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TCS Japan to Roll Out “Nearshore Center @Tokyo”

in Early 2022

-A dedicated service center that provides SAP-centered
operation-and-maintenance services for Japanese
companies—
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TCS Joins an Iconic British Racing Team as Title Partner
The team Will Be Known as ‘Jaguar TCS Racing’
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With an end to the pandemic seemingly so close yet ever far
away, people’s lives have changed dramatically, particularly in
terms of working styles and consumption behavior. The
omnipresence of telework now means that online meetings
from home are now a real choice, and with people’s increased
time spent in the home there has been a prolific advance in
their utilization of e-commerce. The common enabler for both
of these advents is, needless to say, utilization of digital
technologies. In this issue we introduce TCS’ Global
Perspective on how busines transformation is drastically
altering consumption patterns in the retail and consumer
goods sectors.

In our new column ‘Enterprise Aspirations” we feature
digitalization playmakers, inviting them to talk about their
organization’s aspirations and ambitions, the future societies
they envision, and new directions they see in the utilization of
IT to achieve this. In this issue we speak with Naoki Iketeru,
the mastermind behind digitalization endeavors at CAINZ
Corporation, and hear about his efforts to envision a new
world of Customer Experience (CX).

Looking ahead to the post-pandemic world, we aspire to
provide you with a diverse array of insights on the new kinds

of ‘experience’ people are seeking.
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Global
Perspective

Business Models for Growth & Transformation

We are in the middle of ‘a retail reset.’ This reset is driven by the new frontiers of customer experience (CX).

In this article, | would like to give TCS’ perspective on what this change is, what is driving it, and how

businesses must transform their business, specifically in the fields of retail and consumer goods.

Changing industry trends

Let us take a moment to explore some of the
changing industry trends and key points.
1.Digital becomes core: Digital is no longer
just a channel; it is embedded in every
customer interaction.

2.Value, value, value: Value is no more about
what customers pay but what they receive
in return. It is about information, experience,
instant gratification, health and safety, and
everything else the customer would perceive
at any given point of time, all of which need

to be captured in real time.

3.Conscious lifestyle agendas: With stay-
at-agendas and new lifestyle modifications
driven by the pandemic, several consumers
experimented with home cooking, baking,
active health and lifestyle choices. This
renewed focus on lifestyle and personal
choices is likely to continue even as we
emerge out of this situation.

4.Micro needs and micro moments: In retail,
KYC does not mean ‘Know your customer’s
profile’ but about having a contextual

understanding of each customer interaction,

‘TCS Algo Retail™,” an algorithmic business model

Chart 1: Realizing new priorities for retailers

as customers engage with the brand.
Hence, the way retailers engage with the
customer will differ largely on the scenario
or circumstance. For example, the approach
a retailer should take when their customer is
looking for a recipe for a party on a relaxed
Sunday afternoon must be markedly different
to that of a regular weekday grocery
shopping, when the customer wants to have

an effortless and frictionless experience.

Fundamental shift in how retailers do business — unlocking significant business value through the combinatorial power of art

and science

1.

Designing

Winning
Experiences

2.

Hyper-scaled
Operations for
Profitable
Growth

3.

Purpose-led,
Business Model
Disruptions

® Magic in experience - everywhere
/ connected, new channels

e Automated, intelligent, autonomous ® Product-led to purpose-led

® Orchestrate online, offline, ® Evolving customer journey
logistics and data across single orchestration into
value chain new business models

® Hyper-personalization

Transforming retail value chains

Tata Consultancy Services (TCS) works
with more than 260 retail and consumer
product companies across the globe
serving diverse segments such as grocery,
fashion, general merchandise, and home
improvement. Our 75,000 strong workforce
has a deep understanding of the domain,
the technologies, and the role that these
technologies play in driving the growth
and transformation journeys of retailers.
Additionally, this contextual knowledge and

experience is supplemented by a vibrant
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research and innovation ecosystem. Using
this ecosystem, TCS has developed patents,
platforms, products, and new business
models to help several global retailers
transform their value chain.

The following are some examples of these
engagements.
« Walgreens: Establish a digital spine and
new customer knowledge hub that drives
superior omni-channel experience
« Walmart: Establish a supply chain

operations visibility tower that gives the

company real-time visibility to manage their
supply chain challenges
* H&M (Europe): Transform the company’s
buying and merchandising process. Help with
their internationalization and sustainability
initiatives
* Woolworths (Australia): Realize smart
stores

We have set up an offshore development
center at Cainz, Japan to help the company
accelerate their digitization and business

transformation. (See page 16)

® Cost and operation model redefined

4. Inovation at Scale

What are the implications of this paradigm
shift? How should retailers respond to the
changing needs of the customer?

First, I would highlight the need to design
winning experiences for every customer,
and the importance of personalizing such
experiences.

There has been a tremendous shift in
channels and in the ways retailers engage

with consumers - shopping has moved from

physical stores to online, mobile, cashier-
less, voice, video, and social commerce. This
channel proliferation will continue at pace.
As daunting as it may seem, a good thing to
note is that, when customers engage with
a brand across channels, they are leaving
behind volumes of data. Therefore, retailers
must find ways to capture, process and
curate this data so that they can change

their processes and systems to offer a better

personalized experience, irrespective of the
channel from which the customer is engaging
with the brand.

We call this ‘unified commerce.” With our
unified commerce platform, retailers can go
beyond offering just buy-online and pick-up
at store*?, and introduce capabilities such as
mobile scan and go*? and curbside pickup*?
all in a matter of less than four weeks.

The second area | wish to highlight is the
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‘enabling-processes’ and the stakeholders
that manage these processes every day. It is
imperative that the right technology enables
a seamless processing of all the actions that
need to happen in order to provide this
ideal CX. This means that the supply chain
must be highly intelligent, with cognitive
capabilities. Also, the supply chain workforce
must be equipped with the technologies
that give them the capability, information,
and insights to manage all the dynamics and
interdependencies at play in order to be able
to tend to the needs of customers in real
time.

From this perspective, TCS is working with
Kroger, a leading supermarket in the US, and
Ocado, an online supermarket in the UK, in
offering superior experience for customers
through robotic operations, enabling
faster in-store picking and optimizing their
operations.

The third element | will highlight is the

Partnership with Best Buy

move from a product-led approach to a
purpose-led one. As we see, retailers in
Europe are able to leverage their ecosystem
based on food and nutrition information
and aspire to be personal health coaches.
Similarly, sports goods retailers are becoming
active health and lifestyle coaches.

All of these tenets of modern-day retailing
require innovation to be embedded into
everyday functions of business and the
technology organization. And this needs to
be driven at scale. Today, data is becoming
available at scale. In order to process this
data in real time, organizations must leverage
technologies such as artificial intelligence,
machine learning, 10T, robotics, etc., making
use of the algorithmic frameworks that
can be rapidly designed, configured and
modified.

We call this algorithmic business model,

TCS Algo Retail™.

Chart 2: Business turnaround with new business model

From Product-centric to Purpose-centric

Digital Transformation + Reimagined Stores for Fulfillment and Services

1L =N

0 )
# Best Buy Named <!
/' toFortune’s 2021 \

\' Most Admired "
4

Tech Support Membership N y)
-\ J =

- W

Senior Care Support

e Comparable online sales increased by 144% by 2021

® 2/3 of digital revenue fulfilled from stores

Omni-channel Orchestration, loT Platform, Intelligent Associates Who Sell Tools
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*1  Unified commerce: A strategy for enabling seamless
customer experiences across channels. Based on the
unified customer data, retailers can identify shopper
needs and preferences by leveraging technologies such
as Al. This will enable retailers to make personalized
product recommendations and offers.

*2 Mobile scan and go: A system where customers register
their credit cards on the app and scan products with
their smartphone so that they can shop without going
through checkout counters.

*3  Curbside pickup: A service where customers can order
online and get the items delivered at the store’s parking
lot. Store staffs load the products into their trunks of the
cars parked at a designated space. This trend of safe and
contactless pickup was further accelerated by the

pandemic.

Let us explore a specific example. Best
Buy, which is an electronics retailer
headquartered in Minneapolis, was
struggling to keep pace with Amazon, their
competition. Customers were using Best
Buy as a showroom to explore products
and buy them later on Amazon.

Best Buy knew that their extensive
store network and store footprint, and
knowledge of electronics were key
advantages. They quickly put together a

strategy to use this differentiation to their

advantage.

They moved from a product-only
approach, to a product- and services-
led approach. Aware of customers’ latent
needs for expertise on how to set up and
integrate products in their complex home-
electronics environments, Best Buy aspired
to become the custodians of the customers
home tech landscape.

This required the company to scale
rapidly, in terms of technology and people
who understood the business and aspired
to drive change.

TCS set up a technology development
center in Chennai. It operates as a seamless
extension of Best Buy’s capability in
Minneapolis and Seattle, helping them
realize their aspirations of developing
innovative capabilities at scale. For
example, we enabled voice shopping for
Best Buy; customers can link their Best Buy
accounts with Alexa and start shopping.
And, during the pandemic, we enabled
curbside pickup service in record time.

With Best Buy taking their aspiration
further from being custodians of the
customers home technology landscape to
becoming their health and wellness partner,
they have enormous opportunities to tap
into a relatively new market. We are seeing
a lot of people who want to continue to
live independently, even as they enter
old age. Therefore, we are helping Best
Buy develop capabilities within sensor-
based homes, that enable prompt patient
care and emergency assistance. This is an
untapped market today and significant
business opportunity. TCS and Best Buy are
working very closely together to realize this

journey.

In summary, we believe that the digital
technologies will play a critical role in
transforming business and helping to
deliver a superlative, hyper-personalized
CX. TCS aspires to be there for our

customers as they embark on this journey,

as their trusted growth and transformation

partner.

Shankar Narayanan

President and Global Head
Retail, CPG, Travel & Hospitality at TCS

Prior to this role, Shankar led TCS in the UK and Ireland
geographies and was responsible for driving business
strategy, sales, and operations as well as nurturing executive
relationships with customers, communities, and governments
in'the region.



at CAINZ, Japan’s leading home improvement company. Join us as we explore his vision of the retail

industry’s future through the lens of CAINZ’ own strategy to become an ‘IT-empowered Retail Company.’

Naoki Iketeru

CAINZ Corporation

Executive Officer, CDO (Chief Digital Officer),
CMO (Chief Marketing Officer)

and Digital Strategy General Manager

Four key strategies and four customer experience
enhancement initiatives

CAINZ Corporation (CAINZ) positions Digital as one of its four key
strategic pillars (Chart 1) to help drive the curation of new and integrated
customer experiences spanning products, services, and stores, and to
produce a virtuous cycle founded on Kindness to its ‘members’
(employees), all aimed at creating the CAINZ of tomorrow. Through the
fusion of technology and physical stores, the company aspires to evolve
the four key facets of customer experience and position itself as an ‘IT-
empowered Retail Company’ that is loved by customers in the digital era.

To this end, the company has already released several mobile
applications. The first of these is the CAINZ App, a tool to enhance
customers’ purchasing experience. This can be called a ‘concierge app’ of
sorts, as it enables customers to find where and exactly how many of a
desired item are in the store. Further, it lets customers have products put
aside while they order online, and even allows them to finalize payment.
Another service is CAINZ PickUp, which allows customers to order a

product online and arrange to receive it instore at a counter or ‘PickUp

Chart 1: CAINZ’ Four Key Strategies and Four Customer Experience Enhancement Initiatives

Four Key Strategies

(D SBU strategy @ Digital strategy (3 Store strategy
Create merchandise mix that brings Free customers from bother to sales floors as the stage for producing
about new value to customers create an emotional experience and engineering CAINZ’ brand appeal

@ Kindness to members
—Be a company that instills members with pride and the desire to work at—

[Digital strategy goals] Advantages of chain and physical stores X Technology
-> Be an IT-empowered Retail Company loved by customers in the digital era
= Create the CAINZ of tomorrow

Four Customer Experience Enhancement Initiatives

@ Stress free @ Personalize

Leverage digital technology to make
personalized recommendations based on

Free customers from shopping-related bother by
creating a seamless experience across physical stores

and digital spaces each customer’s desires
(3 Experiential @ Community
Create an environment that offers customers Support customers in every aspect of life and by connecting
new discoveries and idea-filled experiences to make them with communities, with the knowledge that their
their daily lives a little bit happier and more convenient needs go beyond the products they may buy at our stores
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Creating Stores of Astounding Fun, Leveraging the Power of IT

In this issue of Catalyst, we speak with Mr. Naoki Iketeru, the mastermind behind digitalization endeavors .

Locker’, or even via a drive-through service without the need to leave

their cars. Through these mobile apps customers can make reservations
for a variety of other services, anywhere, anytime, including our wood
cutting service, ‘CAINZ Reserve’ for DIY workshops, and even secure
access to the dog runs at some of our store premises.

These technologies all contribute to our efforts to free customers
from the cumbersome tasks that accompany a traditional shopping
experience; endlessly searching for products, waiting in line to pay, and

visiting the service counter just to make a reservation.

Foundation of a dedicated offshore development center
for CAINZ

The value of each of these initiatives on their own might seem small, but
the collective impact in terms of sheer time saved for those on the retail
frontlines is immense. By swiftly addressing these sorts of issues we look
to support our instore teams, and hope to leverage the opportunity to
rapidly create a stream of new services for our customers. In order to
realize these ambitions, we came to the conclusion that there was no
other approach but to insource our system development.

| am a firm believer in expediting the time-to-market of new systems by
deploying them at 80% completion. The remaining 20% can be perfected
together with the feedback and requests we receive post-release. This is
where the critical difference between insourcing and outsourcing comes in.
External partners will try to deliver a perfect system as a matter of course,
which ultimately leads to extended development timelines. On the other
hand, our company currently release a system within as little as two weeks,
two months at most, and can generally deploy even large-scale systems
across all stores within a three-month timeframe, including initial post-
delivery modifications. To shorten our production lead time further,
securing IT talent is crucial. We have undertaken various initiatives to help

drive this talent acquisition, including the establishment of a subsidiary that

caters to the workstyles of IT engineers. Collectively these efforts have

seen the digital strategy division grow from a group of just 10 in 2019, to a
robust team of 200 members today.

Further to this, as part of our partnership with Tata Consultancy
Services (TCS) we have established an offshore development hub, CAINZ
Offshore Development Center (CODC), within TCS’ facilities in Chennai,
India. Backed by TCS’ global resources and capabilities, we will accelerate

our development initiatives.

The team begins to work, breaking the barrier of

communication

Prior to inauguration of the CODC, we organized a collaborative cross-
border team between both companies to run a six-month pilot project
aimed at exploring how best to organize a mixed team spanning locations
in India and Japan. We were able to collect a lot of feedback, and the
most common challenges centered around communication. First was the
English proficiency of Japanese members. Another challenge came in
communication styles, or in other words cultural differences. In both
cases the solution was to assign a certain number of Indian members
proficient in Japanese, and members familiar with the respective teams’
cultural isms to act as a bridge for the broader team. | hear that it was
tough at first, but as things proceeded the members gradually began to
understand each other better, and as communication on the ground
evolved operations also started flowing smoothly.

My expectation for our company’s members is that they grow to be a
globally competitive IT talent, leveraging the opportunity to work in an
environment where they can learn cutting-edge technologies from
abroad, and closely communicating and working with team members
who are playing important roles globally. In addition, as a company, we
have a lot to learn from TCS, such as the approaches to team structure,
architecture, and frameworks.

We have only just kicked things off, but we are already seeing the
fruits of agile development enabled by our insourcing approach, such as
the throughput of product development and improvements in our
system architecture. Moreover, | am encouraged to see how it has
changed members’ mindset, as we are seeing them start to come

forward with a diverse array of ideas.

Stores with added value realized by adopting emerg
technologies

When the digital initiatives reach a certain level, it is time to work on

initiatives for the enhancement of four key facets of customer experience.

As a precursor to that we are currently working on improvement of

-

The TCS facility in Chennai is home to the
CAINZ Offshore Development Center. [——
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‘worker productivity” (revenue + total working hours), %

which indicates the efficiency of store staffs. One of
the features of our company’s system development is CAINZ App
starting it from the front end. By purposely starting from front end, we
can more easily find malfunctions in our current system. It also means that
the system is connected with customers at an early stage, when the data
quality is still low, stimulating the psychological motivation that, “We have
to improve it as soon as possible.” By addressing the system malfunctions,
we see a virtuous cycle of improvements in business operation and
resulting rises in worker productivity.

When worker productivity has reached a certain level, the time will
come to focus on customer experience. Specifically, this involves the
integration of our e-commerce and physical stores. If we dispatch
products from stores without using warehouses, we can cut out our
storage fees and reduce our shipping costs as we send products from the
store closest to the customer. More importantly, we can shorten the
delivery lead time, since the volume of store inventory is larger than that
of any warehouse. It also provides members with the opportunity to
engage directly in e-commerce, and helps embed digital culture in our
stores. Against the demographic backdrop of declining population density
and expanding geographic coverage, our physical network of stores is a
critical asset that we must capitalize on to its fullest.

For me, the ideal store is one completely free of bother. It is a store
that alleviates customers of every shopping related inconvenience and
enables them to enjoy the experience as if they were taking a casual walk
with just their smartphone in hand. Looking toward the future, we
envision virtual stores that extend beyond their physical boundaries,
transforming showrooms into game fields where customers can enjoy
gamified shopping experiences. The possibilities for curating new and
engaging customer experiences are infinite, if only we open our minds to
imagining ‘stores of astounding fun.! We look to achieve store concepts
that deliver various value-added experiences, exploring the use of
technologies actively
used by industry
bellwethers like Home
Depot and Lowe’s in
the US but not yet seen

here in Japan. On this

front, we hold high

expectations for the

role TCS can play.
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TCS Japan to Roll Out “Nearshore Center @Tokyo” in Early 2022

—A dedicated service center that provides SAP-centered operation-and-

maintenance services for Japanese companies—

E News from the Network |02 |

TCS Joins an Iconic British Racing Team as Title Partner

The team Will Be Known as ‘Jaguar TCS Racing’

Tata Consultancy Services Japan (TCS
Japan) launched its Nearshore Center @
Tokyo within the company’s premises in
January 2022. It is a dedicated service
center for Japanese companies that
provides operation and maintenance
support of enterprise applications,
focusing mainly on SAP.

This service center will function as
a hub for customers, allowing flexible
collaboration between Japan and offshore
teams and capitalizing Tata Consultancy
Services’ (TCS’) global expertise to
bring scale and speed in the operation-
and-maintenance of their enterprise
applications, and contribute to their global
competitiveness. Moreover, the center will
operate 24 hours a day, 365 days a year,
and will adopt a multiple-shift system so
that it can support Japanese companies
at any time of the day, wherever they
operate around the globe.

Starting from application management
services (AMS), the center is planned to
expand and enhance its scope of services.

The Nearshore Center @Tokyo leverages

TCS’ unique automation framework:

Machine First Delivery Model™ (MFDM™),
its chat bot framework: TISA™ (TCS
Intelligent Support Assistant), and its
cognitive automation solution: ignio™, to
raise the sophistication of operation and
maintenance services and achieve higher
service quality and efficiency (reduction of
man-hours).

The center flexibly responds to changes
in respective customers’ businesses and
systems through the combination of
both ‘optimized dedicated-services” and
‘shared-services’” models. This enables
comprehensive support for effective

operation and maintenance, by adjusting

as needed in line with the load and types
of modules being used.

Furthermore, the center utilizes TCS
Japan’s managed IT operations service,
PRISM™, to enable end-to-end coverage
for everything from basic service-desk
services through to more technically
complex L2 and L3 support, and spanning
application management through to

infrastructure operations.

== Governance ====p> Support

Nearshore Center @Tokyo Support Model

Customer Head office & local offices in Japan Global offices
A AL

TCS Japan Nearshore Center @Tokyo K
(Japanese) o

-

TCS' global offices JDC: Japan-centric Delivery Center

(English & other languages) Dedicated team for customers

Global offices

I}
Hideyuki Aoki

Unit Head & Vice President
Enterprise Application Service, TCS Japan

Tata Consultancy Services (TCS) has joined
the iconic British racing team Jaguar Racing
as title partner for the ABB FIA Formula
E World Championship. The team will be
known as Jaguar TCS Racing.

During this multi-year partnership, TCS
and Jaguar will create a dynamic platform
that will drive research and innovation
while steering towards advanced concepts
and electric vehicle (EV) technologies. TCS
will leverage its leadership in technology
transformation and experience working
with premier players in the EV value chain,
to help Jaguar TCS Racing become a catalyst
for electrification, pushing towards low
carbon emissions and sustainable mobility.
The partnership will see the creative use
of data and insights from the racetrack to
shape the wider growth, development, and
transformation of the entire EV ecosystem.

Jaguar Land Rover and TCS are
longstanding partners, collaborating on
various fronts since 2012. The partnership
has strengthened and evolved over time

with joint initiatives and efforts made

Rajesh Gopinathan

CEO & MD, TCS

For Japanese companies to keep growing in the post-pandemic world, where globalization and digitalization
will accelerate more rapidly than ever, it is critical to acquire and strengthen market competitiveness. On the
frontlines, however, there is a market-wide shortage of highly skilled IT professionals, and | firmly believe that
the utilization of outstanding global expertise and talent will play a key role in achieving that sustained growth.
The Nearshore Center @Tokyo serves as a physical center for our Japanese customers, providing total support
in Japanese with its rich pool of bilingual talent, and acting as a hub for leveraging TCS’ 500,000+ global
resources. Through the center customers will benefit from the extensive industry knowledge and advanced

technologies that TCS has cultivated globally and brought to them at scale and with speed.
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We are delighted to expand our partnership
with Jaguar Land Rover and join forces as
Jaguar TCS Racing to harness collective
knowledge and to innovate for a sustainable
future for all. As the world races towards
electrification, this collaboration will pave
the way for the adoption of advanced
technologies, utilization of cleaner energy,
and the evolution of novel business models.
Our efforts will go beyond business to make
a lasting impact on people, communities, and

the planet.

Drivers Sam Bird (left) and Mitch Evans (right) with Jaguar I-Type 5 race car in new wrapping. The last season was the most

successful so far for Jaguar TCS Racing in its Formula E history. With its talented driver line-up and improvements in the Jaguar

I-TYPE 5, the team is aiming to race for more podiums, wins and the World Championship in Season 8.

in areas such as connected product
engineering and digital transformation.
The two companies are on a shared
journey to reimagine modern luxury built
on the cornerstone of sustainability and
unique customer experience — setting high
benchmarks in terms of environmental,

societal and community impact.

Thierry Bolloré

CEO Jaguar Land Rover
Chairman JLR Motorsport

| would like to extend my welcome to Tata
Consultancy Services. This partnership is a
perfect example of the synergies that exist
within the Tata group. Motorsport is the
ultimate challenge and to succeed in this highly
competitive arena you must excel in all areas.
Technology, innovation, agility, unity, and
teamwork are all important learnings which we
can implement across the company and wider
group. | recognise these benefits and want to
make sure that our future motorsport activity

structure is set-up for maximum success.

ABB FIA Formula E
Championship

ABB FIA Formula E Championship
is @ motorsport championship
for all-electric Formula cars,
recognized as the F1 of the EV
world. The championship made
its debut in September 2014, and
Jaguar joined it in 2016. Season 8
will start in Diriyah, Saudi Arabia,
on January 28 and 29, 2022.
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