Salesforce AP-205BE7 X v /3 — & AP-2058: = >~
Ty

255 hR
\Bbmay Y -2/

SalesforceiR & L #&
PlatformT X0 v /\ —=

b 7 &I+ CertShiken AP-2050 —#% 7 SV FA ML —Y 6Ky un—NTE &
3 : https//drive.google.com/open?id=1qXpANjOURscEbkU83cvzml qWWcJo YhOI

BRI - FEERODT 2720 T RBOBFWERE L KWW T L 281, Salesforce® AP-205:R 55 12 % 4> 3 D 1% P
CEALBZELOLBIETERLEWTT. KU AZDE DR IEENEALTEEFEIhEHL S Z & TT. CertShken®d
Salesﬁ)rce@AP-z()Sgit,ﬁ b l/—*:‘/7§*5l'lii Lli%ﬁ_\'f‘\ b’:{?f:ﬁsﬁ)%l <§ﬁ5ﬁ‘:é’%‘9‘_6:— & %EJJU’Sa‘Li
To CREBWINDY a—bAhy bTT. ELHARIT 28NS > T KUIZDOEFEBIRT 32 & TT,

Salesforce® AP-205: A B REIC X 3D DR % B3/ X—Y 3> (PDF. V7 bV x7. APPF >S54 >Y) b3k,
AP205%BH A FON—Y 3 Y QG EHOBTE A D 0 . BRP BB L TBIRT & £ . SalesforceY 7 +
7T ERIEAPPH Y A4 VA= 3 v DAP205BEERIE . o K2 — KX —FREBECHECEET. %
N, L7 b= AMAHBFL L DEFEPLEORA XA VLS BHISATWE LW I HBATHES L
HLOEDTT. AP-2050 FEBED Consumer Goods Cloud: Trade Promotion Management Accredited Professionalg B
OPDFA—Y a YIEEIR &4 A —PLTEY . X THEL TAEEWBENTEE T,

>> Salesforce AP-205:85E 7 X 0 v /A — <<

AP205:ABR D BT | BIBM 2 AP205RBE T X oy A—iB | B
] Z Consumer Goods Cloud: Trade Promotion Management Accredited
Professionalfizgf = > ¥ >

BEOY—CRA5RMT I E2BBREEITVET. 20/, BEORBAUBBELRKTCYE— %
RAEL . AP-205EEREM BT 2MEEZ T XTHRIRL £ 3. DLzt 52 DEL TR, bz Bu
PNOHBZF—LRAERBELTWET. ZThie. ~EBaBHILERsRBI 2 L3 RLETEDY £ €

ho BELMBBAP205A KT 4 A4 FCREBICAESKIC L > 12538, OA—=Y a v IV 82 20, SHE
REKTHZEREL TEEREL . FERBECIHEPL ET. a0 ZBNIMILZVWTLE S0,
AP205D LD T A b #RATVWLHE. e bE b -OREONYy 27 v 7B 2T,

Salesforce Consumer Goods Cloud: Trade Promotion Management
Accredited Professional 58 € AP-205 5 B[R (Q51-Q56):

HH #51

A consultant's client indicated that two key account managers (K AMs) can manage the same customer, but they can only negotiate
and create promotions for the product categories for which they are responsible.

Which functionality should the consultant recommend using to support this scenario?

e A Use a sales org to define two different divisions and user settings to assign the categories required.
e B. Use the user settings to assign the pertinent categories the KAMs are allowed to negotiate.
e (. Use two different product templates, each assigned to a different sales org to segment the categories.
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This scenario highlights a common business setup: Category Management. A large retailer (e.g.,

"SuperStore") is a single Customer Account, but the manufacturer has different sales reps (KAMs) for different business units-one
KAM handles "Frozen Foods" and another handles "Dairy." To support this in Consumer Goods Cloud TPM without duplicating the
Customer Account (which would break master data integrity), you utilizeUser Settings.

TheUser Settingsin TPM allow you to map specificProduct Categoriesto specificUsersfor specificAccounts.

* For KAM A, you configure User Settings: Account = SuperStore, Product Category = Frozen Foods.

* For KAM B, you configure User Settings: Account = SuperStore, Product Category = Dairy.

When KAM A opens the promotion calendar or P&L for "SuperStore," the system filters the product list.

They will only see and be able to add "Frozen Foods" to their promotions. They cannot unintentionally plan a

"Dairy" promotion because those products are effectively invisible or locked to them in the planning context.

This feature (Option C) perfectly isolates responsibilities while maintaining a single "SuperStore" account record, avoiding the
complex data duplication suggested in Option A (creating different Sales Orgs/Divisions).

H #52

In the Account Plan P&L key performance indicators (KPIs) Requirement, the design of the Latest Estimate KPI is all past periods
and should show actual values, while current and all future periods should show planned values.

How should a consultant recommend building this in the KPI formula to determine past, current, and future weeks?

e A Use the existing planned values if actual values are 0.
¢ B. Use an available calcHelper function.
e C. Use the standard Salesforce formula fimction PREVGROUPVAL.

Ef#: B

fEEL:

This requirement describes a "Time-Phased" calculation, commonly referred to as "Actualization" or

"Estimate to Complete" (ETC). The logic requires the system to dynamically switch the data source based on the current date:
IF(Week < Current Week, Actuals, Plan).

The Calculation Engine (Processing Service) in Consumer Goods Cloud does not use standard Salesforce Formula syntax like
PREVGROUPVAL (Option B), because it runs off-platform on a high-performance grid.

Instead, it utilizes a JSON-based configuration model. To handle complex time-logic like "Past vs. Future," the platform provides
specificcalcHelper functions(Option A). These are pre-built logic handlers available within the KPI definition syntax that allow the
consultant to compare the column index (time period) against the current period index. This ensures that the "Latest Estimate" KPI
automatically updates every week as time progresses, replacing "Plan" with "Actuals" without manual intervention?.

ER#53

A client is requesting a real-time report on the promotion detail to show key performance indicator (KPI) values at the Promotion
Total level. The client wants this implemented to help the user gauge and understand the impact of the Planned Promotion
instantaneously.

How should the consultant design this? 5

e A Create a custom Scorecard Real-Time Reporting (RTR) and enable the required KPIs as Report relevant and add themto
RTR Config, then embed the report on the Promotion record page.

e B. Create a custom Lightning component that reads the value of the KPIs through the KPI Map finctionality and embed the
UI Component on the Promotion record page.

e C. Create a new Real-Time Reporting (RTR), which uses a Flatlist Ul Component, add the required KPIs, and then embed
the report on the Promotion record page.

IEf#: A
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To meet the requirement of showing "Promotion Total" values (aggregated scalars like Total ROI, Total Spend, or Total Uplift)
rather than a time-series grid, the consultant should utilize the Scorecard component of the Real- Time Reporting (RTR) module.

* Scorecard RTR:This UI component is specifically designed to display single, high-level summary metrics (KPIs) in a card format.
It is ideal for "at a glance" impact analysis.

* Configuration:The process involves:



* Flagging the necessary KPIs (e.g., Total Volume, ROI) as"Report Relevant'in the KPI Set configuration so they are exposed to
the reporting layer.

* Adding these KPIs to theRTR ConfigurationJSON.

* Embedding this specific Scorecard component on thePromotion Record Pagein Lightning App Builder.

* Why not Flatlist? AFlatlist(Option B) is typically used for tabular, time-phased data (e.g., a grid showing Volume Week 1, Week
2, Week 3). For a "Total Level" summary, a Flatlist is the wrong visualization tool.

H #54

A consultant for Northern Trail Outfitters (NTO) is looking to utilize real-time reporting (RTR) to see the complete view of NTO's
finances.

Ifthe consultant makes an update to a key performance indicator (KPI) in the Volume Planning card (VPC), how fast will those
changes be reflected in the RTR?

e A The KPI changes will be reflected every 10 minutes through SF Data Sync.
¢ B. The KPI changes will be updated immediately.
e C. The KPI changes will be picked up in a batch run overnight and reflected the next day.

IEf#: B
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Real-Time Reporting (RTR) in Consumer Goods Cloud TPM is architected to provide exactly what its name implies: zero-latency
visibility into the active planning session.

When a Key Account Manager (KAM) or consultant modifies a KPI in theVolume Planning Card (VPC)- for example, increasing
the "Planned Uplift Volume"-the system triggers a recalculation within the Processing Service.

* In-Memory Calculation:The engine recomputes all dependent metrics (Revenue, Spend, Profit) in memory.

* Shared Context:The RTR component sits on top of this same active calculation context. It does not wait for the data to be written
back to the Salesforce database, synced to CRM Analytics, or processed by a batch job.

Therefore, the moment the calculation completes (which is typically sub-second or a few seconds), the RTR view reflects the new
financial realityimmediately. This immediate feedback loop is crucial for "What-If" analysis, allowing users to tweak volume
assumptions and instantly see the impact on the bottom line without the delay associated with traditional data warehousing or batch
synchronization (Option B or C).

B #55
At which level can a single find be anchored in Consumer Goods Cloud TPM?

e A Sales Org Only, Product Category Only, Sales Org & Product Category
e B. Customer Only, Customer & Product Category, Customer & Brand
e C. Product Category Only, Brand Only, Product Category & Brand

EfE: B

R

Funds in Trade Promotion Management represent the financial budget allocated to pay for promotional activities. In the Consurmer
Goods Cloud data model, Funds are inherently designed to support the commercial relationship with the retailer. Therefore, the
Customer is the primary anchor.

A "Fund" 1s rarely just a floating pot of money for a product; it is money set asidefor a specific retailerto promote specific products.
The standard anchoring levels supported are:

* Customer Only:A general "Trade Budget" for Walmart, usable for any product.

* Customer & Product Category:A specific budget for "Walmart - Dairy". This ensures that money allocated for Dairy cannot be
spent on Beverages.

* Customer & Brand:A specific budget for "Walmart - Nestle Brand".

Options B and C suggest finds anchoredonlyto Products or Sales Orgs without the Customer dimension.

While Sales Org finds (Headquarters Funds) conceptually exist, the standard operational "Trade Fund" used by KAMs is anchored
to the Customer hierarchy. Option A correctly reflects the hierarchy of specificity (Broad Customer Fund -> Category Specific ->
Brand Specific) used in most CPG financial models supported by the platform.

HR #56
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