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Media Coverage

Print

FSI Coupons

Digital

Leading Network,
Aggregator, Brand and
Retailer websites,
representing 95% of
traffic to websites that
distribute coupons*

Print Coupons Dropped

Digital Estimated Prints

Weighted Average Face Value

The number of coupons on a
promotion multiplied by the
circulation of that promotion.
Not to be confused with Page
Circulation.

Class

Estimated # of prints (whether
print at home, load to account
or digital rebate) that occurred
while a coupon was captured
online.

Area

The result of combining and
weighting the carious coupon
face values among a category
or set of events and their
respective coupon circulations.

Product Type

We report at the Total
Consumer Packaged Goods
level as well as Food and
Non-Food.

We report nine various areas
which include Cereals, Dry
Grocery, Frozen Foods,
Refrigerated Foods, Shelf
Stable Beverages, Personal
Care, Health Care,
Household Goods and Other
Packaged Goods.

We look at an additional 150
product types to support
category-specific insights
within our data.

ICANTAR

Note: Ad Spend provided by Kantar Advertising Insights—includes Digital, OOH, Print, Radio and TV.
*Amazon.com has been excluded fromDigital in Promotion Trends analysis.






The Advertising Landscape
Total ad spending increased +36.2% to $210.9B in 2021 with CPG increasing +4.5% to $20.1B

Segment Share of Voice

— Ad spending increased across all major
CPG segments in 2021 with the
exception of Household Products which
received a sizable bump in 2020 due to
COVID spending

CPG Ad Spend

$20.1B

— Cosmeticsand OTC Remedies posted
the largest year over year increases
resulting in small share gains at the
expense of Household Products,
Toiletries and Food & Beverages

/ Type

M Toiletries

W OTC Remedies
W Cosmetics

B Food & Bevs
M Household Products 2020 2021

l( AN TA R Source: Kantar Advertising Insights



The Advertising Landscape — CPG by Media

SHARE OF AD $ SHARE OF DIGITAL $
— Digital gained +10-share points in _ S
2021 and became the 2nd largest Online Yideo, 0%
media share of ad spending behind OOH, 1% OOH, 1%

TV

— This shift came at the expense of TV
and Print which each lost -5-share

Radio, 2% Radio, 1%

Desktop Display, 7%

points each Desktop Display, 12%
— Paid Search and Paid Social saw the Paid Search, 8% Paid Search, 21%
largest year over year increases
within Digital gaining +13-share points Vobile Web Video Vobile Web
and +5-share points mainly at the 25% Video, 15%
expense of Mobile Web Video and
Deskt_op Display which !ost a TV, 65% T B
combined -15-share points)
. . . . . Paid Social, 40%
— Online Video and Mobile Web also Paid Social, 35% ’

saw year over year increases without
significant change in share

2020 2021 2020 2021

l( AN T AR Source: Kantar Advertising Insights including 25 different media across 5 media types. Print includes B-to-B, New spapers and Magazines. Digital includes Desktop
Display, Mobile Web, Mobile Web Video, Online Video, Paid Search and Paid Social. Paid Social data available via partnership w ith Pathmatics



YOY % Change %

Top 100 Manufacturers

—In 2021, more than half of the Top 100 manufacturers in Branded ad spend and Print promotion saw year over year increases
after being hit hard by the pandemic in 2020.

— Within Digital, increases were less pronounced than the previous year - however, the subset of Digital Rebates still saw 48
manufacturers increasing activity - 15 of which more than doubled activity in 2021.

Ad Spend Coupons
Traditional FSI (Coupons Dropped) Digital Website (Est. Prints) Dig Rebate
Bo0% Top 100increasing
o Branded 80
500% FSI 61
YOY Spend Increase
500% Digital 32
400% Digital Rebate 48
s Top 100increasing by 100% or more
— Branded 21
FSI
100%
Digital
O% [ - -
Digital Rebate 15

-100%

-200% Digital Website includes Rebate Digital Rebate breakout
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The Promotion Landscape

Print Digital
Weekly Households | 60 million 8.9 million | Monthly Visitors
Coupons Distributed 159 billion 8.7 billion | Coupons “Clipped”
Incentives Offered | $410 billion $15.4 billion | Incentives “Clipped”
Pages Distributed 70 billion 974 million | Pages Viewed

ICANTAR



2021 Highlights




Promotion Activity

Promotion Activity
(2020 vs. 2021 in MM)

181179.6
158695.4
I 7649.5 8663.7
[
Print Digital
V-12.4% N\ +13.3%

Print Promotion Activity
Coupons Dropped (2021 in MM)

134250.1,
84.0%

m Food = Non-Food

Digital Promotion Activity
Estimated Prints/Clips (2021 in MM)

m Food = Non-Food

—In 2021, Print promotion activity
saw a decreaseof-12.4%to
159B coupons dropped, while
Digital activity increased +13.3%
to 8.7B estimated prints

— Non-Food was dominant in Print
accounting for 84% of coupons
droppedwith 134.3B coupons
dropped- this representeda
+4-share point gain vs. 2020

— Food was strongestin Digital
accounting for 65% of estimated
prints with 5.6B estimated prints
— this represented a +3.2-share
point gain vs. 2020

ICANTAR
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Promotion Activity by Area

YoY % Chg in Print Coupons Dropped YoY % Chg in Digital Estimated Prints
Cereals -26.5% 8 Cereals I 2.0%
8 Dry Grocery -27.2% Q Dry Grocery [ 13.2%
2 Frozen Products -43.2% I Frozen Products (. 29.0%
Refrigerated Foods -31.6% I Refrigerated Foods [ 19.7%
Shelf Stable Beverages -35.7% Shelf Stable Beverages (. 29.8%
Health Care -2.0% 1 A Health Care [ 14.9%
§ Household Products -3.5% 1 5 Household Products [ 10.0%
"Z." Other Packaged Goods -19.0% . %' Other Packaged Goods -40.5% |I——
% Personal Care -12.9% > Personal Care I 9.7%
-100.0% -50.0% 0.0% 50.0% 100.0% -100.0% -50.0% 0.0% 50.0% 100.0%

— Digital increased estimated prints in every area with the exception of Other Packaged Goods, while the Print decline was felt across all areas. Despite the area-level
trends, 33 key product types including Facial Moisturizer, Bar/Liquid Soap, Toilet Tissue, Laundry Detergent and Pasta/Macaro ni showed year over year growth in both
Print and Digital.

— Micro-trends: These key product types showed the fastest year over year growth:

Fruit/Dried (+155%), Syrup & Molasses (+62%), Potatoes/Produce (+180%), Condiments/Dry Mixes (+100%),
Food Butter/Margarine (+41%) Syrup & Molasses (+99%)
Non-Food Facial Moisturizer (+123%), Oven Cleaners (+111%), Water Conditioners (+354%), Motion Sickness (+322%),
Suncare (+93%) Tape/All Kinds (+255%)

ICANTAR



Face Val ue — Average Print incentives increased to $2.58

driven by Health Care and Personal Care
— In Digital, incentives fell to $1.78

Weighted Average Face Value driven by a -$0.38 decrease in Non-Food
. 2020vs 2021 o — 5 of 9 areas increased WAFV in Print,
Print - Digital while 7 out of 9 areas increased in Digital
: 5272 — Weighted Average Face Value Per Unit (WAFVPU)
»2.56 now averages $2.23 in Print and $1.49 in Digital
$2.34

Print Digital
sy | o
Cereals $1.03 $1.21 ™

Dry Grocery $1.53 $1.33 7

$1.54  ¢152 5142 $1.49
Frozen Products $0.96 $1.36 ~
Refrigerated Foods $0.96 $1.24
Shelf Stable Beverages $2.38 $2.23
Health Care $3.32™ $2.63
E Household Products $1.58 »~ $1.82 ~
Zg Other Packaged Goods $1.19 $6.99
Food Non-Food Food Non-Food
Vv -$0.02 A +50.22 A +$.07 Vv -$0.38 Personal Care $2.67 N $2.21

ICANTAR 12



FSI Retailer Rank

FSI Retailer Rank
(by Pages Circulated)
2020 2021

1. Family Dollar

2. Dollar General

3. Walgreens
4. Walmart
5. Target

6. CVS

7.Kroger @ ® 7.Wakefern
8. Rite Aid
>< 9. Wegmans
10. Ahold Delhaize ® 10. Publix
. Increase
‘ Decrease
No Change

— Retailer FSI pages saw a -21% decrease in 2021, but still
accounted for 10% of all FSI pages circulated

—The Value channel continued to dominate Retailer FSls in
2021, with Family Dollar circulating 3.7B and Dollar General
circulating 2.1B pages

—Walgreens moved up into the 3rd spot with mass
merchandisers Walmart and Target rounding out the Top 5

—Walgreens, Wakefern and Wegmans were the only retailers
in the Top 10 to increase Pages Circulated in 2021

ICANTAR
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Digital Breakdown

— Retailer Properties continued to dominate in 2021, gaining +7.5-share points for a total of 85.5% of Digital estimated prints

— Load to Account remained the most prominent Digital Program Type with 83.5% share of estimated prints and was the only
program type to increase activity in 2021
— Coinciding with the shift toward Retailer Properties, Regional activity accounted for 89.2% of all Digital events captured in

2021
Brand

Properties, - Network .
0.3% ' Affiliates/Aggregators, 0.7%
REB, 12.2%
Network PAH, 4.3% '
Flagships,
13.6%
Retailer
Properties,
85.5%
Property Type — high level groupings based on Retailer properties (i.e. Kroger.com), Netw ork sites (i.e. coupons.com), Netw ork Affiliates (i.e. couponmom.com) and
Brand properties (i.e. pgeveryday.com)
l(ANTAR Program Type — Digital offer types including Load To Account, Print at Home and Digital Rebate 14
National / Regional Events - National Digital defined as running on coupons.com, retailmenoteveryday.com, smartsource.com, target.com, w almart.com, cvs.com,

dollargeneral.com or across 5 or more parent retailers.



Web Traffic Rank

Web Traffic Rank
(by Unique Visitors)
2020 2021 .
— Coupons.com, Walgreens.com and Safeway.com maintained
1 Coupons.com their rankings within the Top 3, posting average unique
visitors of 2.2M, 1.2M and .6M
2. Walgreens.com
3. Safeway.com
o s — Circle.target.com and Publix.com entered the ranking in
. Circle.target.com ) ) o
2021, while Dollargeneral.com and Winndixie.com fell out of
5. Cvs.com
the Top 10
6. Shoprite.com
7. Bjs.com
6. Meijer.com — 8 of the Top 10 coupon websites showed year over year
Increases in monthly visitors
9. Pgeveryday.com ® 9. Kroger.com
10. Ibotta.com @ ® 10. Publix.com
— OQutside of the Top 10, Pgeveryday.com and Ibotta.com
©® increase remained the highest ranked Brand and Digital Rebate
@ Decrease website
No Change
l(ANTAR Measured w ith Unique Visitors which is defined as the estimated average # of people that visited a specific coupon site location each day the couponw as active. 15
Web traffic data provided by comScore.
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Seasonality

In Print, the biggestdrop
weeks for Non-Food were
January 3rd and August 1st -

driven by Personal Care and Q>
Health Care. Food activity i
peaked on January 3rd -

driven by Dry Grocery.

In Digital, the biggestdrop

weeks for Food were July 25th S
and August 8th - however,

1/17,2/7 and 6/6 were close

behind with all top weeks

driven by Dry Grocery. Non-

Food activity peaked around

the same time on August 1st

and August 8th - driven by

Personal Care.
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Distribution (MM)

6,000

4,000

2,000

150

100

50

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
|
| ]
/ N\
el

l/-/. \ m —n" \ / \ / \/ : \
l—l 5} / / .‘.
a a m B I/ \ l/. L P - ~a g 2} \
~g—= - _a” - / \ // ._./ ./l\./. .’l—l =] \.__. T

Cinco de Mayo "
= / Thanksglvmg
Christmas

\-/- . H . P

: T e e
. \’/ \/ \/:.\. / \ R4 \\/ AL

\\

| ]
. \ o . w/ = \ it P \
- \, LN
a—u—0 - \.\./- \/ ._-\. .\. / .—.’. . .\.\./ . \-/ .\./ \. -\I
.
.
= Uptick in couponing before holidays: Valentine's (Print and Digital), M Food
L__qi\/\ Cinco de Mayo (Print and Digital Food), Thanksgiving (Print and M Non-Food
T Digital Food) and Christmas (Print and Digital)

ICANTAR

17



§ - ]
r A |

‘Promotion Tagti




New Product Activity

2,219

Number of new products
in 2021

90%

Percentage of new
products first seenin
Digital

13%

Percentage of new
products in Food

245

Number of new products
first seen in Digital
Rebates

— Digital continues to be the most popular media for
couponing new products - with Food products
making up the bulk of new product promotions

—New products receive more support in Digital,
averaging 3.6 coupon events per new product vs.
2.2 coupon events per new product in Print

—Non-Food now accounts for 49% of new products
first seen in Digital Rebates

ICANTAR
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New Product Activity

Key Product Types

Snacks (94)
Sauce (57)
Pet Foods & Treats (38)

Bar/Liquid Soap (48)
Hair Care (44)
Facial Cleanser(41)

AlcoholicBeverages (138)
Beverages(81)

Milk/Milk Products (73)
Meat/Refrigerated (54)
Cheese (31)

Prepared/Frozen (52)
Meat/Frozen (37)
Desserts/Frozen (34)

\

I
P —

Dry Grocery

— Personal Care

— Shelf-Stable Beverages

Refrigerated Foods

Frozen Products

155

257

Top 5 New Product Areasin 2021

349

672

ICANTAR
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New Products — Vegan and Plant-Based

As more and more plant-based brands entered the market, we also saw an uptick in new product promotion in 2021.
Plant-based/meatless products were primarily seen in Digital and fell under both Refrigerated and Frozen Food.

FSI creatives highlighted vegan and plant-based ingredients within Personal Care.

SUPER S\/EF? Celebrating Mother's Day m:‘ %ﬁﬂg‘:
SAVE UP TO $4 » 5 s |

c“\ﬁ'i'g ZLANT-BASED
: PATTIES | ND Bl
SAVE | prsure B2 s — I

] Abbott 33 B s s a s sahnie (~ {USHROOM

Ife to the fullest® FODAYI :  on Ensure.com/SavesO \"w: i3 — L .
NEW GROOMING PRODUCTS o e A ; = { i
WITH PLANT-BASED AGIIVES 100% PLANT-BASED PROTEIN, : e o o

: e - '

100% ENGINEERED/FOR MEN 100% DELICIOUS! ‘—D;ETI—-GHI'S

PLANT-BASE
v WITH NUTRIENTS
i Fry's Pland-based Meat DLETERES

e A Y y,

e / W~ dliivaricties SAVE $1.00 No Meat Plant-Based Meat

. FLAYORS, OR

-y s o Jimmy Dean Delights® Multiple stores
) Plant-Based Patty...
Save offer

on ONE (1) Jimmy Dean
Delights® Plant-Ba

Exp 10/04/2021

_________________

_________________
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Digital Rebates

Digital Rebate Activity
(2020 vs. 2021 in Thousands)

714355.6

550471.9

348711.2

251270.5

Food Non-Food

WV -22.9% WV -27.9%

Digital Rebates offer cash or pointincentives thatcan be
redeemed post-purchase

— Following an explosion of Digital Rebate activity in 2020, rebate
programs decreased -24.7% to 800M estimated prints in 2021.

— Food accounted for 69% of Digital Rebate activity.

— Digital Rebate incentives averaged $1.44 in Food and $3.80in
Non-Food - Food face values in Digital Rebates increased across
all areas in 2021.

— In 2021, the biggestdrop weeks for Digital Rebates were October
17th (Food), August 8th (Food) and July 11th (Non-Food).

ICANTAR
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Unique Offer Types in Digital

BOGO

2,747

promotion events
averaging $3.53

BOGO coupons are 'Buy
One, Get One' offers —
requiring consumers to make
a specific purchase in order
to receive a free product(s).

Dry Grocery accounted for
1,402 BOGO events, while
Health Care offered the
highest WAFV at $6.69.

Percent Off

18,775

promotion events
averaging 17% off

Percent Off coupons offer
discounts as a percentage of
the purchase price rather than
a specific dollar amount.

Dry Grocery, Personal Care
and Health Care were the top
three areas for Percent Off
coupons.

Free Product

477

promotion events
averaging $3.02

Free Product coupons offer
a product(s) at no cost to the
consumer.

Free Product events
increased +21% year over
year driven by Shelf Stable
Beverages.

Feature Price

7,945

promotion events
averaging $3.90

Digital Feature Price offers
appear only on retailer
websites and feature a sale
or discounted price point
rather than a redeemable
coupon.

92% of all Feature Price
coupons were in Food.

ICANTAR
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Scale Events and Rebate/Reward Programs

oA
S P2 everyday
REWARDS
YOU EARN REWARDS. P&G DONATES.

o
X

Executed back via prepaid VISA card by mail when you purchase Tide,
Gain, Downy, Bounce, Charmin, Bounty, Olay, H&S, Aussie, Pantene,
Old Spice, Always, Tampax, Gillette, Venus, Secret, Ivory, Safeguard,

and Crest Toothpaste. To download this rebate form, please

TRIPLES

Despite an overall decrease in coupons dropped, the number of CPGs scale
events remained strong in 2021

—12 P&G brandSAVERS, 8 Unilever Super Savers

— 31 scale events appeared in RetailMeNot Everyday and SmartSource FSI
from L’Oreal, Purina, GSK and more

— Rebate/reward programs exploded in 2021 offering shoppers cash back,
points and gift cards

BUY$30 GET %10 =~

KIDS MULTIVITAMINS : ke . »
-IMMUNE SUPPORT | %)
/ GET MORE WITH

Energizer
GoR

/ Keep the Rewards Going and Going N r

Earn points with every purchase
©of Energirer Batteries and Lights.

CLEAN VITAMINS YOU CAN ¢

YT ——

EnergizerGoRewards.com

Loy g es 2 coa 50D ot o 01 AL NE 21 S
P 205 T o0 WL e whene

"
o 1y e S Arerow BOre UL 1, L M MY
e v e,

TEXT UNILEVER 10 467-467 TO START EARNING NOW**
Download the free Fetch Rewards® app.

ICANTAR
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Creative Messaging — QR Codes

Continuing the trend noted in 2020, QR code usage among brands increased for the 2" year in a row - from 69 unique events

in 2020 to over 200 in 2021.

— QR codes linked to rebate/reward programs, sweepstakes, charitable causes, informational articles, product quizzes, free

trials and additional savings.

Help them

i?b'" willio

kids by 2030

B8 our Confidence Kit at
sl st

G / — : B
’
. - -
3% Scan hers to download I

Safe to
use around
klds pets & food

v
Cleans
without harsh
chemicals

V 4
Compostable,
plant-based
cloth

Compostable
Cleaning Wipes

-

NEW! rprobucTts FrRoM G

EARN REWARDS.
DO GOOD.

When you join P&G Gaod Everyday, youllpc!hlg
savings on 60+ brands and earn rewards you'll
hva Plus.yuulldouoodlnmowumboauavm

' automatically donates.

Everyday.com

.00 OFF | $2.00 OFF s3 .00 OFF
ONE COVERGIRL® b ONE coveRaInL® i - .
| FAcE PRovUCT i mwclu ! COVERGIRL

WE WE B

CLEAN & VEGAN FORMULAS /11

Formulasveganasyno ensayadas en animales

ICANTAR

25



Creative Messaging — Social Responsibility

In 2021, CPGs continued to utilize FSI creatives to promote good causes centered on race, gender, sexual orientation, mental
health and the environment — highlighting charitable donations and education programs as well as support for new legislation
and sustainability practices, particularly among beauty brands.

. S . - ' AT
Join <»Dove in supporting ITS OUR D
" S0

, PLANET. e
nuj {RGWN AJ OUR HOME. ' GARNIER COMMITS TO This Father’s Day,
Dove is a proud co-founder of the CROWN Coalition driving AND OUR <70 GREENER BEAUTY: Fas e yamind

legislation to make hair discrimination illegal.

OUR STEPS IN OUR END TO END JOURNEY

Wi NDow / TOWARDS MORE SUSTAINABILITY
- 3 Leam more at GarnierUSA com
\ -
ISNOW. + o o
Small actions at home can make - . 13 —
a world of difference. Here are a 2 ” = . > e e R A
few small steps you can take at ) <

home to help protect, improve

MICELLAR VITAMIN C
and restore our planet.

CLEANSING WATER

&% S maly |
\$37 vome @ L oo OFAU v

SRS

]
e
_ P e =
Scan here to sign —
the CROWN Act petition -— _g '

Dove.com/Crown
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Predictions for 2022

In 2021, we saw a more targeted approach to face value
with incentives increasing in Print Non-Food and Digital
Food. As both CPGs and consumers battle against rising
costs in 2022, we may see CPGs increasingly focus their
best offers where they face the strongest competition.

90% of all new products captured in promotion in 2021
were first seen in Digital and 73% of all new products
captured were in Food. As we move into 2022, we can
expect to see strong support for new Food products
continue in Digital promotion among both large and small
CPGs.

The trend of unique creative messaging tactics is here

to stay with CPGs continuing to utilize the FSI to promote
important brand marketing messages. In 2022, we can
expect to see Print coupons side-by-side with QR codes,
as well as social responsibility and sustainability
messaging.




Thank youl!

Learn how these industry trends affect
your category and how key competitors
use Promotion to support their brands

Contact your Kantar account manager
or our Client Service team to schedule a
business review:

Promotion_ClientServices@kantarmedia.com

About Kantar: Kantar is the world’s leading evidence-based insights and consulting
company. We have a complete, unique and rounded understanding of how people think,
feel and act; globally and locally in over 90 markets. By combining the deep expertise of
our people, our data resources and benchmarks, our innovative analytics and technology,
we help our clients understand people and inspire growth.
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