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using Digital and
Trade Strategies - “Taking your TPM TPO

to Drive and Advanced Analytics
Mutual Growth

Capabilities to the Next Level”

Advanced Post Event Analysis

Pam Brown - Del Monte Foods, Inc.

Trey Alexander — PwC|Strategy&
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What We'll Cover

* Del Monte’s ROI & Ongoing Dynamic Planning Journey
 ROI Product Evolution (Change can be good)
Performance Analyzer ROl and PEA Solution Capabilities
Key Points to Take Home

Q&A
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Strategy& Range of TPE Projects

Strategy& Trade Promotion Excellence Team

We have helped 12 of the top 15
CPG companies transform thei

pricing and trade capabhilitie
Highly focused effort to Create the right value Programmatic effort to Cutting edge point solutions
quantify and segment the ~ proposition through price, capture consumer e.g., Performance Analyzer
Formulation of a robust, potential benefits from pack, and promotion reflecting  investment efficiencies — Post-Event Analysis
2-3 year pricing and trade pricing and trade consumer willingness to pay, through improved Genesis — Price-Pack
promotion strategy transformation occasions, missions analytics and planning Architecture

Guideline
development

Pricing and trade

“Get the money” Solutions provider

strategy Opportunity sizing

Strategy

o >

Execution

Funding and trade o
. & Capabilities System
architecture . .
implementation
strategy

. . Program structurin
diagnostic g g

Realigning client’s trade Assessing a client’s Focused effort to structure a Leading or supporting

funding investments with current capability systems customer planning and trade implementation efforts to

strategic priorities across people, processes, transformation program upgrade out-dated and/or
technologies, and focused on process ineffective systems
analytics organization, analytics, and/or

system improvements
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https://www.google.com/url?q=http://www.wisegeek.com/what-is-tomato-puree.htm&sa=U&ei=jyF1U4_WAYq0uAT404DQDg&ved=0CEoQ9QEwDg&sig2=a49OGLqHOBYMuPBbnhstBA&usg=AFQjCNHLHe062tUvWsGiHobO9vlqf2TioA

EPOI #&& Del Monte’s Continual Improvement Roadmap

to Drive
Mutual Growth
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° Identify and Deploy
New Capabilities - ERP
2014- « APO

2015 g - TPM |
[ ]

July

@.(‘Q‘ 12 Predictive Analytics
\
Q.0
RO Trade ROI Workbench
S e(\

K0
& & Oct

o '(“Q\ 09
@ 0\\\ Integrated Business Planning
P °

\i\(\q Q 2009 » Post-event Analysis

\‘\0 Excel-Based Tools * What-if Tool

2007

2008 P I ¢ * Customer Business
2007 ° * Best in Class Planning
TPM System Spring Summit 2017 Initiative




receive for the trade dollars we invest

— We need to make informed decisions and strive for better returns:
» By Customer
* By Product/Business
* Across Customers
 How does this tie into Del Monte Objectives:
— AOP Planning process--leveraging ROl is an expectation
— Improved trade strategy & go to market direction
— Critical for On-going dynamic planning, plan efficiency & continual improvement
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EPOI @& Del Monte’s On-going dynamic planning

Pre-planning WhenidonelproperiviREA 4 Planning
alone can drive 5 — 10%

* Define strategies and goals improvement in RT/Develop overall plan for both base and promoted

* Leverage PEA to identify events to add, T ——— i business given budget and targets

* Analyze and assess different plan scenarios and
impact on both manufacturer and retailer
perspective

change, and/or eliminate

Leverage tools such as TPO to model
anticipated results from previously untested
ideas and event scenarios Key Systems: TPM, Planning and Scenario

Create library of unconstrained events and analysis tools, PEA, TPO

base driving activity ideas
Key Systems: PEA, TPO

Post-Event Analysis

mindset

Execution

Review of event history to identify what worked
what did not, and develop improvement
hypotheses

Monitor and evaluate execution vs. plan

Manage the settlement process and update real-
Fact base that serves as foundation for driving time checkbook

improved ROI Update plans accordingly based on actual results
Critical input for planning that leverages and updated funding
recognizable data and results +  Systems: TPM, ROI Tool

Key Systems: PEA
Promotion Optimization Institute ® Spring Summit 2017 e Chicago, IL



Best In Class Planning Initiative
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3 Fusin, g[)g ital and
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Purpose: Develop standardized, best-in-class sales planning practices.

Plan & Plan Adjust Optimize Run & Post ROl § Rebalance
Evaluate event for Product Evaluate Event Full Year

SENEES SUE best ROI Mix Promotion Analysis Plan

Process:
« Standardized planning process
 Pre- and post-event performance (ROI)
» Develop & communicate insights with HQ to impact future strategy

Payoff:
 Better execution and a healthier, more profitable business
» More reliable and transparent forecasting (S&OP)

 Quicker planning decisions at the customer
Promotion Optimization Institute ® Spring Summit 2017 e Chicago, IL
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Comparative
event analysis at

the customer level

provided a bridge
to new skills and
behavior.

N

Post-Event ROl Analysis (Excel-based)

J

Event Comparison FO9 Actual F 10 Planned F 10 Projecied
Product X Product ¥ Easfer Product ¥ Easter
Del Monte Information Ezzenials (054977 | BOGD (153085) BOGOD {153085)
1-12BYET 1-1L4YGR 1-1LAYGR
IA205- 42205 | 032555 040310 ) 03,2555 (4.03.10
Product ¥ Product - 24pk | X Product - 24pk | X Product - 24pk
F&D 93% 7%
Feaure Only 100% 100%
Display only 8% 3%
Ewent Durafion ] 2 2
Bazelne Trend Weskiy 5, 8e5 6,528 6,528

Total Shipment § for event
Total Consumplon for event
Lift %

Every Day Retal Price

Ewvent Price Point

Compediive Price Point {Brand)
Compedfive Price Point (PL)

Event T/S
EDLP T/S
Toial Spend

Total Incremenial Spending
Variable Alowancel/cs (BB, O
{except scan, excepd EDLP)
Scan Alowance

ESLP Alowance/cs

F (masked)
13.80%
$1.30
$0.79

$0.68/ NP
NP

F (masked)

i (masked)

$ (mazked)

i (masked)

n

F (masked)

1

$ (mazked)
i (masked)

F (masked)

aT1%
$1.29
$0.57
$1.500 $1.21
£0.87

F (masked)
i (masked)
$ (mazked)
$ (masked)
F (masked)

$ (mazked)
$ (masked)

F (masked)
952%
1.9
$0.65

$0.66/ $0.51

NP

F (masked)
i (masked)
$ (mazked)
i (masked)

n

F (masked)

1

$ (mazked)
i (masked)

Fied Fess $0 0 $0

ROl 24% 9.10% 1%
Incremental Profit § i (masked) F (masked) i (masked)
Prodt § $ (mazked) $ (mazied) $ (mazked)
Prodit Margin 26% 28.40% 2210
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Scenario Planner- “What if” Tool (Excel)

@PoOl | s
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« Non- Pred|ct|ve “What if” tool

Provides quick look at overall list sales, trade spending and T:S for multiple scenarios
Allows preview of optimal frequency and depth on annual promotions/plan (pre-TPM entry)
Allows quick, on-the-spot full year analysis during in-market field planning sessions

Ability to share annual plan with customers

Custonter: Customer 9/6/2011 Scenario 1 HIDE FORWARD BUY ‘
Scenario Nome: SHOW FORWARD BUY |
L2 DM 300 Core Veg L2
Case Case .
Promoted Graup 300 CORE VEG - 24pk FYRProi  $226006 |Pack u ‘En@l $ N Target TS Copy Scenario2
Cusbe updateday 31, 2011 54455 AM Cog}{ScenarioS
Case Sales Per Wk Del Monte Information Retailer Ennsurrd ion Information
%Sal;:l?i E/EF vEs Scm. .Fbil Felal | Fetal ——
) i ine | Incre- ¢ X Forward WA per per ailer | ailer ¢ ailer
ek Baze viaFud | LUt | Bw TOTAL | Div Reverias Case | Case | FixedSpend | Totsl Spend Retail Lkt Cost | Magin | A Re:laler Cost Case Cost Evert ROl
_tetem 100! : 1000 $ $ i3 -3 -8 - DELMONTE
g | 1000 [ I | s $ I I Coses s &0
- oam 1000 T 5,000 s sox | § s wo| | sn K - BTN Fised Spend § 500
L ogam [ 1000 | | 5000 S 00, 3 i $x00 $ 750 s b s o | AT Varisble Spend [
 0aa 000 (300 i $ L ik $ H Tolal Spend $ 50
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Trade ROI Workbench Objective

Analyze Planned and Actual Promotion Performance and ROI
— Accurate, automated, and fast data gathering

— Expansion of customer & product analysis to enable increased decision making

* Analysis, insights and decision making across a broader set of customers & products

* Replaces the existing ROl spreadsheet with automated data

* Provides enhanced analytical capabilities such as EDLP ROl (price elasticity) and 12M ROI
— Business-driving insights

 Promotional information available via pre-defined & ad hoc reporting

* Provides visibility across business partners to drive insights and decisions: Trade-offs
across customers and products; Understanding performance trends around specific tactics,
price points, deal structures, durations; Rank performance accordingly

Promotion Optimization Institute ® Spring Summit 2017 e Chicago, IL



BPOI &SR Trade ROI: Process
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Review Market Adjust Review/Analyze
Data Promotion ROI Information

Insights/Decisions

Review Market Data Adjust Promotion Review/Analysis Insights/ Decisions
= Sales Finance will review: = Where market data suggests the data is not = Nightly processing = Within a customer
— Shipments aligned with performance, Sales Finance willbe  «  predefined and Ad-hoc = Across customers
— Consumption able to override: reporting based on Business w  Across products
— Merchandising — Shipment &/or Performance Dates needs = Across tactics
information — Shipment &/or Consumption Volume = Cross functional business
— Incorporate Shopper — Shopper Marketing spend (input) discussions
Marketing Spend
— Cross functional business discussions to occur
— Spend comes from as needed
TPM

Alignment Tool J Reporting

Promotion Optimization Institute ® Spring Summit 2017 e Chicago, IL



Analysis across a broader set of products & customers
Automated & streamlined data gathering

Increased field sales visibility and decision making
Greater cross-functional understanding of performance
Flexible reporting/business views

Increased trend analysis/insights

Promotion Optimization Institute ® Spring Summit 2017 e Chicago, IL
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Key differentiators

Handling of data
integration and cleansing

PEA market landscape
High 7

Strategy&’s
Performance
Analyzer

Other PEA tools

Low

Low Analytic robustness High

BPOI §&S Performance Analyzer

‘Out of the Box’ PEA application

Comprehensive data cleansing — both automated and
facilitated

Covers all trade spend — e.g., merchandising, EDLP, EDLC,
Shopper Marketing

Handles real-world complexities of multiple concurrent tactics
and enables data aggregation without double counting

Enables enrichment of promotion data — automatically or ad
hoc - for additional analysis

Source system agnostic and enabled by either Microsoft or
SAP Technologies — resilient to restatements of source data

Not just a PEA tool, but a broader business intelligence
capability for competitive and category analysis

Encapsulates Strategy&’s intellectual capital and library of
reports with open access to infinite analyses with any
mainstream reporting tool

Promotion Optimization Institute ® Spring Summit 2017 e Chicago, IL



PROMOTION OPTIMIZATION INSTITUTE

—  Roadmap

Performance Analyzer Product Development

Generation 3

* Generalized

Generation 2 Layering
* Generalized TPM
* Extended Integration

. Override Support
Generation 1 PP
* Enhanced Overlap

* Core PEA Engine Handling
* Event Analyzer Module

* Basic Reporting

Del Monte

Quality

),
.‘-
@

Generation 4

» Tagging Support

* Dedicated Reporting
Module (Plan
Analyzer)

* Configuration

Workbench Module .

Current
Version

Promotion Optimization Iristitute ® Spring Summit 2017 e Chicago, IL

Generation 5

In-Memory Database
Support

HTMLS Ul

Mobile Support
Modernized Look & Feel
Usability Enhancements

Extended Library of
Reports

Enhanced Configuration
Workbench

Enhanced data cleansing
Integrated due-to-
analysis and volume
decomposition on
historical events



Mutual Growth
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EPOI #&= Performance Analyzer Application Overview

Configuration Studio Event Analyzer Plan Analyzer Model Analyzer
Provides a clean Ul for 360° view into a pro-motion Analyze event, plan, category| Assess model ‘goodness of
system administration, — customer and company and even total business fit’, correct data errors,
configuration, and impact of individual events results with a robust library select preferred model
maintenance of pre-defined reports

o = : : I

JSo Automates the integration and initial 5

8 ° cleansing of disparate sources into - R S

S Performance Analyzer ﬁ h
Product Pricin Casty Customer Shipment Events Consumgy Voluny Elasticity
g Margin P tion Decomp.
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Reports were designed around our experience
delivering real value for our clients

How did my events perform?

Wh¥ was one better than the other?

e Camrartne yor bht

Which events are winners for both us and our customer?

Win - Win
R e e ]
Event Results: ROl and Investment

SAPEVAY CORS. Frozen Pizze, FY2013

o
i pr—
o pes

Which holidays are best for promotions?
o What pricing strategy works best?...

Event Results By Tag
SAFEWAY CORP.Frozen Pza. Y2013
=t 2. CLEAN FY33 MT WK 2215 $3.99 CLEAY Fra3 M 240 W 38- @ SEF Fr13 MT 8 S All Customers, Ice Cream, FY2013
B aases = == es =
| - s o s o« S =
i - —— = e i
S e G rrems e = .
i <02 [ s I o ( reomey e
" —— “a £
P [ e S - . =
o 2 s e
= s
.
- Mt |
o BOGO w7
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Key Points to Take Home

« Understanding Event ROI is the foundation of trade optimization

* Interim tools are useful for deploying new processes and capabilities

« Building the processes and standardization drives user adoption of the tools
State of the art Post Event tools facilitate data alignment and analysis

Performance Analyzer provides these capabilities with an “out-of-the-box”
solution

Promotion Optimization Institute ® Spring Summit 2017 e Chicago, IL
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Questions?
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