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Send Us Your Comments

Oracle Retail Assortment Planning User Guide for the RPAS Fusion Client, Release
13.4.3

Oracle welcomes customers' comments and suggestions on the quality and usefulness
of this document.

Your feedback is important, and helps us to best meet your needs as a user of our
products. For example:

= Are the implementation steps correct and complete?

= Did you understand the context of the procedures?

= Did you find any errors in the information?

= Does the structure of the information help you with your tasks?

= Do you need different information or graphics? If so, where, and in what format?
= Are the examples correct? Do you need more examples?

If you find any errors or have any other suggestions for improvement, then please tell
us your name, the name of the company who has licensed our products, the title and
part number of the documentation and the chapter, section, and page number (if
available).

Note: Before sending us your comments, you might like to check
that you have the latest version of the document and if any concerns
are already addressed. To do this, access the Online Documentation
available on the Oracle Technology Network Web site. It contains the
most current Documentation Library plus all documents revised or
released recently.

Send your comments to us using the electronic mail address: retail-doc_us@oracle.com

Please give your name, address, electronic mail address, and telephone number
(optional).

If you need assistance with Oracle software, then please contact your support
representative or Oracle Support Services.

If you require training or instruction in using Oracle software, then please contact your
Oracle local office and inquire about our Oracle University offerings. A list of Oracle
offices is available on our Web site at http://www.oracle.com.
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Audience

Preface

This guide describes the Oracle Retail Assortment Planning user interface. It provides
step-by-step instructions to complete most tasks that can be performed through the
user interface.

This User Guide is for users and administrators of Oracle Retail Assortment Planning.
This includes merchandisers, buyers, business analysts, and administrative personnel.

Documentation Accessibility

For information about Oracle's commitment to accessibility, visit the Oracle
Accessibility Program website at
http://www.oracle.com/pls/topic/lookup?ctx=acc&id=docacc.

Access to Oracle Support

Oracle customers have access to electronic support through My Oracle Support. For
information, visit
http://www.oracle.com/pls/topic/lookup?ctx=acc&id=info or visit
http://www.oracle.com/pls/topic/lookup?ctx=acc&id=trs if you are
hearing impaired.

Related Documents

For more information, see the following documents in the Oracle Retail Assortment
Planning Release 13.4.3 documentation set:

»  Oracle Retail Assortment Planning Installation Guide
»  Oracle Retail Assortment Planning Release Notes
»  Oracle Retail Assortment Planning User Guide for the RPAS Classic Client

s Oracle Retail Predictive Application Server documentation

Customer Support

To contact Oracle Customer Support, access My Oracle Support at the following URL:

https://support.oracle.com

When contacting Customer Support, please provide the following;:
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= Product version and program/module name

s Functional and technical description of the problem (include business impact)
s Detailed step-by-step instructions to re-create

= Exact error message received

= Screen shots of each step you take

Review Patch Documentation

When you install the application for the first time, you install either a base release (for
example, 13.4) or a later patch release (for example, 13.4.3). If you are installing the
base release, additional patch, and bundled hot fix releases, read the documentation
for all releases that have occurred since the base release before you begin installation.
Documentation for patch and bundled hot fix releases can contain critical information
related to the base release, as well as information about code changes since the base
release.

Improved Process for Oracle Retail Documentation Corrections

To more quickly address critical corrections to Oracle Retail documentation content,
Oracle Retail documentation may be republished whenever a critical correction is
needed. For critical corrections, the republication of an Oracle Retail document may at
times not be attached to a numbered software release; instead, the Oracle Retail
document will simply be replaced on the Oracle Technology Network Web site, or, in
the case of Data Models, to the applicable My Oracle Support Documentation
container where they reside.

This process will prevent delays in making critical corrections available to customers.
For the customer, it means that before you begin installation, you must verify that you
have the most recent version of the Oracle Retail documentation set. Oracle Retail
documentation is available on the Oracle Technology Network at the following URL:

http://www.oracle.com/technetwork/documentation/oracle-retail-100266.ht
ml

An updated version of the applicable Oracle Retail document is indicated by Oracle
part number, as well as print date (month and year). An updated version uses the
same part number, with a higher-numbered suffix. For example, part number
E123456-02 is an updated version of a document with part number E123456-01.

If a more recent version of a document is available, that version supersedes all
previous versions.

Oracle Retail Documentation on the Oracle Technology Network

XX

Documentation is packaged with each Oracle Retail product release. Oracle Retail
product documentation is also available on the following Web site:

http://www.oracle.com/technology/documentation/oracle_retail.html
(Data Model documents are not available through Oracle Technology Network. These

documents are packaged with released code, or you can obtain them through My
Oracle Support.)

Documentation should be available on this Web site within a month after a product
release.


http://www.oracle.com/technetwork/documentation/oracle-retail-100266.html
http://www.oracle.com/technetwork/documentation/oracle-retail-100266.html

Conventions

The following text conventions are used in this document:

Convention Meaning

boldface Boldface type indicates graphical user interface elements associated
with an action, or terms defined in text or the glossary.

italic Italic type indicates book titles, emphasis, or placeholder variables for
which you supply particular values.

monospace Monospace type indicates commands within a paragraph, URLs, code
in examples, text that appears on the screen, or text that you enter.
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Introduction

The assortment plan is used to establish the breadth and depth of the product offering,
for store clusters, for a given period. Analysis of past performance such as color
effectiveness, styling visualization, in-store placement, and geographic selling are key
inputs into building a new assortment.

In creating the new assortment, the user has several options to select product. One
option may be to work with a designer to define products and their attributes.
Another option may be to select goods directly from a suppliers offering. Yet another
option may be to repeat a previous product or carry forward an existing product. With
any of these options, the ultimate decision must be aligned with the high-level
financial targets and key item strategies already in place.

The key to successful assortment planning is flexibility. The business needs drives the
process of planning, and helps an organization to realize financial profitability.

For a fashion retailer, this flexibility may be utilized to plan assortments at the style
and style/color level while managing quantities relevant to minimum prepack size or
providing visibility to private label design to effectively manage the product
development lifecycle.

Assortment Planning processes vary widely among retailers, but the basic concept is to
work at the level of a class or department for a specific buying period, grouped by
store clusters. Oracle Retail Assortment Planning facilitates a flexible process of
planning assortments for user-defined buying periods with multiple flows at a
configurable level of the merchandise hierarchy. The ability to plan the size-level
receipt quantities for each store brings significant benefits in downstream execution
systems. This is further enhanced by the ability to arrive at optimized prepack
quantities for buy quantities.

Assortment Planning aids users in the overall performance of the assortment
management process providing integration with the other Oracle planning solutions,
including Size Profile Optimization, Item Planning, and Merchandise Financial
Planning.

Assortment Planning Business Process

Assortment Planning is a business function that planners perform to decide the
appropriate mix of products that maximizes organizational goals: sales, profits, and
inventory turn, and so on. This solution addresses the assortment planning process as
relevant to fashion retailers and to retailers who manage short lifecycle, long leadtime
merchandise.

The challenge is to create fresh and new presentations of merchandise that are
appropriate to the end customer by considering store/location, lifestyle, climate,
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Assortment Planning Business Process

festive seasons, and fashion trends. Retailers usually control budgets by defining one
or more Buying Periods within each season. In order to always present a fresh look,
multiple assortments could be planned within a season for shorter time periods. These
time periods are referred to as Flows in Assortment Planning.

Assortment Planning involves several competing constraints that the planner must
consider. The presentation should have a rich mix of products in terms of material,
styling, brand, seasonality, and price point. However, all of these choices have to be
constrained by the buying budgets and floor space available. In financial terms, the
planner usually must make trade-offs. Also, the planner must choose between items
that are highly profitable and those that deliver moderate margins but have more
predictable and longer lifecycles.

Each Store has its unique characteristics and could need a different assortment in a
specific size ratio to maximize potential. However, with the number of variables
involved in planning and executing assortments, it is good business practice to group
stores into a manageable number of clusters and create an assortment plan at the
cluster level.

Assortment Planning is usually done at the level of sub-class, class, or department,
due to the large number of options that need to be bought. Besides, planners and
buyers tend to be specialized in certain merchandise and/or with certain vendors.
Assortments are usually planned for a Buying Period comprising multiple Flows or
presentations.

Assortment Planning provides a framework of six steps:
1. Store Clustering

Store clustering allows the planner to group similar Stores based on key
performance metrics, space, store attributes, or a combination thereof. All Stores
within a cluster receive an identical assortment.

2. Assortment Strategy

Assortment Planning suggests the optimal number of options required for the
Buying Period, categorized by vendor, seasonality, and price tier. Additionally, the
initial allocation quantities may be determined based on the planned space
utilization.

3. Assortment Creation

The planner chooses existing merchandise that is carrying forward or creates new
placeholders within the Assortment Planning solution to fulfill the number of
options to be carried in each of the Flows during the Buying Period. The
placeholders may be a shopping list of items with desired attributes and/or
selected carryover items. The planner also assigns each product to a cluster at the
step. Based on product parameters that are input by the planner, the initial
shopping list also indicates how many units are sold as well as the targeted cost
and retail prices. Using the Store Cluster attributes, the assortment can be further
refined and tailored to more granular location needs.

4. Buy Planning

Assortment Planning provides a suggested sales and receipt plan across the weeks
in the Buying Period, based on the summary detail from the previous Assortment
Planning step. At this point, the sales and receipt plans can be reconciled to the
original assortment strategy at the option/store group/week level and can be
compared to the plan created in Merchandise Financial Planning at the sub-class
level, class level, or department/channel/week level. Once approved, the
assortment plan may be transmitted to Item Planning and to execution systems.
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5. Optimized Store Allocations

This step lets the planner arrive at the store-level receipt quantities (drops) in
terms of prepacks and/or size. This involves breaking up the style-color/week
level store receipt into individual sizes and also optimizing the buy quantities
based on each store's size profile.

The Pack Optimization capability in AP lets the Planner pick combinations of
prepack configurations and eaches for each style-color. The Pack Optimization
logic within AP optimizes the prepacks allocated in such a way that the store
receipts are optimized for each individual receipt-drop and also across the entire
Buying Period.

This is an optional step.
6. Assortment Review

After having planned the assortment at a class-level, it is valuable to visualize how
the presentation looks like at a higher level such as department. This step lets you
analyze the assortment of each performance-grade at the level of an entire
department.

Note: There are associated setup data that need to be interfaced or
entered manually in Assortment Planning other than the above
mentioned six core steps.

In addition to these steps, if the Assortment Analyst is responsible for the planning of
prepacks, the Prepack Optimization module can be used. For more details on Prepack
Optimization, see Oracle Retail Size Profile Optimization User Guide for the RPAS
Classic Client or Oracle Retail Size Profile Optimization User Guide for the RPAS
Fusion Client.

Assortment Planning Process Flow

The following diagram outlines the Assortment Planning process flow.
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Figure 1-1 Assortment Planning Process Flow Diagram
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Note: There are associated setup data that need to be interfaced or
entered manually in Assortment Planning other than the above
mentioned six core steps.

In addition to these steps, if the assortment analyst is responsible for the planning of
prepacks, the Prepack Optimization module can be used. For more details on Prepack
Optimization, see Oracle Retail Size Profile Optimization User Guide for the RPAS
Classic Client or Oracle Retail Size Profile Optimization User Guide for the RPAS
Fusion Client.
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Planning Actions

Assortment Planning Activities

The Assortment Planning application has three activities. The three activities in the
Assortment Planning application are as follows:

= Assortment Planning Setup activity
= Assortment Planning activity

»  Administration activity

Note: Refer to the Oracle Retail Predictive Application Server User
Guide for the Fusion Client to see the tasks associated with User
Administration.

The Assortment Planning Setup activity has the following tasks:

= Assortment Setup (establish Buying Periods, Store Attributes, and so on)
s Set MFP and Loc Plan Targets

= Week Sales Curve Profile Maintenance

The Assortment Planning activity has the following tasks:

= Store Clustering

= Assortment Strategy

= Assortment Creation

= Buying Plan

s Optimized Store Allocations

s Assortment Review

Planning Actions

Some steps of the Assortment Planning solution require certain planning actions to be
executed. They are available on the menu bar as shown below.

Figure 1-2 Planning Action: Seed Lifecycle Curve 1 for Assortment Planning

Home About Help Change password Logout adm -
e
Workbeok : untiled

Seed Lifecyde Curve...

[Seed Lifecycle Curve 1

The planning actions available for each of the Assortment Planning steps are listed
below:

s Week Sales Curve Profile Maintenance Task
- Seed Lifecycle Curve 1
= Store Clustering Task

Introduction 1-5



Planning Actions

—  Set Cluster to Last Committed Version
- Seed Store from Sister Stores
= Assortment Strategy Task
— Accept New Cluster Definition
- Seed from Adj LY and MFP
= Assortment Creation Task
— Accept New Cluster Definition
—  Determine New Items
— Seed from Like Item
- Auto-set Assign-to-Cluster
— Update Placeholder Status
= Buying Plan Task
— Generate Weekly Sales Plan
- Calculate Receipt Flow
— Round Sales and Receipts
- Approve to CP
- Update Store to Cluster Mapping (In Season)
s Optimized Store Allocations Task
- Apply Size Profile
- Perform Pack Optimization

Procedures for using the planning actions are provided in planning action sections
throughout this guide.
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Assortment Setup Task

The Assortment Setup task allows you to perform periodic administrative steps that
need to be done to drive some of the critical parts of the Assortment Planning process
flow. This task always displays all administrative parameters, thus requiring no
additional wizard screens.

The Assortment Setup task contains the following steps:

Define Buying Periods Step

Define Flows Within Buying Periods Step
Define Store Attributes Step

Define Strategy /Intent Weights Step
Define Price Tiers Step

Week Mapping Step

Assortment Setup Wizard
To build the Assortment Setup task, perform the following steps:

1.

Click the Create New Workbook icon in the Assortment Setup wizard.

Assortment Setup Task 2-1



Define Buying Periods Step

Figure 2-1 Create New Workbook Icon
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The workbook is built.

Define Buying Periods Step

The following sections describe the views available under the Define Buying Periods
step:

»  Define Buying Periods View

= View Buying Periods View

Define Buying Periods View

The Define Buying Periods view allows the system administrator to define a set of
buying periods in the back-end to be used for each class.

For each available buying period, the administrator can enter a description, the
duration, and the start week.
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Figure 2-2 Define Buying Periods View

Bl Product

~| Define Buying Periods

v oy A

Buying Period 1
Buying Period 2
Buying Period 3
Buying Period 4
Buying Period 5
Buying Period &
Buying Period 7
Buying Period 8
T

1/24/2009
4/25/2009
7252008
10/24f2002

3 B3 Measure
[5900 G- jm Buying Period
==
L= % & BEcom A Wl
Buying Period Start Week| Buying Period Duration (Weeks)| Buying Period End Week| Buying Period Label Buying Period Error Check |
W all [Buying Period] ? 104 ? ? Buying Periods Overlap, Changes Will NOT be Committed A

13
13
13
13
13
13
13
13

3282002 Spring 2003

328/2009  summer 2008 [

3/28/2009 Fall 2002 |

3282003 winter 2003705 [

4/18/2009 spring 2002
7/18/2009  summer 2002 |

10/17/2008 Fall 2002 |
yis/2010  winter 2003710 [

N

|

The following table lists the measures available on this view.

Table 2-1 Define Buying Periods View Measures

Measure

Description

Buying Period Label

This is an editable text field wherein the planner can describe
the different buying phases, which typically is either a season or
a subset of seasons.

Buying Period Start Week

The start week of each buying period needs to be selected by
clicking the cell in the Buying Period Start Week column and
then choosing the desired week from the Select Week window
that appears, which is defaulted to the configured
week-start-date.

Buying Period Duration
(Weeks)

This measure allows the planner to define the duration of each
buying period, typically 6-26 weeks.

Buying Period End Week

The end week displayed has been calculated based on the start
week and number of duration weeks.

Buying Period Error Check

Checks that buying periods do not overlap, meaning that the
duration of a period should not be such that the end date is
greater that the start date of the following period.

View Buying Periods View

The View Buying Periods view allows you to view the buying periods in a graphical
manner across weeks. There is a check box at each intersection of buying periods and
weeks that indicates the duration of each buying period. Note that this view reflects
the changes made in the previous step, Define Buying Periods Step, and is read-only.
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Figure 2-3 View Buying Periods View
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The following table lists the measures available on this view.

Table 2-2 View Buying Periods View Measures

Measure

Description

View Valid Buying Period
Weeks

Buying Period view.

This is a read-only measure that displays the effect of the Define

Define Flows Within Buying Periods Step

The following sections describe the views available under the Define Flows Within
Buying Periods step:

s Define Flows View

s View Flows View

Define Flows View

The Define Flows view allows the planner to define flows for each class within each of
the buying periods defined on the Define Buying Periods view. Four flows per buying
period are defined in the configuration. If you wish to use fewer flows, then all extra

flows should be set to a duration of zero (0) weeks.
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Figure 2—4 Define Flows View

~| Define Flows - + v A
B Product 3 Bl Measure
[3000 Casual]» Bl Buying Period
]
Bl e il | & | [Fd. 8 & BmEcmAa 0
Flow Label Flow Start Week | Flow Duration (Weeks) | Flow End Week | Flow Error ChecH
% Buying Period 4 Spring 2009 Flow 1 17372009 13 F2872009 -
Buying Period 04 - Flow 1 |  Spring 2009 Flow 1 1/3/2009 13 3/28/2002 [ —
Buying Period 04 - Flow 2 _
Buying Period 04 - Flow 3 ]
Buying Period 04 - Flow 4 _
7 Buying Period 5 Winter 2009 Flow 1 1/24/2009 13 41,2009
Buying Period 05 - Flow 1| Winter 2009 Flaw 1 1/24/2009 13 4152002 [
Buying Period 05 - Flow 2 ]
Buying Period 05 - Flow 3 _
Buying Period 05 - Flow 4 _—
% Buying Period & ? ? 13 ?
Buying Period 06 - Flow 1 | Summer 2009 Flow 1 4/25/2009 4 si1s/2000 [
Buying Period 06 - Flow 2 | Summer 2009 Flaw 2 5/23/2009 4 s13/2002 [N
Buying Period 06 - Flow 3 ||SUmmer 2009 Flow 2 6/20,/2009 5 7152002 [
Buying Period 06 - Flow 4 ]
% Buying Period 7 Auturnn 2009 Flow 1 7f25/2009 13 10172009
Buying Period 07 - Flow 1| Autumn 2009 Flaw 1 7/25/2009 13 1of172009 [
Buying Period 07 - Flow 2 ]
Buying Period 07 - Flow 3 _
Buying Period 07 - Flow 4 _
% Buying Period & Spring 2009 Flow 1 10,/24/2009 13 1f16/2010
Buying Period 08 - Flow 1|  Spring 2009 Flaw 1 10,/24/2009 13 171572010 [
Buying Period 03 - Flow 2 _
Buying Period 03 - Flow 3 _ b
< | *

The following table lists the measures available on this view.

Table 2-3 Define Flows View Measures

Measure Description

Flow Label This is an editable text field wherein you can describe the
different buying phases, which typically is either a season or a
subset of seasons.

Flow Start Week The start week of each flow needs to be selected from the list,
which is defaulted to the configured week-start-date.

Flow Duration (Weeks) The Flow Duration (Weeks) measure is used to define the
duration for each flow within the buying period, typically 3-13
weeks; this calculates the week start date and end date of that
flow, based on the buying period duration.

Flow End Week The end week displayed has been calculated based on the start

week and number of weeks.
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Table 2-3 (Cont.) Define Flows View Measures

Measure Description

Flow Error Check The Flow Error Check measure checks that the flow descriptions
are unique within a class and buying period, that flows do not
overlap, and that the total duration of all flows within a buying

period match that of the buying period.

If flow validations are violated, changes to the workbook are not
allowed to be committed for the flows in question.

Note: If the flow is invalid (and is hence not committed) then no
mapping of data from week to flow happens for those flows.

View Flows View

The View Flows view allows you to see the flows as they have been defined on the
previous view, Define Flows View, in a graphical manner.

Figure 2-5 View Flows View
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Buying Period 02 -
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Buying Period 02 -
Buying Period 02 -
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Buying Period 03 -
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Buying Period 03 -
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The following table lists the measures available on this view.

Table 2-4 View Flows Measures

Measure Description

View Valid Flow Weeks This is a read-only measure that displays the effect of the Define

Flows view.
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Define Store Attributes Step

The following sections describe the views available under the Define Store Attributes

step:

s Define Attribute Values View

s Select Store Attributes View

= View Store Open and Close Dates View

= Define Store Space View

Define Attribute Values View

The Define Attribute Values view contains a list of available store attributes and the
values available for each attribute. The number of attributes (climate, lifestyle, and so
on) that can be maintained is fixed since it was determined in the hierarchy load. For
each store attribute, there are seven available positions to match the number of cluster
hierarchy positions.

Note:

Position 8 should not be used.

Figure 2—6 Define Attribute Values View

~| Define Attribute Values > 4 v A
R Measure :IE Store Attribute
[ Str Atirib Value Label |- Bl Pickist
|

Bl | s | [Frd. -3 & mMEcsm AW »

Climate Lifestyle Region | Store Format | Store Size | Store Status
Position 01 Cold Classic  Southeast Mall Small Existing
Position 02 | Moderate Contemporary  Mortheast Free Standing Medium Mew
Position 03 Warm Other Southwest Kiosk Large Placeholder
Position 04 Hot Placeholder Canada Outlet Extra Large
Position 05 Resort Morthwest Other Kiosk
Position 0& Other Mexico  Placeholder
Position 07 | Placeholder Other
Position 08 N/A M/A NJA M/A M/A N/A

The following table lists the measures available on this view.

Table 2-5 Define Attribute Values Measures

Measure

Description

Str Attrib Value Label

This measure allows the planner to set the values for each
attribute for each position within the store attribute. The
planner can maintain all possible store attribute values, which
you may use for store clustering.

Select Store Attributes View

The Select Store Attributes view allows the user to see and maintain static attribute
values for each store as set in the previous view, Define Attribute Values View. These
attribute values are fed into the solution at the store level, or they are manually
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entered and can be edited for each store and attribute from a drop-down list created
from the defined positions in the previous view.

Figure 2—-7 Select Store Attributes View

~| Select Store Attributes * 4 o A
ER Measure :Iﬁ Store Atfribute
Store Attribute s B Location
|
B ol | & | [Fnd. ~ % & mEcsm A %W
Climate Lifestyle Region | Store Format | Store Size | Store Status |
1000 Charlotte Hot Contemporary Southeast Free Standing MfA Existing
1001 Atlanta Hot Classic  Southeast Free Standing A Existing
1002 Dallas Hot Classic Southwest Free Standing A Existing
1003 Boston Cold Contemporary Mortheast Free Standing A Existing
1004 Mew York Cold Contemporary Mortheast Free Standing A Existing -
1005 Philadelphia Cold Contemporary Mortheast Free Standing A Existing
1006 Chicago Cold Contemporary Mortheast Free Standing A Existing
1007 Minneapolis Cold Classic  Mortheast Free Standing A Existing
1003 St, Louis Hot Contemporary Southeast Mall A Existing
1009 Albuguerque Hot Classic Southwest Free Standing A Mew
1010 Los Angeles Hot Contemporary Southwest Mall A Existing
1011 Ottawa Cold Contemparary Canada Free Standing A Existing
1012 Toronto Cold Contemparary Canada Mall A Existing
1013 Montreal Cold Classic Canada Free Standing A Existing

The following table lists the measures available on this view.

Table 2-6 Select Store Attributes View Measures

Measure

Description

Store Attribute

The Store Attribute measure displays the attribute values for
each store attribute. These values should be interfaced into
Assortment Planning. You may change these values in the Store
Attribute measure.

If no value is assigned to a certain attribute of a store, it is
assigned a value of N/A.

View Store Open and Close Dates View

The View Store Open and Close Dates view allows the user to see when a given store
is opening or closing. This view is only for reference and is therefore read-only.
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Figure 2-8 View Store Open and Close Dates View

~| View Store Open and Close Dates ~ 4 » 2

B3 B Measure|
BR Location
|

E B W Find... - -J} 3
Str Qpening Date | Str Closing Date

1000 Charlotte ~

1001 Atlanta

1002 Dallas

1003 Boston

1004 Mew York

1005 Philadelphia
1006 Chicago

1007 Minneapolis
1008 5t. Louis

1009 Albuguergue
1010 Los Angeles
1011 Ottawa

1012 Toronto

1013 Montreal

1014 Quebec City
1015 Sydney

1016 Oceania Outlet
1017 Melbourne
1013 Auckland

1021 Placeholder #1
1022 Placeholder #2
1023 Seattle

1024 Portand

1025 Boise

1026 Billings

1027 Denver

1023 Salt Lake City
1029 Eugene b

Table 2-7 View Store Open and Close Dates View Measures

Measure Description

Str Closing Date The date that the store closes. This value is loaded through flat
file and cannot be edited.

Str Opening Date The date that the store opens. This value is loaded through flat
file and cannot be edited.

Define Store Space View

The Define Store Space view is used to input the store space if it was not loaded
through a flat file.
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Figure 2-9 Define Store Space View

~| Define Store Space + 4
ER Product 3 :I B Ms
[0 Gl i
|
& »
Store Space U

1000 Charlotte o9 A
1001 Atlanta 24
1002 Dallas 95
1003 Boston =1
1004 Mew York 77
1005 Philadelphia a1
1006 Chicago a3
1007 Minneapalis g2
1002 5t. Louis a3
1009 Albugquerque 71
1010 Los Angeles a1
1011 Ottawa 7o
1012 Toronto 99
1013 Montreal 35
1014 Quebec City 35
1015 Sydney 92
1016 Oceania Outlet 95
1017 Melbourne o9
1018 Auckland a1
1021 Placeholder 1 a5
1022 Placeholder %2 95
1023 Seattle =]
1024 Portland o9
1025 Boise 75
1026 Billings a7
1027 Deriver 87
1023 Salt Lake City 70 [
< >

Table 2-8 Define Store Space View Measures

Measure Description

Store Space U The unit of measure for the Store Space U can be defined by the
retailer. Usually it represents the number of linear feet or meters
available in the store.

This measure should be entered at the class level, not the store
or department level.

Define Strategy/Intent Weights Step

The Define Strategy/Intent Weights step allows you to maintain weights for different
roles and intents. The Strategy/Intent logic uses a combination of sales and Gross
Margin (GM) metrics to be used in store ranking (for clustering) and item ranking (for
assortment creation).

The following sections describe the views available under the Define Strategy /Intent
Weights step:
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s Strategy/Intent Default Weights View
= Assign Strategy/Intent View

Strategy/Intent Default Weights View

The Strategy /Intent Default Weights view contains a set of five metrics and their
values for all available Strategy/Intents. The fixed set of seven positions available for
Strategy/Intent can be defined in the hierarchy load. Note that all values are displayed
in percentages, and may be edited. Weights are normalized to 100% when the
workbook is committed and when the workbook is refreshed after a commit.

Figure 2—-10 Strategy/intent Default Weights View

~| Strategy/ Intent Default Weights - F oy A
] j@ Measure
Bl Role/Intent
|

B | & | [Frd ~ & & mMEcom A WE

Strategy / Intent Label| Default Weight Sls RH| Default Weight Sls U| Default Weight Sls AUR | Default Weight GM RHl| Default Weight GM 2{

Strategy fIntent 1| Daominant / Maintain 50% 20% 30% A
Strategy [ Intent 2 Dominant f Grow 90% 10%

Strategy fIntent 3| Dominant f Optimize 60% 0%

Strategy [/ Intent 4 Dominant/Grow 100%:

Strategy / Intent 5 Dominant/Grow 100%:

Strategy [ Intent & 100%G

Strategy [ Intent 7 100%:

Strateav { Intent & 100 % &

< >

The following table lists the measures available on this view.

Table 2-9 Strategy/Iintent Default Weights View Measures

Measure Description

Strategy/Intent Label The user-defined label for each of the Strategy/Intents.

Default Weight Sls U The weight assigned to Sales Units in store ranking and item
ranking, for each strategy.

Default Weight Sls AUR The weight assigned to Sales AUR in store ranking and item
ranking, for each strategy.

Default Weight Sls Rtl The weight assigned to Sales Retail in store ranking and item
ranking, for each strategy.

Default Weight GM Rtl The weight assigned to Gross Margin in store ranking and item
ranking, for each strategy.

Default Weight GM% The weight assigned to Gross Margin percentage in store
ranking and item ranking, for each strategy.

Assign Strategy/Intent View

The Assign Strategy/Intent view is used to assign the strategy and intents as defined
in the previous view, Strategy /Intent Default Weights View. This view displays all
available classes and allows the assignment of a strategy and intents for each
class/channel intersection from a list of values. Additionally, this view displays the
weights each metric would be assigned based on the strategy and intents; these
weights are read-only. Note that the only way to change the weights for each
channel/class intersection is to choose a different strategy and intents on the
Strategy /Intent Default Weights View.
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Figure 2-11 Assign Strategy/Intent View
~| Assign Strategy/Intent - F oy A
EH Product 3 ¥ j@ Measure
3000 Cazuzl s Bl Cluster
|

Bl | & [Fr. ~ & & EOAchm A oW

Strategy [ Intent | Pre-Defined Weight Sls Rl | Pre-Defined Weight Sls U | Pre-Defined Weight Sls AR | Pre-Defined Weight GM RYl Pre-Defined Weight GM %
Brick & Mortar|  Dominant [ Grow 0% 10
Catalog Dominant / Optimize &0%: 40
e-commerce | Dominant [ Maintain 50% 20% 30

The following table lists the measures available on this view.

Table 2-10 Assign Strategy/Intent View Measures

Measure

Description

Strategy/Intent

The Strategy/Intent assigned to this class.

Pre-Defined Weight Sls Rtl

The weight assigned to Sales Retail for this class, based on
strategy.

Pre-Defined Weight Sls U

The weight assigned to Sales Units for this class, based on
strategy.

Pre-Defined Weight Sls
AUR

The weight assigned to AUR for this class, based on strategy.

Pre-Defined Weight GM Rtl

The weight assigned to Gross Margin for this class, based on
strategy.

Pre-Defined Weight GM %

The weight assigned to Gross Margin percentage for this class,
based on strategy.

Define Price Tiers Step

The following section describes the Define Price Tiers view available under the Define

Price Tiers step.

Define Price Tiers View

The Define Price Tiers view allows you to define three price tiers for each class: Good,

Better, and Best.

Figure 2—-12 Define Price Tiers View

~| Define Price Tiers * oy A
ER Product TR :IE Price Tier
(4900 Casual - B Measure|
|
B m | e [Frd. -3 ¢ mAE »
1 Good 2 Better 3 Best
Price Tier Label Good [« 30] Better [30 < 70] Best [70 < 150]
Lower Price Tier Boundary 530 70
|pper Price Tier Boundary 30 <70 £150

The following table lists the measures available on this view.
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Table 2-11 Define Price Tiers View Measures

Measures Description

Price Tier Label The Price Tier Label allows the user to define the names for the
price tiers for each class; special characters such as periods and
parenthesis are not allowed.

Lower Price Tier Boundary | The Lower Price Tier Boundary measure is defined as zero (0)
for the Good tier. The lower boundary for other tiers is copied
from the upper boundary of the previous tier. This measure is
read-only and prevents overlaps between boundaries.

Upper Price Tier Boundary | The upper limit for each price tier specified for each class. Any
item that has a price higher than this should be classified under
the next highest price tier.

Week Mapping Step

The following section describes the Week Mapping view available under the Week
Mapping step.

Week Mapping View

The Week Mapping view is used to map the history week to be used for comparison to
each of the weeks being planned. This mapping is required to be able to plan for
events that fall on different dates in different years.

An adjusted LY (last year) can be used to shift seasonal curves from one year to the
next. For example, a holiday can have a significant impact on business, and if its
season starts in March one year and April the next, then the April weeks in TY (this
year) can be mapped to the March weeks of LY to provide a better seasonal curve of
the expected business.

The changes made on this view may be reflected in any workbook that compares TY
data with LY data.
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Figure 2-13 Week Mapping View

~| Week Mapping - 4 v A
R B Measurs
:I R Calendar
|

@ = Find... Y

Week ID | Adj LY Week rv1a|:||
1/3/2009 | W50_2008 W50_2009 &
1/10/2009 |W51_2008 W51_2009
1/17/2009 |W52_2008 W52_2009 —
1/24/2009 |W01_2009 W01 _2010
1/31/2009 | W02_2009 Wio2_2010
2/7/200 | w03 2009 W03_2010
2/14/2009 |wo4 2009 W04 2010
2/21/2009 |wos_2009 W05_2010
2/28/2009 |wos_2009 W0s_2010
3/7/2002 | wo7_2009 W07 _2010
3/14/2009 |wo8_2009 W08_2010
3/21/2009 |wog_2009 W09_2010
3/28/2009 |w10_2009 W10_2010
4/4/2009 | Wi11_2009 W11 _2010
4/11/2009 |W12_2009 W12_2010
4Mg/000 | wi3 2009 W13 2010

L | ¥

When using this mapping, data is copied from the week found in the week ID measure
to the week in the Adj LY Week Map measure. If a one-to-many mapping is desired,
then more than one week ID can populate a cell in the Adj LY Week Map measure. To
create a one-to-many mapping, space separate the IDs.

The following table lists the measures available on this view.

Table 2-12 Week Mapping View Measures

Measure Description

Adj LY Week Map The Adj LY Week Map measure represents the week ID to which
each of these weeks in the Week ID maps. When using this
mapping, data is copied from the week found in the Week ID
measure to the week in the Adj LY Week Map measure. If a
one-to-many mapping is desired, then more than one Week ID
can populate a cell in the Adj LY Week Map measure. Simply
space separate the IDs.

The values of Adj LY Week Map may be assigned through data
load; if not, then the administrator should perform a one-time
setup exercise. One suggested shortcut for this exercise is to
copy the Week ID column, offset it by one year, and copy it into
the Adj LY Week Map measure value.

Week ID The Week ID measure displays the week ID for each of the
weeks along the calendar dimension axis.
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Set MFP and Loc Plan Targets Task

The Set MFP and Loc Plan Targets task is used to review Oracle Retail Merchandise
Financial Planning (MFP) targets and location plan targets in the Assortment Planning
process. These targets are typically interfaced through a data-feed from an external
system such as MFP. Targets may also be entered or edited manually within
Assortment Planning. The manual method may be necessary in a case where a MFP
solution is not being used.

Note that inputting location plan targets is optional and is applicable to retailers who
want to integrate a location planning solution.

The Set MFP and Loc Plan Targets task contains the following views:
s Set MFP Targets View

»  Set Location Plan Targets View

Set MFP and Loc Plan Targets Wizard

To build the Set MFP and Loc Plan Targets task, perform the following steps:
1. Click the Create New Workbook icon in the Set MFP and Loc Plan Targets task.

Set MFP and Loc Plan Targets Task 3-1



Set MFP and Loc Plan Targets Wizard

Figure 3—-1 Create New Workbook Icon

x| Assortment Planning

Assortment Planning Setup

Led

G oG GGEGG G

W .ﬁ.ssnrtment Sekup
Define Buying Periods
Define Flows \Within Buying Periods
Define Store Attributes
Define StrategyInkent Wieights

Define Price Tiers

Week Mapping

5 Set MFP and Loc Plan Targets

Set MFP Targets

Set Location Plan Targets

W '-.-'u'eek Sales Curve Profile Mainten. .. |

P VP R S R P I P3O P R PN P
G

Mankain Curve Profiles

x| Prepack Optimization

*| Prepack Optimization Administration

*| Administration

2. The workbook wizard opens at the Select Class step. In the Select Class area of the
wizard, select the merchandise levels for which MFP targets has to be reviewed or
maintained, and click Next.
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Figure 3-2 Workbook Wizard: Select Class

Workbook Wizard

Select Class

Available Ttems

View w | Dimension

MName

g—|_|

Product Selection Calendar Selection

Selected Items

Find... View - Find...

¢ @ »

w | Dimension

MName

+ 4000 Casual
4001 Dress Shoes
4002 Casual
4003 Pumps
4004 Boots
4005 Bottoms
4006 Tops
4007 Shorts
4003 Mens Tops Knits
4009 Mens Sweaters
4010 Mens Tops Wovens
4011 Tops
4012 Bottoms
4013 Classic Tops
4014 Classic Bottoms
4015 Dresses
4016 Computer
4017 Television

4018 Fruit@Bottm Lofat

|

» + 4000 Casual

& add
& add Al
- @ Remove
@2 Remave Al

Cancel | Next | Finish |

3.

In the Select Half area of the workbook wizard, select the time periods you want to
examine, and click Finish.
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Figure 3-3 Workbook Wizard: Select Half

Workbook Wizard ﬂ
e
Product Selection Calendar Selection
Available Ttems Selected Ttems A,
view = | | Dimension Find... &€ ¢ » View = | | Dimension Find... B EB »»
Mame Name
Half2 FY2008 + Half1 FY2009
+* Half1 FY2009 +* Half2FY2005
+* Half2 FY2009
Half1Fy2010
Half2 FY2010
Half1FyY2011

Half2 FY2011 % add
B add al

@ Remove
& Remove Al

A
< e

Cancel Previous Finish

The Set MFP and Loc Plan Targets workbook is built.

Set MFP Targets View

The Set MFP Targets view displays the metrics and measures required to set MFP
targets in Assortment Planning at the channel/class/week level. You can review or set
MFP targets for each channel within a class, down to the week level, across different
buying periods and seasons.

Note that any changes to the numbers in the Set MFP Targets view needs to be verified
in the Assortment Strategy and Buy Plan workbooks for each of the channels.
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Figure 3—-4 Set MFP Targets View

~| Set MFP Targets v 4+ ¥

EH Product| Cluster » 3 :| EB Measure

[#000 Casual | = [Erick & Mortar |« EH calendar
=~

Bl | s | [Fro O ¢ EmEcom @ W

MFP CP Sls U | MFP CP Sls AUR | MFP CP Sls Rtl | MFP CP Rec U | MFP CP Rec AUR | MFP CP Rec Rl | MFP CP Rec Cost | MFP CP Rec MU % | MFP CP POS GM Rl | MFP CP POS GM l3"i:|
$45.05 $215.40 5,948 545.00 $267.70 $160.60 40% $129.90 60%
1 $174.21 $412.00 4,563 $196.14 $895.00 $716.00 20% §45.60 11%
1 §116.22 £526.00 1245 550.60 563.00 §3.20 95% §23.50 4%
1 $338.72 $859.00 5689 510.20 $53.00 $27.80 52% $589.60 69%
1 $51.97 $555.00 8,527 $5.28 $45.00 $16.60 63% $165.20 30%
2 §152.26 £222.00 5412 §5.91 532.00 §7.00 78% $123.50 56%
2] $58.95 $444.00 3256 523.96 $73.00 $35.90 4% $412.30 93%
2 $134.67 $555.00 2,582 §34.38 $39.00 $71.20 20% $503.20 91%
2 $377.81 5454.50 7854 §7.13 556.00 $34.20 39% 526.40 6%
3 $144.80 $654.50 8,325 §12.17 ] £40.30 47% $520.30 79%
3 $544.93 $5738.50 §22.45 7. $8.00 33% $578.50 100%
3 $67.27 5456.70 §27.29 564.00 $49.30 23% 5125.40 27%.
3 $31.88 $145.80 519.05 $87.00 $47.80 45% §52.30 36%
4 $53.36 $231.40 z §7.12 $56.00 $17.40 63% $130.50 56%
4 $172.91 5789.00 ) $3.71 $33.00 54.60 86% 5590.50 38%
4 $91.93 $523.00 a3 519.63 $39.00 $39.20 36% $220.00 42%
4 $358.23 $450.00 2 §52.91 $71.00 $48.20 32% £33.00 20%
5 $29.94 §235.10 4512 54.65 521.00 $18.30 13% 543.00 18%
5 $99.65 $547.00 8,672 $3.496 $30.00 54.10 6% 529.00 3%
5/ $80.51 $453.00 <4.568 $9.35 $45.00 $28.60 36% £35.00 3%
5 $128.13 £556.00 5,248 516.20 585.00 514.10 83% 5142.50 15%
5 $413.76 $974.00 625 57117 $258.00 $15.00 94% 593.60 10%
[ $159.09 $231.00 1,028 $464.93 $475.00 $161.10 66% §52.00 23%
5 $252.61 5654.00 885 $316.75 $312.00 $183.50 41% 5502.00 92%
$269.82 $937.00 4,523 $123.81 $560.00 $26.30 95% £201.00 20%
$31.03 $230.00 9,654 $5.70 $55.00 $26.30 52% $230.00 100%
£142.82 5605.00 7898 526.84 5212.00 $131.90 38% £210.00 35%
$142.51 £890.00 5214 519.56 $102.00 £96.90 3% $502.00 36%

The table below lists the measures available on this view. All of these measures are
derived from the approved Bottom-Up Plans in MFP.

Table 3—-1 Set MFP Targets View Measures

Measure Description

MFP CP Sls U Planned Sales Units, aggregated at each channel.

MFP CP Sls AUR Average Unit Retail.

MEFP CP Sls Rtl Planned Sales Retail Value, aggregated at each channel.

MEFP CP Rec U Planned Receipt Units for this duration, aggregated to the
channel.

MFP CP Rec AUR Average Unit Retail of the merchandise being received in this
duration, aggregated for the channel.

MEFP CP Rec Ril Retail Value of the receipts planned for this period, aggregated
to channel.

MFP CP Rec Cost Cost Value of the receipts planned for this period, aggregated to
channel.

MFP CP Rec MU % Receipt Markup for the merchandise being received in this

duration, aggregated to the channel.

MFP CP Gross Margin Rtl | Planned Gross Margin Value for this duration.

MFP CP Gross Margin % Planned Gross Margin percentage for this duration.

Set Location Plan Targets View

The Set Loc Plan Targets view displays the metrics and measures required to set
location targets in Assortment Planning at the store/class/week level.

Set MFP and Loc Plan Targets Task 3-5
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Figure 3-5 Set Loc Plan Targets View
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The following table lists the measures available on this view.

Table 3-2 Set Loc Plan Targets View Measures

Measure Description

Loc PIn Gross Margin Rtl Planned Gross Margin value for each store.
Loc PIn Sls Rtl Planned Sales value for each store.

Loc PIn SIs U Planned Sales Units for each store.
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Week Sales Curve Profile Maintenance Task

The Week Sales Curve Profile Maintenance task is used to define a library of lifecycle
curves to be used in buy plan creation. Lifecycle curves must be maintained for each
class. Curves for each class can be brought into this task from an external system.

To shift and resize the default curves to specific buying periods when new curve
positions are added or curve values are loaded through a measure load, use the Week
Sales Curve Maintenance task. There you can make the necessary edits and commit the
task.

Note: The Week Sales Curve Profile Maintenance task must be built,
modified, and committed before working with the Buy Plan task. Two
measures in the Buy Plan task, Selected Reg Curve and Selected Clr
Curve, are dependent upon what is entered and committed in the
Week Sales Curve Profile Maintenance task.

The Week Sales Curve Profile Maintenance task contains the Maintain Curve Profiles
step.

Week Sales Curve Profile Maintenance Wizard

To build a Week Sales Curve Profile Maintenance task, perform the following steps:

1. Click the Create New Workbook icon in the Week Sales Curve Profile
Maintenance task.

Week Sales Curve Profile Maintenance Task 4-1



Week Sales Curve Profile Maintenance Wizard

Figure 4-1 Create New Workbook Icon
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2. The workbook wizard opens at the Select Class screen. Select the items, and click
Finish.
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Figure 4-2 Workbook Wizard: Select Class
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The Week Sales Curve Profile Maintenance workbook is built.

Maintain Curve Profiles Step

The following sections describe the views available under the Maintain Curve Profiles

step:

s Curve Labels and Seed Source View

s Maintain Curve Profiles View

= Resulting Buying Period Curves View

Curve Labels and Seed Source View

The Curve Labels and Seed Source view is used to define the labels for the respective
sales curves. These labels appear in the Selected Reg Curve and Selected Clr Curve
measures in the Buying Plan task. The other purpose of this view is to allow the user
to select the data source to be used for establishing the curve values in Curve 1. This is
explained in greater detail in the Seeding Curve 1 section.

Week Sales Curve Profile Maintenance Task 4-3
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Figure 4-3 Curve Labels and Seed Source View

~| Curve Labels and Seed Source * oy A

ER Product :IE Measure
[3000 Casual|- ER cCurve Library

|
Bl | & | [Frd. -~ & @4 |l m»

Sls Curve (Default) Label Curve 1 Seecish.”

% all [Curve Library] ?

Lifecyde Curve 01 Unshifted Reg Curve

- . Forecast
Lifecyde Curve 02 Unshifted Clr Curve MEE Plan
Lifecyde Curve 03 Regular/™MOS BB oc Plan

Lifecycle Curve 04 Begin of Lifecyde

Lifecyde Curve 05 Middle of Lifecyde [ G
Lifecyde Curve 06 End of Lifecyde |G
Lifecyde Curve 07 Clearance curve 1 ||
Lifecyde Curve 08 Clearance curve 2 || NG

Curves 3-8

Note: The number of curves are configurable.

Curves 3 - 8 are stretched or shortened to fit the buying period. For example, when a
series of percentages is entered for Curve 3, the curve is stretched or shortened in
length if necessary to fit the number of weeks for a given buying period.

Curves 3 - 8, defined in the Week Sales Curve Profile Maintenance task, are used from
their start week to their end week. These curves are useful if your merchandise has a
tendency to sell as in this example— the first 4 weeks always demonstrate increasing
sales, the next 3 weeks resemble a plateau, and the next 5 weeks have a tapering effect.
For example, t-shirts may show an increasing trend for the first 4 weeks, plateau for 3
weeks, and then taper off for the next 5 weeks. For a buying period that has the same
duration as the defined curve, the sales percentages of the effective curve matches that
of the defined curve.

If the buying period is longer than the defined curve, the effective curve is computed
by stretching the defined curve. For example, a Buying Plan with 24 weeks has 8
weeks of increasing sales, 6 weeks of plateau, and 8 weeks of declining sales. The sales
percentages for each week is calculated so that the shape of the effective curve is the
same as the original defined curve.

Similarly, if the buying period is shorter than the defined duration of the curve, the
curve is shortened and sales percentages computed by Assortment Planning.

Curves 1 and 2
Curve 1 and Curve 2 are treated differently from other curves in two aspects.

= Curves are not stretched or shortened in length to fit the length of the buying
period.

= No matter the length of the buying period, the distribution of the lifecycle curve
over the buying period weeks is retained.
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In other words, for these two curves only, a curve value for a given week of year (for
instance, week 11) is mapped as is (subject to normalization to achieve a total of 100%
across the buying period).

Curve 1 is intended for Regular Sales and Curve 2 is intended for Clearance Sales.

Curves 1 and 2 are defined with a certain sales percentage that represents share of total
sales in that week. The effective sales curve is built specific to a buying period to be
used in the Buy Plan task.

Second, Curves 1 and 2 are treated differently from the perspective of sales plan. There
they exhibit behavior that is related to the calendar week. These curves are defined to
show how an item sells in the weeks of a given month. For example, if a curve is
defined for winter wear, it shows increasing sales during the fall and peak during
winter, and then it tapers off during spring and eventually have negligible or no sales
during summer. When this curve is used in any of the buying periods, the section of
the defined curve that falls within this buying period is considered the effective curve.
It is then normalized so that the total adds up to 100.

For example, if one of these curves is used for the fall Buying Plan, it shows sales
increasing each week. If it is used in spring, it shows a declining trend.

Curves 1 and 2 also show that certain weeks (such as Easter, Thanksgiving, Back to
School, Christmas) have high sales for most departments.

Curve 1 and 2 are very useful for seasonal merchandise while the other curves are
relevant for products that have a definite lifecycle curve irrespective of when they are
launched.

The difference between curves 1 and 2, and all the other curves is visible in the
Resulting Buying Period Curves view. There, curves 1 and 2 resemble a segment of the
curve as seen in the Maintain Curve Profiles view with a span matching the calendar
weeks of the buying period. Curves 3 - 8 resemble the curve in Maintain Curve
Profiles view, but stretched or shortened to match the duration of the buying period.

Seeding Curve 1

The Curve Labels and Seed Source view allows the user to select the data source to be
used for establishing the curve values in Curve 1. Since Curve 1 is used to plan the
seasonal merchandise of each class, the shape of the curve should be determined based
on the characteristics of each class. The three options for determining the shape of
Curve 1 are Forecast, Location Plan, and MFP Plan.

This measure works in conjunction with the Seed Lifecycle Curve 1 planning action.
To select the seed source for Curve 1:

1. In the Curve Labels and Seed Source view, click the cell in the Curve 1 Seed Src
column.

2. From the list, select Forecast, MFP Plan, or Loc Plan. You should ensure that the
data required for each of these options is available: Forecast, MFP, or Location
Plan.

Figure 4-4 Seeding Curve 1

CustomMenuResponse <]

Curve 1 seeded with Forecast
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3. Select Seed Lifecycle Curve 1 planning action.

After choosing the source and executing the planning action, the curve is populated
based on the appropriate source.

Maintain Curve Profiles View

The Maintain Curve Profiles view is used to define the distribution over weeks for a
limited set of sales curves for each class. Note that weights do not need to add up to
100%: when these curves are applied to the sales curve, the values are normalized in
the calculation.

There is a Sales Curve measure that should be defined by the user. Two lifecycle curves
are applied in the Buying Plan task, one for the regular price selling mode, and one for
the clearance period. Curve labels help the planner assign a suitable name that
represents the selling cycle, which is useful in the sales flow planning stage of the
process.

Figure 4-5 Maintain Curve Profiles View
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Use the Toggle toolbar button to be able to see the graphical view of the curve profiles.
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Figure 4-6 Maintain Curve Profiles View - Graph View
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Resulting Buying Period Curves View

The Resulting Buying Period Curves view is used to display the lifecycle curves as a
distribution over the actual weeks for each buying period for the class. If the length of
the buying period does not match that of the lifecycle curve (with exception to curves
1 and 2), the percentage distribution over weeks is extrapolated and normalized to
100% using the shift and resize logic.
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Figure 4-7 Resulting Buying Period Curves View
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Resulting Buying Period Curves View (Graph)

The Resulting Buying Period Curves view is used to display the lifecycle curves as a
distribution over the actual weeks for each buying period for the class. If the length of
the buying period does not match that of the lifecycle curve (with exception to curves
1 and 2), the percentage distribution over weeks is extrapolated and normalized to
100% using the shift and resize logic.

Figure 4-8 Resulting Buying Period Curves View
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Store Clustering Task

The Store Clustering task allows Assortment Planning to create Store Clusters within
the template without having to depend on external systems.

Store Clustering is a business process where the planner classifies their store base into
multiple groups of stores that are similar in performance, space, or other additional
attributes . Note that the option to cluster based on space within Assortment Planning
is available only if space measures maintained for the class are all numeric and can be
loaded into the solution.

Figure 5-1 Clustering Process
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Perform Clustering
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The Store Clustering task contains the following steps:
= Getting Started Step

= Store Analysis Step

»  Cluster Analysis Step

Planning Actions
The following planning actions are available in the Store Clustering task:
»  Set Cluster to Last Committed Version

This action resets the selection in the Cluster Selection Criteria view to the values
set in the last committed version of the task. This action also recalculates the Wp

Store Cluster in the Store Performance view and recalculates the measures in the

Cluster Results view.

s Seed Store from Sister Stores
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Store Clustering Activity Wizard

For all of the stores that have the Seed from Sister-Stores check box selected, the
performance measures (Sales Retail, Sales Units, and Gross Margin Retail) from
that of the sister stores are updated. This action also reclassifies the cluster to
which these stores belong. Typically, this action would be taken to change a store
from a Z-Cluster to a valid performance group for a new store, or to correct a store
with poor history.

s Confirm Store Clusters

The Confirm Store Clusters action performs a prerange function that simplifies the
wizard selection in the next view of the Assortment Planning process, Assortment
Strategy.

This action determines which classes, buying periods, and clusters are available in
the Assortment Strategy step, based on which class/buying period combinations
have been clustered and which clusters contain stores for those class/buying
period combinations.

This action also performs the standard workbook commit, meaning that all data is
committed from the workbook to the domain. To avoid confusion, the standard
commit menu is disabled, thus reminding the user to use the Confirm Store
Clusters option.

Store Clustering Activity Wizard

To open a Store Clustering task, perform the following steps:

1. Click the Create New Workbook icon in the Store Clustering task.

Figure 5-2 Create New Workbook Icon
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Store Clustering Activity Wizard

2.

The Workbook Wizard appears. Select the class to perform clustering on from the
Select Class area, and click Next. Clustering is specific to a single class.

Figure 5-3 Workbook Wizard: Select Class
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In the Select Buying Period area of the wizard, select the buying period to perform
clustering on and click Next. Clustering is specific to a single buying period.
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Figure 5-4 Workbook Wizard: Select Buying Period
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4.

In the Select Cluster Source, select the cluster source you would like to use. The
choice of Forecast, Plan, or History on this wizard screen determines what the
performance values in the Store Clustering task is based upon. Click Next.

Figure 5-5 Workbook Wizard: Select Cluster Source
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Note: The Forecast option is available only if item forecasts are

interfaced to Assortment Planning from an external system such as
Oracle Retail Demand Forecasting.
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5. The Store Clustering wizard with the Select Time Periods is displayed. Depending
on the source selected on the previous wizard screen, the set of periods displayed
here is either the history periods (if History is selected as the source) or future
weeks (if Forecast or plan is selected). Select the time period you would like to use
as the basis to perform clustering, and click Finish.

Figure 5-6 Workbook Wizard: Select Week
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The Store Clustering workbook is built.

Getting Started Step

The following section describes the views available under the Getting Started step:
= Set and Review Weights View

m  Cluster Selection Criteria View

Set and Review Weights View

The Set and Review Weights view allows the planner to perform the following, as
applicable to performance clustering (not space clustering):

= View the strategy/intent results defined in the Setup task and the resultant
weights for each of the performance measures.

= Override the weights assigned in order to change the performance weights used to
calculate the Combined Performance Index to Average.

The weight of metrics might vary for a given class for different buying periods to give
the planner flexibility in determining the clusters for each buying period.

This view defaults the strategy/intent defined for the Brick and Mortar channel for the
selected buying period and the related weights. The planner is able to edit the weights
for any and all of the metrics provided; however, strategy/intent may not be edited on
this view.

Store Clustering Task 5-5



Getting Started Step

Note: The total sum of the weights assigned to all the metrics should
be 100%; if the weights do not sum to be 100%, they are re-normalized
upon the next commit and refresh.

The planner can override the weights on this view in order to influence the store
clustering for this assortment. Making overrides only applies to this assortment and
does not impact the default weights assigned to this strategy or to the class.

Figure 5-7 Set and Review Weights View
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The following table lists the measures available on this view.

Table 5-1 Set and Review Weights View Measures

Measure Description

Strategy/Intent The strategy assigned to this class, as defined in the Assortment

Setup Task.

TY Pre-Defined Based The default weight for Sales Retail based on the selected
Weight Sls Rtl strategy /intent.

TY Pre-Defined Based The default weight for Sales Unit based on the selected
Weight Sls U strategy/intent.

TY Pre-Defined Based The default weight for Sales Average Unit Retail based on the
Weight Sls AUR selected strategy /intent.

TY Pre-Defined Based The default weight for Gross Margin Retail based on the
Weight GM Rtl selected strategy/intent.

TY Pre-Defined Based The default weight for Gross Margin Retail based on the
Weight GM % selected strategy/intent.

WP Weight Sls Rtl The weight assigned to Sales Retail in store ranking.

WP Weight Sls U The weight assigned to Sales Units in store ranking.

WP Weight Sls AUR The weight assigned to Sales AUR in store ranking.

WP Weight GM Rtl The weight assigned to Sales Units in store ranking.
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Table 5-1 (Cont.) Set and Review Weights View Measures

Measure Description

WP Weight GM % The weight assigned to Sales Units in store ranking.

Cluster Selection Criteria View

The Cluster Selection Criteria view allows the planner to select additional store
attributes that can further break down a performance group. A maximum of two
attributes can be chosen in addition to performance. These attributes are selected in
the Cluster Attrib measures.

Note: There is no validation to ensure that the same attribute is not
selected at both levels; however, the second selected attribute is
ignored if it is the same as the first.

If you chose Space as one of the attributes, it is always the first of the
two attributes.

Planning Actions - Set Cluster to Last Committed Version

To reset the two selected values to those in the previously committed version, click the
Set Cluster to Last Committed Version button. Note that performing this action could
potentially change the cluster assighment of each store.

Figure 5-8 Cluster Selection Criteria View
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Table 5-2 Cluster Selection Criteria View Measures

Measure Description

Cluster Attrib 1 Selection This is the first optional subdivision of the Performance
Clusters.

Cluster Attrib 2 Selection This is the second optional subdivision of the Performance
Clusters.
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Store Analysis Step
The views on the Store Analysis step are used to determine the clusters for each store.
The following sections describe the views available under the Store Analysis step:
s Define Performance Clusters View
= Define Space Clusters View

m  Store Performance View

Define Performance Clusters View

On the Define Performance Clusters view, you can choose the algorithm used for
performance grading. The default algorithm is Breakpoint, but you can select a check
box to switch to using the Bang algorithm.

You can select the number of clusters to be used, the maximum of which is five. The
number of performance clusters used impacts the number of performance groups to be
created with either algorithm.

Figure 5-9 Define Performance Clusters View
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Note: If you wish to create store clusters not entirely based on
performance, such as Space or Climate, you may do so by setting the
number of performance clusters to 1.

Breakpoint Algorithm

Stores are classified into performance groups and space groups based on the
boundaries of the Combined Index to Average.

The Breakpoint algorithm splits all the stores into clusters that have equal intervals.
The upper boundary of the highest performance group is always the maximum of the
Combined Index to Average of Stores.

Bang Algorithm
The Bang Algorithm involves the following;:

= Create many centroids for each cluster based on the number of clusters you want.
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= Based on each store’s performance numbers, assign a cluster to the store. With this,
there is a set of clusters with stores attached to them.

s The algorithm then checks the centroid to see if there is a better position for the
centroid that gives a better assignment of stores to each cluster.

s The above process is repeated until the result of each iteration is better than the
previous one.

= After it is not possible to further optimize, the resulting clusters are returned for
review.

Two clusters, Other 1 and Other 2, are used to classify any individual stores that need
to be treated as a special cluster, for example, flagship stores that are significantly
larger than others. Stores falling into this category have to be manually assigned to
these performance groups and space groups.

Another cluster, Z, is defined to hold stores that should not be placed under any valid
cluster. The Z cluster contains stores that are closed or are yet to be opened, during the
buying period being examined.

Table 5-3 Define Performance Clusters View Measures

Measure Description

Use Bang! Algorithm Enabling this check box selects the Bang algorithm for use in
performance grading.

Max Nbr of Perf Grps The number of system-determined clusters cannot be defined
higher than five. When using the Breakpoint algorithm, the
number of performance groups generated by the system should
always match the maximum specified in this measure.

New Perf Grp Label Enter a new label description to override the previous
performance group label.

Lower Breakpoint The lower boundary of the next higher performance group

Boundary should recalculate when the upper boundary is edited for a
lower cluster. This should not impact other performance groups.

Upper Breakpoint The upper boundary of each performance group.

Boundary

When the upper boundary is edited, the lower boundary of the
next performance group should recalculate.

SC Str Cnt The number of stores in a cluster. SC Str Cnt recalculates when
Use Bang Algorithm is selected or deselected, and /or when the
Calculate button is clicked. SC Str Cnt at all clusters should
always match the total number of stores defined in the system.

Define Space Clusters View

In the Define Space Clusters view, you can choose either the Breakpoint or the Bang
algorithm to be used for space clustering. Breakpoint is the default algorithm, but you
can select the check box to use the Bang algorithm instead.

Note: The Define Space Clusters view is available only if space
measures maintained for the class are all numeric.
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Figure 5-10 Define Space Clusters View
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Breakpoint Algorithm

When using the Breakpoint algorithm, stores are classified into space clusters based on
the boundaries of Space Index to Average.The following table lists the measures

available on this view.

Table 5-4 Define Space Clusters View Measures

Measure

Description

Use Bang! Algorithm

Use this check box to select whether to use Breakpoint or Bang!
algorithm.

Max Nbr of Space Grps U | The maximum number of space groups that are assigned by the
planning action.
New Space Grp Label User-specified labels for each of the clusters, such as Large,

Medium, Small.

Lower Space Breakpoint

The lower boundary of each of the space clusters.

Boundary
Upper Space Breakpoint The upper boundary of each of the space clusters.
Boundary
Str Cnt The number of stores contained in each of the clusters based on
the breakpoints or the Bang! algorithm.
Bang Algorithm

The Bang algorithm uses centroids to classify stores into space clusters. For more
information on how Bang Algorithm works, refer to Bang Algorithm.

Store Performance View

The Store Performance view allows you to perform performance analysis, sister store
assignment, and cluster assignment.

Performance Analysis

On the Store Performance view, you can see the following;:

s The actual performance

of each store in the source data period as a list of metrics.
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s The Index to Average for each performance metric, the Combined Index-to
Average, and the Space-Index-to-Average.

s The performance group and space cluster in which each store would fall, based on
the algorithm and additional attributes selected on previous views.

Sister Store Assignment

The Store Performance view allows you to perform clustering based on a sister store
for stores that have insufficient or unreliable history.

You may need to assign a sister store to new or remodeled stores. If a store cannot be
mapped directly to one sister store, you may define a combination of up to three
different sister stores, with weights for each.

There is a Volume Adjustment provision that allows you to define that a store would
perform at a certain percent of the sister stores.

Planning Action - Seed Store from Sister Stores To populate the performance measures for
the store from sister stores based on the weights and volume adjustment, first select
the checkbox Seed from Sister Stores, and then click the Seed Store from Sister-Stores
planning action button.

Cluster Assignment
The Store Performance view allows you to view performance classification for each of
the algorithms per store.

You may manually assign a specific performance cluster or space cluster for any
individual store. For example, a store that fell in the B-Grade may be assigned to
A-Grade if the planner wishes.

Figure 5-11 Store Performance View

~| Store Performance - oy A
[z B2  Measure
j@ Location
=]
Bl | s | [Fed -8 ¢ EWEHmA NN

Sister Store 1 Weight...| Seed from Sister Store(s)| TY Sls Rt | TY Gross Margin Rtl| Combined Index to Awg U Ratio | Perf Grp (Bang!)| Perf Grp (Breakpoint)| Adj Perf Grp Cluster Label Space Index U Rauw.
1000 Charlotte 100.0% ] $19,703.8 §9,855.6 1.04 A A A [ 1 Contemporary 115
1001 Atlanta 100.0% O §18,120.4 £9,200.4 0.88 B B B/ 2 [ Classic 0.98
1002 Dallas 100.0% | §18,270.4 §9,245.5 0.87 B B B/ 1 Classic 112
1003 Boston 100.0% O §20,521.2 §10,252.4 110 A A A/ 1/ Contemporary 112
1004 New York 100.0% O £18,672.8 $9,375.5 0.99 B B B/ 3 f Contemporary 0.90
1005 Philadelphia 100.0% [} §18,288.3 €9,287.2 1.04 A A A [ 2 | Contemporary 0.95
1006 Chicago 100.0% [} $17,803.7 $8,836.7 1.00 B B B/ 2 f Contemporary 0.97
1007 Minneapolis 100.0% O £17,005.8 £8,570.9 0.97 B B B/ 1/ Classic 1.08
1008 St. Louis 100.0% | §16,956.4 £8,790.0 0.96 B B B/ 1 f Contemporary 115
1009 Albuguer... 100.0% O £18,337.8 $9,142.1 1.01 B B B/ 3 [ Classic 0.83
1010 Los Angeles| 100.0% O $20,688.5 §10,608, 1 1,10 A A A [ 2 { Contemporary 0,95
1011 Ottawa 100.0% D £16,886.9 $8,307.6 0.98 B B B j 3 f Contemporary 0.89
1012 Toronto 100.0% D §17,369.6 $8,587.6 0.53 C C C /1 Contemporary 1.16
1013 Montreal 100.0% [ §19,814.7 §10,045.4 1.06 A A A f 2 f Classic 0.99
1014 Quebec C... 100.0% (] £13,617.4 £8,866.5 1.00 B B B / 2/ Contemporary 1.01
1015 Sydney 100.0% O §15,890.9 £8,032.0 0.89 C (o} C/ 1/ Contemporary 108
1016 OCRANIA w. 100.0% D $18,235.8 $5,954.8 1.01 B B B / 1 Contemporary 1.12
1017 Melbourne 100.0% D $18,363.4 $9,409.1 1.01 B B B/ 1/ Classic 116
1018 Auckland 100.0% O §17,911.8 §9,277.5 1.02 B B B/ 1/ Classic 1.08
1171 Blarehald 100 (1% [1 €10 1162 4 385 1 104 A n & 79 iPlarehaldar 111 89

The following table lists the measures available on this view.
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Table 5-5 Store Performance View Measures

Measure

Description

Sister Store 1

Used to select the store that serves as the sister store for an
individual store. Up to three stores can be used as sources. To
select a sister store, click the cell and then choose the store from
the Select Store window that appears.

Sister Store 1 Weight %

The sister store source weight as a percentage.

Seed from Sister Stores

This check box is used each time the planner wishes to copy the
performance measures of sister stores to an individual store.

TY Sls Rtl Total Sales Retail based on Source data.

TY Gross Margin Rtl Total Gross Margin based on Source data.

Combined Index to Avg U | The combined Index to Average, based on weights and Index to

Ratio Averages for Sls Rtl, Sls Units, Sls AUR, POS GM Rtl, and POS
GM %. The Combined Index values work with the breakpoints
to determine the performance group to which the store belongs.

Perf Grp (Bang!) The performance group each store would fall under if Bang!
algorithm was selected.

Perf Grp (Breakpoint) The performance group each store would fall under if the
Breakpoint algorithm was selected.

Adj Perf Grp Shows the performance group if the planner manually
overrides the cluster assignment of individual stores.

Space Index U Ratio Score of each store based on space available. The Space Index
values work with the breakpoints to determine the space group
to which the store belongs.

Space Group Bang The space group each store would fall under if Bang! algorithm
was selected.

Space Group Breakpoint The space group each store would fall under if the Breakpoint
algorithm was selected.

Adj Spc Grp Shows the space group if the planner manually overrode cluster
assignment of individual stores.

Cluster Label The complete cluster label for each store, based on the choices

made above.

Cluster Analysis Step

The following section describes the Cluster Results view available under the Cluster

Analysis step.

Cluster Results View

The Cluster Results view allows the planner to analyze the clusters created on
previous views. It displays the Wp performance measures based on the source used
for clustering: actual history, forecast, or location plan. This view also serves to
indicate how the clustering then impacts the Assortment Plan.

The Cluster Results view is entirely read-only, although metrics may be rolled up at
the cluster level to ensure that the clustering is aligned with the higher level plans.
Note that dimension splitting can be used on this view to analyze the clusters based on

any of the store attributes.
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Figure 5-12 Cluster Results View
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The following table lists the measures available on this view.

Table 5—-6 Cluster Results View Measures

Measure Description

SC Str Cnt The total number of stores in each cluster.
WP Sls Rtl Total Sales Retail based on source data.
WP Sls U Total Sales Retail for the cluster.

WP SIs AUR Average Unit Retail based on source data.
WP GM Rtl Gross Margin Retail for the cluster.

WP GM % Gross Margin percent for the cluster.

WP APS Sls Rtl Sales Retail Average per store.

WP APS Sls U Sales Units Average per store.

WP APS GM Rtl Gross Margin Retail Average per store.
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Assortment Strategy Task

The Assortment Strategy task allows the planner to plan the breadth and depth of
options for each buying period per class. Assortment Strategy is based on the planned
rate of sale, number of stores, and number of weeks for each flow within the buying
period. The output of Assortment Strategy task is the number of options required for
each flow within a buying period and class. These options need to be available for
each vendor per cluster, per seasonality, per price tier.

The Strategic Option Planning Process is shown in Figure 6-1.
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Figure 6—1 Strategic Option Planning Process
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The Assortment Strategy task contains the following steps:

Review MFP Targets Step
Analyze History Step

View and Accept Store Clusters Step
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Assortment Strategy Wizard

s Determine Number of Options Step

Planning Actions
The following planning actions are available in the Assortment Strategy task:
»  Accept New Cluster Definition

This action updates the working cluster definitions in the Assortment Strategy
task with those created in the Store Clustering task.

s Seed from Adj LY and MFP

This action seeds Sales Retail, Sales Units, and Gross Margin Retail in the
Calculate Number of Options windows by using the Location Plan as is or by
using the MFP spread according to the LY as a basis for proportionality. As a result
of this seeding, the calculation for the number of options is begun or updated.

Assortment Strategy Wizard
To build the Assortment Strategy task, perform the following steps:
1. Click the Create New Workbook icon in the Assortment Strategy task.

Figure 6-2 Create New Workbook Icon
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2. The workbook wizard opens at the Select Class step. The classes displayed for
selection are populated based on the clustering being completed. Select the class
you wish to examine and click Next.
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Figure 6-3 Workbook Wizard: Select Class
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Note: This wizard shows the assortments for which the Store
Clusters have been confirmed in the previous step.

3. In the Select Buying Period wizard, the buying periods displayed for selection are
populated based on the store clustering process step being completed. Select the
buying period based on the store clusters that have been confirmed in the previous
task, and click Finish.
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Figure 6-4 Workbook Wizard: Select Buying Period
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The Assortment Strategy workbook is built.

View and Accept Store Clusters Step

The following sections describe the views available under the View and Accept Store
clusters step:

= View and Accept Store Clusters View

= Impact of Accepting New Cluster Definition View

View and Accept Store Clusters View

The View and Accept Store Clusters view displays the complete list of all stores, along
with their cluster classification as defined in the Store Clustering Task and the
Assortment Strategy Task.

When you access this task for the first time for an assortment, the values for the AS
Cluster Label measure is blank; you have to accept clusters in order to proceed.
Subsequently, if the store clustering has changed based on performance, you can
choose to either accept the new clusters or retain the original assignments.
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Figure 6-5 View and Accept Store Clusters View
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The following table lists the measures available on this view.

Table 6-1 View and Accept Store Clusters View Measures
Measure Description
Cluster Label Cluster label of each store based on the current value in the
Store Clustering Task.
AS Cluster Label Cluster label of each store being used in this task.

Updated Store Clustering

Map Available

Indicates whether each of the stores' cluster assignments differs
from that in the Store Clustering Task.

Impact of Accepting New Cluster Definition View

The Impact of Accepting New Cluster Definition view displays, for each assortment
strategy cluster, what the impact on these clusters would be if the new SC store

clusters were brought in to the Assortment Strategy task.

This view displays the label and store count, aggregated at the assortment strategy
cluster level, according to the Store Clustering task and the Assortment Strategy task.
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Figure 6-6 Impact of Accepting New Cluster Definition View

~| Impact of Accepting New Cluster Definition - o A
Buying Period :I EB Measure
[Sormer 23]+ A Clste]
|
B i | & | [Fnd. - % & mEcom A W
SC Cluster Label |SC StrCnt | AS Cluster Label - Cluster Changed
% all [Cluster] ? 201 ? 201 Mo Change
A [ At 1-1/ Att 2-1 A f 2/ Mal i1 A f 2/ Mal 11 Mo Change
A fatt1-1fAtt2-2 | A [ 2 [ Free Standing a8 A /2 /Free Standing 8 Mo Change
A [ At 1-2 f Att 2-1 A [ 3/ Mal 17 A [ 3/ Mal 17 Mo Change
A fatt1-2 fAatt2-2 | A [ 3 [ Free Standing 9 A [ 3 /Free Standing =] Mo Change
A | At 1A f At 2-1 Af 1/ Mal 13 Af 1/ Mal 13 Mo Change
A [ att 1-MA f ALt 2-2 [ A [ 1/ Free Standing 14 A j1/Free Standing 14 Mo Change
B /Att 1-1/ Att 2-1 B/2/Mal 16 B/2/Mal 16 Mo Change
B /att 1-1fAtt2-2 | B [ 2 [ Free Standing 14 B /2 /Free Standing 14 Mo Change
B /Att 1-2 / Att 2-1 B/ 3/ Mal 18 B/ 3/ Mal 18 Mo Change
B /att 1-2 fAtt 2-2 | B [ 3 [ Free Standing 12 B/ 3 /Free Standing 12 Mo Change
B/ Att 1A [ Att 2-1 B/1/Mal 20 B/1/Mal 20 Mo Change
B /Aatt 1A [ Att 2-2 | B [ 1 Free Standing 16 B/ 1/Free Standing 16 Mo Change
B [ Att 1A [ At 2-6 B /1 /Placeholder 1 B /1 /Placeholder 1 Mo Change
C /At 1-1/ Att 2-1 Cf 2/ Mal 2 Cf 2/ Mal 2 Mo Change
C /att1-1fAtt2-2 | C [ 2 [ Free Standing 7 C /2 /Free Standing 7 Mo Change
C /At 1-2 / Att 2-1 C 3/ Mal 9 C 3/ Mal 9 Mo Change
C /att 1-2 fAatt 2-2 | C [ 3 [ Free Standing 5 C /3 /Free Standing 5 Mo Change
€/ Att 1-MA f Att 2-1 Cf 1/ Mal 7 Cf 1/ Mal 7 Mo Change
C [ Att 1-MA f Att 2-2 [ C [ 1 Free Standing 4 C /1 /Free Standing 4 Mo Change
C [ Att 1-MA f At 2-6 C /1 /Placeholder 1 C /1 /Placeholder 1 Mo Change
Catalog Catalog 1 Catalog 1 Mo Change
e-Commerce e-Commerce 1 e-Commerce 1 Mo Change

The following table lists the measures available on this view.

Table 6-2 Impact of Accepting New Cluster Definition View Measures

Measure Description

SC Cluster Label The cluster label aggregated at the Assortment Strategy cluster
level, according to the Store Clustering task.

SC Str Cnt The store count aggregated at the Assortment Strategy cluster
level, according to the Store Clustering task.

AS Cluster Label The cluster label aggregated at the Assortment Strategy cluster
level, according to the Assortment Strategy task.

AS Str Cnt The store count aggregated at the Assortment Strategy cluster
level, according to the Assortment Strategy task.

Cluster Changed Displays the impact of accepting the new store clusters on the
Assortment Strategy task.

Planning Action - Accept New Cluster Definition

After you have viewed the stores and their clusters, you can accept the changes by
clicking the Accept New Cluster Definition planning action. When accepted, the value

Assortment Strategy Task 6-7




Review MFP Targets Step

for Wp Store Cluster is set to the same value as SC Store Cluster, and the flag is
cleared.

Review MFP Targets Step

The following section describes the views available under the Review MFP Targets
step:

= Review Merchandise Financial Plan By Channel View

= Review Location Plan By Channel View

Review Merchandise Financial Plan By Channel View

The Review Merchandise Financial Plan By Channel view displays the MFP targets,
aggregated at each cluster for all weeks in each flow. This view is meant for review
only. No changes to MFP targets can be made here.

Figure 6—7 Review Merchandise Financial Plan By Channel View
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E-COMMErce £1,406,205.0 31,249 £45.0 £343,723.0 60.0%

The following table lists the measures available on this view. Each of these measures
represents the MFP targets for this buying period, for the plan level (typically the
specific class).

Table 6-3 Review Merchandise Financial Plan by Channel View

Measure Description

MEFP Sls U Target Sales Units as per MFP.

MFP Sls Rtl Target Sales Value (Retail) as per MFP.
MEFP Sls AUR Target Sales AUR as per MFP.

MFP Gross Margin Rtl Target Gross Margin as per MFP.

MFP Gross Margin % Target Gross Margin percent as per MFP.

Review Location Plan By Channel View

The Review Location Plan By Channel view displays the location plan targets,
aggregated at each cluster for all weeks in the buying period. This view is meant for
review only. No changes to location plan targets can be made here.
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Figure 6—-8 Review Location Plan By Channel View
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The following table lists the measures available on this view.

Table 6—4 Review Location Plan by Channel View Measures

Measure Description

Loc PIn Sls Rtl Target Sales Value (Retail) as per location plan.
Loc PIn SIs U Target Sales Units as per location plan.

Loc PIn GM Rtl Target Gross Margin as per location plan.

Analyze History Step

The following sections describe the views available under the Analyze History step:

= Analyze History View
= Analyze History - Vendor View
= Analyze History - Price Tier View

= Analyze History - Seasonality View

Analyze History View

The Analyze History view displays the historical performance at

cluster /vendor/seasonality /price tier for the comparable LY weeks, for each of the
flows within the buying period for the selected class. This view is only for analysis of

history. Historical data cannot be edited.

The clusters used in this view are based on the Assortment Strategy Wp cluster; for
example, if in the working plan, the Atlanta store belongs to A / South-East the
performance of the Atlanta store would be counted into A / South-East in the Analyze
History view. It does not matter which cluster this store belonged to in LY; LY's
assortment plan could have used different clustering criteria. In case a sister store
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assignment is used in clustering, the history of the sister stores is used to populate the
LY values for those stores receiving a mapped value.

The LY data for the Analyze History view is obtained based on the week mapping
defined for each week, per flow. Additionally, the LY performance of all the weeks in
the current buying period is retrieved and aggregated per store.

Store performance is aggregated for each cluster based on the list of stores in each
cluster.

Figure 6-9 Analyze History View

~| Analvze History > b oy A
FA BuvingPeriod| Product| Cluster| 1 ¢ 7 jﬁ Measure
E Seasonality Price Tier

|

|BL.\,r'r‘; Period 05 - Flow 1 -| 10008 Bostonizn |»| e-commerce [»

Bl | & | [Fre -0 @ WMEcsm @AWW

AdjLY Str Cnt | AdjLY Sls Rl | AdjLY Sls U | Adj LY Sle AUR | Adj LY Item Cnt | Adj LY Rate of Sale U | Adj LY Gross Margin Rl | Adj LY Gross Margin %
Basic 1 Good 1 2150.0 9 20.0 1 2 £130.0 72%
2 Better 1 21709.6 B 48.8 3 Z %8916 52%

3 Best
Fashion 1 Good 1 3140.0 ri 20.0 i 1 351.5 37%
2 Better 1 £3665.5 49 54.49 = 3 21346.9 50 %

3 Best
Seazonal Basic | 1 Good 1 3240.0 12 20.0 1 3 £107.9 45 %
2 Better 1 #1854.6 35 52.9 3 & 41047.8 56 %

3 Best

The following table lists the measures available on this view.

Table 6-5 Analyze History View Measures

Measure Description

AdjLYSIsU Sales in Units for the mapped weeks of last year (LY),
aggregated by store clusters and performance group.

Adj LY Str Cnt Number of stores in the LY weeks for the flow under
consideration.

Adj LY Item Cnt Number of items that had active sales in the LY weeks for the
flow under consideration.

Adj LY Rate of Sale U Based on adjusted LY Rate of Sale Unit.

Adj LY Sls Rtl Sales in dollars for the mapped LY weeks, aggregated by cluster
and performance group.

Adj LY SIs AUR Average Unit Retail during the LY weeks at cluster or

performance group.

Adj LY Gross Margin Rtl Based on adjusted last year’s Gross Margin Retail.

Adj LY Gross Margin % Based on adjusted last year’s Gross Margin percent.

Analyze History - Vendor View

The Analyze History - Vendor view is a pre-aggregated view of the Analyze History
view based on the vendor. This serves as an attribute analysis interface based on
vendor. Similarly, subsequent sections have pre-aggregated views on price-tier and
seasonality. This displays the historical performance of the vendor for the comparable
LY weeks, for each of the flows within the buying period for the selected class. This
view is read-only.
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Figure 6—-10 Analyze History - Vendor View

~| Analyze History - Vendor = oy A
EH Buying Period | Cluster 3y :g Measure
[Burying Pericd 06 - Flow 1 |=[A ] A I-1] At 2-1]s Product|

k]
= ~ ¢ ¢ B\EcamE ol

AdjLY Str Cnt AdjLY SlsRH | AdjLY Sls U AdjLY Sls AUR  AdjLY Item Cnt AdjLY Rate of Sale U Adj LY Gross Margin Rt Adj LY Gross Margin %

10002 Bostonian 1 6793.81 147.00 46,22 13.00 2,65 3576.00 0.53
33333 Cole-Haan 1 9805.27 90.00 108.95 3.00 2.88 4997.64 0.51
91007 Ely Bauer 1 1899.05 95.00 1985 3.00 2.97 845.54 0.45

Table 6-6 Analyze History - Vendor View Measures

Measure Description

AdjLY SIsU Sales in Units for the mapped weeks of last year (LY),
aggregated by store clusters and performance group.

Adj LY Str Cnt Number of stores in the LY weeks for the flow under
consideration.

Adj LY Item Cnt Number of items that had active sales in the LY weeks for the
flow under consideration.

Adj LY Rate of Sale U Based on adjusted LY Rate of Sale Unit.

Adj LY Sls Rtl Sales in dollars for the mapped LY weeks, aggregated by cluster

and performance group.

Adj LY SIs AUR Average Unit Retail during the LY weeks at cluster or
performance group.

Adj LY Gross Margin Rtl Based on adjusted last year’s Gross Margin Retail.

Adj LY Gross Margin % Based on adjusted last year’s Gross Margin percent.

Analyze History - Price Tier View

The Analyze History - Price Tier view is a pre-aggregated view of the Analyze History
view based on the price tier. This serves as an attribute analysis interface based on
price tier. This displays the historical performance of the price tier for the comparable
LY weeks, for each of the flows within the buying period for the selected class. This
view is read-only.

Figure 6-11 Analyze History - Price Tier View

~| Analyze History - Price Tier * F ¢ A
BER  Buying Period | Cluster | Y jg Measure
[Buying Period 06 - Flow 1 |=[A [ At 1-1/ At 2-1] B Price Tier
|
B | e | [Fnd. ~ 3 ¢ mExmmA g E
Adj LY Str Cnt | Adj LY Sls Rl | Adj LY Sls U | Adj LY Sls AUR | Adj LY Item Cnt | Adj LY Rate of Sale U | Adj LY Gross Margin RYl | Adj LY Gross Margin %o i
1 Good 1 §2.5 123 £19.99 11 2.7 s1.1 45.2%
2 Better 1 556.2 119 552.38 10 3.0 53.3 52.7%
3 Best 1 £9.8 S0 §103.95 8 L2, 55.0 51.0%
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Table 6-7 Analyze History - Price Tier View Measures

Measure Description

AdjLYSIsU Sales in Units for the mapped weeks of last year (LY),
aggregated by store clusters and performance group.

Adj LY Str Cnt Number of stores in the LY weeks for the flow under
consideration.

Adj LY Item Cnt Number of items that had active sales in the LY weeks for the
flow under consideration.

Adj LY Rate of Sale U Based on adjusted LY Rate of Sale Unit.

Adj LY Sls Rtl Sales in dollars for the mapped LY weeks, aggregated by cluster
and performance group.

Adj LY SIs AUR Average Unit Retail during the LY weeks at cluster or

performance group.

Adj LY Gross Margin Rtl Based on adjusted last year’s Gross Margin Retail.

Adj LY Gross Margin % Based on adjusted last year’s Gross Margin percent.

Analyze History - Seasonality View

The Analyze History - Seasonality view is a pre-aggregated view of the Analyze
History view based on the Seasonality. This serves as an attribute analysis interface
based on seasonality. This displays the historical performance of the price tier for the
comparable LY weeks, for each of the flows within the buying period for the selected
class. This view is read-only.

Figure 6-12 Analyze History - Seasonality View

~| Analyze History - Seasonality = b v A
BER Buying Period | Cluster Y] j@ Measure
[Buying Period 06 - Flow 1[«[A [ Att 1-1/ Att 2-1]= Bl seasonality
Bl | & | Frd & & mMAcsm A MW
AdjLY Str Cnt | Adj LY Sls Rt | Adj LY Sls U | Adj LY Sls AUR | Adj LY Item Cnt | Adj LY Rate of Sale U | Adj LY Gross Margin R | Adj LY Gross Margin %
Basic 1.00 5439.02 107.00 51.30 2,00 2.89 2928.82 0.53
Fashion 1.00 5246.04 109.00 57.30 10.00 2.56 2310.06 0.45
Seasonal Basic 1.00 6763.07 115.00 53.30 10.00 2.92 3680.30 0.54
Table 6-8 Analyze History - Seasonality View Measures
Measure Description
AdjLYSIsU Sales in Units for the mapped weeks of last year (LY),
aggregated by store clusters and performance group.
Adj LY Str Cnt Number of stores in the LY weeks for the flow under
consideration.
Adj LY Item Cnt Number of items that had active sales in the LY weeks for the
flow under consideration.
Adj LY Rate of Sale U Based on adjusted LY Rate of Sale Unit.
Adj LY Sls Rtl Sales in dollars for the mapped LY weeks, aggregated by cluster
and performance group.
Adj LY SIs AUR Average Unit Retail during the LY weeks at cluster or
performance group.
Adj LY Gross Margin Rtl Based on adjusted last year’s Gross Margin Retail.
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Table 6-8 (Cont.) Analyze History - Seasonality View Measures

Measure Description

Adj LY Gross Margin % Based on adjusted last year’s Gross Margin percent.

Determine Number of Options Step

The following sections describe the views available under the Determine Number of
Options step:

= Option Planning Per Flow At Cluster Using Space View (Step 1)

= Option Planning Per Flow At Cluster/Vendor/Seasonality /Price-Tier View (Step
2)

= Use Space to Determine Number of Options View

Option Planning Per Flow At Cluster Using Space View (Step 1)

The Option Planning Per Flow At Cluster Using Space (Step 1) view allows you to
arrive at number of option recommendations per cluster that take into account the
space available as a constraint. This is an optional step.

This view can be leveraged if you possess accurate information of class-level allocation
of space at each of your stores. This view is relevant only for Brick and Mortar stores
since space is not a consideration for non-store channels such as e-commerce and
catalog.

This view is divided into sections to let you analyze different aspects of the
assortment. The sections are as follows:

1. The application displays the store counts and space available per cluster. Enter the
Option Facings per Ft and Facings per Option measures to arrive at the number of
options that will be on sale at any point in time in each cluster. Enter the Weeks on
Sale to arrive at the total number of options required per cluster. The Weeks on
Sale defaults to the flow duration. It should be less than or equal to the flow
duration. Enter the Depth to determine the inventory available on the store floor at
any point in time.
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Figure 6—-13 Option Planning - Option Count

~| Option Planning Per Flow At Cluster Using Space (Step 1) * oy 7
EH  Buying Period | Product j@ Measure
[Euying Pericd 0 - Flow 1= [2000 Cazuzl |- BE Cluster
|
Bl | & | [Fre ~ % & mEom
APS Space | Option Facings Per Ft | Total Facings Available | Fadngs Per Option | In-Store Options | Line Life / Weeks On Sale | Mbr OF Optionsi
"/ Brick & Mortar 85.54 2,00 ? 2 171 ? 3004
VA 86.21 2,00 ? 2 171 ! 300
A f Att 1-1 f Atk 2-1 85.64 2.00 171 1 171 4 300
85.75 1.00 86 1 85 4 151
74,50 1.00 75 2 37 3 87
74.00 1.00 74 1 74 4 130
A [ Att 1-MA f ALt 2-1 96.23 1.00 95 1 95 4 169
A [ Att 1-NA [ ALt 2-2 95.50 1.00 96 1 95 4 163
VB 85.54 1.00 ? 1 95 4 168
B/ Att 1-1 f Att 2-1 83.81 1.00 34 1 84 4 147
B/ Att 1-1 f Att 2-2 84.57 1.00 85 1 85 4 148
B/ 75.28 1.00 75 1 75 4 132
B/ 74.92 1.00 75 1 75 4 132
B/ Att 1-MA [ Att 2-1 94.85 1.00 a5 1 a5 4 166
B f Att 1-MA [ Att 2-2 95.31 1.00 EE 1 95 4 167
B/ Att 1-MA [ Att 26 96,00 1.00 96 1 96 4 168
Y 84.26 1.00 ? 1 95 4 168
C/Att1-1/Att2-1 84,00 1.00 84 1 84 4 147
C [ Att 1-1 / At 2-2 85.14 1.00 35 1 &5 4 149
C [ Att1-2 / Att 2-1 74,00 1.00 74 1 74 4 130
C [ Att 1-2 / Att 2-2 75.20 1.00 75 1 75 4 132
C [ Att 1-MA [ Att 2-1 95.57 1.00 96 1 96 4 168 w
< | >

2. The next section allows you to analyze the performance you need to achieve to
meet the MFP targets, specifically in terms of Rate of Sale.

3. You can override the planned Rate of Sale and AUR. This creates the planned Sales
in Units Retail. You can analyze the Sales per Linear Ft. This is shown in the figure
below.

Figure 6—14 Option Planning - Rate of Sale and AUR

~| Option Planning Per Flow At Cluster Using Space (Step 1) R P
[EQ  Buying Period| Product :lg Measure
[Etving Percd 06 - Fiow 1 =[3000 Casual]= EE _Cluster
—
Elea m | e Find.. ~ & @ | =Hm 3 cs @ el
[MFP (or LP) Target Grade .| Wkly APS Sk U| Tgt Rate of Sale| Target AUR | WHly S5 = per Linear Fi| Gverride Rate of Sale| Gverride Grade Total Sales U] Override AUR | Override Grade Total Sales RH]
 Brick & Mortar 563,800 281 152 2500 157.32 EXS £52,524 25.00 25,813,555 ~
v a 138,547 2a5 172 25.00 154.20 E 257,905 a5.00 12,055,722
A /ATt 1-1 7 Att 2 22,273 255 159 45.00 152.00 B 78.027 4500 5,511,201
A A 17,469 512 5.64 25.00 183.71 By 30,762 45.00 1,384,304
24,594 293 7.68 5,00 177.21 e 25,779 4500 1,295,050
17,178 273 Sles as.00 18551 B 30,178 4500 1,358,020
27,950 307 3.19 25.00 143.83 319 29,085 a5.00 2,208,828
29,033 295 3.10 a5.00 139.50 310 51074 a5.00 2,208,319
171,938 255 264 25.00 13322 301,438 45.00 13,564, 700
29,543 262 3.13 25.00 140.60 51,904 45.00 2,515,892
24,050 245 2.90 <5.00 130,58 22,087 4500 1,893,915
Si=a: 235 3.30 45.00 13555 E 54,304 45.00 2,470,585
21,215 253 3.37 25.00 15170 337 37,379 a5.00 1,682,058
34,951 250 263 a5.00 11844 263 51,180 a5.00 2,752,500
25,545 262 2.75 25.00 12388 275 si412 45.00 2,313,537
1727 247 2.57 45.00 115.60 2.57 3022 45.00 136,011
E 217 2127 as.00 11578 523 53,181 4500 4,103,149 —
3,188 228 2.71 25.00 121.98 271 5,579 a5.00 251,080
11,366 232 272 25.00 12250 27 10,390 a5.00 595,040
15,067 235 5.25 45.00 13544 525 25,470 4500 1,191,192
6,568 158 2.50 25.00 11230 250 11,529 45.00 518,804
5,193 e 196 25.00 55,34 196 15,159 4500 ]
< |

4. The last section allows you to compute the Initial Allocation per Cluster based on
the Forward Cover.
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Figure 6-15 Option Planning - Initial Allocations

~| Option Planning Per Flow At Cluster Using Space (Step 1) - o+ v A
ER Buying Period Product j@ Measure
[Buying Period 06 - Flow 1] -[2000 Casual |- Ef Cluster
o~
Ela |l | [Fre. -3 &  mExma b
AS 5tr Cnt| Nbr OF Options| .| Depth| Avg Floor 1...| Override Rate of Sale| Override WKy AP...] AFS Sls per Option U| Forward Cover U] Override Avg Store L] Initial Allocation U| Initial Allocation U %
7 Brick & Mortar 138 300 z ? 12.00 815 84.00 3 44127.00 ? 2 4
7 A &7 300 2 ? 12,00 2018 84.00 3 36180.00 ? ?
AJALE1-1/ At 2-1 11 300 1 7707.27 12.00 3600 84.00 3 10800.00 63 75%
AJ AL 1-1/AtE2-2 8 151 1 3858.75 12.00 1812 84.00 3 5435.00 63 75%
A ALE1-2 f Att2-1 12 87 2 6705.00 12.00 1044 84.00 3 3132.00 34 100%
A El 130 1 3330.00 12,00 1560 84.00 3 4680.00 &3 75%
A 13 169 1 4330.38 12,00 2023 84.00 3 6084.00 &3 75%
Al 14 168 1 4297.50 12.00 2015 84.00 3 6048.00 63 75%
VB 97 168 1 ? 1.50 225 10.50 3 4770.00 ? ?
B /Att1-1/Att2-1 15 147 1 3771.56 1.50 221 10.50 3 661.50 8 75%
B/ Att 1-1/ Att 2-2 14 143 1 3805.71 1.50 222 10.50 3 565.00 8 75%
B /Att 1-2 / Att 2-1 18 132 1 3387.50 1.50 138 10,50 3 534,00 8 75%
B/Att1-2/Att2-2 12 132 1 3371.25 1.50 198 10.50 3 594.00 8 78%
B/ Att 1-NA { Att ... 20 166 1 4268.25 1.50 249 10.50 3 747.00 8 75%
B { At 1-NA [ Att ... 16 167 1 4282.06 1.50 251 10.50 3 751.50 8 75%
B/ Att 1-NA f Att ... 1 168 1 4320.00 1.50 252 10.50 3 755.00 8 75%
v C 35 168 1 ? 1.00 143 7.00 3 3177.00 ? ?
C /At 1-1/Att2-1 2 147 1 3780.00 1.00 147 7.00 3 441.00 5 75%
C /At 1-1/Att2-2 7 149 1 3831.43 1.00 143 7.00 3 447.00 5 75%
C/Att1-2 f Att 2-1 El 130 1 3330.00 1.00 130 7.00 3 380.00 5 75%
C /At 1-2 f Att 2-2 5 132 1 3384.00 1.00 132 7.00 3 385.00 5 75%
C / Atk 1A / Att ... 7 163 1 4300.71 1.00 168 7.00 3 504.00 5 75%
<

The result of this view as shown above is the number of options required per cluster
for each of the defined flows.

The Initial Allocation% measure is used to determine the initial receipt buy quantity in
the Buying Plan task. However, this approach is only used if the Nbr of Options
measure in the Step 2 view was calculated using the space approach.

Planning Action - Seed from Adj LY and MFP

The Seed from Adj LY and MFP planning action buttons should be used to initiate
the seeding process by which values are populated systemically into this view first
from Adj LY to establish the proportional relationships among the clusters. Then, the
MEFP targets for sales units and sales retail are systemically spread down to each
cluster. Both steps occur when this planning action is activated.If location plan targets
are available as specified earlier, they are used to initiate values in the view for sales
units and sales retail.

Figure 6—16 Option Planning Per Flow At Cluster Using Space (Step 1)

~| Option Planning Per Flow At Cluster Using Space (Step 1) *~ F v A
B2 Buying Period| Product :Iﬁ Measure
| Buying Pericd 05 - Flow 1 | =| 4000 Casuzl = E Clu_lstel'
|

Bla | & Fd. ~ % & EmEcam @ W@l

Tt Space | AS Str Cnt| APS Space | . | Option Facings Per Ft | Total Facings Available | Facings Per Option | In-Store Options | . | Line Life / Weeks On Sale|
AJ At 1-1 /At 2-1 342 i1 86 2.00 171 1 171 4 &5
A (AL 1-1 [ Att2-2 686 3 86 1.00 36 1 36 4
A AL 1-2 [ AtE2-1 394 12 75 1.00 75 2 37 3
A At 1-2 At 2-2 608 9 74 1.00 74 1 74 4
A ALE 1A [ At 2-1 1,251 13 96 1.00 96 1 96 4
A ALt 1MA J At 2-2 1,337 14 96 1.00 96 1 96 4
B f At 1-1/ Atk 2-1 1241 15 a4 1.00 84 1 84 4
B fAtt 1-1 /At 2-2 1,154 14 85 1.00 35 1 35 4
B fAtt 1-2 f Att 2-1 1,355 18 75 1.00 75 1 75 4
B/ 2 A 899 12 75 1.00 75 1 75 4
B/A / 1,897 20 95 1.00 95 1 95 4
B/ 1,525 16 SE 1.00 95 1 CE 4
B/fA / 95 1 96 1.00 96 1 95 4
el -1/ Atk 2-1 1563 2 a4 1.00 84 1 84 4
cf J Att2-2 556 7 85 1.00 35 1 35 4
cf /At 2-1 666 5 74 1.00 74 1 74 4
c/ -2 [ Atk 2-2 37 5 75 1.00 75 1 75 4
C / Att 1A [ Atk 2-1 (1] 7 96 1.00 96 1 96 4
C f Att 1A [ Att 2-2 379 = SE 1.00 95 1 CE 4
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The following table lists the measures available on this view, which correspond to each
cluster for each of the defined flows.

Table 6-9 Option Planning (Step 1) Measures

Measure Description

Ttl Space The total space per store.

AS Str Cnt The number of stores in the cluster.

APS Space The average space available per store in this cluster.

Option Facings Per Ft The number of options to be displayed per foot for this cluster.

If you plan to display two options per foot of display space,
enter 2. If you wish to display one option in two feet, enter 0.5.

Total Facings Available

The total number of facings available at each store.

Facings Per Option

The number of facings that are allocated to each option for this
cluster.

In-Store Options

The number of options on display at any time.

Line Life/Weeks On Sale The average number of weeks each of the options is on sale
during this flow. This should not be higher than the duration of
the flow.

Nbr of Options The planned number of options required for each cluster for the
flow, based on the calculations in this view.

Depth The number of units displayed per facing. Also known as the
depth of units displayed.

Avg Floor Inventory U The number of units on display on the selling floor at any point
in time.

Avg Floor Inventory Rtl The retail value of the average floor inventory.

MEFP (or LP) Target Grade The target Sales Units as per the Merchandise Financial Plan or

Total Sales U Location Plan.

WKkly APS Sls U The target Sales Units per average store within each cluster.

Target Rate of Sale The Rate of Sale required in order to meet the MFP Sales Unit
targets.

MFP (or LP) Target Grade | The target Sales Retail value as per the Merchandise Financial

Total Sales Rtl Plan or Location Plan.

Target AUR The Average Unit Retail required in order to meet the MFP Sls
Rtl targets.

WKly Sls $ per Linear Ft Sales amount per foot, based on MFP targets and space
constraints.

Override Rate of Sale The Rate of Sale that the planner believes is possible. This is

seeded to Step 2.

Override Grade Total Sales
U

The total Sales Units of the cluster based on the user-entered
Rate of Sale.

Override AUR

The sales Average Unit Retail that the planner believes is
possible.

Override Grade Total Sales
Rtl

The total sales amount of the cluster based on the user-entered
Rate of Sale and AUR.

Override Wkly APS Sls U Average Weekly Sales Units per store for the cluster.
Override WKkly Sls $ per The sales amount per foot based on the override inputs.
Linear Ft
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Table 6-9 (Cont.) Option Planning (Step 1) Measures

Measure Description

Forward Cover U The average cover in number of weeks of sales that needs to be
in inventory.

Override Avg Store The inventory at the store at any point in time.

Inventory

Initial Allocation U The minimum quantity required in inventory per option so that
the store stock and cover requirements are met.

APS Sls per Option U The total number of units that each option sells during this flow.

Initial Allocation U % The percent of total sales (buy quantity) that is required for

initial allocation. This measure is available in the Buy Planning
task for receipt planning.

Option Planning Per Flow At Cluster/Vendor/Seasonality/Price-Tier View (Step 2)

The Option Planning Per Flow At Cluster/Vendor/Seasonality /Price-Tier (Step 2)
view is used to define the Assortment Strategy task measures for the buying period
and class (Sales U, Rtl, AUR, and Rate of Sale), and thereby derive the number of
options required for each cluster. The number of options is planned for each flow at
the vendor/seasonality /price tier intersection, and then further classified into new
Versus carry over.

This view provides two choices to arrive at the number of options decision:

1. Use the output of the Determine Number of Options (Step 1) view to further break
down the number of options to vendor/seasonality/price tier based on the LY
contributions of vendor, price tier, and seasonality.

2. Use LY history to initialize MFP or Location Plan sales targets at
cluster/vendor/seasonality /price tier for each flow period, which yields a
number of options.

You can edit any of the following Wp sales values at cluster/vendor/seasonality/price
tier to perform a what-if: Sales U, Sales Retail, Rate of Sale, or Sales AUR. The objective
is to arrive at the number of options, which is calculated based on all of the above
metrics.

This view provides the planner with the ability to perform option planning at any
level from class and cluster or lower. Additionally, the planner has the ability to
compare the result of option planning based on space measures and without space
measures.

Nbr Of Options Using Space Measure

The choice of whether space is used as a factor in Assortment Strategy applies for the
entire assortment. You cannot choose space for one flow and then ignore it for the next.
If you have used space as a factor in Assortment Strategy, the Nbr Of Options using
Space measure is always in sync with the previous view. The number of options as
calculated in the previous view at the cluster level is spread down to the
vendor/seasonality / price tier level based on the contribution of Sales Units in LY. If
you have not used space as a factor in clustering, then you should ignore the Nbr Of
Options using Space measure.

This calculation also uses a Number of Weeks measure that represents weeks-on-sale
for each vendor/seasonality/price tier combination for a specific cluster and flow. If
space is used, then the Line Life measure from the Step 1 view provides the number of
weeks. Otherwise, the length of the flow is used.
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All the measures in this view may be entered at a higher level (or ALL) of hierarchy
and replicated using a REPL rule.

Calculations for Number of Options When Using Space

1. The first step is to compute the number of options displayed at any point in time -
this depends on Facings-per-Feet, Facings-per-Option and Space (use average per
store since all stores within the cluster are considered identical).

= Facings-per-Feet - This is based on the fittings used for this Class of
merchandise - how many facings can be offered of this fitting based on the
available display space.

= Facings-per-Option - This is how many facings you want to allocate for each of
your options that is to be on display.

2. When factored with the line-life (number of weeks each option is on sale), you can
determine the total number of options required for the entire flow.

»  If the line-life is the same as the flow-duration, the result of this step would
result in the same number of options as the previous step.

= Shorter the line-life, more the total number of options required for the entire
flow duration.

= Line-life can never be more than the flow duration because this step is for
planning for each flow.
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Figure 6—-17 Number of Options When Using Space

~| Option Planning Per Flow At Cluster [ Vendor [ Seasonality / Price-Tier (Step 2) v by A
BER Buying Period | Cluster o B measure
[Buying Pericd 06 - Flow 1 |«[A/ Att 1-1] At 2-1] :lﬁ Product| Seasonality | Price Tier |
|
Baw | &l Fd -G 4 B EcaE @
WP Slz cont All Price Tiers R 9% | WP Sls cont All Seasonalities RY %% WP Sle RH using Space| WP Sls U| WP Sls AUR| WP Sle Rt Rate of Sale | Mbr Of Options| Mew %| MNew Options| Carry Over U
10008 Bostonian | Basic 1 Good 11.9% 35.0% 48423 3024 16.01 48423 12.00 7 7
2 Better 38. 1% 29.5% 357489 8540 41,38 357489 12.00 20 50% 10 10
3 Best 12.00
Fashion 1 Good 7.8% 30.0% 41505 2592 16.01 41505 12,00 (] (]
2 Better 92, 2% 40, 2% 488070 11664 41.84 438070 12.00 27 27
3 Best 12.00
Seasonal Basic) 1 Good 11.6% 35.0% 48423 3024 16.01 48423 12.00 7 7
2 Better 83, 4% 30.3% 367435 5208 44,77 367435 12,00 18 25% 5 14
3 Best 12,00
33333 Cole-Ha...| Basic 1 Good 12.00
2 Better 12.00
3 Best 100.0% 23.5% 473472 5616 84.31 473472 12.00 13 13
Fashion 1 Good 12,00
2 Better 12,00
3 Best 100.0% 36.6% 738773 8540 85.51 738773 12.00 20 12% 2 18
Seasonal Basic) 1 Good 12.00
2 Better 12.00
3 Best 100.0% 39.9% 804658 8o40 93.13 804658 12,00 20 20
91007 Ely Bauer | Basic 1 Good 100.0% 40, 4% 145197 9072 16.00 145197 12.00 21 100% 21
2 Better 12.00
3 Best 12.00
Fashion 1 Good 100.0%: 21.2% 75055 4752 16.00 75055 12,00 11 11
2 Better 12,00
3 Best 12.00
Seasonal Basic) 1 Good 100.0% 38.5% 138283 8540 16.00 138283 12.00 20 20
2 Better 12.00
3 Best 12,00

When the option planning is done by selecting the Use Space to Calc Options checkbox, the number of options are
spread down to seasonality /price level.

Store Stock Measure This measure enables you to visualize the amount of inventory that is on the shelves at any point in
time, in units and retail value. This is based on the units displayed per facing and the depth of display.

Measures Related to MFP or LP Targets Use these targets to review the following metrics to ensure alignment with the
financial targets that should be achieved:
s Wkly APS Sls U - The weekly average-per-store Sales in Units.

s Target Rate of Sale - This is the Rate of Sale required in order to achieve the above Sales Units.
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Average Unit Retail based on the MFP Targets of Unit and Value Sales.

WKly Sls $ per Lin Ft - This is the Sales value per Lin Ft that is achieved, based on
the Wkly APS Sales and the total-space available per Store.

Measures Based on Space Calculation Whereas the previous measures showed the target
performance measures required to meet MFP Targets, these measures enable the
Planner to arrive at the Rate of Sale and AUR that are planned here.

RoS impacts the Total Sls Units of each Cluster and AUR impacts the Total Sls
Value.

These planned values of RoS and AUR actually define the options calculations in
subsequent steps.

The Weekly APS Sls Units and Wkly Sales Value Per Line Ft are available to
evaluate the assortment.

Calculations for Number of Options When Not Using Space

Number of Options = Wp AS Sls U / (Number of Stores * Number of Weeks-on-Sale *
Ro0S)

Wp AS Sls U: This is the Assortment Strategy Sales Units. This is the Sls U planned in
the Assortment Strategy task - for the Cluster at Vendor / Seasonality / Price-Tier /
Flow.

If Location Plan is available, MFP (Channel) targets are ignored. The LP Sls U is at
Store / Week; Wp AS Sls U is taken as sum(Cp LP Sls U) for all Stores in the
Cluster, for the flow, spread to Vendor / Seasonality / Price-Tier, based on the
same Sales-contribution% as Adj LY.

If Location Plan is available, MFP (Channel) targets are used as follows: MPF Sls U
is at Channel / Week. Wp AS Sls U is taken as Cp MFP Sls U for the flow, spread
to Cluster / Vendor / Seasonality / Price-Tier based on the current-Cluster,
assuming the same Sales-contribution% as Adj LY.

Seeding happens when the task is built. From that point, the Sls U is editable, and
impacts the number of options, and number of Stores: This is the number of Stores
in each Cluster - includes Perf-Grade + 2 optional attributes. This is not editable.

Number of Weeks-on-Sale- This is the same as the flow duration, and is not
Editable. RoS: Rate of Sale, Unit Sales planned per Option per Store per Week.
Seeded from RoS of Adj LY, when the task is built. Then it is editable, and impacts
the number of options.

RoS is the Rate of Sale, which is the unit sales planned per option per store per
week. It is seeded from RoS of Adj LY, when the task is built. Then it is editable,
and impacts the number of options.

The number of options as calculated above are automatically rounded to the
nearest integer, as shown in Table 6-10.

Table 6-10 Example- Options Rounded to the Nearest Integer

Wp AS Sales  Number of Weeks on Number of
U Stores Sale ROS Options
Grade Al 10100 7 8 6 30
Grade A2 4655 3 8 7 28
Grade A3 10195 10 8 5 25
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Table 6-10 (Cont.) Example- Options Rounded to the Nearest Integer

Wp AS Sales  Number of Weeks on Number of
U Stores Sale ROS Options
Grade B1 9575 15 8 4 20
Grade B2 8980 16 8 4 18
Grade B3 9705 12 8 6 17
Grade B4 12805 19 8 5 17
Grade B5 23980 68 8 3 15
Grade B6 30535 68 8 4 14
Grade C1 5625 12 8 5 11
Grade C2 30925 66 8 6 10
Grade C3 26750 50 8 7 9
Grade C4 18465 67 8 4 8
Grade D1 21100 67 8 5 8
Grade D2 2305 10 8 4 7
Grade D3 4065 1 8 7 6
GradeD4 4490 25 8 4 5
Grade D5 15500 68 8 6 4

Figure 6—18 Option Planning Per Flow At Cluster / Vendor / Seasonality / Price-Tier (Step 2)

~| Option Planning Per Flow At Cluster / Vendor / Seasonality / Price-Tier (Step 2) ~ ke
ER  Buying Period Cluster > M E3 Measure
[Buying Pericd 06~ Flow 1]-[AJ AET1] A Z1]- :lm Product| Seasonality | Price Tier |
e
B | i | [Fnd ~ & @ | mEm0E s m @ e
WP Sls cont All Pric... WP Sls cont All Sea... | Mbr Of Options w/g...| WP Sls R w/o...| WP Sls U| WP Sls AUR| WP Sls Ri| Rate of Sale | Mbr Of Options New % | New Options| Carry Over U
10008 Bostonian Basic 1 Good 11.1% 32.9% 1 842 53 16.01 842
2 Better 88.9% 29.6% 2 6773 164 41.38 68773 2.88 2 50% 1 1
3 Best
Fashion 1 Good 8.2% 32.2% 1 826 52 16.01 826 2.72 1 1
2 Better 91.8% 40.2% 2 9207 220 41.84 9207 2.90 2 2
3 Best
Seasonal | Basic) 1 Good 11.5% 34.9% 1 893 56 16.01 893 2,94 1 1
2 Better 88.5% 30.2% 2 €904 154 44.77 6904 2.71 2 25% 1 1
3 Best
33333 Cole-Ha...| Basic 1 Good
2 Better
3 Best 100.0% 23.1% 1 8609 102 84.31 8609 2,69 1 1
Fashion 1 Good
2 Better
3 Best 100.0% 36.7% 2 13683 150 85.51 13683 2.81 2 12% 2
Seasonal | Basic) 1 Good
2 Better
3 Best 100.0% 40.2% 2 15001 151 93.13 15001 2.83 2 2
31007 Ely Bauer | Basic 1 Good 100.0%: 40.4%: 2 2738 171 15.00 2738 3.01 2 100% 2
2 Better
3 Best
Fashion 1 Good 100.0%: 21.5%: 1 1457 a1 15.00 1457 2.40 1 1
2 Better
3 Best
Seasonal | Basic) 1 Good 100.0%: 38.1%: 2 2586 162 15.00 2536 2.84 2 2
2 Better
3 Best

The following table lists the measures available here:

Table 6—-11 Option Planning (Step 2) View Measures

Measure Description

WP Sls cont All Price Tiers | The price tier’s Percent Contribution to all price tiers, based on
Rtl % Sales Retail.

WP Sls Cont All The seasonality’s Percent Contribution to all seasonalities,
Seasonalities Rtl % based on Sales Retail.

WP SIs Rtl using Space Total sales in retail at each intersection, based on the Number of

Options using Space and the Rate of Sale using Space.
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Table 6-11 (Cont.) Option Planning (Step 2) View Measures

Measure Description

WP Sls U using Space Total sales in retail at each intersection, based on the Sales Units
using Space and the Sales Average Unit Retail using Space.

WP Sls AUR using Space The Sales Average Unit Retail, equal to the Sales Average Unit
Retail w/out using Space.

WP Sls Rtl w/out using Total sales in retail at each intersection, initially seeded by Seed

Space from Adj LY and MFP custom menu and editable thereafter.

WP SlIs U w/out using Total sales in units at each intersection, initially seeded by Seed

Space from Adj LY and MFP custom menu and editable thereafter.

WP Sls AUR w/out using | The Sales Average Unit Retail, based on WP Sls Rtl w/out using

Space Space and WP Sls U w/out using Space.

WP Sls Ril Total sales in retail at each intersection, where the value
depends on whether Space is used.

WP Sls U Total sales in units at each level, where the value depends on
whether Space is used.

WP Sls AUR Average Unit Retail at each intersection, based on the Sales

Units and Sales Value planned in this view.

Rate of Sale using Space

The Rate of Sale for each cluster for the flow when using the
Space approach (spread from Step 1).

Rate of Sale w/out using
space

The Rate of Sale for each cluster for the flow when not using
Space.

Rate of Sale

Average Rate of Sale - Units / week - for each of the options at
this level.

This should be available at vendor/seasonality /price tier level
for each cluster for each flow. The value depends on whether
Space is used.

Nbr Of Options using Space | The number of options needed at each level when using Space.
Nbr Of Options w/out The number of options needed at each level when not using
using Space Space.

Nbr Of Options Based on the planner's choice of whether to use Space, this is
the chosen number of options at each level, that is used in
subsequent calculations.

This corresponds to one of the values above, depending on
whether the Space approach is used.

New % Use this measure to define the percentage of assortment that the
new items bought for this assortment.

The number of options as derived above are split into new and
carry over.

New Options The number of new options needed in this assortment based on
the New %.

Carry Over U The number of carry over options needed in this assortment

based on the New %.

Use Space to Determine Number of Options View

This view is used to specify whether space should be used as a factor for calculating

the number of options.
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Figure 6-19 Use Space to Determine Number of Options View

B

| Use Space to Determine Number of Options -

E =l T Find... - {}A »

:I EH Measure |
i

|

IJse Space to Calc Options

The following table lists the measures available on this view.

Table 6—-12 Use Space to Determine Number of Options View Measures

Measure

Description

Use Space to Calc Option

Select this check box to use Space as a factor for calculating the
number of options. If not checked, the number of options is
calculated based on the MFP targets only, without considering
the space constraints.
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7

Assortment Creation Task

The Assortment Creation task is used to build the assortment by selecting eligible
options and assigning them to each cluster. You can use Dynamic Position
Maintenance (DPM) to create sufficient placeholders to fill in the number of options as
derived in the Assortment Strategy task, or you could carry over some active styles
into the buying period being planned.

The Assortment Creation task contains the following steps:

Review Assortment Strategy Decisions Step
View Weights Step

Describe and Plan Items Step

View Actual Performance at Cluster Step

Review Assortment Step

Planning Actions

The following planning actions are available in the Assortment Creation task:

Accept New Cluster Definition

This action updates the working cluster definitions in the Assortment Creation
task with those used in the Assortment Strategy task.

Determine New Items

If an item does not have sales history, it should be labeled new. The planner can
manually check the New Item measure to indicate that an item should be
considered new, or the planner can run the Determine New Items planning action,
which marks an item as new if it has a Sales Unit value of 0 across all flows and
clusters.

Note: If an item is seeded from a like item, it is considered new only
based on its own history. The seeded values are ignored when
classifying items as new.

Seed from Like Item

This action updates the TY version Sales Retail, Sales Units, Gross Margin Retail,
and Gross Margin % measures for any item with those of the like item if one has
been assigned.
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= Auto-set Assign to Cluster

This action automatically selects items for an assortment based on each item's
performance rank. For each cluster, this action selects the items with the highest
rank in order to meet the objectives as set in Assortment Strategy task. This action
identifies the optimal set of options for each vendor/seasonality /price tier
combination for each of the flows.

= Update Placeholder Status

This action ensures that newly created placeholder items have the correct status
(placeholder, active, and so on). The Update Placeholder Status planning action
affects the appearance of placeholder positions in both the Assortment Creation
and Buying Plan activities.

Note: If no new placeholders were created within the task, then you
can use the standard Commit option in the File menu. However, if
new placeholder positions were created in the task, then you must use
the Update Placeholder Status planning action to commit the task and
update the status of the placeholder positions.

Assortment Creation Wizard

To build an Assortment Creation task, perform the following steps:

1. Click the Create New Workbook button in the Assortment Creation task.

Figure 7-1 Creating a New Assortment Creation Workbook

Assortment Planning

i

= 1. Skore Clustering

[= 2. Assortment Skrategy

I-.i'_'n

o 3. Assartment Creation

Feview Assortment Strategy Decisions

I-.i'_'n

Yiew Weights

Describe and Plan Ikems

I-.i'_'n

Yiew Acktual Performance @ Clusker

Feview Assortment

I-.i'_'n

[= 4. Buving Plan

[= 5. Ciptimized Store Allocations

i g i R s R s ) Y e
(il

I-.i'_'n

[ 6. Assortment Review

x| Assortment Planning Setup

| Prepack Optimization

| Prepack Optimization Administration

x| Administration
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2. In the Select Item Status of the workbook wizard, you can define which set of
existing items is brought into the Assortment Creation task based on item status.
In this step of the wizard, you could add all of your active or inactive items. Select
the item statuses you would like to examine, and click Next. If you have added
placeholder items in the assortment, you should include them here so that you can
plan your buy quantities.

Figure 7-2 Workbook Wizard: Select Item Status

Workbook Wizard |
= = = -
Ttem Status Selection Product Selection Buying Period Selection Calendar Selection
Select Item Status o
Available Items Selected Items
View - | Dimension Find... Bow View - | Dimension Find... B
Mame MName
+ Placeholder + Placeholder
" Active + Active
+* Inactive + Inactive
P add

mowve

i

Remove A

£ *

Cancel Mext | Einish

3. In the Select Style/Color area of the wizard, you can further refine the selection
made in the previous step of the wizard. You may choose on this screen to not
bring some items into Assortment Creation. Select the products you would like to
examine, and click Next.

Note: Products shown in blue are products serving as placeholder
positions, meaning that the positions have not been formally fed
through a hierarchy file.
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Figure 7-3 Workbook Wizard: Select Style/Color

Workbook Wizard ﬂ
[= ! 1l )
Item Status Selection Product Selection Buying Period Selection Calendar Selection
Select Style-Color o)
Available Ttems Selected Items
View « | Dimension Find... B w View - w | Dimension Find... »
Mame MName
+* 1000000 Suede Loafer Brown ~ + 1000000 Suede Loafer Brown
+ 1000001 Suede Loafer Black + 1000001 Suede Loafer Black
+ 1000002 Suede Loafer Tobacco +" 1000002 Suede Loafer Tobacco
+* 1000003 Leather Loafer Tobacco +* 1000003 Leather Loafer Tobacco
+* 1000004 Leather Loafer Black + 1000004 Leather Loafer Black
+ 1000005 Leather Loafer Brown " 1000005 Leather Loafer Brown
1000006 Leather Tassel Loafer Black » Add + 1000026 Rugged Outback Wheat Waterproof Boot B...
1000007 Leather Tassel Loafer Brown +" 1000027 Commuter Boot Black —
1000008 Leather Penny Loafer Bladk M + 1000028 Commuter Boot Dk Brown
1000009 Leather Penny Loafer Lt Brown
1000010 Leather Fringed Loafer Black M
1000011 Leather Fringed Loafer Brown «g Remove A
1000012 Leather Fringed Loafer Tobacco
1000013 Leather Mocassin Brown ) 2
S e - | l_
Cancel | Previous | Next | Finish |

4.

In the Select Buying Period area of the wizard, select the buying period for which

you would like to plan. Click Next.

Figure 7-4 Workbook Wizard: Select Buying Period

Workbook Wizard ]
| ) . 1=
Item Status Selection Product Selection Buying Period Selection Calendar Selection
Select Buying Period A
Available Ttems Selected Items
View - | Dimension Find... PR View = | Dimension Find... »
MName Mame
Buying Period 1 + Buying Period &
+ Buying Period 6
& add
B add Al
« Remove
& Remaove A
b
3 e
Cancel Previous | Mext | Finish |
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5. The Select Week screen is displayed. Select the time period to be used for
performance analysis. This should typically be either the same period LY or the
months preceding the buying period for which you are planning. Click Finish.

Figure 7-5 Workbook Wizard: Select Week

Workbook Wizard L
= = = 8
Item Status Selection Product Selection Buying Period Selection Calendar Selection
Select Week 3
Available Ttems Selected Ttems
View « v| Dimension Find... - View « v| Dimension Find... EE
Mame MName
+ 1/3/2003  1/3/2009
+ 1/10/2009 " 1102009
1172009 1172009
" 1/24/2009 ' 1/24/2009
& Add
& add al =
« Bemove
<{§ Remowve A
-
< |
Cancel Previous Finish

The Assortment Creation workbook is built.

Review Assortment Strategy Decisions Step

The Review Assortment Strategy Decisions step displays clustering information and
assortment strategy decisions for options required at each
cluster/vendor/seasonality /price tier for each flow.

The following sections describe the views available under the Review Assortment
Strategy Decision step:

= View and Accept Store Clusters View
s Impact of Accepting New Cluster Definition View

= Review Assortment Strategy Per Flow View

View and Accept Store Clusters View

When the Assortment Creation task is built for the first time for any assortment, the
AC Cluster Label measure values are blank. To create store clusters within this task,
you should accept store clusters. Next, if stores have moved from one cluster to
another, they are highlighted in this view. You may choose to either accept the new
clusters or to continue working with those used previously.
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Figure 7-6 View and Accept Store Clusters View

~| View and Accept Store Clusters - F o A
izzz] B Measure
:I EH Location
k|
Bl | & | [Fnd. - @ mMEcmE A W
AS Cluster Label AC Cluster Label | Updated AS Cluster Map Available |

1000 Charlotte A /1 /FreeStanding A/ 1/ Free Standing L] o
1001 Atlanta A [ 2 [Free Standing A [ 2 /Free Standing L]
1002 Dallas B /1/FreeStanding B /1 /Free Standing L]
1003 Boston B/ 1/Free Standing B /1 /Free Standing L]
1004 Mew York B /3 /Free Standing B/ 3 /Free Standing L]
1005 Philadelphia B /2 /Free Standing B /2 /Free Standing L]
1006 Chicago B /2 /Free Standing B /2 /Free Standing ]
1007 Minneapolis B/ 1/Free Standing B /1 /Free Standing L]
1008 St, Louis A1 Mal A1) MaEl L]
1009 Albuguerque | B f 3 /Free Standing B f 3 / Free Standing L]
1010 Los Angeles B/2/Mal B/2/Mal ]
1011 Ottawa B /3 /Free Standing B /3 fFree Standing L]
1012 Toranto A1/ Mal A1) Mal L]
1013 Montreal B /2 /Free Standing B /2 /Free Standing L]
1014 Quebec City A2 mall A2 fMall ]
1015 Sydney c/1/Mal C/1/Mal L]
1016 Oceania Qutlet | B / 1 /Free Standing B [ 1 / Free Standing L]
1017 Melbourne A [ 1/Free Standing A [ 1/ Free Standing L] 4

4 | ¥

The following table lists the measures available on this view.

Table 7-1 View and Accept Store Clusters View Measures
Measure Description
AS Cluster Label Cluster label for each store as per the Assortment Strategy task.
AC Cluster Label Cluster label for each store as per the Assortment Creation task.
Updated AS Cluster Map Indicator to show if there is a change in cluster for each store.
Available
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Impact of Accepting New Cluster Definition View

Figure 7-7 Impact of Accepting New Cluster Definition View

~| Impact of Accepting New Cluster Definition - b o A
ER Buying Period - E] Measure
. :I BR Cluster
|
Bl i | o | [Frd. - o & mMEcsm A W
AS Cluster Label | AS Str Cnt | AC Cluster Label | AC Str Cnt | Cluster Changecl
7 all [Cluster] 2 20100 > 20100 L]
VA ? GO0 ? 67.00 L]
A f At 1-1 [ Att 2-1 A2 mMall 11.00 A2 mMall 11.00 D
A fAtt1-17 At 2-2 | A f 2 fFree Standing 8.00 A f 2 /fFree Standing 2.00 L]
A fAtt1-2 f At 2-1 A3 mall 12,00 A3 mall 12,00 I:l
A fAtt1-2 /At 2-2 | A [ 3 [ Free Standing 2.00 A /3 /Free Standing 9.00 []
A f AL 1-MA [ At 2-1 A1 mMall 13.00 A1 mMall 13.00 D
A f Att 1-MA [ Att 2-2 | A/ 1 / Free Standing 14,00 A 1/ Free Standing 14,00 L]
VB ? 9700 ? 97,00 L]
B [ Att 1-1 / Att 2-1 B/2/Mal 16.00 B/2/Mal 16.00 []
B fAtt 1-1/Att 2-2 | B f 2 / Free Standing 14.00 B /2 /Free Standing 14.00 L]
B/ Att 1-2 ] Att 2-1 B/3/Mal 13.00 B/3/Mal 13.00 L]
B/att1-2/Att2-2 | B f 3 fFree Standing 12,00 B[ 3 /Free Standing 12.00 L]
B/ Att 1-NA [ Att 2-1 B/1/Mal 20.00 B/1/Mal 20.00 []
B [ Att 1-NA / Att 2-2 | B f 1 / Free Standing 16.00 B/ 1/Free Standing 16.00 L]
B/ Att 1-MA J AL 26 B/ 1/Placeholder 1.00 B/ 1/Placsholder 1.00 L]
VC ? 35,00 ? 35,00 L]
C [ Att 1-1 f Att 2-1 C/2/mal 2.00 C/2/mal 2.00 L1
—
< b3

The following table lists the measures available on this view.

Table 7-2 Impact of Accepting New Cluster Definition View Measures

Measure Description

AS Cluster Label The cluster name assigned in the Assortment Strategy Task.

AS Str Cnt The number of stores in each cluster as assigned in the
Assortment Strategy task.

AC Cluster Label The cluster name assigned in the Assortment Creation task.

AC Str Cnt The number of stores in each cluster as assigned in the
Assortment Creation task.

Cluster Changed Indicator to show if there is any change in a particular cluster,
based on number of stores contained in it.

Review Assortment Strategy Per Flow View

On the Review Assortment Strategy per Flow view, you may review the option
planning decisions made in Assortment Strategy Task. These are the targets for the
Assortment Creation task, and may be used for reconciliation against targets.
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Figure 7-8 Review Assortment Strategy Per Flow View

+| Review Assortment Strategy per Flow v JF oy A
ER Buying Period |  Product | Ehj@ Measure
[ Buying Pericd 08 - Flow 1 |s W B Seasonality | Price Tier |

£

Find. .. - -J} {} w0 E ﬁ%fn P

B

Mbr Of Qptions | Mew %% | New Qptions | Carry Qwver U
Basic 1 Good 5 40%: 2 3
2 Better 4 4% 2 2
3 Best 3 4% 1 2
Fashion 1 Good 5 a0%: 5
2 Better 4 Q0% 4
3 Best 3 90% Label
Seasonal Basic | 1 Good 5 6050 - 2
2 Better 4 a0 % 2 2
3 Best 3 a0 % 2 1

The following table lists the measures available on this view.

Table 7-3 Review Assortment Strategy Per Flow View Measures

Measure

Description

Carry Over U

The target number of carry over options as per the Assortment
Strategy task.

Nbr of Options

The target number of options required as per the Assortment
Strategy task.

New%

The target percentage of new options as per the Assortment
Strategy task.

New Options

The target number of new options as per the Assortment
Strategy task.

View Weights Step

The following section describes the Set and View Weights view available under the
View Weights step.

Set and View Weights View

The View Weights view displays the strategy/intent for each of the channels and the

weights for each of the MFP metrics. On this view, you can view and edit weights to be
used for item ranking within the Assortment Creation task.

Overriding the weights helps you to drive this assortment, but it does not change the
default assignments for this class.

The revised weight percentages are used for item ranking in this Assortment Creation
task and is a factor in the Assign to Cluster recommendation.

7-8 Oracle® Retail Assortment Planning User Guide for the RPAS Fusion Client



View Weights Step

Figure 7-9 Set and View Weights View

~| set and View Weights * 4 o A
ER Product] EY Cluster]
3000 Cazul |- :IE Measure
|
Ela i | & | [Frd. 3 ¢ mMEoam@ »
Brick & Mortar Catalog E-Commerce
Strategy [ Intent Dominant f Grow Dominant [ Optimize Dominant / Maintain
Pre-Defined Weight Sl= Rt 50.0%:
Pre-Defined Weight Sls U 20.0% &0.0%: 20.0%:
Pre-Defined Weight Sl= AUR
Pre-Defined Weight GM Rl 10.0% 40.0%: 30.0%:
Pre-Defined Weight GM %%
WP Weight Sls U 90.0% 50.0%: 20.0%
WP Weight Sl= Rt 50.0%
WP Weight Sls AR
WP Weight GM RH 10.0%: 40.0%: 30.0%
WP Weight GM %4

The following table lists the measures available on this view.

Table 7-4 Set and View Weights View Measures

Measure

Description

Strategy / Intent

The default Strategy assigned for each of the channels for the
class being planned for.

Pre-Defined Weight Sls Rtl

The default weight for Sales Retail based on the chosen
strategy/intent for the store.

Pre-Defined Weight Sls U

The default weight for Sales Unit based on the chosen
strategy/intent for the store.

Pre-Defined Weight Sls
AUR

The default weight for Sales Average Unit Retail based on the
chosen strategy/intent for the store.

Pre-Defined Weight GM Rtl

The default weight for Gross Margin Retail based on the chosen
strategy/intent for the store.

Pre-defined Weight GM %

The default weight for Gross Margin Percent based on the
chosen strategy/intent for the store.

WP Weight Sls U The weight assigned to Sales Units in item ranking.

WP Weight Sls Rtl The weight assigned to Sales Value in item ranking.

WP Weight Sls AUR The weight assigned to Sales AUR in item ranking.

WP Weight GM Rtl The weight assigned to Gross Margin in item ranking.
WP Weight GM % The weight assigned to Gross Margin % in item ranking.
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Describe and Plan ltems Step

On the Describe and Plan items step, you can define the items that are to be carried in
each cluster.

The following sections describe the views available under the Describe and Plan items
step:

= Flow Eligibility View
»  Define Item Attributes View
s Plan Item Performance Per Flow View

= Reconcile to Assortment Strategy View

Flow Eligibility View
The Flow Eligibility view allows the user to define the first flow in which the item
should be eligible for sale. By default, an item is assumed to be first eligible for sale in
the first flow of the buying period and to be on sale at the regular price for the
duration of the buying period. If you change the first eligible flow for an item, a
validation is performed to ensure that the sum of weeks at regular price and weeks at
the clearance price do not total more than the sum of weeks of the eligible flows. The
user can only edit one of the three measures at a time.

For example, if you planned an Item to start selling in Flow?2, you should mark the
first eligible flow for this Item to be Flow?2. Then the Tgt Nbr of weeks is automatically
recalculated so that it matches the rest of the buying period starting from Flow?2.

The Flow Eligibility view sets up an ideal scenario which may or may not be met. For
example, suppose the buying period has 3 flows, with respective lengths of 4 weeks, 4
weeks, and 5 weeks. Now, suppose you set the First Eligible Flow to Flow 2, and then
set Tgt Nbr of Wks Reg and Tgt Nbr Wks Clr as 6 and 3, respectively. This is allowable
since 6 + 3 =9, and the sum of Flows of 2 and 3 is also 9 weeks. When the Auto Assign
to Cluster view is performed, suppose that the style-color is only selected for flow 3.
Since flow 3 has only 5 weeks, then we cannot support 6 weeks at regular price and 3
weeks at clearance price. In this case, the behavior is to break down the 5 weeks on
sale according to the ratio of Tgt Nbr Wks Reg and Tgt Nbr Wks Clr. This would lead
to 3 weeks at regular price and 2 weeks at clearance price. To override this behavior,
simply edit the Tgt Nbr of Wks measures and hit calculate to establish the actual
numbers of weeks at regular and clearance price.
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Figure 7-10 Flow Eligibility View
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Table 7-5 Flow Eligibility View Measures
Measure Description
First Eligible Flow The first flow in the buying period for which style/color can be
sold.
Tgt Nbr of Weeks @ Reg The number of weeks an item is on sale at regular price within
Price U the buying period. If an item is not assigned for a given eligible
flow, then the target number of weeks may not be met.
Tgt Nbr of Weeks @ The number of weeks an item is on sale at clearance price within
Clearance U the buying period. If an item is not assigned for a given eligible
flow, then the target number of weeks may not be met.

Define Item Attributes View

The Define Item Attributes view is used to define all the attributes for each item in the
buying period for which you are planning. This view displays static attributes of each
option in the assortment, such as fabric, color, style, seasonality, price tier, and size
range, along with the cost and price attributes. You can maintain a regular price and
one clearance price for the selling price. Additionally, you can maintain the cost price
separately for the regular price cycle as well as the clearance cycle. This allows for
incorporating any expected vendor support during the clearance cycle.

The Price Tier and Seasonality measures in this workbook can only be used for the
placeholder positions, not the established (formalized) positions. Established positions
should have the seasonality and price information loaded through a flat file. The Price
Tier and Seasonality measures are editable for placeholders items since this
information would not have been available at the time the placeholders were created.

Carry Over ltems

For any formalized items (including items that are carried over from a previous
buying period), price and cost attributes are also brought into this view and need to be
confirmed for the current buying period.

Other attributes such as fabric, color, style, seasonality, and price tier are also copied
over from actuals, including size range. These attributes are editable in this view, but
typically should be edited only for placeholder items. Size ranges defined for this class
are available in a list selection for each style/color.
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In addition to price and cost, the regular and clearance prices are also brought into this
view and need to be confirmed for the current buying period.

The lifecycle within this buying period also needs to be defined as Weeks @ Reg Price
and Weeks @ Clearance. Lifecycle can also be derived from the values set in the Plan
Item Performance view.

Planning Action- Determine New Items

The Determine New Items option in the Planning Actions menu checks each item and
determines which are the new items. It is based on whether history exists for each of
the items at any of the stores. If no history exists, then those items are marked as new
and all others are considered carryover. This measure is then used to differentiate
which of these items should be considered in the assortment as a fresh item versus
carryover items.

Adding Placeholder Items

Placeholder items are those for which confirmed style ID, attribute, price, and other
information was not available when the assortment planning was performed, such as
at six to nine months before the start of the buying period. The RPAS feature Dynamic
Position Management (DPM) is used to add, modify, or delete placeholder items to be
used in the assortment. Vendor and class are defined as part of DPM and cannot be
edited from within the Define Item Attributes view. All attributes for placeholder
items, such as fabric, color, style, seasonality, price tier, size range, price, cost, and
lifecycle, need to be defined for each placeholder item. Seasonality and Price-Tier need
to be selected from a fixed list of values; all other attributes may be entered freely.

DPM allows you to add positions to the workbooks dynamically. Placeholders can be
added, modified, or deleted at any time, and placeholder items can be formalized at
any later time when relevant information becomes available.

For more information on DPM, please refer to the Oracle Retail Predictive Application
Server User Guide for the Fusion Client.

Like Item Definition

A Like Item menu, displaying a list of formalized items brought into this workbook, is
used to define an item as the like item for any of the items being planned. Once a like
item is selected, you must use the Seed from Like Item option from the Planning
Actions menu before this definition can be used.

Planning Action- Seed from Like ltem

The Seed from Like Item option from the Planning Actions menu copies the
performance of like items to the items in the Working Plan for each of the options
where the Seed check box is selected. This impacts the performance data in the Actual
Performance view, specifically the Sls U, Sls Rtl, GM Rtl, GM %, AUR and Active Str
Cnt measures.

Note: After the planning action is executed, the check box is
automatically reset.

Formalizing Placeholder ltems

Placeholder items need to be formalized through the RPAS back-end utility called
updateDPMPositionStatus if you want to track the in-season performance of your
assortment. Formalizing should only be performed after setting the style position
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name to be the same as that of the new style being defined. Placeholder items have to
be formalized on the day before any actual data of the actual item is brought in to the
workbook. If placeholders are not formalized before the actual data is brought in, it
may not be possible to ever do it in the future.

Planning Action- Update Placeholder Status

The Update Placeholder Status option in the Planning Actions menu ensures that the
newly created placeholder items have the correct status (placeholder, active, and so
on). This has nothing to do with the RPAS DPM status (formal vs. informal), which can
only be managed by the back-end utility updateDPMPositionStatus. The Update
Placeholder Status planning action affects the appearance of placeholder positions in
both the Assortment Creation and Buying Plan workbooks.

If no new the placeholders were created within the workbook, then commit the
workbook. However, if new placeholder positions were created in the workbook, then
you must use the Update Placeholder Status option to commit the workbook and
update the status of the placeholder positions.

The following table lists the measures available on this view.

Table 7-6 Define Item Attributes View Measures

Measure Description

Price Tier The price tier of each option.

For placeholder items, select the price tier from the list.

Seasonality The seasonality of each option.

For placeholder items, select the seasonality from the list of
available values: Basic, Fashion, and Seasonal.

Size Range The size range to which the item belongs.

For placeholder items, select the size range from the list of all valid
size ranges for this class.

Note: The size range must be entered to apply size profiles in the
Size Profile workbook.

Color The color of the item.

Fabric The fabric type of the item.

Like Item Provides a list of available like items to assign to each option.
New Item This check box is selected for items that were calculated from the

Determine New Items planning action. The user can also select
items to be considered new by selecting this check box.

Seed Indicator for the Seed Like Item planning action to copy the
performance measures of the like item for each planned option.

FP Rtl Prc $ The Retail Price (unit) of the item during the Regular Price period.

Mdkn % Discount from Regular Price to Clearance (seeded from Assortment
Strategy workbook).

Clr Rtl Prc $ Price in Retail during Clearance.

FP Cost Prc % The Cost Price (unit) of the item during the Regular Price period.

Clr Cost Prc $ The Cost Price (unit) of the item during the Clearance period.

First Eligible Flow Thli1 first flow in the buying period for which the style/color can be
sold.
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Table 7-6 (Cont.) Define Iltem Attributes View Measures

Measure Description

Tgt Nbr of Weeks @ Number of weeks the item is expected to sell at regular price
Reg Price (entered).

Tgt Nbr of Weeks @ Number of weeks the item is expected to sell at clearance price.
Clearance

Plan Item Performance Per Flow View

The Plan Item Performance Per Flow view is used to plan the performance for each of the items for the assortment. On
this view the following are defined: the number of weeks each item sells in each of the flows, the number of weeks each
option sells in the regular lifecycle, and the number of weeks each option sells in the clearance lifecycle. Additionally,
Rate of Sale is defined for both the regular price and clearance periods. Thus, you can define the complete performance
planned for the flow, for the assortment, and for each of the individual options contained in it.

If a given option is meant to be carried in multiple flows within the buying period, you should review the Assign To
Cluster decisions for each of the flows. You should also review the number of weeks at regular price and clearance for
each of the flows; typically, the first flow is entirely regular price and the last flow has some clearance weeks.

Planning Action - Plan Item Lifecycle at Each Cluster

At the cluster level, you may edit the rate of sale for each of the items, separately for regular price and for clearance
sales for each of the flows. This would update the sales units for each cluster at regular price and clearance. Sales Retail,
GM Retail, and GM % are calculated at each cluster. Based on the clusters to which each item is assigned, this impacts
the total performance of the item, as viewable on the Define Item Attributes view.

The following view demonstrates how you may be able to work with a single item assigned for several clusters in a
given flow. You may also pivot this view to see all the items assigned to a single cluster, which provides you with the
ability to view the width of the assortment at each cluster.

Figure 7-11 Plan Iltem Performance Per Flow View
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The following table lists the measures available on this view. All of these measures are applicable to a specific cluster
and flow; these should be maintained for each of the defined flows.
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Table 7-7 Plan Item Performance Per Flow View Measures

Measure

Description

Mandatory

Use this measure to assign the item as a mandatory item for this
cluster.

Note: The item must be eligible for the given flow for the Mandatory
flag to be respected.

Sys Rec Assign To Cluster

Indicates the planning action recommended this item to be assigned
for this cluster.

Nbr of Weeks @ Reg Price | Number of weeks this item is expected to sell at regular price within
this cluster for this flow.
Nbr of Weeks @ Clearance | Number of weeks this item is expected to sell at clearance within this

cluster for this flow.

Avg Rate of Sls @ Reg Price

Units per store per week the item is expected to sell at regular price.

Avg Rate of Sls @ Clearance

Units per store per week the item is expected to sell at clearance.

Avg Rate of Sale The average rate of sale for the item.

Avg Rate of Sale U The calculated average Rate of Sale for the item.

WP Reg Sls U Total Units the item is expected to sell at regular price, based on the
number of weeks on sale and the Rate of Sale.

WP Clr Sls U Total Units the item is expected to sell at clearance.

WP Tt Sls U Total Units the item is expected to sell during the lifecycle.

WP Reg Sls Rtl Total Sales Value for the item at regular price, based on the planned
Unit Sales and the regular price.

WP ClIr Sls Rtl Total Sales Value for the item at clearance, based on the planned Unit
Sales and the regular price.

WP Ttl Sls Rtl Total Sales Retail for the item during the entire flow, including
regular price and clearance.

WP Gross Margin Rtl Total GM in Retail for the item during this flow, including regular
price and clearance.

WP Gross Margin % GM % for the item during this flow, including regular price and

clearance. This is based on the GM Rtl and the Sales Rtl.

Assign to Cluster

Indicates which options have been assigned to each of the clusters.

You can manually adjust this measure, but ensure that all the flows for
which the item is assigned are consecutive and that the item’s flow
eligibility setting still adheres to the actual assigned flows.

Reconcile to Assortment Strategy View

This view allows you to compare the actual results in the Assortment Creation
workbook to the expected results from the Assortment Strategy workbook. This is
especially useful for comparing the actual number of options to the expected number

of options.

The following table lists the measures available on this view.

Table 7-8 Reconcile to Assortment Strategy View Measures

Measure Description

AC Number of Total The difference in number of total options between the
Options diff to Strat Assortment Creation and Assortment Strategy plans.
Options
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Table 7-8 (Cont.) Reconcile to Assortment Strategy View Measures

Measure Description

AC Number of New The difference in number of new options between the

Options diff to Strat Assortment Creation and Assortment Strategy plans.

Options

AC Number of Carry Over | The difference in number of carry over options between the

Options diff to Strat Assortment Creation and Assortment Strategy plans.

Options

Nbr of Options The total number of options required for each cluster in the
flow, based on Assortment Strategy.

AC Total Options The number of total items assigned to each cluster in the flow.

New Options The total number of new options required for each cluster in the
flow, based on the Assortment Strategy.

AC New Options The number of new items assigned to the cluster in the flow.

Carry Over U The total number of carry over options required for each cluster
in the flow, based on the Assortment Strategy.

AC Carry Over Options The number of carry over items assigned to the cluster in the
flow.

View Actual Performance at Cluster Step

The following section describes the views available under the View Actual
Performance at Cluster step:

s Item Ranking View

m  Actual Performance View

Item Ranking View

This view allows the user to see how an item ranks within a given vendor based on a
weighted index to average. The weights are defined in the View Weights step. The
indices are based on the TY performance measures in the Item Ranking view. Rankings
are by seasonality, price tier, cluster, and flow.
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Figure 7-12 Item Ranking View

~| Item Ranking - b o A
Price Tier | [ER rv1easu|'e|

Bomc |= w — B Product

|
B i | e | [Fnd. - & & |mEca>

T CO Item Rank U | TY Mew Itemn Rank U

ER BuyingPeriod| Cluster| Seasonality

[Buying Period 05 - Flow 1 [[a f Ati1-1/ Att 3-1 |«

1000000 Suede Loafer Brown

1000001 Suede Loafer Black

1000002 Suede Loafer Tobacco 1
1000003 Leather Loafer Tobacco

1000004 Leather Loafer Black

1000005 Leather Loafer Brown 3
1000026 Rugged OQuthack Wheat...

1000027 Commuter Boot Black

1000028 Commuter Boot Dk Brown 2

The following table lists the measures available on this view.

Table 7-9 Item Ranking View Measures

Measure Description
TY Sls Index to Avg Rtl The index to average Sales Retail.
TY Sls Index to Avg U The index to average Sales Units.

TY Sls Index to Avg AUR The index to average Sales Average Unit Retail.

TY GM Index to Avg Rtl The index to average Gross Margin Retail.

TY GM Index to Avg % The index to average Gross Margin Percent.

TY Comb’d Index to Avg U | Combined score of each item based on the weights for each
channel.

TY Item Rank U Ranking for this item within this cluster based on the combined

index of performance measures.

Actual Performance View

The Actual Performance view is used to analyze the actual performance of each item
that drives the Assign to Cluster decisions.

This view displays the list of options available for this assortment, and includes
formalized items as well as placeholders added to this class.

All the metrics in this view are read-only. You may use this view to manually override
the Assign to Cluster recommendation from the system.

Planning Action - Auto-Set Assign to Cluster Status

The Auto-Set Assign to Cluster planning action provides recommendations based on
the item rank within each intersection.

The selection of options is based on item ranking, which in turn is based on combined
Index to Average - Sales Retail, Sales U, Sales AUR, Gross Margin Retail, and Gross
Margin % measures. Rankings are evaluated for each price tier and for seasonalities,
taking into account the targets as determined in the Assortment Strategy task.
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The combined Index-to-Average, and hence the item ranking for placeholders are based on the like items assigned.

You may manually set certain items as mandatory by enabling the Mandatory check box, which forces the item to be
added to the assortment. This results in some items moving from an Assign recommendation to a Not-Assign
recommendation, so that the total count matches the assortment strategy objective of number of options.

In order to meet the assortment strategy targets, this calculation uses only items marked as new to fill the number of
new items and carry over items for the number of carry over items for each flow, as per the Assortment Strategy task.

This calculation attempts to assign options for each flow, and the action ensures that the item is assigned to continuous
flows, which can result in a disparity between the expected number of items assigned and the actual number assigned.
In the event that you have an insufficient number of options to meet targets, you may have to add more placeholder
items. You can either execute this planning action again or manually assign placeholders to fill the gaps in the

assortment.

Figure 7-13 Actual Performance View
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The following table lists the measures available on this view.

Table 7-10 Actual Performance View Measures

Measure Description

TY Sls Avg Per Str/Wk U Sales Units of this item expressed as an Average Per Store
within the cluster.

TY Sls Avg Per Str/Wk AUR | The Sales AUR of this item across all the stores in the
cluster.

TY Sls Avg Per Str/Wk Rtl | Sales Retail of this item expressed as an Average Per Store
within the cluster.

TY GM Avg Per Str/Wk Rtl | The historical Average Per Store and Week Gross Margin
Retail.
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Table 7-10 (Cont.) Actual Performance View Measures

Measure Description

TY GM Avg Per Str/Wk % | The historical Average Per Store and Week Gross Margin
percent.

Assign To Cluster Indicator that shows this item has been assigned to certain

clusters. Besides setting the Mandatory option, the
planner can also manually assign any of the items to any
of the clusters using this check box.

Mandatory Indicator that the planner used to force this item to be
assigned to certain clusters.

Sys Rec Assign To Cluster Indicator that the planning action recommended this item
to be assigned to certain clusters. This could have been
based on the Item Ranking and/or based on the
Mandatory assignment described above.

Review Assortment Step

The Review Assortment step is used to review the breadth of the assortment by
reviewing different attributes and also to compare the assortment with the strategic
objectives as defined in the Assortment Strategy task.

The following sections describe the views available under the Review Assortment
step:

= Review Assortment Wedge View
= Attribute Analysis View
= Reconcile to Assortment Strategy View

= Reconcile to Assortment Strategy (Graph) View
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Review Assortment Wedge View

The Review Assortment Wedge view allows you to view the item eligibility (or ranging) across clusters. You can view
options assigned to each cluster as well as the planned Sales Units, Sales Value, and other measures for each of the
flows. This helps you evaluate the breadth and depth of the assortment before finalizing it. You can manually make
changes to the assortment while viewing this view

Figure 7-14 Review Assortment Wedge View
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The following table lists the measures available in this view.
Table 7-11 Review Assortment Wedge View Measures
Measure Description
Assign To Cluster Indicates that the item belongs to the assortment for the given

cluster and flow.

Avg Rate of Sale U The calculated average Rate of Sale of the item.

Avg Rate of Sls @ Clearance | The expected average Rate of Sale for the item at clearance
price.

Avg Rate of Sls @ Reg Price | The expected average Rate of Sale for the item at regular price.

First Eligible Flow The first flow in the buying period for which the style/color can
be sold.
Mandatory Indicates that the item must be assigned to the cluster and flow

when the Auto-set Assign to Cluster option is run.

Nbr of Weeks @ Clearance | The number of weeks an item is on sale at clearance price within
the given flow.
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Table 7-11 (Cont.) Review Assortment Wedge View Measures

Measure

Description

Nbr of Weeks @ Reg Price

The number of weeks an item is on sale at regular price within
the given flow.

Sys Rec Assign To Cluster

Indicates that the item is selected for assignment to the cluster
and flow by the Auto-set Assign to Cluster planning action.

WP ClIr Sls Rtl The clearance Sales Retail for the given cluster and flow.
WP CIr SIs U The clearance Sales Units for the given cluster and flow.
WP Gross Margin % The Gross Margin percent for the given cluster and flow.
WP Gross Margin Rtl The Gross Margin Retail for the given cluster and flow.
WP Reg Sls Rtl The regular Sales Retail for the given cluster and flow.
WP Reg Sls U The regular Sales Units for the given cluster and flow.
WP Ttl Sls Rtl The total Sales Retail for the given cluster and flow.

WP Ttl Sls U The total Sales Units for the given cluster and flow.
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Attribute Analysis View

The Attribute Analysis view is used to slice and dice the performance metrics to review the assortment.
In this view, you may take advantage of the dimension splitting feature that lets you analyze the assortment in different
ways. For example, if the assortment planning until this point had been using the cluster/vendor/seasonality/price

tier as its basis, you may now wish to break it up and analyze the assortment further based on other attributes such as
fabric, color, silhouette, and so on.

Figure 7-15 Attribute Analysis View

| Attribute Analysis * ¢ A

B  Buying Period | Cluster | Product | s N 7 j@ Measure
[Summer 2003 |=[A [ Atk 1-1 [ Att 2-1 =[ 1000000 Suede Loafer Brown |* BR Seasonslity| Price Tier |
Bla | | Fo. -8 4  mEsemAHR

TY Item Rank U| TY Sls Rt | WP Tt Sls Rt T Sls U WP Tt Sls U| T Sls AUR| WP Sls ALR| TY Gross Margin % WP Gross Margi... | TY Gross Margin Rt WP Gross Margin Rtl| TY Item Cnt U| AC Total Options| Sys Rec Assign To Cluste|

W all [Seasonality] | 7 all [Price Tier] 17 5343.83 350,10 117 % 49,99 38.29 41% 52% 2418.04 446,60 1 1 |

1 Good 1

2 Better 11 5848.83 859.10 117 26 49,99 38.29 41% 52% 2418.04 445.60 1 1 D

3 Best ]

Basic % all [Price Tier] 2 58958.31 31593.69 149 845 39.99 37.35 62% 4% 3723.13 17165.51 1 1 D

1 Good 1

2 Better 2 5958.51 31593.69 149 845 39.99 37.35 62% 54% 3723.13 17165.51 1 1 1

3 Best L]

Fashion W all [Price Tier] 7 5848.83 859.10 117 26 49.99 38.29 41% 52% 2418.04 445,60 1 1 D

1 Good O

2 Better 5 5848.83 859.10 117 26 45,99 38.29 41% 52% 2418.04 445,60 1 1 D

3 Best ]

Seasonal Basic| 7 all [Price Tier] 3 7973.55 5247.38 145 142 54.99 43.94 48% 53% 3815.29 3289.62 1 1 O

1 Good 1

2 Better 2 7973.55 5247.38 145 142 54.99 43.94 48% 53% 3815.29 3289.62 1 1 D

3 Best ]

In addition to the default layout of this view, you can use dimension splitting to analyze the assortment in multiple
different ways.

The following table lists the measures available on this view. This view is organized by clusters and options for each of
the flows.

Table 7-12  Attribute Analysis View Measures

Measure Description

AC Total Options

The number of total items assigned to each cluster in the flow.

Sys Rec Assign To Cluster

Indicates that the item is selected for assignment to this cluster
and flow by the Auto-Set Assign to Cluster planning action.

TY Gross Margin %

Gross Margin as percentage of Sales Rtl at this intersection.
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Table 7-12 (Cont.) Attribute Analysis View Measures

Measure Description

TY Gross Margin Rtl Total Sales - Total Cost of the item at this intersection.
TY Item Cnt U The historical number of total items in the cluster.

TY Item Rank U The ranking of the item based on the Combined Index to

Average within its vendor for the current, price tier, seasonality,
and cluster.

TY Sls AUR The historical sales Average Unit Retail.

TY Sls Rtl The historical Sales Retail.

TY SIs U The historical Sales Units.

WP Gross Margin % Gross Margin % planned for this cluster, from this option.
WP Gross Margin Rtl Total Gross Margin planned for this cluster, from this option.
WP Sls AUR Total Sales AUR planned for this cluster, from this option.
WP Ttl Sls Rl Total Sales Retail planned for this cluster, from this option.
WP Ttl Sls U Total Sales Units planned for this cluster, from this option.

Reconcile to Assortment Strategy View

The Reconcile to Assortment Strategy view is used to compare the current assortment
to the one defined in the Assortment Strategy task. If the assortment is exactly aligned
to the Assortment Strategy task, the difference in count is zero. You can review the
difference and choose to leave it that way.

It is recommended that you use exception formatting to highlight negative differences
as well as positive differences. You can also use exception formatting on the WP Item
Count measure to highlight gaps (Item Count = 0) in the assortment as well as being
over-assorted.

When you have reviewed this view, you can return to the Plan Item Performance view
if you need to make changes to the assignments for each cluster and flow.

Figure 7-16 Reconcile to Assortment Strategy View

~| Reconcile to Assortment Strategy * 4 ¢ A
B BuyingPeriod| Product| Cluster| Price Tier| :IE Seasonality
[ Buying Pericd 06 - Flow 1 /=] 10008 Bostonian » » - B  Measure

e |
B e i | e | [Fnd. -3 & BHEemEA >

Basic | Fashion | Seasonal Basic

AC Mumber of Total Options diff to Strat Options -+ -4

AC Mumber of Mew Options diff to Strat Options 2 -5 3
AC Mumber of Carry Over Options diff to Strat Options 2 (| (|
Mbr Of Options 5 5 5
AC Total Options 1 (| (|
Mew Options 2 5 3
AC Mew Options

Carry Over U 3 2
AC Carry Over Options 1 1
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The following table lists the measures available on this view.

Table 7-13 Reconcile to Assortment Strategy View Measures

Options diff to Strat
Options

Measure Description

New Options The total number of new options required for each cluster in the
flow, based on Assortment Strategy.

Carry Over U The total number of carry over options assigned to the cluster
for this flow, based on Assortment Strategy.

Nbr of Options The total number of options assigned to the cluster for this flow,
including new and carry over, based on Assortment Strategy.

AC Number of Total The difference in number of total options between the

Assortment Creation and Assortment Strategy plans.

AC New Options

The number of new items assigned to the cluster for the flow.

AC Number of New
Options diff to Strat
Options

The difference in number of new options between the
Assortment Creation and Assortment Strategy plans.

AC Carry Over Options The number of carry over items assigned to the cluster for this
flow.

AC Number of Carry Over | The difference in number of carry over options between the

Options diff to Strat Assortment Creation and Assortment Strategy plans.

Options

AC Total Options The number of total items assigned to each cluster in the flow.

Reconcile to Assortment Strategy (Graph) View

The Reconcile to Assortment Strategy (Graph) view is used to compare the current
assortment to the one defined in the Assortment Strategy task in a graphical view.
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Figure 7-17 Reconcile to Assortment Strategy (Graph) View
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Planning Action - Update Placeholder Status

This action ensures that newly created placeholder items have the correct status
(placeholder, active, and so on). The Update Placeholder Status planning action affects
the appearance of placeholder positions in both the Assortment Creation and Buying

Plan tasks.

Note: If no new placeholders were created within the task, then you
can use the standard Commit option in the File menu. However, if
new placeholder positions were created in the task, then you must use
the Update Placeholder Status planning action to commit the task and

update the status of the placeholder positions.
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Buying Plan Task

The Buying Plan task supports the buy planning process starting from the list of
options per cluster derived in the Assortment Creation task. The output of this task is
a sales and receipt plan by channel/week that can be used to initiate the item planning
process and a receipt plan by store/week for each option.

Assortment Planning provides the ability to compute the SKU-level sales flow and
receipt flow as described in the Size Profiling step.

Optionally, sales plans and/or receipt plans may be exported to execution systems at
the option level after the buy plan has been approved to the Current Plan (Cp).

Figure 8—-1 Buy Planning Process Flow for Pre-Season

Assortment
@ Cplion ¥ Cluster

DEFINE ITEMS Vieekly Sales Plan| - ppy & REC FLOW EDIT WKLY PLAN
Pricse, Cosl, #esks, PL’E‘"RB‘E;S“:ERF & lem X Cluster Delivery Freq, Esiit Sales, RECONCILE 2 MFP
& Curvas, Sall—lhru‘izl Prashin, Safaty Cmp b Foracast, Edit Salas L), Rec Ll
Start-gall Date @ M X Cluster Swock, Lead Tima Plan Promos & MOs (@ Channal

& Item X Clustar & hem X Cluster & It X Clustar
Receipl Flans
(@ Oplion X Store X Weak

ROUND 505 & REC APPROVE TO CP

In season, the Buying Plan task can be used for the following:

= Accept new cluster definitions due to stores shifting clusters.

= Compare sales to the demand forecast from an external system such as Oracle
Retail Demand Forecasting.

= Identify open-to-receive opportunities.

Note: The Assortment Planning solution is expected to provide only
basic In Season analysis. The recommended for In Season analysis is
Oracle Retail Item Planning.

The Buying Plan task contains the following steps:
s Describe and Plan Items Step
= Item Plan by Week/Cluster Step
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Reconciliation and Analysis Step
Approve to CP Step
Accept New Store to Cluster Mapping (In Season) Step

Planning Actions

The following planning actions are available in the Buying Plan task:

Generate Weekly Sales Plan

This action calculates sales units for each of the weeks in the Buying Plan based on
a selected sales curve, the start selling week, and on the sum of regular and
clearance sales units for the given buying period.

Calculate Receipt Flow

This action calculates receipts by week based on the sales plan and receipts,
presentation parameters such as Minimum Presentation Stock, Safety Stock,
Packsize, Delivery Frequency, and Receipt Lead Time.

Round Sales and Receipts

This action rounds sales units and receipts units to the nearest multiple of the
item's pack size. This is only necessary if the generated Sales and Receipt values
have been manually edited.

Approve to Cp

This action marks the entire assortment as approved. Internally, it populates the
Cp versions of Sales U, Sales Retail, Gross Margin, Retail, and so on, with the
current Wp counterparts. After the plan is approved to Cp, the outputs may then
be exported to external systems such as Allocation and Item Planning.

Update Store to Cluster Mapping (In Season)

This action updates the existing clusters within the Buy Planning task based on the
latest cluster assignments. Subsequent calculations of Sales and Receipts flow is
based on the new cluster definitions.

Buying Plan Wizard

To build a Buying Plan task, perform the following steps:

1.

Click the Create New Workbook icon in the Buying Plan task.
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Figure 8-2 Creating a New Buying Plan Workbook
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2. The workbook wizard opens at the Select Style-Color step. In the Select
Style-Color step, select the products you wish to examine. This step of the wizard
brings up the list of options selected for this assortment. At this point, any of the
options that are assigned to any one of the clusters for any one flow is brought in
to the Buy Plan workbook, including formalized and placeholder items. Select the
products you want to examine and click Next.
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Figure 8-3 Workbook Wizard: Select Style-Color

Workbook Wizard |
.—|_I
Product Selection Buying Period Selection
Select Style-Color A
Available Items Selected Items
View - | Dimension Find... » % View = | Dimension Find... » |
Mame Mame
+" 1000000 Suede Loafer Brown ~ +* 1000000 Suede Loafer Brown
+ 1000001 Suede Loafer Black + 1000001 Suede Loafer Black
+" 1000002 Suede Loafer Tobacco +* 1000002 Suede Loafer Tobacco
+ 1000003 Leather Loafer Tobacco + 1000003 Leather Loafer Tobacco
+" 1000004 Leather Loafer Black +* 1000004 Leather Loafer Black
+ 1000005 Leather Loafer Brawn + 1000005 Leather Loafer Brown
1000006 Leather Tassel Loafer Black » Add +' 1000026 Rugged Qutback Wheat Waterproof Boot B...
1000007 Leather Tassel Loafer Brown + 1000027 Commuter Boot Black
1000008 Leather Penny Loafer Black M +* 1000028 Commuter Boot Dk Brown
1000009 Leather Penny Loafer Lt Brown
1000010 Leather Fringed Loafer Black m
1000011 Leather Fringed Loafer Brown &8 Remove A
1000012 Leather Fringed Loafer Tobacco
1000013 Leather Mocassin Brown 2
< P Lo 2

Cancel Mext | Finish

3. The Select Buying Period screen appears. Select the period you wish to create the
Buy Plan for, and click Finish.
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Figure 8—4 Workbook Wizard: Select Buying Period Screen
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The Buying Plan workbook is built.

Describe and Plan ltems Step

The Describe and Plan Items step contains views that help you to define the lifecycle
parameters for each item at the cluster level, which drive the sales flow and the receipt
flow calculations.

The following sections describe the views available under the Describe and Plan Items
step:

Flow Eligibility View

Define Item Attributes View

Plan Item Performance Per Flow View
Reconcile to Assortment Strategy View

Review Available Week Curves View

Note: The first four views are similar to those available in the
Assortment Creation step. This step gives the planner the ability to (at
a later time) refine the assortment further without having to re-do the
assortment-creation step all over again.

Flow Eligibility View
The Flow Eligibility view allows the user to define the first flow in which the item
should be eligible for sale. This view is similar to the Flow Eligibility view present in

Buying Plan Task 8-5



Describe and Plan Items Step

Assortment Creation task, except that the user can define the specific week for the first
flow in this view. This functionality is not available in the in the Assortment Creation
task.

By default, an item is assumed to be first eligible for sale in the first flow of the buying
period and to be on sale at the regular price for the duration of the buying period. If
you change the first eligible flow for an item, a validation is performed to ensure that
the sum of weeks at regular price and weeks at the clearance price do not total more
than the sum of weeks of the eligible flows. The user can only edit one of the three
measures at a time.

Figure 8-5 Flow Eligibility View

b

~ | Flow Eligibility - A
BH Buying Period | Cluster| SR :IE Measure
| Buying Pericd 6 || & / At 1-1 [ At 2-1 BH Product

|
= >~ 3 & mEcam A W

First Eligible Flow | Tat Mbr of Weeks @ Reg Price U | Tgt Mbr of Weeks @ Clearance U
1000000 Suede Loafer Brovwn BP5-1 & 3
1000001 Suede Loafer Black BP5-1 & 3
1000002 Suede Loafer Tobacco BP5-1 & 3
1000003 Leather Loafer Tobacco BP5-1 3 2
1000004 Leather Loafer Black BP5-1 3 2
1000005 Leather Loafer Brown BP5-1 3 2
1000026 Rugged CQuthack Wheat... BP&-1 13
1000027 Commuter Boot Black BP5-1 5 3
1000028 Commuter Boot Dk Brown BPG5-1 5 3
The following table lists the measures available on this view.
Table 8-1 Flow Eligibility View Measures
Measure Description
First Eligible Flow The first flow in the buying period for which style/color can be
sold.
Tgt Nbr of Weeks @ Reg The number of weeks an item is on sale at regular price within
Price U the buying period. If an item is not assigned for a given eligible
flow, then the target number of weeks may not be met.
Tgt Nbr of Weeks @ The target number of weeks an item is on sale at clearance price
Clearance U within the buying period. If an item is not assigned for a given
flow, then the target number of weeks may not be met.

Define Item Attributes View

The Define Item Attributes view is used to define item attributes that drive the weekly
sales and receipt flow. This view is built with the list of options from the Assortment
Planning task.

Lifecycle parameters need to be entered in this view for every option that are carried
during this Buying Period. Selling Start-Week is seeded from the first flow to which
each option is assigned. You may override this by selecting from a list of values that
contains each of the weeks in the buying period. If the start date is selected as one
week before the start of the buying period, the calculation treats it as if the start sell
date is the start of the buying period.
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Planning Action - Generate Weekly Sales Plan
The Generate Weekly Sales Plan option creates the sales flow based on the lifecycle curves selected.

If you were introducing new items that cannot be mapped to a like item, you may use standard lifecycle curves to seed
the sales flow. It is possible to select one lifecycle curve from the curve library for this class and buying period by
selecting at an aggregate level.

If a like item has been defined in the Assortment Creation task, the same is imported at the time of task creation. If a
like item mapping is used, the sales curve of the like item from LY is used as the basis for the Sales Curve.

The selected curves define how sales is distributed over time. The volume of sales is derived based on the number of
weeks each option is on sale at Regular Price and at Clearance.

If an item is to be seeded, meaning that the Seed Sales boolean is checked, but no sales curves have been assigned and
the item does not have an assigned like item, then the item’s LY curve is used for seeding.

This calculation starts with the Sales Units for the Regular Price Sales and Clearance Sales at each of the clusters. It then
breaks down the total sales for each lifecycle into weeks based on the selected Week Curves from the Curve Library or
from the selected item. Sales and Receipts are assumed to be equal for each Store within each cluster. This should only
compute the Sales Plan for future weeks, while In Season.

Planning Action - Calculate Receipt Flow

The Calculate Receipt Flow option creates the Receipt Flow based on the sales flow, receipt parameters (safety stock,
presentation stock, delivery frequency, lead time, and so on), and the Initial Allocation % (only if space was used to
determine the number of options in Assortment Strategy).

Figure 8-6 Define Item Attributes View
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The following table lists the measures available on this view.
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Table 8-2 Define Item Attributes View Measure

Clearance U

Measure Description

Selling Start Week The week at which each of the options go on sale for this buying
period.
If you assign a Start-sell date for the option, the same is used as
the Start-sell date for the option at each of the clusters.

Tgt Nbr of Weeks @ Reg Planned number of weeks for each option at regular price, for

Price U the entire buying period across all flows.

Tgt Nbr of Weeks @ Planned number of weeks for each option at clearance, for the

entire buying period across all flows.

Like Item Like item assigned in Assortment Creation, which may be
overridden here in this view.

Selected Sls Curve Use this option to select one of the available lifecycle curves for
the Regular Sales duration. This curve is then be used to spread
the regular price sales for the entire buying period into the
planned weeks at regular price.

Presentation Min Qty The number of units of each option that must be on display at
any point in time till the option enters its exit date.

Prepack Size The minimum pack size the option is bought at. This attribute is
used to ensure the receipt flows planned are achievable.

Seed Weekly Sales Use this check box to identify the options whose sales flow need

to be derived based on selected curves.

For the calculation to happen, use the planning action.

Flow Receipts

Use this check box to identify the options whose receipt flow
needs to be derived based on sales flow and the presentation /
receipt parameters.

For the calculation to happen, use the planning action.

First Eligible Flow

The first flow in the buying period for which the style/color can
be sold.

Plan Item Performance Per Flow View

The Plan Item Performance Per Flow view is used to refine the item performance at
each cluster before determining the receipt flow within the buying period for which

you are planning.

The following lifecycle parameters may be further edited in this view at the cluster

level:

= Selling Start Week, Nbr of Weeks @ Reg Price, and Nbr of Weeks @ Clearance.

s The lifecycle curve for the Regular Price and Clearance lifecycles.

s Full Price Sell Thru %. This parameter represents what percentage of the entire
Buy Plan is expected to sell at full price. The remainder is sold at clearance.

The following delivery and presentation parameters need to be defined in this view at

the cluster level:

s Presentation Minimum

The quantity that each Store should receive in addition to the predicted Sales
between successive store deliveries.

»  Delivery Frequency (Weeks)
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The frequency in which deliveries is made from the delivery center to stores,
defined in weeks.

»  Safety Stock (Weeks)

If Safety Stock (Weeks) is defined as 2 weeks, sales of the first 2 weeks following
the next store receipt are added to the receipt quantities.

= Receipt Lead Time

The lead time from the delivery center to stores is defined in weeks. Lead times
should be equal for all stores in a cluster.

Planning Action - Calculate Receipt Flow

The Calculate Receipt Flow creates the receipt flow based on the sales flow, receipt
parameters (safety stock, presentation stock, delivery frequency, lead time, and so on),
and the Initial Allocation % (only if space was used to determine the number of
options in Assortment Strategy.

Planning Action - Round Sales and Receipts

The Round Sales and Receipts option in the Planning Actions menu rounds all the
Sales Units and Receipt Units at each store/week/option to the nearest multiple of
pack size as necessary.

Figure 8-7 Plan Item Performance Per Flow View
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* F ¢ A
B BuyingPeriod| Cluster oy B2 Product
[Buying Peried 06 - Flow 1 |«[A [ At 1-1 ] Att 2-1]« Bl Measure
.
= N -3 & mAEs=AWER
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Avg Rate of Sls 1.80 1.41 21.55 1.80 1.40
Mbr of Weeks @ Reg ... 3 ] 3
WP Reg Sls U 119 1,422 45
WP Reg Sls Rt 4750,81 56877.78 2540.54
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Mbr of Weeks @ Clea... 1 1 2
FP Sell Thru % /| [ |
WP Clr Sls U
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WP Sls AUR
WP Td 5lz Rt 4750.81 56877.78 2540.54
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Seling Start Week
Selected Sls Curve
Delivery Freguency (.
Presentation Min Qty
Rec Lead Time {0 to 2.,
Safety Stock (Weeks)
WP Rec Sell Thru U 8¢
Initial Allocation U %

The following table lists the measures available on this view. This view is defined for
each option for the entire buying period. The item's lifecycle and performance
parameters may be defined individually per cluster.

Table 8-3 Plan Item Performance Per Flow View Measures

Measure Description
Assign to Cluster Indicates if this option is assigned to this cluster for any one of
the flows.
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Table 8-3 (Cont.) Plan Item Performance Per Flow View Measures

Measure

Description

Avg Rate of Sls @ Reg Price

Average units per store per week the item is expected to sell at
regular price.

Nbr of Weeks @ Reg Price Number of weeks the item is expected to sell at regular price.

WP Reg Sls U Total units the item is expected to sell at regular price.

WP Reg Sls Rtl Total sales in retail for the item while at regular price.

FP Sell Thru % Percentage of the total sales quantity (also the buy quantity) that
is sold at regular price.

Mkdn % The average markdown percentage when the item moves to

clearance period.

Avg Rate of Sls @ Clearance

Average units per store per week the item is expected to sell at
clearance.

Nbr of Weeks @ Clearance | Number of weeks the item is expected to sell at clearance price.

WP CIr SIs U Total units the item is expected to sell at clearance.

WP Ttl Sls U Total units the item is expected to sell during entire lifecycle.

WP Sls AUR Average Sales AUR of each option in this cluster for the buying
period.

WP Ttl Sls Rtl Total sales in retail for the item during the lifecycle.

WP Gross Margin Rtl Gross Margin Retail for the item during lifecycle.

WP Gross Margin % Gross Margin as a percentage of Sls Rtl.

Selling Start Week The week at which each of the options go on sale for this buying
period.

If you assign a Start-sell date for the option, the same is used as
the Start-sell date for the option at each of the clusters.

Selected Sls Curve Use this option to select one of the available lifecycle curves for
the Regular Sales duration. This curve is then be used to spread
the regular price sales for the entire buying period into the
planned weeks at regular price.

Delivery Frequency For options that are delivered to stores more than once during

(Weeks) this buying period, use this to define the frequency. It should be
a multiple of weeks.

Presentation Min Qty The minimum quantity that should be on display at the stores.

The receipt flow calculation uses this value to add units to each
receipt in addition to the Just in Time requirement.

Rec Lead Time (0 to 2

The duration taken for goods to be shipped from a central

Weeks) delivery center to each store. This value can be defined per
cluster.
If you are planning for Direct To Store deliveries, you can assign
this value to zero.

Safety Safety Stock is used in the receipt flow calculation in order to

Safety Stock (Weeks) provide stores with sufficient inventory to hedge against

variances in delivery lead time and against over-performing
sales. Safety stock is defined in weeks; if Safety Stock is defined
as 2, the receipt flow tries to allocate additional inventory
sufficient for 2 weeks after the next store receipt.
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Table 8-3 (Cont.) Plan Item Performance Per Flow View Measures

Measure Description

Initial Allocation U % This measure is the percentage of total planned sales that is
intended to be pushed to a store in the very first receipt; the
remainder goes into warehouse holdback. You can use this to
easily define that 70% of your buy needs to be allocated in the

first push.

This measure is fed from Assortment Strategy and can be
overridden. It is only applicable if space was used in calculating
the number of options.

Reconcile to Assortment Strategy View

This view allows the user to compare the actual results in the Assortment Creation
task to the expected results from the Assortment Strategy task. This is especially useful
for comparing the actual number of options to the expected number of options.

Figure 8-8 Reconcile to Assortment Strategy View
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Table 8—4 Reconcile To Assortment Strategy View Measure

Measure Definition

AC Number of Total The difference in number of total options between the

Options diff to Strat Assortment Creation and Assortment Strategy plans.

Options

AC Number of New The difference in number of new options between the

Options diff to Strat Assortment Creation and Assortment Strategy plans.

Options

AC Number of Carry Over | The difference in number of carry over options

Options diff to Strat between the Assortment Creation and Assortment

Options Strategy plans.

Nbr of Options The total number of options required for each cluster in
the flow, based on Assortment Strategy.

AC Total Options The number of total items assigned to each cluster in
the flow.
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Table 8-4 (Cont.) Reconcile To Assortment Strategy View Measure

Measure Definition

New Options The total number of new options required for each
cluster in the flow, based on the Assortment Strategy.

AC New Options The number of new items assigned to the cluster in the
flow.

Carry Over U The target number of carry over options as per the
Assortment Strategy task.

AC Carry Over Options The number of carry over items assigned to the cluster
in the flow.

Review Available Week Curves View

The Review Available Week Curves view is used to review the library of curves
available for this buying period and curve so that they can be used in the Define Item
Attributes and Plan Item Performance views. This view is read-only.

Figure 8-9 Review Available Week Curves View
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Lifecyde Curve 03 10% 10%0 10% 10%0 10% 10%0 10% 10%0 10% 10%
Lifecyde Curve 04 5% 11% 15% 13% 11% 10%0 9% %0 9% %
Lifecyde Curve 05 7% 12% 9% 10%: 10% 11% 11% 10%: 10%: 10%
Lifecyde Curve 06 1% 21% 25% 13% 14% 10%0 6% 3% 1% 1%
Lifecyde Curve 07 1% 13% 21% 17% 14% 11%0 9% 3% 2% 2%
Lifecyde Curve 08 2% 16% 21% 17% 14%0 11% @%b 4 7o

Item Plan by Week/Cluster Step

The following section describes the Sales, Price, and Receipt Planning view available
under the Item Plan by Week /Cluster step.

Sales, Price, and Receipt Planning View

The Sales, Price, and Receipt Planning view is used to view the item plan for a single
item within a cluster for each of the weeks within the Working Plan. This view may be
used after you have derived the sales flow and receipt flow as defined earlier in the
task. This view may also be used In Season to compare actual performance with the
approved Cp (Current Plan).
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Figure 8-10 Sales, Price and Receipt Planning View
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Selected Reg Sls Curve 5 7.8%
Selected Cir Sls Curve %
Fest Sls U 19 32
WP Sls var Fest U % -100%: -100%0
WP Sls U
WP APS Sls U
WP BOP Inv U
WP Rec U
WP EQP Inv U
WP Rec Avg Per 5tr U
WP Sls Rt
WP Sls ALR
WP Perm Price Change %&
WP Perm Price Change R
WP Perm Mkd Rt
WP Perm Price R

654,99 54.99

5/3/2008 | 5/16/2008 | 5/23/20089 | 5/30/2009 | 6/6/200% | 6/13/2008 | 6/20/2008
23.2%  23.1%  23.1%  22.9%
35.1%  34.1%  30.8%
29 16 31 42 29 31 36 29
-100%  -100%  -100%  -100%  -100%  -100%  -100%  -100%
54.00 54,99 £4.08 5408 6499 54.00 54,99 54,00

&/27/2009 | 7/4/2008 | 7/11/200% | 7/18/2008

-100%

54.99

32 37
100%  -100%
54.99 54.99

The following table lists the measures available on this view. This view is organized by option and cluster for the entire

buying period.

Table 8-5 Sales, Price and Receipt Planning View Measures

Measure Description

Selected Reg Sls Curve % The percentage of regular price sales in this week.

Selected Clr Sls Curve % The percentage of clearance sales in this week.

FestSls U The forecasted Sales Units of this option within this cluster.

WP Sls var Fest U % The variance between the planned sales values and the
forecasted Sales Units.

WP Sls U Weekly Sales in Units of this option, for the entire cluster.

WP APS Sls U Weekly Sales in Units of this option, per store within the cluster.

WP BOP Inv U The inventory at the beginning of each week, totaled for the
cluster. BOP stands for Beginning of Period.

WP Rec U Weekly Receipt Units of this option, for the entire cluster.

WP EOP Inv U The inventory at the end of each week, totaled for the cluster.
EOP stands for End of Period.

WP Rec Avg Per Str U Weekly Receipt Units of this option, per store within the cluster.
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Reconciliation and Analysis Step

Table 8-5 (Cont.) Sales, Price and Receipt Planning View Measures

Measure Description

WP SIs Rtl Weekly Sales Retail of this option, for the entire cluster.

WP SIs AUR Average retail price for sales in each week.

WP Perm Price Change Rtl | The difference between the Permanent Price Rtl for the current
week when compared to the Permanent Price Rtl for the
previous week.

WP Perm Price Change % | Percentage off on previous price if a price change falls in a given
week.

WP Perm Mkd Rtl The markdown value in case there is a planned clearance
markdown in this week for this option at the stores in this
cluster.

WP Perm Price Rtl Permanent Price that is planned for a given week.

Reconciliation and Analysis Step

The views on the Reconciliation and Analysis step are used to reconcile the Wp
(Working Plan) to the MFP (Merchandise Financial Plan) before it can be approved to

the Cp (Current Plan).

The following sections describe the views available under the Reconciliation and

Analysis step:

s Review MFP Targets View

= Plan Review and Attribute Analysis View

Review MFP Targets View

The Review MFP Targets view is used to review the Wp (working plan) against MFP
targets at the channel /week level, and to make any adjustments if necessary. You can
use this view to adjust any of the measures (Sales, Receipts, Gross Margin) in order to
meet MFP targets for each week. Or you can choose to accept the variances in
individual weeks so long as the overall targets are being met.
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Reconciliation and Analysis Step

Figure 8-11 Review MFP Targets View

~| Review MFP Targets * 4 o A
BEQ cCalendar| Product| :IE Cluster
[4/11/2005 |« [4000 Casual|= BR Measure
e |

e i | & | [Fnd. - % @ | »
Brick & Mortar | Catalog | e-commerce

MFP CP Sls Rt 257.8 234.7 196.1

WP Sls Rt

WP Sls var MFP CP Rt %% -100.0%: -100.0% -100.0%

MFP CP Sls 1 5,728 5,216 4 357

WP Sls U

WP Sls var MFP CP U % -100.0%: -100.0% -100.0%

MFP CP Rec U 3,768 6,471 5,385

WP RecU

WP Rec var MFP CP U % -100.0%: -100.0% -100.0%

MFP CP Gross Margin Rt 154.7 140.8 117.6

MFP CP Gross Margin %o 60.0% 60.0% 60.0%

WP Gross Margin Rt

WP Gross Margin %o

WP GM war MFP CP R % -100.0%: -100.0% -100.0%

The following table lists the measures available on this view.

Table 86 Review MFP Targets View Measures

Measure Description

WP SIs U Total Sales Units by week for the channel, as per the Wp.

WP Sls Rtl Total Sales Rtl by week for the channel, as per the Wp.

WP Rec U Total Receipt U nits by week for the channel, as per the Wp.

WP Gross Margin Rtl Gross Margin in dollars by week for the channel, as per the Wp.

WP Gross Margin % Gross Margin % for week at the channel, as per the Wp.

MFP CP Sls U Total Sales Units by week for the channel, as per MFP targets.

MEFP CP Sls Rtl Total Sales Rtl by week for the channel, as per the MFP targets.

MEFP CP Rec U Total Receipt Units by week for the channel, as per the MFP
targets.

MFP CP Gross Margin Rtl | Gross Margin in dollars by week for the channel, as per the MFP
targets.

MFP CP Gross Margin % Gross Margin % for week at the channel, as per the MFP targets.

WP Sls var MFP CP U % Difference in Sales Units per week between Wp and MFP.

WP Sls var MFP CP Rtl % Difference in Sales Retail per week between Wp and MFP.

WP Rec var MFP CP U % Difference in Receipt Units per week between Wp and MFP.

WP GM var MFP CP Rtl % | Difference in Gross Margin Retail per week between Wp and

MFP.
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Reconciliation and Analysis Step

Plan Review and Attribute Analysis View

The Plan Review and Attribute Analysis view is used to review the Wp at different aggregation levels and intersections
by using dimension splitting and to compare to the Assortment Strategy.

You can perform dimension splitting on this view to analyze the buy plan using other attributes such as fabric, color,
silhouette, and so on.

Figure 8—12 Plan Review and Attribute Analysis View

~| Plan Review and Attribute Analysis - JF o A

B BuyingPeriod| Product| Cluster| M :IE Measure

| Buying Period & =| 10005 Bostonian = & [ Att 1-1 ] Att 2-1|= A Seasonality | Price Tier |
|
Ela | & | [Fnd.. >3 ¢ mWEcsm A W

WP Item Cnt | WP Sls U | WP Sls AUR | WP Sls Rt | WP Gross Margin RY | WP Gross Margin % | WP Sls var AS U %% | WP Sls var 45 R %6 | WP GM var AS RYl 36
Basic 1 Good -100% -100% -100%:
2 Better -100% -100% -100%
3 Best -100% -100%6 -100%
Fashion 1 Good -100%: -100%: -100%E
2 Better -100%% -100%% -100%
3 Best -100% -100% -100%:
Seasonal Basic | 1 Good -100%: -100%: -100%E
2 Better -100% -100% -100%
3 Best -100% -100% -100%:

The following table lists the measures available on this view.

Table 8-7 Plan Review and Attribute Analysis View Measures

Measure Description

WP Item Cnt Number of options assigned to each cluster as per the Wp.

WP Sls U Total Sales U by week for the channel, as per Wp.

WP Sls AUR Average Unit Retail by week for the channel, as per Wp.

WP SIs Rtl Total Sales Rtl by week for the channel, as per Wp.

WP Gross Margin Rtl Total Gross Margin Rtl by week for the channel, as per Wp.

WP Gross Margin % Gross Margin % by week for the channel, as per Wp.

WP Sls var ASU % Difference in Sales Units between Wp and Assortment Strategy.
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Table 8-7 (Cont.) Plan Review and Attribute Analysis View Measures

Measure Description
WP Sls var AS Rtl % Variance in Sales Retail between Wp and Assortment Strategy.
WP GM var AS Rtl % Variance in Gross Margin between Wp and Assortment Strategy.

Approve to CP Step

The following section describes the Approve to Current Plan view available under the

Approve to CP step.

Approve to Current Plan View

The Approve to Current Plan view is used to submit the Wp (working plan) as the

approved Cp (current plan).

Planning Action - Approve to CP

In order to approve the plan, you must enable the check box in the Wp Approve
measure and run the Approve to CP planning action. This marks the plan as approved
and all values in Wp are copied over to the Cp version. Only when it is approved to
Cp, it is available for interface with external solutions that could consume this input.

Figure 8-13 Approve to Current Plan View

~| Approve To Current Plan ~ 4
ER Buying Period EB Product
[Bcng Peresel- E Messure|
Y

Ela | e | [Frd. »
4000 Casual

WP Approve

WP Approval Comment

CP Approved By adm

CP Approved Comment | friday 3pm

CP Approved Date 1/29/2009

The following table lists the measures available on this view.

Table 8-8 Approve to Current Plan View Measures

Measure Description

WP Approve Select this option to approve the plan. To completely approve
the plan, select the Approve to CP planning action.

WP Approval Comment Approval comment added by an approver before submitting the
plan to Cp.

CP Approved By Name of the user who approved the latest version of Cp.

CP Approved Comment Approval comment added by the approver.

CP Approved Date Date the latest version of Cp was approved.
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Accept New Store to Cluster Mapping (In Season) Step

The Accept New Store to Cluster Mapping (In Season) step is used while In Season so
that any changes to the store clustering can be brought into the Wp (working plan) and
used to drive subsequent In Season management. The functionality on this step is
similar to that in the Assortment Strategy and Assortment Creation activities.

The following sections describe the views available under the Accept New Store to
Cluster Mapping (In Season) step:

= Accept New Store to Cluster Mapping View

= Impact of Accepting New Cluster Definition View

Planning Actions

The following planning actions are available:

Planning Action - Generate Weekly Sales Plan

The Generate Weekly Sales Plan option computes the Weekly Sales Plan based on the
total Sales Units and the lifecycle curve selected at each cluster.

The selected lifecycle curves define the distribution of sales as a percentage over
weeks. This calculation spreads the total Sales Units over the lifecycle based on the
curves. The curves may have been based on a different item, from a library of curves,
or on its own history.

The following points describe the escalation logic for the Sales curve to be used for
each item:

s If a Like Item is chosen, use the Sales curve of the Like Item.
»  Else, a curve is chosen from the library for Reg Price and Clearance Cycles.

»  Else, look for the style's own history. If that history does not exist, then evenly split
the style-color's Sales plan across its expected selling weeks.

Planning Action - Calculate Receipt Flow

This Receipt Plan calculation used in the Calculate Receipt Flow action takes the Sales
Plan per cluster and calculates the Store Receipts required to service the sales.

Planning Action - Round Sales and Receipts

The Sales Plan and Receipt Plan calculations performed in previous views may have
been edited since they were calculated. Thus, the Sales/Receipts at a store level may
not be realistic and may need to be corrected.

The Round Sales and Receipts custom menu option rounds off all the Sales and
Receipts per store to integers, considering the number of stores per cluster and, in the
case of the Receipt Plan, the pre pack size. Receipts in each week/store cluster are
rounded to be a multiple of Prepack size X Store count.

Planning Action - Approve to CP

In the context of the Buying Plan solution, the Cp (current plan) is the version of the

plan that can be interfaced with the external ecosystem of the enterprise so that they
can make use of the planned metrics. The Approve to CP action sets set the Wp to be
the Cp which is treated as approved.
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Planning Action - Update Store to Cluster Mapping (In Season)

The Update Store to Cluster Mapping (In Season) action updates the cluster definition
of all stores based on actual performance, or on change in clustering criteria in the

Store Clustering task.

Accept New Store to Cluster Mapping View

The Accept New Store to Cluster Mapping view displays the results of the Store
Clustering task and the Assortment Creation task. You can use this view to reassign
the store clusters for buy planning and subsequently update the Sales and Receipt

Plans.

Figure 8-14 Accept New Store to Cluster Mapping View

~| Accept New Store To Cluster Mapping

- 4+ ¢ A

=22 EH  Measure
j@ Location
-]
Eﬂlﬂﬂ & | [Find... ~ ¢ & BEoom=A QR
Cluster Label Updated Store Clustering Map Available | AS Cluster Label | Updated AS Cluster Map Available | WP Update Clusters From | AC Cluster Label
1000 Charlotte &/ 1/Free Standing [0 &/ 1/Free standing | _m ~
1001 Atlanta A/ 2/ Free Standing [ a2 /Free standing O] P & ) 2/ Free standing
1002 Dallas B/ 1/Free Standing [0 8/ 1/Free standing O] P & 1/ Free Standing —
1003 Baston B/ 1 Free Standing [ 8/ 1/Free standing O] P &/ 1/ Free standing
1004 New York B 3/ Free Standing [0 8/ 3/Free standing O P & 5/ Free Standing
1005 Philadelphia | B /2 / Free Standing [ 82 /Free standing O] P & 2/ Free standing
1006 Chicago B /2 Free Standing O B/2/Free Standing O P & 2/ Free Standing
1007 Minneapolis | B / 1/ Free Standing [ 8/ 1/Free standing O] P &/ 1/ Free standing
1008 5t. Louis Af1fMal O AJ1/Mal O AJ1/Mal
1009 Albuquerque | B f 3 / Free Standing O s [ 3 | Free Standing O _ B / 3 / Free Standing
1010 Los Angeles B/2/Mal O B/2/Mal O B/2/Mal
1011 Ottawa B/ 3/ Free Standing [ 83 /Free standing O] P &/ 3/ Free standing
1012 Toronto AJ1fMal O Af1/Mal O AJ1/Mal
1013 Montreal B/ 2/ Free Standing [ 82 /Free standing O] P & 2/ Free standing
1014 Quebec City Af2fMal O AJ2Mal O Af2Mal
1015 Sydney C/1/Mal O C/1/Mal O C/1/Mal
1016 Ocearia Outiet | B / 1/ Free Standing [ 8/ 1/Free Standing O ;1 rre- Standing
1017 Melbourne A j 1/ Free Standing [ &/ 1/Free standing | _ A [ 1/ Free Standing
1018 Auckiand 4 [ 1/ Free Standing [ &/ 1/Free Standing O - i Fre-Standing +
< |L>

The following table lists the measures available on this view.

Table 8-9 Accept New Store to Cluster Mapping View Measures

Measure Description

Cluster Label Cluster label as per the Wp version of the Buying Plan.

Updated Store Clustering This check box indicates whether there is a difference in cluster

Map Available assignment between the Store Clustering task and the Buying
Plan task.

AS Cluster Label Cluster label as per the current version of the Assortment
Strategy task.

Updated AS Cluster Map This check box indicates whether there is a difference in Cluster

Available assignment between the Assortment Creation task and the
Buying Plan task.

WP Update Clusters From | If you wish to update the clusters in Buying Plan, you can use
this to choose whether to use the clusters in Store Clustering or
in Assortment Creation.

AC Cluster Label Cluster label as per the current version of the Assortment
Creation, in case it has been updated since.
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Accept New Store to Cluster Mapping (In Season) Step

Impact of Accepting New Cluster Definition View

The Impact of Accepting New Cluster Definition view displays the store clustering
and its impact at cluster level on three dimensions: Working Plan, the Store Clustering
task, and Assortment Strategy.

Figure 8-15 Impact of Accepting New Cluster Definition View

~| Impact of Accepting New Cluster Definition v b A
Buying Period T :‘@ Measure
By P ] El Clster|
|
=1 - % @ mE @A MW
SC Cluster Label | SCStrCnt|  AS Cluster Label | AS Str Cnt | AC Cluster Label | AC Str Cnt | Cluster Changed
W all [Cluster] ? 201 ? 201 ? 201 Mo Change 4
A AL 1-1 f Attt 2-1 A2 fmal 11 Af2imal 11 A2 fmal 11 Mo Change
A fAtt1-1/Att2-2 |Af 2 fFree Standing 8 A/[2/FreeStanding 8 A2 /Free Standing 3 Mo Change
A fAL 1-2 f At 2-1 A3 fmal 12 Af3iMal 12 A3 fmal 1z Mo Change
A fAtt1-2 /At 2-2 | A f 3 fFree Standing 9 A[3/Free Standing 9 A3 /Free Standing g Mo Change
A AL 1-MA [ At 2-1 A1 fmal 13 Af1jmMal 13 A1 fmal 13 Mo Change
A f AL 1-MA ALt 2-2 | A f 1 f Free Standing 14 A f 1/ Free Standing 14 A [ 1 fFree Standing 14 Mo Change
B/ Att1-1/ Atk 2-1 B2/ Mal 16 B/2/Mal 16 B2/ Mal 16 Mo Change
B/Att1-1/Att2-2 | B /2 fFree Standing 14 B2 /Free Standing 14 B/ 2 fFree Standing 14 Mo Change
B [ Att 1-2 f Att 2-1 B/3/mal 18 B3 /mal 13 B/ 3 /mMal 13 Mo Change
B /Att1-2 /At 2-2 | B/ 3 fFree Standing 12 B/ 3 /Free Standing 12 B/ 3 /Free Standing 12 Mo Change
B/ Att 1-MNA [ Att 2-1 B/ 1/Mal 20 Bf1/Mal 20 B/ 1/Mal 20 Mo Change
B/ Att 1-MA [ Att 2-2 | B f 1 f Free Standing 16 B/ 1/Free Standing 16 B/ 1/Free Standing 16 Mo Change
B /Att 1-NA fAtt 26 | B/ 1/Placeholder 1 B/1/Placeholder 1 B/ 1/Placehalder 1 Mo Change
C [ At 1-1 f Atk 2-1 C/2fmal 2 c/fz2imal £l C/f2fmal £l Mo Change
C /At 1-1/Att2-2 | C f 2 [Free Standing 7 C/[2/Free Standing 7 C/[2fFree Standing 7 Mo Change
C [ALE 1-2 f Attt 2-1 C /3 /mal 9 C/f3/Mal 9 C /3 fmal 9 Mo Change
C fAtt1-2 fAtt 2-2 | C f 3 fFree Standing 5 C/3/Free Standing 5 C/3/Free Standing 5 Mo Change
C [ At 1-MA [ Att 2-1 C/1fmal 7 C/1/mMal 7 C/1fmal 7 Mo Change
C [ Att 1-NA [ Att 2-2 | C f 1 f Free Standing 4 C[1/Free Standing 4 C{1/Free Standing 4 Mo Change
= S AH 1-Ma A 28 I 1 I Plarehnldar 1 i~ 1/ Plarahnldar i i1 i Plarehnldar 1 Mr Thanne ¥
ya b

The following table lists the measures available on this view.

Table 8-10 Impact of Accepting New Cluster Definition View Measures

Measure Description

SC Cluster Label Cluster label as per the current version of the Store Clustering
task.

SC Str Cnt Store counts per cluster as per the Store Clustering task.

AS Cluster Label Cluster label as per the current version of the Assortment
Strategy.

AS Str Cnt Store counts per cluster as per the Assortment Strategy task.

AC Cluster Label Cluster label as per the current version of the Assortment
Creation task.

AC Str Cnt Store counts per cluster as per the Assortment Creation task.

Cluster Changed Indicates whether store cluster assignment has changed for the
cluster as a whole.
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Optimized Store Allocations Task

The Optimized Store Allocations task provides the ability to view the planned Receipt
quantities at the level of each Store and also break them down to Style / Color / Size
and prepack combinations. This task should be used if you intend to get the optimized
results for store-allocations in terms of sizes and prepacks. This task uses the store size
profiles and prepack configurations together with the planned receipt quantities.

Note: If the Assortment Analyst is responsible for determining the
prepack configurations, the built-in Prepack Optimization module can
be used.

If the Size Profile Analyst is responsible for prepack optimization, the
Assortment Analyst can utilize the approved prepack configurations
from Size Profile Optimization. For more details on the Prepack
Optimization module, see Oracle Retail Size Profile Optimization User
Guide for the RPAS Classic Client or Oracle Retail Size Profile Optimization
User Guide for the RPAS Fusion Client.

This task can be used if you want Assortment Planning to feed the size level receipts
directly into a purchasing or an allocation solution.

The Optimized Store Allocations task contains the following steps:

Size Profiling Step

Receipts by Size Step
Prepack Definitions Step
Review Prepack Results Step

Planning Actions

The following planning actions are available in the Optimized Store Allocations task:

Apply Size Profile

This action calculates the approved Assortment Planning Size Profile Receipts
Units at the SKU (style/color/size) level with the proportional spread of the Cp
(current plan) Receipts U (which are at the style/color level), based on the Size
Profile curve.

Perform Pack Optimization

This action computes the Prepack Optimization for the planned receipts for the
selected stores. This identifies the stores for which the Pack Optimization check
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Optimized Store Allocations Wizard

box is selected, and calls the Special Expression to determine the prepack
quantities based on the Planned Receipt Units.

Optimized Store Allocations Wizard
To build a Optimized Store Allocations task, perform the following steps:

1. Click the Create New Workbook icon in the Optimized Store Allocations task.

Figure 9—1 Create New Workbook Icon

Assortment Planning

[= 1. Store Clustering

[= 2. Assortment Strategy

L= 3. Assortment Creation

L= 4. Buying Plan

¥ 5. Cptirized Store Allocations
Size Profiling
Receipts by Size
Pre-Pack Definitions

Review Pre-Pack Resulks

PR Ry PR i v (73] S i e g
b b EGGEEEGGBGE G

I-.i'_'n

= 6. Assortment Rewview

»| Assortment Planning Setup

| Prepack Optimization

| Prepack Optimization Administration

» | Administration

2. The Workbook Wizard - Select a Class screen appears. Select the class you want to
examine and click Next.
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Figure 9-2 Workbook Wizard: Select a Class Screen

Workbook Wizard |
! ) ) (]
Product Selection wiz_SizeProfbper Size Selection Size Profile Source Selection
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Available ITtems Selected Items

View - | Dimension Find... B View - | Dimension Find... B
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£ >

Cancel MNext Finish

3. The Workbook Wizard opens at the Select Buying Period screen. Select the buy
period you want to examine and click Next.

Figure 9-3 Workbook Wizard: Select Buying Period Screen

Workbook Wizard 8|
= = = {a)
Product Selection wiz_5SizeProfbper Size Selection Size Profile Source Selection
Select Buying Period 5
Available Ttems Selected Ttems
View - | Dimension Find... ¥ | » View - w | Dimension Find... | w
MName Mame
Buying Period 1 + Buying Period &
+ Buying Period 6
2 add
B add Al
« Remaove
«g Remowve A
v
< |
Cancel | Previous | MNext | Finish |

4. The Select Size Range screen appears. Select from all the available size ranges and
click Next.
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Figure 9-4 Workbook Wizard: Select Size Range Screen

Workbook Wizard B
1= T ! (]
Product Selection wiz_SizeProfbper Size Selection Size Profile Source Selection
Select Master SizeRange 5
Available Ttems Selected Ttems
View « | Dimension Find... W View « | Dimension Find... B w
MName Mame
+" Master Men's Shoes " Master Men's Shoes
® Add
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v
< >
Cancel | Previous | MNext | Finish |

5. The Workbook Wizard opens at the Select a Size Profile Source screen. Select a size
profile, and click Finish.

Figure 9-5 Workbook Wizard: Select Size Profile Source Window

Workbook Wizard ﬂ
|=ar () =) !
Product Selection wiz_SizeProfbper Size Selection Size Profile Source Selection
Select Size Profile Source =
Available Ttems Selected Ttems
View * w | Dimension Find... B » View - | Dimension Find... » | »
Mame MName
Current Size Profile + Most Recent Archived Size Profile

+" Most Recent Archived Size Profile
Second Most Recent Archived Size Profile
Third Most Recent Archived Size Profile
Oldest Archived Size Profile

& Add
$9 add Al I
« Remove
<{§ Remove A
N
< | @
Cancel | Previous | Einish |

This step is useful where you have different sizeprofiles available based on different
selling seasons.

The Optimized Store Allocations workbook is built.
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Size Profiling Step

Size Profiling Step

The following section describes the views available under the Size Profiling step:

View Size Profiles

View Size Profiles View

View and Assign Attribute Codes and Size Ranges View

View

The View Size Profiles view is used to view the size profile for the selected size range
and buying period, as received from an external system such as Oracle Retail Size

Profile Optimization.

This view displays each store's size profiles based on the selected product attribute
and Size Range code. The example illustrates the ability to leverage different size
profiles for a given store.

Figure 9-6 View Size Profiles View

£

~| View Size Profiles

Location |

Product |

| 1000 Charlotte |=[ 4000 Casual |-

|
>~ @ HEEcamA >

1

v <
EE Measure
B Atiribute

P

Size |

Find...
T Size Profile U 3% | Size Profile Escalation Level |
dark color basic 7 all [Size] 100% dssfstrfsrngfated A
6 Master
6.5 Master
7 Master
7.5 Master 3%
8 Master 5%
8.5 Master 7%
9 Master 9%
9.5 Master 11%
10 Master 11%
10,5 Master 12%0
11 Master 14%
11,5 Master 11%
12 Master 9%
13 Master 5%
14 Master 3%
15 Master
16 Master
dark color fall 2008 | %V all [Size] 100%% dss/strfsrng/fatcd
6 Master
6.5 Master

The following table lists the measures available on this view.

Table 9-1 View Size Profiles View Measures

Measure Description

TY Size Profile U | The size distribution for the store for the given size range.
%
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Size Profiling Step

Table 9-1 (Cont.) View Size Profiles View Measures

Measure Description

Size Profile It is the level at which the Size Profile was approved.

Escalation Level SPO uses statistical parameters to determine the size profile at the lowest

level where a reliable profile is observed. It can be as low as Store /
Sub-Class. In case a reliable profile is not available at this level, SPO
automatically tries to escalate to higher levels of hierarchy as configured
by the user. This process is continued till at some level SPO is able to find
a reliable profile. The level at which the escalation stopped is the Size
Profile Escalation Level.

View and Assign Attribute Codes and Size Ranges View

The View and Accept Attribute Codes and Size Ranges view is used to view and/or
edit the attribute code and size range of each item to be used for the prepack
optimization. The attribute code and size range in turn drives the prepack
configurations available for each of the stores.

The Attribute Code Override measure takes precedence over the Loaded Attribute
Code measure when the size profile is assigned to the item in question. If no override
exists, then the loaded attribute code is used. If no loaded attribute code exists, then
the item does not receive any receipts since no code exists to tie the item to the
appropriate size profile.

The size range for the item could have been set in the Define Item Attributes view of
the Assortment Creation task; but if it was not, it can be set in this view, so that the
items to be eligible for a given prepack since the prepacks are tied to a size range.

9-6 Oracle® Retail Assortment Planning User Guide for the RPAS Fusion Client



Receipts by Size Step

Figure 9-7 View and Assign Attribute Codes and Size Ranges View
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Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes
Master Men's Shoes

| Ty

A

The following table lists the measures available on this view.

Table 9-2 View and Assign Attribute Codes View Measures

Measure

Description

Loaded Attribute Code

The item’s attribute code, defined through a flat file data load.

This field is blank for placeholder items. For placeholder items,
you must enter the attribute code manually so that it picks up
the accurate size profile

Attribute Code Override

The attribute code to be used for the item, provided that the
loaded code is unavailable or is undesired.

Size Range

The size range to which the item belongs. This is for information
only and cannot be edited here.

Receipts by Size Step

The following sections describe the views available under the Receipts by Size step:

= Review Buy Plan CP Receipts View

= Receipts by Size View
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Receipts by Size Step

Review Buy Plan CP Receipts View

The Review Buy Plan CP Receipts view contains the receipts per option per store on a
week-to-week basis, as calculated in the Receipt Flow Calculation and subsequently
approved. This view is read-only.

Figure 9-8 Review Buy Plan CP Receipts View

~| Review Buy Plan CP Receipts > b oy A
[ Measure | Buying Period | Calendar | S M T :IE Product
[CP Rec U [ Buying Pericd & |=[4/25/2003 = Ef Location
|

Bl | e | [Frd - EEELEE R

1000000 Suede Loafer Brown | 1000001 Suede Loafer Black | 1000002 Suede Loafer Tobacco | 1000003 Leather Loafer Tobacco
1000 Charlotte a a 7 #
1001 Atlanta 3 7
1002 Dallas 8 3 9
1003 Boston 8 8 9
1004 MNew York ]
1005 Philadelphia ] S 7 11
1006 Chicago ] S
1007 Minneapolis a a8
1003 St. Louis 8 8 10 8
1009 Albuguerque ] S 10
1010 Los Angeles 10 10 7
1011 Ottawa 9 10 7
1012 Taronto 8
1013 Mantreal 8 3 8
1014 Quebec City 9 ) 9
1015 Sydney 0 8 8
1016 Oceania Outlet 3
1017 Melbourne 9 3
1018 Auckland ] 9 ]
1021 Placeholder =1 8 g E

The following table lists the measure available on this view.

Table 9-3 Review Buy Plan CP Receipts View Measures

Measure Description

CP Rec U Receipt Units for the option (style/color) at each of the stores for the given
receipt week.

Receipts by Size View

The Receipts by Size view displays the receipts of each style/color, broken down to
sizes based on the Size Profile of each store.

Planning Action - Apply Size Profile

The Receipts by Size view shows the size-level receipts of each style/color at each
store/week. The size level quantities are computed from the Store's Size Profile when
the Apply Size Profile planning action is executed. This calculation applies the
contribution of each size per the store's size profile.

Size level quantities are always integer. Hence, all values are rounded to the nearest
integer. Note that rounding could result in a deviation from the planned receipt
quantities, which you should review here.
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Figure 9-9 Receipts by Size View

~| Receipts by Size
B

[ WP Rec U |s[ 4/25/2003 | s 1000 Charlotte |

Ela | e

Measure| Calendar| Location |

Find...
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|
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8

Feed 10 11| T2 13 14| 15. 1-3..1

1000000 Suede Loafer Brown

1000001 Suede Loafer Black

1000002 Suede Loafer Tobacco
1000003 Leather Loafer Tobacco
1000004 Leather Loafer Black

1000005 Leather Loafer Brown
1000006 Leather Tassel Loafer Black
1000007 Leather Tassel Loafer Brown
1000008 Leather Penny Loafer Black
1000009 Leather Penny Loafer Lt Brown
10000 10 Leather Fringed Loafer Black
1000011 Leather Fringed Loafer Brown
1000012 Leather Fringed Loafer Tobacco
1000013 Leather Mocassin Brown
1000014 Leather Mocassin Black
1000015 Leather Mocassin Tobacoo
1000015 Stretch Loafer Blue

1000017 Stretch Loafer Black

1000018 Low Cut Dress Boot Brown
1000019 Low Cut Dress Boot Black
1000020 Low Cut Dress Boot Tobacco
1000021 Law Cut Slip On Boot Brown

r.

1 1 1 1 1 1 /]
1 1 1 1 1
1 1 1 1

[ O S
[ I

The following table lists the measures available on this view.

Table 9-4 Receipts by Size View Measures

Measure Description

WP Rec U

Receipt Units for the option (style/color/size) at each of the
stores for the given receipt week.

Prepack Definitions Step

The following sections describe the views available under the Prepack Definitions

step:
= Prepack Eligibility View
= Selected Prepack Definitions View

= Store Optimization View

Prepack Eligibility View

The Prepack Eligibility view displays a checkbox that denotes the items that are
eligible for prepacks. The Prepack Eligibility view displays a checkbox that denotes the
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Prepack Definitions Step

items that are eligible for prepacks. This view is only for review and is not editable.
The Prepack Eligibility view has the following features:

= This eligibility has been auto-assigned based on the prepacks approved in the
Prepack Optimization module.

= The eligibility could be based on either individual item-level prepacks, class, or
subclass-level prepacks.

= In case of class or subclass-level prepacks, each item is automatically assigned to
specific prepacks.

Figure 9-10 Prepack Eligibility View

+
IR,
u

~| Pre-Pack Eligibility -

ER PrePack M T

[level L1 {skup) 1000000 0001 |«

Bl | & | [Fod. >3 & mEcam @

Pre-Pack/Style-Color Eligibility | Pre-Pack Eligibili

i

EB Measure
ER Product

b

A

TR

1000000 Suede Loafer Brown

1000001 Suede Loafer Black

1000002 Suede Loafer Tobacco
1000003 Leather Loafer Tobacco
1000004 Leather Loafer Black

1000005 Leather Loafer Brown
1000006 Leather Tassel Loafer Black
1000007 Leather Tassel Loafer Brown
1000008 Leather Penny Loafer Black
1000009 Leather Penny Loafer Lt Brown
1000010 Leather Fringed Loafer Black
1000011 Leather Fringed Loafer Brown

EFaPalulal Bl ] Al | ] ] L Tale

(15

1000 ooE

(I3

£

In the case of complex prepacks, multiple style-color items will be eligible for a
Prepack ID.

Figure 9—-11 Prepack Eligibility View- Complex Pack

~| Pre-Pack Eligibility *+ g A

M » M T :Iﬁ Measure|
il @ posc
e |
B | & | [Fnd. - % & EmAcamA >

Pre-Pack/Style-Color Eligibility | Pre-Pack Eligibility
1000000 Suede Loafer Brown 25

1000001 Suede Loafer Black L]
1000002 Suede Loafer Tobacco L]
1000003 Leather Loafer Tobacca []
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Selected Prepack Definitions View

The Selected Prepack Definitions view provides size-level details of each prepack brought into this step for allocation
optimization.

Figure 9-12 Selected Prepack Definitions View

~| selected Pre-Pack Definitions

* oy A
ER Measure| PrePack] > M T :IE Size
B Product

[ Pre-Pack Quantity |s[level L01 (skup) 1000000_0001 |-

b

Bl i | e | [Fnd. & & BmEcmA MW
B [0 | 7 [ 70 B B0 9 e |95 10 {10050 11 | 12 (12 013 1 14 015 | 16 |
1000000 Suede Loafer Brown 1 3 2 3 2 5 7 1 5 3 5 2 1 7 2 4 4
1000001 Suede Loafer Black

1000002 Suede Loafer Tobacco

1000003 Leather Loafer Tobacco
1000004 Leather Loafer Black

1000005 Leather Loafer Brown

1000006 Leather Tassel Loafer Black
1000007 Leather Tassel Loafer Brown
1000002 Leather Penny Loafer Black
1000002 Leather Penny Loafer Lt Brown
1000010 Leather Fringed Loafer Black
1000011 Leather Fringed Loafer Brown
1000012 Leather Fringed Loafer Tobacco
1000013 Leather Mocassin Brown
1000014 Leather Mocassin Black

1000015 Leather Mocassin Tobacco
1000016 Stretch Loafer Blue

1000017 Stretch Loafer Elack

1000018 Low Cut Dress Boot Brown
1000019 Low Cut Dress Boot Black
1000020 Low Cut Dress Boot Tobacco
1000021 Low Cut 5lip On Boot Brown b

While Figure 9-12 displays the Selected Prepack Definitions view at the style-color level, Figure 9-13 displays the view
at the complex pack level.
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Figure 9-13 Selected Prepack Definitions View- Complex Packs

~| Selected Pre-Pack Definitions - oy A
R Measure| PrePack| » M T :IE Size
[ Pre-Pack Quantty =|Suede Loafer . &3 M
|
Find... ~ & & EBEcam@ 4l
B [0 ] T [ FoT | B [ BT D e [ ST 10 | 10T 11 | 10 e [ 12 o 13 ] 14 ] 15 | 16 -
1000000 Suede Loafer Brown 1 3 2 3 9 5 7 5 1 3 5 9 1 7 2 3 A
1000001 Suede Loafer Black 1 3 1 3 7 1 7 5 1 5 7 3 7 1 1 14
4 >

Store Optimization View

The Store Optimization view displays the stores that are to be part of the optimization.

The Optimize Into Prepack checkbox indicates the stores that are to be part of the
current optimization.

Note: The optimization step considers all items and all eligible
prepacks. In order to reduce the load on the optimization step, it is
important to break up the optimization request to a subset of the
stores. The size of the subset should be smaller in case your
assortment has a large number of items, sizes, or prepacks.

Figure 9—14 Store Optimization Worksheet

| Store Optimization v+ JF g A
B  Product EH Measure
[4000 Casual|» :| ER Location
.|
Find... 3
Optimize Into Pre-Packs
1000 Charlotte ~
1001 Atlanta
1002 Dallas
1003 Boston
1004 New York
1005 Philadelphia
1006 Chicago
1007 Minneapalis
1008 St. Louis v

Review Prepack Results Step
The Review Prepack Results step contains the following views:
= Receipts by Pack View
= Loose Receipts (Eaches) View

s Comparison to Expected Receipts View
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Receipts by Pack View

This view displays the receipts units as captured in packs by the optimization engine.

Figure 9-15 Receipts by Pack
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Loose Receipts (Eaches) View

This view displays the single unit receipts in units based on optimization into prepacks.
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Figure 9-16 Loose Receipts (Eaches)

~| Loose Receipts (Eaches) - 4 v A
22 Measure| F‘|'|:u:||.||:t| Ll:u:atil:un| j@ E
| Receipts (saches) = » - EH M
|
@E | s Find... ~ 34 ¢ @
B o B | B 10 11 12 ] 13 | 14| 15 | 16 —
4/25/2003( 0 0O 0O O 0 a 0 0 0 a 0
522009 LI [ (R 0 a 0 0 0 a 0
532009 LI [ (R 0 a 0 0 0 a 0
5/16/2002| 0 0O O @ 0 a 0 0 0 a 0
5/23/2002| 0 0O 0O @ 0 a 0 0 0 a 0
5/30/2002| 0 0O O 0 0 a 0 0 0 a 0
6,/6,/2003 LI [ (R 0 a 0 0 0 a 0
6/13/2003 | 0 0 0 0 0 a 0 0 0 a 0
6/20/2003( 0 0 0O O 0 a 0 0 0 a 0
6/27/2003( 0 0 0 0 0 a 0 0 0 a 0
742003 LI [ (R 0 a 0 0 0 a 0
Ffl1j2005| 0 0O 0O 0 0 a 0 0 0 a 0
Fflgf2005| 0 0O 0O 0 0 a 0 0 0 a 0

Comparison to Expected Receipts View

This view displays the units as per the approved plan, size profile percent of the store,
the required quantity based on store profile, the actual receipts using packs, and the
variance between the optimized receipts, and the expected receipts.
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Figure 9-17 Comparison to Expected Receipts

~| Comparison to Expected Receipts * F oy A
ER | Location| Calendar | 3 ¥ B Measure
[1000 Charlotte |- [4/25/2009]- ER Product| Sz
.
B E | e | [Fd -3  mEmAHW
CP Recl) | Store Size Profile %% | Required Qty U | Pack Optimized Rec U | Fit %% | Under %% | Qver % |
1000000 Suede Loafer Brown| 6 Master 0 0% 0% 0%
7 Master ] o 0% 0% 0%
& Master ] 10 0 0%  100% 0% |
9 Master ] 17 0 0%  100% 0%
10 Master ] 23 0 0% 100% 0%
11 Master ] 27 0 0%  100% 0%
12 Master ] 17 0 0%  100% 0%
13 Master ] 10 0 0%  100% 0%
14 Master ] & 0 0%  100% 0%
15 Master ] o 0% 0% 0%
16 Master ] o 0% 0% 0%
1000001 Suede Loafer Black |6 Master ] o 0% 0% 0%
7 Master ] o 0% 0% 0%
& Master ] 5 0 0%  100% 0%
9 Master ] g 0 0%  100% 0%
10 Master ] 11 0 0%  100% 0%
11 Master ] 13 0 0%  100% 0%
12 Master ] g 0 0%  100% 0%
13 Master ] 5 0 0%  100% 0%
14 Master ] 3 0 0%  100% 0%
Table 9-5 Comparison to Expected Receipts Measures
Measures Description
CP RecU Current Plan (Approved Plan) Receipt Units.
Store Size Profile % Store size profile percentage.
Required Qty U Required Qty Based on Size Profile.
Pack Optimized Rec U | Actual Receipts Using Packs.
Fit % Ratio of Optimized Receipts to Expected Receipts.
Under % Percent Variance of Optimized Receipts to Expected Receipts, if a

shortage occurred.

For each SKU/ Store/Receipt-week, when viewed at higher levels of
aggregation on any of the three hierarchies, this value shows the
maximum Under% at lower intersections.

Over % Percent Variance of Optimized Receipts to Expected Receipts, if an
overage occurred.

For each SKU/ Store/Receipt-week, when viewed at higher levels of
aggregation on any of the three hierarchies, this value shows the
maximum Over% at lower intersections.
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Assortment Review Task

The Assortment Review task is used to analyze a larger assortment based on several
class-level assortments. This gives you a clear picture of the higher level assortment for
the entire department or even division.

The Review Assortment task contains the Review Assortment step.

Assortment Review Wizard

To build a Assortment Review task, perform the following steps:

1. Click the Create New Workbook icon in the Assortment Review task.

Figure 10-1 Create New Workbook Icon

Assortment Planning

[= 1. Skore Cluskering

L= 2. Assortment Strategy

I-.i'_'n

[= 3. Assartrent Creation

[= 4. Euving Plan

I-.i'_'n

[= 5. Cptimized Store Allocations

W Eu. Assarkment Review

I-.i'_'n

Assorkrent Review

L ) @ L
(il

:| Assortment Planning Setup

*| Prepack Optimization

*| Prepack Optimization Administration

» | Administration

2. The Workbook Wizard is displayed. In the Select Buying Period area of the wizard,
buying periods are displayed. Select the buying period for which you would like
to plan, and click Next.
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Figure 10-2 Workbook Wizard: Select Buying Period

Workbook Wizard ]
= = el
Buying Period Selection Product Selection Calendar Selection
Select Buying Period “
Available Ttems Selected Items
View - | Cimension Find... B View - | Dimension Find... B
MName Mame
Buying Period 1 +" Buying Period &
+ Buying Period &

2 add
3 add 4l
« Remove

«g Remowve A

£ >

Cancel | MNext | Finish |

3. In the Select Style-Color area of the wizard, you can choose any number of Classes
to review the larger assortment across all of these classes. Also, your selections can
cross more than one class. Select the products you like to examine, and click Next.

Note: Products shown in blue are products serving as placeholder
positions, meaning that the positions have not been formally fed
through a hierarchy file.
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Figure 10-3 Workbook Wizard: Select Style-Color

Workbook Wizard [ ]
|=r . |l
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Available ITtems Selected Items
View = | Dimension Find... » | View - | Dimension Find... » |
MName Mame
+* 1000000 Suede Loafer Brown -~ + 1000000 Suede Loafer Brown
+ 1000001 Suede Loafer Black + 1000001 Suede Loafer Black
+* 1000002 Suede Loafer Tobacco +" 1000002 Suede Loafer Tobacco
+ 1000003 Leather Loafer Tobacco + 1000003 Leather Loafer Tobacco
+* 1000004 Leather Loafer Black +" 1000004 Leather Loafer Black
+ 1000005 Leather Loafer Brown + 1000005 Leather Loafer Brawn
+* 1000006 Leather Tassel Loafer Black 9 Add +" 1000006 Leather Tassel Loafer Black
1000007 Leather Tassel Loafer Brown + 1000026 Rugged Outback Wheat Waterproof Boot B. ..
1000005 Leather Penny Loafer Black m + 1000027 Commuter Boot Black T
1000009 Leather Penny Loafer Lt Brown + 1000028 Commuter Boot Dk Brown
1000010 Leather Fringed Loafer Black m
1000011 Leather Fringed Loafer Brown @& Remave A
1000012 Leather Fringed Loafer Tobacco
1000013 Leather Mocassin Brown ) 2
3 e Lo ! 2_
Cancel | Previous | MNext | Finish |

4. The Select Time Periods screen displays the time period to be used for
performance analysis. This should typically be either the same period LY or the
months preceding the buying period for which you are planning. Click Finish.
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Figure 10-4 Workbook Wizard: Select Week

Workbook Wizard =
= - L]
Buying Period Selection Product Selection Calendar Selection
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Available Ttems Selected Ttems
View | Dimension Find... B ® View - w | Dimension Find... B
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v 1432009 ¥ 1/3/2009
W 1102009 « 1/10,/2009
+ 1/17/2009 + 1/17/2009
W 1242009 1242009
® Add
B add al
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<{§ Remowve A
v
< >
Cancel Previous Finish

The Assortment Review step is built.

Assortment Review Step

The Assortment Review step displays the items assigned to the assortment (Assign to
Cluster measure), their past performance (TY measures) and planned performance
(Wp measures). It also displays the number of stores in which the style-color is selling
within the given Performance Group.

The following sections describe the Assortment Review view available under the
Assortment Review step.

Assortment Review View

The Assortment Review view provides a view of each item's past performance (based
on the time periods selected during the step build) and a view of its expected
performance. If an item is not part of the assortment mix (i.e. its Assign to Cluster
value is false), then it does not have a plan.
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Figure 10-5 Assortment Review View
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36.6% 60.0 707 424129 229 13.6 49.99
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716 55%
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7.9 55%
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7.5 55%
6.1 55%
4.9 55%

The following table lists the measures available on this view:

Table 10-1 Assortment Review View Measures
Measure Description
TY StrCnt U The number of stores in which the style-color is selling within
the given Performance Group.
TY Gross Margin Rtl Total Sales - Total Cost of the item at this intersection.
TY Gross Margin % Gross Margin as percentage of Sales Rtl at this intersection.
TY Sls AUR The historical sales Average Unit Retail.
TY Sls Rtl The historical Sales Retail.
TYSIs U The historical Sales Units.
WP Ttl Sls U Total Sales Units planned for this cluster, from this option.
WP Ttl Sls Rtl Total Sales Retail planned for this cluster, from this option.
WP SIs AUR Total Sales AUR planned for this cluster, from this option.
WP Gross Margin Rtl Total Gross Margin planned for this cluster, from this option.
WP Gross Margin % Gross Margin % planned for this cluster, from this option.
Assign To Cluster Indicates that the style-color belongs to the assortment mix for
the performance group and flow currently shown.
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