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The Wegmans Story

 The GDSN Journey begins
— Connecting our Business Information

 What We Expected

« Speed to Shelf
« Eliminate errors
 Eliminate disruptions

 But What if the Data isn’t Accurate...
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Connecting our Business
Information

* Accurate Data Synchronization

— Data Sync allows us to connect our business
Information.

— Data Quality allows us to use the information
to run our business.

e di vvsWrogh




Expectations: The Realization
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But What if the Data isn’t Accurate...
“Houston, we have a problem”

[ 22ft long bag of rice

/ 7ft tall bottle\

of shampog

easy to spot a 7ft bottle of shampoo, but

y
What Don’t We Know??? IIIIIIIII|IIU CONNECT 08



Wegmons
Value of Accurate Data

Freight Deductions Eliminated

 Aligning Business Information Reduced Disruptions
— $20,000 annually
— Countless Hours Spent
— 1% of Customer Pick Up Program

Logistics Savings

« 1lb Case Weight Difference Saves Trucks
— 6 trucks
— $10,000 estimated annual savings (fuel and freight charges)
— Only 7 items of over 5000 warehouse item

Imagine the Possiblilities!!!
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Wegmons
Great Strides — Where We Are

O Accuracy Percentage B Goal

Grocery Data Accuracy

100%

90%

80%

70%

60%

50%
80.3% Data Accuracy
30%
20%

10%

O% 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1
60%0%003{0260‘Q&Q%Q?CQ@‘\‘Q?Q%%Q%Q‘%Q%Q;\‘%Q{/;\‘Q';‘\Q’\‘o‘ 0’\& \Q’\\\Q’\Q« S QAL LPP RSP
B D PR EN R G N PN R &

WENW P v exo,bo,bob‘i\/iqi 1&% R PR
RGNS

_IIIIIIIIIIII




COCA-COLA

J.M. SMUCKER
PEPSI/IQUAKER OATS
IRVING PAPER

COTT BEVERAGE
CAMPBELL SOUP CO
KELLOGG
COLGATE-PALMOLIVE
S.C. JOHNSON
KIMBERLY CLARK
NESTLE FOODS
CLOROX

HERSHEY FOODS CORP - CRP
GENERAL MILLS, INC. CRP
DEL-MONTE

RECKITT BENCKISER
MCCORMICK

DOLE

UNILEVER

HJ HEINZ COMPANY
CONAGRA

CHURCH & DWIGHT
HENKEL

KRAFT FOODS
PROCTER & GAMBLE
NESTLE PURINA
JOHNSON & JOHNSON
MARS

Grocery Data Accuracy - Strategic Suppliers
Overall Data Accuracy Percentage May 19, 2008

O May '08
B Dec '07
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Why This is Important: Using the Information

Transportation
Planning

Wegmans Master Data
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Wegmons
We Can Still Get Better!

Recent Examples:
* Buyer rewriting trucks

* LTL freight discrepancies

« Shelf Planning
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what we believe

At Wegmans, we believe that good people, working toward a common
goal, can accomplish anything they set out to do.

el

In this spirit, we set our goal to be the very best at serving the needs
of our customers, Every action we take should be made with our
customers in mind.

We also believe that we can achieve our goal only if we fulfill the
needs of our own people.

To our CUSTOMERS and our PEOPLE we pledge continuous
improvement, and we make the commitment:
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“Every Day You Get Our Best”
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Wegmaons
Working With Our Partners

* Immediate Data Accuracy Improvements
« Patience with the Process

* Vision: Sustainable Data Accuracy

« Partner Spotlight. Coca-Cola
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