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Growth Strategies
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First Quarter Performance

20XX ACTUAL

BRAND REVENUES COMP % X.X%

MMU (5 OF SLS) XXX.X XX. X%

PRODUCT MARGIN XXX.X XX. X%
GROSS MARGIN XXX.X XX. X%
SG&A EXPENSES XX.X XX. X%

Content edited and redacted for confidentiality.
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Three Year Plan

XX. X% XX.X% XX. X% XX.X%
XX.X% $XXXM
$XXXM
$XXXM

" NET REVENUES
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GROWTH % 20XX ACTUAL 20XX BUDGET 20XX BUDGET 20XX 3YP 20XX 3YP 3YR CAGR

X. X%
EBIT X. X% X. X% X. X% X. X% X. X% X. X%

Content edited and redacted for confidentiality.
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Brand Identity

Develop our brands’ purpose, vision and values.
What are we trying to achieve, Why are we here,
what do we stand for?

Customer Perception
—\; \’ h() \’ \’ e AI’Q Using our customer analytics and insights,
[ BRAND DEVELOPMENT ] we will craft a brand voice that speaks to our

customers and attracts new ones.

Creative Execution

Our campaign strategies will be guided by our
brand identity in a consistent creative execution
across all our marketing channels.



What They Think

[ CUSTOMER ANALYTICS & INSIGHTS 1]

Why Are They Not Purchasing?

"High prices” was by far the top reason our lapsed
customers aren’t buying more recently. They specified
prices were beyond their budget and they found better
deals elsewhere.

Where Are They Going?

Consistent with the theme of high prices, they appear
to be shopping at competitors who offer lower prices;

including Brand Name, Brand Name and Brand Name.

Top Style Preferences
Updated Traditional (XX%) and Casual (XX%]

The main reasons NEW customers would recommend
our brand are all about the product: look/design,

quality and selection
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Brand

Development
Timeline

We recognize this is a long
process and are committed
to ensuring its success.
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Embrace our Brand aesthetics as the
dominant look for our brands.

Drive radical revolution of key product
categories focused on innovation and function.






