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Industry globalized . ..

Saudi Arabia

Ghawar Field,
Saudi Arabia
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Production matured & growth slowed . . .
U.S. Field Production of Crude Oil
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A breakthrough was required . . .
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The breakthrough came in 2007 . . .
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A breakthrough that re-ignited growth . .
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In the US, we also needed new
ways to grow . . .

Historic Food At Home Sales Growth
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Demand Moments provided a granular
framework to fuel new growth...

Snack Demand Moments




...by focusing on motivation of Demand

Transferrable Demand




Informs strategy to activation

Portfolio
The The Occasion The Need The Shopper Strategy
Consumer RO WITH) (Why)
)

(Who)

Communication
Innovation
Merchandising

Activation




And facilitates more aligned execution...




...leveraging our collective strengths




Together, we identified two opportunities...

‘ Fuel Your
Day

Enjoy &
Indulge

Indulgent, adult
“me time”, at home
in the evening

Away from home, eat

on the go for a boost
through next task




..focused on two of our biggest businesses
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Leading to two distinct programs

EASY TO CARRY. EASY TO STORE.
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The Lay’s DUAF program was designed
to tap into Demand via digital platforms

facebook & &

~ VOTE. SPIN. MATC
R oy py AT FACEBOOKCOM/I-J\IIINND?XIE :

CLICK BELOW TO SPIN FOR A CHANCE
TO WIN ONE OF MANY GREAT PRIZES!
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The app incented shoppers to try all three
Lay’s flavors

- Wine-Disie Do U A Ilvor Swoepstakes =

a " Winne/Dixie e

You be the judge: Help decide the next flavor of Lay's !
> LIKE us
+ VOTE for your favorite then
O SPIN for your chance to WIN.
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Vote for your favorite flavor

1. “Like” Winn-Dixie to
participate

2. Vote for the next
flavor of Lay’s

3. One spin for prizes
with each daily vote



Great category success

facebook.

| ' Like us on
tt lb Facebook

215k+

app views

19%

Increasein “Likes”



Extend affinity with lunch

Adding Multi-pack to
Basket Increases Ring by

2X

Cracker MP Cookie MP  FL Salty MP

AVG $47




First installation!
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Three takeaways




Solving for Demand leads to more
profitable growth




Digital is a powerful lever in granular
activation
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Journey of partnership and trust
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