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Today the competition within FMCG is significant

and delivering consistent Growth Is not easy anymore !

Grazaiz 5 sum
- ‘ Py !
‘G e | G @D —@ ||| e v =
QOepsn G .ﬁ 1 VAL NATURE) @ NUtT (jmin | oBen Outote |

V‘/-———- i‘(s,m ,—, 7
@-‘“ H /./ yop.a.‘u....o-_, / mz/ - \./ [ Savins)

[ vitamiswater ‘ DASANI [,,';i'w'lﬂ{

smartvater

ri@ent Clorets =R = N Eritita || | oeedous ST
: . | Zegpe St l w__q I b - i % @Qa’ff{ @@yg!/ @ @&%'ﬂ' ! RGNS 1
a» 8 | suse™ | - TosLEnons GLACEAU| \ \ B / fows s |
@ M@ ' ||

L Lo R T

o JJ
\ ¢ F/ Coeres 8.\ e nm% |
\ — ' \ sht |
: 1 = | B4 - || Bece) mYiEim | SKPr
LB S sEesm), Dae SST
\K\\ \ / "@ fibrel | | I ZOVNTY

1

PG p— \ 3 \
P R A\ B *’%’3\ % g b

s

jes O Bla [ é
% puy 1 || ¥ N30 s oy |
— [==] SPELLEG 3 AN -
= N oy o | W
\p,},, == tle gokmcnugongren ?«g\é&p‘ | D(M’;_ ==
Vit | M ! & '\\.\\ H ’,e;{\?\ g‘%%sgm
——— —— = ;‘r/ 5-/ \ \\%‘% \ '\'{, K CUTEX NgKZEVA.
@m Rete SRS T | K s Vo \ D N e
FSeonceics) @;ﬁ’ o ﬁ?ﬁcm. \ 1\ \ N\ sunsiLk g
— vy . TS/ Lomeas BB \ S\ L\ | -, s
o Siatey (_,J‘/ " sss A w \l. \ \ ] '\ > -
- Q’”% ,fﬂ/‘ = —-/ /(ommeﬁ VICHY ] B g A $ ¢ TREnme

( \Lulrog:ln
CresT - Aveeno
Scope Lubriderny
Fixodent Visine Nizoral

s .

| (@ r -
62| | v ) 2
I| g — -’. UMBRELLE .\ M cheerw

MAYBElLINl’W I l Downy

MOVENP 1C K

| S pRare. T

ll [ONETOUCH BANDAID 7 5& @ (G = S —

I
M = |
o coriccs =Ml Gerber. L m ) |\ LISTERINE - 4 e
8 —/ || 2 = ‘_, Vol oy J } | Tvzewor RsAcrus P RACH s““ K BREELE i,
e | S O'AV ) S Al ‘ @ Motrin. Pepdd || oo 3%py
P— . ' CONERGIRL® [fi | S| SUDAFED 'modium X =
Beneful Rusn b L N “@R - = OT %w/a g ' L W rotysporin 2y S—
-5 ' i 5 A —
S Jicy Kfﬁur\fl{wi:tv ““““ 2 inf 7 | 3 RITIT:
el T | TSI s &= BOSS|| e | | g o Biiicxce

;& ﬂ ...........  LACOSTE

n > at.u
Wy | oms gme | afun




About me and my craft .
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Global Expertize in Marketing & Sales Strategy-Revenue Management
top 30 markets
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GROUPE SOCIETE GEMERALE

: GM ,Finances, S&OP
Startup Operations

Finance . . Sales & Marketing, clobal vk SRM
Finance ,Sales & Marketing Global Sales strategy

,NRM



MARS Inc.

v

170+

Mars brands are
enjoyed in 170+
markets workdwide

Frank C. Mars made the :::
first Mars candies in his Nnadatio tes ot Global HQ in g
Tacoma, Wash., kitchen wortdwice Melean. VA

400+

The world
we want
tOmorrow

starts with

A 1150,000+ Associates
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Five Principles

are united and guidad by Flye Princplas of Mars

which span geographies, languages, cultures
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Billion Dollar

how we do Brands

business
today
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Session topics

Provide a shared
understanding of
why complexity exist
in Marketing for
FMCG
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VUCA: volatility, uncertainty, complexity & ambiguity
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Volatility

A key aspect of your
work is subject to
major, unpredictable
peaks and troughs.

Uncertainty

The future is
unknown, but
external events are
likely to be impactful.

Complexity

Many interconnected
factors influence one
another, in ways that
are challenging to
model confidently.

Ambiguity

Conflicting, noisy or
insufficient data
makes it difficult to
assess what's really
going on,



What | want is simple :good RM results
Sell More & More profitable —Consistently

Segmented Pack/Price/Channel mix Impact on the Demand Curve

/

\ Price per Unit of Volume

Price / unit
V4

BEFORE




Cocoa (USD/T) 7884.0 -173.3 (-2.15%)

+300% vs 2024

2021 2022 2023 2024
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Coffee

Summary  Stats Forecast Alerts U, Export~

Coffee (USd/Lbs) 381.04 -11.46 (-2.92%) 150

................................................................................................................................................................... +250%V5262

150

100

2016 2018 2020 2022 2024 3
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THE new economic context

/ Land the right price \

/Business unusual on costx

Low
Turnover

\

/ Portfolio strategies \

High Gross Margin

SKU
Rationalization

Low Gross Margin

Accelerate
Growth

o ™ Turnover

High







By 2030, China's GDP @ The U.S. has been
is projected to surpass ==y the world's largest

that of the U.S. = economy since 1871.

The
Global
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,@ , Many of the world's smallest economies Ireland is expected to be the fastest
%' are located in the Oceania region, such as growing economy in the Eurozone,

-

Tuvalu with a GDP of $66 million. with a 5.2% increase this year.



Estimated value of the in-store and e-commerce retail sales worldwide from
2024 to 2028 (in trillion U.S. dollars)

40
30
8.7
7.9
7.2
20

Retail sales in trillion U.S. dollars

10

2024 2025 2026 2027 2028

@ Physical retail @ e-commerce



Business models:
they never realy changed .......

B2B, B2C, B2B2C... C2C, C2B... B2G

What do they mean?



B2B is a business model that provides products from one
business to another.

6 TYPES OF
COMMERCE

2000

C2B - Consumer-to-Business




THE WORLD'S

BIGGEST EXPORTER

GLees -1

" VALUE OF EXPORTED
GOODS IN 2023 Hong Kong Slngapore

S. Korea /4
36323 Vietnam

Malaysia
w5 $3138 /Thailand
Indonesia
$2598

$5748 $4768

()

Oaglsg'l’u'm Germa ny e

SIBBT

Netherlands

Russia ? $935B g

LenE o e R $2568 ot WORLD TOTAL
@ Source" World Trade Organ/zét/on . 323-8T
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land

Germany
$248B

|fﬁ|3f Metherlands

Luxembourg
R F$rla?n0cae

Switzerland
$111B
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Astronomical

Timing complications g
complications

Simple chronograph | Simple calendar

Counter

chronograph Perpetual calendar

Split-second flyback

chronograph Moon phases

Independent second-

hand chronograph Equation of time

Jumping second-
hand chronograph

Quarter repeater

Half-quarter repeater

Five-minute repeater

Minute repeater

Passing strike



Price matter !

THE ART OF
PATElg .Eﬂslg LIPPE

Patek Philippe Calibre 89 (Sold for $ 5,000,000 )

has 33 complications, using a total of 1728 parts.
released in 19689 to commemorate the 150th anniversary of the company.

The complications include the date of Easter, sidereal time, and a 2800-star celestial chart.

Franck Muller Aeternitas Mega 4 . (List price $ 2,200,000)

The world's maost complicated wristwatch movement
It has 36 complications, 25 of them visible,

1483 components and 1000-year calendar.

Jaeger LeCoultre The Hybris Mechanica Grande Sonnerie (Price $ 2,500,000
s the world's second most complicated wristwatch.
Powered by the Jaeger LeCoultre Calibre 182 movement,

with 27 complications and over 1300 parts.
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And now you can add 100
different complications.....
and itis simple

(i“r yan's Watch Complications

Bryan's Watch
a American

(5 *) e August

I 2] Bryan's Apple Watch

—, I L] AutoSleep
@ Cardiogram
& CARROT®

0 Dark Sky

© sy
& riceity

r  Infograph Modular olar Dial Heart Analyzer

& HeartWatch

@ romerun
. Hue

e FTTT
Q LFX

we  Nike Run Club

. Pennies
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1940-1950s 1960's 1970's 1980's 1990's 2000's 2010’s

?amu Y)orke Mitchell Feigenbaum i ! a X i i
Tooac Hewion o) (cros Corstan) pate p o e Lomplexity sciences
x Edward Lorenz C at '
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= oun / " Butterfly Effect) [ . -
B James Crutchfield i Per Lotstedt : by Brian Caste"anl
Henri Poincaré (Computational Mechanics/ Stephanie Forrest (C“Yl‘“"a"c"/ mupti-scale modefing)
‘Algebraic Topology) i Tien Yien Li o Nonlinear Dynamics) (Computational Immunology .
;I 854 - 1912‘]’0 = (Founder) B % Physics Biol I Modeling) .
= Computation \——"
in Complex 7T mobert sy
. / ratior . Susan Stepney
udwig von Bertalanffy . Do mone O Dissiatne Systems ~. {Population (nonstandard computation)

Systems Theory Founder & -\ James Lovelock & Lynn Margulis Farmer Dynamics) -

Systems) (dynarnical systerns) T

’ Carlos Castillo-Chavez JJims Roland Bouffanais Petra Ahrweller
Systems Biol (1Gaia Hypothesis) Kurt Richardson Computational Biology/ /
¥s & ogy) T — 3 (Complexity Thinking) il g»wrnfm.' Modc’ hn;)}gy/ ‘S,E,s”",,e",’,';ﬁ,"’"’ o {_Innovatfon pechoney. Yorghos Apostolopoulos
James Grier Miller \ B Peter Checkland Satford len? et /f / : it
(lving systems Fritjof Capra \ (management/ oy {management) “.._ Yamir Moreno/ { Caterina A. M. La Porta i o chimies e
sregory Bateson theory) ” = (web of life) N . S5Of Systems modeling) 2 (Physics of Complex | (Biosysterms & Complexity) (Complexity in Mealth) (Community Health)
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Howard Thomas Odum e (Seff-Organization/ 5 ~ (Synthetic Life) { Innovation (Compilexity in Ana V, Die
rial socialtt B .
Anatol Ra (Ecological Systems __ = Faciial sodhity) Pallhdam 494 R ol . Yaneer Bar-Yam 3 ¢ (Public Hes
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(Cognitive Science) (Biology/Evolution ¥,  Inteligence) {Swarm Intetligence, noniinear al Evolution)  Expression) ... Applied Complexity, Urban Planni
Jennifer Dunne Eleanor Rosch Autonomous v dynamics, biofogical Nicholas Christakls Immanuel Wallerstein Nigel Thrift T
Margaret Mead (Ecology & Complexity/ (Embodied Mind) ™ Agents) camputation) Steven Strogatz (Health Networks) (World Systems Theory) ' rpiace & Time) =7 Luis M. A. Betten
(anthropolegy) Kenneth Boulding Global Sustainability) {Nonlinear Dynamics/ Barry Wellman / (Citles & Urbanizat
(econamics) o Evan Tt

= Small World) Sylvia Walby

Manuel Castell§ \ (Gender/Globalization)

i (Internet, INSN

MarK Granovetter
of

Other

Complex (
Intellectual Syst:‘ms g::::::: Network % Spatial/ Transofrmative S
Lineages Theory Science Complexity AT
John Urry - " (International
(globalization/ Education)
N Social mobilities) : R 3
- 3 4 - Renata Phelps
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5 Det . y) e > \ \ 4 ;
@?ﬁ:ﬂﬁﬁ; N ratlind complex fEsond) \ggmplex:ty) — Complexity \ / €conomic . (Political Science) \\\ N N\ b Management) (Government/Policy/ABM)
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N\~ {Physiology & Cybermetics) . R (computational N Robert Geyer
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(Cognitive Science) cybernetics) Jay Forrester P System, Gilitugy Morodl
V At . fy 2 s Amamics eorge Klir > ystem) (Policy & Governance)
C. ::rsstl S bfv Jou W ¥ (Systems Science) Francisco Parra-Luna . Hideki Tak_avnu MIT Media Lab ;
1/% ) JREEE0 ~, John von Neumann 2{““‘ Kolmogorov Stephen Arthur Co0k  cparies H. Bennett (reunse P - > (E}:g:g::::’;) fﬁiﬁlﬂiﬁi"’m.gm (Enw‘:u'n;venta! Polmrw/ABM)
X (mathematics) 2 Comp (Quantum Computation) Nigel Gilbert .~ __ eins Elizabeth E. Bruch N 3 e
Claude Shannon /3 Information) s.\JTm\eComp exity) g (Computational Robert Axtell (ABM/ - Anil K. Maheshwari Noortje Marres
(Information theory) Stephen Wolfram — Christopher Langton  Soclal Systems) (Artificial Societies) _.—" - (Big Data Analytics) Bcr;; msased lani (Digital Sociology/
(Cellular Automata) ;- : i (Founder) 8 i David Byrne - sl E£-Sclence Methods)
e P \\;,_.\/ - (Complex Realismy/ « ; -
22 i > Eve Mitleton-Kelly
Walter Pitts \ ' : Complexity = Case-based = - (Policy/Methods/
(Founder) jal | ; / " Modeling) e Ko Organizations)
Rajeev Rajaram
Gregory Piatetsky-Shapiro
Frank Rosenblatt (Knowieage Diccovery, in. & s:%&mén::éssysmmm'{
{Connectionism) y Katia Sycara = /
y (Roboties, % Charles Ragin Robin Purshouse
) 2 Robert Axelrod Muti-agent ~ JenetteWing o o g / = = (Decision ing
Warren McCulloch / /" Noam Chomsky (Iterative Game \,  Systems) (Computational L ,:e'rg_ 2 / H b and Optimisation/
(AI Founder) / i John Conway i AWl N\ Thinking) U:’ZV Set Socia) A/
Robert Hodge  (LINguistics) i (Game of Life) (Founder) Theory) i Flaminio Squazzoni by Sciénce) / i ) Celia Lury )
Herbert Simon (semiatics/ i John Holland ) P aBM and Sodo-e Melanie Mitchell / (Interciscipiinary  Peter Allen
(Social & Computer Péter Erdi 5002l complexity) Teuvo Kohnen (Genetic Algorithms) B:r! KmL ‘ Thomas S_chellmg (Q:g;m Science) {Computation In Wendy Dyer ° Philippe J. Gi i ) ( -al
Science) ﬁm‘:"mjm‘" ; (Self-Organizing Map) fruzzy Loglc) ;;fg’{;‘fgve(:/\ complex systems) (Cluster Analysis/ (Computational Intelligence/ Evolution/Nonlinear
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Patricia Hill collm‘ s 1 /
(Race/Class/Gender) Graham Room

Policy &
Michael Stonebraker ﬂgnqm;

Ana V. Diez Roux
(Public Meaith)

Luca Bertolini

(Transportation/
Urban Planning)

~> Luls M. A, Bettencourt
7 (Civves & Urbanization)




Revenue Growth in FMCG :
3 different time periods for Competitive & Growth Context
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RUSSIA

CHINA
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<

BRAZIL
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Type 1
Traditional Trade

Fragmented Market
Up to 20% MT

Type 2
Hybrid market
20% to 60% MT

India
Pakistan

Egypt
Africa

China

Brazil
Mexico
Indonesia
South Africa
Turkey
Russia
Argentina
Thailand
Philippines
Arabia(KsSA-UAE)

Market Type

Type 3
Fully Developed Market

(many customers)
60% to 80% MT

USA
Italy
Japan
Poland
Spain
Chile
Hungary
Israel
Greece
Portugal

Type 4

Concentrated Market

More than 80% MT
5 Customers

UK
Germany
France
Netherlands
Canada
Australia
Switzerland
Austria
Belgium
Denmark
Finland
Ireland
Sweden



World Map: Resized by Population

Europe 567 mil

—_— - X { N Ton
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South America
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Africa 1,286 mil ASIA 4,568 mil



100+

Age

a5 = Male

m Female
90 m Male surplus
85 = Female surplus

80
75
70
65
60
55
S0
45
40
35
30
25
20
15
10

5

O
15,000,000 10,000,000 5,000,000 0 5,000,000 10,000,000 15,000,000
Population




Population Pyramid of the United States by Race

YEAR 2030
MALES FEMALES

' O0Yyr-

- 80yr-

70yr -

- 50yr-
40yr—

30yr-

20yr -

10yr -

N
o)
L
[
0
dl
@)
)
L
@)
e

O.5M 1.0M 1.5M




European Union -

100+ Mal

95 : F:r::Ies
a0 = Male surplus
85 m Female surplus
80
75
70
65
60
55

2 50
45
40
35
30
25
20

15

10

5

0

4,500,000 3,000,000 1,500,000 o 1,500,000
Population

3,000,000

4,500,000




Years

100+
90 -94
80 -84
70-74
60 - 64
50-54
40 - 44
30-34
20-24
10-14

0-4

Mexico

10 9 8 7 6 5 4 3 2 1 0 1 2 3 4 5 6 7 8 9 10

Percentage of Population



N . .
100+ | Male 0.0% 0.0% Femalae

Q5 _Sa
E=To =
B5-59
BO-53
TE-Ta
TO_FTa
G5-G9
60-53
5E5_59
S0_S54
A5_49
A0D-33
35_39
FO_Za
25-Z29
20-23
1519
10-13

-0

O -3

1
10O

1O =n

Migeria - 2030
PopulationPyramid.net Population: 262,380,969




Urban area Metropolitan

This defines a city's population based on its This measurement largely ignores territorial This measurement is similar to urban

administrative boundaries. Of course, the size boundaries, and instead looks at a city as area, but is generally defined by official

of a municipality's boundaries can vary greatly. a contiguous, connected built-up area. For organizations, either for statistical purposes or

On one extreme, Miami's city population is just example, Demographia describes urban areas governance. In the United States, this takes the

470,000 people. On the other, the Chinese city as functioning as an integrated economic unit, form of metropolitan statistical areas (MSAs),

of Chongging has an administrative boundary linked together by commuting flows, social such as Chicago-Naperville-Elgin or

the size of Austria. and economic interactions. Phoenix-Mesa-Chandler.

POPULATION 1
. CHONGQING, CHINA 32.1M 01 © TOKYO, JAPAN 37.7M 01 © TOKYO, JAPAN 37.3M
5 SHANGHAI, CHINA 24 9M 02 o JAKARTA, INDONESIA 33.8M 02 a» JAKARTA, INDONESIA 33.4M
2. BEIJING, CHINA 21.9M 03 & DELHI, INDIA 32.2M 03 @ DELHI, INDIA 29.0M
&€ DELHI, INDIA 16.8M 04 © GUANGZHOU, CHINA 26.9M 04 & SEOUL, S. KOREA 25.5M
“* CHENGDU, CHINA 16.0M 05 © MUMBAI, INDIA 25.0M 05 € MUMBAI, INDIA 24.4M
c ISTANBUL, TURKEY 15.5M 06 » MANILA, PHILIPPINES 24.9M 06 B MEXICO CITY, MEXICO 21.8M
¢ KARACHI, PAKISTAN 14.9M 07 = SHANGHAI, CHINA 24.1M 07 < SAO PAULO,BRAZIL 21.7M
. GUANGZHOU, CHINA 14.5M 08 <> SAO PAULO, BRAZIL 23.1M 08 B LAGOS, NIGERIA 21.0M
¥ TIANJIN, CHINA 13.9M 09 & SEOUL, S. KOREA 23.0M 69 == NEW YORK, U.S.A. 20.1M
O TOKYO, JAPAN 13.5M 10 B MEXICO CITY, MEXICO 21.8M 10 = MOSCOW, RUSSIA 20.0M
= MOSCOW, RUSSIA 13.2M 11 = NEW YORK, U.S.A. 21.5M 11 © OSAKA, JAPAN 19.3M
** SHENZHEN, CHINA 12.5M 12 == CAIRO, EGYPT 20.3M 12 == BANGKOK, THAILAND 16.3M
€ MUMBAI, INDIA 12.5M 13 DHAKA, BANGLADESH 18.6M 13 (¢ KARACHI, PAKISTAN 16.1M
< SAO PAULO, BRAZIL 12.3M 14 * BEIJING, CHINA 18.5M DHAKA, BANGLADESH 14.5M
2= KINSHASA, DR CONGO 11.4M 15 & KOLKATA, INDIA 18.5M 15 3 LONDON, UK 14.4M
¢ LAHORE, PAKISTAN 11.1M 16 — BANGKOK, THAILAND 18.0M 16 & KOLKATA, INDIA 14.0M
5 WUHAN, CHINA 10.9M 17 ** SHENZHEN, CHINA 17.6M 17 <= LOS ANGELES, U.S.A. 13.3M
. SUZHOU, CHINA 10.7M 18 = MOSCOW, RUSSIA 17.3M 18 & MANILA, PHILIPPINES 12.9M
*> HARBIN, CHINA 10.6M 19 . BUENOS AIRES, ARGENTINA 16.7M 19 . BUENOS AIRES, ARGENTINA 12.8M
- JAKARTA, INDONESIA 10.2M 20 B LAGOS, NIGERIA 16.6 M 20 < RIO DE JANEIRO, BRAZIL 12.6M




37.7M

33.8M

32.2M

26.9M

25.0M

24.9M

24. 1M

23.1M

23.0M

21.8M

21.5M

01 © TOKYO, JAPAN 37.3M
02 o JAKARTA, INDONESIA 33.4M
03 © DELHI, INDIA 29.0M
(54 < SEOUL, S. KOREA 25.5M
05 €©& MUMBAI, INDIA 24.4M
66 8 MEXICO CITY, MEXICO 21.8M
07 < SAO PAULO,BRAZIL 21.7M
08 P LAGOS, NIGERIA 21.0M
09 == NEW YORK, U.S.A. 20.1M
10 = MOSCOW, RUSSIA 20.0M
11 © OSAKA, JAPAN 19.3M
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Revenue
Growth
Management

How to manage
and scale the

capability




Revenue management in FMCG

Brand/ portfolio List Price Active mix Promotion Trade spend
pricing/Segments Management management management translation

With‘ key enablers:



Zuh“::um LA INv48
A TINVRO 3o

~ALIN03 = X_ ; _mzaga
5 ;:Exn_uuzm
T :::2.:

LUME MARKET PR
INDEX MA

RFORMANCE

sAUEMAP mSEE

qu w_.m. Emmcg (e %EQE

. KRMC
e
3= D20 e =
ST

n%nEJUEMKmuHx

JINVNHO04d3d b

ug%..mHnKnL.n\,HUP
N O aXa

s Dlﬂ:u%
* AMIJTLSYS

JATLYT3Y 31k

...oimplified
{ARE 2=
X
CES
AS
PER
HA
=IN

“PRICE”

IHUEX

INDEX

R

M0 EL

(.
o=
-l
p— e
(¥ ]
—
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and its complexity



The power of Pricing
Warren Buffett quote on pricing importance :

“The single most important decision in evaluating a
business is with its brands pricing power,”

“If you’ve got the power to raise prices
without losing business to a competitor,
you’ve got a very good business.

And if you have to say a prayer before
raising the price by 10 percent, then you’ve
got a terrible business.”

Typical economics of S&P 1500 c‘ompany percent

Price increase Profit increase
of 1. 0% of 8.0%
101 0 13 5

1~

192 H

Revenues Fixed Variable  Operating
costs costs profits

Source: Compustat; McKinsey analysis



Consumer Price multidimension

CHANGE INNOVATE
CHANGE EVERYDAY PROMOTIONAL IN PREMIUM
LIST PRICE STRATEGY CHANGE PACK SEGMENTS

M - A - - -

LIMITED OFFER!




-

LANDING the RIGHT PRICE p, ™S

(! ~:t' .
0 :./ ‘-’

price



WHAT DRIVES CONSUMER'S IMPRESSION OF VALUE AT THE “SHELF”?

Pack
sizing

Pack quality
& format

Point of Sales
Materials

Shelf
positioning

FMCG SKU
Shelf

Competitor
pricing

Depth/Freq
promotion

49



PRICE PYRAMID

SUPER PREMIUM

OPA PREMIUM

0B MAINSTREAM
OZA VALUE/ENTRY



Price - Adjustiments strategies




The evolution of Pricing strategy & capabilities builds upon internal and consumer stakeholder thinking
to ainclude an equally important customer centric component

Value Chain
Pricing

Consumer-led
Pricing

Strategic
Direction

Cost +
Pricing

Holistic approach to Pricing strategy
and Pack-Price architecture
execution, incorporating Customer
in addition to Consumer and
Company impacts

Pricing strategy and
decisions driven by
expected on-shelf prices



Every bod Y wants Promotlons

Shoppers

“I want to spend less”

Brands

“I want to sell more
than other brands”

“I want to sell more /
than other retailers” / \

4 Price Promotions A

The rule of
the game







Check out our Amazon price tracking browser extension, The Camelizer!

H ﬁ’ N Find Amazon Products Q Popular ~ Top Drops

Save money
oh your next
Amazon purchase.

camelcamelcamel is a free Amazon price
tracker, alerting you to good deals on products
you love.




Buy Box: $ 449.99 Amazon: $ 449.99 New: $ 449.99 used: $ 410.74

{last update: 535 minutes ago, last pnce change: /

amazoncom ebay - Find related Deals

nhours ago)

Amazon Price History = Track product Data Variations

y clicking on the legend

$ 550 SalesRank |} &
@ Buy Box &%
® Amazon
. Ne‘l.ﬂl
$ 500 |— New, 3rd Party FBA
New, 3rd Party FBM &%
New, Prime exclusive
Buy Box Used o4 &
§ 450 @ Used
x Used, like new &
Used, very good &%
. : Used, good &%
{ | Used, acceptable &%
$ 400 I l @ Warehouse Deals
! Il | List Price
| i Trade-In
P $ 350 Q Close-up view ©
Gi Dot Amazon New Used Sales Rank
Lowest $ 398.00 $ 398.00 $ 308.20 =
$ 200 Jul 10, 2024 Jul 10, 2024 Nov 26, 2022
Apr 23 May 1 May 8 May 16
Current $ 44999 $ 449,99 $410.74 @ _
1 day ago 1 day ago 8 hours ago iﬂt'_”g 2 "
eview Count
Highest $ 549.00 $ 629.00 $624.50
Dec 22, 2023 Dec 14, 2023 Jan 5, 2024 Dec 31, 2010 New Offer Count @
Used Offer Count &
Average S 473.11 5 473.02 S 408.37 ﬂ Refurbished Offer Count &
last 90 days last 90 days last 90 days Collectible Offer Count @
$ 488.45 $489.32 $421.08 - )
last 180 days last 180 days last 180 days Q Close-up view ©
Drops 5 5 27 - B3 Range \[ifg'ek
90 days average per month per month per month Month
& = Requires our Data Access subscription. I 3 Months
Select area to zoom in. Double-click to reset.  ¢§ = shipping included Year

All (1314 days
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PRICE VALUE

Cost ¢mmm) FPerception
Affordability ¢gmmy Experience
Transactional <)y [ransformation
It's Price Tag <gmmy VVhat It's Worth
What You Pay <mmmy \Vhat You Get
Businesses Sell Prices <gmm) Brands Sell Value
Compete On Cheaper Prices <umm)y Compete On Better Experience
Attracts Discount Customers <gmmy Builds Loyal Customers



COLOUR : Colour acts as an accelerator. Creates visual disruption and
implicitly signals value




The World’s

Top 20

Retailers

BY REVENUE IN 2024

Share of Domestic Retail Revenue

|

HOW TO READ

Domestic
Revenue

International
Revenue

Schwarz has the
highest international w
revenue at $119.9
billion, beating (=) ETY
out Amazon's 3 b
el S176.4 1B

Germany

S145.4B

8

Ahold
Delhaize

Netherlands

S$97.08B

IKEA has the

highest share of
international revenue
at 97%, operating

in 51 countries.

10
France
$S9.78
Lower Share of
Domestic Retail Revenue
0% 10% 20% 30% 40% 50%

V. _N

0% 10% 20% 30% 40% 50%
|

us.
$628.6B

Walgreens

amazon
~—

us.
$355.18B

$85.08

Seven & | has the
most locations of
any retailer with
more than

40,000 worldwide.

Higher Share of Australia
Domestic Retail Revenue | “digas”
60% 70% 80% 90%

!
Walmart > <

Walmart

Save money, Live better.

#uchan

EXXON

e e

amazon

» CVS

Carrefour

DOLLAR GENERAL

MART

Walmart.com

TESCO



Several key industry trends impacting the trade environment

e : Changing Retailer Growing Increasing Cross Border

amazoneu
Z@@plus

Capturing greater share of
growing global profit pool

Cperating profit

a0 CAGR
LT EREY

B¥ gd’% b

Grocery retail by
channel EBIT margin

Retailer profits eroding with D-Commerce & Discounter growth Volume sold on promotion increasing Discounters, International Accounts
customers looking for CPGs to changing the profit models for all and and reducing total profit pool & D-Com players taking advantage
support margins further eroding retailer margins of prices across multiple markets

62



Trade Profitability

Direct consequence of : Real consumer price
vs Recommended consumer price & Total Investment Structure

A Matrix of Margins

A
Win - Win Long-term
Customer Value Creation Sustainability
Gross
(percentages vs

category average)

Need for We Win,

Action They Lose

Supplier margin (percentages)

Trade Profitability monitoring is key RGM capability
All in-store and retail prices in mention in this presentation are to be clear understood as recommendations only
Actual in-store prices will always be set solely by retailers



What is the retailer using each category for ?
The seven most applied retail marketing strategies

The aim here is to get the customer into the store and purchasing from the category and the store in general.

The aim is to increasing the consumer's average purchase in the category.

This strategy aims to increase the sales of high margin products (>average category margin).

The aim here is to protect the current market share and turnover in sub-categories against competition. The
retailer intends to be unbeatable in a specific segment of the category.

The aim of this strategy is to increase cash flow by the quick rotation of absolute value products. This can
be achieved via long payment term agreements with the supplier.

The aim is to meet consumers' needs by offering trendy and innovative products.

The aim of this strategy is to build a reputation with the target consumer for one of these areas:—
pricing; service; quality; or assortment.







Omnichannel, what does it mean?

e

INFLUENCE

\ /
!

\ /
\ /
\ /
\ /
/
0 @
!

PURCHASE

FULFILLMENT |}

@

Omni-Channel?

Its about enabling a seamless, integrated and
relevant shopper experience through the
many touch points at the influence, purchase
and fulfilment phases of the shopper journey.

Retailer & Supplier Challenge

Together how do we win the influence battle
by converting key touch points to win share of
wallet and loyalty with our shoppers,
mutualising and leveraging our data, knowledge
and media tools



No personalization Hyper-personalization

O O O Hyper-customized offers
«_ Non-targeted
PRUR PR T
O
Basic Personalization ﬂ

. Tlargeted
customers

7
T
W

\

Hyper-customized offers
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WILL TAKE OVER
THE WORLD




Digital SRM Program

What information | need to have,
analyze & plan to
be able to sell
More & More profitable
in a mutual way with customers &
Consumers



Driving faster
require better tools

From legacy TPM To world class
tools & Excel TPM Platforms




There are many types of external data relevant for Marketeers

3)Supply/supply chain Raw material, inventory information and tracking

Description Proposed ownership
@)Syndicated scan Store/ Scan data —
2)Distributor sales out Customer Sales (RSV) (forecast and actual)
Customer A)Customer e o
3)Inventory Distributor and retailer inventory
Customer
4)Merchandising data Pricing and promotion data, compliance information, online promotion and pricing
P Retailer POS sales out Customer Sales (RSV) (forecast and actual), Volume (forecast and actual)
B)Purchase 2 Loyalty Aggregator data or retailer direct consumer purchase data
3)Panel data Retail panel data (e.g., Share of wallet, basket details, spend across stores, products) —
1)Web performance Direct web site performance
2 In store traffic Offline traffic, in store visit tracking and behavior
3 Web traffic Online traffic, clickstream
4)Web engagement Registration, delivery preferences, purchase history
C Engagement : - o
5)App engagement Downloads, registration, visits
Consumer o . .
m Email information, campaign performance
rd
7)Survey / polls Consumer surveys, 3 party customer feedback Consumer
8)Mobile tracking Consumer behavior and movement information
1 Social Media Personal or professional
D )Media : -
2 Traditional media Ad impressions, reach, performance
1)Health data Bio marker data, health records, pet health
2 Demographics! Household income, age, race, gender, etc.
m Credit score, credit cards
1) Macro-trends Political sentiment, lifestyle preferences (e.g., organic), weather data
2 Market trends Market growth, overall health and consumer trends —
1)Geospatial/ location Geographic coordinates, proximity to a retailer ] Supply/ Consumer (?)
Supply/supply G Supply/supply 2)Routing data Logistics, route planning and management information ]
chain chain Supply

1 Demographic and financial data can be appended to other consumer data sources to enhance and enrich them



Channel Hierarchy: Definitions and Examples

CHANNEL FORMAT DEFINITIONS EXAMPLE PLAYERS

Limited Assortment Retailers with limited numbers of SKUs. Includes 2 main types; Club - large outlets in cash & carry
REENES format with paid membership schemes); Discounters - Focus on low prices; Can sub-divide further m Comree E

(inc. Club & Discounter) into Hard and Soft based on level of discount

Modern
grocery

- Al

Supermarket TESCO @

: : e TESED ®
Multiple Convenience Oxpress Corram:
o . Small urban outlets, offering convenience small store format. Usually affiliated to a symbol club, @ @
Traditional convenience branded fascia retail club or franchise; included group petrol forecourts —

Hypermarket

Convenienc
e

Traditional independent stores

Specialist Pet Trade
Pet Specialist
Professional and Vet

Other Drugstore/pharmacy

specialist Other Other e.g. DIY, department stores

Retail orders where transaction is made online with a player who also has brick & mortar presence;
may offer multiple categories, or a limited specialist offering with advice

Retail orders where transaction is made online with a pure-play e-commerce player; can be either
“generalist” where all categories of retail are offered, or “specialist”

Click & mortar
Pure-play

QSR & Cafe

Entertainment

Out of Home

Vending

Includes all further HORECA establishments that prepare and serve food: hotels, restaurants, bars, oy w
pubs, clubs, work places, schools, universities, catering as well as Hilkon

Other food service



Analytics and BIG Data & Speed to Value

(_ Key Data for CD 1 Relative Volume of Data —
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Analytics and BIG Data & Speed to Value

ﬁ Key Data for CD j

— Relative Volume of Data ——
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Distributor Sell Out
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Sell In

Master Data

Measures
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Data Types

N

Value
from Data Digita

Analytics

Brand
Analytics

Shopper
Analytics

' Digital
Analytics
Brand
Analytics

*.accelerators

Trade Promo 1.
Analytics %
A
A Shopper
Distributors Analytics
Channel Insight
Trade Promo

Analytics

Merchandising il
Analytics Distributors

Channel Insight

Merchandising
Analytics

Retail Execution
Analytics

Retail Execution
Analytics

Sales
& Profitability

Time

>
Analytic Capabilities
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Data

O) Velocity

Data




It's estimated that
2.5 QUINTILLION BYTES
2.3 TRRLION GIGABYIES

of data are created each day

40 ZETTABYTES

3 TIILLIDN GIGARYTY

of data will be created by

fimes rom 2005 Al The

2iad FOURV’s
of Big
Data

6 BILLION
PEOPLE

have cell
phones

Most companies in the
U.S. have & least

100 TERABYTES

of data stored

ala Volume
Velocity, Yamety aod Veracity

Modern cars have close 1o

100 SENSCRS
J)) that menitor iterms such as
fuel level and tire pressure

The New York Stock Exchange
caplures

1 TB OF TRADE
INFORMATION

during each trading session

Velocity

ANALYSIS OF
STREAMING DATA

4.4 MILLION IT JOBS

By 2016, it is projected Q
there will be

18.9 BILLION

NETWORK
coNNECTIONS Y YYYYY

N £ 992222941

Scutces: Ncmsey Glotw! Instute. Twiner, Cosco, Gartenr, ENIC, SAS, BN, NEPTEC QAS

-
)
o O

As of 2011, the global s2e of
data in healthcare was
estimated to be o)

150 EXABYTES

By 2014, It's anbicipated
there will be

420 MILLION
WEARABLE, WIRELESS
HEALTH MONITORS

4 BILLION+
HOURS OF VIDED
are watched on
YouTube sach moanth

400 MILLION TWEETS
are sent per day by about 200
milhion moothly actwe users

30 BILLION
PIECES OF CONTENT
are shared on Facebook
every month

(V) BIICINEC
' OOV %

Poor data quality costs the US
economy around
1 INN A YEAR
don't trust the infoemation v 3% BT
they use 1o make decisions .

. Veracity

! UNCERTAINTY
OF DATA

In ane survey were unsure of
how much of their data was
inaccurate



VOLUME 225

Amount of Data v

VARIETY
Diversity of Data

SV's

’\ OF DATA

()

VELOCITY

Speed of

Data Generation

o VALUE
: Worth of Data
N
VERACITY

Accuracy of Data



Mastering the 10 Vs of big data

Visualization

Vulnerability
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 WHATSAPP

»  USERS SEND

41.6M L INKEDIN
MESSAGES

USERS SUBMIT

AMAZON X
AIRBNB SHOPPERS SPEND
$455K

GUESTS BOOK
7 47 STAYS

VIEWERS WATCH
- xESTRAEARMiG 6'060
CONTENT RESUMES
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PEOPLESEND! 16M |

TEXTS

EMAIL

ropigite 231.4M messages |

EVENT
GOERS PURCHASE
$12.9K 0

CRYPTO

BUYERS PURCHASE
$90.2M in cryptocurrency

ey (v
$437.6K AMAZON

SHOPPERS SPEND
$443K

©

DOORDASH

DINERS PLACE
$76.4K in orders

5.9M searches

i
EVERY

MINUTE

OF THE DAY

/ :
/,/’ll\\\\\

©

VIEWERS SPEND

1M hours

STREAMING

1.7M pieces of content

O 547 2K cveets

2.43M snaps

M TINDER

YOUTUBE 1.1M times

USERS UPLOAD .
5080 hours of video

©

184.6K hours
SPENT IN

ZOOM
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THE IMPACT OF Al

On Content Marketing
Creating Compelling
Content with Artificial
Intelligence
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Cross-industry applications

| ]
&= CBINSIGHTS Manufacturing Warehouse Sales & contact center Search Cybersecurity
Al g LANDING Al %Jwtm?matuon #= OBSERVE-AI » Twelve Labs
STRUMENTAL fero JQeoties (@, . :
3 clementary b Oynimbie ™eewae  CRESTA J( #7¥s  YOU pime CHEQ .
1 0 0 Customer Location Worker safety Business Engineering IT & devops Other R&D
feedback data & incident intelligence design automation 4 sparkcognition
2022 analysis @ SAFEGRADH prevention AISLE P suna &harness i
unit O ‘ Urbint Lid Pecan ‘Physna @cast p>InstaDeep™
Industry-specific applications
Finance & insurance Retail Healthcare . Telecom Aerospace &
. Y < . y N 1V >4
Ozeni //unit21 haz U »¢Depict 1) Afresh NUIO /% SWORD HEALTH g ,_,RCGFE v 5 Rad Al S El.:f;:SI:LD N
EvolutionlQ  feedzal 8 Crossing Minds n( T OWKIN ©) Syllable | e PRI >
:@ cervest P TrAcTABLE cosmose avataar . Whisper @ CuraiHealth AL|IFE net /i G
Government Auto Agriculture Construction Maritime Gaming Waste Media
~ zencity Wwaabi ApexAl Jtof. % gon  BUNLT = O99wp management o WELLSAID
autox:- @ rHiar regiow Y OX CANVAS PEARING e inworld DAME. & SURREAL
Al development tools
Al chips Data annotation Synthetic data Data Data quality & observability

| Lumindus

—_/ GjsambaNova _J\f]

Version control &

experiment

tracking
neptune.ai

£ iterative
ROBUST

2

11" Pachyderm

~ 7 GRAPHCORE UNTETHER Al

Model validation
& monitoring

# LatticeFlow 1ROJ.AI

INTELLIGENCE

(Hsama

de-identification

QY supERCONDUCTIVE ~ Anomalo

oretel
SnorkelJ = PRIVATE[A]] ¥ MONTE CARLO
ML platforms Machine Resource Computer Natural language
learnin optimization vision rocessin
R deployrgnent P P N e,
| Unbox rugi (@ eNCORD ¥ Hugging Face o
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The Generative Al L=
Application Landscape @

Awork in progress

SUPFORT
MARKETING AL ASSISTANTS (CHAT/EMAILY EDITING/GEMERATION

copy.ai (L) Jasper [ZJ writesoric  Ponzu = frase Andi ® Cohere (3 runway
Cuickchat i GFlikI’
“% copysmith & Miiny B>~ Moonbeam  [&2] Berthaai KAIZAN

Typewise
anyw~ord M Hypotenuse Al I3 clickable b letterdrop SALES S
O LAVENDER CRESTA

HOXind e
A% tavus
{:} synthesia
Houwr One.
B> Rephrase.ai
Colossyan ﬂ
YOU O oTHERSIDEA o Creatext =Ys 2 o

. Simplified O Peppertype.ai ) Omneky & CONTENDA

KNOWLEDGE GEMERAL WRITING
i " 4 outpl OTHER
é |H?tr @- wordiune = Subtxt utplay

LEX Su“iﬂ.ute i‘} LA KA <“Reach 2 Character.Al

glean

mem
e WRITER € comrose al ﬁ’ regie.ai A DUNGELN

MODELS ¢ QPEMAT GPT-3 DEEPMIND GOPHER FACEBQOK QPT HUGGIMNG FACE BLOOM COHERE ANTHROPFIC ATZ GPT-NEQX GPT-. MODELS: MICROSOFT X-CLIF
AIZ1 ALIBABA , YANDEX, ETC. META MAKE-A-VIDED
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Advanced Analytics Maturity

of Market has done

advanced analytics | of
exists ! advanced analytics

with an external
party, e.g. one-off
Nielsen study on

price elasticities

Copyright © 2020 Mars, Incorporated — Confidential

Level of maturity

> o 9

has been
implemented together
with the Advanced
Analytics team, e.g.
Price or Trade Promo

ONE SRM PILLAR

There is an
of Advanced
Analytics capabilities,
e.g SRM — Price,
Trade Promo, Trade
Architecture

ONE SRM
ALL PILLARS

86

of Advanced
Analytics capabilities
implemented, i.e. SRM,
Route to Market, Omni-
Channel, Shopper/CP,
etc

ONE DEMAND
ALL FUNCTIONS
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It’s a complex world indeed....

Today The competition within FMCG is significant

and delivering consistent Growth is not easy anymore !
& 7 i | [ 4

World Map: Resized by Population

THE new economic context

/ Land the right price \ /Business unusual on :os!s\ /Op\erationalizing Max the Mm

High Gross Margin

nt to sell more
sther retailers”

Tha MAGIC WORD :

Several key industry trends impacting the trade environment p/jfied

Bvery bod Y wants Promotions

Shoppers

“I want to spend less”

Brands

“I want to sell more
than other brands”

4 Price Promotions
The key rule of
the game

“PRICE”

1nex SHARE gaoss,

. Ny Changing Retailer Growing Increasing Cross Border INOEX =4
BRAND et SH
= A2 0 g = =
SR KEELE :lm—ﬂg
£E e MTYES = INDEXEQUITY&am
5 252 MELE RIS SR g =
ARE 2 2 ‘e SHARE PRTCE SHARE EOULTY =5 = i
| smzSHARE“"'INVESIHENT,M, TG A [=E=1~=M
amazoneu |, TT: =L"'E AASTI LY smes:
’ A NO = ZPERFORMANCEINDEX 22
,_PRI[:E‘-&NJ>'¢_, = SHIX m:ncnvgzg:umun§§.
£ GRDSSUH S=XES S ARE;Eg_:gg E=
= — f =
Retailer profits eroding with customers ~ D-Commerce & tergrowth  Volume sold on promotion increasing 2w PRICEZ<H=I.YIMARKET =4t "”“"ﬁEEESgg
looking for CPGs to support margins  changing the pro /s for all and  and reducing total profit pool == Qi X INDEX RPI E‘EIN INTEo =7
further erodin, L'”AEEKETSHARE AR RPT Z VOLUNE ¥ PRlEE‘:‘—ImI,CE
[ =
RPI &t MARG I Nwonet owe 2 st ot e e =

HIGH g ST 0GS IYPES

e THIES
I — .JRlGEER 20 TSIy
2 COLLECTION = = e “”“5, T O »
T00LS e LSS APl RS gy AR

& e BUSINESS S FTE

o SHARING WTUHE DEEIS'[]N = I&W&m

SIIRAGEL

= W
*EXPLUHE

AOXE  GENONICS uJ

OPTIMIZATION =

=
-
w
=
w -
) jpicc

e rimow

What Digital solutions to invest in
TPM /JBP /Bl Analytics ?
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Market Type

Type 1 Type 2 Type3
Traditional Trade Hybrid market Fully Developed Market
Fragmented Market 20%to 60% MT (many customers)
Up t0 20% MT 60% to 80% MT
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Market development needed to drive growth

New e

channels Play in new channels to

drive consumption

Existing Improve performance Use the same channel — but
channels where we play today find new occasions
Existing occasions New occasions

and segments and segments



Change Nature
Change Dynamics

VO I ati I ity Change Speed

Change Rate

Instability
Loss of Control
Increased Risk

Unpredictability
Potential Surprises
Unknown Impacts
Unknown Outcomes

Indecisiveness
Increased Analysis
Delayed action

Under-

Uncertainty
standing




THE ENVIRONMENT IS CHANGING
We need to adapt to the changing environment in order to grow

« Sales Channels are blurring.
It is not the most intellectual of

the species that survives; it is not + Technology is developing very fast
(connected shopper).

the strongest that survives; but the

species that [...] is able best to »  Retail competition is fiercer than ever
before.

to the changing

environment in which it finds itself. We need to learn fast new thinds in

order to win in this environment.

—Charles Darwm




Growth

Consistent Competitive Profitable Responsible
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Session topics




“simpliCcity
IS complexity
resolved”

said Constantin Brancusi

Romanian artist considered one of the most
iNnfluential sculptors of the 20th century.












As one of the founding figures of Modernism,
Brancusi radically simplified figurative formes,

composing works in bronze, marble, stone, and wood.

In 2017, his sculpture ”La muse endormie”
(Sleeping Muse-1913),
sold for a record-breaking $57.4 million at
Christie’s.

Today, Brancusi’s works are held in the collections of the Metropolitan Museum of Art in New York, the Philadelphia
Museum of Art, the Centre Georges Pompidou in Paris, and the Tate Modern in London.






Be clear what you chose to do !




Same Oranges.
More Juice.




