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The Retail 2.0 improvement program’s systematic approach develops measurements,
actions and projects end-to-end. It furthermore ensures implementation governance.
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Objectives and KPlIs set the basis for operationalizing the reviewed retail strategy.
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Improvement metrics are based on the Company’s strategic requirements. The
actual KPIs depend on the Company’s situation, defined objectives and current gaps.
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The comprehensive gap analysis serves as baseline for developing improvement

levers, programs and projects.
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Improvements activities are categorized into quick fixes, transformation and
innovation programs/projects.

Fix mostly existing technical issues.

. ,Quick wins“
Add urgent non-technical features Q

Transform existing non-technical dimensions* to
improve customer experience in shops

Transform

,Change step in performance”

Develop innovative future technical and non-
technical innovations to improve customer

experience in shops »New way of operation”

*Technology will be included as enabler for non-technical dimensions
I
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The solutions tackle all relevant retail areas such as HR, organization, processes,

technology and financials.
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Furthermore, solutions are designed to tackle specific issues, and look at the
greater picture for more revolutionary approaches.
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Shortcomings identified in the “Baseline” phase are developed to solution (prograns——
pillars. Responsibilities are clarified for cross-entity programs via a RACI Matrix.

Retail 2.0
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Monitoring of KPl impact, project progress, Program ROI and risks is an integral part
to the systematic Program reporting.
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Impact-oriented monitoring relies on KPI tracking, milestone plans ensure the

necessary activities are completed on time.

Initiatives, projects,

actions Transformation
Plan how to Management
implement System
targets and
objectives Milestone plans Implemen-
,,,,,,,,,,,,,,,,,,,,,,,,,, P tation
Strategy &
Business
Planning Monitoring &
""""""""""""" P Reporting
Define how to
measure
strategy
execution
Success
(“metric
system”)
® Understand m Forthemesand m Aligned with m Finalize
objectives programs Strategy, m Communicate
® Understand B |nitiatives Performance (“Charter” and
already defined (where Management Kickoff)
strategic KPIs appropriate) and top
management
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The central dashboard summarizes the situation. Detailed dashboards for each KPI=——

integrate KPI performance and program progress into one view.
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Retail 2.0 Program Framework
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Full program governance clarifies PM and line management roles in terms of decisieci——

taking, escalation management, implementation and issue management.

Alignment of top-level <
strategic content

~
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