BRICO DIGITAL
TRANSFORMATION

Scalability in CX is not about
adding more tools or content.

It’s about structuring information once,
deploying it everywhere, and
automating redundant processes




Initial situation
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Maxeda

DIY Group

RETAIL COMPANY FIRST,
NOT DIGITAL NATIVE.

150+ STORES

ACROSS BELGIUM IN
MULTIPLE FORMATS AND SIZES

PART OF MAXEDA DIY GROUP
OPERATING ACROSS THREE
BRANDS:

ARCHITECTURE, SYSTEMS
AND TOOLS ARE NOT
TAILORED TO THE

DATA & DIGITAL ASSETS
BUILT ACROSS
OF SYSTEMS

# #
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Brico challenges and goals

?_ UPDATE THE WEB AND APP
L 'w|  PLATFORMS

to sustain market leadership

s DELIVER ONE SEAMLESS
EXPERIENCE

/
7/

& across digital and retail
D $ touchpoints

~PB

DRIVE CUSTOMER TRAFFIC

online and into
physical stores

SCALE CUSTOMER EXPERIENCE

without scaling teams
and cost at the same pace

#

#
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Before and after
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1100 categories
in 2023

80k products

in our online assortment

Product detail page views per day

Conversion rate

Yearly ecommerce revenue
since 2022

Number of workers in digital team

Repetitive operations
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categories
in 2026

products

in our online assortment

of Product detail page views per day

conversion rate

the yearly ecommerce revenue since 2022

of workers in digital team

through optimisations & automations

#

#
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Key strategic decisions

f
@ One central source of truth

Scalability by structure, not by volume

o

Scale for humans. Scale for Al.

: f tcoPlanit



Starting point

CUSTOMER
CHANNELS

FRAGMENTED
BACKEND
LANDSCAPE

Same information
living in multiple
places with
different logic
and structures

OUTCOME

WEBSITE WEBSITE MOBILE APP MOBILE APP MARKETPLACE
PRAXIS BRICO PRAXIS BRICO ASSORTMENT (3P)
- - s-= \ . &
L e e o B . R
N - o e W o e i 5 w e
’/ ,\X/’ // - ”)z ::——_+ ________ T e~ S L ‘*\\
Fe--—"" "a Ve ---"7 i S\ LT S omeaa We--"" = TTme—— A &7
PRODUCT TAXONOMY / CONTENT MANAGEMENT ‘ MOBILE APP CONTENT CUSTOMER DATA
INFORMATION CATEGORIES (CUSTOM CMS) (SEPARATE CMS CHAPTER) & LOYALTY
“Riversand : i E  saphybise
CATEGORIES T .
il . CUSTOM CMS | CUSTOM CMs o & customcms
% Riversand CUSTOM CMS (LEGACY) ) (NEW) |q-i-» — -
<-->» ‘ l
RIVERSAND 7 CATEGORIES <-+-» @ LOYALTY
L " - ! MICROSERVICE
A * 5 /1 A '\ b 3
i * SAP Hybris 6 | ! . P A %
: T CATEGORIES A ! b : ‘| | | (A SELLIGENT
L 4 iz A > ’<\ ' ~J \
‘a : ‘/ \4 &« ‘ X \4 Y
Hisavy mandal Duplicated category WYSIWYG CMS Completely detached Same customer in
process prone ; : :
Y structures Old + new pieces from websites multiple systems
to mistakes
P Manual synchronization Hard to maintain Duplicate content Inconsistent profiles
Valiations in
multiple places Different hierarchies Slow development Different workflows Synchronization issues
SLOW TIME-TO-MARKET INCONSISTENT EXPERIENCE DUPLICATION & WASTE WEAK SEO & DISCOVERABILITY

Manual work and dependencies

slow down everything

i i =

Different content, categories, Same data maintained Inconsistent data and content

and customer data across in multiple places hurts Google performance

channels

INTERNAL LOGIC OVER CUSTOMER LOGIC = FRAGMENTED CUSTOMER EXPERIENCE

Q

SEO /
GOOGLE
==K

N

= N

i o

SEARCH &
RECOMMENDATION

< - >

constructor. i

<--»

Al-driven ranking
Lack of business
control
Hard to balance
1P vs 3P

SCALING IS HARD

More assortment and channels
require disproportionately
more work
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One central source of truth, product management

FROM FRAGMENTED SOURCES

-
o

syndigo ¥
(Riversand 8)
1P Product Data

Internal products
Attributes & specifications
Technical data

. . . .

Media assets

+
O MIRAKL

Marketplace Platform
3P Seller Product Data

External seller catalog
Attributes & descriptions
Pricing & availability
Media assets

Fragmented data structures
Inconsistent attributes

Manual reconciliations

TO ONE CENTRAL SOURCE OF TRUTH

PRODUCT INFORMATION
MICROSERVICE

Normalized * Enriched ¢ Governed

PRODUCT DASHBOARD

Complete product overview

1 Data quality & completeness
Performance insights

Titles

Descriptions

® |
A PowerSuite.di

Al ENRICHMENT LAYER

Attribute enrichment
(in progress)

Single normalized product model
Trusted » Consistent « Reusable

USED EVERYWHERE - CONSISTENTLY

WEBSITE
Accurate, complete

N
Q
o=,

product content

MOBILE APP

Same product truth,
optimal experience

SEARCH & MERCHANDISING

Better relevance,
better conversions

BETTER ASSORTMENT
ONBOARDING

Faster time-to-market
for 1P and 3P

I DATA QUALITY & COVERAGE

Higher completeness,

®

RESULT: Consistent product data, faster enrichment, better search & merchandising, scalable assortment growth.

fewer gaps, better CX

One product truth.
Every channel.
Better customer experience.
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One central source of truth, customer-centric taxonomy

FROM FRAGMENTED & INCONSISTENT TAXONOMIES TO ONE CENTRAL SOURCE OF TRUTH

Q

al

@

CUSTOMER SEARCH BEHAVIOR
* What customers search for

« Trending terms

* Intent & language

SEO & MARKET INSIGHTS
» High demand categories

+ Keyword opportunities

» Competitor analysis

NAVIGATION & ANALYTICS INSIGHTS
* Click paths

« Popular journeys

« Drop-off points

LEGACY & SILOED TAXONOMIES

Multiple category structures across
systems, channels and teams

Duplicate categories, different hierarchies
Inconsistent naming & depth

Hard to maintain, hard to scale

RESULT: A single, customer-centric taxonomy that improves discoverability, consistency and speed across every channel.

CATEGORY MANAGEMENT

MICROSERVICE

Governed « Customer-centric » Reusable

CUSTOMER-FIRST DESIGN
Built from customer language,
search behavior and market demand

GOVERNED & STANDARDIZED
Consistent structure, naming and rules
across all channels and systems

SINGLE SOURCE OF TRUTH
One taxonomy owned and maintained
by a dedicated governance model

FLEXIBLE & SCALABLE

Easy to evolve and extend
without duplications

One taxonomy. One governance.

Designed for customers. Built to scale.

DISTRIBUTED AUTOMATICALLY - CONSISTENTLY

Fa

| Headless CMS

< contentful | aigaion and

category-related content

| SAP Commerce Cloud

w Product categorization,
x

merchandising & navigation
\ J
Marketplace
o MIRAKL Product categorisation -
seller onboarding
" < Product Information
Syndlgo =z Management
(Riversand 8 PIM) Product classification

@ Better Google indexation & discoverability
@ Faster category updates & launches
Q Consistent experience across all channels

Q Customer language, not internal logic
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One central source of truth, content centralization

FROM DISCONNECTED CREATION

B
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RESULT:

MULTIPLE CONTENT TEAMS

Working in silos across
brands and channels

DUPLICATE CONTENT

Same content recreated
in multiple places

WEB & APP MANAGED
IN ISOLATION

Different content sets

and workflows

SLOW TIME-TO-MARKET

Manual handoffs and
rework at every step

+ High maintenance
« Hard to reuse
« Difficult to scale

TO ONE CENTRAL CONTENT SOURCE

o contentful
HEADLESS CMS

Structured * Reusable « Governed

s

SHARED CONTENT ~ WORKFLOW&  LOCALIZATION
COMPONENT ~ MODELING ~ GOVERNANCE ...
LIBRARY

Flexible models for Approval flows,

Reusable building  pages, promotions, roles and version markets

blocks for all categories, banners management

content types and more

S

ONE CENTRAL CONTENT REPOSITORY

All content stored once, enriched and structured
for omnichannel use

One content hub. Endless experiences. Faster, consistent and future-ready.

content for all

e

-~

---»

DEPLOYED EVERYWHERE - CONSISTENTLY

BRICO WEB

Same content,

©

it wm BV NN

adapted rendering

PRAXIS WEB

Same content,
adapted rendering

BRICO APP

Same content,
adapted rendering

PRAXIS APP

Same content,
adapted rendering

Create once, use everywhere
Consistent brand experience

Faster content creation & publishing
Easy updates across all channels
Scalable and future-proof
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One central source of truth, customer data (ongoing)

FROM DISCONNECTED DATA

TO ONE CENTRAL SOURCE OF TRUTH

DISTRIBUTED ACROSS THE ECOSYSTEM

LOYALTY SERVICE
R CUSTOMER AT w S Q Consent & preferences management,
Web, app, in-store unified loyalty, points,
+ SAP COMMERCE CLOUD (CCV2) benenixSctics
AS CUSTOMER MASTER
7  PURCHASES & ORDERS MARKETING AUTOMATION (SELLIGENT)
{ g ] In-store, online (1P & 3P) L4 ks @ Personalized campaigns
& customer journeys
e /. UNIFIED CUSTOMER PROFILE
~ LOYALTY & MEMBERSHIP r\./ Slngle customer ID as a unique source WEB & APP PERSONALIZATION
% Card scans, points, - = of truth across all touchpoints EEEE 2 @ T
benefits & tiers - & recommendations
i 0 '\, DATA QUALITY & GOVERNANCE
MARKETING INTERACTIONS \9/’ Cleansed, deduplicated and normalized / \ STORE & POC COMMUNICATION
Emails, campaigns, customer data --=P f=l] Customer recognition,
preferences personalized offers,
+ ’ /r;\ REAL-TIME UPDATES real-time discounts
Tickets, chat, calls, i in real time . 4
: R -——— I]ﬂ All customer data is aggregated in
Toodibgex ) ._ one source and analyzed for
4 \ TRACKING & ISSUE MANAGEMENT 360° insights and reporting
Data silos across systems f A /‘ Monitoring and resolution for customer i
A ¢ Duplicate & incomplete profiles \ — identity issues (e.g., login failures, Wi Qne. il Ever?where.
" : - @ Better personalization & experiences
* Inconsistent customer view card not working in store) @ < :
@ Higher loyalty & retention
¢ Hard to personalize & retain @ Data-driven decision making

9 . RESULT:

1anit

A single, trusted customer identity powering seamless experiences across all channels.



The structural unlock

10

== ( N

From fixing symptoms One shared structural foundation

We stopped focusing on g— Q
short-term symptoms =

(SEQ, content, internal search). Customer-centric Reusable Normalized Shared logic for
| taxonomy content model product data search, SEO &
v marketplace
To fixing the core % 4
We fixed the structure
at the core. Three major transformations - running in parallel
This aiabled Content / . Marketplace Search & SEO
. P i Transformation Transformation | Transformation
ree major transformations
to run in parallel.
i mlp . Migrate, create, and scale Launch the first Optimize the internal
‘ content across multiple Belgian DIY Marketplace search engine and
platforms with the supported by a full rebuild the SEO strategy
Result new CMS. taxonomy overhaul. on the same foundation.
Making it possible to scale
content, marketplace assortment,
Sustomer nayiggtion, search w One foundation. Aligned initiatives.
and SEO together — without 000
creating new complexity. 7 3 @ Scalable content @ Scalable assortment @@ Scalable experience @ Scalable growth

anit




Internal vs external Search Engine logic

11

Internal Search (On-Site)

Logic:

Goal: Help Users Find & Buy Faster

v Taxonomy & Filters
v Attribute Completeness

v Commercial Signals

Outputs:

v Search Results
v Facets & Category Pages

v Zero-Result Handling

Weak Taxonomy?

Bad Relevance & High Exits

Same Foundation, Different Objectives

Shared Backbone External Search (Google / SEO)

Taxonomy + Attributes + Intent

@\)\ Goal: Capture Demand & Traffic

y ¥

Logic:

‘ 6%(5 Taxonomy + Attributes + Intent J

v/ Structured Content

CMS Content v Intent Matching
Praxis / Brico

v Internal Linking

JAN ;

GE Marketplace Categories Outputs:
Q Internal Search v SEQ Category Pages
5 v Long-Tail Keywords

v Rich Snippets

EO\] SEO Pages

f Weak Structure?
External Demand Poor Rankings & Cannibalization

" Planit



One opportunity to sync them all

Unified Taxonomy:
The Structured Layer

Content Creation Marketplace SEO & Search
—— All Depend on One Structured Layer —

onomy + Attributes + Inte

CMS Content
Praxis / Brico

Marketplace

Categories ]

& m]

L

Internal Search
=2 Q & SEO Pages

AN -I.II
BreaL One Alig_n All

Everything Degrades Everything Scales

12

One taxonomy =

One CMS = faster roll-outs across brands.
Search + SEO fed by the same logic.
Marketplace growth without UX/SEO debt.

Net effect:
scalable content

scalable assortment
scalable traffic

scalable conversion

#

#

less manual work everywhere.
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Scale for Al to scale for humans

SCALE FOR Al

Structured data that fuels automation & intelligent systems

1 1
>]
I

Al FOUNDATION

Al models, automation
& governance

v Automation at scale

v Data quality assurance
v Consistency & standards
v/ Continuous learning

v Responsible Al

Al-powered foundation
creates human impact

= % CREATE CONTENT
FROM DATA

Al generates SEO content,
guides, product descriptions
& links

Al delivers performance
insights, trends &
opportunities

C& Al FOR ANALYSIS
Q

SEO, GEO, FILTERS

RESULT:

13

Al optimizes for relevance,
search, geo-visibility
& filters

(. PRODUCT & DATA
0} ENRICHMENT
| d FEED QUALITY &
@)  CONSISTENCY
@@ WORKFLOW
0y AUTOMATION

Al enriches, normalizes
& validates product data
at scale

Al ensures high-quality
feeds, consistency &
compliance

Al automates updates,
publishing & operational
workflows

One structured layer powered by Al delivers scale for humans.

Q Scalable content

SCALE FOR HUMANS

Better content, insights & customer experiences

= CREATE CONTENT
l-‘ﬁ FROM DATA

(©  ANALYZE &
oll@Q, TAKE ACTION

BETTER SEARCH

b T8
@ EXPERIENCE

[(]  STORES SUPPORT
@@ Al CUSTOMER
S SUPPORT

,{:}_ AUTOMATED
Y=  OPERATIONS

Q Scalable operations

0 Better experiences

SEO content, guides
& links at scale

Better insights,
smarter decisions

More relevant results
across all channels

Product locator
& local relevance

Smart answers,
faster resolutions

Faster updates,
higher productivity

anit
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Next steps
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Autonomous
content lifecycle

Al-generated, Al-controlled and
Al-updated content flows

Al-assisted content creation and deployment
Generate, enrich and publish content
faster across all channels.

Automated content validation

and update flows

Al checks quality, consistency and compliance
and keeps content up to date.

Continuous quality control

with less manual effort

Reduce repetitive work and focus on
high-value content and strategy.

Contentful as the command center

for Al-driven content operations

Al generation, validation, control and
publishing — all orchestrated in Contentful.

Fully connected ecosystem

We continue to integrate processes that
belong together and embed Al solutions
to create more value across the entire
customer experience.

=

Emailing and content orchestration
Integrated for consistent, targeted
and timely communications.

Personalization powered by
structured customer and product data

Deliver relevant experiences at scale
across every touchpoint.

Indexed filters and intelligent navigation
Help customers find what they need,
faster and more accurately.

Al agents as the next
customer interaction layer

Intelligent agents powered by our content
and data to assist, recommend and convert.

#

#
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Questions?

Let’s discuss scalable
customer experience.

‘coPlanit
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