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UNLEASHING OUR INNER INSIGHTS POTENTIAL

Kelly Barber Charlotte White Rachel Romanelli
Vice President Vice President Director Consumer Research

Radius ONE Strategy Studio 84.51°



5 boutique, bespoke strategic insights firms coming
together as one....
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The Al-first strategic insights agency...Focused On Speed
to Impact

EXPERT STRATEGISTS... BEST-IN-CLASS Al STUDIO...

Getting to BIGGER & BETTER OPPORTUNITIES in days ... not weeks or months
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CURATED SOURCING...

ONLINE SOURCES
Curated to answer the challenge

SMALL DATA
It’s about source relevance, not size

360°
Consumer, cultural, brand, expert

+ CLIENT INTERNAL SOURCES
Unlock the value of your own research

GLOBAL COVERAGE...

Global English Multi-Market Local Market
projects projects projects

50+ countries around the world, across Europe, North
America, South America, Africa and Asia (including China)
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250+ PROJECTS WITH 60+ GLOBAL COMPANIES

INNOVATION

BRAND POSITIONING
CATEGORY GROWTH
FUTURES & TRENDS

MAPPING (0ccAsiONS/NEEDS/TARGETS)
LIVING SEGMENTATIONS
COMMS, ACTIVATION & CLAIMS
STRATEGIC DEEP DIVES
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SPEED TO IMPACT

How 84.51° & Kroger Is
-reshening Up the Ready
Meals Game

April2026 | :QUIRKSEVENT



By the time you
have your
answers, It's
already too late
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Our common denominator:
the need for speed, clarity and strategy

“Never learning fast enough or
cheaply enough! | think the
relentless focus on speed and cost

has discouraged good, long-term “Better answers require re-
thinking. It also puts pressure on iInventing the process, notjust
process over true learning.” doing the same process faster.”
Insights Director, Food Leader, CPG
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TOP 10 INSIGHTS FOR KROGER FRESH & READY

Freshness has to be visible, not assumed.

In prepared food, shoppers make trust decisions instantly and visually. Full, well-kept counters, clear timestamps, visible
preparation, appetizing presentation, and packaging integrity all signal “made today” before a bite is taken. Freshness is t
first proof point, not a supporting claim.

Fresh & Ready wins when it turns convenience into care.

Buying prepared food is no longer just about saving time. The strongest opportunity is helping shoppers feel they are still
providing well for themselves or their family. The winning offer does not say “easy shortcut”; it says “smart, caring, delicious
solution.”

Trust is the biggest barrier — and the key unlock.

L] [ )
The biggest friction in prepared foods is fear of disappointment: Will it taste fresh? Has it been sitting too long? Is it worth it?
The more Kroger removes uncertainty through guarantees, timestamps, replenishment cues, clear quality signals, and
consistent execution, the more often shoppers will buy.

Abundance without guidance creates paralysis, not pleasure.

More choice does not automatically create more value. In high-pressure meal moments, abundant options without guidance
feel overwhelming. Shoppers want Kroger to do some of the curation for them through meal bundles, featured picks, daypart
solutions, and clearer navigation across missions.

d ‘ E ‘ ! a < : rO: ; : ; ( :O | I : ; l Value is judged by confidence, not just price.
, Prepared food valua ic nnt shaut haina chasnact 1t ie shaut fasling lika “l mada tha risht rall ¥ Ganaraue nartinne vicihla

protein, comple

wentinse TOP 10 INSIGHTS FOR KROGER FRESH & READY

u l.t u I a l ex e I t a I . C Fresh & Ready must serve both family pressure and solo reality.
’ The category can no longer assume only family-sized, multi-serve occasions. Solo dining is a normalized everyday behavior,

and single-serve meals need to feel deliberate, satisfying, and premium — not like a reduced version of a family meal. Kroger
has to win across both shared and individual occasions.

M Shoppers want restaurant-style discovery without restaurant-level effort.
There is growing appetite for flavor variety, global inspiration, and a sense of culinary interest — but without the work of
cooking from scratch. Rotating flavors, seasonal drops, limited-time items, and world-food inspiration can make Fresh &
’ Ready feel like a destination, not just a fallbac

The deli counter is at its best when it feels alive and unpredictable.
Shoppers are drawn back to deli-style formats not just by hunger but by curiosity — what is on today, what just came out,
what is almost gone. This energy is hard to manufacture but easy to destroy through static menus and predictable ranges.

Daily specials boards, visible cooking activity and rotating limited items create a sense of theatre that makes every visit feel
worth the detour.
Trial needs to feel low-risk.

Frequency grows when first purchase feels safe. Shoppers are much more willing to experiment when the risk is reduced
through smaller portions, samplers, combo offers, or clearly signposted “try me” choices. Discovery is important, but it needs
an easy entry point.

1 ( Value in fresh food is not about price — it is about the feeling of getting it right.
Shoppers are not looking for the cheapest meal; they are looking for the feeling that they made a smart, satisfying choice. A
e 06 0 great meal at a fair price that the whole family enjoys delivers a sense of win that shoppers actively want to repeat and

share. Meal deal bundles, clear price-per-portion signage and generous portions all reinforce that feeling — turning a single
visit into a habit.
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dentifying, iterating anc
refining different positioning
territories platforms by
revealing broader tensions,
richer connections and
nigger whitespace...

POSITIONING PLATFORMS: FIRST RUN

DISCOVERY, DELIGHT & CONNECTION

ndable everyday meal solutions that are hearty, fam

‘THE SMART MEAL WIN

o cmisenant - \ACRO THEMES

MADE EA:

ELEVATED
DISCOVERY, DELIGHT & CONNECTION

Adaptable meals that fit the realities of Prepared food experiences that bring novelty,
everyday life — flexing across routines, local warmth, and feel-good reward - more
occasions and household needs. engaging and emotionally satisfying.

3

TRUST MADE VISIBLE SMART, GUIDED VALUE

Fresh, dependable meals that make quality, Meals that signal smart decision-making —
care, and credibility easy to see — helping giving shoppers confidence that they are
shoppers choose with confidence. getting satisfying, worth-it solutions.

| MACRO THEMES

ELEVATED
DISCOVERY, DELIGHT & CONNECTION

REAL FOOD FOR REAL LIFE LOCAL PRIDE PLATES
FAMILIAR FAVORITES, UPGRADED YOUR NEIGHBORHOOD FOOD PLACE
ALITTLE LIFT, READY T0 6O EVERYDAY DISCOVERY

TRUST MADE VISIBLE SMART, GUIDED VALUE

FRESHNESS YOU CAN TRUST THE SMART MEAL WIN
CARE YOU CAN COUNT ON
MADE EASY, MADE WELL
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YOUR NEIGHBOURHOOD FOOD PLACE

Shoppers don't just buy dinner—they look for small signs
a store "gets" their community and daily rhythm. Too

z | often, Fresh & Ready feels anonymous and transactional,

-~ making it easy to ignore. This territory positions Kroger as

NEIGHBORHOOD-FOCUSED FRESH PREPARED MEALS

WHAT IT'S ABOUT

HUMAN TRUTH
CULTURAL TRUTH
BRAND PROMISE

PRODUCT TRUTH/RTB

YOUR NEIGHBOURHOOD FOOD PLACE

Shoppers don't just buy dinner—they look for small sig e 0 y and daily rhythm. Too often, Fresh & Ready feels
anonymous and transactional, making it easy to ignore. This territory position s the local food stop with familiar face:
Abus Pride, and eve asions in mind—so bringing home prepared food fe able, and good

EMOTIONAL BENEFIT

Clearer, better-defined
platforms that make It

easier to turn opportuni o
INnto stronger strategy,
ideas and execution.

ional

TARGET PERSONA

BRAND ARCHETYPE

SOME MORE
DETAILED

BRAND INSPIRATION: WHO IS DOING THIS WELL?

Stew Leonard's



with the same level of
expected rigor - can
unlock business growth
and Increase our
Impact onthe business

TOP 10 INSIGHTS FOR KROGER FRESH & READY

Freshness has to be visible, not assumed.
p ke

CAL PRIDE PLATES

on fel fun,

s o

NTRUST

YOUR NEIGHBOURHOOD FOOD PLACE

Shoppers don't just buy dinner—they look for small signs
a store "gets" their community and daily rhythm. Too
often, Fresh & Ready feels anonymous and transactional,
making it easy to ignore. This territory positions Kroger as
the local food stop with familiar faces, regional pride, and
everyday occasions in mind—so bringing home prepared
food feels warm, shareable, and good.
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WHY CONVENIENCE ISN'T ENOUGH

APRIL 2026

PRECISION NUTRITION AT SCALE

Meals-to-go evolve from “convenient
food” into an effortless daily health
system. Actively helping people feel
better, perform better, or stay on track
with personal health and wellness
goals

SIMPLICITY & OUTSOURCING MEAL
DECISIONS

In a world of endless options, meals-
to-go continue to win by removing
cognitive burden. Making it easier for
people to eat well without turning
dinner into another task.

DISCOVERY, CULTURE AND FOOD
AS IDENTITY

Meals-to-go become a medium for
self-expression, exploration, and
cultural participation. Stretch beyond
utility into meaning, discovery, and
social identity

SELF CARE & EMOTIONAL
INDULGENCE

Meals-to-go become emotional
escape for stressful, depleted, or
low-energy lives. Reducing stress,
creating calm, offering
reassurance, or delivering a small
restorative moment.

FLEXIBLE FORMATS FOR
FRAGMENTED LIVES

Meals-to-go adapt to new
household structures, blurred
dayparts, and variable appetites.
Reflecting the breakdown of the old
“standard family dinner” model.

TRUST, LEGITIMACY &
RESPONSIBLE CONVENIENCE

Future growth depends on making
convenience feel credible,
responsible, and socially acceptable.
Solving the trust gap around prepared
food, both functionally and socially.
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l“[ “ “T Enn 0 r > / How to win the $1T meals-to-go space. Here's the insight & the "get started” playbook.
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= Ter ’ DOOK What the Dest brands
ol TS memm\rmw S .'r.mum,,—-w.n 270 alreadly doing. What you should
category stands rght now. Who s Realth, household, trust, technlogy do next. And how we get you there
arving change n the meals-20-§0 anc culture ™at are rewrting the faster than you Moughnt possible.
Category. what they are choosing and rules of the category Not trends.
hOw they 3re accessing Forces

LET'S DIVE IN...

Meal choices are increasingly shaped by context & needs.
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