NPOrHO3UPOBAHME CMPOCA U ONTUMU3ALIUA
TOBAPHBIX 3AMACOB B PO3HUYHOM BU3HECE  9Sas
NMPUMEPBI U3 NPAKTUKM ”
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SAS & IBS TPOrPAMMA BU3HEC-3ABTPAKA

9:30 - 9:40 BcTynuTensHoe cnoso

9:40 — O AHanunTuka B Retai\CPG

O630p aHaNUTUYECKUX PELLEHUIA B YNPaBIeHUN TOBApHbLIM
aCCOPTUMEHTOM:

o YnpaBneHne acCopTUMEHTOM
10:10 — 10:40 P P

. MporHo3npoBaHue crnpoca

. OnTMMM3aLmMsl TOBapHbIX 3aMacoB

. AHanuTuka B LleHoobpasoBaHUu

10:40 — 11:10 EER LIS

(RO R0 B3yanbHbI aHanus3 U uccnegoBaHne OaHHbIX O MPOoAaXax

11:40 -12:20
Bonblune AaHHbIE B YNpaBNeHUN LienoyYek NocTaBok

12:20 - 12:50
co cknaga

RSO0 PasbirpbiBaHve npusa

|-|J'IaHVIp0BaHI/16 n ontTuMndaumna 3anacoBs Ha OCHOBe crnipoca.

OnbIT NMOCTPOEHUA CUCTEMbI ONTUMaribHOro pacnpegernieHna ToBapa

Omutpun JlapuH
OvpekTop no pa3suTtuio busHeca B Retail SAS Poccums/CHI

Cepren HectepeHko
OvpekTop oTAENeHNs aHannsa, MoaennpoBaHus
MHTEepMpeTaummn gaHHbIX komnaHum IBS

BaneHTtuHa BnacoBa
CrapLuunit GU3HeC-KOHCYNbTaHT HanpaeneHns AHannTukn SAS
Poccua/CHI®

AHpepc Puxtep (Anders Richter)
Benywnii skcnepT LeHTpa komneteHuun SAS no peLueHrsm
yrnpaBrieHnsi CpoCOM U ONTMMMU3aLMN TOBAPHbIX OCTaTKOB

Anekcert PomaHeHko
BusHec-koHCynbTaHT HanpaeneHus AHanutukn SAS
Poccuna/CHI




SAS O KOMIMAHUU

@IBMQSAS
= Jlnpgep B obnactu busHec-aHaNUTUKK .
- 39 net Ha pbiHke (¢ 1976 T.) A . g;?X@bcm
= [mobanbHas KomnaHus: T
= KnueHtbl B 140 cTpaHax e
= > 65 000 nHCcTannauum e s
+ > 13 800 COTPyAHNKOB L2068 momrmmre
= > 400 oduncos B Mupe B 56 cTpaHax .
- > 800 napTHepoB Vi
= Knuentbi: 91 n3 FORTUNE100 e
= Boipyuka B 2014 roay: $3.09 mnpa, 208
= IuBecTnumm B R&D: 25% poxopa Zii
$0.5B

Gsas | B



SAS POCCUA U CHI

INnpep B obnactu bmusHec-aHaNUTUKK BHegpenune | TexHuueckas
no nogaepxka

19 net Ha pblHKe Poccuun n CHI (c 1996 r.)
Odouc: 6onee 150 coTpyaHMKOB

MpoekThl: Goree 120 BHeApPEHUM Y4ebHbm | lapTHepckan
LIeHTp ceTb

Q) BUHBAHK FA3NMPOMBAHK MpomcBazbOaHK ‘I:Aﬁl:umoT BaHK o Cl’ﬁbank X E?qi}?,?aﬁseu

M Bk Mocks % CBEPBAHK @ A i sanc sar V#UniCredit Bank

Beeraa psaom

KA3AKTEMNEKOM
W Enel ﬂl‘lpuaaTEaHK
COBEeT PblHKA = =cne & —qua
EEEEEEEEEEEEEEEEEEEEEEEEE anzi&ﬁmgg!f;g BT524 MOCKOBCKUA I'UBYMPCTBEHHI:Iﬁ "
YHWBEPCHTET NYTEMN COOBLLEHUS I Poccuitickue
(MWHT) p ¥Kene3Hble goporu

E% AnbaHcBaHk S BTH VAB @ TuHbkohd . KpeanThbie Cuctems
GSas | .




SAS MWPOBOM OMNbIT SAS B PUTEUNE

A mobistar 0 KESKO Loblewv REWE. Wcu’rrose

Orangegroup ™2 = " T U T T coneanies timires GROUP

-"'(uchan TESCO Walmart Jobeyr Sears KOHLS

% BRICO
&S <

.

. MEGASTOR

T oesPAR[ @Mond.fflce DANONE I“ Stle M &

RESEARCH
*xMCCYS WinndDixie coles €bay U et
AEROPOSTALE VARKS 3
coluvtgrou Jalabella. HoLT RENFREW YRS, g e

- maltas Dansk
Q) weeseal 0P PFB sumaimanes ooy € cisavea

Det ta’r kun 5 minutter
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A0 MOKYINKU e NMYTb KNMEHTA

OMHMU-KaHanbHOCTb

Knuentckas MepcoHanusauy Ontumusaums =~ MapkeTuHr

Ananutuka ns npeanoXxeHus B peanbHOM
BpPeMeHuU

>KenaHuve knueHTa YT0 A514 3TOro HyXxXHo npeI/IMyLLl,eCTBa pMTe|7|nepa
1. “OTHOCUTECH KO MHE nHamMBMayanbHO” | 1.  KnueHTckas AHanuTuka 1. YBenu4yeHue Customer Lifetime Value
2. “YT0 NokynaroT Takue xe noan kak a?” | 2. NepcoHanusaums 2. [NoBbiweHue ahheKkTUBHOCTU
3.  “OTnpaBnsiTte NpeasioxeHus, 3.  Ontummsaums MNpegnoxeHni 3. [oBbiweHne ROI

KOTOpPbIE MHE UHTEPECHbLI”
4. “Xo4vy HaxoouTb NpeanoxeHus toraa, | 4. MapkeTuHr B pearnibHOM BpEMEHN 4.  [loBblWEHNE NCNOSNb30BaHMS

Korga MHe 3TO HYXHO” Lindposbix KaHanos

1 2 3 4

PRE-PURCHASE - MARKETING




MOKYMNKA

OMHMU-KaHanbHOCTb

NMYTb KNMEHTA

YKenaHue knueHTa

5. “A nokynato nonoTeHua TOMbKO Mo akumu’

6. “Xouy, 4TOBbI HY>KHbIN TOBap Obin Ha
nonke”

7. “Xouy 6onblue BbIOOpa OpraHMYecKmx
npoaykToB”

8. “Xouy nyuiyto LeHy”

Uto gnga atoro HY>XHO

5. Ontummsaums MNpomo
6. YnpaBreHue ToBapHbIMX OCTaTKamm

7. Jlokanusauus accopTMMeHTa

8.  OnTMMM3aUUSA LieHbl

I'Ipevlmyu.l,eCTBa pMTeMnepa
5. [oBbiweHne acpdekta oT MNpomo
6. YBenuueHue npogax

7. bonble BpeMeHn B MmarasmHe

8. YBenuueHue gonu kowernbka

PURCHASE - MERCHANDISING

Gsas | B



MOCIJIE NOKYIMNKMA e NMYTb KNMEHTA

OMHM-KaHaNbLHOCTb

>KenaHue knneHTa YT0 A514 3TOro HyXxXHo npeI/IMyLLI,eCTBa p|/|Te|7|nepa

9.  “MHe HyxxHa xopoLuas npuynHa 9. [OuddepnHunpoBaHHas NOANbHOCTb 9. YBenuyeHue ncnonb3oBaHus
ncnonb3oBaTh KapTy NosnbHOCTH” nporpaMmebl NOSINIbHOCTU

10. “Bcerpga 3HanTe KTO 5, rae Obl A He 10. CermMeHTMpBOaHHbIV CEPBUC 10. YBenuyeHwne nporpaMmmbl yaepKaHus
nokynasn” KnneHTa

11. “OTHOCUTECh K MOUM »anobam 11. TekctoBas AHanuTukKa 11. YOOBNETBOPEHHOCTb KNNEHTA
CepbesHo”

POST PURCHASE - SERVICE

Gsas | B






OTUYETHOCTb

9:55 Al

Megacorp5 - Profitability Report - Section 1

Daie by Year
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SAS ANALYTICAL WHTEPAKTUBHAA BU3YAITUSALMUA:
PLATFORM SAS VISUAL ANALYTICS

I BoamoxHocTu ==
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[1porHo3Has

No3BonseTt MOHATb, YTO 6y,qu
B Gyaywem
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SAS ANALYTICAL ' 1p 6 r03HASE AHANMTHKA

PLATFORM
e AHanuns KOp3uHbI * TpeHAabl
« Knacrepusaumsa marasmHoB * Ce30HHOCTb
« Knactepusaums  [lporHo3 cnpoca
aCCopTUMeHTa * AHanms BNuUsHUA NPOMOo
« Knactepusaumsi KNnmMeHToB « KaHHubBanuaaums
 BbisBneHue « OnacTUYHOCTb LIEHb
MOLLUEHHNUYEeCTBa - UTa.
« Bbiknagka ToBapa
s NT.1.

Gsas |
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TO KNOW.




MPOrHO3NPOBAHMUE OJTAIbl ®OPMUPOBAHUA MOOENA

Forecast Hiy izon

Owwnbka
13.64% Mopens TEpERAVA, f(ncTopus, BeIBpoCkI, LeHa, NpoMoakuuu, octatku, HI 1 apyrie npasgHuKW, B3aUMOBNMsIHUE)

11.05% Mopent L Sirnamw uannHoe canaxueaHue, £(MCTOPNS, CE30HHOCT)
8.58% Mopénd FpiidwsA(ncTopus, Ce30HHOCTL, BbIGpPOCHI, LieHa, npomoakuuu, HI n apyrue npasaHukm) I

8 BbiOpochl

THE
POWER
TO KNOW.

Gsas




Mpomo akyumn

Bce uuncsbl

NMPOrHO3A

AEKOMNo3uuua

MarasuH Fopon LleHoBas 30Ha




[MpennucarenbHad

Mpepnaraet cnegytowmm war

GSas | B




NONUTUKN
NOMNOSIHEHNS
.I'IOMCK
onTUManbHbIX
3Ha4YeHUn
napameTpoB
°
BxoaHble
napameTpbl 1
OorpaHuyeHus

MapameTpbl pacyéTa 3aKa3oB:

YNPABJIEHUE PACYET 3AKA30B

3SANACAMM HA YPOBHE TOPIrOBbIX TOYEK /1 CKNALOB

Base Orders: Products (2¢1
a2

. AHanus cueHapves

N3MEHEHMNSI BXOAHbIX
.d)opMMpoaaHme orpaHVYeHui

Llenesoi ypoBeHb 3anacos

OcTtatku TOBapa

ToBap B nyTu —ta

|.|JI/IpI/1Ha BI/ITpI/IHbI/BbIKJ'Ia,D,KVI TOBapa

12200

KBaHTbl 1 Opyrve orpaHn4eHns




NOTUKA PABOTDI NMPOIrHO3, OUEHKA U BbIBOP CTPATEI'nA

KpuBan BO3MOXHOCTEM ONTMMM3ALUM LeHbI
1 460 000 MakcumanbHas Mapxa
266,275 EanHuy ToBapa
1 440 000 ‘ — $2,447,941 Bbipyyka
! $1,440,608 Mapxa

1 420 000

1 400 000
b 1380 000
§ 1360 000 / ~6_O,
o 1 340 000 MakcuManbHbI 06beM
< BasoBbi ypoBeHb npoaax
= 1320 000 298,984 EauHuL ToBapa 328,751 EanHMy ToBapa

$2,352,540 Boipyuyka $2,601,143 Beipyika MakcuManbHas Bblpyyka
1,267,354 M $1,357,235 Mapxa MakcumanbHas Bblpyika
1300 000 $1,267,354 Mapxa P 323,919 EanHuy ToBapa
$2,612,473 Bblpyyka

1280 000 / $1,359,600 Mapxa

1 260 000

1 240 000

2 300 000 2 350 000 2 400 000 2 450 000 2 500 000 2 550 000 2 600 000 2 650 000
BbIPYYKA $

GSas | B,




[1porHo3Has

No3BonseTt MOHATb, YTO 6y,qu
B Byaywem

[MpennucarenbHad

-
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SAS SOLUTIONS FAMIlYm

SAS® Merchandise “Thanks to Project Accelerate, the three-year, top-to-bottom overhaul of the
Intelligence Bknoyaet merchandising systems, ‘now we operate at a much lower level.” We
cbrHaHCcoBOE manage our merchandise plans at the week level, and at times go down to
nnaHUpoBaHue, the day level for seasonal, short lifecycle events.”

QHATTMTHES Scott Zucker, Vice President of Merchandise Operations
KnacTepusaLmio,

acCOpPTUMEHTHOE BusHec 3apava
NNaHWPOBaHNE U aHamnus3 - MMoBbLICUTb Ka4eCTBO MOKYMATENbCKOM CMNOCOBHOCTM

9 PEeKTUBHOCTH - [o6aBnTb ONTUMM3ALMNIO U aHANUTUKY
- JlokanusoBaTb aCCOPTUMEHT, LeHy, oopmaT MarasmHa, yntu ot oT
MapagurMeT «efvHble npasuna ansa Bcex»

SAS® Demand
Forecasting ans
NPOrHO3NPOBaHUS Ha

ypoBHe SKU/MarasuH. SAS

* BbICcTpoeH npouecc ynpaBneHms acCOPTUMEHTOM
SAS® Business * BHepgpeHbl npouecchl U3yvyeHnsa NoKynaTenbCKoro NoBeAeHns n
Intelligence Ans ynpaBeHns accopTUMEHTOM Ha 6a3e aHanUTVKK
onucarterbHou » [lepecTpoeH npouecc npogax OT NpoAyKTa Ha Npouecc npodax Ha b6ase
aHanuTykK, CTaHAAPTHOW KnacTepusauum cnpoca 1 NporHosa

OTYETHOCTM 1 rPacMKOB. Gsas




DSW

“Other solutions tended
to throw out a lot of data

1 ) OnTuMmM3aLmsa pasMepHbIX Npodunei

“This is where having
SAS ... makes a big
difference. We can

develop accurate size

2 ) ONTUMU3aLUS YNaKoBKM

curves.”

Mike Ezell

PesynbraTthl :
y Allocation Manager

HacTpoeH aBTomMaTM4eckuii NpoLecc no pacrnpeaeneHnto Toeapa no cetu ¢
ONTMMM3NPOBaHHBLIMK pasMepamu U ynakoBKOW.

3akasbl 1 pacnpeeneHne ToBapa oNnTUMU3NPOBaHbI MHAVBUAYANbHO ANsS Ka)Xaoro
marasuHa co CBOUM MHAVBMAYaNbHBIM pasmepHbIM Npodunem Ha 6ase moaenu
«pasmep Ha MarasuH»

CokpalleHue ToBapa, KoTopoe Heobxoanmo pacnpoaasaTth B KOHLIE Ce30Ha CO
CKUOKaMMU.

OTcyTcTBME YNYLLEHHbIX NpoAaXx U3-3a OTCYTCTBME TOBapa Ha norke




£
y ¥
—

SAS Solutions:

lnaHupoBaHue & AHanna
OnTumusauma pasmepa
[NporHo3unpoBaHue cripoca

SAS Services:
OnTnMmnasayma NonoriHeHNA
AHanutun4yeckasa
KnacTtepusayus

®

SAS vcnonb3yeTca KOMaHAoW Mo NAaHMPOBaHUIO CNpoca A5 NoAAEPXKKM npoLecca
NNaHMPOBaHUA U aHann3a NpPoaax COTEH pUTeNNepoB B pamkax npouecca Vendor
Managed Inventory Process (VMI)

Bbu3Hec 3adavyu:

- Cuctema ynpaBneHusi accopTMMeHTOM Ans noaaepxxku VMI 6usHeca.

- YnpaBrneHue pasmepHbIM pSOOM AN KaX[Aoro CBOEro U napTHEpPCKOro MmarasmHa

- [lonHoe ynpaBneHve npogaxamMu 1 NocTaBkaMu He TONbKO CBOMX MarasmHOB, HO U
NapTHEePCKMX.

+ YnpaBneHve accopTUMEHTOM Ha YPOBHE KracTep/ToBap/pasmep



AMWAY CHINA Amwgy

MANUFACTURING

Bu3Hec 3apava
With SAS predictive analysis and

OHTMMM3aU‘Mﬂ TOBaprIX OCTaTKOB y"‘IMTblBaﬂ pa3Mep n inventory Optimization, we can
o . keep inventory at the right level at
CJTOKHOCTb JTOTMCTU4YEeCKOUn CceTu. the right time. When business or
customer demands change, we
- 229 marasnHoB can quickly adjust via the flexible
o inventory optimization system.
- 29 UEeHTPOB AOMAaLLHEN OOCTaBKU With the 10S, Amway China
cannot only reduce logistics
. 22 CKnaga costs, but also enhance customer
o satisfaction and improve its
- Jloructmnyeckun LEeHTP competitive edge.
RESULTS
- CokpalleH ypoBeHb ToBapHbIX octaTkoB Ha 10%,
COKpaLlleHbl JTOrmcTtn4eckne 3atpartbl, a TakKe yBerin4eH Raymond Hui
ypoBeHb cepBuca Ao 97%. Distribution Vice President

- YnydweHa onepaunoHHas a(pdeKTUBHOCTb 3a cHeT
CKopalleHNs BPpeEMEHW NOMNONHEHNS ayT/eToB U3
noructmnyeckoro ueHtpa Ha 20%.

GSas  Hm.




EU3HEC-
PE3YNbLTAT 'EoCC

1 | KnueHTtckasa aHanutuka

2 | MporHo3 npogax 1 yrnpaeneHue 3anacamu

1997 2000
YpoBeHb OTKMNKNKa 12% 40%
Belpyyka ot uenesoro MapkeTuHra £12m £50m
KonunyecTtBo BapraHTOB NpeasioXeHnm 18 750,000
[on Bbipy4ka Ha KnNneHTa £1.50 £5

$10 MMNNMOHOB 3KOHOMUM Ha OcTaTKax

OKOHOMUSA Ha:

« CokpatieHue 3anacos Ha 30% 1 F—
+ CokpalleHue rormctTmyecknx 3arpart Ha 15% Zz "’ifﬁﬁﬁﬁ— Efﬁ i--
« COKpalLLEeHe CrICbIBAHWS MPOAYKLMN Ha 50%  scas gt _1% .

a1

> 6 000 ToBapoB
> 4 000 marasvHoB

> 20 cknapgoB
COTHM nocTaBLWMUKOB




NESTLE GLOBAL Nestle.

BUSINESS ISSUE

- Improve customer service, minimize inventory overstocks.

- Better optimize marketing promotions which backfire if the
shelves are empty when the customers show up for their
favorite foods.

SOLUTION
- SAS®Demand-Driven Planning & Optimization

RESULTS

- Providing the freshest perishables and seasonal products in
the right amount at the right stores.

- Improved new product forecasting and produce forecasts on a
weekly basis to reduce overstocked shelves and lost revenue.

- Reduced the cost of materials

CPG
MANUFACTURING

“A billion units roll off Nestlé
production lines daily.

Forecasts are now four percentage
points more accurate, service levels
have improved; supply chain is more
efficient and sales and demand
planning work together to plan more
profitable promotions.”

one thing has become clear to
us — you can'’t predict the future with
statistics by simply looking at the past.
It doesn’t matter how complex your
models are.”

Marcel Bumgartner

Executive Lead for Demand
Planning , Performance and
Statistical Forecasting; Nestlé

GSas  Hm.




BU3HEC- : . .
PE3ynbTAT /INNDIXIE Wlnn/ Dixie

. 1 | KnueHTckas aHanuTuka

Winn-Dixie sensemcs
O0O0HOU U3 KpynHelwux
NpP00080/1bCMBEHHbIX
cemeli 8 CLLA. bosee 500

Md2d3UHO08. 40 MU/1/1UOHO8

* Winn-Dixie improved gross margin, got better and more accurate K/IUEHMOo8 NPozZpamMMbl
prices, promotions and assortments.

_ /109/16HOCMU
« SAS won the customer over by: The one-vendor approach with

integrated solutions and common platform.



$Sas

THE POWER TO KNOW:

Cnacmbo 3a BHMMaHue!

OmuTtpuin JlapuH
Retail Sales Director
Dmitry.Larin@sas.com
+7 (906) 756-72-98

WORLD CLASS WISDOM

Having an expert and trusted partner is critical to help
implement platforms and strategies to get you there



