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Reporting Suite Components

* The Reporting Suite helps you measure, track, and
gain insights on your busniess.

* Bespoke versions can be created for your
business's specific needs.

Power Bl Dashboarding

. Entity Geography Product
Topline Results
‘ Banner \/‘ ‘ Al ~ ‘ Company Fruit v
CONSUMPTION DISTRIBUTION VELOCITY PRICING PROMOTION & MERCHANDICING
Dollars Units ACV TDP Avg # Items $/TDP U/TDP ARP Promo Non-Promo % Vol Promo % TPR % Display % Feature
$358.6K 378.9K 47 3488 836 $403 4240 $1.07 $0.93 $1.14 385 371 30 64
Top Dollars Top Distribution (TDP) Top $ Velocity ($/TDP) Top ARP Top % Vol on Promo
KR Food 4 Less We... $0.2aM Save Mart FoodMa... 785 KR Food 4 Less We.. $6.1K UNFI (SUPERVALU))... $1.49 SEG Frescoy M. 87.00
KR Food 4 Less West $0.08M KR Food 4 Less We... 584 KR Food 4 Less West $0.8K Giant Food $139 SEG Winn-Dixie 80.83
Save Mart FoodMa..  $0.02M Bashas Foods a74 Save Mart FoodMa... ~ $0.2K Coborns $137 Save Mart Foo... 57.20
KR Ralphs $0.01M KR Ralphs 344 KR Ralphs ~ $0.1K Americas Food Bas... $133 KR Food 4 Less... 52.90
Bashas Foods ~ $0.00M Four B Price Chop... 215 Bashas Foods  §0.0K UNFI (SUPERVALU)... $1.32 Bashas RMA- 4851
Top $ Growth Top Distribution Growth (TDP) Top $ Velocity Growth ($/TDP) Top ARP Change Top % Vol on Promo Change
KR Food 4 Less We... $38K Four B Price Chop... E Save Mart FoodMa... $35 KR Columbus $0.89 SEG Frescoy M... 87.00
KR Food 4 Less West $14K UNFI (SUPERVALU)... 29 KR Ralphs $28 UNFI (SUPERVALU)... $034 SEG Winn-Dixie 80.83
Save Mart FoodMa...  $4K Save Mart Lucky 27 Four B Price Chop... $9 HAC Homeland $028 Four B Price Ch.. 368
KRRalphs ~ $3k KR Ralphs 19 UNFI (SUPERVALU)... $8 HAC, Inc $028 UNFI (SUPERV... 030
UNFI (SUPERVALU)... ~ §1K Save Mart FoodMa.. 7 Save Mart Lucky  $3 Bashas RMA $0.26 KRFood 4 Less.. 0.1
Top % Growth Top Distribution % Growth (TDP) Top $ Velocity % Growth (TDP) Bottom ARP Top % Vol on Promo Change
UNFI (SUPERVALU))... 53.1% Bashas RMA 255% Four B Price Chop... 29.6% KR Food 4 Less We... $0.94 KR Food 4 Less... -16.89
Four B Price Chop... 248% Four B Price Chop... 202% KR Ralphs 26.1% KR Food 4 Less West $091 Save Mart Lucky -23.22
Save Mart Lucky 28.8% UNFI (SUPERVALU). 20.0% UNFI (SUPERVALU). 213% KR Columbus $0.89 Bashas RMA 3371
KR Ralphs 26.0% Save Mart Lucky 14.9% Save Mart Lucky 17.5% SEG Winn-Dixie $0.68 Bashas Foods -40.91
HAC Homeland 254% KR Ralphs 58% Bashas RMA 5.6% SEG Fresco y Mas $0.65 KRFood 4 Less... -54.54
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Power Bl Dashboarding

Power Bl is a collection of software services, apps, and connectors that work together to turn your
unrelated sources of data into coherent, visually immersive, and interactive insights. Your data might
be an Excel spreadsheet, or a collection of cloud-based and on-premises hybrid data warehouses.

Benefits:

* Allows for analysis and sharing
of big data.

e Access to the latest information
in real time.

e Utilize multiple data sources.

* Excel integration by connecting
gueries, data models, and
reports.

* Completely customizable for
your business.

Home Back to Data-Origins.com

%Charge  Chenge

. Entity Geography Product
Topline Results
‘ Banner v ‘ | All v ‘ ‘ Company Fruit V|
CONSUMPTION DISTRIBUTION VELOCITY PRICING
Dollars Units ACV TDP Avg # ltems $/TDP U/ TDP ARP Promo Non-Promo % Vol Promo % TPR
$358.6K 378.9K 41.7 3488 83.6 $403 4240 $1.07 $0.93 $1.14 38.5 3
s o D [ | = [ R P
-33.8% -42.6% -38.1% m -44.6% -25.1% -1.0% 15.1%
Top Dollars Top Distribution (TDP) Top $ Velocity ($/TDP) Top ARP
KR Food 4 Less We... $0.24M Save Mart FoodMa... 785 KR Food 4 Less We... $6.1K UNFI (SUPERVALU)... $1.49
KR Food 4 Less West $0.08M KR Food 4 Less We... 584 KR Food 4 Less West $0.8K Giant Food $1.39
Save Mart FoodMa... $0.02M Bashas Foods A74 Save Mart FoodMa... $0.2K Coborns $137
KR Ralphs $0.01M KR Ralphs 344 KR Ralphs $0.1K Americas Food Bas... $133
Bashas Foods  $0.00M Four B Price Chop... 215 Bashas Foods  $0.0K UNFI (SUPERVALU)... $132
Top $ Growth Top Distribution Growth (TDP) Top $ Velocity Growth (3/TDP) Top ARP Change
KR Food 4 Less We... $38K Four B Price Chop... £ Save Mart FoodMa... $35 KR Columbus $0.89
KR Food 4 Less West $14K UNFI (SUPERVALU)... 29 KR Ralphs $28 UNFI (SUPERVALU)... $0.34
Save Mart FoodMa... $4K Save Mart Lucky 27 Four B Price Chop... $9 HAC Homeland $0.28
KR Ralphs $3K KR Ralphs 19 UNFI (SUPERVALU)... $8 HAC, Inc $0.28
UNFI (SUPERVALU)...  $1K Save Mart FoodMa... 7 Save Mart Lucky $3 Bashas RMA $0.26
Top % Growth Top Distribution % Growth (TDP) Top $ Velocity % Growth (TDP) Bottom ARP
UNFI (SUPERVALU)... 53.1% Bashas RMA 25.5% Four B Price Chop... 29.6% KR Food 4 Less We... $0.94
Four B Price Chop... A44.8% Four B Price Chop... 20.2% KR Ralphs 26.1% KR Food 4 Less West $0.91
Save Mart Lucky 28.8% UNFI (SUPERVALU)... 20.0% UNFI (SUPERVALU)... 213% KR Columbus $0.89
KR Ralphs 26.0% Save Mart Lucky 14.9% Save Mart Lucky 17.5% SEG Winn-Dixie $0.68
HAC Homeland 254% KR Ralphs 58% Bashas RMA 5.6% SEG Fresco y Mas $0.65

PROMOTION & MERCHANDICING

% Display % Feature
3.0 64
-13 -40.9
Top % Vol on Promo
SEG Frescoy M... 87.00
SEG Winn-Dixie 80.83

Save Mart Foo... 57.20
KR Food 4 Less... 52.90

Bashas RMA 4851
Top % Vol on Promo Change

SEG Frescoy M... 87.00
SEG Winn-Dixie 80.83
Four B Price Ch... 368
UNFI (SUPERV... 030
KR Food 4 Less...  0.11

Top % Vol on Promo Change

KR Food 4 Less... -16.89
Save Mart Lucky -23.22
Bashas RMA -33.71
Bashas Foods -40.91
KR Food 4 Less... -5454

All data and figures are provided for example purposes only.
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Topline Reporting

Topline Reporting gives recipients the ability to look at high-level performance across Categories and
Brands while drilling down deeper into the metrics for source of performance.

RETAILER PERFORMANCE BRAND PERFORMANCE BY RETAILER

© |l BRAND PERFORMANCE BY ACCOUNT

COMPANY PERFORMANCE BY ACCOUNT TR

. DATA ENDING X-XX-XXXX
DATA ENDING X-X-XXXX 2- TOTAL PORTFOLIO .
3- TOTAL DARY/MEAT (CMCR.Y)

4- HISPANIC CHEESE CATEGORY Select
— Category
Market ! and Market

Select Category from the Drop-down Lis
vvvv TOTAL PORTFOLIO CATEGORY TOTAL COMPANY PORTFOLIO

TOTAL PORTFOLIO AWEEKS 13 WEEKS
4 WEEKS 13 WEEKS o
CATEGORY

002 - FOOD CHANNEL
003 - MASS CHANNEL

MULO X - y : 163 2 0a| seses

MASS CHANNEL 21| s116a1a X $440,847 i - . ¥ 01] 20,139
RETAILER 1 $36,5031 17.2% 19| s113670 $431455] 9.8% 3 L % 36, % % X A% 00| $19,409 18,
RETAILER 2 $ % 7% 0.1 $2,744] 39.5% 7% $5,392

FOOD CHANNEL ¥ [tB)] s2a0386° 6 . 5935361 -

3 $14272 4.9% 8% [UB)] se3803 22% 7% X3l s171.405
56,746 % 6% . 520,659
s 0% - s 00%
$352; 16.8% 3% X $1,069

Benefits: METRIC EXPANSION COLUMNS

& Share Base Base
4 Share PtChg Dollars Dollars Dollars Dollars Dollars Incr. Dollars| Incr. Dollars
i Cl %C in 000' % Cl
| nsoo0) | chg | %Ch8 | ooyg | ogeng | (MO0 he

* Dynamic selections allow users to filter on
various Category/Market groupings.

« Metrics columns can be expanded to gain deeper o V':,
insights into consumption, Distribution, Velocity, e 'il“!:;‘ e

Pricing, and Promo/Merchandising areas.

Home Back to Data-Origins.com
All data and figures are provided for example purposes only. B
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Distribution Tracker

|dentify the breadth of where your product is distributed through ACV and Stores Selling.

Benefits help you ldentify:

* Where are your items gaining or

Breadth of product distribution
by retailer/banner.

loosing distribution and by how
much.

New Item launches.

Home Back to Data-Origins.com

Click in the cell above to select Time, Metric,
and Periodicity

CATEGORY CATEGORY

CATEGORY

(3]

]

Latest 52 Weeks Ending 02-20-22
ACV Weighted Distribution

Total Category 1
Item 1
Item 2
Item 3
Item 4
Item 5

Total Category 2
Item 1
Item 2
Item 3
Item 4
Item 5

Total Category 2
Item 1
Item 2
Item 3
Item 4
Item 5

DISTRIBUTION TRACKER

COMPANY DISTRIBUTION BY ACCOUNT
DATA ENDING 02-20-22

S (Wiest)

TOTAL FOOD
CHANNEL
DEMVER DIVISION

TOTAL MASS
CHANNEL
WALMART CORP

ALBERTSON CORP

FOOD 4 LESS (
FOOD 4 LESS (Mid-West)

63 -EII-EII-EII‘EI-II..'TI-IL.'TI-IL.'TI-EIII
7] 56| 66| 86| &7] 86[ 100] | 8] 9] 100]
13 2] 2] 23] 1| 2] we] [ s[ [ |
3l | 1 7] 4] 7P aeef [ of [ |

2] s8] 3w [ | [ [ [ [ [ ]
1 3 i 3w 1

29| 1] 1] 86| 4r] 86 79[ w0 16] | |
26 | 8] e 8] 45] @[ w| 8] 8] [ |
9| 3] 3] 3] 15] 3] ] s s | = |

18] 7] 7[  79] 30 79[ w] 0] 3 [ |
nl T ] e[ 22] 6| 6] 9] 6] | |
ol | | | [ | | |

61 -IEI-IEI-IEI-E'I-EII-EII-EII‘EI_-EIII

All data and figures are provided for example purposes only.

DataOrigins


http://www.data-origins.com/

Share by Market

Does your Brand or your Competitor have the dollar share of a particular market?

Benefits:
- DOLLAR SHARE BY MARKET

 lIdentify leading share and share

Dollar Share

change by brand by market. Current

CATEGORY $506,957 $486,162 319,794 574, szs

e Dynamically toggle between
different Categories, Time, and
Periodicity.

* Calls out size of prize. et s B

* Quantifies how many markets
your brand and your

competition leads.
ACTIONALBLE CHASE LISTS BY REGION AND MARKET

Opportunity

EAST REGION

Mkt Leader Gap Brand #2 Brand #3 Shr Brand #4

* Develops an actionable target
list of brands to focus on by

market.

< Rank Mkt Leader Gap Brand #2 Shr Brand #3 Shr Brand #4
s - aa
a8
(16.5) Competitive Brand 2 49.4% Company 32.8% CompetitiveBrand 3 2.9%
I . ||

2 New York, NY - Multi Qutlet competitive Brand 1[I Competitive Brand 2 80.7% Competitive Brand 3 Competitive Brand 4
-Multioutiet [T 514 I N R E—
Houston, TX - Multi Outlet Competitive Brand 1 (32.0) Competitive Brand 2 48.5% Company. 0.2| Competitive Brand 4
icago, IL - Multi Outlet competitive rand 1 [ Competitive Brand 2 61.2% Competitive Brand 3 14.9% Competitive Brand 4
t. Lauderdale, FL- Multi Outlet [Stt IS QRS- LY 39.0% Competitive Brand 3 22.5% Competitive Brand 4
/New Mexico - Multi Outlet

Competitive Brand 1 (6.1) Competitive Brand 2 42.3% Company. 36.2% Competitive Brand 3 6.6%
Company s6.5 I

company 24 N N N N —

n, MA - Multi Outlet . Y Brand3  16.3% Total Cacique Cheese
Orlando, FL- Multi Outlet competitive Brand 1 [ competitive Brand 2 32.2% Competitive Brand 3 26.6% Competitive Brand 4

Home Back to Data-Origins.com
All data and figures are provided for example purposes only. B
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Post Promotion Analysis
Assess performance of your promotions and ROI.

Benefits help you Identify: SALES SECTION EXPENSE / ROI SECTION

Company Post-Promo Tool Instructions: Expense / Display Inputs
* All sales promo performance R
. ':f‘:“'!“ RETAILER A 1) Select Retailer from Drop-down s -
m roduct 2) Selact Product Line from Drop-down [ Wslcost/Bar [§ 050 5
et r I CS O Line: PRODUCT / PRODUCT GROUPING 3) Select Start and End dates from Drop-down [ UnitCount | 1}

4) Manually input any necessary expenses into the dark blue boxes to the right.
(W/E) Start Date

2/5/2023 5) If applicable, select display from light blue drop-down.
. a) If applicable, enter count of displays in dark blue box. : 16 ct Power Panel Display Shipper
C REtU rn on InveStI | lent after (W/E) End Date  PYRLYPLPE]
/Cost It
entering in your marketing ies] ] el miete

Promo Name 2 for $3 ZIZ,";LEZTL Field
expenseS- PRODUCT / PRODUCT GROUPING PRODUCT / PRODUCT GROUPING
SALES VOLUME (UNITS) PERFORMANCE - ACTUAL TRADE / EXPENSES PROMO SPECIFIC
° U ser se I e Cts on Iy 4 key TTL Units 279,787 %promoted  71.3% %amDisout  16% Per Unit Total Per Unit Total
. ) TrEhEmf | ) Net/Bar | $ ! Nsvs  § 169,041
. S .. Trade Exp S 50,493
Non-Promo 80,211 Base 151,182 . ‘ 5 ~ S
parameters from drop : : e’ 604 x| g oo B | = R
. On Promo 199,576 Incremental 128,604 Shippers / v e 3 . .
7 ~ PERFORMANCE - PLANNED (Linked to Planner) Displays Exp $ . Displays Exp . GP/Bar $ b Gross Profits  § 69,253
. Subsidized Base 70,972
AT P— : : oAl
° g d f d A d d PRICING 3 -
D e S l g n e 0 r Sy n I Cate a n ~ ~ PROMO COVERAGE / MERCH QUALITY PROMO ROI
. Non Promo ARP  § 1.91 PromoARP  § 1.60 ~ )
) h | p me nt d ata o ACV Any Merch 72 OtherExp  § - OtherExp  $ - GSV $ T 219,534

RETAILER MARGIN . . . TTL Exp (Trade + €OGS)  § 150,281

ACV Display 1 TTL Exp S 50,493

Everyday | | ROI$ s 69,253
55.6% ACV Feature N
? ro E [ 26%

Home Back to Data-Origins.com

All data and figures are provided for example purposes only. DataOrigins
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Metric Trends

Displays a trend of key metrics by Month or Week.

Benefits:

e Comparison of your
performance vs. competition
over time.

* Visual reporting helps develop
correlative insights.

e Dynamically toggle between
Metric, Category, Geography,
and Periodicity.

Home Back to Data-Origins.com

Dollar Sales
% Change vs YA

Total Category
Total Company Brand

Compa b-brand 1
b-brand 2

Competitive Brand 1
Competitive Brand 2
Competitive Brand 3
ve Brand 4
Competitive Brand 5
itive Brand B
ve Brand 7
Competitive Brand 8
Competitive Brand 9
ve Brand 10
Competitive Brand 11
Competitive Brand 12
Competitive Brand 13
Competitive Brand 14
Competitive Brand 15
Competitive Brand 16
ve Brand 17
Competitive Brand 18

TREND OUT PERFORMANCE METRICS BY COMPETITIVE BRAND

W/E03-21-21

:

04
13.8%

/i . . .a 8“
-13.3% 3% 18. 6. -11.7% -10.5%
] ! 2.99 0.99 3. 55 ) 11.8% -11.0%

W/E 05-16-21
W/E 06-13-21
W/E07-11-21
W/E 08-08-21
W/E 09-05-21
W/E 10-03-21
W/E 10-31-21

_

17.1%

9.4% 11.7% 14.4 14.3% %o
___ _

19.6% 16.3%

:

_

_

All data and figures are provided for example purposes only.

)ﬂ
39.9%
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Panel Metrics Dashboard

View your company’s panel metrics on one page.

Benefits: PANEL METRICS DASHBOARD
4 uyin i MAKE SELECTION FROM DROP DOWN BELOW
* Identify where your ST
, CATEGORY VS. COMPANY
HOUSEhOId penet ratlon TOTAL CATEGORY 1 Year Over Year Performance

40 25
COMPANY CATEGORY 1 . . ‘ L :
TOTAL CATEGORY 2 | 73 04] 3. - : . f .
COMPANY CATEGORY 2 3.2 0. 6 0. 6
TOTAL CATEGORY 3

COMPANY CATEGORY 3 _ (0.3)] 0. :

TOTAL CATEGORY 4
COMPANY CATEGORY 4 1 ‘ . 0.5 0.0 ool 0 zomis

and if it’s coming from first
time or 2x buyers and
which panel metrics might
be driving growth.

Total US

* Index performance against

Purchase Cycle-| Product Trips per Volume Volume $ Opp of 1 More Pt of
ea C h Catego ry' (QUICK VIEW) Buyer Sales per Sales per Penetration

e lCl o b
* Dynamically toggle 263 ol 33

TOTAL CATEGORY 1
between Category,

COMPANY CATEGORY 1

3 TOTAL CATEGORY 2
Geographv and Time i COMPANY CATEGORY 2
grapny, : % TOTAL CATEGORY 3 |29.7 .. 3L : 1. oA Sl - sulls
=38 COMPANY CATEGORY 3 30." 7! ‘ L . : ‘ 9 0. 9 ot 919, 302,241

TOTAL CATEGORY 4 ..281
COMPANY CATEGORY 4 61 (2 ) 2.0 (03) 5 7.70

Home Back to Data-Origins.com

All data and figures are provided for example purposes only. DataOrigins
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Retailer Scorecard

Review the performance of your retailers
on one page.

RETAILER SCORECARD

Retail, Panel & Promo sections updated to 1-1-23

Time Selection
Retailer Selection

Latest 13 Weeks
RETAILER A

Company Category CATEGORY 1

<--- Select from drop-down menus here
<--- Select from drop-down menus here
<--- Select from drop-down menus here

Benefits:

* Have meaningful discussions with your
retailers.

* Touch on all the key metrics.

e Dynamic drop-downs let users select their
respective Time, Retailer, and Category.

$30.5K $30.5K

-33.4% -9.4%

Current

Variance vs. YA

SHIPMENT
FW52-2022

Variance vs. Plan -47.8% -2.8%

Total Category CACIQUE

34.0%
+0.8 Pts

$80.6M $27.4M $25.4M $2.0M
+8.7% +10.3% +8.4% +2.3%

CACIQUE

77.2
+3.3 Pts

$ Per Trip

$211.8K

+8.5%

-15.0%

$355
+20.2%

Trips/HH

Home

Back to Data-Origins.com

Total Category
% HHs Buying

12.9
-0.1 Pts

Category 1

Category 2

PROMO / MERCH

Category 3

% HH Buying

5.8
-0.1Pts

% Vol; % Vol; % Vol; % Vol;
Promo ARP .
Promo TPR Display Feature

$3.74
+$0.20
$1.51
+$0.09
$3.42
+$0.08

All data and figures are provided for example purposes only.

% 1x Buyers

2.1
-0.1Pts

$3.18
+50.11
$1.33
+50.05
$3.01
+50.09

% 2x Buyers

3.6
+0.0 Pts

36.9
-0.5 Pts
34.7
+11.7 Pts
325
+0.8 Pts

$/Buyer

$21.06 $4.38 4.8
+51.19 -50.21 +0.5 trips

23.5 4.9 8.5
-2.2 Pts +1.2 Pts +0.4 Pts
27.0 3.5 4.2
+11.6 Pts +0.8 Pts -0.7 Pts
243 3.6 4.6
-0.7 Pts +2.1Pts -0.6 Pts

DataOrigins
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CDI - BDiI

Assess both Category
Development and your Brand’s
Development by market.

Benefits:

e Understand how well a category will
perform within a given market
segment, comparative to its
performance in the market defined by
a population.

* |dentify how your brand is performing
within a specific group of consumers,
compared to the average performance
among all consumers.

* Quickly identify opportunity markets
for actionable insights.

Home Back to Data-Origins.com

CATAEGORY DEVELOPMENT / BRAND DEVELOPMENT

CATEGORY 1

Category (CDI

Des Moines, IA - Multi Outlet
ichita, KS - Multi Outlet
r Rapids, MI - Multi Qutlet
Denver, CO - Multi Outlet

7

NY - Multi Qutlet
, OH - Multi Outl
, FL - Multi Outlet

r

-y

Knoxville, TN - Multi Qutlet 119.
119.6

119.

1

Salt Lake City, UT - Multi OQutlet
Spokane, WA - Multi Outlet 119.
oledo, OH - Multi Outlet 117.
ampa/St. Petersburg, FL - Multi O 117.
hoenix/Tucson, AZ - Multi Outlet 117.
ra, NC - Multi O 117.1
116.

A 116.
ndianapolis, IN - Multi Outlet 115.
acksonville, FL - Multi Outlet 115.
South Carolina - Multi Outlet 115.

I 114.8
114,
113.
113.
113.
112.
111.8
109.

gory (CDI)
| Des Moines, IA - Multi Outlet |
[Denver, CO- Multi Outlet |
[Knoxville, TN - Multi Outlet___|
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1
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OK - Multi Outlet
ortland, OR - Multi Outlet
ico - Multi O

)
=
=
3
I
c
W
o
T
=
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=
o
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=3
M
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Louisville, KY - Multi Outlet

o
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m
@

[ws]
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@
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Dallas/Ft. Worth, TX - Multi Qutlet

Markets with Opportunity:

Company Brand 1 (BDI)

Los Angeles, CA - Multi Outlet
an Diego, CA - Multi Qutlet
hoenix/Tucson, AZ - Multi OQutlet
Dallas/Ft. Worth, TX - Multi Outlet
Portland, OR - Multi Qutlet

eattle/Tacoma, WA - Multi Outlet
Las Vegas, NV - Multi Outlet
Denver, CO - Multi Outlet
Houston, TX - Multi Outlet
Sacramento, CA - Multi Outlet
West Texas/New Mexico -
Boise, ID - Multi Qutlet
alt Lake City, UT - Multi Outlet

I
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o
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Spokane, WA - Multi Outlet
Raleigh/Greensboro, NC - Multi Qut|
Charlotte, NC - Multi Outlet
Columbus, OH - Multi Outlet

New England - Multi Outlet
Cincinnati/Dayton, OH - Multi Outle
Omaha, NE - Multi Outlet

Kansas City, KS - Multi Outlet
Richmond/Norfolk, VA - Multi Qutle
Indianapolis, IN - Multi Outlet

in

Des Moines, 1A - Multi Outlet
Chicago, IL - Multi Outlet
Louisville, KY - Multi Qutlet
Nashville, TN - Multi Outlet
Boston, MA - Multi Outlet
Baltimore, MD/Washington D.C
Roanoke, VA - Multi Outlet
ulsa, OK - Multi Outlet

c =
=
=
©
=
=]
e
=
=
=
el
-5}
=
=
=
|
=
b =
¢ =
. o

=

All data and figures are provided for example purposes only.
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Markets with Opportunity:

Company Brand 2 (BDI)
Los Angeles, CA - Multi Outlet
Dallas/Ft. Worth, TX - Multi Qutlet
Phoenix/Tucson, AZ - Multi Outlet
Las Vegas, NV - Multi Outlet
an Diego, CA - Multi Outlet

I

Denver, CO - Multi Outlet
Salt Lake City, UT - Multi Outlet
Houston, TX - Multi Outlet
, 1D - Multi Outlet
ulsa, OK - Multi Outlet
ity, OK - Multi Outlet

Little Rock, AR - Multi Outlet
Portland, OR - Multi Qutlet

]

()

eattle/Tacoma, WA - Multi Outlet

v = |0 = o
HEEIE IEIE|e ar
= 2| =) 5 (5 =
° S |= 5 = %
— g |w ~ m o
GAEDAE 2[z|. S
l ol ? = T
=4 Skl £ £
= i =3 =3
=[5 (2o o 3
o = = ®
= =2 =3 =3 a5
Z|E|o|® 2 8
& =
=
o
=
—

2]

)
<]
S
pun
=t}
S
a
w
a
=]

"~
o
o
T
=t}
=
2
0
=
=
=
=
@)

]

Kansas City, KS - Multi Outlet
L ile, AL - Multi
Raleigh/Greenshoro, NC - Multi Qutl
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Spokane, WA - Multi Outlet
Memphis, TN - Multi Outlet
Mississippi - Multi Outlet
, GA - Multi Outlet
Birmingham/Montgomery, AL - Mul
Miami/Ft. Lauderdale, FL - Multi Out]
ampa/St. Petersburg, FL - Multi Ou
Orlando, FL - Multi Outlet
Minneapolis/St. Paul, MN - Multi Ou|

- Strong Dev. Index > 120

Avg. Dev. Index Range > 80 & <120

-Weak Dev. Index < 80

Opportunity Markets
Index of 100

DataOrigins


http://www.data-origins.com/

Fair Share Analysis

Does your brand have the necessary shelf space
for the dollar share it’s generating.

Fair Share Index (Latest 12 Weeks) - Retailer A Shelf Set
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Benefits:

]

e Quickly identify which brands are over or under-spaced.

BRAND 2
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* Use as a defensive tool to identify competitive brand
over-space conditions.

ol
~

BRAND 2

BRAND 5

.

m
BRAND &
BRAND 7

[

@
B
=
a
@
-
w

=
-

BRAND 3

SHELF SET TTL

I
=]

COMPANY BRAND 0.8

BERAND 10

e
~

° - -

o

Home Back to Data-Origins.com
All data and figures are provided for example purposes only. BB e
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