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Elevating excellence

Take luxury to the next level through

LUXURY BUILT ON PRECISION
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LUXURY CAMPAIGN
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What you'll Introduction
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b. Luxury’s six principles
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Overcoming obstacles
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a. Demand volatility & behaviour shifts
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b. Walking the scarcity tightrope & supply chain fragility

R I I I T T R I T R R I I I I I R I T T I R I R I R I I I T R R R I N T R R I T I I T R R I I I R I I T I I R R R R I I I I I T T T I I I I I I R R R I I I Y

c. Managing global inventory
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d. Sustainability & the second-hand challenge opportunity

R I I I T T R I T R R I I I I I R I T T I R I R I R I I I T R R R I N T R R I T I I T R R I I I R I I T I I R R R R I I I I I T T T I I I I I I R R R I I I Y

Luxury’s holy grail
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a. Mitigating challenges and preserving principles
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b. What to look for in your supply chain partner
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The Blue Yonder experience
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Maintain your principles, elevate everything else
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What we cover:
a. Redefining luxury

b. Luxury’s six principles




Redefining luxury

>

>

Luxury drives innovation. It demands a sense

of exclusivity. It is synonymous with notions of
precision, history and identity. To weave these
elements into products is one thing. To establish
a supply chain that not only maintains those
characteristics, but that actively contributes to
them, is a whole other proposition.

Blue Yonder is developing close partnerships,
opening clear communication, with targeted Al-
driven innovation.

By adhering to luxury’s six overarching principles,
end-to-end, from sourcing to fulfillment and
beyond, the luxury domain has an opportunity to
elevate its statement pieces to new levels. Premium
pricing can become a more strategic event,
unrivalled reliability can be part of the identity,
seamless sustainability will add a new touch of class
to an already premium proposition.

Simply yet significantly, by optimizing the supply
chain, luxury can meet the demands of an evolving
luxury client base and adhere to its six key
principles with even more personalization, character
and intimacy, even in the face of notable disruptions
and headwinds.

e~ BlueYonder




Luxury’s six principles | «» BlueYonder
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Scarcity The experience

Tighter inventory control reinforces desirability and exclusivity, The shop is just as important as the purchase. It’s a whole event

making products feel more coveted. This only works if that tight — an experience that feels more ceremonial than transactional.

control doesn’t accidentally create an availability issue. Precise Much like in traditional retail, a smooth and connected supply

inventory management is a direct driver of scarcity successes. chain is what makes the in-person or online experience possible.

Identity Intimacy

Luxury products are powerful in that they shape a customer’s Personalization is everything. For luxury brands, it always was, even

persona, style and identity. Brand affiliation is a way for those prior to the impact of ecommerce, omnichannel and profile building.

customers to express their values or demonstrate their lifestyle. This personalization inevitably includes expectations around speed, To carry these vital principles into the next
You need to ensure your brand is as efficient, responsible and availability and communication - all of which depend on complete generation of luxury retail, brands should be able
sustainable as possible if you want the modern consumer to align supply chain visibility. to rely on the same mindset that took them to
with your character. the top table of their respective sectors in the

first place. Philosophies of progress, innovation,
differentiation and customer consciousness are all

' ' embedded in the psyche of those companies who
strive to stand out.

Craftmanship Legacy

Moving forward, those same ideologies should be

Precise, rare or elite production techniques are combined with the Your brand has already told a story that resonates, that’s familiar channeled towards supply chain optimization to
use of more ornate and exceptional materials to yield a statement and that has created a legacy. The story doesn’t stop here though ensure the modern luxury consumer is accounted
end product. The stars of sourcing, demand planning, scheduling and and your cultural relevance moving forward will depend on keeping for, and operational excellence in the current

inventory management have to align for these skills to hit their mark. ahead of the curve - digitally, operationally, sustainably. climate is being achieved.



.+ BlueYonder
N

j-:

/ercoming obstacles

"\ e

- What we cover:

a. Demand volatility & behaviour shifts
b. Walking the scarcity tightrope & supply chain fragility

d. Managing global in

e. Sustainability & the second-hand challenge opportunity



Overcoming obstacles

Supply chain disruption isn’t specific to the

luxury segment. For fashion, and retail more
broadly, the matrix of challenges being faced
seems to be growing in volume and risk year on
year. Kickstarted by an unprecedent pandemic
that accelerated already-burgeoning transitions
to a digital/omni landscape, via supply channel
blockages, geopolitical conflicts, price increases
related to energy and materials, and most recently
issues of tariff volatility, we're firmly operating in an
era of continuous change.

For luxury this can either be a substantial challenge,
or a huge opportunity, depending on the ability
to overcome these disruptions. When walking

a tightrope of scarcity and striving to achieve
personalization of both products and fulfillment,
sudden blockages, price hikes or material issues
could be disastrous. However, for those who

are able to not only navigate these challenges,
but augment their proposition to become

more sustainable, reliable, cost-effective and
personalized, they can set themselves apart even
more than before.

The elite brand and exclusive offering becomes one
that can thrive in the most complex of conditions
for the benefit of an even more demanding
customer base.

e BlueYonder

Blue Yonder has waded through the matrix to
pinpoint seven critical areas where this challenge
and opportunity outcome will be decided.

We believe, there are seven overarching challenges
currently putting luxury brands’ principles at risk:

* Demand volatility

e Behavior shifts

* Walking the scarcity tightrope
e Supply chain fragility

e Managing global inventory

* Sustainability

* The second-hand challenge/opportunity

Without visibility of demand, the experience is
threatened. Without accurate forecasting, scarcity
can turn into unavailability. Without seamless
end-to-end connectivity, identity and intimacy

can descend into miscommunication and broken
promises. Without inventory optimization, customer
loyalty is put at risk at local and global level.

All of the above work against a legacy already
built and established.



1. Demand volatility

Demand volatility refers to how customers are shifting their priorities across the
luxury segment, driven by by forces largely outside of their control.

Inherently, when dealing with higher value items, luxury brands are directly

and strongly exposed to global macroeconomic shifts which alter the extent of
disposable income available to prospective consumers. Economic downturns,
China’s post-pandemic drag, inflation, energy costs, tariffs, recessions and more are
meddling with the demand dynamic — and not necessarily just in a negative way.

Yes, for some, it might put luxury on the backburner. But, in doing so, it also makes
such products even more elite, exclusive and a statement piece at a time where
others might be limiting that kind of spend.

Either way, it creates a less predictable market that brands need to be agile to in
terms of forecasting and planning.

e BlueYonder

2. Behavior shifts

There is a changing perception of luxury and what it represents, currently. There has
been a shift towards the idea of ‘quiet luxury’ or ‘stealth wealth’ where consumers prefer
to be less blatant and showy when it comes to the items they wear, use or showcase.
Rather, the emphasis now is on personalization and the experience rather than boldness.

Affluent demographics, and especially younger high-net-worth individuals are opting
for more minimalist, logo-less options, which not only provides an added sense of
unpredictability around demand, but it also requires a rethink around assortment and
even brand storytelling. The experience, as well as the products, must reflect modern
sentiment, and that will all be fed by choices made across the supply chain based on
real-time data.



3. Walking the
scarcity tightrope

One sentiment that is always likely to remain
within the luxury conversation is that of scarcity.

The balance between overproduction and
exclusivity has become even more difficult to
manage. If demand isn’t consistent, then trying
to anticipate sourcing requirements, as well as

inventory capacities becomes more complicated.

Add in the need to walk the scarcity tightrope
and to maintain that feeling of exclusivity, and
the need for precision becomes paramount.

Balancing scarcity and accessibility calls for the
creation of tiered entry strategies that maintain
exclusivity for core offerings, while providing
accessible touchpoints for aspirational clients.
The aim being ongoing efficiency and continued
exclusivity across your offering, without leaving
yourself short should unpredictable demand
cause an unforeseen spike.

4. Supply chain
fragility

As explored above, luxury supply chains are
traditionally orchestrated around scarcity, not
speed. The primary goal is control and the ability to
set your own tone when it comes to brand identity
and the relationship with customers. However, that
control can be taken out of luxury brands’ hands
once outside disruptions have made an impact.

Shortages in ethical raw materials, compounded
by aforementioned demand fluctuations, would
naturally cause misalignments across supply chain
forecasting decisions, exposing luxury retailers

to both reputational and financial risk. Tariffs

are, again, a recent example of how these global
networks can quite quickly be upset, and control
can be lost.

In the past, this fragility may not have seriously
impacted lead times, as speed wasn’t the main
priority. But in today’s retail climate, relying on
customer patience is far riskier. Without an agile
supply chain, control quickly erodes when global
or local disruptions occur.

e BlueYonder
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5. Managing global inventory lueYonder

The global challenge is one in its own right. To try
and envelope all possible impacts under this banner,
you can cite issues of persistent inflation, interest
rate volatility and uneven post-pandemic recoveries
in different regions.

Heritage luxury brands face high exposure to these
global disruptions, but also to the different paces
of change or the different localized issues they're
likely to face. A juggling act develops where they
need to try and portray a consistent, immediately
recognizable brand approach, all while adopting a
more localized, granular approach to operations.

Trends also differ across regions and cultures, even
if the brand interest remains consistent across the
board. The sustainability concerns or stealth wealth
preferences that might exist in some locations,
won't in others. Yet, they’ll still all want the same
luxury brand at the end of it. To be different, but still
the same, calls for new levels of localized, granular
assortment and network balancing, adding extra
complexity to supply chain decisions.




6. Sustainability

7. The second-hand
challenge/opportunity

e BlueYonder

Sustainability has become a key component of the luxury conversation. Luxury clients
are increasingly demanding transparency and sustainability from their chosen brands.
More than that, as is the case in broader retail spheres, these customers are unlikely
to be appeased by casual tick-box efforts.

They will be turning to brands who show sustainability and strong ethical performance
as an intrinsic brand value. This can be proven through traceable supply chains, eco
certifications and full lifecycle responsibility. Brands are already, therefore, evolving
from compliance towards circular luxury models, which ensure the sustainable
practices, materials, fulfillment and end products are part of a longer-term eco model.

Luxury pricing is not merely cost-based but equity-based. It is fundamentally a
reflection of the value that a brand provides to its clients. However, the rise of the
resale market and luxury price inflation backlash is testing this price elasticity.
Brands must now harmonize global pricing while managing perception and
unregulated secondary market threats.

The challenge here comes from a rise in resale and repair risking elements of
scarcity and identity as more counterfeits enter the market. If people no longer
feel like their items are rare, unigue or exclusive, then some of the key principles of
luxury are being undone.

There is however, an opportunity for those who can gain control and visibility
over the full lifecycle of their luxury products. Being able to re-enter products and
make the same luxury impact more than once will be a big differentiator, while
simultaneously adding another feather in their sustainability cap.
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Luxury’s holy grail

What we cover:

a. Mitigating challenges and preserving principles

b. What to look for in your supply chain partner



Mitigating challenges and
preserving principles

A level of digital transformation

Introducing much-needed supply chain innovation without
interfering with the vital human touch and connection that
luxury clients still value.

An ethical, sustainable, circular, endlessly elevated proposition
A new frontier to master is that idea of being elite not just until
the point of sale, but forever after that sale too.

End-to-end visibility and clarity

It's a supply chain attribute that transcends all segments and
demographics, but in a realm dictated by personalization

and brand identity, this ability to know where materials are
sourced from, where they are, the optimal production schedule,
fulfillment date and any other pertinent information, is vital.

New levels of operational performance, quietly delivered
There won't be a need to shout about your new supply chain
performance. Success of the transformation will be clear
through a greater understanding and anticipation of customer
demand, through clearer communication and personalization,
and through more seamless fulfillment of ethically sourced and
delivered products.
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What to look for in your
supply chain partner

A level of personalization you would give your customers
Yes, most tech providers will be delivering services to retail
demographics beyond luxury. Partner with someone who
understands the objectives and requirements of your
luxury operations.

A company that turns complexity into clarity

Luxury usually means global markets which, despite the aim for
exclusivity and scarcity, also carries an inherent scale that needs
to be managed. Your chosen partner should enable visibility, a
single source of truth, simple connectivity and newfound agility
to pivot plans in the face of disruption.

Foresight, to take some of the burden away from you

Demands and behaviors shift, and it can’t just be down to you

to foresee these trends. Your partner should advocate on your
behalf and continuously develop its technologies to remain fit for
your purpose.

End-to-end capabilities, inclusive of the circular element
From sourcing to repair and resale, there needs to be clear data
at your disposal in order to master this new differentiator.

A partner that’s on the pulse with Al.

Inevitably, the required level of foresight, forecasting, pivoted
decision making, scenario planning and seamless data analysis
will involve no small amount of input from Al. From profile
building, to communications, demand, supply and inventory
planning, assortment, distribution and pricing, automated
decisions will keep your elite products moving in an elite way.
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Enabling luxury brands to gain full ~>» BlueYonder
end-to-end control and visibility

Blue Yonder enables luxury brands to gain full end-to-end control and while offsetting the challenges and disruptions that would potentially
visibility — from ethical sourcing and production through to inventory put those principles at risk.

positioning, personalization, authentication and circular resale.
Already, leading names in luxury, are enjoying the marrying of Al

Even as the notion of ‘end-to-end’ has extended in the name of innovation and deep industry insight to craft bespoke supply chains
circularity, Blue Yonder is able to guide luxury brands in this transition, for their purpose — ones that transcend efficiency and become

and in their supply chain transformations more broadly. Our aimis to  tailormade engines of elevated growth. This is something Blue Yonder
preserve the principles that we deem to define luxury as a segment,  can offer with confidence.




We work alongside you from first conversation to long after you go live, as a long-term
partner who understands your world, your future and the critical elements you’ll need to

refine to deliver luxury goods in an optimal way.

Assortment optimization

Tailoring your offering to local customer tastes and demand,
while also taking into account more localized disruptions or
macroeconomic situations.

Global inventory allocation

Balancing your network according to where items perform best,
as part of a more granular operation. Serialized SKU visibility
and regional stock alignment rates are just two benefits of
shifting forecasting logics to be more client-based and enabling
store-to-store inventory transfers prioritized by client tier.

Al-based demand sensing

Al-based client segmentation tools, CRM systems with
predictive analytics, and behavioral clustering models enable
retailers to sense, respond and pre-empt emerging preferences.
Beyond that, Blue Yonder links inventory and merchandising

to dynamic demand models, allows you to deploy real-time
sentiment analysis across social and CRM platforms and
enables VIP personal clouds to guide capsule allocations.

Scenario planning at scale

Be prepared for disruptions, shortages, price volatility or
supplier issues. Plot how to pivot, establish alternatives
without harming efficiency and ensure both scarcity and
speed are maintained even in trickier conditions.

Raw material traceability

Being able to seamlessly trace materials will go a long way

to defining your newfound levels of end-to-end visibility, and
will immediately tick a significant sustainability box too. See
your percentage of traceable products rise immediately with
Blue Yonder, paving the way for increased product lifecycle
extension rates and verified sustainable material usage rates.

Enhanced return and repair control

Authenticate products for return and resale more seamlessly and
frequently thanks to authentication tech (blockchain/NFC) being
integrated into core product SKUs. More than being a sign of
greater visibility and lifecycle control, it also adds an element of
industry security and preserved brand scarcity as you fight back
against counterfeits.

Second-hand market visibility

Gain insight into gray market leakage ratios as well as resale
value vs. retail comparisons to gain even more control over the
second-hand market. Control is even more important at this
lifecycle juncture. This clearer, more accessible data can lead
to closer partnerships with certified resale channels, and Al-
based pricing signals tied to resale data and sentiment models.

Sustainability support

Trusted data around circularity metrics might form the backend

of luxury’s ‘end-to-end’ spectrum, but the sustainability journey
begins a lot earlier than that. Metrics relative to sourcing, materials
and supplier performance will all dictate overall ESG performance.
Define a luxury circular scorecard with Blue Yonder to kickstart a
new, data-led approach to sustainability.

Network optimization

Unify partners on one intelligent network. Al becomes the silent
engine of personalization, trust, and protection, and those
attributes can be embedded into your entire ecosystem as
everyone works from a single source of trusted data to ensure your
brand identity and reputation remain protected long into the future.
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Maintain your principles,
elevate everything else

Talk to a Blue Yonder specialist today to unlock:

| ° [ _ [ ° ®
Real profit growth and margin increase from Personalized demos showcasing solutions for
faster inventory turns, smarter forecasting and luxury fashion, including category management,

seamless fulfillment. returns, network optimization and more.

Tailored implementation and commercial options
based on the specific needs of your sector.

e BlueYonder

Al agents who can be built in weeks to augment
your existing supply chain with precision, clarity,
foresight and care.
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LUXURY BUILT ON PRECISION

It’s time to take luxury
to the next level.

.. Find out how Blue Yonder’'s end-to-end supply chain
‘'solutions can help you turn returns into a competitive advantage.

Learn More



