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start: Reichsbruecke

Lassalleestrasse

Praterstern 1064 m
870 m Praterstern
375 m
(after start)

finish: Hauptallee/Meiereistrasse

/ 2301 m

Hauptallee
4250 m and 4295 m

Q Lusthaus

210 m









NING SUperpowers by

ratizing expertise and







- - E—)

e agp 3 . -'-
‘l_.
® . —ee e . . * ™Y
.

,\\ y - v \.. N g .:
AR RF S8 iy

" N ; 3
1 . U o k8

]

o

- y Qomnia
Supporting rapid growth "i‘a; SR Omnia helped set up our >3 } ~E
competitiveﬁarketplaﬁ\ omnichannel strategy for Retall PFIClﬂg WarS

- both pricing and marketing. 4 e -
) A report on UK retailer pricing strategies
Their product-focused and
Decathlon S.A. is a French sporting goods retailer. With over
1400 stores in 45 countries, itis the largest sporting goods
retailer in the world. allowed us to reach our

data-driven a pproac h Research by Omnia Retail | December 2018

ambitious growth goalsin a
Challenges highly targeted way
How do you reach rapid growth in a crowded
marketplace? Decathlon NL asked itself this
question in 2015, and ultimately found Omnia asa
solution.
ﬁ Sander Roose v/
When Decathlon entered the Dutch market, it had
ambitious goals: the company wanted to be known
as the best value-for-money sports retailer in the
country, and grow rapidly while remaining

PODCAST

Price Points by Omnia Retail
Decathlon had a detailed plan for its growth, but g & By Price Points by Omnia Retail
lacked the technical and operational tools '

profitable.

2 ” PAUSE OLLOWING O
necessary to reach its goals. The company chose - 3

Omnia’s software to bridge this gap.
ABOUT

Price Points examines the changing world of e-commerce, one episode at a time.
How Omnia Helped

Filtered by All Episodes
Decathlon NL used Omnia’s products to With Omnia's marketing automation suite

automate its pricing and online marketing. Decathlon optimized the feeds to all the TITLE PROGRESS & o
In addition to daily monitoring of pricing data marketing channels and automated bids to Why is Data Important to Dynamic Pricing?

Oct 10, 2019

with Pricewatch, Decathlon used Dynamic Google Shopping. Pricing information was used Dynamic pricing is a tool, yes, and while it's an insanely smart tool, it can only
Pricing to automatically adjust prices accord to push their most competitive products more work with the information it's given. What you put into a dynamic pricing solutio...

to its strategy. aggressi \v'ely. 07 - Are Your Private Label Products Overpriced? Sep 26, 2019

Are your private label products over (or under) priced? Hidde Roeloffs Valk,
Solution Consultant at Omnia, explains how a reference pricing strategy helps yo...



Stay ahead
Of the curve

Subscribe to Omnia's monthly newsletter
and get the latest e-commerce and retail
trends delivered directly to your inbox.







ASSORTMENT

MARKETING
CHANNELS

STORE FRONTS

Retail complexity has increased

3K PRODUCTS
That fit in a physical store

WEEKLY UPDATE

Of one marketing channel
(physical flyer)

PHYSICAL STORE

20K PRODUCTS ON
AVERAGE

across Omnia’s customers,
and growing 20% in the last 2 years

INTRADAY UPDATE

Of over > 50 marketing channels

OMNICHANNEL
EXPERIENCE



Competition more intense

All categories are starting to behave as CE

Average % of weekly price changes over total number of products

29%
27%
25%
22%

20%

18%

Qtr1-2017  Qtr2-2017 Qtr3-2017 Qtr4-2017 Qtr1-2018  Qtr2-2018 Qtr3-2018  Qtr4-2018

——Baby Beauty & Health ——Consumer Electronics

Source: Omnia data (2017-2019)



Competition more intense

Amazon & Alibaba have seized large e-com market shares

31%




Based on the top 100 Amazon
Bestsellers in each of 300 categories, we
see that Amazon has the lowest price In
27% of the products In Germany. In the

Netherlands this 1s 42%




Competition more intense (3/3)
Brands more serious with their D2C channels

19. Dyson Price Match Promise

Our prices are checked and matched daily, so you can be confident you're getting the best price by

purchasing direct from Dyson.

If, within 7 days of purchase, you find the same model advertised at a lower price by Argos, Currys or John

Lewis in the UK, we'll refund the difference.




% of products changed in price

24%

Winners are
more advanced
N pricing:

They change the prices of their products
more broadly and frequently

9%

Winning Losing

m Downwards m Upwards

Source: Omnia & Twinkle data 2018



At first glance both winners & others (all products)
appear to have

Source: Omnia & Twinkle data 2018

WINNING
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At first glance both winners & others (all products)
appear to have the same distribution in price ratio

WINNING

Source: Omnia & Twinkle data 2018



Appearances /e decelving

While being extra aggressive on primary orientation products ( >300 Euro)

WINNING

15% 15% 14%
1%
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Source: Omnia & Twinkle data 2018



Appearances /e decelving

Winners use low price-point products to drive profit (<20 Euro)

WINNING
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Source: Omnia & Twinkle data 2018



High

‘Avoid insult’ ‘Pick Your Fights’

Pricing strategies
should result from
commercial strategy

And be differentiated per category based
on the role of that category

COMPETITIVENESS

‘Generate Margin’ ‘Drive Perception’

Low

Low High

IMPORTANCE OF PRICE

Source: EY / Parthenon



Markets differ f
significantly
In pricing
Leverage this by localizing
pricing per country




% Price upwards & downwards

32%

Pricing
pest practices:.

Omnichannel retailers with
Electronic Shelf Labels (ESLs) are
much better able to leverage the
value of frequent price changes

19%

ESL Non-Esl
® Downwards

Source: Omnia data 2018



' that supercharges
yOUr business with actionable |ﬂ§|ght8
\ and automated acUoms
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Minimize time spent Minimize clicks Cross-domain
in Omnia to act



Based on current
stock level a
product is

likely to go out of
stock soon



Based on current
stock level a
product is

likely to go out of
stock soon



Based on current
stock level a
product is

likely to go out of
stock soon



NATHAN JOHNSTONE BEREND VAN NIEKERK

Omnia’s Chief Architect Omnia’s Product Manager
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Your morning routine




Our morning routine

50~ million ———>

beslist.nl




But wait! ' here's more

% ~20 MILLION




PRICING DATA

PRICING DATA




Observability
Scalability
Resilience
Agility

2 Dropbox







Scalability
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Omnia System ~uiure




Omnia System Observabllity
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Omnia System Scalability

@ kubernetes @




Omnia System
Resilience




Omnia System
Agility




Omnia System oundations
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BEREND VAN NIEKERK

Omnia’s Product Manager
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A digital assistant that supercharges
your business with actionable insights
and automated actions.



A digital assistant that supercharges
your business with cctionable insights
and cutomated actions.






Data | O O O O O > Actions



Internal data
connections

Actions

Import mappings

@® Required fields @ Optional fields

Import fields

DESCRIPTION SHORT
BRAND

Mapping / Calculations

[ID - Demo webshop sheets]

makeean([EAN - Demo webshop sheets])

= [SKU - Demo webshop sheets]+"_'

[Product_name - Demo webshop sheets]

[Description - Demo webshop sheets]

[Brand - Demo webshop sheets]

LOG OUT

DEMOWEBSHOP

» IMPORT GROUP

Records: 60 Lastupdate: 10/21/19, 6:04 AM  Duration: 12sec SUCCESS

C UPDATE FEED DATA



External data

Actions

connections
O @
(OOO

Product & Pricing Information

COMPETITION DATA PRODUCT INFO PRICE CALCULATION

Price
comparison
website
connections

Oct

o1 Isep15  [Sep19  [Sep23  [sep27  Jot  loctos  [octoo

Shopping,
Amazon,
Ebay

€679.00

Direct
Scraping

9




Commercial
Strategy

l O O @

00O

Actions

:€ Override: High

High Stock Electronics produ

Mid Level Category is equal to Electronics

Id

SKU

Model Id

m Product Name

Description Long

THEN APPLY ACTI( Description Short

Adjust to main compe Brand pplied

Supplier

Apply 30% margin pric Shopname

° Category Path

Top Level Category

PRICE CHANGE DONE



@)

Q

Perform all
calculations

Actions




Exports

- O O O O @ —— Actions

LOG OUT

h import field Records: 57.988 Last update: 10/15/19, 7:44 AM  Duration: Tm 25sec SUCCESS

Feeds mapping

® Required fields ® Optional fields

Export fields Mapping / Calculation

(1d]

[Price Advice]

= if([Selling Price]>0, round([Price Advice]/[Selling Price],5),1)

Performance [Date]
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Multiple times a day

Full assortment

o

> Actions




A digital assistant that supercharges
your business with cctionable insights
and automated actions.



Actionable Insights

USER
MANAGEMENT

DATA
VISUALIZATION

PERSONALIZED
UX

Understand the role of Provide relevant insights Enable that user to act

your user so you can to that role upon that insight within
tailor your message a few click






User
Management

01 _ Pricing access split

0 omnia <€) Settings

Dashboard USER SETTINGS ACCESS ALERTING
Connect
Marketing

Userna

Pricing

Pricewatch Confirm Pas
Reports

Performance

Settings

University

4 Status

@ Hidde

Jersion: 1.1.420 €  demoextern

Connect

Marketing

Pricing

Product overview m
Pricing strategy m
Pricewatch export ': iz.
Reports

Performance

Settings

BEREND

Read & Write

All

LOG OUT




User
Management

OmniUniqueld
Filter Current price-ratio customer vs average market Omnia Portal - Shop A~ NL
Omnia Portal - Shop A - BE
oot pverage posir rage e ot Omnia Portal - Shop A - DE
o os
Omnia Portal - Shop B - NL
Omnia Portal - Shop B - BE
Omnia Portal - Shop B - DE
Omnia Portal - Shop B - GB

All mid level categories

2_ Multi-portal login

All bran:

Show only matched products

£
]
H
3
2
5
s
H
2
E
H
z

Hide products with no

Hide products with zero sales last 4 weeks

Clear all filters -ﬁnup'oaueu
e-ratio customer vs Average market (in %)

A0 reculte




User
Management

Single Sign On (SSO)

(3. !Identity management *
- Top level security features



User
Management

l

ACCESS CONTROL

|

04_ Role based access control @







X ¢

2

Top lists of products Aggregated insights Comparable time
periods
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INSIGHTS ADJUST STRATEGY

I |
lnllp >

Relevant Minimal amount
of clicks



Relevant




Minimal amount of clicks

€€€ > €€€\

PRICING
MANAGER

3




Foundations User Data Personalized
Front-End Management Visualization UX

O O O O
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