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NEW CHALLENGES IN THE LUXURY INDUSTRY 2

A health crisis which significantly impacts the luxury industry...(1/2)
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A pandemic which A 80% to 100% A decrease in An estimated loss
has begun in an decrease of travel sales of $ 40 of $ 100 millions in
area representing bookings of billions in 2020 2 terms of sales
more than 1/3 of Chinese tourists revenue in China
total sales" (between January & February for the CAPRI
(LVMH, KERING, Hermés & 202001 group
RICHEMONT) (Michael Kors, Jimmy Choo,
Versace)
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https://www.20minutes.fr/economie/2727395-20200226-coronavirus-industrie-francaise-luxe-doit-inquieter-crise
https://www.voguebusiness.com/companies/coronavirus-luxury-brands-impact-sales-altagamma

NEW CHALLENGES IN THE LUXURY INDUSTRY 3

A health crisis which significantly impacts the luxury industry...(2/2)
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Forecast of sales 20% to 30% of 65% of consumers « Darwinian
increase through executed sales reduce their Shakeout »
e-commerce depend on travel expenses in the 80% of fashion
(+18%) & social retail and are now fashion sector ! companies will be in

. distress after 2 months
commerce (+24%)" impacted 2
of store closures due to

COvID-191
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http://cdn.businessoffashion.com/reports/The_State_of_Fashion_2020_Coronavirus_Update.pdf?int_source=article2&int_medium=download-cta&int_campaign=sof-cv19
https://www.mckinsey.com/industries/retail/our-insights/a-perspective-for-the-luxury-goods-industry-during-and-after-coronavirus

NEW CHALLENGES IN THE LUXURY INDUSTRY

...requiring short-term exceptional actions & considering long-term

perspectives

Mobilize around
concrete solidarity

actions

(production of hydro-alcoholic
gels & masks, creation of

support fund)
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Engage clients Get ready for Take the
through digital « Revenge opportunity to
tools Shopping » reset and rethink
(virtual showroom, live events, the value chain of
e-commerce)
the industry
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https://www.youtube.com/watch?time_continue=52&v=t0HzOhlTHPo&feature=emb_title

NEW CHALLENGES IN THE LUXURY INDUSTRY 5

...to maintain the operational excellence and preserve the brand value

Inventory and
management
of unsold items

Cost & pricing

management Pricing policy

Choice of
Reputation business
model

Selectivity
Risk

management
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NECESSITY OF A CROSS-FUNCTIONAL EXPERTISE 6

A bootcamp to strengthen the brand value and to prepare the recovery

RETHINK
Adapt the operational strategies

QO

MONITOR THE REBOUND \
. . REBUILT
Follow up your strategic objectives Int ¢ t00ls & bUSi del
and your measure results % ntegrate new tools & new business models
REINFORCE THE CONTROLS FEEL AGAIN
Implement the adequate controls to Improve your client experience
cover your risks and protect your
brand value
RECONNECT AND BOND
Restructure the CRM approach, exploit data, monitor
CRM to adapt the existing offer and activate your sales
- )
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NECESSITY OF A CROSS-FUNCTIONAL EXPERTISE

7
Reinvent yourself and refocus on operations
O(l Training: Transfer the process to the team
- Test and ajdust
RETHINK
Adapt the Design the corrected processes, tools and
operational dashboards to be followed up )
strategies \
Collect the needs from operation management
and analyze the existing processes:
- Reorganize the priorities
- |dentify the pivots in terms of process and
tools
Translate the brand vision to adapt the )
operational objectives to this new reality )
GOVERNANCE MARKETING SALES PURCHASING LOGISTICS HUMAN RESOURCES IT FINANCE
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NECESSITY OF A CROSS-FUNCTIONAL EXPERTISE

Integrate a clear roadmap to recover

\
S

REBUILD
Integrate new tools and
new business models

1. Define the target results to
be obtain

2. Analyze the existing
processes

3. Design the target process
and define the needed
specifications

= 4 Support in finding the
R  adequate agile tech solution
AV~ 2 provider

~ 12 5. Testthe solution on field and
= Intermediate with the solution
‘X provider

6. Knowledge transfer to the
team

GOVERNANCE

MARKETING SALES PURCHASING

LOGISTICS

HUMAN RESOURCES IT || FINANCE
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NECESSITY OF A CROSS-FUNCTIONAL EXPERTISE 9

Offer new sensations and exceed expectations in terms of client
experience

w How to achieve the wow effect ?

/ Redefine the brand signature of client experience

FEEL AGAIN IMPLEMENT CLIENT CULTURE / Reoffer emotion and exceed customers’ expectations
Improve your client experience / / Put client as a driver of continuous improvement
e MODELING OF / Improve business knowledge of
DEVELOP TOOLS ve busl W
EMBOJIL%EAL each expertise
t | budget (retail
Build dashboards to check the product quality ) /. Structure annual budget (retai

animations, events)
INTEGRATE PROCESSES / Co-create economic model
(business plan) to check project

NN

Elaborate dashboards for sales performance
analyses (weekly & monthly reporting per product
and store for the retail activity)

- . . viability
/ Optimize & iterate customer journey / Build cross-selling procedures
/ Follow up KPIs
GENERAL MANAGEMENT MARKETING SALES COMMUNICATION HUMAN RESOURCES IT || FINANCE
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NECESSITY OF A CROSS-FUNCTIONAL EXPERTISE 10

Tailor your relationship with your customers and increase brand loyalty

RECONNECT AND BOND
Restructure the CRM approach, exploit data, monitor CRM to adapt the
existing offer and activate your sales

MARKETING TOOL CRM TOOL CRM TOOL EMAIL MARKETING CRM PLANNING DASHBOARD

* o7,
¥ 8 ¢ & B &
0 e—
[
DATA INTERFACING DATA CLIENT PROFILING TAILORED ACTION PLAN FOLLOW-UP
COLLECTION RELATIONSHIP
Collect information from  Check the quality of the Make sure that the Ensure that different Ensure that regular ~ Measure the results of
other departments. For data collection customer data is communication communication is the performed actions
example, market share, segmented properly approaches are applied  performed by the sales
client persona and according to an depending on the ambassadors and the
action plan identified persona customer profiles digital marketing team
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NECESSITY OF A CROSS-FUNCTIONAL EXPERTISE 11

DASHBOARD &
Risk prevention: protect your brand value REPORT

- CONTROL

DASHBOARD

A

m Monitor and
Perform the controls
| ] Implement KPIs L follow up

eriodicall
to be followed up beriodicaly

REINFORCE THE
CONTROLS
Implement the
adequate controls
to cover your risks
and protect your
brand value

Assess the
residual risk

Evaluate the quality of the

exisiting process and
control environment

|dentify the risks
by activity

OPERATIONAL RISKS LEADING TO POTENTIAL FINANCIAL LOSSES AND A DECREASED BRAND VALUE

PROCESS BUSINESS PHYSICALLOSS OR

DYSEUNCTIONS REPUTATION REGULATORY FRAUD SAFETY INTERRUPTION DAMAGE

© Abington Advisory 2020 | All rights reserved 7/20/2020 Ab N g t 0 n‘))’

ADVISORY




NECESSITY OF A CROSS-FUNCTIONAL EXPERTISE

12

Drive your strategy and grow your brand value

PROCESS AUTOMATION

P

DASHBOARD

MONITOR
THE
REBOUND
Follow up
your strategic
objectives
and measure
your results

u

MEASURE THE EFFECTIVENESS OF STRATEGIC ACTIONS

g

— TOOLS |—

Follow up of
strategic goals

COMPANY
VISION

&

STRATEGY Issue a reliable

and timely
reporting of
analytical results
—actual,
revision, budget

Identify
adequate KPls
and build
dashboards

GENERAL MANAGEMENT

MARKETING

PURCHASING

SALES

LOGISTICS

FINANCE

HUMAN RESOURCES IT

© Abington Advisory 2020 | All rights reserved

7/20/2020

Ablngtonj)

ADVISORY



ABINGTON ADVISORY: A DARWINIAN APPROACH 13

Abington: a Darwinian approach...

Phase 1

Phase 2

Phase 3

Phase 4

AN 4
SCOPE MEETING WORKSHOPS TARGET ORGANIZATION DELIVERY
+Kick off *Meeting with the stakeholders and DESIGN *Delivery of the final prototype
* Governance the project manager , * |dentification of the improvements in A - Training
* Project management roles *Process and tool analysis process and tools
+ Scope definition *Modeling of the needed
Specifications
* Testing
J J O\ J

A A A A A
g3 g2 §33 po3

Kick-off Workshops Intermediary steering committees

Prototype iterations Final prototype
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ABINGTON ADVISORY: A DARWINIAN APPROACH
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...combined with the implementation of solutions which allow to

rebound quickly

New leads capture and
management

Personalization of client
experience, customer
loyalty and sales
development

Optimization of retail
activity (collection,
stock, commodity flows)

Estimation and follow
up of cost price, margin
per product, pricing

Human resources
management

SAPd cegid sage [N M@ PEGA jedox.

Economic modeling of
projects

© Abington Advisory 2020 | All rights reserved
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ABINGTON ADVISORY: A DARWINIAN APPROACH

Our key assets
HIGH DEGREE OF EXPERTISE

Abington experts support management teams daily and stand at
the forefront of new trends and methodologies

©

A RIGOROUS PROJECT MANAGEMENT

We rely on well-equipped and efficient processes to guarantee
the management of a project at the expected quality levels within
the required deadlines, by mobilizing and if necessary, involving

a large ecosystem

© Abington Advisory 2020| All rights reserved
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A SoLip JoB KNOWLEDGE

EPM Abington consultants all have an experience in operations

and have a strong understanding of the issues by department
(marketing, sales, controlling, finance, IT)

CREATIVITY IN THE TEAM ONBOARDING

We search for the "wow" effect and the good "buzz" in the meeting
or workshop animation, to increase the impact of the message and
the willingness of participation and contribution of stakeholders
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ABINGTON ADVISORY: A DARWINIAN APPROACH
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An agile & responsive company offering a wide expertise range

Xo]

Strategy

Finance & Performance
Management

Digital Trust &
Cybersecurity

0

Data & Analytics

.
8

Supply Chain

L

Digital Transformation
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Marketing &
Customer Experience
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Information Technology
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Change Management
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Abington Advisory
16 rue de Monceau
75008 PARIS
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