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Our world has changed

Traditional Today and Future
Strategy Mostly Top Line Growth Top & Bottom line, Portfolio Strategy, Channel Architecture, ...
Marketing TV, Coupons TV, Content, Digital, Social, Segmentation, Personalization...
Planning Individual retailer in Balance Across Channels, Competition, Breadth, New

isolation Products, DSD, DTC, ...

Science Base Pricing, Price slopes, Shopper Insights, Social Listening, Psychographics,
Promotions, Trade, ROI ROI from Total Cost-to-Serve Spend Portfolio ...

— CPGs are getting squeezed

Gross Traditional Returns, Standard Shipping Wire / Digital Click & Customer Retail Cost to

Sales Trade Discounts, Cost Resets Collect Marketing  Coverage SEWYC)
& Waste




Symphony brings you CINDE
your RGM Al Assistant

Conversational INsights and Decision Engine




Meet Donald,

Al Brands Customer Sales Executive

Yogurt Yogurt 32 oz Yogurt w
140z Sugar Free 320z

Donald is constant
“Panic Mode” chasing
monthly goals

]

Now CINDE does the
heavy lifting so
Donald can focus on
Customers & Strategy
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What you just saw: Our unique solution approach

Traditional approach

User
Journey

What if?
* Predictive Modeling

« Simulation and Planning

&*

&*

CINDE
Analysis &
Planning

Our approach

User
Verification

“20 minutes with
CINDE wiill help
you find 80% of
hidden revenue
growth
opportunities.”
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CINDE optimizes revenue management strategies across all channels, all accounts
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CINDE identifies gaps and hidden revenue opportunities
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You can instantly review broad range of options
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With full visibility into your customer plan, you can create

additional events and scenarios as well
STRATEGIC REVENUE MANAGEMENT = —

Account Plan
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CINDE Revenue Planning Skills

o @ Revenue Growth Management
t 10% l What investments to make across all channels and markets?
13847
Will What are risks and opportunities and what should we do about them?
10100
.8 :‘1’: What will be the impact of price changes across our customers portfolio?
0 . 0 0010'
14110 . :
11100 il =R liih—@ HQ, Finance, Sales and Marketing
3 i'g :'(ll. \ How do | optimize plans within and across channels?
gl l. 0L Zwll What actions to take to meet or exceed our performance goals?
) B LQ v RN \¢ !

Field Sales

What is the best plan for my customer and my company?

What can | do today to meet or beat my numbers?
0 0 0%30
Sefn SYMPHONY: & P

My customer came to me with an “opportunity”; what is the best response?
x4 RETAIL
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Why Symphony RetailAl Revenue Growth Management?

* Revenue Growth Management from ground-up
* Automated Prescriptive Planning

* Balance Total Portfolio

* Transparent Optimization

* CINDE does the heavy lifting

You focus on customers and strategy




