The healthy basket shift: How shoppers
are rethinking food choices

You are what you buy. Retail data and shopping behaviors show that consumers are
prioritizing healthy food choices while striving to balance nutrition with value.
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Connect with nutrition-conscious and value-minded shoppers using insight-driven activation. Examples include: —_—
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OUR SOLUTIONS

WE EMPOWER OUR CLIENTS AND THEIR BRANDS TO CREATE MORE
PERSONALIZED AND VALUABLE EXPERIENCES FOR CUSTOMERS
ALONG THE PATH TO PURCHASE THAT HELP DELIVER GROWTH.
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INSIGHTS

We understand shoppers' needs and behaviors through actionable insights along the
path to purchase. Our business solutions help our collaborators to drive relevance and
real-time results.

LOYALTY

With many communication touchpoints and 2.1 billion unique coupons customized for
millions of loyal customers each year, we build long-term shopper engagement and
loyalty through valuable personalized offers and communications at scale. Each
household receives a unique combination of offers based on past purchases with
brands and products they love and trust.

MEDIA

Kroger Precision Marketing (KPM) is the retail media business of Kroger designed to
make brand advertising more effective by closing the loop between media exposure
and store sales. Powered by 84.51° data science, and Kroger’s popular loyalty card
program, KPM connects consumers to brands through engaging moments that inspire
purchasing online or in-store.

JAST

ABOUT US

84.51° is a retail data science, insights and media
company. We help Kroger, consumer packaged goods
companies, agencies, publishers and affiliates create
more personalized and valuable experiences for shoppers
across the path to purchase.

Powered by cutting-edge science, we utilize first-party
retail data from over 62 million U.S. households sourced
through the Kroger Plus loyalty card program to fuel a
more customer-centric journey using 84.51° Insights,
84.51° Loyalty Marketing and our retail media advertising
solution, Kroger Precision Marketing.




