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REVIEW: Great Value Sour Cream
REVIEW  and Onion Chips (200g)

Caddle® is the largest daily and
monthly active panel in the Canadian
market. Our mobile-first insights
platform rewards Canadians for
sharing data and engaging with
brands.

O

BUY: Melitta® 100%
Responsibly Sourced K-Cup®
Coffee Pod - 100% Colombian
100% Colombian ONLY

DAILY SURVEY: The New
SURVEY Shopping Landscape

$0.10 Cash Back $
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Methodology

A representative survey of Canadians was
conducted in April 2023, in partnership with
Retail Council of Canada.

1 custom study conducted with over 2,000
Canadian shoppers.

All data presented is owned by Caddle and has

a Margin of Error of 2.2% at a national level.

Caddle® Inc. Confidential

h
-~

CADDLE

@ CADDLE
4



ape in Canada

Proprietary Earn & Burn Coalition > Brand Partnerships

Brand

Customer
Service

1
|
f‘ Customer

Products & Services

S~ao

g CADDLE



Caddle® Inc. Confidential




Practically all Canadian Shoppers have and use at least one type
of loyalty rewards programs

use retail loyalty rewards
programs (free memberships)

PC Optimum 91%

Triangle Rewards -
Canadian Tire / Sport
Check

53%

Plum Rewards - Chapters /

Indigo L2

Rakuten (ebates) 22%

More Rewards - Save-on-

Foods 7%
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use rewards programs

led by financial institutions

AirMiles

Scene+

Aeroplan

Avion

American Express
Membership

19%

1%

7%

49%

46%

use retail loyalty rewards
programs (paid memberships)

Costco Membership

Amazon Prime
(Grocery and product
shopping)

Instacart

Uber One

DashPass
- DoorDash

4%

3%

3%

34%

78%
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Rewards programs have been important to Canadians for a long time
now, but the current economic context has magnified their importance

Consider rewards programs as
iImportant

Not too Not important at all
important 2% _ 2%

q
Neutral
13%

Somewhat
important

Extremely
important

Caddle® Inc. Confidential

Are paying more attention to
rewards programs due to the
economy

| am not sure

| use/ pay attention to 6%
them |
A LITTLE MORE

| use/ pay attention to
them THE SAME WAY
BEFORE

| use/ pay
attention to them
A LOT MORE
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Most important factors when
deciding where to shop:

Loyalty programs rank second behind price

41%

Of Canadian shoppers consider
Loyalty programs as one of the
most important factors when
deciding where to shop.

How much do rewards
programs influence your
decision on where to shop?

Loyalty programs play a key role in choosing

S1%

where to shop

Of Canadian shoppers say loyalty
programs influence their shop
selection either a lot or completely
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Shopping decision based on
Price vs Rewards

e Although price is the main factor when
deciding where to shop, many shoppers
tend to shop at a store where they
collect points without giving it much
thought.

e Theyounger generations (Gen Z and
Millennials) are the most likely to shop
from a store where they collect points
without much planning.
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When deciding where to shop for groceries,
what are you most likely to do?

Shop around looking for better

[0)
prices regardless of the points 40%

| tend to do a bit of both 32%

Go to the shop where | collect

(0)
points without much thought 28%
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If stores discontinue rewards
programs shoppers would
visit less

e In a hypothetical scenario in which
some stores would stop offering
rewards, three-quarter of shoppers
would change their shopping habits.

e Half would continue to shop at the same

store only less frequently, while 20%
would shop there only when necessary.

Caddle® Inc. Confidential

If a retail store you frequently visit stopped their
loyalty rewards program, what are you most
likely to do?

| would continue shopping in that
store at the same frequency

23%

I would still shop there but less

(o)
frequency 4%

| would only shop in that store
when it is absolutely necessary

20%

| would stop shopping in that store

(o)
completely 4%
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Shoppers seek rewards that
can be exchanged for cash

e Rewards that can be redeemed for cash are
the most valued by shoppers.

e Among different rewards, cash back comes
on top as the most valued.

Caddle® Inc. Confidential

Now, thinking of loyalty rewards programs in general
(retail and credit card rewards), which do you value the

Cash back rewards
Points can be redeemed for cash
Grocery rewards

Discounts

Points can be redeemed in many other
stores

Access to exclusive deals
Free shipping

Travel rewards

Fuel rewards

Faster shipping

VIP serices

Access to special events

Other

mMost?
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Despite high usage and satisfaction, there are still some
challenges to address

Percentage of people who find challenges or dislikes From the list below, what are the challenges / dislikes you
when using retail loyalty rewards programs have found when using retail loyalty rewards programs?

Special offers are not enticing enough _ 39%

| can only redeem points in certain

(o)
shops 27%

Too many restrictions when redeeming

(o)
points 26%

It is hard to tell exactly how much

. 25%
money | am saving

| have to carry too many cards 23%

No
68%

There are too many programs

20%

Website / apps are not user - friendly

18%

Too many newsletters 14%

| do not understand the real value of my

. 14%
points

Poor customer service 13%

Newsletters are not relevant to me

3
x

Other 12%
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Shoppers want more personalized
offers and flexibility on where to
redeem points

e Making offers more relevant and
expanding the redemption of rewards
to more shops are the top 2 motivators
that would drive shoppers to use loyalty
rewards programs the most.

e While seeing more relevant offers is the
top motivator for Millennials, Gen X, and
Baby Boomer shoppers, having the
ability to use the points in more shops
comes on top for Gen Z

Caddle® Inc. Confidential

Which of the following would motivate you to
use your retail loyalty rewards program the
most?

More relevant offers

Ability to use my points in more shops

Ability to consolidate all my points from
different rewads programs into one...

Guaranteed privacy / data not shared with
third parties

Ability to invest my points earned

Special draws to win big prizes

More user-friendly apps

Other

Nothing would motivate me

7%

-

18%

16%

15%

12%

24%

44%

36%
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Overall, rewards programs usage and adoption is lower among
Gen Z shoppers

Gen Z Millennials Gen X Baby Boomers
(1997-2005) (1981-1996) (1965-1980) (1946-1964)

Users of retail loyalty rewards
programs
(free membership)

Users of rewards programs
sponsored by financial
institutions

Subscribers to retail loyalty
rewards programs 509%
(paid memberships)
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Nonetheless, rewards programs are as important for Gen Z
shoppers as for other generations

Gen Z Millennials Gen X Baby Boomers
(1997-2005) (1981-1996) (1965-1980) (1946-1964)

Extremely important

Somewhat important
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The importance and influence of rewards programs on Gen Z shoppers in
the past few years has increased notably compared to other generations

Percentage of people who say the importance of
retail rewards programs increased compared to 3
years ago

GenZ 67%

Millennials

54%

Gen X

Baby Boomers

Caddle® Inc. Confidential

Percentage of people who say that the economy has
impacted their usage and overall perception of loyalty
rewards programs
A LOT MORE

GenZ 58%

Millennials 46%

Gen X 43%

Baby Boomers 35%
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Regardless of age, most want more relevant offers and flexibility
redeeming points.

Surprisingly, the TikTok generation is more likely to be concerned
about their data being shared with third party services.

Gen Z Millennials Gen X Baby Boomers
(1997-2005) (1981-1996) (1965-1980) (1946-1964)

More relevant offers 29% 48% 46% 43%

Ability to usesr:gpzoints in more 31% 249 41% 36%

Ability to consolidate all my
points from different rewards 22% 22% 24% 27%

programs into one ecosystem

Guaranteed privacy / data not 0 0 0 0
shared with third parties 24% 14% 18% 20%

Ability to Lr;\;is:dmy points 16% 199% 16% 14.%
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While cash back is the top motivator to use rewards programs,
Gen Z is significantly more likely to be motivated by access to
special events compared to all other generations.

Now, thinking of loyalty rewards programs in general
(retail and credit card rewards), which do you value the
mMost?

ACCESS TO SPECIAL EVENTS

1%

2%

1%
. ] -
|

Gen Z Millennials Gen X Baby Boomers
(1997-2005) (1981-1996) (1965-1980) (1946-1964)

Caddle® Inc. Confidential ‘_. g) CAPDLE



The continued usage of rewards programs depends on addressing

current challenges; younger generations are more likely to
experience challenges than their older cohorts

The most common challenge is related to
offers not being enticing enough.

Millennials, Gen X, and Baby Boomer shoppers
all rate this as their top dislike.

For Gen Z, the most common dislike is not

knowing exactly how much money they are
saving.

Caddle® Inc. Confidential

Have you found any challenges or is there anything you dislike
about using retail loyalty rewards programs?

43%
40%
33%
I |

GenZ Millennials Gen X Baby Boomers
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App and website design is a challenge for Gen Z and Baby Boomers
— both for different reasons

« Generations at both poles of the spectrum over- Percentage of people who experience challenges with their
index in their consideration of website/apps not rewards programs’ website or apps
being user-friendly.

28%

+ Although they share this challenge, their
dissatisfaction with websites and apps may be
driven by different by two different perspectives

25%

 Baby Boomers might find the apps challenging
to use, while Gen Z shoppers who are more
digitally savvy, might have higher expectations
or may be used to a different interface.

14%

1%

GenZ Millennials Gen X Baby Boomers
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Key Takeaways

Cash is King

Avoid

generational
assumptions

Caddle® Inc. Confidential

Rewards programs

Experiential rewards and benefits have been
growing in value from members for years but
right now cash rewards are more important.

é}

Providing choice for earn and burn as far as
variety and breadth of retailers and options is
becoming table stakes

Members want more personalized experiences
with the brand (not just offers and comms).

Generational stereotypes are a potential pit fall
when trying to predict or alter customer
behavior. Use your own customer data with
guidance from 3rd party data like this study.

Current economic state drives importance of Price AND

' - CADDLE
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Rewards programs play a bigger role currently in shopping decision as a value play and demystifies where pricing isn’t consistent or understood (high awareness of economic conditions but low understanding)  so rewards programs provide the consistency and understanding
Experiential rewards and benefits have been growing in value from members for years but right now cash rewards are more important. 
Providing choice for earn and burn as far as variety and breadth of retailers and options is becoming table stakes.
Members want more personalized experiences with the brand (not just offers and comms).  You know, so treat me differently
Generational stereotypes are a potential pit fall when trying to predict or alter customer behavior.  Use your own customer data with guidance from 3rd party data like this study. 
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