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Strongest IT spend since 1996

Al &
agents M .
arket impact
14% growth P
1996
14% 2025
On $700
billion o
Internet and market
eCommerce o
14% growth on $4.2 trillion
market
1996 " ccccceescccccccssssssttcccccssssssssrcccccssns }Today
Source: IDC Worldwide Black Book 31-March-2026, Forecast Nord ics: +1 O . 1 % On $85 bi”ion
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Il The Al supercycle: Build out => adoption

Market impact

= Supply: When is
infrastructure ready for
inference at scale?

Al capacity build out

Al adoption
= Demand: When do

enterprises go from
experimentation to

production?
2035

Source: IDC, 2026
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e EMEA CEOs confronting the strategic tension between
resilience and...

Improving Resiliences
EMEA CEOs’ #2 business
priority in 2026 (after Growth)

Inflation

Tariffs Organization Financial
Supply Chain Adaptability Stability

Glitches

e

Conflicts O/

Digital Operations

Regulations RGN (S0 Continuity

Ecosystems Tech Stack

Skills Shortage Strength Robustness

Recession (

© 2026 IDC Source: IDC's Worldwide CEO Survey, March 2026, EMEA n=155 5
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...and

Innovation

ALL EMEA CEOS believe Al will offer their
organization a chance to reinvent their
business model over the next 3-5 years

Source: IDC's Worldwide CEO Survey, March 2026, EMEA n=155

New Operating Models

Business Partner and
Ecosystem Orchestration

Customer Engagement

Private and confidential. Not for public consumption or distribution



No More Tools. Just Make It Work.

\

\
|

of EMEA organizations

//»' ' have shifted their Al program focus from “growing and
/ launching new pilots” to “improving” existing initiatives.

Source: IDC’s Future Enterprise Resiliency & Spending Survey Wave 7, 2025, N=864, NA: 350, WE: 214, AP: 300

Main Concerns

—}- Data Governance & Readiness
—} Skills & Change Management

—> Trust, Risk & Responsibility

© 2026 IDC Private and confidential. Not for public consumption or distribution. Source: IDC’s Future Enterprise Resiliency & Spending Survey Wave 1, March 2026, N=864, EMEA Sample N=228 7
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Il Al Value is blocked by Execution, not Interest

The GenAl Scramble The Al Pivot The Agentic Organization

Experimentation Scale Acceleration

Strategy

People Governance
|
Al Platform | -

Applications Al Platform

Al Maturit % %
S EMEA y 15% 46%

AD HOC OPPORTUNISTIC REPEATABLE MANAGED OPTIMIZED

© 2026 IDC Private and confidential. Not for public consumption or distribution Source: IDC MaturityScape Benchmark: The Al-Fueled Organization 2.0, April 2026 — EMEA N=583

(i)



Where Al
Delivers Today:

Efficiency First

© 2026 IDC

What are the expected main business benefits to your

organizations from Agentic Al implementation?
(Top 5 Only)

Increased operational efficiency _
Improved business agility _
Improved employee productivity _
Faster innovation [
ost savings | N

B = Efficiency I8 = Innovation & Growth . = Resilience

(i)

Source: IDC’s Agentic Al Functional Use Case, April 2026, EMEA N=652 9



Is there Life after Efficiency?
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Il Al Business Model Archetypes: New Value creation & Delivery

© 2026 IDC

For 93% of organizations, Al is a source of new revenue, not just efficiency

Al-Enhanced Products & Services Al-Enriched Intelligence

-+ Organizations monetize data enriched and
operationalized by Al.

+ Al embedded in existing products.

Al-Powered Capability

+ Al models, agents, or algorithms that partners
embed into their products

X-as-a-Service

-+ Al-enabled ongoing product+service bundles.

ARGl el BT @ Verification & Assurance Services

-+ Al acts as the orchestrator of ecosystem + Trust becomes the product.

interactions.

Domain Al Product/ Agent Managed Business Processes

+ Al/Agents are the core product of a domain- + Running a customer process, Al doing most of the
bounded offering. triage.

Source: IDC’s Al-Fueled Business Models: Create, Deliver, and Capture Value with Al — March 2026 (EUR154422125)
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Il The Al Supercycle: From Strategy to Execution

3 Ewvacittiarm | AviAare s

= Work redesign: Move Al from pilots to core
workflows. Decide explicitly where Al replaces,
augments, or reshapes work.

Al capacity build out

e Repeatable deployment: Standardize a
pre-integrated Al platform (models, data, security,
governance, monitoring) to scale use cases fast.

Al adoption

=» Measurable ROI: Hold Al accountable to cost,

- speed, and business impact. Efficiency is the floor,
2035 .
not the ceiling.

© 2026 IDC 13
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From Al pilots to Al driven enterprise
value

The journey to get there !!!




AGENDA

The strategic levers - to move from exploration to scale
Foundations that needs executive attention to enable the Al scale
Navigate the Al hype with value driven mindset, real world examples

Spotlight on leadership shift, workforce management and operating
model

Cross industry & cross domain learnings on scaling Al

Looking ahead 3-5 years, what's ahead of us as leaders



STRATEGIC LEVERS — ENABLING Al FROM PILOT TO SCALE

Clear connection
between
technology &
outcome

a a a a
=N
JL, &
Connection with Parallel and focussed
CEQ’s big bets on investment on

commercial foundations
transformation

Enterprise Al at Scale

©)

Investment in
workforce
upskilling & new
operating model



define and measure “real value” or
beyond cost savings or experimentatio



DEFINING CLEAR “WHY Al” STRATEGY LINKED
WITH COMPANY’S GOALS

WORLD CLASS TAILORED NETWORK
RETAILER WIN IN ECOM EXPERIENCE EXPANSION
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LINKING “WHY AlI” STRATEGY with KPIS & ROI

Business growth &
predictability

Consumers are increasingly expecting

brands to demonstrate relevance and

consistency in customer experiences
and across channels.

KPls:
Better customer conversion,
Seamless customer journey from
product discovery to checkout

Business operational
effectiveness

Colleagues are becoming more tech-
and data-driven showing increased
interest in using tech incl. Al to

augment how they deliver their work.

KPls:
Throughput in manufacturing
products,
Effective workforce management,

Business Innovation

iy,

Companies with high levels of
business predictability and
operational effectiveness, can make
better informed decisions, allocate
resources effectively and set the
organization towards creativity
instead of day-to-day operational
work

KPls:
New product development

PANDORA



IDENTIFICATION OF Al OPPORTUNITIES ACROSS THE VALUE
CHAIN

Design Planning & production Supply chain In-store ops Marketing Sales
Customer centric buying, Advanced
Optimizing demand forecast Allocation / replenishment . . o
Marketing and media Optimized
effectiveness markdowns

Social trend detection,
analytics and forecast

Virtual sales
Assortment optimisation & i . S
; ¢ . In-store staff & labor hour Assistant Promotional optimization
integrated planning L
d-2-end v chai biliti optimization,
N S y chain capabl 1422 Personalised search
Anomaly detection, prediction
Manufacturing optimisation
Dynamic
Al augumented design Copy and content Pricing and forecast
Buying adjustment based on Ideal store personalisation and
early detection layout generation

E-com product
recommendation

Gen Al + Agentic Al Foundation for Enterprise Al

PANDORA



A CLEAR & FOCUSED RUNWAY

A mix of short term impact vs long term bets

2021

-

PREDICTIVE Al
MARKETING

Audience Segmentation

22

PREDICTIVE Al PREDICTIVE Al + GENERATIVE Al
MARKETING & E-COMMERCE MARKETING & MANUFACTURING
Customer Lifetime Value Operational efficiency in manufacturing
Product recommendation Marketing content production

Demand forecasting

e —_—
2022 2023 2024
N g

PREDICTIVE Al

MARKETING & MERCHANDISING

Personalised customer experience

Product performance prediction

PREDICTIVE Al + GENERATIVE Al
GO

Al Ops in DevOps

Al augmented Service desk

T
2025 2026
v
PREDICTIVE Al + GENERATIVE Al
Channels

Automated invoice processing
Product identification
Virtual shopping assistant

Agentic SDLC

PANDORA






FOUR ESSENTIAL
FONDATIONAL ELEMENTS
-FOR Al SCALE

Strategic Data domains & clear lifecycle management
strategy

Operating model around data (Federated/Central)

Enterprise foundational platforms:
Data/Al platform, Enterprise context DB, Agentic
orchestration etc

Al/Data Governance and guardrails
around Al tools

PANDORA
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HAVE A LOO! EXAMPLES !11

Its about how to leverage Al as strategic advantage




LEVERAGING Al TO SCALE
PERSONALISATION

ORDER BY 12/19 for delivery by 12/24.
Data

= o PANDORA =

17:41 il 56 @

Content

CAMPAIGNS :
Personalised news

| LOVES, UNBOXED

_——

TH DR,

w ’ r* e and inspiration
AW S

VA E of
HRONES X PANDORA

Personalised
product
recommendations

Rule engine

Personalised
styling tips




PANDORA VIRTUAL ASSISTANT — SALES AND SERVICE

PANDORA

SALE CHARMS & BRACELETS RINGS ~

Your Virtual Assistant

) Dear customer. Hope you are good today.
I'm your personal assistant and | can help you find the perfect gift.

Would you Hlke Inspiration?

[

I'm your personal assist;

EARRINGS

NECKLACES

ke inspiration?

WITHIN

LAB-CREATED DIAMONDS

COLLECTIONS +

PANDORA

GIFTS

e, What Is your price range?

$100-5150  $150 & Over

Usually a great base for gift are our Moments bracelets,
any of these tickle your fancy?

Type your message

Pandora Moments Chain Slider Bracelet

£85.00

=
(&

“

Search

DISCOVER ~

Pink Birthaay Cakel

£55.00

ADD TO BAG

27

£ smartift

V They keep or swap.

V You pay after they

1

0
3
<@
Jo
[

Product vision: One bot, two use cases

Sales
Product vision
Enable conversational capabilities for customers to

find and buy the right products

Product metrics
Growing ATB & UPT

Business outcome
Revenue per session

Key features

Conversational product filtering
Add to basket
Recormmendations

Context

- -

PANDORA Q8 B

Customer service

Product vision
Enable conversational capabilities to support custo
shop and with questions post-purchase

Product metrics
Increase case deflection rate (BellaBot 30%)

Business outcome
Reduce cost per contact

LET’S CREATE

Key features

MOMENTS TOGETHER

FAQs

Where is my order

Order amendments

PANDORA



AGENTIC DEVOPS & SERVICE OPERATIONS

¥é Claude

* Proven productivity gain in software
development lifecycle and DevOps by 30%

* Major breakthrough is legacy migration &
documentation

@ GitHub Copilot
Automated ticketing solution by 30%
Major breakthrough is speech-based
servicen W. service desk, with multilingual support

PANDORA
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SPOTLIGHT

ON

LEADERSHI
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BARRIERS THAT BLOCKS Al ADOPTION

= Anxiety about Al and its impact on their current role
= Al literacy to enable well informed choices and adaption
= Fear of failure

= No clarity on transformation roadmap, investment and
commitment from top management

PANDORA



LEADERSHIP
BEHAVIOR THAT
MAKES A DIFFERANCE

+ Extra efforts in overcommunicating the “WHY” , “WHAT”,
“HOW” and “WHEN"

+ Place Al as workforce amplifier, instead of alienator
+ Celebrate early adaptors, but also bold movers

+ Role based Al literacy and training program, along with role
modelling on learning new tech

+ Move Al from “IT initiative” to “Enterprise priority”

31







LEARNINGS SO FAR

Focus on outcome instead of tool or tech, with clear ROI

Foundation & reimaging business processes are essential pre-
requisite for success of enterprise Al

Balanced pace with Al transformation

FOCUS with few tools and initiatives, with a mix short term to
long term impact

Al literacy, catered for roles is the key for mass adoption

33



WHATS AHEAD OF US
AS LEADERS TO THINK ABOUT

The future question isn’t “which model or Tool?” but “where does

intelligence sit in our digital landscape to give us extra factor in
market ?”

Future workforce, talent strategy & pipeline
Flexible digital eco system, with strong foundation
Cost discipline & governance

Security will become even more essential than ever

w
34 COMPANY PRESENTATION 2025 PAN DORA



“Transformation is not a
destination; it’s a journey of
continuous growth !! “

THANK YOU !

PANDORA



Fireside Chat

Garima Singh, CTO Pandora

Shivaun Anderberg, Head of Data & Al, Nordics Publicis Sapient

© Publicis Sapient 05.2026




Data How are you approaching the management of
Al outputs?

Fireside Chat

Orchestration Are you seeing improvements from
orchestrating different Al tools and Agents
Garima Singh, CTO Pandora together?

Shivaun Anderberg, Head of Data & Al, Nordics Publicis Sapient

Change What tools are actually helping achieve
adoption and process change?

© Publicis Sapient 05.2026
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