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The Retail Industry is Booming

Global retail sales are estimated to reach $29 trillion by 2025*

Tremendous growth is occurring in both fraditional and non-
traditional retail formats

Department Outlet Ecommerce
Convenience Kiosk Omnichannel
Supercenter Affiliate Softlines
Specialty Consignment Hardlines
Luxury Subscription

Grocery Concession

Discount Store-in-store

Drugstore Shoppable media

* Source: PR Newswire/Research and Markets



The Retail indusiry is here to stay

Strategic Trends

Opening Stores (traditional e-commerce - shipping, returns*, cost of acquisition)

“Inven’rory Apocalypse" Inventory is the enemy of every retailer in the world — Mickey Drexler
New Retail Format: Popshelf, five below (Mix of dollar stores, home goods, convenience)
LARP - Live Action Role quying (Disney, Renaissance Faires, Univeral Studios, Comicon, Star Wars)
Build to Order

Sustainable (everlane, rothys)

Personal Branding (gen z Collusion exclusive to asos)

Planning Response

Testing (alternate hierarchies, what-if, scenarios)

Cross channel selling

Finance and merchandising integration

Assortment planning

Nice to have - optimization (price, assortment, micro-marketing)

*up from 11% 2020 to 17% in 2021, $760 billion - Study by NRF and Appriss retail °
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« Pandemic

» Supply Chain Issues
» Climate Change

* Inflation

 War

* Polifics

* Income Disparities
» Racial Tensions

» Rising Energy Prices
« Natural Disasters

$

Category
Planning

Annual
Operating
Planning

Assortment
Planning

Initiative
Planning

Promotion
Planning

Logistics
Planning

Demand
Forecasting

Bill of

Materials

TD/BU
Reconcile

Space
Productivity

Store
Planning

Labor

Planning

Capacity

Planning

Legacy planning solutions are no match for rapidly changing global conditions
We need a way to change the process regularly
And keep merchandising, operations, finance, and supply chain connected

Work Orders
Purchase
Orders
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Category planning Unit conversion Promotional planning
Trade management Supplier planning Price optimization
Space productivity Store clustering

PLM design Raw material platforming

Supply & demand Style color productivity

Fast fashion

Omnichannel Customer loyalty

BOPIS/BORIS Customer lifetime value Hot!!
Personalization B
Affinity Halo effect Omni - Cross Selling
Lost/missed sales Bundling Clustering
Substitution sales Returns Segmentation

Integrated planning Open to buy Unit ladders
Store planning Seasonal planning Stock protection
Assortment planning  Merchandise planning Allocation scorecard

Price & markdown Size & pack Replenishment
Assortment Promotions Demand forecasting
SKU rationalization Allocation

L0 L B L BB L L B L L

> o \ New use cases show up every day. What planning solution can spin these up in
days or weeks?




New Worksheet

What is a planning platform?
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What is a planning platform?

New Model

¥ Modules

Modules || Functional Areas || Line liems
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D e m O S Charlie “Lily” Paws

CEO, Unicorn Candy Company

UAT Accepted Solution for
* L1 | FP&A
e L2 | Supply Chain
e L3 | Sales Performance Management

Retail Method (MFP)
Unit Conversion
Assortment Planning
Anaplanwich

b



How to Get Started

KISS — Keep it Simple! You can always add later.

Start with pre-season or in-season to establish a baseline
Include demand planning / forecasting at the aggregate level

%’rolr’r c)jriving down to the lowest plannable level (like SKU or Style
olor

Roadmap
Data Hub
Center of Excellence

Community



Major American Designer and Marketer of Children’s Apparel

Pre-Season In-Season

Marketing Master . Size /
Plans Data sourcing PL Pack

v

Replenish
ment

Financial
Targets

Category
Plans

6ount Buy P\

. . Assortment
Financial Plans / lan
Plans Plans PD Lines
Plans

Demand
Forecasts

Strategy &
Hindsight

Allocations

{ } Multiple Connections O Process Input O Anaplan Enabled O Linked System}

Clearance

Promo &
MD Plans
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ERP

Operations

Data Lake
History
Master Data

f“-napian

Merchandising

American Chain of High-End Department Stores

M&A
Modelling &
Synergy

Balance
Sheet

Annual
Operating
Planning

Store &
Operations

Sales
& Margin

Initiative
Planning

Corporate
FP&A

Store
Finance

Digital
Finance

Pre-Season
Planning

Supply Chain
Finance

Channel
& Brand
Profitability

Marketing Finance

Human Capital ROF

TD/BU
Reconcile

Real Estate Finance

Merchandise
Planning

In-Season
Planning

Assortment
Planning

Marketing
Budgeting &
Planning

Product
End of Life

Promotion
Planning

Ladder
Plans

Space Productivity

Open to Buy

Receipt
Plans

Demand
Forecasting

Campaign
Planning

Allocations &
Replenishment
Planning

Labor
Planning

Distribution
Network
Planning

Logistics
Planning

Back
Office

Line Planning

ERP
Purchase
Orders
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Pt. Solutions
Replenishment
Allocation
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Demo — MFP Retail Method

< CAT_42_Retail Inventory Method Worksheet @ < +r

O, Find...

STARTING INVENTORY
Starting Inventory RTL
Starting Inventory CST
IMU %

RETAIL VALUATION
Beginning Onhand RTL
Receipts RTL
Markups

Goods Available for Sale RTL
MD Perm
MD POS Discounts
MD MOS
MD Total
Sales RTL
Total Reductions RTL
Ending Onhand RTL

COST VALUATION
Beginning Onhand CST
Receipts CST
Goods Available for Sale CST
Cost of Goods Sold
Ending Onhand CST

KPls
CMU %

Margin

Margin %

Cumulative Inventory RTL
Average Inventory RTL

Feb 21

$8,795
$ 5683
35.38%

$ 8,795
$ 4,954
$132

$ 13,881
$ 257
$14
$64
$335
$3,138
$3473
$ 10,408

$ 5683
$ 3,155
$ 8,838
$2211
$ 6,627

36.33%
$927
2953%
$ 19,203
$ 0,602

Mar 21

$10408
$5228
$131
$15767
$ 264
$14
$65
$343

$ 3,400
$3743
$12024

$6627
$3233
$9.860
$2341
$7519

37.47%
$ 1,059
31.16%
$31,227
$ 10,409

Apr 21

$12,024
$5,235
$131
$17,390
$ 256
$14
$63
$333
$3,423
$ 3,756
$13,634

$7519
$ 3,150
$ 10,669
$2,304
$ 8,365

38.65%
$1,119
32.68%
$ 44861
$11,215

Q1FY22

$8,795
$15417
$ 304

$ 24,606
$777
$42
$192
$1,011
$9,961
$10,972
$13,634

$ 5,683
$9538
$ 15,221
$ 6,856
$ 8,365

38.65%
$ 3,105
3117%
$ 44861
$11,215

May 21

$13,634
$5,035
$136

$ 18,805
$ 255
$14
$62
$331
$3,471
$ 3,802
$ 15,003

$8,365
$3,262
$11,627
$2,351
$9,276

38.17%
$1,120
32.28%
$ 59,864
$11,973

Jun 21

$ 15,003
$5,168
$132

$ 20,303
$ 259
$14
$64
$337
$3522
$ 3,859
$ 16,444

$9,276
$3.177
$ 12,453
$2367
$ 10,086

38.66%
$1,155
32.80%
$ 76,308
$12,718

Jul 21

$ 16,444
$5,170
$134

$ 21,748
$ 265
$14
$62
$341
$3414
$ 3,755
$17,993

$ 10,086
$ 3,257
$13,343
$2304
$11,039

38.65%
$1,110
32.52%
$ 94,301
$ 13472

Q2FY22

$13634
$15,373
$ 402

$ 29,409
$779
$42
$188

$ 1,009
$ 10,407
$11.416
$17,993

$ 8,365
$9.696
$ 18,061
$7,021
$11,039

38.65%
$ 3,386
32.53%
$94.301
$13472

Aug 21

$ 17,993
$ 5044
$133
$23170
$ 256
$14
$62
$332
$3512
$ 3,844
$19,326

$11,039
$3,225
$ 14,264
$ 2367
$11,898

38.44%
$1,145
3262%
$113627
$ 14,203

Sep 21

$19326
$5,135
$135

$ 24596
$ 255
$14
$64
$333

$ 3,405
$3738
$ 20,858

$11,.898
$ 3,166
$ 15,064
$ 2289
$12774

38.76%
$1,116
32.77%

$ 134,485
$14943

Oct21

$ 20,858
$ 5,202
$133

$ 26,193
$ 258
$14
$64
$336

$ 3464
$ 3,800
$22,393

$12774
$3,167
$ 15,941
$2313
$13,629

39.14%

$ 1,151
33.24%

$ 156,878
$ 15,688

Q3FY22

$17,993
$ 15,381
$ 401

$ 33,775
$ 769
$42

$ 190

$ 1,001
$ 10,381
$11,382
$22393

$11,039
$9,558
$ 20,597
$ 6,969
$13,629

39.14%
$3412
32.87%

$ 156,878
$ 15,688

NA | Outlet v  Lipstick v Reset 174
"NEF Y L e B W
Nov 21 Dec 21 Jan 22 Q4 FY22
$ 22,393 $ 23,852 $ 25,125 $ 22,393
$ 5,059 $4.977 $5,101 $15,137
$ 136 $132 $137 $ 405
$ 27588 $ 28,961 $ 30,363 $37,935
$ 257 $ 255 $ 255 $ 767
$14 $14 $14 $42
$63 $64 $62 $189
$334 $333 $331 $ 998
$ 3,402 $3,503 $ 3,462 $ 10,367
$3,736 $3,836 $3,793 $ 11,365
$ 23,852 $ 25,125 $ 26,570 $ 26570
$ 13,629 $ 14,604 $ 15528 $ 13,629
$3263 $3,294 $ 3,259 $9.816
$16,802 $17,808 $18787 $23445
$2,287 $2371 $2,347 $ 7,005
$ 14,604 $ 15,528 $ 16,440 $ 16,440
3877% 38.20% 38.13% 38.13%
$1,115 $1,132 $1,115 $ 3,362
32.76% 32.32% 32.21% 32.43%
$180,730 $205,855 $232425 $232425
$ 16,430 $ 17,155 $ 17,879 $17,879

FY22

$8,795
$ 61,308
$ 1,602
$ 71,705
$ 3,092
$168

$ 759
$4,019
$41,116
$ 45135
$ 26,570

$ 5683
$ 38,608
$ 44,291
$ 27,851
$ 16,440

38.13%

$ 13,265
32.26%
$232425
$17,879

Quick links

80 item Plan

80 Home

Additional insights

ihaplan
un

B Drivers

Current Month Feb 21

Scenario to Use Baseline

Version to Use Current Plan

@ Scenario Management

‘ ) Create Scenario

‘ [@ Clear all Scenarios

(® Delete Scenario



Demo — Assortment Planning

Assortme nt Ma nage me nt Ladders > Markdown Planning >
inaplan

Step 1 - Hindsight

Current Assortment Women's | Beauty | Lipstick

R Top
. . . Substitution e Top
Image MSRP Price Landed Cost Margin % Annual APS Copy Pres Min Inner CSPK Floor Set Key ltem? Confidence Suhcs‘t,rlt:rtlon Substitution CC

Look Pressed gently into clay, delicate
flowers leave behind intricate

$12.95 $593 54.2% 500 impressions on our unigue dinner 14 [ 18 9% Rose
plate. Reactive white glaze coats
the plate, revealing the terracott .

Natural

The clean coupe shape of our
Wren dinner plate allows the bold
$6.95 $3.21 53.8% 800 two-tone glaze to get all the 14 [ 18 2%
attention. "Dipped” in ocean blue
surrounded by white, the plate ...

Beige Peach

Contemporary porcelain
whiteware represents a fusion of
$5.95 $ 265 55.5% 1,000 reflnement and rusticity. Round 14 4 16 |:| 8%
slim proflle takes on organic
overtones with freeform rims an...

Rose Natural

LY Margin %

Artisanal ceramic shapes are
glazed a soft white with subtle
$9.95 $4.95 50.3% 1,250 hand-antiquing on the freeform 14 4 16 1%
rims. The durable stoneware is
sturdy enough for use every day...

581% l

LY AUR Pink Beige

oo |

Crisp white oversized coupe
shape in durable porcelain goes
$ 495 $215 56.6% 1,500 casual for everyday, or 14 12 24 O 4%
sophisticated for formal dinners.
Microwave- and oven-safe, our ...

LY Margin Capture %

Peach Orange

95.9% ‘

e e . e

18



Demo — Anaplanwich

Step 1 Finished Product | The Anaplanwich
Enter the
material
properties
Step 2 Bread Bottom 310
$1.26
Select Stores Ham
by Day Turkey
Tomato
Lettuce
Cheese
Cucumbers
Sprouts
Bread Top

Sandwich Pick

All Ingredients

WIP | The Anaplanwich

51.26

“
e

“
e
o

$ 0.82

45

Raw Materials

Finished Product

Include?

Single Image

Leadtime
Quantity

Cost per UOM
UoM

Waste Factor
Cost

1Jul 21
2 Jul21
3ul1
4 Jul21
SJulz1
6 Jul21
TJul 1

Select? v

Bread Bottom Ham Turkey Tomato Lettuce Cheese Cucumbers Sprouts Bread Top sa';?:{im Ingr:«;: ents
Anaplanwich Anaplanwich Anaplanwich Anaplanwich Anaplanwich Anaplanwich Anaplanwich Anaplanwich Anaplanwich Anaplanwich
u P Qe
1 4 4 2 2 7 2 2 1 4
0.05 4.00 4.00 0.20 010 200 0.20 010 0.05 1.00
$1.75 $0.30 $0.30 $0.50 $0.80 $0.40 $0.35 $1.20 $1.75 $0.05
Eaches Cunces Ounces Eaches Eaches Ounces Eaches Eaches Eaches Eaches
10.0% 5.0% 5.0% 8.0% 20.0% 2.0% 10.0% 5.0% 10.0% 0.0%
[ $041 Djt $ 1.261t $ 1.261t $0.1 11t $0.1 Djl $ 0.821t $ 0.081t $0.1 31[ $0.1 Djt $ 0.051t $ 3.99]
001 'Psat'rk"""'h i o0zl 002 | Edina Min:::;olis Min:‘::;olis 00615t paul 007 | Brookiyn 0 | plymouth 008 | Burnsville 010 | Woodbury
innetonka North South Park
O O
O O
(I O
o O O
O O
(I O
O O

19



Tops Down | GMM

Finance develops a monthly plan that | am accountable to deliver. They consolidate the
figures from SAP BPC and consolidate them by merchandise group in our data lake. As
one of the RIX GMM'’s | want to take the plan figures as well as last year’s results and
import them into Anaplan so | may provide top line guidance to my category planning
team.

Stories

| want to Import the financial plans as a baseline to establish a starting point for
establishing the sales, margin, margin percentage, and inventory turnover at cost.

| 1 Provide the ability to override the goal by division and let me know using
conditional formatting if my merchandise group still balances to the plan provided
by finance.

The baseline budget and the stretch goal should be proportionally allocated to
1 2 each division based on last year results.

| want to establish a stretch goal for each KPI by division for bonus purposes using

1 3 a percentage increase to sales and margin. Margin percentage and turnover
stretch goals | will manually enter.

(C) Retailtix, 2021 All rights reserved http://www.retailitix.com

-

.

: +
General Merchandise Manager
J. Stephen Dolyers

20



Reconciliation, In-Season, and Receipts| GMM & DMM

We want the ability to see how the bottom-up plans match up with the tops-down plan.

Stories g

2 .I We want fo compare top down divisional plans with bottom-up divisional plans.
. Highlight the differences and provide an overall merchandise group perspective.

We also want an in-season perspective that compares the original plan, the

current forecast, and the prior forecast, always looking at the last elapsed month . 4
2 2 plus the next three months out. Show us the four-performance metrics: sales, General Merchandise Manager
. margin, margin percentage, and inventory turnover at cost. Once the bottom- J. Stephen Dolyers

up planis approved, we want to map the forecasts to accounting’s cost centers
so they can use them for their consolidated P&L.

2 3 In addition to the performance metrics, we also want you to calculate the open
A receipts for each category for each of the four months.

g £naplon
Master Anaplanng,

Divisional Merchandise Manager
J’Ana Stebetracjea

(C) Retailtix, 2021 All rights reserved http://www.retailitix.com 21



Bottoms Up Planning | Category Manager

Category Manager Stories

Stories

3.1

3.2

3.3

Planogram KPIs (Space Allocation). From our Space Planning application | want
to have all our selling square footage, planning SKUs, and brands aggregated
by category. Each category will then have productivity KPIs created:
performance metrics in the numerator and these space planning metrics in the
denominator. For example, sales per selling square foot. For Inventory, we want
to see all the inventory to support the presentation plus safety stock (from space
management)

Store Clustering. From our assortment planning application | want to import the
demographic and selling footprint store clusters so we may further refine our
plans. Each cluster should contain the store count so we can calculate a per
store KPI.

Scenario Planning. | want the ability to try different scenarios and submit the
approved scenario to our space planning and assortment planning
applications. | want the ability to use placeholder categories in case | don’'t
know exactly which ones | will be using. | will change the drivers (traffic,
conversion, fransactions, AUR) to see the impact.

(C) Retailtix, 2021 All rights reserved http://www retailitix.com

- Z Mol mzplarns:
| =N
A i
‘\ ¥ 4 %

Category Manager
Jahi Hondo

22



Bottoms Up Planning | Category Manager
Category Manager Stories

Stories

Syndicated Data. | would like to compare my category average pricing to that
34 of the competition. | also want to follow my overall market share of the
category.

Category Comparisons and Rankings. Using my category type properties: traffic
35 driver, sponsored, seasonal, convenience. | want to compare and rank the
categories using performance metrics and KPIs.

Reporting. | would like to see a profitability report by category, department, or
36 division. | would also like to see Trade and Promotions broken out so | can see
the impact this is having.

(C) Retailtix, 2021 All rights reserved http://www.retailitix.com

Category Manager
Jahi Hondo

23



Organizational Structure

RIX Retail Conglomerate

Retailitix Retaill is a fictional retail conglomerate created to demonsirate the
enablement of critical retail processes in Anaplan

CEO, RIX Retall
Charlie “Lily" Paws

The RIX Retail team is merchant-driven and organized by product lines. Each
product manager is responsible for all geographies and all sales channels

General Merchandise Manager
J. Stephen
Grocery

CEO

Conglomerate

Retail. Whelesale. Ecommerce

e
2
per—

O
i

c

O

2
O

_ ' Seyvices
n
-
L

Divisicnal Merchandise Manager
J'Ana

‘ Food

Merchandising Operalions

Seaes Nessss

Category Manager

(C) Retailtix, 2021 All rights reserved http://www.retailitix.com

Title Keywords

Planning
Manager
Director
Vice President

e AVP
e SVP
e EVP

* CEO
- (O
* CFO
* CMO

Division
Merchandise
Category
MP&A

FP&A

Operations
Finance | Financial
Inventory

Sales
Store

Ecommerce
Wholesale 24



Product Structure

Grocery
Food
Snacks

Salty Snacks

Grocery

Tortilla Chips

Tostitos Original 130z

Tostitos Original 130z, 30% More

(C) Retailtix, 2021 All rights reserved

P1

Merchandise Group

Subcategory

Planning SKU

SKU

P2
Division

P3

Department

Class

Style

Planning CC

PS7
Style-Color | CC

http://www retailitix.com

PHS -
SKU | Size

Softlines

Apparel

Men's

T-Shirfs

Classic Tee

Classic Short Sleeve Tee - White

Classic Tee — 55 White | 27 Cuff

Classic Tee — 55 White - Med

Apparel

25



Location Structure

Lo
All Location
Wholesale Retail & Ecommerce
North America Region APAC
Wholesale Channel Convenience Stores

: Lw4 LD4
RIX Retail Brand District DC | Fulfilment Tel4%e!
) LW5 128 DCiza prc:perl'ir of store ..
Ridgewood, NJ | #1225 Store Store S Odakyu Shinjuku | #1214

Cluster is a property of store

e Cluster | Store
Groups

(C) Retailtix, 2021 All rights reserved http://www.retailitix.com 26
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Conversations

These are the current conversations we are having; big ideas to drive purposeful conversations and
pave the way to capture more value from the existing solution portfolio

Building adaptive
solutions that can
learn from the past
and will last longer

Understanding and
designing data
repositories that
unlock the most
important
information about

your business
(C) Retailtix, 2022 All rights reserved

Solving intricate
business solutions
using vast amounts
of data to ensure
the model can learn

Opening up your
data to a global
network so that
relevant data is
obtainable

http://www retailitix.com

Walking the client
from the first
opportunity to
inferact with the
customer to the last

Making sure
customers can buy
your product
anywhere, anytime

Designing robots to
take over the
routine and
mundane tasks

Sometimes you just
need a hand
building up your
process maturity

27



Analysis Techniques

Our team will evaluate the business problem and determine the right analyftics

ok b e @ T R

[ ARE R
A/B Testing Association Rule Classification Cluster Analysis Crowd Sourcing Data Fusion Data Mining Data
Learning Transformation
ao @ g v/ : m’d
Genetic Algorithms Machine Learning  Natural Language  Neural Networks Network Analysis Optimization Pattern Predictive
Processing (NLP) Recognition Modeling
oe @ Y : 223
X )
Sentiment Analysis ~ Signal Processing Spatial Analysis Statistics Supervised Simulation Time Series Analysis Unsupervised
Learning Learning
(C) Retailtix, 2022 All rights reserved http://www.retailitix.com

Ensemble Learning

hae?

Regression

st

Visualization

28



The Toolbox

We build Anaplan solutions that will integrate with your existing solutions and your technology
ecosystem to ensure the business case is achieved and supportability is manageable
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Analytic Maturity

Our team can organize your use cases along an analytic maturity curve and layout an
achievable solution roadmap

Retailitix

Open to Buy Customer
Lifetime Value
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i Set Stock Price Optimizati
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Prioritization

Retailitix will help you combine use cases with measurable KPIs and align to a business case

.Strategy . Cost Savings

Sales & Margin

Size: Reusability

Development

Llost, Missed Sales
-

Integrated Planning \/J

Receipt Flow

Personalizatio

Ease to Implement

finity

..ly Online, Pickup in Store

Assortment Optimizati

Price Optin

hization

Value
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KPls
Sales & Margin |  Cost Savings
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(S G I B B ) = I I B e
Use Case Type Yalue Ecise Reuse | X 4 4
Affinity Siroteqy 4 2 3 X
APl Developrment Sirotegy 4 7 7 b3 XX x
Asscefment Opfimzafion |Cost 7 2 4 3 x| X
Buy Online, Pickup in Sicre |Sirateqgy & 5 3 Xl XK
Infegrated Planning Cosf 4 & 4 E A I A 4
Lost, Missed Sales Cost 5 7 2 R AR XX x 3
Personalzation Revenue 8 7 3 K| A|X| XX | X 3
Price Opfimizafion Revenue a 1 2 XX | X XX X
Receipt Flow Cost 7 B 4 XX
http://www retailitix.com 31




