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CHAIRMAN AND CEO



Topics of Discussion

@ A Perspective on Retail
2025 - 2050

Understanding the Evolution of
Consumer Dynamics

Banner and Channel Evolution

The Impact of Technology

RR X

Exploration of Insightful
Takeaways and Future Actions
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Technology changes exponentially, but organizations change logarithmically
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The Next Five Years...Executive Summary -- Challenges and Opportunities

Agentic Commerce is

R Super-regional Grocers Many Independent

TI.Te Big 3 Wf” will Operators are expected 242 ?Cted to further
continue to dominate N . disrupt grocery
i continue to succeed to compete with — -
grocery retai with their regional to localizati th retailing driven by DTC,
Walmart g - 1ZAtion - otners are B2B and B2C
local market position expected to merge / close ’
amazon  CosTCO

"--l'lﬂ -Ih

Loyalty Programs are Both Retail and . All parts of the retail
expected to diminish in | Consumers will no organizations must I ecosystem are focused on
leverage as shoppers longer shop channels - rethink GTM IMproving the shopper
engage in Agentic they instead will shop capabilities in the  _ éxperience and
Shopping value and convenience emerging retail landscape reducing the cost of
serving shoppers.
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The Next Five Years... Modeling the Retail Ecosystem

Retail Enterprise - CPG Enterprise Consumer

e
N

N : « \A
'/  Physical Z e i N

Stores y4 Physical

Consumer >)\ 4 Retailers

Digital Direct SN\ Retailer
g o -y Through : Direct

Commerce Agentic / Digital Through
Commerce Retailers o iE
—— % — Mfgr. gentic
Physical  ‘— Direct Commerce

: A - - N Retailers —_— Through
. ~ Consumer Agentic

Direct B\ Commerce

Digital Through
Retailers Agentic

Commerce
T\ Consumer
= = Direct
- Through

! Super
{ A £ S 1 Agent
Do you view this complexity as an obstacle or a challenge for simplification ) Commerce
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2025 - 2030...Executive Summary -- Challenges and Opportunities

What Are Five Key Trends That Will Both Define and Impact the Future of Grocery?

1. the Technology Revolution —

Automation/analytics/robotics/process
transformation

2. Omnichannel shopping experience
including agentic shopping

3. Changing workforce expectations

including talent recruitment and
retention — growing challenge

'q

4. A continuously changing shopping
dynamic — catering to new behaviors

5. continued population shifts in

Retail Leadership Survey — 2026 (February) age/ethnicity/gender/geographic location
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2025 - 2030...Executive Summary — Discussion

How will these 1 .

. . The Technology Revolution -
trends im pac t Automation/analytics/robotics/process
y our fu ture , transformation

. Omnichannel shopping experience
g rOC.'ery including agentic shopping
business?

3. Changing workforce expectations

including talent recruitment and
retention — growing challenge

& o

4. A continuously changing shopping
dynamic — catering to new behaviors

5. continued population shifts in
age/ethnicity/gender/geographic location
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Executive Summary From a C-level Perspective — February 2026

Multiple C-level executives in Retail, CPG, Wholesale Distribution, and Service Providers actively
participated in conversations regarding Retail 2025 - 2030

$ 63%+ expressed concerns about their ability to survive in their current form. Growth,
competitiveness, profitability are in question

Q 72%+ believe that their organizations lack the skill sets to compete in the future state

eee  78% indicated that they must radically improve and/or simplify organizational and operational
decision making

i 74% do not think their organizations can adapt quickly enough to the rapidly changing future state
™ driven by technology adoption

, 93% believe they will require new /changed/altered operating models coupled with new capabilities
(people, process/ technology) to compete in the future
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2025 -- The beginning of a profound economic transformation

A transformation that is going to change the world in profound and largely positive ways.

Increasing Complexity

1940 - 1960 1970 - 1990 2000 - 2024 m
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80 Billion Globally Connected Devices

= Artificial Intelligence and Data Reign

T

— _ AR / VR Devices Replace the Cell Phone

=

Computers Are Everywhere, But Unseen

- ﬁm‘

Successful Rétallers and CPG manufacturers must have a clear and well developed
SEAMLESS CONNECTIONS strategy/capability
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The 2026-year end economic outlook (October 2025 perspective)

Insights into the 2026 Economic Landscape: Predictions and Trends

Economic Growth Core Inflation Monetary Policy Unemployment
Rate Rate

1.4 -1.8% 2.3-2.6% 3.2%-3.4% 4.2%
Slowing Lower Lower

Retailers and CPG manufacturers will be challenged to navigate an increasingly stressed consumer
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The USA Population Grows Creating New Shopper Opportunities

US Population Changes 2020 - 2050

54M+ New Consumers Over The
Next Twenty-Five Years

o

24M+ New Households 2020 2075 2030 2035 2040 2050
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By 2030, One In Five Americans Will Be Over 65

US Population Changes 2020 - 2050

The “Graying” of America

AGE 2025 2030
onder | 7agm  757M | 765M  78.2M
d J 18-44 | 123.2M 125.0M | 125.7M 129.6M
45-64 | 82.5M 83.1M |85.2M 95.4M
65-84 | 646M /3.1M|76.8M 85.7M
M 85-99 | 74am 9.1M |11.7M 18.6M
100+ | 01M 0IM | 02M  0.4M

How will you adjust the frozen and refrigerated categories to serve a specific aging shopper base?

15 Proprietary and Confidential to the Dialogic Group, LLC; © 2026
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2025 — 2050 - Millennial movement toward core urban locations is clear

To compete and / or grow, retailers need to consider how best to capture this generation

Boston

I A ; l.--" -/\(

- 3es- yNewYork
)}",," 4 washington
f » ’) S5 Raleigh
t Lowis— K;,,\J Charlotte
T T
. ~_

Urban Growth through 2020
. Greater than 50%

& ' Between 25% and 50%

' Under 25%

Millennials are a primary driver in frozen and dairy — how will you differentiate for their loyalty?
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Asian Communities Explode — 2025 - 2050 — Culturally Adaptive Retailing

Asian Concentration and New Asian Grocery Markets

113 Asian
Communities

Modest Growth

Fast Growth

New
Destinations

San Francisco

s
Los Angeles

Anchorage ©

@&
e Albany  Manchester
° Minneapolis ¢ g
: @ Hartford
° Chicago ~
N ¢ ~New York
® ® %
¢ ® , Indlanapolls' o \\Philadelphia
Washington, DC
o, Las Vegas ® @ -]
® 9 e® : Sotae
Fayettewlle’. ° ® ® Raleigh
@ Phoenix “ ..,. Atlanta
b @ 0
e o ¢
Austin & )
R o )
@ 2
Houston Tampa ‘
Honolulu

o

How will you adjust the frozen and refrigerated categories to accommodate this emerging shopper base?
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A significant change in the driving forces behind consumer purchasing habits

The stimulus behind customer loyalty Circa 2025: what retailers and brands need align on

F Affordability redefined: from “What I can afford” to “What I
222 want to afford”

% Brand Loyalty redefined from “/’m Brand Loyal” to “I’m Loyal to
Value”

2026 Merchandising / Marketing strategies and tactics should consider these two factors and forces

THE

Cﬁ DIALOGIC

18 Proprietary and Con fidential to the Dialogic Group, LLC; © 2026 GROU PLc



19

The psychology behind spending: Understanding the affordability threshold

Selectionists

()
-
(")
L
-
()]
1
(-]
(1
®
1
[
[- %
<

Survivalists

Breaking down retail strategies: Market segmentation as a tool for growth

Channels of Choice:

Continuing with
L LG« ijiQn ta alty Retailers g
S
O VELEUE price
Household s-including “Better ) Clubt (C#stco)
Income e -

for You” products “Everyday” On-Line

A Channels of Choice:

””””””””””””””””””””””” Continuing with ~ Value / Discount Stores

: controlled cutbacks b | Masg Merchants (WM)

- categorywv | / i“ it ocers
T aspirational {ITOMh S | 0 Retailers
Household ~8% of P P Q) "

gz ) disposable income allows Clubs (SAM’s)
CAmquca “Proportional” Online
ontinues
to Strugsle Continuing with Channels of Choice:
" substantial cutbacks N Valne/Discount Stores
. of non-food Y \, chants (WM)
Household ‘ S.eaFChing f(.)r ue lﬁg
Income limited aspifation 1mite s (Sam’s)

purchasing “Limited” Online
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Affordability emerges as the number one strategic influencer in 2026

50%

40%

30%

20%

10%

0%

20

To compete effectively in 2026, A focus on Affordability, Digital, and Healthier Foods and
Inteqgrated Experience is Critical — execution strategies should reflect these trends

Affordability First
® Digital First
®

® @ Health First

o o ® ; ° @ Experience First
‘ ‘ ' o ' ® PlanetFirst
® o ® Society First

2020 2021 2022 2023 2024 2025
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Consumer affordability / convenience preferences influence shopping evolution

Shoppers are expected to continue to evolve purchase locations 2025 - 2030

Post-Covid 11%

2026 0
Projected £

1 2 3 4+
Average Stores including Digital Per Week
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Mastering the Art of Customer Retention in the New Normal

Understanding Customer Psychology: What Annoys Them In-Store — Impact on Banner Loyalty?

Time it takes to complete shopping
Limited checkout lines

: Having to search for items

: Not having items available to purchase

: Not having items for a specific promotion
Poor in-store customer service
Too many promotions
Too much choice

Inexperienced employees

Other

0%

20%

40%

60%

Proprietary and Confidential to the Dialogic Group, LLC; © 2026
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Anticipating 2026 - 2030: retailers are implementing various tactics to delight shoppers

How and where retailers are creating and leveraging unique selling propositions for market success

. -"'" —
%
—— 1} t YA

\\
spect®
:ra.ﬁ S ‘./ - . -
Relevant Pricing to Simple to shop — Easy
Deliver Value to Navigate — Informative

Best in Class in Fresh Known for Protein Welcoming / Seamless Shopper
Engagement/Experience
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The key retail industry battleground for the foreseeable future

Amazon and Walmart set the pace for retail industry impact over the next ten plus years

Walmart - = adnaZon
N/

Save money. Live better.

v’ Supply Chain oV Digi%’e'rjce
¥ Sourcing Innovation “ " Automation

. .~V Store Innovation v’ Services
> v' Digital Experience v Supplier Expansion

v Partnerships v’ Partnerships
"\/ Services

90% of the US population 64% of the US population
lives within 10 miles lives within 20 miles
2024 — 5200+ locations, 34 fulfiiment centres, 2024 - 100+ fulfilment centres
Optimizing store deliveries Optimizing distribution network deliveries

s, THE
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The Walmart strategy going forward -- Seven Core Growth strategies

Significantly improve overall shopper engagement while implementing a lowest cost so serve
operating model

Continue to transform and win in the overall store experience
* Fresh and perishables, simplified assortments, EDCP / VALUE-based pricing — always, alternate delivery mechanisms

Transform “Farm to Table” distribution, especially supply chain/logistics
* Redesign, technology Integration, partnerships / Alliances (global sourcing initiative)

Win with Hispanics / Asians
* A fourteen Billion Dollar plus real growth opportunity

Accelerate vertical integration
* Milk, Beef and Seafood production transitioning to Al-based farming/harvesting
* Private label relationship/manufacturing

Design and implement next-generation store formats
*  Walmart Convenience, Destination, and multi-store food malls

Continue to implement the circular Economy (sustainability) Wa I ma rt

* Eliminate waste throughout the grocery ecosystem (54.5T in 2030) Save mon ey Live better

Significantly advance digital capabilities (farm to table/home)
* Invest over $100B - $1508B in future earnings in digital transformation assets
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Amazon is attacking all structural elements of retail

Retail is under an ongoing structural siege unlike any previous industry transformation

Amazon Grocery Juggernaut

amazon.com

M A R K E T

amazon.com

Auto Replenishment

amazon.com

Pharmacy

amazoncom
[ PillPack

amazZon COUNTER

amazongo

amazon
Grocery

amazon

amazon
MONOPRIX

amazon

amazon pay

Retail Capability Strategy

A significant increase in branded
3P supplier sales including CPG

A continued focus on fresh
grocery (Pantry to Prime
Now/Fresh)

More Partnerships / Alliances —
Retail banners, logistics
companies, farms

Compliant packaging innovation
including reusable

Amazon Pay — entering the digital

payment arena

Amazon Go 2.0 as a next
generation retail platform

Amazon Retail Media Network
redefining media spend

Amazon AWS services positioned
to support retail

Wholesale Distribution Strategy

Historically 92% of current B2B
buyers purchase something on
Amazon

Offers 606M products today
expanding over 1M per day

Emerging grocery
infrastructure coupled with
Amazon Grocery
wholesale/distribution

Logistics infrastructure could
easily provide wholesale
distribution (Strong Potential)

Pharmaceutical Strategy

One-stop pharmaceutical and
medical supplies shop products
for emergency rooms, operating
suites and outpatient facilities

Licensing in 47 states and the
District of Columbia selling
medical products like gloves,
stethoscopes and sutures

Proprietary and Confidential to the Dialogic Group, LLC; © 2026

Global Logistics Strategy

767/737)

4000+ tractor trailers

Vans

Delivery Vans

vans

«  Amazon CARGO Airline -- -~
100 airplanes (Boeing

175+ Fulfillment Centers

350 - 1000+ Truck cabs

5000 - 50,000+ containers
20,000 Mercedes Delivery

100,000 Rivian Electric

2,500 Utilimaster walk in

* 300,000 logistics robots

TECHNOLOGY INNOVATION ‘

‘ 35B+ PER YEAR IN

THE
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The COSTCO Strategy 2026 - 2050

COSTCO will continue to dominate the club channel

COSTCOo

Ongoing
New Product
Development

Continuing : / Further
Efficiency | logistic
Improvements | Enhancements

28

Strategic Objective:
Increase member value through increased buying power

Invest in the in-club experience

. Expand range of membership value (services)

Expand both domestically and internationally

. Smaller clubs as well as additional market centered clubs
. Asia, Africa, Middle East, South America

Differentiate with technology
. Sustainability investments
. Supplier collaboration
. Club assortment planning and execution (market unique items)
. Next generation distribution and logistics
. Club automation (robotics, sensors, cameras — data / analytics)

Ay THE
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The Kroger Strategy 2025 - 2050

Kroger will continue to reshape the food and beverage value proposition and shopper experience

Strategic Objective:
At the core of continued growth is the “Restock Kroger” Initiative

Invest in the overall shopping experience

I o Extend private label brands and categories :
!_- Extend in-store “Groceraunt” offerings and niche store within a store concepts I

FRESH FOR EVERYOME - * Expand the role of data to optimize every shopper interaction

r o e r Implement vertical integration
". ____________________________________ 1
I

L Further investments in private label manufacturing capabilities i

e Extending market partnerships (Alibaba, Walgreens -- procurement Alliance)

Differentiate with technology

e Market Expansion through White Space Automated Fulfillment centers
* Ocado (limited)

MR . T Kroger s

"Wrd

-

Ay THE

(Zysiatosic
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The Discounter/Value Channel — Growth today — Future looks promising

Banner

Value Retailers have a unique value propositions

Market Positioning

“Hard Discounter”
2400+ Stores

“Alternative Grocery”
similar to Trader Joe’s
170+ Stores

Banner Promise

“Impressively High
Quality with

Impossibly Low Prices” DOLLAR

TREE.

s’

DOLLAR
GENERAL

Proprietary and Confidential to the Dialogic Group, LLC; © 2026

“Extreme Discount
Store”
17,000 Stores

Potential for
additional 25,000
stores

“Rural and Small Town
America”
20,000 Stores

Expansion of
15,000 additional
Stores

“A compelling place to :
shop

Amazing values with
great shopping

|
|
|
|
experience” :
|
|
|
|
|

“Mastering / Serving I
the local community” I

S
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2025 — 2050 - An increasingly competitive retail landscape

Where do you
anticipate the amazon COSTCO
most significant Walmart ===WHOLESALE
Competitive eeeeeee y. Live better.
challenges will I(\ () o
. roger
arise? \9 byl A{n @ At
W DOLLAR DOLLAR
: TREE. GENERAL
Select three and identify why you believe they will present the greatest challenges
(€ e
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Food and beverage retailing technology innovation — TECHNOLOGY 4.0

SOURCING AND SUPPLY CHAIN Seed [ Crop Warehouse Robotics Alternate Channel Food Sciences Media ALLIANCES

Genetics  Automation Services
Seed/ Crop ~ Warehouse geqfood Transport | jfe Sciences ptable Store

Ada
imizati Fulfilment Fleet Including Drones E-commerce End-to-end i
opfimization fransport - prones Optimization Hurswr:g?\gids ° Zero-Carbon Management Automation pesian
Seamless Driverless Plant : . 3D Printing o
. > . Vertical Bio — Technolo Digital
Supply Chain  yehicles Ownership Integration ~ Foods Morkcagtéléceg Al Based Home Appliances

inizati Field / Crop [ Herd . Hypersonic Demand Loyalty
besalinization Real Ti/me AFl)ﬁéIytics \é(e;rt'n?g" yPF?clnes Healthcare pianning S?%ggﬁ& Cross—Engagement

Fully ~  Alternate  genetics Home-commerce  Smart  Store Fixture
Automated Logistics  proteins Packaging Innovation

Back Office Services Al
Productivity

Innovation G Alternate Delivery
Smart Foods Logistics _Global  Farming in rocery Models  1rqining Data  Food Based

Technology

Drones  Sourcing Space Weather Education Innovation ' Medicine

; —_r Merchandising Fleet ;
Virtual Predictive I t' . . Radio/TV
Reality Loyalty data Analytics POS data n nOVG |O n Automation - Outsourcing Media

e s . Intelligent . Diagnostics Networks
Artificial — Operational g,pply Chain Shelges " 2025 -2050 ' Delivery —wellness  pqjjities Supply Chai
Intelligence Automation = " pdta Outsourcing  Delivery a tomation Py ~Ndin

Home Linkages Outsourcing

Digital Ad Bu
Robotics / Humanoids Shopper . Purchase o Y Health Care

i Consolidation™"® 2o Sustainabilit
Opticall Digital Automation Integrated Medig , _ F dy In Home
Computers 507/ 6.0 Bio Enterprise GPS Home Delivery CO”qborotlo?elen?gdicine Grow(.jlng
Computers Virtual Reality Computing Adaptive Store Design  Store to Home /Pantry | . quu?gcturing

- ) Conferencin Green Network
Sensors Grids Cooperative o Aquaculture,; - aboration

Monitoring sho
Fuel Cells pper . .
Al Technology / Digital / Robotic ~ Dark Precision Local

TECHNOLOGY AND DATA Intelligent Appliances GIObGI\IlleD'EJV{ICO:?I?Sing Engagement Stores  Farming SERVICES

Dark

Distribution Financial

Quantum
Computing

Intelligent Smart Store
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In—store robotics — enhancing shelf
and associate productivity
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The world's first Al video moderator that

what do customers think about lunchables

vs lunchly interviews purchase verified users.

m 3M real peopla In hours, without any survey fraud.

Real-Time Al-Enabled
Video Interviewing



SBRICKAL

Monday Morning 10:00 AM

Create a Family Meals Ad featuring
the meal promotion

Collect the image and design the
messaging

Link to the website
Ad completed

Launch 10:15 AM

—

RUSS’S MARKET

SKIP TACO TUESDAY. CHICKEN
ENCHILADAS NOW ON THE MENU.

Learn More

| v/ Multiple other sites

Advertising for Everyone

Reaching - @@ e e

v" The Loyalty database

v Meta

There are over 80,000
potential shoppers, along
with the entire loyalty
shopper database.

Tuesday Morning 11:00 AM

Create an Independent Operator
brand Promotion

Collect the image and design the
messaging

Ad completed

Launch 11:15 AM

0O N d

Meta Google Ads TikTok

RAQ'S

REALINGREDIENTS
REAL CONVENI :

Basis DSP

Pinterest

Reaching

Retailers' shopper
databases

Other Media Channels

Multiple other sites

Exponential targeting
opportunity

Affinity Pairing

in| - © X

Amazon LinkedIn Microsoft Snapchat Reddit X
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Food and Beverage Retailing Technology Innovation - TECHNOLOGY 4.0

Keeping the lights on

1. Information technology is
no longer being viewed as a
support function

2. Instead, it is now a catalyst
for organizational
transformation, reshaping
structures, processes, and
culture

Transform

8%

Expanding on what you've already Initiatives that revolutionize the way
built business operations are conducted

In Traditional Organizations (75% — 16% — 8%)

Most IT Investment Dollars are spent on maintenance an/or limited expansion of

technology capabilities.
In Digitally Driven Organizations (15% - 25% - 60%)

Digitally engaged organizations invest in a range of areas to enhance their

operations and customer experiences.

Proprietary and Confidential to the Dialogic Group, LLC; © 2026
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2025 - 2050...Executive Summary -- Challenges and Opportunities

Which
technologies
will have the
greatest
iImpact on
growth an
profitability
in 2025?

Proprietary and Confidential to the Dialogic Group, LLC; © 2026

Store process automation (process and
equipment)

Al-enabled shelf location management
capabilities focused on effectiveness

Advanced promotional management
and ROl measurement capabilities

Next generation shopper loyalty /
personalization capabilities

Improved / personalized /dynamic
pricing systems

Al driven merchandising capabilities
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2025 - 2050...Closing Thoughts — Part 1

What are the top
three takeaways
from this session?

7 DIALOGIC
<
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FURTHER
QUESTIONS...

DO NOT HESITATE TO CONTACT.

THOM BLISCHOK
THOM.BLISCHOK@THEDIALOGICGROUP.COM
CELL. 602-321-9305

THANK YOU

THE
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