A
£/

Putting Your Customers First:

How First-Party Data Can Help Create
Highly Engaged Consumers and
Strong Brand Equity

The Quirk’s Event | Los Angeles February 22, 2023

The concepts presented in this presentation are property of Dynata, LLC.
Duplication or dissemination of the information without the express written consent is prohibited.
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High-Quality Data |Is The Foundation
of Accurate Insights & Better Decision-making
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Real & engaged people, ready Rich recruitment sources & Data privacy and
to share trusted insights fully-verified panelists security

All with the peace of mind that Dynata employs proprietary identity verification controls and the

highest, most compliant levels of data management and data protection




In-depth, Real-Time Understanding of People with Connected Data

Integrating first-party data with other data sources to create a holistic view of your customer and activate
research decisions

Behavioral Data
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SMARTWATCHES
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Our Owned and Licensor Brands
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Where We Are

150

COUNTRIES OF BUSINESS

3 O k AND OPERATIONS ——
POINT OF DISTRIBUTION COMPANY OWNED
4 5 O STORES GLOBALLY
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Key market driver #1:
Keep leadership position in
traditional watches

Global Watches Addressable Market Growth (US SB)
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CAGR: -2.3%
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Key market driver #2:
Capitalize direct-to-consumer shopping for
accessories

2026 US RETAIL SALES:
$8.04 TRILLIONS

80%
s (000
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Compared to Walmart.com (#2)

Top 16 Retail Ecommerce Sales, by Company
US, 2022, billions

Source: eMarketer, November 2022



ANALYTICS TEAM VISION

GOAL

Improve ROI by making smarter decisions based on
intellectual honesty & analytical rigor

Align the Analytics Strategy with the Company Strategy



From US Centric to Global
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Business Domains to Customer Centric
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G CUSTOMER GET-TO-KNOW
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e CUSTOMER VALUE PROPOSITION

Seamless integration
of Analytics functions ]
to Support Customer Y

Centric Foundation
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A business case

G CUSTOMER GET-TO-KNOW
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Traditional way to retail

GLITZ

DATE BACON
WINDOW AROMA

PAST
SALES

GLOBAL
SALES s
TRENDS

MARKETING

dynata- FOSSIL

GROUP

16



An integrated customer-led approach to retail
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Richer, Faster, Global Insights

MEN LOOK FOR STRAP, MOVEMENT TYPE, MATERIAL OF WATCH, COLOR AND
BRAND WHEN SHOPPING FOR A TRADITIONAL WATCH IN-STORE

WHAT DO YOU LOOK FOR WHEN SHOPPING IN STORE?
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We recommend current MSRP with a discount of 15% on average. The “Crossbody

Pebble” is current underpriced and we would recommend it as “Hero SKU” Shown is USS
() current MsRP @ Recommended OTD
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WATCH ATTRIBUTES ARE THE MOST INTERESTING THEMES:FOR GEN POP
AND FOSSIL OWNERS; FOSSIL OWNERS ARE ALSO INTERESTED IN WATCH
STYLE AND BAND TYPE

%l

WHAT IS THE WATCH SELECTION CRITERIA IN STORE?
GEN POP FOSSILOWNERS

Watch Stylc ARSI 40% 82%
Band Color INNSERINN  42% 78%
Bane Type MBS  41% 7%
Functions INSOSN  39% 68%

WATCH
ATTRIBUTES:

Essential BEN2096 32%
Diver-inspired THEL1% 18%
Dressy INEESGNN 35% 61%
sporty MBI 30% | 45%
Formal Oceasions SN0 27% 40%
work WEN 20%  33%
Gift Oceasions [EENEC19%  32%
= Most Interested Very Interested . Total

af Vol be 1o fook at them? 5= FOSSIL

Women are more focused on aesthetics while men are more
feature and functionality focused

WHAT PART OF THE DESCRIPTION IS MoST APPEALING"
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Key Takeways Key Takeaways

Color and addi ionalities are appealing,

M about and water resi is
as well as water resistance

particularly appealing for male respondents.

Information like the SKU number and platform are not

Battery type and size is less appealin
interesting to our female panellists id Ppeating.
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EQUAL PREFERENCE FOR CLAUDIO 1, DRESS SPORT 1 AND RENATO
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BEST SELLER ‘ w General Consumer |
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CLAUDIO 1 DRESSSPORT1  DEMOCRATIC CHRONO - RENATO CLAUDIO 2 DRESS SPORT 2
$325 $325 $325 $325 $325 $325
CONSUMERS LIKE THE DRESSY, ELEGANT DESIGN AND FEEL THE BAG IS MORE E

SECURE; IMPROVEMNETS INCLUDE ADDING A ZIPPER FOR MORE SECURITY, MORE |
SIMPLISTIC CLOSURE, AND THE ADDITION OF AN EXTERNAL POCKET :
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“Ilike the flap-—it gives a dressier look_ | ike the
elosure-1 think finishes the bag nicely. And | like the. -

strap although | can't tell f i ks crossbody length and:
adjustable (preferrad).” - 55+

“ he bag

 and dresses it up.” — 3554

“Ilike the golden clasp and the key. These accents
make the bag seem mare chic and sophisticated.” - 18-
e

“Simple and elegant " - 3554 ?

“Ilove a good cross body strap, It's more secure and
can be used as a shoulder strap if needed. If the strap

is thin encugh, yeu ean sherten the strap by tying a
knot " - 3554

Small Harper with Fliplack

[ “The lock on the flap provides extra security.” - 18:34 }'

Marketing Analytics. Confidential. For Internal Purposes only.



Grow Adoption and Influence Key Decisions

Focus on changing

behavior: evangelize,
OPPORTUNITIES train, process, scorecard

INVEST IN
NEW

Tools and resources on

our team and others CAPABILITIES

ACCOUNTABILITY

Senior executives buy-in.
Prediction vs. actuals.

Foster exploration and ENCOURAGE Decisions recorded &
expansion into new key INNOVATION compared with
business decisions recommendations
It
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From actionable insights to execution

TIME TO MARKET

TOP SELLERS

NEW CHANNEL

MICHAEL KORS

Slim Runway Gold-Tone Stainless Steel
Watch
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News Jobs Marketplace Lookbook Events Data T

Home News Fashion Katchin the new marketplace for jewell:

Katchin the new
marketplace for
jewellery and watches
launches

By Danielle Wightman-Stone
Jan 25, 2023

“The platform enables product discovery in a way that
seems to be missing in the marketplace today - inspired,
contextualised, and “built for” these categories. We are
thrilled to be the backing partner of Katchin and to

support accessories lovers in their shopping journey."
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< All Posts

6,076 likes

fossil Introducing a micro-version of our classic
Scarlette! The new 28mm case size gives you extra
comfort for everyday wear.

View all 54 comments
fossil @hannou_bn28 We completely agree!
fossil @bibazira ¢* &
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Deepa lyer Nancy Brigham
Director and Head of Data Science & VP and Head of Research Science
Market Research

Fossil Group Dynata




THANK YOU!

@ Dynata.com @ diyer@fossil.com
Nancy.Brigham@Dynata.com




