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2020:

We've said the word
“unprecedented”
an unprecedented
number of fimes.

And 2020 isn’t over.



Has consumer behavior
permanently changed?

Yes*



How Kroger and Kroger
Precision Marketing are
Optimizing the Digital Aisle



Make the digital aisle
convenient
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Having a strategy focused on convenience

prepared Kroger for the grocery ecommerce
acceleration







A convenient digital
aisle spans across
shopping channels
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Make the digital aisle
Inspirational
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FUN & EASY
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Shop Now -

Consumers have
heeded product
inspiration to
overcome new
challenges
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The impact of
ecommerce

extends beyond  [EHE==

Kroger gives (PG advertisers

ecommerce more sales visibility

Kroger Precision Marketing too
of campaign performance

offers omnichannel view




Figure 11. Level of ability to measure ROI,
by media platform
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Kroger advertising
Email marketing
Paid search

Amazon advertising

Brand partners
rate Kroger as #1
for proof of
performance
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Product listing ads

WMG (Walmart) advertising
Target advertising / Roundel
Display ad

Social media ad

Organic search (SEO)

OTT/ CTV {over-the-top media / connected TV)
YouTube ad

Audio (e.g. Pandora, Spotify)
Podcasts

Influencer marketing

Digital "out of home" advertising
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Among ecommerce professionals who used Kroger advertising in the last 12
months, 93% indicated that they were able to measure ROl very well or moderately
well, while only 59% say the same for podcasts.

Source: Catalyst and Kantar: The State of Ecommerce Landscape Study, April 2020
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