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c/. nimbus Current Market Conditions

virtual shopping system

Situation: Current economic environment has fostered a reliance on shelf price

Demonstrating Ni mbus”’ Sho

To I T o Io To  To

reduction, whereas long-term brand building is best supported by promoting
shopper-centric features and developing attention grabbing displays.

Developing POS marketing materials that can draw people into the
soft drink aisle.

Measuring impact of POS signs on shelfshopping

Optimizing shelf arrangement to increase focus on desired brands.
Promoting closer examination of featured products.

Quantifying impact of stimuli on purchases.

Providing visualization and analytic tools to codify shopper insights.
Replicating store environments and planograms that reflect the
diversity of soft drink markets where there are upwards of 68
different planograms for the leading brand in the US alone.




™~ TN Nimbus Technology Zooms from Aisle to Package
\/ Er‘tulal shoppi?gs‘;!tg

Ni mbus is able to capture what the shopper is i
sign hanging over the aisle, a price label or even areas of interest (AOI) on the package itself!



N N i mbShapper Marketindglechnology
c/' mmg%& Integrates Eye Tracking & Virtual Shopping

Purchases are tracked in real time
with shelf shopping behavior.

Nimbus is able to capture what the shopper is interested in whether it's a producton the shelf,
a sign hanging over the aisle, a price label or even areas of interest (AOI) on the package itselfl

Shopping the Shelf + Examining the package + Purchase behavior = Shopper Marketing Insights.
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O nimbus True Integration provides morelnsights

timestamp stocknumber description action min sec ms
08:54:12 2009 4400070000028 Herbal Essences Hello Hydration Moisturizing Conditioner View 0 1 515
08:54:14 2009 4400070000027 Herbal Essences Drama Clean Refreshing Conditioner View 0 0 109
timestamp stocknumber description action min sec ms
08:56:01 2009 3300040000010 Dr Pepper Regular 500 ml Examine 0 0 0
08:56:03 2009 CloseUp Close up view of selected product View 0 2 218
timestamp stocknumber description action min sec ms
08:56:08 2009 CloseUp Close up view of selected product View 0 1 874
08:56:10 2009 3300040000010 Dr Pepper Regular 500 ml Buy 0 0 0

The integrated data stream lends itself to analysis using multivariate
techniques and even pattern analysis to answer many critical questions.



¢ * nimbus True Integration provides morelnsights

How does the consumer shop

timestamp stocknumber description action min sec ms t h es h e I f?
08:54:12 2009 4400070000028 Herbal Essences Hello Hydration Moisturizing Conditioner View 0 1 515
08:54:14 2009 4400070000027 Herbal Essences Drama Clean Refreshing Conditioner View 0 0 109

Which ads and signs are read?

timestamp stocknumber description action min sec ms

08:56:01 2009 3300040000010 Dr Pepper Regular 500 ml Examine 0 0 0 WhICh Stlmu“ have the mOSt

08:56:03 2009 CloselUp Close up view of selected product View 0 2 218 ImpaCt on pu rChaSGS?

timestamp stocknumber description action min sec ms Wh a t y S t h e | n t e r a C
08:56:08 2009 CloselJp Close up view of selected product View 0 1 874

0856102009 | 3300040000010 | DrPepper Regular 500 mi ] Buy 0 0 0 price and other pr0m0t|0na|

tactics?

How does shelf position impact
sales?

What ' s the opti mal
facings?



¢ * nimbus True Integration provides morelnsights

How does the consumer shop

timestamp stocknumber description action min sec ms t h es h e I f?
08:54:12 2009 4400070000028 Herbal Essences Hello Hydration Moisturizing Conditioner View 0 1 515
08:54:14 2009 4400070000027 Herbal Essences Drama Clean Refreshing Conditioner View 0 0 109

Which ads and signs are read?

timestamp stocknumber description action min sec ms . . .
08:56:01 2009 3300040000010 Dr Pepper Regular 500 ml Examine 0 0 0 WhICh Stlmu“ have the mOSt
08:56:03 2009 CloselUp Close up view of selected product View 0 2 218 ImpaCt on pu rChaSGS?
timestamp stocknumber description action min sec ms y -
08:56:08 2009 CloselJp Close up view of selected product View 0 1 874 Wh a t S t h e I n t e r a C
0856102009 | 3300040000010 | DrPepper Regular 500 mi ] Buy 0 0 0 price and other pr0m0t|0na|
- tactics?
Nimbus Integrated Data Stream Delivers:
A Lift Matrix of Promotional Response for Each Tactic. How does shelf position impact
A Market Basket Analysis by Shopper Demographics. sales?
A Planogram Optimization through Planograph Visualizations.
A Purchase Decision Tree Analysis. What's the opti mal
A Price Elasticity. facings?



¢ * nimbus True Integration provides morelnsights

How does the consumer shop

timestamp stocknumber description action min sec ms t h es h e I f?
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Which ads and signs are read?

timestamp stocknumber description action min sec ms . . .
08:56:01 2009 3300040000010 Dr Pepper Regular 500 ml Examine 0 0 0 WhICh Stlmu“ have the mOSt
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- tactics?
Nimbus Integrated Data Stream Delivers:
A Lift Matrix of Promotional Response for Each Tactic. How does shelf position impact
A Market Basket Analysis by Shopper Demographics. sales?
A Planogram Optimization through Planograph Visualizations.
A Purchase Decision Tree Analysis. What's the opti mal
A Price Elasticity. facings?



‘e ®* nimbus

virtual shopping system

Nimbus has developed a focus
group based methodology for
testing ads and promotional
materials during development.

Which graphic elements is the
respondent looking at most?

What message is being
conveyed by the ad?

How many respondents
recall the ad?

Multiple areas of interest can
be tracked on each package
and the desired action can
be tested for maximum

impact.

Shopper s
Percent of
respondents
viewing

Ad Designs
AOI_1 31.7%
AOI_2 28.5%
T C5L0% >
AOI_4
AOI_5 22.7%
Design #1
AOL_6 31.2%
AOI_7 38.3%
AOIL_8 44.7%
AOL9
AOI_10 28.4%
Design #2 28.1%

Average
viewing resp
time reca
(seconds)

nterest

1.267
3.876
4.131

2.245

4.438
1.783
1.949
3.008
3.768

Percen

on
llin

43%

57%

Challenge #1: Developing Better In-Store Ads and Signs

and



N T Challenge #2: Testing Effectiveness of Signage in
® ﬂu!ﬂmg!;!g Drawing Shoppers into Soft Drink Aisle

Nimbus provides a virtual store environment
with multiple aisles and a full array of signage
that may be adapted to replicate any retail
environment.

A Aisles may be 66 feet long and 72 inches high as
in a grocery store or only 25 feet long and 48
inches high in a c-store.

A Shopper may navigate down any aisle and
browse at any point.
categories passed are captured.

A Viewing metrics are captured for all signage
including number and duration of fixations.

A Traffic and viewing data are linked so impact of
the signage on aisle traffic can be measured and
reported.

10



N T Challenge #3: Measure Effectiveness of Aisle/Shelf
QU ﬂu!juhopmt,?g!;!g Signage on Catching Sh

Nimbus can test the effectiveness of POS signage in
attracting the shopper to facings using both
traditional eye tracking metrics as well as virtual
shopping behavior (selection/deselection).

Number of shoppers who navigate down the aisle and
pass the soft drink facings.

Number and duration of fixations on POS materials
hanging over center of aisle or attached to the shelf.

Number and duration of

Linkage between sign viewing and SKU viewing
permits impact on interest on soft drink brands to be
measured and reported.

pST5 SUN SUR
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virtual shopping system

Nimbus integrates all the metrics that measure how a
consumer “shops the shel
the products so that a thorough analysis of the purchase
decision can be performed to quantify the stimuli that
influence the purchase.

Nimbus has a Purchase Decision Tree built
into the engine to test all significant points
along path to completing the sale!

Vie\ﬁ/ing
Price C\!jecking
Examinir\f Package
Reading Label

Purchasing

f

e

V)'

e

1.99

Challenge #4: Quantify Impact of Stimuli on Sales
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of i nterest
examination of the SKU.
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¢ * nimbus Appendix

A Purchase Decision Tree Example
A Data Visualization Example

A Sample Graphs & Charts

A Company Credentials

A Project Management
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virtual shopping system

Shelf Shopping Data Drives the Purchase

Decision Analytic Engine

w

Terminated BE5
Views 3105
Price 0
Checks

Examination 0
Label Close- 0
Up

View

Duration{Avg 0.32
)

Price Check
Duration1{Av 1]
g)

Examination
Duration1{Av Q
g)

Label Close-

Up 0
Duration1{Av

g)

Terminated 1796

Views 15583
orocks 49
Examination 0
Label Close- 0
Up

View

Duration{Avg 0.3146
)

Price Check
Durationi(Av 0.1633

a)

Examination
Duration1{Av Q

g)

Label Close-
Up
Duration1{Av
g)

m

Terminated 46
Views 595
Crocks 18
Examination 70
Label Close- 0
Up

View

Duration{Avg 0.4019
)

Price Check
Duration1{Av 0.2118

a)

Examination
Duration1{Av 14.570

9) 8

Label Close-

Up 0
Duration1{Av

g)

mb—

Terminated

111

Views

1150

Price
Checks

318

Examination

166

Label Close-
Up

345

View
Duration{Avg
)

0.5683

Price Check
Duration1{Awv

a)

0.3313

Examination
Duration1{Av

g)

1.0558

Label Close-
Up
Duration1{Av
g)

1.5354

Purchase Decision Tree tests all
significant points along path to
completing the sale!
Viewing
Price Checking
Examining

Reading Label

Purchasing

14
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Examination 725
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gl

nimbus

virtual shopping system

Total encounters is number of shopper-product interactions.

Close-Ups/Returns/Purchases are triggered by joystick,

Views/Price Checks/Close-Ups are monitored by IR camera.

This shopping path is a simplified single line path that represents ane of th

st

D

Purchase Decision Tree Analysis

oReur B

Returned 109
Views 1458
Price

Checks 382

Examination 128

Label Close-

Up 251

View
Duration(Avg 0.5953
)

Price Check
Duration1(Av 0.2501

g)

Purchased 241
Views 3942
Price

Checks 1265
Examination 361
Label Close- 653
Up

View

Duration(Avg 0.6146
)

ULJHE' Close- prevalent pathways leading from viewing to purchasing.
p
Durationpa 14432
ol
Shopping Path
A GEETES T T

Tarmiraed 47 BET Teminated 1766 Termiraied 46 Termirened 11 Roariurned 1 [Purchased 241
Views a iaws 3105 ierws 15563 ieews 585 Visws 1150 views 1453 views 3342
Frica Plice Piice . Frice Frica . Plice . Piice
Checks i Checks a Chocks 934 Chocks 186 Checks 18 Chiecks a2 Chosks 1265
Exarmination [ Examination a Examiration 0 Excamirasian 0 Examinaion 166 Examination 128 Examiration 361
Lahed Close- Lannl Clasa- L bl Clese- Latel Clesn- Lahel Clase- Labnl Clasa- L akel Clesz-

a a i o 245 281 853
ug U up up up U Up
Vi iew ierwi e Wi iews viw

Curaticrfog a
)

Duraiarifwy  0.52
]

Durssion(fvg 03148
'

Duratin|fwg 04018
}

Duratizr fvg 05633
)

Duratianifvg 05853
1]

Durstionifvg 06148
|

Examination
Duration1(Av 3.3986

Price Check
Duration1(Av

4))

0.276

Frica Cneck Frice Chack Price Chack Frice Check Frica Cneck Frice Chack Price Chagk g) g)
Duraticn Ay a Douration a Duradond(Ay 01633 DuratonijAv 0.2118 Dwratiend{Av 0.3313 Durationd{Ay 0250 Duradoni(Ay 0276
g Ell Ell ) gl kil 9
Examination Examination Examination Examiraron Examination Examination Examination Label Close- Label Close-
Duraticnd & a Curation ]y a Dursdon |y o Diuraticn Ay ] Dwrationdify 1.0558 Curationdify 3 3085 Oursdon Ay 2 57ES U U
gl Ell Ell e gl Ell Ell P 1.485 P 1.3769
h;hd Close- LP;‘L.bel Close- I;J:::I Clise- IL_iabEICIDcﬂ:- mhd Clase- I:hd Chase- I‘_Ja;bel Clirse- Duration (AV Duration1 [AV
pumtionine Dumientiay O Dusiontije ° Dusiontis 0 Duralianiiay Duratantiay 1453 Dursionta 752 q) )
gl el el gl gl el {2l
T

Examination
Duration1(Av 2.5765
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e *nimbus (itical Insight on Shopper Behavior Revealed

virtual shopping system

creum BN, E

Returned  109|< |Purchased 241 \Out of 350 items selected for a closer look, nearly

Views 1458 Views—____ 3942 70% (241) were purchased and only 109 were

Price Price

Checks 382 Checks 1265 ———returned to the shelf.

Examination 128 Examination 361

Label Close- 251 Label Close- 653 . . .
Up Up Those items that were purchased had a higher ratio of

View View 1 1 H 1

Drvesontfug 0.5058 Drmion(Avg 06146 views (16.4 views per item) versus the items that

) ) were returned (13.4 views per item).

Price Check Price Check

Duration1(Av 0.2501 Duration1{Av  0.276

i) — S — ltems purchased had an average of 5.7 price checks
xamllnahon Exam_lnatlon ) .

;“fat'Om(A“ 3.3966 g;fa"*‘””m 25765 versus 3.5 price checks for returned items.

Label Close- Label Close-

Up Up

Duration1(Av 1.485 Duration1(Av 1.3769

9) 9)
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virtual shopping system

Insights into Lost Sales Among Brand Users

fotal EEE
Encrounters i ] Encourmiers 2% Encouriars L] Ercounters 2
WIEW MY = VIEW o4 - WVIEW T2 o WIEW 18
PRICE a2 é FRICE ™ ; PRICE 23 E PRICE 5
EXAMINE M= EXAMMNE a0 J EXAMIME 11 §I ExAIME 2
CLOEE 172 5 CLOSE HE CLOSE 28 CLOSE a
FETLRM a8 RETURM ' RETURN 2 RETURM a
FPLURCHASE =] PURCHASE 25 PURCHASE 8 PURCHASE 2
No indicates _

L Lipctsdn Tima - B 2000 co mp e t t E'['-l S 2 WIEW =
e product FRICE 53 PRICE 1
e EXAMINE 14 EXAMINE I
CLOSE 4] CLOSE 10
RETURN a RETURM 1
. PURCHASE 20 PURCHASE 4

Panel was filtered for those
shoppers who identified Out of 63 encounters by O
themselves as brand loyalists Brand Users, 8.salgs WETe | e 2
who also purchased or lost to competitors and PRICE 7]
. . i EXAMINE 5
examined a product in the 20 sales went to their o "
same category. product. REL 1
PURCHASE 2

Younger shoppers
di dn’ t re

Mid-age shoppers
sought more info.

Shoppers over 55 were
more price resistant.

17



c/. nimbus Shelf Shopping Data Visualization

virtual shopping system

Each respondent generates a wealth of data that provides an integrated data stream
on viewing and behavior.

Facings viewed

Duration of viewing

Price checks

Duration of price check

SKU’"s examined
AOQI on package

Duration of examining SKU
SKU’s placed ir
SKU’"s returned

Too T Too To Too To Too To Io

s

L)

3.2 o and turned ir

that can be analyzed to
provide in-depth insights.

18



/;\ nimbus Panel Data was con\{erte.d m.to Easy-to
virtual shopping system Understand Visualizations

Fixations represent the number
of times respondents look at the
SKU. The greater the fixations
the brighter the green color!

Fanta Orange 2 Ltr Bottle had
the greatest number of
Fixations.

The length of each bar reflects
the number of examinations
performed on the SKU. The
longer the bar the more
examinations were conducted.

Fanta Orange 2 Ltr dominates
the examinations with Coke
Classic 500ml (upper left) a
close second




.° . nimbus Nimbus Integrated Viewing Data with

virtual shopping system

The transition to brighter green corresponds with higher sales volume.

Actual Sales

Duration of viewing is
represented by height of the bar.

Fanta Orange 2 Ltr Bottle had
the longest viewing duration.

The color intensity represents
the sales volume. The brighter
the color the higher the sales!

Fanta Orange 2 Ltr dominates
sales volume.

Test flavor Fanta Fruit Twist 500

ml had low duration and low
sales.

20



o~ The Ratio of Examinations to Purchases is
e * nimbus .
virtual shopping system R evea I I N g fee m e

A look at the ratio of examinations to
purchases tells us whether the product
merely excited curiosity or true interest
that resulted in a purchase.

Fanta Orange 2 Ltr generated an
expected number of examinations per
purchase.

We see that Fanta Fruit Twist generated

many more examinations than purchases
(bright green) so while the package
generated interest
yet pursuaded.

Bomoars. | Dommosmes. |8 enainors. O bndngss.. | Doeatnors. | O Gndeass. _ beeass

21

t



@ nimbus

virtual shopping system

Beverage Category

Data Source Name: COKE_1.xlsx -

COKE_18

Last Update Time: 5/21/2009
12:21:10 PM

Mo Filter

Pivot Table of Major Brands of Beverage

EVENTS 1202
VIEW 7577
EXAMINE 264
PRICE 2236
MAMNUF
Coca Cola
EVENTS 168
VIEW 1081
EXAMINE 51
PRICE 31

m

EVENTS 155 EVENTS 21
VIEW 1051 VIEW 1393
EXAMINE 25 EXAMINE 56
PRICE 296 PRICE 305

m

Perfectly Clear

EVENTS 86 EVENTS 90
VIEW 532 VIEW 422
EXAMINE 11 EXAMINE 12
PRICE 160 PRICE 44

EVENTS 133
VIEW 970
EXAMINE 36
PRICE 287

22



¢ * nimbus Nimbus Sample Output

virtual shopping system

Charts & Tables Brand Situation Report

Brand 0 p
POS Ad Impact Comparison Chart — 23 = Fled
Overall Impact 39 e
30 Soft"Ad
lex” Ad "Soft'Ad _NoAd word
Percent Ad Viewers 2 5 purchasesin I .
Duration of Ad Viewing 3 4 Category
Percent SKU Rem Viewers 4
Duration of SKU Viewing 2 ingto N .
Percent SKU 4 Purchase Ratio
uration of SKU 4
ewing to Purchase Ratio 4 Duration of sk I 2
Purchases in Categor 4 1 Examinaton 0 *
Overall Impact 23 39 3.0
. percent sy I .
Glossary of Nimbus Shopper Metrics Examination 3 !
- percent f wha view the ad. 2
Percent AdViewers- percentage of shoppers who view the ad. Duration of sky I
Duration of Ad Viewing - sverage viewingtime for s hoppers who s the od h 2 .
percentage of shogpers Uitem
ng - average view 3who looked at the SKU. Percent SKU Item NN 2 . # |Ranking in Category Our Brand _|Competitor 1|Competitor 2
Percent SKU Examination - percentage of shappers who examined the SKU closely Viewers ) 1 |Rank In persons viewing a 7
verage viewingtime fa ining the SK.
Poviecsipcy S I 2 |Rank in viewing duration 9 4 9
Viewing to Purchase Ratio - percentage of KLU views that resuledin purchase. Duration of Ad 2 . 2 . =
Purchases in Category - rank amang all categary purdiases Viewing 3 |Rank In average viewing
4 |Rank in checking price 8 a 9
Nimbus automatically links actual results from the panel data using a scale Percent :ﬂ — s 5 _|Rank in examining item 2 5 3
. Viewer
B 6 _|Rank in returning item 8 3 2
1=very poor. 2 =poor. 3 = average. 4 = good, 5 = very good)
1 2 3 4 s 7 |Rank in purchasing item 7 3 5




@ nimbus

virtual shopping system

Nimbus integrates virtual shopping and

eye tracking within one study!

The shopper walks through the store in virtual
reality and chooses what he/she wants from
the shelf, putting what he/she wants in the
shopping basket.

Nimbus records everything the shopper looks
at (in milliseconds) throughout the shopping
trip.

Nimbus utilizes highly intuitive eye
movements in conjunction with joystick to

capture shopper storetrue reactions

stimuli.

Nimbus Provides Shopper Insights for both
Retailers and the CPG Industry

Fig 1
True 3D environment with
multiple aisles provide
realistic store
environments.

Fig 2 '
Highly portable system
allows studies to be fielded

anywhere in the US.



e " nimbus

A Nimbus Online, Inc. is a Seattle-
based corporation formed in
October 2008.

A Principals are Jerry Johnson,
Juho Arens, and Juergen Bluhm.

A All are seasoned research
veterans, having been in the
business for a combined 87 years.

Who are we?

European
Office — Systems Support Office - Estonia
. London
Corporate Office — Bellevue, WA European Sales Office - Wiesbaden

Sales Office — Orange County, CA ! .
Asian Office —Hong Kong

Asian Sales Office —
Singapore
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Jerry Johnson

For more than 18 years Cascade professionals have performed a variety of advanced segmentation
studies for clients, spanning the full range of methodologies including: Behavioral, Attitudinal ,
Demographic, Lifestyle-based, Values-based, Needs-based , Media-based, Product/service usage-

based, and Purchase intent based.

Qualitative Studies:
A Focus groups
A Depth interviews
A Ideation sessions
A Ethnographic studies
A Observational studies

Quantitative studies:

To o I T To Do

Brand Benchmark Tracking

Attitude and Awareness Measurement
Customer Satisfaction

Market Segmentation

Mystery Shopper Studies

Advertising Effectiveness Measurement



e * nimbus Juho Arens

20+ Years experience in marketing across all consumer sectors (retail, financial, grocery, non-
profit, manufacturing, & hospitality).

10 Yrs Marketing with Publix Supermarkets:
I Shopper Panel Studies
I Store couponing programs
I Database marketing
I New store site selection modeling
I Expansion out of Florida

Experienced in consumer behavior modeling, GIS systems, pattern analysis (eye tracking data
stream) and shopper decision tree analysis.

National Consumer Database Scored for Household Expenditures by UCC



To o Do Do

¢ " nimbus Juergen Bluhm

20 yrs experience in eye tracking and virtual shopping

Conducted over 50 studies for clients in the US and Europe
Remote Eye Tracking, Mobile remote Eye Tracking and our mobile Eye Tracking...
For a whole range of applications:

Aoackaging Aveb pages
Aadvertising Anstore research
Ashelf management Aoutdoor advertising
Kover tests Avideo clips

A0S materials Aand many more
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NIMBUS Field Study - Progress Update

Instructions: Please distribute this to everyone on the team.

Status key:

Workflow for Nimbus Dynamic Eyetracking and Virtual Shopping Study

Task

On track

T he

Cl i

ent ' s OEL

Translated into the Research

Minar glitches that need attention but will not delay the deliverable

Major glitches that need attention and will {or most likely will) delay the deliverable

Actual

Owner Expense |Mar|Apr |May Jun Jul Aug Status

Comments

Determine study objectives and
establish research protocol
Assemble digital assets and
stock shelves according to
protocol

Schedule research centers and
arrange for Mimbus stations to
be setup on site.

Recruit & screen panel

Caollect panel resuLs

Tom $1,500
Jderry 2,780
Debbie $2,250
Frank $16,500
Frank $16,500

Consolidate data and prepare
output reports

Michelle 54,500

COMPLETE. Task was in progress for 4
weeks and finished atthe end of March.

Jerry has setup a meeting with the Client
to receive all digital assets.

Debbie is calling the research centers and
resenving the weeks needed.

Recruitment has started and screening
questions have been prepared.

400 Virtual Shopping Respondents are
scheduled over a 2 week period.
Competitor has announced launch of new

product and the research findings need to
take the new product into account.

Total Expense:
Total Elapse Time:
Dependencies on:
Dependencies for:

General comments:

$44,030
3 Maonths
Marketing strategy
Pricing, Marketing communications activities

Initial feedback from field team is very positive—things are looking good!

Protocol

The protocol defines the store
environment, the digital assets used
in stocking the shelves, the pricing
strategy and the POS tactics to be
tested.

Variations of product design can be
tested by splitting the panels.

Specific shopper segments can be
recruited as required.



e “ nimbus Contact Information

JuhoArens, Chief Marketingfficer
NimbusOnline, Inc.

(425) 6430791
luho@mynimbusonline.com
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