SUPPLY CHAINS
AS A
COMPETITIVE ADVANTAGE
IN OMNI CHANNEL
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& as long as there are people on this earth, this rule will exist
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The internet has had an incredible i
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Digital Transformation
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Global Omni-Channel Service Providers With Seamless
Global Omni-Channel Experiences
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The ever changing retail landscape will see substantial
changes to global supply chains by 2025 due to...

: ‘ Ji Consumer

& market
trends
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Mega trends will progressively influence retail supply chains...
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Shift in economic

Accelerating Climate change &
urbanisation resource scarcity power Technology

Demographic shifts

[0 Pop of 8.3b by 2025 ; (1 Scarce resources [0 21% by 2050 over 60 U Asia powerhouse [0 Changing operating models
7.4b today 0 Increased regulation (1 Polarisation of haves and L Shift in power to Asia enabled by technology
0 Infrastructure stretch on & taxes have nots U Increase in wealth 0 New and more complex
ports, airports ] Sustainability ] Talent shortages L New markets & (] Data — expected growth
[0 Mega cities outside of [0 8.3b pop by 2025 will 00 New skills competitors [0 Digital impacts
major cities need: (1 Ageing (1 Consumers using multiple
[0 Electric vehicles 1 50% energy [0 GenY individuals with connected devices
0 40%water digital shopping behaviour ) Omnichannel to
1 35%food continue growth

...and these will drive substantial changes in supply chain
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The supply chain fundamentals will not change...

...but the competitive market and operating environment will require supply chains to fundamentally
change due to consumer demands, increasing length, complexity, cost and growth
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Consumer and major market trends are and will continue to drive
material change in future supply chains...
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Connected
and

| empowered

Shops Difficult to Shops Time poor
globally  engage and = anywhere,
complex anytime

Always connected and always on...

Image source: Google Images



Strong customer value propositions will continually change and
be redefined

Personalised Customer
service profiles

transparency Range Convenience



Customers now expect personalisation and curation

TRUNK CLUB

Hand-selected clothing for men

Be Inspired by thess Collections created by our wsers!
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Image source: Company websites



Connected customers who are always on...

/" Customer

Social | focused with
media /' transactions
. 1 I \_anywhere
Consumer | et Engagement . ‘ """""""""""""""" A
networks o 2\ Experience /S | ecosystem &
_— | ........ ~ experience
place [ Trust & |
privacy
o
B Connected Analytics
&, customer <.
Integrated |} o' Z v 3 s
| [ s s : rsemmn) Personalisation
5 & Curation
X People
......... Technology
Supply | e N i Productivity 3
chain ] Insights '
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Value 'Merchandising

Seamless o {
proposition Empowerment

In store | Operations

Source: PwC Connected Retail



The impact of this growth of omnichannel on supply chain and
logistics has seen...

Greater complexity & cost to organisations due to:

Free and time driven delivery
Same day/one day delivery

Multiple delivery preferences
Returns options

Click and collect services
Global delivery points

Parcel points

Predictive purchasing

SKU proliferation

N I Oy Iy

Order processing speed and accuracy

And this complexity will continue and require a need for:

O Inventory accuracy and visibility
[0  Personalisation and curation

Image source: DHL, Google Images
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Omni-channel

shoppers spendSO%more th

single channel s



Figure 6. The Omnichannel Purchase Journey

Awareness
Learning about new
brands and products,

through advertising on
TV or online.
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Over 20% of Europeans
follow brands on Facebook
or Twitter

Research
Finding additional
information on product
details in stores, or
increasingly online and
through dedicated apps
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. Across leading markets,
- 31% of smartphone owners

use their phone for

. shopping-related research

Purchase

Completing the purchase whether
in a store, online or through mabile |

Across major European markets,
between 5% and 10% of online
spending is made via tablets and
a similar amount via mobile

Sources: The Economist; Planet Retail; Planet Retail; Mintel; Deloitte consumer survey

Fulfilment

Obtaining the product:

collecting in store or

having it delivered directly

l Almost 40% of UK

consumers who have
bought online in the last
year have used click-and-

 collect

Loyalty
Engaging with the brand by
providing feedback or passing
on recommendations

: 30% of UK and German

consumers actively engage

* with retailers by posting

reviews or recommendations
online
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86% of consumers want more retailers to add “buy online, pickup
in-store” to their arsenal of shipping methods — wo partners report

SHIP TO HOME IN-STORE PICKUP

Benefit: customers can be re-
| : engaged creating additional sales once they
) @ @ enter the store

39 69* 1~ 29* 50* 84>

BUY ON MOBILE BUY ONLINE BUY IN-STORE BUY ON MOBILE BUY ONLINE BUY IN-STORE

2012 2017
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Omni Channel Supply Chain Strategy
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Key Concepts: POls, POFs and PORs
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=1 (1) Points of

i 12: Interaction (POls):
Physical or digital
locations from which
orders can be placed.

(2) Points of
Fulfillment (POFs):
Locations from which
a customer order can

be shipped/ fulfilled.

Points of Return
(PORs)
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(3) Points of Return

= (PORs): Physical or

— digital locations from
whicha customer can
- return all or part of an
order.

»
=,
i



10N
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ADVANTAGE w DISADVANTAGE
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Point of Return

People who return....

ByI 201?|Ipr0Je:]ted e-commerce e Buy more stuff
>aies Will Feac 5540 : e Spend more money
Billion...Projected retail returns e Feel satisfied with returning to

will be equivalent to $460 Billion R



Reverse Logistics

Omni-channel strategies may also help in reducing returns.

- The omni-channel experience encourages customers to utilize
multiple channels to assure they’re making the right purchase

Contact with the customer after the sale is also important

- Access to better information leads to better purchases and

fewer returns.
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Technology infrastructure and integration
Systems integration

Internet of Things (loT)
RFID

Big data and analytics
Cognitive insights
Mobile and digital
Payments

Wearables

Cloud
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Inventory management via RFID

Fleet & asset management

Risk mitigation

Health & safety

Infrastructure sensors

Real time routing

Connected workforce

Pay as you go

Autonomous vehicles

Predictive asset lifecycle management

Successful implementation of IoT will require a clear vision, strong collaboration

and trust by all stakeholders within the supply chain, standardisation of
systems/components, and also the ability to invent as required.

Image source: Cisco Consulting



Image source DHL Self-driving vehicles in logistics



Image source:Forbes, DHL, zdnet



Operating model changes
Supply chain talent will require:
 Demand, skills, image, training

Changing needs in next 10 years will require
different:

« Leadership
 Executives and team skills

« Skills — technical, analytical, commercial and
collaborative

Acquire, retain and develop






In summary, supply chains in the future will have the following
characteristics...

Customer Driven Supply Chains

Regulatory Digital People & Technology ' Privacy &
& Tax Transformation Leadership Cyber

...and will need to be agile, transparent and connected if retailers are to be efficient,
competitive and relevant to their customers




.which will drive the “connected and transparent” supply chain of
The future and will be built around...
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Big data Predictive Data analytics Global sourcing Robotics

Analytics Procurement
o ° Returns @
Vendor managed

. Dynamic RFID Cloud
Technology H reporting computin i
infrastructure puting Data based inventory
routing

Risk management Social
& analytics . network

. @

@ Portals

Safety

[ﬂgit?l media = @
" uplication |
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Environment Predictive

partners & suppliers
ﬁ % management I : : ETA’s

Connectivity Optimisation Control tower Mobile Logistics 3D printing
tools analytics Management
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