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The situation that has driven us to establish a Customer
Planning Platform
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There are 4 main factors in the toy industry that effect our
TPM/TPE journey
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~50% of consumer sales happen in Q4 >60% of turnover in a given year from novelties
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The answer to some of our key challenges is a new Global
Customer Planning System (GCPS)

OBJECTIVES SOLUTION
B A A

1 Strengthen '4‘ Global Customer Planning
%

relations with Solution
trade partners

Increase
accuracy of
forecast & -

Integrating Customer Planning

with:

* Financial Planning
Increase * Brand and Marketing Planning
transparency of « Demand & Supply Planning

trade spend and
improve ROI
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Triangulation brings Trade, Demand and
Brand plans together in the S&OP process
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We secured funding and commitment to a
5-year program to build GCPS

Phase 1 Phase 2 Phase 3
(2012/13) (2013/14) (2014-16)
9 months 18 months 24 months

Build the Build the Expand and Rollout
Foundational Basics
Concept (Pilot-UK)

Central- and
Northern
Europe

Eastern
Europe

We are here!
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The Closed Loop process builds continues improvement into
the Customer Planning process
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Training and Change Management has been significant
deliveries, to realize benefits for many stakeholders
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Our core objectives with the project

—Provide—
insights and
tracking on

trade

“promotions”

Improve
o ¥
of
promotion
planning to

—demand—
planning

Improve
—Pprocess—
efficiencies
by reducing

non-value

—adding—

activities



Learnings — The Immediate WINS
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Learnings — The biggest Challenges i —
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Questions for Inspiration

What drives consumer sales uplift in an Omni-
channel environment, and how do you
manage?

How do you track and set directions on Return
On Investments (ROI) vs Return On
Objectives (ROO)?

Your questions??




Everything is Awesome



