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RETAIL INTIMACY 2.0 (PART 2) 

Winning at 
Kroger.com 

In col laborat ion with: 

catapult 
Kroger's e-commerce operation is being fueled by 
the retailer's strength in loyalty and merchandising 
— and marketers are jumping on board. 

By M ichae l A p p l e b a u m 

n t h e fal l of 2016, K roge r sent its e - c o m 
merce o p e r a t i o n in to ove rd r i ve w h e n it 
c o n v e n e d a series of mee t i ngs w i t h sev
eral of t h e Un i ted States ' t o p c o n s u m e r 
p a c k a g e d g o o d s c o m p a n i e s . Inc luded in 
a long list of cha l lenges p resen ted t o t h e 

p rospec t i ve m a r k e t i n g pa r tne rs w e r e ques t i ons 
a b o u t h o w t o make Kroger 's d ig i ta l p l a t f o r m s 
easier t o use, h o w t o reward c u s t o m e r s fo r b e 
c o m i n g m o r e d ig i ta l l y e n g a g e d w i t h Kroger , and 
h o w t o de l iver a m o r e sat is fy ing " cus tomer f i r s t " 
expe r i ence t o Kroger 's on l ine shoppe rs . 

Today, t h e v is ion beh ind Kroger 's e - c o m m e r c e 
s t ra tegy is c o m i n g in to sharper focus . K roger 
(wh i ch also o w n s t h e Ralphs, Di l lons, Smith 's , K ing 
Soope rs and Harr is Teeter s u p e r m a r k e t chains, 
a m o n g o thers ) has e x p a n d e d its c l i ck -and-co l l ec t 
serv ice , Cl ickList , in to m o r e t han 5 0 0 stores ( i ts 
goa l is t o reach 1,000 s tores by t h e end of 2017) 
and is t es t i ng h o m e de l i ve ry in select marke ts 
t h r o u g h a pa r tne rsh ip w i t h UberEa ts . The retai ler 
is also using its p o w e r f u l d a t a - t a r g e t i n g mach ine 
t o e x t e n d its d ig i ta l reach by in teg ra t ing Cl ickList 
p r o m o t i o n s w i t h Kroger 's w i n n i n g loya l ty ca rd 
p r o g r a m . A t t h e same t i m e , K roge r con t i nues t o 
leverage its me rchand i s i ng s t r eng th - increas ing 
p r o m o t i o n of local and o rgan i c ing red ien ts , fo r 
e x a m p l e - as it looks t o f u r t he r c o n n e c t t h e on l ine 
and in -s to re s h o p p i n g exper ience . 

Al l of these ac t iv i t ies are i n t e n d e d t o a r m Kroge r 
w i t h t h e best o f fense versus its e v e r - g r o w i n g 

Category purchases: Kroger brick-and-mortar vs. Kroger.com 
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c o m p e t i t i o n , w h i c h n o w not on ly inc ludes g r o c e r y 
rivals b u t also mass, va lue and na tu ra l / o rgan i c 
retai lers, b o t h on l ine and of f l ine. " K r o g e r k n o w s 
t h a t it needs t o ach ieve a h igher level of d ig i ta l 
execu t i on t h a n w h a t was requ i red even f ive years 
ago , " says Steve A b d o , senior v ice p res iden t and 

"ClickList allows us to reach 
customers in ways that are 
consistent with how they 
are shopping and living their 
busy lives." 
Tekisha Harvey, director of shopper marketing, Conagra Brands 

K roge r t e a m leader at Catapu l t . "The K roge r 
shoppe r t o d a y is see ing a m u c h s t r onge r l ink b e 
t w e e n all o f t h e retai ler 's d ig i ta l assets, and this is 
t h e key t o c rea t ing a m o r e cohes ive and sa t is fy ing 
overa l l s h o p p i n g exper ience . " 

Using Digital To Increase Loyalty 
Kroge r is w e l l - k n o w n fo r bu i l d ing c u s t o m e r loya l 
t y and c o n v e r t i n g sales t h r o u g h its d a t a - t a r g e t i n g 
mach ine . Now, it is f i n d i n g ways t o t rans la te t hose 
s t reng ths in to e - c o m m e r c e . " K r o g e r is us ing its 
84.51 da ta t o t a r g e t shoppe rs and i n t r o d u c e t h e m 
t o t h e e x p a n d e d d ig i ta l and e - c o m m e r c e o f fer 
ings, and Cl ickList is p rov i ng t o be an e f fec t i ve 
veh ic le fo r t ha t ou t r each , " no tes A b d o . 

Recent p r o m o t i o n s i l lust rate h o w Kroger is d e 
l iver ing persona l i zed o f fers via Cl ickList . In March, 
p rev ious users of t h e serv ice rece ived a d ig i ta l 
c o u p o n fo r $12 o f f purchases of $ 5 0 or m o r e w h e n 
us ing Cl ickList t o b u y Annie 's c rackers or f ru i t 
snacks and S imp le Tru th (K roger ' s p r i va te label ) 
app lesauce . A n o t h e r March p r o m o t i o n f ea tu red a 
" g a m e d a y " ch ips -and -cheese snack ing so lu t ion 

http://Kroger.com
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Kroger has been aggressively promoting ClickList through local 
market advertising, e-mail blasts and in-store communications. 

ClickList 
Order your g n x i n n oruirut Fie* up c u r b e d * ot Horm 

Gel you* game day parly t tarted with ft d n w q u M o corroo' SUrt your 
Order ajf j l FREE RO 'TELS Diced Toma to * * , Vetvee l* . and Kroger or 
Fred Meyer Tort l i t C h i p * Senp*y order onUn* and p<*. up curbs*)* »1 

youf M o r e ' 

Download CltckList'" Coupon 

How ClickList Saves You Time: 

Siiop online & 
choose a 

Pickup l«ne 

Relax while 
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well load your 
groceries into 

your car1 

Digital Coupon* Weekly Ad 

Olire v t your hredbeci {•> 

PromoUont My Account Sanno* Center 

Connect «4*1 u. HQQIH 

• M « t « . I B i | l | l M * U a i l k i i M i > l l i M > i V i i l « l l l r r > l ! M O « 
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w i t h a b u n d l e d o f fe r f r o m mu l t i p l e pa r tne rs . As 
p a r t of t h e offer, Cl ickList s h o p p e r s we re g i ven a 
cho i ce of t w o f ree cans o f Conagra Brands ' Rotel 
d i c e d t o m a t o e s , one Kraf t Ve lvee ta cheese loaf or 
one package of K r o g e r / F r e d Meyer to r t i l la ch ips . 

" K r o g e r remains f o c u s e d on p r o v i d i n g c o n v e 
n ience and va lue -o r i en ted mea l and snack ing so
lu t ions fo r its shoppe rs , " says Tekisha Harvey, d i 
rec to r of shoppe r m a r k e t i n g at Conagra Brands. 
"Leve rag ing Kroger 's m a n y d ig i ta l p l a t f o r m s , in
c l ud ing Cl ickList , a f fo rds b r a n d marke te rs ye t a n 
o the r o p p o r t u n i t y t o bu i ld loya l ty and m o t i v a t e 
repea t purchases at K roge r s tores. Plus, it a l lows 
us t o reach c u s t o m e r s in ways tha t are cons is ten t 
w i t h h o w they are s h o p p i n g and l iv ing the i r busy 
l ives." 

W i t h m o s t ma jo r reta i lers n o w o f fe r i ng an on l ine 
o r d e r i n g and cu rbs ide p i c k u p serv ice, K roge r has 
been aggress ive ly p r o m o t i n g Cl ickLis t t h r o u g h 
local ma rke t adve r t i s i ng , emai l b lasts and in -s to re 
c o m m u n i c a t i o n s . The c o m p a n y is also m a t c h i n g 
cos ts and w a v i n g s ign -up fees fo r t h e p r o g r a m in 

FREE Organic Snacks...with ClickList ! 
• • » U — H l » ' ' ' • ' » 

«Tirino oiotfft« 

w rat ny Fruit Snacks 

Kroger can also 
deliver personal
ized offers via 
ClickList, such 
as this digital 
coupon for 
purchases of 
Annie's crackers 
or fruit snacks 
and Simple Truth 
(Kroger's private 
label) apple
sauce. 

marke ts w h e r e it a ims t o c o m p e t e d i rec t l y w i t h 
W a l m a r t . Plus, it v iews t h e expans ion of d ig i ta l 
serv ices like Cl ickList as a w a y t o keep Mi l lennial 
shoppe rs f r o m f l o c k i n g t o A m a z o n . c o m . " K r o g e r 
is us ing Cl ickList as an acqu is i t i on t o o l t o reach 
y o u n g e r s h o p p e r s and t o p r o v i d e an a l te rna t ive 
t o pa id subsc r i p t i on and de l i ve ry serv ices like 
A m a z o n Fresh," says A n d r e w Kiley, m a n a g e m e n t 
superv isor and K roge r t e a m m e m b e r at Catapu l t . 

B rands tha t pa r t i c i pa te in Cl ickList p r o m o t i o n s 
have add i t i ona l o p p o r t u n i t i e s t o re in force the i r 
message t o consumers . "Current ly , t he re aren ' t a 
lot of o p p o r t u n i t i e s fo r b rands t o marke t t o the i r 
shoppe rs on Cl ickLis t or at K roge r . com ou t s i de of 
spec i f ic Cl ickList o f fers , " no tes Harvey. "However , 
w e can cer ta in ly a d d Cl ickList t o our o w n ou t -o f -
s to re marke t i ng messages t o let shoppe rs k n o w 
it's a v iab le channe l t o purchase Conagra Brands 
at Kroger . " 

Attracting Tech-Savvy Shoppers 
As Kroger bui lds on its e - c o m m e r c e strategy, re
cent data f r o m Catapul t 's Shopper Lab suggests 
tha t Kroger .com is a t t rac t ing shoppers w h o are 
not only comfo r t ab le w i th d ig i ta l techno logy , bu t 
are also f requent l y engaged in e -commerce . Ac
cord ing to the survey, Kroger 's b r i ck -and-mor ta r 
shoppers are similar in demog raph i c compos i t i on 
and demons t ra te many of the same cross-shopp ing 
behaviors as the respondents overal l . However, 
Kroger .com shoppers have par t ic ipa ted in a range 
of e - commerce behaviors at a m u c h higher rate 
over t he past 12 mon ths than either A m a z o n . c o m 
or Wa lma r t . com shoppers . (See char t on page 14). 

"K roge r ' s e f f o r t s are c lear ly d r i v i ng s o m e of 
these d ig i ta l s h o p p i n g behav io rs , " says A b d o . 
"However , t h e c o m p a r i s o n w i t h A m a z o n . c o m 
needs t o be pu t in con tex t . W h i l e Amazon ' s s h o p 
pers have been pa r t i c i pa t i ng in e - c o m m e r c e fo r 
qu i t e s o m e t ime , there 's m o r e po ten t i a l ups ide fo r 
K roge r . com. " 

D igg ing deepe r in to t h e behav io ra l pa t te rns , 
t h e survey f o u n d s o m e no tab le d i f fe rences b e 
t w e e n s h o p p e r s of Kroger 's b r i c k - a n d - m o r t a r 
s tores versus t hose of K roge r . com. For e x a m 
ple, in t h e pas t 12 m o n t h s , 3 4 % o f K roge r s h o p 
pers researched p r o d u c t i n f o rma t i on on l ine bu t 
b o u g h t in a phys ica l s to re ( t h o u g h no t necessar i ly 
a K roge r s tore) , and 3 8 % sough t o u t ra t ings and 
rev iews be fo re b u y i n g t h e p r o d u c t in a s tore. For 
K roge r . com shoppe rs , t hose f igu res w e r e s ign i f i 
can t l y higher, b o t h at 5 4 % . K roge r . com shoppe rs 
also r e p o r t e d a s ign i f icant ly h igher t han average 
o w n e r s h i p of d ig i ta l assistants, inc lud ing A m a 
zon's A lexa ( 40%) and G o o g l e H o m e (35%). 

One area tha t s t o o d ou t a m o n g Kroger s h o p 
pers was use of d ig i ta l c o u p o n s : Near ly one quar
te r (23%) of K roger s h o p p e r s had used a retai ler 
a p p (no t necessar i ly Kroger ' s app ) t o d o w n l o a d 
c o u p o n s wh i le s h o p p i n g on l ine or in -s tore - 7 
po in t s h igher t h a n t h e average of 16% fo r all o the r 
reta i lers in t h e survey. 

Categories In Play 
Purchases on Kroge r . com t e n d t o f o l l o w t h e same 
c a t e g o r y d i s t r i bu t i on as those m a d e at K roger 
stores, w i t h one major excep t ion : g r o c e r y p r o d 
uc ts . A c c o r d i n g t o Catapu l t ' s S h o p p e r Lab results, 

THE FUTURE OF ONLINE GROCERY 

A m o n g t o d a y ' s f o o d m a r k e t e r s a n d re ta i le rs a l ike , t h e s i x t y -
f o u r t h o u s a n d do l l a r q u e s t i o n is: W h a t ro le w i l l t h e super 
m a r k e t p lay in t h e f u t u r e o f o n l i n e g r o c e r y ? T h e answer is a 

m i x e d b a g , a c c o r d i n g t o a J a n u a r y 2017 r e p o r t f r o m N ie lsen a n d t h e 
F o o d M a r k e t i n g Ins t i t u te , " T h e D i g i t a l l y E n g a g e d F o o d S h o p p e r . " 

W h i l e t h e r e p o r t d o e s n o t env i s i on t h e d e m i s e o f t r a d i t i o n a l 
b r i c k - a n d - m o r t a r g r o c e r y s to res , it d o e s p r e d i c t s o m e s w e e p i n g 
c h a n g e s . For e x a m p l e , it sees an e x p a n s i o n o f f r e s h - f o o d areas 
such as s e r v i c e de l i s , b a k e r y a n d m e a t d e p a r t m e n t s , a n d a rea l l o 
c a t i o n o f c e n t e r - s t o r e s p a c e c u r r e n t l y d e v o t e d t o i t ems l ike c a n n e d 
g o o d s ( f o r w h i c h sales a re e x p e c t e d t o sh i f t f as te r t o o n l i n e ) t o 
t h e b a c k r o o m o f t h e s t o r e . Cu r ren t l y , a b o u t o n e - q u a r t e r o f al l U.S. 
h o u s e h o l d s b u y s o m e g r o c e r i e s o n l i n e , up f r o m 19% in 2014 , pe r 
t h e r e p o r t . 

Bi l l B i shop , ch ie f a r c h i t e c t a t t h e B a r r i n g t o n , I l l i no i s -based re
search f i r m B r i ck Meets Cl ick , says it is i m p o r t a n t fo r m a r k e t e r s t o 

d i s t i n g u i s h c o n s u m e r s w h o regu la r l y b u y g r o c e r i e s o n l i n e f r o m t h o s e 
w h o occas iona l l y e n g a g e in t h e b e h a v i o r f o r s o m e g r o c e r y p r o d u c t s 
t ha t , f o r w h a t e v e r reason , t h e y c h o o s e n o t t o b u y in a s t o r e . " O n l i n e 
g r o c e r y s h o p p i n g is i nc reas ing in b o t h o f t hese c a t e g o r i e s , b u t w e 
see it h a p p e n i n g fas te r in t h e s e c o n d o n e , " no tes B i shop . To t h e ex
t e n t t h a t s h o p p e r s a re s t i l l hes i tan t a b o u t b u y i n g g r o c e r i e s on l i ne , 
an e s t a b l i s h e d s u p e r m a r k e t cha in l ike K r o g e r m i g h t re ta in a " h o m e 
f i e l d a d v a n t a g e " ove r o t h e r t y p e s o f re ta i le rs , he says. 

Fo recas t s o f t h e o n l i n e g r o c e r y m a r k e t v a r y w i d e l y . T h e m o s t o p 
t i m i s t i c p r o j e c t i o n s have o n l i n e g r o c e r y sales g r o w i n g a t a c o m 
p o u n d annua l ra te o f 2 0 % ove r t h e n e x t f i ve yea rs , r e a c h i n g as h igh 
as $177 b i l l i on by 2 0 2 2 , a c c o r d i n g t o research f i r m C o w e n . T h a t 
is c o n s i d e r a b l y f as te r t h a n t h e a v e r a g e 12% ra te p r e d i c t e d f o r t h e 
ove ra l l e - c o m m e r c e c a t e g o r y , pe r C o w e n . Its d a t a r evea led t h a t 
c o n s u m e r s a g e 25 t o 3 4 w e r e t h e b i g g e s t b u y e r s o f o n l i n e g r o c e r i e s 
last year, a n d t h e f i r m says t h a t t r e n d w i l l c o n t i n u e i n t o t h e f u t u r e . 

http://Kroger.com
http://Kroger.com
http://Kroger.com
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E-commerce behaviors online shoppers are doing somewhat (or much) more frequently than last year 

TOTAL Amazon.com Kroger.com Walmart .com 

Buying something from your tablet 19% 24% 46% 30% 

Ordering food and/or beverages from an app on your mobile device 19% 23% 50% 30% 

Storing and using frequent shopper cards on your mobile device 18% 22% 48% 30% 

Buying something you saw on social media 18% 22% 49% 31% 

Making purchases with your mobile wallet (where you carry your credit card or debit 
card information in a digital form on your mobile device) 

17% 21% 47% 30% 

Using subscribe and save for products (where you sign up and order products to be 
delivered to your home, on a regular basis) 

16% 20% 45% 27% 

Subscribing to a food subscription service (e.g., Blue Apron, Hello Fresh, Plated) 13% 16% 45% 24% 

Buying something from your tablet 19% 24% 46% 30% 

Ordering food and/or beverages from an app on your mobile device 19% 23% 50% 30% 

Storing and using frequent shopper cards on your mobile device 18% 22% 48% 30% 

Buying something you saw on social media 18% 22% 49% 31% 

whi le 79% of K roger shoppe rs purchase grocer ies 
at its b r i c k - a n d - m o r t a r stores, on ly 35% of Kroger , 
c o m shoppers purchase g r o c e r y i tems on t h e 
webs i te . Of course, th is d i spar i t y is no t un ique t o 
K roge r . com. In genera l , on l ine g r o c e r y sales sti l l 
lag beh ind those of o the r e - c o m m e r c e ca tegor ies , 
a l t h o u g h g r o w t h rates in t h e sec tor are also m u c h 
higher. (See s idebar on p a g e 13.) 

K r o g e r . c o m s h o p p e r s sp read the i r c a t e g o r y 
purchases fa i r ly even ly across t h e b o a r d . The 
on l ine reta i ler is s h o w i n g re la t ive s t r e n g t h in cat 
egor ies i nc lud ing pape r g o o d s (25%), h o u s e h o l d 
c lean ing supp l ies (24%) , pe t ca re (22%) and b a b y 
p r o d u c t s (19%). (For a c o m p l e t e b r e a k d o w n , 
see c h a r t on p a g e 12.) "K roge r ' s expans ion o f its 
Cl ickLis t p r o g r a m e n c o u r a g e s c o n v e n i e n c e b u y 
ing behav io rs and m a y f u r t h e r enhance on l ine 
sales in these l o w - i n v o l v e m e n t ca tego r ies , " says 
A b d o . 

The o u t p e r f o r m a n c e of t h e baby c a t e g o r y - it 
is t h e one c a t e g o r y t h a t reg is ters s l ight ly h igher 
on K roge r . com t h a n in K roge r stores - may be a 
s ign of f u t u r e g r o w t h in re la ted ca tegor ies such 
as pape r p r o d u c t s . " W e saw tha t years a g o w h e n 
A m a z o n was bu i l d i ng its business: Parents d o n ' t 

w a n t t o run o u t of b a b y w ipes or d iapers and 
w o u l d pre fer t o o rde r on l ine on con t i nuous re
p len ishmen t , " says A b d o . "You m i g h t s ta r t t o see 
t h e same t y p e of behav io r in t h e paper c a t e g o r y 
on K roge r . com. " 

Sean Bishop, senior shoppe r m a r k e t i n g m a n a g 
er at Georg ia -Pac i f i c , says his c o m p a n y is a l ready 
o b s e r v i n g th is t r e n d in t h e larger e - c o m m e r c e 
space. " W e are seeing shoppe rs t r a d e up t o 
larger SKUs, b o t h on l ine and in c l i ck -and-co l l ec t 
mode l s , w h i c h a l lows t h e m t o s tock up easi ly and 
no t w o r r y a b o u t t ak i ng up space in t h e ca r t or 
t h e car." 

Linking Back to the Store 
One o f Kroger 's s t ra teg ic pi l lars - "I w a n t t o re
t u r n , " w h i c h refers t o g i v ing c u s t o m e r s a reason 
t o re tu rn t o t h e s to re - has t aken on r e n e w e d ur
g e n c y at a t i m e w h e n shoppe rs are increas ing ly 
us ing d ig i ta l t oo l s and m e t h o d s t h a t d o no t in 
vo lve phys ica l s tores. The retai ler has been beef
ing up its me rchand i s i ng p r o g r a m s , i nc lud ing 
a c o n c e n t r a t e d e f f o r t a r o u n d f resh f o o d s , local 
sou rc ing and na tu ra l / o rgan i c i ng red ien ts . K roge r 
calls o u t local c o m p a n i e s using shelf t ags and 

uses s ignage t o h igh l i gh t sourc ing of i ng red ien ts 
f r o m local f a rme rs and the i r fami l ies . In a d d i t i o n , 
K roger con t inues t o rol l o u t s t o rew ide events 
(e.g., Taste of I taly) t o i n t r oduce shoppe rs t o n e w 
cuis ines and ing red ien ts . 

S o m e of th is c o n t e n t n o w appears on l ine at t h e 
recent ly l aunched webs i te , K roge rS to r i es . com. 
The idea is t o p r o v i d e a d ig i ta l ou t le t w i t h back
g r o u n d and ins ights in to t h e retai ler 's o p e r a t i o n , 
one t h a t helps c rea te an e m o t i o n a l c o n n e c t i o n t o 
t h e K roge r b rand and g ives s h o p p e r s m o r e rea
son t o c o m e back t o t h e s tore . "I t is an interest
ing w a y t o h igh l i gh t the i r e m p l o y e e s on l ine and t o 
t r y t o make t h a t e m o t i o n a l c o n n e c t i o n fo r t hose 
shoppe rs w h o may not be v is i t ing t h e stores as 
m u c h as t hey used to , " no tes A b d o . 

Appa ren t l y , all of these e f fo r t s have b e g u n t o 
pay off. A c c o r d i n g t o a March r e p o r t f r o m in 
v e s t m e n t f i r m Barc lays, Kroger 's r e n e w e d push 
beh ind its natura l and o rgan i c ing red ien ts is one 
of t h e ma in cu lp r i t s beh ind t h e recen t t ra f f i c d e 
cl ines at W h o l e Foods . The r e p o r t e s t i m a t e d tha t 
W h o l e Foods lost b e t w e e n 9 mi l l ion and 14 mi l l ion 
t ransac t ions over t h e last six qua r te r s and s ta ted 
tha t K roger is "a d i rec t bene f i c i a r y " of t hose loss
es. Kroger 's natura l and o rgan i c p r o d u c t sales in 
f iscal 2016, w h i c h e n d e d in January , hit $16 b i l 
l ion. That t o p p e d W h o l e Foods ' sales of $15.8 b i l 
l ion over t h e past 12 m o n t h s , a c c o r d i n g t o f i gu res 
f r o m b o t h c o m p a n i e s . 

K roge r c a n n o t rest on its laurels, however , par
t i cu la r ly w i t h Amazon ' s e n c r o a c h m e n t in to g r o 
ce ry set t o w i d e n w i t h t h e ro l lou t of A m a z o n Go 
this year. [Editor's note: A retai l i n t imacy fea tu re 
on A m a z o n . c o m is p l anned fo r t h e A u g u s t issue 
of Shopper Marketing.] Go ing f o r w a r d , K roge r wi l l 
rely heavi ly on its s t reng ths - bu i l d ing shoppe r 
loya l ty and c rea t ing a sat is fy ing in -s to re expe r i 
ence - as it con t inues t o advance its e - c o m m e r c e 
p r o g r a m , says A b d o . "They ' re a im ing fo r success 
at a h igher level t han we ' ve seen at any t i m e in t h e 
recent past , " he says. 330 

"While Amazon's shoppers 
have been participating in 
e-commerce for quite some 
time, there's more potential 
upside for Kroqer.com." 

Steve Abdo, senior vice president & Kroger team leader, Catapult 

C a t a p u l t is a convers ion marke t ing agency, w h e r e b rand ing and buy ing are par t o f a to ta l so lu t ion . Catapu l t ' s 
da ta -d r i ven a p p r o a c h ident i f ies the core, ac t ionab le insights t ha t inspire br i l l iant creat ive w i th the p o w e r to 
conve r t consumers into shoppers , shoppers into buyers , and buyers into loyal advoca tes . Ca tapu l t del ivers 
channe l -agnos t i c so lut ions tha t are b rand savvy, retai ler smar t , and dig i ta l ly enab led . Ca tapu l t is an Epsi lon 
b rand . Vis i t t h e m at w w w . c a t a p u l t m a r k e t i n g . c o m and on Tw i t te r @ c a t a p u l t m k t g . 

About the 
Sponsor 

http://Kroger.com
http://Walmart.com
http://Kroger.com
http://Kroger.com
http://Kroger.com
http://Kroger.com
http://KrogerStories.com
http://Kroqer.com
http://www.catapultmarketing.com

