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FOCUSING ON WHAT MATTERS

EXPERIENCE ECONOMY
FOR THE CUSTOMER

PANDORA






HOW MANY PIECES OF JEWELLERY
DID PANDORA SELL IN 2023?



107M PIECES



A PIECE OF JEWELLERY SOLD EVERY 3S



PANDORA AT A GLANCE (2023)

SHINE IN SOLID STERLING SILVER

100% 3S

100

COUNTRIES RECYCLED SILVER A PIECE OF
AND GOLD JEWELLERY IS SOLD
PURCHASED AS OF
DECEMBER 2023

PANDORA PANDORA

PANDORA

ARTFULLY HAND-PAINTED HAND-SET SPARKLE
WITH COLOURFUL ENAMEL CATCHES MORE LIGHT
6,500 107M 7E0M
REVENUE POINTS OF SALE PIECES OF VISITS ONLINE AND
JEWELLERY SOLD IN-STORE

PANDORA

PANDORA PANDORA PANDORA




Pandora is
founded in
Copenhagen,
Denmark.

Pandora starts
crafting jewellery
in Thailand.

42 YEARS
OF PANDORA
JEWELLERY

Pandora's
signature charm

bracelet concept
is launched.

Pandora's first
fully-owned
crafting facility
opens in Bangkok.

Pandora is listed
on the Nasdaqg
Copenhagen stock
exchange.

Pandora enters a ten-
year strategic alliance
with The Walt Disney
Company.

Our resource-
efficient, LEED Gold-
certified crafting
facility opens in
Lamphun in Northern
Thailand.

Pandora enters long-
term partnership with
UNICEF.

PANDORA . LiNnicef@e

Our crafting
facilities run on
100% renewable

energy.

We introduce
jewellery with lab-
created diamonds.

Pandora shifted to
100% recycled
silver and gold in
our sourcing
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33,000 employees
worldwide.
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OUR BUSINESS MODEL

A FULLY INTEGRATED
VALUE CHAIN

HAND-FINISHED

PACKAGING
& DISTRIBUTION

STRONG MARKETING

JEWELLERY gerving customers ang & BRAND
With almost 95% of our ma“s\‘“; stores bv“dellvering N kTOD =
. . weller )
jewellery produced in-house and ‘\603‘: atch® the i‘:‘ Y ataly 2’; mark';‘; 9,
around 80% of our revenue & :ece““:d““’w ta Mg : ,,,;P/,,o
coming through our own direct- A oA e 29y 6 >
\0 \o ICS ¥y
to consumer channels, our fully A o
integrated value chain enables > g KEY RESOURCES &
e o
SC?!G advantages, speed and RE‘ZPL?RZ?LB&'E o\v,*(' 3%.0 Dedicated people, natural resources ’5»0"0/, OMNI;:?A':E NEL
N OO . Loy - & o &Q
agility as well as a coherent @ 2.7 A crafting facilities and cash flows 6. % A S0
brand experience. Y ,,9° & Y % ‘%0 % %
W 2 > o, % % ‘OQ
Lo lF % "5, 2 %
o
s OUR PURPOSE N
oy
° °
‘ We give a voice )
S S B
- S //
2. b " -3 3& J )
.| §iiF to people’s loves
“ —. —
INNOVATIVE S § e = '-’; % % PRODUCT REUSE
DESIGN &g 30 & REPAIR

VB ¥ - e 3 -

5832 3252

v S VALUE CREATED 5332 3
Customers & markets Employees & community Climate & environment Shareholders & society
* ~750 million customer visits to our stores and * An average of 33,000 employees globally. « 96,026 tonnes CO2e reduced compared to  DKK 6.4 billion in dividends and share buybacks

online. » Social causes supported with UNICEF. 2019 baseline. paid back to our shareholders.

* More than 107 million pieces of high-quality « Sourcing 100% recycled silver and gold as of « DKK 1.8 billion total corporate tax contribution.

jewellery sold.
 Presence in more than 100 countries.

December 2023






WHAT MAKES A GOOD CUSTOMER
EXPERIENCE?




IT'S MEMORABLE,CURATED
AND
ENGAGES ON A DEEPER EMOTIONAL LEVEL
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WE ARE IN THE EXPERIENCE ECONOMY.

Extracting commodities Making goods Delivering a service Creating experiences

COIN THE TERM
SE ECONOMY

--l.i

E.g. coffee beans E.g. coffee in bags E.g. a barrista brewing a coffee E.g. creating a memorable ambience in a café




AND WE SHOULD NOT FORGET THAT EMPATHY AND REAL
HUMAN CONNECTIONS PLAY AN INCREASINGLY
IMPORTANT ROLE

Extracting commodities Making goods Delivering a service Creating experiences Empathy, purpose, social values & authenticity
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E.g. coffee beans E.g. coffee in bags E.g. a barrista brewing a coffee E.g. creating a memorable ambience in a café E.qg. fostering genuine human connections.
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CUSTOMERS DO NOT MOVE AROUND BRANDS.
BRANDS MOVE AROUND CUSTOMERS.
PERSONALISATION CAN HELP.






CAN YOU NAME ONE OF PANDORA’S COLLECTIONS?
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14k gold-plated jewellery

Promoted by
MO

PANDORA

Start earning points
with our new reward
programme!

Our new rewards programme, My Pandora,
has arrived! Earn points, spend them, and
access exclusive benefits to reward amazing
customers like you. Sign up now to get
started!

RECENTLY VIEWED
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20In our new rewards programme, Find oyt more

PANDORA

MY CART (1ITEM)

0 You're £20.00 from FREE Dellvery

Scorpio Zodlac Dangle
Charm

PANDORA

Gold looks good on you

Enbance yox et and outer shine with o el
sobd 14k goid and 14k gold-plated jewelery




Welcome to our personalization engine room

CROSS-CHANNEL KEY DEFINE & TEST SCALE & ROLL-OUT
CUSTOMER EXPERIENCES ENABLERS USE-CASES USE-CASES
Use-cases
VISION 40
P 35
(T; - 50 Test successful
o in test market(s)
(@) 20 N
TECNOLOGY = CONTENT 15 A
10 4  —
5
alls ACTIVATION ° Define Develop Done - Done -
successful unsuccesful
Use-cases j
/ 1

Define 38

Develop 22

“Seamless x-channel CX requires “Leaders deliver a personal Done - successful 32

Unitingjourney, aUdience, CrOSS—Channel e.XperIenC.e Done unsuccessful 7
content & channel.” enabled by the right “engine

room”

MOVING FROM HAND-HELD TO AUTOMATION X-CHANNEL

PANDORA
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A CLEAR VISION
AND PRINCIPLES
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VISION

AUTOMATED & PERSO ISED
CUSTOMER EXPERIENCES

OUR CX &
PERSONALISATION
ROAD TO SUCCESS

TECHNOLOGQGY CUSTOMER EXPERIENCE &
— IT Infrastructure CONTENT

— Content Hub - Customer Experience Blueprint
— Rule Engine - Content Strategy & Framework

— Product Recommender

CHANGE MANAGEMENT &
OPERATING MODEL

- Communication
- Governance (Global/Local) incl
resources

DATA & INSIGHTS

- Unified Customer View
- Actionable Audiences
- Al / Machine Learning
- Actionable Reporting & Insights

PANDORA
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INGREDIENT 2

CXSTRATEGY &
FRAMEWORK

Customer Experience Blueprint
Content Strategy & Framework




CROSS-CHANNEL CUSTOMER EXPERIENCE

CONNECTING THE CUSTOMER
EXPERIENCE X-CHANNEL

The ambition is to move to a future with seamless
cross-channel customer experiences. This requires a
look at four key concepts that collectively
determine how we interact with potential and

existing customers: Audience, content, journey &
channel.

Audience
Who?

CX Strategy

CX Platform

\nteractiong

CUSTOMER
EXPERIENCE

Objectives & KPI
Why?

Journey
When?

Channel
Where?

25
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INTEGRATED
SYSTEMS

TECHNOLOGY

— IT Infrastructure
Content Hub

- Rule Engine

—  Product Recommender




RULE ENGINE

CONTENT HUB

17:41@

ORDER BY 12/19 for delivery by 12/24

PANDORA
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INGREDIENT 4

KNOWING YOUR
CUSTOMERS

DATA & INSIGHTS

- Unified Customer View
Actionable Audiences
Al / Machine Learning
Actionable Reporting & Insights




BEWARE OF DATA SILOS:
CREATE A




RELEVANCE

THERE ARE

DIFFERENT LEVELS

OF

PERSONALISAITON

S Crawl

Field replacement

Simple field
replacement such as
name or city.

MASS

WE ARE HERE
A Walk
"’ Module
CraWI segmentation
Touchpoint Segmentation on

segmentation

Segmentation on

touchpoint level - e.g.

two different emails
or two different
landing pages.
Segmentation
happens on delivery
or URL level.

module level. E.g. a
content module
within a website or an
email. Based on
visibility conditions
and if-then rules.

SEGMENTED

A Walk

Dynamic
content selection

Dynamic selection of
best matching content
within a module.
Selection is based on
data genes and
advanced parameters
such as affinity scores.

GOAL FOR 2024 IN
TWO MARKETS

A Walk

Dynamic content
element variations

Dynamic variations of
content elements
within a module. E.g.
change of
background image,
headline tonality.
Variations are based
on data genes.

ONE-TO-ONE

Z* Run

Situational
real-time dynamic
content

Adaption of
touchpoint, module or
content element
based on situational
context such as
location, weather etc.

-Z'“ Run

Intent-based
real-time dynamic
content

Adaption of
touchpoint, module or
content element
based on real-time
cultural context -
often from 3rd party
data sources.

CONTEXTUAL

PANDORA
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INGREDIENT 5

UNDERSTANDING
YOUR
ORGANISATION

- Communication

- Governance (Global/Local) incl
resources







KEY TAKE AWAYS

Personalised customer experiences that matter

have 5 key ingredients

INGREDIENT 1

UNITING DATA,
TECHNOLOGY, CX AND
CHANGE MANAGEMENT
INTO ONE CLEAR ROAD
TO SUCCESS

INGREDIENT 2

LEVERAGE AUDIENCES,
CONTENT, CHANNELS &
JOURNEY STAGES TO
CREATE PEAK BRAND
EXPERIENCES

INGREDIENT 3

A HOLISTIC CONTENT
MANAGEMENT SYSTEM IS
NEEDED FOR PERSONALISATION
AT SCALE

INGREDIENT 4

CREATE A UNIFIED CUSTOMER
VIEW FOR A SINGLE SOURCE OF
TRUTH AND DECIDE ON WHICH
LEVEL OF PERSONALISATION IS

NEEDED WHERE

INGREDIENT 5

AVOID THE OPERATIONAL
QUICKSAND BY SPLITTING
INNOVATION FROM BUSINESS
AS USUAL



THANK YOU!

Julie Marie Hermann

he@pandora.net
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