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Agenda

AiM Intro & Background
Planning Process

But first...

Planning Methods — Using TNS/Kantar
Planning Tools — Using ACN/IRI
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AIM Intro & Background

e FMCG/Consumer Goods Commercial Experts

— Focus — Promotional Effectiveness & Return On Investment.

* Team: Graeme Scott-Dodd : 20+ Years FMCG brand experience

e Senior Sales & Marketing experience.
e Cat. Dev. Insights, methods & models with:

— Scottish & Newcastle Plc Marlboro
— Guinness, Diageo * Helneken

— Curver Rubbermaid Scottish & Newcastle

— Philip Morris (Marlboro) =3. DIAGEO

 Experienced Associates : UK, Germany & Greece.

':j‘

— Heineken International

GUINNESS
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Turning Spend into Investments

* Challenges:
— Increase net profit , volume and market share
— Grow brand equity
— Growing competitor aggression

e All need increased ROl on (Sales & Mktg) spend
— Media...

— Data...

— Trade Promotions... 2"9 biggest cost on P&L
e Est. 10-20% of Sales Revenue
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A Large and Complex Subject

“I know half the money | spend on advertising
is wasted; the trouble is | don't know which

ha If”. John Wanamaker, Dept Store Owner. (Died 1922)

Why evaluate?
e Spend justification?
e I[mprove future?

What to evaluate? ...

— Only what you can ‘manage’.

Limited practical help available
— Now Easy-To Use and Cost Effective
ActioninsightManagement


http://quotationsbook.com/quotes/author/7514/

Who Benefits?

Sales & Trade Marketing

e Always hit targets
e Reduce planning time

e Know what will happen

— before the sell-in

e Deliver what you promise

— Better account relations
e Reduce OOS / over-stock

— More accurate forecasts
* |nstant Deal / No Deal
 Negotiation Tool
e Budget discussions

Consumer / Brand Marketing
 Brand Equity Measure
— Over time

 |D your competitor
— Who affecting you
— Who you can affect

Grow Market Share
Budget Discussions

Finance

e (Clearer investment decisions
e Budget discussions
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The Planning Process

Objective/Need Drivers of Profit: Strategies:

increase profit | Inc.sales volume | SRR N

—| Increase Distribution

—| Increase Shopper Drivers

| Reduce Costs — Optimise Promotional Pricing
(not too deep or often)

—| Improve POP Purchasing

Tactics: —| Shared Customer Investment

SN
Driver eduction Free —> ff
: Effectiveness
Penetration - --

Frequenw -- -

i Optimise Promotional ROI

Shopper Demand
Forecasting Accuracy.

Weight of
Purchase

Spend per
Trip
InOQutlet
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Shopper Drivers:
Establish Value Opportunities

TNS / Kantar data : Value benefit from key drivers.....
52 wife 20 52 wife 19 Actual @ Penetration % O Purchase Frequency
% Change
Jun 04 Jun 05 Change OTrip Litres @ E'rice per Litre
Expenditure (£000s) 475031 474520 -3261 -0.7
“olume (0005 Litres 295975 293737 -5239 -1.8
ion % 31.43 3275 1.532 4.2
7.94 7.50 -0.44 -5.5 . : : : . : : ,
B2.05 59.08 -2.95 4.5 40,000 -30,000 -20,000 10,000 0 10,000 20,000 30,000
33.580 36.55 -2.25 -5.8
7.87 7.58 0.05 0.8 Expenditure (£000s)
4.589 457 -0.01 0.3 £474.8m 0.7%
Price per Litre 1.60 1.62 0.0z 1.1 Decrease of £3261k
Stare Buyer Conversian 42.21 41.583 -0.38 -0.49 \
AWP [Spend per Buyer) Penetration % *
£59 4.8% 32.8% +4.2%
Contribution = £22.8m Contribution = £19.6m
/ -‘\.‘ ..."H._
Trip Spend Purchase Frequency Store Buyer
£7.88 +0.8% 7.5 trips -5.5% Conversion
Contribution = £3849k Contribution = £26.7m 41.8% 0.9%
o ‘\
Price per Litre Trip Litres * Cantribution includes
£1.62 +1.1% 4.9 Litres 0.3% Population growth of 0.1%
Contribution = £5207k Contribution = £1358k
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Shopper Drivers: Targeting

e Return to last year level
— Sell 100k units, Penetration = -5% YoY
— Potential 5k units if return to last year’s level.
 Underperform versus retailer category ave.
— Penetration — category ceiling
— Frequency
— Weight of Purchase
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Promotional Mechanic Choice

e Weight Of Purchase (trip litres) mechanic :

PACK SIZE
Can/
Brand Buottle MG WOP |Conv Units B 8 12 18 24
Litres
Brand A 440ml Can 4.8 23
Brand B 330ml Buottle 4.1 3.0
Brand C 275ml Buottle aT 36
Brand D 440ml Can 51 23
Droamd £ e e ) P | (=T [ | b I |
Brand F 500ml Can 6.3 2.0
Uil 3 Y el ula 2.0
Brand H 500ml Can 6.0 2.0
Brand | 440ml Can 4.6 2.3
Brand J 440ml Can 4.8 2.3
Brand K S00ml Can 51 2.0
Brand L 500ml Can 15 2.0
Brand M 550ml Buottle 1.5 1.8
Brand M 330ml Buottle 3T 3.0
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So far...

Objectives
Strategies

Tactic Mechanics (Multi-buy, Temp Price Reduction)

Promotion Plan...The Detail

— What SKU/Product selection (target or defend)
— How deep (optimum price level)

* How frequent (on-going or on/off)

— When (seasonality in category)

ActioninsightManagement



Solution
* AiM Optimiser tool provides the answers:

. We find shopper insights from your data

» We build planning models for your productsw

» You plan more robust promotions & hit targets

o
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The AIM — Relationship Test

e ‘Statistical Relationship’ - Price V Volume

e QOur Difference - ‘Non-Linear’ relationship — a curve.

— @Gives more precise outputs.

* Develop statistical coefficients to build predictive models.
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Required Data & Model Process

Sort data and run

Price Relationship Test

Is there a relationship?

Yes:

Establish any competitor
price relationships by
running Competitor ID

Do not concentrate
on price activity for
this product currently

J
| ]

MNo:

Build Profit
Optimiser (Sole
Product)

Select product]{s) with
strongest price relationship
and Build Profit Optimiser
[Competitor)

Build 52 Week Planner

Run trial scenarios and share with product
owner.

Tools, Presentation &/or Training

You supply scanning data:
— Volume, Value & Weighted Distribution
— Up to 104 weeks, by retailer.
— Whole category or selected products

We run the following analysis:
1) Price (to Volume) Relationship Test

— All data tested — ensure a price relationship
2) Competitor ID — compare 150 skus.

— ldentify specific competitor or versus market.
3) Profit Optimiser

— What profit and volume gains at different
retail price points.

4) 52 Week Planner

— Build scenarios for most profitable plans.

5) Market Effectiveness
— Which retailer gives the best ROI.
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Using the Relationship Models

* Answer:
— Does price work as a tactic on this Sku/Product?
— Which Skus/Products compete on price?
— Category growth or steal?
— How strong is my brand equity versus a competitor?
— What is my optimum price range for profit?
— What volume will I sell at a price point?
— How can | grow profit but reduce costs?
— Which retailer is most effective for my brand?

ActioninsightManagement




Examples of previous uses:

* Price Strategy:

— Target the correct competitor

e Foster’s v Becks (Germany)

* Promotion Strategy:

— Price position versus competitor
e Top UK brand
e Compare brand equity measures.

* Promotion Optimisation:
— 35% Profit opportunity identified

e International brand (Germany)

ActioninsightManagement




Profit Optimiser

Shows optimum price range for profit on the profit curve

Market = Tesco Product A
Retailer / Brand Profit Volume and Profit aw Retail Price
- 210000 7000000
1800000 o L

ht-' 1600000 (L] 208000 -] W o E

o 1400000 'L_-O-'""'""" 'g 206000 i ] 5000000 5

& 1300000 — ~— — [ oo—tr—""" 000000 2

O 1000000 — it LS S o M =

: 800000 {-ﬁ 202000 - 3000000 8

E jggggg ;'l' 200000 - 2000000 ;

= 3

200000 —ii=——iiQ~—Gi@Q——_¢%—080—0G¢G—8l—-t00——lb8llGl Gl LGl blbl0—0_0 T 198000 1000000 W

0 — 126000 a
080 o088 087 08> 084 08B2 08B0 079 077 076 074 073 071 069 068 066 065 063
020 0.88 087 085 0.84 082 080 072 077 076 074 073 071 069 068 066 065 0.63
Price Per Selling Unit
==p==Retailer GP Total Per Annum ==f=Brand Gross Profit Total Year Retailer Current Profit =f—Brand Current Profit ‘ == Brand Gross Profit Total Year smmmFy || Year Vol at stated ave price ‘
Current Yr Scenarios: Current
ACN Price Per Unit of volume 0.36 0.41 0.40 0.39 039 038 037 037 0.36, 0.35 034 034 033 032 032 0.31 030 0.29 0.29)
Retail Price per selling unit (Inc Tax/VA 0.79 090 o088 087 085 084 082 0.80 0.79 077] 076] 074 073 071 069 o068 066 065 063
Retailer Margin per unit of vol 013 015 014 014 014 014 014 014 0.13] 013 013 013 013 012 012 012 012 0.12 012
Retail POR (% Profit On return) 447%| 428% 432% 434% 436% 439% 442% 444%| 447%| 450% 453% 457% 460% 464% 467% 471% 475% 480%  484%
Retailer GP Total Per Annum 1164778| 982723] 1005330] 1028948] 1053645] 1079493] 1106573] 1134969 1164778| 1196103] 1229058] 1263768 1300371] 1339019] 1379880] 1423143] 1469015] 1517728] 1569542
Retailer share of discount 30% 0.30 030 0.30 0.30 030 0.30 0.30 0.30 0.30 030 0.30 0.30 030 0.30 0.30 030 0.30 030
Volume per 1% wid dist (units of vol) 828 638 661 685 711 737 766 796 828 861 897 936 976 1020 1066 1116 1169 1226 1288
Distribution Wtd 9206 9206] 9206 9206 9206 9206 9206 9206| 9206 9206 9206 9206 9206 9206 9206 9206 9206 9206 9206
Full Year Vol at stated ave price 3961910| 3055759] 3164860] 3279928[ 3401408] 3520786 3665595] 3809422 3961910 4123771] 4295789] 4478836] 4673875 4881979[ 5104344] 5342305] 5597357] 5871182] 6165669
-23% -20% -17% -14% -11% -T% 4% 0% 4% 5% 13% 18% 23% 29% 35% 41% 48% 56%
Full Year Vol at stated ave price 3961910
Brand Gross Profit Total Year 207278
GP Incease % -3.3% -2.7% -2.2% 0.5%
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ldeal Pattern

 Under-promoting:

Volume and Profit at Average Retail Price

210000 7000000

208000

000000

206000 5000000

204000

4000000

202000

3000000

200000

2000000

Full Year Brand GP
Full Year Volume

1598000

1000000

196000

a
090 088 08y 0B85 0B84 0EBZ 08B0 OF9 OF7 076 074 073 071 069 068 066 065 063

Price Per Selling Unit

=== Brand Gross Profit Total Year s Fu| Year Vol at stated ave price

ActioninsightManagement



Commercial Issue:

* Over-promoting

— Promote more = less profit

Volume and Profit at Average Retail Price

250000 7000000
o - 6000000
O 200000 - E
2 - 5000000 5
5 =
150000 i o
= 4000000 E
i (]
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o 0
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Price Per Selling Unit

=== Brand Gross Profit Total Year s Fu| Year Vol at stated ave price
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52 Week Planner — ‘What-If’

Build weekly and/or annual activity plan.

Change price — Model changes volume & profit.

200000
. 180000
=1 [Gondola End 1 160000 | o—t—a Pt
=2 | Gondola End 2 ¢ 140000 — AN AN P S S
=3 |Gondola End 3 " 3 fe——
=4 [Gondola End 4 i g e ——
=5 |Gondola End 5 " = 100000
=6 |Gondola End 6 " o 80000 1 g—o—0—o— — s ey
=7 |Gondola End 7 i’ £ 60000
=8 |Gondola End 8 " E 40000
Mo Identified Additional Feature and Display = 20000
Model Plan z 0 e e e o T S S
Tesco Actual (LY) Model (LY) Full Year: c N M T WO DO O A0 T Bo D00 N D T0 DR DD
Product A Current 52 Wk Total 52 week Plﬂnner: ‘ ——Total Plan Brand Gross Profit Net of BTL Total Plan Volume { Inc. Price
Average
Percentage Price Discount 0.40 -9.59%)| -10.67%| -10% -8% -B8% -10% -12% -13% 6% 1% 1% -8% -25% -25% -25% -14%
Last Year Price Per Unit Vol (Reference) 0.36 0.37 0.37 0.36 0.35 0.35 0.38 0.40 0.40 0.37 0.35 0.35 0.35 0.35
Plan Price Per Unit of Volume 0.36 0.36] 0.35 0.36 0.37 0.37 0.36 0.35 0.35 0.38 0.40 0.40 0.37 0.30 0.30 0.30 0.35
Retail Price per Selling Unit (Pack) 0.79r 0.79| 0.77] 0.80 0.82 0.81 0.79 0.77 0.77 0.83 0.88 0.88 0.81 0.66 0.66 0.66 0.76
Retail POR (% Profit on Return) 42.4%| 42.4%| 42.2% 42 4% 42.6% 42.6% 42 4% 42.2% 422% 42.8% 43.1% 43.1% 42.5% 40.9% 40.9% 40.9% 42.1%
Retailer GP Total 516748 497488 509003 9215 9897 10139 9566 9762 11106 11426 10874 9762 10778 15032 17650 14741 11153
Week Number in Chart Week 1 =|WE 24 April 201 1 2 8 4 5 6 T 8| 9 10 11 12 13 14
Retailer share of investment (%) 50% 50.0% 50% 50% 50% 50% 50% 50% 50% 50% 50% 50% 50% 50% 50% 50%
% Distribution Weighted 92. 91.88] 92.44) 99 98 98 99 ah 99 99 98 98 96 96 96 96 90
Total Modelled Volume (inc Wtd. Dist & Seasonality) | 71800 75175 77339 75406 79087 90075 84670 75859 65261 82637 147151 172777 144308 91720
Full year volume at stated ave price 4084346 3911377 5.2%| =Vol inc
Model Variance -4.2% 2.2%| =GP inc
(Model Plan) Brand Gross Profit £499,162| £480,647| £8,906 £9.574 £9,806) £9.241 £9.421| £10,718] £11,062( £10.547| £9468) £10422| £14398] £16,906) £14,120] £10.759
Feature & Display Last Year (Actual) Input 1-8
Plan Feature & Display (Input Type Number 1-8)
Additional Weekly Cost - Feature & Display 0| 0 0
Total Plan Volume { Inc. Price, Dist, F&D & Temp) 408434 4039723 4248828 74155 77642 79877 77880 51682 93030 87448 78348 70501 85346 151980 178446 149043 94730
Total Plan Brand Gross Profit Met of BTL 499162| 496419 507411 9198 9888 10128 9545 9730 11070 11425 10893 9778 10764 14871 17460 14583 11112
Net Sales Value 703380 698405 719853 12906 13770 14121 13439 13815 15721 15797 14811 13304 15032) 22470 26383 22036 15848
-1.1% 4.0% 5.2%
Total Market Seasonality Multiplier 0.90 099 101 092[ 093]  1.05] 115]  116]  1.04]  1.09] IR0 NG| PE] 1.15)]

Feature & Display impact increases accuracy
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52 Week Planner

Instantly see results ...

As you plan

200000
. 180000
=1 [Gondola End 1 160000 | o—t—a Pt
=2 |Gondola End 2 " 140000 \ /‘__.__‘\: — e
=3 |Gondola End 3 " s fe—a—(
=4 [Gondola End 4 i g e ——
=5 |Gondola End 5 " = 100000
=6 |Gondola End 6 " o 80000 1 g—o—0—o— — s ey
=7 |Gondola End 7 i’ £ 60000
=8 |Gondola End 8 " E 40000
Mo Identified Additional Feature and Display = 20000
Model Plan z 0 e e e o T S S
Tesco Actual (LY) Model (LY) Full Year: c N M T WO DO O A0 T Bo D00 N D T0 DR DD
e Current 52 Wk Total | 92 Week Planner: [ —=—Total Plan Brand Gross Profit Net of BTL Total Plan Volume { Inc. Price
Average
Percentage Price Discount 0.40 -9.59%)| -10.67%| -10% -8% -B8% -10% -12% -13% 6% 1% 1% -8% -25% -25% -25% -14%
Last Year Price Per Unit Vol (Reference) 0.36 0.37 0.37 0.36 0.35 0.35 0.38 0.40 0.40 0.37 0.35 0.35 0.35 0.35
Plan Price Per Unit of Volume 0.36 0.36] 0.35 0.36 0.37 0.37 0.36 0.35 0.35 0.38 0.40 0.40
Retail Price per Selling Unit (Pack) 0.79] 0.79] 0.77 0.80 0.82 0.81 0.79 0.77 0.77 0.83 0.88 0.88
Retail POR (% Profit on Return) 42.4%| 42.4%| 42.2% 42 4% 42.6% 42.6% 42 4% 42.2% 422% 42.8% 43.1% 43.1%
Retailer GP Total 516748 497488 509003 9215 9897 10139 9566 9762 11106 11426 10874 9762
Week Number in Chart Week 1 =|WE 24 April 201 1 2 8 4 5 6 T 8| 9
Retailer share of investment (%) 50% 50.0% 50% 50% 50% 50% 50% 50% 50% 50% 50%
% Distribution Weighted 92. 91.88] 92.44) 99 98 98 99 ah 99 99 98 98
Total Modelled Volume (inc Wtd. Dist & Seasonality) | = 77339 75406 79087 90075 84670 75859 65261
Full year volume at stated ave price 4084346 3911377 =Vol inc
Model Variance -4.2% =GP inc
(Model Plan) Brand Gross Profit £499,162| £480,647| £9,806) £9.241 £9.421| £10,718] £11,062( £10.547| £9468) £10422| £14398] £16,906) £14,120] £10.759
Feature & Display Last Year (Actual) Input 1-8
Plan Feature & Display (Input Type Number 1-8)
Additional Weekly Cost - Feature & Display 0| 0 0
Total Plan Volume { Inc. Price, Dist, F&D & Temp) 408434 4039723 4248828 74155 77642 79877 77880 51682 93030 87448 78348 70501 85346 151980 178446 149043 94730
Total Plan Brand Gross Profit Met of BTL 499162| 496419 507411 9198 9888 10128 9545 9730 11070 11425 10893 9778 10764 14871 17460 14583 11112
Net Sales Value 703380 698405 719853 12906 13770 14121 13439 13815 15721 15797 14811 13304 15032 il
-1.1% 4.0% 5.2%
Tatal Market Seasonality Multiplier 0.90 0.99] 1.01] 0.92] 0.93] 1.04] 115] 1.16] 1.04] 1.

Example: 5.2% Vol & 2.2% Plan Net Profit Gain < 30 minutes
1.Promotion week timing changes - Highest
2.Maintain Distribution ... Was enough space given?
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Retailer Effectiveness Model

e Same product

e Different response levels in different outlets

250

1.00

Outlet A
R2=0.3387
S
+ . gt L »
+%
‘o - *
*
o . *
*
™
0.00 5000, 01 1000000 15000.00
Valume

2000000

250

Outlet B
R*= 0.6676
24 4
*
0.00 S000.00 10000, 00 15000.00 2000000 23000.00
Volume

e |dentify issue outlets (via data)

* Improve store operations.
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The Profit Benefits

e Typical predicted profit uplifts from insights.
e A company may show higher or lower uplifts.

Est. Profit
Insight: Business Benefits: Benefit %:
If shoppers choice |5 based 2"','/
on price Invest only in what works 0
Add precision to planning
'h“L_r'hat vnlun.'ne will sell at What activity needed / how often 5._-!;
different prices What activity needed / how deep 0
More precice production forecasting
Which competitor affects Use the best S5ku to attack a competitor - gain share 1 0'3/
your sales Avoid own cannibalisation - increase total brand share 0
Which retailer gives best Different retailers have different effectiveness 5':,'/
returns Invest for highest returns 0
Long-term and shori-term tactical planning
E#";:::Z':I?j E;]riin:hn‘inrtﬁs: Negotiation -Tt-ml - Laptop based 1 0%
best ROI Shared retail investment
Show customers how to increase profit by co-investing
Total Est. Profit Benefit = 32%
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Next Steps

e Let us know the key business issues you face
at the moment.

e See how we can help:

e Contact:

— Graeme Scott-Dodd
e +44 (0)7801 552037 or +44 (0)1324 867733
e E-mail: graeme@aim-eu.com

e Web: www.actioninsightmanagement.com

* In-Store Show C228
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