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Established in 2010

N\ Internafional
40 people Step L\)p Expert in Revenue

Management

. Consulting
Based in Brussels

(Leuven)

30 FMCG clients

12 countries

Revenue Management

plaiform SUSTAINABLE
REVENUE

y |




Trends

2019

50

Technology Fast 50 |—< > St
2018 BELGIUM
Deloitte. van hetjaar 2018 ep

Long-term parinerships

Tools and capabilities QLS Continental foods
Developing NRM N B opel

(2)

- Nestie
across Europe

112 ,
[ "iiElNEKENHg RN (BiC)
& MARS &>

St - el

ORANGINA SCHWEPPES

nutrica'$ © prog2imus
1= DANONE

waters




Net Revenue Management Platform

VISION

PEOPLE-
PROCESS

TOOLS &
DASHBOARDS

KPIs &
CAPABILITIES

Promo
Effectiveness

N Measuring the real &
financially correct ST
Sales impact of promo
investments

N Unigue Multi Source
modelling

N Intuitive Dashboards &
KPI reporting

N Top Level Workshops &
Training to activate the

teams (KAM, Trade Mki.

Multifunctional feams)

N From Data Insights to
Business Actions

O

Trade Profitability &
Profit Pool

N Continuous view on
own & Retailer Margin

N Understanding the
balance between own
profitability & customer
profitability
- Profit Pool

N Driver Analysis splitting
up Value generation
N Understanding the

Value drivers:
Price — Mix - Volume

Porifolio Perfformance
& Mix Management

N User Friendly KPI & data
tracking

N Measuring Sales
performance in an
efficient way

N Strong Visuals : Graphs,
Tables

N Data refinement, data
enrichment

N Tailor Made : Company
specific charts & tables
included

Pack Price
Architecture

N |dentify the perfert
Product Portfolio

N Revenue growth from
adapting the base
portfolio

N Based on advanced
analytics combining
multiple source data

N Price Elasticity
Modelling




The path to NRM Champions League
Driving effectiveness and efficiency

Data collection / big data sourcing
Data merging and modelling

Internal data

N Promo Calendar (national
& TM)

N SELL IN volumes per
SKU/client

N Mediaplan

N Media cost (net + fee)

N GRP's per week

N GM per sku / Retailer

N Retailer Conditions per SKU
N Tariff updates

External data

N Weekly
GFK/nielsen/IRl/datasharing
sales : abs data

N Market share evolution

N Competitive evolution

N Couponing & FEATURE data

MARKETING MIX ENGINE

Data modelling
Baseline Potential

Calculation per week
per SKU

Link with P&L

» =

Tool Development

MANAGEMENT
REPORTING
DASHBOARDS

DATABASE

DETAILED
REPORTING

—
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Total volume

Standard volume Promo volume Baseline

volume

volume sold during
promo period at
standard price

Promo volume sold What we would
have sold if we
would not have

done a promotion

Extra volume sold
during promo period
thanks to promotion

Visual KPI reporting from topline promo
performance to client and product
specific promo KPI's
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10-15% ROl improvement
on commercial investment

From the manufacturer's POV, we can divide all
promotions in 3 buckets:

StepLp
0

VALUE DILUTING

~ NSV, iGP.

< WIN WIN
+iNSV, + iGP

'0@38

+ OPTIMIZE

Manufacturer

Training the teams
Developing capabilities
Taking actions and re-evaluate

INTAKE SESSION -
Briefing

Promo
Effectiveness

RESULTS
PRESENTATION
WITH FULL TEAM

PRE ALIGNMENT
WITH CORE TEAM

Tools

+ Workshops




Impactfull and sustainable because ...
The focus is outside the datacube and technology Step

Step!

10 to 15% ROI
improvement on Trade
Spend Budget year one

of implementation

PORTFOLIO &
MIX MGMT

Tools
+ Workshops

PRICE-PACK
ARCHITECTUR




10% - 15%
ROI IMPROVEMENT

—

Measure the financial (both top and bottom line) N
return of promotional investments (lift / ROI/ iGP /

iINSV) on a continuous basis N

Have a granular view on own GP impact and retailer
margin impact of promotions (even 1+1)

Understand “Share of Incremental Volumes” within
the portfolio.

Have a predictive modelling of future promo plan
both on the level of the own P&L and the retailer
margin

Understand the impact of promotions on the
baseline performance.

Understand the Source of Business behind the net
incrementality of promotions

In the end generate 10-15% ROI
improvement on promotional investments

. Path to
IMpactful Promg
ROI



Measure the profit pool evolution for you and the retailer on a continuous basis
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SHARE OF VOLUME VS. SHARE OF MARGIN StepUp -

All Brands: Share of Volume vs. Margin - FY
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Understand the profit pool composition and N Have a one-click access to net-net risks

evolution per SKU for the fofal porffolio N Understand that not every innovation has to

Follow up of the profit pool as a movie (not be a consumer success to drive profitability
as a picture)

Understand the mix drivers behind the profit
pool: volume — consumer price — net-net —
Promo — Mix

Path to optima]
profit pool

Management




Use modelled knowledge about base and promo elasticity for advanced pricing strategies
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Elasticity and Value




Use modelled knowledge about base and promo elasticity for advanced pricing strategies

T IS YOUR USP?
allenge your

unique selli
prop

HIGH BASE PRICE EVERYDAY LOW PRICE
NO PROMOS (EDLP)
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Base Price Elasticity
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Successfully Navigating Growth in the New CPG and Retail World

THANK YOU!

Feel free to visit us at our booth

Matthew Webb
Nomad Foods

Global Commercial
Strategy & Net Revenue
Management Director

Piet Surmont
StepUp Consulting
Managing Partner



