CAT MAN - CATEGORY MANAGEMENT
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LIEJINN TPEHUHIA




LLEJIN TPEHUHTA:

* MPUHLUMUIDbI & MPEUMYLLECTBA:
NOHATb NPUHUWIMbI N TMTPEMMYLWLECTBA YTTPABJIEHUA
KATETOPUNAMA
*TPEBOBAHUA:
NOHATbH, UTO HEOBXOOAMMO OJ1A YCIELHOIO MNPOEKTA

NMPOLIECC.:
AHAJIN3 NMPOUECCA YTIPABJIEHNA KATETOPUAMUW LWWATT 3A LUATOM

‘MHCTPYMEHTbI & METObI:

[MOKA3ATb CIrEUNATIBHBIE MIHCTPYMEHTbBI U METOAbl KOTOPbIE
MOMOIYT B MPUHATUN PELLEHNW

NMPAKTUYECKUE 3AO0AHUA:
NEH/Tb TEOPUIO C NMPAKTUKOW
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[TPOI' PAMMA CEMWNHAPA




OEHb NEPBbLIA — MPOTPAMMA OHSA:

11:55-12:00 TECT CUI'HAJIA\ OBOPYOOBAHUA

12:00 -13:15 1. MWU®bI VS PEAJIbHOCTb
2. OTAlbl CAT MAN

13:15-14:15 T1EPEPbIB HA OBE[]

14:15-15:30 3. OIlNPEOENEHUE KATETOPUU
4. CEMMEHTALWW NOKYNATENEWN

15:30 — 15:45 KOOE lAY3A

15:45-17:00 5. OLEHKA KATEFOPWUW
6. PONV KATETOPUI

17:00 —17:15 KOO®E MNMAY3A

17:15-18:30 6. T[OKASATEJIN SPDOEKTUBHOCTU
7. OB30P OHA\ OBPATHAA CBA3b

nielsen
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OEHb BTOPOW - MPOrPAMMA OHSA:

11:55 -12:00 TECT CUTHATIIA \ OBOPYOOBAHUA

12:00 —13:15 1. CTPATEIMWU KATEFOPU
2. TAKTUKWN KATEFOPUW
3. ONnNTMMM3AUMNA ACCOPTUMEHTA

13:15 - 14:15 KOO®E NMAY3A

14:15-15:30 4. LUEHOOBPA3OBAHUE
5. TPEWO MAPKETWHI \ MAPKETUHI

15:30 — 15:45 T1EPEPbLIB HA OBE[
15:45-17:00 6. MEPYEHOAM3WHI — MACRO \ MICRO

17:00 —17:15 KOO®E NMAY3A

17:15-18:30 7. MNAH BHEOPEHUA \ MANOTHbLIN MPOEKT
8. OLEHKA KATEMOPWUW
9. OB30OP CEMEHWAPA — OBPATHAA CBA3b

nielsen
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Nielsen
KPATKO O KOMITAHUI




BBOAHbIE JAHHDBIE:

KOMMAHWSA Nielse
NOArOTOBKM U
MHO®OPMALLK, OLL
CMEUMANNINPOBA

BJIOCTW
BOV

BOJIEE 40,000 COTPYAHUKOB B BOJIEE YEM 100 CTPAHAX ...



Merchandising Services

* [logpasgeneHue cneunann3npyeTcs Ha TakTUYECKOM yrpasrieHum
aCCOpPTUMEHTOM, NfiaHnpoBaHum Toproeoro npoctpaHcTea n CAT MAN

* Mbl cTabunbHO 1 adhpekTnBHO pabotaem B 6onee yem 100 cTpaHax:
EBpone, CeBepHon n KOxxHon AMepuke, cTpaHax TnuxookeaHCcKoro baccenHa,
BoctouHon EBpone, Adpuke, Ha bnnxkHem BocTtoke n B Asun.

e F ows T A

* PeweHuns B obnactun MO
e busHec-kKoHCaANTUHI

~» ObpasosarernbHble Nporpammbl

| .NnanBmayanbHble pelleHuns

nielsen
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CAT MAN - BBEOEHWE




CAT MAN - OMNPOENEHUE:

[TpoLiecc coBMECTHOM paboTbl MOCTaBLUMKA U PO3HUYHOW CETW:

— no ynpaeneHuto Kateropnamm kak ctpatermieckumm bmusHec-
eanHULaMu

— Hal'lpaB.l'IeHHbII7I Ha JOCTMXKEeHMe bonee BbICOKUX

nokasartenemn bnsHeca

— MyTEM KOHUEHTpAaLUUM yCUnnm Ha OCTUXKEHNN LLEHHOCTHOM
3HAa4YMMOCTK AnNs noTpebuTens

nielsen
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2BOJTIOUNA CAT MAN

S - VD D A DT P T TW W

v/[MoHatne CAT MAN 6bino BHegpeHo B CLUA kak oTpacneBoun NpoekT
CATEGORY

MANAGEMENT

The Essential Guide to
Day-to-Day Category Management

1995 - floknag ECR — BEST OF PARTNERING GROUP

Consumer- 2000 - [loknag ECR — CAT MAN MPAKTVKM

Centric
Category v’2006:KHNT'A NIELSEN — CAT MAN

Management

How to Increase Profits v’CAT MAN no cen geHb OCTaeTcs «ropssvyen» Temomn ongd
by Managing Categories o
Based on Consumer Needs AVCKYCCUN Ha MECTHbIX U MeXayHapOAHbIX KOHJepeHUUsX,

no aTon Teme I'Iy6J'IVIKyeTCFI MHO>XEeCTBO AOKJ1TaaoB N KHUT
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[MPEVMYLLECTBA CAT MAN OJ1A :

[MloTpeburtenu:

v’ OueHnBaloT cocTaB KaTeropun UCXOAs U3 CBOUX 3amnpoCcOB U HYXK,
v [oBbilLaeT Bne4yaTneHme oT NnoceLleHns marasmHa
v’ BbiCOKMi1 ypOBEHb Y0OBNETBOPEHHOCTM NOTPEOUTENS U LIEHHOCTHOWM 3HAYMMOCTH

PO3HUYHbLIE CeTM:

v YnyduweHme nmngka marasmHa

v/[loBblLLEHNE NOANBHOCTU NOKynaTenen Ha 6onee BbICOKUI YPOBEHb
v/[lpuBrneyeHre HOBbIX NOTpebuTenemn

v/ YnyJleHne pMHaHCOBbIX NnokasaTenem

NocTaBLUKU:

v/ CTaHOBATCA Nnuagepamm no Kateropun nnm CoBETHUKaMm
v/ YKpennsT OTHOLIEHNS C PO3HUYHBIMU CETAMMN
YriyywaroT oMHaHCOBbIE MokKasaTenu

nielsen
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CAT MAN: NMPOLECCHI




CAT MAN - BOCEMb OCHOBHbIX STAINOB

' [OTOBHOCTb K CAT MAN .

JIb KATETOPWU

’EHKA KATEFOP
./IEPEHI/IE oTh
.TEFI/II/I KATER

6 6. OnpenennTb ONTUMarbHbIN aCCOPTUMEHT, LieHoObpa3oBaHue,
TVI KM KATErO pacnonoXxeHue ToBapa Ha MorkKe U TakTUKy NpoaBuKeHUs ToBapa,

KOTOpble Obl OoTpaxasnun npuMeHeHne cTpaTtermm Kateropmn
L 7 AH BHELI'PEH 7. BHe,EI,pVITb OusHec-nnaH KaTteropmmn nocpenctesom

COCTaBneHus getanbHoro rpadguka u cnucka
obsasaHHoCTEN

1.0I'IpeD,eJ'IVITb, Kakmne ToBapbl COCTaBMAKT KaTeropumio N KakoBa nx
cerMeHTauuna ¢ TONKM 3peHnd n0Tpe6|/|Ten9|?

8 2. P83pa6OTaTb N NMPUCBOUTb KaTeropmmn posib, OCHOBbIBaAsACb Ha

KpOCC-aHalrin3e no Kateropumam, npnHnMmada BO BHUMaHWe OdaHHbIe
no n0Tpe6|/|Temo, PbIHKY, NOCTaBLUWKY U pO3HVI'-IHOl7I ceTun

3. AHanuns cybkaTteropun kateropumn, cybcermeHToB 1 T.4. C
NCNONb30BaHNEM [aHHbIX MO NOTPEOUTENHD, PbIHKY,
NMOCTaBLUMKY N PO3HUYHOWN CETH

4. OnpenennTb pamKy OTAa4M OT KaTeropum 1 3afaHHON Lenu

=
-
<
2
o
O

5. PaspaboTtaTb cTpaTermio noctaBku TOBApOB N MapKETUHra,
KOTOPble COOTBETCTBYIOT PONM KaTeropum n ee 3agadam

nielsen
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CAT MAN: TOTOBHOCTb




CAT MAN: WWECTb COCTOBJTAOWNX

N3MEPEHVE OTOAYM KOHCTPYKTVBHBIE
OT KATEFOPUW OTHOLWEHWA
C MAPTHEPAMU

NHOOPMALUWMOHHBIE BO3MOXXHOCTW
TEXHONOTI K OPIAHNSALNN

nielsen
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CAT MAN: ®AKTOPbI MNMPEMATCTBYOLWWE
YCIMNEWHOW PEAJIM3ALUUU NMPOEKTOB ?

v Cnabas koopanHaums 4eNCTBUN 1 B3aUMONOHMMaHME - NOCTaBLUMKN N CETU

v/ [lpobnembl cBA3M ronoBHOro odguca ¢ marasmHamm

v CnoXHOCTb BOMMOLWEHNS Ha MPaKTUKOB B CBA3UN C OTCYTCTBNEM BPEMEHU U
OOCTAaTO4YHOIo Kornmn4ecTBa pa6OTHI/IKOB

v CnoXxHocTb cobnoaeHns AoroBOPEHHOCTEN B KaXAOM KOHKPETHOM MarasuHe

v/ PesynbraThbl, HE NPUMEHUMbIE HA NPaKTUKe

v/ Yacrtasa cmeHa KOMM. cornallueHnn — HeT npeemcteeHHocTn B CAT MAN

v/ CroxHocTb 0bMeHa nHdopmaumnen

v/ [pyrue Bonpockl BHYTPEHHEN opraHn3aumm

nielsen
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CAT MAN BbI3OBI:>I VS BO3MOXHOCTU

OPFAHI/I3AL|,|/||/| KOHCTPYKTUBHbIE
OTHOLUEHWNA C NMAPTHEPAMI

- Mpo6bnembl kommyHukaumm LIO ¢ marasnHamm
-CrnoXHOCTW C BbINOSIHEHNEM LOrOBOPEHHOCTEN - Cnabas koopanHaumsa n B3aMMornoHnmMaHme
CTOPOH B MarasuHax - HYacTtas cMeHa KoMMep4YeCcKux yCcrioBum
- HepgocTaTok pecypcos (nepcoHan / sBpems / - HeT npeemctBeHHocTn CAT MAN

NHOOPMALIMOHbBIE N3SMEPEHWE OTOAYM
TEXHOIOImmn OT KATETOPUN

- Cno)HocTb B obMeHe AaHHbIMK MO -PesynbraTtbl He NPUMEHUMbI Ha NMpakTUKe
-MarasuHy \ Kateropuu \ SKU (accopTMeHT \ nnaH cxembl)

nielsen
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CAT MAN: YCIOBWA BHEOPEEHUA

3 3agad, Heobxoaumbix anga ocyuwecteneHnsa CAT MAN B
Bawwen komnaHuu:

v 20% oTHOoCcATCA K BusHec-npoLeccam

v/ 80% OTHOCATCA K HanMuuio 6rnaronpuUATHbIX OOCTOATENBLCTB

nielsen
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CAT MAN: RQ}MQ%KJ;IQCTVI Q [ AHNSALNW:

"'l:-"._;‘ GilliclLO KB C GV [I( B lv-l.llv-lll S5 PCIVIA Felunviele 'rs

e ONMCaHHbIN NPOLIECC - HE NPOCTO NPOEKTHAsA METOAOSOIMS

* BHyTpeHHee BHeapeHne CAT MAN

» TpebyeTca U3MEHEHUE KYIbTYPbI, CTPYKTYPbI KOMNAHUM U OPT. NPOLIECCOB
» CO30a€ET HOBbIE POSIN U OTBETCTBEHHOCTU

» TpebyeT TeCHOro coTpyaHMYEeCTBa psiga OTAENOB U AenapTaMeHTOB

e CTpartermn4yeckoe pellueHne, KoTopoe OO0SMKHO ObITb 040bpeHO

TOMN MEeHEOXMEHTOM, MNMOJTYHNTb NOAAEPKKY PYKOBOACTBA

nielsen
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KOHCTPYKTMBHbBIE O THOLWEHWNA C INAPTHEPAMW

1748\V1 /] |

* CNOCODHOCTb MbICNUTbL CTpaTern4ecku
» Cornacue BecTtn obuiyo paboTy

e [OTOBHOCTb AenNnTbCA MHdopmMaumen n cneymanbHbIMU 3HAHUAMM

« COBMECTHOE BMNOXEHNe PecypcoB 1 BPpEMEHM

e YeTknn nnaH 4encTeBum, B KOTOPOM AeTanbHO NPonucaHbl CPOKN U
OTBETCTBEHHOCTb

* [1pyBEpP>KEHHOCTbL K OrOBOPEHHbLIM Mpoueaypam

nielsen
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MOYEMY PUTEWI 1 MPOU3BOAUTESTb AOTKHbI
PABOTATb BMECTE?

PUTEWNEP

[MPON3BOOAUNTEJIb

nielsen




Baw ypoBeHb nogxoana Ha OCHOBe NPUBEPXXEeHHOCTU
CTOPOH U UX BO3MOXHOCTEWN ?

A KPOC
HIGH FOPI/II/I
POEKT
Manufacturer CAT MAN
Capability YMPABMEHME & J
ToBe COPTVMEH
Category M
“‘Expert”
OCTPAHCT
MPOLAXU M
OCHOBAHbBI
HA ®AKTAX
LOW - >
LOW HIGH

Retailer Commitment To Category Management

Presen
tation
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CAl MA QLR DlE Ko Dl

minY™ / \ Ral DD

« YTBEPXXOEHHbBIE CTOPOHAMW OUEHOYHbIE KAPTbI
* KPI - KOIIJIMYECTBEHHbBIE N KAMECTBEHHbIE
« KOHTPOJbHbLIE TOYKW OLIEHKW/ MOKASATENEW MPOEKTA

« BOSMOXXHOCTb BECMNPUCTPACTHOW OLIEHKN, C
NCITOJIbSOBAHUMEM MNMO3NTUBHbLIX N HETATUBHbBIX PE3YJIbTATOB
ONA YINYUWEHNA MOKA3ATENEW NMPOEKTOB

nielsen
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CAT MAN: OLIEHKA KATETOPUW

NOBEOEHME NOKYNATEJEN

MOKPbITUE MNMOKYTATEJIbBCKUX 'PYTIT

TEKYLUEE

LLEJIEBOE

CPEOHAA CYMMA YEKA B KATETOPUN

YOOBMNETBOPEHHOCTbL MOKYMATENEW
PUTEUN
OBOPOT KATETOPUU

TEKYLWUEE

LIEJIEBOE

MPUBbIJTb KATETOPUN

OBOPOT / NMPOCTPAHCTBO KATEITOPAA
PbIHOK

AOIA PbIHKA KATETOPUU
OQPEKTUBHOCTDb

KONMNMYECTBO AHEW TOBAPHOIO 3AIMACA

TEKYLUEE

TEKYLUEE

LIEJNIEBOE

LIEJIEBOE

GMROI




CAT MAN I/IHCDOPMALI,I/IOHHI:IE T\EXHOJ’IOFI/II/I

v’ /lTHdbopmauKnOoHHbIE TEXHONOrMn — Tonnueo 1 asurartesnes ansg CAT MAN

v CHuxeHne TpyaoEMKOCTU NMPOLIECCOB

v/ [lpouecc BaxxHee An3anHa

v [locnepoBaTenbHOCTb B dopmaTe U KadecTBe AaHHbIX

nielsen
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LUAT 1:

OMNPEOENEHUE KATETOPUA
& CUTMEHTALUNA




[MOYEMY OINPELOENEHUE KATETOPUI BAXHO?

v Bocnpuatue kateropum oTnmyaeTcs y NPoM3BOAUTENS, CETU, NOKynaTens
v [poaykTbl MOryT ObITb NPeACcTaBneHbl B Pa3fMYHbIX KaTEeropusx

HE KOPEKTHOE OINMPEAOENEHUWE KATETOPUU MOXET NMPUBECTU K
v/ [loTepe noTeHUManbHbIX Npoaax Ansa npoussoauTens \ putenna

v/ HeyooBneTtBopeHHOCTM nokynaTenen KoTopble He MOryT HanTu
HeobXxoauMbIN ANs HUX NPOAYKT B Mara3mHe

nielsen
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KAK Mbl MOXEM HAYATb
[MOHVMATBb HALLMX
[MOKYTIATEJNEWN 7




YPOBHU CETMEHTALIMM NOKYMNATEJIEN
[IPOCTOW

« BO3PACT

 [1011

* YPOBEHb X3HW

« [EO — JEMOI' PADUA

« MOBEJEHME NOKYMATENEWN
« MOBEJEHWE NOTPEBUTESNEN

 [MPEONOYTEHUA
« MOTVBDbI

nielsen
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Paznunuua mexapy nokynatensamm u
noTpedoutTenamm

/Q [MokynaTtenwu:
A
/’ﬂ ?\l [MokynaTtenun He obA3aTenbHO ABNATCA KOHEYHbIM
/ll[/) MnoJib3oBartesieM npoaykrTa, 1.e. HanpmMep Mama rokynaeT AeTCKoe
}Q nnTaHue anga pebexka
NMoTpebuTtenwu:

MoTpebutenu ABNATCSA KOHEYHBIMU NOMNb30BaTENAMMU
NpoAYyKTa, T.e. YeNOBEK MOKYNaeT MOPOXeHoe, YToObI ero cpasy
CbECTb
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[TocmoTpuM Ha npumepe

* Mokynatenu= NoTtpedbutenu:
Kode:

Y kaxxgoro cBou cob6CTBeHHble KpUuTepun B OTHOLLEHUM BbiOoOpa:

v Bkyc
v/ LleHa
v/ [lpomMO-aKTUBHOCTb

[Tokynatenu # NMoTpebutenu

[leTckoe nuTaHwue:

PoguTtenu, koTtopble IBNAIOTCA NOKynaTensamMu aHHOM

KaTeropuu OyayT B nNepBylo ovepenb OPUEeHTUPOBATbLCA Ha

peKkoMeHAauum Bpava, CBOMCTBa NPOAYKTOB, a He LieHa Uiin
yrnakoBKa.

nielsen
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EcTb 1 gpyras Touyka 3peHus

Bbicokas HYBCTBUTEJIbHOCTb Hu3skas HYBCTBUTEJIbHOCTb

Coffee Snacks
[Mokynatenb=
MoTpebuTtens
[leTckoe nuTaHme Kopm onsa gomallHUX XXUBOTHbIX
- f u
[Mokynatenn# ‘ 4
MoTpebuTtens

nielsen
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CAT MAN:
O4UHEPEOHOCTbL NMPOLECCOB




CAT MAN: OCHOBHBbIE INMPOLUECCHI

OMNPEOEJINTb
I'IOTPEMEHOCT VSMEPEHUE &

HOTPEEMTE” YMNPABJIEHVE

nielsen
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OMNPEOENUTb

NOTPEBHOCTW
NOTPEBUTENA

1

A XO4Y WOKOJIAL

nielsen
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OMNPEOENUTb

NOTPEBHOCTW
NOTPEBUTENA

1 2

A XO4Y WOKOJIAL

 [NPOJIMHE

 [TTTUTKA

 LHOKOJIAA OJTA KYTIMHAPUA
 LIOKOJIAOHAA KPOLLKA

« FOPAYNW LULOKONAL

nielsen
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OMNPEOENUTb
NOTPEBHOCTW

COSOAHUME

NOTPEBUTENA SEIVEROS

LLUOKOJNAA AN
KYNTUHAPUA

LLUOKOJIAAHbIE
KOJIAOHOE 3APOXOXEHHbIE
AECPTbI

LLUOKOJNTAAOHAA
KPOLLUKA

Y3KOE
ONMPEAENEHUE

LLUMPOKOE
OMPEOENEHUE

nielsen
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OMPEOENUTE

MOTPEBHOCTEN

CO30AHUE N3MEPEHUE &
CEMEHTOB

Y3KOE
OMNPEAENEHUE

nielsen

KYNTMHAPHbIN

AL LLokonagHble

3aMOpPOXEHHbIe
LLUOKONAOQHOE aecepThbl

MOPOXEHHOE

roPAYUN LLOKONAOHAA
LLOKONAQ KPOLLKA

LUMPOKOE
ONMPEAENEHUE

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



BaXHble MOMEHTbI !

*BaxHo, 4TOObI rpynnupoBKa Obina He:

v Crnunwkom 0onbLUIOKW, ANS cTpaTerm4eckoro HasHa4YeHnsa nnm

v Cnuwkom manowu, a NnoToOMY OFp&HI/I‘-IGHHOVI, 4yTO I'IpI/IBe,EI,éT K UITHOPUpOBaHMIO

obLen KapTUHbI

Kaxabin ToBap A0MKeH ObITb OLUEHEH C TOYKN 3peHUs

¢/ PosnunyHon cetv (MeHemXMeHT marasuHa).

v’ [NpounsBoantena (OKcnepT No Kateropun)

v [lotpebutensa (Hyxabl notpebutens)

nielsen
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NPOLECC CETMEHTALM
KATEFOPUIA




CUTMEHTALUA KATETOPUN

KOI'OA MOKYTIATEJTN BbIBUPAKOT TOBAP, OH NMOACO3HATEJIBHO UITA
OCO3HAHHO PYKOBOOCTBYETCA KPUTEPUAMU ...

A— r

epp—— W

.....

(==l Dietvs
i | Non-diet

tation
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NMOYEMY BAXHA CETMEHTALUUA KATETOPUN ?

CermeHTauusa — 3To bonee getanbHbLIU bonee geTanbHbIN
YPOBEHb rpynnupoBKN TOBapa BHYTPU KaTeEropum, Ha KOTOPOM
COBMELLIAOTCS TOBapbl, KOTOPbIE B rnasax notpebutens
ABNSAIOTCA Handoree NOXOXUMMU N NO3ITOMY HaNPAMYHO
KOHKYPUPYIOT HANPAMYI KOHKYPUPYKOT APYr C APYrom

Presen

nielsen tation
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NMOYEMY BAXHA CEFMEHTAUUA KATETOPUNIN??

v/ [lpencraensieT nopsaaoK NPUMOPUTETOB B COOTBETCTBUN C KOTOPbIMU NokynaTtenu/
noTpeduTenu «PuUnbTPYOT» TOBapbl ANs TOro YTOObl MPUHATL PeLleHne O NOKYMKe

v/ [lomoraet onpenennTb ToBapsbl, ABIIAOLWLNECA NPAMbIMUA KOHKYPEHTaMu

v/ [lomoraet npu npuHATUM Bonee y3Ko HaueneHHbIX pelleHnn OTHOCUTENBHO
KaTeropuu, cTpaTerMm u TaKTUKMU KaTeropum (NpoasmxeHune - nnaHsol,
LLeHooOpa3oBaHMe, aCCOPTUMEHT, pa3paboTka HOBbIX TOBaApOB)

v/ CnocobcTByeT pasmeLleHno TOBapOB Ha MOJSIKe C akLeHTOM Ha notpebutens u
obGrier4yaeT npouecc NOoKynok @

S L LI
S EE

;| =B

I JL

nielsen
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CDT: AEPEBO NPUHATNA
PELLEHWW




CDT: JEPEBO|NMPYWHATUA PELEHUN

e
SEEER

{ Premium } [ VEM J CPEQHE LIEHOBOW

E Brand A } E Brand B } E Brand C } E Brand D }

nielsen



NMOHUMAHMUE NOTPEBUTENA: METOAOJIOINNA & 3AO0AYHMU

ONCKYCUN B ®OKYC I'PYIMIMNAX:

v’ Onpenenntb N cCerMeHTUPOBaTb KaTeropum, onpeaennTb HYXXabl,
KOTOpble YOOBNETBOPSET KaTeropusi, packpbiTb peLuatoLme dakTopbl
NMPUHATUS PELLIEHUS O MOKYMNKe B MarasvHe

LLUOMWHI, OPUEHTUPOBAHHbLIN HA NOKYNATENA :
v Pukcaumnsa “KmMBoro” noseaeHns nokynaTtens B MarasmHe
NMOBTOPHbLIE ANCKYCUU B ®OKYC I'PYMMNAX:
v/[lepenpoBepuTb peayrnberaTbl, NONy4YeHHbIE paHee, pa3paboTaTb
naeanbHoOe pacrosioXKeHne ToBapoB Ha MNOSKE C TOYKN 3pEHUS

noKynaTensi UCrosib3ysa «peanbHble» TOBapbl, a Takke noareepanTb
OaHHble, YKka3aHHble B [epese lNpuHaTua PelweHus

Presen

nielsen tation
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LUAI 2:

POJIN KATETOPUW




LA 2: ONMPEOENEHUE PONU KATEFTOPUU

Onpegenser UMNOX PO3HUYHOW CETU

ENEBAS OcCHOBHOE CcpeaCcTBO AOCTaBKM KaTeropun LenesbiM notpebutensm
U, [ns kateropum nogbupaeTtcst po3HMYHasA ceTb

[aéT npenmyLLecTBO nepen KOHKYpeHTamMmu A5si PO3HUYHOW CETU
Bbicokasa ueHHOCTb Ans uenesbix NoTpedutenen

I'IpennoqvlTaeMbM NoCTaBLKMK TOBApPOB KaTeropummn Lenesoun rpynne

S XS KK

OCHOBHAA

nOTpe6I/ITeJ'Ib He Bbl6|/lpaeT PO3HUNYHYHO CETb B NMNOUCKax MMEHHO 3TUX
KaTeFOpI/IIZ, O4HaKO OXuaaeT HanuTu COOTBETCTBYHOLIME TOBaApbl B MaradnHe

AN

[MocnepoBaTtenbHas ,KOHKypPEeHTOCNOCOOHas LeHHOCTL A1 onpeaeneHne ponm
KaTeropum

[MocnepoBaTtenbHas, KOHKypeHTOCNoCobHasa LEeHHOCTb s LeneBbiX
notpebutenen

AN

CE30HHA4A \ v KpynHbii nocTaBLMK TOBApOB C CE30HHbIMW BapuaLmsiMmn cnpoca

CNYYAUHASA

NEPBOU Uy . .
Kpenntb UMMNOXX PO3HNYHOU CETU B MMa3ax NoTpeonTend Kak Mara3mHa, rge
HEOBXOAUMMOCTU MOXKHO KYTIUTb BGE TOBAPHI Pasom

MocTosiHHas, KOHKYPEHTOCNOCOOHas LIeHHOCTb ANs LieneBbiX NoTpebutene

v CrtabunbHas, kaxaoaHeBHas LLEHHOCTb ANs nokynaTtene

nielsen
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KATEFTOPUU B TOPIFOBOU TOYKE

LIENEBAS 5-7% OT OBLLEIO YNCNA KATEFOPU

OCHOBHAA 55 — 60% OT OBLLEIO YNCITA KATEFTOPUI

CE30HHAS / CTYYAUHASA 15 — 20% OT OBLLEIO YNCNA KATEFOPUI

YAOBHAA 15 — 20% OT OBLLEIO YNCNA KATEFOPUW

Source: ECR

nielsen
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KAK OUEHWTb POJ1b KATEIOPN?




YETIPE BOMNMPOCA A5A OUEHKU POJIU KATETOPUN

v HACKOJ1bKO BAXXHA KATEITOPUA ONA UEJIEBOIO NOTPEBUATENA CETU ?

v/ HACKOJNbKO BAXHA KATEMOPUA ANnA PO3HNYHOW CETU ?
v HACKOJTbKO BAXXHA KATEFOPUA ONA KOHKYPEHTOB PO3HUYHOW CETW ?

v/ KAKOBbI NOKASATEJIN KATETOPUW HA PbIHKE, T'OE NPEOCTABJIEHHA CETb ?

nielsen
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HackonbKko BaXkHa KaTteropusi ang LueneBoro
noTpeouTensa Po3HNYHON CETU?

80% CAMBbIE
LIEHHBIE KATETOPUU

70% - MEHEE UEHHBIE KATETOPUWU

60% A

50% A

v mm Market Value Contribution of target

consumers

40% A N
Average Market Value Contribution of
target consumers

30% A

20% A

10% -

0% - T T

Milk Juices Water Soft Drinks
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HackornbKko BaXkHa KaTeropus ans LeneBoro
noTpeouTensa po3HNYHON CETU?

35% Most Important
Categories
| Y I Less Important
30% | { Categories

25% A

BT Retailer Gross Margin
Contribution per Category

20% A

Overall Gross Margin
Contribution

15% -

10% -

5%

0% - 1 T
Soft Drinks Milk Juices Water

nielsen
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HackonbKko BaXXHa KaTteropums angd KOHKYpPeHTOB
PO3HUYHOMN CETU?

100%
20%
80% A
70%
60% 1 B Retailer C share per category
505, - @ Retailer B share per category
’ BT Retailer A share per category
40% A Retailer A Overall Market Share
30% A

20% A

10% A

0% -
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KakoBbl MokasaTenu Kateropum Ha pbiHKe?

20%
15% A
10% - I I
BT Projected 2 year Market Growth
per Category
5% - .
Projected Overall 2 year Market
Growth
0% A T . :
Juices Milk Water
-5%

nielsen
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Oona v pocT. KBagpaHTHbIN aHanus3

MoTeHuman pocTa, h 8% : |
A Average Retailer Share
PbIHKOM Categary B [ NVOEPBI }
Categary A

S04
20

oS
an
N

Average
2% Retalier
Grawth

-
Q@
P

Yo 2% 4% (5723 8% 10%

=

4]
N

Categary D

Categary C

NnoA BONPOCOM 2 { BO3MOXHOCTHU }

nielsen
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CETKA KOITMUMECTBEHHOI'O AHAJIU3A

E>XXEFOOHbIE PACXOAbI

NMPOHNKHOBEHWE B IOM. XO3. NOTPEBUTEJA

YACTOTA MNMOKYTIOK

PA3BUTWE LEJIEBOIO NOTPEBUTENA

SAMNTAHVNPOBAHHAA MNMOKYTIKA

P U A7 = =Je

OBOPOT

OBLWAA NMPUBbITTb

OMEPALOHHBIE PACXO[bI (% K OEOPOTY)

UYNCTAA MNMPUBbIJb

OBOPOT \ USMEPEHUME

NPNBLINN \ USMEPEHWE

AONA PbIHKA

POCT PbIHKA




CETKA KOJIMMECTBEHHOI'O AHAJIU3A

Consumer Yes No

BnusoT nu Ha npoaaxu Kateropmn 3HavynTernbHble USMEHEHUA B 06pa3e XKNU3HU I'IOTpe6l/1TeJ'IFI?

Nmeet nun KaTteropums BbICOKUI YPOBEHDb NIUYHON BaXXHOCTW ONd I'IOTpe6VITeJ'IF|?

Bo3moxeH nu POCT Ba>XHOCTWU KaTeEropummn B ornvkanwem 6y1:|,yLueM?

anBOJJ,VIT JIN HENCNOJNMb30BaHNE KaTeropmn K SHa4YnTENbHbIM nocneacTBuaAM?

ABnseTca Ny KaTeropus ¢ onpeaenéHHon porbio UCTOYHUKOM AnddepeHumaLmm ans cetm

MoxeT nu Kateropumsa cC OI'IpG,EI,GJ'IéHHOVI POIibO NMOMOYb BbICTPOUTDL JTOAJIbHOCTb K Mal'a3l/IHy?

Hackonbko nerko pacLlunpdeTca OCHOBHOW CripocC Ha KaTeropmo?

Bnuset nn KaTteropua BKyrie C OI'IpG,EI,GJ'IéHHOVI pornbio Ha noTeHunarn pO3HVI‘—IHOl7I cetn

MpeacraBnseT nu kaTeropus BKyne ¢ onpeaenéHHoln porbio cTpaTerym KoMmnanum / otaena

CHusnna nu KOHKYpEeHUUNA BaXXHOCTb KaTeropvm?

MpuBena Ny KOHKYPEHLNS K NepeoLieHKe KaTeropmum?

Supplier

CnocobHbl N1 NOCTaBLMKM TOBAPOB ANA KaTeropmm nogaepXmeatb ONpeneri€HHy posib?

XenatoT Ny nocTaBLLMKK NoaaepXnBaTb onpeaenéHHyo pornb?

idential and proprietary.




LUAI 3:

OLEHKA KATEITOPA




NMOYEMY OLEHKA KATETOPUU BAXHA ?
» MOMOTAET OLIEHUTbL TEKYLLUE MOKASATEJIN KATETOPUY

« [TPEOOCTABIIAET OETAJIbHYIO UH®OPMALIUKO HA YPOBHE CYb
KATEFOPW \ BPEHOOB \ SKU

« ONMPEOENAET HAWW, TOE CYWECTBYOT BO3MOXHOCTW OJ1A
YBEJIMHEHNA OBOPOTA, NMPUBbLIITN N OKYTTIAEMOCTU KATETOPUA

 [IPEOOCTABIIAET NCHEPTIbIBAIOWWE OAHHBIE O PASBUTUIO
CTPATEIMN N TAKTUK KATEFTOPUM

nielsen
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BIG DATA: OAHHBIE 151 OLLEHKU KATETOPUN

PbIHOK
0ONA PbIHKA & BOSMOXHOCTN
[MPOBE/JIbl B OAHHbIX

NMOTPEBUTEIJb

NPOOUIIb KATEFOPUS
MOKYNATEJIA CYE KATEIOPUSA

PUTEUNEP
COTPYOHNYECTBO

&
& CEMMEHT
NOBEOEHVE EPEH NPOOYKTUBHOCTb
bl SKU OBMEH OAHHBIMU

NCCNEOOBAHUE
MOKYMATEJIEN

NMOCTABLUUK
OOITA KATETOPUN & EGEKTUBHOCTD
BHYTPEHHWN AHANN3

nielsen
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BO3MOXHOCTU & NPOBEJIbI

BO3MOXHOCTU
NPOBEI/bI
AHANU3

AHANKU3 AHANKU3 AHANN3 AHANU3
ACCOPTUMEHTA ““3‘105”30 NMPOMO NMPOCTPAHCTBA

nielsen
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OAHHBIE O MOKYNATEJAX




KIMFOYEBbIE BONOCHI

[TOYHEMY MOKYTAIKOT TOBAPbI KATETOPUA ?
«KTO MNMOKYTIAET TOBAPbI KATETOPUWN ?
«KOI'OA TMOKYTAKOT TOBAPbI KATETOPUU ?

*KAK MOKYTIAKOT TOBAPbI KATETOPUWN ?
[ IE MNMOKYMNAIKOT TOBAPbI KATETOPUWA ?
«C HEM BMECTE MNOKYTIAKOT TOBAPbI KATETOPUW ?

nielsen
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MOKYNATEINW: PUTEUNEP VS KATETOPUA ?

Retailer’s 1 Shoppers Category Shoppers
8
» : "
" — [
- =
5+ - 2
16-3 - 10
38-4 - 12
4 _ 10 1
45554{ 8 8 6
+ 1 2 0
Low - 8 7
Med | 4 | 10 8 9
iq A 10
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BIG DATA:
OAHHBIE O NMOCTABLUMKE




KIMKOYEBbIE BOIMPOCbHI ?

« KAKME TEHOEHUWW MO NMPOOAXAM & OOJIE PbIHKA CPEON
[MOCTABLWWMNKOB KATETOPUN ?

* HACKOJIBKO 3PPEKTUBHO PABOTAIOT NMOCTABLUMKK TOBAPOB AJ1A
KATEITOPUW 7?

« KAKME NOCTABWWMKK \ BPEHObI HAMBOJIEE \ HAUMEHEE
MPUBbINbHBLI ANA PUTEVNEPA ?

« HACKOJTbKO HAOEXXHbI PASNIMYHBLIE MOCTABLUMKA ? PEUTUHT ?

 JIAHbI MO 3AMYCKY MNOCTABWHKAMU HOBbLIX \
KINOYEBBIXTOBAPOB B TEKYLWEM \ CJIEAYOWEM 1roay ?

e MNAHbLI MO BHECEHUKO NSMEHEHW B LIEHOBYIO CTPATEIMIO
KATETOPUUM \ BPEHOOB B CINEAYIOWEM roay ?

nielsen
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IQPPEKTUBHAA PABOTA C NOCTABLLUUKOM

A. MPOAYKTUBHOCTb KATEIToPuU4 NMOCTABLUUK A Supplier B Supplier C
lopoBoun ob6opot 27,3 1,005 5,450 3,795
O6wwun ToB. 3anac 216 50 45 45
O6was npubbinb % 14,41% 13,28% 9,00% 11,52%
MNoa. uuknebl 108 174 110 73
GMROI 18,18 26,64 10,88 9.5

B. BOBMOXHOCTU KATEIToOPU4A NMOCTABLUUK A Supplier B Supplier C
An. ObmeH AgaHHbIMU 0 0 0 0
Continuous Replenishment 29,50% 83,40% 0 26,60%
Direct Store Delivery 7,80% 9,60% 12,90% 4,80%
C. HAOEXXHOCTb KATETOPUA NMOCTABLUUK A Supplier B Supplier C
NMonyyeHo vs 3aka3aHo 88,20% 93,90% 90,00% 91,60%
NMony4yeHune 6e3 Gpaka 98,70% 99,10% 98,60% 99,70%
[JocTtaBneHo B CPOK 84,80% 91,60% 75,70% 86,60%
lnokymeHTOO60pOT - Correctly 85,70% 86,60% 64,90% 88,50%

nielsen
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BIG DATA: v
[IAHHBIE O PUTEWNSEPE




KINKOYEBbIE BOMNOCHbI?

« TEHOEHUMW NPOJAX & MPUBLINTI PUTEUNA ?
* ONNIEPALUMNOHHBIE PACXOAbl KATETOPUA 7?
« OGOPAYMBAEMOCTb 3AMACOB \ AEHEI \ AHEW OOCTABOK ?

¢ SOPEKTUBHOCTb UCTOJIbSOBAHUNA NMPOCTPAHCTBA ?
e SOPEKTUBHOCTb ACCOPTUMEHTA ?
¢ SOPEKTMBHOCTb UEHOOBPA3OBAHUA ?

« COOTBETCTBME OBLWEMY NMogxony CETU\ KATETOPAN 7?
¢ IOPEKTUBHOCTbL NMPOMO ?

nielsen
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KPOCC — KATEFQPMIZIHbIVI &
[NMOAKATEIOPUNHBIWV AHATTNG




KBagpaHTHbLIN aHanNn3 KaTeropum

w Average Retailer Share (
[ Sleepers J 2o L Winners }
Category B
T T % T ; Average
0% 2% 4% 6% 8% 10% 12% Retalier
Growth
. Category D
Category C
[ Opportunity Gaps ]

nielsen
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KBagpaHTHbIM aHann3 cyob Kateropum

[ Average Category Share 1

Sleepers } { Winners

Sub Category A2

Average
Category
Growth

T
8% 9%

[ Opportunity Gaps }

nielsen
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[NloTeHUMan \ BO3MOXHOCTU pOCTa KaTteropumn?

dons cetn NMoTteHumnan PocT cetun NMoTteHuman pocTta
no cyo. vs. Kateropus no VS

KaTteropuu 20% cyb6.kateropu  pocTt KaTteropumn +5%

Sub-category A +5% -7%

Sub-category B 21% +1% -2%

Sub-category C 18% -2% +5%

Sub-category D 15% -5% +3%

nielsen

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



BIG DATA: JAHHbIE PbIHKA




KINKOYEBbBIE BOINPOCHI:

TEHOEHUWN NMPOOAX U TNOTPEBJIEHUA:
KATETOPUUN \ CYB KATETOPUW \ CETMEHTOB \ BPEHAOOB \ PbIHKA 7?

00NA PbIHKA PUTEUNEPA MO KATEFOPUW \ CYB KATETOPUN \
BEPEHOOB \ PbIHKA .... ?

BO3MOXXHOCTW POCTA PUTEMNEPA NO KATETOPUW ?
COOTHOWEHWE PUTEMNEP VS TOMN KOHKYPEHTHI:

LLEHOOBPA3OBAHWE \ MPOCTPAHCTBO \ ACCOPTUMEHT \ NMPOMO

nielsen
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AHAJINSE KATEIPUN & CDT




OueHka kaTeropumu & CDT
100%

|
Market | 20%
| Vs
Retailer | 20%

\
Sub Sub Sub
Category 1 Category 2 Category 3

+20% -5% 0%

nielsen
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OueHKa ynyLEHHbIX BO3MOXHOCTEN




Category Quadrant Analysis

Average Retailer Share

[ SI w 25% ( W }
eepers J L inners

Category A

2004
2O

Average
7% Retalier
Growth

0P 2% 4% Bpo 8% 10%

e

Category D

Category C

[ Opportunity Gaps }

nielsen
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MATPULUA PELUEHUW

1. AHann3 acCopTUMEHT VS. PbIHOK

2. AHanu3 \ 3ameHa cermMeHTOoB :
chsdLune Ha HOBble \ pacTyLLmnX

3. AHanua \ pacwmpeHue
NpoOCTpaHCTBa AN HOBbIX \
pacTyLLUNUX CETMEHTOB

<>
AHann3 accopTMMEHT VS. PbIHOK
3ameHa nagarowmx SKUs
OnTuMmnsauusi acCopTMMeHTa

OnTMKU3aLUns NpocTpaHcTBa

3Be3bl

1.MpogormknTe UCnosb3oBaHme
TEKYLLNX MNSIaH CXEM

2. NepecmoTpeTb LeHoObpa3oBaHue
MO OTHOLLUEHMUIO K MapXe

3. o6aBuTb BbICTPO NpoaatoLmecs
TOBapbI

4. OueHNTb TOProBOE NPOCTPAHCTBO B

npunerarwmnx Kateropmnax 50

AHanun3 accopTUMEHT VS. PbIHOK

KoHTpornb ueH \ Tun ynakoBku \
O0S

3. AKTMBHO UCMOJ1b30BAaThb

Mpowmo \ ekop \ Hasurauma \ CRM

fno4 BONPOCOM O RVEl UL IRRIENI™ B O 3MOXHOCT

nielsen
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LUAI 4:

AHAJINGE SODPEKTNBHOCTW




KAKUE OOJIXKHbI BbiTb MOKA3ATEJIA ?

KOHKpEeTHbIMU
Namepsiembimun
[loCTMXKNMbIMU

PeanuctnyHbimun

S X X X

CBOEBPEMEHHbIMM

nielsen

CnoXHO, HO peanucTU4HO

OTpaxaeT uHtepechbl NoTpebutens, NoCTaBLUNKA N CETU
CTaHOapTu3npoBaHbl AN pa3HbIX KaTeropmmn

[atoT 0630p BCero npotecca

CoBMEeCTMMbI C KOPropaTUBHOW CTpaTermemn
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[MTPNMEP




N3MepeHune KaTteropuum

Nokynatenbckoe noBeaeHue TekyLuee 3apava
[MpOHMKHOBEHME B OOM. X03-Ba NoTpebutenen 90% 95%
CpeaHue TpaTbl N0 KaTeropum 10 € 12 €
YooeneTsopeHue nokynarens 85% 90%
Po3Hun4yHasa cetb TekyLiee 3apgava
O6opoT kaTteropuu 40.000 € 45.000 €
O6Lwasn npmbbinb KaTeropum 6.000 € 8.000 €
Ob6uwas mapxa kateropnun % 15% 18%
O6opoT/ BblAENEHHOE MPOCTPAHCTBO 2.000€/m 2.250€/ m
PbIHOK Tekywee 3apava
Category Market Share 5% 7%
NMpoAyKTUBHOCTb Tekywee 3apava
3anac ToBapoB/AHu 8 5
CToumocTb 3anaca 6.000 € 4.500 €
ROI Bo3Bpar OT BfIOXeHUs1 B TOBapHOMAaT. 3anachl :

nielsen
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LUAI 5:

CTPATEI M KATETOPUIA




NMOYEMY CTPATEINN KATET'OPUUN BAXHDbI ?

v [MPEOOCTABIIAKOT CTPAT. OPUEHTUPBLI ANA NPUMEHENA TAKTUK
v OPTAHM3YET NOCNEQOBATENBLHOCTb PO, LIENEW, N TAKTUK KATETOPU
v [NOMOTAET KOPEKTHO PACMNPEAENINTb PECYPCbI

v SOPMUPYET CBA3b MEXOY CTPATEMMEN PUTEUNA N MHONBUAOYANBHOWU
CTPATEMMEW KATETOPWUW

nielsen
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PASPABOTKA CTPATEI'NA: ®AKTOPbDI

ONHAMWKA PbIHKA

TPEHObI NOTPEBJIEHNA

SAMJTAHNPOBAHHE
NMHHNUNATABbI
NMPON3BOONTEIA

MOTVBALIVIS
CO CTOPOHb!
PUTEMIA

MOTWMBALIMA CO
CTOPOHDbI
NPON3BOOANTENA

nielsen
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Kak doopmupyeTtcsa ctparternsa kareropumn?

v/ [omkHa NPNCYTCTBOBATb B3aMMOCBA3b C POJIbKO KaTeropmn

v LleJ'II/I, KOTOpPbI€ Bbl 3aKriaiblBaeTe B lMJ1aHbl, OKa3biBalOT BJIIMAHUE Ha CTpaTeru

SKU

BRAND

SEGMENT

SUB-CATEGORY

CATEGORY

CTpaTeFI/IFI KaTeropmu cbopMMpyeT pekoMeHOaunn and cooTBeTCTBYHOLWNX TAKTUK:

AccopTtumeHrT, [NpocTpaHcTBo, LleHoobpa3oBaHue, npoaBuxeHue,

nielsen
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TOM CTPATEMMN KATEFOPUM




CTPATEINna KATEFOPUW

POCT NOTOKA MPUBIEYbL MOKYMNATENENEW B KATEFOPUIO
POCT TPAH3AKLIN YBEIINMYATb TPAH3AKUNN — HACTOTA \ CYMMA
POCT OBOPOTA CO3[0ATb BbICOKMM MOTOK OBOPOTA

[EHEPAUUVA MNMPUBBLIIN | TEHEPUPOBATbDL INPUBbITTb KATETOPUN

SAWNTA OOJIN PbIHKA OBECIIEYMBATb CTABUJIBHOE MNMPUCYTCTBUE

CO3O0AHNE AXKUOTAXA | CO3OATb AXKNOTAX N OCBEOOMJIEHHOCTb

YINYHWEHWE UMUOXKA YIYULWNTb UMUOXK PUTEUNEPA

nielsen
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POJIN & CTPATEI I KATETOPUWA

nielsen




POJIN & CTPATEIMA KATEIT'OPUU

CTPATEInA

LIENNIEBAA YINYHWEHWE UMUOXKA
POCT NMOTOKA MOKYMNATEJIEN
POCT TPAH3AKLIN
CO3OAHNE AXKUOTAXA
OCHOBHAA / ROUTINE POCT TPAH3AKLIN

'EHEPALUUVA OBOPOTA N\ NMPUBBLITIN
SAWLNTA OOJIN PbIHKA

COBbITUE /| CE3OHAA

CO3OAHNE AXKUOTAXA
MPUBMEYEHNE NOTOKA NMOKYMATENEMN
POCT TPAH3AKLIN

rEHEPALUNA TNTPUBbLIIA

NEPBOW HEOBXOOUMOCTMU

nielsen

[MOCTPOEHVE OBOPOTA
rEHEPALUVA TNMTPUBbLITA
YIYHWEHWE WMUOXKA
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CBA3b MeXAay cTpaTternen n posibio KaTeropum

Dd 1€ y dlCSiIOU

Ponb KaTerop Ptz 3a|(.|)4:;a NMocTtpoeHue | YnydweHue| lMocTtpoeHn| Co3paHue
- noTokKa nMuaxa e oboport aXknmoraxa
pbIHKa

LleneBas =l Regular & Diet Flavored Multipacks
Drinks J P
Routine Pet Care| Dog food Pettoys
Occasional / lce Organic ice L
Family size
Seasonal Creams creams
NLETIETer Batteries Plain Re-
Heo6xoANMMOCTH chargeable




LUAI 6:

TAKTUKN KATEFOPUW




ATpnbyTbl MaraamHa-4To BaXXHoO Ans nokynarensa?
High quality fresh food

A place where it's easy to quickly find what | need
Pleasant store environment

Food and Groceries are good value for money

Has high quality brands

Always have what | want in stock

Everything | need in the one shop

Wide range of fruit & vegetables

Efficient checkout counters

Convenient to get to

High quality prepared meals

Has programs that reward regular purchase of food & groceries
Has wide range of well known brands

Attractive and interesting promotions

Staff provide good service

Wide range of fresh fish & meat

Clean and hygienic store

Well presented display of products

Spacious

Provides own brands as a good alternative to the main brands .
Low prices for most items Promotion
Ease of parking
Long opening hours

nielsen

Assortment

differentiators

important

expected

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



YnpaBneHne accopTUMEHTOM




OnpeneneHue acCOpTUMEHTA:

[Tpouecc NPUHATUA peLleHnss O TOM, Kakon ToBap BKMNOYUTbL B Npoaaxy, Kakou
OCTaBWUTb B NMpogaxe, Kakon CHATb C NpoaaXu n3 oTaenbHON KaTeropum.

Llenb —ynoBneTBopuThL 3anpockl NOTpeduTenemn, MakCMMmnM3npoBaThb
doMHaHCOBbIe NOKa3aTenn PO3HUYHbIX CETEN N NPOU3BOAUTENEN.

nielsen
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Ponb kaTeropmn n ynpasneHme
MPOCTPaHCTBOM




Ponb kaTteropumn - Cat Man

Role

Assortment

LleHoo6pa3oBaHue

Promotion
Management

Space Management

Management

DESTINATION Camblit NonHbIN . .
aCCOPTMMEHT TOBapa .
LEJIEBAA no kareropuu, cy6 .
kaTeropun, GpeHagam u .
TOBapPHbIM MO3ULNAM .
CORE / LLnpoknin acCopTUMEHT | .
ROUTINE TOBapa no Kareropum,
cy0. kaTeropuu . .
OCHOBHAA OpeHaam v ToBapHbIM .
no3numam
OCCASIONAL / ACCOPTUMEHT . .
SEASONAL noaBepXeH CE30HHbIM
CNYYANHAS/ VISMEHERIA ’ ’
CE30HHAS ’
CONVENIENCE N36paHHbIn . .
aCCOPTUMEHT,
NEPBOU BKIIOYAIOLLIMIA TOMBKO .
HEOBXOOAMMOCTW | ocHoBHble OpeHabl




Ponun kateropumn U nokpbITUE pblHKA




BbicHnTbiBaEM NOKPbITME PbIHKA

>

120,00%

100.00%
SKU 1 18.000 29 43% 29.43%
SKU 2 15.600 25 50% 54,93% 0%
SKU 3 11.600 18.97% 73,90% /
SKU 4 7.000 11,44% 85,34% -
SKU 5 2.315 3,78% 89,13%
SKU 6 2.300 3.76% 92,89% .

, 0

SKU 7 2.000 3.27% 96,16% /
SKU 8 1.600 2.62% 98,77%

20.00%
SKU 9 500 0.82% 99,59% o
SKU 10 250 0.41% 100,00%

. O’O(}% \ \ 1 |
61.165 100,00% SKU1 SKU2 SKU3 SKU4 SKUS

nielsen
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Copyright © 2010 The Nielsen Company. Confidential and proprietary.




Lindpbl, KOTOpblE ONpeaensaoT Posib KaTteropum

Ponb

% of Categories in store

MokpbiTHe pbiHKa

DESTINATION
LIEJTEBAA

5-7% of total categories

90%

CORE/ROUTINE
OCHOBHAHA

55 — 60% of total categories

80% - 66%

OCCASIONAL /
SEASONAL

CNYYANHASA /
CE3OHHAA

15 — 20% of total categories

66% - 33%

CONVENIENCE
NEPBOW
HEOBXOOUMOCTH

15 — 20% of total categories

30%

nielsen

Source: ECR
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CTpaTternm Kkateropun um
yrpaBrieHne acCopTUMEHTOM




CAT MAN - cTtpaTerusi Kateropum v peLueHus

Crparerms Ynpagneune LlenooOpasoBanm
KaTeropum ACCOPTHMEHTOM A lNpoasmwxeHune Ynpagnexwne npocTpaiHCTeoM
Opranmaumn « Tonaput ¢ unicoxoft qoned N * °
NOXYNATENLOKO PUINKR M POOTH .
10 NOTOKA + € 0nicomMs ypoumos -
NOANKMOCTH W
NPOHMEROBO MR

o AXTIMEHO MOAR0PKIN K
poxnasod ABL u BTL

Noorpoenne « Touapsi © 00N 00 BLICOXON . . *
obopora uenca . .
o BONMEMO YNAKOBKM MK
MY THYNIAKODEM,

PACCUMTANMIIO A
NOKYNATeNof © BCOKMM
OXOAOM MNK 00Nk WORA

onmLen
Feneopaumn « TORAPA! O HLICOKNM YPORNHOM . o 2
cpencTn NPOAKK M HHIKNM OCTATEOM HA s

OKNALO, BLIALINMOLUHe 3 g

YOURMHONMO NPHTOKE CpeacTH

FeMepaumn « Tomapui ¢ 00Neo BICOoXON . . °
npmBiinm LeHOR MM Mapwod
« MNpoayxrsl 0 00nes HrHoKo# 3
M MApROR, Mo ©
GO MMM NPOKAMM
Jawmra gonn «  C anI0onoR SONOA PLINKD ¥ . . ’
PaNKa 00HEMOM NPOANN e a
Coananne « Tonapsl wa . . o
AMMOTANA ORIGTPOPAIBNERIOUHXON
oyoRaTeropwi
« Touaps ¢ BniIcoxof X
0030MNOOTIIO
Ynywenne © YHHKAN L0 MKW . . o

MNMRIKS NUaMPYIoULHe Oposan . .




[lpoueaypa onTuMmmuuasun
ynpaBneHUss acCCOpTUMEHTOM




OnTumMmnsaumsa ynpasrneHnss acCopTUMEHTOM

AHanu3 pblHKa OueHka NMopbop
accopTUMeHTa OnTumanbHoOro
accopTUMeEHTa

nielsen
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[1lpouenypa ynpaBrneHns accopTUMEHTOM

®PnHaHCOBbLIN
MokpbiTne B3aBewwuBaHue YnaneHune Banunpauusa § Nob6aBneHue | BonTuManbHOrG aHanus

pPbIHKa CerMeHToB TOoBapa TOBap TOoBapa accopTMMeHTd JacCOpTUMEHTA

nielsen
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BbicunTbiBaeM NOKPbITUE PbIHKA

120,00%
SKUs I:j:ize Sales % C”i'\',‘:'at
Sales % 100.00% A
SKU 1 18.000 29,43% 29,43% /
SKU 2 15.600 25,50% 54,93% | 3000%
SKU 3 11.600 18,97% 73,90% /
SKU 4 7.000 11,44% 85,34% 60,00%
SKU 5 2.315 3,78% 89,13% /
SKU 6 2.300 3,76% 92,89% | 4000%
SKU 7 2.000 3,27% 96,16% /
SKU 8 1.600 2,62% 98,77% 20.00%
SKU 9 500 0,82% 99,59%
SKU 10 250 0,41% 100,00% 000% e
61.165 100,00% SKU1T SKU2 SKU3 SKU4 SKU5 SKUB SKU7 SKUS SKU@sSKU 10

nielsen
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Vicnonb3yem NOKpbITUE pbIHKA

*[MpoueHT NOTPeBHOCTM pbiHKA, KOTOopasi MOKpPbIBAETCS

AaHHbIM aCCOPTUMEHTOM 100%

[dy6nupoBaHue

*OnpegenseTcs TeKyLen nm BO3MOXHOW poSiv KaTerop \
Ha3sHauyeHue

*OTpaxaet SKU, KoTOpble AOSMKHbI OCTaTbCA U yKa3biBaeT
HanpaBneHne Ansg NoTeHUManbHOro UCKMYEeHUs No3nLmm

N3 accopTUMEHTa
Low Sales
but often

*BHUMaHue: 15 4 gﬁ)eigg

g PaunoHanmsaums E—
=

Haxe SKU, koTopble HaxoaaTcs 3a npeaenom BbIbopku, "g'

MOryT ObITb BKITOYEHBI B aCCOPTUMEHT Ha OCHOBaHWUN (&) TaREs 6

(<
AONOMHUTENbHBIX MPEMMYLLIECTB B KAaTEropum s BbICOKUM
YpOBHEM
npoaax

KonunuectBo TOBApPHbIX no3vuumn

nielsen

e O o o o o o o o
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[ToKpbITME pbIHKA

oy L L]

KntouyeBble NnPpUHUMNDbI.

Taknm obpasom onpeaensieTcst Kon-Bo
TOBaPHbIX MNO3ULINIA, KOTOPbIE cneayeT
BKMIOYNTb B aCCOPTUMEHT

Ha aTtom atane 6yget onpeaeneHo —

nobaBunTb, yoanuTb UK NoaaepXuBaTtb

HbIHELLUHMW YPOBEHb TOBAPHLIX NO3ULINNA
B paMKax acCoOpTMMEHTa

nielsen
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AHanNn3 cerMeHTa pblHKa

OnpegeneHune BkNaga B AaHHbIN
AaCCOPTUMEHT OT KaXKAoro cerMmeHTa
N Nofd CerMeHTa

YcTaHoBneHne CUnbHbIX 1 cnabbix
CTOPOH acCOPTUMEHTa CETU
OTHOCUTESIbHO 0bLLEro pbiHKa

nielsen

B3BewunBaHne cermeHTa

70%

60%

50%

40%

30%

% Cont.

20%

10%

0%

FLAVOURE SPARKLING STILL

D

Segment

I:I MARKET - RETAILER

Copyright © 2010 The Nielsen Company. Confidential and proprietary.




AHann3 cermeHTa pblHKa

LBy L

OcHoBHOM pe3ynbTaT

[ToHATb NPUHLUKMNMN COCTaBI1EHNA
TEeKyLlero acCopTMmMeHT

Onpenenutb NPUONNU3NTENBLHOE KONTIMYECTBO
TOBapPHbIX MO3ULKUN, NPeacTaBrneHHbIX B
KaXkOOM CErMEHTE B pamkKax
PEKOMEHOYEMOro acCopTUMeEHTa

nielsen
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CaHKUMOHMUPOBAHHOE yaaneHune npoaykra

» OnpenenuTte Kakom nNpoaykT
aernaet Heobxoaumbin BKNaa B
NOKpbITUE pbiHKA Y%

100%

Duplications

Destination \

* Onpepenute SKU,koTopble

AOJTKHbI OCTaTbCA Low Sales

but often
extend
choice

r

Rationallze

* Pelunte kakoe SKU ocTtaBuThb B
obnacTu BbIDOPKM N Kakoe
yaanuTb, UCNOMNb3ys AN
onpeaeneHnsa «npoueaypy
BOPOHKM»

High
Performers

% Contribution

Konun4yecTBO TOBapHbIX NO3ULIMNA

nielsen
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OueHKa C NOMOLLbIO « BOPOHKN»

Funnel Process NononHutenbHble KPls

v 7  Loyalty

 LleHHOCTb ana notpebutens
HeynooBneTBOpeHHbIN 3anpoc

*OKCKMIO3NBHOCTb
*3aMeHSEMOCTb
\ /
Ponun kateropum » Cash Rate of Sale
e« ObOpOoT HA M *
* Bknag B npnObinb
Category
Strategy

nielsen
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CaHKUMOHMpPOBaHHOE yaaneHne ToBapoB

A - SN

OcHoBHOM pe3ynbTaT

Onpenenute kakne SKU byayT
COXpaHeHbl,a Kakme nognexart
yOaneHuto

nielsen
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[1obaBrieHne ToBapa

« ToBapHas nNo3uums, OTCYTCTBYHOLLASA Celyac Ha ckraae, paccMmaTpuBaeTcs
Ha NpeaMeT BBeJeHUsl B aCCOPTUMEHT

* [ToTpebyeTcs Nnonck ToBapoOB.:
— OOCTYMHbIX Ha PbIHKE
— OOCTYNHbIX 3a Npeaenamu pbliHKa

*[1pn pobasneHnn ToBapa NPOAYKTOB UCCReaYyoT «Npoueaypy BOPOHKMU» U
OLIEHMBAIOT UX AanbHENLINN BKNaa,

RETAILER MARKET
SKL SEGMENT I LNITS DIST% ___CROS LINITS DIST% ___CROS
AQUA PURA STILL STANDARD - - - 75,987.56 59.35| 125.23
HIGHLAND SPRING STILL STANDARD 20,973.85 76.42 | 1,216.62 | 56,828.31 56.54 46.47
STRATHMORE CLEAR LOW CALORIE | 3,341.92 4796 | 301.28] 48,180.19 68.42 19.25
HIGHLAND SPRING STILL STANDARD 11,216.04 9431 520.73 ] 47,432.31 83.69 22.55
BUXTON STILL STANDARD 137.73 3.50 1.32 | 46,961.92 48.04 52.03
EVIAN STILL STANDARD - - - 46,799.23 33.81 55.86

nielsen
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KonnyecTtBeHHbIE N Ka4YeCTBEHHbIE NOKa3aTenu

Mpouenypa OononHutenbHble KPls
«BOPOHKM

v 7  Loyalty

 LleHHOCTb ana notpebutens

HeynooBneTBOpeHHbIN 3anpoc « DKCKIIO3UBHOCTD

*3aMeHAaeMOCTb

Category Role » Cash Rate of Sale

\ /
Category
Strategy

e OOOpPOT Ha M

* Bknag B npnObinb

nielsen
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OueHuTb oTaa4vy oT AobaBrEeHHbIX
TOBaAPHbIX NO3ULINNA:

 C uenbto onpeaenutb doMHaAHCOBbIE NoKasaTenu npu AobasBneHnn HoBoW
TOBAPHOW MNO3MLINN Mbl UCMOSb3YEM NPOLIECC NPUONMKEHHOIO 3HAYEHUS:

NMpoaaxu po3Hn4yHoM cetn x OGWKMe npoaax

— Nons po3HuyHom ceTtu B kKateropun= 10%
— Obwme npogaxn 0obaBnNeHHOro B aCCOPTUMEHT ToBapa (ansi Tex ceTen,
rae ToBap BbiCTaBneH Ha npogaxy)=100K:

— WTak: npn nobasneHun ToBapa B aCCOPTUMEHT, PO3HUYHASA CETb MOXET
BblUrpaTb
10% X 100.000 € = 10.000 €

nielsen

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



[1obaBrieHne ToBapa

A -

Main Result

[obGaBneHne ToBapHbIX NO3ULUIA B
aCCOPTMMEHT Ha OCHOBE
NPOrHO3MpyeMbIX Npoaax

[MporHo3npyemble npogaxu Yyacto 6asmpyercs
Ha Jone pblHKa, 3aHMMaeMon PO3HUYHOW
CeTblo, U TEKYLLMMU NnoKasaTensmm
TOBAPHOM MO3NLNN HA PbIHKE

nielsen

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



[Togbop onTnManbHOro acCCoOpTUMEHTA

Category A Small Package Medium Package Big Package

Brand A Ynanexnue CoxpaHeHune Ynanexnue
Brand B CoxpaHeHune Addition Addition
Brand C CoxpaHeHune CoxpaHeHune Addition

Own Label Ynanexnue CoxpaHeHune YpaneHue

Total Assortment 3 5 3

nielsen
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[Togbop onTnManbHOro acCCoOpTUMEHTA

A -

OcHoBHOM pe3ynbTaT

OPPEKTUBHBIN N pe3ynbTaTUBHbIN
aCCOPTUMEHT, KOTOPbLIN YOOBIIETBOPSET
3anpochbl notpebutenemn

nielsen
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dunHaHCOBbLIN aHaNM3 acCopTUMEHTA

Category A Small Package Medium Package Big Package
Brand A
Brand B 2.000 5.000 9.000
Brand C 3.000 7.000 10.000
Own Label 4.500 8.000
Total Assortment 5.000 22.500 19.000

nielsen
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dunHaHCOBbLIN aHaNM3 acCopTUMEHTA

A - |

OcHoBHOM pe3ynbTaT

O6LwWas duHaHcoBas OLEHKa CrMcKa HOBbIX
TOBaPHbIX MO3ULMIA NO CPABHEHUIO C
npeablaywmmMm prHaHCOBLIMU 3aaa4amMu
PO3HUYHbIX CETE U NOCTaBLLMKOB

nielsen
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LleHoobpa3oBaHue




Ponu kateropuun v
LLeHooOpa3oBaHue




Ponu kaTeropuit u pewieHus No ynpasrieH10 KaTeropuewu

Assortment

Pricing Management

Promotion

Space Management

DESTINATION

Management

CambIi NomnHbIN
aCCOPTUMEHT TOBapoOB
Ha ypPOBHE KaTeropuwu,
cyb kateropuun, bpeHaa
N TOBaApHOWN eauHuLbl

3aBUCUMOCTb OT 00OLLEN
cTpaTermm n MapkeTuHra
cetun

Management

CORE/
ROUTINE

LLnpokmnn accopTMmMeHT
TOBapOB Ha ypPOBHE
Kateropuu, cy6
KaTteropumn, bpeHaa,
SKU

KoHKypeHTOCNOCOBHOCTL 1
nocrnegoBaTenbHOCTb

OCCASIONAL /
SEASONAL

*CocTaB accopTumMeHTa
NOABEPKEH CE30HHbIM
N3MeHeHUs

Bo3moxHOCTM yBEnuyeHmne
cpegHen LeHbl U MapXu
*Pas3nun4yHbIn nogxon BO
Bpemsi ce3oHa (Havarno,
NpoAOKeHMe, KoHeL,

CONVENIENCE

BbI6opoYHbI
aCCOPTMMEHT CaMblX
OCHOBHbIX 6peHaoB

Bo3moxHOCTH yBEnuyeHmne
cpegHen LeHbl U MapXu

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



CtpaTterum Kateropmm v
LLeHooOpa3oBaHue




CTpaTerMFI KaTeropmm mn pewieHnsAa Kat. MeHeaAXXMeHTa

Category
Strategy

Traffic
Building

Assortment Management

ToBapbl C BLICOKOW 4OMEN pbIHKA U
pocTa C BbICOK/M YPOBHEM
NOSANBHOCTU U NPOHUKHOBEHMUS.
AKTMBHO nogaepaHbl peknamon ABL
n BTL

Pricing Management

Hwu3kme ueHbl Ha krtoyeBble SKU

LleHbl cpegHero ypoBHsi Ha ocTanbHble
TOBapbl

Promotion
Management

Transaction

ToBapbl ¢ 6oree BbICOKOW LieHoM

CpegHue ueHbl Ha kntoveBble SKU

Building Bonbluve ynakoBku Unu mynstiu Bonee BbiCOKME LieHbl Ha OCTarnbHbIe
YMaKOBKW, pacCYnTaHHbIE Ha TOBapbI
nokynaTernei ¢ BbICOKMM JOXOA0M UIu
OonbLLOW CeEMbEN
Cash ToBapbl C BbICOKMM YPOBHEM NPOAAX CpegHue ueHbl Ha kntoveBble SKU
Generation 1 HU3KMM OCTaTKOM Ha cknage, Bonee BbicOKkMe LieHbl Ha OCTarnbHbIe
BbI3blBalOLLME YBENUYEHWE NPUTOKA TOBapbI
cpencrts MpuBnekatenbHble LEeHbl HA MYILTU
yMaKOBKW YMaKoBKM 60nbLIOro
CTtparerusa kateropumn n peLueHms kat/
MeHeIKMeHTa
Profit * ToBapbl c 6onee BbICOKOW LIEHOMN Bbicokue LieHs
Generation Unn mapxe

Turf Defending

C BbICOKOV Jonew pbiHka U 06beMoMm
npoaax

Hwuskume ueHbl Ha knoyeBble SKU LleHbl
CpefHEero ypoBHS Ha oCTalbHble TOBap

Excitement » ToBapbl 13 GbICTPOPA3BMNBAIOLLMXCS Hwu3skune ueHbl Ha otaenbHble SKUS,
Creating cy6 kareropun Bbl3blBatoLLe GOMbLUOW MHTEPEC

» ToBapbl C BbICOKON CE30HHOCTb
Image YHWKanbHble UNu nuaupyoLie LleHbl 3aBUCAT OT TOro, Kakon UMUK

Enhancing

OGpeHabl

co3fgaéTtcs




C Kakon LueHOoW NpoaykKT
OOJKEH 3axoAnTb HA PbIHOK?

*I'Io>i<any|710Ta y‘-II/ITbIBaI;ITe 0COBEHHOCTb MECTHbIX 3aKOHOB U BHyTpEHHGVI NOJIUTUKKN

nielsen
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LleHbl AOMKHbI pacCYNTbLIBATLCA C YYETOM
adbekTa oT npoBeaeHusd Npomo-akuun

LleHoOOpa3oBaHue He JOMKHO ObiTb N30NTMPOBAHHbLIM ABNEHMNEM.
Mpumep: LleHa& MNpomo TeCHO cBSA3aHHbIE 3NIEMEHTbI CMeLlaHHOro MapKeTUHra.

Hi

A__

Bbicokasa ueHa

— Bbicokasi akTUBHOCTb CpeﬂHeBgiZLueHHaﬂ
B Mpomo (“Hi - Lo”) L
Q.
=
— g =
@)
S 115 |
O blcOKada LueHa Huskasa .-
al aKTUBHOCTb NMNPOMO
Lo >

BrnnaHmne ueHbl

nielsen
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OnpepeneHve UeHbI

C
)

Uenu
Bawero
6M3HEC€

@ N

nielsen
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3 meTogonorum padoT ¢ LeHOBOW NOJINTUKOU

1

OcHoBbIBaeTcs Ha
pacyeTte npaMbIx u
HenpsMbIX pacxoaoB

OcHoBbIBaeTca Ha
CpaBHEHUN C
KOHKYPEHTOM

OcHoBbIBaeTcd Ha
MNPOrHO3MpPyeMOM
aoxone

nielsen
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B3anmocBasb LleHbl n LleHHOCTH

Bbirogbl
LleHa

LleHHOCTL =

(roe Bbiroabl= (pyHKLUOHANIbHOCTb+ 3MOLINN)

v UewMm Bbille BbIrodbl, TEM BbilLE BO3MOXHa LieHa.

v UTtobbl onpaBgaTth yBenMYeHue LeHbl Ha 6peHa, Npon3BOAMTENW OOITKHbI
yBEnM4YMBaTb KOM-BO MoryyYaeMblx Bbirod, nmbo 6peHa obecueHnTcs

“LleHa — 31O TO, YTO BbI NJyIaTUTE;
LleHHOCTb 3TO TO YTO Bbl NMNony4vyaeTe.»

nielsen
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[Togxon ceTu K ueHoobpasoBaHUO

[1Be knto4eBble cTpaTerMm UCNosb3yTCA Ha JaHHbIA MOMEHT Ans
obecrnevYeHnst KOHKYPEHTOCNOCOBHOCTMU:

EDLP (Huskme LeHbl KaXXAbin A€Hb):HU3KaA LieHa

BbiCOKOe COOTHOLLEHME LIEHBI M Ka4eCcTBa Npu LUMPOKOM acCoOpTUMEHTE: Hanboree
apkue npumepsbl Wall-mart n

Moaxon ceTu K LLeHoobpa3oBaHMIO KECTKME ANCKAYHTEPbI.

Hi-Lo: yacTtble, arpeccuBHble [1pOMO-akLummM ¢ LLEHOW BblLLe CpeaHero, 4acTto
coYeTarTCs C ApYyrumu Bugammn yaobcTs ONs Nokynatens Kak LWMPOKUA aCCOPTUMEHT,
OOCTYMHOCTb, BbICOKOE Ka4yeCTBO, PaCrnofioXKeHne U T.4..

nielsen
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4TO npouncxoauT Koraa Bbl
MEHAETEe LeHy?

nielsen




Cnpoc& [NpeanoxeHune

JKOHOMUYecKas Teopus:
paBHOBECKHE MeXy CNpPOCOM M NpeanoXxeHnem onpenensieTcs LeHon npoaykra:
[MpenonoxeHue >> cnpoca, LUeHbl NagatoT cnpoc>> nNpeasioXeHns, LUEHbl pacTyT

Llena pacTéeT
>

volume

bﬁbem nagaer

price

nielsen
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OnpepeneHne dnactnyHocTn LleHsbl

OnacTtnyHocTb LleHbl noka3biBaeT HACKOMbKO YyBCTBUTENEH CNPOC K U3BMEHEHUIO
LieHbl TOBapa.

N oripeaesiaeTcqd 3aBMCMMOCTbIO MeXY «Ha CKOJIbKO MNMpoueHTOB ynanun npoaaxu, C
TEM Ha CKOJ1bKO NPOUEHTOB YBEJTMYNBAETCA LlE€Ha Ha TOBAp»

dnacTtu4HocThb LleHbl B cnpoc (¢, ) onpeaensieTcs no copmyne:

% nameHeHuss B 00 bLEME npoaax
% n3meHeHUA LEHbI

OnacTn4HOCTb cnpoca MOXET ObITb OTpULATENBHON NPU 0OpPaTHOWM CUTYaLIUN:
Cnpoc NagaeT LeHa pacTeT

nielsen
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KoHuenuua PerynsapHou & lNpomo GnactnyHocTtu LleHbl

. OTKNUK npofax Ha D OTKNMK npoaax Ha perynsipHoe
NMpomo-nameHeHne LeHbl M3MeHeHue LeHbl
1,600 Volume Sales == Promoted Price == Regt;l::::helf 1.20
1,400 110 S
9 a
2 1,200 100 2
£ ]
¢ 1,000 090 @
= £
@ 5
800 - 1 080
600 I | I | I I I 070
Week Week Week Week Week Week Week Week
1 2 3 4 5 6 7 8

OTKNMK Npoaax Ha N3MEeHeHWe LieH CBA3aH C OnacTu4HoCTblo LieHbl PerynspHas OnactnyHocTb LieHbl-103HavaeTyTo Ha 1%
yBenu4yeHus LeHbl Mbl BUaAnm 1% notepwu B npogaxax. [NpoMo 3nactuyHOCTb LeHbl-103HavyaeTyTo Ha 1% yMeHbLUEeHUS LLeHUMbI
BMAUM 1% yBenuyeHuns B npogaxax

nielsen
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KOHTEKCT:
Kakne 6peHabl FCMG ckrnoHHbI K 6onee BbICOKOM / HU3KOW LEHOBOW 311aCTUYHOCTU
«CHEeXUHKN» npencrtasndaroT 6peH,E|,bI. P63yJ'IbTaTbI OCHOBaAHbI Ha ncclregoBaHUAxX UeHbl Mo OCHOBHbLIM
KaTteropmam FCMG, TakKne Kak: HaNnnTKu, KOd)e, l—Ial‘/ll, Mowwmne cpencrtea, MOJTOYHbIE MNMPOAYKTHhI,
KOHOUTEPCKNE n3nenund, JIMKepbl, JTIOCbEHbLI U T.A. B EBpone.

(1) H1u3kuin o6 LEem npopax,

1 2 Bbic. 9nacTUYHOCTb LiEHbI:
Hu3kumn kanutan 6peHaa,
* * * LeHa He CUJIbHO oTnnYyaeTcs
= *ge %* % * L * . OT KOHKypeHTa
5 :
= High ¥y o g * * (2) Bbicokuit 06bem npoaax,
© * 3 * Bbicokas anacTM4HOCTL
L E PRI x . LUeHbl: bpeHabl
8 * gk, * OpMeHTHaLeHb! = LleHoBble
= . %* %* MHbI .
a -22 * * * g W % 83 CpeaHnn o6em npoaax, Cp.
© * kg ¥ * * AnacTUYHOCTb UeHbl: OCHOBHbIE
= * * * 4 6peHAbl.
o * *x T %
14 & * * % (4) Bbicokun o6bem npoaax,
* # Husk. dnacTuyHOCTb LeHbl:
* *4| Jlnaepol pbiHka. LileHoBbIe
Low nuaepsbl

é (5) Hu3k. o6bem npogax, Husk.

ANacTUYHOCTb LieHbl:
Aons PeiHka High HuwesBble 6peHabI(OpraHnka n

**CpeaHsia perynsipHas anactuyHocTb LeHbl gnd FCMG ocH.Ha 6onee T.A.) n Cynep lMpemuym
yem 500 ueHoBbix nccnegobarusi Nielsen B UK.
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Kak NoHMMaHme anacTUYHOCTU LieHbl MOXET NMOMOYb ONMpPeaenuTb
NPaBUITbHYIO LIEHY

AnactnyHocTb / lona B

o6bEMe npoaax Brand Type MpuHUMNbI LEHOOOpa3oBaHUA
Husknin kanutan 6peHaa, BbICTPO pearMpoBaTh Ha U3MEHEHUE LieH
g:?ggﬁaﬂging:ﬁzgg);{:x’ LueHa He CUJTbHO OTJIN4YaeTCA OCHOBHbIX KOHKYPEHTOB, BbiCTpanBaHue bpeHna
OT KOHKYpPEHTa. metony ATL (above-the-line) .

CnepoBaTb NMOHWXEHMIO PbIHKA, YTOObI LieHa
ocTaBarnacb KOHKypeHTHOI. Monb3oBaTbcs
NMPenMyLLECTBOM BbICOKOW A0OMMB Npoaaxa

Bbicokaa gonsa B npogaxax, BpeHabl OpUEeHT. Ha LIeHbI=
Bbicokasa anacTU4YHOCTb LieHOBbIE BOWHDI

CpenHAaAa oonsa B npogaxax,
CpenHAA 3nacTUYHOCTb

OI'Ipe,D,eﬂFITb OCHOBHbIX KOHKYPEHTOB IO ueHe 1

OcHoBHble BpeHabl ;
pearnpoBaTtb B COOTBETCTBUN C X OENCTBUAMMN.

He pearnpoBaTb Ha U3MEHEHMs PbiHKA.
MpogomkaTtb MapKETUHIOBYH aKTUBHOCTb OS5
noaaepKku kanutana opeHg

Bbicokasa nonsa B npogaxax, Nuaepsl pbiHka. LieHoBble
Huskaa anacTuyHoCTb nuaepsl

PearvpoBaTtb ToNbKO Ha LieHy BpeHOoB, KOTopble
Huwesble 6peHab! TONbKO 3axo4AT B HULWY. Mcrnonb3oBaTb Mo
MaKCUMYMbl BbIrOAbl HULLIN.

Huskas gona B npoaaxax,
Hu3kas anacTMYHOCTb

nielsen
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OTHOLLEHMe nokynaTenien K NpomMo - akLMAaM B
pasfMYHbIX KaHanax gucTpuoyunm

Kanan guctpmuobyuum OObIYHbIN NOAXO0A K LLeHOOOpa3oBaHUIO

LleHa n mecTo Ha nonke XnU3HeHHO
BakHbl. Bpemsi, npoBeaéHHoOE B
Hypers / Supers MarasmHe n LUMpoTa acCopTUMEHTA
MOBbILLAIOT LIEHOBYO 3M1aCTUYHOCTb
nokynartenem

MNoTpebutenn meHee YyBCTBUTENbBHbI K
LieHe, MOKYMNK1 COoBepLuatoTCs No
Convenience HeobxoauMoCTH (MonorHeHre 3anaca).
LleHa no oTHOLIEHWIO K NpeACTaBEeHHbIM
B TOYKE KOHKYpEeHTaM BCe €LLUE BaXKHa.

Hanuuune npoaykta 6onee BaxHO, Yem
ero LeHa, Tak Kak MoKynku MMnyrbCUBHBI.
Y3KuUin aCCOPTUMEHT TaKxXe OTBNneKaeT
BHUMAaHUE OT LIEHbI. .

Petrol Stations

nielsen
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YnpaBneHue lNpoaBuxeHnem




OnpepeneHune NpoaBuxeHus

NMpooBuxeHue
“BpemeHHoe nameHeHmne UeHbl/ LEHHOCTU ANS BAUSHUA HA NPOAaXN U
BOCnpuaTme.”

Llenb:
“‘LUenb npoaBuXeHUs -okasaHne BNUAHMA Ha MOoKynaTenbCcKoe noseaeHne ans
yBenmyeHusa obbema npogax / npmbbinu

Pe3ynbrar:
[don. ctumyn anga nokynarenen /notpedutenen npuobperate TOBapbl B TEYEHME
onpenenieHHoro nepuoga BpemMeHu

nielsen
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Ponun Kateropun& YnpasnexHue
[TpoaBuxeHnem




Ponb KaTeropuun u pelueHus

Assortment

Pricing Management

Promotion

Space Management

Management

Management

the seasonality

Different approach
during the season
(start, middle, end)

DESTINATION The most completed Depends on the High level of activity .
collection per overall strategy & High frequency

category, marketing mix of the Long duration .

sub-category, brand & retailer .

SKU .

CORE / Wide collection per Competitive & Average level of .
ROUTINE category, consistent within the activity

sub-category, brand & reach of competition Average frequency .

SKU Average duration .

OCCASIONAL / A product collection Opportunity for higher Seasonal / Timely .
SEASONAL that its range is than average prices & activity

changing because of margins .

CONVENIENCE

A chosen collection of
the most principal
brands

Opportunity for higher
than average prices &
margins

Low level of activity
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CtpaTteruu Kateropmn&
YnpaBneHue lNpoaBuxeHnem




3AYEM HOBXOOAUMO USMEPATb NMOKAS3ATEJIN ?

« OINPEAEJNINMTE BO3MOXHOCTW, BbIABJIEHBIE BO BPEMA
AHAJTTN3A SPPEKTUBHOCTU KATETOPUI.

e COPVEHTUPYUTE KOMAHObI PUTEUNA & MOCTABLMKOB HA
OOCTWMXXEHME OBLMX LIENEN N 3A0A

 KOPITOPATUBHBIE CTPATEI'MA & TAKTUK CTOPOH OOJT>KHbI
CMNOCOBCTBATb BbIMONHEHVIO LEENEV 1 SAOAY

« OUEHWTE BKITAA KATEITOPWKA B BbITNOJIHEHWE OBLLEX
LIENEV PUTEUNEPA

PE3YIIbTAT COBMECTHOW PABOTbI PUTEUNA U
[MOCTABLUMKOB

nielsen
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CAT MAN: OMNPEOEJIEHUE KATEIOPUW ?

KATEITOPUA — I'PYTITNA TOBAPOB CO CXOOHbIM CIMMOCOBOM
NPUMEHEHWA, HANPABJITEHWEM UCTOJIb3OBAHNA,
YOOBJIIETBOPAKOWAA CXOXKWE NMOTPEBHOCTH

OMPEAOENEHHAA, KOHTPOJIUPYEMAA PYTITA TOBAPOB \ YCJIVT,
KOTOPBIE NMOTPEBUTEJIN BOCINPUHUMAKOT KAK ©YHKUMNOHAJIBHO \
ECTECTBEHHO B3AMMOCBA3AHbIE N \ T BSBAMMO3AMEHAEMbBIE

B NPOLIECCE YOOBJIETBOPEHVA 3AMPOCOB NOTPEBUTENA

['PYTINA BSBAMUMO3AMEHAEMBIX U \ UTTK BSAUMOOOTNOJIHAKOLWWNX
MPOOYKTOB, OPTAHN3OBAHHAA B COOTBETCTBUAN C
KINNACCUOUKALIMEN, ONPEOENAEMOM HA OCHOBE EANHOOBPA3UA
TPEBOBAHWW NOTPEBUTENA.

Presen

nielsen tation
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[MPEVMYLLECTBA CAT MAN OJ1A :

[TOKYNATEJIEN \ NOTPEBUTENEMN:

OLIEHMBAIOT COCTAB KATEIOPKM MCXOOA N3 CBOUX 3AMNPOCOB U
[MOTPEBHOCTEW )

MNOBLIWAET BIMEYATIIEHWE OT NOCELWEHNA BBICOKUN YPOBEHb
yaoOBJIETBOPEHHOCTU N UHEHHOCTHOW 3HAYNMOCTU KATETOPUA

*PUTEMIEPOB : ]

YIYYULLEHWE MUIXA TOPFOBOW TOUKM

MEPEXO/] HA BOJEE BbICOKW YPOBEHb NTOSANIbHOCTU
MPVBNEYEHME HOBbIX MOTPEBUTENEN _

YNYYULEHVE ®UHAHCOBBIX MOKA3ATESIEN

*MNOCTABLLUMKOB \ NIPOU3BOAUTEINEN:

CTAHOBATCA NMMOEPAMW KATEFOPUW / COBETHUKAMU
YKPEMAOT OTHOLWEHWA C PUTENIIOM

YNYYLWAIOT ®PHAHCOBbBIE MOKASATEN

nielsen
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CAT MAN:NPEOBLICTOPUA
PUTEWMN CTONKHYINCA C BbICOKOW KOHKYPEHLIMEN

BEPEHObI VS KATEITOPUW - KTO OJ1A KOO BOJIEE BAXEH ?

CTOPOHbI BEJI XXECTKUE NMEPEIOBOPbI

Y PUTEMNA HET PECYPCOB A1 MCCNEQOBAHNI
Y NPON3BOOUTENEN HET NAOWAAOK ONA NPAKTUKMN

2\ 3 PELLEHWMW O MOKYTKE MPOUCXOOUT B MATA3VHE

nielsen
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CAT MAN:OTIPEOENEHWE MNMPOLECCA

[MPOLIECC COBMECTHOW PABOTbI NPOU3BOAUTENA
U PUTEUNA:

1O YINPABJIEHNKO KATETOPUAMW KAK
CTPATET'MMECKUMU BU3HEC EAUHULIAMU

HAMPABJIEHHBIV HA OOCTUXKEHUE BOJNEE BbICOKMX
BU3HEC NMOKA3ATENEWN

MYTEM KOHLIEHTPALWW YCITUNN HA
OOCTUMXXEHMM LEHHOCTHOW 3HAYMMOCTU
anA NOKYNANENA

nielsen
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CAT MAN: MNMPOLLE NIOBOPA ....

YBEJIMYNTb «PASMEP U OBLLUYHKO MACCY TNMUPOTA»
MAKCUMAJIbBHO YOBJIETBOPAA NMOTPEBHOCTW
MOKYNATENEMW :

TEM CAMbIM YBEJIMUMBAA OBbEM MNPOOAX U MNPUBbITb
PUTEVNA 1 NPON3BOOUTENSA, BbICTPAVBAA
OOJIFTOCPOYHYIO JIOAJIbHOCTDL C NMOKYTIATENTAMA

nielsen
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Category Strategy and Cat Man decisions

Category

Strategy

Assortment
Management

Pricing
Management

Promotion
Management

Space Management

Traffic
Building

Products with high market
share and growth

With high levels of loyalty and
penetration.

Actively supported by ABL &
BTL activities.

Low for key SKUs
Average for all other

Often & aggressive

Transaction
Building

Products of higher price

Large packages or multi packs
that target buyers of high
income or families with many
members

Average for key SKUs
Higher for all other

Secondary locations
Special displays

Cash
Generation

Products of higher movement
& small inventory that lead to
the increase of cash flow

Average for key SKUs
Higher for all other
Attractive pricing for
multipacks, big sizes etc

Promotion on products
of higher movement &
small inventory that lead
to the increase of cash
flow

Multipacks, big sizes

Profit
Generation

Products of higher price or
profit margin

Products of lower price &
margin but large sales

Higher prices & margins
or lower prices &
margins that lead to high
sales

Non price promotions
except for promotions
that lead to high
volumes of sales

Turf
Defending

Products with high market
share & volumes

Low for key SKUs
Average for all other

Promotion on products
with high market share
& volumes

Excitement
Creating

Products of rapidly developing
sub-categories
Products with high seasonality

Low prices for specific
SKUs with high interest

Theme promotions

Image
Enhancing

Unique & leading brands

Depends on image to be
created

Trade events
Seasonal events




How Promotions Work?




Incremental, Base & Lost Sales

TOTAL Multi-bu
SALES y

INCREMENTAL

Sales as a direct result of in-store
activity (and media)

] No activity = no sale

Specia
TPR |

Featur

BASE

Sales that would have occurred
without any in-store activity

] Includes promoted sales that
would have occurred without
the promotion

ompetitor
B

Competitor
LOST A
Sales lost due to competitor promotions

1 No competitor activity = more sales

for our brand

_ Competita
Competito

nielsen
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Developing an understanding of the
promotions environment.....

Account Switching

Forward Buy

Category
Growth

Increased

_> Incremental Consumption

Competitive

Promoted Steal

.

Rewar e
Cannibalisation

Regular Regular

nielsen
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Promotion

Setting Process




Promotion Setting Process

xecute onduct
Promotions Promotional
Eyvaluation

evelop
Promotional Promotional
Opjectives esign

progmotional
tactics

nielsen
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Define promotional objectives

T Consumer Behavior
Overall Objectives Objectives

« Volume growth * Trial
- Consumer Penetration —’ * Continuity
» Manufacturer Profit * Loyalty
Growth * Increased Usage
* Retailer Margin Growth * Image Enhancement

nielsen
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Promotion Setting Process

xecute onduct
Promotions Promotional
Eyvaluation

evelop
Promotional Promotional
Opjectives esign

progmotional
tactics

nielsen
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Develop Promotional Design

Promotional Design is “How” the Promotional Objective will be reached

Key Considerations:

What do we want to happen?
Example: Attract new (or lapsed) customers

Who is the consumer?
Example: Demographics, characteristics, shopping mission

Where the incentive is being delivered?
Example: Channel, customers, region, format, number of stores

Level and type of Incentive
Example: Trial Package with purchase of complimentary item, 10% Money back offer

nielsen
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Develop Promotional Design

The six C’s Promotional Strategy

Cost A key part of any customer’s value perception promotions are
often used to influence costs & therefore perceived value

Location, Opening Hours, pack size suited to purchase

Convenience occasion, product availability; promotions to drive impulse

A mix of product & delivery of the “brand promise”;
Concept promotions can add to the brand concept in the mind of the
consumers

Keeping the customer informed; can be very powerful if used

Communication in conjunction with right promotional offer

Customer Promotions facilitate relationship building between brand &
Relationship customer (shopper)
Consistency (5)r(1:-%oing quality & reliability through integration of the other

nielsen

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



Promotion Setting Process

xecute onduct
Promotions Promotional
Eyvaluation

evelop
Promotional Promotional
Opjectives esign

progmotional
tactics

nielsen
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Fixed vs. Variable Promotional Costs

nielsen

s Ve

A fixed promotional cost is a
given cost that will be incurred
regardless of how many units

are sold

A variable promotional cost is a
cost that will depend on the
number of units sold

$5000 Feature
Ad Placement Fee

$100 Display Rack
(One for each store)

$2.00 Off Regular Price When
You Buy 2
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Fixed vs. Variable Promotional Costs

Current State prior
to promotions ¢ E%tf]elnue
Total
Breakeven point e costs
@ Variable
costs
Cost
@ Fixed

Units Sold

nielsen
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Promotion Setting Process

xecute onduct
Promotions Promotional
Eyvaluation

evelop
Promotional Promotional
Opjectives esign

progmotional
tactics

nielsen
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Execute promotions

Retailer Promotions Trade Promotions Sales Force
Promotions

v  Attract new (or v/ Persuade retailers to ¢ Motivate your sales

lapsed) consumers

stock the brand and

v Increase loyalty of gain additional
existing customers visibility
v Increase usage v Compensate for price

increases

Temporary Price
Reduction

Bonus Packs
Coupons / Vouchers
Loyalty Points/Card
Competitions
Displays

Events

Loyalty Bonuses
Credit

Change of Terms*
Sale or Return*
Competitions/ Contest*

force

Bonuses / Commission
Coupons / Vouchers
Gifts

Competitions/ Contest

Make sure to include the above linked costs in your

Breakeven Analysis
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Promotion Setting Process

xecute valuate
Promotions Promotions

evelop
Promotional Promotional
Objectives esign promotional

tactics

nielsen
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Evaluate Promotions

 Combine both quantitative & qualitative data when available

» Calculate reward & incremental promotional sales in order
to identify the real effectiveness of the promotion

* Monitor sales the weeks after the end of promotion

* Try to explain any positive or negative variances vs.
expected

« Extract key findings that can be replicated in future
promotions

nielsen
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Promotion Management

by channel




Promotion Approach by channel

Channel

Regular Price

Promotional Price Approach

Hypers / Supers

Shelf Price Position is critical. Available
time and wide product range increase
consumers’ price sensitivity.

Consumers are more likely to look out for
price deals and response will be higher
than in other channels. Private transport
facilitates bulk purchases.

Convenience

Consumers are less price focused and
purchases are needs driven (stock up).
Competitive pricing within the available
range is still relevant.

Promotions are generally less efficient
and therefore need to be well presented
and attractive. Large volume offers will be
less suited to convenience shopper.

Petrol Stations

Product availability is more important
than price point as consumers’ purchase
is impulse driven. Narrow assortment will
also reduce price consciousness.

Promotions would only work on pure
impulse purchase categories, i.e. soft
drinks and confectionery, and need to be
very attractive and well located.

nielsen
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Space Management




What is the scope of Space Management?

To maximise the sales of the total category
at the point of purchase by ensuring achievement
of in-store presence, which will promote
increased availability, accessibility and profitability

nielsen
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Category Roles &

Space Management




Category Roles and Cat Man decisions

Assortment

Pricing Management

Promotion

Space Management

Management

Management

the seasonality

Different approach
during the season
(start, middle, end)

DESTINATION The most completed Depends on the High level of activity Prime location of
collection per overall strategy & High frequency category
category, marketing mix of the Long duration High traffic
sub-category, brand & retailer High time exposure
SKU High space allocation
CORE / Wide collection per Competitive & Average level of Average store
ROUTINE category, consistent within the activity location of category
sub-category, brand & reach of competition Average frequency High traffic flow
SKU Average duration High space allocation
OCCASIONAL / A product collection Opportunity for higher Seasonal / Timely Good store location of
SEASONAL that its range is than average prices & activity category
changing because of margins High traffic flow

Average space
allocation

Seasonal secondary
points of sale

CONVENIENCE

A chosen collection of
the most principal
brands

Opportunity for higher
than average prices &
margins

Low level of activity

Available location of
category
Low space allocation
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Category Strategies &

Space Management




Category Strategy and Cat Man decisions

Category

Strategy

Assortment
Management

Pricing
Management

Promotion
Management

Space Management

Traffic
Building

Products with high market
share and growth

With high levels of loyalty and
penetration.

Actively supported by ABL &
BTL activities.

Low for key SKUs
Average for all other

Often & aggressive

High profile location & competitive category
space allocation

Attractive shelf layout that highlights SKUs
segments with high loyalty

Use of secondary point of sale

Transaction
Building

Products of higher price

Large packages or multi packs
that target buyers of high
income or families with many
members

Average for key SKUs
Higher for all other

Secondary locations
Special displays

Shelf layout should direct consumer
attention to higher priced SKUs, multipacks
or large sizes (trading up)

Cash
Generation

Products of higher movement
& small inventory that lead to
the increase of cash flow

Average for key SKUs
Higher for all other
Attractive pricing for
multipacks, big sizes etc

Promotion on products
of higher movement &
small inventory that lead
to the increase of cash
flow

Multipacks, big sizes

Increasing cash flow and turnover by
focusing on cash generative SKUs,
Allocate space to fast turning products with
high stock turn & low inventory

Use of bulk displays

Profit
Generation

Products of higher price or
profit margin

Products of lower price &
margin but large sales

Higher prices & margins
or lower prices &
margins that lead to high
sales

Non price promotions
except for promotions
that lead to high
volumes of sales

Shelf layout should direct consumer
attention to higher priced & more profitable
SKUs

Cross merchandising

Turf
Defending

Products with high market
share & volumes

Low for key SKUs
Average for all other

Promotion on products
with high market share
& volumes

Highlight SKUs segments with high loyalty
Focus merchandising on new / high profile
SKUs

Excitement
Creating

Products of rapidly developing
sub-categories
Products with high seasonality

Low prices for specific
SKUs with high interest

Theme promotions

Focus space allocation for new / innovative
products, seasonal items, rapidly growing
sub segments,

Use of in-store theatre

Image
Enhancing

Unique & leading brands

Depends on image to be
created

Trade events
Seasonal events

Space allocation for unique & leading SKUs
Priority on reinforcing store / retailer image
Use of category themes




What is a Planogram?




What is a planogram?

e Display: It's a way of displaying the arrangement of a product collection
in a store, a store typology or a retailer

* Position & Facings: It indicates the position of every product in the
shelf, as well as the number of facings per product

* Realism: There are required exact dimensions of the shelves and the
products so as the representation to be 100% realistic

e Data: It may include qualitative and financial data for further analysis and
valuation of the current and the expected results

 Collaboration: It contributes to the bargaining between the retailers and

the suppliers

nielsen
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Creating Consumer Focused

Planograms




Creating Consumer focused planograms

Category Product Category
Blueprint Placement SVETE o]y

nielsen
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1. Applying the Consumer Decision Tree

* Shows how shoppers define
different parts of a category []
* Shows how various elements fit

s AP
JREREREEED

Key Outcome
 Aids decision-making process in-store

 Strategic reference guide for implementation
and construction of planograms

nielsen
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Creating Consumer focused planograms

nielsen
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2. Defining Segment Weightin

« Analysis of market performance at
segment and sub-segment level

» Allocates fair share of space at
segment and sub-segment level cola Mixers | |- Juiices

30% 20%
Regular Light

50% 15% 35%

Key Outcome

« Appropriate space allocation by
segment and sub-segment

nielsen
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Creating Consumer focused planograms

Category
Blueprint

nielsen
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3. Creating the Blueprint

« Shows how SKUs are to be merchandised in
line with the consumer decision tree

e Considers segment weightings

* More than one blueprint can be produced [
according to different product assortments,

store formats, regions _@ Sibcstgon || suncss

1
Submgmy Subcategory
A B

i
co
U
05
[l=]
(=]
/E/

» Built before further planograms are producc

Key Outcome
A generic layout which:
v/ meets shopper and consumer needs
v’ is in line with retailer and manufacturer objectives

nielsen
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Creating Consumer focused planograms

Product
Placement

nielsen
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4. Allocating Products

 Marketing Strategy (segmentation, store
formats, category role)

* Merchandising Tactics (customer flow, e
market share, promotions) B, o on

e Shopper/Consumer (purchase |
behaviour, needs demographics)

Key Outcome
A product specific planogram which:
v/ Has a balance of visual and financial factors taken into
account
v’ Is driven by marketing strategy
Is in line with current merchandising guidelines

nielsen
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Creating Consumer focused planograms

Category
SVETE o]y

nielsen
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5. Evaluation Pre and Post Implementation

What to consider:

* The measurement criteria used are similar in both stages with the exception of
tracking compliance in post implementation

Visual analysis
* Planogram is consistent with Consumer Decision Tree
» Blocking by brand, usage, pack size
 Vertical and horizontal layout
Financial evaluation
* Optimal stock level
* Right space is allocated to right products
» Appropriate space reflecting latest trends for growing segments

nielsen
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Summary




Producing Planograms from the CDT

Define the CDT Planogram with live images
I T Y
_— T L 1
o) hiiiiiiiittttééééé éééééééééi&é&é&é
- Create the blueprint

S

nielsen
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LLIAT 7:

BHEOAPEHUWUE \ AKTUBALIUA
[MPOEKTA




Focus areas before implementation

* Involve cross functional teams early in the project
* Jointly write the store briefings (retailer and supplier)

* Ensure senior management is aware of the extent of disruption, cost
and benefits of the recommended category plans

* Present a summary of the plan to all affected suppliers in the category
so that all players understand and are aligned with the strategy

* Develop a reporting mechanism for implementation

» Use executive summaries to communicate the findings of the category
review and implementation plans

nielsen
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In Store Trials

» Test stores:

v’ There should be sufficient number of test stores to produce robust
conclusions

v’ Since trial stores are frequently chosen based upon relationships with
stores or store managers, it is crucial to ensure that these trial stores are
representative.

v’ Where possible, rotate trial stores, so that consumers do not become
immune, or aware of their existence

* Support: depending on scale of changes, trial stores may require
field-based support to ensure that the plan is successfully implemented

» Checkpoints: pot checks will be useful to help determine the level of
compliance

nielsen
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Selection Of Test vs. Control Stores

e Each Test Store must be matched against a specific Control
Store

* The Stores should be matched based on:
— Store Size, Turnover, Growth / Decline
— Store location (In Town, Out Of Town)
—Number Shoppers, average spend, profile
— Category Turnover, Growth / Decline
— Category Share of the Store
— Category Space

nielsen
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Consumer Communication

0 Changes resulting from the implementation programme are likely to require
some form of consumer communication. The first step in developing such
communication is to identify the changes that will impact consumers:

v Assortment: advise consumer of de-listed SKUs and recommend
replacement products

v Promotions: communicate any major changes to promotional policy (e.g.
moving from high - low promotions to EDLP) and their associated benefits
to consumers

v/ Merchandising: communicate major changes in the store layout so that
consumers can easily find the products that they are looking for

nielsen
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Step 8:
Category Review




Reviewing Performance

e Why do you need to do this?
v To analyse the success of the roll-out of the proposed planograms
e What does it involve?

v Using data obtained to analyse the situation before and after
implementation.

v Demonstrate the Return on Investment
e How often?
1 month
3 months
6 months

S X KX

1 year

nielsen

Copyright © 2010 The Nielsen Company. Confidential and proprietary.



Category evaluation

v Check after1/3/6 /12 months and allow sufficient time for sales impact
to show.

v Measure against a control store group as well as versus previous year
figures for the same stores

v/ Include consumer and retail quantitative measures

v Where possible, include qualitative feedback e.g. accompanied
shopping across trial and control stores

v Include logistics measures, e.g. availability,waste

AN

Look across other related categories to evaluate impact
v/ Ensure that recommendations can be replicated across total store-base
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1 month checkpoint

1 month 3 months

Assortment

» Check the assortment in-store vs.
the proposed range

» Check that all products have the
correct no. of facings

Implementation

» Check that implementation has
occurred and is still being
maintained in-store

* Review any comments from the
customer & personnel about the
fixture

Availability * Check the product availability &
OOS levels
Performance  Review total category topline

performance to check early
indication of trends
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1 month checkpoint

Changes:

v 1 month changes should only be made if implementation (planogram
and number of stores) has not occurred to agreed levels. If this is
the case then, it needs to be corrected immediately

v/ Constantly changing the implementation, will mean that we will not be
able to identify what is driving the results that are achieved, whether they

be good or bad
Roll out:

v  Decisions on rolling out the implementation should not be based on 1
month’s results, regardless of performance
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3 months checkpoint

Assortment

» Check the assortment in-store vs.
the proposed range

» Check that all products have the
correct no. of facings

» Check the assortment in-store is
as expected

* Review the space due to any
lines added/deleted

» Check that all products have the
correct no. of facings

Implementation

» Check that implementation has
occurred and is still being
maintained in-store

* Review any comments from the
customer & personnel about the
fixture

» Check that the planogram is
compliant and is still being
maintained in-store

* If necessary draw up an action
plan if there are any
discrepancies between what was
agreed or expected

performance to check early
indication of trends

Availability » Check the product availability & * Review the availability of existing
OOS levels & new lines
Performance * Review total category topline * Review performance to examine

if there is a movement towards
project specific targets
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3 months checkpoint

Changes
v/ If the performance of the project falls to unacceptable levels which were
defined when setting the project targets, then at 3 months the whole
project will need to be reviewed
v This will most likely mean that the implementation will need to be
rethought and revised

Roll Out

v/ If the project proves to produce very good results, it may be that there
is no need to wait the full length of the project before rolling the
concept out to other stores in the Retailers portfolio
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6 — 12 months checkpoint

* At 6 & 12 months, a full review of performance should be conducted
 This should compare current performance against all targets set
* Review both quantitative and qualitative targets

 Also check that progress has been made towards the common category
objectives
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Example




Category Review

Consumer Behavior

Consumer Household

Current
90%

Target Actual
95% 93%

Penetration

Average Category Transaction 10 € 12 € 13 €
Consumer Satisfaction 85% 90% 90%
Retailer Current Target

Category Turnover 40.000 € 45.000 € 43.000 €
Category Gross Profit 6.000 € 8.000 € 8.500€
Turnover / allocated space 2.000€/ m 2250€/ m 2.150€/ m
Market Current Target

Category Market Share 5% 7% 6%
Productivity Current Target

Days of inventory 8 5

GMROI 7 8,5
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Thank you!

For any additional information please contact your local
Nielsen Office

or send your question at paris.galanis@nielsen.com




