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we are a global Skin Care company.




a new marketing / sales reality.

MARKETING TECHNOLOGY scape
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huuuaaa... it‘s BIG.
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let‘s get started...but how?

SociaL "SCIENCE
ANALYTICS
PERFORMANCE DATA

MEASUREMENT EXPLORATION




do the un$exy analytics first.

SociaL "SCIENCE
ANALYTICS
PERFORMANCE DATA

MEASUREMENT EXPLORATION




do your homework first!

* no aggregated data available — vast number of
different databases & formats

+ data in different formate, Excel, PPT — offfine, —
{paper) based studies, Excel consolidation

* no integration of historical & actual data

+  No integration of offiinelonline KPIs in Collaboration

conzsolidated dashboards (“operational
[ ] blindness")

* no consolidated, one-view on data and results
across departments and channels Ma meting
(ATL/BTL/Digital) A S

. . ) utomatization

* no cross-analytics — e.g. NPS with campaign _ -

uplift Objectives &
KPIs

+ consumer insights mostly via classical way Hnnwmdge
with market studies, focus groups, customer Market & Ma nagement
safaris (paper-based) .

+  market data mostly Nielsen and (yearly) Brand Competitive
Health Tracking, MillwardBrown or intenviews AI'IEI_?‘SiS |nteu rated
of sales team -

*  hurdle to derive so what's® from different data Flannlr)g &
sources Reporting

* lack of usage of IT tools, eg. for brand
planning, marketing resource management,
aszet management, budgeting, KPI ) )

*  UX important for usage Marketing Mix

Modeling

+  Marketing Mix Modeling by external partners
such as media agency, Mielsen, Yougov Brand

Tracker or tool providers/agencies such as
AnalyticPartners .. or not used at all |

*  hardly any cause-effect relationzhips onni-
channel (newsletter & POS) and competitors

Source: Interviews SAP Data-Driven Suppodt & Insights For Brand Managemant Study 20152015



less this.
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creating a global platform.
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MIQ Management Reports

Brand Top 15 Guided
Analytics

2

Top 15 Market Share
Qverview
092014Brand

Top 15 Market Share
Single Periods
09/2014, P3M. Brand

Market Performance
Near East
09/2014, P3M. Brand

Market Performance
Far East
082014, P3M, Brand

Market Performance
Latin America
082014, P3M, \Brand

‘ ‘E Martin Boehm

Market Performance
Europe
09/2014, P3M.Brand

Market Performance
North America
09/2014, P3M, Brand

= 0,4* 0,4* 0,5¢ 0,6« 0,8¢ 0,7« -017
) ) J ) ) J )
A ppvs. PY, Vol MS A ppvs. PY, Vol MS A ppvs. PY, Vol MS A ppvs. PY, Vol MS A ppvs. PY, Vol MS A ppvs. PY, Vol MS A ppvs. PY, Vol MS
How to Customize How to use Guided
Your View Analytics
Watch Full Video Watch Full Video
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Top 15 o)

Volume Market Share P3M 12/2014 Volume Market Share (P3M) v/

Category 1 Category 2 Category 3 Category 4 Category 5 Category 6 To &
op
‘Volume A po ‘Volume: A po ‘Volume & po ‘Volume A po ‘Volume A pp ‘Volume A pp ‘Volme App
Market vs. FY Market vs. FY Market vs. FY Market vs. FY Market vs. FY Market vs. FY Market vs. PY
‘Ehare Share Share Share Share Share Share
Country A 26,6 IETE] 11,0 17,1 SN 237 Y 19,9 14,2 0 17,5 U3

Country B 25,6 IO 15,7 HEE] 212 EHE 20, 6 15,0 15 EHE 15,1

Country C PRy 3 4] 14,0 I 245 18 14,12 9,0 B 14,9 KA
Country D 3398 21,2 HEE 23,3 IEE LEY 102 k] +15] 11,3 R
Country E 7.1 EE 3.6 154- 11,6 | 112 [
Country F 405 EH 19,5 XY 239 EE] 14,2 20,9 LRl 0.2 202 EE]
Country G 14,9 K] 57K 20,5 IEEEd , , 52,0 k] +0.4]
Country H 44.@ 26 EH 18,2 JEKI 22, 5 49 EH
Country 33, 2 X -0.4] 5k +1,3] 15,7 HEE] 21,5 I 12,9 A 17.2 [EH
Country J 5,2 23 EH 4.4 KK
Country K 16,1 198 iRl +15] 7.1
Country L 19,5 & ] +0.2] 13,2 A pER] +2.3] 11,9 K3 13,5 ]
Country M 26,2 IEE 19,5 I 28 4 IEE vkl +10] 19,4 R 147 &

Country N 42,0 Y 39,0 IED 257 6K il +1 7]

Country O GER 16,1 6,1 26,5 ,

Total Top 15 18,2 I 19,4 IEOEY 18,9 ] 17,5 5 7.7 I8

ource: Retail Panel Data by Nielsen, IRI / Aztec and SRI Top 15 Report Bridging Report
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- Top Gainers & Losers @()Q

. Brand Category Volume Market Share Country F P3M 12/2014
40,5.. 3,3 -13,8. -6,7-

Brand Brand Brand TOTAL MARKET
Volume Market Share Volume Market Share Volume Sales Volume Sales
A ppvs. PY A% vs. PY A% vs. PY
Top Gainers
+1=8DD +1:6IJD +0:5IJD +0,1DD +0:1DI3
Appvs. FY Appvs. Y Appvs. FY Appvs. FY Appvs. Y
7,9% 11,2% 3,0 2,1% 1,6%
Wolume Market Share Volume Market Share Volume Market Share Wolume Market Share Volume Market Share
Top Losers
'3,3pp '0,8pp '0,5pp '0:1DIJ '0,1pp '0,1pp '0:1DIJ
A ppvs. FY Appvs. FY A pp vs. PY A ppvs. FY Appvs. Py Appvs. Y A ppvs. FY o
40,5% 7,4% 1,2% 1,7% 0,2% 1,2% 0,1%
Volume Market Share Volume Market Share Volume Market Share Wolumne Market Share Volume Market Share Volume Market Share Wolume Market Share
L]

rce: Retail Panel Data by Nielsen, IRI / Azl




2 hitps://hams0585.global.bdfgroup.net/sap/be/uis_is/ui2/ushell/shell O ~ @ & 2 Startseite

& 4 M s@a = GSeite v Sicherheit = Extras ~ @v _5]3 ¥ Eﬁ,

Martin Boehm v

- Drivers Market Share Change @'D

. Brand Category Volume Market Share Country F P3M 12/2014
11,2 +1,6, +8,5. 1,2uecs 2,22¢r -2,9:

Brand Brand Brand Brand Brand Brand
Volume Market Share Volume Market Share Volume Sales Volume Sales Avg. Price Avg. Price
A ppvs. PY A% vs. PY A% vs. PY

—
Volume Market Share

KE)‘ Drivers cum. A pp vs. PY

New Products
+0,4
2 ltems “pp

Distribution
@
5 Items
Other Drivers
1ltem +0.1pp

Source: Retail Panel Data by Nielsen, IRI / Azte
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- Key Products

. Brand Category Volume Market Share Country F P3M 12/2014

® @

Top Products - Distribution

Volume App Aung. App Wight.
Root Cause Product Name Market vs. PY Frica v, FY Distribution

Share [%] [rel [EUR] [ep] [%]
Product XYZ STD ESS NUTR 250 CREMAIDRAT .NUTR 1,4 +0,7 1,94 6,3 30
Product XYZ STD ESS NUTR 250 CREMAIDRAT .NUTR 1.4 +0,5 2,76 -4,2 34
Product XYZ STD ESS NUTR 250 CREMAIDRAT .NUTR 0.9 +0,3 1,83 5,1 30
Product XYZ STD ESS NUTR 250 CREMAIDRAT .NUTR 0,7 +0,2 0,98 +2.1 23
Product XYZ STD ESS NUTR 250 CREMAIDRAT .NUTR 0,6 +0,2 1,79 -3,3 21

App
)]
+16
+8

+14

+9

+6

‘ Q ‘ ‘E Martin Boehm
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& Product Fact Sheet ol

. Product Category Volume Market Share Country F P3M 12/2014

Key Facts Price Disfribution
Volume Market Share 1.4% +0,7 pp
Volume Sales 145,8 TPCS +90,5 %
Value Market Share 0,8 % +0,4 pp
Value Sales 282,2 TEUR +78,4 %
Avg. Price 1,94 EUR 6,3 %
Waght. Distribution 30,0 % +16.0 pp
Percentage of Brand Volume Sales 126% +5.4 %
Brand Volume Sales 1,2 MPCS +8,5 %

Source: Retail Panel Data by Nielsen, IRI / Aztec and SRI
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- Product Fact Sheet N

. Product Category Volume Market Share Country F P3M 12/2014

Key Facls . Price . Disfribution
Price Index 55 1
Avg. Price 1,94 EUR 63%
Total Market Average Price 3,53 EUR 4.2 %

Source: Retail Panel Data by Nielsen, IRI / Aztec and §
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= Product Fact Sheet o)

. Product Category Volume Market Share Country F P3M 12/2014

Key Facts Price Disfribution
Num. Distribution 50 % +3,0 pp
Waght. Distribution 30,0 % +16,0 pp
Distribution Factor 60

Source: Retail Panel Data by Nielsen, IRI / Aztec and SR




promo.

Promotion Tracker

Iil

-~

Selection

Competitor 2
ETER

Competitor 3

(none)

Volume Market Share (MAT) +

Selection: MAT / Volume
Market: Country
Product: Category

Product: Brand (global): NIVEA
- Subcategory: none

DSiM Closing Month: 10.2015
Competitor:
Product: Segment: none

Total Market Volume Performance Value Performance
14.6 MPCS 71.5 MEUR 29.9 % 4.4 MPCS 36.2%
1.2% 1.0% -0.6pp 3.1% +0.2pp
Volume Sales Value Sales Market Share Volume Sales Market Share
Promo Intensity
100 Wvalue 50
.anume
a0 40
30
60
20
40 10
2265 3177 23.33 24.80 2455 2143
20 [
el
g
1] =
TOTAL MARKET NIVEA Competitor 1 Competitor 2 ]
Promo Share vs. Market Share
Value Volume

Promo Share Market Share

3?%- -38%

20 % 15 %

10 % DI 11 %

Promo Share Market Share

34%- -30%

1% 9%

10% I — 9 %

Total Market

NIVEA

Competitor 2

DEC 2014

JAN 2015

FEB 2015

25.9 MEUR
-0.4%

Walue Sales

MAR 2015

APR 2015

AVG Price PY

4.58 EUR

5.76 EUR

6.04 EUR

MAY 2015

Promaotion

24.8 %
-2.3pp

Promotion Intensity

JUN 2015

JUL 2015

Performance

23.4 %
-1.3pp

Sales Growth

Promo Intensity Evolution (Velume)

@ NIVEA

Competitor 1
® ~Competitor 2

AUG 2015
SEP 2015
OCT 2015

Average Price

AVG Price CY

4.89 EUR

5.92 EUR

6.02 EUR

Beiersdorf ....... ...

=




media.

@ NIVEA Men Volume MaiR@BBhare Germany P3M 12/2015

Q0= =@ O

Key Facts Price Distribution  Assortment Media
Value Market Share 29.7 % +2.8 pp
Value Sales 22 7 MEUR +12,1%
Total Market Value Sales 76.4 MEUR +16%

Media Gross Spend +31 %

So0A/SoM ratio +0,4 pp



soa/som dev.

SOA %
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5,0 10,0 15,0 20,0 25,0 30,0 35,0

SOM %



y, Trend
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the predictive factory.

Mogel Version
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HANA Auto Classification

RePORTS

Crerven

Model Perdormance Target Key Frequency

.

@ £
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&

HANA Filter

T ANA
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HANA Auto €1

HANA C4.5

Settngs

Component

A Ao Classitication

HANAAULD CIBS B

Input Information

Output information

HANA Auto €1

#0 Z,;HO

HANA Naive B... HANA Model C

@

&

HANA C4.5 HA,

EXT GLHNet #

EXT GLMNet 2.

Version 1 Relraining Occurrences (4)

Prediction Confidence

100 -

20016 1:54 PM TR0 1:57 PM 7120116 1:58 PM

Training Date

Variable Count

TR0/16 3:24 P

® w8

Task Run Succeeded
[ Task MonthlyRelrain finished successtuly

28 minutes ago

Task MonthlyRetrain finished successtully

| Task Run Succeeded

| 2nours ago
Predic
Task Run Succeeded
« MonthiyRetrain fnished successhully
8-
2hours ago.
Task Run Succeeded
6 - Tash tation d
2nours ago
-
20
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feed the data
harmonization monster.
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powerful backend.

Data Provider

Plan Data Deliveries Data Delivery Monitor

Full control of your data
deliveries

Global Market Data Provider

Define Consolidation Define Extrapolation Define Time Split Define Weighting
Factors

Iz vy @& ol Define your time split

Global Market Data Supervisor

Manage Publishing Release Data for Publish Data Location Work ltems Process Monitor
Groups Global Reporting

(= i R4

Release & publish according
to your schedule

Product Harmonization User

Product Work ltems Product Worklist Map Products Mass Change of Search Source Define Allowed Derive Harmonized
Harmonized Products Products Product Attributes Product Attributes

Map & h I dat
& i W = Q. - % ap armonize your data




so non-digital.

Category Overview
r
>> Chapter 1 1. Hand Body 1.1 Hand 1.1 Hand
Benefit for you 1.7 Body AFC 1.2.1 Bady
1.2.2 APC
=> Chapter 2 2.Face 2.1 Face Care 2.1 Face Care
Structure & Content of 2.2 Face Cleansing 2.2 Face Cleansing
Delivery 3. Baby 3.1 Baby Care 3.1 Baby Care
) 3.2 Baby Cleansing 3.2 Baby Cleansing
N Ehapter 3 3.3 Baby Wipes 3.3 Baby Wipes
Product 4. 5un 4.1 Protection 4.1 Protection
4. 2 After Sun 4.2 After Sun
5. Men_ &1 Men Face Care 5.1.1 Men Maoisturizer
>» Chapter 4 5.2 After Shave 5.1.2 Men Cleansing
Market 5.3 Shaving 5.2 After Shave
L3 Shaving
»» Chapter 5 6. Deo 5.1 Femazle Unisex 5.1 Female Unisex
5.2 Male 5.2 Male
Fact -
7. Body Cleansing 7.1 Bath Shower 7.1.1 Bath
7.1.2 Shower
> Chapter 6 R EEEN Gk LI
Time 7.3 Intimate 7.3  Intimate
8. Hair £.1 Hair Care 8.1.1 Shampoo
8.2 Hair Styling 8.1.2 Conditiomer
8.1.3 Treatment
8.2.1 Gel Crearm Wax
‘ £.2.2 Foam
a5

WHITE BOOK e T ST

=> DEFINITION OF THE GLOBAL MARKET Published: September 2014




aCross




KANTAR 1/« JESRE

Aztec
Nielsen
dCross @ AccuWeather Media Research

multiple |
DataOrbis
data sources.



five hew
global attributes.




product lines/benefits.

NIVEA

Essentially
Enriched

Miciert Falten und Linien sichar
Fixr oine syaniande. Knger austatence Hau
Q10 & Kreatin
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LASER X3




packaging form/texture.




gender.

O Q==

data

male female i )
scientist



at a granular level.

SOURCE GLOBAL

Hungary Nivea S.S_ Keny.Kr.B.Milk Szb.F.250ml
UK Nivea Body Triple Actn Cnditnng Litn Body

France NIVEA LAIT DOUCEUR HYDRATANT LAIT
Germany BDF NIVEA BODY SOFT MILK LOT 250 ML
BDF NIVEA BODY ESS ALTRI 400 FLUIDA VELL! ‘ANTE

Italy CORPO BURRO DI KARITE' P.SEC 1
Poland NIVEA BDF L.Body Milk sk.wr.rum.mie.B400
USA NVBLTD VE 8.40Z Smooth Milk

250ml




consistent time period.
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consistent time period.

niclsen  weekly

---------

nielsen  a-weekly

4-weekly

nielsen  bi-monthly

VR E

B - published period




whatts in 4us.

REDUCES HARMONIZATION REDUCES ANALYTICS PROVIDES NEW
EFFORTS EFFORTS VIEWPOINTS & CLAIMS




“Talk business, do not talk IT”

Strong involvement of business
users

Full support of top management

i“Less is more”

A dedicated, small team



THANK _YOU




