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LIDL T Doing Things Differently in
Grocery Retalling

LIDL is anything but a traditional grocery store i they have uniquely positioned themselves in

the initial markets they have entered as an alternative to traditional grocery. Their tagline is

asking shoppers to ARethink Groceryo and from i
Opening to three weeks later as shoppers are settling into the LIDL experience, they are clearly

disrupting the traditional grocery shopping experience.

For this Growth Advisory Update, we thought we would go back to the LIDL pre -Grand Opening
communication T their first issue of the quarterly LIDL Magazine 7 Issue 1i June 151 August
31. We wanted to take each of our readers through the comprehensiveness of their shopper
communications strategy. Without question, the summarized following pages are going to paint
a picture of a different grocery shopping experience.

Brendan Proctor, the LIDL US CEO, starts off the first issue of the LIDL magazine by recognizing
the efforts of the hundreds of LIDL US employees who have made the launch of their US business
a resounding success from a timing and market positioning perspective. Additionally, he clearly
articulates the LIDL value creation story, in very simple terms telling every reader why LIDL is
different i no hypei just simple facts to create in the shopper mind why to come and shop at
LIDL.

AWe do things differently at LI DL. Shoppers are
complexity, lower prices, better choices, and can shop with better confidence |
this iIis grocery rethought. o
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C) AThis gui de i
of the best | have

ever seen. | have
never seen this
& from a traditional
grocery retailer.

It told us the story

@ of both what LIDL
5o had to offer as well
Q as what to expect

when we went to
Q F the store.

We were not
disappointed and

shared this with a
number of our

(@

Lidl isn't your typical grocery store. (It’s better) But understanding . N
how it all works is your first step toward a more perfect shopping experience. f r | e n d S O .
Here's a breakdown of essential tips for shopping at our stores, all in one - A Day One LIDL Shopper

easy guide. Let’s get started.

In their launch, LIDL made a significant effort to inform the consumer/shopper about LIDL,

helping them understand what to expect in the store, providing a simplified the in -store shopping
experience through a well defined store layout, articulating clearly the LIDL product promise,

and helping shoppers understand how to purchase products with increased confidence. All of

these communication efforts were tightly integr a
understanding of LIDL, including the confidence of coming to try LIDL as a grocery alternative.

Proprietary and Confidential to The Dialogic 2
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Lidl . l Bathing suils? Thero's o now batch of surt o
SUIPriS@s  ihundoy and Monday

Lid! surprises

Udl surprises

fresht

In select spots throughout the store,
you'll find our Fresh 5 speciols—o
selection of deeply discounted items
that change twice a week. Stop by
every Thursday and Monday for
ot least five new meat and
produce items on sole

l
&
s

SPECIALS

I 38ones that 108 oicohol, Bis section wilt offer
witts Cuated by Laf's Moster of Wise™, who
1 000 of lewer than 400 worldwide Youll aiso
tird spociolly chosen rore Doties from our
Wine Treotwres colection ond mosthly Semed
solections Wom our Wine Ducoveries progrom

entrance

Find your resh.cat Rowors here (sorting ot
$3.99) trom gorgeous mses, coreldly solecied
W dobver 0 long bloom tme, 0 vgue
offeringn of searonal plonts and Nowers

SIMPLE, SIMPLE, SIMPLE. Six aisles, well understood aisle offerings, a focus on the emotional
purchasesi FRESH, SPECIALS, and BAKERY and FLOWERS, expert advice as demonstrated in

Wi nes,

a

return

t o

shopping

excitement

t hrough

innovation. The LIDL messagei we have the basics for the entire shopping experience plus

more.
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The Grand

Your Guide to Our Promotions

At Lid], our week starts on Thursday. That's when you'll find a new set of special
products and discounts, handpicked by Lidl's Buyers. Here's a sampling of the treats
and finds that might wind up in your cart.

Ever notice that when you
visit a grocery store that's

not your usual go-to, your
shopping takes double the
time? You find yourseif
schlepping your shopping
cart up and down the aisles
trying to find the ketchup.
Talk about frustrating! We get
you. That's why all Lidl stores
feature the exact same layout
which means you can easily
track down that ketchup, no
matter where you're shopping.
And. of course—every single
store features the same high-
quality, low-price selection
you expect from Lidl.

kitchen weok

surprlses

Every Thursday and Monday, we offer a selection
of lifestyle products. You might see special baby
products one week—possibly onesios, diaper
bogs, and pocifiers—and the next week, we'll have
home improvement items like power washers and
electric hand drills. Or we may have kitchen goods
(maybe a blender or some great cooking pots)

on Thursday and then sporting goods (from yogo
mats to running shoes) on Monday. The most
important thing: These picks are only in store for

a short time. Don’t miss out!

) \V/.
é‘ﬁ i

kids' week fashion week

your meal prep with
modern appls brilliant hues and

O refully OurLid| just for your

specialty items like mini deep fryers,
crepe maers. and juicers. Get cooking!

THE GRAND TOUR

age imagy play. Surprise
your lttle ones with a toy workbench,  and accessories to spruce up your
learning puzzles, or wooden train tracks  wardrobe, from meris Jeather dress
and play trains shoes t0 trendy women’s vests.

freshb

Evory day, we offer a seloction of at least throe fresh fruits and vegetables and
two meats ot extromely low prices. We switch up the items halfwoy through the woek,
30 there’s always something new 10 discover when you visit.

N B N N T

items on sale items on sale
thursday through monday through
sunday wednesday

0000 000 >

flavors from

around the world

Our theme woeks leature got'omwhile-thoy-last
imported foods, all picked 10 spotiight @ specific
country. Look for similar themes in your store
starting each Thursday!

o n

italian week greek week french week

tndgo in broschess,  Find Medterranson  Dos't mss cut o0
gt poston, ond
Tscon aimond grsale hosoums
bacoth Deinosol  Cheose, Oubentc

SPECIALS

price reductions

Each week, we handpick o selection of
items to offer our shoppers at even greater
savings than our already superlow prices.
It could be wine, choese, or chips—of it
might be household necessities perfect

for stockpiling, like paper towels ond
detergent. This deal starts on Thursdays,
and only lasts for one week. So move fost!

LIDL made a significant effort to help shoppers understand the

promotional offers that LIDL brings to the market on an ongoing basis.

A 1t all starts with Fresh, where LIDL features five specific fresh items in two

specific week parts (Thursday

I Sunday and Monday

-Wednesday).

A LIDL features (with a very high degree of cuisine authority) flavors from around
the world. When they feature a world cuisine, they own that cuisine for the week.

And they
ATheir

keep

ASurpriseo

introducing

t he |

section

oc al mar ket

t he

with innovative lifestyle purchases using selective LIDL private brands and

general merchandise.

A Specials i weekly hand
on an ongoing basis.

-selected specials to further provide value to the shopper
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Lidl Logos to Look For
e

Three things we want you to know SYNTHETIC COLOR

about some of our products.

The Lidl Way

ow we save you time (and money).

we call it... what it means:

guide 11

4 0w private tobe
products om lested
1 et yous begh
wandorde

cuusum)
TESTED

for you:

curated
assortment

line
management

in-case

produce

cross-trained
employees

standard
store layout

data-driven
tasks

LIDL Logosto Look Fori AiHow we

great price

doing the things you enjoy

save you Iitaspeetac@laawagtomoney) 0

communicate the importance of LIDL private label, for both the shopper as well as LIDL.

A Curated assortment i simplifying the choice debate

T and realizing a great price

A Checkout line management
A In -case produce

A Cross -trained employees

I more time to spend on the things you want to do

i less handling, better quality, all at a lower price

I people who can really answer your questions

A Standard store layout i nowast ed

A h unti awaysinithemsame place

A Data -driven tasks

i scheduling store tasks when you are not there

Proprietary and Confidential to The Dialogic
Group,LLC.©2017



The Dialogic Group, LLC.

Growth Advisory Update I The Guide to Shopping at LIDL

LIDL T Doing Things Differently In
Grocery Retalling

.
The Shopplng Bag' 411 Three Great Reasons to Bring Your Own Bag
How to pack your shopping bags like a pro. pro tips
Fruit, cereal, eggs. milk—you've got your essentials, your To provent any the savings protect shop with
AR occidontal ¢1o8s are in the bag your world confidence
extras, and then some. At Lidl, it's up to you to get those
contamination
goodies from your cart into your bags, and here are a few ploce cleaning There's no such thing as a free bag According to the Environmental Who has time to worry about an epic
‘ s " . ) " U e X i < 1]
simple tips to make loading those shopping bags easy and products, moat. We donit add the cost of "free” bags Protection Agency. consumers in plastic bag fail? The extra structural
3 > 3 ; and fresh produce into our products, so BYO or buy one the United States use more than 300 Integrity of Lidls reusable shopping
efficient (without any broken eggs). Here's a hint: in seporote bags here and use it forever billion plastic bags a year. Thosebags |  bags decreases the chances that
You have to think from the bottom up. i i require 12 million barrels of oll to an entlre jar of marinars sauce
u will corme crashing down an your

by plocing bowed
goods, such as
cereal or crockers, precious resources. Win-win

spotless kitchen foar.

olong the outside

top of the bog
Don't crock the eggy! For faster bagging

Place kgherworght ot chockow, group

ifoms ot the top of ioms o you

your bag in oeder 1o ploce them on the

provent renay yolts,
squahed brood,

checkout counter.

smashed potato Wipe down
hipS, 0 Ol rousable bogs
food malunchions.
reguiarly 1o keep
everything P am—
middle squeaky cleon § i About Our Mobile App
Mg 5:20 bowed
products and —
:.::l:::.‘m Check out Lidl's app, your new shopping buddy,
portect iling for for tons of helpful features.
your shopping
bog sondwich # Collaborative shopping lists ® Special access to our
thot aulomatically sync with new recipes-tailored to
bottom your fomily and friends your preferonces
1 storts with o sold ® Shopping lists that can be = And more
foundotion. Canned viewed os a list or by photo
So0ds and heavier
el o Chock podec ovoRcoy =3 =0
boe layer for getting

Your grocenies home = Eosy access to woekly offors

without hiceups.

ARet hinking how t o padkKheaimdidityopoth regindimgegperienced
shoppers how to optimize packing their shopping bags, as well as educating new shoppers on
Abest practiceso in shopping bag packing, is par

Theirtaglinei iBag Li ke a Proo.

And the LIDL mobile application i LIDL positions this application as your new shopping
buddy with features such as collaborative family and friends shopping, personalized shopping
lists which can be viewed as a list or photo reminders, reliable product availability in store, and
seamless access to weekly offers.

Education is at the core of the LIDL experience helping shoppers make more informed, highly
simplified, and cost effective decisions.

Proprietary and Confidential to The Dialogic 6
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Our Regional Farmers
Lidl's growers supply our stores with © shenondooh
. ; Growars
produce ranging from cabbage to Pkt
cucumbers. Here's where we get some Kitchon Horbs
of our fresh picks. © FrosH20 Growers

Buttor Lottuco,

Mixod Leof Lottuco

© Rod Sun
Cherry To

© Chorles Groy & Sons
Cabbage
© Perez Brothers
Beft Peppers,
Tomatoes, Eggplont
© Hispanic Women
Growers
Poppers, Tomatoos

@ Boochwood
Squash, Hot Poppers,

Tomatoes

© American Blueberries
y Blueberrios

© Avlontic Fresh Trading
Brocco

4vine tomatoes

Prcied hom greenhavie whet of e
Beeot .

< cocktail tomatoes 4 cherry tomatoes
on the vine Not 15 Do (OMaaed wih grope of cokal
o o od o » o e s
ond 0 Romo Koo €O N " e poot
s . g 7w and moke o sty oddson 1o 0
ey oy enb v soiod drevng or mornode

i Go L oicThé ppomise of farm-to-store freshness is at the very core of the LIDL fresh
promise. Inside the store, LIDL communicates its ongoing commitment to local sourcing of
sustainable products.

In the store they highlight where many of their fresh products are sourced from, confirming to
the shopper that they are providing the freshest produce, grown in sustainable conditions, at the
lowest prices, through local farmers and growers.

Again, simple messaging on the LIDL fresh value proposition to the shopper.

Proprietary and Confidential to The Dialogic 7
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ARedefining the MeadalLDEstrgegyto enc e
differentiate in one of the most emerging competitive departments
of grocery retailing.

J ’ <

| d B ere’s a recipe for creating
a grocesy meat department from scratsche Start at the
beginning Rescarch. Learn each and every detall. Look again.
Improwve. Commit. Ropeat. Repeat. Repeoat.

A Jeast, that's how Lidl approached it. "For us the process
started with Jooking at the market.” says Sensor Purchasing
Manager Matthew Flynn who has spent more than two
years developing Lkil's meat depantment offerings. “1 think
we realized very quickly that in the meat world, its a very
consolidated supply market. meaning that you dont have a
ot of processors. it's the suppliers dictating to the retailerss
what product. at what quality and at what price. For our
mindset, it was always about disrupting that market”

So thats exactly what happened Rather than settling
for working only with the Largest and moast prolific
processors—who typically offer a set menu of products in
order to increase their production volume—Lidls team went
searching for the right pantners who would help them start
fresh. "Our bigpest challenge was finding suppliers that see
the vision from the beginning And in every single category.
we found them,” says Sensor Purchasing Manager Bradley
Schmitt. "These suppliers range from the largest in the world
o private. family-owned companies. And they've all boughs
Into our vision. It all comes down to consistent quality
consastent value, and dependability”™

To find thas level of consistency Schmitt and Flynn
worked closely with the suppliers to hammer out every detail
both larpe and small They flew to Germany 10 examine
state-of-the-art equipment. They pored over the trays that
the meat would be packaged in. They talked about the labed
designs. They learned about cattle beeeds types of feed,
and dietary standards They considered how the product
would be shipped 10 the stores, and how the process could
be modified 1o be more efficient. And only once all of that
was decermined. they figured out what cuts would be solid
in stores.

True to Lidls mission, Schmitt and Flynn wanted cach
and every cut to offer something of added value to the
shopper. and they knew they had o adapt their approach

o get it They had to think jess like a troditional grocer and
more ke an artisanal burcher. “We're taking behind-the
counter, butcher-shop quality and putting it in a meat case.
at a price that's incredibly low”™ says Flynn

Lidl wanted to take a curatorial approach 1o the specific
cuts that would be available. while retaining a focus on
exceptional gquality. To do this, the Lid] team re-examined
how to package certain premium meats o increase value
for shoppers—such as working directly with meat cutters to
turn top sirlcin steak into smaller, mare manageable portions.
Lidl collaborated with suppliers to develop new-to-the-US
rechniques for portioning standard offerings. like the pork
shoulder. At Lidl stores. beef s graded as USDA Chobtce. a
foderal desgnation that indicates a high degree of marbling
and tenderness, and cour core selection is sourced from
Biack Angus cattie—even the ground beef.

“The Angus breed = known for its consistency and meat
quality” says Flynn, "By saying were entirely Black Angus,
We Can guarantes a certain standard of gquality”

“For our mindset, it was
always about disrupting
that market”

While a top-quality finished product is a prionity. the
source of the meat also matters. Part of that includes a
transparent supply chain. All of Lil's meat suppliers submit
information about their bvestock including detalls on how
the animals were handied and assurance that all medicines
and vaccines were administered and approved by on-site
veterinasians Lidis current beef supplier for US stores
exclusively sources cattle from regional. US-based ranchers
with whom he has a persomal relationship. Rather than the
crowded, isolating crates of many industrial farms, Lidi's pigs
live in group housing —a more appropriate setting for this
social animal

“How the animals are treated ks important not only to
many consumers, but to LidL" says Schmit. “A jot of modern
famidies want transparency. They want to know what they
cat. In the past, people didnt reaily care where it carne
from—they just wanted it on their plate for a good price.
Now they want the quality they want the price. they want
the transparency. And Lidl is able to give that 10 them.”

Proprietary and Confidential to The Dialogic 8
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prolong your
produce

,r_
2T

the best ways
to store food

Easy ways to help your fruits
ond veggies lost longer

© ¢ ) 9 b ¥

In the United States, about one-third of

consumers’ food gets thrown away. That's

a lot of meails goin <and a lot

of wasted money. Sometimes it's because apples avocados  bananas berries citrus Wapes
o a Whea stored on Store uncut, tem Koop benancs As one of e Share in the Store Gropes in on
[ t is laste e o
of food that spoils faster than we can eat Bo covmter, oot w0308 0t room of 100m lemparatire  most frogile truty, retrgonator open cr ronticwed
t's because of leftovers Opples within theoe  lemporonure for up 107 U 10 0 woek bemies con get crapor drawer ot in the tndge
not boina s1ored Dropert weels. Siore i the 10 0 weot untd npe The cold reiigerctor  moldy if siored ofier 1008, for the 107 U 10 0 week
0ing $% L) trena (oway S P Wil h the skine wosAiAg Inslead longest lde-cana They ¥ fost longest i
help. Follow this gu vom srongumeting 0L TR gop Veop dry oad Tt shauid You G0n'Y wosh them
2 3 foods) 10 keep crivp R |y Umwoshed baeries lost o up o tiest. Use the grapes.
improve toste, and keep all that good 056 o 85 001 ol ;qw-nm ;w- ; v .b.‘:ux. o Niipiouter rookyri s PRspoRpReas
g ught, wel 0OC
food you just bought, well, good. 4 be ® uv’ -’ap-w-u-m craper drowes trom thew stems
st ond ovoid
00tn 0 oy Of twn.  ON Opphe ot even
7 S Honng them near
It . songly scented
produce Mo greon
|8} anices 0 they
don 't obsord cdors
Seafood. Poultry. and Meat Stoce in {ropped with looser plastic wrap) to Fruits and Vegetabies Hold off
the original wrappirg. Re-wrapping keep the cheese from drying out or on washing produce until just before  tog
increases the risk of exposing thefood  picking up other flavors. eating or cooking with it. Washing
o bacteria. If it didn't come in a tray, Leftovers Refrigerate beftovers before refrigerating can keave dampiness L\ J
slide a plate underneath it to catch any within two hours of cooking to lmit that encourages mold and rot. Keep
stray drippings from spreading through  the growth of harmful bacteria. You can  fruits and vegetables separate and store leafy greens h P h pepp P
your refrigerator. divide your cooked food lnto smaller, by type: berries with berries, apples Lertce, 1pmoch Siore retrigeroted POAFS, AN i not vred nght Store in & cool Sorw a0 coot
Cheese Store hard cheeses in the shallow containers 5o it cools faster. with apples. and 50 on. Fruits and Rurte, ond other n paciogng o plums owoy, rekrgerate Sokplomies oy pce-betant
on 10 seven s for © ° wry of P e
store’s original wrapping until use then  but it's pot mandatory wwgetables give off different gases that :’,’,,,M; il B Sow m vipe engrmidy s ool o hctrsee.cqfres
re-wrap in wax or parchment paper can cause others to ripen faster. Bree 10 seven Soys. 0 slicod, they R ot vegetobie drowet.  low weeks. The ooly  tenders lomaioes
¥ lecvos cront pre- 1ol feser Smporstons. Once S1oring thom ot mrcopten batsy 10teiens. Once fipe,
bogged. worh ond _“’;"""”"‘: room lemperotirn  pototoes, which o1 eat withis five doys
Udl Gosion Ut Mooy Ovty Bon wrop locsely "‘3""" will koop them fesh  for no more thon Ripos i vp: Kiop
Toper Bogs Almingm Foll in @ poper towed 1o aidaata for @ fow days 10 doys preysiy -
e 21054 N 314406 1eop the woser rom Wipen 4 up: Poce om v
oMtng e Secrves. © hord peoch, pear, % oic
Tos 1 Zeppre——— Taopng ko or plum .0 paper foveing et
= oo £0g wih @ barora e i
prolong s shelf lite 10 softon. i s iy v 88,

AProlonging Produce i ni Asihdicatdd edrlieriLidpk is alabout 0
delivering value for every dollar spent i every day, in every shopping experience.

They clearly achieve that goal in the storei with education, they are helping shoppers learn how
to reduce waste at home by better managing their fresh purchases.

Their messaging is quite cleari no matter what item you purchase in fresh, we will help you keep
it longer in your home, thereby getting better value from your LIDL shopping experience.

Again, simple messaging on the LIDL fresh value proposition to the shopper.
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USDA Organic

NON
v )l SMO

YERIFIED
AgEaproedl o

SFhgrRopro -l

Non-GMO Project

ol

Fairtrade International

MSC

True Source
Certified Honey

;""ﬂ""‘af Lo
AEvery step in product quality ceirlDLT i n mak
has and continues to use certification as a way to communicate quality at a low price. ®

*

Their certification standards are at the core of their mission statement and form
the basis for how they provide transparency around their sustainability initiatives.

Rainforest Alliance

=4

Proprietary and Confidential to The Dialogic ASC
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LIDL is attempting to clarify and simplify labeling for the shopper.



