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Overview

What is Price Optimization?




Pricing — A balancing act!

Competitive Pricing
Constraint Analysis

C :
Price Family xN Margin Goals
Alignment ‘@ @
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Ending Numbers &(/ Strategy & . Multiple Size
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Optimization Process

Align Price Family
e e items
= PLG

Apply Ending

e Numbers

Enforce Business
Rules

Calculate
weighted
average price
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Pricing Modules

« 6 different pricing modules are utilized within
Revionics

« Each module produces its own separate and
discrete price recommendation

* A combination of rules and data setup, help define
the final of price of each module

« Each price is then balanced based on weightings
to create a single price point

Calculate
« Category and product group strategies define the weighted

average price

weightings
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Pricing Modules

REVIONICS
MODULE MODULE GOAL RULE COUNT
1 Competitive ¢ Drive traffic and improve customer price perception by adjusting 8
Analysis prices to reflect desired positioning against competitors prices.
2 ° 1
Margin Analysis e Maintain current margin as costs fluctuate.
3 Price Elasticity o Optlmlze prices by using observed customer price elasticities for
each item.
4 Private e Maintain price point relationships to better position one item against ° 5>
Label Gap another to drive sales and profitability.
5 Price Per Unit e Systematically manage prices on a per-unit basis so that large ° 4
package sizes are appropriately priced relative to small packages.
e 6

e Ensure that one zone compared to another, is priced relatively higher

6 Zone Index
or lower.

REVIONICS
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Competitive Analysis: Overview

Drive traffic and improve customer price perception by adjusting prices to reflect desired positioning
against competitors prices.

DR el Recommends price by applying desired index to competitor prices and aggregating the results according
to a specified method.

« Competitive groups must first be created to define the intersection of
competitive stores to price checked products.

Overall module goal

* Module only recommends price if valid competitive price check exists.

* Indexes are set for each Competitor Group and can vary by zone/level of the
hierarchy.

REVIONICS
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Competitive Group Review Q@

Competitive groups are manually created within the Revionics application

Developing a standard naming convention for identification is best practices

Typically competitive groups vary by:
* Level of the hierarchy
* Zone (competitor store)
« Strategy (Category vs. KVI)

* Examples:
+ Store A—Zone 1 * Top 50 Items — Zone 1
» Store A—Zone 2 * Top 50 Items — Zone 2

* Condiment Category - Zone 1

* Condiment Category - Zone 2

REVIONICS
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Target Index

« Each competitor within a competitive group must have a a target Index

» Target Index specifies the parity between the competitive price and the
customer’s price

« Examples:
» Target Index of 95% — price 5% below competitor Price
» Target Index of 100% — match competitor Price
» Target Index of 110% — price 10% above competitor Price

Group Name Condiments - Zone 1

Competitor Target Index Priority Weight View Only
Kroger (514) 95.00 (%) 1 1.00 Mo
Walmart (519) 110.00 (%) 1 1.00 No

A&P (566 100.00 (%) 1 1.00 No

an aptos company



Aggregation Method

Aggregation methods are utilized to solve the instances when there are multiple
valid competitive prices

* Weighted Average' Uses the competitor store weights and priority settings from the

competitor data
Prlce

Competitor 1 $2.89 ie. (§2.89*2)+ (5$3.09*1)/(2+1) =$ 2.95.
Competitor 2 $3.09 1 1

« Minimum Price: Uses the lowest price from the competitive stores of the same priority

Competitor Post index Comp Price

Competitor 1
Competitor 2 $3 09

« Maximum Price: Uses the highest price from the competitive stores of the same priority

Competitor Post Index Comp Price

Competitor 1 $2.89

rRevionicss -

an aptos company



Min/Max Ranges

* Min/Max ranges can can also be defined by index or by amount offsets, at the
competitive group level.

« If both Amount and % min and max values are used, then Science will use the more
restrictive type to output the min and max prices (highest min, lowest max).

* These values are used as finalizing constraints at the end of optimization.

-Competitor Group Details

Group Name Condiments - Zone 1 Clane
—Competitor Target Offset Range
| Index & Minimum Maximum
REVIONICS
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Margin Analysis: Overview

MA attempts to find the best set of price changes that can be made within the optimization level, in
(EINILLIEECEIM  order to shift the aggregate margin to a specified targeted value or to maintain current margin, while
maximizing profit.

MA reacts as cost, assortment and competitive changes take place, and ranks all items within the group
from high to low and decides which products constitute the best set of price changes to achieve the
goal.

How the module works

Detail of module calculation
e The margin calculation within the module uses the model-predicted units to assess changes to the
margin resulting both from the recommended price changes and the predicted impact to unit movement

e Aranking approach is used in selecting the top items on which to make price changes, such that the
price changes are “image optimized”

e Product selection, which incorporates item elasticity considerations, ensures that the impact to customer
price perception (image) is minimized when increasing margin and maximized when decreasing margin

REVIONICS
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Margin Analysis: Overview

« MA module can be configured in two ways:

1. Maintain Current Margin
2. Margin Target

OPTION 1: MAINTAIN CURRENT MARGIN OPTION 2: SET MARGIN TARGET

e Module recommends retails that hold category's e MA target is defined by setting individual base
margin in aggregate category margin values.

e Implementation is straightforward if this e Additional configurations required under this option:
configuration is set to on, and no other - Margin target % - determines margin target used
configurations are needed by module

- Price Step % - Sets the adjustment amount per
product used to approach the margin target

- High/Low Range % Relative to Target Margin -
Allowed high/low range of margin allowed

REVIONICS
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Global Optimization m ©

Revionics has developed other methods to help retailers capture target
defined goals

» Global Optimization targets allow for growth or investment targets based on the
following objectives:

° Tota| Sa'e S Set the Optimization Target % for the Test Scenario

Optimization Target Methad [ ¢]

* Market Share
« Competitive Positioning =3
 Profitability

Optimization Target %

« Targets are entered within scenario planning and span all products/zones within
the pricing model

« Elasticity and existing business rules are heavily used to achieve the entered goal
globally

REVIONICS
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Price Elasticity: Overview
@

Overall module goal Optimize prices by using observed customer price elasticities on each item.

AR TR L [T SRV Module recommends price according to selected PE Module Strategy, if elasticity calculation
achieves desired confidence level.

- 0 = Maintain Current Margin, Drive sales and profit while maintaining current margin (profit
increases, sales increase, units may increase, margin maintained)

= Qpportunity
$5000.00 | O Current
$4000.00 \

- 1 =Margin Target, Maximize profit subject to hitting a global margin target (effects will vary \\
depending on the margin target selected relative to the current margin). When using this g $3000.00 \?
strategy option, PE will make use of the margin target associated with the MA module (target * $2000.00 \e

: \O
margin %) 100000 . \ ()

$0.00

- 2 =Maximize Sales, Drive Sales — Aggressively drive for dollar sales volume while maintaining
profit dollars (profit flat, sales increase, units likely to increase, margin may decline) $10000.00 $12000.00 $14000.00 $16000.00 $18000.00 $20000.00 $22000.00

Revenue

Could be anywhere on the line depending on
- 3 = Maintain Sales, Drive Profit — Aggressively drive for profit while maintaining sales dollars specified margin target
(profit increases, sales flat, units may decrease, margin may increase)

- 4 = Maintain Units, Drive Profit — Drive for profit but maintain unit volume (profit increases,
sales may increase, units flat, margin may increase)

REVIONICS
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Private Label Gap: Overview

Overall module Maintain price point relationships to better position one item against another to drive sales and %
goal profitability.

How the module
works Module recommends prices for target items based on gaps that are set between items

PLG groups are set by each category to define the set of items
for which there is a price point relationship

PLG groups are independent of categories and subcategories
Within a PLG group, relationships are defined 30.79
- Unlimited number of tiers

- Flexible tier references
s "

The referenced item in the group does not receive a price
recommendation from this module.

Three options exists for creating a gap:
Private Brand
e % Gap $0.69

e $Gap

* % Profit Gap

REVIONICS
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Indices Defined

* Dollars

This index is used to create a dollar amount spread between the Optimized price
of the reference tier

l.e. - 0.25 cents below

(Optimized Price of the Reference Tier +/- the entered dollar amount) = PLG
Suggested Price

* %
— This index is created via a percent value to create a spread between the
Optimized price of the reference tier
— (Optimized Price of Reference Tier * Index) = PLG Suggested Price
 Profit Gap
-~ This index is created via a percent to create a gap based on the profit of the
optimized referenced tier
- (Unit Profit of Reference Tier * Profit Gap %) + Cost of secondary Tier = PLG
Syggested Price
REVIONICS'
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Entering Indices (via Ul)

SF SWEET  85.00 | % Gap v

 PLG will recommend the Tier 2 item
to be 85% of Tier 1

SF SWEET | -0.25 | Amount Gap 5

* PLG will recommend Tier 2 item to
be $0.25 cents less than the price of
Tier 2

Tier 1

SF SWEET | 101.0 | Profit Gap v

* PLG will recommend the Tier 2 item will
make 1% more in unit profit then Tier 1
with respect to Price and Cost

REVIONICS
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PLG Rules

Rule Goal Impact of Configuration Revionics Best Practice D\;a;ftu;t
e Utilize min/max ranges to allow for greater
e Min/Max ranges influence from other modules, such as PE,
ensure that the final while still keeping the final suggested price
Min/Max Ranges recommendationl within the bounds of your PLG Strategy.
) e Create arange of .
(%’s and Amounts) . . with respect to other . e NULL
valid PLG prices. . . e (Create separate min/max ranges by PLG
constraints will fall roup/tier
within a valid price group
point. e Min/Max values can also be set by level of
the hierarchy.
L
SF SWEET | B5.00 " Gap * | 75.00 || 20.00
[+
Separate Min/Max Ranges exist for
F <. A | =04 . == ;
SF SWEET 0.40 ount Gap « 0.45 0,20 each index type
ok SWEET 101.0 Frofit ap = 10,0 160,0
R'm TG0 T -

aptos
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Overall module
goal

Ensure that one zone compared to another, is priced relatively higher or lower.

How the module
works Zone relationships and index values are setup to define a matched zone, compared to target zone.

r VALID TIERING _IN\HID?EFFNG o

Zone |Match Zone |Index Zone |Match Zone |Index
A none A none

B A 1.02 B A 1.02
C A 1.05 C B 1
Zone |Match Zone |Index Zone |Match Zone |Index
A none A |[C 1.02
B A 1.02 I B A 0.99
E__ |none |[lc_ 8 1.05
F E 0.99

REVIONICS ' 4
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ZIP Example

I Zones Zona B I + Vendor Default

-

I Zones Zona A

rndor Default

Constraint(s)

» The price recommendation has been decreased in order to satisfy the maximum CP limit.

R$100.30 - OR = Original Price
VMA = Volume Margin Analysis
R$95.30 | CP = Competitive Price Analysis
o MA = Margin Analysis
Constraint(s) " v )
Th . . b . der t tisfy th . ZIP limit R$90.30 - PPU = Price Per Unit Analysis
@ price recommendation has been increased In order to satisty the minimum imit. g PLG = Private Label Gap Analysis
2 RS85.30 4 PFA = Promo Freq Analysis
a PE = Price Elasticity Analysis
R$84.30 R$80.30 - BS = Brand Sensitivity Analysis
R$62.30 ZIP = Zone Index Pricing
i RS$75.30 - WA = Weighted Average
R$80.30 ‘ | PF = Price Family Analysis
R$70.30 + - - . - - . - v . v r EN = Ending Number Analysis
2 R$78.30 OR VMA CP MA PPU PLG PFA PE BS ZIP WA PF EN FSP FSP = Final Suggested Price
o
= S
O R$76.30 Strategy: Aumentar Margem
R$74.30
OR  WMA CP MA PPU PG |PFA PE | BS ZP WA PF EN | FsP
R$72.30 Target Prices 80.70 70.38 85.86 100.88 90.68 s0.70) 8445
R$70.30 ! } ’ ) | . . ! , , | Weights 0.00 0.50 0.01 1.00
OR VMA cB oo ee oe o= es e owa o P 000 a2 003 1536
Strategy: Aumentar Margem
oR  wwa ce ma  pru (me Pa PE  (BS Jzp fwa  PF BN PSP
Target Prices 78.95 70.38 83.76 80.29 84.45 | 77.08 7695 81.45
<
Weights 0.00 0.50 0.01 1.00 001
Impact 0.00 -2.82 0.03 0.88 0.04

REVIONICS
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Not all engines are activated for all items

Engine

Competitive Analysis

Margin
Analysis

Price Elasticity

Private Label Gap

Price Per Unit

Zone Index

Criteria for engine activation

e Valid comp. price check exists for item

e Valid cost data exists for item

e Price elasticity calculation is statistically significant

e [tem has PL gap to another item identified

e |tem’s PPU is based off another item in the same
PPU group

e Zone relationships exist.

Price recommendation if engine not activated

e Does not recommend price

* Not applicable

e Recommends current price

e Does not recommend price

e Does not recommend price

e Does not recommend price

If engine does not recommend a price, other engines are
effectively weighted higher in calculating the price for that item




Calculate Weighted Average Price

Each engine Pricing strategy Tool delivers final
recommends a price applies weightings suggested price

Price
“ output i

Price eIas'Fluty $2.34 % 1.00 — $2.34
analysis +
Margin analysis $2.26 ® 1.00 == $52.26
+ Weighted
Competitive analysis $2.13 % 0.50 m= $1.06 average price:
+ $5.70/2.52=
2.26
Price per unit analysis $2.21 4 0.01 == $0.02 >
o
Private label gap
. 0.01 — 0.02
setting 2229 x =
Total 2.52 $5.70

REVIONICS
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Optimization Process

)
Align Price Family
e e items
= PLG

Apply Ending

e Numbers

Enforce Business
Rules

Calculate
weighted
average price

REVIONICS
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strategy Numbers

3

Final
Suggested
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Align Price Family Iltems

» Systematically maintains uniformity on everyday prices for

line items based on common attributes.

 Aligns item/zone recommendations.

—
Current WA -
Zone Name uPC Description PF Code FEER e | SR | e ey | Gt Unit it
Size Price Price Units Price Price
ZONE 002 - HRD - CS Primary | 000124003434... | SWT BABY RAY HNY BBQ SCE SweR2s 28.00 $2.99 s200 ([l 44010 szos| s2.41
ZONE 002 - HRD - CS Primary | 000134003517... | SWT BBY RY HKRY BBQ 282 SwWBR2a 28.00 $2.99 s200 ([l 1s168| s21sf s2.11
ZONE 002 - HRD - CS Primary | 000124099123... | SWT BBY RYS SWT SPCY BBQ SwWBR28 28.00 $2.99 s2o0 [l 13851 s2asf s2.11
ZONE 002 - HRD - CS Primary | 000134093523...  SWT BBY RAY ORIG BBQ SCE SWBR28 28.00 $2.39 s200 [l e1aes| szt s2.11

ie. (2.08 * 440.19) + (2.15 * 181.69) + (2.13 * 138.51) + (2.11 * 618.65)/1,379.04 = $2.11

REVIONICS
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Apply Ending Numbers

Rule Goal Impact of Configuration Revionics Best Practice
e Revionics recommends 2J Align Price Family
e Rounding rules are creating an ending number set items
applied to refine each to consistently convey price
price point to a valid points that are well received
e Enforce rounding |0giC price. by their customers.
Ending Numbers to adhere to a defined o :
list of acceptable e Consistent price points  ® Although adding in more Apply Ending
ending numbers. will always be available price points could Numbers
recommended. lead to some incremental

opportunities, it’s still advised
to limit the list to avoid
negative price points.

N7

Enforce Business

Current Ending Numbers Rules

0-$0.99 $0.03, 0.05, 0.07, 0.09, 0.13, 0.15, 0.17, 0.19, 0.23, 0.25, 0.27, 0.29, 0.33, 0.35, 0.37, 0.39,
0.43, 0.45, 0.47, 0.49, 0.50, 0.53, 0.55, 0.57, 0.59, 0.63, 0.65, 0.67, 0.69, 0.73, 0.75, 0.77, 0.79,
0.83, 0.85, 0.87, 0.89, 0.93, 0.95, 0.97, 0.99

$1.00 -$1.99 $0.00, 0.09, 0.19, 0.25, 0.29, 0.33, 0.39, 0.49, 0.50, 0.59, 0.69, 0.79, 0.89, 0.99

Reapply Ending

Numbers

$2.00-59.99 $0.00, 0.19, 0.29, 0.33, 0.39, 0.49, 0.50, 0.59, 0.66, 0.67, 0.69, 0.79, 0.99

$10.00 - Above $0.29, 0.49, 0.69, 0.79, 0.99

Y \WiVay'alad ol
I\ V INVI 11\
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Enforce Business Rules

* Revionics imposes a set of hard constraints on
pricing that further refines the final price.

* The constraints ensure basic business rules are
met to mitigate any unwanted price changes.

» A pre-defined constraint priority is applied if
multiple constraints are applied.

REVIONICS
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Pricing Constraints

Rule Goal Impact of Configuration
e Create a minimum price e This parameter will ensure R
Min Price change %. that Revionics is not making
Change % price changes that do not
meet a minimum % value.
[ ]
. . e This parameter will ensure
Min Price - . Lo .
TETe e Create a minimum price that Revionics is not making
change amount in dollars. price changes that do not .
Amount e
meet a minimum amount.
Constraint(s)
52,50 —_ o

Strategy: Margin Enhancer

| or |pPu_ | PG | PFA

2.49

[vMma  cP
218

028

| MA
2.47
1,00

Target
Weights

Impact -0.03 001 0.00

TN VIT IITWY
aptos

Revionics Best Practice Default Value

Its common practice to use this % in conjunction

with the amount value to limit small price e 2%
changes.
Its common practice to use this amount in
conjunction with the % value to limit small price
changes.
e 0

If an activity cost to hanging a tag/making a price
change is known, then that value can be entered

here.

Constraint(s)

$2.00
$1.95
$1.90

$1.85

Prices

§1.80

$1.75
$1.70
$1.65

$1.60

Strategy: Margin Enhancer

PFA

PE
1.66 1.77

VMA | GP MA PPU PLG

Target Prices 177 1.89

Woights 1.00 076 1.00

Impact 004 003 0.00




Pricing Constraints

Rule Goal

Max Price
Change %
Decrease

e Create a maximum price
change % by decreases.

Max Price
Change %
Increase

e (Create a maximum price
change % by increases.

Max Price
Change
Amount
Decrease

e (Create a maximum price
change amount in dollars
by decreases.

e (Create a maximum price
change amount in dollars
by increases.

Max Price
Change
Amount
Increase

RCVIOICS

aptos

Impact of Configuration

This parameter will ensure
that Revionics is not making
price changes that do not
meet a maximum % value.

This parameter will ensure
that Revionics is not making
price changes that do not
meet a maximum % value.

This parameter will ensure
that Revionics is not making
price changes that do not
meet a maximum amount.

This parameter will ensure
that Revionics is not making
price changes that do not
meet a maximum amount.

Revionics Best Practice

Revionics typically see’s 10% as a common limit to
ensure prices are not changing drastically at once.

Retailer may have different increase/decreases
value.

Commonly varied by category, or included into a
strategy.

Revionics typically see’s 10% as a common limit to
ensure prices are not changing drastically at once.

It is common practice to set this value rather high
and control the max limits via % configuration.

It is common practice to set this value rather high
and control the max limits via % configuration.

Default
Value

10%

10%

1,000

1,000



Pricing Constraints

Rule

Goal

Impact of Configuration

This parameter will ensure
that Revionics is not making

. . e Create a minimum margin
Min Margin % & .
threshold. price changes below the
specified margin.
This parameter will ensure
. e (Create a maximum margin that Revionics is not makin
Max Margin % & . &
threshold. price changes above the
specified margin.
Constraint(s)
$7.90
. §7.40 B
£ sem0
$6.40
foon OR VMA L\’*MA PPU PLG PFA PE BS ZIF WA PF FSP
Strategy: Turf Protector
OR VMA cP MA PPU PLG PFA PE ZIP WA PF EN F8SP
Target Prices 7.88 5.99 8.02 7.99 7.24 7.25 7.35
0.75 0.25 075

Weights

Impact -0.75

0.00 0.00

Revionics Best Practice

Revionics recommends that at least a 0%
minimum margin is kept to ensure items
are not priced below cost.

Often times this is varied by category or
zone (i.e. Alcohol)

Depending on the retail vertical this
parameter varies greatly.

If prices are rising too much, then consider

lowering this down.

Default Value

5%

100%



Pricing Constraints

Rule Goal Impact of Configuration Revionics Best Practice Default Value
e This parameter will ensure . ) )
VHWLYS o  Limit when an item can that Revionics must waitat ~ ® Varies by retail vertical.
Change Gap dgcrease in prl.ce based on least a defered number days 4 Commonly set to 28 days to sustain price e 28 days
Days Down price change history. before making a price image and demand signal.
decrease.
e This parameter will ensure ) ] ]
Min Price e Limit when an item can that Revionics must wait at * Varies by retail vertical.
Change Gap increase in price based on least a defined number days e 28 days

e Commonly set to 28 days to sustain price

Days Up price change history. before making a price image and demand signal.

increase.

» Revionics will keep a history of the price/cost data that is being sent each
day/week.

» Future Price/Cost data is not utilized when determine the days between price
changes.

ReVIOHICS
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Pricing Constraints

Rule Goal Impact of Configuration Revionics Best Practice Default Value
e Create a floor/ceiling in e Limits optimization upper ¢ Send Min/Max prices in the price /cost feed
Min/Max Price which a suggested price and lower price point for items that need to b priced above or e N/A
cannot break. bounds. below that value.

Constraint(s)

« The suggested price was moved to satisfy a maximum price point restriction
$2.30 - OR = Original Price
VMA = Volume Margin Analysis
$2.25 |

CP = Competitive Price Analysis
MA = Margin Analysis.

$2.20 | i

— PPU = Price Per Unit Analysis
$2.15 1 PLG = Private Label Gap Analysis
$2.10 PFA = Promo Freq Analysis

PE = Price Elasticity Analysis
$2.05 + BS = Brand Sensitivity Analysis
$2.00 - ZIP = Zone Index Pricing
WA = Weighted Average
PF = Price Family Analysis
$1.90 1 1 1 1 1 1 1 1 1 1 ' ' 1 { EN = Ending Number Analysis

OR  WMA cP MA PPU PLG  PFA PE BS zIP WA PF EN FSP FSP = Final Suggested Price

Prices

$1.95

Strategy: Margin Enhancer

OR vMA CcP MA PPU PLG PFA PE BS ZIP waA PF EN FSP
Target Prices 2.19 2.04 2.19 2.7 2.19 2.09
Weights 0.25 1.00
Impact -0.02 0.00

REVIONICS
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How constraints are applied

e Constraint Priority

- If multiple constraints exist after optimization then a pre-defined order is applied to resolve conflicts.

New Product Introduction .
Price Change Frequency

PLG Limits (forces to the min or max value)

PPU Limits (forces to the min or max value)

CP Limits

ZIP Limits

Price Change Amount

Price Change Percent

Price Rank Threshold

Align Price Family

© N T MDD RE

N
= o

Upcoming TPRs*

. Cross-category price family consolidation
. Margin

. Min/Max Price**

. Exact Match*

16. Planning Price Locks*

e i o
a b~ WON

* These items are OFF by default and only enforced if configured to do so.

ReVIGn r'CJsfaptional system data and are implicitly OFF unless that data is explicitly present.

an aptos company

Exclusions to the "No Price Change" Constraints

Constraints 1, 2, 3, 5, 11, 12, and 13 pertain to configuration rules that
prevent a consensus price change from being recommended as the final
suggested price.

These constraints are overridden when any of the following apply:
* The price family is out of alignment
» An exact match rule is enforced
* A minimum margin rule is enforce

36



Common lower level rules overrides

Rule Name Possible Reason
Min Margin % * Zone level min margin rules may exist for Beer and Alcohol Zones.
gin 7 * Some Categories may maintain a higher/lower margin
Max Marein % * Zone level max margin rules may exist for Beer and Alcohol Zones.
gin 7 * Some Categories may maintain a higher/lower margin

* Convenience or less sensitive categories may be willing to make larger price
increases

Max Price Change % Decrease * Image or more sensitive categories my be willing to make larger price decreases
. * Convenience or less sensitive categories may be willing to make larger price
Max Price Change Amount Increase . & 4 & gerp
increases
Max Price Change Amount Decrease * Image or more sensitive categories my be willing to make larger price decreases

Competitor Group ID * Competitive groups typically vary by Zone and possibly by category
Aggregation Method * Aggregation method may vary based on competitive group setup

Max Price Change % Increase

REVIONICS

aptos



?E‘VJ‘G‘[;M‘(]HUHN
010010100100108

7a101101001010
g \{ 011010010100100 70070

011010010100100

070010010070011 101017

010100100100

110100101001

0§ 107001001001001110101

: 10701101001070010010010071 1010110101
1001010010070010011101011101
1100101001001001001
1107007007001001110101
00190100108

Strategies



Base Pricing Rules

» Base Pricing Rules vs. Strategies
 Strategy Assumptions

» Predefined Category Strategies
* Rule review
 Strategy Worksheet

» Product Group Strategies
» Best Practices
« Sample KVI strategies

REVIONICS

an aptos company
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Base Pricing Rules

» Revionics has over 100 different rules, constraints and configurations that help drive price
recommendations.

» Each configuration can be applied at any level of the hierarchy/zone, down to the lowest level of

optimization:
« All Products/All Zones (Enterprise/Zone Group)

All Products/Zone A

Category/All Zones

Categoryizone A T I ————
s

Product A

Product C Product D

» Lower level (product rules) can also be created, but these rules will be set for items that belong in a
product group.

REVIONICS
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Base Pricing Rules

Default values are set for all rules at the Enterprise/Zone Group level

» Exceptions are typically made at the zone level (Competitive Rules) or at the level of optimization (i.e.
Category Strategy).

* In most cases these lower level rules are assigned in the form of a Strateqgy
» A strategy is nothing more than a wrapper/label with any combination of any of the base pricing rules

 Strategies can be applied at any level of your product and zone hierarchies. If no strategy is defined at
a given level it is inherited from above

* Revionics provides 5 default strategies

REVIONICS

an aptos company

41



Pre-Defined Strategies

« Traffic Driver: Drive category volume while improving
price image against competition.

« Turf Protector: Drive volume and remain competitive
while protecting margin.

« Maintain: Drive profit and sales dollars while
maintaining current margins and competitive position.

« Convenience: Increase profit without sacrificing
volume on less-sensitive, non-destination items.

* Margin Enhancer: Drive strong profit increases without
sacrificing sales dollars.

REVIONICS
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Group Products
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Margin Enhancer
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H * Convenience
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$2000.00 fre-eeeeeerereeesis ..-VTurf Protector
| _Traffic Driver
$1000.00 - &
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Strategy Assumptions

The majority of the rules in our default strategies are engine weightings. These weightings provide
focus for each of the pricing modules

A weighted average will then be applied (before other steps) to unify the price based on the engine
weightings

Additional constraint rules can also be added:
— Ensure a minimum margin
— Limit price jumps (max price change%)

Strategies are customizable:
* New strategies can be created (any number)
* Names can be alter for existing strategies
+ Additional rules can be added or removed

REVIONICS
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Strategy Intent

Weightings

Price elasticity
analysis
(PE)

Pricing

Competitive Price per unit Private label Key characteristics
analysis EQEWSS CELELEWSS
(CP) (PPU) (PLG)

Margin analysis
(MA)

Strategy

e Emphasis on

. . competitive analysis
Traffic Driver P y

e Limited emphasis
on price elasticity
and margin

Turf Protector

0
D
@
»
b
@
)
2
3}
£

e Balanced emphasis
of all engines

PE
MA

Maintain

Balance
CP

PPU
PLG

e Emphasis on
margin analysis and
price elasticity
analysis

Convenience

e Limited emphasis

. on competition
Margin Enhancer

=
=
=
]
£
[
%)
]
[
=
o
=
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Strategy In use

$2.10 OR = Original Price

VMA = Volume Margin Analysis
CP = Competitive Price Analysis
$1.90 - MA = Margin Analysis

PPU = Price Per Unit Analysis
PLG = Private Label Gap Analysis
$1.70 - O o PFA = Promo Freq Analysis

PE = Price Elasticity Analysis
BS = Brand Sensitivity Analysis
$1.50 - WA = Weighted Average

PF = Price Family Analysis

EN = Ending Number Analysis
FSP = Final Suggested Price

$2.00

$1.80 |

Prices

$1.60 -

$1.40 -

$1.30 T T T T — T T T T T T T 1

OR VMA CcpP MA PPU PLG PFA PE BS WA PF EN FSP

Strategy: Turf Protector

OR VMA CP  MA PPU PLG PFA PE | BS WA | PF EN  FSP |
Target Prices 1.79 1.85 2.00 1.68 1.43 1.68 1.69 1.68
Weights 0.75 0.01 0.01 0.75
Impact 0.08 0.00 -0.00 -0.18

i.e. ($1.95 *.75) + ($2.00 *.01) + ($1.68 *.01) + ($1.43 *.75) /1.52 = $1.69.
REVIONICS
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Where strategies can be applied?

Subcategory Subcategory Subcategory Subcategory
Key l
Value Product A Product B Product C Product D
Iltems
REVIONICS
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A few takeaways...

 Strategies are customizable:
» Often times it's easier to rename the strategy to better highlight the intent
» This may lead to quicker adoption and buy in of adopting these strategies

« Example:
« Competitive 1, Competitive 2, Balance, Demand 2, Demand 1

« Strategy intent may not be executed if there is not any underlying data

» Category 1 is marked as Competitive/Traffic Driver strategy
» Sparse competitive data exists for the products

» Even though the CP engine is weighted heavily, it wont impact the price and will fall back on other
engines (PE, MA, PLG, PPU)

REVIONICS
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Pricing Hierarchy

Department Department Department
Category Category Category Category

Subcategory Subcategory Subcategory Subcategory
Key
Product A Product B Product C Product D Valve
ltems
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KVI Strategy (optimized groups)

* Revionics suggest that the management of all product group rules be done via
the creation and installation of strategies

* A strategy should be created and installed for each of the Product groups that
are either created via the Ul or sent within the data feeds

 Strategy setup allows for global management of all rules across active
modeling scenarios as well as default KVI rules

REVIONICS
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Manage Configurations

« Configurations can be set at any level of the hierarchy
above item

« Configurations can be set at any zone or all zones

IZnnE All Products | All o l
Export
EEEEE Filters: m

s lLIR ZEiE |A” | @Defaultokenarino&ratagy

REVIONICS
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Manage Configurations

« Configurations can be set 1 of 3 ways:
« Enterprise Level
« Scenario Level
« Strategy Level

Znnlﬁ|ﬁ.|| v| Ilmduds|ﬁ.||

EEIH:t Alternate Filers:
Module Rule Name |_.|5|.|| T 1 Dafay ltOEl:\Enaru:-C'Etrategy

F-

REVIONICS
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Manage Configurations

Optimization Engines

GEN - General Enforce MAP, Lead time days, New product window days, etc

MA - Margin Analysis Margin target %

CP - Competitor Pricing Price life days, Agg method, Comp group ID

PE - Price Elasticity Strategy, Num Sigma elasticity

PFA - Promo Frequency Analysis Promo threshold %

PLG - Private Label Gap Min/Max price change $ and %, min/max profit %

PPU - Price Per Unit Min/max up purchase incentive

VMA - Volume Margin Analysis Threshold high/low

ZIP - Zone Index Pricing Match zone ID

FIN - Finalizer Min/Max price change $ and %, Min margin
REVIONICS
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Products & Zones

Overview of Item Characteristics

Hierarchy

Attributes

Product
Groups

New / Like
ltems

REVIONICS

an aptos company

The official classification of an item; in Revionics strategies,
pricing rules & constraints and optimization level are set at the
Hierarchy level

Key information that exists in the portal to help with visibility and
filtering. Strategies and optimization is not applied to afttributes

These are a group of products that may or may not live across
different hierarchies but are important enough to have their own
strategies and typically used to manage Key Value ltems (KVIs)

New items have no history by which to model their demand; as
such it is recommended that they are assigned a like item which
will be used to determine demand until enough history exists



Products & Zones

Product Hierarchy — In Revionics

Facts

All items need to be assigned a place
in the hierarchy

All pricing strategies and configurations
are set at the hierarchy level and
automatically apply to all lower levels

The lowest level (i.e. SKU) does not
receive a strategy, but can if placed in a
product group

Portal access (security) and Reporting
are also heavily influenced by hierarchy

There is a limit of 6 levels of hierarchy
in Revionics. Only 5 for Reporting

REVIONICS
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Typical

» Most clients use the same hierarchy as

their merchandising and Bl systems

» A few clients use a different hierarchy

since their approach to pricing does not
match merchandising hierarchy

* Typically looks like:

Division
Department
Class
Category
Item

Challenges

* A low number of SKUs in a category

can limit the ability to drive toward
business objectives

Hierarchies are most effective in the
system when they create a ‘Pyramid’ —
i.e. there should not be more
occurrences of Departments than
Classes

Since pricing strategies are assigned at
a level of the hierarchy higher than
SKU, it is not optimal to have a large
number of SKUs within a category that
require different rules or strategies (can
be migrated with product groups)




Products & Zones

Product Hierarchy — Intersection of product hierarchy and zone structures

Enterprise
Northeast Midwest Florida

Category Category Category Category

REVIONICS
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Products & Zones

Product Groups (KVIs) — In Revionics

Facts

* Product groups allow you to build
strategies and optimize a group of
items that do not share the same
hierarchy

» They are prioritized over any strategies
that are defined by hierarchy

* Have their own filtering and reporting
within the portal

REVIONICS
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Typical

» Product Groups are setup when items
within a hierarchy are not aligned with
the classification strategy

* Product Groups are also setup when
items within a hierarchy are more
aligned with items in non-related
hierarchies:

* Grain free / all natural foods
* Eco-friendly items
* Halloween items

» Above examples enables the company
to set different strategies for Grain free
/ all natural foods, Eco-friendly items
and Halloween items

Challenges

» Determining product groups is essential
as they will receive different strategies
and rules

Organizational — hierarchy based
strategies generally align with Buyer
roles. Setting strategies across
different hierarchies requires better
collaboration and/or more corporate
pricing enforcement

Proper balance between hierarchy
based strategies and product group
strategies is essential for both portal
usage and ability to drive strategy and
share out results




Products & Zones

Hierarchy & Product Groupings (KVIs)

Northeast Midwest Florida

KVIs (Key Value Items):
* Key Value Items

+ Demand Groups

« Can cross all levels
of established

hierarchy
ReVIONICS
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Products & Zones

Product Groups (KVIs)

« Represents key Product Groupings that have a different strategy
than their assigned category

* Product Groupings can span multiple product hierarchies
« Pricing Strategies can be assigned to a product grouping by zone
* Product Groupings can be “optimized” or “non-optimized” groups

« An item can belong to only one “optimized” group

REVIONICS
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Products & Zones

Attributes — In Revionics

Facts

Attributes are not required but highly
recommended

Attributes are used to provide visibility
and filtering for a group of items

Attributes cannot be assigned to
strategies and are generally not used in
optimization

The system can support numerous
client specific attributes

Can be any relevant information that
you wish displayed in the portal to
assist in making pricing decisions

REVIONICS
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Typical

« Attributes vary greatly by retailer based

on what is relevant for pricing
decisions. Most common are:
* Brand, vendor, style, color, size

Color, size and style are most
commonly used ones — particularly for
apparel

« Attributes are a way to make

information visible without impacting
optimization — if any information is
relevant and can be sent as an
attribute, it can be setup as such

« Unit of measure and size are needed

for volume discounts (PPU)

Challenges

Not enough discipline around assigning
attributes

Spelling. Since attributes are used as
a filter, it is essential that Revionics
receives attributes that are spelled
correctly

Consistency. Like spelling, of
Revionics receives XL, Extra-Large and
Extra Large, the portal will not have
optimal filtering

Maintenance in merchandising systems




Products & Zones

New / Like Items — In Revionics

Facts Typical Challenges

New items will infer sales history from New items are usually added to the * Failure to send all item information for
the next level up in the hierarchy if they weekly data feed new items can limit its abilities in the
are not assigned a like item portal
Like items are typically assigned as
Like items are recommended as they part of the new item setup process + Determining like items can sometimes
are more likely to accurately represent be difficult, but is the advised approach
the demand of the new item Like items represent the previous
model of an item prior to a technology, * Items in very diverse or miscellaneous
Both new and like items should be sent packaging or labeling change categories that are not assigned like
to Revionics via the data feed items will frequently have poor demand
New items should still be submitted calculations
When a new item is sent to Revionics, with a current price
it needs to have all relevant information
— hierarchy, attributes, price/cost,
product groups, product relationships,
etc.

REVIONICS
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Products & Zones

Store / Zone Overview

e Zones are a grouping of stores or a channel in which:
*  Price sensitivity modeling occurs at the product/zone level
* Pricing Strategies are set for hierarchies or KVI groups/zone level
« Competitive strategies are set for hierarchies or KVI groups/zone level
« Optimization creates price recommendations at the product/zone level
* Pricing is approved and exported at the product/zone level
« Scenario planning occurs at the product hierarchy or KVI groups/zone level
* Reports can be run at the zone or store level

« Stores need to be assigned to a zone and execute pricing that is
established at the zone level.

REVIONICS
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Products & Zones

Store / Zone Overview - Optimization

« Strategies & configurations are %’
set at the following: &
« A pricing zone o
« A group of products:
1. KVI Group (A,B) Chrsimos
2. Hierarchy (C,D,E) e
Tools

REVIONICS

an aptos company
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Product Relationship

PLG Overview

Private Label Group functionality within Revionics can be utilized within
Revionics to address 2 similar Strategic initiatives:

* Private Label Pricing: Private label pricing can be set up in Revionics by
creating pricing tiers within a unique, common data element
* Can be used to manage private label vs. national brands
« Can also be used to manage private label vs. other private labels
« Good-Better-Best Pricing: PLG functionality does not only have to apply to
private label pricing. It is also how Good-Better-Best relationships can be
established in Revionics

REVIONICS
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Product Relationship

PLG Overview

Goal: Increase market share and National Brand
improve profitability by driving 310.49
customers to buy proprietary
brands Private Label Gap
* Relationships can be
managed via back office feeds 85%

or within the application
* Unlimited tiers

L Proprietary
» Flexible tier references Brand$8.99
» Gaps can be %, $ or profit gap
based

REVIONICS
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Product Relationship

PLG Optimization

 PLG enforcement is based on its weighting in the system

OR = Original Price
s VMMA = Volume Margin Analysis
2.90

— CP = Competitive Price Analysis
I MA = Margin Analysis
$2.40 \ PPU = Price Per Unit Analysis

._____.._—-‘ PLG = Private Label Gap Analysis
| PFA = Promo Freq Analysis

PE = Price Elasticity Analysis
BS = Brand Sensitivity Analysis
$1.40 WA = Weighted Average

PF = Price Family Analysis

EM = Ending Mumber Analysis

$0.90 } } } } } } } } } } } } FSP = Final Suggested Price
OR WA CcP MA PPU PLG PFA PE BS WA PF EMN FSP

Strategy: Traffic Driver

el
2
o $1.80

Target Prices 2.49 1.00 2.69 2.81 3.11 2.37 2.34 2.35 2.85
Weights 1.00 0.25 2.00 0.50
Impact -0.37 .01 o6 o.o8

REVIONICS
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Product Relationship

Price Families — Overview

» Price Families are utilized within Revionics to maintain pricing

consistency amongst a collection of items within the same Zone.
- All items within a price family receive the same recommended price at each zone.

« Typically items within a Price Family share the following traits:

- Brand

- Current Price

- Unit Cost (may vary if multiple vendors exist)

- Level of the Merchandise hierarchy (items may span different levels)

- One variable trait omongs’r the item:s:
« Size
+  Weight
* Flavor

REVIONICS
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Product Relationship

Price Families — Overview

« Each price family is identified by
a unigque, system-assigned
number shown in the Price
Family Number column on the
Base Retail Price Review and

Could name
other screens Hhis LED

« Optionally, you can also assign Flashlights
your own price family names
and codes to your price families
to identify them

REVIONICS
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Product Relationship

Price Families — Optimization

« Unlike PLG and PPUs which are one of many inputs that are
weighted when determining price recommendations, Price Families
stay aligned in the systems once setup.

« Price families take precedence over PPU / PLG during optimization
« Price families live across all zones, but may receive different prices in
different zones.

(i.,e. Strawberry flavored and Cherry flavored will always have the same
price as one another, but may have a different price in Alaska than in
Florida)

REVIONICS
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Product Relationship

Price Families — Optimization

« Pricing is determined by one of two methods:
- Weekly weighted average sales volume (Default)
- Most common price (regardless of volume)

liem A in Price Family  § Pricing Inputs ltem A Priced

« PLG
ltem B in Price Family « PPU ltem B Priced

* Margin Targets

» Price Elasticity
Item C in Price Family « VMA Item C Priced
+ Competitive
(and several others)
Item D in Price Family Item D Priced

REVIONICS
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Product Relationship

Price Families — Methodologies

« Allitems within a price family receive a pricing recommendation;
once this occurs, all items within the pricing family are then aligned

based on the selected methodology:
- 4 SKUs receive the following pricing recommendations:
« SKU A =$4.99 (60% of sales volume)
« SKUB = $5.99 (30% of sales volume)
« SKU C = $4.89 (5% of sales volume)
« SKU D = $4.89 (5% of sales volume)

Weighted Average Most Common

Price Family price aligned at: , » , , )
($4.99%.6)+($5.99%.3)+($4.89*.05)+ ($4.89* 05) Price Family price aligned at:

$5.28 $4.89

aptos
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Optimization Process

Revionics Price Optimization Cycle

Qualifying
stage

Step 1 - Item Qualification:
Removes items that are:

- not eligible for optimization
- discontinued

- invalid prices or costs

Price Modules

Step 2 - Price Determination:
Leverages a set of pricing engines
to determine optimal price.

Other Factors

Mare ferations reedes)

REVIONICS
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Step 3 — Calculate Weighted
Average Price:

Applies finalization logic
(rules/constraints/logics/etc.)

Step 4 — Review and apply prices




Optimization Process

Price Optimization Process

i\

Qualify Items for Optimization

Determine Pri

Removes items that are:

- not eligible for optimization
- discontinued items

- invalid prices or costs

- Invalid margins

- ltems with a gap in sales

REVIONICS
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Optimization Process

Price Optimization Process

—

@ ¢ Determine Optimal Price

- - - - Leverages a set of pricing engines
that analyze customer behavior,

performance and product
relationships

- Each pricing module willrecommend
a target base price

- Impact of module target price on
recommended price is based on
weighting assigned by the Pricing
Strateqy

REVIONICS
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Optimization Process
ORIG - Original Price

» The original price is your current price; the starting point and the “anchor”
for analysis

« The weight given to the original price determines the magnitude of
“anchoring effect”

REVIONICS
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Optimization Process

VMA - Volume Margin Analysis

» Helps improve sales and profitability within an assortment by identifying
items that are out of line with the assortment’s volume/margin profile

* Increases profitability by identifying high-volume items that are underpriced
relative to the general assortment and drives sales volumes by reducing
prices on slow-moving items at higher margin

Constraint(s)

Goal: Improve sales volume
and profitability of a class
or product grouping o H

Prices

REVIONICS
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Volume Margin Analysis

Average
« Helps improve sales and N '
profitability within an . %
assortment by identifying o
items that are out of line z
with the assortment’s
volume/margin profile

* Increases profitability by Margin

Quantity

-u"

identifying high-volume pE—
items that are underpriced
relative to the general

assortment and drives .
sales volumes by reducing " H

prices on slow-moving e e e e
items at higher margin

REVIONICS
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Optimization Process

CP - Competitive Price

« Recommends pricing based on indexing against your competition

* You can optimize against multiple competitor prices and choose to price
against them or to simply display them in the portal for review each week

Goal: Needs:
» Drive traffic and improve customer price  |dentified competitors and index and
perception by adjusting prices to reflect weighting goals.

desired positioning against competitor prices.
* Prioritize competitors, if multiple.
» Supports an unlimited number of competitors.
» Data feeds of competitor prices
« Competitive prices are updated with weekly collected regularly.

processing.

 |dentify frequency of data feeds.

REVIONICS
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Optimization Process

Competitive Price Parameters

« Competitive Index: Specifies the parity between your price and the competitor price.
Example: A price of 1.10 = price is 10% above competitor price.

* Priority: The order in which competitive stores are considered during the analysis. A
lower number represents a higher priority.

« Weight: Specifies the relative weight given to each store when calculating prices.

« Used in Analysis (View Only): Specified whether the competitor is utilized in the
competitive analysis when calculating target price or is for display in the price review

screen
Use in Analysus
Competitor 1 .95
Competitor 2 1.0 2 75 Yes
Competitor 3 1.10 3 75 No
ReVIONICS
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Optimization Process

MA - Margin Analysis

MA module can be configure in two ways:

1. Maintain Current Margin
2. Margin Target

OPTION 1: MAINTAIN CURRENT MARGIN

e Module recommends retails that hold category's margin in
aggregate

* Implementation is straightforward if this configuration is set
to on, and no other configurations are needed

REVIONICS

aptos

OPTION 2: SET MARGIN TARGET

e MA target is defined by setting individual base category
margin values.
e Additional configurations required under this option:
- Margin target % - determines margin target used by
module
- Price Step % - Sets the adjustment amount per product
used to approach the margin target
- High/Low Range % Relative to Target Margin - Allowed
high/low range of margin allowed



Optimization Process

MA - Margin Analysis

A margin target can be specified for a category or
subcategory

» Revionics will recommend prices that hit the
target with maximum profit

« Maintain and adjust weighted margins of a
Department, Class or Sub-class

» Target margins can be set at any level of the
hierarchy

« The target that is set at the higher level flows
down to all categories below it

« System finds best items to change prices on to hit
the target based on PE and unit movement

REVIONICS
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Current vs. Target

27.50% A

27.00% -

26.50% -

26.00% -

25.50% -

25.00% -

24.50% -

24.00% -

Current Target




Optimization Process

PPU - Price Per Unit

25
=

Goal: Drive larger baskets and improve 1
profitability by driving customers to buy larger » @
sizes.
- Highest revenue producing item in l
relationship drives price.
- Up Purchase Percentage Rate determines l
degree to which customers are “rewarded” —
on a per unit basis for the purchase of the
larger sizes.

Unit price decreases
as the size increases.

REVIONICS
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Optimization Process

PLG - Private Label Gap

« Supports the relationships between National
and Private/labels, maintaining the gap
relationship

» Also supports Good-Better-Best pricing

National Brand {_
$80
between product tiers

«  User specifies the items and the price indexing, | EREEteSR-
by percent, amount or profit gap, for each tier 63% i

- Private label relationships can be managed via
the portal or via the weekly data load . —

* PLG supports unlimited tiers and flexible tier | Private Brand
references $49.99

« PLG can manage % or $ (€, £) gaps in the
system

REVIONICS
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Optimization Process

PE - Price Elasticity

» Price elasticity reflects the ratio of proportional change in demand with
respect to proportional price changes

« Itis a measure of the sensitivity of sales demand in relation to changes in

price
» The elasticity of a product describes how a customer reacts to a price
change
=
- Customers know Customers
- the price of the do not mind
'V Elastic item. They will buy the price. Inelastic
¥ more if the price is They will buy
> 1 right or shop the the item <
competitor if the regardless
o i price is too high. of the price.
ReVIONICS
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Optimization Process

Price Optimization Process

—

Determine Price

— Calculate Weighted Average Price

» Calculates weighted average price based on
Target Price recommendations by pricing engine
* Weighting of pricing engine based on
assigned pricing strategy

Target
. $2.25 $2.46 $2.43 $2.25 $2.38
Weight 1.00 1.00

REVIONICS
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Optimization Process

Price Optimization Process

- ltems in a price family will have the same price
- The goalis to maximize profits for line items by
Determine Price .« . .
determining prices based on the average weekly

- - - sales volume of the family
- - - - Systematically maintains uniformity on everyday

prices for line items based on common attributes
- Color

- Flavor

- Type (Gloss /Matte)

REVIONICS
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Optimization Process

Price Optimization Process

—

Determine Price

Align suggested price with pricing philosophy.
- Establishes price point values

REVIONICS
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Total Price Approved Ending Numbers

0-$5.00 X.29, x.39, x.49, x.59, x.69, x.79, x.89, x.99
$5-$10 19,.29, .39, .49, .59, .69, .79, .89, .99

$10-$22 19,29, .39, .49, .59, .69, .79, .89, .99

$22-$50 19,.29, .39, .49, .59, .69, .79, .89, .99

$50-$90 19,29, .39, .49, .59, .69, .79, .89, .99

$90-$200 19,.29, .39, .49, .59, .69, .79, .89, .99

$200-$500 19,29, .39, .49, .59, .69, .79, .89, .99

$500-$1200 19,29, .39, .49, .59, .69, .79, .89, .99

‘OR ‘VMA |CP ‘MA ‘PPU ‘PLG |PFA |PE ‘BS ‘WA |PF |EN ‘FSP ‘

Target Prices 2598
Weights
Impact

0.00

2479

479 *

Apply Ending Numbers




Optimization Process

Price Optimization Process

—

Determine Price

Enforces minimum and maximum bounds
on price changes, such as:
« Absolute or percentage price
changes
Margin changes
The minimum time between price
changes on any one item.

== Enforce Price Constraints

REVIONICS
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Optimization Process

Price Optimization Process - Price Constraints Continued

Constraint(s)

» The price change amount has been reduced to keep it within the maximum percent price change specified in the configuration

{MaxPriceChangePct)

542,30 1
541,80 -
$40.80 1

B ¥19.80 1

=

= 53880
$37.80 |
333,80
$35.80 -

OR  VMA

FFA

OF. = Original Price

WA = Vaolume hMargin Analysis
CP = Competitive Price Analysis
A = Margin Analysis

PPU = Price Per Unit Anahysiz
PLG = Private Label Gap Anzlysis
PFA = Promo Freg Analysis

PE = Price Elzsticity Anzlysiz

BS = Brand Sensitivity Analysis
WA = Weighted Average

PF = Price Family Anzlysis

EN = Ending Mumber Analysiz
F5P = Finzl Suggested Price

Target Prices 3488
‘Weights
Impact

4360

3524 3515 I -

REVIONICS

an aptos company

‘ Constraints
Encountered

In this case the
Maximum Price Change
% limit was encountered
and caused the price
increase to be reduced.



Optimization Process

Price Optimization Process — Sequence of Price Constraints

« Constraint priority: As with all constraints, Prioritization List
the application of these constraints occurs 1 New Produet itoduction
. . . . - - nce ange Frequency
only it another higher priority constraint does | s pLe Limits forces to the min or max value)
4. PPU Limits (forces to the min or max value|
not take precedence. - Prce ohange Amaunt ’
6. Price Change Percent
« Latest constraint applied takes precedence. 3 e Rank Threstold
¢ For example If an Item haS bOth a prlce ?U gpmcsosrz:?e;zris;ﬁcefamily consolidation
change.amount con_straint anql a margin B,
constraint, the margin constraint will take 3 EractMateh®
precedence. o
REVIONICS
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Optimization Process

Price Optimization Process

—

Determine Price

REVIONICS

an aptos company

Finalizer Engine:
Runs after all other pricing modules and
executes the following processes to arrive
at a single Final Suggested Price.
« Blends target prices
« Uses Price Family logic
« Enforces ending number strategy
« Enforces multiples pricing logic
« Enforces other pricing constraints
« Generates units, revenue and
profit forecasts
« Ranks suggested prices

== FSP - Final Suggested Price




Holidays & Events




Holidays & Events

Holidays

« Without defining holiday periods both in the past and future, modeling will
not always consider them when forecasting

 When holidays are entered, the model will allow for, and correctly identify
these sudden changes in sales trend

—Actual —Holiday —Forecast

REVIONICS

an aptos company
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Holidays & Events

Holidays - United States

The following parameters are used as default for new customers

Holidayld HolidayName IsActive  NumberDaysBefore NumberDaysAfter IsForcedintoModel IsTimeWeighted IsExposed
1 Christmas 1 7 0 0 1 1
2 Easter 1 7 0 Q 1 1
3 Fathers Day 1 7 0 0 1 1
4 Halloween 1 7 0 0 1 1
5 July 4th 1 7 0 Q 1 1
B Labor Day 1 7 0 0 1 1
7 Memarizl Day 1 7 0 0 1 1
B Mothers Day 1 7 0 0 1 1
9 MNew Years 1 7 0 0 1 1
10 Thanksgiving 1 7 0 0 1 1
11 Valentines Day 1 7 0 0 1 1
12 First Of Maonth 1 o 9 1 0 a
13 Super Bowl 0 7 0 0 1 1
REVIONICS
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Holidays & Events

Holidays - UK

The following parameters are used as default for new customers

Holidayld HolidayName IsActive  NumberDaysBefore NumberDaysAfter IsForcedintoModel IsTimeWeighted IsExposed
1  New Years Day 1 7 0 0 1 1
2 Good Friday 1 7 0 0 1 1
3 Easter Monday 1 7 0 0 1 1
4 Early May Bank Holiday 1 7 0 0 1 1
3 spring Break Holiday 1 7 0 0 1 1
6§  SummerBank Holiday 1 7 0 0 1 1
7 Christmas Day 1 7 0 0 1 1
8 Boxing Day 1 7 0 0 1 1
9 1 7 0 0 1 1
10 1 7 0 0 1 1
11 1 7 0 0 1 1
12 1 1] 9 1 0 N
13 ] 7 0 0 1 1
REVIONICS
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Holidays & Events

Events

Similar logic can be applied to account for events
* Hurricanes, etc.
* One time major promotions (like all store 15% off)

REVIONICS

an aptos company 100



Portal Navigation
Login / Help




Portal Navigation

Price Review Screen

Filters
Zones Products
All - All -
Price Types KVI Group
Price Changes Only r All r
Rall Up
None v

Price Constraint
None -

Quick Search

Article # v

Equal r

= W A | Al
=] hes
7 5e 4 Apparel
* +[#] Drugs

1. Click anywhere in drop-down +-[¥] Hardware

area to open selection ksts. | / X -
z_Smordm_rmm:ms 3. Chck X or anywhere 4, Click Go button
to make selections. outside of list to close. to filler list.

REVIONICS

an aptos company

Price Types Filter
—  Price Changes Only
(default)
- Al

—  Pricesto be
Exported

- Cost Changes
—  Pricelocks
—  Cost Locks.

=

Default -

Product Group (KVI's)

—  Filter available
product groups

Roll Up

—  Price Families
combinedinto a
single line
(collapsible)



Portal Navigation

Price Review Ul

Filters w
Summary A
Suggested Export Candidates Price Change Qverrides Units
Total: 0 Totak 53508  Current 3691742
On Promo: 0 Selected: 53508  Recommended 4559783
Excluded: 0 Selected 4559783
Items Selected for Export
Remaining: 0
Selected: 0 Total: 53308 @ Summary © Impact Refresh
Results
Style Numb
VendorName s BrandName " Descrption STYLE/SKU +

4 ALLBY JOFTT- 4ALLEY

To11021W JOSLPOLO-P/PINK/XS/NDIMN
30844 JoFT

4 ALL BY JOFIT- 4 ALLBY

TOL1021W JOSLPOLO-P/PINK/XS/NDIMN
30844 JOFT

AALBYIOT AR | JosLeoLo-BeN
20844 INFIT. Bkl

13043808

Profit Revenue Margin Inv Net Chg$
§762595,78  $160751991 4744% $0.00
§54816440 156627161 35.00% (§6418377.31)
§54816440  $156627161 3500% (86,418377.31)

Avg Cost§ | Suggest§ Price Status

Competitor A 52490 o | §3507
Dist Center §24.90 $35.97
DSG.om $2490 $357

1 n/

P .o: 345678910 . v om0/ items perpages

Grid Toolba

Contains action buttons to
optimize or export prices, and
for changing the grid view.
Your choices may vary.

REVIONICS

an aptos company

Saved View Button

Displays the name of your current
column view. Orange color
indicates unsaved changes. Click
to switch to another saved view,
to save the changes, or fo open
the Edit View dialog.

Saved Query button

Displays the name of your
/ current filter query. Orange
colorindicates unsaved

Current
Markup%

3077 %

3077 %

3077 %

1-100 of 53508 items

New
Markup%

879% (&

2879%

879% |~
+

Full Screen Button

changes. Click to apply
another saved query or to
save (or Save As new) the
changes

Summary Section

Summarizes the items
suggested/selected for export
and the financial impact of
recommended/selected
changes versus your current
prices.

Click to expand the item grid to
fill your entire screen, allowing you
to view more item prices at once.
Click again to return to the
original view with filter and
summary sections.



Portal Navigation

Price Review Ul

Reselect Exports | Default *

Results
Export| Zone Mame  URC4 Ttem# Description Costs Current§ | Marg%  Suggest$ Price Status Lock el New_
Margh | Profits
Zone 6 00008346 0009079 | S/FASTRTD 3- $10.01 §1299  2294% $11.39 . 1211% $1.Bé
Zone 1 0000834612221 0009079 | S/FAST RTD 3-2-1 CRMY $10.01 §1299 2294% $11.85 . 1552 % $18
0000834612221 S/FAST RTD 3-2-1 CRMY MLK CHOC §1299 2294 % $11.19 . 1054 % 11
0000834612222 0009081 "\ 5/FAST RTD 3-2-1 FRNCH VAN §1299 | 2294% $11.39 . 1211% 13
0000834612222 0009081 | S/FASJ RTD 3-2-1 FRNCH VAN §1289  2294% §11.85 . 1552 % §18
al \ AN AN | o b )
\ N N
Export Column UPC Column ltem Number/Description Column

Recommended price exports
(Export checkbox selected), based
on system configurations. Click the
checkboxes to manually select or
clear export choices.

REVIONICS

an aptos company

Universal product code; an item
identifier. The UPC code is also a
link to open the Item Details
window.

Unique identifier and product
description.



Portal Navigation

Price Review Ul

Results

Export| Zone Name

Zane 6
Tone 1
Zone3
Zone 6
Zane 1

UpCt

0000834612221

(000834612221

0000834612221

0000834612222

(000834612222

Export * | Reselect Eports | Default =

- Cosl
Ttem# Description Cost Stats
0009079 S/FAST RTD 3-2-1 CRMY MLK CHOC §1001
(009079 S/FAST RTD 3-2-1 CRMY MLK CHOC §1001 .
0009079 S/FAST RTD 3-2-1 CRMY MLK CHOC §10.01
0009081  S/FAST RTD 3-2-1 FRNCH VAN §1001
(009081  S/FAST RTD 3-2-1 FRNCH VAN §1001 .

Current§

§1299

§1299

§1299

51299

§1299

Margb

2284 %
2294 %
294 %
2204 %

2284 %

Suggests

REVIONICS
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Current price and associated data
Displays your current retail price
(Current$) and Cost$, as well as related
financial information such as current
units, sales, and margin (specific
columns configurable).

|

. New Mew

Price Status Lock Margh  Prof
§113 . 2% $1.3é
§118 . 1532% 9§18
§1119 . 03%  §11
§1139 . 2% $13
§11.85 . 1552%  §18

-

i

Suggested price and associated data
Displays the opfimization-
recommended price or override price
(Suggest$) and forecasted financial
information such as new units, sales,
and margin (specific columns
configurable).



Portal Navigation

Price Review Ul

 Full Screen Mode

- Removes Summary and Filter screens
- Benefit: Enables end users to see a greater amount of data

REVIGNIES e

Style Numbs
Vendor Name * Brand Name _""E UMBEC Description STYLE/SKU & Zone Name & Avg Cost §
4 AL BY JOFTT- 4 ALLBY )

T911021W JOSLPOLO-P/PINK/XS/NDIMN 13043808 Competitor A $24.90
39844 JOFIT
4 AL BY JOFTT- 4 ALLBY )

To11021W JOSLPOLO-P/PINK/XS/NDIMN 13043808 Dist Center $24.90
39844 JOFIT
4 ALLBYJORT- 4aLLEY To11021W JOSLPOLO-P/PINK/XS/NDIMN 13043808 DSG.com 52490
39844 JOFIT
4 ALLEY JOHT- ALEY To11021W JOSLPOLO-P/PINK/XS/NDIMN 13043808 Golf_ColdModerat 52490
Sones o oif_ ColdModerste !
4 ALL BY JOFTT- 4 ALLBY

T911021W JOSLPOLO-P/PINK/XS/NDIMN 13043808 Golf_HotTropical $24.90
39844 JOFIT
4 AL BY JOFTT- 4 ALLBY

Tol1021W JOSLPOLO-P/PINK/XS/NDIMN 13043808 Golf WarmWestCo  $24.90
39844 JOFT
4 ALL BY JOFIT- 4 ALLBY

To11021W JOSLPOLO-P/PINK/S/NDIMN 13043809 Competitor A $2490
39844 JOFIT
4 AL BY JOFTT- 4 ALLBY )

To11021W JOSLPOLO-P/PINK/S/NDIMN 13043809 Dist Center 52490
30844 JoFIT
4 ALL BY JOFIT- 4 ALLBY

T911021W JOSLPOLO-P/PINK/S/NDIMN 13043809 DSG.com $24.90
39844 JOFIT
4 AL BY JOFTT- 4 ALLBY

T911021W 13043809 Golf ColdMaderat:

JOSLPOLO-P/PINK/S/NDIMN
i

524“90

<
ReVIOnIEu <@z 3456 7 8 9 20 . (»imM 100 v itemsperpages

an aptos company

Suggests

$34.97

§34.97

534.97

534.97

$34.97

$34.97

534.97

§34.97

$34.97

§34.97

Price Status

Current§

$35.97

$35.97

$35.97

$35.97

$35.97

$35.97

$35.97

$35.97

$35.97

§35.97

Current
Markup%

3077 %

3077 %

3077 %

3077 %

3077 %

3077 %

3077 %

3077 %

3077 %

3077 %

Mew
Markup%

2879% H
2879%
2879%
2879%
2879%
2879%
2879%
2879%
2879%

2879% | 7
D

1 - 100 of 53508 items



Portal Navigation

Price Review - Export Prices

 Select Export -> Back Curent xportnpactSummar
Office T e
+ Review the details of the |

items selected for export -] [
and click “Export Prices Merge e

Zones Products

b
>> Zone

Enterprise

« This will generate an
export file which will be
transmitted to your

Profit Details

Selected Current Recommended

Syste Zone 1l -
! =Bl i

P Margin 2779% 2613% 27.80 %

Excel Profit $42.472.96 $40,368.22 $42,491.71

| Csv Changes 3,289.00 0.00 3,292.00

-ost! ITe
Zone 2

e mSTI———— Margin 13.06 % 2097 % 13.06% ~

REVIONICS
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Portal Navigation
Item Details




Portal Navigation

ltem Details Screen

* Jtem Details screen can be accessed from Price Review

REVIONICS ot S T e
Export  Zone Name UpC & Ttem# Description Unit Cost ;;15 g:z;ent Marg% Suggested Price | Price Status Lock ::rvg% g:;tum

5 Zonel 0000834602637 0009683 S/FAST OPT FRNCH VAN PWDR $6.63 . 3849 2343 % 36.65 . | o 0.30 % $0.0 =
4 Zone 4 0000834602637 0009683 S/FAST OPT FRNCH VAN PWDR $6.63 . 3875 25.60 % $7.65 . | (] 1333 % $1.0
) Zone 2 0000834602637 0009683 S/FAST OPT FRNCH VAN PWDR $6.63 3859 2281 % 36.65 . | ] 0.30% $0.C
4 Zone 5 0000834602637 0009683 S/FAST OPT FRNCH VAN PWDR $6.63 $7.99 17.02 % 3719 . | ] 778 % $0.5
) Zone 2 0000834602652 0009682 S/FAST OPT MLK CHOC PWDR $6.63 850 2281 % $6.65 . o 030% $0.0
% Zone s 0000834602652 0009682 S/FAST OPT MLK CHOC PWDR $6.63 $7.99 17.02 % $7.19 . | (] 778 % $0.5
5 Zonel 0000834602652 0009682 S/FAST OPT MLK CHOC PWDR $6.63 . 5848 2285 % 26,65 . | (] 030% $0.C
5 Zone 4 0000834602652 0009682 S/FAST OPT MLK CHOC PWDR $6.63 . 3875 25.25 % 3$7.65 . | (] 1333 % $1.0
4 Zone 5 0000834604835 0009850 SFAST 100 CAL PNUT BTR CRUNCH 52,99 $3.99 25.06 % 2439 . | @ 3189 % $1.2
) Zone s 0000834604899 0009932 S/FAST 100 CAL DUTCH CHOC 6 CT $2.99 $3.99 25.06 % 3439 . (] 31.89 % 51
I Zone s 0000834607052 00099287 SFAST 200 CAL CHOC CRISP $4.17 . $5.099 2871% 3479 . | )] 1294 % $0.€
7] Zone 4 0000834607052 0009987 SFAST 200 CAL CHOC CRISP 5417 3639 3474 % 2479 . | (] 1294 % $0.€
5 Zone 4 ADDSZ‘#GD?DSB 0009988 SFAST 200 CAL SWT/SALTY $4.17 36.39 3474 % 3479 . | o 1294 % $0.€

REVIO! iics”

an aptos company



Portal Navigation

ltem Details Screen

« Navigate from tab to tab on the left - - The top of the item detail is basic
information that does not change by zone

Basic Item Information >

Tab Navigation >

UPC Description Brand Price Family Number Ttem# Size Price Family Code

0000834602637 S/FAST OPT FRNCH VAN PWDR S/FAST -10008 0009683 12.83 Ounce -10008

Product Hierarchy / Department : GROCERY / Category = WEIGHT CONTROL/NUTRITIONALS LIQ/PWD

Subcategory © WEIGHT CONTROL/PROTEIN SUPPLEMENT

Opti Help @

Elasticity Zones ZFonel v Vendor 001500 v Go 4

Private Label Gap

Price Change History Constraint(s)

Price Lock Audit

— OR = Original Price

Price Family 5850 o— ] VMA = Volume Margin Analysis
CP = Competitive Price Analysis

Product Group $8.00 MA = Margin Analysis

5750 PPU = Price Per Unit Analysis
Forecast Calendar o 7 PLG = Private Label Gap Analysis
2 5700 PFA = Promo Freq Analysis

Price Per Unit o : PE = Price Elasticity Analysis
BS = Brand Sensitivity Analysis

Weekly Units $6.50 ty i
ZIP = Zone Index Pricing

Promotion Calendar 56.00 WA = Weighted Average
PF = Price Family Analysis

$5.50 . . v v . . . v v . . . EN = Ending Number Analysis
OR VMA CP MA  PFU FPFLG FFA PE BS ZIF WA PF EN FSP FSP = Final Suggested Price

REVIONICS

an aptos company

B

Filter Option; Allows
switching zones

Body Content; varies by tab



Portal Navigation

Item Details — Optimization Tab (Default)

» |If applicable, the pricing strategy or strategies for the current zone-product
Is displayed under the chart

» Target prices for applicable modules are shown as bars in the chart while
the impact of each to the suggested price is reflected in the line

Module specific
information such as
weighting and impact on\
suggested price

ices 849 849 853 54 558 665
025 050
ReVIon I CS® - ) ) )

an aptos company




Portal Navigation

Item Details — Elasticity Tab

Optimization

Baseline  Price Family Summary [RSECCAIUESE
El

Orivate Label Gap

Change data by W

Zone or Vendor
ice Lock Audit

Price Family
Product Group

Select values to
chart. Axis values
dynamically adjust
to fit selection(s).

wrecast Calendar

eekly Units

omotion Calendar

Financials at:

Zones| Zonel

1 weekly Units

I
& &

@ Revenue

—_"_\\ 17.24

$6.97

v | Vendor

$7.03

001600

@ profit

$8.57

Price

$9.63

$10.49

Units

$11.45
$12.41

Elasticity
146

Elasticity Confidence
139

Competitive Elasticity
N/A

Competitive Elasticity
Conficlence

2 Items in Price Family

serving 31 of 31 Stores

Hs\p@

Current price .
New — SUggeSted 88.49 86.50 $1.99 2343% 1098 89324 82186 N/A N/A -

price or the locked
price

Change - the %
difference

Current price and
cost lock
information and
action buttons to
create or change

REVIONICS

an aptos company

Current
New $6.65 $6.63 $0.02 0.30% 15.06 $100.18 $0.30 $127 $0.28
Change -2167 % 200% -9899%  -2313%  37.16% 744%  -9863% N/A /A

Previous Price Old Cost

s849 $6.50

Previous Price Date Previous Cost Date

3/8/2017 3/9/2017

Price Lock Cost Lock

Suggested Price
$6.65

Click to toggle
between Baseline,
Price Family
Summary, and
What-If sub-tabs,
for comparison.

Elasticity value of
item or Price
family, depending
on sub-tab
selection.

Hover mouse
pointer over curve
to view value;
click to create
price lock at that
point.

Previous price and
cost data helps
you see impact of
changes.



Portal Navigation

Item Details — Elasticity (Price Family)

» Price Family Summary: This sub-tab displays the forecast financials
(margin, units, revenue, profit, and affinity/cannibalization if configured to
show) and the Elasticity value for the entire price family within the selected
zone

—

Zone 1 Vendor 001600 v
Weekly Units Revenue profit
Profit ($, €, £, etc sty
) ) ) - $256.00 s0.27 1.40
20800 an2r Elasticity Confidence
Revenue E $156.00 027 a3
106.00 =
g N 27 € Competitive Elasticity
U t £ 55600 10.27 A
- nis $6.00 027 -
Competitive Elasticity
(344.00) o7 Confidence
(594.00) 1973 N/A
5 s 5 2 5 3 2 2 5
g g = o 2 2 E = B 2 Items in Price Family
Price serving 31 of 31 Stores
Current 3849 3653 5197 23.04% 3344 528387 $65.42 N/A N/A
New 56,65 36,63 50.02 0.30% 4525 530094 50,91 33.69 50.81
ReVI O n I CS® Change 2167 % 153% -9898%  -2274%  3532% 501%  -08.61% N/A N/A

an aptos company



Portal Navigation

Item Details - Elasticity (What-If Price Locks)

 What-If Scenarios: What If price and cost lock scenarios are done on a
separate sub-tab on the Elasticity tab, allowing comparison with the
baseline financials before deciding whether to install the what-if change.

* Click “Create What If?” The What If sub-tab is opened with a copy of the
current baseline data.

» Create, edit, or delete price and/or cost locks for the selected Zone.

Baseline Price Family Summa Create What If?

Zones| Fone 1 v | Vendor oo

REVIONICS
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Portal Navigation

Item Details - Private Label Gap Tab

« Private Label Gap: SKUs in a private label relationship will show details
of entire relationship (all tiers). This is sortable at the zone level utilizing a
drop down menu.

UPC Description Brand Price Family Number Items Size Price Family Code

0000834602637 S/FAST OPT FRNCH VAN PWDR S/FAST -10008 0009683 12.83 Ounce -10008

Product Hierarchy / Department - GROCERY / Category - WEIGHT CONTROL/NUTRITIONALS LIQ/PWD
Subcategory : WEIGHT CONTROL/PROTEIN SUPPLEMENT

Help @

Optimization

Elasticity Zones| Zonel v

Private Label

I

Price Change History Private Label Gap 1421 P

Current  Suggested Current

3 . Unit Cost PLGap Unit Profit Delete
Price Price PPy

Tem#  Description Target Index

Price Lock Audit

All tiers of private Price Family G Tl

|abe| relationship 0834602637 0009683 S/FAST OPT FRNCH VAN PWDR S/FAST 0.00 AmountGa ¥ §8.49 S6.65 §0.66 $6.63 §0.00 $0.02 @'
Shown 0000834604899 0009932 S/FAST 100 CAL DUTCH CHOC 6 CT S/FAST 1.00 AmountGa V¥ §4.15 5415 50.69 5289 §0.00 $146 m
Forecast Calendar
Price Per Unit
0000834602652 0009682 S/FAST OPT MLK CHOC PWDR S/FAST 80.00 % Gap v §8.49 56.63 §0.66 5663 60.24 % $0.02 m
Weekly Units
Promotion Calendar
0000834612141 0011415 SFAST 200 CAL CHOC COOKIE DGH BAR SFAST 90.00 % Gap v §6.39 56.39 §1.28 2417 -381% $2.22 m

Add Item for Tier 4

REVIONICS
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Portal Navigation

Item Details — Price Change History Tab (Pl Reporting Tool)

« This displays the P
p rl Ce/CO St C h an g e Weekly Units Show Competitor Price Chart Selection

history for a selected | wemmcies
item and helps see

one.
UPC Code Tier y Datef Price Che it Prier Price Multiple ‘ Prior Plicel Price Multiple ~Curment Price  Cost Change Amount | Prior Cost | Curren

it Cost

0000834802837 | Tier Number 1 | 08/15/17 1 1 59.09 (80.01) 3654 $6.53

t h e t re n d a n d 07137 (50.10) 1 59.09 1 5599 (50.07) $6.53 5646
08/10M7 (50.10) 1 56.99 1 56.89 $0.04 36.46 36.

relationship between M en] 0 we ( ws e s
price and cost over . ==
time and by zone. ——

ORMAMTZ  NRASAT  ORPPA7  DRPSMT  O7MRNT  07M317 0702017  0727A7  ORM3IAT7  0RMAOA7  ORA7MT7  NRMPANT  NRMBTAT
< I ——— .
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Portal Navigation

Item Details — Price Family Tab

« Price Family: All members of the price family are shown. Users have the
ability to add to price families from within this screen and can also sort via
zone from a drop down menu

Optimization Help

Elasticity Zones| Zopel v

Private Label Gap
Select to add to

price family. “‘%
Price Lock Audit Click To Add
LI |

i

Price Family  -10008

E Page| 1 of1 * M Displaying items 1 - 2 of 2

Product Group 5 | | |
Forecast Calendar
-

S/FAST OPT FRNCH

) ) 0000834502... | 0009683 849 5662 001600 1283 Ounce Ves i}
Price Per Unit VAN PWER
Weekly Urit 0000834502... 0009682 849 s663 “/TASTOPTMIK 001600 1283 o ¥ i}
. X g unce es
eekly Units CHOC PWDR

Promotion Calendar

REVIONICS
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Portal Navigation

Item Details — Product Group Tab (No Group)

 Product Group: SKUs not in a product group may be added from this tab
by selecting Add to Another KVI Group and then selecting from a drop

down. This tab is also sortable by zone

Optimization

Elasticity Zones Zonel v

Private Label Gap

Select to add to
product group.

2rice Change History

I
> Product Group - Select a group —

Ml Add to a Product group Click To Add

Price Lock Audit

He\p

Price Family

" <Elﬂage 1 ofr P M

Displaying items 1 -1 of 1

Forecast Calendar

0000834602637 0009683 001600 $8.49 $6.63 5/FAST OPT FRMNCH VAN PWDR
k

Price Per Unit

Weekly Units .
#:Item cannot be deleted if Product Group is N/A.

Prometion Calendar

REVIONICS
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Portal Navigation

Item Details — Product Group Tab (Within Group)

* Product Group: SKUs in a product group will show the product group along
with other product group members. Users can select Add to Another KVI
Group and then selecting from a drop down. This tab is also sortable by zone

Existing product
group shown. -

Optimization
Elasticity
Private Label Gap

Price Change History

Zones Zone 2

Price Lock Audit
Price Family
Forecast Calendar
Price Per Unit
Weekly Units

Promotion Calendar

=seeffpct Group | prices 0-4.99 (Cptimized)

He\p

Ml Add toa Product group | ClickTo Add Y

& ‘EPage 1 |ofgas * M

Displaying items 1 - 50 of 22164

0000141009506

0000141009508

0000502160516
0000502177400
0000601011296
0000834603780
0000834604895
0000834604899
0000834611457

6620040

6620044

0020435
0022827
0011923
0009860
0009860
0009932
0011457

PEPPERIDGE FARM-
BREAD NC

PEPPERIDGE FARM-
BREAD NC

001600
001600
001600
001600
001600
001600
001600

5299

$2.99

$3.19
$2.99
$3.19
$4.25
$4.25
$4.25
$4.25

5224

$2.24

$2.02
$1.89
$2.32
$2.99
$2.99
$2.99
$2.99

COUNTRY CUBED STUFFING

SAGE AND ONION STUFFING

MRS DASH S/F GAR SPCY TERIY
BAKERS JOY BAKING SPRAY
BARILLA TOMATO/BASIL SAUCE
SFAST 100 CAL PNUT BTR CRUNCH
SFAST 100 CAL PNUT BTR CRUNCH
S/FAST 100 CAL DUTCH CHOC 6 CT
SFAST 100 CAL CHOC MINT BAR

af

B e e s aE &

REVIONICS

an aptos company

Select to add to
product group.
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Portal Navigation

Item Details — Forecast Calendar Tab

Shows, everyday
price and

 [Forecast Calendar: The omoo
Forecast Calendar shows appilatle)
your Base (Everyday), = /
TPR, Promotion, and -
Markdown prices for the C e [ —
Se I eCted m O nth E 5.5525 E- 55;5 s27 E 6.5528 E s.s;g E s.ssm E .a.ss31 :

Unit Sales

« The tab includes forecast N ——

:::::::::::

Mos s e = o @ B o oo g

charts of Price, Units, and B - I e
Seasona“ty over the csoss | esess essss esess  essss esess  esess
current month plus or

minus one month (90 e el Gadsidasies
days total) o R S . . I

REVIONICS

an aptos company 120
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Portal Navigation

Item Details — Price Per Unit Tab

Price Change History

* Price Per Unit: This tab
lets you compare and review
prices per unit for items of
the same brand at various
Sizes SO you can maximize
the benefits of “up-purchase
incentive.”

* The “up-purchase incentive”
defines the degree to which
customers are “rewarded”
on a per-unit price basis for

Price Lock Audit
Price Family
Product Group
Forecast Calendar
Weekly Units

Prometion Calendar

PPU Group Details

Number Name Up Purchase Incentive Override

1406 alpo prime cut beef

/Add Ttems To PPU Group

1[50 page|1 [oF1 * M Displaying items 1 - 16 of 16
0001113213604 ALPO CHOP HSE GRAVY CHICKEN 001600 13.00 Ounce 30.08 3098 juj
0001113213606 ALPO CHOP HSE BF TENDERLION 001600 13.00 Ounce 30.08 i}
0001113210840 ALPO CHOP HSE FILET MIGNON 001600 13.20 Ounce 30.08 juj
0001113210860 ALPO CHOP HSE RST CHICKEN 001600 13.20 Ounce $0.08 i
0001113211755 ALPO CHOP RIBEYE 001600 13.20 Ounce $0.08 g
0001113212516 ALPO PRIME BF/BAC/CH DOG 001600 13.20 Ounce $0.08 i
0001113212518 ALPO PRIME CUT BEEF 001600 2200 Ounce $0.07 $161 g
0001113212531 ALPO PRIME CUT LAMB/RICE 001600 13.20 Ounce $0.08 i
0001113212541 ALPO PRIME CUT TUR/BAC 001600 13.20 Ounce $0.08 jij
0001113212544 ALPO PRIME CUT CHICKEN 001600 13.20 Ounce $0.08 @
0001113212552 ALPO PRIME CUT BEEF 001600 13.20 Ounce $0.08 g
0001113212561 ALPO PRIME CUT BF STEW 001600 13.20 Ounce $0.08 @
0001113212665 ALPO PRIME SLI ROAST BEEF 001600 13.20 Ounce $0.08 50,99 o
0001113247912 ALPO DOG CAN PRIME SLIC LAMB 001600 2200 Ounce 50,07 5161 W
0001113252147 ALPO PRIME SLICES W/BF IN GRVY 001600 13.20 Ounce 50.08 o
0001113289632 ALPO PRIME SLICES W/CHKN N GRV 001600 13.20 Ounce S0, W

purchase of larger sizes
within a product line.

REVIONICS

an aptos company

/

Price per Unit
shown for each
size sold
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Portal Navigation

Item Details — Weekly Units Tab (Pl Reporting Tool)

- Regular, Current Year - Regular, Prior Year 4 Promotion, Currert ‘Year -+
25 4

» This read-only tab displays
average number of units o
sold, unit price, and cost by
week over a specified

period. Results can be /\
filtered by zone, store, and . | L \/’ \f
sales type (base, promotion, .

0

all) or rolled up for the entire B L B R L T R TR Xyl
N Sales Week
enterprlse
Sales Week % | Weekly Units Unit Prica Unit Cost Sales Type Description
. 2513 1215 5200 53.22 Regular
The default date range is the last 52 02113 1428 s200 $244 Ragulr
. 13 14.25 §2.00 §3.33 Regular
weeks but the date filters can be s e e w252 [reman
used to view a subset or all available oz 57 5260 5280 Reguler
. 1072013 4.08 §2.00 5255 Regular
weeks in the database. w3 405 5200 5200 | Regulr
1171313 1.35 5200 5255 Regular

11/20M3 1.35 §2.00 5378 Regular

REVIONICS

an aptos company



Portal Navigation

Item Details - Promotional Calendar Tab

Seasonal
Demand Curve

« Promotion Calendar: The
Promotion Calendar in Item
Details shows your base = —
price and high and low /e 222 o e o
promotion prices for each S .
day by zone/store for the e o
selected item and month. —— ‘

« The view also shows (—— T
seasonal demand curves
for the item over a 90 day
period (current month
plus/minus one month). i

'\J

gm

?

. ¥

82 58 N
8 & B

1
B
r

gEr. s
B &
ie
41

cfe ¢
‘:n
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Eﬁa g;& 1]
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Portal Navigation

Price Families — Managing a Price Family (Create)

* Price Review Screen:

Item# Description Cost$ Currenty | Marg% Suggests

0043850 | CHUNGS CHICKEN EGG ROLLS $2.21 $3.59 3844 % $3.05

JJ APPLE PIES .
Decline Suggested Price

JJ CHERRY PIES Edit Competitor Price $0.47
11 BERRY PIES Price Lock b 2 |
Cost Lock »
0040733 11 CHO TE PIES 40.00 % £0.47

Product Group

0040736 J Price Family k| Make Price Family $0.47

0043078 Itemn Details Add to Price Family $2.54
Manage Private Label Gap Remaove from Price Family

0045682 CORE IDA TATER TOTS $2.40 | ' Manage Erice Family $2.58

0001131 CORE IDA HASH BROWMNS $2.49 £3.39 26.54 % $2.88

62 b CRE IDA CRISPY CROWNS $2.49 £3.39 26.54 % $2.58

ReVvIoNnICEs

an aptos company



Portal Navigation

Price Families — Managing a Price Family (Remove)

* Price Review Screen:

Item# Description Cost} B Current$ | Marg%% Suggestd
Status
0043950 CHUNGS CHICKEN EGG ROLLS $2.21 $3.59 3844 % $3.05
‘ 0040719 1) APPLE PIES - $0.55 £047 |
Decline Suggested Price
0040728 J 1 CHERRY PIES Edit Competitar Price $0.55 3818 % 1047
‘ 0040731 1) BERRY PIES I Price Lock g $0.55 $0.47 |
Cost Lock b
0040733 J 1 CHOCOLATE PIES $0.55 40,00 % $047
Product Group 3
0040736 JJ LEMON PIES Price Family * I} Make Price Family $047
0043078 ;:EEL;EFERS PIZZA FREMCH BREAD Item Details Add to Brice Family .-
Manage Private Label Gap Remove from Prica Family I
0045682 ORE IDA TATER TOTS 5249 | _._ ' Manage Price Family $2.88
0001131 ORE IDA HASH EROWNS $2.49 $3.39 26,54 % t2.88
ORE IDA CRISPY CROWMS §2.49 £3.39 26.54 % %2.88

REVIONICS

an aptos company
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Portal Navigation

Price Families — Managing a Price Family (Review)

Optimization
Elasticity

Private Label Gap
Price Change History
Price Lock Audit
Product Group
Farecast Calendar
Price Per Unit
Weekly Units

Promotion Calendar

REVIONICS

an aptos company

Help
Zones| Zone7 ¥ Go
Price Family  -31651

Click To Add

W «[50 7] Page 1 ofLl » Displaying items L - 5 of 5
0001128400301 0040719 $0.55 $0.32 ) ) APPLE PIES 001600 4,00 Ounce Yes i
0001128400302 0040728 $0.55 $0.34 | CHERRY PIES 001600 4,00 Ounce Yes @
0001128400303 0040731 $0.55 $0.22 | J BERRY PIES 001600 4,00 Ounce Yes i
0001128400306 0040733 $0.55 $0.33 ] J CHOCOLATE PIES 001600 4,00 Ounce Yes @
0001128400307 0040736 $0.55 $0.33  JJLEMON PIES 001600 4.00 Cunce Yes i)
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Portal Navigation

PLG - Private Label Group

« Select Manage Private Label Gap

Private

Label kM 7 Price Available N
Grﬂi Id Group NC::E Family UPC Itern# Description Store MT o
= P Mame Mumber Count 9
1408 | KVI#1 -7437 | 0001450000 s s SRR MERESHEROCCOH 1582 %
Decline Suggested Price
Edit Competitor Price BROCCOL CARROTS
1408 | KVIF1 7437 | 0001450001 _ \TER CHESTNUT 1582 %
Price Lock 3
1408 | KvI#1 1450001] Cest Lock ’ 15.82 %
Product Group ¥
1407 | KVI#FL Zone 7 -72752 | 0001280015 Price Family b 1619 %
Item Details
ilME PIZZA SPIMACH &
1407 | KVI#1 Zone 6 -11651 | 0001380013} Manage Private Label Gap M 1433 %

REVIONICS

an aptos company 129



Portal Navigation

PLG - Private Label Group

« This screen can be used to view and change PLG tier relationships, add
items to a group, or remove items from a group

« Select ‘Add item for Tier 1° and ‘Tier 2’ and enter your gap amount in %, $
or profit gap. Click Save
Optimization Help @

Private Label Gap 1421

P Qe Hrstory Save
P Lok Aud
Price Family

DOODBIRE0DE3T Q009683  S/FAST OPT FRNCH VAN PWDR SFAST ] Amouni Ga ¥ 3845 35 066 SE.63 e w2 E |
Product Grow p

DOQQE3RE04599 QOJ837  S/FAST 100 CAL DUTCH CHOC & CT S/FAST 100 Amgunt Ga ¥ §4.15 §4.15 069 51.559 000 §1.46 I |
F t Calenda

Add Hem for Ther 2

Price Per Unit
DOO0BB4E02652 OO03EE2  S/PAST 0BT MLK CHOC PWDR S/FALT 000 | % Gap v | B4 5665 L] S EQl4N sz i}
Weekly Units

Promation Calendar

REVIOIh—o

an aptos company

DOODE3SG1T141 0011415  SFAST 200 CAL CHOC COONIE DGH BAR SFAST 200 || % Gap " 5639 $639 5128 5417 381 % . @
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Portal Navigation

Scenario Planning

» Scenario Planning leverages the same updated data feeds as weekly pricing, but allows users to
create “what if’ pricing scenarios for any level of the Zone Product Hierarchy

 This portion of the application creates an easy to use sandbox environment to perform pre-
season planning activities across any level of your hierarchy to help achieve objectives

* These “scenarios” allow users to
configure, optimize, forecast, and
edit recommended prices prior to
implementation

» Approved strategies can also be
“installed” and ultimately picked up
by the weekly pricing process

« Strategies can be applied at any
level of your product and store
hierarchies. If no strategy is defined
at a given level it is inherited from
above

REVIONICS

an aptos company

1. Add a
Price Model

7. Share
Scenario

6. Review
Results

5. Re- 8. Install or
Optimize the Export
Scenario Scenarios

2. Create
Scenarios

3. Optimize ] 4. Selecta
the New Strategy to

Scenario Configure
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Pricing Strategies

Revionics provides a set of pre-defined strategies

Margin Enhancer: Drive strong profit increases
without sacrificing sales dollars

Margin Target: Emphasizes hitting a margin target
with minimal influence from the other driving factors

Convenience: Increase profit without sacrificing
volume on less-sensitive, non-destination items

Maintain: Drive profit and sales dollars while
maintaining current margins and competitive position

Turf Protector: Drive volume and remain competitive
while protecting margin

Traffic Driver: Drive category volume while improving
price image against competition

Pure Competitive: Emphasizes competitive influence
with minimal influence from other driving factors

REVIONICS

an aptos company

$10000.00 SIZD-IJN §4000 00 ilmﬁm SUB000.00 $20000.00 $22000.00
Revens
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PE Module Settings

PE will maximize the profit subject to the constraint dictated by the strategy:

0 = Maintain Current Margin, Drive profit — Drive sales and profit while
maintaining current margin (profit increases, sales increase, units may increase,
margin maintained).

1 = Margin Target, Maximize profit subject to hitting a global margin target (effects
will vary depending on the margin target selected relative to the current margin).
When using this strategy option, PE will make use of the margin target associated
with the MA module (target margin %).

2 = Maximize Sales, Drive Sales — Aggressively drive for dollar sales volume
while maintaining profit dollars (profit flat, sales increase, units likely to increase,
margin may decline).

3 = Maintain Sales, Drive profit — Aggressively drive for profit while maintaining
sales dollars (profit increases, sales flat, units may decrease, margin may
increase).

4 = Maintain Units, Drive Profit — Drive for profit but maintain unit volume (profit
increases, sales may increase, units flat, margin may increase).

REVIONICS

an aptos company
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Pricing Strategies
Standard Strategy Summary

Price elasticity
analysis
(PE)

Pricing

Competitive Price per unit Private label Key characteristics
analysis analysis gap analysis
(CP) (PPU) (PLG)

Margin analysis
(MA)

Strategy

* Emphasis on
competitive analysis

* Limited emphasis
on price elasticity
and margin

Turf Protector

*» Balanced emphasis
of all engines

CP
PPU
PLG

* Emphasis on
margin analysis and
price elasticity
analysis

Convenience

* Limited emphasis
on competition

Margin Enhancer

Increase margin Balance Increase sales

REVIONICS

an aptos company



Strategies vs PE Module Settings

« How do Strategies differ from the strategy | have
configured for Price Elasticity (PE) analysis?

* These strategies are broader in scope, applying to your
overall pricing objectives. The strategy assigned in PE
applies only to the price elasticity portion of analysis.

REVIONICS

an aptos company
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Portal Navigation

Enter Scenario Planning

ymotion ~ | Markdown -~ | Planning -~ | Item Master ~ | Reporting

Price Models
‘ Manage Configuration ‘
Competitor Group

‘ Category Overnides ‘

Price Change Overrides

Total: 0 Current
W] Selected: 0 Recommended
1 Selected

Items Selerted for Fynort

u
696,801
768,32]
768,32]

REVIONICS

an aptos company



Portal Navigation

Scenario Planning

Price Models Summary

Scenario Planning: Price Models

Maodel ID Price Model Name Zone Product Eval Start Date Eval End Date # Scenarios Installed Scenaric Mame | Installation Date Actions

437 SUT- Candy- Zone 1 Zone 1 CANDY 10/1/2017 1/1/2018 1 sCcd

REVIONICS

an aptos company



Portal Navigation

Price Model Creation

New Price Model

IName: Price Model Name

Zones: None ~ % | Products: None %
Please select Zone. Please select Product.
. .

Evalution Period ﬁ x

Between:

AND Ex

Import (Optional)

Price ® MNone
Lock:

Cost Lock: ® MNaone || Copy Product Groups

O Lock O lock [

| Create From Default Rules

Cancel

Click on Copy KVI Groups, if applicable

ReVvIONICS’ Click SAVE.

an aptos company




Portal Navigation

Open the Price Model

Price Models Summary

Add +

Scenario Planning: Price Models

Maodel ID Price Model Name Zone Product Eval Start Date Eval End Date # Scenarios Installed Scenaric Mame | Installation Date Actions

10/1/2017 1/1/2018 1 SeT

437 SUT- Candy- Zone 1 Zone 1 CANDY

REVIONICS

an aptos company



Portal Navigation

Price Scenarios

Item Master ~ | Reporting

| £

Planning ~ | Forecast ~ | Security -

Summary | Weather i Markdown -

& Modal >> Scenario Summary: SUT- Candy- Zone 1
Product: CANDY

1/1/2018 Zone: Zone 1

Forecast Period From: 10/1/2017 To:

Zones | All -

Products | All - a

fummary For Scenario Model: Optimize | Forecast | Optimization Target % | View Opportunity Curve | Clone |m stall | Scenario Analy

UT- Candy- Zone 1 T
iew Jobs
LA =
Scenario Strategy Last Opt. Last Frst. Optimization Target % Optimization Target Method Units Sales Margin % Profit
Current N/A N/A 35,086.50 69,360.72 40.98 % 28,426.53
Everyday 3 0 3 9
Bundled Items
TPR 0

| Ll | Scenario Baseline nherited(Maintain)

Everyday
Bundled Items
TPR

Show Scenario Summary Chart

REVIONICS

aptos



Portal Navigation

Price Scenarios

» The “Current” scenario contains current pricing and displays a de-seasonalized
forecast for the period selected during Price Model creation. This information

vv|II alwa S remain static
N e e

nario Summary: SUT- Candy- Zone 1
Zone 1 Product: CANDY

Forecas t Period From: 10/1/2017 To: 1/1/2018 Zone:

Summary Filters

Zones | All

-
roducts Al 1 23

Optimize | | Forecast || Optimization Target % | [ View Opportunity Curve | [ Clone |m Install | Scenaric Analyl:icsl

View Jobs

jummary For Scenario Model:
{UT- Candy- Zone 1

*/per week ' cumulative
i s Optimization Target % Optimization Target Method
086, I 3 . 28,426.53

8,426,953

| () | Scenario Baseline Inheritad{Maintain} MiA MfA 0.00 0.00 0,00 % 0.00




Portal Navigation

Price Scenarios

* The "Scenario Baseline™ begins as an “unoptimized” scenario using the
current settings for the selected hierarchy

» This scenario may be optimized to establish a baseline that different
configurations may be compared against

B | o [ o = [ ven oy cone |G | sioe | st | oo

Optimization Target Mathod

Current

25,086.50 £9,360.72 40,98 % 28,426.93
Everyday 35,086.50 69,360.72 40.58 % 28,426.93
Bundled Items
TER 0.00 0.00 0 0.00
|I:I Ds-:emm Baseline Inharited({Maintain) NA 7Y 0.00 0.00 0.00 % 0.00 | o
Everyday 0.00 0.00 0.00 % 0.00
Bundled Items
TER 0.00 0.00 0 0.00

REVIONICS

an aptos company



Portal Navigation

Monitoring Optimization Jobs

 Click View Jobs

Click Update Jobs until % Complete = 100. Return to your scenario (previous
screen) and click REFRESH.

Frvirim | Forecaz | Wargin Change | view Opportunty Curve | Glone | Share | inzall ] ot

REVICNIES

@

Optimization Jobs

Filters

Usar | —-All- v | Job [ —All- ¥ | Job Status | —-All- v

Submitted Start Date | 10/16/2014 [  Submitted End Date| 10/16/2014 =

Update Jobs

Ly A L[k Page size: (20 | items i 2]

Submitted By lob Status Complete Success % Complete Context Submitted Status Updated JobId
Scenario: Scenario Price
Model 3:5cenario Baseline f170f253-5987-4ebe-Sdd6-

1z ¥ ¥ 0/1: :52:00 P 0/1: B400F - -
Price Optimization Complete es es 100 Store Scope: Zone 1 10/16/2014 8:52: M 10/16/2014 8:5 M 26754775e7c3

Product Scope: CANDY

I\ V I/ 11%J
an aptos company



Portal Navigation

Creating a New Scenario

Summary For Scenario Model:
SUT- Candy- Zone 1

Prafit

Margin %

"

Last Opt. Last Fest. Optimization Target %

Optimization Target Method

28,426.53

35,086.50 £9,360.72

35,086.50 £9,360.72 28,426.52
PR. 0.00 0.00 0 0.00
| |2| )Sl:\enarin Baseline Inherited(Maintain) 9/7/2017 4:15 PM N/A 36,113.11 71,062.09 40.96 % 29,104.59 | ﬁ |
Everyday 36,113.11 71,062.09 40.96 % 29,104.59
Bundled Items
TPR 0.00 0.00 ] 0.00

REVIONICS

an aptos company



Portal Navigation

Creating a New Scenario

New Scenario

@Name IMargin Enhancer]
—
==

ReVIOI"\ICS

in aptos co



Portal Navigation

Viewing Configurations

|Summary For Scenario Model:

SUT. Candy Zone 1 [optimize | [Forecast | [Optimization Terset v | [View Opportunity Curve | [ cione | (NN [inciel | () (EEENRNRET)

View Jobs

'per week " cumulative

Optimization Target
Current N/A N/A
Ewveryday
Bundled Items
TPR

35,086.50 28,426.53
[086.50 63,360.7 40.98 % 28,426.93

0.00 0.00 ] 0.00
| 36,113.11 | 71,062.09 | 40.96 %% | 29,104.59 | |E'| |
36,1 1 71,06 40.96 % 29,10

| J | Semrerr Gesofre | Inherited(Maintain) | 9/7/2017 4:15 PM | /A | |
Everyday
Bundled Items
TPR 0

||| | -Margin Enhancer (| irherited(Maintain) Y wia [ nin | | | | | |
Everyday
Bundled Items
TPR

.99

0

REVIONICS

an aptos company



Portal Navigation

Viewing Price Scenario Configurations

Hide Strategy Configuration Filters

—Hiararchy Filtar

Zones | Zone 1 M

Products | CANDY

+ | vendors | Al - B3
Filtered At: Zones: Zone I Products: CANDY Vendor: Enterprise

Hide Module Weights

BS CP MA OR PE PFA PLG PPU VMA

Modules

B B5 =Brand Sersitivity Anslysis
[0 P = Compatitive Price Anslysis
I 1A= WMargin Anzlysis
Il OR = Originzl Frice
I FE = Price Elasticity Anzlysis
I FFA=Fromao Frag Anslysis
N FLG = Private Label Gap Ansly .

FPU =Frice Per Urit Anzlysis
I VMA = Volume Margin Anzlysis

PLG |

PFA— 7}

Hide Strategy Config

gy Config

strategy: | Margin Enhancer

Set at: this level/scenario

ReVIGICS
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Portal Navigation

Updating Strategy Selection

Hide Strategy Configuration Filbers

Zones Zone 1 -
Products | CAMDY = | Vendors Al - a

Filtered At: Zones: Zone I Products: CANDY Vendor: Enterprise

Show Module Weights

Hide Strategy Config

Strategy Config

Strategy: |Margin Enhancer v |

Set at: this level/scenaric

REVIONICS

aptos



Portal Navigation

Optimize the Scenario

|Summary For Scenaric Modal:
SUT- Candy- Zane 1

* ber week ' cumulative

Current NFA 35,086.50
Everyday 35

35
Bundled Items
TPR

| ] | Scenario Baseline | Inharited{Maintain) | 9/7/2017 4:15 PM | N/A | |
Everyday 36,1
Bundled Items

36,113.11

||£I |—|)argin Enhancer | Inherited(Maintain) | NfA | NfA | |
eryday

Bundled Items

TPR

ReVIOI’]ICS

aptos\u‘*m



Portal Navigation

Optimize the Scenario

* When the scenario has completed optimizing, refresh the Price Model
screen. The results are now in the metric columns to the right

(T ADOUT 1IN HEIR 1R BUPROM | LI EULA
REVICIC | -
elcomi
111\

Prices Last Updated: 1/8/2014

Summary | Pricing ~ | TPR | Promotion - .. Planning ~ | Item Master ~

Reporting

Scenario Summary
i ing: Pri == Scenario Summary: Scenario Price Model 3
Forecast Period From: 10/17/2014 To: 10/24/2014 Zone: Zone 1 Product: CANDY

Hide Scenaric Summary Filtters

[ KVI Mode
Zones | Zone 1 = | Products | GUM |

Summary For Scenaric Model:

StV oS e o | [_Farec= || Hargin change 2. | | view Oppartunay curve || ciane |m—
Ve Jabs
Scenario Strategy Margin Change % gin % Profit §

Current NfA NfA 1,596.22 2,962.31 43,03 % 1,243.13
Everyday 2,962.31 42.03 9 1,245.13
TPR 0 0 0

|l | scenario Baseline | Inherized(Margin Enhancar) | 10/16/2014 8:52 pM | nya | 163423 | | 3.122.88 |4:; 73 % | 1,368.21
Everyday 3,128.88 43.73 % 1,368.21
TPR 0 0 0

|1 | Margin Enhancer | Inherited{Margin Enhancer) | 10/16/2014 5:21 PM | nia | 1.634.23 | | 3.128.88 |#3.73 % | 1,368.21
Everyday 3,128.88 43.73 % 1,368.21

REVIONICS
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Portal Navigation

Review Results

» |nstall strategy if satisfied with results.

Summary For Scenario Model:

SUT- Candy- Zone 1 5B
vi Jobs

per week ' cumulative

‘Optimization Target ization Target
Current N/A N/A 35,086.50 28,426.53
Everyday 35,086.50 28,426.53
Bundled Items
TPR 0.00 0.00 0 0.00
| L | Scenario Baseline | Inherited{Maintain} | 9/7/2017 4:15 PM | N/A | | | 236,113.11 | 71,062.09 | 40.96 % | 29,104.99 | ﬂ |
Everyday 36,113.11 71,062.09 40.96 % 29,104.59
Bundled Items
\TPR. 0.00 0.00 0 0.00
| i |,Iargir| Enhancer | Inherited{Maintain) | S/7/2017 4:26 PM | N/A | | | 36,036.16 | 70,955.20 | 41,18 % | 29,222.07 | Tl |
Everyday 36,036.16 41.18 % 29,222.07
Bundled Items
TPR

0.00 0.00 ] 0.00

REVIONICS
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Portal Navigation

Price Review - Tips and Tricks

* Hold CTRL and click on a menu item to open a new tab
* View more items in Price Review with this button

* In Price Review you can select multiple contiguous items by holding Shift and left
clicking. You can select multiple separated items by holding Ctrl and left clicking

- If session has timed out, click ‘About’ and re-log into the portal via that screen; any
Uls already opened can be accessed as if session did not time out

« When opening Online Help, the initial display page corresponds to the page from
which you accessed Online Help

 Clear cache if data is not refreshing as expected (process depends on browser and
platform being used)

* When troubleshooting the optimization process, use item detail to ID where the item
“lives” and the rules associated with that. (e.g., Zone Group, Zone, Hierarchy Level,
Product Group, etc.)

REVIONICS
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Product Groups
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Hierarchy & Product Groupings (KVIs)

Configurations can be set at all levels of the hierarchy or by KVIs

m m SECA KVIs (Key Value ltems):

« Key Value Items
Department Department Department Department
€

A B D * Can cross all levels of
m “ m established hierarchy

ltem 3

REVIONICS
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Product Groupings (KVI Groups)

* Represents key Product Groupings that have a different
strategy than their assigned category

* Product Groupings can span multiple product hierarchies

* Pricing Strategies can be assigned to a product grouping by

zone
* Product Groupings can be “optimized” or “non-optimized”

groups

ReVIOI"\ICS
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Product Group Rules

An item can only belong to one optimized group for a zone

KW Group Zone 1 KW Group Zone 2

Graph 1: Item C can be optimized in Zone 1 group and Zone 2 group
because it is in 2 different zones

REVIONICS

aptos

KW Group All Zomnes

KWl Group Zone 1

Graph 2: Item C cannot be optimized in

All Zones Group and Zone 1 Group

because the groups are inclusive and it
creates a conflict with the strategy
configuration




Product Groups & KVIs

Optimized vs. Not Optimized

Zonel

fone 2

USDA Qrganic

::
HORIZON
[ORGANICY

| RGAN/ o
Q"‘LLE' ORGANIC
LARGEBROWN EGS

1»«41..

Convenience

Competitive KVIs

Traffic Driver

ReVIOI’\ICS
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Product Groups & KVIs Best Practices

* Review KVI groups preferably every quarter or at least annually
— Monitor the CPI on my KVI's on price review screen
— Make sure your KVI's are included in price checks

- Identifying a KVI (revenue, volume, syndicated data, core
categories, elasticity & elasticity confidence).

- Have a manage view for KVI items.
—What is driving my KVI pricing?
— Create a managed view with science engine impact

* Look at CPI reports to make sure that competitive price checks
are correct (for competitive KVISs).

REVIONICS

an aptos company



Competitor Target Offset Range
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Competitor Target Offset Range
(Min/Max Price Thresholds)

* Allows user to give greater influence to other modules
— PE and/or MA can be given greater weights for optimization process
— CP module will receive a lower weight

- Offset range is used in the constraint process between EN and
FSP (Ending Number and Final Suggested Price)
— More optimal results are given since all modules run prior to
constraint step
— Final guardrail is the min/max competitive threshold which keeps
recommended pricing within competitive goals

* Threshold can be set as a min/max index or min/max price offset

REVIONICS

an aptos company



Competitor Group Setup

Competitive Conhguration
N 4. | Weighted Average ~
Module: @ce OTPR

ol T -

|-Compcﬁtor Target Offset Range I

[Index V| Minimum [1.02 Maximum [1.10

~ompetitor omp Target Index ght ont ¥es Type
Competitor Store A 90.00 (%) 0.45 1 Regular No
Competitor Store B 110.00 (%) 0.55 1 Reqular No

Set at:  this hvegscemﬁo

REVIONICS
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Competitor Target Offset Range (Min/Max
Price Thresholds) Best Practices

* The threshold type used, Index or Amount, should be the same as the
individual competitor stores in the group.
— If the group contains both index and amount the process will use the most
restrictive type.

* When using Competitor Target Offset Range the CP module should be
reduced in weight and other modules should be weighted more for
additional influence.

- REMEMBER the thresholds are calculated from the CP Unit Price not the
Competitor Unit Price
— CP Unit Price is the final target price from the CP module
— Competitor Unit Price is the aggregate of all competitor prices in the group

* If group contains only one competitor, if priority is utilized, or if user would
rather price off of the Competitor Unit Price the Target Index of the group
should be set to 100

REVIONICS
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Top 10 Competitor View
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Top “n” Competitor View

Customer: Any client with a large number of competitors

Business Case

Existing configurations to present competitor prices in Price Review either
limit the number of competitors that can be included in the managed view,
or impacts performance rendering the Price Review screen. Additionally
this can impact optimization process causing jobs to falil.

REVIONICS
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Top “n” Competitor View

Existing Competitor view configurations

Competitor Data Configuration (Cons

Dynamic Store-Based Competitor Columns Customer can view store-level Performance is very slow during Export to
(i.e. StoreCompetitiveDatalnPersistTable = 0) competitor prices for each row. Excel/CSV operations from Price Review.

Customer can configure more than 170~ There is performance overhead paging

competitor stores in Client.Store. through data in Price Review. This is
because competitor prices have to be
calculated for each row dynamically in the
page of data being viewed.

Persisted Store-Based Competitor Columns Customer can view store-level There is performance overhead during Export
(i.e. StoreCompetitiveDatalnPersistTable = 1) competitor prices for each row. to Excel/CSV operations from Price Review.

Competitor data does not have to be Customer can only configure ~170 competitor

calculated dynamically. stores in Client.Store because the persist
table will overrun the maximum SQL
SERVER column count while being built.

REVIONICS
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Top “n” Competitor View

Editing a Managed view when Persisted Store-Based Competitor View
enabled

View: ‘CS Competition v ‘M

View Name : [CS Competition |

Page Size : Lacked Columns: [0 |

Is Public : [54] Track Export : (]

Description: 4

Smart View : ]

Field Name Width  Sort Order Sort Direction  Display Ordler ';isplaye g lsEsport 4‘
100-CAS_SD [ | [None v [22 | w v -
100-CAS_SD Date oo | | None 1 [0 =] =]

101-LOVES SD ] | ‘None ¢ [a1 | = v

101-LOVES_SD Date oo | | None ] [0 | O =]

105-AUTC_WI ] | [None =7 [36 | @ o

105-AUTO_WI Date oo ] | INone v | [0 | O =]

10-554_GTC1 ] | [None 7] 16 | @ e

10-554_GTC1 Date oo | | None ] |0 | @ 8

110-CUB_GTC ] | [None  »| [31 | @ It .

Save | Cancel

REVIONICS
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Top “n” Competitor View

Solution
Competitor Data Configuration Pros

Persisted Top 10-Based Competitor Columns  EEIE (o]l @er= T RVTEAAS (o] (=B SIV/E] Not a lot of overhead added

(s el Eleh el E = G ST IS A o) SRS R competitor prices for each row.  during Export to Excel/CSV
operations from Price

Competitor data does not have  Review.
to be calculated dynamically.

Customer can configure more
than 170~ competitor stores in
Client.Store.

REVIONICS
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Top “n” Competitor View

Editing a managed view when Top “n” Competitor View enabled

View: | DM Top10 Comp View Test ¥ | Mew

View Name : [DM Top10 Comp View Test |

Page Size : locked Calumns: [0 |

Is Public : =] Track Export : ]

Description : 4

Field Name Width  Sort Order Sort Direction  Display Order 'Sisphye 4 IlsExport

Compettve Elashony oY T [ [NonE YT | [ = O o
Competitive Elasticity Confidence 45 | | [Noene 7| 0 | & m]

Competitor 1 Date pa ] | [None | |14 | @ v

Competitor 1 1d 3 || [None  v| 15 | @ o

Competitor 1 Multiple 1o ]| | [None | 18 | @ o

Competitor 1 Name o3 [ | |Descendi ¥ | |16 | = &

Competitar 1 Price 1o ] [Nene | 18 | @ v

Competitor 1 Price Amount pa ] | [None | 17 | @ o

Competitor 10 Date [0 || [None v 52 | @ c]

= sitcr 10 1d [100 1 | [hana ¥| 23 1 o Il h

REVIONICS
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Top “n” Competitor View

Solution

- Shift from adding competitor name into a Price Review
managed view to show only competitors relevant for the
product/zone/vendor combination.

* Utilizes an alternate method of persisting competitor data
calculated/output by Science during optimization.

* Improved performance of Price Review’s Excel export

ReVIOI"\ICS
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Top “n” Competitor View

Solution
» Persisted Top 10-Based (230 0 s T 63
Competitor Columns” can be
added to managed VIeW. k :::.y gompemorl Competitor 1 Competitor 1  Competitor 1 chpmoH Competitor 1
. “Compet!tor N Id” s ate Id Muitiple Name Price Price Amount i
— "Competitor N Name”
o “Competltor N PI’ICe” 2/14/2018 217 1 FCH $1.19 $1.19
: ACI’T('])(';T,I%?}Itor N Price 22712018 227 1 HWS $1.99 $1.99
. “Competitor N Multlple,, -9321 2/27/2018 227 1 HWS $249 $2.49
— “Compe’“tor N Date” 9321|  2p708 227 1 HWS $249 5249 !
REVIONICS
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Top “n” Competitor View

Key Points
* The output of Competitor Top 10 [competior roup pesais |
IS completed in Priority Order e e
when priority settings are used e
* If all comp stores are set to the ndd e
same priority they are ranked by | taiiinin s -
Aggregation Method: e e
— Min, Max or Weighted Avg o | @ o :
—When Weighted Avg is used the  |#=® oocops i@ o 1
competitor is ranked by the el o S . S :

competitor weight applied t0 eaCh S ——|———————
comp store

REVIONICS
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Top “n” Competitor View

Key Points

Use the custom view option to add and view competitor price columns and other related information while you

review price recommendations.

Current | Suggested | Competitor 1 | Competitor 1 | Competitor 2 | Competitor 2 | Competitor 3 | Competitor 3
Description Price | Price Name Price Name Price Name | price
4-1/2 PROJANGLE 8999 11231 | Paconi 107 .99 Tridane 99.00 SuperTool 117.29

1/2IN HOD DRILL 7.8 99.99 12479 | v 345-2 112.99 Eveersen 133.56 Baconi 125.00

CP Unit Price = CP Minimum
] i

CP Madmum
Unit Price

20.03 105.70
11542

11912
123.00

-__—m@m'

A Top N competitor prices (up to 10; 3 shown). You can add up to six columns for each competitor (Date,

ID, Name, Price, Price Amount, Price Multiple).

(B Competitor Unit Price. The aggregated competitive price used in optimization, based on the priority and
weight given to each competitor price and the aggregation method in your CP configuration.

® CP Price Outputs from Optimization. CP Unit Price (target price from CP module), CP
Minimum/Maximum Unit Prices (optional prices when using CP min/max thresholds), CP Unit Price
Impact (amount impact, target price relative to current price), and CP Weighting (not shown).

REVIONICS
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Top “n” Competitor View

Key Points

* Will only include data that is within the configured Price
Life Days

* “View only” Competitors will be included in Top 10 only
after all Optimized Competitors are used

ReVIOI"\ICS
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Link to Competitor Group Detalls

» Within Item Details and the
Optimization tab
— Price Review and Scenario
Planning are inclusive

 Security rights have to be
enabled for
— Viewing Competitor Group
— Editing Competitor Group

» Optimization must be run after
rights are enabled to adequately
use View and Edit

REVIONICS

an aptos company

OR = Original Price

VMA = Volume Margin Analysis
CP = Competitive Price Analysis
MA = Margin Analysis

PPU = Price Per Unit Analysis
PLG = Private Label Gap Analysis
PFA = Promo Freq Analysis

$1450 =

PE = Price Elasticity Analysis
BS = Brand Sensitivity Analysis
ZIP = Zone Index Pricing
WA = Weighted Average
PF = Price Family Analysis

- EN = Ending Number Analysis

OR VMA CP MA PPU PLG PFA PE BS ZIP WA FF EN FSP FSP = Final Suggested Price

Strategy: Competitive

Competitor Group: Omni Comp Match wfmmmm i Vi

is not an active link to open Competitor Groups dialog.

ew Competitor Group right (only), Competitor Group infarmation is shown

Target Prices 19.99
Weights 0.25
Impact 0.00

1499 1839
100 0.25
-2.50 -0.20

19.99 17.29 17.29 1499 ©

0.50
0.00




Product Relationships
Private Label Gap (PLG)
Price Per Unit (PPU)

REVIONICS
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PLG - Overview

Private Label Group (PLG) functionality within Revionics can be utilized
within Revionics to address two similar Strategic initiatives:

* Private Label Pricing: Private label pricing can be set up in Revionics by

creating pricing tiers within a unique, common data element

— Can be used to manage private label vs. national brands
— Can also be used to manage private label vs. other private labels

* Good-Better-Best Pricing: PLG functionality does not only have to apply to
private label pricing. Itis also how Good-Better-Best relationships can be
established in Revionics

REVIONICS
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PLG Approach Overview

* Traditional PLG Weighting Approach
— Best for enforcing exact price gap between tiers
— Best when numerous or flexible pricing tiers are required
— Is more rule constrained and therefore produces less science based pricing than the PLG
Constraint Approach
— More labor intensive to setup and maintain in Revionics
» PLG Constraint Approach
— Best for enforcing a range of possible price gaps between tiers (e.g., Brand A has a 5% to
30% premium over Brand B)
— By allowing a broader range of prices it produces more scientifically valid price
recommendations than the traditional PLG weighting approach
— More likely to enforce a PLG gap as system ensures that a gap occurs later in the
optimization process (as a final constraint rather than a pricing engine input)
— Less labor intensive to setup and maintain in Revionics

REVIONICS
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PLG Approach Overview

* Regardless of approach (range or index), PLGs gaps can be
enforced using one of the following:

—$ amount (i.e. Brand B is $2 less than Brand A)
— % amount (i.e. Brand B is 5% less than Brand A)
— Penny Profit (.e. Brand B will make 5% more profit than Brand A)

— (above examples with a single index, ranges may also apply)

REVIONICS
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PLG - Traditional Weighting Overview

_ National Brand
Goal: Increase market share and $10.49
improve profitability by driving '

customers to buy proprietary

brands ) ] Private
— Relationships can be managed abel | 8597

via back office feeds or within _

the application .
_ Unlimited tiers Proprietary Brand
— Flexible tier references
— Gaps can be % or $ based

REVIONICS
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PLG - Traditional Weighting Overview

* The same data elements exists whether you are creating a Private Label relationship or a
Good-Better-Best relationship
* Indexes can be expressed with a $ amount, or % amount:
— Percentage (%): % of the reference tier price, not the percentage above or under
— Dollars ($): The $ more/less than the referenced tier.

PLG / GBB Group

PL Tier Parent PL Index Price
Code

Premlum

Value Proprietary

B 15 3 2 0.85 (%) $8.49

ReVIOI’\ICS
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PLG - Traditional Weighting Optimization

* PLG enforcement is based on its weighting in the system

OR = Original Price

'8 VMMA = Volume Margin Analysis
$2.90 - —— CP = Competitive Price Analysis
I MA = Margin Analysis
£2.40 - PPU = Price Per Unit Analysis
o PLG = Private Label Gap Analysis
§ | PFA = Promo Freq Analysis
o §1.90 PE = Price Elasticity Analysis
BS = Brand Sensitivity Analysis
$1.40 WA = Weighted Average
' PF = Price Family Analysis
EM = Ending Mumber Analysis
$0.90 . . . ; ] } ] FSP = Final Suggested Price
OR WA cP MLA PPU PLG P EA PE BS WA PF EMN FSP
C—
Strategy: Traffic Driver
Target Prices 2.49 1.00 2.69 2.81 3.11 2.37 2.34 2.35 2.85
Weights 1.00 0.25 2.00 0.50
Impact -0.37 0.01 0.16 o.08

REVIONICS
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PLG - Traditional Weighting Exercise

 The following strategy has been decided upon (fictional) and needs to
be setup in the system:

— Brand (A) needs to be priced 5% above Wal-Mart's Brand
— Brand (B) needs to be 10% higher than Brand (A)

— Brand (C) needs to be $15 higher than Brand (B)

REVIONICS
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PLG - Traditional Weighting Exercise

* The solution (and key data elements involved):

PLG Group # Item PLG Tier Reference Tier $/% Index
STEP 1: Brand A shopped against WMT and
115 Brand C 3 2 $ 15.00 competitive strategy applied
STEP 2: Now that Brand A pricing is determined,
115 Brand B 2 1 % 1.10 Brand B is priced at 10% above it
STEP 3: Now that Brand B is priced, Brand C is
115 Brand A 1 None None None priced at $15 above it

STEP 4: Al PLG pricing is determined:; final price

will be based on how heavily PLG is weighted

REVIONICS
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PLG — Constraint Overview

* Goal: Increase market share

and improve profitability by National Brand
driving customers to buy Private $10.49
proprietary brands ngg'
— Relationships can be managed

via back office feeds or within 60;)9;\?]’399”0% {

e appllcatlon (in this case 85%)

— Unlimited tiers

— Allows for a range of Proprietary Brand
acceptable PLG gaps $8.99
— Gaps can be % or $ based '

REVIONICS
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PLG - Consiraint Overview

» Gap ranges are defined and applied evenly across all tiers that are setup; Tier 1 is always more premium priced than Tier 2, etc.
» Gaps are setup as a configuration in the system and are therefore applied to a product/zone combination like other strategies or
configurations
+ Gaps can be expressed with a $ amount, or % amount
— Minimum/Maximum Adjustment Percent (%): range of acceptable % gaps between tiers (e.g., lower tier is between 70% and 90% of higher
tier price)
— Minimum/Maximum Adjustment Amount ($): range of acceptable $ gaps between tiers (e.g., lower tier is between $1 and $2 lower than
higher tier price)

PLG / GBB Group PL Tier Minimum Maximum Price
Code Adjustment Adjustment
Premlum
Value Proprietary 15 3 70% 90% $5.39-$8.89*
Brand $1 $3 $4.99-$8.99*

*Tier 3 prlc?% uses same adjustment rates but based off of where Tier 2 is priced

Revioni
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Product Relationships Min and Max
PLG Constraints

Inew Configuration Entry
Zones | All * | Products | 140365 Jams/Jellies/Spreads

Module Rule BN MaxAdjustmentAmoun
Walue

Minimum -1000000 Maximum 1000000

REVIONICS
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Max PLG constraint on Item Detall

Screen example

Zones | Zone 1 Vendor 001600
-
Constraint(s)
« The price recommendation has been decreased in order to satisfy the maximum PLG limit.
$4.10 OR = Original Price
- VMA = Volume Margin Analysis
$4.00 CP = Competitive Price Analysis
$3.90 - MA = Ma.rgln Analyfsws .
PPU = Price Per Unit Analysis
@ $380 Ve PLG = Private Label Gap Analysis
L2 PFA = Promo Freq Analysis
0 $3.70 4 PE = Price Elasticity Analysis
BS = Brand Sensitivity Analysis
$3.60 1 P = Zone Index Pricing
$3.50 - WA = Weighted Average
PF = Price Family Analysis

Target Prices 345 375 4.03 3.82 3.85 355

Weights 2.00 1.00

Impact 0.19 0.18 v

REVIONICS
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PLG Min/Max

« The min/max rules do not directly affect the PLG price recommendation (that is always the optimal
price)

+ Rather, the min/max prices are applied via the Einalizer logic as price constraints, forcing the final
suggested price back to the minimum or maximum price if optimization has moved it outside this range

» The final suggested price may vary from the PLG recommendation, depending on the relative weight
given to the PLG module compared to other modules.

PLG / GBB Group PL Tier Minimum Maximum
Code Adjustment Adjustment
Premium Proprietary 15 1 N/A N/A $10.99
Brand
Value Proprietary 15 3 70% 90% $5.39-$8.89*
Brand $1 $3 $4.99-$8.99*

an aptos c


http://media.na.sbcs.revionics.com/Help2/6.2/Content/Configuration/Pricing/config_FIN.htm
http://media.na.sbcs.revionics.com/Help2/6.2/Content/Base%20Pricing/price_exceptions_constraints.htm

PLG - By Price Per Unit Or Total Price?

* PLG can be configured to enforce an index or a
range by total price or by price per unit

* In the example to the left:
— 24 oz bottle is $9.99
— 12 oz bottle is set to index at 85%

» Size Adjust On (per unit): 12 oz bofttle will be $5.29

» Size Adjust Off (per unit): 12 oz bottle will be $8.49

It's important to use the same Unit of Measure when using SizeAdjust for
PLG; unlike PPU, the system WILL NOT convert measures

REVIONICS
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Key PLG Strategy Decisions

- Do we want to enforce PLGs based on Current or Suggested Prices?
- Do we want to enforce PLGs based on TOTAL price or Price Per Unit?

* Do we want to enforce an exact PLG index or do we want to enforce a
PLG range?

- |If we enforce a PLG range, do we want it done at the Category level or

would we prefer to have every SKU have its own range?

REVIONICS

an aptos company



Pricing Strategies / Advanced Scenario
Planning
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Revionics Pricing Process

Establish

Business
Goals

Align

Measure Value Strategies

with Goals

perallER

T £ .
Xpor
i\ . P Model Demand
Price Changes
Price Changes Approve
Prices

Simulate Price
& Strategy
Adjustments

Optimize
Prices

Review Price
Recommendation

ReVIOI’]ICS
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Pricing Strategies
Pricing Configuration and Strategies

How many days of no
sales before we stop
recommending prices?

Pricing
Configurations

Pricing
Configurations .
Is this category
Market Share or Turf

Protector?

Pricing Strategies

Pricing Strategies

Do you have .99

Pricing Rules
g ending rules?

Finalization &
Constraints

Finalization and Is the price
Constraints recommendation
, hitting the max price
Price .
R —— change % constraint?

REVIONICS
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Pricing Strategies

Strategies can be set at

Division D various levels of the store
| 1

and product hierarchy
Department Department Depo(r:‘rment Department ° Dept / Category / SUb

A B D
| -I | category

« KVI's

REVIONICS

an aptos company



Pricing Strategies

Traffic Driver Strategy

— Strategy designed to drive store
traffic while improving image
against competition

Turf Protector Strategy

— Drive volume and remain
competitive while protecting
margin

Maintain Strategy

— Drive profit and sales dollars while
maintaining current margins and
competitive position

Convenience Strategy

— Pick up profit without sacrificing
volume on less sensitive, non-
destination items

Margin Enhancer

— Drive strong profit increases
without sacrificing sales dollars.

REVIONICS
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Department — Grocery
Destination Role (Traffic)

|

Sub Department— Baby
Turf Strategy

Class — Baby Food
Maintain

|

Sub Class — Baby Snack
Turf Strategy




Pricing Strategies
Each category has its own curve

" Vo » Non-optimized prices are within

'MARGLT’"V;”;I‘N”:;N the “Opportunity Frontier”
b"’m - Optimal outcomes are points
CORRENT | along the frontier
* Optimization Strategy

determines which direction to
approach the frontier

/' REVENUE

ReVIOI"\ICS
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Pricing Strategies
Price Elasticity (PE) Strategy
» PE will maximize the profit subject to the constraint dictated by the strategy:

— 0 = Maintain Current Margin, Drive profit — Drive sales and profit while maintaining current margin
(profit increases, sales increase, units may increase, margin maintained).

— 1 = Margin Target, Maximize profit subject to hitting a global margin target (effects will vary
depending on the margin target selected relative to the current margin). When using this strategy
option, PE will make use of the margin target associated with the MA module (target margin %).

— 2 = Maximize Sales, Drive Sales — Aggressively drive for dollar sales volume while maintaining
profit dollars (profit flat, sales increase, units likely to increase, margin may decline)

— 3 = Maintain Sales, Drive profit — Aggressively drive for profit while maintaining sales dollars
(profit increases, sales flat, units may decrease, margin may increase).

— 4 = Maintain Units, Drive Profit — Drive for profit but maintain unit volume (profit increases, sales
may increase, units flat, margin may increase).

REVIONICS
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Pricing Strategies

Regular Price Optimization Lifecycle

« Optimization is an ongoing process using changes in business conditions as inputs
« Changes is desired outcome can drive changes in strategy and configuration

Base Price Over Time

Turf Protector

Competitive
$65.00 Strategy .
Drives Price Price
$60.00 Decrease Change

Reset &
Category
Reassignment

Cost
Increase

Item Newly
Introduced

$40.00
$35.00
$30~0° T § fm T T ==X T T T T =1 T T T T T T I=h=lF=lF=h=l=l=l= T T 3 o T T T T T T = T T = T T T 1
R RN S R g N S SR g S R R IR R I IO )
S S D S S S S S IR GBI L RN ST RN N G L g
RS \”«cv\”@ S o\"'v‘%v\ e e o e
SR o e A Gl AN S o o o S e s
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Pricing Strategies

Developing a Strategy Perspective

Initial strategy assignments can be made based on category performance and organizational role

Growing categories may be candidates for traffic driver or turf protector—large stable categories may be
candidates for maintain based strategies

[ Quantitative } [ Qualitative }

Is the category growing or declining? - Does the category support the overall
Has assortment diversified or brand image?
consolidated? - Does the category differentiate you from

Is the category a significant your competitors?
contributor to cash flow? - Is the category fundamental to your

Does the category have a significant merchandising strategy?
impact on GMROI? - Are there promotional strategies built

around the category?

REVIONICS

an aptos company



Pricing Strategies

Price elasticity and : :
strategy are related:
- High elasticity Turf Protector

products tend to
respond well to price

decreases - -
Maintain Margin
Inelastic
: . - Low elasticity or Convenience
Drive Profit inelastic products can Margin Enhancer
tolerate price

iIncreases

[ Drive Units }

Higher Elasticity

Lower Elasticity

REVIONICS
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Pricing Strategies Ebench

Science-Based Evaluation of Optimal Price Strategies

* Insights/Deliverables
— Identify and assess price elasticities
— Analyze and compare current and
optimal pricing strategies
— Dynamically navigate through data

 Take Action!
— Price more effectively knowing the
optimal pricing strategy
— Support or refute “gut-feel” strategies
with science-based analysis

ReVIOHICS
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Pricing Strategies Ebench

 Education
— Complete understanding of price sensitivity across and within all areas of your business
— Quickly find and share answers to questions such as...

* Which categories or subcategories are elastic or inelastic?

* Are category elasticities One of many data points..
similar or different across
zones?

* What percentage of
subcategories are
characterized by high
confidence elasticity
information?

/E-Workben ch

Category
Strategy

REVIONICS
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Pricing Strategies Best Practices

* Review strategies at least annually.

- Simulate different strategy changes to identify which results drive
towards the desired goals.

- ldentifying the right strategy takes a qualitative and guantitative
analysis.

* Leverage the e-bench as an additional point of analysis.

ReVIOI"\ICS
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Advanced Scenario Planning
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Advanced Scenario Planning

« Step #1: A new Price Model can be created by selecting Planning>Price Model
» Step #2: Click Add to create new Price Model

Price Model Details

Name: Creating Price Model Example - SUT v

Zones: Multiple v« | Products: All
Evalution Period 11/12/2017 Ev AND 2/10/2018 Ev
Between:

Import (Optional)

Price Lock: () None Cost Lock: () None ¥/ Copy Product Groups
® Lock ® Lock || Create From Default Rules
@ Current [0 Future # Current [ Future

REVIOITS
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Advanced Scenario Planning

» Price Models are user specific, but can be shared with other users by clicking on the
Share button after selecting the model with radio button

» Price Models can be renamed using the Edit button

* Price Models can also be deleted by clicking on the Trash can

Price Models Summary

Scenario Planning: Price Maodels

Results

Model... Price Model Name : Zone Praduct Eval Star... Eval End.. # Scenarios Installed Scen... Installation ...

441 Creating Price Model Example... | Zone 1, Z...  Enterprise 11/12/20.. 2/10/2018 1

REVIONICS
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Advanced Scenario Planning

» The page below opens up when a Price Model is opened

@ W) about 1 (@) e | () support 1(Q) cuie | (D) siand
REVIONICS e —

Scenario Summary is listed at the top of the
Ul, as is the link back to the Price Model tab

Summary | Weather | Pricing v | TPR | Markdown ~ | Planning ~ | Forecast v | Security ~

Scenario Summary
Scenario Planning: Price Model

=> Scenario Summary: Creating Price Model Example - SUT —=
Forecast Period From: 11/12/2017 To: 2/10/2018 Zone: Zone 1, Zo... Product: Enterprise

Hide Scenario Summary Filters

. If numerous Zones are selected, they are
Product Group Mode ~ % not all displayed in the Summary. To view
fomes | Al hover over the Zones in the Summary
section to see all selected zones

Products All

‘ Each price model will
e E e s have a Current gnd a
Baseline scenario

Forecast I Optimization Target % I View Opportunity Curve I Clone I Install I Scenario Analytig

®per week ' 'cumulative

| Scenario | Strategy Seast Opt. | Last Fest. ‘ Optimization Target % ‘ Optimization Target Method | Units | Sales | Margin % Profit |
Current = 2,480,824.33 8,161,800.31 2,469,313.35
Everyday 2,480,824.33 8,161,800.21 Yo 2,469,313.35
TPR 0.00 0.00 0 0.00
| | Scenario Baseline F | Inherited(Maintain) | N/A | N/& ‘ ‘ | 0.00 | 0.00 | 0.00 % | 0.00 @
Everyday J 0.00 0 o
TPR

REVIONICS
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Advanced Scenario Planning

» Step #2: Create a new Pricing Scenario by selecting the Scenario Baseline’s checkbox
and then clicking Clone

Sumrr_|ary F?r Scenario Model: Forecast I Optimization Target % I View Opportunity Curve I Install
Creating Price Model Example - SUT ‘

View Jobs

® per week | cumulative

Scenario Strategy Last Opt. Last Fest. Optimization Target % Optimization Target Method Margin %

Current N/A N/A 2,480,824.33 8,161,800.31 30.25 % 2,469,31
Everyday " 2,480,824.33 8,161,800.31 30.25 % 2,469,31
TPR S Select the Scenario Baseline 0.00 0.00 0 0.00

| v |Scenario Baseline '_rlnhen'ted{Maintain} N/A N/A checkbox, then click Clone |0.oo 0.00 0.00 % 0.00
Eeedens — - 0.00 0.00 0.00 % 0.00
TPR

New Scenario

« Step #3: Name the new Pricing Model; assign it a
name that is relevant to the scenario that you are Scenario Name | SUT Exercise 01

trying to create (e.qg., the business objectives) =S

REVIONICS
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Advanced Scenario Planning

» Step #4: Click the Strategy link under newly Scenario to see configurations for that
scenario. Because it was just cloned from the Scenario Baseline, it will have the same
configurations as the Scenario Baseline

‘®'per week ' cumulative
Scenario Strategy
Current

Everyday
TPR.

j Click the Strategy link
| to configure the
Scenario Strate

| Scenario Baseline Inherited{Maintain)

Everyday
TPR.
| SUT Exercise 01 Inherited{Maintain)
Everyday
TPR.

REVIONICS
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Advanced Scenario Planning

» The Scenario Configurations Page displays

I e e et et et e

Strategy Configuration

Forecast Period From: 11/12/2017 To: 2/10/2018 Zone: Zone 1, Zo... Product: Enterprise

Hide Strategy Configuration Filters

Reporting

Scenario Planning: Price Model >> Scenario Summary: Creating Price Model Example - SUT > Strategy Configuration: SUT Exercise 01

r— Hierarchy Filter
Product Group Mode
Zones Al v

Products | All ~  Vendors | All

- Scenario information listed at the

Show Module Weights

Hide Strategy Config

Strategy Config

top of the Ul

You can change Strategies for
| subsets of the selected Zones or
LProducts with this filter

Set at: this level

’V Strategy: Maintain v Inherit I e —————

Show Competitive Configuration

Show Margin Settings

Show TPR Settings

Show Rule Count at or Below Current Level

REVIONICS
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Advanced Scenario Planning

« To modify the strategy for all or any subset of the scenario, select the correct
Zone/Products and click Go

* From the Strategy Config drop down, select the desired strategy

—— —— In this example, Zone 1
Hide Strategy Configuration Filters . )
=T erarchy e will have a different
Product Group Mode e —————————————— ————— Stl'ategy than the Othel‘
Zones Zone 1 - — — - _— zones
products Al « |[vendors Al al - |
Filtered At: Zones: Zone 1 Products: Enterprise Vendor: Enterprise
Show Module Weights
Hide Strategy Config ‘
Strategy: | Traffic Driver v m _7_7_,_,,_,.7-7-*-""""’_7_7_7_7"_7_ » S?IeCt des!rgd strategy or
set at: thi[ -Select Strategy- N . — click Inherit if you want to
Convenence inherit the strategy from the
Show Compe R . .
MMM . gin Enhancer hierarchy above it

EUEER I Margin Target
el Vaximize Profit $

Show TPR 5¢
——
Show Rule C

Pure Competitive
Torch Settings
Traffic Driver
Turf Protector

REVIOTTICS
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Advanced Scenario Planning

 After changing the strategy, exit the Scenario Configurations page by clicking on the
Link at the top of the page. The new strategy setting will change .
W Click this link to return to

window
Strategy Configuration
Scenario Planning: Price Model >3 Scenario Summary: Creating Price Model Example - SUT |- > Strategy Configuration: SUT Exercise 01

Forecast Period From: 11/12/2017 To: 2/10/2018 Zone: Zone 1, 7o... Product: Enterprise

* Now the two scenarios (Baseline and SUT Exercise 01) are different due to the
changes that were made. When optimized, they will produce different results

®per week ' 'cumulative

Scenario Strategy
Current

Everyday
IER

These two scenarios
are now different

| | | Scenario Baseline | Inherited{Maintain)

' Strategy definition will
| only update if entire
hierarchy is changed

Everyday
TPR

|| SUT Exercise 01 | Inherited(Maintain)

Everyday

REVIONICS
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Advanced Scenario Planning

» Users can create as many scenarios as needed within a Price Model
» Scenarios can be deleted by clicking the Trash Can icon
« The Current and Baseline scenarios cannot be deleted

Summary For Scenario Model: Optimize I Forecast I Optimization Target % I View Opportunity Curve I Clone I Install Scenario Analytics
Creating Price Model Example - SUT - " ——
View Jobs Job has been submitted. Clear

® per week ''cumulative

Scenario Strategy st. Optimization Target % Optimization Target Method Margin % Profit
Current MN/A /& 2,480,824.33 8,161,800.31 30.25 % 2,469,313.35
Everyday 2,480,824.33 8,161,800.31 30.25 % 2,469,313.35
TPR 0.00 0.00 0 0.00
| | Scenario Baseline | Inherited(Maintain) ‘ N/A | N/A | | | 0.00 ‘ 0.00 ‘ 0.00 % | 0.00 | E]
Everyday 0.00 0.00 0.00 % 0.00
TPR 0.00 0.00 0 0.00
|| sUT Exerdise 01 | Inherited(Maintain) /A [ n/a | | | 0.00 0.0 10.00 % | 0.00 | @
Everyday 0.00 0.00 0.00 % 0.00
TPR

0.00 0.00 0 0.00
Show Scenario Summary Chart

Click the Trash Can ) .
icon to delete a
scenario

REVIONICS
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Advanced Scenario Planning

* Once scenarios are created, they need to be optimized on demand in order to review
the pricing recommendations

» Step #1: Select the check boxes on the left of scenario(s) to be optimized and then
click the Optimize button

Summary For Scenario Model:
Creating Price Model Example - SUT

® per week Oeumulative

Current N/A N/A 2,480,824.33 8,161,800.31 30.25 % 2,469,313.35

Everyday 2,480,824.33 8,161,800.31 30.25 % 2,460,313.35
TPR 0.00 0.00 0 0.00
\@ Scenario Baseline ‘Inherited(Maintain) |NIA |NIA | | |0.oo |0.oo |o.oo% |n.oo 8 |
Everyday 0.00 0.00 0.00 % 0.00
PR 0.00 0.00 0 0.00
¢ |sut Exercise 01 | Inherited(Maintain) [u/a [n/a | | [0.00 [0.00 [0.00 % [0.00 I

0.00 0.00 0.00 % 0.00
TPR 0.00 0.00 0 0.00

REVIONICS
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Advanced Scenario Planning

Global optimization

- If optimization frequently fails to achieve your margin goals, your
current pricing strategy may be too restrictive and you may have
to adjust the strategy to allow optimization more freedom to reach
the margin improvement goal. The most likely rules that would
constrain a margin improvement goal are:

— Margin Analysis (MA) weighting relative to Price Elasticity (PE) weighting is too
high; set to zero if you mainly use margin improvement goals over absolute
margin targets)

— Num Sigma Elasticity (in PE; set too high)

— Price Rank Threshold (in FIN; set too high)

— Competitive Price influence (CP; too restrictive)

— Minimum/maximum price change limits (in FIN; too restrictive)

REVIONICS

an aptos company



Advanced Scenario Planning
Global optimization

Targat
Mekhod | VTR SalE8 imarovement % []

Optimizaticn Targat % [2.00

Cancel
Everyday [ o QY concel |

TPR,

IlB Junst Improve 206 | tnheried(Turd Protector) | 2/9/2016 3:14 PM | WA | 24630
Everyday 240630 | 52360 641 % 1589 % 1,392.66
TRR 0.00 L] a i] i

REVIONICS
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Advanced Scenario Planning

» Step #2: Selecting View Jobs displays the Optimization Jobs Ul, providing insight into
the progress of the on-demand optimization
» Step #3: Click update jobs to see progress of optimizations

Optimization Jobs

User —All— ¥ | Job | —-All- ¥ | Job Status | —-All-—- v
Submitted Start Date 11/2/2017 [ Submitted End Date 11/3/2017 = © [ In this example,
two scenarios are
= — in the process of
L[ [ Pagesize |20~ being optimized

o

Click Update
Jobs to see the
progress of the
jobs

Submitted By Job Status Complete Success % Complete Contexi=

cenario: Creating Price
odel Example -

RCroce Price Optimization Running No Yes 88.26 JUT:Scenario Baseline

tore Scope: Zone 1,7one 2
roduct Scope: Enterprise

cenario: Creating Price
odel Example - SUT:SUT

RCroce Price Optimization Running No Yes 8461 fuercise 01

tore Scope: Zone 1,7one 2

Product Scope: Enterprise

REVIONICS
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Advanced Scenario Planning

» For the Cyclic process, high level financial predictions can be reviewed to the right of a
scenario as soon as it is done being optimized

[Summary For Scenario Model: Optimize Forecast Clone Install
[Scenario Planning Example = i l 4 =

View Jobs

N/A N/A 425,382.30 3,841,641.59 53.94 % 2,072,022.94
3,841,641.59 53.94 % 2,072,022.94
0 0 0
| | scenario Baseline | Inherited(none defined) | 12/28/2014 9:39 AM [ NA |0.00 |0.00 [0.00% |0.00 o)
Everyday 0.00 0.00 % 0.00
TPR o 0 5
| | Super User Training Ex. | Inherited(none defined) | 12/28/2014 9:39 AM NA | 435,188.02 | 3,901,960.26 |53.62% | 2,092,355.26 0]
Everyday — 3,901,960.26 53.62 % 2,092,355.26
TPR

Units, Sales $, Margin )
% and Profit $ can be
compared for all
optimized scenarios

REVIONICS
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Advanced Scenario Planning

* Once the Everyday tab is opened for the Cyclic process or the Price Review tab is
opened for the Daily process (and filters applied), the summary of results appears as
shown below

Summary A

Suggested Export Candidates Price Change Overrides Units Profit Revenue Margin
Total: 9 Total: 0 Current 807.83 $1,717.45 $4,140.37 41.48 %
On Promo: Selected: 0 Recommended 822.56 $1,732.15 $4,189.40 41.35 %
Excluded: Selected 807.83 $1,717.45 $4,140.37 41.48 %

- Items Selected for Export
Remaining:

Selected: I ® Summary O Impact Refresh

REVIONICS
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Advanced Scenario Planning

* Once the high-level summary has been reviewed, users can begin reviewing individual
pricing recommendations in the screen below

» The Price Review screen can display large amounts of information in addition to the
price recommendations based on Managed View configurations

Export Zone Name Article » l:m Current$  Marg% Suggest$ Price Status Lock a:wrg% 2:::‘5 g:;” 0s$ \zvzy
@ Zone1 | 1221444 $3.99 3734 % $4.09 . (W] 38.87 % $1.59 $307.83 75.26
Zone1 | 5021518 $3.99 5739 % $3.99 @ 57.39 % $2.29 $39.70 9.95

Zone 1 | 5062477 17800020¢€ $3.19 3260 % $3.49 38.39 % $1.34 $45.31  12.98

(¥ Zone1 | 5115489 58496723( $2.26 $3.89 4190 % $3.59 37.04 % $1.33 §52.25 1455

Zone1 | 5115610 58496723( $2.26 $3.80 41,90 % $3.59 37.04 % $1.33 $44.75 1247

Zone1 | 5423843 11085072¢ $4.35 $6.00  37.76 % $6.99 @ 37.76 % $2.64  $481.20 68.85

REVIONICS
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Advanced Scenario Planning

Scenario analytics

* This functionality allows user to evaluate scenarios within a
price model to determine which option is best aligned with
goals and objectives.

ReVIOI"\ICS
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Advanced Scenario Planning

Scenario analytics

Select & tab:
[|5ﬂanﬂno Summary =]

Incremental Lift Values for Recommended Prices

585,000

IH'.OM. )

Seanarie Nams, Margin Lift

@ PaviEed Hangin Tangens

@ Scenack Baeline

In Mangin Ld%

Wem Hanginvarlaok

@ Comn Hangin Haoon

@ R Baar 2%
@Sexmonalzead Basaline Jute

B o e e

(RESNLO0) [R100,000) (#0003 (33,0000
Revenus Lif

«28,000 N

80,000
{$043,000) ($100,000) (580,000} ($39,000)50

Rewenue Lift

p ]

Scenarin fame, Margin Lift

@ Fevied Wangin Tangecs
canark Bameline

In Haigin 1%

sy Mangin wackanke
Camn Margin Hanen
W) Bear 2%

@Gz onalkead Basaline Juby

40,000

Zone North Q3 Margin Realignment

06/01/2017 - 08/31/2017

Incremental Lift % Values for Recommended Prices

ryd

|
|
I

G ELFEFRESUEFEIE TR
Profit L & By enes Lilt & iinits Lift &

Predit Rovenus  Units

LR e LWE e L
Feviied Hangin Tangees 3.70% Q6% o140
Gz=nana Bassline 2.33% 0. 34%  -1.30%
Min Margin 10% 2.3 -3FW  -5.88%
Mewe Mangin Waiakhe 2.32%  -LIPW -S5.88%
Camp Hawgin Mawen 2.37% S3I1% -3,80%
KNI E=al 2% 0. 62% “RA6%  -5.20%
Szazanalized Bazeline Jube 0.82% 3164  -5.30%

Sart By
[[anl'ﬂ Lift % =

Price Model
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~Senario
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Key Value Indicator Group—
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Advanced Scenario Planning

* If the client's process is to export prices from price review ( not in scenario planning )
then the changes to the price strategy are installed and the next processing date
would use the new strategy when making price recommendations.

« If the client is cycle based then new strategy can be installed and prices can be
exported directly from the price model

KVI Mode
Zones | Enterprise ~  Products Enterprise

ISummary For Scenario Model:
Iscenario Planning Example

* per week ( cumulative
Scenario Strategy Last Opt.

Current N/A 425,382.30 3,841,641.59 .
Evepaag 3,841,641.59 3.94 9 2,072,
TPR 0 0 y 0

|  Scenario Baseline | nherited(none defined) | 12/28/2014 5:39 Am | n/A |0.00 | 0.00 0" | 0.00 e |
Everyday 0.00 0.00
—— 0 ~ 0

| ¥/ | super User Training Ex. ] ited(nane. defi *"( N/A | 435,188.02 | 3,901,960.26 - o~ | 2,092,355.26 i
Eoeryiey — Select the checkbox next to

TPR

the scenario to be installed Click Install to display the

install options

REVIONICS
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Advanced Scenario Planning

« Many different elements of a scenario may be installed. In most cases, the Pricing
Analyst will select Strategy, Price Locks, and Product Groups and then click Install

| Installation Options (]

Install Scenario
— Scenario Installation Options

¥ Strategy ' Delete All Existing Rules
¥ Price Locks ' Clear Existing Price Locks
L Cost Locks Clear Existing Cost Locks

¥ product Groups

Install

ReVIOHICS
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Advanced Scenario Planning

* When exporting prices from a price model the effective dates will are defined by the start
and end date of the price model

s forscnario gt £ 0 8 S0 8 58

3,841,641.59 53.94 % 2,072,022.94

0 0 0

| i |0.00 | 0.00 | 0.00 % | 0.00 =
0.00 0.00 % 0.00
0 1] o

| n/a | 435,188.02 | 3,901,960.26 | 5362 % | 2,002,355.26 |3
3,901,960.26 53.62 % 2,092,355.26

REVIONICS
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Advanced Scenario Planning

* Once all items have been selected for exports, the user can now push prices to Supply
Chain Software by selecting the Export>Back Office tab in Price Review

Reselect Exports Default ~

Excel
CSsV New New 2o

. Profit$ Sales$ Wkly | El
Back Office Unt

REVIONICS
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Advanced Scenario Planning

» Once exported, the prices will take effect on their effective date — it is absolutely
critical that all necessary diligence occurs in the Review / Approval phase to ensure
that the correct pricing makes it to stores at the correct date

* Prices may still be changed in Supply Chain Software if critical to correct an
exporting error — this is not considered best practice as all pricing should occur via
Revionics (there can be impacts to our ability to measure value if Revionics “thinks”
that prices where exported but which were not)

REVIONICS
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Advanced Scenario Planning
Best Practices

» Understand the price strategies and key constraints that shape price
recommendations

 Build various scenarios with different strategies until you get results that best align
with category goals and objectives

» Leverage the ebench and KVI analysis to help build and validate your price
strategy

ReVIOI’]ICS
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Performance Intelligence Reporting
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Reports

Pl - Perfformance Intelligence

* Revionics® Performance Intelligence data is updated on the same
schedule as the other data we receive

[ e
Data Load

i a Process Data
REVIONICS ﬁ

REPEAT CYCLE

Data File Feed

REVIONICS
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REVIONICS

Welcome to Performance Intelligence
Get started by opening a dashboard, report or story!
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Navigation

Accessing reports
Navigating folders
Running a report



Accessing Reporting

All users can open reporting from portal header tabs

REVIONICS

4

ReV|On|CS Pl Welcome

Open reporting in a new tab

Welcome to Performance Intelligence

Get started by opening a dashboard, report or story!

ReVIOI’\ICS
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Welcome Page

Ref Resource

REVIONICS' » Welcome

@ |Home [A) (Y Home
Q( Welcome to Performance Intelligence
@ Search @ Get started by opening a dashboard, report or story!
0 My Content/Team Content
-3
@ Recent
REPORT [[] ReEPORT
@ Welcome (Quick Access) @ © Recent Price Lock Competitor Price Index Trends
G More Menu
. i 11/V2017 8:28 PM 10/18/2017 5:48 PM
@ Notifications
@ User Menu
[] REPORT 85 DASHBOARD
o COQ nos Quick Reference Scenario Performance Explorer Executive Summary

42702018 3:20 PM 5122018 10:06 AM

Quick reference o

v Get started

B Overview

DI Get started videos
> Sample data

> Support

REVIONICS
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Help Guide

Library of Information Available

Reports Resources

»
Pl Welcome Page How to Use Reports

 Detalled user Report Folders Dashboards »

g u Id € an_d Report Preferences Pricing ’
explanation of S — Competitor »—

reports and - Operational »

method Ology Report Prompts Value Measurement »

Report Output Options e ?

Save a Report View Markdown Long Life »

Report Subscriptions Markdown Short Life »

FAQs
I'H:.'[JUH g}
ReVIONICS

an aptos company



Report Folders

Default Reports Content

« Standard reports are Iin
Team Content> Performance Intelligence

_ _ BB Mycontent
« My content is for user saved views

R Team content

 Team content>Custom views for © Focort
shared views

REVIONICS
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Running a report navigations

Prompts for criteria and filter selection

Show / Hide Prompts

Export Begin Week Zone Key Value Indicator Group Products
| 5/2/18 M | = [V == All Zones - =) [ == All Key Value Indicator Groups '®* Product Hierarchy ' ' Product Search & Select
Export End Week =) [ = Default Store Hierarchy [ cm KV = [ o= All Products -
| 7/25/18 v # [~ == Bannert Cluster1 [~ == Non-KVI @ [ =m000

+ [ == Banneri Cluster2 + [ == 010 PAINT & SUNDRIES

[+ [~ =m Banner1 Cluster3 [+ [ =020 HAND & POWER TOOLS

# [~ == Banner2 Cluster! # [ =m025TOYS

+ [ == Banner? Cluster? + [ == 030 TOOL SALE

[+ [ =m Banner2 Cluster3 [+ [ oam040 PLUMBING & ELECTRICAL

# [~ == Dotcom + [ =050 HARDWARE

# [~ == Dynamic Pricing - # [ =060 SPORTING GOODS

Deselect all Deselect all 4 »

Deselect all

REVIONICS
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Hints & Tips

Signing out correctly
Pop ups required
Customize Language



Hints & Tips

Signhing out correctly

« Always sign out of a
session rather than
close window

* Prevents account cache

errors on next sign in

REVIONICS

an aptos company

Demo Grocery
mm DemoGrocery@revionics.com

My subscriptions
My preferences
Log my session
My Inbox

My Watch ltems
Signin

Sign out



Hints & Tips

Main point

« Dashboards open in a new window
* This requires pop ups to be ‘always allowed’ for this site

B Y B o

iPDp-ups were blocked on this page. i

(G

Cannot open Workspace

REVIONICS

an aptos company

x
Pop-ups blocked:

« hitps://pi.ruby.lcpore...L=.%2Futils%2Fclose.html
+ https://pi.ruby.lcpore..L=.%2Futils%2Fclose.html

@ Always allow pop-ups and redirects from hitps://
pi.ruby.lcpored.antares.revionics.com

O Continue blocking

| =n




Hints & Tips

Customize content

« Content of language and
currency symbols can be
customized within preferences

* This includes the Price change
history tab and Units tab (Pl
Reports in base pricing)

REVIONICS

an aptos company

m

My preferences

General Personal

Home page Default
Show hidden entries
Report format HTML v

Turn on accessibility features

Show hints

Options for your region

Time zone (GMT) United Kingdom Time »
Product language English »
Content language English (United Kingdom) »



Hints & Tips

Main point Run HTML
- Export data and graphs to I
excel _
a Run Excel
« Unhide tabs to see raw data = A -, nge]

behind graphs

E Run CSV

—_ —_ —_ —_ —_ —_ P

® Reset prompts and run

e n | Ve amnie Lirie

REVIONICS
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Saving &
Subscribing

Save a view
Subscribe to reports



Save areport view
Save to My content or Team content folders

Save as

B B My content

REVIONICS B 7 ®

al

. Save report...
Show f H

Save report
. ‘ Prom; Save report as report view... -

Destination: My content

Save as: |Export History

REVIONICS
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Cancel




Subscribe to report alerts

Subscriptions to update reports

Subscribe
. 2 When do you want to receive this report?
- Sign up to =020
recejve an Setas home On day(s) M T W T F s s
updated report  swe m) -
Time 712PM
at chosen
Format 8 Excel HTML >
cadence Subscribe
Delivery Email l‘:ﬂ Save >
Prompts 10 schedule prompt values 2

REVIONICS
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* Performance Intelligence

Dashboards



Executive Summary Dashboard

Overview Dashboard

A - Weekly trends of sales
metrics comparing revenue
and profit.

B - Weekly pricing lift
trends for revenue, profit
and units in percentage
values.

C - Weekly trends of CPI
values.

D - Weekly trends of price
changes, up and down.

REVIONICS
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Executive Summary Dashboard

Sales Dashboard

A - Weekly trends of sales
metrics comparing revenue
and profit.

i
%

piiiii:

i

i

B - Revenue, profit, and
units change percent by
product hierarchy.

|

{
Aln

i

il

C - Revenue, profit, and - o i : -
units contribution by sales e —— LS. T L

type.
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Executive Summary Dashboard

Competitor Dashboard

A — Competitive Index
Trends

B — Competitive Index
Value for period filtered

C — Competitor price
changes up and down

D — Price change trend

E — CPI value by each
division (Level 1)

REVIONICS
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Value Measurement Dashboard

High Level Summary Metrics Key Value Indicator Breakdown
B ) ) A M Inside Revionics  Outside Revionics C y Wuons L s @Pont Let X [ Revens LN
Build using filter prompts ks Un 3 Lo
Profie Lift % 5218 1758
Revenue Lift % 1.76% 0 Sem

nside Reviorics  Outside Revionics

* A—Metrics Summary D G
Revenue Lift $578,723.19 51,262,254.50 | Inside Revionics Outside Revionics | Inside Revionics Outside Revionics |
: | o I Nen- i1 |
* B — Product Count %
(Inside vs Outside B product coune s [ Trendy Group
Revionics) s g s == AHERE SRR Sae (i
iz P e e i o NG TORIORE g Ve So S S
« C — Metric performance e =
by KVI non KVI Total L85 59.99% 26.84%  100.00%
* D —Trend over time ; Outside Reviomis
(Inside vs Outside
Revionics)

Value Measurement
Dashboard

REVIONICS
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Units Report

Quantity over time
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Price Change History Report

Price, Cost and Competitor Prices over time

Zone 2
UPC Code Tier Histol - - - - - - - - - -
Number Date|| Price Change Amount | Prier Price Multiple | Prior Price | Price Mulliple | Current Price | Cost Change Amount | Prior Cost | Current Cost
0000502177400 | Tier Number 1 | 08/02/13 1 1 £3.09 20.01 193 194
0970615 1 53.09 1 5299 (50.10) 51.94 51.54
Competitor Group Mame | Store Count Scenario Name Aggregate Method
Rev Stores 3 Base: Default Scenario Minimum
$4.00 ] -
-
$3.00 ._._._.\._._._._.-\o—.—.—.
Tier 152.00 > s 3 - & & o & &
1.00
§0.00
07iosna  07M2M8  O7TM9ME  O7/26MB  08/02M8 0B/D9M8  OBMEME  08/23M8  08/30M8  09/08M8  09M3M8  09/2018  0927THE
Date

ReVIONniCy
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Price Locks

Review frequency and amount of Price Locks

. Lock Count 15 Created By Full Hame 15 Created By Full Hame
[ CarlWhicker [ Carl Whicker
0.8+ 0.8 0.8
E 0.6 0.6 0.6
: : :
g E: E:
Eo_a— 0.4 ~ 0.4
0.2 0.2+ 0.2+
0= 0= 0=
2018-08-27
Price Lock Reason Fiscal Week Beg Date Price Lock Reason
Created Created Zone Price ltem UPC Product Lock Start | Lock End Price Cost Orginal | Original | Suggested | Suggesfed | Locked | Locked Tier Original | Suggested | Locked
Date s By Full Hame Family Number Code Descripiion Date Date Lock Price Price Price Price Price Price | Number  Unit Unit Price Unit
Time Mame Mame Reason NMultiple Multiple Multiple Price Price
V2718 Carl Whicker Zone 1 Unknown 0040052 0074164345042 REVIOMICS Sep 27, Oct 27, 52.04 1 5335 1 5315 1 5315 1] 5335 53.15 50.00
FOODS 2018 2018
BUTTER 12:00:00  12:00:00
SALTED AM AM

REVIONICS

an aptos company



Private Label Zone

19
19

20
20

20

Al

2

2

T4
T4

T8
]

v
v

Marme

Zonz 1

Zone 1

Zone 1

Zone 1

Zone 1

Zone 1

Zone 1

Zone 1

Zone 1

Zona 1

Zone 1

Zonz 1

Zone 1

Zonz 1

Zone 1

Zone 1

Zone 1

Zone 1

Zone 1

Zone 1

UrC

0003400000312

0074184302285

000TEE0120007

0005100002548
0003520000250

0074154302252

0005100002784
0003220000300

0074184302253

0005100002705

0003520000445

0074184302255

0003800021110
0074184202110

0003800021310
0074184302111

0003800021710
0074184302107

0003800021720
0074154301114

~ RevioniCs'

an aptos company

ltem Description

HEREHEYS SYRUP GENUINE
CHOCOLATE

REVIONICS CHOCOLATE
SYRUP

REVIONICS SYURF
CHOCOLATE

PREGO PLAIN SPAG SCE

RAGU OLD WORLD
TRADITICMAL SCE

REWVIONICS SPAGHETTI
SAUCE PLAIN

PREGO MEAT SPAG SCE
RAGL QLD WORLD MEAT
SAUCE

REVIONICS SPAGHETTI
EAUCE WMEAT

PREGO MUSHROOM SPAG
SCE

RAGU CHKY G/S SUPER
MWROOM

REVIONICS MUSHROOCM
SPAG SAUCE

KELL PT CINMN FRET

REVIOMICS TST/PSTRY BRN
SER CINM

KELL PT CHOC FDG FRST

REVIOMICS TST FSTRY CHOC
FDGE

KELL PT STRWFRST

REVIONICS TSTR FETRY
STRAVWFRST

KELL PT FMLY FRST STRWW

REWVIONICS TST PSTRY
STRAWFRST

Sold Pack | Cost Price
Size

Mgl
24 .80 1
24 $1.82 1
24 $1.25 1
24 1.; 2
24 32 1
28 .12 1
24 3204 2
238 1.m 1
26 3114 1
24 32.09 2
24 3207 1
28 $1.13 1
147 3217 1
11 £1.058 1
147 2. 1
11 30.94 1
147 32.03 1
11 30.95 1
e 32.83 1
e $1.685 1

Current
Price
3200
.80
.70

$2.50
229

3185

3250
229

.85
§2.50
3220
$1.05

250
$1.80

250
$1.60

2.5
$1.60

3340
3275

Profit

5020

3027

30.54

3058
3028

3083

3048
3038

3084

304

3022

5082

3042
3084

30.58
30.75

30.56
30.74

3086
.10

Current
Indizze

90.43

047

85.15

3515

8515

85.25

85.25

85.25

Ta.7e

Private Label

20

o5

85

85

85

85

85

85

80

Product Relationship Reports

Analvse Price Families & PLG relationshins

Index
Dela

-1.43%

0.30%

0.15%

0.15%

0.15%

0.25%

0.25%

0.25%

1.21%

Private Latel Gap | Adjustment

Profit Index | Target
Price

§1.86

.20

.85

85

$1.05

§1.88

.68

.68

27

Target Price
Difference

30.03

(30.01)

Target Price
Diffizrancet

161%

031%

0.18%

0.18%

0.18%

0.30%

0.38%

0.38%

-1.50%



Price Per Unit (PPU)

Analyse Up Purchase Incentive Rates

PPU Zone Mame UPC Code Product Description Driver | Size | UOM | Cost | Cument | Cument | Current | Target | Target | Target Targst Targst
Group ltemn Frice Price Profit Price Price Profit | Price Per | Price Per

Mumber Per Per UOM UOM
UOmM UOmM Difference  Differenca

%

7 Zone 1 0003800031836 | KELL FR FLAKES 10.5 OZ 4 10.5 Ounce  53.42 390 503800 3057 3390 503200 3057 50.0000 0.00%
7 Zone 1 0003800031838 | KELL FR FLAKES 15 | Ounce 3377 435 3020800 5058 5548 303851  s51T1 50.0751 0.26%
7 Zone 1 0003800031841 | HELL FR FLAKES 232 18 Ounce 34.05 5578 303047 3174 3675 303555 5270 50.0807 0.17%
7 Zone 2 0003800031836 | KELL FR FLAKES 10.5 OZ o 10.5  Ounce 5342 5365 503478 5023 5365 303478 5023 50.0000 0.00%
7 Zone 2 0003800021832 | KELL FR FLAKES 15  Ounce 3377 3435 302000 3058 3501 303330 5124 30.0428 0.15%
7 Zone 2 0003800021841 | KELL FR FLAKES 232 18 Ounce  34.05 3556 302821 3150 83§18 30.3262 5213 30.0331 0.11%
7 Zone 4 0003800031836 | KELL FR FLAKES 10.5 OZ 10.5 Ounce  33.42 3400 303205 3067  S3Z7 303118 (30.15)  (30.077D) -0.20%
7 Zone 4 0003800021832 | KELL FR FLAKES v 15  Ounce 3377 3440 302003 3072 3440 302003 3072 50.0000 0.00%
7 Zone 4 0003800021841 | KELL FR FLAKES 232 18 Ounce  34.05 3580 303100 5184 3554 302015 5148  (S0.01E5) -0.06%
7 Zone § 0003800031836 | KELL FR FLAKES 10.5 OZ 10.5 Ounce  33.42 3370 303810 3037 32495 502308 (30.47) (30.0801) -0.22%
7 Zone § 0003800021832 | KELL FR FLAKES v 15  Ounce 3377 380 302583 3012 3380 302583 =012 50.0000 0.00%
7 Zone § 0003800021841 | KELL FR FLAKES 232 18 Ounce  34.05 3490 302625 3094 3488 302565 3083 (30.0080) -0.02%
7 Zone § 0003800031836 | KELL FR FLAKES 10.5 OZ 10.5 Ounce  33.42 3385 303475 3023 3291 BD2TED  (30.51)  (30.0707) -0.20%
7 Zone § 0003800021832 | KELL FR FLAKES v 15  Ounce 3377 390 302060 3022 3390 302060 s0.22 50.0000 0.00%
7 Zone § 0003800021841 | KELL FR FLAKES 232 18 Ounce  34.05 3400 302625 3084 3402 302580 30.B7 | (30.0035) -0.01%
7 Zone T 0003800031836 | KELL FR FLAKES 10.5 OZ v 10.5 Ounce  33.42 3365 303478 5023 3365 303478 =023 50.0000 0.00%
7 Zone T 0003800021832 | KELL FR FLAKES 15  Ounce 3377 3390 302060 3022 3425 302835 5048 30.0178 0.07%
7 Zone T 0003800021841 | KELL FR FLAKES 232 18 Ounce  34.05 3400 302625 3084 35256 302TE2 5120 30.0138 0.05%
12 Zone 1 0074184202052 REVIOMICS FOODE PORK N BEAMS v 18  Ounce 30.55 3080 300558 5034 3080 300558 034 50.0000 0.00%
Zone 1 0074184202317 | REVIOMICS FOODE PORK M BEANS 31 Ounce 351.05 3160 300545 3064 3142 300458 3037  (30.00E7) -0.16%

REVIONICS'
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Average Price by Zone

Compare weekly averages by Zone

1.20 Product

B A1 Products
0.80
0.60
0.40 4
o &0 Fanes Lo 1 Zone 4
aane
il @
All Zones All Zones Zone 1 Zone 4
Average Unit Price | Average lUnit Price | Awerage Unit Cost | fndex | Awerage Unit Price | Awerage Unit Cost | index | Awerage Unit Price | Average Unit Cost
All Products | 81818 5381 $3.81 5286 1.00 5380 28 1.02 53.57 5287

REVIONIL>

aptos
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Export Classification

Classification Based on Implementation of Prices

Suggested
/\ Implemented
Revionics

5 recommended a
price and it was
exported but never
ReV|On|CS implemented

an aptos company

exported and
implemented

Not
Implemented

Revionics
recommended a
price and it was

Price Lock
Implemented
A price was locked

within Revionics
using insights from
optimization

Export
Overridden
Revionics
recommended a
price and it was
exported but
changed prior to
implementing

No Change
A Price may have
been recommended
but was not

exported and was
not changed



Export Compliance

Methodology: Export Segments

pe— Inside Revionics
Suggested Implemented
Item price change matches suggested price by Revionics (3 week period)
Price lock Implemented
Item last export record was “price lock implemented” and price matches the
exported locked price

Segments

Groups e Outside Revionics
Export Overridden
Item has a PLA record and was exported at one time but the price does not
match the last exported price
Segments Not Exported
Item has a PLA record but has never been exported from Revionics

— No Change
Price did not change

REVIONICS

an aptos company



Export History

Summary of items exported every week

Export Count
2018-06-27 == All Products 385
2018-07-04 == All Products 543
2018-07-11 == All Products G600
2018-07-18 == All Products 976
2018-07-25 == All Products 470
2018-08-01 == All Products 584
2018-08-08 == All Products 639
2018-08-15 == All Products 462
2018-08-22 == All Products 421
2018-08-29 == All Products 598
2018-09-05 == All Products 535
2018-09-12 == All Products 374
2018-09-19 == All Products 396

REVIONICS

an aptos company

Locked Price Count

289
=l
170
133
133
133
137
7B
a1
13
138
110
215
1,899

Suggested Price Count

596
457
430
823
nr
431
302
354
340
467
a“r
264
631
6,109



Export Compliance by Acceptance

Trends by Week

B Suggested Implemented | Price Lock Implemented i Mot Implemented [l Frice Increase [ Price Decrease
91918 91918
SM218 G128
/518 /518
a/2ai18 a/2a18
8/2218 812218
&Ms1a 81518
&/8M8 &/gMa
8M1ma BM1M18
712518 TI25M18
a8 TMaM18
TMia TMia
Tr4/18 Ti4M18
62718 62718
0 200 400 800 200 1,000 0 200 400 600 200

REVIONICS
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Export Compliance by Zone

Can spilt the and show the compliance for different zones

1,000

800

=00

400

200 I
o

/518

S/1a18
G218

REVIONICS
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W Suagesied Implemented, All Producis
M Price Lock Implementzd, All Products
W Mot implemented, All Products

1,000

800

&0

B
=3
=]

20

o

o

sr1ai1a|ar2ia| sisiia [aizaris|azenalersis| sieis | ania [7resimalziana| 7i11ia| 7rars |&‘2‘r1a
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Scenario Explorer

Overview

« Compare individual scenarios from a number of different perspectives, evaluate various
metrics across these scenarios, and understand how the constituent factors contribute to
a scenario’s forecast.

» Collection of dashboards that allow evaluation of scenarios within a price model based
on:

* Financial Impact

» Price Change Impact
* Pricing Module Impact
« Constraint Impacts

» Reports help choose the best scenario to maximize your objectives.

REVIONICS

an aptos company



Scenario Summary Tab

Super User Training

Scenario Summary

v]

"5elect a tab:

6/3/18 - 9/1/18

2,000
$0 = - ———— -
(s2,000)
E (54,000)
a

(56,000)

($8,000)

Incremental Lift Values for Recommended Prices

($10,000) T

-500 —

-2,000

T T
(518,000)  ($14,000)  ($10,000) ($6,000) ($2,000)
Revenue Lift

50 $2,000

-2,500 T
($18,000)  (514,000)

T
($10,000) ($6,000) ($2,000)
Revenue Lift

s0 $2,000

Scenario Name, Margin Lift
@ Scenario Bassline

argin enhancer SUT

@ maintain margin test

Scenario Name, Margin Lift
@ Scenario Bassline

@ margin anhancar SUT

@ maintain margin test

Incremental Lift % Values for Recommended Prices

%0

Lo =
o o o *
* S

Profit Lift %o

F %0 —
%0T

TR e = i

[ R I

5 o B 7o o =

£ ® F ® ® #F
Revenue Lift 9% Units Lift

Profit Lift % Revenue Lift % Units Lift %

rSort By

[Profit Lift %

v

—Price Model

|Super User Training

v

Scenario Baseling 0.91% 0.67% -0.03%
margin enhancer SUT -15.64% -21.00% -25.31%
maintain margin test -15.64% -20.99% -25.29%

—Scenario

" Scenario Baseline
™ maintain margin test
™ margin enhancer SUT

Zaects) Dessiesie

—Zon

" Unknown Zone
I SHP_Catalog
" SHP_Digital_Channels_No_MP

Zzecie) Dessiecier

—Key value Indicator Group

[ Basket Builder

I KVI

[~ Convenience Ttem
[ Mot a KVI

™ Unknown

Zmactel Deseies

FREBTompE

REVIONICS
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Price Change Impact Tab

Price Change Impacts v

"Select a tab:

Super User Training
6/3/18 - 9/1/18

Pricing Direction - Decreases, No Change, Increases
W Dzcrzase Mo Change |l Increase

Srenari Baseline| 2,02

2  maintain margin test| 2987
&
-
&

margin enhancer SUT 2,185

. . . . : . . :
o 200 400 00 800 1.000 1,200 1,400 1,600 1,800
Recommendation Count

Recommended Price Change Histogram - % Change from Current Price

Scenano Baseing
30
25
- - .
5 rrargin ennancar SUT

’ R e —

maintain mangin iest

18 14

Average Unit Retail

Average Averags  Average
Onginal  Suggestec Lk

Ut UnkRetall Retall

Retall Change
Scenaria Baseine 5278 sman s00e
maintain margn test  §9.18  §9.26  S0.08

l margin annancar SUT_ 918 s928  saoe

2000 2200 2,400

A0+ % 10 % to-5% S%l%

O%tab% S%01l% 10-%
Price Chanoe % iBmn)

Sort by Price Direction
’7 Decreases v]

Price Mode!
’7 Super User Training

 Scenario

" Scenario Baseline
I maintain margin test
I margin enhancer SUT

Saszie Cemsez e

~ Zon:

™ Unknown Zone
™ SHP_Catalog

™ SHP_Digital_Channels_Mo_MP

[P ——

r Key Value Indicator Group

I~ Basket Builder
KNI

I~ Convenience Item
™ Mot a KVI

™ Unknown

REVIONICS
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Pricing Module Impact Tab

Super User Training
6/3/18 - 9/1/18

rSelect a tab:
Pricing Module Impacts r
Price Families | Competitive Pricing | Brand Sensitivity | Margin Analysis Price Elzsticity Promational Pricing Private Label Group Price Per Unit Wolume Margin Analysis Zone-Indexed Pricing |—Price Model
X . Super User Training v
Number of Price Recommendations Impacted
2,000 Scenarlo Mame Scenario
W maintain margin test
B margin enhancer SUT I Scenario Baseline
1,500 [ scenario aseling . -
™ maintain margin test
1,000 ™ margin enhancer SUT
FRppp—
e rZone
a . | T — ™ Unknown Zone

& o &

co¥ o oo o o o o e Pt P I SHP_Catalog

wa"‘ﬁ w“"c‘ ﬁq""‘s o M-"Qt o 0o \ w® "v,éc I SHP_Digital_Channels_No_MP
A W 1ﬁq o

Values of Price Recommendations Impacted

Sassia Cemsazw

rKey Value Indicator Group

) 8 et margin test I Basket Builder
[ margin enhancer SUT r KVI
- [ seenario saseline - Comvenience Ttem
- I Not a KVI
I Unknown
- o ———

. — —_
1l

($200)
($400) ) ) \
[ [
= L " c " L] c o n c L] [ = L n L = " n = L] o 1= m L] c o n
4 2 -4 4 =3 a 4 -4 4 o - g 4 2 e 4 2 ) -4 4 4 a 4 4 @ 2 3 4 4
= b 5 £ B &8 = B B = B B =& & = & & = B B £ B B £ & & = B &
[¥) a c o a £ u » E [¥) a4 =4 L) a o o £ u & E [¥) a c o a £ u » E
o =] = o =] = a o =] o =] = =1 = =4 o =] o =1 = a
= = =2 = = = = = = =2
Impact PF Impact CP Impact BS Impact MA Impact PE Impact PEA Impact PLG  Impact PPU Impact VMA Impact Z1p

REVIONICS 269
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Price Constraint Impact

Super User Training
&/3f18 - 9/1/18

Select a tab:
’7 Pricing Constraint Impacts r

a

Price Recommendations Impacted by Constraint Combinations

e . - _
e . - _
e I _

Scenario Hame

Super User Training

"Price Model

- Scenario:

™ Scenario Baseline
™ maintain margin test

™ margin enhancer SUT

Sassie Cemsazw

rZone

I Unknown Zone
™ SHP_Catalog
™ SHP_Digital_Channels_Mo_MP

Sassie Camecw

rKey Value Indicator Group

I~ Basket Builder
©EVT

™ Convenience Item
™ Not a KVI

I Unknown

Saesie Camezw

i

REVIONICS
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Data Exceptions

Data Exceplion Reason Compefitor Price Deal Exception
Exception Count Count

Duplicate Record

Excepfion record has been inserted
into sales.

i Orphaned Price Family

ProductiD could not be found 12,500
UPC Code Zero 1
12,501

REVIONICS

an aptos company

Disabled Items Exceplion

Price Cost Exception

Count

102

102

Count

Price Family Excepfion | Private Label Exceplion | Product Exception = Sales Exception

Count

Count Count Count
27,544
7
593
225
593 27,179

Transactional Sales

Vendor Exceplion

Exception Count

Count



Pricing Exceptions

ltems excluded from the portal

Exception Reason

(w) Inwalid CP AggMethod has been set, pleaze check and correct the rule value.
| Min/Mdax Margin rules are invalid, please check and correct the rule values.
) Mo pricing bundle recemendation because one or more component items is ineligible.
| Mo pricing bundle recemendation because the rules are too constrainted.
)] Mo pricing bundle recemendation because there are no compaonent tems.
|| The current cost data for this item is not valid.
| The current price data for this item is not valid.
—

End Week

Sep 19, 2018 v

Product | Zone | Vendor | Original Price | Original Price Mulfiple | Unit Cost

REVIONICS

an aptos company

Pricing Exceplion Reason | Pricing Exceptions Count
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Sales Reports



Sales by Type

Review sales by Regular, Promo, Markdown, Other...

Mix of promo vs regular. Drill down / filter by hierarchy

All All 31/07i12018
Products | Zores. 24/0712018
17/07/2018
10/07/2018
03/07/2018
26/06/2018
19/06/2018
12/06/2018
05/06/2018
29/05/2018
22/05/2018
15/05/2018
08/05/2018

Revenue

£15,986,243
£17,602,183
£16,072,075
£19.773,719
£19,072,002
£24.252 844

£9.876.905
£62,640,041
£11,588,295
£64,095,520
£60,180,787
£73.121,838
£56.508,245

ReVIOI"\ICS

in aptos comp

Units

1,008,768
860,681
985,303

1,113,230

1,141,007

1,245 583
777,968

2,471,671
748,550

2,338,262

3,137,049

3,027,023

2,197,609

Regular
Cost

£9,956,972
£11,154,948
£0.723.826
£12,498,690
£12,042,562
£15.651,443
£5.917.059
£35,872,267
£7.041.721
£37.943,430
£35,411,540
£42.421151
£32.961,257

Profit

£6,029,271
£6,447.234
£6,348.250
£7.275.028
£7.029,440
£8.601.400
£3.959.846
£26,767,774
£4.546.574
£26,152,090
£24 769,247
£30,700,687
£23 546,988

Revenue
% of

Type
54.7%
49.7%
50.4%
56.6%
64.7%
65.2%
43.2%
61.7%
45.4%
58.6%
36.0%
66.4%
60.1%

Revenue

£1,915,955
£1,868,852
£3,301.431
£2,558,581
£2,295 305
£1,352.738
£4.737.211
£4,238,100
£3.548.843
£5.075.369
£2,840,069
£3.418.441
£2524243

Units

52,161
56,361
63.030
68,074
53,578
42,555
99,245
97,812
79,869
122,779
73,714
89,078
57.901

Feature

Cost

£1528,014
£1,466,498
£2.821.065
£2.184,102
£2.076,085
£1,243.058
£4525 816
£3,878,888
£3.300,175
£4,955 287
£2,638,029
£3.032,806
£2.198.810

Profit

£387.940
£402,354
£480,366
£374.479
£219,220
£109.679
£211,396
£359.213
£248,668
£120.081
£202,039
£385,635
£325.433

Revenue
% of

Type
6.6%
5.3%

10.3%
7.3%
7.8%
3.6%

20.7%
42%

13.9%
4.6%
1.7%
3.1%
27%

Revenue

£251,708
£957,559
£239.025
£1,070.634
£250,265
£1,101,376
£620,860
£10,586,254
£1,563,757
£11,672,872
£65,004,953
£6,681.260
£6,053,190

Units

15,338
81,590
55815
117,488
91,126
160,633
278,763
610,556
381,036
893,688
2,863,581
315,617
294,086

Markdown

Cost

£181.892
£995,562
£247 466
£969.550
£264,486
£991,190
£611,622
£8,406,027
£1,254,369
£9,210.779
£46,214,082
£5,342,787
£4,506,278

Profit

£69,816
-£38,003
£8,441
£101,084
£14221
£110,186
£9,337
£2,180,227
£309,388
£2.462,093
£18,790,871
£1,538.473
£1,546.911

Revenue
% of

Type
0.9%
27%
0.7%
31%
0.8%
3.0%
27%

10.4%
6.1%
10.7%
38.9%
6.3%
6.4%



Sales and Margin - Totals

Compare metrics YoY, filter and drill down by hierarchy

= Sales and Margin

Prompt Selections

End Week 31/07/2018

KVI Group All Key Value Indicator Groups

Products All Products

Store All Stores

Zone All Zones

Sales Type All Sales Types

Revenue Units Cost Profit Margin
Amount Prior Year | Prior Year Chg %  Amount | Prior Year Prior Year Chg %  Amount Prior Year | Prior Year Chg %  Amount Prior Year | Prior Year Chg % = Amount Prior Year = Prior Year Chg %

010 PAINT & SUNDRIES All Zones £257,280 21,646 £166,645 £90,635 35.23%
020 HAND & POWER TOOLS All Zones £3,859,913 151,106 £2,665,608 £1,194 305 30.94%
025 TOYS All Zones | £7,131,869 £23,463,671 -69.6% 421,778 1,185,969 -64.4% £4171257 £13,865317 -69.9% £2,960,612 £9598354 -69.2% 4151% 4091% 1.479%
030 TOOL SALE All Zones £171,966 14,313 £116,067 £55,899 3251%
040 PLUMBING & ELECTRICAL All Zones £1,694.019 119,676 £1,035,056 £658 962 38.90%
050 HARDWARE All Zones £694,394 86,304 £328.942 £365,452 5263%
060 SPORTING GOODS All Zones £743273 15.230 £480,062 £263.210 3541%
065 HOUSEWARES/ISNACKS/TOYS All Zones £385,716 £681,025 -43.4% 85,042 136,674 -37.8% £267 897 £433733 -382% EN17.819 £247 292 -52.4% 30.55% 36.31% -15.880%

070 LAVWN & GARDEN All Zones £149594  £6,641,248 977% 10,316 226,696 -95.4% £95365  £4,121,013 97.7% £54,229 £2520235 97.8% 36.25% 37.95% -4.473%

REVIONICS

an aptos company



Weekly Sales Trends

YoY and WoW Sales Comparisons - 2 Years

See weekly trends and optionally YoY

31/07/2018 24/07/2018 17/07/2018 10/07/2018  03/07/2018  26/06/2018  19/06/2018  12/06/2018  05/06/2018  29/05/2018 2205/2018 15/05/2018  08/05/2018

All Products Revenue £29199915  £35391.658  £31,901.191  £34.929.387 £29478702 £37199.027 £22875443 E£101,597.741 £25524.417 £109.407 422 £166,938226 £110,060.745 £94,047277
Revenue Prior Year = £116,908,115 £344,780,723 £106,340,287 £135080,785 £18,176,564 £19,337,263 £19222382 £17,603,848 £18727354 £17,719,868 £17.097,373 £15130,970 £16,820,739
Revenue Change % -75.02% -89.74% -70.00% -T4.14% 62.18% 92.37% 19.00% 477T13% 36.29% 517.43% 876.40% 627.39% 458.11%
Units. 3,082,104 3.623.839 2,946,421 2,580,980 2,066,254 2,295,306 1,865,881 4,286,363 1,644,166 4,304,653 8,785,654 4,545,550 3,878,010
Units Prior Year 6,150,330 15,968,288 5,189.065 7,008,679 1,382,698 1,221,074 1,370,691 1,045,663 1,082,014 1,135,528 1.074.387 981.309 1,145,720
Units Change % -49.89% -T7.31% -43.22% -63.17% 49.44% 87.97% 36.13% 309.92% 51.95% 279.09% T17.74% 363.52% 238.48%
Profit £11,167,407 E11577.207 £11221519 £11212926 £9503602 £10855305 £6,153,557 £33,936,148 £6,359.249  £33.354.207 £51.007,905 £37,943,994 £32,047.240
Profit Prior Year £45041,751 £138,633,399 £40,222.344 £49965,531 £5225991 £4914945 £4569.797 £4,095122  £3,851,307 £4,093.487 £3,840,387 £3,722.410  £3,989,324
Profit Change % -75.21% -91.65% -12.10% -17.56% 81.85% 120.86% 34.66% 728.70% 65.12% 714.81% 1,228.20% 915.34% 703.33%
Margin 38.24% 32.711% 35.18% 32.10% 32.24% 29.18% 26.90% 33.40% 24.91% 30.49% 30.55% 34.48% 34.08%
Margin Prior Year 38.53% 40.21% 37.82% 36.99% 28.75% 25.42% 23.77% 23.26% 20.57% 23.10% 22.46% 24.60% 23.72%

ReVvIONICS Report Source: Weekly Trends

an aptos company Comparison Summary and Expanded
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Competitor Price Index

Prompts and filters

* Prompts for date
range

« Zone, product, KVI,
hierarchy

« Select competitor
stores

Shows CPI as value

REVIONICS

an aptos company

Show / Hide Prompts

Products

Begin Week Select a Measures
‘ 08/05/2018 A ‘ CPI Unweighted # [ == Al Products

CPI Shelf Unweighted
End Week CPI
| 31/07/2018 v CPI Shelf

CPI Count

Select all Deselect all
Deselect all

Zone Competitor Store KVI Group

* -

* [V Banner1 Cluster1
[~ Banner1 Cluster2
[~ Banner1 Cluster3
[~ Banner2 Cluster1
[~ Banner2 Cluster2
[~ Banner2 Cluster3
[~ Dot.com

I Dunamic Pricina

Seleci all Deselect all

———

[v¥ 302 Amazon

v 303 Staples

|¥ 304 Academy Sports
|¥ 305 Home Depot.com
I 306 Staples Online
I~ 307 Jo-Ann Fabrics
I~ 308 Hobby Lebby

...................... .

4 3

Select all Deselect all

(S

+ [V = All Key Value Indicator Groups

Deselect all



Competitor Price Index

Index of your price position relative to competitors

1.01 Index = 1% above
competition

Weighted by sales or
un-weighte

CPI Shelf price or CPI
till price glf data
supplied

REVIONICS

an aptos company



Competitor Price Changes

View price changes for by competitor by day across a specified date range

Gf%%m Daily Competitor Price Changes
Prompt Selections

Start Date  Jul 2, 2014
End Date Oct 2, 2014
Zone
Competitor Store 100
Product Hierarchy Non.Foods
Product Search & Select

* The soding only apples to the HTML output and only within current page.

i Sl Depcripleon doog Hams:  Compstives Price Efecive Date  Dile of Proviows Changs  Sors Hame | Sales Tros Desonotion w, w, Compeive Prce % Changs
FOITTAIT Ivem A 24 Tho B S0W) Reguiar nu 148 2%
SRITTAVE [taim B I24 Thana e 00N Reuiar nw 048 2%

SBI2TA93 ltam C 4 Tnane &0 soomW Regualar 0w bt 2%
-2
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Value Measurement Methodology

Building Blocks for the Analyses

f/"

» Measuring ‘lift’ and what impact the price
change had

PRICE LIFT
NALYSIS

REVIONICS

an aptos company

I Price Lift & Compliance

» Classification of ‘lift’ into the Compllance
buckets




Segments for PLA

Segmented PLA will take the price lift records and divide them into reportable

financials based on the logic below
- This will only work for customers using the back office export
- Prices will be reported in four ways using

Groups ===

pe— Inside Revionics
Suggested Implemented
Item price change matches suggested price by Revionics (3 week period)
Price lock Implemented
Item last export record was “price lock implemented” and price matches the
exported locked price

Segments

Outside Revionics
Export Overridden
Item has a PLA record and was exported at one time but the price does not
match the last exported price
Segments Not Exported
Item has a PLA record but has never been exported from Revionics

S — No Change
Price did not change

REVIONICS

an aptos company

284



The PLA: How Does This Work?

A
o
< | wisto”
n
£
D)
| .
’ Change Today
A - (date of
© I measurement)
o I New Price (Increase)
o Old Price |
1
Ting t o
REVIONICS

aptos



Price Lift Analvsis

Unit Base Trend Revenue Base Trend Profit Base Trend
3,000,000.00 4 $10,000,000.00 - $2.000,000.00
s a m $9,000.000.00 m B
2,000,000.00 $2.000,000.00 —
$5,000,000.00
1,500, 000,00 $1.500,000.00
$4,000,000.00
1,000,000 00 - $1.000,000 00
500,000.00 - £2,000.000.00 $500,000.00
L s e | I IIIIIIIIIIIIII s—ganlllllIIIIIIIIIIIIIIIII |||||||||||||||
S 0 d& T R St Bl @ 4¢}4¢$\~ %@ St gttt g® PR ,}@&ﬁ St ataSatat 0 g®
o CA A \‘ § A o P P g P T PRt gl o AN g S PP PP S F PP
UnitsBase  UnitsLift  UnitsLift%  RevenueBase  RevenueLift RevenueLift%  Profit Base ProfitLift  ProfitLift %
Al Froducts 122118 240087148 000 000%  $8.002.818.28 50.00 000%  R512091.48 50.00 0.00%
122816 238206861  30,83201 120%  ST6STTI65 561.400.05 057 230088714  (32540.25) 0.15%
10417 260081080 6862311 258%  B48RTATES  SIM173080 132% 200833382 (31000413 £037%
UMAT  257TTALA 11130740 432% 3820441333 $18853172 228%  RES40785  (S17.040.09) 68%
11817 263320516 18585020 628%  IBS4ZG4280  $283ER051 23 WTWATIE (325230.45) 281
UIST 264421326 20451338 T BAMTION $400730L 40%%  S276538250  (327.134.08) Dea%
2OUT 263009163 24207090 010%  IBT4R41085  $30052087 445%  RAWITAN (35433331 1807
08T 240801735 27313433 1083%  SBAOZEZIGT  §304400.80 45T S2E008073%  (SO7.807.48) 251%
BT 232547100 30038391 1282%  STASRTIA0I  B433E25 5E3% ERAT4IEO34  (33150479) 2.48%
2ZUT 240801380 34500934 1434% 7807351 MBI A28%  RAEE4E (38145733 3.08%
W7 22038160 361,116.05 15T1%  §TE61306%2 51201342 a7 SR5MMRE0  (508330.27) 2.80%
TG 248087148 000 000% 9800281838 $0.00 0D0% 251208148 30.00 0.00%
TMEME 2382988681 3063201 12%  §T65TTI65 351,400.05 057%  S2300887.1¢4  (33540.25) £0.15%
TZEME 260081090  @8@2AM 258%  JB4BRTITES  SM17:E0 132% 200833382  (S10004.13) £037%
OWE  2ETETALH 11130740 432% 3826441333 $1885NT2 228%  RES0TEE  (S17.040.99) 068%
0813 263320516 18585020 628% 854254200 28350051 A3 WIMETIE  (325230.45) 091%
1S3 264421326 20451388 TTI $BSITIO $M4B0TINS 409 R7E538250 (327.134.08) 088%
23 260090163  242,078.90 010% 3574941085 338052087 445 REWITEI0 (55433331 190%
2913 24SB01736 27313433 1083% 102621681 3304499.80 4BT%  SROBR07EE  (SO7.807.48) 251%
® §0SN8  232547100 30038391 1282%  STESRTIEO01  $43353035 5E8% 257439834 (S8189479) a18%
I 240891880 34500934 144% STAIE0TIET B4E2217.38 B28%  SREEE04ET (58145733 -2.08%
Rev I O n I C S §IGN8 220881860  261,11805 15T1% §7861.30682  $512018.42 B77%  S25EEERR680 (508330.27) 280%

t Totals 5516809637  4.205.226.55 762 SITETHE.509.95 8641227542 35%% §582B2T73TS  ($923.598.47) A61%
an ap 0s Compa ny Totals 55168096.37  4,205.275.55 TEMe §178.79650886  $6.41327542 359% 5828277375  ($93558817) A51%



Segmented Price Lift Analysis

Units by Group Revenue by Group Profit by Group
3,508,626 $9.856,707.10 $3,143.427.62
5% 5%

5%

23,166,286
' 574,088,012 36
35% 37%
$25.976,560.19
40%
$35,830,651.70
$117.835,840.26 55%
ggﬁea.sw 8%
M Mo Change W Outside Revionics il Inside Revionics M Mo Change W Outside Revionics [l Inside Revionics M Mo Change W Outside Revionics [l Inside Revionics
Unit Lift by Group Revenue Lift by Group Profit Lift by Group
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Segmented Price Lift Analysis

Unit Lift by Group

9.377.22

.509.271.62

W Inside Revionics [l Outside Revionics
Unit Lift % by Group

REVIONICS
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14516 43

Revenue Lift by Group

W Inside Revionics [l Outside Revionics

Revenue Lift % by Group

7.483.,016.50

Profit Lift by Group

(568,597.72)
(669,439.32)
W Inside Revionics [l Outside Revionics
Profit Lift % by Group
-4




Thank youl!




