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Unlocking Potential with
Salient” Retail

Salient understands CPG chain store retailers’ unique challenges. That's why we offer a
comprehensive Retail solution specifically designed to address leadership, category managers, store-
level managers, and operations’ needs. Our solution harnesses your point of sale (POS) information,
cost tables, traffic data, e-commerce insights, labor metrics, and more, all within an intuitive
analytical application.

Why Choose Salient Retail?

Unlike generic industry reporting tools, Salient Retail goes beyond the basics. We seamlessly integrate
consumer goods retail analytics into our software, providing you with actionable and insightful
analyses that drive growth. In addition, our easy-to-use starting points enable managers to quickly
measure and optimize aspects of their retail operations, including:

Category Rankings and Overviews
Assortment Optimization

Private Label Growth and Market Share
Voids and Placement Opportunities
Planogram Compliance and Optimization
Same Store Sales Gains and Losses

New Product Execution & Market Adoption
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e Shopper Segments Analysis
e Store-Level Performance Benchmarking
e P&L Analysis by Store, Department,

and Category

See the list below for our comprehensive range
of templates.
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Built for the Industry

Salient Pre-Packaged Analyses and Templates for Retail

Salient's dedicated team of business analysts trained in Category Management brings industry best practices
to retailers. Our software development and analytical templates help them easily grasp and evaluate growth
opportunities.

Our templates also foster effective collaboration with suppliers. By working together, retailers can ensure healthy sales,
distribution growth, and continuous improvement in supply chain performance.

Constant Development and Empowering Category Managers:

We continually enhance our tools and capabilities to empower Category Managers. Leveraging the skills developed
through best practices and guided by standards defined by the Category Management Association and CMKG*, our
solutions serve as a foundation for success. We enable informed decision-making by delivering comprehensive insights

into price, promotion, store, and SKU-level sales detail. This provides the precise data you need when you need it.

Let us help you unlock your growth potential and achieve retail success.

Category Management

e (Category Rankings/Overviews e Omni Channel Comparison

e Assortment Optimization e Affinity Analysis

e Market Benchmarks e (Category Role

e Private Label Growth and Share e Consumer Adoption

e Voids and Placement Opportunities e Pricing Effectiveness

e Planogram Compliance and Optimization e Product Segmentations

e DSD, Fresh, Center Store e Sales and Profit per Selling Space

*Category Management Knowledge Group (CMKG)
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Supply Chain

e Supplier and Store Collaboration Portals

e On-Time and In Full

e Alerting for Overstock and At-Risk

e Purchasing and Receipts

e Inventory Adjustments

e Warehouse Purchasing and Withdrawals

e  Qut-of-Stock and Sub Impact on Customer

e Vendor and Warehouse Fill Rate Comparison
e Supplier Benchmarking

Store Operations

e Peer Group Benchmarking

e Purchasing and Receipts

e (Cashier Voids, Overrides, Over/Shorts
e Payroll Analysis, Labor vs. Sales

e Shrink and Waste Management

Defining Exception Criteria || =

Our business analysts carefully review your data and
establish exception criteria for common industry

* Value-Added Product Management scenarios. This ensures that our system is pre-defined
e QOperating Costs and Budgets and pre-checked to identify and address potential

e Sales Gains and Losses issues accurately.

During setup, we provide adjustments based on your
specific business rules. This customization ensures the
system perfectly aligns with your unique requirements
and objectives.

Finance

e P&L by Company, Store, Category, Vendor

e Sales and Margin Variance Analysis Addressing Key Areas of Focus:

e Budgets and Forecasting

e Accrual Tracking We cover various critical aspects, including:
e Compand New Store Sales and Trends * Voids and Out of Stocks

e Missed Placement Opportunities

® Inventory Overs and Shorts

. o At-Risk Inventor

Advertising and Merchandising U . _y E
nder-performing Products

. ) Accruals and Deal Spend Tracking
e Shopper Segmentation and Insights

e Complex Coupons and Deals
e Promotion and Deal Optimization
e |oyalty Program Effectiveness
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Supplier and Store
Collaboration Portals

Secure portals allow you to collaborate with your suppliers on Inventory and Category Management issues. Suppliers
can gain visibility to measure revenue opportunities, assess impacts of out-of-stocks, and identify consistently
underperforming products in Fill Rates.

0 Drill into vendors and identify which
products are not meeting demand. [——— o NQEVQ

Vendor [Item]

Purchasing Furkiiadi
Received Vendor Fill Rate % e
aty Cost

e Ga | n | ns'ghts | nto the true revenue 9 [Vendur }es(rip(‘mn Department This + This This Last This

~ () CONAGRA GROCERY PRODUCTS 73070 70650 [NSEES] 9863 1322736.14

impacts of out-of-stocks down to the s T BT

Purchasing
Order Qty

3019 2802 9281 000 6137268
> 401385 301 2606 8655 000 5368040
S KU level. > 397843 2983 2964 5217048
v 431547 2960 2681 9057 4 2954038
141044 P PAN SMPLY GRND PNTBTTR  GROCERY 126 126 [JNHG00] 192024
236547 ANDY CAPPS HOT FRIES GROCERY 17 117 [i0060] 000 82836
. . 154260 HUNTS MANWICH SAUCE GROCERY 108 108 [NI0010] 233280
9 Analyze Vendor data tO |dent|fy 141069 PPANSMPLY GRHNYRSTPB  GROCERY %0 o IS < 0.00
182220 HUNTS TOMATO SAUCE GROCERY 88 ss [INIG0IG0] 213312
d i d 182246 HUNTS TOMATO SAUCE GROCERY 88 ss [NAG000] 000 1.879.68
pro UCts that are nOt meetlng deman . 181503 HUNTS ANGELA MIA CRSHTOM  GROCERY 88 ss |N00G0] 000 173184
192120 LACHOY CHOW MEIN NOODLES  GROCERY 80 By 969.60
140202 P PAN PEANUT BUTTERSMOTH  GROCERY 0 1 [N @ 528.00
A o q Total (1) 73070 70650 9669 9863 132273614
@) The Fill Rate % of this Purchase Order

is concerning. Let's investigate which
SKUs are falling short.

Warehouse

Lost |
6 We ordered 90 Units of Peter Pan 9 =

Vendor Fill Rate %

8791.59 A
Honey Roasted Peanut Butter, but

Purchasing Warehouse 00s  Warehouse
Received  Purchasing  Vendor  Warehouse Cases  Warehouse 0O Event  Customer Lost L

0 Upc_case Qy  OrderQry FillRate%  OrderQty  Shipped  FillRate% 00SDays  Count  Impact  Revenue
none were receive d . 1004530005499 2655 2895 9171 1,960 ve<0 [ EEEA 2 1 176 879159 A
1004530005383 420 s7o [ 264 o« [ 52 § 14 583400 A
100270004858940 105 105 [NIG000] 129 B ] 30 EL ) 42 271765 A
1002700050061 1,568 1,568 [JNA00100| 1,458 1,225 | 1 1 6 262111 A
6 A|th0u h thIS |tem IS a|SO peanut 100453006980280 252 ey 230 so [ a 1 69 258056 A
g 100453006580110 104 ] 18 ] o 1 7 2152404
. . 1002700372347 63 &3 |NG0160] 7 2 [ N 2 a7 1535.94 A
butter, we did not receive the full order. soczro00sezcn @ ofEE o ooE o x wsa
100709204743490 135 105 [NESES 144 o« GRS 16 1 33 85024 A
L 1 Iy h d 1002700050015 672 672 [J0060] 712 645 9059 4 1 18 833894
et S prompt ContaCt t € venaor to 000262001406120 204 204 [NG0G0] 168 +¢7 | 14 2 25 58948 A
. . 1004300123936 205 253 [ 154 100 |IGEEE 10 1 19 51389 A
arrange a substitution. TosTTeeT » 2o I u i % mewa
10027000419219 306 306 [JNI000] 286 2s2 | 8 i 21 22910 A
100641440475640 99 21 [ 88 so [NGESE 25 i 33 34488 A

1002700041202 180 180 [II0000] 154 13 [N 1 1 2 22762
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Use Case 1 gy
R/

Pricing Effectiveness and Analysis

Price Ana |ySiS %) SALIENT mavuncevent comany

Group Al v StoreType all v StoreName || v

Consolidated Trends

Category Trend Category Trend
RITZ WHEAT THINS
1400 422 990 414

5 950 w1 o 5740 o
§ 2 S 3
E a E a
3 141§ 3 207 g
E S E H
s 2 8 2
) 250 / 103
0 — 0 i
i )/
M N
-340 -1.02 0 o
12/4/2016 01/8/2017 02/12/2017 03/19/2017 04/23/2017 05/28/2017 07/2/2017 08/6/2017 09/10/2017 10/15/2017  11/26/2017 12/4/2016  01/8/2017 02/12/2017 03/19/2017 04/2372017 05/28/2017 07/2/2017 08/6/2017 09/10/2017 10/15/2017  11/26/2017
@ Gross Margin (This) [l Gross Margin (Last) @ Selling Price (This) @ Selling Price (Last) @ Gross Margin (This) @ Gross Margin (Last) @ Selling Price (This) [ Selling Price (Last)
Category Trend Category Trend
OREO TRISCUIT
1600 N 46 1300 41
> c = c
19 2 S 870 27 2
£ 800 23 2 £ )
o 3 = 3
g S a0 143
© < = 2
' '
0 L 0 "
118 312 0 0
12472016 01/8/2017 02/12/2017 03/19/2017 04/23/2017 05/28/2017 07/2/2017 OB/6/2017 09/10/2017 10/15/2017  11/26/2017 12/412016  01/8/2017 021122017 03/19/2017 04/23/2017 05/28/2017 07/2/2017 08/6/2017 09/10/2017 10/15/2017  11/26/2017
@ Gross Margin (This) @ Gross Margin (Last) @ Selling Price (This) @ Selling Price (Last) @ Gross Margin (This) @ Gross Margin (Last) @ Selling Price (This) 8 Selling Price (Last)
Category Trend Category Trend
CHIPS AHOY TRIDENT
1100 416 570 177
o < [ c
] S Zsm 18 S
£ 540 2.08 g é g
5 ER- ™ ! 0s9 3
© 2 £ ) 2
0 0 .
-160 -0.604 L o
12/472016 O1/8/2017 02/12/2017 03/19/2017 04/23/2017 05/28/2017 07/2/2017 OB/6/2017 09/10/2017 10/15/2017 1172612017 12/412016 O1/8/2017 02/12/2017 03/19/2017 04/23/2017 05/28/2017 07/2/2017 OB/E/2017 09/10/2017 10/15/2017 1112672017
@ Gross Margin (This) @ Gross Margin (Last) @ Selling Price (This) @ Selling Price (Last) @ Gross Margin (This) @ Gross Margin (Last) @ Selling Price (This) @ Selling Price (Last)

Salient offers a wide range of pre-set insights to With our tools, you can determine the effectiveness
measure the effectiveness of your pricing strategy of your pricing strategies by analyzing category and
and evaluate its alignment with your objectives. Our item trends. Compare and measure results across
industry experts have developed prepackaged best multiple pricing events and closely monitor sales,
practice templates in the following areas: margins, and prices over any selected period.

e Promotions and Price Analysis

e Pricing Ranges and Outliers

e  Price Change Impact and Elasticity

e Sales and Margin Variances Impacted by
Price Changes

e Competitor Price Comparisons
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Use Case 2 Ly
Elasticity of Demand and TPR

County Post Chicken - Price Trend
o M/D POULTRY | COUNTY POST

52
130 8 Price $5.78 i

0 Focus on a margin-driving
product - in this case, a poultry e, - .
supplier. ; vy 0% g

@) Highlight specific timeframes
and use annotations directly
on the trend charts to call out
pricing events and provide
context on causes and results.

by
Unit Retail
N
swn

&

Gross Margin

9 Generate automated L
descriptions of findings and T B .
enable business analysts to Suettend T SUT ) Wetos Koo T 9
provide write-ups of their own
findings, along with annotations
directly in charting.

Automated Summary of Findings: Business Review Suggestions:

e  Sales are up for this product by 7% year-over-year. Current margins are thin for this product, yet we
The category overall is up by 5% against last year. recommend continuing with an EDLP. We suggest

e “County Post Chicken Leg Quarters” had three a price decrease of $1.00 for further improvement,
price increases since the last week of March, with bringing the price point down to around $6.60. An
the overall price raised from approx. $5.80 to $7.60. extended timeframe at this price point is worth testing

e The price point has stayed below $6.00 for a to help boost sales numbers which may have a greater
10-month strength from August of last year until sustaining positive impact on margin as a result
June of this year. compared to the current price range.

e Gross Margin is up by almost 50% against last year.

Example Net Findings:

A steady EDLP shows much greater potential for driving

both volume and profit vs. the high-low pricing of the

prior year. Although the current price point of $7.58 is

dragging down total margins due to dips in volume.

N J
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Use Case 3

Optimizing Assortments to Lift Overall Basket Size

In this analysis, you can evaluate SKUs to identify the key growth drivers in average overall basket sizes (calculated as
the average transaction total dollar amount when the item is present in the basket).

o The Bread/Pastry Category features several items that significantly contribute to the overall increase in
basket size.

9 Notably, Oroweat Potato Bread, Dave’s Killer Bread, and Sun-Maid Raisin Bread exhibit average basket
sizes surpassing the category's average of $72.58.

e While some items fall below the category's average basket size, a few significantly lower ones negatively

impact the category's performance. The category manager can consider excluding or substituting items
like Big Horn Whole Wheat ($49.28) and Franz Honey Oat & Nut Bread ($52.25) to address this.

Average Basket Sizes when Category or SKU is Present in the Basket

StoreName: Checked (2) |  Group
Gross sales Avg. Overall Basket ize with Item Units Units per Transaction selling Price
Group This 1 Diff % Change This Diff % Change This DIff % Change This Last Diff This Last Diff
> [J B/DHMR/SANDWICHES 664,617 9025 134 28.67 097 3524 105358 432 34 1.4 14 00 631 631 000
> [J W/DBEEF 552,928 34711 6701 7281 045 0624 77833 3362 4514 21 21 0.0 710 696 0151
> [J uquor 542188 69973 14824 5092 060  -1.00% 22615 3140 16124 1.1 11 00 23.97 2225 027%
> [J PRODUCE FRUIT 520768 623 0124 91.26 175 1954 245041 7896 312 24 25 1% 213 206 0071
> [[] PRODUCE VEGETABLES 424899 27830 6153 12047 021 0474 232715 6506 2834 24 23 00 1.83 200  018%
> [J FROZEN FOOD-GROCERY 421724 29168 13204 88.76 420 4524 11547 5 PPRoANROOD-GRACGERY 7" — 2 g0, PIE " 68 15201 85./6
~ () BREAD/PASTRY 389,486 15,040 2024 7258 004 0054 951
' WIDEPAN / SPECIALTY BREAD 108,895 8284 8231 69.11 150 212% e Y () BREAD/PASTRY EHECE 13010 4024 =
> OROWEAT 100% WHOLE WHEAT 10,384 749 7774 67.29 0.14 0224 2c ~ WIDEPAN / SPECIALTY BREAD 108,895 8,284 8234 69.11
> SAN JUAN 9 GRAIN BREAD 9735 489 5204 56.43 164 3.004 s S OROWEAT 100% WHOLE WHEAT 10,384 749 7774 67.29
> MCK FARMS BTRMILK BREAD*C* 8728 679 8431 57.59 006 o1t 13
> OROWEAT BUTTERMILK BREAD 7.290 918 14414 67.93 705 9.0 12 » SANJUAN 9 GRAIN BREAD 9,735 489 5291 5643
9 > OROWEAT POTATO BREAD 5719 160 2874 74.08 304 4281 11 > MCK FARMS BTRMILK BREAD*C* 8728 679 8434 57.59
> OROWEAT OATNUT BREAD 5,040 70 437 6057 899 12934 1. S OROWEAT BUTTERMILK BREAD 2290 918 14414 £7.93
> BIG HORN 100% WW 4192 2630 168374 4928 A117 847 H
> DAVE KILLER BRD THIN 21 GRN*C* 3739 104 2864 8094 117 1464 € > OROWEAT POTATO BREAD 5719 160 2874 74.08
> FRANZ ORG GREAT SEED BREAD 3386 279 8974 68.88 217 3.26 4 > OROWEAT OATNUT BREAD 5,040 =70 -1.37 €0.57
> FRANZ HNY OAT & NUT BREAD 3343 1223 57654 52.25 1.25 22464 € ) > BIGHORN 100% WWw 2192 5630 168374 1928
> DAVES KILLER BREAD 21 WHLE GRN 3157 33 1064 6931 625 827 E
> FRANZ 7GRN GLUTEN FREE BRD*C* 2950 867 271% 6566 037 0574 . > DAVE KILLER BRD THIN 21 GRN*C* 3739 104 286+ 80.94
> OROWEAT COUNTRY WHITE 2909 10 0344 7123 006 0.09% > FRANZ ORG GREAT SEED BREAD 3,386 279 8974 68.88
> FRANZ WHITE GLUTEN FREE BREAD 2.880 12 4044 6636 628 10451 - ) > FRANZHNY OAT & NUT BREAD NETE s 57.654 o
> FRANZ ORG TWENTY FOUR BREAD 2.288 647 22044 66.60 241 329%
> DAVES KILLER BREAD GOOD SEED 2264 614 -2134% 7.12 027 038% H > DAVES KILLER BREAD 21 WHLE GRN 3157 33 1.06 + 69.31
> SUNMAID RAISIN BREAD 2161 324 1305% 8402 197 2201 ‘ > FRANZ 7GRN GLUTEN FREE BRD*C* 2,950 867 271 ¥ 65.66
Avg (95) 155,855 7,693 519 39¢
Total (95) 14806247 730821 519 29466 826 2884  3788% » OROWEAT COUNTRY WHITE 2909 o 0344 7123
> FRANZ WHITE GLUTEN FREE BREAD 2,880 112 4044 66.36
> FRANZ ORG TWENTY FOUR BREAD 2,288 -647 -22.04 % £6.60
> DAVES KILLER BREAD GOOD SEED 2,264 -614 21344 71.12
> SUNMAID RAISIN BREAD 2,161 -324 -13.05 ¥ 84.02
Avg (95) 155,855 7,693 5.19
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Use Case 4

Market Category Benchmarking

Benchmarking a retailer's performance against the
market allows them to identify areas where they may
fall short of their peers. This insight assists retailers in
pinpointing specific areas for improvement and making
necessary changes to their strategy. These changes
may include adjusting the product mix, pricing, or
promotions to remain competitive.

Benchmarks also help retailers set realistic
performance goals. Understanding the market average
for a specific category enables retailers to establish
achievable targets and track their progress toward

(D
ety

them. This approach helps retailers focus on attainable
goals and avoid unrealistic expectations that could
harm their business.

Additionally, benchmarking performance across
different store locations or competitor markets

helps retailers identify market trends and customer
preferences in various regions. Retailers can then
tailor their product offerings and marketing strategies
to better meet customers' needs in specific regions,
driving revenue and profit growth.

NV Q'

Category Benchmark

Group

Totals
DAIRY AND DELI

0 In Beverages, we are lagging at 0 >

BEVERAGES $3,711,823 $367,887
PRODUCE FRUIT $1,493,393 $-58,199 -
4% grOWth When the Category BREAD/PASTRY $1,484,959 $113,473
o 9 } Z';?JZEEE’::OODAty $1,356,570 $184,881
greW at 1 1 /O. DINNERS/ENTREES $465,303 $25,200
PIZZA $300,744 $14,074
ICE $255,279 $103,026
DESSERTS $166,882 $31,419
. FROZEN
9 But in the Frozen Food veseveLes P 3080
WHIP TOPPING $36,628 $10,082
Category -6 of 6
category, our growth rate of T JT——
o/ 1 PRODUCE
about 15% is equal to the PAckaGErsuppLy  $1068539 585207
PRODUCE
$969,108 $-94,624
VEGETABLES " "
market rate. BAKINGPRODUCTS  $486773 533450
B/D MEATS $438,003 $35,383
'CONDIMENTS $310,772  $29,069

@ SALIENT MANAGEMENT COMPANY

Sales

Sales
Diff

$17,547,674 $992,878
$5,074,171 $209,034

Market Benchmarks vs. Retailer

Market & Competitiveness

Market Retailer

%
Change

Market
Share

Market

Share of Sales within Retailer's Sales Retailer's Share of
Share Diff i

Retailer Share Diff Market Market Dif

Share of

iff

2892% 047 357,107 $4,076
11.00%  21.15% 095 $302,449 $13645  472% 237% 077 81% 05
375%  851% 086 $95551 $9774 9.28% 7.38% 0.86 6.4% 04
827%  846% 018 $120617 $7661  6.78% 9.32% 0.48 81% 04
1578%  773% 065 $93832 $11894 1452% 7.25% 084 69% 01
S73%  265% 001 529190  s745  262% 226% 003 63% 02
a91% 7% 002 520513 53001 17.13% 1.59% 021 68% 07
67.67%  1.45% 054 $19393  $4553 30.68% 1.50% 034 7.c% [N
2319%  095% 013 514080 53123 2851% 1.09% 023 8.4% 03
083%  075% 004 7091 $326  -4.40% 0.55% -0.03 54% 03
3798%  021% 005 53565 5798 2883% 0.28% 0.06 o7% 07
819%  657% 013 $91367 34406  5.07% 7.06% 025 7.9% 02
867%  6.09% 015 68884 52110  3.16% 532% 0.10 6.4% 03
B90%  552% 090 $72715 $16736 1871% 5.62% 138 75% 09
738%  277% 004 $32574  $166  051% 252% 0.02 67% 05
879%  2:50% 006 36848  $661 -1.76% 285% 0.09 8.4% 09
1032%  177% 007  $22006 $337 -150% 171% 0.05 7% 09
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Use Case 5 2 &= (|

Omni-Channel Tracking

To enhance your omnichannel strategy, evaluate the sales performance across different channels, including brick and
mortar and various digital channels such as delivery, curbside, and third party shoppers. Gain insights by examining
key metrics and trends, such as Gross Sales, Average Basket Size, and Share of Total Sales by Channel, across any
desired time period. Measure the performance of each Channel by Store Location, Banner, Department, and Category
to identify the products that contribute significantly to growth or loss in each respective area.

o Sales are up on Mobile and In-Store but down on the Website. Let's analyze this store to identify which
Departments and Categories are dropping. By diving deeper into the data, we can pinpoint opportunities
and develop targeted strategies to reverse the decline in sales.

9 View the overall performance of each channel and delve deeper into specific aspects such as Store,
Department, Category, and SKU.

9 Sales are down at Store 19. Let's investigate further to find out why.

N VQE

Brick & Mortar Gross Sales o Mobile App Gross Sales Website Gross Sales Overall Gross Sales
$116,604,698 $47,302,423 $29,201,662 $193,108,783
4.98% * vs. Last 3.42% * vs. Last -2.13%  vs. Last 3.46% * vs. Last
Last $111,073,738 Last $45,738,787 Last $29,838,537 Last $186,651,062

9 Comparison by Sales Channel
StoreName

Brick and Mortar Mobile App Web Sales Total
Revenue Revenue Revenue Revenue

Average  Average Units  Average Spend Average  AverageUnits  Average Spend Average  Average Units  Average Spend Average  AverageUnits  Average spend

Sell rice  per Transaction  per Transaction Sell Price  per Transaction per Transaction Sell rice  per Transaction  per Transaction SellPrice  per Transaction per Transaction
StoreName This % Change (This) (This) (This) This % Change (This) (This) (This) This % Change (This) (This) (This) This 9% Change (This) (This) (This)
> [0 store1s 9600961 8654 398 69 2753 3616923 8324 397 81 3202 2916106 5554 404 84 3400 1613399 288 399 74 2047
> [0 storel0 8671392 5974 406 81 3268 2792840 0914 402 20 3604 1734102 338 400 89 3575 13198334 356 404 83 3373
>0 store12 8798580 1714 42 72 3031 1459360 44139 446 71 3153 2870920 34994 417 74 3101 13128860 407 423 72 3059
> [ store03 7583170 6124 233 89 2065 236309  819% 237 87 2062 2617292 5834 236 83 1962 12563561 304 234 87 2042
> [ store0s 7153703 14044 232 98 2265 270063 0424 232 100 2822 1618499 16683 233 96 237 14818 521 232 98 274
> [0 storels 7449584 0084 404 94 3700 2051477 66814 404 02 3699 1278818 12554 410 94 721 10779879 636 405 91 3702
> [0 store20 6425741 0694 256 92 2360 3000075 38864 262 88 2800 93817 1866+ 264 87 2286 10419634 671 258 90 2335
> [0 store02 531755 6964 283 86 2033 2205619 3174 287 82 267 2500298 16704 287 78 2235 10032473 434 285 83 2366
> [0 store22 5621002 5684 390 78 3058 2487581 2424 404 82 3319 1633758 01 409 76 3147 9742341 366 39 79 3131
> [ store0s 5819926 12424 402 62 2473 2032077 376 397 64 841 1519172 26473 391 63 256 9572076 009 399 62 286
> [ store07 6604749 4254 22 93 2083 2914552 0694 219 89 1942 0o 000 000 00 000 9519301 313 223 91 2038
> [ store1n 5169436 8084 392 78 3037 2083522 880% 390 81 3177 2201264 14084 385 81 3123 9454203 508 390 79 3087
Total (19) 116,604,698 498 3% 81 %45 47.302423 342 321 82 2642 20201662 213 329 81 2674 193108783 346 325 81 2.8
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Use Case 6

Placement Voids on Top Selling Items

Salient designs templates to help teams identify what’s boosting category sales to ensure all stores are benefiting
from products with strong demand. In the first example, you can easily pick any product and store combination to
identify missed sales opportunities caused by top-selling items not being stocked. In the second example, you can
select any product that sells well and drill down to store level, uncovering any stocking issues that might impact sales
performance.

O Determine which stores aren’t v chain asses < N VQ i

Potential Cross-Selling Opps

selling top-selling products e

Product Name Sorelo  Siorels  Siore22  Siorels  Sore03  Sore09  Sorel2  Sorel?  Sore®  Sore06  Swred  Swre20  Swred2  Swore2l  Siore0s  Siorell
> [ 7 ORAL SoLUTION PEDIA FRUT w o W ow  ws . me  m2 s 17 w 1w w1 =

and assess the pe rformance > 0] ENSURE PLUS LIQNUTR VANILLA s03 s s P s om w owms o w o m w s s
> O vics wauL creRry W m ™ R A % s o me 1 - 5

. > O soosT criocouse P P 2 = o s w oz 0w w s 1w o o o

of your own custom groupings S TEE Ty £ & & & & & o &= g = = & B = i g
> O GiesTTe wacH s caRTRioGes P = e s ™ % m ) " ™ s 0 o

> O PURE PROTEIN CHOC PEANUT BTR o 7w R R o B o 2 @ @ om0 e

of Complementa ry products 3 [ TC CAP ASPIRIN FREE 500 MG 36 147 182 = 102 147 24 168 7 » 147 16 185 7 126 T
> [ SENSODYNE EXTRAWHITENING @ e s s s m 105 @ m  me 5 @ E

) ) ; > O e anTaap RepuceR o O B o = o s ) P s o s m o s

to |dent|fy cross_se"lng > [ POISE ULTRA ABSORS PADS WISHLD e o 20 00 o 1as 75 2 = & o o 1 I = e
> O B00sTCHoc HiGH PROTEI s e om0 s o e ™ © ) o s m s P s

. > O MRk m ms m s wm w we wm s © 20 m = % o “

oppo rtu n Itles > [ TCALCOHOL ISOPROPYL 70% 124 52 24 104 168 104 120 234 319 & 54 % m 136 114 193
> 0 ENSURE SUTTER PECAN DRING o n R ) o 0 m o R I I “ o

> O Teswasss7scr E) e ) ) = w m s s e m w m ©

> O AowL TagLETS 200MG B . am o w s om0 m " 3 3 om s ” 154

> O pure pROTEI CHoC CHP e s o w2 P P - 3 = E 2

> [[J TAMPAX PEARL REG UNSCENT 214 15 104 192 120 209 258 77 60 90 159 120 80 82 105 66

> O TciaupROFeN SRviN TAgS 2w m ) 2w 2 ms s ma s o e

> O mooum LT SYP CaP 2e o e s » o omm = o s 5 s =

> O skeva cow sore EE T B s @ s o = B s = = E B o5

> O MmcHoc opred Pe 8a w ms  m ® xw s B - o ® o s 126

Item Level Void Identification Trends

O Quickly spot recurring voids and significant gaps in sales of top-selling items within the Category
to determine stocking issues at the shelf or with the supplier.

Purchase Consistency - Potential Voids (Total) RN EMDYQ:
PAIN RELIEF (PILLS) > TOPCARE > Product Name

Product_Name 91702017 924/2017 10172017 10/82017 10152017 102202017 10129/2017 1152017 MA22007 111972017 112612017 12312017 Average Total

> [0 TCPAIN RELIEF MIGRANE CAPLETS 23 49 68 33 35 54 54 38 38 38 43 2% 42 501 &
> [ TCNON ASP INFANT DROPS GRAPE 24 67 65 49 37 49 37 50 13 1 37 10 38 451

> [ TC NAPROXEN SODIUM TASLET 7 ) a4 67 33 28 14 a8 1 2 3 P 37 448

> [J TCJRORANGE IBUPROFN TAB CHEW 23 45 36 4 32 a1 59 37 27 50 32 23 37 446

> [J TC NAPROXEN SODIUM CAPLET 35 s E 38 s2 15 28 ' a3 £ 2 20 36 435

> [J TC MIGRAINE CAPLETS 20 43 o 55 35 52 37 35 35 23 23 14 32 380
& D TC ASPRIN 81MG CHEWB 25 4 37 46 33 22 32 28 23 37 19 6 29 347

> [ TC CHILD PAINRLF DYEFREE GRAP 35 2 34 19 i E 34 2 s 2 = s 2 392

> [J TCCHILD PAIN RELIEF STRAWBRY 19 18 3 29 32 16 56 14 13 45 51 il 28 338

> [ TCCHLD ASPIRIN CHERRYY 25 18 37 28 22 20 23 34 30 2 24 16 25 298

> [ TCNON ASP CHILD SUSP CHERRY 22 55 15 19 3 15 17 13 3% 16 19 o 22 263

> [ TCCHILD PAINRLF DYEFREE CHER D) 14 n 2 20 5 27 1 18 0 a7 s 19 230

> [J TC COLDEALLRGY CHLD GRP ELIX 3 2 s 3 14 17 2 ) 24 15 18 s 16 193

> [J TOPCARE MOTION SICKNESS s 1 20 28 13 1 28 s 1" " 18 5 15 182
> [ TCASPIRIN 81MG ENTERIC 13 9 4 8 13 4 18 9 22 22 4 13 12 144

> [ TC NAPROXEN SODIUM CAPLET 6 20 7 7 21 7 7 7 [) ) 7 o s o
Total (41) 2,595 2632 2,668 2655 2223 2345 2694 2,404 2437 2278 2348 1379 2388 28658 -
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Use Case 7/

Inflation and Fluctuation Impacts Analysis

N

Salient offers comprehensive assistance in measuring not only the extent of your margin fluctuations but also delving
into the "WHY" behind them. We provide detailed insights into the precise impact of each factor on your margin,

including price, cost, and demand components. Our "cause-of-change" reporting makes it easy to understand why
margins are up or down.

0 Delve deeper into a Category to Product and Store Levels to identify items and stores that are taking a hit
in profits due to changes in Costs, Pricing, and Volume.

9 Margins for sports drinks decreased by over $65,000. What role did cost, price, and demand play in this
decline?

9 Price decreases caused a $42,000 reduction in margin growth, and the drop in demand further impacted
this significant margin loss.

NV Q'
Cause of Change Margin Components 0
THE CUPBOARD Product Category
Margin Per Unit COGS Net Price Units Sold
Product Category This 4 Last Diff This Last Diff This. Last Diff This Last Diff
> (J REGULARCSD'S 377,769 395,849 -18,080 7.54 7.16 0.38 18.51 17.64 0.87 34414 37.746 3,332
> (J DIETCSD'S 107,672 111,619 -3,947 8.24 8.00 0.24 2273 2197 0.76 7.433 7,991 -558
v (J 1s0TONICS 54,117 119,946 -65,828 15.62 15.01 0.60 18.56 20.85 -2.29 18,366 20,541 -2175
~ GATORADE 54,117 119,946 -65,828 15.62 15.01 0.60 18.56 20.85 -2.29 18,366 20,541 -2175
THE CUPBOARD #42 3228 7.530 -4,302 15.92 15.15 0.77 18.78 21.01 -2.23 1128 1.286 -158
THE CUPBOARD #53 2,054 3757 -1,703 16.10 15.49 0.61 19.51 21.44 -1.93 602 632 -30
THE CUPBOARD #56 1,861 4417 -2.556 15.89 15.27 0.62 19.00 2115 -2.15 598 751 -153
THE CUPBOARD #52 1,860 4,145 -2.285 15.70 15.35 0.35 18.57 21.27 -2.70 648 700 -52
THE CUPBOARD #32 1,843 3,393 1,550 15.74 15.22 0.52 18.82 21.10 -2.28 599 577 22
THE CUPBOARD #9 1,759 3,290 -1,531 15.79 15.85 -0.06 19.01 21.81 -2.81 547 552 -5
THE CUPBOARD #47 1,733 3435 1,702 15.84 15.68 0.16 18.94 21.68 -2.74 559 573 -14
THE CUPBOARD #60 1,661 3436 -1.775 15.76 15.02 0.74 18.65 2074 -2.09 576 601 -25
Total (11) 653,230 750.565 -97.335 11.00 10.59 0.40 19.06 19.29 -0.23 80,976 86,256 -5.280

Cause of Change Margin Components

THE CUPBOARD Product Category
. ‘Margin Diff from
Margin Diff from '} fMargin Diff from
Product Category This 4 Last Diff Cost Chg Price Chg, This

> (J REGULARCSD'S 377,769 395,849 -18,080 -13,045 29,908 -34,943
> (J DIETCSD'S 107,672 111,619 -3,947 -1,791 5638 7,794
~ [J ISOTONICS 54117 119,946 -65,828 -11,091 -42,037 -12.701
~ GATORADE 54117 119,946 -65,828 9 -11,091 -42.037 -12701 g e
THE CUPBOARD #42 3,228 7.530 -4,302 -867 -2510 -925
THE CUPBOARD #53 2054 3757 -1,703 -365 -1.160 -178
THE CUPBOARD #56 1,861 4417 -2.556 -370 -1,286 -900
THE CUPBOARD #52 1,860 4,145 -2.285 -228 -1,749 -308
THE CUPBOARD #32 1,843 3,393 -1,550 312 -1,367 129
THE CUPBOARD #9 1,759 3,290 -1,531 35 -1,536 -30
THE CUPBOARD #47 1733 3435 -1.702 -87 -1.531 -84
Total (11) 653.230 750.565 -97.335 -32.674 -18717 45,944
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Use Case 8 =

Out-of-Stock Analysis

With our Out-of-Stock study of your business process and available data, metrics and exception tests are configured to
help managers identify high-impact opportunities and be pro-active.

View the amount of revenue missed caused by out-of-stock events, the number of days a product
has been out of stock, the shelf availability rate, and the number of affected customers. This
information can be viewed at both the category and item level.

Highlighted cells show days where no revenue was generated due to an out-of-stock event at the
warehouse.

N EAVQ

Out of Stock Events by item Out of Stock Impact

‘Vendor item) tem Description (tem]

costn . — . e
Vendor Count 005 Days Rate  impact  Missed s
> [ LERRO CANDY €O, o 6 55914 187 1014011 = = 2o =
> ) WAKEFERN FOOD CORP 1 2 wzsA & o
> 0 tcus.sar 2 3 mssA 00 eson
> O arelLine 2 B se s asem
> 0 e HoRveL 0 0 mn B asesst
> O TCMAYER BROS. 3 B e 230708 "
> () SOUTHERN TER FOREST PROD. ' 0 .n e 220 5183
> ) SI0UX HONEY ASSOCATION ' 2 s 2 raser 201369 4635
> [) AMERICAN SUGAR REFINING C 1 3 8976 3 118435 " st
> 0 TC COORES INTERBAKE 3 s o @ e » %
> [ NTCMARKETING 3 N 7323 A 62 11971 i . I .
> O pomsumesst o % msa 5 e L
3 O resHuLze s suRcHascuT B N . e AP PTASEUSNEDN 0 IUTENTMELONSODR 6155 CACKEN BROTHASEPTC
> () SMUCKERS NATURAL F00DS o [ ® sr26s
> 0] SUNMAID GROWERS OF CALIF ' 0 e 2 s0226 I8 L *
Toules) 216 o o900 B 000 : 8005 D2ys @00 Customer Impact @Revenue issed

Ttosoof268 1< < Page[i o > > > 1ot
Warehouse Sales by Day (Total)
ttem Description ftem]
ttem Descripton ARG 4222008 AZIINE ADAZONS ADSIOVE 4GOS IR0 AZBROYS DSOS AOR0VE  SA/OIE SR8 S0 SAROIS  SISZ018  SG08  S72018 | Average Total
> () 149627 HELLWANS MAYONNAISE PED) 130863 60 ;1 se  swas oo e 608227 6 se2s 0471 1sa76  79S0e 606220 69566 9938 4STIS2| 236864 3033672
> (J 306308 POLAND SPRG WATR 24PK 2647.96 0.00 2441.28 2694.00 18200 124402 698.88 2779.14 000 120.12 4388 20445 908.37 81006 7.279.32 0.00 41595 120897  153539.70)
> (0 148365 MIRACLE WH SALAD DRESSING. 69.12 0.00 48384 666.98 82228 4576.02 4,405.01 737513 0.00 108305 199510 102607 262219 199511 570,03 0.00 91202 85598 10870919
> (0 306732 TRUE WTR SPRNG BLUE 24PK 93.10 0.00 11025 369.95 1.266.61 1.391.77 361571 146874 42588 1.070.02 800.94 136094 203245 319228  1.177.61 90.65 103572 85479 108557.90|
> (0 35387 TIV HRTN PREM K.CUP 12T 50 000 2625  siam  sos 280786 307360 450 6eie 33007 34735 33007 0o 07 000 0000 000  emor sessere
>0 268201 SESUGAR 1842 6l41  amE S22 S 28638 69531 SUS68 2007 46as 67424 S4B 69531 S4B 42140 4204 G7A28|  S1SIS 62416
> [0 306736 TRUE NATR SPRING WATER 35-PK 9918 0.00 7524 26334 1.051.56 63234 11870 95.76 6498 71.82 44928 1.40652 259.92 345.06 177.84 71.82 160.74 47212 59,959.86)
> (0 350264 FOLGERS CLASSIC ROAST 00 s sess  2eass s 2mess  wo73 2mes 000 sz 2455 2455 28455 51219 17073 S691 3446|4047 546697
> [0 139766 SF PEANUT BUTTER CREAMY 0 000 mse  zmer ez a7mist 3swos  e7e® 000 1070  smess  asata  isosor  oivso 208278 000 1seso|  amvse  szoam
> [0 306860 SFSPRING WATER GALLON SIZE 139.49 1924 33109 50505 62230 s65.04 el 12087 205 62022 a7 a1 40885 52429 12506 2886 42328 36316 4612102
> (J 140061 P PAN PEANUT BUTTER SMOTH 000 0.00 0.00 20004 23338 23337 100.02 3334 0.00 166.70 166.69 23338 66,68 100.02 66,68 0.00 3334 361.80 4594917
> [0 140822 PEANUT BUTTER CREAMY 7023 2a49 s a0 34 ;523 sesd 0 251 s uess 219 2638 5864 00| seiis|  3sess 453
> (0 257561 FLEISCHMANN DRY YEAST 35 000 o wm e 0o s 23 00 00 e 40w s 000 a00 000 00| e e auze
> (] 353805 TIM HRTN PREM GRND COFFEE 131.25 000 30625 s1a32 36274 141061 126631 235659 000 11%052 87581 63447 76061 16535 39684 000 33070 32188 4088023
>0 200560TWN HS ORIGINAL s526 a5 anas s smss  mT2 B2 172 %048 L9 2295 3682 65628 11298 54540 a0 760 oz mimrs
> [0 163584 STARKIST TUNA CHUNK LT/T 29825 0.00 357.90 477.20 11930 477.20 0.00 11930 59.65. 417.55. 362.83 90609 223466 242347 256249 0.00 82820 28415 36,087.34
> [J 307207 SFDISTLLED DRINKNG WATER 10971 38.16 30051 44580 20034 503.04 319.59 21465 19.08 29574 28143 22419 367.29 34344 219.42 2385 39591 27793 35.297.59
> 0 164202 5 TUNASOLID WHITE WATER 040 000  ne e 00 e a0 issoz 06 o0 s0m s 1200 ;40 304 000 % ose  msme
> (0 319525 SCOTT TWL MEGA ROLL 67K 213 000 213 723 a3 2a13 213 486 oo 2 000 000 sss2 iz 2an3 0| s e monm
> (0 187708 CAMPBELL TOMATO SOUP 5465 0.00 54.65 21860 109.30 5465 109.30 21860 0.00 10930 10930 0.00 16395 21860 109.30 0.00 163.95 255.44. 3244069
> [0 233700 CHEERIOS 153.99 0.00 256.65 307.98 256.65 35930 153.99 5133 5133 256.65 41084 5133 307.98 35031 51.33 51.33 307.98 239.32 3039376
> 1] 200695 KBLR CLUB GRIGINAL 36 000 mm0 23 woss  sas o 1w 60 sozs e a4 2nae ;1m0 000l aori6|  awar s
Total (2455) 64T BN 675 1821158 T76E 1971926 USI0IE 1072080 84T 1125 I7AIZBES GIGTER IT0GOBE0 1447698 10249502 822750 10661245 10550423 1339903745

Ttos00f2456 1< < Page[1  |of50 > >i
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Use Case 9

Shopper Segmentation and Insights

Shopper segmentation is a powerful strategy for
leveraging valuable shopper insights. By categorizing
a retailer's existing customers based on their behavior
and preferences, shopper segmentation enables
personalized marketing efforts tailored to each group's
individual needs.

This targeted approach increases marketing
effectiveness and drives higher profitability. For
instance, retailers can segment shoppers based on

090

Wl

purchase behavior, including shopping frequency
and product preferences. This allows them to

design segment-specific marketing strategies,

such as personalized promotions and product
recommendations. As a result, retailers can foster
stronger relationships with their customers, enhance
customer loyalty, and ultimately boost sales and
profitability.

ﬁ’ If you can match shopper segmentation data to your point-of-sale (POS) transactions, then Salient can
enable easy drill-down into groups. In this Variety Seekers example, you can identify how well that group of

consumers is being served by each sub-category.

Shopper Segments

N VQ

B Budget Conscious [l Fast & Furious  [Jl] Gourmet Shoppers Prepared Foods Fans [l Variety Seekers

6.33% + 8.10% + 7.92% +

74912
10k

o .

8
3 .Shnpp:r Segments / Assortments

$375,904 vs. Last $917,916 vs. Last 287,100 vs. Last
Last $353,531 Last $849,101 Last 266,040
Margin by Shopper Segment Sales by Shopper Segment Units by Shopper Segment
so0k 1200 390c
- - - o - - o -
e - - o - - o
T saee | | seogo

| e [seten [ mses

2500 e 190k
97,190 G $233823

Gross Sales Gross Margin
Shopper Segments This & Mix (This) % Change This  Mix (This)
[ Variety Seekers 439,984 479 690+ 178975 476
> Healthy Homes 169,812 185 7394 73.347 195
v Pantry 138192 151 578 4 54,859 146
MILK 38672 280 13964 15.911 200
WIDEPAN / SPECIALTY BREAD 13959 1014 13574 4700 86
B/D BULK MEATS 13767 10.0 8774 6,591 120
CHILLED JUICE 11,395 82 a0t 4187 76
FRENCH BREADS 10,722 78 14184 3.460 63
POTATO CHIPS 10,310 75 7184 3,825 7.0
JUICE BOTTLED 9,664 70 227t 3,544 65
COFFEE ETC K-CUPS 8246 60 16061 3.457 63
AVOCADOS 5652 41 3658 % 2537 46
JUICES 4831 35 7741 1.820 33
PEPPER 3968 29 2631% 1.601 29
NUTS PACKAGE 3830 28 23244 1714 31
ASPARAGUS VEG 3176 23 3616¥ 1512 28

Category- 130f 13

@ SALIENT MANAGEMENT COMPANY

Transactions

8.64% *+

88,408 vs. Last
Last 81,374

ctions by Shopper Segment

(ORI
SERRY
SRR

Gross Margin % Units Revenue per Basket Customer Frequency
% Change This Last This  Mix(This) % Change This Last This Last
4954 407 a4 133361 465 6754 23275 237.07 240 232
2564 432 452 55,146 192 10774 133.07 134.76 180 172
7.064 397 39.2 35,035 122 0153 118.31 12391 161 155
7804 411 235 10858 310 12074 65.72 65.79 9.4 9.2
12864 337 33.9 2665 7.6 13164 82.45 86.84 41 38
8964 479 47.8 1.351 3.9 8541 109.39 11017 38 37
6694 36.7 361 2829 8.1 5684 82.99 86.75 39 39
14.404 323 322 2431 69 14024 73.76 73.72 36 34
4751 37.1 38.0 3107 8.9 6551 77.00 75.30 38 37
18104 36.7 38.0 2,508 72 24161 8533 82.51 31 29
22504 419 39.7 708 2.0 7444 89.60 98.56 37 38
5124 449 271 2836 81  -4216% 7416 70.95 29 35
19.944 37.7 338 2300 6.6 9.471 116.07 131.97 33 36
34.81¥ 403 456 2155 61 2017% 99.65 100.90 32 34
28324 a7 3.0 592 17 34724 93.55 91.69 20 18
2881 476 27 694 20 4454 % 81.17 79.09 21 26
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Forecasts and Budgets
vs. Actuals

Merge your forecasted and actual data, along with benchmarks or other comparative information, to analyze variances
at the store and SKU level. You can identify changes over time as orders are finalized by capturing multiple versions or
scenarios of the plan and forecast data. This allows you to track and analyze the differences between your projected
and actual outcomes, helping you gain valuable insights into your performance and make informed decisions.

O Easily monitor performance against Forecasts or targets down to Store and Department or more detailed levels
of business performance.

NV Q'

Forecast vs Actual

Forecast vs Actual
20m Forecast  DIff (ForecastPOS % Change (Forecast
Gross  Forecast Gross  POSNet  NetMargin(Thisvs  POS Net Margin[This
7 Date sales POSSales  Margin  Margin Forecast]) Vs Forecastl)
o 012017 16713289 15153183 6024767 4269779 1754988 4110
022017 15364409 14317624 5535700  4,044.485 1.491.225 3687
032017 16837945 15669728 6209888 4418375 1791513 2055
o 042017 17043420 15732526 6430066 4418116 201,950 554
052017 18902670 16713538 7114140  4702.480 2411660 51.28
062017 19128047 17020690 6951894 4795758 2156,095 4496
M
am
012017 0212017 0312017 o0ar2017 0512017 0672017
Total 103989779 94607.288 38266465 26649033 11,617,432 4359
@ Forecast POS Sales @Gross Sales (This) @ Gross Sales (Last) @ Forecast POS Net Margin @ Gross Margin (This) @ Gross Margin (Last)
Budget Vs Actual
storeName
GROCERY MEAT DEPARTMENT PRODUCE SERVICE BAKERY DELI LIQUOR ‘GENERAL MERCHANDISE
Gross Gross Gross Gross Gross Gross
Margin Forecasted Margin Margin Forecasted Margin Margin Forecasted Margin Margin Forecasted Margin Margin Forecasted Margin Margin Forecasted Margin
(5] 1pos) 1pos) 1pos] 1Pos] pos]
StoreName This  Forecast DIff % Change This  Forecast DIff % Change This  Forecast DIff % Change This  Forecast Diff % Change This  Forecast Diff % Change This  Forecast DIff % Change
> (0 store1s 1391808 992026 399782 4030+ 478990 309133 169857 5495+ 637368 423917 213451 50354 788328 685209 103119 15054 527177 201695 325481 161374 126182 98168 28014 28544
> (0 Store12 1138930 818015 320915 30234 546854 259019 287835 111124 518351 284875 233476 81964 543821 376887 166933 44204 415222 161452 253770 157184 102748 91587 1161 12194
> O store10 1202093 825,071 377022 45701 472508 315659 156849 49691 457,248 297,603 159645 53641 70872 50.362 20510 40724 550,738 194,597 356141 18301 ¢ 112655 88690 23964 27.02%
> (0 Store16 894195 642164 252032 39254 449705 239327 210378 87904 339675 215657 124018 57514 263273 25507 37766 16754 383674 144428 239246 165651 114703 89995 24709  27.464
> (0 store03 856920 622435 236484 37674 375752 213212 162540 76234 292551 198746 93805 47204 312306 271658 40648 14964 316967 122230 194737 159324 88350 76217 12133 15924
> (0 Store22 873233 593675 279558 47094 300742 172517 128225 74334 307813 18373 124640 68044 219124 181516 37607 20724 321723 116078 205646 177164 102784 77242 25542 3BOT4
> (O storeta 739870 521366 218504 41914 208768 133961 114807  8570% 240920 146531 94389 64421 426079 338928 872052 25714 358325 130378 227947 174844 6709 53745 13545 25204
> () storett 89283 646217 246618 38164+ 367332 264277 123055 50384 346636 214076 132560 61924 43484 29364 14120 48094 329512 119538 209974 175654 59228 45547 13681 30044
> (O store1s 825919 552096 273823 4960+ 376676 221662 155014 69934 326011 192692 133319 69194 211586 178843 32743 18314 164090 54377 109713 201774 51361 32792 18563 56631

Scenario Modeling

Run what-if scenarios to determine how much to offset supplier price increases,
monitor elasticity changes and project margin after swings in price and demand.

@ SALIENT MANAGEMENT COMPANY
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Industry-Tailored Custom Visuals

Create any possible perspective of business performance

We understand that every business is unique. That's why we offer the flexibility to customize our existing industry
templates to align with your specific needs and requirements. Here are a few examples of the custom templates we

have developed for our retail clients:

High Volume / Low Average Retail High Vol

o View your stores (or SKUs, categories, vendors, and more) in
bubble quadrants to identify members that are performing below
the average. This example shows the Volume vs. Price and Margin

performance among Stores in a Frozen Foods Category. Store 19 000

stands out with above-average Volume and Price with a considerable
Margin. Drill into the details to uncover which items drive this store’s
success and explore further.

Heatmap by:
oiff

2]

Each Column

View department performance in a Heatmap by Store. In this
example, all departments show positive growth in Sales, indicated by woen
the gauges across the top row. The heatmap provides a more detailed e
view and highlights significant drops within specific stores. Store 12 is
experiencing a significant loss in Sales in the Meat Department. Let's
drill into that further and compare items.

Store 12 o MEAT DEPARTMENT

190k

150k

We’ve drilled into Store 12 and can immediately see that a number
of items are down in Sales in the Steaks Category. We can see how
Volume, Transaction Counts, and Margin are also impacted and then
determine adjustments in our pricing and assortment at this store.

Total Currency

100k

0172017

Automated language generates a concise description of changes
in overall performance, providing insights into the top items,
stores, categories, and more that have experienced significant
gains or losses. By adjusting your filters and timeframes, you can
further refine the analysis and regroup the Members based on their

Overall:

o

SubDepartment (Product]: Checked (3)

YTD Department by Location - Select to Open In-Store R

GROCERY

MEAT DEPARTMENT
Gross ales
4 Change

266%

4 Change

242%

5.98%

a14%

1.62% * 1.76% *

This: 2091331

1.57% +
This:2.472.950

131% +
This:2.287.635

oif: 3824
Rowhix 139

331% 1
This 991,758
oif: 31,788
Rowix: 67

3.26% 278% +

Ths 1809572 This 2369.007
0if: 57,136 oif: 63978

oif: 361482
Rowhic 117
1.40% +
This:2.221,928
oif: 30582
Rowhix: 151
1.34% +

This: 2,096,481
oift: 27,727

022017 032017 0412017 0572017

SERVICE BAKERY.
Gross Sles

¢ Change

Category Trend ~ Year To Date

0612017

@ Gross Sales (This) @ Gross Sales (Last) @ Gross Margin (This) @ Gross

category

* Gross Margin has increased $1.1M +

* Gross Sales has increased 1.5M

* Units has increased 267.1K +

* Gross Sales Per Transaction has increased 0.24

* Gross Margin Per Transaction has increased $0.24 +

performance. The automated language adapts dynamically to your
specific context, ensuring that the information remains up-to-date
and relevant.

Gross Margin

M

2 Members are down in Gross Margin [Details]

* M/D LUNCHMEAT is down by $28,178 or -5.07% +
* B/D PASTRIES/DONUTS is down by $11,422 or -2.89% ¥

8 Members are up in Gross Margin [Details]

Select your metric from the dropdown menu, and the ranked lists of
Gains and Losses will update accordingly.

o

@ SALIENT MANAGEMENT COMPANY

B/D ENTREES is up by $224,158 or 20.86% *

B/D CHICKEN is up by $159,092 or 42.75% 1

B/D SANDWICHES is up by $114,588 or 6.23%

B/D BULK SALADS is up by $58,615 or 9.01% 1

M/D TORTILLAS is up by $27,651 or 6.55% 1"

M/D SHREDDED CHEESE is up by $24,809 or 4.86%
B/D BREADS/ROLLS is up by $18,494 or 4.04% 1
B/D SODA is up by $7,939 or 2.87% *
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Driving Data-Driven Performance
Across CPG, Retail, and Healthcare

Salient transforms complex data into actionable insights using industry-specific analytical solutions. Salient's
solutions are more than just products — they are comprehensive, industry-specific packages designed to drive

continuous performance improvement.

")

Our Solutions

Salient's comprehensive retail solutions are
designed to tackle the specific obstacles chain store
retailers face. Harness the power of POS data, cost
information, e-commerce insights, and labor metrics
to enhance operations and decision-making. Optimize
pricing, track inventory, and leverage supplier portals
effectively. Ideal for grocery, food service, and other
retail sectors.

e Qut-of-Stocks tracking/predictions

e  Supplier portals

e  Pricing optimization

Our Technology

Our Platform

Salient has developed a unique and powerful platform

for data-driven decision-making without compromise.

Salient has engineered an innovative platform that

revolutionizes data-driven decision-making. Our

solution transforms complicated data into user-

friendly information, empowering swift, informed

decisions.

e Combine data without pre-summarization.

e Comprehensive data and user management
utilities

e |everage across desktop, web, or mobile devices

e Flexible deployment provides a scalable platform
for future growth

Salient seamlessly integrates with your existing systems, tapping into your databases to unlock the full potential of
your data. The Salient high-speed query server retrieves detailed, unsummarized transaction data, aligning it with
off-invoice supplier funding, financial allocations, labor databases, and cost tables. This comprehensive analysis
empowers you to conduct root cause analysis and gain valuable insights into performance rapidly and efficiently.

e Scales to billions of un-summarized detailed sales transactions

e Runs on standard Windows commodity Servers

e Flexible management options: on-premise or self-hosted with Salient remote Managed Services
e Hosted and fully managed by Salient on your choice of hosting environment with pass-thru pricing on the

hardware hosting charges.

@ SALIENT MANAGEMENT COMPANY
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Example Salient ‘
Retail Clients %

Salient continues to work as a trusted business
partner with retail companies including:

aAssociated Food Stores

T
Wl

an
Analysis-as-a-Service ,,M,k,

Salient helps address your business's specific analytical

challenges in areas such as category management, fre
inventory management, and other key business maﬂeet
processes. We offer customized solutions that enhance
the capabilities of our base product to address your

unique needs. @
FRESH MARKET

Our team can undertake projects based on your

specific data requirements and parameters, providing i n's
tailored insights for a monthly fee. Additionally, we L

offer analytical studies conducted by our consultants,

providing an external perspective on your business maeeys
performance for a similar fee. In the retail industry,

some of our most sought-after custom insights include:

e  Space Optimization/Best Product Mix

e Benchmark Analysis

e  Competitor Sales Comparisons FAREWA!

e Voids and Out of Stock Exceptions/Alerts BN MEAT & GROCERY I
e  Supplier and In-Store Reviews

e Private Label Growth and Share MOTHE](&}

MARRKET s§A KITCHEN

qreat oa chowies overything

A,

NORTH STATE
GROCERY, INC.
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(%) SALIENT

Interested in how Salient can
improve your company'’s sales
and profitability?

Schedule an exploratory call so we can learn
about your unique needs.

Connect with an Expert

203 Colonial Drive
Horseheads, NY 14845 US

+1607-739-4511
+1607-739-4045

info@salient.com
www.salient.com
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