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WHO WE ARE

established in 1984
three regional hubs in Asia, Europe, North America

multi-national, multi-cultural teams across 5 brand
units

experts from a wide range of disciplines and
backgrounds
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WHAT WE ARE

= experts in consumer and healthcare brand-
triggering, visual brand id and brand expression at
every brand/consumer touch-point

= focused on facilitating sustained commercial brand
growth

= abusiness based on relationships not projects

@he Royal Borough of Rensington
and Chelsea

= PORTOBELLO
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5 BRAND UNITS

branding

structure

consumer

innovation

in store
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ICONISTIC® BRAND ID

= integrated branding strategy, creation and optimisation

= real world, iconistic® brand id, range architecture and pack
design focused on rapid / improved brand salience and
recall
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= 25 years experience of major global, regional and local
consumer and healthcare brands

= branding solutions for all consumer touch-points —
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CREATIVE BRAND ENGINEERING

envelope pushing consumer and healthcare structural
design

mechanical engineering

production risk analysis and cost modelling

rapid prototyping through ‘pilot’

factory production audits

‘real-world’ production consultancy

testing labs

full in house structural production facilities including:

extrusion blow moulding, P.E.T. injection stretch blow moulding,
injection moulding, vacuum forming, pressure forming, resin
casting, solid and surface CAD modelling, CNC milling, CNC
lathing, digital substrate printing, laser carton cutting,
performance testing equipment
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ICONISTIC® BRANDING IN STORE

full leverage of visual brand equity
cohesion of design principles

focus on brand salience

full control of brand identity
dramatic in-store presence

creative design and consultancy

CHEATE
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THE MUSEUM OF BRANDS, PACKAGING AND ADVERTISING

THE BRAND MUSEUM

probably the largest collection of branded
packaging, advertising and ephemera in the
world

a constantly changing exhibition of over 10,000
items on display, chosen from a collection of
approximately 1,000,000 items

charts the history of brands since the 19th
century and provides clues to the future

unique conferencing facilities
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Being needs

Self actualisation

A

7 Billion A * Esteem needs
0.882 BiIIion‘ = Belonging needs
o - e

Deficit needs

6.3% of the worlds population own 50% of its economic product

Iconistic visual branding management and design © pi global 2007
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Component model

A typical trigger pump consists or circa 10 components each
produced by a series of linear manufacturing steps .
Each step is represented by a symbol

Assembly model

()

Old Carbon material source W aste collection

Old Carbon energy source

] Waste sorting
New Carbon material source

<rEIMO0 >

New Carbon energy source
W aste cleaning

Transportation

Distribution model

Disassembly E
Remanufacture Z

Disassembly model

Conversion
Polymer manufacture

Component manufacture

Assembly operation

eracm @ © @

Regional Distribution Centre

®6¢
Consumer use _‘
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A typical trigger pump consists or circa 10 components each g_i_@

produced by a series of linear manufacturing steps .
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ﬁ@i But we still have a lot of resources being exploited
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Resources need to be ‘farmed’ not ‘hunted’
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Tech

E-mail t d Printable version
World's tiniest RFID tag unveiled
The world's smallest radio
frequency identification
tags have been unveiled by
Japanese electronics firm
Hitachi.

The minute devices
measure just 0.05mm
by 0.05mm %
(0.002x0.002in) and to

the naked eye look like spots of powder.

They are thin enough to be embedded in a
sheet of paper, Hitachi spokesman Masayuki
Takeuchi says.

Polyic

The chip printers

Plug + Play Construction

Module Home MYDROMICFLOORS  FLEUSLEPLUMBING  CONTROLCENTERS  WATERSOURCES

Self-Assembling Batteries

By measuring nanoscale forces, researchers learn to
make lithium-ion batteries that pull themselves
together.

Print E-mail Share

Researchers at MIT have designed a
rechargeable lithium-ion battery that
assembles itself out of microscopic
materials. This could lead to ultrasmall
power sources for sensors and
micromachines the size of the head of a
pin. Tt could also make it possible to
pack battery materials in unused space
inside electronic devices.

Yet-Ming Chiang, a professor of
materials science at MIT, and his
colleagues selected electrode and
electrolyte materials that, when
combined, organize themselves into the
structure of a working battery.

microscope
measure how they
epulse

ract or

er materials. Using
on, the

ere able to

that, when

elves

such as

bottom image’s

0 micrometers.

Ming Chiang

choose mat

combined,
Into useful struc
batteries. T

Credit: Yet

Iconistic visual branding management and design

Building the Cortex in Silicon
Models of the brain built from specially designed
computer chips could reveal the secrets of our

cerebrum.

B Print 1 E-mail

Silicon chips built to
resemble the brain could
shed light on its
computational power.
Credit: Joseph Lin

Share »

An ambitious project to model the cerebral
cortex in silicon is under way at Stanford.
The man-made brain could help scientists
understand how the most recently evolved
part of our brain performs its complex
computational feats, allowing us to
understand language, recognize faces, and
schedule the day. It could also lead to new
neural prosthetics.

© pi global 2007



Design is becoming increasingly automated extending its usability and efficiency.
Genetic algorithms applied to design development create unique solutions with improved performance.

The user defines performance constraints for the new design rather than design the object- a method that can be extended to non-

specialists.

© pi global 2007
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Micro Factory

current facto

Micro Fac
distribu

assembler
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What is the history?

DOur pricg j;
$1.29
whitener
colorfast F
/ragrame

. send it home?

- take it now? .lJ ll

2000 2007

All materials shown remain the copyright of the Pl Group and are not for distribution

The In-store system development extended to Shanghai.
Pl Group’s concept development of the principle continued to include consumer customisation and

The ‘my brand’ principl
e my ran prlnC|pe s.kelsey 2007 . p!.



Some performance metrics

Test in less developed market

> Following the success of the High
Wycombe test the concept was tested with
consumers in Shanghai

> The results showed almost identical
results to the High Wycombe trial
irrespective of the sophistication of the
consumer base

Copyright - Wisdom Systems 2004 27

E Wash Machine

S
—_—

Copyright - Wisdom Systams 2004 28

All materials shown remain the copyright of the Pl Group and are not for distribution

The Shanghai test demonstrated the same benefits to brand performance and consumer satisfaction.

This is a universally preferred alternative to conventional packaging.

s.kelsey 2007 . p|.



Where are we today...brand

Persil|Persil Persil JOIS Persil|PersilfPersil
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In-use experience

PemIIPeNII Peml

All materials shown remain the copyright of the Pl Group and are not for distribution

We understand the key aspects of the in store system from presentation to the experience in use.
The mechanical design and system engineering are well understood and refined.

s.kelsey 2007 . p|.



Where are we today...brand

leaning

enhancer

amount

colour Q

softener
choose your (own @

Leading to personal
Brand experiences

All materials shown remain the copyright of the Pl Group and are not for distribution

We can deliver flexible brand and product relevant interface designs to meet current and future brand needs.
We can strengthen brand loyalty and introduce new competitive benefits based on personalisation
of message and product.

s.kelsey 2007 . p|.



Where are we today...brand

All materials shown remain the copyright of the Pl Group and are not for distribution

Simple ergonomics and an effortless experience are key to delivery.
We can now deliver a far more sophisticated vending experience

s.kelsey 2007 . p|.
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STRENGTHS ]

1 Potential toincrease margin forBrand andRetail Partners 1 Momentum behind current commercial model
2 Releases new space on shelf for Brand and Retail Partners 2 Puts pressure on conventioanl asset margins

4 Potential to 'own' new distributionmodel for liquid products 3 Momentum behind currentRetail Parthermodel
S1P ownership of key methods and models{US) 4 The model istoo different/new

6 Practical instore experience and learnings fromtrials S Perceived complexity of new model?

7 Partnershipwith key supplier [ esiserv)
8 Future readinessfor GHG tax mitigation
9 Reduced assets

Generation 1 Instore Refill Model

Example based on May 2010¥ear to Date sales data provided by Brand
and performance databased on 2010ASDAtrial provided by esisery

.‘ THREATS

: 1Potential toimprove Brand perception instorevianew media 1 Competitorintroduces system
experiences and presentations 2 3rd party start-up launches system

2 Exploitation of new Consumer Brand model 3 Retail Partnersfind aleternative model or offer
. ! 3 Potential for newforms of NPD development
Consumer Retaller t W 4 Potential inemerging markets to increase margin

5 potential for 'middleware' distribution company owned by Unilever

Brand Impacts Conventional Model Distributed Model Savings May 09 TD Potential Annual Savings
per litre May-09 per litre May-09
Manufacturers Costs TOTAL £0.71 £24,722,049.27 £0.49 £16,945,536.78 £7,776,212.458 £18,662,909.96
Retailers Costs £01M £3,509,293.16 £0.03 £1,135,462.10 £2,373,831.06 £5,697,194.55
Capital Costs £1,354,166.67 £3,035,714"
Retail margin 34% 54%
Retailer Impacts Potential Retailer Annual Gains
Increased value per linear metre £0.00 200.00%
Increased aisle throughput » £0.00 £7,776,212.48 £18,662,909.96‘
Extrinsic Costs Mitigation Potential GHG Tax Mitigation

GHG Taxation Impacts £1,189,045.26 £0.00 £1,189,045.26




STRENGTHS [

1 potental to increase mamin for Bmend and Retil Fartners 1 Momemum behind cument commerial model
2pzlkases newspace onshelf forBand and Ret=il FAMNETS 2 Puts pressure on comventioanl asset mMamgins

4 potental to ‘own’ new dstribution madel for liquid produwcts 3 niomentum behind cument Rewil PaMtNzr model
S IP ownmership of key methods and modeb [US) 4 3rd party dependencies

6 Pactkal ilstore expenzence and kamings from triak S Speed to market

7 Fantnership with key supplier [ essernv) 6The model & too different/new

8 Future readiness for GHG Bx miteation 7 Peeiwed complkexity of n2w model?

| 9 peduced assets B Newdependency on dstribution companmy
10 additioral Increased margins going direct
11 Brand strengh through Peerto Peer reBtiorshio with corsumer
12 Independence from Retmil model

I m
i 3 =3 3 N =

1 potermal to improwe Brand pameption istor va new meda 1 competitor immoduces system
expenznces and presemation 23 party sart-up Bunches system
2 Exploiation of new Comsumer Band model 3 petail FAtmers find aktemative model oroffer

Jcado 3 potental for new forms of NPD developmemnt
4 potermal inememing markets to increase magin
s potertial for ‘'middikewar’ dstribution company ownad by Unikever
7 MewCo startup model to sobte reks

Brand Impacts nal Model Distributed Model Potential Saving May 09 TD
per litre ray-09 per litre May-09
Manufacturers Costs TOTAL £0.71 £24,722,049.27 £0.43 £16,945,836.78 £7.776,212.48 £18,662,909.96
Retailers Costs £0.101 £3,509,293.16 £0.03 £1135.462.10 £2,373,331.06 £5,697.194.55
Capital Costs £464,285.77 £3,035.714
Retail margin 344 5427
Retailer Impacts Potential Retailer Annual Gains
Increased value per linear metre £0.00 2000022
Increased aisle (hroughprlt 2000 $7.776,212.48 £18.682.309.38‘
Extrinsic Costs Mitigation Potential GHG Tax Mitigation
GHG Tazation Impacts £1,189,045.26 £0.00 £1,139,045.26
Direct Model Margin Gain Potential Margin Increase
] 10% oftotal sales
£3,729,877.34 £2,016,803.94

25% of total Sales

£9,324,693.35 £5,042,009.85
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concensus

Up until the 16! century everyone knew the sun orbited the earth

Up until 1660 everyone knew illness was caused by humours or sin
Up until 1829 everyone knew beyond 30 mph passengers would suffocate
Up until 1903 everyone knew manned flight was impossible
Up until 1947 everyone knew breaking the sound barrier was impossible
"Landing and moving around on the moon offer so many serious problems for human
beings that it may take science another 200 years to lick them.”
August 1948 Science Digest

“It’s a plastic rocket powered by laughing gas” - Mike Griffin Head of NASA on
SpaceShip One




concensus

..the U.S. could not "gain anything by confusing hypothetical
commercial capabilities that might someday exist with what we can

actually count on now to meet the nation's needs.”
former Lockheed Martin executive Tom Young

"We cannot continue to coddle the dreams of rocket hobbyists and so-
called ‘commercial' providers who claim the future of U.S. human

spaceflight can be achieved faster and cheaper than Constellation,"
Senator Shelby




fact

It took the organisation that became NASA and its
contractors over ten attempts to launch a satellite into orbit

Space X —founded by Pay Pal founder Elon Musk , did it first
try

...and the rocket launched a spacecraft designed to carry a

crew of seven




FO

spPACEX

Falcon 9 Inaugural Launch




“People always overestimate change in the

short term
and underestimate change in the long term”

William Gates the 3
Another small time computer geek







