning AJoint marketing
AUnmet Demand AShopper Infused
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