Legal Disclaimer

This Presentation contains forward-looking statements, including, but not limited to, statements regarding the value and effectiveness of Qlik's
products, the introduction of product enhancements or additional products, Qlik’s partner and customer relationships, and Qlik's growth,
expansion and market leadership, that involve risks, uncertainties, assumptions and other factors which, if they do not materialize or prove
correct, could cause Qlik's results to differ materially from those expressed or implied by such forward-looking statements. All statements,
other than statements of historical fact, are statements that could be deemed forward-looking statements, including statements containing the
words "predicts," "plan," "expects," "anticipates,” "believes," "goal," "target," "estimate," "potential,” "may", "will," "might," "could," and similar
words. Qlik intends all such forward-looking statements to be covered by the safe harbor provisions for forward-looking statements contained
in Section 21E of the Exchange Act and the Private Securities Litigation Reform Act of 1995. Actual results may differ materially from those
projected in such statements due to various factors, including but not limited to: risks and uncertainties inherent in our business; our ability to
attract new customers and retain existing customers; our ability to effectively sell, service and support our products; our ability to manage our
international operations; our ability to compete effectively; our ability to develop and introduce new products and add-ons or enhancements to
existing products; our ability to continue to promote and maintain our brand in a cost-effective manner; our ability to manage growth; our
ability to attract and retain key personnel; the scope and validity of intellectual property rights applicable to our products; adverse economic
conditions in general and adverse economic conditions specifically affecting the markets in which we operate; and other risks and
uncertainties more fully described in Qlik's publicly available filings with the Securities and Exchange Commission. Past performance is not
necessarily indicative of future results. The forward-looking statements included in this presentation represent Qlik's views as of the date of
this presentation. Qlik anticipates that subsequent events and developments will cause its views to change. Qlik undertakes no intention or
obligation to update or revise any forward-looking statements, whether as a result of new information, future events or otherwise. These
forward-looking statements should not be relied upon as representing Qlik's views as of any date subsequent to the date of this presentation.
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therein of certain factors which may affect Qlik’s future performance. Individual statements appearing in this Presentation are intended to be

read in conjunction with and in the context of the complete SEC Information documents in which they appear, rather than as stand-alone
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iscretion.

© 2014 QlikTech International AB. All rights reserved. Qlik®, QlikView®, QlikTech®, and the QlikTech logos are trademarks of QlikTech
International AB which have been registered in multiple countries. Other marks and logos mentioned herein are trademarks or registered
trademarks of their respective owners.




Qlik @

Fashion Industry Presentation

La data discovery in OVS

Andrea Corain

Senior Solution Architect
Andrea.Corain@glik.com




Fashion Indus




CUSTOMER TRANSFORMATION TIMELINE

Introduction of Self Service

Mobile Data-Driven retailing

Introduction of commuting Introduction of Consumerization
to stores convenience of technology
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Croydon store advertisement, 1950




FASHION IN A CHANGING WORLD
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Online Grocery Sales
will grow to $100Bn by
the year 2018

Study by Boston Consulting
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Visits to retail websites
via mobile devices have
overtaken desktop
traffic for the first time
ever

Study by IMRG

Social Media Shopping

The digital universe will
grow from 3.2
Zettabytes today to 40
Zettabytes in six years

is critical component to
Omni-Channel Retail

Most companies
estimate they're
analysing a mere 12%
of the data they have

Study by KIZER and BENDER

Study by Forrester Research Study by Hortonworks




BUSINESS DATA ANALYSIS TRANSFORMATION TIMELINE

1970

Transformation Phase

Business Intelligence was
about Gut Feel

Nothing but good old fashion
gut feel based upon local
knowledge

1980 1990 2000 2010 Toda

Transformation Phase Transformation Phase Transformation Phase Transformation Phase

Introduction of Management Introduction of Data Introduction of Business Introduction of Data
Information Systems Warehousing Intelligence Discovery
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Qlik®1s a
Data Discovery Platform.

Data Discovery
IS user-driven Bl.

Simplifying Decisions for
Everyone, Everywhere



The unique Qlik®patented
data association technology

How traditional Bl and
visualization tools work

Corporate
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District v . v -
Store @@ v - -

 Limited view and access to data
* Forced down linear drill paths
* Need to involve IT to modify
* What-if and on-the-fly analysis
is limited

QLIK
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* Freedom to explore data from any point in
analysis in a dynamic, interactive interface
* Answer any guestion on the fly, real-time
 Easily see connections, and
disconnects in data




Why Is Associative Search Important?

« Example: A merchant would like to analyze a particular item by
week/store/geography/store grade.

« Typically a Bl report is built which contains a set of prompts, which are filled in and
the user drills into the area of the product hierarchy their item/sku in question
resides.

*Would you like to analyze a different item/sku?
*Rerun the report and fill in the prompts again.
(Time)
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*Would you like to analyze more than one item/sku?
*You hope the two sku’s you would like to analyze are in the same sub class.
*Otherwise IT rebuilds the report to allow for selection across different sub classes.
(Time Time ...)
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e *What happens if items are reclassified in the product hierarchy?
F":II_IEu B0 * You may have to rebuild the product hierarchy in the Bl Software and reconfigure
JA0B-62 [kl A5 Blac .. all reports based that use the product heirarchy
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Fashion Data Discovery

It is not about the first question. _
Real Data Discovery

We know sales are trending down.

We know we missed plan ) > g Stores IS about the Next
We know too many products are SN AN ;
returned \c o/ » Customer Question.

We know shipping costs are too high o 3 2
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Qlik’s Globally Strong Retail Presence

Broad Adoption Across: Store Operations, Merchandise, Customer, Supply Chain, Finance, HR, & IT

1,100+ Retail Customers worldwide of all
varieties

3,000+ Retail & Wholesale Distribution
Customers

QlikTech Retail Apps on QV.com
Omni-Channel Analytics
Retail Store Performance
Supply Chain - Order & Inventory Management

QlikMarket — Retail Apps
QlikTech’s Version of an App Store

Key Technology Partners
Teradata, Cloudera, Quantisense, Parstream

Cabela’s Unlocks the

Power of Bl

Learn why Cabela’s
has sought out tools
such as QlikView..
On-Demand Webinar

7
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http://us.demo.qlikview.com/detail.aspx?appName=Retail Omni-Channel Analytics.qvw
http://us.demo.qlikview.com/detail.aspx?appName=Retail Store Performance.qvw
http://us.demo.qlikview.com/detail.aspx?appName=Order and Inventory Management.qvw
http://market.qlikview.com/catalogsearch/advanced/result/?name=&description=&short_description=&sf_industry[]=36

IT/HR

Finance & Executive Management

» Dashboards & Balanced Scorecards
Enterprise Planning, Budgeting & Performance
» Financial Consolidation

« Predictive / What-If Analysis

« Governance & Risk Management
Compliance - Regulatory, Environmental, EH&S
» Cash & Working Capital

= Optimize IT Management & Delivery of Services

= Workforce Management, Remuneration & Training
= Labor Scheduling & Payroll

= |T Service SLA’s & Resource Efficiency

= Governance across Compliance, Security & Data
= Inventory of Fixed IT Assets and Licences

Store Operations

» Store Performance Dashboard

» Labor Management

& Payroll

» Customer Service Analytics
» Loss Prevention & Fraud Analytics

» Store Development

Transportation & Logistics

* Inbound and Outbound Transport Analysis

« 3PL, Carrier and Delivery Performance Analysis

» Advanced Shipping Notifications (ASN) Alerts

+ On Time Delivery / Receiving Analysis & Tracking
+ Equipment, Fuel and Total Landed Cost Analysis

Sales

= Revenue & Margin - Multi-Channel Cross-Sell
and Up-Sell Effectiveness

= Budgeting, Planning, Forecasting & Tracking

= Customer Service & Call Centre Operations

= Franchisee Contribution

= Sales Productivity at all Levels

Marketing & Customer

» Customer Intelligence

» Campaign Performance Analytics

» Social Media Analytics

» Market Basket Analysis & Footfall

» Segmentation, Targeting & Life Time Value

Merchandise & Buying

= Assortment Planning

= Buying Effectiveness

= Vendor Performance

= Price & Revenue Management
= Markdowns & Discounts

= Category Contribution

= Gross Margin

Warehousing & Distribution

» Sourcing, Procurement & Vendor Analysis

- Damages/Seasonal Write-Offs, Warranty & Returns
» Inventory & Warehouse Management & Control

» Forecasting, Planning, Allocation & Replenishment
» Product Availability / Out Of Stocks
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OVS:. Customer Snapshot

GRUPPOCOIN

1 : : . o .

By using Qlik, we can detect trends that were £€ Qlik helps us to save a huge amount of time in data analysis. It
impossible to identify previously. Moreover, knowing we is also extremely flexible, allowing us to perform different types
have Qlik as a tool to develop a solution, we can think - _ _
of and structure our assortment planning and logistics of analysis with a unique standardized layout.,,

processes in an entirely new way that would not have Renzo Grotto, Manager, Supply Chain Applications
been possible without Qlik * Development Group, OVS

Bruno Cocchi, ICT Director, OVS

OVS is a leading Iltalian value fashion retailer with
around 7,500 employees with a 4.79 percent market
share in Italy. It has over 580 stores within Italy and
more than 110 stores abroad.

* Function: Executive, Finance, IT, Marketing,
Operations, Sales, Service & Support, Supply Chain

* Geography: ltaly, EMEA



OVS:. Customer Snapshot

GRUPPOCOIN

Return on investment

Up to 50%
time savings for data analysis

Half a day
for reporting, instead of one week
previously

Challenges
» Analyze supply chain data in real time
» Reduce time for “big data” analysis

« Make procurement smarter

Solution

- OVS deployed Qlik initially to 360 users, but plans
to extend the solution to between 50 and 100 other
employees within three years.

Benefit

* Produced complex report analysis in half a day instead of one
week

* Reduced application development time
* Integrated Qlik with existing IT assets

* Delivered performance data on each store in real time

Data Source Systems: Business Objects, IBM DB2

Qlik Partner: Nevis — Horsa Group




Qlik Omni-Channel Analytics Dashboard

Dashboard \Sales o | Returns @ | Customers @ | Discovery (GWG) @
- (Taott etz 2013 ol oz Q3 o4 —
@ omni-Channel o .

& Jan  Apr May Jun Moy Jul Sep Feb Mar Aug Oct Dec
B

Data Load as of: 1010013

Total All Channels Retail Store  Call Center Online Store  Mobile Store Catalog
CY Sales $938.870,690 Variance

PY Sales $708,660,285  $45,959,724 | $45,956,278 | $45,712,582 | $46,097,501 o $46,484,320 |

m
Variance 32.5% 32.2% % 32.5% = 32.3% 3 32.6% 32.8%
CY Returns % of Sales 10.5% 7

CY Sales
Sales $188.668,194 $187,216,652 $187,327,237 $187,435,703 $188.222,903
PY Sales 7 B
) $142,708.470 $141,260,373 $141,614,655 $141,338,202 $141,738,584
Retail Store
Call Center
Oniir?e Store CY Returns as % of Sales
g“b"e stars (I8 40:35% 10.4% 10.6% 10.5% 10.4%
atalog
Returns as % of Sales i) Transactions by Month
Call Center -ﬁ‘? T Yea'm” 200,000 -
2011

Mobile Store -61935%
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Retail Store g'i‘%”.a% 50,000
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Qlik - Store Performance Dashboard

Intro | Dashboard Sales

Store Map @ )

Custormer Satisfaction @

Sales

Current Selections

Stare Type ¢f2 hd Convenienc
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£ Clear Selections >
Region

Germany
Japan
Mordic

District Manager

Aaran Freeman
Abbot Bennett
Abel Maddox

Store e
100049
10017
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Store Type

2EI12- Jan Feb Mar Apr--- Aug Sep Oct Now Dec
Total Sales Fresh Food Sales
Fresh Food Sales by Category =  Sales by Category/Region/Store Type -
Mcmegnw 2013 Sales 2012 Sales % Growth .
Fresh Food Total $383,006 $348,570 8.99%
Category Fresh Bakery bl 173,596 §18,898  -36.7I%
Hat Foad 30.2% Grill F63,753 F73,722 -15.64%
gfjfh Bakery fg?i Bread 55,465 56,093 -11.48%
fi _ : Packaged Bakery $14 6T $15,069 -2 74%
rresh sandwiches T FastFood $7,203 57,245 -0.59%
Packaged Biakery =7 Machos $3,203 $3,253 1.22%
Fresh Bakery Mutti-Dary 349 Fresh Bakery §79.807 575,454 A.45%
Fast Food 1.5% Fresh Sandwiches 52,343 40,225 5.90%
Brea 1.2% Cold Snacks F32,T69 F25,833 2117%
Eritress=alad DE%  Hot Food F106,730 571,747 32.78%
Machos 08%  EntreesiSalad 53,078 51,931 37.26%
2013 YTD Sales vs Average Daily Sales [ .
YTOD Sales
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Qlik - Supply Chain — Item Analysis

l Welcarme How Ta., Online Resources

Item Analysis

Reading Material Depot Analysis

Staore Analysis Depot/Store Map

E QlikView developed in conjunction with Qlikview partner THOROGOOD
= Ok Last Updated: 23/03/2012 09:58:29
Current
To-Date Selected YWeek | CurrentWeek Instock Banding

Zategory - o
EBrand - 0 100% 100% 100% Brand
Product Group = o
Packaging P . o 4% Q4% Q4% Beautiful Biscuits 95.8% .
Item T o £8% B8% £8% Chilled Chocolates 58.1%
Ttem Mumber = o
Other Selections 52% T2 G2% Super Sweets 49 3%
Depot Mumber = o TE% TEY% TE%
Depot Mame - o Q0,00% 92,50% 95,00% 97.50% 100, 00% Fine Tune
Store Mumber - o 0% 0% 0% | | | | | | | | [ 37 00
ok M - o awer = ' o

o enE 88.71% 89.57% 89.57% <4 pr— B e = 6,50
week o InStock
201141 Item o, - InStock % I o, Instocks (multiple Items)
201140 D Sweetie Tuck Box N R ] ;Dtl?.l 'nit':":k
2011349 white chocolake truffles ozel” T T a0 == holling Average
201135 Turkish Delight Bar 200g 930, " T T
201137 Toffee Snap Bar 200g 9343 oo o
Date V=) | Swiss Special Dark 200g az70 "~
13/11/2011 white Chocolate bar 4... g3er, T aE
12/11/2011 |:| Rhubarb & Custard che... 94,46 S
11/11/2011 Toffee Snap Bar 400g 9466 0 T a4
10112011 Swiss Special Praline 3. 9473 0T
09/11/2011 Turkish Delight Bar 400g 9524 T gz
0Ef11f2011 Fried Eggs 9536 e
07/11/2011 Marshmallow Mushroa... L 20
06112011 apple Ballltoas 95,02 '-1. —— ,{b"' '{g:. '{gg {5\. '{?
05/11/2011 Lieury &0%: Cocoa Coc... 6,24 o o o o o
0411/2011 Luury S0% Cocoa But... 96,36 LT e W W W ¥ ¥
it g o Luzxury B0%: Cocoa 06,38 T T




Qlik- for Digital Marketing and E-reputation

@ oo @ 7 B 4+ 7 %k ke [SoctBoommark V| [ScectRepot V|~ More

Jan 2013 Feb 2013 Mar 2013 Apr 2013 May 2013 Jun 2013 Jul 2013 Aug 2013 Sep 2013 Oct 2013 Nov 2013 Dec 2013

Web Sites e mYouTube o Campaigns CRM
224 38275 304 recswiwen 12 511 11 SO7 0 oy g

1% o 101% oo 83 %0110 e M0 10 T 7% oo

What is the effect of my Marketing Activities? < 360° View
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