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FUTURE VALUE CHAIN TRENDS

The value chain describes the full range of activities which
are required to bring a product or service from conception,
through the different phases of production, delivery to final
consumers, and final disposal after use.

There are twelve future trends that will shape value chains
and supply chain management during this decade, addressing
change in society, shopper behavior, environment and
technology.
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The process that shoppers go through has forever changed,
becoming more complex and multifaceted. No longer do shoppers
traverse a linear path; rather we see a highly dynamic journey to
purchase, one characterized by reiterations in product considerations

HIERARCHY OF SHOPPERS' NEW BEHAVIORS

» Discount coupons used more often
Seeking Better Value » Price more important than brand/quality

» More time looking for special promotions
» Visiting a number of retailers to find the best deal

More Advance » Reading online forums/ consumer websites
Purchase Research

» Discount stores
» More online shopping
» More online auctions

Using Different Channels » Mobile

» Fewer visits to retailers
Reduced Volume

» Peer reviews - 1:1 and through social media

&= Hierarchy of tactics for coping with the recession
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SHOPPING JOURNEY

WOM Feedback Loop

Need State Research

In-store Research

‘Pre-tailing’ Retailing ‘Post-tailing’
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Consumers & Shoppers Retailers & Manufacturers

» More & better shopper insights

» Changing consumers:
— Recession impact » Growing marketing sophistication
— Net Generation » Changing media mix investments

— Demographic change » Increased focus on shopping

Consumer & experience
— Sustainable consumption Shopper
insights are
* Less loyalty due to ever key to unlock = >75% of manufacturers and retailers
increasing choices: shopper value identify SM as a competitive

1
— Products & brands advantage ;

* 66% of manufacturers and 73% of
retailers expect significant growth
from SM1)

— Shopping destinations

— Media options

1) Source: Deloitte study 2009: Delivering the Promise of Shopper Marketing
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For shoppers, value comes from the capabilities offered, such as
making it easier to find product information, automating a household
chore (creating a shopping list, for example), or facilitating decision
making by consulting family or friends.

For retailers and consumer product companies, value comes from
information about personal preferences, where and when a particular
need may arise, and the ability to use this knowledge to lock in
customers.

The ability to respond in a timely and appropriate way will be a
key differentiator. Understanding the value drivers—especially by
customer segment—will help target where to begin improving value for
customers. Questions to consider include:

- What do my customers value in an experience?

— Which service will enhance our customers’ lives and reinforce
our brand?

— Which experiences are improving my relationships with

customers?

— How do these experiences differ by customer segment?
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What is the shopper satisfaction ?

All the definitions share some common elements. When
examined as a whole, three general components can be
Identified:

1) consumer/shopper satisfaction is a response
(emotional or cognitive);

2) the response pertains to a particular focus
(expectations, product, consumption experience)

3) the response occurs at a particular time (after
consumption, after choice, based on accumulated experience
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Classical tools and methodologies to identify
and focus on customer satisfaction include:

- Kano model

— Quality function deployment
- Benchmarking

— Systems approach

- Focus groups

- Survey instruments

- Interviews

- Internal auditing
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THE KANO MODEL

Customer satisfaction

Very satisfied

A
Surprise and Performance or
delight spoken
attributes attributes
( UHW
Degree of
Not at all > Fully achievement
Basic or
expected
attributes
(unspoken)

Very dissatisfied
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Causal factors that influence store satisfaction while shopping:

- Store attributes (location of store, nature and quality of
assortment stocked, store’s pricing strategy , character of in-store
promotions, assistance of sales personnel, store’s physical attributes,
atmospherics of store, issue of loyalty cards.

-  Shopping patterns such as, time spent in the store, volume of
purchase, recommendations of store to relatives and friends.

The most critical measurements of store performance are:
e Retention;
e Number of transactions or store visits; and
e Average transaction value.

Store satisfaction is a necessary condition for achieving store loyalty
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Shopping experience

Current shopping experiences Iinvolve more than
consumer acquisition of goods. They also involve seemingly
tangential experiences to acquisition of goods resulting from the
broadly defined shopping environment, such as an elaborate
store design, educational events, recreation, and entertainment.

Five major areas that contribute to a great shopping experience:

-Engagement
-Executional excellence
-Brand Experience
-Expediting

-Problem Recovery
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Retailers can develop a rich understanding of their own shoppers — their

product preferences and purchase habits, shopping behaviors and promotional
drivers — that product manufacturers cannot gain on their own.

Manufacturers, on the other hand, offer retailers a broader, deeper
understanding of consumers as it pertains to their product categories — not to
mention a far greater understanding of the competitive retail landscape — that
retailers typically don’t have the resources to gather on their own.

The collaborative approach also simply brings more resources to the
table in terms of research capabilities, analytical prowess, financial resources,
execution competence and other vital functions.

Retailer Manufacturer

Strategic Strategic
Foundation Foundation

Shopper
Marketing Plan
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SHOPPER EXPERIENCE MEASUREMENT
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EXPERIENCE
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MECAIMAGE
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Preocuparea magazinului pentru produse noi

importance w o o o w
[higrarchy] . = = = = =
Maturity level = = : = =
E E E E E
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I = = I = N = O
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1. ACCES
Mlagazin curat, ordonat 9.2 3.86 2.89 2,98 3.57 3.3 35.5 agc | 26.6 46 274 | 45 | 32.8 46 30.4 A5
Lacalizare conuenabil 8.4 4.09 3.11 2.77 3.39 359 | 344 43 | 26| 42 |30.7| 42 | 285 22 | 302 42
Trecera rapidain revista 7.1 3.33 2.91 3.14 3.3 3.02 236 | 355| 20.7 | 355] 22.2 |355]| 224 | 355 | 21.4 | 355
Dispunere convenabilain magazin 8.2 3.86 2.91 3.36 3.45 2,95 31.7 41 | 73.9 41 27.6 | 41 | 28.3 41 24,2 41
Orar convenabil 8 4.16 3.52 3.89 3.8 3.77 33.3 43 28.2 LTy 31.1| 40 | 304 49 30.2 40
Parcare 8.1 4.5 3.5 3.48 2.45 1.35 36.5 | 40.5| 28.4 | 40.5] 28.2 |40.5] 19.8 | 40.5 | 15.8 | 40.5
6.2 . ‘ ‘ ‘
Transpart in comun citre 5i de la magazin 3.29 .79 2,88 2,85 2.9 204 ( 31 ) 173 31 179 31 | 17.7 | 31 13 31
. PRODUS
Froduse de calitate 0.3 3.91 2.89 3.36 3.55 3.32 36.4 | 46.5] 26.9 | 465 31.2 |46.5]| 33 | 465 | 30.9 | 46.5
Etichete lizibile 5i eracte g.4 3.82 2.91 3.34 3.61 3.36 321 ( 42 | 244 42 | 281 42 | 303 | 42 | 28.2 | 42
Praduse ugor identificabile pe raft 8.1 3.8 2.89 3.2 3.36 3,14 30,8 | 40.5)] 23.4 | 405] 259 (405]| 27.2 | 405 ]| 25.4 | 40.5
Sortiment bunsi diversitatea de produse = 3.89 275 3.25 3.41 284 | 33.3 435|239 | 435| 28.3 |43.5| 29.7 | 235 | 247 | 435
Produse “werzi®, prietenoase din punct de 7.5 . . . - -
veders al mediului 2.75 2.25 2.43 2.598 2.75 20.6 | 37.5]| 169 | 375 18.2 |37.5]| 22.4 | 375 | 20,6 | 37.5
78 3.7 .64 2.85 3.14 2.82 281 38 | 201 38 | 224 38 | 239 232 | 214 | 3B
Buna selectie a produzelor non-alimentare : : : : : ’ - ' - ' - ' - ’
Produse naturale sau organice 7.8 3.07 2.34 2.57 2.89 .7 23.9 39 18.3 39 20 39 22.5 39 21.1 39
Mérci proprii de magazine 6.7 3.45 2.3 2.93 3.52 251 | 23.1 |225| 15.4 | 335 19.6 [325| 2256 | 335 | 16.8 | 335
7.6
3.52 .67 3.23 3.27 .58 26,8 38 | 203 | 38 | 245 38 | 249 | 38 | 226 | 3B
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3. PRET
Freturi bunef seSzute 8.6 3.3a| 2.8 3.41 2.75 227 | 287 @3 | 24.1| 43 | 29.3| 43 | 23.7| 43 | 195 a2
Dierte specialefreduceritdiscount-uri 8.5 3.45| 273 3.09 2.93 252 | 29.7| 42 | 235| 43 | 26.6| 43 | 25.2| 42 | 207 | 42
Carduri de Fidelitate 6.9 2.02 1.8 .63 1.85 1.69 13,5 | 34.5| 12.4| 345| 185|345] 12.8( 345 ] 11.7 | 245
4. SERVICII
Funct de servicii pantru consumator 7.2 2.95 .07 .57 2.4 2.05 21.2 | 36 14.9( 3k 13.5] 3& | 17.3 36 14.3 36
7.3

Informatii dispanibile despre nutritie si s3ndtate 211 1.63 L7 2.05 1.51 15.4 | 36.5] 12.3| 36.5| 12.9|365] 15 36.5 | 13.9 | 36.5
Acces telefonic gratuit pentru obtinerea de 6.2 - o o ;
informatii despre produs 1.85 1.56 1.66 1.51 1.64 12.1 . . 11.8 31 10.2 31
Scannere pentru pret 7.4 261 249 2.4 3.12 27 |267| 37| 134| 37 | 178 37 | 232| 37 | 20 | 27
Serviciu de impachetare in pungi g 3.07 2.2 2.59 2.7 2.18 24.6 | 40 17.6( 40 2007 40 | 21.6 43 17.4 430
Fersonal care cuncagte magazinul 23 3.75 2.93 3.36 3.55 3.34 31.1 | 41.5| 24.3| 41.5| 27.9|41.5]| 29.5 | 41.5 | 27.7 | 41.5
Personal care cuncagte produsele 8.6 3.7 .72 3.19 3.4 2.85 31.8 43 23.4( 43 27.4| 43 | 29.2 43 25.4 43
Perzonal politicos 8.9 3.55 3.02 3.16 3.3 3.36 31.6 | 445] 265( 445 28.1|445]| 25.4 | 445 ] 2599 | 445
Competenta leadershipului 8.2 3.33 L6 2.95 3.37 2.93 273 | 41 21.3| 41 24,21 41 | 27.6 41 24.4 41
Siguranta personalain impul efectusrii 8.8
cumpa ratuarilar in interiorul £au o jurul 384 z.00 3.41 3,55 3,95 33,8 | 44 27.2| 44 30| 44 | 31,7 | a4 | 286 | a4
magazinului

795 |1150| 617 | 1150| 657 |1150| 716 | 1150 | &4F | 1150
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Favorite store fordiary category

B Kaufland

B Interex

Penny

Megalmage

H Carrefour

Specialized store
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Favorite brand for MILK

B Covalact [ Danone @ Dorna [ Matura g Milli

43%

H Mapolact
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Favorite brand for cream

W Albalact

1 Boni

B Danone

H Covalact
B Dorna

| Milli

[1 Napolact
H Matura

© SCM 4 ECR 3 Madalina Barna, Virgil Popa

25



Favorite brand for butter

[1 Covalact
B Dorna
@ Matura

H President
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Favorite store for diary category, considering
products, price and assortment

kaufland

Penny Carrefour

Megalmage Interex
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Collaboration of local diary producer with the first 5
retailers

New product Collaboration with the Shelf availability Price /quality ratio
introduction favorite store fo
ciary
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Thank you for your
attention !
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