P M S I % PMSI has worked on a wide range of data dimensions to deliver a
\ comprehensive business solution to management...

Market Intelligence Customer & Product KPI/Dashboard

Practical Management Solutions & Insights

*Market *Customer & product profitability (fully *KPI development, commercial drivers
*Channel allocated) *Trends tracking

eCustomer *Trends and Gap analysis in mix *Resource allocation & prioritisation
*Product Price, value, volume, margin trend tracking Notification reporting

*Competitor *Product range & portfolio issues Learning’s feedback to management
NPD & Innovation Internal Processes Tail Rationalisation

*Pick up rates of product *Sales & Profit Centre monitoring *Minimum order size

*Early “failure” warnings *Order prioritising eCustomer impact

*KPI development *Cost management *Portfolio impact

eInnovation pipeline *Stock / warehousing *Price maximisation

*Product lifecycle *Best practise / process performance

Customer Needs Regional & Channel Resource Prioritisation

*Service — delivery *Regional & channel trends and gaps eCustomer

Linkage between complaints and service *Product gaps on regional level *Channel

issues *Pricing differences *Product

*Value of loyalty vs cost of recruitment *Performance gaps *Region

*Relevant customer & product segmentation *Portfolio *Which products are price elastic?
*Reps. focus *Which products are “needed” *Relationships between key variables
eLapsing customers *Unprofitable products/groups Strategic & tactical pricing
*Customers with different needs.... *Product lifecycle
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PMSI

Practical Management Solutions & Insights

Where are the performance gaps we need to focus on?

# Potential Sales

Measure 2004 Total Value: £67.5M

100% £20.8M £6.1M £6.0M  £3.2M £26m
Loss due to lack of new product sales
Loss due to inactivity e I —
oss due to lack of new product sales e |
£1.2M oss duegau.ATﬂacn\nty i E —_ ]
Customers o, - Lossdueto dgfg’:\'ﬂng sales Loss due to declining sales = s oo (B0 § i — [
who have ' £2.8M “m\ 20 T IH
received . = Loss e o EX S =HEl
above L?SES%;E\}O OW ‘i’:gc”“i“’n?ly'" é B Legend: Measure
average 0 Loss dutj5 E,Ozirl\]/la tivity ' | | I % :I]c;/:sic;u\éatlrzj?nacFiyity
discounts : - B oo dhe o e e
-1 [ ] Loss due to lack of new product sales
I:l Loss due to missing categories
40% Actual Sales : Mol
Inv. 8 o 4
£15.8M nowal | Aca joes | 3| |3 14|
Sales Sales S'”Y A
<do.om
Regular customers Actual Sales £3.6M gasm  [ales E |
who have not £8.3M g Some customers
ordered in recent haven't bought
months ‘ | products from the
J new range. If they
0% - ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ had done so
/ 5 ] S & J
/ X\ & & RN @ & ®
. / & & & & & revenues could
&
6@2\\(@ / <9 ®d° N have been £1.2m
(GRS / .
N\ / Product Category higher.
Actual sales are Theloss dieto
less than half of declining toaster
pqtentlal sales for N
this category
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P M S I $ Which customers are we in danger of losing?

Practical Management Solutions & Insights

Top 40 customers based on Invoice Value (Bought at least 10 times over past 3 years)

Longer than “normal”
Average no. of since last order
days between
orders

v

30-

Invoice value

25

20-

“Customer A”, one
of our biggest
customers, used to
order almost once a
week but has not
Customer A ordered anything in
L0 A s TN 4 the last 80 days!

15

0 50 100 150 200 250 300

Number of days since last order
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PMSI+

Practical Management Solutions & Insights

In which region are we missing a sales?

. . # Potential Sales
Actual and Missed Value by Region x
2004 Total Value: 12,357K
100% 4,384K 2,246K 1.774K 1,395K 1.242K 658K
0 Loss due to inactivity Les g:lee;%{{‘ei?i"g 8
Loss due to inactivity 133K nE
T 313K L d Loss due to %
Loss due to inactivity oss dueto fzie® | | s
1,226K Loss due to m|sse.d 2
80% declining sales | Lossdueto | Sat€gories. =1
419K declining sales| 366K HE
445K E[E
i HE
\ 2 § Legend: Measure
60% 1 B[] oo oy
| 2 [ ] Loss due to declining sales
\ %" % [ ] Loss due to m.issing categories
. \\ Loss due § \§\ 4 ] Loss due to High Discounts
Bf | to inactivi X &
40% Loss due to declining sales 619K v = S E
° 2,673K | ; HE
Invoice Value \ Invoice Value | [ oss due to = LF
We have lost more —— 1,500K | 122K inactivity g |9
than £2.5m due to \ 828K T F Many of our
(éec[[lrjal\ngl_sales " : customers in
ast Anglia \ .
g9 \ ¥ | voice value 1|4, Lon_don are not
Invoice Value e we |93 buying our whole
0% - IS " * s + + \\ + + Invoice Value } + - 3 ran g e "
. X (ISR o Q & OF
N & S 5 O e
\.?“ N Q,(\ § Q/Q v $®6
2 / e SOd S Why have our
< / ‘ N Region customers in
Actual sales are tiny 1M he loss due 1o Wales not
compared to our potential : . : placed any
iIEast ANl high discounts in orders?
in East Anglia .
the South West is
£429,000.
www.pmsi-consulting.com
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PMSI:

Practical Management Solutions & Insights

We would expect

Are our products performing well throughout their lifecycle?

Monthly Invoice Value s..ales to follow this B
Margin e lifecycle curve. o Margin
£100,000 ; - 90%
Olnvoice Value . .
CMargin We are still selling a 87k
£90.0007 ®% Margin @ 77.2%| lotof older products, \ - 80%
but margins are
£80,000 n ood F 70%
..oooooo&?.’l_lg 1_‘1,,0. g .
£70,000 A £66k o’ ®e /06/
™Y [ ) ,{) r 60(y
° °, /'OO,U 0
[ [}
£60,000 ° ° Cty.
° oo //f@c @®516% L 50%
o °e . vy
£50,000 H @ 242 £47k °. . (J £46k
® °
39.5% ° - 40%
£40,000 - . ® 059 e, @ 37.7%
3 £33k g 32.496 3K ®ee £33k
c @ 29.9% °e - 30%
£30,000 ~ . £26k ®275% £27k *olon,
) ® o
£20k *9ecese |
£20,000 4 £17k .O. £ 14K 6 20.7Y ® e 20
e
° \ £11k £9k
£10,000 {_e® | £7K £6Kk L 10%
1 1 T
£O T ‘ T 1 T T O%
Oto 3 Months4tq)6Months7 to 9 Months N\ _10to 12 13 to 15 16 to 18 19to 21 22 to 24 24 + Months
onths Months Months Months Months
Good uptake of our Product Age

latest products at
healthy margins.

Our 7-9 month old products are
performing below expectations.
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PMSI

Practical Management Solutions & Insights

Which sales reps are the best at selling our new products?

% of Monthly
Invoice Value
100% -

Share of New Product Sales
Monthly Invoice Value

90% -+
£8,109

80%

70%

60%

50%

40%

30%

20%

10%

0%

£157,370

£87,714

£17,466

£13,301

£10,050

£13,872

£9,924

£13,282

£10,185

£5,110

£5,597

£5,288

£3,856

£5,669

£270

£3,075

£253

£244

£157

Direct Sales

K Jones

A Thomson

J Clark

A D Davis

P Wilson

M Stewart

B Brown

D Smith

H Anderson

CINew Products (up to 6 Months) 07 to 12 Months Old Products OOlder products
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¥ 1. e
Practical Management Solutions & Insights

Complaints Overview

Orders Complaints % of orders with Complaints
Last Month This Month Last Month This Month Last Month This Month

National 640 560I 22 14 3.4% 2.5%

Independent 320 360 28 17 8.8% 4.7%

Online 140 170 8 26 5.7% 15.3%

Export 160 140 13 2 8.1% 1.49%

Specialists 210 140 27 34 12.9% 24.3%

National - Electrics 100 100 9 b} 9.0% 5.0%

Distributors 40 60 0 5 0% 8.3%
[rotal 161 153 107 103 6.6% 6.7

: Returns Shortages Damaged Goods Discount Issues
Top 4 Complaint Reasons
Last Month This Month Last Month This Month Last Month This Month Last Month This Month
National 16 7 0 5 4 0 2 2
Independent 2 1 7 1 16 12 3 2
Online 0 21 3 0 0 0 4 5
Export 1 0 4 1 8 1 0 0
Specialists 8 7 9 23 1 0 9 4
National - Electrics 1 1 3 2 5 0 0 2
Distributors 0 0 0 0 0 4 0 1
[Total 28 37] 26 32 34 17 18 16]
London | Philadelphia | Perth | Geneva
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Monthly and YTD Invoice Value Development by Region

PMSI

Practical Management Solutions & Insights

Invoice Value
£300,000
£250,000
£200,000
£150,000
£100,000
£50,000 .
0 N N | N =
m — Z pd pd w (@) w w Cc
B 5 g 7 & m § g D8y m § m : =
> g 2 §z £z 2 5E5 £5 g2 g ’
i v al 23 = 28 23 >
Last month Invoice Value M This Month Invoice Value
Invoice Value
£1,400,000
£1,200,000
£1,000,000 A
£800,000 A
£600,000 A
£400,000
£200,000
0 [ — | —
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Monthly and YTD Invoice Value Development by Sales Rep

Practical Management Solutions & Insights

Invoice Value
£300,000
£250,000
£200,000 -
£150,000 -
£100,000
£50,000
£0 | —1 w7 |
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P M S I * Portfolio Overview by Customer Type

Practical Management Solutions & Insights Half of .Our porthIiO
is growing
Product Group 200503 Total Invoice Value Detail: 411K
100% 228K 70K 55K 30K  11K11K7K

80%

Blenders
oK Legend: Growth

. Growing

1 Declining
Static
Unknown

60%

40%

20%

0% X 6 o
AN Q \ & ¢ (&
& & & NPt
xS N < [ONIA G
XN () > R
i & &
& <

Customer Type
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PMSI

Practical Management Solutions & Insights

Brand Price Growth

This SKU grew in \
volume despite a \
10% price increase! \

Brand elasticity: Relating price & volume to determine risks

y 0% <
12% SN o I?;r)and 1
~
S ~ o Volume
Brand 2 L
99 ) < .'0/0
Erand\n\ O'/o
& | sanas 9
Brand 4 | Brand 6 S ~
N Brand¥ S O/
~
------ nd 11 S
\.\
~
< 0%
~
. . \

This SKU is N .

declining

despite

dlgcounted B@<

rices. .

D This SKU grew
strongly, probably
due to a 6% price

~ decrease.
-129
-10% -8% -5% -3% 0% 3% 5% 8% 10%

www.pmsi-consulting.com
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Share development per channel:
Brand volume growth vs channel growth

PMSI

Practical Management Solutions & Insights

Brand Volume Growth
40% 0%
Brand 1
' Volume
30 Bratid
Brand 3 grew much
20 8' : _—"| | stronger in
] Hypermarkets than in
10 Brand 3 Supermarkets.
However, this was
Brand 4_ mainly due to the
09 Brand 50 0% growth of the

channel... Brand 3
actually lost market
Brand 6 share in
Hypermarkets while it
gained share in

e Supermarkets!

X
¥

Line of Equal
Growth

-400

-40% -30% -20% -10% 10% 20% 30% 40%

Hypermarkets

Legend: Supplier

[ | Supplier 1
Supplier 2
Supplier 3
Supplier 4
Supplier 5

O Supplier 6

O Supplier 7

Channel Volume Growth

Supermarkets
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“Change DNA” for Supermarkets:
Segmenting changes in Volume to reveal key drivers

Practical Management Solutions & Insights

Same value
segmented differently

Total Volume Change // \ \
2.0M

PASEEERR
/\ 1o i _-3om |
: < y
“Change DNA” charts 5 som 7>, _30M
. o (] -O.
allow differences in > 0N -3.0M "\ pr—— '\ -3.0M , -3.0M
2] -
volume to be 3 ==
segmented in order 3 Brand 1
to allow insight into o -1.0M{ Can e B
0 0 S -2.1M
key drivers over time. > Pils Int. Existing
g -2.9M -3.0M arands -3.0M
g _ZOM su'-)]'-)."sel&z o8 ]
()
£
3
g -3.0M E 44444
-4.0
'SOM X T < T T T < T T T
& F TS S & <8 ¢ S L
6\ X ,\Q (=) \Q ) \Q 'S QQ Q,\ S
<« & & K < R o @
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DNA Analysis:
Supermarket volumes split by different segmentations

Practical Management Solutions & Insights

Same value
segmented differently

%\Volume ,,-\/ ,’ - \’.N

7 N

\
100%6—50:5M | _50.5M ‘' s505M ! 505M 50.5M | 50.5M ' 50.5M 50.5M 50.5M
NN A T D
8 Pack
80% e e ] Supplians
7.8M
“DNA charts” allow
total volumes to be £ —
eaSIly Segmented and § 60% | e6Pack | | 3.3M
understood. 5
o Brand 2 Existing
= _ 9.4M 49.0M
ﬁ Single
40% 42.4M Pils
37.2M
20%-4 ] 33cl ... ...l ... ... Brand 1
20.4M 24 Pack 19.4M
17.2M ’
0% 'b’ T .,‘/Q, T c\}. 3 T c\}_ 2 T Q\ T T T b T <
N > > eV eV 3 <R & <R
& & &7 &7 ¢ < S
\)
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PMSI

Practical Management Solutions & Insights

Analysing New SKUs:
Contribution to total volume from new SKUs

*How have new SKUs
influenced volumes?
Are packaging and
size innovation
becoming more
important in the
marketplace?

*This type of chart can
show new SKUs for
overall categories or
single brands

www.pmsi-consulting.com

Volume by SKU

CAGR: Apr 04 -Apr 05

250K
229K | 113.6%
216K =
200l
159K 162K g
i¥
150t 5 145K f——t
.| 138k =5
131K 3% :
120K — ° B
= = i
107K i g
100K§ e [ - S R ) S I E S
g 87K
66K 68K g, <
- = ; 8
g 3 o S ©
50K-| 2 o — S e e e 49K 1 L T "‘OQ =1 I N - S IR B Q|
g<| | ¥ i 58| [z g | \gs 55
ga : : 2 23 s |55 B
s ) = 2 | |%g 2q |28« |2
F £ §x & N 333 g9 983 ¥
g ] g 3 g
& <
OK ™ > > ™ ™ ™ ™ 3 % 5 % 5
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Innovation:
How important are innovations within our portfolio?

Practical Management Solutions & Insights

Share of Brands

Total Volume: 42.0M
30.6M 3.6M  3.1IM 1.9M1.6M
100% T
New SKU New SKU
| 0.2M H
) 80%
©
c
A company’s g i
share of p
innovations £ 60%-
within a category =
can demonstrate 4 . Existing Bxisting |z vis|Exis
< 3.6M EmstmngMlSN
a dependency on N 30.1M 3.0M |77
new SKUs = 40% 1
(]
z
[
5 i
Q
]
< 20% ]
n
\/ 0% - t t t t t } } ' ;
& & & @ @
@ N F &
XX &
0’0'6 + Q}Q'Q N o\&
< &
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Value vs. Volume Growth:
Brand trading performance illustrated

PMSI

Practical Management Solutions & Insights

Value Growth _
o 0% Winners
Brand 3 Volume
Brand 1 (5
. . 3 Brand 2
This graph illustrates the @ Braga 4
trading of single brands
over time. The winners _
have been able to 1 Trading Up
increase their overall R
sales value above mere 0%
volume growth and are %
therefore trading up. -1 Brang 5 :
gup ° Trading Down
-3
Line. of Equal
Growth
-5%
-5% -3%  Losers -1% 1% 3% 5%

Volume Growth
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PMSI

Practical Management Solutions & Insights

Value of sales change: What is driving it?

Beer Sale
Value Change

€40m

*Waterfall charts allow
the drivers of changes in
sales value to be
analysed, including
product mix, pricing and
volume changes

*Combining these
measures provides
guantifiable insight into
the sources and
consequences of change

€35m

€30m

€25m

€20m

€15m

www.pmsi-consulting.com

€10m

€5m

€0m

€29.5m

...and our share of ...the increase in

beer sales...

N
€1.2m

ﬂ

Growth in
overall Tesco
beer volume

Tesco is growing beer sales is
becoming more
important...

€1.8m

ﬁ

our share

gain in Tesco

...but sales
have moved
from premium

average prices
would have also

increased
profits... brands towards
value brands. Total
€1.9m +€2.8m
€2.8m
Avg Price Decrease in the
increase over avg. value of the
the last product mix €33.3m
S (sales of

cheaper brands)

Total Sales exc.
Tax 2003

Volume Growth

Slide 17

Share Gain

Mix Change Total Sales exc.
Tax 2004

Price Increase
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Volume growth and market share for brands

PMSI

Practical Management Solutions & Insights

*Manhattan charts are an effective way to show both share and growth on one chart
*Colours can be used to indicate categories or singl e SKU’s

Volume Share

/\ 8% ™
. 5% =
@
[}
>_
2]
>
o
>
o
o Average weighted portfolio
2 2% m growth
<
E | \
o o A== N
D) g o ’ \
() lllce II%IIII |||Bﬁand| IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII‘IIIﬁyI?IrIqﬂqu
= @ I Brand 4 0.5% /
2 -
= -1% =

-4% =
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PMSI

Practical Management Solutions & Insights

Using a set of rules for performance & opportunity assessment, a
business portfolio can be classified in terms of investment strategies

Total Sales: 600M

Agreed Investment Level
160M 43M  21M 19M16M 13m,,

*Each product / service
within a market can be
categorised in order to
segment a portfolio
according to different
investment strategies

www.pmsi-consulting.com

100%
Minimise Invest to
Maximise Profit
12M
80% T -
Minimise Invest to Maximise Profit S
4 32M S
Min. Invest to 2
Maximise Profit §
.. 11M é
60% - Minimise Invest to =
Maximise Profit £
i 31M % w %
Protect Strong é E %
e = o o
= =
40% et £ %l
e © |z
Protect Strong Position = HE
94M = |2
7 Protect Strong Pro. Str. z
Position Position g g
25M 23M 53 &
20% A ose. |8 —
e o |
Invest to Ensure ™ = §
7 Growth MR
14M s34 |BE[E [
0% Invest to Ensure Growth i i g §
o 1 t t t t t t H—u =
> 9
N2 g% » 5 0 Ne @&
X D K78 (R &F
@ @ SO C
@’b’ @’b’ @‘b’ @'Z’ \\

Legend: Agreed Investment Level

| Protect Strong Position
Minimise Invest to Maximise Profit
B Stop or Reduce Investment
[ Invest to Ensure Growth
L] Unknown
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Practical Management Solutions & Insights

Short term vs. long term brand volume, growth & market share

*This analysis can be made available at all differen

t levels and for all segmentations present in the m

arket

*Further indicators can show potential long term gro wth trends based on short and medium term actual gr owth
Comparing short/medium vs long
term growth provides trend insight
Latest Month Latest Quarter Latest Year to Date Latest MAT
Value Share Growth vs PY Value Share Growth vs PY Value Shar e Growth vs PY Value Share Growth vs PY
Supplier Total 4,930,828 100% 32% 13,683,466 100% 40% 18,102,801 100% 43% 51,706,584 100% 48%
Brand 1 3,475,494 70% 29% 9,797,800 2% 40% 12,985,716 2% 44% 37,300,764 2% <& 53%
Brand 2 590,238 12% 31% 1,598,885 12% 29% 2,090,320 12% 24% 6,149,827 12% < 33%
Brand 3 406,088 8% 51% 1,111,182 8% 54% 1,507,484 8% 63% 4,014,594 8% < 56%
Brand 4 149,097 3% 3% 404,220 3% -4% 533,361 3% -5% 1,639,402 3% 1 -
Brand 5 88,386 2% 83% 232,196 2% 70% 307,221 2% 65% 762,474 1% < 30%
Brand 6 103,923 2% 162% 237,284 2% 163% 295,080 2% 183% 746,313 1% <@ 246%
Brand 7 49,517 1% 23% 120,295 1% 177% 148,786 1% 243% 450,480 1% <&@ 939%
Brand 8 32,947 1% 311% 87,831 1% 342% 108,940 1% 327% 234,502 0% < 544%
Brand 9 13,633 0% 10% 32,764 0% -4% 42,081 0% -4% 137,709 % 1
Brand 10 11,260 0% 9% 32,812 0% 23% 43,603 0% 26% 127,853 0% < 14%
Brand 11 5,498 0% - 16,553 0% 22,920 0% - 89,826 0% <&
Brand 12 4,747 0% 33% 11,644 0% 8% 17,290 0% 24% 52,842 100% & 12%
- Tiégens: ~q levels can be long term growth is
| Souingat>10%vs Py —+———— adjusted to the trending, according
~ (W Declining at <10%PY _| = needs of each to mid term growth

Www.pmsi-consulting.com
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PMSI

Practical Management Solutions & Insights

Primary Objectives
— Re-Allocate resources to projects
that
V] Deliver best ROI today
V] Deliver strongest growth
O Sales
O Market share
V] Have the potential to achieve
a leading market position
V] Meet corporate objectives and
strategic priorities
— Limit risk of investments
— Compare effectiveness of countries
— Decide on type of presence in
market

Secondary Objectives
— Help markets to
VI Focus development plans
V] Prioritise routes to market
— Impact of acquisition and JV/merger
opportunities
— Alignment of sales force vs. targets

www.pmsi-consulting.com

Objective resource allocation on the basis of matching company
strengths and market attractiveness...

Company Strength

3.0 Attractive markets in which Co.
already has a strong position.
-Is there any more room for growth?
1.7

-Can we invest less here without
Unattractive markets i _
which Co. has a relatively

strong position. o
-Can we “milk” these marke

as questionable position.

0.41 by stopping investme -Can we grow our share in these
markets or are competitors too
strong?
-These are priority investment
-0.97 : ;
garkets if there is room for grovis
2 Weak Co. positions
Is there any compelling reason to continue investing here?
-If not, redirect investments to more attractive opportunities
-3.5
-3.0 -1.9 -0.8 0.3 1.4

Market Attractiveness

Slide 21
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PMSI

Practical Management Solutions & Insights

Leadership proxy

A link exists between strategic position & shareholder value - a
prioritisation linked to shareholder value has significant implications ...

Scale:
£10 Billion

2.0 GP
L d h Competitor Z
eaaersnip ‘
Strengt_h_ of a _ 1.6 Gompetitor Y
proposition relative
to competitors in the Competitor S ompetitor X
same segment é é Link to
Overall brand 1.2 Competitor S Shareholder
leadership is the , c / Value
Competitor Q Comp.
average of the 1
segment positions competior?
we!ghted by . i Competitor A /
estimated profit 0.8 competitor N ompetitor C
contribution versus N(’ ompemzoa " /
C tit
total ompe ; Competitor E .
Competitor - ‘:ompetitor F
0.4 Competitor J OCompetitor |
' Competitor K ‘C .
. ompetitor G
ompetitor H /
0 T T T T
0 0.4 0.8 1.2 1.6 2.0

Distribution Strength proxy

Relative Scale (profit)

Size relative to competitor distribution
infrastructure in the national market

Portfolio Depth

Cumulative depth of proposition across
portfolio within country relative to
competitors

Portfolio Breadth

Based on business definition, breadth
of cross segment presence relative to
competition — one-stop-shop capability

www.pmsi-consulting.com
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Determining future growth opportunities based on growth/share
relationships...

Practical Management Solutions & Insights

“olume Growth by BMC - CAGRE between 't 1 and %rd

a0%
B 1 -O
23% 1
16% 1 . |
Higher exposure to XXX
Need state = Higher growth
BMWC G
9%
We seem to be able to
achieve strong growth
where we have a high
market share. Can we
2% get the same results
with BMCs 6-117
59, - 4
0% 10% 20% = 3% 40% 50%

BMC Market share exposure to XXM Consumer Meed State

www.pmsi-consulting.com Slide 23 London | Philadelphia | Perth | Geneva



Practical Management Solutions & Insights

PMSI Example of Senior Management Dashboard Reporting via
personalised web access...

Brand growth performance

Brand

Brand &
Brand B
Brand

Brand D
Brand E

Brand F
Brand 5

Total {7 brands)

Best
performing
customers

45.9%
34.3%
85.1%

72.3%
43.5%

30.6%
54.6%

44.1%

Average
performing
customers

H.E%
0.4%
12.2%

B.1%
19.68%

-4.3%
-b.0%

5.4%

Selected
customer

-13.1%
18.1%
52.4%

-A6.3%
-11.6%

-12.6%
-37.8%

1.7 %

WVariance vs
hest
performing
customers

Ke
* Ferformance below that of the benchimat group (= potential opportunity)
Fedormance above that of the benchmark group

Www.pmsi-consulting.com

Slide 24

Variance vs
average
performing
customers

17.7%
40.2%

Scale of opportunity
Vs hest s average
performing performing
customers customers
25042 978
182 -
a0 -
1,085 526
1,349 /B9
477 92
171 59
5.896 2,424

London | Philadelphia | Perth | Geneva



PMSI:

Practical Management Solutions & Insights

What are the components of growth?

In many cases,
managers get to see
the results of
changing
performance, but

3,500 :
- cannot easily see the
3260 4 1) components.
53 B (7) 3071 These charts give a
3,000 181 103 | clear overview of what
| actually happened
2750 2E74 over any period.
26800 1
i
] 1 T T T T
H1 FvO3 Brand A, Brand B Brand C Brand D Brand E Others H1 FYo4 Growth has been
- gn_wly dge to stock
00 181 efficiencies
3 —
500 103 — - Market share change
Category growth
. 236 4 5332 E7 Stock
b 15 a0 (113 14 oA
; -1 il Other f unknown
7 5 ' a] : ]
-100 A -103
-200 - Brand A Brand B Brand C Brand D Brand E Others
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Practical Management Solutions & Insights

4) Price changes
contributed positively,
suggesting the
business was able to
increase prices on
balance

2) However,
business
benefited from
market share
improvements

1) Negative profit
impact from
overall market
decline

www.pmsi-consulting.com

lllustration of management report and variance insights...

5) Although other price

|| support mechanisms

| deteriorated, suggesting
significant overall price

7) Significant profit
earned off cuts in
promotional spend.

9) Power of retailers
| | increased, requiring
| further investment

erosion Consequences in |
the future? \‘
Profit ™ \\ \
Al
£70m \
\ £0.0m £3.4m —_—
F43m 1 o6m [ £59.9m
£60m £4.5m ‘V A 5.0m
| £52.0m £1.2m : “ :
£50m b 05 £1.0m
- -0.5m
| 82m 4
£40m 7
6) The 8) Pack & Total profit
£30m 7 business SKU mix q improvement
- benefited improvement +£8.0m
£20m - 3) Negligible Th— led to profit
profit impact . .
from brand decline in its gans
. mix changes sl
£10m g goods
£Om 2003 T ° T T . T T o T {\ T T o T 5 T Q\' T 2 4 1
& &N ¢ &S R (,’@’\‘4’ & & < 00
& ® ’ % & & oé‘é\ & o&“v ee’&Q N (\&6
\ SRS ) @@g
2
o
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PMS | 8

Practical Management Solutions & Insights

www.pmsi-consulting.com

Key Performance Reports for each customer...

Cash savers

Customer Report

Total
Budget Full vear £415,320 £125,023 £219,489 £70,808
Budget YTD £104,168 £30,622 £53,753 £19,793
alue List Price Margin L
Year to Date Actual £141,361 £261,048 44,3 % 0.0
Same Period Last Year £420,689 £844,526 49.7 % 0.0
Last Full Year £1,696,168 £3,352,432 49.2 % 0.0
250 AN
200 000 ﬂ\
&= .
= r'\ Mizers
2 150,000 A Tcasters
= g V » NS
- K
= .
£ 100,000 W B s
E \
£0,000 —
0 Coffas Mzkas
B L
S3SFESISSSTTTEER
bSoSSSEccobbb80c80
Lo I e e e’ IO I e Y I e N O o Yt O e B o R ' |

Complaints
Complaint Type Mumber
Last Complaint 15 Feb 2005
Damaged Goods 7
Complaint{s) in Last 12 Months
Damaged Goods 13
Discount Issues 11
Feturns 3
Shortages 3
Cutstanding Orders
Order Date Category Mo, of Orders et Walue QL antity
14 Dec 2004
Coffee Makers 2 £2,356 70
03 Dec 2004
Slide 27
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PMS | 8

Practical Management Solutions & Insights

By how much do we need to increase volumes to break even after a 5%

price decrease?
Cantity by Price Points in Last Full Calender Year

1,000

EIDD—E

=

=] :

m p00—=
=
5 400
= : :
& |

15.00 18.10 158.70

Price (£}

20.00 20.40 20.60

Price Change

To break even after a
5% price decrease,
volumes need to
increase by 12.1%

www.pmsi-consulting.com

Cash savers

Price Chanae Scenarios - Maragin Impact for One Cup

New Price New Margin % Margin
£17.50 £15.,975 42.2 %
£22.54 £26,868 55.1 %
£21.60 £24,836 53.2 %
£20.66 £22.,805 51.0 %

0 £20,774 48.7 %
£17.84 £16.712 43.3 %
£16.90 £14,681 40.2 %
£15.96 £12.650 36.6 %
£15.02 £10,619 32.7 %

- Mew Price as entered in Search Bar

Top Ten Customers

Qty Change Actual Qty
17.3 % 2,537
-30.3 % 1,509
-24.6 % 1,632
-17.8 % 1,777
-0.8 % 1,951
12.1 % 2,425
27.6 % 2,761
48.1 % 3,204
76.5 % 3,817

I - uivent eI

PPI
£17.98

% Margin Quantity
43.8 % 950

Slide 28
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P M S I % A pricing report shows sales volumes in relation to product & category
: prices...

Practical Management Solutions & Insights

Pricing Report - Product

Product Code Product Category Product Group Product

SSO11WH Coffee Makers Standard One Cup
Last Full Calender Year
Invoice Value Total Marain % Marain Invoice Quantity
£40.611 £18.739 46.1 % 2.163
Starting £18.58 Starting 01 2003 Starting Qty: 424
PPI: Month:
Ending PPI: £19.04 Ending Month: 03 2005 Ending Qty: 25

Margin, Price Index and Quantity Indes ower Time

26 Difference

oM
o ]
ap o0
o
o o
Y

e T B T ) T T o B e R T ¥ I N VI o I N O SN Y S S o v N Y SRS I AV

oD O oo o0 D o000 44 A0 0000000 od+A+doQ

M M mm mMmMmMm@@-=<F = s = = < F F =+ =+ =+ =+

T T T T T e N e Y Y Y e T e O T e e e Y Y e Y e B e Y o Y o O e O [

i T T O TN O N o Y Y e Y e IO e JON o JO e e e Y Y Y e B e S O i SO e O s Y

N NI Y [ Y O Y (R ¥ R Y R Y R [ WY [ Y [ W [ W W[ Y B Y Y R Y [ Y Y I V[ W [
e [V 2110 e (ILANT LY INdeE s

—s— Product PPI Index  —— Category PPI Index
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PMSI can develop specific analytical tools for internal use by its clients

PMSI

Practical Management Solutions & Insights

Tail Management Tool & Report - Objective: Initiate ongoing and accelerated SKU rationalisation

Key criteria for assessing
product value and impact of

cutting the SKU
Double-click on the product to

Create ranking based on user

defined weights of the criteria
Type of customers who
purchase the product

Add own comments
Update table with new

filters/weights

A1 A

see the product’s customers

Filter Crite. ‘as: [ [ [ [ a0 | [ [ | [ T T T 1T 1 Bl
i -
Hl 1 - u - - customer tr
& e o = fx & = £ & 3 § ‘ Y .
r Composite Ranking E 2 E -E E -E ; ; = 3 & = _ -"J' :
AR A T
v ] ] = - '] v E [ 5 8 & = OF o=
= 387 3% f§ 0P 0f 3 b g3 fi | B (R EiiYEiQ
—Update | qments =3x8 £2 £ £ i & ax O o |e &z Eg & & I —
[, [1] of proa “cls: 387 nla n'a ni'a 1,633 £3547,335  £673,667 13.0%  £353566 445243
Y %ducl Product Group Froduct
ade Category 50 50 50 50 (] 100 [ 0
Tara £ k& Cover Black 1EL Emerald!fdedway Seatz  Toilet Seats £214 165 0.2 i 1 152 370 £0 1] 2820 0: (400 0 0: 0w @ 0 | One order - One Customer
Mew & Jon Soft Cream [Av1 405c] ENANEC Cieleshe Seats Tailet Seats £2,002962 0.0 1 1’ 2183 40.7: & a3 2818 Wi @ w0 0 w0 | One order - One Customer
Tonata  pribac White S50 Ne  tg SH3T2 S5220W2 Tonata Feats Tailet Seats £2,002962 0.0 1 1 £287 B4 £0 a 2810 Wi @ w0 0 w0 | One order - One Customer
PgCha iz $trada(R] &0 Guad & “rag&Fzr LS13120 Trewi Shower Trays Shower Trays £4,024,257 0.0 1 1 EllE 3BT Bl 1} 2807 MW 0w 0 e me o | One arder - One Cugtomer
Exd578 D Cp 304" Mach (Hot)eh S Cer TGAOD204  Stom - DemTaps Brazsware 1,921 4 1 1 ier 839 Hi| i 2795 | | o o0x i 0x 4x e 1003 Group 1(224) - Excl OEM % Export - Total Cuztomer valus < 20k -
Pg Chal ¢ Etrada[R] A0Gwad STr. % Rsr L513220 Trewi Shower Trags Shawer Trays 4,024 257 0.0 1 1 133 38K ] 1} 2788 W0 0w e 0 0w @ e | One order - One Customer
Pg DIdY Etrada [R) 30 Quad STr Ri: L513237 Trewi Shower Trags Shawer Trays 4,024 257 0.0 1 1 133 38K 2 E 2788 o0 0 e 0x 0w @ e | One order - One Customer
Pg Old!l g Ztrada [R) Pent. Riser ST v L5133a7 Trewi Shower Trags Shawer Trays £4.024 257 0.0 1 1 £136 30 218 B 2788 o0 0w @ 0x 0k e o | One order - One Customer
Mandari Weslep!HadriandAdmiral LI Bic . CP55S Component Packs Components & Fitti 5472 2.2 1 1 £150 430 £0 1} 2772 o 0 0 100 0w o | Group 1(224) - Excl DEM & Export - Total Customer walue < 20k -
143122 Jement Bracket YEDOO02%W & Ftom - Foundry Product Stom - Foundry Pr £360 597 1 1 £ 468 -£114 120 2769 o0 (100 0 e o | Grouwp 1[224] - Excl DEM & Export - Total Customer walue < 20k -
E&375A: Yccent Cistern Lever Cp WIE504 Etom - Oem Cistern Levers  Ciskerns 4,024 257 0.0 1 1 275 BB T4 40 2751 0 0 0 0 0 o | One order - One Customer
WitGrey ¢ tonLIL 6 Ltr Sico Cistern 0 S4BWGE  Sanon Cisterns Cisterns £27.400 163 1 1 i34 44 £0 i 2736 00w 0x 0x e 0 | Group 5 [103) - Expert only - Total Customer Walue ¢ S0k - Total b
Mew Flor 32 white FITE10%Wh S MwH e Flarctes Seats Tuwilet Seats 22002982  0.0% 1 1 £203 F2am EETE a5 2722 1 w0 Wt i | One order - One Customer
Claystyle  Llames 1561 Comp Packs Comp & Fiti 1506 8.0 1 2 106 52T £0 a 2718 1 W4 W4 0 0w e e | Growp d [B0) - OEMz anly - Total Customer Yalus € 31k - Total b
Eclips: P +Up Fiod & Knob, Ab1. Ehom - Epectre Feries Stom - Bpectrs Feril  £123,261 0.5 1 1 £622 9.3 £0 a 2715 W B e 0o WM 0 0 | One order - One Customer
Fide Inlet Hllvalye 165Mm Arm CF100% % Eallvalves Walves 2,002 962 0.0 1 1 247 W|TH ED 1} 271 b e M G e i e | One order - One Customer
Wisage Sk ¢ White Dpp WG Caprice Seats Taoilek Seats 24822 0.3 1 1 288 8.2 ] 1} 2710 W Hbbe e 0 0k 0 0w | One order - One Gustomer
A Compa TS Suph2 AT FYME2EE - Syphons Syphons £13.709 13 1 z il BAEM 0 i 2709 | s Yot me de 0w e | Growp S [105) - Export only - Total Custamer Yalue ¢ 50k - Total P
EETEDACZ L Fold Tradnl Basin waste WEK4E36 | All Brass Wastes wastes 4,024 257 0.0 1 1 £220 6.1 05T 328 2707 W0 e e 0 0w i e | One order - One Customer
Elk Elan HY %izo (No Ballv) CFEO4EL Elan Cisterns Cisterns 47,729 0.7 1 2 £193 GG £1193 275 2692 0 e (100 0 @ o | Growp 3 [51) - Excl OEMs & Export - Total Customer value 30k to
WiGrey G pact HIL 6 Ltr Siso CCCO6Ws ompact Cisterns Cisterns £35,939 0.8 1 2 £123 0.9 £1528 293 2690 [ e 0 0 e o | Growp 5 [103) - Export only - Total Customer Yalue < 50k - Total
Feai 070 2: finge Mo Caollets FCRHZE P tal Fittings Packed Com Components & Fied)  £196,598 0.3 1 1 478 THEM £2,379 3,350 2688 0 s e 0 e e o | One order - One Customer
Zonata THC plygicne Wwhite Dutch 3 S301@WT S0 taSeats Toilet Seats 1,002 423 1 1 £299  EBIw £228 34 2686 | o we (4003 0% 0 x| Growp 1(224] - Excl OEM & Export - Total Customer valuc < 20k -
Accent Whic er Cream E230035 SACHWE Ao dAsre Seutz Teilet Seuts 4,024,257 0.0x 1 1 £198 sk P £0 ] 2678 W ] om0 0w e | 06 order - One Custemer
Mark 2 Trac fonal Bath Fect (Set OF 4] KIDMOCP Etom  asswar: Miscellane Brazswars £1,462,002 0.0 1 1 FARE] 248 £0 a 2678 W0 e 0 WM 0 0 | One order - One Customer
Masstro Lux @ Seat White Tep Fix (Fqb) RUILIXSEATC Mucstr Geuts Toilet Seats £105 671 0.8 1 1 £33 BO.2M £0 0 2676 w0y e 0x W e o | One order - One Customer
243PE 1251 55t Domed Waste, PnlBc WIUS0E All Brass faskes wagher 6972 B9 1 1 202 [ ED 1} 2671 M 0w s f e i e | Grouwp 4 [60] - OERZ only - Total Customer Yalus < 31k - Total M
Flat Profile £ jcer Wedge CaNw10000 Other Cist. y Companents Ciskerns 1302 FRIM 1 1 T 39 804 20,933 2670 o e i 0 (e i e | Group 1[224) - Excl DER & Export - Total Customer walue < 20k -
New Ceranon s Fitting FHCHES Pctal Fitting “Packed Com Components & Fitki)  £450,150 0.1 1 1 £430 Tldm  E32832 G400 2664 W (B0 e 0 0 0 0 | One order - One Gustomer
[ MitAangelo Pa §z Green MICIP AR Michelangela ats Tailet Seats £53915 13 1 1 2434 TOEX 20 2 2654 gt |y O i Al 0w | One order - One Customer

4

Create new Excel Change weights for ranking

sheet from data

Click to change comments Sort by clicking on any of the titles
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Practical Management Solutions & Insights

Long term vs. short term in channel:
Which categories are gaining in supers and hypers?

*Channels can be analysed by comparing current volum
*Analysing format sizes can provide insight into con

es with short, medium and long term growth trends
sumer choice within each channel

Latest Month Latest Quarter Latest Year to Date Latest MAT
Volume Share Growth vs PY Volume Share Growth vs PY Volume S hare Growth vs PY Volume Share Growth vs PY
Hypermarkets 4,320,051 100% 62% 11,776,254 100% 67% 7,054,830 100% 66% 40,139,252 100% 54%
Supermarkets 6,517,387 100% 36% 17,968,883 100% 41% 12,717,116 100% 43% 67,385,329 100% 41%
Hypermarkets

Category 1 25,698 1% - 73,359 1% - 101,395 1% - 345,805 1% -
Category 2 72,943 2% 194,735 2% 251,461 2% 848,854 2%

Category 3 2,384,968 55% 67% 6,719,115 57% 80% 3,736,170 24% 79% 22,136,492 55% 63%
Category 4 25,855 1% 60% 68,357 1% 21% 56,395 0% 22% 231,116 1% 19%
Category 5 1,118,613 26% 57% 2,965,933 25% 63% 1,821,883 12% 61% 10,370,891 26% 52%
Category 6 82,868 2% 25% 227,217 2% 20% 189,715 1% 15% 854,675 2% -5%
Category 7 440,765 10% 93% 1,090,559 9% 67% 652,928 4% 71% 3,875,423 10% 94%
Category 8 118,305 3% 60% 308,537 3% 63% 188,993 1% 64% 1,053,620 3% 67%
Category 9 49,888 1% 134% 128,050 1% 129% 55,889 0% 112% 417,915 1% 126%

Supermarkets

Category 1 98,243 2% 67% 258,745 1% 63% 158,772 1% 65% 953,383 1% 54%
Category 2 146,617 2% 4% 439,603 2% 7% 409,912 2% 4% 1,728,847 3%

Category 3 3,827,320 59% 25% 10,834,751 60% 36% 7,971,314 34% 40% 41,848,338 65% 42%
Category 4 33,875 1% 175% 88,811 0% 142% 36,727 0% 158% 261,451 1% 106%
Category 5 1,503,864 23% 64% 3,995,457 22% 62% 2,465,503 10% 58% 13,968,004 62% 51%
Category 6 179,551 3% 36% 461,977 3% 19% 386,618 2% 18% 1,726,799 20% -1%
Category 7 490,987 8% 27% 1,318,931 7% 29% 1,025,902 4% 27% 4,936,363 2% 27%
Category 8 199,766 3% 152% 469,816 3% 119% 214,729 1% 118% 1,621,936 83% 189%
Category 9 37,164 1% 108% 100,792 1% 112% 47,639 0% 118% 340,209 100% 136%

Www.pmsi-consulting.com

Comparing short/medium vs. long term growth
provides insights into underlying trends
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