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Total growth of Click & Collect orders in the - _ s s 3 of all online orders are
past years Bre : Click & Collect
Source: Reuters - — ¢ i Source: Internet Retailer
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EMEA Retailers moved to Click & Collect Offers



Consegne illimitate in 1 giorno senza costi
aggiuntivi
Su oltre 1 milione di prodotti, sulla maggior parte dei CAP italiani

retail stores.

sh 0] p from your nearby

as our valet brings
your items to you
in about an hour.

start shopping Nn®w

amazonpPrime
N1

and now the bar has been raised, again...



Consumers want a unique and personalized

experience with brands...
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CREATE YOUR OWN CLASSIC POLO Boys 2-7

ADD YOUR PERSONAL TOUCH TO SIGNATURE RALPH LAUREN STYLES

Hyper-
Product
Personalization

SELECT SELECT

Oasis Marine Lapis Plum Apple Raspberry

dl'p Clover Horizon Regency Wine Cherry Begonia

Comnflower [ | Sangria Punch Guava
A Pacific Persimmon
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Portobello Truffle Black
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Robotics will change existing workforce
management models...

The New
Store
Associate?



JDA CEO Survey 2017 - in Partnership with PwC jda.

CONFIDENCE
THE RESP(
. . Overall confidence in revenue and profit growth is up among 350 Global CEOs.
- e |

] Confidence in Revenue Growth Confidence in Profit Growth
China Germany Japan I
27% 27*% 24% % 52% % 51%
- GOODS N LINES - ﬁ - -43& -
2016 2017 2016 2017

TOP 250 RETAILERS
Revenue of $SB+

TOP 251 - 1,000 RETAILERS
Revenue of $250M - $5B -

Online biggest area of confidence in revenue and profit:

24"

ONLINE
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Digital transformation strategy
Digital Transformation becomes the highest investment priority

Digital Transformation strategy is well defined and is being i

We are struggling to define a digital transformation strategy

No plans to develop a digital transformation strategy

mplemented

CUSTOMER ORDER FULFILLMENT INVESTMENT

= 5 1% of retailers offer
click & collect
S @ in-store as the top

collection offering

Same day 10% /\\
delivery is Lo
being scaled I_l 1
back by 'o—0O

Click & Collect In-Store

2017 51*%
Same Day Delivery
2017 33%




Profitability is the Key imperative

PROFITABILITY

Profitability continues to be a key performance indicator, but supply chain issues are
Impacting profitability.

Percentage of CEOs who ranked the following as #1 priority:

25% 20%

OUT-OF-STOCK INVENTORY

17% 15%

RISING COSTS FULFILLMENT MISTAKES
13%

INVENTOR ACCURACY

10



Customer Centric Planning
Changing role of the Store

Changing role of Supply Chain




Customer-Centric Planning & Profitable cross Channel da
Planning jda.
Single
Channel
Multiple
Channels
. §° A . Product
Static & % National Dynamic  |.8 = ‘Offers &
Assortments N ‘Propositions’ Assortments § 3 | experience’ at
—
SRODUCT e store level
KPI’s KPI's
* Sales * Net Sales
* Stock * Returns
* Gross Margin * Net Margin

Customer Value



Innovation based on Google Platform (example in Fashion

Customer Segments, Score Assortments, Ranging opps, Financials....

1 > May-June 2017 Golf

STRATEGY SELECT
38 products
o 1+ = Financial Strategy = AW 2017 Sporting Goods @ @ E
Score - Image Descr
EMILY ' e e REVIEW SALES PLAN MARGIN PLAN INVENTORY & RECEIPTS
Casual Sho B B
X el O 0O 4
‘ [ Sales Plan for.  Athletics ~ AW2017 ~
DESCRIPTI( ¢
= Casual Top
= Strong Patts r
i -— Sales Retail 2900000 Margin 60.00% Receipts Units 170000 GMROI 2372
Golf Balls White Golf Shirts White A “ : ' ' !
ATTR'BUTES e 1D: 1012626 1D: 1009156 (‘: |
— - Var LY Var Last Approved Var LY Var Last Approved Var LY Var Last Approved Var LY Var Last Approved
Colors O U ’\ +28.56% +16% +7.45 +3.00 +12.82% -9.00% +0.34 +0.12
oo Ly Last Approved Ly Last Approved Ly Last Approved LY Last Approved
[ D
eve 100887 2,255,745 2,500,000 52.55% 57% 97,500 120,850 1.98 2.20
eee
Materials £, e
= i =, 1 100884 . .
Cotton & Palyester A7), ook et Back B (47) 2% o e (\- i 0 Show Metrics - 6 Selected = Compare Against: Last Year = By Week
o
- P-1009
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Classic+ 3 16';?";:' Value Var Value Var Value Var Value Var Value War Value \ar
Brog ¥ |
f r
Market Share (Si : — i : Plan 412.5K 495K 660K 605K 380K 347 5K
(i Zafi v @ ?;:I;fﬁ sales Retail +19% +39% +30% +5% +53% +54%
X &Y : Last Year 345.8K 345.8K 506.4K 573.7K 248 1K 225 5K
o -Brella Bl 22 Yellow Goif Glo. (2
H O Rt 45) Io: 1004002 ¢ Golf S
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i 1 10091¢
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(@) o m ) (a0) Sopecb o i ?&'f.ls Inventory Retail Last Year 431K 227K 36.2K 377K 35.3K 20.5K
Product Distribution O z Plan
Receipts 16.5K 19.8K 19.4K 242K 17.5K 12.6K
a7 ' e . +12.82% +19.46% +10.07% +12.82% +12.18% +8.39%
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) Plzn 267 2.06 1.39 1.07 1.38 1.43
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Intelligent Store serving Physical & Digital Shoppers

Customer-experience focused

New customer
experiences

v

Customer | Beacons C) Ce) wi-Fi
Services Deli Counter Bakery
] .
ﬂOW Virtual @ @
Cafe Assortment Expzeﬁence Collection
o~ one - Car Park
— New
New o= t
customer Backroom % customer
services Storage i Collection fulfilment
—> @ - Commuter options
< Expe;ence
Collection & Zones
Returns
— Collection
Se%e - - Lockers
Desk 3= Till Zone \=
— 00

P

Multiple customer

missions
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Next-gen In-store Experience with the Intel® Responsive Retail Platform ]da

RFID/loT @ Sonar O Welght O Temperature 0 Video

TP Smart retail informed
- From Trend and by multiple, integrated
STt data streams.

New services that
bridge online and
™~ Q - -

\ Intel®-based in-store experiences.

‘k__/ Gateway
Deep insight from

near-real-time and
historical customer
data.

One platform with
Simplify Sensor 360-degree vision.
Management - - -

Amazing insights and

customer experiences.

intel® Responsive . :
Retail Sensor intel.com/retail


http://www.intel.com/retail
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video
https://jda.com/knowledge-center/collateral/inside-intelligent-retail-video

Direct purchasing with Manufacturers is becoming a

significant opportunity

Have you bought any products directly from a
manufacturer in the last 12 months?

0y
38% 5% 41% 48% 56% 2% 8 2495 29%

DON'T DON'T DON'T DON'T
KNOW KNOW KNOW KNOW

FRANCE GERMANY SWEDEN UK

YES 42% NO 44% S

OVERALL

“Nearly a third (30%) of European adults online stated they buy
more products directly from a manufacturer now, compared to
five years ago.”

Source —JDA Manufacturing Pulse Report 2016” 16



The digital market needs a digital Supply Chain where

synchronization is a must have

Demand signal becomes more
articulated. Need to capture
consumers buying behavior.

Demand fulfilment must
ensure profitability of direct /
delivery at single order level

4
Supply Planning must account \ SRoDUCT

for the new digital segments
which require higher ,
responsiveness |

CUSTOMER

End to end supply chain

synchronization becomes the
only way to ensure
responsiveness while

maintaining the business
profitable

17
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Marks&Spencer jda.

Facts for Castle Donington

* 81,000m2 is designed to hold boxed goods and
hanging garments

* Acts as NDC for Retail Slow Moving Goods &
extended assortment (shipped to RDC’s for x-
dock to store)

* Supplies all e-commerce customers holding
entire GM Assortment of 250,000 skus

emmr BOHT | Ry, | o0 R * In excess if 21,000 000 units in inventory
; e = B : » At peak over 1,000,000 units per day
* 170,000 e-commerce orders per day
* 5,350 store orders per day
* 126 Vehicles per day
* 760,000 reports and labels printed per day




Leverage These New Thought Leadership Assets in 2017/ ida
www.jda.com/it e

jda et CEMMN  JDA & Centiro

5 ey How to Thrive in a World of Commoditized Logistics
an to deliver

Christmas Customer

Pulse Report 2017
Digital SuPp'V Chain u -- | ' . 0 Voice of the online customer

diimmies SCM World

Shaping the Future of Supply Chain

Features:

» Caeptis voluptassunt qui
quostotaquis ut od

* Caeptis voluptassunt qui
quostotaquis ut od

: | Why Retailers Need to Find the Perfect Blend of Art +
* Caeptis voluptassunt qui . :
eraielomipee i Science to Be Relevant to Shoppers Again.

Manufacturing Pulse




jda.

Plan to deliver”



