Scintilla Case Study

E.T. Browne and Palmer’s: Using Shopper Behavior
Assortment Deep Dive to Gain ltem Placement via
Incrementality and Non-Substitutability

This case study was shared live at Walmart Data Ventures Inspire Event, October 1, 2024.
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Scintilla Case Study: Palmer’s
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E.T. Browne is a family-owned company that has been around as long as the typewriter and safety
pin with products that are made locally in the US. Their ethically-and-sustainably-sourced products,
including their Palmer’s brand, are currently sold in more than 110 countries across the globe.
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Scintilla Case Study: Palmer’s

<= The opportunity:

Palmer’s beauty and personal care products are found across 8 different categories with each having
multiple product types, including hand and body lotion, hair care, face care, and more. They hoped to
expand their assortment, but with an already robust product lineup, they needed to do so tactfully.
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Scintilla Case Study: Palmer’s
<= The opportunity:

The team at Palmer’s wanted to add two new sizes of their already existing brands but needed to
ensure that the additions would not cannibalize the current assortment. To accomplish this, they
partnered with their Merchant to work within Walmart’s current Hand and Body Lotion Strategy.

Walmart’s hand and body lotion strategy

Win every customer, every season

By being the most inclusive, trusted destination for
sunless tanning and body moisturization needs.

Foundational excellence

Assortment, availability, accessibility, acceleration, awareness

Core Derm Trend Sunless
OPP/EDLP, multi-cultural Proven dermatologist Gen-Z, male consumer Affordable, premium
brands and offerings recommended brands emerging brands beauty brands
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Scintilla Case Study: Palmer’s
<= The approach:

They began the process by reviewing the current hierarchy of Walmart’s Hand and Body
Lotion category with Scintilla Shopper Behavior Assortment Deep Dive.

Category Sub-category Fineline
—_— Daily
Glow
Body Lotions &
Moisturizers
- Skin Conditions
Hand C d — Therapeutic
Hand and Body Lotion
Lotions
——re Daily Hand
e Therapeutic Hand
Sunless Tanning
e Sunless
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Scintilla Case Study: Palmer’s
<= The approach:

Then they utilized Scintilla Shopper Behavior Assortment Deep Dive to review the consumer
decision tree and the Customer Priority report.
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Scintilla Case Study: Palmer’s
<= The approach:

These reports helped them understand if their items were selling well or not, if they were reaching
enough shoppers, and how important it was to their most loyal shoppers.

How is Composite Rank calculated

The first 40% of the composite score is based on sales

performance: The remaining 60% of the composite score is based on customer engagement:

Penetration (adjusted) % of category customers buying Is it reaching enough shoppers? 30%
Average weighted Product movement % of loval cat ¢ N
Rate of Sale (Units, relative to its Is the item selling o o O loyal category customers who it is important to my most valuable
Value) distribution and well?? 40% Loyal Penetration are loyal customers buying the P ShOPPe);s? 15%
weeks selling product

Share of wallet (units, value) Share of customers’ category spend How |mportasnht(:;|;te:cs>‘;ts most loyal 15%
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Scintilla Case Study: Palmer’s
<= The approach:

When working within the Scintilla Shopper Behavior Assortment Deep Dive report, the team at
Palmer’s had a few key callouts they were looking for to help validate their process:

* Ensure Category Hierarchy Makes Sense

* Run a Customer Priority Report

* Exclude Products with Limited Distribution
* Validate the Consumer Decision Tree (CDT)
* Run Auto de-list recommendation

* Export Customer Priority Metrics

e Summarize Key Learnings
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Scintilla Case Study: Palmer’s
<= The approach:

This process validated that Palmer’s should see item placement via incrementality and non-
substitutability, meaning they would fit the core offering and could gain distribution without
cannibalization.
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Scintilla Case Study: Palmer’s
<= The results:

The two new items were added to the assortment and the growth was 91% incremental confirming
what the Scintilla data predicted: The items saw very little non-substitutability and were not
cannibalizing other offerings in the category.

Substitutes Metrics Impact

What is the impact on my category?

$347177 - $382,551 e -$35,373
Net impact Predicted sales Cannibalised sales
Which products is it cannibalising?
Product code Product description Losses

Ty -§9,832
-$5,833
-$5,549
-$3,656
-52,604

Incremental
growth

-$1,817
-81,757
-$1,731
-$1,298
-51,298

4 € € e
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