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Our Mission

To be the #1 Youth Brand in India
offering of the moment fashion
at affordable prices.
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OThe future of fashion I
what 0s worn; 1t0s about
and why. And In this narrative, 16 -25
consumers hold the pen, crafting
fashion stories that are vibrant,
Inclusive, and unapologetically
expressive.o

Abhishek Maloo, Senior Director Flipkart Fashion



MACRO ECONOMIC

FACTORS

Gen Z spending projected up to $930 Billion USD in 2025

SPLIT OF GEN Z SPENDING POWER INTO
DIRECT AND INFLUENCED SPENDS

Jo6M

Millenials

246M 1981-1996
159M

1965-1980

Silent Generation
and Baby Boomers
1928-1964

. Direct Spends Influenced Spends

o 207

$1308B (7%)

$1.4T

$6308B (47%)

| $1.8T (93%)

$660B (77%)

$7308B (53%)
\ $200B (23%) ‘
25% 36% &% Current 2030 E 2035 E

‘ | % GEN Z IN THE WORKFORCE

Current 2030 E 2036 E In 202.5, Gen Z's direct spends.. H:FI" amount to ;$25£JB or 27%
of their total spend - the remaining 73% to be influenced
*Direct Spends: % Gen Z spending their own income SOURCE: Boston Consulting Group
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*Infl uenced Spend: % Spend by parents and family with Gen Z®s, directly influencing the purchase deci sion



MACRO ECONOMIC

FACTORS

Over the past few years, Gen Z's shopping habits have undergone a
remarkable transformation They gravitate toward brands that
resonate with their preference for authenticity and relatability
Additionally, their relaxed fashion sensibilitiesemphasize comfort and
convenience, influencingtheir purchasing decisions.

They don't just wear clothes® they turn fashion into a form of self
expression They actively reject conformity, embracing bold, unique
styles that reflect their individuality When it comes to shopping, they
strike a balance between quality and affordability, seeking out value
without sacrificing their sense of style.

A 377M makes Gen Zers the largest generationto ever live in India

A 1 of 4 is alreadyin the workforce and in the next 10 years every 2nd

Gen Zer will be earning.

A They already impact $860B of consumer spending set to increase

to approx. $2T in the next 10 years.

A From snack to sedans, Gen Zers impact almost every second

rupee spenttoday across categories.

youstac

| FASHION AND LIFESTYLE

Overall consumption o )
spend in India $I°0 - II“B q% ] Gen Z driven spends

| TRAVEL AND VACATION

overalconsumpion $100) _ {8OB | 47% |~ cenzariven spens
spend in India

| BEAUTY AND PERSONAL CARE

Overall consumption 15 - zoB
spend in India

Gen Z driven spends

| VIDEO OTT

Overall consumption 0 5 - IB . q% + Gen Z driven spends 0 3 - 0 SB
spend in India . . .

| PACKAGED F&B

Overall consumption )
spend in India $70 - 753 45% Gen Z driven spends $30 - 358

| CONSUMER TECH DEVICES

Overall consumption 45 - 508 . B ] 20 _ 258
spend in India $ 45% Gen Z driven spends

| EATING OUT AND ORDERING IN

Overall consumption . . . ; I;E
spend in India $70 - 758 Gen Z driven spends $30 - 358 i F

SOURCE: Boston Consulting Group
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Access to Information - 16225-year-o | da@sa digitally native generation
characterized by pragmatism, social consciousness, and a keen focus on
trends. With unparalleled access to information, they are drawn to brands
that actively share meaningful content on social media and foster transparent
communication.

A1 ma k Diversity & aL Y wmnE:
traditions Inclusion Authentic,

Emphasison Identity - For the 16225-year-o | df&hkignis a medium of self
expression and individuality This generation values the freedom to define Nostalgia -
their personal style, often rejecting traditional fashion norms to establish new 38 % Authenticity
trends that reflect their uniqgueness 5%
eEL TS
g2NI RQa

Alignment with Ideology - Activism is a cornerstone of the 16225-yearo | d ® s :

. but | remain
C 0 n s u ne¢hos® Bhey expect brands to demonstrate authenticity and LI2 & A i
accountability, particularly in areas like body positivity and inclusivity. The .
growth of the unisex market has challenged traditional gender norms in Pride in Local Culture
fashion, while a revival of nostalgic styles, particularly the Y2K trend, has Environmental 5
become a defining feature. This blend of past and present reflects Gen Z's 95 %

unique approach to fashion, where they embrace both nostalgia and Cansaeusiness SOC.IaI
innovation 2% Justice

62 %

Focus on Introspection - Mental health and well-being are paramount for the
16225-year-o | dd®mssumer. They actively advocate for mental health
awareness, challenging stigmas and fostering open discussions on topics Affordability

PURCHASE
DRIVERS

once consideredtaboo. WLl
Political Balance
Awareness 2%

Price 60%
Shared Values 18%
Social Media Prescence 9%
Friendsdd influence 7%
Other 6%

SOURCES: Boston Consulting Groupinsights.paramount Deloitte, McKiigey,
Explodingtopics SurveyMonkey,moneycontrol, acara solutions,Livemint
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Initial Findings
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Yousta’'s first level concern is saliency 2>
the brand needs to reach consumers
through activations
Once aware, the brand shows sirong
conversion to first level footfall

While Trendy collection is available in
Yousta, more focus is needed on micro
frends within Trends as shoppers seek
those specifically
Color options are considered vibrant
and sometimes flashy/gaudy with
limited pastels and neviral tones >
these need to be increased

Current assortment of ethnic wear
ventures into territory of mainsiream
brands (Pantaloons, Trends), the
relevant TG shops and seeks more indo
western styles and unconventional
silhouettes

Since the GenlZ literacy in fashion is
evolved, Yousta should position as a
fashion expert with collaboration with
fashion forward influencers,Pintresty
styles, on frend merchandise and the
right product descriptors

While Yousta's quality is appreciated
over Zudio’s, this needs to be capitalized
on as this is a point of dissonance with
Zudio
Yousia's price point is directionally
higher than Zudio’s, can be justified for
beiter quality product?

11
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. ASPIRATIONAL
Western + Ethnic Western

JACK S FOREVER 21
JONES

HHHHHHHHHHHHHHHH W

lifestyle |

-
MAINSTREAM TRE

-
HIGH FASHION TREND

youstaec

By its ethnic wear collection, Max &

youstae

Trends are viewed as pillars of By its westernwear collection,

comparison te Yousta

@ Zudio is viewed as pillar of
comparison to Yousta

ENT THIH TALO &

LOCAL/REGIONAL
BRANDS

Western H Ethnic

Western

i |psos 2024 -.!.Ilrl'EI'.E reseresd. Contsins Iasos” Canfidentis] and F'r-:lpriEErlr imformatiaon and mriay ROt De discls=d or reproduced withioaut thie pﬁurEEi'r'.en cansant of lasos. .

i Ipsos | 5=ri:=_14-u4'.r4-‘.&|:-1| Inzos Report | September 2024 | Wearsion 1| Cli=nt & Intzrnal Us= only

To date from a customer perspectiveYoustalacks brand recall + Is still not seen as
a destination for fashionable products as compared to the competition 12



youstac

WARDROBE CONSISTS OF A MIX OF FUSION/ INDO-WESTERN WEAR AND WESTERN
WEAR

*Images of respondents
Typical items in their regular oo "
wear closet: This consumer set, does not wear as much traditional

ethnic wear- that is, full suits/ sarees

Females:
*  Skirts-varying 'le"gthi' * Indo-Western wear forms a substantial portion of
t irt :
. :‘ :;ir\:;orn AISHBNE SIS wardrobe for Chennai, Kottayam and even some
o Shirte Hyderabad females
* Tops e Qutfits such as Kurta’s/ Kurti’s with Jeans/
*  Tunics :
Palazzos or leggings
* Jeans
* Leggings
* Palazzos _ . _
e Drocces  Evolving and expanding portion of Western wear —
especially those ‘pieces’ that are currently trending
faies _  Tend to pick more everyday wear or casual
e  Shirts ; ; ,
e Tshirts looks’ and product — more than the dressier
e Jeans occasion wear trending picks
e Shorts

. Trousers
* Hoodies/ Jackets

ential and Proprietary information and may not be disclosed or reproduced without the prior written consent of Ipsos..”

19
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WESTERN WEAR (WOMENS): ZUDIO IS VIEWED AS MORE TRENDY

Trendy, very youthful in terms of

colours, for more casual yo u Sta ¢

occasions

Trendy, Versatile, fits all

ZU) dio occasions

* Wide product range covering: across casual wear & formal wear - such as
Dresses, T-shirts, Crop tops, casual tops, one-piece, skirts, overcoats,

baggy/ wide jeans, trousers etc -> Caters to different occasions Product range: Like men’s range, viewed to be skewed towards Casual wear.

e Styles & Design: Type of products: gym wear, loungewear, casual tops, jeans, beachwear,
« Variety within each type - variations in colours, prints dresses, skirts
* Different kinds of trending as well as mainstream cuts/ silhouettes .

Styles and Designs: Limited availability of Micro Trends — ex- have crop
tops and some variations, but not corset tops; limited collection of Coord
sets in westerns and even ethnic

» Covers micro trends - trends within trends = Different styles of
Cargo pants such as regular, Carpenter styles etc
* Colour range diverse & extensive - Covers neutrals and basic as well as
having some unusual colours such as Mehendi green = Cues Versatility, fit
with multiple occasions

Zudio is as per current trend but Yousta does not have much trend for

college students and family...Their style is different. If they are taking t- Tfh e neon and pastel colour tops are very rare to
shirt then they want to wear it and go to college and stay in the house find. 5o, they have attracted me in Yousta.- SOB
and even hang out very well- SOB User Younger Age Male Mumbai User_Old_ Female _ Hyderabad

or reproduced without the prior il.réitten consent of Ipsos..” m 14

© Ipsos | Series_24-047448-02| |psos Report | September 2024 | Version 2| Client & Internal Use only
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ETHNIC WEAR (WOMENS & MENS): YOUSTA PERCEIVED TO HAVE A WIDER RANGE OF
OPTIONS, HOWEVER NOT A DETRACTOR FOR ZUDIO

Furthermore, both brands are perceived to primarily cater to women- with negligible offering for men

limited collection -

* Typical Kurta’s and Kurti’s — similar patterns and designs to what
they see in other brands

* Fusion wear- few options, not a very diverse or wide collection Co-
ord Kurti sets, tunics and some ‘ethnic’ dresses, Palazzos
* Good collection of Coord sets

Men’s wear- very limited collection

“In Zudio, | have never checked the traditional wear
collection. This is the first time, | am checking because |
saw ethnic wear in Yousta. Otherwise, | don’t really buy
ethnic wear in Zudio. Its mostly for my casuals like shirts
and jeans.” - Zudio User, Middle Age, Male d may not L

© Ipsos | Series_24-047449-02 | Ipsos Report | September 2024 | Version 2| Client & Internal Use only

youstac

Considered to have a wider collection than Zudio

* Similar in type of products available — Kurta’s, Kurti’s, Ethnic Co-ords &
Dresses, Palazzos

* More extensive variations and variety within this — hence a potential
destination to shop for Indo Ethnic as well

“In Zudio, they have a decent range in ethnic, like | saw
some kurtas in long and half formats. But they don’t have
much for like weddings and big occasions. Its more like
casual celebrations type of wear” — SOB User, Younger,
Male, Mumbai

| like the Kurtas in the Yousta store, but they don’t have

the type of sleeves | am looking for. | cant wear
sleeveless to college, | wanted 3/4" sleeves. “— Zudio
User, Younger, Female, Kottayam 15
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WESTERN WEAR (MENS): ZUDIO IS PERCEIVED TO BE TRENDIER

Wide product range covering: casual, formal, party, gym wear etc - caters
to multiple different occasions and needs
Styles & Design:

* Variety within each type = such as prints in shirts as well as solids

* Covers micro trends - trends within trends = Example: Cuban collar

shirts + Chinese collar + regular collar

Colour range diverse & extensive - Neutrals (whites, gray, black, etc) as well
as vibrant colours, with variations in shades (Hues of orange, yellow,
brown) = cues versatility for styling across occasions
Formal Wear: Not a very extensive range, however perceived to be
adequate

The T-shirt colours were unique in Yousta. | have never seen a t-shirt in
such colours before. They used double colours like green and yellow, sky
blue, avocado greens - very flashy colours. If | am looking for those
kinds of trendy items, then Yousta is my go to place - Zudio User Middle
Age Male Chennai

In the Yousta store, | saw hoodies in Avengers theme. | really
liked that. Wolverine versus Deadpool has releases, so | am
hoping they will have it the next time | come. | wanted to buy
it. I have not seen something like this in Zudio- Zudio
User Middle Age Male Chennai

youstac

Product range-> Oversized tees, shirts, trousers, hoodies, jackets, jeans etc =
Similar to Zudio

* Styles and Designs: Varieties in some products, such as T-shirts: crew neck,
round neck, Plain, Graphic and Pop-culture themed

* Lacks micro trends within a type

*  Colour combinations perceived to be unique/”Funky”— Ex. avocado green,
zesty orange etc = However, limited in neutral colours — esp when
compared to Zudio

* lacks options of neutral toned shirts & pants compared to Zudio and over
killed on Vibrant and gaudy colors

“I wanted to buy this cargo pants with multi-
pockets because that is the one that is latest.
But | could not find it in Yousta” — Yousta
User Middle Age Male Mumbai

16
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Recommendation: Y o

AS A ‘ME-TOO’ BRAND TO ZUDIO- YOUSTA NEEDS TO CONVEY GENZ
ORIENTED AND FASHION FORWARDS PRODUCTS

Providing both Ethnic and Western wear in equal proportions will
lead to a confused slotting of the brand in consumers mind

e Current Ethnic offering not viewed to be Trend forward or GenZ
oriented = hence contradicts the brands intended positioning
as a ‘me-too’ to Zudio

* There is need therefore to re-assess whether providing a
selection of Ethnic wear is the right course of action for the
brand

* Yousta’s current Ethnic wear pushes it more towards a Max
and Trends rather than Zudio — not a space intended

© Ipsos 2024 - All rights reserved. Contains Ipsos' Confidential and Proprietary information and may not be disclosed or reproduced without the prior ;.réitten consent of Ipsos..” & 17
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YOUSTA PRODUCT PRIORITIES

3 STAGES OF DELIVERY:
V  Put out the fires
A Immediate actions to resolve current issues
V  Fix the basics
A Embed solid foundations and operational discipline
V  Build for the future

A A brand that wins in the market and creates profitable, sustainable growth

PRODUCT



PUT OUT THE FIRES

Complementary customer strategies must be executed to win together

FROM INTERNAL LENS FROM CUSTOMER®S LE S

C Overstock position from SS24 means:
C This leads to the customer thinking o¥ousta

- Seasonally inappropriate product as.
- Lack of true newness
- Missing key fast fashion trends - Confused, with a lack of clarity on that A Stock liquidation
- Providing an inconsistent offer across the brand stands for? Is it an ethnic or A Re-planning SS25
stores western wear brand? Gen Z or family? A Placing OTB
| _ A Embedding initial ways of
C Weak online - Having a lack of understanding of working

fashion trends

C Planned to have the same proportion of options -
in women®s western vs | n-dilagkingiykrapg recall andreach

- Perceived as expensive

PRODUCT
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FIX THE BASICS & RE -ESTABLISH THE BRAND

Brand strategy Product strategy Merchandise planning VM strategy Marketing Feedback learnings

A Plan and execute A Listen to customer,

across the selling
channels, both stores
and online

A Create a cohesive end
-to-end marketing
strategy to build and
grow customer

A Integrate product and
VM to reach and
communicate to right
customers in stores

A Build customer centric
product strategy

A Agreed customer
product position to
support market and
F&L differentiation A Refine the product

A Trade hard and
feedback learnings

KEY SUCCESS
ATTRIBUTES

A Finalize brand
strategy to ensure all
touchpoints cater to
the target customer

ranges to ensure
ranges cater to the
target demographic

Build a robust vendor
base to ensure
flexibility in the buying
model to cater to
customer needs

awareness,
consideration and
loyalty

Grow collaborations
with brand partners
that resonate with TG
to expand brand
awareness

A Embed operational discipline and consistent ways of working to drive planninggour and conscious decision making
A Build a motivated team with accountable org structure with clear RACIs and KPIs where everyone understands the role they nulsy to deliver success
A Embed a data driven approach to decision making including the use of systemic management information and reporting



WHO WE ARE...

YOUSTA IS:

A A mono-brand retailer.

V Will build emotional connection with -Yo u s ®layr ¢

consistently delivering our brand promise, thus giving
a reason for customers to return time and again.

A An omni-channel brand:
V We communicate with one tone of voice and sell
across all relevantoffline and digital channels

A A brand that sharply caters to the target audience
V We place western wear in the front of the stores,
seamlesslytransitioninginto Indofusionand Ethnic
V We adopt fashiontrends early in the lifecycle
V Offers newness, always

A A brand that has clear pricing to offer value for money:
V Keeping 3-4 max. price points per brick with clear
product differentiation
V We will have lower entry price point than competition

YOUSTA IS NOT:

A A multi-brand retailer.
n To support building brand recall over time by
serving all lifestyleneeds of young teens and adults

A Offline-only brand:
n Will limit the business potential of the brand by
underserving target customers, who are digital
first.

A Family Retail Brand:

n This will reduce our ability to make strategic
choices of range planning, fashion trend
positioning, store  experience, marketing,
communication, and in turn reduce our market
differentiationand growth potential.

A A brand with traditional design sensibilities
n This will not support market differentiation and will
alienate the target demographic.



BRAND STRATEGY

Price

Rs. 249¢

g

g

Rs. 149¢€

youstac

)

Sophisticated, premium, fashion for men, women
and kids

Rs. 999 e

youstae

The latest fast fashion trends
for teens and young adults

N

PN

Familyfriendly shopping destination
offering quality fashion and wardrobe
stables at affordable prices

15 yrs.

20 yrs. 25 yrs.

30 yrs. 35 yrs. 40 yrs. Older shopper
40+ years old

Target customer group



BRAND STRATEGY
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ADOPTION CURVE

Innovators 2.5% of population
A Experimental adopter of new fashion
trends

Early Adopter: 13.5% of population
A Opinion leaders in the diffusion
4 process they follow innovators
implementation and adoption of new
iIdeas, and they mark the tipping point
from a minor to a highly visibletrend

Early Majority 34% of population
A Adopt trends as they see them
becoming prevalent in early adopters.
While socially active they are not
opinion leaders and will stick with a
trend for the longest 2 key for
profitability

AZORTE
O TRENDS

Adoption

Late Majority 34% of population
A More deliberate and skeptical in their
decisions, they adopt trends when
they are fully established but drop
them the quickest

Laggards 16% of population

A Most traditional and reluctant to
change, their adoption shows that a
trend has reached a limit and there is
no further potential

A\ 4

Innovators  Early Adopter Early Majority Late Majority Laggards
Time



@ TRENDS

OTRENDS
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Premium quality kids clothing

youstac

Sophisticated, premium fashion

- /

=

Kids clothing, footwear,

~

Wardrobe essentials

) Wardrobe essentials,
across clothing,

Destination for clothing &

Babywear underwear & nightwear underwear & first work outit, footwear needs
: . : footwear, underwear &
nightwear including .
first bra nightwear

4 A
Offers convenience of Destination for latest
shopping for kids fast fashion products

\_ )

Newborn 2 to 8 yrs. 9to 12 yrs. 13 to 22 yrs. 23 to 30 yrs. 30 to 40 yrs. 40+

Customer Age



youstae
FIXING THE BASICS 0 PRODUCT STRATEGY

Complementary customer strategies must be executed to win together

A A brand that is designed, developed, bought, executed and traded by a team who have a deep understanding, and
Expertise are seen as the market experts, in 16 to 25 yr old fashion in India covering their apparel and rayparel needs and
wants

A Provides true choice, ensuring all product categories are available in all stores and online

Omni-channel . : : ..
A Communicates, executes and sells consistently across all relevant offline and digital channels

Ruthlessly targets the needs & wants of the 16 to 25 yr old customer, unashamedly ignoring other customers
Confidently places western wear in the front of its stores and lead online

Delivers fashion trends early in the adoption lifecycle

Offers newness, always

Is fun, brave, confident, has personality and the element of surprise

Customer-centricity

o To T T I

Max. 3-4 price points per brick, each with clear product differentiation, with everything under Rs. 999

Ensuring entry price points are in line, or lower, than the competition

Offer trusted value through a consistent price file across all channels with no discounting outside Mid or EOSS
Drive full price sell through

Offering affordable
pricing

o To T o



FIXING THE BASICS 0 PRODUCT STRATEGY

Complementary customer strategies must be executed to win together

A A mono-brand retailer which builds an emotional connection with its customers driving recall, association and loyalty
Branding A Create -famous for® product | ed destinations which ar
A Compl emented by inspirational -must have® coordinated
A Apparel led but supported with credible offers across, footwear and accessories
Sellt ETEE A Till point_pick up items at 99Rs or under to drive increased basket size
A Introduction of beauty
A Serviced footwear with dedicated trying on seated areas
A Continue to elevate trims, detail, packaging and util
Made well A Ensure product is well made with consistent fit
A Drive authenticity and relevance for the target customer
A Reduce salesfloor options by 10% to 15%
A Utilize these options to create a range which ensures 85% of the offer is consistent across all stores but caters for
regional/ catchment needs e. g., Indofusioar wear, Dbal ance o0
. A Weekly newness of circa 100 options
ProductLifecycle & Min product lifecycle planned for 12 weeks, driving ranking, depth, availability and allowing sell through
product lifecycle planned for 12 weeks, driving ranking, depth, availability and allowing sell throug
A Targeting of key events and marketing moments for the target demographic
A Core fashion essentials that can run for 6 to 9 months on tables / browsers



MENOS WEAR

WORLD

Menswear World

Product led destinations across e.g. Denim, -Bhirts, shirting, bottoms, fashion essentials + activewear

Complementedby | n s pi r ataivoedrdinated-top todok looks

Introduction of contemporary urban Complementary Range of Festive relevant Fusion wear to
streetwear assortment Soft Formalwear complement main range at the
appropriate time of year

Comprehensive Essentials Innerwear Range to complement clothing

Supported by a comprehensive coordinating range of Fun Accessories to targstiniso+ Co-ordinating
Footwear

youstac



WOMENOS WEA

WORLD

youstac

Women®s Wor |l d

Led by western womenswear in all stores

Product led destinations across e.g. Denim, -Bhirts, shirts, dresses, activewear + Fashion essentials

Blended displays ofindo-fusion and westernwear to create Reduced levels of traditional Indian ethnic wear
modern solutions for traditional needs

Complementedby i ns pi r ahtaiveededinated-top totoe looks

Comprehensive range of complementary sleepwear catering to the Intimates Range to complement clothing
customers needs

Supported by a comprehensive coordinating range of Fun Accessories to targétiniso+ Co-ordinating Footwear &
Beauty
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Kidswear
Range Capped
to 8%-10%
Age 0-12 years

Product led destinations across e.g. Bottoms, Party Dresses, Licensed + Tables

, [ e
w101 | Wy e B
[P ) '_'Mm-i L.,

DES

Compl emented by inspirational -must have® coo

Capsule of Festive relevant Fusion wear to complement main range at the appropriate time of year

Comprehensive Essentials Range to complement clothing
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CUSTOMER LED MERCHANDISE MODEL

C Seasonally utilize Macro Economic, Consumer Macro
Trends, Localized Customer Research and Trend
Forecasting to build brand and merchandise strategy

C Learn by enhancing robustness in
identifying good, better, best options basis
cash value, selithrough, rate of sell and

customer feedback @Ajio and stores) Customer C Embed systems to objectively

research select designs through A/B

Incorpor mer f K from r . e
& corporate customer feedback from Store testing utilizing Instagram, brand

Z NPS to improve shopping experience partner influencers + seasonal
customer panels
C Incorporate relevant customer
Trading Product feedback from Google reviews,
. . development Instagram into WOW
C Profile the stores basis area to
maximize sales to space efficiency C Create events/occasions
FIElEEs SRgEns calendar relevant to TG marking
. the ones that brand should be
C Tweak 10-15% assortment catering to oresent in vs the ones with high
the location nuances, events decibel engagement
& LSUErnE growing ailling t_r endﬁrSt C Adjust range assortment mix based on
market by cataloging and listing all consumer data and key trends
options on Ajio . . :
Merchandising Buying
. C Bet on emerging trends differentially
G Market and communicate to the basis expected ROS and defining
consumer based on Macro Trend oroduct into core vs fashion
Research

C Evaluate the success rate of options
buy vs sell weekly
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WHAT DOES THIS DELIVER

{1 Planning and buying process, ensuring alignment of sales and buys and depth of buy at option level

{ Critical path adherence, ensuring products reach stores on time without missing seasonal moments, events and festive
periods

{1 Ensure size level buying and allocation is reflective of customer needs to maintain relevancy
1 Establishment of an operating rhythm & routine across week/ month/ quarter/ seasonal/ annual periods
{1 Ensure store space is traded hard and reflects latest trends

1 Ensure rigour in Space planning from gross selling footage to net selling footage, the allocation of equipment, option plapni
store fill rates, SPSF, GMROF and stock turn

1 Option planning, phasing of newness, product lifecycle and end of life planning including processes for dealing with
underperforming options




SUMMARY CONIT.

youstaec

Alignment of VM and Marketing with the product team allowing seamless planning and execution for the customer in line with
the customer product strategy

Standardised planning and review templates which deliver a depth of analysis, understanding and conscious decision making

Understand the product supply base strategy and create vendor capacity planning capability to drive margin and OTIF
delivery at 90%+

Fabric and trim strategy which enables flexibility and trading capability
Supply chain discipline through regular reporting of performance v SLAs which should be aligned to business priorities
Adoption of Impetus tools, roadblocks and process designs for speed and agility

Establish ways of working which drive performance across online and offline selling channels



MACRO
TRENDS
AW25 | SS26




1. MEGA -TREND
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NEO-ALTRUISM

Thistrend focuses on the idea that true fulfilmentcomes from creating lasting,
positive impacts on others. In a world full of uncertainty, consumers are
Increasingly balancing their personal needs with the wellbeing of their
communities This shift is reshaping how we view identity, community, and
shared experiences, as people seek to make meaningful contributions to the
greater good. Thinx with its period-proof underwear, promotes sustainability
and addresses period poverty, while Down to Earth with Zac Efron highlights
how personal choices impact global issues Both emphasize the growing
connection between personal identity, social impact, and community well

being.
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1.2 THE AUTONOMISTS

https://www.thinx.com/
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Down to earth with zac efron



https://www.thinx.com/
https://www.youtube.com/watch?v=oMzYiY5wcHU

1.1 SUB -TREND
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PURPOSE DRIVEN

The Purpose Driven macro trend merges selflessness with
empathy, where brands like Bombay Shirt Company and Wildcraft
prioritize sustainability and community well-being. Bombay Shirt
Company empowers artisans through fair trade, while Wildcraft
promotes eco-friendly products and supports educational and

social initiatives, benefitingboth society and the environment

| ( THINX NEO-ALTURISM SUB-TRENDS :
B () 1.1 PURPOSE DRIVEN

1.2 THE AUTONOMISTS

https://www.bombayshirts.com/ 37

https://wildcraft.com/




