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The UK food retail industry is undergoing the biggest
structural change in decades

30+ years ago c.20 years ago
resco KWIK SAVE
JSainsbury pic
Co-op market leader, larger than Tesco Kwik Save was a FTSE 100 company
& Sainsbury combined with 10% market share

¥

We believe that from the current change, a new structure will emerge and
that the industry will look very different in 5-10 years. Not all are likely to
survive.

Ocado is well placed to take an advance of this change.

HSBC Investor Notes
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Growth Is set to come from online; globally the UK is
leading this market

Online Grocery Spending per Capita 2014
Index to US (100)

315

Total Key
Growth Share
Channels / ). Growth

£49.0bn 31.0%
Convenience i £y 1T

98.1%
Discounter £10.8bn £21.4bn 0
S
Online £7.7bn £16.9bn 119.5%
Year to Year to
April 2014 April 2019
Total £173.5bn Total £203bn UK Germany Sweden Japan
Source: IGD, Kantar, Datamonitor
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By investing in Ocado you are investing in strong
growth

Ocado #4 in online
grocery market just
behind Sainsbury’s who
sales are c.£1bn

Gross Sales £m

TESCO
UK growth in online
843 grocery +11%
719
643
551
J Sainsbury plc
Our groceries online

FYO9 FY10 FY1l FY12 FY13 FY14* business is growing at
6% year-on-year

] _ Retailers results statements, 2014
*Analysts’ gross sales estimates in £m
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The Ocado model is focused on removing costs Vs
traditional retail model

The Conventional Way

oo, .

Suppliers and Wholesalers

i3
i3
i3

Regional Distribution Centres

v 7

~
Stores Onling store
~ N~ N
Dealivery
~ ~ ~

Customer's home

No need for DC/RDC
“Put away” automated
processes

No physical check-out
Significantly lower
product waste
Significantly lower
property/ occupation
costs eg energy use

Scale, automation,
technology
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Ocado’s operating model & technology continues to
drive growth and keep us ahead of the market

« World class tech inc gaming technology & robotics
« 10 million CFC routing decisions taken every day; 25km of conveyer

« Totes move so fast you'll need to set your camera exposure to a fraction of a
millisecond to take a clear photo

« 1 CFC can pick 100,000 items an hour, with an order fulfilled every 2.5s
« 1 dark store can pick 100,000 a day
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Once at greater scale...

Store and online model % Online only model D D D

LOW MARGIN ADDITIONAL LOWER FIXED INCREASED
INDUSTRY COSTS FOR OVERHEADS
ONLINE

EVEN LOWER GREATER
MARGINS + CANNIBALISATION MARGINS + LEADERSHIP
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Business model enables a superior customer experience

» Ease of use: Multi-device platforms

 Slot availability: 1 hour delivery slots; same
day availability for ¢.30% of geographies

 Delivery reliability: 95.7% deliveries on time
or early

* Product availability: 99.2% items delivered
exactly as ordered

* Fresh product: Ocado life guarantee

®.RP)

®

' -

Loved by Parents
Supermarket of the Year
2013, 2012
Best Grocery Product 2014
Best Online Retailer 2014

Paypal Etail Awards
Best Pure-play Etailer 2012
Best Use of M-Commerce 2012

which?

The Favourite Online
Supermarket in Customer
Survey 2009, 2010, 2011,

2012, 2013, 2014

Supermarket of the Year
Runner Up 2014

World’s Best Online Retailer 2013
The Grocer: The World’s 50
Best Grocers
Grocer Online 33
Grocer Mobile 33
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Ocado’s appeal is broadening to the mass market

Household Income demographics — new :
Location
customers
Wales and the South
West are currently our
2005 18% 107
Over >£100k “London &
South East
" £60 - £100k
m Rest of UK
= £40-£60K
B Less than £40k
2006 2009 2012 2014 2006 2009 2013
[Docado
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Who are our customers?

Main characteristics are 30-50 years old, female and at least one child in the household

Gender 82% of main shoppers are female — but more men are shopping, driven by iPad and
non-food offering

48% of households have 3 or more members, average household size is 2.7.
42% of households have at least one child <16. 32% of households have a child <2

Household

57% of customers are aged between 30 and 50 — younger base than Waitrose

Pet* 57% of households have at least one pet

O] s[=13[[8888 \We overtrade in organic with ~6% market share

Mobile* 49% of customers own an iPhone, 43% an iPad

Basket The average customer spends ¢.£109.89 per order?

Results from April 2014 survey ; *Data from 2013
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Ocado is Waitrose’s largest customer

We are committed to making

« 10 year sourcing partnership agreement with Waitrose
running to 2020

*  Our relationship with Waitrose means:
— We can stock Waitrose own brand goods
— We share: Cost price, Overrider agreements

HESTON

— We are independent on: Media plans, All other
trading terms, Prices, Promotions, Range

We deal directly with suppliers for the majority of range

Waitrose

ORGANI
o® Ri

12
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The Morrison’s deal has a number of benefits for Ocado

The deal will bring a virtuous circle

of scale benefits

« A 25 year agreement to license
certain technology, logistics and
distribution services to enable
Morrisons to launch and develop its
online grocery business

* This is benefitting Ocado:

Enables greater investment in R&D
Improves Ocado’s economic model
with sharing of costs and faster
utilisation of fulfilment capacity
Validates Ocado’s operating model
and provides template for future
deals

Strengthens balance sheet and
reduces finance costs

Ocado.com trades completely
separately

All retail and trading operations are
completely independent

Ocado will continue to buy with
Waitrose under its sourcing
agreement

'OUR BRAND NEW GROCERIES
SITE IS OPEN FOR BUSINESS.

Click to see if we've started delivering in your area.

|
m

13
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The Morrisons deal has allowed us to open new
geography in the North

Ocado spoke

Ocado delivery a

rea

14
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Proposition to customers drives growth

Highest
service
levels

Quick, easy to use

16
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Making it easier for our customers with new developments

and excellent service |
%k kk*k Excellent Service

. “Staff can't d h”
Award winning app has lead to great take up o cantao enets

by customers “Just had my first Ocado shop delivered and I'm very

impressed!! They have thought of everything.”

“Delivery was well within the allocated time and the

% orders touched by mobile driver was lovely.”

“First home shop I've done with a company where
everything arrived accurately”

o
40% Facebook reviews
35% - . .
Recipes now on mobhile
oo COUn @ nsr -
30% — < Ocads Recipes W 30
Foitured Recpas
25% -
20% T T T T T T T T T T T T T T T
N N NN NNOO®OHOOOO S S 35 2
O 0O 0O 0000000000 O O O
N NN NNNNNNNNNNNNN
5 g@g=28 8 5 §g=208 8 5 =
O = =2 O = =2 O = =
S8 EE28=T"EE 287
5 = 8 9 52 8 9 52
- 8_0—= 8_0—=
wn Z wn Z
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Ocado own-label continues to grow with sales up over
50% H1 2014 vs H1 2013

- B0)

Focus is on mid-tier, exclusive and organic

87% of baskets include at least one Ocado
branded product

26%

Ocado own-label sales as
a proportion of total own-label

2009 2010 2011 2012 2013 2014

18
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Ocado has large ranges of International, Free From and
Organic

Large Free From range across a wide
range of categorles

12 Dedicated International Shops

2 from’ range
’]'.;-ﬂ « )r alHt

9docado
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Value for money is key

M Bundles » Offers on Favourites »

* Ocado value promise includes offering
customers:

HALF Save on g
PRICE [ L4
« Market leading deals PRICE

» Great everyday value

« These need to be supported by suppliers

Cheaper than Tesco

or we'll give you a voucher

Feel good prices
on salad essentials

Click here »

9docado
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Smart Pass iIs improving loyalty, frequency and spend

Be

O SMART

Majority of orders now on Smart Pass
Over 800 products with discount of 10% or more
Priority samples, exclusive sales, free gifts

New free, no-obligation trials to encourage customers with their first few shops

You could

happy. Shop SMART. F SAVE w1

e £246 0"
Wave goodbye to delivery charges and save at least 10% on your favourite brands. R\ a year

See all Smart Pass benefits )

% »

@ SMART PASS ‘Seetems

21
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Outperform with Ocado

Working with Ocado is

Online is a key Ocado is c_)utpe_rforr_nlng key 1o driving growth
growth channel competitors in this .
channel through your business

9docado
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Collaborate and innovate to grow with Ocado

Differentiate for online

Bespoke approach will drive your sales

Range — SKU selection

Conversion — Great product
information, image & location

Mechanics — Tailored offers for
online and by customer

Visibility — Media bookings in
relevant locations

Engagement — Using targeted
trialing and reviews

Innovation — How else can your
brand grow through Ocado.com?

% growth

Suppliers who
differentiate their
approach for

24 2012-3 data for example category & supplier

Ocado Engaged Dis-Engaged
Supplier Supplier
[Hocado
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Improving conversion: basics are important

Simple product name

Clear image

Descriptive back of pack

» Keep it simple
~ 42 characters

» Ensure all key information is
included

What is it?

Crabtree & Evelyn Tarocco
Orange, Eucalyptus...
250ml

« iPad is shorter than webshop:

* Help customers with the type,
size, look and feel of your
product

How big is it? Individual pots?

* Roundels should be clear and
easy to understand

Lifa
g™

V][O
€83

Bans

Fushi Virgin Organic Black
Cumin Seed Oil 100m

NG

De Cecco Fusilli Pasta

Description:
“Fusilli.
Durum Wheat Semolina Pasta.”

*‘:’xx 1
mp’;’* |

VS.

The Great British Butcher
Bloody Mary Rub

Description:

“Just like the infamous cocktail (minus the
vodka) we found the fragrant spice mix really
brings out the fantastic savoury flavours of
quality meat.

A heady blend of celery, worcestershire sauce
& smoky tomato, this one's fantastic rubbed
into a large hunk of aged beef rib eye,
chargrilled to your liking with a few caramelised
onions & a light dressed salad. For some
added flavour mix with a glug of olive oil and
baste over your beef or gammon steak as they
i

25
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Regularly walk the store to check your products

For your top selling and all new SKUs you should be checking:

Does the name make sense on the FOP?
Does the name differentiate the product vs other products on the FOP?

Is the name consistent with the rest of the range?

Is the price per consistent with the rest of the range?

. ) Organic Su!ian’s Jewel Isle of Wight Organic Natoora Sicilian Cherry
IS the Image aS Clear aS pOSSIbIer) Tomatoes Waitrose 180g  Yellow Coc?;:gfamatoe Vine Tomatoes 400g
i i . Reviews sk kdh Reviews ok Reviews eded 1)
Is the product primary tagged in the right category*?
Co ° (o0 | i@ o o
Is the back of pack correct? i | | e | [ e

Is the product life what you would expect it to be? (Ocado offer half the life delivered in, out to
customers)

*See appendix for details
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Favourites are a key part of shopping at Ocado

« Getting into a customer’s favourites is key to driving sales online |
« 23% of adds are from the favourites page

» Favourites are also shown at the top of every category and aisle page

* Ocado has a large number of new customers; suppliers need to continue to invest to get
into new customers favourites

» You need to get your product into customers’ favourites — as early on in their shopping
journey as possible

» Ensure that customers go beyond their favourites and see your product too
| b vour Favourtes§

'z‘éfr@
Fl -

The Saucy Fish Co Tuna Weight Watchers Tuna Brindas Otiz Bonto Tuna  John West o Drain Tuna  Jobn Weat No Drain Tuns  John West No Dran Tuna
Wit Swoeel Soy & Chil Hayonnatse & Sweelcor FHlgts in Ohve O 2209 E29aks In Spangw. 3x S%ak In Sunflows . 3x EhakinObve Of . 3x
2400 3x809 120g 1209 120g
Owdy £2, was €248 Buy any 2 for €8 Buy sy 2 for €8 Buy any 2 for €3
flevens kv Revews Wy feveus SRR an Hevews waaw flevens awan fRevews waw
Last posght 190413
® ° © ° © ° ) ° ° ° ° °
£4.99 s £200(9 £6.95 £50003 £5.00(% £5.00(%

Prce per kg 2979 Prce per 100g 33 19 Price per 100y (306 Frce oo 100g £1.35 Prce per 1009 C1.38 Prce per 1009 £138

oy 1 L otr 1 Add o1 Aod oy 1 Add oy 1 Add ot 1

[DJocado

The online supermarket



How do customers shop?

£22 ’506‘ TUNA INFUSIONS..
- SIMPLY DELICIOUS -

L GARLC | B

Vm V&} V’@?

45% of customer adds to basket
are from search

23% of customer adds to basket
are from the favourites page

Asvy 22 130w Come
Yy v
C (e ide s

" Fawvourites (Browse ail)

[Docado

28

The online supermarket




Marketing, trading & media initiatives to help you to

outperform

How Current opportunities

Identify the best mechanics for  Utilise available offer .
your brands mechanics, introduce targeted .

offers .
Drive visibility of offers and Choose & use space smartly .
range .
Improve product & brand Through trial with NPD, reviews, e
engagement retweets and recipes .

Promotions

Bundle deals & meal deals
Smart Pass exclusivity
Targeted coupons

Website media
Flash Sales

Events

Shop in Shops
Mobile media
Search placements

Sampling

Social Media & PR initiatives
Recipes

Smart Pass Review Panel

29
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|dentify the best mechanics for your brands

Cross-category bundles Personalised Coupons Smart Pass category exclusivity
it S o YOUCODMON i
e COEER CTEEER

Atii:;an , &3_1_; O SMART PASS

Corvsloe T0T

What? Bundle deals, meal deals What? Targeted coupons emailed What? Category exclusivity for at

to customers to redeem against their least10% discounts to Ocado’s most
next shop loyal shoppers
Why? Improving basket penetration Why? Improve effectiveness of Why? Improve penetration and
through cross sell and placement in trigger funding for either trial or sales by improving visibility
high traffic areas of the site reactivation

[DJocado
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Drive visibility of offers and range

Top Offers

T0P

OFFERS

Shop now »

What? The top market leading deals of the month

Why? On the homepage on site, now also including
the app, and top offers filter. Premium package
includes placement in monthly customers offers
pamphlet

Events sponsorship

What? Sponsor offer or seasonal events
throughout the year

Why? High visibility through bespoke event aisles,
banners, emails and social media

31
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Drive visibility of offers and range

New media: BOP and Offers Banners

¥ou are in: Search resalts orange squash

Reobinsons Crange No Added Sugar Double Concentrate 1.75L
*‘ -*** |:1 I_ E 1 put of 1 cusiomers would recommend is

- Your Instant Shop ED
E finet B S e By LS BUF Add .00
@ . m <.:._'.’_.\._I 3 nrosr Teabing m al o s [EER
w .‘ , Wi Gcado = Browse Shop TenLIrifes e Hew Smart Pass A Seasona

product bo o frigsd
- . BUY 1 ADD 1 [y
Readd reiew  Reewthis produc F HE 3 @ i
nnocent
[ s - 11
Saving 1% with Smart Pass: was 1.99 Juice
® cw £3589 [AD ka
Price per Bre: £ 05 —’E.TE
il & 2
La=t bought 000443 innacent Innacan
iy S
Cick har» [N
Show gimilar | Add o =l | Remove rom tavouriles

Win, order £40

« Total BOP clicks are equal to homepage and Offers details equal to shop
landing page

« Users are engaged with these pages
« 3 banners available for Back of Pack
« 3 banners available for Offers details pages
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Drive visibility of offers and range

Type of webshop media

Graphic Banner Uberbanner Mini Banner Featured Products
[ Faanres N
[ V‘ oa
Sy
= 8L New CIIID —— e
2£4‘ t? ‘- DPQOdOIEIHIS Pt PR g L
<D e || e
What? Full length banner What? Expandable drop What? Smaller in aisle What? Product placement
positioned on aisles or down banner positioned on banners shown alongside at top of aisles or search
search results aisles or search results. products results
Why? Improve visibility of Why? Opportunity to Why? Improving visibility Why? Gain greater
strong offers or new in provide more information of strong offers or new in visibility for a specific SKU
products or engaging content to products before customers see their
enhance interaction with favourites
brand

Book by location

[DJocado
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Drive visibility of offers and range

Type of webshop media

3 parts of the catalogue...

Favourites

Shop Offers

...each with 3 tiers

&)

4 Home pages
Shop, Offers and Favourites home provide very high
visibility

B

Top level
Equivalent of Fresh, Drinks, etc.

©
Category level
Equivalent of Fizzy Drinks, Water

Home

On Promotion

Fresh

Food Cupboard
Bakery

Frozen
Speciality
Organic

Crinks
Househaold

Home & Garden

Baby & Child

Health & Wellb=ing
Toiletries

Besauty

Mewsagent

Toys. Games & Sports
Pet

evenmare  ocadel/ &
Find a product

A My Ocado

FEEDBACK

@' Save on deliveries Logout | |G Boo

Your Instant Shop
)

Save ime by using ouwr
Browse Shop - Favourites Offers Mew Saving Pass Wine

suggeetad order featurs

Selected shops Cola

(O Licence Lemonade
Tomic Water & Mixers Crangs & Fruit Flavours

Tea, Coffes & Hot Drinks Ginger Beer, Cream Soda & Shandy
Wiater Energy Drinks

Juices

Srmanthies View all Fizzy Drink=

Fizzy Drinks 4
Still & Sparkling

Squash

Cordials

Energy & Health Drinks

Bilke

View all Drinks

34
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Drive visibility of offers and range

Make the most out of your media

SAVE P10 | e
HALF ! Bank holiday ’

PRl CE f barbecue

ik
Raspberry offer message Tl i
* Or green ‘new’ message

Simple offers (£1, Half Price) and emphasise saving where possible (i.e. Save £6 rather
than Now £20) '

Clear call to action (shop now, click here)

Click here » Click here »

Clean, simple background — but provide contrast and make it eye-catching

Easy to see product, copy to explain product if required

[DJocado
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Drive visibility of offers and range

Search

« Search is the most prominent
way for customers to add
products — 45% of adds come
from search

Total Webshop Adds

To maximise effectiveness
search placements include a
few similar search terms

E.Q.

« Toilet roll only accounts
for 58% of toilet roll
related searches

* By including toilet paper,
loo roll, loo paper in the
toilet roll booking your
media will now be shown
to more shoppers

Premium Search
Top ~50 search placements

Top Search
Next ~150 search placements

Standard Search
Remaining search terms

Competitor search
Bidding on competitors search
terms

36
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Drive visibility of offers and

Mobile media

range

Featured products available: 2 products on

iIPad, 1 product on iPhone

Banners now on iPad app
NN ¥V wo M-
| | = Washung powder o
T by: Fatnattos #4 =
e :
Housshold A &z,A y
— L
== . oY W
Wasriog P w5
Liquds & Gol W (8 Dpwrpurts  Wasterg Powde >
e Poe Pes Prema V7
i =y » @
= ‘:5321‘-{ LA % 24
L iy " = _\ =
swash & D s b || Ui S0 Ly
nRe r.ua tu; t7.|.o‘ nn
£ ) Q n .
Peg "eg P Ve
' a8 o
g
ocado £000, ot e

available on

Now

Android

Dairy Milk buttons on the
chocolate search accounted for
10% of sales

New Ocado chicken korma ready
meal accounted for 15% of sales
from the curry search

37
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Drive product and brand engagement

Encouraging trial, reviews and initial purchase

Sampling

Social Media Sampling

Smart Pass Review
Panel

Journey bundles

MOVENP 3
A | C K

What? Sample size SKUs
can be delivered to a
targeted customer
alongside the rest of their
weekly shop

Why? Encourage trial —
great for NPD

What? Vouchered form of
sampling hosted on the
blog and advertised through
social channels

Why? Encourage trial of
existing SKUs for a smaller
self-selected customer

group

1 0°0" 0" ¢

“delicious”

“Got this as a free sample
too, delicious, will be trying
others in the range. Tastes

much fresher than jars of

sauce or pastes.”

What? Coupons sent to
panel of customers to
redeem for full size SKUs in
return for future reviews

Why? Drive number of
reviews on site to turn your
fans into advocates

What? Sponsor acquisition
bundles with your products
to incentivise Ocado
through the journey from
registration to the 5th shop

Why? Products added in
the first 5 shops are 67%
more likely to be bought in
the future than ones added
on later shops

[Docado
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Drive product and brand engagement

New: Personalised Gifting

What?

Targeted free gifts that customers can select at checkout. This provides a unique opportunity to target
customers to try your products and become loyal customers for your brand as they do their weekly shop at
Ocado.

Key features include:

* The ability to use any SKU currently stocked at Ocado

» Active targeting of the most relevant customers for your brand and product to maximise ROI

* Prioritisation of Smart Pass and new customers, again to maximise ROI

« Automatic addition to favourites to improve repeat purchase rate

* An optin approach - customers will be able to select one free gift on the site or the app

« This can be run as an ongoing campaigns rather than short term activity so that you can see sustained
improvement for your brands throughout the year

[Docado

39 The online supermarket



Drive product and brand engagement

Shop in Shops

Find mspiration with our
What? seasonal recipes from top
Your own brand shop at Ocado.com chefs supplied by
Natoora...

Why?

Remember to:

I8
Communicate your brand’s breadth of range, ¢

lifestyle and sourcing in an environment that
feels different to Ocado.com
Customers who use Shop In Shops:
* Spend more on your brands; A floral flourish
« Try more of the range; and, for every season
*  Buy your products more often

Build your shop with your customer & and their
shopping mission in mind

Make it as easy as possible to navigate — and to
get to product quickly

Have a plan for driving customers to the shop

40
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Joint PR & social media
campaigns

Sponsored Blogger event

Drive product and brand engagement
Spread the word

Watt Robers Super O 30 per pack

o) '

What? Joint PR activity tailored
to generate media coverage,
complemented by social media
designed around the activity to
support and enhance the
messaging

Why? Joined up campaign
across traditional and digital
channels reinforcing your listing at
Ocado

What? An event coordinated by
Ocado PR with influential
bloggers and journalists to
promote your range at Ocado

Why? Your product gets into the
hands of influencers in the social
sphere with a view to sharing with
their audience via Twitter and
Instagram and follow up coverage
online

Promotional blog content

Guest post: Natoora's perfact pesches

What? A 500 word blog post
including links through to relevant
products at ocado.com

Content is shared across Ocado
social channels

Why? An additional way to
promote a range, product, brand
or offer in a rich content format

41
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Drive product and brand engagement

Prize draws and giveaways

Social media prize draws using
Facebook

Concert/event ticket giveaways

WIN 1in 3 Family Hotel

stays at Alton Towers
with

- AT

What? Facebook Page live for 2 weeks
and accompanying tweets and posts

Why? Extend your brand message over a
two week period across Ocado’s social
channels to complement activity on
webshop

’L] Ccato
Pt

VI S b 2 B s Lo Seecies Crapek Pasy!

3 bt 05 ety mmluﬂ&hiﬁmn Foew Tw vk 13 erder o0
u'm)m AT BTN >

Traar arw o s 43 pve ey, pam Kowk of 2ode Imprates £ yoo folon
e W a00ve

joln
e fun

What? A post on the Ocado Timeline on
our Facebook Page offering tickets to your
event. Your branded event is the only
message to our fans for the day

Why? Opportunity to provide customers
with free concert or event tickets with a
quick turnaround time

42
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Recipes

Drive product and brand engagement

Recipes

Brindisa Paella

Paella is a classic Spanish recipe,
with many variations. Our version
below...

@ 30mins
What? Include your recipes on the recipe

section and on the product page for the
SKU on Ocado.com

Why? Encourage customers to find new
reasons and occasions to use your product

Supplier funded recipe sharing

]
Lo
&)

R OO "y PRSI 0 T PVNR YO

Ve Cupt L oy Doty Blecposdag 13 gt wam fresh ides for e
LM (OSRES TEp R IS WL B

Rmad cur bog o hed s desciown Lat rrope Fom ane 3 our Sourts e
Capine

What? Your recipe shared on our
Facebook, Google+ and Twitter channels

If you have video content for the recipe,
this can be uploaded to YouTube and
shared in our recipes playlist

Why? Encourage customers to find new
reasons and occasions to use your product

43
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Innovate with Ocado

back h /’,\“ Available at
Ocado from

l ’fz: 27th February

(’f”m van U@

Personalised Gifting
(at Checkout)

Buy any 3 innocent kids drinks
and add a lunchbox for free*

Targeted Media at
Baby Customers

44
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How are you planning to outperform at Ocado?

Range — SKU selection

Conversion — Great product information, image & location
Mechanics — Tailored offers for online and by customer
Visibility — Media bookings in relevant locations
Engagement — Using targeted trialling and reviews

Innovation — How else can your brand grow through Ocado.com?

45
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