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CROSSMARK Operates in a Physical World
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Why does CROSSMARK Care about Mobile?

Google  CROSSMARK

The Way To Market
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2012 Study Deloitte Digital

The dawn of
mobile influence
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2012 Deloitte Study

¢ Today Mobile influences 5% of store sales, $158 billion

® 2016 estimated 19% of store sales, $689 billion

Mobile-Influenced store sales vs mComimerce and eCommerce saies
2

Sales (S in Billion)
mCommerce "
3|
Mobile influence 158
on store sales 689
- 228
327

202 W 206

eCommerce sales

Sources: Row 1: eMarketer — US Mobile Commerce Forecast: Capitalizing on Consumers’ Urgent Needs; Row 2:
Deloitte analysis; Row 3: Forrester — U.S. Online Retail Forecast, 2011-2016






It’s All About the App...

....The retailer’'s App




Personalized Offers

®|ntegration of:
® Search history
m | oyalty card data
® Shopping list
= | ocation
m Clip-to-card coupons

® [mpulse offers




Google

Agenda:

The success of online advertising
Big picture trends
Challenges and opportunities

Planning for the Future
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Google

The success of online advertising
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Google

bose headsets

Web Images Maps Shopping More ~ Search tools

About 3,140,000 results (0.28 seconds)

Ads related to bose headsets &

Bose® Headphones - Bose.com

www.bose.com/

Yk KK 5,244 reviews for bose.com

Enjoy Crisp & Clear Sound with Acclaimed Headphones from Bose

Bose QuietComfort 15 Acoustic Noise Cancelling ... $299.95
Bose QuietComfort 3 Acoustic Noise Cancelling ... $349.95
Bose SIE2i

Bose Headsets at Amazon - Big Savings on Bose headsets
www.amazon.com/Electronics-Accessories

Yok k) 965 reviews for amazon.com
Free 2-Day Shipping w/Amazon Prime!

Bose A20 Aviation Headset - r 60 days. No risk
www.mypilotstore.com/BOSE

Free shipping, Free Returns.

Bose | Headphones and headsets

www.bose.com/controller?url=/shop_online/headphones!/...
Bose headphones and headsets deliver high quality audio performance and a
comfortable fit in a variety of designs. Product line includes audio headphones for ...

Noise cancelling headphones - SIE2 sport headphones - Bose products

Bose | Headphones and headsets | Audio and mobile headphones

waans baeco remirantrallar?iirl=/! haadehoanae! hasadenhoanoe/

Shop for bose head

69 S

Bose® A20® Bose
Aviation Hea... Quiet!

$1095.00 $299.
Sporty's Pilot... B&H |

D -

Bose Bose
Around-Ear H... Head:s
$89.94 $164.1
Sam's Club pilots!
Ads ®

Headphone

www.sony.com/X-Heat
Make a Statement with t



Google
Why not for CPG?

GOOSIC anti frizz shampoo

Web Images Maps Shopping More ~ Search tools

About 1,940,000 results (0.21 seconds)

Ads related to anti frizz shampoo @

Anti-Frizz Shampoo - HerbalEssences.com
www.herbalessences.com/FrizzyHair
Defeat Hair Frizz and Flyaways with Herbal Essences® Frizzy Shampoo!

)
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Google

Most of the world’'s commerce is still offline

- Online commerce represents just
7% of all retail sales

- We've helped clients drive sales and
positive ROI here

- Now, we're focused on the 93%

- We want to create similar ROI for
grocers & CPG manufacturers

Source: US Government Data, Feb. 2012. *Note: Figure speaks to the 40,000 Retail Grocery & Supermarket Stores in the U.S.; when

food and beverage stores are combined, the market is $615B. Deloitte, Sept. 2012 Google Confidential and Proprietary 14



Google

Big picture trends
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Google

Dec 2012 - cell phone ownership among US adults
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Smartphone Dumbphone No cell phone
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Google

US smartphone ownership up 30% to 125 million;
tablets reach 50 million

140 -
120 -
100 -
80 -
60 -
40 -

20 -

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

emm==Smartphone Owners  *===Tablet Owners

Source: ComScore Data Mine, ComScore Mobile Future in Focus 2013 Google Confidential and Proprietary 18



Google

The device shift to mobile

In 2011, for the first time, smartphone and tablet shipments exceed those of
desktop and notebook shipments. - KPCB

Source: KPCB Top 10 mobile trends 2011 Google Confidential and Proprietary 19



Google

The time shift to mobile

US Mobile Apps vs. Web Consumption vs. TV

Smartphone owners

180
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Source: Flurry Analytics, Comscore, Alexa, US Bureau of Labor Google Confidential and Proprietary 20



Google

Mobile is 15% of internet traffic and on pace to exceed 25% in 2013.

Global Internet Traffic: Mobile vs. Desktop

Desktop

Mobile
8%

Dec08 Apr05 Aug0S Dec0S5 Aprl0 Augl0 Decl0 Aprll Augll Decll Aprl2 Augl2 Decl2
Source: StatCounter

BUSINESS
INSIDER




Google

Everyone, everywhere, always connected

Wake up

35%

Of Android / iPhone
owners use an app
before getting out
of bed

AM commute

59%
of smartphone

owners use mobile
web while waiting

Mobile

At work Lunch At home
-g—
71% 51% 70%
of web traffic of smartphone of tablet owners
is Desktop owners search use their devices
for restaurants while watching TV
Tablet Desktop

Bedtime

+

21%

of tablet users use
their tablets while

lying in bed

Google Confidential and Proprietary 22



Google

We use different screens together each day and seem to be on our
smartphones all the time.

i re of the time when we're
using a smartphone, we're % using a TV, we're using
using another device another device

+.  —

[ 28%win [ 29%witn D 49%uwin [ 34%win

a PC/laptop a television a smartphone a PC/laptop

: of the time when we're 0 of the time when we're
o/o using a tablet, we're /o using a PC, we're using
using another device another device

+
35%win  [_] 4% wih (D 45%win [ ] 32%win

a smartphone a television a smartphone a television

+
[
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Google
Old influencers are waning

Sunday Newspaper Distribution (millions)

70

60

50

40

30

20

10

O (N U B B
T MM NN NMININO MM ININOO— MOMININO s MWns O &
O O OO OINNIKNININENINNOWWOAOAODOODOODOOY O O O O O «—
OO O OO OO OO OOOOOOOOOOOYO OO O O «—
FFFFFFFFFFFFFFFFFFFFNNNNN%

* Includes paid digital circulation

Source: Newspaper Association of America, March 2013. Google Confidential and Proprietary 24



Google

The traditional Shopper Marketing mental model|

Pre-Store In-Store Post-Store

)

Stimulus First Moment Second Moment

of Truth of Truth
(FMOT) (SMOT)

N

Google Confidential and Proprietary 25






Google

Digital technologies changed the shopper's
path-to-purchase forever

90% of all media interactions are screen
based

500/ of shoppers used a search engine in the
0 path to purchase decision

250/ Of Food and Beverage sales are online
0 ' orwebinfluenced

of shoppers sought info from a retailer
website in the path to purchase

Source: The New Multi-Screen World Report, Google/Ipsos/Sterling, 2012
Source: Google Shopper Sciences, 2011 Google Confidential and Proprietary 27



Google
Shoppers Are Already Digitally Engaged

67%

for consumer
electronics &

o/ technology
0

of all CPG purchases influenced
by some online or mobile activity

food categories non-food categories
34% non-alc beverages 38% baby & child care
19% packaged food 26% beauty & personal care
18% fresh food 18% cleaning & detergents

Source: US Census Bureau, March 2012; Nielsen Digital Shopping: The Topline On Mobile, March 2012 Google Confidential and Proprietary 28



Google

Digital Is Becoming a Primary Driver of In-Store Sales

What percentage of sales will be online or web-influenced by 20157

Personal Care

75%

Sources: Forrester,

Medical Supplies Grocery OTC Drugs

/1% 51% 41%

Google Confidential and Proprietary 29



Google

Introducing the Zero Moment of Truth

Pre-Store In-Store Post-Store

O

Second Moment
of Truth (Experience)

Stimulus

Which influence other moments

Google Confidential and Proprietary 30



Google

The New “Many Moments” Mental Model looks
like a Flight Map

Stimulus

Pre-store stimulus

Pre-store

P ool
oA gty
Friends and ZMOT ‘_
Family Pre-Store or -
In-store
m T FMOT
Pre-Store or In-store

In-store

Source: Google/Shopper Sciences, Purchase Funnel Analysis, April 2012. N = 3,000 Google Confidential and Proprietary 31



Google

People want relevant, digital coupons

65()/ » “I want coupons loaded to my store loyalty
0 card for products that | normally buy.”

650/ - “| want stores to email me with coupons
0 for products that | normally buy.”

660/ * “I would use coupons more if they were
0 more available online.”

Source : 2013 Inmar Shopper Study Google Confidential and Proprietary 32



Google

Challenges and opportunities

Google Confidential and Proprietary 33



Google

Challenge: channel conflict

Walmart >,
Today’'s average amazon
shopper shops 5 , Cvs ’
channels DOLLARGENERAL] €OSTCO
each week — )
PETCOL

How can you increase spend from your best shoppers?

Source: Boston Globe Magazine, Oct 13, 2012 Google Confidential and Proprietary 34



Google

Opportunity: online engagement

Top shoppers

spend an hour [t ---bUthiZ?gtpi?
per week in .
their grocery \ week online.

store...

Can you influence them when they aren't shopping?

Google Confidential and Proprietary 35



Google
Challenge: Not All Shoppers Log In
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Google

Opportunity: mobile engagement

48M 125M
Sunday Smartphones
papers

Can you influence them when they aren't shopping?

* Newspaper Association of America, March 2013
* ComScore Mobile Future in Focus, Feb 2013 Google Confidential and Proprietary 37



Google
If Shoppers Were Only Created Equal...

Google Confidential and Proprietary 38



Google
...But They Aren't

ANATHRTAR

Top shoppers. Never buy paper.
Buys diapers but not formula
Buy private label cereal but not ice cream

Reduced spend last 3 months

Google Confidential and Proprietary 39



Google
Deal Seekers Aren't Always the Best Shoppers

Deal Seekers Best Shoppers
. . . . m ” “ ”
X Going shopping anyway v’ Not yet planning a trip
X Want deals on things they v’ Not shopping all departments

are planning to bu
P & y v Internet user with known

interests

Google Confidential and Proprietary 40



Google

Closing the loop offline

Google Confidential and Proprietary 41



by Google

100% digital, measurable marketing platform for CPG products.

Discover Clip & Save Redeem
Users search for merchant Users save coupons to their Redeem coupons automatically
promotions and account, which stores loyalty | when loyalty credentials* pass
manufacturer coupons credentials through to POS at checkout

S“ﬁﬂl

Save 70¢
when you buy ONE

&2

FIgrR 'S

BOX any flavor Fiber ()%»c

One® Chewy Bars... ¥
-'ng
mteomn Ca

Expires 10/15/2012

... More m

*Or unique identifier Google Confidential and Proprietary 42



Google
Use the entire web as your influencer

Engage millions of users, where they are spending time, every day.
Precisely measure impressions, saves, redeems and sales.

Google Search Google Display Network Google Mobile Maps
1.7B coupon-related queries Millions of websites - the 200M+ Mobile Maps users
in the USin 2011 (2.1B WW) largest display network

Bounty® Coupons
Get Bounty coupons with your

Superb Market Rewards card.
www.superbmarket.com/
bountycoupons

~600 million daily impressions across Beauty/Fitness,
Health, Food & Drink, Shopping, Home & Garden

Google Confidential and Proprietary 43



WebMD

Health A-Z

Search

Drugs & Supplements Living Healthy

Family & Pregnancy

Why WebMD?

News & Experts

WebMD Home * Migraines & Headaches Health Center

Migraines &

Headaches Health

Home
News

Reference

Videos

Community

Questions and Answers
Glossary

Medications

Migraines &

Headaches Guide

1 Overview & Facts
Symptoms & Types
Diagnosis & Tests

2

3

4| Treatment & Care
5| Living & Managing
6

Support & Resources

WebMD | answers |

Most Most
Recent  Popular

Q. What are the
symptoms of
migraine
headaches?

2 answers

Q. What are the
symptoms of
migraine
headaches?

2 answers
View All @

Latest Headlines

Top Stories
More Articles

Migraines & Headaches Health Center

Migraine Phases
Get to know them.

‘

Migraine Headaches

Learn about migraines and
how to treat them.

Migraines & Sex
Tips to help.

Parenting With a
Migraine
Try these 6 tips.

View Slideshow

Migraine Overview

Migraines and other types of headache -- such as tension headache
and sinus headache -- are painful and can rob you of quality of life.
Migraine symptoms include a pounding headache, nausea, vomiting,
and light sensitivity. Headache remedies include various types of pain
relievers. Migraine treatments may also include antinausea drugs and
medications to prevent or stop headaches.

Select a Chapter | Overview & Facts :

GET NEWS UPDATES | RSS HELP

More Sleep May Help Some People Feel Less Pain
Not getting enough sleep? Some extra zzzs each night
may improve more than just your daytime alertness. New
research shows more sleep may also improve your ability
to withstand pain.

Read Full Article

Migraines' Brain Changes Not Linked to Mental Harm
Spine Infections Hit Fungal Meningitis Survivors
More Drug Shortages in Fungal Meningitis Aftermath
FDA: 2 More NECC Drugs Contaminated

Caffeine Can Affect Headache Pain

LV W ¥ A7 T P B D D P

Save Save Email a Friend

Today in Migraines & Headaches

it

ARTICLE
Migraines With Auras

S

S
@‘ 1
Ny

SLIDESHOW
Eye Problems: What
They Look Like

SLIDESHOW SLIDESHOW
See What Migraines Surprising Headache
Look Like Triggers

Advil

MIGRAINE
ubilized by Capsu

Save S1 on any Advil or
Advil Migraine 20ct or larger

8 Google offer:

tial



Google

Offer reminders on a mobile device
A seamless on-the-go experience for consumers

Real-time reminders

of saved offers when
' \ T3 consumers are near
500 feet your store location

' Automatic reminders
when offers are close

fff - to expiring.

Google Confidential and Proprietary 45



Google

Planning for the future

Google Confidential and Proprietary 46



Source: NASA Visible Earth, http://visibleearth.nasa.gov/
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Google

Does relevance matter?

Users are up to

more likely to click on an ad sent to
them in-store versus a typical banner
ad.

Source: MobileCommerce Daily

Google Confidential and Proprietary 49
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Source: iStockPhoto
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Google

Partnering to Win Moments that Matter on Your
Shoppers' Path to Purchase...

N N

Rich reporting &
analytics for
effective

retargeting

L 10

Video, Display,
Search: cross
device

Insights & Pre Store Discovery
Analytics Create Demand

G
Digital Coupons, Influence on
Offers & route to store

Promotions on
Google & Merchan Capture

Sites / Apps In store: gglelglel Drive foot traffic

: : and deepen in-
leferentlate store engagement
experience & via mobile, Maps

stand out & Apps

\

maEeonm ‘
Leverage video and
social to break out

of sameness
Google Confidential and Proprietary 53
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eEducate yourself- be “App-curious”
eSet a great example
eDemand your teams participate

eEngage with Retailers and Suppliers

55



Management Trainee Program

e Fifty seven future leaders

UNIVERSITY OF

@ ARKANSAS o=

UNIVERSITY
THE[ JNIVERSITYOf = oxroso omio
TENNESSEE
WAKE FOREST W
THE UNIVERSITY OIF
TEXAS

‘enactus. \'/
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Mobile Payments

p

R \/1\ 2. B

express), P
. -
| 7 P2Ypass A

ﬂ Google wallet
C

@ ACCEPTED HERE




Spots Brand Promise to Shoppers

(Spot m

Relevant, trustworthy and simple.

The Way To Market @ 58
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RECLINE

GRACO

Nautilus 3-in-1 Booster

GRACO NAUTILUS
3-IN-1 BOOSTER
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Google  Thank youl!

Ben Sprecher
sprecher@google.com



