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The Consumer Experience Fantasy...

v Shelves are fully stocked LARE

v Product is merchandized well
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v POP and signage are correct
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v" Product location is prime

v' Associates can talk expertly | — W "= ey
about products , el ————

v' Backstock is healthy

v' Competitors are playing fair
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The Reality at Retail...
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77777777 ¥ Inconsistent merchandising and brand presence
4 Difficulty quantifying frequency of OOS situations
‘‘‘‘‘‘‘‘‘‘‘ ¥ Ghost inventory and shrinkage
p—— . : ¥  Store associates spread too thin to adequately
' B :' W R -' £V A £ support brands
T 4 Inability to verify planograms against actual store sets
""""""""""""""""""" % Fragmented POS data
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4 [Add yours here]...
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ThirdChannel “Store Hub”

Know what’s happening
— or should be happening -
with your products in
thousands of stores.

@THIRDCHANNEL info@thirdchannel.com | (617) 417-5896 | 60 Canal Street, Third Floor, Boston, MA 02114 CONFIDENTIAL



Today, you should expect to manage the consumer experience in stores with
same Kkind of laser precision as your eCommerce tools provide:

1 Real time visibility into retail execution issues
2 Ability to allocate resources selectively where and when needed
3 An online social environment to communicate and collaborate with field/store teams

4 Dashboards that track impact and generate an ROI on resources invested
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Step 1 | Calculate Untapped Potential for Store Sales

Select just the stores that will drive significant sales. Focus your marketing and field support.

These stores represent a large
growth opportunity. Attack the
key improvable factors from the
Store Optimization Score to drive

sales lift. edee .'.‘

Sales potential is lower in this
group, but there is still room to
steal market share. Invest
opportunistically.

MARKET
PRIORITIZATION
MATRIX

HIGH OPPORTUNITY/
HIGH SHARE

These stores are your top

performers, and should be
actively maintained to maximize
potential. They may still have
room to grow.

LOW OPPORTUNITY/
HIGH SHARE

While sales potential is lower,
these stores are outperforming
your competitors. They could
be places to experiment on
drivers of market share.
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Step 2 | Score Each Store

Data Inputs:

Ground Data
Store Traffic &
Concentration of
Traffic in Stores

Point of Sales /.
Data \ J

Inventory
Sell-In Data

Weather —
rf{%}q """ ) _—
J & k Inventory
- On-Hand Data
Other

@THIRDCHANNEL

Store Sales Drivers for Leading
Electronics Brand:

1. Associates can engage
consumers on tech features

2. Displays located near
checkout

3. Interactive POP is working

4. Displays are fully
merchandised
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Store Optimization Scores:

STORE GROUP

COHORT SALES DRIVERS

10

POTENTIAL
OPTIMIZATION SCORE
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Large Urban
Superstore
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Midsize Rural ~ Small Suburban Large Suburban
Specialty Store  Specialty Store Department Store
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Step 3 | Generate Store-Specific Action Plans to Guide Field Teams

Action Plan Quadrants:

R E L R T
Assoc Training and |
Consumer Engagement ; Maintenance Only

Needed

Multiple Problems to Merchandising and Inv
Address Mgmt Needed
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KPI Dashboards | Track Performance and Sales Lift

Know what’s happening — or should be happening — with products in thousands of stores.

ASSOCIATE ENGAGEMENT & TRAINING
CONSUMER ENGAGEMENT & SELLING
6,055 |
Total Store Associates Engaged* ? S (
~ > B
v ‘ %o @ @ ®|
/| 1.52 e
Ayecage Slore/Asspdiates Engaged 27,355 $659,834 $556,121 $949.01 28.67%
peris Cuies Target $ Sales Actual $ Sales Average $ Sold % Visits when
Goals per Visit management
indicated
MERCHANDISING 4,993 demand for
6,373 Actual Unit Sales 1.37 product
Target Unit Sales Average Units
< |
. e 57 9,886 s:ew'ness o . . CJ - Clear All Applied Filters
PO collection/SKUs) position| L yxottica Retail Intelligence Program # Eportes G5V | g

Number of units moved from centrally located/prime

backstock to display [Gcation? — S—— s — N Store Label v
3 Months Month Jay Custom

= * — Account v
' - 82'04% 049% FIELD ACTIVITIES Associate Engagement & Training | Consumer Engagement & Selling | Merchandising | All Activity Reports
: _J  Case Capacity Dedicated Brands / Categories v
5372 1,396 42 136 26 Departments ¥
e At Bt o ] —— —
® Yes (4391 Visits Completed Stores Visited States/Provinces Visited ThirdChannel Agents In-Store Support/FMRs
Instances) Role v
No (337

Instances)

Reported by (Agent) v
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Live Store Feeds | Empower and Collaborate with Field/Store Teams

@ T-Mobile 9073, Bradley Commons, 2024 IL-50,
4 Bourbonnais, IL 60914, USA QTD YOY Units Sold: | ~2sielzfoll)
i ] 2 months ago (December 19, 2017 at 10:19 PM through September 16, 2017

EST) by Aubriel Bowen

= 2 New Alerts Found
e Samsung presence hardly noticeable compared to most prominent brand
N e No Samsung smart watches found on display
AN Summary
| was greeted immediately after entering the store. The associate
- walked me through the store and mentioned the bogo deal on the

Samsung. When | inquired about the tablets, he told me about the deal
for the Alcatel and LG. The overal appearance at first glance was evenly -
spaced and tidy but looking closer here were my findings : ’
-the Apple display was larger compared to the Samsung display and

e they were right next to each other

- the LG display had Other branded headphones and the Samsung gear
watch on display

= -there were no other iPhones on display other that what was on the
main display
E
Like Follow Share Edit | Full Report
e
0 Likes | 2 Followers | 1 Comment
%

@ Ashley Gomes: Sounds like the ideal visit! Great job Aubriel, keep up the great work!
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Think About a Next-Gen Field Team | Powerful “Grassroots” Marketing

I’m actually

Able to bring your brand to life in stores.

« Have attributes and experience that

matches the job they need to do in stores.

» Exclusive to your brand, flexing up and
down as needed.

Don’t have a field team?

ThirdChannel’s system will match one
exclusively to your brand through our
network-for-hire.

a Nurse, and 1
passionate about :
" living a plant-based e
”L lifestyle -
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Optimize Consumers’ Experience in Stores | The New Requirements

« Essential store related data all in D THRDCHANNEL  Media Feed
one place | 2 Marlene @ ,8901 N Milwaukee Ave, Niles, IL 60714, USA
| 2 months ago (December 28, 2017 at 6:58 PM EST) by Collin Dieck

* Action-oriented information at
fingertips for those who need to
make real-time decisions

« Performance tracking with CEt i

Q Create Vlsit| ID/ Create Postl

eCommerce-type precision oo

 Access to a brand exclusive,
on-demand field force 3 s

* And live store feeds that capture
feedback loops from teams on
the ground

i‘z%i‘(

NOW INCLUDING

VIDEO

from ThirdChannel!
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THIRDCHANNEL

Unlock Sales Potential in Your Stores

Gina Ashe, CEO
978.501.0869
gina@thirdchannel.com

To learn more:
Visit thirdchannel.com
Read our blog, Mind the Store
Follow us on Twitter @ThirdChannel3C.
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