R PEOPLE, NOT YOUR CORE ENTERPRISE
'DECIDE WHAT FMCG AND RETAIL'S
ANSFORMATION IS WORTH.
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Core platform and supply-chain transformation adoption - \, |
FMCG and retail groups have committed capex to core enterprise v:wigf;'/lldé)
platforms, planning systems and supply-chain tooling. The board

approved the investment. The transformation business case is locked — ’ o . 30—
in. The platforms work. Whether your planners, buyers and supply-chain | "
teams use them well is a different question. Most do not. ' WA

The systems are deployed. The adoption velocity lags the rollout ( oo se anoerpasone :
schedule. The transformation ROI sits below the line. The board READS < (O

now wants to know why. The gap is recoverable. N

Section 5410 - Fees
» /' Free-related independence threats...

watch (J ©

It lives in adoption, not in deployment. \ —
VIEW o (0

C; SHOW ME

Trade-marketing and category-management consistency

Head office sets the category strategy, the trade-marketing guidelines, the brand story.

Markets execute it. Each market absorbs it differently. Markets have their own pace, their

own local pressures, their own way of reading the customer. Brand consistency drifts. One
product story lands differently in South Africa than it does in India than in Nigeria. The customer
experience is inconsistent. The CFO sees it in variance. The marketing director sees it in brand
indices. What connects them is not another playbook. It is one category story, lived locally.

Retail-media and commerce-Al capability

Every commercial role now must understand retail-media, performance media, commerce-Al, and direct-to-
consumer economics. The pace of change is rapid. Most commercial people were not trained for this.
Category managers, brand managers, trade-marketing leads all need new decision-making fluency.

Competence lags demand. The training programmes run late, stay abstract, do not change daily decisions.
Commerce fluency is teachable. It just needs to live in daily decisions, not in training rooms.

y Buying, planning and supply-chain tool overload

FMCG and retail HQ run ten or more planning and supply-
chain platforms. Core enterprise platforms, planning
S systems, demand-sensing tools, Al-driven inventory tools.

Audit Overview

A brief overview of the world of

Every tool has seat licences paid. The tools themselves are
fine. The bottleneck is the user. Planning quality depends
on people knowing which tool to use when, and using it well.

Most planners and buyers do not. Rework is high. Forecast

‘ et (e accuracy is inconsistent. The platform ROl is recoverable.
The users need to catch up.

Section 5406 - Another practitio... s
How to use another practitioner
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Knowledge Vault Learning Experience Platforms (LXP)

Persoaised, e e et s o contruncs e o
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Plat Active

Learning Experience Platform (LXP)
Personalised , Aldriven self-directed paths for continuous learning

Risk Academy
HR Academy

Digital Academy

'®] SUPERWORKER’

[

~ BUSINESS ADVISORY & TAX (EXP)

S —

APES 315 compilation engagements. -~

WATCH ®

GO

VIEW ©)

Tax Planning Services (APES 110...)
Ethical tax planning under APES,

WHERE SUPERWORKER
PAYS FOR ITSELF

JOURNEY

You do not need another platform. We sit
on top of what you already have. We pay for
ourselves by making the budget you have
already approved go further. There are three
places that is true.

<= O

Taxation Services (APES 220) | <
Overview of taraton servce n

Division 7A
Explains Division 7A rules, isk.

WATCH <

@)

Compilation of Financial Informa...
APES 315 complation engagements.

We refocus your L&D budget. Same envelope. Different vendor mix. Less classroom and content licence. More activation
and measurement. The line item is the same. What you bill against it is different.

We replace the slowest part of your core platform and supply-chain activation. The vendor training. The classroom
programmes that lag the rollout. The change comms that do not reach the planner’s desk. Replaced with a four-week
working rhythm in the planning, buying and supply flow. This bills against the transformation budget, not against L&D.

We unlock the value of the platforms you have already paid for. FMCG and retail groups hold seat licences across core
enterprise platforms, planning systems and retail-media platforms. Every percentage point of operator competence lift is
real margin and forecast accuracy the CFO can model. The platforms are paid. We help your operators actually use them.

HOW THIS WORKS FOR EACH ONE

of Audit Risk
< e AT (b2

NOCLAR Session (S360)

Overview of NOCLAR Section 360: respor’
suspected legal breaches.

Retail-media and commerce-Al

Builder defines commerce
fluency per commercial role.
Companion coaches in flow

against commerce KPIs

¢ Aprv 2026 v

. The Reporting &
Intelligence layer tracks
competence against
commercial outcomes.

Core platform and supply-chain transformation

Companion drives core platform and supply-chain adoption in the flow
of planning, buying and supply work. The Reporting & Intelligence layer
ties operator competence to the transformation business case.

19:37 =

v
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Tool overload
v AUDITING (L2) 1/3

0:37 =il i

Companion drives
planner and buyer
adoption across the
consolidated tool
stack. The Reporting
& Intelligence layer
ties capability to
planning quality and
forecast accuracy.

bt you discussed and when you'l follow up.
. . bu feel overwhelmed, tell your manager and
Audit Overview re the case notes.
A brief overview of the world of...

vew & O

S)

e to draft that short follow-up message

in send now? If yes, tell me: phone or email,
e one option you want o offer (payment
econ or manager call).

Section 5405 - Group sustainabil...
Independence requirements for gr.
Do you have a video for me about NOCLAR?

WATCH

/e can watch that now.

Section 5406 - Another practitio...
How to use another practitioner’ )

READ < O

Section 5410 - Fees
Free-related independence threats.

jare two short NOCLAR videos in the
edge base. The clear, practical one that
through steps to respond is here:

JCLAR How 10 approach a potential NOCLAR situaton

s also a general overview covering what
b as NOCLAR and examples here:
s —

vant, we can 4
Firm templates:
help you:

« Think critically:

« Apply professional

IAASB Update scepticism

« Spot variances and
unusual balances

« Capture rationale
and judgement

« Escalate issues early

Trade-marketing and category management

One Builder for HQ-to-market category baseline. Companion
delivers market-specific coaching with central standards.
Every market lives the category story locally.
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* 1 you feel overwhelm,

4, tell your manager g1
share the case notes e

Want me to draft that short follow Up message
YOU Can end now? I yes, el me: phone egmavl
andthe ne opionyou wantto offer '
Plan, tecon or managercall

(payment

it Overview () U
e 257 L LET'S TALK
- . D0 you have a video for me about NOGLAR?
Setr 0 gt ‘ - If any of these four match your business, your CEO
|- or CFO is already asking. There is a gap between

by o f B i the platforms you have and the people using them.
How to use another practitioner. . .
S @ That gap is real cost and real margin.

& 0 > NOGLAR - How 0 approach a potntial NOCLAR suation
= © - SEEL

< . There's also a general overview covering what
counts as NOCLAR and examples here

Section 5410 - Fees 1> NOCLAR - Ovrven vieo |
Free tlaed ncependence treats =

—— We work with Advisory Partners across South Africa,
— . opnthe e s o row Australia, the Middle East and the United Kingdom.

+ | can summarise the three actions totake

foth gidace re e We will match you to the right partner for your region
S O A and your business.
e (\) SHOW ME

Wy,

Book a meeting

We will show you what your CHRO would walk into the
next business review with.

LET'S TALK

info@superworker.co
www.superworker.co

The framework is correct The architecture is correct
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