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Atlas helps consumer goods companies make better decisions
by harmonizing data and extracting richer insights ... in less time.
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With retailers taking more control over the
THE services and environment in their stores,
manufacturers’ ability to influence outcomes at
store level has never been more challenging.

SITUATION

Information Assets

Opportunity-Based Retail Coverage

Brand Engagement

Stakeholder Value by Optimizing and Integrating Information Assets Across the Path-to-Purchase

Improving Stakeholder Value with Intelligent, Opportunity-Based Retail Coverage

Growing Brand Relevance Through Authentic Consumer Engagement
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The rapidly-evolving retail landscape is forcing
retailers to improve operational agility in order to

relevancy. C: ty, retail

are taking more control over their banner's offerings,
the in-store experience and shopper engagement
initiatives. This dramatic shift is creating significant
challenges for CPG manufacturers - particularly in

their ability to influence store-level outcomes.

Copyright ©

,copied, reproduced or

Brands.

&
2=
CONAGRA

(&) ADVANTAGE

&%/ SOLUTIONS

Copyright

Massive changes in retail - driven largely by
dramatic shifts in shopper behavior - are eroding
margins and market share from branded, “big-food”

Jude:

manufacturers. Key factors redefining reta
- Shifting consumer demands and behaviors
- Declining shopper loyalty (banners and brands)
- Increasing channel fragmentation
- Growing acceptance of eCommerce
~Increasing popularity of private label
- Rising cost of consumer touch-points

(in-store, print, digital, social)

copled, reproduced or disclosed in any manner without prior written permission

Today's digitally-connected consumers expect brands to understand — even anticipate — their wants, needs, and desires. They.
seek brands that provide authentic brand experiences. In addition to authenticity, these highly-informed consumers expect
consistent engagements across all touch-points. In other words, they seek authentic, omni-engagements from every consumer
touch-point. The brand's message must be consistently conveyed at in-store events, across social media, via digital influencers,
and through community support, just to name few. Maintaining consumer empathy and alignment is how brands wil remain

relevant to their targeted audiences.

Q’, Winning and retaining market share in
s = today’s hyper-competitive marketplace calls
CONAGRA for new rules — and tools — of engagement.
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Conagra Brands

Sales and Marketing
Modernization Concepts

October 2018

ADVANTAGE

SOLUTIONS

Mastering Growth Through Increased Shopper Engagement Requires
Perfect Pages that Complement Perfect Stores

Through a blend of talent and technology, Advantage offers an enterprise solution that streamlines and synergizes
digital commerce:

Product Selling and Content Management and

1P Selling Content Production Retailer-data Bl

3P Selling Contfent Syndication

Business Analytics

Advantage has invested heavily to

better serve clients and customers

* 250+ dedicated eCommerce professionals

* Purpose built eCommerce platforms and tools to help you better
monitor, measure, and manage your online business

» Expertise in 1P and 3P selling complemented with content services
capabilities

Key Point: Conagra has Opportunities to Improve Online Presence

Advantage has created a proprietary Content Quality Rating system (CQR) to measure the various qualitative attributes of a
online page. Each preduct receives an individual rating (0-7 scale) based on over 20 different elements across key categories.
We used our system to assess 115 product listings across 8 different Conagra brands within Salty Snacks, Dried Meats, Snack

Bars (Glutina), Snack Seeds.

Content Quality Rating (CQR)

Conagra CQR Observations

1
1
1
1
Snack Bars / Granola Bars - 1 ®  Average COR for all 1P categories is 2.9
Dried Meat Snocks  EE———
Snack Nufs I *  80% of 1P pages do not have A+ Pages
Salfy Snacks n— :
, ¢ Average 3P Seller CQR is 0.7
2IAVG 85 Goal e 3Ps weakening brand presence: 338 sellers with over

1,228 product listings on Amazon

o 50% of these Sellers only offer 1 Conagra product,

[FE N

Salty Snacks affecting pricing, brand equity, consumer confidence,
Snack Nuts .
Dried Meatf Snacks and item content
Snack Bars [ Granold Bars

> --
@

5.5 Goal

©Our COR ses an algorithm to generate a score on a scale from 0 to 7 with 7 being the highest. Advantage considers less than 2.5 as needs improvement, between 2.5
and 5 as above average and greater than 5 as excellent,

CQR Influencing Factors

L=

STANDARD ENHANCED ALTERNATIVE GE':"ES::'ED VIDEO
CONTENT CONTENT IMAGES CONTENT CONTENT
30% of CQR: Main  15% of CQR: Product 20% of CQR: Alf, 30% of CQR: 5% of CQR;
Image, Product  tables, A+ Page. 360° View, InPackage,  Reviews, QaAs, Product and
Name., Tours, Infra-Site Links, ©Out of Package. Images. Videos brand videos
Description, 8rend Page. Brand Lifestyle.
Bullets. Search Logo Infographic
Terms, Variations,
Widgets

25




Embracing New Retail Coverage paradigms
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A Case in Point
A Day in the Life of Ben Rice,
A Retail Representative Empowered by RORI.

Meet ROR] (Return on Retai Investments)

ca

Pture
I~
Ore visits for Ben ang

opportunity for the day. ROR
impact hig quarterly performa,

Projects a $10,000 roy
how today’s activigies

also shows Ben
nce bonus,

RORI prioritizes Ben’s day to g ptimize
every retail-allocated dollar.
vanced analytics ang m,
RORI prioritizes the stol

within each store and the optimal route
sequence, Ben, understanding RORI's
conditiona) fogic, knows tasks, stores

and routes are gy bject to change a5 the
day Pprograsses,

manufacture
performance

Using ad-

achine Iearm‘ng,

res, the achivities

Ben completes tha holiday display assij
the remaining items,

Whil

inventory), RoR| alerts g,

o

0 by dynamic optimization,
Increase RO by going

informs
Ben that Proceeding to the next store wil]
2 ¥ournextstore. Eenerate a higher ROJ than remaining at store
#875 t0 complete his last task,

Ben drives to hjs first store {store #873),

which has 3 projected ROJ of $4,000 and 19 Ben jumps in his car and heads to F@-"’\

planneq achivities, His activities are listag in the next store. However, ROR| has

order of anticipated priority.

Store 875: Planned Activities

Co

changed his route Sequence due to

grid-lock on two main thoroughfares, 4
Far the record, windshield time is Re-rauting o covarage
RORY's archenemy,
1. Verify the holiday display is on the sales floor
Selkin a palette of Wolf Brand chili 1o support upcoming demg At the end of the day Ben's manager, Pam Blake, gets an automatic prog-
event _ TS5 report and smiles. She can see how long Ben was at each store and
3 Sellinfout display and secure end cap for personzlized pricing that he achieved 110% of his original ROt Opportunity plan, Benisa great
event ap and she cannot wait to see tha POS data next month for his territory.
4. Cutin new ftem 1-2345678901-3
5. Ensure all 10 of the top-selling regional SKUs are on the shelf with = Dally Progress Report
adequate DOg ROR  Percent of RQI Goa) Achieved
6. Check back-raom inventory MRy :
7. Capture prices aof competitors’ TPRs
8. Upload pics of competitors’ off

Seprember 21, Rt
shelf placements
Report items for reclamation

10,

sme Levl Detaif
|
' e —
Verify front-eng planogram M. Ambers —
F.Dentan Ry
When Ben arrives at the store he checks-in with the store manager
and promptiy begins tompiet

with the #1 priority, he tells
despite the prior commun;

Next, Pam reviews the da

ily performance of her entire team, Pam uses
RORY's dynamic dashboard and immediately sees that Frank Denton’s
daily performance Was significantly below the team’s performance
_ N N ~ goals, Drifling down into
His top priority is now to Bet the holiday display out
of the back and onto the sales flogr. RORI uses this
input to re-optimize Ben's day,

and au‘tnmatl‘callv
makes the followi; ng adjustments:
- Daily ROLis increaseg from $4,000 1o $11,000
- In-store tasks for store #875 changed from
10to7

~In-store ima Increased fr,
one hour

W 45 minutes to
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ATLAS Techno(cgy Group solyes key challenges

IMPROVEMENT
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ATLAS Reporting Studio i
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ers. SpemﬁCBHV,

retail data into relevan, gy
transforms low-value actyi,
rriers that actionable solutions,

& SYStem that converts disparate

orting Studios
ATLAS addresses the key ba

'@ information, Rep,

< analytical engine

Prevent cpg Manufacturers from maximiziny

2 the Ro|

Intuitive reports are. Packaged automatically ingo email
from their retail intelligence efforts, Barriers include:

quickly identifies opporgyyn;

15 with a “Smart Taen feature that

ties while pinpointing Potential sales barriers

Disparate pata and Data Latency

Integration with Legacy Systems

System Complexny (User Adoption)

Reporting Studio also Provides:

- Automated pos downloads - Automated validity checks
~ 6,000+ existing reports
Rapidly Changing Requirements

DIO
‘REPORTING STU

- User-defined, threshold-based alerts
* Easy report customization - Data visualization g dynamic mapping
* Full Ad-hoc capabitities

Slow Tvme-to»Value

~ Excel-based dashboards

From Insight-to mpact

ATLAS combines techno(ogy and advanceq analytics,
Vith unsurpassed domain eXpertise ang industry-leading

2Ivice, to deliver hvgh»va(ue‘ high-return solutions.
Was four “A'5” serve a5 jts North Star for developing,
lementing.

and Maintaining retail technologves to
25€ sell-through ang contain costs,
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ATLAS Technology Group, Inc

) Information Technology and Services » Rogers,

N
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ATLAS

About us

Atlas helps consumer goods companies make better decisions
by harmonizing data and extracting richer insights ... in less
time. Atlas’ single, intuitive interface accelerates the Insight-to-
Impact Cycle, while streamlining the flow of information ... from
data to decision.

Atlas’ proven methodology (Aggregation | Analytics | Activation
| Automation) empowers suppliers to run reperts the way they
run their business. Reports, dashboards and alerts are
generated based on the needs of each user. This approach
provides retailer team leads and category managers with very
granular insights. Conversely. senior leadership teams receive
acticnable insights from across the enterprise.

SOLUTIONS
Reporting Studio

Reporting and Visualization
- Custom reporting and an existing library of 6,000+
templates
- Full ad-hoc reporting capabilities
- Automated POS downloads and validity checks

OSA+ (On Shelf Availability)

ATLAS Technology Group, Inc.

https://Inkd.in/eHUxAjH

One weekend. Thousands served.
Join us for GiveCamp 2018!

& Like E Comment g Share

. See all 67 employees on Linkedin =

Arkansas - 453 followers

Big Data in the Age
of Machine Learning

Recent update Seeall

NOW HIRING

Google Cloud

Software Engineer Il
Business Intelligence Analyst Il

People also viewed
Client Team - Business Support Analyst

Atlas Technology Group LLC
Atlas Technology Group is looking to exp... Investment Banking
nkedin.com 11-50 employees

Current Job
Postings

RTLAS

Atlas Technology Group
Information Technology and Services
11-50 employees

= Onestone
< Y vice
- Information Technology and Services
11-50 employees

c‘ 1 connection works here

Atlas Technologies, Inc.
Defense & Space
51-200 employees

AT
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https://www.youtube.com/watch?v=yf3y4036YNc

Site Performance

10

How are your active users trending over time?

Google Analytics Home
Active Users

Users Sessions Bounce Rate Session Duration
632 778 62.08% Tm 36s
1267 4% 1287.1% 127.3% 116.7%

25 01 0
Aug Sep
Sep 1,2018-Sep 23,2018 + AUDIENCE OVERVIEW

Last 30 days

[r=]

=)

[#&]

400

=)
=]
[=)

* Monthly

786

e Weekly

216

Daily

19

ACTIVE USERS REPORT >

/hat pages do your users visit?

Page

/

fcareers/
fcompany/
freporting-studio/
/biii-2/

fosa/

/products/
fvalue-added/
fdemo/

fleadership/

Last 7 days «

Pageviews

191
a7
33
24
23
18
18
17
15

14

Page Value

50.00
50.00
50.00
$0.00
50.00
50.00
$0.00
50.00
50.00

50.00

PAGES REPORT >




Organic Search S

Some minor victories in
the area of organic search.
Keep in mind, prior to
launching the new site, the
only way we showed up on
the 15t page (not the top
spot on the 1%t page — just
somewhere on the 15t
page; even below the

fold) was to search on
Atlas Rogers, AR.

I call these minor victories

because each search query
includes the word “Atlas.”

11

= @ = All News Maps Images Shopping More Settings Tools
Reply Reply All Forward
€ € =1
Tue 9/4/2018 3:21 PM About 343,000 results (0.55 seconds)
Jeff Rice Atlas | Analytics Advancing Trade
4 FW: Careers Page is Working Properly + Some Rudimentary Site Analytics https://www.atlasdsr.com/ v )
Retailer team-leads need insights into their respective accounts. ... that accelerates the Insight-to-
To Tony Curtis; Ryan Dugger Impact Cycle, while delivering multi-echelon reporting.
Google s wnar 9 Retail Analytics Jobs, Employment in Bentonville, AR | Indeed.com

https://www.indeed.com/qg-Retail-Analytics-l-Bentonville-AR-jobs.html
118 Retail Analytics jobs available in Bentonville, AR on Indesd.com. Apply to Sales Analyst, Analyst,
Bentonville, AR 72712 ... Systems analytics, reporting.

Top 2 organic spots

Retail Reporting Analyst Jobs, Employment | Indeed.com
https://www.indeed.com/q-Retail-Reporting-Analyst-jobs.html «

3164 Retail Reporting Analyst jobs available on Indeed.com. Apply to Analyst, Reporting Analyst, Junior
Analyst and maore! ... Bendon, Inc. Bentonville, AR ...

By o o R

Retail Analyst - Walmart, Bentonville, AR job in Bentonville - Mars
https://lensa.com/retail...bentonville-ar.../bentonville/.../3dc983b4e9b70915cdc7305df ... «

e WO

o e - o ny . — " Feb 7,2018 - Mars is currently looking for Retail Analyst - Walmart, Bentenville, AR near ... AR Job
S { Summary: Sales Analyst maintains data and reporting to
[
-«
Trends | Retail Analytics from Tableau Good “brand association” b . . . . . .
: St { id ol " S ShilohNEXT | Leading Retail Analytics Solutions Provider
; Paid pacemen https://shilohnext.com/ =
i shilohNext is the leading Retail Analytics Solutions Provider with cutting edge technology that is fast,
Y. reliable, secure and provides insights to empowrer.
‘
-«
4 Top 2 organic spots (older posts Es;:"{}!ﬁ‘fgg;;ﬁ(g::‘z;*ﬂ”{"ﬂys'3 | RSi Retail Solutions
; that were not being found due Today's top manufacturers and retailers partner with Retail Solutions to maximize cperational
to indexing;’ search issues excellence and drive sales and measure performance daily.
4
1 (IMO))
4 16 Retail Analyst Jobs in Bentonville, AR | LinkedIn
Pl https://www.linkedin.com » Jobs » Retail Analyst Jobs
- The Retail Data Analyst is responsible for monitoring inventory flow throughout the supply chain by
ki { leveraging multiple sources of data and reporting his or her ...
The Supply Side: Atlas Technology acquired by Advarnage Sales b
SR SIS SIINNE e ¢ Organic Position #3 from recent i i i i
i saigton P -4 Retail Solutions Manager - Walmart - Bentonville, AR - LinkedIn
- i iviti hitps://www.linkedin.c \I—sg utions-mar: Imart-ben Ile-ar-at-jj-famil...
ATLAS Technology Groug. Inc. | Linkedin b Linkedin activities A g R "{u h w PUEYERISRIEL _W _‘7“ i o AR
:;';'_“'I_‘.""“"“"“" it e - Sl D ssnspin

Google s g

Top 2 organic spots
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Other Elements Inside the Atlas Marketing Playbook

Content Marketing Value-Added Pricing SEO
[ | webinars [ ] Discount (perceived) on Products and Services [ | Dynamic Content
[] Articles [ ] Client Agrees to Participate in Limited Joint Programs [ ] Organic Search
] Blogs [ | Speaking Engagements [ ] ppC
[] Podcasts [ | Roundtable Participation Keyword/Meta Desgr
[ ] Videos ] Webinars [ | Getestimate from JumpFly
[ ] Infographics ] White Papers [ ] Directories
[ ] eBook (Gated Content) [] Case Studies [ ] Links
[] Case Studies [ ] Logo Placements (website) L] Inbound
[ | On-Line Posts | Outbound

[ | Downloadable PDFs
White Papers (Gated Content)
Social Engagement

0]

Email and Retention Campaigns

[ ] Gated Content (for opting-in)
[ ] Invitations/Notifications to Upcoming Events

[ ] eNewsletter (opt-in only for Retention Marketing)

[ ] select Service Provider, i.e. Constant Contact

[ ] Portal (for New Clients)

Public/Media Relations

[ ] Public Speaking .

[] Editorials [] Advisory Board
[ | Press Releases [ 1 User Community
[]

Community Involvement

Events

Seminars
Workshops
Conferences
Tradeshows

0100



Targeted Communications Define
by the Sales Cycle

Web Traffic

Social Media
Pay-Per-Click
TOP OF THE FUNNEL: Organic Search

Attract visitors to your site
threugh blegging, Geogle searches,
social media, etc.

Gated Content for Lead Capture (Opt-In)

Offer valuable content such as ANALYTICS ADVANCING TRADE
whitepapers, ebooks, checklists, etc.
in exchange fer their contact info g
i
[ Use creative call-to-action graphics ATLAS P

that link to landing pages te
increase conversiens

HOW A.I. IS REDEFINING

MIDDLE OF THE FUNNEL: RETAIL ANALYTICS

[] Offer to leads who have already downloaded
your top of the funnel content to move them
closer to becoming a customer

[] This content centers around why they should
choose you — and can indude case studies,
testimonials, webinars, live demos, free trials, etc.

BOTTOM OF THE FUNNEL:

[ Offer to leads as part of your lead nurturing sequence of THOUGHT LEADERSHIP SERIES
emails, middle of the funnel landing pages and by direct
outreach from your sales team.

S SS S‘S [C] This content is a more direct approach aimed at Ca se H |Sto ry

qualified leads — and can include free consultations and
assessments, special discounts and promations,
B U I I 0M live demonstrations, free trials, etc. D emo




PRODUCT ROADMAP

OPUS

The performance platform by Atlas




PRODUCT ROADMAP

OPUS

Optimal Performance Utility Suite




Anatomy of the Platform’s Name

Optimal Performance Utility Suite

OPUS

A separate composition or set of compositions by a
particular composer, usually ordered by date of publication.
Any artistic work, especially one on a large scale.




Anatomy of the Platform’s Name

OPUS

UTILITY

The state of being useful, profitable,
or beneficial.
Useful, especially through being
able to perform several functions.




Anatomy of the Platform’s Name

I : A number of objects forming a series or set.
Software designed to work together.




PRODUCT ROADMAP

Surface Scan of the USPTO Came Back “Clean”
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