IMPROVIMNG BalEs EFFECTIVEMESS

Picking the “Low Hanging
Fruit”
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The problem

 The Customer Management team are run off their
feet

 Their customers are very demanding

 The majority of their time is spent focusing on
confirming the promotional calendar, getting the
latest promotion away, launching NPD, protecting the
current range or responding to demands for
additional trade funds

« Compliance to nationally negotiated agreements is
poor

« Trade investment is significant but the return unclear

 The team spend most of their time DOING in the
“Plan, Do, Review” cycle

www.meridianise.com © Meridian ISE 2006




AV _, [ﬂ]ERlDIANE
The consequences

You don’t get what you pay for

Promotions perform below forecast in volume
and profit

Ranging is less than agreed
Availability of key skus reduces revenue further
NPD launches do not perform well

Clawing back fixed trading terms payments Is
difficult

Trade Investment ROI is not maximised nor is
ATL Investment
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The solution

* Meridian’s “Harvesting The Low Hanging Fruit” Approach

Highlights all the easy to liberate opportunities within a customer
Shows what activities have worked best in the past

Highlights rogue stores, accentuates best practioners

Quantifies the value of getting it right

|dentifies the tools and actions that are required to improve
performance

Develops a pragmatic action plan to improve excellence of
execution

Supports each promotion as required

Identifies 5-10% sales improvement to support
this year’'s numbers
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The methodology

Cross Functional
Workshop

Insight from history
Size of Prize
Practical next steps

Harvesting the Low
Hanging Fruit

Process
Tools
Skills & behaviours
Measurement

A 4

Ongoing Support

Forecast
Allocation
Real time reports
Tactical direction

A 4
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Example workshop output — MERIDIANE
ldentify where to improve promotional compliance : . ...

Top sku only — massive variation in daily sales during the promotion

— _ Daily
Baseline K€Y - red = zero s:_:lles, yellow = onver than sales
baseline, green = higher than baseline sales (units)

sales
Top 15 stores (overall promotional uplijja/e

Store Nbr Store Name Average Vol Uplift SKU Auer
% Uplift Rank age

Rank Pre

= =] = Eal = Preo
4156 GREAT YARMOUTH 10 297 2
4FGE MANSFIELD " 27 34" "3
5761 HARLOWY " 47 63" "2
B3 BLACKPOOL, GB sF 7af "3
4330 'WINSFORD I 6 ool a2
4504 HARPURHEY " 77 1427 "o
4571 WESTON-SUPER-I" gr =l oo
4517 MORWICH " af 5" "3
5818 WIDMES (MEWY) | 107 62" "2
4216 EASTGATE " 10 5" "2
4592 'WASHINGTOMN M 12[ 24 "B
4505 ASHFORD, GE I 13[ saf "3
4152 ST.AUSTELL " 147 28’ "o
4593 CHATHAR " 157 al "B
4E57 GREATBRIDZE [ 157 64" "3

AB0 RAMVVTENSTALL T 2560 2560 "0
4522 WESTEBROOK I 2577 2557 "3
4576 DEWSBURY " 258" 258" "3
A543 KINGSTON UPON T" 25a” 259" oo
4960 PERTH " 260" 259" "4
4918 BROMSGROVE | 2617 261" "
4938 HYSOM GREEN [ 262" 262" "3
4127 BOLTOM " 263" 263" "2
4332 ROEHAMPTOR M 2647 266 "o
4552 SITTINGEBOURNE 7 2657 2647 "3
4501 ROCHDALE, GE [ 266" 255" "y
4986 SOUTHAMPTOM [ 267" k7" oo
4162 CHADDERTOMN " 268" 269’ "4
4572 TUMSTALL, GB " 269" 268" "2
4909 BEARSDENM " il 27of "
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Example workshop output — ERIDIANE

IMPROVIMNG BalEs EFFECTIVEMESS

Where are the distribution gaps by store for our top 20 skus
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Example workshop output — : MERIDIAN E

Opportunity to maximise impact of store callage | —
Sales increase — territories indexing over 1 have increased market share in their
stores in the period studied— only 21/40 have improved versus the control group

Microsoft Access - [Totals Category Sales By Ho Visits]
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Example Workshop Output

What should stock levels be?

EAEER L TWe T

ROS needs to be monitored by store to reduce Q05

j \ What can we learn for future launches?

NPD distribution buildby week T LLEN <!

' FI] + s n roo3 g9 wm oz @ W owmoomooar m m
Tiar Frl SatSo Mor Tee WedTharFri 53t So Mon Tee kd Tiar Frl Sat So Mon T Wiled

worw M ianime cam Bl Median [5E 2006

woew M dianize cam Bl Median [5E 2006

“We can clearly see that by working smarter at Head Office with the buyer
and supply management plus some targeted outlet callage our future

Launches will be much more effective!”
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IMPROVING SalLFs EFFECTIVERNESS

The next steps

e Talk to us about running the workshop
— Lasts half a day

— Brings Customer Management and Customer insight
together

— ldentifies real opportunities to improve

“Will identify a minimum of a 10:1 ROl opportunity
for an ongoing service. If we don’t we won't
propose developing ‘Harvesting the low hanging
fruit’ for you!!!”
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