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Send Us Your Comments

Oracle Retail Category Management User Guide for the RPAS Fusion Client, Release
13.4

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 Category Management 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 Category
Management. This includes merchandisers, buyers, business analysts, and
administrative personnel.

Documentation Accessibility

Our goal is to make Oracle products, services, and supporting documentation
accessible to all users, including users that are disabled. To that end, our
documentation includes features that make information available to users of assistive
technology. This documentation is available in HTML format, and contains markup to
facilitate access by the disabled community. Accessibility standards will continue to
evolve over time, and Oracle is actively engaged with other market-leading
technology vendors to address technical obstacles so that our documentation can be
accessible to all of our customers. For more information, visit the Oracle Accessibility
Program Web site at http://www.oracle.com/accessibility/.

Accessibility of Code Examples in Documentation

Screen readers may not always correctly read the code examples in this document. The
conventions for writing code require that closing braces should appear on an
otherwise empty line; however, some screen readers may not always read a line of text
that consists solely of a bracket or brace.

Accessibility of Links to External Web Sites in Documentation

This documentation may contain links to Web sites of other companies or
organizations that Oracle does not own or control. Oracle neither evaluates nor makes
any representations regarding the accessibility of these Web sites.

Access to Oracle Support

Oracle customers have access to electronic support through My Oracle Support. For
information, visit http://www.oracle.com/support/contact.html or visit
http://www.oracle.com/accessibility/support.html if you are hearing
impaired.
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Related Documents

For more information, see the following documents in the Oracle Retail Category
Management Release 13.4 documentation set:

»  Oracle Retail Batch Script Architecture Implementation Guide
»  Oracle Retail Category Management Implementation Guide

»  Oracle Retail Category Management Installation Guide

»  Oracle Retail Category Management Release Notes

»  Oracle Retail Predictive Application Server documentation set

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:

= Product version and program/module name

= Functional and technical description of the problem (include business impact)
= 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, 13.4.1). If you are installing the
base release or additional patches, read the documentation for all releases that have
occurred since the base release before you begin installation. Documentation for patch
releases can contain critical information related to the base release, as well as
information about code changes since the base release.

Oracle Retail Documentation on the Oracle Technology Network

XXiv

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.



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

Effective merchandising is the cornerstone of a successful retail business because it
determines the variety and presentation of merchandise, which defines the customer's
in-store experience. It is one of the most important aspects of a retailer's brand image.
In recent years, retailers have experienced increased difficulty in achieving desired
levels of same store sales growth, gross margin, and inventory productivity. This is
due, in part, to smaller buying staffs, shorter product life cycles, increasingly savvy
and demanding customers, and cutthroat competition.

In light of these issues, retailers are looking to service their customers, drive profitable
growth, and further differentiate themselves from the competition by tailoring their
product offerings to the needs of their local customers. In the past,
micro-merchandising or local market assortments were extremely complex, labor
intensive, and yielded marginal results.

Category Management functionality addresses the crucial process of determining four
primary merchandising dimensions:

= Categories of merchandise carried within a store
= Space allocated to each category of merchandise
= Assortment of items carried in each category
»  Space allocated to each item in each category

The Category Planning task enables the retailer to perform higher level category
planning activities within the Oracle Retail Category Management RPAS solution.

This solution supports the development of category business plans and follows the
traditional eight-step Category Management business process to provide the
following:

s Structured, measured set of activities designed to produce specified output, that is,
the development and implementation of a written category business plan

= Emphasis on how work is done within and across retailer /distributor and
supplier organizations

= Specific ordering of activities across time and place
= Blueprint for strategic and tactical action within a category

= Ability to analyze by consumer segments (sometimes called the ninth step in the
Category Management business process)

Consumer insights are core to this application by utilizing external market and
consumer data. Oracle Retail Category Management includes the ability to view
retailer-specific data versus the competition and market as a whole.
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Solution Task Flows

Consumer segment and store clustering can be utilized to tailor assortments to specific
markets and consumer segments by providing a profile mix of who is shopping the
store and trading area. Store clusters are typically created for each product category in
a trading area based upon similarity in consumers, stores, product attributes, sales
profiles, and demographics such that assortments can be generated at the store cluster
level. Assortments can also be generated at the store level.

Visibility to category role, strategies, tactics and financial objectives ensure
assortments align back to overall category-level objectives.

Solution Task Flows
Figure 1-1 illustrates the flow of tasks for Category Planning.

Figure 1-1 Category Planning Task Flow
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Solution Task Flows

Figure 1-2 illustrates the flow of tasks for Assortment Rationalization @ Cluster.

Figure 1-2 Assortment Rationalization @ Cluster Task Flow

Figure 1-3 illustrates the flow of tasks for Assortment Rationalization @ Store.

Figure 1-3 Assortment Rationalization @ Store Task Flow
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Types of Data

Types of Data

Table 1-1 describes the types of data used for Category Management.

Table 1-1 Types of Data

Data Description

Customer Loyalty Data supplied to retailers by syndicated data suppliers, such as Nielsen or
Symphony IRI. It represents loyalty metrics associated with consumers
within a particular trading area, that is, loyalty to a particular retailer.

Loyalty Card Data captured through loyalty cards for a particular retailer. Retailers mine
the data of their loyalty card holders for the purpose of understanding who
their profitable customers are, what they buy, how often they buy, and
which products and attributes they buy.

Customer loyalty data is a critical component of Assortment
Rationalization as retailers need to ensure they are carrying products that
appeal to their most profitable customers. This data is also referred to as
frequent shopper data.

Market Retail and consumer data provided to retailers and their suppliers from
third-party syndicated data suppliers. This data reflects all retailers as a
whole.

Market Basket Data about the total transaction (such as, market basket) of which SKUs are
a part. This type of information provides insight into the
halo/cannibalization effects of items that are purchased, which items are
typically found in high basket rings, and so on.

Market Loyalty =~ Market loyalty represents consumer loyalty within the market. For
example, brand loyalty is an example of market loyalty data which
represents the percent of the category dollar volume that is satisfied by the
brand among brand buyers within a particular trading area.

Required Data

This section lists all of the data that is required, along with its source, before a user can
begin the category planning process.

The following data is required for category planning;:
= Product categories fully defined for each vertical
= Products fully defined for each product category
= Consumer and customer segments defined for each vertical
s Trading areas defined

The data is acquired by importing the following:

= Store clusters

= Consumer decision trees

s Product hierarchy

= Location hierarchy

= Market scan data of the retailer

= Market scan data of the competition

= Retailer’s POS data

= Space performance data
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Custom Menu Options

= Retailer's loyalty data
= Market basket data

Key Take Aways

Some tasks include a key take aways step. A key take away is a free-form text field
that enables the user to enter notes pertinent to the task:

= The notes can be anything the user wants to capture such as additional
information (personal knowledge or supplier insight) used in the decision rational
or why they made the decision they did.

s The take aways can be used for saving notes from findings from the analytics.

= A workbook may be viewed by multiple users and the take aways provide a way
for each user to record their individual perspective.

= Key take aways can be used by the owner of a step to provide notes to other users
who have lower privileges.

»  The take aways are preserved so that one user’s comments do not wipe out the
comments of any other user.

Roles

Roles can be defined by analyzing the part each category plays for a retailer by trading
area based on different Category Management frameworks. The Category
Management framework provides insights into which categories are most strategic in
the market, as well as for the retailer's target shoppers. This sets the foundation for
understanding which categories should be assigned which roles within the retailer's
portfolio.

Users are assigned to the specific roles, typically based on organization structure.

Note: Access to tasks is controlled by security permissions. If you do
not have the permission to access a task, that task does not appear in
your task list.

The following is an example list of roles:
= Administrator

= Executive

= Manager

s Planner

Custom Menu Options

Custom menu buttons are located above the top right corner of the content area for
some workbooks. The custom menus are specific to the steps in the different tasks. If
you are on a specific step, you see the custom menus that have been configured for
that step.
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Getting Started

The following is a list of the available custom menus:
= Assortment Rationalization @ Cluster:
- Getting Started: Seed Sales
- Like Item Mapping: Seeding Likeitems
- Market Coverage Evaluation: Fragmentation Analysis
— Market Assessment: Create Assortment, Seed Assortment

— Develop IPIL: Seed IPI Weights from Strategy, Calculate IPIs, Perform IPI based
Rationalization

s Category Planning:
- Analyze Category Scorecard: Seed Sales
— Finalize Category Plans: Approve
= Data Validation and Seeding;:
— Administration Data: Seed Third Party Data
— Market Data: Seed Third Party Data
- Household Panel Data: Seed Third Party Data
— Acutals-Sourced: Seed Third Party Data
— Space: Seed Third Party Data
= CDT Editor:
- CDT Meta Data: Accept XML

Getting Started

Before using Category Management, be sure that you are familiar with how to access
the application and use the Fusion user interface. If you need more information, see
the Oracle Retail Predictive Application Server User Guide for the Fusion Client.
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CDT Editor Task

Consumer Decision Trees (CDT), with their dynamic hierarchical structure, help
retailers get insights on the consumer decision process by analyzing and
understanding the prioritization or importance of specific product attributes that
determined the consumer’s purchase. The output of a CDT is used to rationalize
assortments for specific consumer segments.

The relationship of product segments to one another in terms of perceived consumer
importance is called the structure or decision tree of the category. The CDT structure
provides attribute ranking, which measures the importance of each attribute to the
consumer relative to the other attributes within the category. The decision process
varies for each consumer segment within the category, which in turn influences the
importance of attributes to vary per consumer segment.

Structure implies a hierarchical relationship among the segments. A consumer makes
a specific judgment first (such as, what flavor do I want), proceeds to the second most
important decision (such as, what size?), and then proceeds to the third decision (such
as, do I want a branded SKU or retail branded SKU?). Therefore, the structure of a
category (the relationship of the segments) can be thought of as a road map that
consumers use to weed their way through the maze of segments and SKUs to arrive at
a purchase decision.

Typically, the retailer can only store one hierarchy/decision tree. Since there are
numerous consumers with varying decision tree processes, the process leverages the
stored hierarchy, but enables the rationalization to accommodate multiple decision
trees.

The following capabilities are supported:
= View the assortment list by CDT.

= View and compare the differences between the current CDT and the previous
CDT used at the time the assortment was created.

s Edit the current CDT.

For more information on viewing and editing the CDT, see the Oracle Retail Predictive
Application Server User Guide for the Fusion Client.

This task has the following step:
s CDT Meta Data Step
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Create the CDT Editor Workbook

Create the CDT Editor Workbook

To create the workbook:

1. Select the New Workbook icon in the CDT Editor task.

Figure 2-1 CDT Editor Task

Category Management

>/ [E] Planning
>/ [E] Catman Administration
[E] cDT Editor
7 [E|CDT Editor &
DT Meta Data 5]

The workbook wizard opens.

2. Select the categories and move them to the Selected Category box. Click Next.

Figure 2-2 Workbook Wizard Select Category Page

Workbook Wizard

Select Category

CDTE_wiz_prod COTE wiz loc CDTE wiz_csh

Selected Category

Available Ttems Selected Ttems
View v | | Dimension Find... 3 @ i Detach View v | ~| Dimension Find... @B B »
Label Label
+ CEREAL + CEREAL
+ Computer + Computer
+ Hair Care + Hair Care
v Oral Care v Oral Care
+ Television + Television
$ add
S8 Add Al
{Q Remove
<8 Remove Al
Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add Al for all items.
[¥ synchronize Hierarchies
Cancel | Previous | figxt] Finish
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Create the CDT Editor Workbook

3. Select the trading areas and move them to the Selected Trading Area box. Click
Next.

Figure 2-3 Workbook Wizard Select Trading Area Page

Workbook Wizard
0— ®——@
CDTE_wiz_prod CDTE_wiz_loc CDTE_wiz_csh
Select Trading Area Selected Trading Area
Available Ttems Selected Ttems
View = | | Dimension Find... 3 @ HiDetach View v | ~| Dimension Find... L = »

Label Label

+ Trading Area 1 + Trading Area 1

 Trading Area 2 + Trading Area 2

+ Trading Area 3 + Trading Area 3

 Trading Area 4 + Trading Area 4

+ Trading Area 5 + Trading Area 5

$ add
3 Add Al

@ Remove
&8 Remove Al

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add Al for all items.
[¥ synchronize Hierarchies

Cancel | Previous | figxt] Einish

4. Select the consumer segments and move them to the Selected Segment box. Click
Next.

Figure 2-4 Workbook Wizard Select Consumer Segment Page

Workbook Wizard
COTE_wiz_prod COTE_wiz loc CDTE_wiz_csh
Select Consumer Segment Selected Segment
Available Ttems Selected Ttems
View v | | Dimension Find... 3 & o Detach View » | | Dimension Find... S B »
Label Label
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Barbies with Bills + Sawvy Singles
+ Savvy Singles + Getting By
+ Getting By + Golden Years
+ Golden Years + Wealthy Elite
 Wealthy Elite  Empty Nester
+ Empty Mester
$ Add
$9 Add Al
Q Remove
&% Remove Al

Use Drag and Drop to add Avaiable Items to Selected Items, use shift-click and Add for multiple selections, or Add Al for all item.
[¥ Synchronize Hierarchies

Cancel | Previous | Next
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CDT Meta Data Step

The workbook is created.
CDT Meta Data Step
This step has one view. Use the view to review and make changes to the CDT.

Figure 2-5 CDT Meta Data View
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Next Steps
After all CDT edits are made, commit the workbook.

The CDT Editor workbook has a custom menu attached to it. This menu is called
Accept XML. This action is necessary for the changes made in the CDT Editor to be
visible in the rest of the product. The custom menu processes all new and modified

CDTs. This processing sets up the dynamic hierarchies that are used in the views in
Assortment Rationalization.

After the Accept XML custom menu has been run, the CDT needs to be enabled in the
domain. See Select CDT Version View in Chapter 4.
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Assortment Rationalization Administration
Task

The Assortment Rationalization Administration task is used to define the corporate
guidelines and data required for assessment and optimization. It has steps and views
that mirror the Category Management workflow. Each view requires the entry of
corporate level data. As such, an administrator would manage and maintain this
workbook.

All other administrative parameters are set in this Administration activity. For more
information, see the Oracle Retail Predictive Application Server Administration Guide for
the Fusion Client.

This task has the following steps:
= Attribute Definition Step

»  Week Mapping Setup Step

m  Assign Tactics Step

Create the Assortment Rationalization Administration Workbook

To create the workbook:

1. Select the New Workbook icon in the Assortment Rationalization Administration
task.

Figure 3—1 Assortment Rationalization Administration Task

Category Management
>/ [E Planning
[E] catman Administration
v Assnrtment Rationalization Admin
Attribute Definitions

Week Mapping Setup

G6GG

Assign Tactics

L= [E]COT Administration

Eﬂ

[ Data Validation and Seeding

ETI

The workbook is created.
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Attribute Definition Step

Attribute Definition Step

This step has one view. Use the view to map the list of measures for each focus area.

Figure 3—2 Define and View Attribute Mapping View

~| Define and View Attribute Mapping v O K
] Measure I [EH Product Attributes

L
[t ] e product

Baw b . -3 ¢ BEs@6WdE

brand familytype flavor grain packagetype size temperature
1000537 Epson Stylus il
1000538 HP 42" Plasma
10005329 HP 50" Plasma
1000540 Hitachi
1000541 Hitachi
1000542 Insignia 42"
1000543 LG 42" Plasma
1000544 LG 42" Plasma
1000545 LG 50" Plasma
1000546 LG 50" Plasma
1000547 LG 60" Flat Panel
1000548 Maxent 42" HD
1000549 Maxent 50°
1000550 Panasonic 37"
1000551 Panasonic 42”

Table 3-1 lists the measure available in this view.

Table 3—-1 Define and View Attribute Mapping Measure
Label
Attribute Value

Week Mapping Setup Step

This step has one view. Use this view to assign and validate the last year week
mapping. By default, the loaded file maps the last year as the same week last year. The
mapping for any week can be reassigned in this workbook.

Figure 3-3 Week Mapping Setup View

~| Week Mapping Setup v ¥ K
B I EH calendar

N

|— ER  Measure

o
Bawm & [Fr -8 ¢ BEs@E AW
2/13/2010 22042010 2/27/2010 3fe/2010 3/13/2010 3/20/2010 3/27/2010 4/3/2010 4/10/2010
Last Year Map - Week Wo1_2011 Wo2_2011 W03_2011 Wo4_2011 Wo5_2011 W05_2011 Wo7_2011 W03_2011 Wo9_2011
4 | 3
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Next Steps

Table 3-2 lists the measure available in this view.

Table 3-2 Week Mapping Setup Measure
Label
Last Year Map - Week

Assign Tactics Step
This step has one view. Use the view to assign tactics for each tactical area:
= Assortment
= Inventory
»s  Pricing
= Promotion
= Space

Entries made in this table are used to populate-drop down lists that are used in
Category Planning.

Figure 3—4 Assign Tactics View

~| Assign Tactics > ¥ F
FA  Product| Location| Measure| I[E=] Tactic |
[30040 Plasma Flat Panel|«[ Trading Area 1 -lF.ss»gned Tacnsl- F@ Linear Mumber
==y
Blau | e | [Fo. -8 0 mEc@@ W
Assortment Inventory Pricing Promotion Space

Table 3-3 lists the measure available in this view.

Table 3-3 Assign Tactics Measure

Label

Assigned Tactics

Next Steps

After completing all of the Assortment Rationalization Administration steps, commit
the workbook. Continue to the CDT Administration Task.

Assortment Rationalization Administration Task 3-3



Next Steps
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CDT Administration Task

The CDT Administration task is used to select the CDT versions available in the
workbook.

This task has the following step:
s CDT Administration Step

Create the CDT Administration Workbook

To create the workbook:

1. Select the New Workbook icon in the CDT Administration task.

Figure 4-1 CDT Administration Task

Category Management
| [E] Planning
[E] catman Administration

= Assorlment Rationalization Admin

i [EJCDT Administration

) B 6

Select COT Version

L G|
5

= Data Validation and Seeding

G

| [E] cDT Editor

>| Administration

The workbook wizard opens.
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Create the CDT Administration Workbook

2. Select the locations and move them to the Selected Locations box. Click Next.

Figure 4-2 Workbook Wizard Select Locations Page

Workbook Wizard
arca_wiz_loc arca_wiz_csh arca_wiz_prod arca_wiz_cind
Select Locations Selected Locations
Available Ttems Selected Ttems
View = | | Dimension Find... 3 @ i Detach View v | ~| Dimension Find... @B B »
Label Label

 Trading Area 1  Trading Area 1

+ Trading Area 2 +Trading Area 2

 Trading Area 3  Trading Area 3

+ Trading Area 4 + Trading Area 4

+Trading Area 5 +Trading Area 5

$ Add
B Add Al

{ Bemove
& Remove Al

Use Drag and Drop to add Avaiable Items to Selected Items, use shift-click and Add for multiple selections, or Add Al for all item.
[¥ Synchronize Hierarchies

Cancel | Previous | Next| Finish

3. Select the consumer segments and move them to the Selected Segments box. Click
Next.

Figure 4-3 Workbook Wizard Select Consumer Segments Page

Workbook Wizard
arca_wiz_loc arca_wiz_csh arcs_wiz_prod arcs_wiz_dnd
Select Consumer Segments Selected Segments
Available Ttems Selected Items
View = | | Dimension Find... 3 & £ Detach View = | | Dimension Find... S B % »
Label Label
+ Soccer Mom « Soccer Mom
Barbies with Bills « Savvy Singles
+ Savvy Singles + Getting By
+ Getting By + Golden Years
« Golden Years « Wealthy Elite
 Wealthy Elite « Empty Nester

 Empty Nester
$ Add
58 Add Al

@ Remove
@R Remove Al

Use Drag and Drop to add Available Items to Selected Ttems, use shift-click and Add for multiple selections, or Add All for al items.
¥ Synchronize Hierarchies

Cancel | Previous | Higxt] Finish
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Create the CDT Administration Workbook

4. Select the products and move them to the Selected Products box. Click Next.

Figure 4-4 Workbook Wizard Select Products Page

Workbook Wizard
arca_wiz_loc arca_wiz_csh arca_wiz_prod arca_wiz_cnd
Select Products Selected Products
Available Ttems Selected Items
View ~ | | Dimension Find... 3 & o Detach View = | | Dimension Find... 3= B »

Label Label

 CEREAL  CEREAL

+ Computer « Computer

« Hair Care  Hair Care

+ Oral Care + Oral Care

+ Television + Television

$ Add
58 Add Al

@ Remove
@R Remove Al

Use Drag and Drop to add Available Items to Selected Ttems, use shift-click and Add for multiple selections, or Add All for al items.
¥ Synchronize Hierarchies

Cancel | Previous | Higxt] Finish

5. Select the calendar periods and move them to the Selected Periods box. Click
Finish.

Figure 4-5 Workbook Wizard Select Periods Page

Workbook Wizard
arca_wiz_loc arca_wiz_csh arcs_wiz_prod arca_wiz_clnd
Select Periods Selected Periods
Available Ttems Selected Ttems
e | o= Find... 3 % i Detach Vew + | +| Dimension Find... 30 > % »
Label Label

1st Qrir, FY2010 + 1st Qrir, FY2012
2nd Qrtr, FY2010 + 2nd Qrir, FY2012
3rd Qrtr, FY2010 + 3rd Qrir, FY2012
4th Qrtr, FY2010 + 4th Qrir, FY2012
1st Qrir, FY2011 + 1st Qrir, FY2013
2nd Qrir, FY2011 + 2nd Qrtr, FY2013
3rd Qrtr, FY2011 + 3rd Qrir, FY2013

4th Qrtr, FY2011 $ Add  4th Qrir, FY2013
15t Qrir, FY2012 3 Add Al
+ 2nd Qrtr, FY2012
v 3rd Qrir, Fra012 4 Bemove
+ 4th Qrir, FY2012 @3 Remove All
w15t Qrir, FY2013
+ 2nd Qrtr, FY2013
+ 3rd Qrtr, FY2013
 4th Qrtr, FY2013
1st Qrir, FY2014

Use Drag and Drop to add Avaiable Items to Selected Items, use shift-click and Add for multiple selections, or Add Al for all item.
[¥ Synchronize Hierarchies

Cancel | Previous | Next
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CDT Administration Step

The workbook is created.

CDT Administration Step

This step has one view:

s Select CDT Version View

Select CDT Version View

Use this view to select the CDT versions that are available in the workbook. A CDT
version must be enabled here before it can be used elsewhere in the application.

Figure 4-6 Select CDT Version View

O,

~| Select CDT Version v o

A Logstion| Product| Calendar| P I[EA  Measure
[Trading Ares 1)s[CEREAL =[ 15t Qrtr, Fy2011 |» Efl Consumer Segment

Bl e | [Fo. - 4 mEsmA N
Upload cOT COT Label

cdtcereals_s2_

cdtcereals_s2_

S

==y

|»

Barbies with Bills COT
Barbies with Bils COT
Barbies with Bills COT
Barbies with Bills COT
Barbies with Bills COT
Empty Nester CDT Version
Empty Mester CDT Version
Empty Mester COT Version
Empty Mester COT Version
Empty Nester CDT Version
Getting By COT Version 1
Getting By COT Version 2
Getting By CDT Version 3

cdtcereals_s7_

cdtcereals_s4_

iDooooooooooog

Table 4-1 lists the measures available in this view.

Table 4-1 Select CDT Version Measures
Label
Upload CDT
CDT Label

Next Steps

After completing all of the CDT Administration steps, commit the workbook.
Continue to the IPI Setup Task.
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IPI Setup Task

The Item Performance Index (IPI) Setup task enables the user to assign weighting to
each of the focus areas for the defined strategies. In the example shown in the
following table, the traffic building strategy is weighted 50% on attributes, 30% on
market basket, and the remaining 20% on performance.

Weights for Focus Areas
Strategy | Attribute | Brand Loyalty Market Performance | Demand
Basket Transference
Traffic 50% 0% 0% 30% 20% 0%
Building

For each strategy/focus area, a weight is assigned to each metric. In the example
shown in the following table, the metrics associated with a 50% weighting on the
attribute focus area for the traffic building strategy is weighted 30% on sales revenue,
50% on sales units, and 20% on inventory turns.

Attribute Focus Area
Weights
Strategy | Sales Sales Units | Margin $ Turns Sales per Profit per
Revenue Square Square
Foot Foot
Traffic 30% 50% 0% 20% 0% 0%
Building

For each strategy/focus area, a Group By attribute is defined for each metric. All items
with the same value for the attribute are grouped together for IPI calculations. Using
the preceding example, the Group By values could be set as shown in the following
table.

Group By
Sales Sales Units Margin $ Turns Sales per Profit per
Revenue Square Foot | Square Foot
Size Brand Package Type | Calorie Price Country of
Segment Origin

The computation of each item's IPI is specific to each assortment. Setting up IPI
weights is necessary to compute IPIs and assortments based on IPIs in the Assortment
Rationalization @ Cluster Task.
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Create the IPI Setup Workbook

This task has the following step:
n  [PISetup Step

Create the IPI Setup Workbook

To create the workbook:

1. Select the New Workbook icon in the Setup IPI activity.

Figure 5—-1 Select IPI Task

Category Management
[E Planning
[= Assnrh‘nent Rationalization @ Clu 1=

b= [E]Assortment Rationalization @ Store I
[= Categnry Planning

7 [EIPI Setup

IPI Setlp

The workbook wizard opens.

2. Select the calendar weeks and move them to the Selected Items box. Click Finish.

Figure 5-2 Workbook Wizard Select Week Page

Workbook Wizard
Select Week
Available Ttems Selected Ttems
View v | | Dimension Find... 3 4 i Detach View ~ | Dimension Find... S4B % »
Label | Label ]
+ 2/13/2010 - + 2/13/2010 -
v /10 J v 2/20/2010 j
¥ 2/27/2010 ¥ 2/27/2010
+ 3/6/2010 + 3/6/2010
+ 3/13/2010 ¥ 3/13/2010
+ 3/20/2010 + 3/20/2010
¥ 3(27/2010 ¥ 3(27/2010
v 4/3(2010 $ add v 4(3(2010
+ 4/10/2010 3B Add Al + 4/10/2010
+ 4/17/2010 + 4/17/2010
+ 4/24/2010 T ¥ 4/24/2010
 5/1/2010 44 Remove Al  5/1/2010
 5/8/2010  5/8/2010
+ 5/15/2010  5/15/2010
+ 5/22/2010  5/22/2010
+ 5/29/2010 + 5/29/2010
652010 + 6/5/2010
+ 6/12/2010 ¥ 6/12/2010
v 6/13/2010 + 6/13/2010
+ 6/25/2010 + 6/25/2010

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add Al for all items.
[¥ synchronize Hierarchies

Cancel | Previous | Next| Finish

The workbook is created.
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IPI Setup Step

IPI Setup Step

This step has the following views:

= Assign Focus Area Weights View

= Assign Metric Weights View

Assign Focus Area Weights View

Use this view to assign weights for each focus area and defined strategy.

Figure 5-3 Assign Focus Area Weights View

~| 1. Assign Focus Area Weights

A

A Measure| Consumer Segment| Calendar | PP EH  Focus Area Attributes
[ Focus Area Weights | «[ Barbies with Bills «[2/13/2010]= Ef strategy
==y
Bla || [Fd - 4 BEsE@mA M
Attributes Brand Demand Loyalty Markst Performance
Transference Basket
Cash Generating 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Excitement Creating 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Image Enhancing 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Profit Contribution 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Traffic Building 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Transaction Building 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Turf Defending 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Table 5-1 lists the measure available in this view.

Table 5-1 Assign Focus Area Weights Measure

Label

Focus Area Weights
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Next Steps

Assign Metric Weights View

Use this view to assign weights to each metric for each focus area.

Figure 5-4 Assign Metric Weights View

~| 2. Assign Metric Weights v v K
B Sh'ahegﬂ Consumer 5egment| Calendar| b I EH Focus Area Atiributes
[Cash Generating | =[ Barbies with Bills |« [ 2/13/2010]« |: ER  Measure R
= e T ~ % 4 BEcomAWW

Attributes Brand Demand Loyalty Market Performance

Transference Basket

Sales Unit Weigt 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % =
Sales Units Grouping All Product All Product All Product All Product All Product All Product
Sales Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Sales Revenue Grouping All Product All Product All Product All Product All Product All Product
Gross Margin Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Gross Margin Grouping All Product All Product All Product All Product All Product All Product
Exdusivity Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Exdusivity Grouping All Product All Product All Product All Product All Product All Product
Loyalty Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Loyalty Grouping All Product All Product All Product All Product All Product All Product
Profit / sg. ft / week 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Profit / sq. ft / week Grouping All Product All Product All Product All Product All Product All Product i
Profit Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Profit Grouping All Product All Product All Product All Product All Product All Product i

Table 5-2 lists the measures available in this view.

Table 5-2 Assign Metric Weights Measures
Label

Sales Unit Weight

Sales Units Grouping

Sales Weightage

Sales Revenue Grouping

Gross Margin Weightage

Gross Margin Grouping

Exclusivity Weightage

Exclusivity Grouping

Loyalty Weightage

Loyalty Grouping

Profit /sq. ft /week Weightage

Profit /sq. ft /week Grouping

Profit Weightage

Profit Grouping

Sls/sq. ft Weightage

Sls/sq. ft Grouping

Next Steps

After completing the IPI Setup task, commit the workbook. Continue to the Data
Validation and Seeding Task.

5-4 Oracle Retail Category Management User Guide for the RPAS Fusion Client



6

Data Validation and Seeding Task

The Data Validation and Seeding task is used to validate the loaded measure values.
All the measures that are loaded into the workbook are visible in this workbook as
read-only measures.

This task has a custom menu called Seed Third Party Data. It copies data in select
measures backwards in time by a user-specified amount.

This task has the following steps:
»  Administration Data Step

= Market Data Step

= Household Panel Data Step

= Acutals-Sourced Data Step

= Space Data Step

Create the Data Validation and Seeding Workbook

To create the workbook:

1. Select the New Workbook icon in the Data Validation and Seeding task.

Figure 6—1 Data Validation and Seeding Task

Category Management
| [E] Planning
[E] catman Administration

b= [E]Assortment Rationalization Admin

& [E]COT Administration 5

% [E)Data validation and Seeding @
Administration Data 5
Market Data
Home Scan Data 5 1
Actuals-sourced Data
Space Data ﬁ

>| [ cDT Editor

>| Administration
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Create the Data Validation and Seeding Workbook

The workbook wizard opens.

2. Select the action and move it to the Selected Action box. Click Next.

Figure 62 Workbook Wizard Select Action Page

Workbook Wizard

— O ———
ARDV_dvsh ARDV prod ARDV_cnd ARDV_loc
Select Action Selected Action

Available Ttems Selected Ttems

View v | | Dimension Find... 3 @ {# Detach View v | | Dimension Find... 3P B 5 »
Label Label
+ Seed Third Party Data + Seed Third Party Data

validate Third Party Data

$ Add
3 Add Al

[ & Egiove
@ Remove Al

Use Drag and Drop to add Avaiable Items to Selected Items, use shift-click and Add for multiple selections, or Add Al for all item.
[¥ Synchronize Hierarchies

Cancel | Previous | Next| Finish

3. Select the products and move them to the Selected Products box. Click Next.

Figure 6-3 Workbook Wizard Select Products Page

Workbook Wizard
= —E8—=8
ARDV_dvsh ARDV_prod ARDV_dnd ARDV_loc

Selected Products
Selected Items

Select Products
Available Ttems

View v | | Dimension Find... 3 4 View = | | Dimension Find... L =R 2
Label [ Label |
+ 1000537 Epson Stylus Photo Printer = + 1000537 Epson Stylus Photo Printer i’
|

+ 1000538 HP 42" Plasma HDTV

+ 1000539 HP 507 Plasma HOTV

+ 1000540 Hitachi Ultra¥ision 42° Plasma HDTV
+ 1000541 Hitachi UltraVision 557 Plasma HDTV
+ 1000542 Insignia 42” Plasma HDTV

+ 1000543 LG 42" Plasma HDTV Black

© add + 1000544 LG 42 Plasma HDTV Silver
39 Add Al 1000545 LG 507 Plasma HDTV Black

+ 1000546 LG 507 Plasma HDTV Silver

@ Remove .
1000547 LG 60" Fiat Panel Plasma HDTV
&8 Remove Al v 1000548 Maxent 42° HD Ready Plasma Monitor

+ 1000538 HP 42" Plasma HDTV

+ 1000538 HP 507 Plasma HDTV

+ 1000540 Hitachi UltraVision 42" Plasma HDTV
+ 1000541 Hitachi UltraVision 55" Plasma HOTV
+ 1000542 Insignia 42" Plasma HDTV

+ 1000543 LG 42" Plasma HDTV Black

+ 1000544 LG 42" Plasma HDTV Silver

+ 1000545 LG 50" Plasma HDTV Black

+ 1000546 LG 50" Plasma HDTV Silver

+ 1000547 LG 60" Flat Panel Plasma HDTV

+ 1000548 Maxent 42" HD Ready Plasma Monitor

+ 1000549 Maxent 50" Plasm HD Monitor

+ 1000550 Panasonic 37" Plasma HDTV

+ 1000551 Panasonic 42 Plasma HDTV

+ 1000552 Panasonic 50" Plasma HDTV

+ 1000553 Panasonic 58" Flat Panel Plasma HOTV
+ 1000554 Philips Ambilight 42" Flat Panel Plasma
+ 1000555 Philips Ambilight 50" Flat Panel Plasma
+ 1000556 Philips Cineos 63" Flat Panel Plasma HDT

[

+ 1000549 Maxent 50" Plasm HD Monitor

+ 1000550 Panasonic 37" Plasma HDTV

+ 1000551 Panasonic 42" Plasma HDTV

+ 1000552 Panasonic 50" Plasma HDTV

+ 1000553 Panasonic 58" Flat Panel Plasma HOTV
+ 1000554 Phiips Ambilight 42" Flat Panel Plasma
+ 1000555 Philips Ambilight 50" Flat Panel Plasma
+ 1000556 Philips Cineos 63" Flat Panel Plasma HOT

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add All for all items.
¥ synchronize Hierarchies

Cancel | Previous
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Create the Data Validation and Seeding Workbook

4. Select the calendar periods and move them to the Selected Periods box. Click Next.

Figure 6—4 Workbook Wizard Select Periods Page

Workbook Wizard

ARDV_dvsh ARDY prod ARDV_cind ARDV_loc

Select Periods Selected Periods
Available Ttems Selected Items

view = | ~| Dimension | [Find... & @ ‘ £ Detach view = ‘ ~| Dimension | [Find... L N - ‘
Label Label

+ 9/28(2013 =

¥ 10/5/2013

+ 10122013

+ 10/19/2013

+ 10/25(2013

v 11/2/2013

W 11/5/2013 9 add

w 11/15/2013

v 1230 LB AdA ]
» 11/30/2013 § Remove
DTS & Remove Al

v 12/14/2013

w 12/21/2013

v 12/28/2013

 1/3/2014

v 1/11/2014

v 1/18/2014

v 1/25/2014

 2/1/2014

v 2/8/2014 -

¥

Rows Selected 105

Use Drag and Drop to add Avaiable Items to Selected Items, use shift-click and Add for multiple selections, or Add Al for all item.
[¥ synchronize Hierarchies

Cancel | Previous | Next | Finish

5. Select the locations and move them to the Selected Locations box. Click Finish.

Figure 6-5 Workbook Wizard Select Locations Page

Workbook Wizard
ARDY_dvsh ARDV_prod ARDV_dnd ARDV_loc
Select Locations Selected Locations
Available Ttems Selected Items
view = | v| Dimension | [Find... & & ‘ i Detach view = ‘ ~| Dimension | [Find... L S ‘ »
Label Label [
+ 1000 Charlotte = + 1000 Charlotte A
+ 1001 Atlanta + 1001 Atlanta
+ 1002 Dallas | + 1002 Dallas o
+ 1003 Boston + 1003 Boston
+ 1004 New York + 1004 New York
+ 1005 Philadelphia + 1005 Philadelphia
+ 1006 Chicago + 1006 Chicago

1007 Minneapolis $ add 1007 Minneapolis
1008 St. Louis 39 Add Al 1008 St. Louis

+ 1008 Albugquerque + 1008 Albuguerque
+ 1010 Los Angeles Remove + 1010 Los Angeles

+ 1011 Ottawa 48 Remove Al + 1011 Ottawa

+~ 1012 Teranto + 1012 Toronta

+ 1013 Montreal + 1013 Montreal

+ 1014 Quebec City + 1014 Quebec City

+ 1015 Sydney + 1015 Sydney

+ 1016 Oceania Outiet + 1016 Oceania Outlet

+ 1017 Melbaurne + 1017 Melbourne

+ 1018 Auckland v 1018 Auckland

+ 1021 Placeholder #1 = + 1021 Placeholder #1 =

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add All for all items.

[¥ synchranize Hierarchies

Cancel | Previous | next | Hinish]

The workbook is created.
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Administration Data Step

Administration Data Step

This step has the following views:
= Administration Data Class CDT View

s  Administration Data Week View

Administration Data Class CDT View

Use this view to set the administration data class CDT.

Figure 6-6 Administration Data Class CDT View

| Administration Data Class CDT > &
A Lecation| Consumer Segment | 3y I[E8  calendar
¥
[Store Cluster A «[ Barbies with Bills| - 1 Ef Measure
a—
Baw b fF. -3¢ DEs@ANA
2/13/2010 | 2/20/2010 | 2/27/2010 3/6/2010 3/13/2010 | 3/20/2010 | 3/27/2010 | 4/3/2010 | 4/10/2010
Consumer Segment Status
0.0 % 0.0 % 0.0 %

Consumer Segment 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 %

A

Table 6-1 lists the measures available in this view.

Table 6-1 Administration Data Class CDT Measures

Label

Consumer Segment Status

Consumer Segment Distribution
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Market Data Step

Administration Data Week View

Use this view to set the administration data week.

Figure 6-7 Administration Data Week View

~| Administration Data Week

- v

o /B Colendar]
Bl Measure
&
Bla & | [ -3 & EBEhmEAWEE
2132010 | ZJ20/2010 | 2J27)2010 | 3/6/2010 | 3/13/2010 | 3/20/2010 | 3/27j2010 | 4/3/2010 | 4102010
Last Year Map - Week Wo1_2011 W02_2011 Wio3_2011 Wo4_2011 W0o5_2011 Wios_2011 Wo7_2011 Wos_2011 Wo9_2011
LastLast year Map Wo1_2012 Wo2_2012 Wio3_2012 Wo4_2012 W05_2012 Wios_2012 Wo7_2012 Wos_2012 Wo9_2012

Table 6-2 lists the measures available in this view.

Table 6-2 Administration Data Week Measures
Label

Last Year Map - Week

Last-Last Year Map

Market Data Step

This step has the following views:

= Market Data View

= Market Data Quarter Trading Area Category View

= Market Data Quarter Trading Area Category Consumer Segment View

= Market Data Quarter Trading Area SubCategory View

= Market Data Quarter Trading Area SubCategory Consumer Segment View
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Market Data Step

Market Data View

Use this view to set the market data.

Figure 6-8 Market Data View

~| Market Data - ¥

= =]
A Product| Location| Retaller| 33 I[E8  calendar
[1000537 Epson Stylus Photo Printer =[Trading Area 1 =[ Retsiler 1] = |: EA  Measure X
Bawm & |r. - % mBEcmA A
2/18/2011 | 2/25/2011 3/5/2011 3/12/2011 | 3/18/2011 | 3/26/2011 a/2j2011 4/5/2011 4/16/2011
Market Sales Revenue £10.2K £ 10.3K £ 10.6K £9.6K £ 10.3K £ 10.4 £11.8 £ 10.5K £11.0K
Market Sales Units 10,200 10,342 11,203 10,043 10,905 10,395 10,395 10,405 11,343
i [ 3
Table 6-3 lists the measures available in this view.
Table 6-3 Market Data Measures
Label
Market Sales Revenue
Market Sales Units
Market Data Quarter Trading Area Category View
Use this view to set the market data for quarter, trading area, and category.
Figure 6-9 Market Data Quarter Trading Area Category View
~| Market Data Quarter Trading Area Category - & K
B Calendar () I EH Product| Location
(=, raon]- (BB Measne
o
EHam o [Fd. ¢ 4 BEcomAaRR
CEREAL Computer
Trading Area | Trading Area | Trading Area | Trading Area | Trading Area | Trading Area | Trading Area | Trading Area | Trading Area
Market Inventory Turn S0.0K $0.0K S0.0K $0.0K $0.0K $0.1K $0.0K S0.0K $0.0K
Market Growth 75.0 % 0.0 % 0.0 % 0.0 % 0.0% 20.0 % 0.0 % 0.0 % 0.0 %
Market Share 66.0 % 0.0 % 0.0 % 0.0 % 0.0% 94.0 % 0.0 % 0.0 % 0.0 %
4| | »
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Market Data Step

Table 64 lists the measures available in this view.

Table 6-4 Market Data Quarter Trading Area Category Measures
Label

Market Inventory Turn
Market Growth
Market Share

Market Data Quarter Trading Area Category Consumer Segment View

Use this view to set the market data for quarter, trading area, category, and consumer
segment.

Figure 6—10 Market Data Quarter Trading Area Category Consumer Segment View

~| Market Data Quarter Trading Area Category Consumer Segment - ¢ K
ER calendar P I =] Prnduct| Location| Consumer Segment
L
[ o] e wessre
P
Bl | & | [Fro. % ¢ @WMEhmARW
Trading Area 1
Barbies with | Empty Mester | Getting By | Golden Years Sawvy Singles | Soccer Mom | Wealthy Elite | Barbies with | Empty
# Baskets with Category 10 i} 5 25 44 3 &0 a
# Baskets with Category Rank 16 ! 3 71 49 94 25 a
Annual Spend £0.9K £0.8¢ §0.1K £0.1K 0.7 §0.4¢ 0.2 0.0 4
Annual Spend Rank 94 42 33 45 14 81 3 1]
Transaction Size with Category £0.0K £ 0.0K £0.0K £0.0K S0.0K £0.1K £0.1K £0.0K g
Transaction Size with Category Rank 39 i} 80 17 93 46 68 1]
| 3

Table 6-5 lists the measures available in this view.

Table 6-5 Market Data Quarter Trading Area Category Consumer Segment Measures
Label

# Baskets with Category

# Baskets with Category Rank

Annual Spend

Annual Spend Rank

Transaction Size with Category

Transaction Size with Category Rank
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Market Data Step

Market Data Quarter Trading Area SubCategory View

Use this view to set the market data for quarter, trading area, and sub-category.

Figure 6-11 Market Data Quarter Trading Area SubCategory View

~| Market Data Quarter Trading Area SubCategory > ¢
] Calendar 3y I EH  Product| Location
L
[ ] e imeasure
—~
Bla i & | [Fd. -3 4 mEcm @ MW
30040 Plasma Flak Panel 30041 LCD Flak Panel

Trading Area | Trading Area | Trading Area  Trading Area | Trading Area | Trading Area | Trading Area | Trading Area | Trading Area
Market Average Promotion $7.21 $0.00 $0.00 $0.00 $0.00 $7.56 $0.00 $0.00 40,00
Market fverge Price $5.25 $0,00 §0,00 $0,00 $0,00 §5.20 $0,00 0,00 §0.00

4| | 3

Table 6-6 lists the measures available in this view.

Table 6-6 Market Data Quarter Trading Area SubCategory Measures
Label

Market Average Promotion Price

Market Average Price

Market Data Quarter Trading Area SubCategory Consumer Segment View

Use this view to set the market data for quarter, trading area, sub-category, and
consumer segment.

Figure 6—12 Market Data Quarter Trading Area SubCategory Consumer Segment View

~| Market Data Quarter Trading Area SubCategory Consumer Segment v ¢ F
ER  Measure I E Pruductl Location Consumer Segment
Li
[t ] (BB coerder
a
Bla | & | Fd. 3 b EHBEEmEA R

Trading Area 1
Earbies with | Empty Mester | Getbing By | Golden Years  Savwy Singles | Soccer Mom | Wealthy Elite  Barbies with - Empty Neste

Eills Eills

1st Qrtr, FY2010 §0,0€ §0.0K §0,0€ §0.0€ §0,0K §0.0K §0,0€ § 0,00 $0.04]
2nd GQrtr, FY2010 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.1K §0,0€ §0,0€ $0.0
3rd Grir, F¥2010 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.0K §0,0€ §0,0€ $0.0
4th Grtr, FY2010 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.1K §0,0€ §0,0€ $0.0
1st Qrtr, FY2011 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.1K §0,0€ §0,0€ $0.0
2nd Grtr, Fy2011 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.1K §0,0€ §0,0€ $0.0
3rd Grir, FY2011 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.1K §0,0€ §0,0€ $0.0_|
ath Grtr, FY2011 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.1K §0,0€ §0,0€ $0.0
1st Qrtr, FY2012 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.0K §0,0€ §0,0€ $0.0
2rd Crtr, Fy2012 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.0K §0,0€ §0,0€ $0.0
3rd Grir, FY2012 §0,0€ 0,0 §0,0K §0,0€ §0,0K §0.0K 00K §0,0€ $00-

I i
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Household Panel Data Step

Table 6-7 lists the measure available in this view.

Table 6-7 Market Data Quarter Trading Area SubCategory Consumer Segment Measure

Label

Market Sales

Household Panel Data Step

This step has the following views:

Household Panel Data Quarter Store SKU Consumer Segment View

Household Panel Data Quarter Trading Area Category Consumer Profile View
Household Panel Data Quarter Trading Area Category Consumer Segment View
Household Panel Data Quarter Trading Area Category Retailer View

Household Panel Data Quarter Trading Area Consumer Segment View
Household Panel Data Quarter Trading Area Retailer View

Household Panel Data Quarter Trading Area SKU Consumer Profile View
Household Panel Data Quarter Trading Area Style Color Consumer Profile View
Household Panel Data Quarter Trading Area Style Consumer Profile View
Household Panel Data Quarter Trading Area SubCategory Consumer Profile View

Household Panel Data Quarter Trading Area SubCategory Consumer Segment
View

Household Panel Data Quarter Trading Area SubCategory Retailer Consumer
Segment View

Household Panel Data Store Category View

Household Panel Data Store Category Consumer Profile View
Household Panel Data Store Category Retailer Type View
Household Panel Data Store Consumer Profile View
Household Panel Data Store SKU View

Household Panel Data Store SKU Consumer Profile View
Household Panel Data Store SKU Retailer Type View
Household Panel Data Store Style View

Household Panel Data Store Style Consumer Profile View
Household Panel Data Store Style Retailer Type View
Household Panel Data Store Style Color View

Household Panel Data Store StyleColor Consumer Profile View
Household Panel Data Store StyleColor Retailer Type View
Household Panel Data Store SubCategory View

Household Panel Data Store SubCategory Consumer Profile View
Household Panel Data Store SubCategory Retailer View
Household Panel Data Store SubCategory Retailer Type View
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Household Panel Data Step

= Household Panel Data Trading Area Category View

= Household Panel Data Trading Area Category Retailer Type View

= Household Panel Data Trading Area Consumer Profile View

= Household Panel Data Trading Area SKU View

= Household Panel Data Trading Area SKU Retailer Type View

= Household Panel Data Trading Area Style View

= Household Panel Data Trading Area Style Retailer Type View

= Household Panel Data Trading Area StyleColor View

= Household Panel Data Trading Area StyleColor Retailer Type View
= Household Panel Data Trading Area SubCategory View

= Household Panel Data Trading Area SubCategory Retailer Type View

Household Panel Data Quarter Store SKU Consumer Segment View

Use this view to set the data for quarter, store, SKU, and consumer segment.

Figure 6—-13 Household Panel Data Quarter Store SKU Consumer Segment View

4 |

FA  Product| Location| Consumer Segment | FEY] I B calendar
[ 1000537 Epsan Stylus Photo Printer | =[ 1000 Charlotte = [ Earbies with Bills |« |: EA Measur;_
Baw e . -3¢ SBE@ANA
1st Qrtr, Znd Crkr, 3rd Qrtr, 4th Qrtr, 1st Crrtr, Znd Qrtr, 3rd ke, 4th Crtr, 1st Qrtr,
FYz010 Fyzo10 Fiz010 FYz010 FYzol1 Fiz011 Fz011 Frzoll FYz01z
Exclusivity Index (Str) 0,00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0,00
Lovalty Index {3k} 0,00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0,00
Consumer Worth Indesx {Str) 0,00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0,00
Switching Index {Str) 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

Table 6-8 lists the measures available in this view.

Table 6-8 Household Panel Data Quarter Store SKU Consumer Segment Measures

Label

Exclusivity Index (Str)

Loyalty Index (Str)

Consumer Worth Index (Str)

Switching Index (Str)
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Household Panel Data Step

Household Panel Data Quarter Trading Area Category Consumer Profile View

Use this view to set the data for quarter, trading area, category, and consumer profile.

Figure 6-14 Household Panel Data Quarter Trading Area Category Consumer Profile

View
A Locstion| Product| Consumer Profis | P IER calendar
L
Trading Area 1 »|CEREAL =| 20,000 - $29,933 |= Measure
[Trading [ 5 29,999 | e
==y
Baw & [ -8 @ mEc@ @ W
1st Corkr, 2nd Qrtr, Srd Crtr, 4th Crrtr, 1sk Qrtr, 2nd Cirkr, Srd Crtr, 4th Qrtr, 15|
Fraoln Fiz010 F¥z010 Fraoln Fiz011 Fiz011 Fyzoll Fiz01l F
Market Trading Area Spend %% @ CLSS 1.0% 57.0 % 28.0 % 69.0 % 38.0 % 4.0 % 81.0% 0%
Retailer Trading Area HH % @ CL35 62.0 % 90,0 % 87.0 % 26,0 % 59.0 % 3.0 % 67.0 % 85.0 %
Retailer Trading Area Spend % @ CL35 9.0 % 5.0 % 85.0 % 39.0 % 22,0 % 63,0 % 64,0 % 12,0 %
Market Trading Area HH %% @ CLSS 94,0 % 14.0% 64,0 % 86,0 % §8.0 % 63.0 % 15.0 % 11.0%
4| »

Table 6-9 lists the measures available in this view.
Table 6-9 Household Panel Data Quarter Trading Area Category Consumer Profile
Measures
Label
Market Trading Area Spend % @ CLSS
Retailer Trading Area HH % @ CLSS
Retailer Trading Area Spend % @ CLSS
Market Trading Area HH % @ CLSS

Household Panel Data Quarter Trading Area Category Consumer Segment View

Use this view to set the data for quarter, trading area, category, and consumer
segment.

Figure 6-15 Household Panel Data Quarter Trading Area Category Consumer Segment

View
El  Measure I EH  Product | Location Consumner Segrent
[Purchase Prequsney - (B cdendar L
Bla | e | [Fro. - &  BmEsmA M
Trading Area 1
Barbies with | Empty Mester  Getting By | Golden ¥ears | Sawwy Singles | Soccer Mom  Wealthy Elite | Barbies with | Empty Neste
Bills Eills
1st Qrtr, FY2010 92.0 % 89.0 % 63.0 % 82.0 % 6.0 % 27.0% 83.0% 0.0 % 0,09}
2nd Qrtr, FYz2010 27.0% 48.0 % 85,0 % 27.0% 35.0 % 63.0 % 68.0 % 0.0 % 0.0%
3rd Qrtr, FY2010 81.0% 61.0 % 83.0 % 85.0 % 64,0 % 54.0 % 6.0 % 0.0 % 0.0%
4th Qrtr, FYz010 39.0 % 27.0 % 33.0 % 48.0 % 24.0 % 65.0 % 25.0% 0.0 % 0.0%
1st Qrtr, FY2011 770 % 34.0 % 10,0 % 74.0 % 56,0 % F2.0% 7.0 % 0.0 % 0.0%
2nd Qrtr, FYz2011 21.0% 80.0 % 85,0 % 61.0% 39.0 % 18.0 %% 46.0 % 0.0 % 0.0%
3rd Qrtr, FY2011 48.0 % 95.0 % 86,0 % 86.0 % 7.0 % 47.0 % 86.0 % 0.0 % 0.0% |
4th Qrtr, FYz011 98.0 % 14.0 % 21.0 % 79.0 % 28.0 % 7.0% 21.0% 0.0 % 0.0%
1st Qrtr, FY2012 17.0 % 8.0 % 83.0 % 48.0 % 57.0 % 6.0 % 9.0 % 0.0 % 0.0%
2nd Qrtr, FYz012 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0%
3rd Qrtr, FY2012 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0% 0.0 % U.i’ill
< | »
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Household Panel Data Step

Table 6-10 lists the measure available in this view.

Table 6-10 Household Panel Data Quarter Trading Area Category Consumer Segment

Measure

Label

Purchase Frequency

Household Panel Data Quarter Trading Area Category Retailer View

Use this view to set the data for quarter, trading area, category, and retailer.

Figure 6—-16 Household Panel Data Quarter Trading Area Category Retailer View

-

] calendar P i[=] Product| Location| Retailer |
[ . Franm]- BB vesse
Bla | & | . 3 4 BEEmANRW

Trading Area 1
Retailer ¢
142.0 %

Retailer 2
194.0 %

Retailer 3
191.0 %

Retailer 5
179.0 %

Retailer &
44.0 %

Retailer 1

Categaory Buyer Conversion 136.0 %

a1

Retailer 7
17.0 %

Retailer 2
0.0%

Retailer 1
0.0 %

Table 6-11 lists the measure available in this view.

Table 6-11
Label

Category Buyer Conversion
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Household Panel Data Step

Household Panel Data Quarter Trading Area Consumer Segment View

Use this view to set the data for quarter, trading area, and consumer segment.

Figure 6—-17 Household Panel Data Quarter Trading Area Consumer Segment View

~| Home Scan Data Quarter Trading Area Consumer Segment > ¢
[ Measure 33 I[BB8 Lacation | Consumer Segment
[Fog eaarvaima]- JEm colendar |
Baw b . -3 ¢ DBEC@ANA
Trading Area 1
EBarbies with | Emphy Mester  Getting By Golden Years  Sawwy Singles | Soccer Mom | Wealthy Elite | Barbies with | Emply MNeste
Eills Bills
1st Qrtr, FYZ2010 152,868 131.63 191,23 3072 74,31 &§7.39 79.74 0.00 0.0~
2nd Qrir, FYz2010 56,19 126,44 151.41 56,42 60,97 171.61 128,83 0.00 0.0
Srd Qrir, FY2010 165,75 181,90 139.85 115,14 113.88 68,55 40,83 0.00 0.0
4th Grer, FY2010 3831 67,57 121,18 a0, 94 105,98 116,29 192,20 0.00 0.0
1st Qrtr, FYZ2011 139,90 52,35 35,18 127,20 54.29 74.63 35.43 0.00 0.0
2nd Qrtr, FYz2011 156,81 85,78 182,19 138,97 179.38 164,17 165,65 0.00 0.0
Srd Qrtr, FY2011 151,93 36,42 36,15 106,98 178.49 133.88 B2, 28 0.00 0.0
4th Grtr, FY2011 123,34 42,92 146,79 101,58 193,85 173.88 161,52 0.00 0.0
1st Qrtr, FYZ01Z 107,55 §9.95 57.79 149,34 179.34 §5.86 189,34 0.00 0.0
2nd Qrir, FYz012 0,00 0.00 0.00 0,00 0.00 0.00 0.00 0.00 0.0
Srd Qrir, FY2012 0,00 0.00 0.00 0,00 0.00 0.00 0.00 0.00 0.0
4th Grir, FY2012 0,00 0.00 0.00 0,00 0.00 0.00 0.00 0.00 0.0
4| | 3

Table 6-12 lists the measures available in this view.

Table 6-12 Household Panel Data Quarter Trading Area Consumer Segment Measures
Label

Avg. Basket Value

# of Categories in Basket

Shopping Frequency

Opportunity

Total Shoppers Index

Household Panel Data Quarter Trading Area Retailer View

Use this view to set the data for quarter, trading area, and retailer.

Figure 6-18 Household Panel Data Quarter Trading Area Retailer View

~| Home Scan Data Quarter Trading Area Retailer - ¥ K
B I EH Measure
L
|— ﬁ
—

Blam | e [Fra. - & BEcomA NN
Penetration  Spend Index
(% Bying at { Buyer

Retailer) Spend
Compared ko
Average
Spend)
5.2 % 5.9% 11
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Household Panel Data Step

Table 6-13 lists the measures available in this view.

Table 6-13 Household Panel Data Quarter Trading Area Retailer Measures

Label

Loyalty (% of Buyer Spend at Retailer)

Penetration (% Buying at Retailer)

Spend Index (Buyer Spend Compared to Average
Spend)

Household Panel Data Quarter Trading Area SKU Consumer Profile View

Use this view to set the data for quarter, trading area, SKU, and consumer profile.

Figure 6-19 Household Panel Data Quarter Trading Area SKU Consumer Profile View

FH  locstion| Product|  Consumer Profile | P EH  cCalendar
¥

[Trading Area 1 -[1000537 Epson Stylus Photo Printer <[ 520,000 - $23,593 |- |— B Measure

P
Bla i | e | [Fra R EEEEE L

1k OQrtr, 2nd Qrer, 3rd Qrer, 4th Qrtr, 1st Qrtr, 2nd Qrtr, Srd Ortr, 4th Qrer, 18
Fiz010 Fiz010 Fyzoin Fiz010 Fiz011 Fraolt Fiz011 F2011 F

Market Trading Area Spend % @ Sk 20,0 % 8.0% 83.0 % 85.0 % 37.0 % 51.0 % 50.0 % 86,0 %

Retailer Trading Area HH % @ SKU 69,0 % 40.0 % 15.0 % 37.0 % 19.0 % 11.0 % 88.0 % 72,0 %

Retailer Trading Area Spend % @ SKU 29,0 % 81.0% 69,0 % 38.0 % 53.0 % 22,0 % 7.0 % 85.0 %

Market Trading Area HH % @ Sk 38.0 % 40.0 % 79.0 % 21.0% 98.0 % 37.0 % 65,0 % 770 %

1| »

Table 6-14 lists the measures available in this view.
Table 6-14 Household Panel Data Quarter Trading Area SKU Consumer Profile
Measures
Label
Market Trading Area Spend % @ SKU
Retailer Trading Area HH % @ SKU
Retailer Trading Area Spend % @ SKU
Market Trading Area HH % @ SKU
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Household Panel Data Step

Household Panel Data Quarter Trading Area Style Color Consumer Profile View

Use this view to set the data for quarter, trading area, style/color, and consumer
profile.

Figure 6-20 Household Panel Data Quarter Trading Area Style Color Consumer Profile

View
A Locstion| Product| Consumer Profile | 3y I[ER  calendar
¥
[Trading Area 1 [1 5TCO_Refurbished /Grey | =[$20,000 - $29,539 | |— BH  Measure
a

Baw o . -§ ¢ BExmEH

1st Qrtr, 2nd CQrtr, 3rd Qrtr, dth Qrkr, 1sk Qrtr, 2nd Qrtr, 3rd Qrtr, 4th Qrtr, 1

Fvz010 Fraoin Fiz010 F2010 Frzo1l Fizi1l Fy2o11 Fiz011
Market Trading Area Spend % @ STCO 15.0 % 68,0 % 59.0 % 74.0 % 37.0% 57.0% +4.0 % 62,0 %
Retailer Trading Area HH % @ STCO 12.0 % 81.0 % 31.0% 770 % 84.0 % 19.0 % 39.0 % 39.0 %
Retailer Trading Area Spend % @ STCO 59.0 % 53.0 % 68,0 % 51.0 % 45.0 % 6.0 % 80.0 % 28.0 %
Market Trading Area HH % @ STCO 52.0 % 95.0 % 48.0 % 13.0 % 27.0% 9.0% 91.0 % 91.0 %

Table 615 lists the measures available in this view.

Table 6-15 Household Panel Data Quarter Trading Area Style Color Consumer Profile
Measures

Label

Market Trading Area Spend % @ STCO
Retailer Trading Area HH % @ STCO
Retailer Trading Area Spend % @ STCO
Market Trading Area HH % @ STCO

Household Panel Data Quarter Trading Area Style Consumer Profile View
Use this view to set the data for quarter, trading area, style, and consumer profile.

Figure 6-21 Household Panel Data Quarter Trading Area Style Consumer Profile View

A Llocstion| Product|  Consumer Profils | 3y BB calendar
M
[Trading Area 1 «[1 STYLE Cardboard «[$20,000 - 529,399 |« |— B Measure
P
Blau e | [Fre. -8 ¢ BEs@E AW
1st Qrtr, Znd CQrkr, Frd Qrtr, 4th Qrtr, 1st Qurtr, Znd Qrtr, Srd Gy, 4th Qrtr, 1sh
F¥z010 Fvzoin Fiz010 F¥z010 FYaoll Fiz011 Fv2011 Fvz011 F
Market Trading Area Spend % @ STYL 74.0% 88.0 % 4.0% 88.0 % 11.0% 24.0% 630 % 45.0%
Retailer Trading Area HH % @ STYL 49.0% 22.0% 28.0% 43.0% 5.0% 6.0 % 3.0 9% 30.0 %
Retailer Trading Area Spend % @ STYL 46.0% 15.0 % 7.0% 13.0% 58.0 % 8.0 % 60,0 % 43.0%
Market Trading Araa HH % @ STYL 4.0% 24.0 % 63.0% 59.0 % 3.0% 18.0% 41.0 % 93.0 %
1 | »
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Household Panel Data Step

Table 6-16 lists the measures available in this view.

Table 6-16 Household Panel Data Quarter Trading Area Style Consumer Profile

Measures

Label

Market Trading Area Spend % @ STYL

Retailer Trading Area HH % @ STYL

Retailer Trading Area Spend % @ STYL

Market Trading Area HH % @ STYL

Household Panel Data Quarter Trading Area SubCategory Consumer Profile View

Use this view to set the data for quarter, trading area, sub-category, and consumer

profile.

Figure 6-22 Household Panel Data Quarter Trading Area SubCategory Consumer Profile

View
A Llocstion| Product| Consumer Profile | 3y I[ER  calendar
¥
Trading Area 1 »[ 30040 Plasma Flat Pamel = $20,000 - $29,333 |= BE  Measure
[Trading [ [+ ¥ N
A

Baw b M. -3¢ DE@mAEW
1st Qrtr, 2nd Crtr, 3rd Qrtr,
FYz010 FYzoin Fiz010

Market Trading Area Spend % @ SCLS 21.0 % 27.0 % 17.0 %

Retailer Trading Area HH % @ SCLS 63,0 % 59.0 % 93.0 %

Retailer Trading Area Spend % @ SCLS 44.0 % 30.0 % 76.0 %

Market Trading Area HH % @ SCLS 60,0 % 74.0 % 12.0%

1sl
F

Table 6-17 lists the measures available in this view.

Table 6-17 Household Panel Data Quarter Trading Area SubCategory Consumer Profile

Measures

Label

Market Trading Area Spend % @ SCLS

Retailer Trading Area HH % @ SCLS

Retailer Trading Area Spend % @ SCLS

Market Trading Area HH % @ SCLS
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Household Panel Data Step

Household Panel Data Quarter Trading Area SubCategory Consumer Segment View

Use this view to set the data for quarter, trading area, sub-category, and consumer

segment.

Figure 6-23 Household Panel Data Quarter Trading Area SubCategory Consumer

Segment View

A Product| Locakion|

Consumer Segment | »y

[Z0040 Plasma Flat Fanel [ Trading Area 1 -lBarbies with Eills |-

I B Measure
ER

Calendar

. 3

== o
Baw e . -3¢ BE@ANA
Consumer
Purchase
Frequency far Sub
-Cateqary
percentage
1st Qrkr, FY2010 127.0 % =
2nd Qrir, FY2010 8.0 %
3rd Grir, FY2010 86,0 %
4th Grir, FY2010 45.0 %
1st Qrtr, FYZ011 58.0 %
2nd Qrtr, FY2011 183.0 %
3rd Grtr, FY2011 Z7.0 %
4th Grtr, Fyz011 59.0 %
1st Qrkr, FY2Z01Z2 108.0 % b
2nd Qrir, FY2012 0.0 %
3rd Grir, FY2012 0.0 %
4th Grir, FYz012 0.0 % -

Table 6-18 lists the measure available in this view.

Table 6-18 Household Panel Data Quarter Trading Area SubCategory Consumer
Segment Measure

Label

percentage

Consumer Purchase Frequency for Sub-Category

Household Panel Data Quarter Trading Area SubCategory Retailer Consumer Segment

View

Use this view to set the data for quarter, trading area, sub-category, retailer, and
consumer segment.

Figure 6—-24 Household Panel Data Quarter Trading Area SubCategory Retailer
Consumer Segment View

A Product| Location]

Retailerl Consumst Segmentl »

[30040 Plasma Flat Parel s[Trading Area 1 s[Retailer 1 =[Barbies with Bills |«

I EH  Measure
B8

Calendar

1w

Bl e

Find... 'G{} mﬁf&@‘}@{}@

P

1st Grtr, FY2010
and Qrtr, FY2010
3rd Gurtr, FY2010
4th Grtr, FY2010
1st Grtr, FY2011
and Qrir, FY2011
ard Grtr, FY2011
4th Gurtr, Fr2011
1st Grtr, FY2012
and Qrtr, Y2012
ard Gurtr, FY2012
4th Gurtr, Fr2012
1st Grtr, FY2013
' Cieke EWPOL

Buyer
Conversion
Rate
84.0 %
80.0 %
175.0 %
144.0 %
20.0 %
56.0 %
164.0 %
142.0 %
126.0 %
0.0%
0.0%
0.0%
0.0%
0

|»
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Household Panel Data Step

Table 6-19 lists the measure available in this view.

Table 6-19 Household Panel Data Quarter Trading Area SubCategory Retailer

Consumer Segment Measure

Label

Buyer Conversion Rate

Household Panel Data Store Category View

Use this view to set the data for store and category.

Figure 6-25 Household Panel Data Store Category View

4 |

B Product|  Location » M 1B calendar
CEREAL -- F@ Measur;,_

Bl i | & | . ~ 3 & @BMEsmANA

Lsk Crtr, 2nd Grkr, Srd Qrtr, ath Qrtr, 1sk Ctr, 2nd Qrtr, Srd Qrtr, 4th Grtr,

Fiz010 Fiz010 Frzoin Fiz010 Fiz011 Fyz011l Fiz01l Fyz011
Item § per Item Buyer @ Cakegory (St % 0.0K 0.0K & 0.0K $ 0.0K  0.0K § 0.0K §0.0K + 0.0K
5 Item § on Deal @ Category (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 %
Ikem Penetration @ Category (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 %
Item § per Item Trip @ Category (Str) % 0.0K 0.0K & 0.0K $ 0.0K  0.0K § 0.0K §0.0K + 0.0K
Item Trips per Ibem Buyer @ Category (Skr) 0,00k 0.00K 0.00K 0.00K 0,00k 0.00K 0,00k 0,00k

Table 6-20 lists the measures available in this view.

Table 6-20 Household Panel Data Store Category Measures

Label

Item $ per Item Buyer @ Category (Str)

% Item $ on Deal @ Category (Str)

Item Penetration @ Category (Str)

Item $ per Item Trip @ Category (Str)

Item Trips per Item Buyer @ Category (Str)
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Household Panel Data Store Category Consumer Profile View
Use this view to set the data for store, category, and consumer profile.

Figure 6-26 Household Panel Data Store Category Consumer Profile View

EH  Product| Location|  Consumer Profile | >N EH  Calendar
K
[CEREAL -[1000 Charlatte [ $20,000 - 23,593 ]« ’— Ef Measure
P
Baw b Ffd. -5 & BEs0m@AE 4

Lsk Qrrtr, 2nd Qrtr, 3rd Qrtr, 4th Qrtr, 1st Qrtr, 2nd CQrtr, 3rd Qrtr, dth Qrkr,

Fiz010 Fiz010 Fyzoin Fiz010 Fizi11 Fraolt Fiz011 Fi2011
%o of Segment Turnowver @ Cakegory (Skr) 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 %

%o of Segment Buyer @ Cakegory (Str)

|

Table 6-21 lists the measures available in this view.

Table 6-21 Household Panel Data Store Category Consumer Profile Measures

Label
% of Segment Turnover @ Category (Str)

% of Segment Buyer @ Category (Str)

Household Panel Data Store Category Retailer Type View

Use this view to set the data for store, category, and retailer type.

Figure 6-27 Household Panel Data Store Category Retailer Type View

FA  Product| Location| Retail Segment | P B calendar
L
[CEREAL =[1000 Charlatte = [All Other Channels ]« F ER  Measure
-
Bla i || . -8 ¢ mEs @AWW
1sk Qrtr, 2nd Grkr, Srd Qrtr, 4th Grtr, 1sk by, 2nd Qrtr, Srd Qrtr, 4th Grtr, 1sk Qrtr,
Fiz010 Fiz010 Fyz010 Fiz010 Fyz011 Fiz011 Fiz011 Freoll Fiz012
% Buyers @ Cateqgory (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

% Dollars @ Cateqory {5k}

4
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Table 6-22 lists the measures available in this view.

Table 6-22 Household Panel Data Store Category Retailer Type Measures

Label

% Buyers @ Category (Str)

% Dollars @ Category (Str)

Household Panel Data Store Consumer

Profile View

Use this view to set the data for store and consumer profile.

Figure 6-28 Household Panel Data Store Consumer Profile View

Feetailer Spend %
Market Spend %
Market HH %
Retailzr HH %

E  Location|  Consumer Profile P I EH  calendar
K
| 1000 Chatlotte II $20,000 - $29,993 I- i EA  Measure
P
Ba | e | Fd. ~ % & EEomA Qb
isk Grtr, 2nd Qrtr, 3rd Grtr, 4th Qrtr, 1sk Crtr, 2nd Crtr, Srd Qrtr, 4th
Fyz010 Fiz010 Fyzo1n Fiz010 Fiz011 Fre0ll Fiz011 Fi&l
wworking Plan (Str) %% of Retailer Turnover Store Level 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
% of Retal Shoppers at stare level (Raw) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

4 |

Table 6-23 lists the measures available in this view.

Table 6-23 Household Panel Data Store Consumer Profile Measures

Label

Level

Working Plan (Str) % of Retailer Turnover Store

% of Retail Shoppers at store level (Raw)

Retail Spend %

Market Spend %

Market HH %

Retailer HH %
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Household Panel Data Store SKU View

Use this view to set the data for store and SKU.

Figure 6-29 Household Panel Data Store SKU View

[ Produck| Location 33 I[ER  calendar
| 1000537 Epson Stylus Phota Prinker = | 1000 Chatlotte |= Measure
a
Baw & |r. -3 @ mEw@EE WA
1st CQrtr, Znd Crkr, 3rd Qrtr, 4th Qrtr, 1st Crrtr, Znd Qrtr, 3rd Qrtr, 4th Crtr, 1st
Frz010 Frzolo Fz010 Frz010 FYz011 Frzo11 FYz011 Frzo11 iz
Ttern § per Trem Buyer @ SKU (Str) $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K
% Ttem § on Deal @ SKU (Str) 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ttern Penetration @ SKU (Str) 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ttern § per Tkem Trip @ SKU (Str) $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $ 0.0k
Ttemn Trips per Ttem Buyer @ SKU (Str) 0.00K 0.00K 0.00K 0.00K 0.00K 0.00K 0.00K 0.00K
14 | »
Table 6-24 lists the measures available in this view.
Table 6-24 Household Panel Data Store SKU Measures
Label
Item $ per Item Buyer @ SKU (Str)
% Item $ on Deal @ SKU (Str)
Item Penetration @ SKU (Str)
Item $ per Item Trip @ SKU (Str)
Item Trips per Item Buyer @ SKU (Str)
Household Panel Data Store SKU Consumer Profile View
Use this view to set the data for store, SKU, and consumer profile.
Figure 6-30 Household Panel Data Store SKU Consumer Profile View
=2 Prnduct| Liocation ‘ Consurnet Profile | 3 I EH  cCalendar
[ 1000537 Epson Stylus Photo Printer = 1000 Charlotte = [ $20,000 - 23,593 ]« |: BE Measure "
B | & [Frd. ~ 0 4 EmEcmE
1st Qrtr, 2nd Qrkr, 3rd Qrtr, 4th Qrtr, 1st Qrtr, 2nd Qrtr, 3rd Qrtr, 4th Qrtr, Lk
Frz010 Frz010 FY2010 Frz010 Frz011 Frzo11 Frz011 Frz011 Fizi
%% of Segrent Turnover @ SKLU (5tr) 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
%% of Segrent Buyer @ SKU (Str) 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
« | 3
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Table 6-25 lists the measures available in this view.

Table 6-25 Household Panel Data Store SKU Consumer Profile Measures

Label

% of Segment Turnover @ SKU (Str)

% of Segment Buyer @ SKU (Str)

Household Panel Data Store SKU Retailer Type View
Use this view to set the data for store, SKU, and retailer type.

Figure 6-31 Household Panel Data Store SKU Retailer Type View

FA  Product| Location| PRetail Segment | P I[ER  calendar
L
1000537 Epson Stylus Phota Printer | 1000 Chatlotte = | All Other Channels | BH Measure
[ psan Sty [ ] [E
&

Bawm & S ¢ mEc@E AW

1sk Qrtr, 2nd Cirkr, Srd Crtr, 4th Qrtr, 1sk Corkr, 2nd Qrtr, Srd Crtr, 4th Crrtr, 1sk Qrtr,

Fvz010 Fiz010 Fyzo10 Fvz010 Fyzoll Fiz0l1l Fzi1l Frzoll Fiz01z
s Buyers @ SkU (5t 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
%o Dollars @ S (3kr) 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0%

Table 6-26 lists the measures available in this view.

Table 6-26 Household Panel Data Store SKU Retailer Type Measures
Label

% Buyers @ SKU (Str)
% Dollars @ SKU (Str)
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Household Panel Data Store Style View

Use this view to set the data for store and style.

Figure 6-32 Household Panel Data Store Style View

[ Product| Location P IER calendar
| 1 STYLE_Cardboard | 1000 Charlotte | Measure
P
BEle | e [P >0 4 | HEEceE G W
1sk Qrtr, 2nd Qrkr, 3rd Qrtr, 4th Qrtr, 1st Qrtr, Znd Qrtr, 3rd Qrtr, 4th Qrtr, Lst
Frao1o FyYz010 FYzo10 Fraoio Fyzoil Fraoll Frzo11 Fyzo11 [Fif
Ttem 4§ per Trem Buyer @ Style (Str) $0.0K 4 0.0K 4 0.0K $0.0K 4 0.0K $0,0K &0,0K 400K
% Item § on Deal @ Style {Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Item Penetration @ Style (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Ttem § per Tkem Trip @ Style (Strd $0.0K 4 0.0K 4 0.0K $0.0K 4 0.0K $0,0K & 0,0K $10,0K
Itern Trips per Ikem Buyer @ Skyle (Sk) 0,00k 0.00K 0,00K 0,00k 0,00k 0.00K 0, 00K 0,00k
1| | »
Table 6-27 lists the measures available in this view.
Table 6-27 Household Panel Data Store Style Measures
Label
Item $ per Item Buyer @ Style (Str)
% Item $ on Deal @ Style (Str)
Item Penetration @ Style (Str)
Item $ per Item Trip @ Style (Str)
Item Trips per Item Buyer @ Style (Str)
Household Panel Data Store Style Consumer Profile View
Use this view to set the data for store, style, and consumer profile.
Figure 6-33 Household Panel Data Store Style Consumer Profile View
EH  Product | Liocation | Consurnet Profile | 38 ‘ EH  Calendar
[1=TYLE_Cardboard | -[1000 Charlatte - [$20,000 - $23,533]- ’:ﬁ IMeasure X
BEla | | [Fd ~ O & | HEEcaE G W
Lsk Qrtr, 2nd Qrtr, 3rd Qrtr, 4th Qrtr, 1st Qrtr, 2nd Crtr, 3rd Qrtr, 4th Qrkr, 1sk
Fraoin Fyzo1o Fzoto Fyzo1o Fyzo11 FYz011 Frao1l Fyzoil Fa
% of Segment Turnaver @ Style {Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
% of Segment Buyer @ Skyle (Skr) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
1| »
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Table 6-28 lists the measures available in this view.

Table 6-28 Household Panel Data Style Consumer Profile Measures

Label
% of Segment Turnover @ Style (Str)

% of Segment Buyer @ Style (Str)

Household Panel Data Store Style Retailer Type View

Use this view to set the data for store, style, and retailer type.

Figure 6-34 Household Panel Data Store Style Retailer Type View

FA  Product| Location| PRetail Segment | P EH  Calendar
L
[CEREAL =[1000 Charlatte |« [&ll Other Channels ]« T BE Measure
P

Bla || . ~S ¢ mEc@E AW

1sk Qrtr, 2nd Cirkr, Srd Crtr, 4th Qrtr, 1sk Curkr, 2nd Qrtr, Srd Crtr, 4th Crrtr, 1sk Crtr,

F¥z010 Fiz010 Fyzo10 F¥z010 Fyzoll Fiz0l1l Fyzoll Fraoll Fiz01z
%o Buyers @ Style (Str) 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0%
%o Dollars @ Style (Str) 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0%

Table 6-29 lists the measures available in this view.

Table 6-29 Household Panel Data Style Retailer Type Measures

Label
% Buyers @ Style (Str)
% Dollars @ Style (Str)
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Household Panel Data Store Style Color View
Use this view to set the data for store and style/color.

Figure 6-35 Household Panel Data Store StyleColor View

[ Product| Location P IER calendar
|15TCOfReFurb|shad,."Gre\r = 1000 Charlotte |= Measure
a
Bla | & | [Fd ~ 3 ¢ mEoamA NN
1sk Qrtr, 2nd Cirtr, Srd Qrtr, 4th Qrtr, 1st Corkr, 2nd Cirtr, Srd ety 4kh Crtr,
Fvz010 Fyzoln Fiz010 Fvz010 Fraoll Fiz01l Fiz011 Fyzoll
Ttem § per Ikem Buyer @ SkylejColor {Str) $0.0K $ 0.0k 4 0.0K $0.0K $ 0.0K 4 0.0K $0.0K $0.0K
% Ttem ¢ on Deal @ Skyle/Color (Str) 0.0% 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Trem Penetration @ Style/Calor (Str) 0.0% 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Item § per Ikem Trip @ Style/Calar (Str) $0.0K $ 0.0k 4 0.0K $0.0K $ 0.0K 4 0.0K $0.0K $0.0K
Item Trips per Them Buyer @ Skyle/Color (Str) 0.00K 0.00K 0.00K 0.00K 0.00K 0.00K 0.00K 0.00K
4 »
Table 6-30 lists the measures available in this view.
Table 6-30 Household Panel Data Store StyleColor Measures
Label
Item $ per Item Buyer @ Style/Color (Str)
% Item $ on Deal @ Style/Color (Str)
Item Penetration @ Style/Color (Str)
Item $ per Item Trip @ Style/Color (Str)
Item Trips per Item Buyer @ Style/Color (Str)
Household Panel Data Store StyleColor Consumer Profile View
Use this view to set the data for store, style/color, and consumer profile.
Figure 6-36 Household Panel Data Store StyleColor Consumer Profile View
EH  Product | Liocation ‘ Consurnet Profile | 3 I EH  cCalendar
[1 5TCC Refurbished/Grey = 1000 Charlotte | «[$20,000 - $25,333 |« |: BE Measure "
Blam e [Fra. - & BMEcomA NN
1sk Qrrtr, 2nd Qrtr, 3rd Qrtr, 4th Qrtr, 1st Qrtr, 2nd CQrtr, 3rd Qrtr, 4th Qrkr,
Fiz010 Fiz010 Fyzoin Fiz010 Fiz011 Fraolt Fiz011 F2011
% of Segment Turnover @ StylefColor (Str) 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
% of Segment Buyer @ StylefColor (Str) 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

|
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Table 6-31 lists the measures available in this view.

Table 6-31 Household Panel Data Store StyleColor Consumer Profile Measures

Label

% of Segment Turnover @ Style/Color (Str)

% of Segment Buyer @ Style/Color (Str)

Household Panel Data Store StyleColor Retailer Type View

Use this view to set the data for store, style/color, and retailer type.

Figure 6-37 Household Panel Data Store StyleColor Retailer Type View

4

A Product| Location| Retal Segment | M BB calendar
L
[L TCO Refrhished/Grey =[1000 Charlatte = [l Other Channels |« Il ER  Measure
o

Baw b Fe. -3 ¢ BEsmANW

1sk Qrtr, 2nd Qrtr, Srd Qrtr, 4th Qrtr, 1st Ctr, 2nd Qrtr, 3rd Qrtr, 4th Grtr, 1sk Crtr,

F¥z0i0 F¥2010 FY2010 F¥z0i0 F¥z2011 Fyao11 F¥z011 F¥z011 F¥zo12
%o Buyers @ StylefColor {5tr) 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0% 0.0 % 0.0 % 0.0%
%o Dollars @ StylefColor {5tr) 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0% 0.0% 0.0 % 0.0%

Table 6-32 lists the measures available in this view.

Table 6-32 Household Panel Data Store StyleColor Retailer Type Measures

Label
% Buyers @ Style/Color (Str)
% Dollars @ Style/Color (Str)
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Household Panel Data Store SubCategory View

Use this view to set the data for store and sub-category.

Figure 6-38 Household Panel Data Store SubCategory View

[ Product| Location P B8 calendar
[z0040 Plasma Flat Panel [ 1000 Chatlotte | F@ Measure N
Bl | & | [Fr.. -3 % WEs=EA WA
1st Qrtr, Znd Grtr, 3rd Qrtr, 4th Cirtr, st Crtr, 2nd Qrkr, 3rd Qrkr, 4th Qrtr,
Fyz0oi0 FYzoin FyYzo1o Fyzoin Fyzo11l FyYzo11 FYz011 FYzo11
Item $ per Item Buyer @ Sub-Category (Str) $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0
% Ttem § on Deal @ Sub-Category (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0
Itern Penetration @ Sub-Categary {Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0
Ttermn § per Ikem Trip @ Sub-Cakegory (Str) $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0
Item Trips per Ihem Buyer @ Sub-Category (Str) 0.00K 0.00K 0.00K 0.00K 0.00K 0.00K 0.00
4 »
Table 6-33 lists the measures available in this view.
Table 6-33 Household Panel Data Store SubCategory Measures
Label
Item $ per Item Buyer @ Sub-Category (Str)
% Item $ on Deal @ Sub-Category (Str)
Item Penetration @ Sub-Category (Str)
Item $ per Item Trip @ Sub-Category (Str)
Item Trips per Item Buyer @ Sub-Category (Str)
Household Panel Data Store SubCategory Consumer Profile View
Use this view to set the data for store, sub-category, and consumer profile.
Figure 6—-39 Household Panel Data Store SubCategory Consumer Profile View
FH  Product| Locstion|  Consumer Profile | P I EH  Calendar
[30040 Plasma Flat Panel =[1000 Charlatte = [$20,000 - $29,333]- |: B Measure R
Eaw | & | [Frd. -3 4 B A R
ist Corkr, 2nd Cirtr, 3rd Grrtr, 4th Qrtr, 1sk Cortr, 2nd Cirtr, Srd Qrtr, 4th Crtr,
Frzoin Fyzo1o Fyzolo Frzo1o Fyz011 FYz011 Frzo1l Fyz011
% of Segment Turnover @ Sub-Cakegory (Skr) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
% of Segment Buyer @ Sub-Category (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

4
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Table 6-34 lists the measures available in this view.

Table 6-34 Household Panel Data Store SubCategory Consumer Profile Measures

Label
% of Segment Turnover @ Sub-Category (Str)

% of Segment Buyer @ Sub-Category (Str)

Household Panel Data Store SubCategory Retailer View

Use this view to set data for store, sub-category, and retailer.

Figure 6—40 Household Panel Data Store SubCategory Retailer View

ER Product| Location| PRetailer| P I calendar
L
20040 Plasma Flat Parel #| 1000 Charlotte =] Retailer 1 |= Measure
| | [Reter 1] A=
&
Bawm & o -3 ¢ mEc@ @MW
1sk Cortr, 2nd Cirtr, Srd Qrtr, 4th Qrtr, 1st Corkr, 2nd Cirtr, Srd Crtr, 4kh Cirtr, 1sk Qrtr,
Fvz010 Fyzoln Fiz010 Fvz010 Fraoll Fiz011 Fiz011 Fyzoll Fiz01z
Buyer Conwversion Rate 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0%
Top Shopper Indesx 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0%

4

Table 6-35 lists the measures available in this view.

Table 6-35 Household Panel Data Store SubCategory Retailer Measures

Label

Buyer Conversion Rate

Top Shopper Index
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Household Panel Data Store SubCategory Retailer Type View

Use this view to set the data for store, sub-category, and retailer type.

Figure 6-41 Household Panel Data Store SubCategory Retailer Type View

A Product| Location| Retal Segment | 3y I[ER  calendar
[Z0040 Plasma Flat Panel s[ 1000 Chatlotte | =[ &l Other Channels |- Measure
e
Bl | & | [Fr.. -3 & BEs@A M
1st Crrtr, Znd Qrtr, 3rd Qrtr, 4th Crtr, 1st Qrtr, Znd Crkr, 3rd Qrtr, 4th Qrtr, 1st Crrtr,
FYzoin FYzoio Fyz0oi0 FYzoin FyYzo11 Fyzo11 Fyzo11l FyYzo11 FYzolz
% Buyers @ Sub-categaory (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0%
% Dollars @ Sub-categary (Str) 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0%
4| | »
Table 6-36 lists the measures available in this view.
Table 6-36 Household Panel Data Store SubCategory Retailer Type Measures
Label
% Buyers @ Sub-category (Str)
% Dollars @ Sub-category (Str)
Household Panel Data Trading Area Category View
Use this view to set the data for trading area and category.
Figure 6—42 Household Panel Data Trading Area Category View
R Product| Location M B8 calendar
[CERERL - [Trading Fuse 1] (B Measue X
e | | [Frd >0 4 BB EcaE A 40
1sk Gyrkr, 2nd Qrtr, Srd Qrtr, 4th Grtr, 1sk Crtr, 2nd Grkr, Srd GQrkr, 4th Qrtr, 1sk Grtr,
Fyzoio Fyaoin Fyzo1o Fyzoio Fy2011 Fyz2011 F¥2011 Fy2o11 Fyz2012
fverage HH Spend $4.83 $2.69 $61.26 4 44,40 55,23 49,66 49,54 4 100.52 431,
%k Them & on Deal @ Cateqory 66.0 % 47.0 % 92,0 % 91.0 % 23.0% 96.0 % 25.0 % 17.0 % 39.0
Ikern Penetration @ Category 75.0 % 74.0 % 24.0 % 27.0% 54.0% 87.0 % 83.0 % 658.0 % 87.0
Itern % per Ikem Trip @ Category $ 1.6K $ 1.6K $1.2K $2.0K $1.9K 16K 4 1.0K $1.5K $1.
# Trips per Buyer 13.06K 12.60K 18.70K 10.49K 12.89K 18.59K 16.04K 16.50K 13.5!
| | »

Table 6-37 lists the measures available in this view.

Table 6-37 Household Panel Data Trading Area Category Measures

Label

Average Household Spend
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Table 6-37 (Cont.) Household Panel Data Trading Area Category Measures

Label
% Item $ on Deal @ Category

Item Penetration @ Category

Item $ per Item Trip @ Category

# Trips per Buyer

Household Panel Data Trading Area Category Retailer Type View

Use this view to set the data for trading area, category, and retailer type.

Figure 6—43 Household Panel Data Trading Area Category Retailer Type View

FA  Product| Location| Retal Segment | 3y BB calendar
M
[CEREAL =[Trading Area 1 =&l Other Channels |- |— Bl Measure
a
Bawm & [ -8 ¢ BEs@E W
1sk Qrtr, Znd Qrkr, ard Qrkr, 4th Qrtr, 1st Qrtr, Znd Qrtr, ard Qrtr, dth Crtr, Lsk Qrtr,
Fiz010 F¥z010 Fyaoin Fiz010 Fv2011 Fvz011 Fvz011 Fvzo11 Fiz012
% Buyers @ Category 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0% 0.0 %
0.0% 0.0 %

% Dollars @ Category 0.0% 0.0 % 0.0 % 0.0% 0.0 % 0.0% 0.0 %

<

Table 6-38 lists the measures available in this view.

Table 6-38 Household Panel Data Trading Area Category Retailer Type Measures

Label
% Buyers @ Category

% Dollars @ Category
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Household Panel Data Trading Area Consumer Profile View

Use this view to set the data for trading area and consumer profile.

Figure 6-44 Household Panel Data Trading Area Consumer Profile View

Iter Trips per Ikem Buyer @ SKU

4

[ Location|  Consumer Prafile >N I[EE  calendar
M
[Trading &rea 1 -[$20,000 - $29,393]- T BH Measure
1. 2 . T
Bawm & F -3 @ BEs@EA W
1st Qrtr, Znd Qrtr, 3rd Qrtr, 4th Qrtr, Lsk Qrtr, 2nd Qrkr, 3rd Qrtr,
Frz0d Frz010 Fz010 Fyza10 Frz011 F2011 Fr2011
Working Plan {Str) % of Retailer Turnover Trading Area Level 80,0 % 50.0 % 63.0 % 35.0 % 24,0 % 69,0 % 25.0 %
% of Retail Shoppers at brading area Level (Raw) 33.0 % 86.0 % 67.0 % 95,0 % 3.0 % 62,0 % 38.0 %
1 | »
Table 6-39 lists the measures available in this view.
Table 6-39 Household Panel Data Trading Area Consumer Profile Measures
Label
Working Plan (Str) % of Retailer Turnover Trading
Area Level
% of Retail Shoppers at Trading Area Level (Raw)
Household Panel Data Trading Area SKU View
Use this view to set the data for trading area and SKU.
Figure 6—45 Household Panel Data Trading Area SKU View
[ Product| Location N BB calendar
[ 1000537 Epsor Stylus Phota Pricter | =[Trading &rea 1] It Bl Measure
a
Bl | & [Fr. ~ % & WMEcomANA
1sk Qrtr, 2nd Grkr, Srd Qrtr, 4th Grtr, 1sk Ckr, 2nd Qrtr, 3rd Qrtr, 4th Grtr, 1sk Qrtr
F¥2010 F¥2010 Fvz010 F¥2010 Fyz011 Fy2011 FY2011 Fr2011 FY¥2012
Ttem § per Item Buyer @ SkU $0,1K $0,0K §0.1K $0,1K $0.0K $0.0K $0.0K $0.0K $0
% Item $ on Deal @ SKU 88,0 % 21.0 % 28.0 % 51,0 % 3.0 % 61,0 % 240 % §7.0% 57.0
Ttem Penetration @ Sk 9.0% 22,0 % 88.0 % 50,0 % 69.0 % §.0°% 73.0 % 50.0% 0.0
Ttem § per Item Trip @ 3KU $0,0K $0.0K §0.0K $0,0K $0.0K $0.0K $0.0K $0.0K $0
0,06 0.15¢ 018K 011K 005K 0,19 0.15K 0.16K 0.3
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Household Panel Data Step

Table 640 lists the measures available in this view.

Table 640 Household Panel Data Trading Area SKU Measures

Label

Item $ per Item Buyer @ SKU
% Item $ on Deal @ SKU

Item Penetration @ SKU

Item $ per Item Trip @ SKU

Item Trips per Item Buyer @ SKU

Household Panel Data Trading Area SKU Retailer Type View

Use this view to set the data for trading area, SKU, and retailer type.

Figure 6-46 Household Panel Data Trading Area SKU Retailer Type View

EH  Product| Location|  Retal Segment | P IER calendar
¥
[ 1000537 Epson Stylus Phata Prirter =[Trading &rea 1 =[ &l Gther Channels |« |— Bl Measure
P
Baw & [ -8 ¢ BEs@E W
1sk Qrtr, Znd Qrkr, ard Qrkr, 4th Qrtr, 1st Qrtr, Znd Qrtr, ard Qrtr, dth Crtr, Lsk Qrtr,
F¥z010 F¥z010 FYaoin F¥z010 Fv2011 Fvz011 Fiz011 Fvz011 Fiz012
“a Buyers @ SKL 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
% Dollars @ SKU 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
1| »

Table 641 lists the measures available in this view.

Table 6-41 Household Panel Data Trading Area SKU Retailer Type Measures

Label
% Buyers @ SKU
% Dollars @ SKU
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Household Panel Data Step

Household Panel Data Trading Area Style View

Use this view to set the data for trading area and style.

Figure 6-47 Household Panel Data Trading Area Style View

[ Product| Location P IER calendar
| 1 STYLE_Cardboard -lTradlng Areal (= Measure
o
B | & [Frd. -3 4 B A A W
1sk Curtr, 2nd Cirtr, Srd Qrtr, 4th Crtr, ist Cortr, 2nd Cirtr, 3rd Grrtr, 4th Qrtr, 1sk Cy
Fyzo10 Fyzo10 Frzo1o Fyzo10 Frao1l Fyzo11 Fyz011 Frzo11 Fyzo
Ttem $ per Trem Buyer @ Style $0.1K $0.0K $0.0K $0.0K $0.0K 00K $0.1K 401K $
% Itemn $ on Deal @ Style 61,0 % 540 % 32.0 % 99,0 % 19.0 % 59.0 % 55.0 % 73.0 % 10
Itern Penetration @ Style 87,0 % 35.0 % 26,0 % 7.0 % 13.0 % 4.0 % 33.0% 26,0 % 53
Ttem $ per Tkem Trip @ Style $0.2K $0.2K $0.1K $0.2K $0.2K $0.2K $10.2K 40,2 $
Itern Trips per Item Buyer @ Style 2.38K 2.67K 2.22K 3.56K 3.67K 2.90K 2,79 339K
1 | »
Table 6-42 lists the measures available in this view.
Table 6-42 Household Panel Data Trading Area Style Measures
Label
Item $ per Item Buyer @ Style
% Item $ on Deal @ Style
Item Penetration @ Style
Item $ per Item Trip @ Style
Item Trips per Item Buyer @ Style
Household Panel Data Trading Area Style Retailer Type View
Use this view to set the data for trading area, style, and retailer type.
Figure 6-48 Household Panel Data Trading Area Style Retailer Type View
FR Product| Locstion| Retai Segment | P I[EB  calendar
| 1STYLE_Cardboard -| Trading Area 1 -lAII Cther Channels |= |: A Measure "
= = -3 4 B A R
Lst Cortr, 2nd Cirtr, 3rd Grrtr, 4th Qrtr, 1sk Cortr, 2nd Cirtr, Srd Qrtr, 4th Crtr, 1st Crtr,
Frzo1o Fyzo1o Fyzolo Frzo1o Fyz011 Fyz011 Frzo1l Fyz011 Fraoiz
% Buyers @ Style 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
% Dollars @ Style 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

4
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Household Panel Data Step

Table 643 lists the measures available in this view.

Table 6-43 Household Panel Data Trading Area Style Retailer Type Measures

Label
% Buyers @ Style (Str)
% Dollars @ Style (Str)

Household Panel Data Trading Area StyleColor View

Use this view to set the data for trading area and style/color.

Figure 6—49 Household Panel Data Trading Area StyleColor View

~| Home Scan Data Trading Area StyleColor - ¢ X

EH  Product|  Location 3y I EH  Calendar
K
[ 5TCO_ReRurbished/Grey [ Trading &rea 1]- Il ER  Measure
P
Bl i e | Frd. -4 ¢ mEs@A YW
1st Qrtr, Znd Qrtr, Srd Qrkr, 4th Qrtr, 1sk Qrtr, Znd Crkr, ard Qrtr, 4th Qrtr, 1s
Fyz010 Fv¥z010 Fv2010 Fr2010 FY2011 F¥2011 Fv2011 F¥2011 F
Item § per Item Buyer @ StylefColor $0.0K 5 0.0K $0.0K $ 0.0K $0.1K $0.1K $0.1K $0.0K
s Item § on Deal @ Style/Calar 10.0 % 52.0 % 42.0 % 48,0 % 83.0 % 25.0 % 15.0 % 740 %
Itermn Penetration @ Style/Color 45.0 % 80,0 % 2.0 % 92.0 % 10.0 % 91.0 % 51.0% FF0%
Item § per Item Trip @ StylejColor $0.1K $0.1K $0.1K $0.1K $0.1K $0.1K $0.1K $0.0K
Iterm Trips per Item Buyer @ Style/Color 0.23K 0.55K 0.98K 022K 042K 0.69K 077K 0.57K
| »

Table 6-44 lists the measures available in this view.

Table 6—44 Household Panel Data Trading Area StyleColor Measures

Label
Item $ per Item Buyer @ Style/Color

% Item $ on Deal @ Style/Color

Item Penetration @ Style/Color

Item $ per Item Trip @ Style/Color

Item Trips per Item Buyer @ Style/Color
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Household Panel Data Step

Household Panel Data Trading Area StyleColor Retailer Typ

e View

Use this view to set the data for trading area, style/color, and retailer type.

Figure 6-50 Household Panel Data Trading Area StyleColor Retailer Type View

A Product| Location| Retail Segment | 3y I[EE  calendar
| 1 5TCO_Refurbished/Gray -| Trading Area 1 -l all Sther Channels |- Measure
ar
Bl | & | . - 4 BEs@mAM
1st Qrtr, Znd Grkr, 3rd Crtr, 4th Qrtr, 1st CQrtr, 2nd Qrtr, 3rd Qrtr, 4th Cirtr, 1st Qrtr,
FyYzo1o Fyz0oi0 Fyzoin FyYzo1o Fyzo11 FYzo11l Fzo11 FYz011 FYzolz
% Buyers @ StylejCaolor 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
%o Dollars @ StylefColor 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
4| »
Table 645 lists the measures available in this view.
Table 6-45 Household Panel Data Trading Area StyleColor Retailer Type Measures
Label
% Buyers @ Style/Color (Str)
% Dollars @ Style/Color (Str)
Household Panel Data Trading Area SubCategory View
Use this view to set the data for trading area and sub-category.
Figure 6-51 Household Panel Data Trading Area SubCategory View
] Product| Location ¥ I Calendar
[0040 Plasmma Flat Panel =[Trading Area 1]« It Measure R
Bl w | e [P ~ 3 & EmEcmE
1sk Qrtr, 2nd Grkr, Srd Qrtr, 4th Grtr, 1sk Ckr, 2nd Qrtr, Srd Qrtr, 4th Grtr,
Fyzo1o Fyz010 Frzoin Fyz0o1o Fyz2011 Frzo1l Fy¥z011 F¥2011
Item § per Ikem Buyer @ Sub-Category 4+ 0.0K F0.1K $0.0K $0.1K $0.1k $0.1K $0.1K $0.1K
s Them § on Deal @ Sub-Categary 20,0 % 93,0 % 81.0% 3.0 % 44,0 % 61.0 % 3.0 % 41,0 %
Item Penetration @ Sub-categary 46,0 % 47,0 % 46,0 % 73,0 % 8.0 % 44,0 % 22,0 % 43,0 %
Item § per Ikem Trip @ Sub-Categary $0.2K $ 0.4k $0.2K $ 0.4 $0.3k $0.2K $ 0.4k $0.3K
6. 74K 7.37K 4,22K 4,52K 6,38K 501K 764K 592K

Item Trips per Ikem Buyer @ Sub-Category

4

Table 646 lists the measures available in this view.

Table 6-46 Household Panel Data Trading Area SubCategory Measures

Label

Item $ per Item Buyer @ Sub-Category
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Table 6—46 (Cont.) Household Panel Data Trading Area SubCategory Measures
Label

% Item $ on Deal @ Sub-Category

Item Penetration @ Sub-Category

Item $ per Item Trip @ Sub-Category

Item Trips per Item Buyer @ Sub-Category

Household Panel Data Trading Area SubCategory Retailer Type View

Use this view to set the data for trading area, sub-category, and retail type.

Figure 6-52 Household Panel Data Trading Area SubCategory Retailer Type View

FA  Product| Location| Retal Segment | 3y [EE  calendar
M
[20040 Flasma Flat Panel [ Trading Area 1|« [l Sther Channels |- ’— B Measure
S
Baw & [ ~% ¢ BEs@®A AW
1st Qrtr, znd Qrtr, Srd Qrtr, 4th Qrtr, 1sk Qrtr, Znd Qrkr, ard Qrtr, 4th Qrtr, 1st Qrtr,
Fvzoin F¥z010 F¥z010 Fyaoin Fiz011 Fv2011 Fvz011 Fvz011 Fvz0o12
% Buyers @ Sub-cakeqory 0.0 % 0.0% 0.0 % 0.0% 0.0% 0.0 % 0.0% 0.0% 0.0%
% Dallars @ Sub-categary 0.0% 0.0% 0.0 % 0.0% 0.0% 0.0 % 0.0% 0.0% 0.0%

| »

Table 6-47 lists the measures available in this view.

Table 647 Household Panel Data Trading Area SubCategory Retailer Type Measures
Label

% Buyers @ Sub-Category
% Dollars @ Sub-Category

Acutals-Sourced Data Step
This step has the following view:

s Acutals-Sourced Data View
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Space Data Step

Acutals-Sourced Data View

Use this view to set the actuals-sourced data.

Figure 6-53 Acutals-Sourced Data View

~| Actuals-sourced Data

v ¢ &

B Product| Location > M 1B calendar
| 1000537 Epson Stylus Phota Printer -| 1000 Charlatte |- l: Bl Measure

e

== 3 4 BEEEmA WA

2/13/2010 | 2f2002010 | 2j27(2010 | 362010 | 3{132010 | 322010 | 3j2720l0 | 4/3/2010 | 4/10/20

T¥ Sales Units o] a o] 0 a o] a 1)

TY Sales Retail §0,0€ §0,0€ 0,06 £0,0K §0,0K §0,0€ §0,0K §0,0K £0)

T%¥ End of Period Inventory Retail $0.0K $0.0K $0.0K $0.0K $ 0.0K $0.0K $0.0K 4 0.0K $ 0|

TY Cost Retail §0,0K §0,0€ 0,06 0,0 §0,0K §0,0€ §0,0K §0.0K £0)

T¥ Price Retail §0,0€ §0,0€ 0,06 0,0 §0,0K §0,0€ §0,0K §0.0K £0)

Sales for Sub-Category Retal

Promotional Sales £ 0,0€ 0,00 0,06 0,0 0,0 §0,0€ 0,0 §0,0K £0)

Sales §0,0€ §0,0€ 0,06 0,0 §0,0K §0,0€ §0,0K §0.0K £0)

Sales Units 1} 1] 1} 0 1] 1} 1] ]

Promotional Sales Retail 0,0 § 0,00 0,08 0,0 0,0 §0,0€ 0,0 §0,0K 40

Promational Sales Units 1} 1] 1} 0 1] 1} 1] ]

Sales Revenue 0,0 § 0,00 0,08 0,0 0,0 §0,0€ 0,0 §0,0K 40

Sales Units i} ] i} 0 ] i} ] 0

Cast Retail §0,0K §0,0€ §0,0K £0,0K §0,0K §0,0€ §0,0K §0.0K £0)

« | 3

Table 648 lists the measures available in this view.

Table 6—48 Acutals-Sourced Data Measures

Label

TY Sales Units

TY Sales Retail

TY End of Period Inventory Retail

TY Cost Retail

TY Price Retail

Sales for Sub-Category Retail

Promotional Sales

Sales

Sales Units

Promotional Sales Retail

Promotional Sales Units

Sales Revenue

Sales Units

Cost Retail

Space Data Step

This step has the following view:

»  Space Data SKU Store Week View
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Space Data SKU Store Week View

Use this view to set the space data for SKU, store, and week.

Figure 6-54 Space Data SKU Store Week View

~| Space Data Sku Store Week - v F

[ Product| Location P I[ER  calendar
[ 1000537 Epson Stylus Phota Printer = [ 1000 Charlotte |= EE Measure
A
Bla | e | [Fd ~ 3 ¢ DEos=A NN
Zf13fz010 | zfzofzoin | ZfZ7z0i0 SiEZ010 313/Z000 | Fjz0fz0l0 | 3(27(z000 4f3/z010 af10jz010
Total Cubic Feet 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
# of Facings 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Total Shelf Space 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Equivalent Sales Retail £ 0.0K $0,0K 40,0 & 0,08 $10,0K 40,08 $0,0K 40,0 £ 0.0K
« | »

Table 649 lists the measures available in this view.

Table 649 Space Data SKU Store Week Measures

Label
Total Cubic Feet

# of Facings
Total Shelf Space

Equivalent Sales Retail

Next Steps

After completing all of the data validation and seeding steps, commit the workbook.
Continue to the Category Planning Task.
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7

Category Planning Task

This task has eight steps. The steps cover all the activities related to Category
Planning. Each of the defined steps is one of the significant steps in the Category
Planning process. The objective is to view and analyze information from diverse
sources and use the information to drive the creation, approval, and review of
category plans.

This task has the following steps:

= Define Retail Strategy Step

= Analyze Category Role Step

= Assign Category Role Step

= Assess Categories Step

= Assign Category Strategies Step
ms  Assign Category Tactics Step

= Analyze Category Scorecard Step
»  Finalize Category Plans Step

Create the Category Planning Workbook

To create the workbook:

1. Select the New Workbook icon in the Category Planning task.

Figure 7-1 Category Planning Task

Category Management
[E Planning

L= [E] Assortment Rationalization @... iS=

[= Assortment Rationalization @&... =

7] Cahegory Planning
Define Retail Strategy B
Analyze Category Role B
Assign Category Role I3 ¥
Assess Categories I@
Assign Category Strategies
Assign Category Tactics I@
Analyze Category Scorecard
Finalize Category Flans I@ LI
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Create the Category Planning Workbook

The workbook wizard opens.

2. Select one location and move it to the Selected Location box. Click Next.

Figure 7-2 Workbook Wizard Select Location Page

Workbook Wizard
() B —&
CPW_wiz_loc CPW_wiz_dnd CPW_wiz_prod
Select Location Selected Location
Available Ttems Selected Ttems
View v | | Dimension Find... 3 @ {# Detach View v | | Dimension Find... 3P B 5 »
Label Label
 Trading Area 1  Trading Area 1

Trading Area 2
Trading Area 3
Trading Area 4
Trading Area 5

$ add
3 Add Al

@ Remove
&8 Remove Al

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add Al for all items.
[¥ synchronize Hierarchies

Cancel | previous | figxt] Einish

3. Select the calendar periods and move them to the Selected Periods box. Click Next.

Figure 7-3 Workbook Wizard Select Periods Page

Workbook Wizard
CPW_niz loc CPW_wiz_cind CPW _wiz_prod
Select Period Selected Periods
Available Trems Selected Ttems
View < | =] Dmension - TR i Detach View - | Dimension Fnd... 30 B »
Label Label
15t Qrir, FY2010 + 1stQrtr, FY2011
and Qrtr, FY2010 v 2nd Qrir, FY2011
3d Qrr, F2010 v 3d Qrir, FY2011
47 Qrtr, FY2010 v 4th Qrir, FY2011
v 1st Qrir, FYani1 v 1stQrtr, Fr2012
v 2nd Qrlr, FY2011 v 2nd Qrir, FY2012
v 3rd Qrtr, FY2011 v 3d Qrir, FY2012

+ 4th Qrir, FY2011 & Add + 4th Qrir, FY2012
15t Qrir, FY2012 $9 Add Al
w 2nd Qrtr, FY2012
Q Remove
v 3d Qrtr, Fr2012
 4th Qrir, FY2012 @3 Remove All

1st Qrir, FY2013
2nd Qrtr, FY2013
3rd Qrir, FY2013
4th Qrtr, FY2013
1st Qrir, FY2014

Rows Selected 1 Rows Selected 1

Use Drag and Drop to add Avaiable Items to Selected Items, use shift-click and Add for multiple selections, or Add Al for all item.
[¥ Synchronize Hierarchies

Cancel | Previous | Next| Finish
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Define Retail Strategy Step

4. Select the categories and move them to the Selected Categories box. Click Finish.

Figure 7-4 Workbook Wizard Select Category Page

Workbook Wizard

CPW_wiz_loc CPW_wiz_dnd CPW_wiz_prod

Select Category Selected Categories
Available Ttems Selected Ttems
View v | | Dimension Find... 3 @ {# Detach View v | | Dimension Find... 3P B 5 »
Label Label
 CEREAL  CEREAL
+ Computer + Computer
 Hair Care  Hair Care
+ Oral Care + Oral Care
+ Television + Television
$ Add
$9 Add Al
Q Remove
&% Remove Al

Use Drag and Drop to add Avaiable Items to Selected Items, use shift-click and Add for multiple selections, or Add Al for all item.
[¥ Synchronize Hierarchies

Cancel | Previous | Mext | Einigh}

The workbook is created.

Define Retail Strategy Step

Retailers need to view and analyze information from diverse sources and use the
information to analyze target shoppers, trading area opportunities, and the
competition. Category planning is used to define the retailer’s strategy and determine
how to allocate category roles while aligning resources to opportunities. The retail
strategy should answer the following questions:

= Who are the retailer's target shoppers and is the retailer reaching them?
= Why are the target shoppers a total store opportunity for the retailer?

= Who are the retailer's competitors for the target shopper?

= What opportunities exist to improve the retailer’s competitive position?
= Which categories are most strategic in the market and for the retailer?

= How should the retailer allocate category roles and resources while aligning
resources to opportunities?

The following data is required for this task:

= Store clusters.

»  Predefined consumer segments.

= Predefine trading areas.

= Imported consumer decision trees in XML format.

= Imported forecast from Oracle Retail Demand Forecasting (RDF).
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Define Retail Strategy Step

s Imported POS data from the retailer.

= Analysis based on Household Panel data received from external sources, such as
Nielsen or Symphony IRL

= All external data precomputed or aggregated and not required to be recomputed
within Category Planning.

This step has the following views:

= Analyze Target Shoppers View

= Analyze Trading Area Opportunity View
= Analyze Competition View

s Define Retail Strategy - Key Take Aways View

Analyze Target Shoppers View

Use this view to analyze target shoppers. This analytic provides insight into whether
the retailer is stronger compared to the total market with respect to a particular
consumer demographic group:

»  Composition of the consumers shopping at the retailer as compared to the overall
market.

= What percentage of the total spend in that market is from each of the demographic
groups.

The view exists at the following levels:

s Consumer Profile (the base level in the Consumer Profile dimension) such as
household income or number of children

s Trading Area (a level in the Location dimension) such as Chicago or Atlanta

s Category (alevel in the Product dimension) such as cereal or coffee

Figure 7-5 Analyze Target Shoppers View

~| 1. Analyze Target Shoppers v ¥ K
ER Llocaton| Calendar 3y L EH Measure
[Trading Area 1 -] 1st Qrir, Fr2010]+ rm Consumer Profile
P
Bl | e | -3 ¢ BEomANA
Market Retailer Retailer HH Market Retailer Retailer
Trading Area | Trading Area % Diff Trading Area | Trading Area | Spend % Diff
HH HH %% Market HH %6 Spend %6 Spend % | Market Spend
Yo
§0 - $19,999 240 % 24.0 % 0.0 % 24.0 % 24.0 % 0.0 % =
$20,000 - $29,933 33.0% 33.0% 0.0 % 33.0 % 33.0% 0.0 %
$30,000 - $39,993 92.0 % 92.0 % 0.0 % 92.0 % 92.0 % 0.0 %
540,000 - $49,933 15.0 % 15.0 % 0.0 % 15.0 % 15.0 % 0.0 %
$50,000 - $59,933 78.0 % 78.0 % 0.0 % 78.0 % 78.0 % 0.0 %
§70,000 - $89,933 20.0 % 20.0 % 0.0 % 20.0 % 20.0 % 0.0 % b
$90,000 - §103,999 76.0 % 76.0 % 0.0 % 76.0 % 76.0 % 0.0 %
§110,000 - §149,999 82.0 % 82.0 % 0.0 % 82.0 % 82.0 % 0.0 %
§150,000+ 58.0 % 53.0 % 0.0 % 58.0 % 63.0 % 0.0 %
1 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
2 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
4 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
5-5 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % a2
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Define Retail Strategy Step

Table 7-1 lists the measures available in this view. The data is loaded from Household
Panel data.

Table 7-1 Analyze Target Shoppers Measures
Label

Market Trading Area HH %

Retailer Trading Area HH %
Retailer HH % Diff Market HH %

Market Trading Area Spend %

Retailer Trading Area Spend %

Retailer Spend % Diff Market Spend %

Analyze Trading Area Opportunity View

Use this view to see the analytics that identify if target shoppers offer a total store
opportunity by comparing selected metrics against national (or total market).

This view exists at the following levels:

s Consumer Segment (a level in the Location dimension), such as Soccer Mom or
Empty Nester

s Trading Area (a level in the Location dimension)

s Category (a level in the Product dimension)

Figure 7-6 Analyze Trading Area Opportunity View

~| 2. Analyze Trading Area Opportunity - &
EH Location| Calendar 3N /BB Measure
[Trading Area 1]s[ 15t Qrtr, FY2011]= |: B Consumer Segment
a
Bla | & | [Fre.. e ¢ BEEmANER
Opportunity Total Shopping Shopping #of #of Avg. Basket | Avg. Basket
Shoppers Frequency Frequency | Categoriesin | Categories in Value Value Index
Index Index Basket Basket Index
Barbies with Eills MA 50 47.0 % 108 4 80 139.90 138
Empty Nester MA 77 8.0 % 13 4 80 52.35 70
Getting By MA 54 720% 168 13 197 35.18 47
Golden Years MA 123 300% 69 7 106 127.20 171
Savvy Singles MNA 50 58.0 % 134 12 182 54.29 73
Soccer Mom MA 132 1.0% 2 B 45 74.63 100
Wealthy Elite MA 104 85.0 % 199 B 45 35.43 47

Table 7-2 lists the measures available in this view. The measures are loaded from
Household Panel data.

Table 7-2 Analyze Trading Area Opportunity Measures
Label

Opportunity

Total Shoppers Index

Shopping Frequency
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Define Retail Strategy Step

Table 7-2 (Cont.) Analyze Trading Area Opportunity Measures
Label

Shopping Frequency Index

# of Categories in Basket

# of Categories in Basket Index

Avg. Basket Value

Avg. Basket Value Index

Analyze Competition View

Use this view to determine who are the retailer's strongest competitors and if
opportunities exist to improve the retailer’s position.

This view exists at the following levels:
s Company (a level in the Company dimension)
s Trading Area (a level in the Location dimension)

s Category (a level the Product dimension)

Figure 7-7 Analyze Competition View

~| 3. Analyze Competition > ¥ F
[ cCalendar| Location I Ed Measure
L
[1st Qrtr, Fr2011 | «[ Trading Arez 1]- |— EfA Retailer
—
Bam o Ffe. -3 ¢ DBEsmA WD
Value Share | Penetration  Loyaity (% of Spend Index
(% Buying at = Buyer Spend { Buyer
Retailer) at Retailer) Spend
Compared to
Average
Spend)
Retailer 1 1.98 5.0 % 49.0 % 81
Retailer 2 56.83 90.0 % 79.0 % 94
Retailer 3 11.09 210 % 48.0 % 110
Retailer 4 121 11.0 % 9.0 % 122
Retailer 5 15.94 83.0 % 17.0 % 113
Retailer 6 6.22 76.0 % 9.0 % 91
Retailer 7 16.56 46.0 % 45.0 % 80

Table 7-3 lists the measures available in this view. The measures are loaded from
Household Panel data.
Table 7-3 Analyze Competition Measures
Label
Value Share

Penetration (% Buying at Retailer)

Loyalty (% of Buyer Spend at Retailer)

Spending Index (Buyer Spend Compared to Average
Spend)
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Analyze Category Role Step

Define Retail Strategy - Key Take Aways View

Use this view to enter any pertinent notes for the Define Retail Strategy task.

Figure 7-8 Define Retail Strategy - Key Take Aways View

~| 4. Define Retail Strategy - Key Take Aways v ¢ K
ER Product| Location I EH Measure
Bl & | [F ~¢ & BEchmANN

Key Take Away - Define Retall Strategy

Calendar
—

ist Qrir, FY2011
2nd Qrir, FY2011
3rd Qrir, FY2011
4th Qrir, FY2011
ist Qrir, FY2012
2nd Qrir, FY2012
3rd Qrir, FY2012
4th Qrir, FY2012

Table 7—4 lists the measure available in this view.

Table 7-4 Define Retail Strategy - Key Take Aways Measure
Label

Key Take Away - Define Retail Strategy

Analyze Category Role Step

The retailer needs to view and analyze information from diverse sources and use the
information to determine what role each category plays for the retailer. Category
planning provides the ability to analyze category roles by providing insights into
which categories are most strategic in the market as well as for the retailers target
shoppers. This analysis sets the foundation for understanding which categories should
be assigned which roles within the retailer's portfolio.

The following data is required for this step:

= Retailer’s loyalty data

= Market scan data

= Household Panel data

This step has the following views:

= Analyze Cross Category Spending View
= Analyze Value Share View

= Analyze Consumer Segment Cross-Category Spending View
= Analyze Market Share and Growth View
= Analyze Profit Contribution View

= Analyze Spend Versus Frequency View

= Analyze Buyer Conversion View
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= Analyze Consumer Purchase Behavior View

= Analyze Sales Trends View

= Analyze Category Role - Key Take Aways View

Analyze Cross Category Spending View

Use this view to analyze which of the categories are shopped more frequently, have a
higher market share, or represent higher market growth compared to other categories
for the retailer. This information is best viewed as a bubble chart.

The view exists at the following levels:

s Trading Area (a level in the Location dimension)

s Category (a level in the Product dimension)

Figure 7-9 Analyze Cross Category Spending View

~| 1. Analyze Cross Category Spending

[ Location| Calendar

P B8 Measure
[Trading Area 1]=[ 15t Qrir, Frao11]- EA Product
=T
Baw & m. -3¢ DEL@mANA
# Trips per Market Market Share Average
Buyer Growth Household
Spend
CEREAL 12.89K 54.0 % 23.0% £55.28
Computer 10. 19K 70.0 % 11.0 % £98.28
Hair Care 132.56K 3B.0% 12.0 % £67.32
Oral Care 13.34K 69.0 % 65.0 % £44.93
Television 16. 25K 53.0 % 10.0 % £7.65

Table 7-5 lists the measures available in this view. The measures are loaded from
Household Panel data.

Table 7-5 Analyze Cross Category Spending Measures

Label

# Trips per Buyer

Market Growth

Market Share

Average Household Spend

Analyze Value Share View

Use this view to analyze the value share. This information is best viewed as a bubble

chart.
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Figure 7-10 Analyze Value Share View

EH Location| Calendar I EH  Measure
¥
[Trading Area 1| 4th Qrir, Fr2011]- Il ER Product
s

Computer
Hair Care
Oral Care
Television

Find... ~ % & mEchmAEE @@

310%
350%

£0.0K
£0.0K

& - ke

Table 7-6 lists the measures available in this view.

Table 7-6 Analyze Value Share Measures

Label

Spend Index (All Retailers)

Target Purchase Frequency

Value Share (All Retailers)

Analyze Consumer Segment Cross-Category Spending View

Use this view to determine what is more important for spending to each of the
consumer segments. This can be based on market data and retailer data.

The view exists at the following levels:

= Category (a level in the Product dimension)

=  Market (a level in the Location dimension)

Figure 7-11 Analyze Consumer Segment Cross-Category Spending View

~| 2. Analyze Consumer Segment Cross Category Spending

FR cCelendar| Location| Consumer Segment | > M [E] Measure
H
[1st Qrir, FY2011 [ Trading Ares 1|« [Barbies with Bk ]« Il B8 Product
s
= o
Bl i | & | [Fed ~ 3 @ mEsm Al
# Baskets # Baskets Transaction = Transaction | Annual Spend | Annual Spend
with with Size with Size with Rank
Categary Category Category Categary
Rank Rank
CEREAL 93 90 £0.0K [i] $0.4K 65
Computer 94 70 §0.1K 61 $0.0K 84
Hair Care 43 32 £0.1K 68 £0.9K 34
Oral Care 2% 61 £0.0K 14 £0.8K 50
Television 36 30 £0.0K 54 50.1K 86
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Table 7-7 lists the measures available in this view. The measures are loaded from

market scan and retailer data.

Table 7-7 Analyze Consumer Segment Cross-Category Spending Measures

Label

# Baskets with Category

# Baskets with Category Rank

Transaction Size with Category

Transaction Size with Category Rank

Annual Spend

Annual Spend Rank

Analyze Market Share and Growth View

Use this view to analyze which categories are growing fastest in the market and which
of the categories are the strongest for the retailer as compared to all competitors across

all consumer segments.
This view exists at the following levels:
s Category (a level in the Product dimension)

s Market (a level in the Location dimension)

Figure 7-12 Analyze Market Share and Growth View

~| 3. Analyze Market Share and Growth > ¢ K

E location| Calendar P I EH Measure

H
[Trading Are= 1]-[ 15t Qrtr, Fraon1]- M ER Product
-
Bla | | [Fre. -3 % mExmAWMWE
Market Share | Market Share Market Market Market Retailer Retailer Market Sales Sales
Rank Inventory Inventory Growth Growth share of Revenue
Turn Turn Rank growth

CEREAL 23.0% 13 £0.0K 11 34.0 % 56.1% 10156676.. $0.3K §7,097.1K
Computer 11.0% 24 £0.0K 20 70.0 % 100.0 % 0.0 % $0.1K $0.0€
Hair Care 12.0% 23 £0.0K 22 38.0 % 100.0 % 0.0 % $0.1K $0.0€
Oral Care 85.0 % [ $0.1K 8 69.0 % 100.0 % 0.0 % $0.1K $0.0€
Television 10.0 % 25 $0.1K 4 58.0 % 100.0 % 0.0 % $0.2K $0.0K

Table 7-8 lists the measures available in this view. The measures are loaded from

market scan competitive data.

Table 7-8 Analyze Market Share and Growth Measures

Label

Market Share

Market Share Rank

Market Inventory Turn

Market Inventory Turn Rank

Market Growth
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Table 7-8 (Cont.) Analyze Market Share and Growth Measures
Label

Retailer Growth

Retailer Share of Growth
Market Sales

Sales Revenue

Quadrant Analysis - Mkt Share / Growth / Category Size View

Use this view to analyze market share, growth, and category size. This information is
best viewed as a bubble chart.

Figure 7-13 Quadrant Analysis - Mkt Share / Growth / Category Size View

v| 4. Quadrant Analysis - Mkt Share [ Growth | Category Size v ¥ K
FH Location| Calendar 3y I EH Measure
L
[Trading Area 1|s] 15t Qrtr, FY2011]+ l ER Product
.
Blaw & [Frd ~ 3 ¢ mBEom @
Market Share | Market Share | Market Sales
CEREAL 23.0% 38.0 % £0.3K
Computer 11.0 % 11.3 % S0.1K
Hair Care 12.0 % 9.9 % £0.1K
Oral Care 65.0 % 116 % $0.1K
Television 10,0 % 29.2 % £0.K

Table 7-9 lists the measure available in this view. The measure is loaded from market
scan and retailer data.
Table 7-9 Quadrant Analysis - Mkt Share / Growth / Category Size Measure
Label
Market Share
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Quadrant Analysis - Mkt Share / Growth / Sales View

Use this view to analyze market share, growth, and sales. This information is best
viewed as a bubble chart.

Figure 7-14 Quadrant Analysis - Mkt Share / Growth / Sales View

~| 5. Quadrant Analysis - Mkt Share [ Growth [ Sales - ¥ F
] Calendar| Location I EH Measure
L
[1st Qrtr, Fra011 | =[ Trading Are= 1]- |— ER Product
-
Baw b Ff. -6 & BE0mAE N
Market Share | Market Share Sales
Revenue

CEREAL 230% 38.0% §7,097.1K

Computer 110 % 113 % S0.0K

Hair Care 12.0 % 9.9 % £0.0K

Oral Care 65.0 % 116 % S0.0K

Television 10.0 % 29.2% £0.0K

Table 7-10 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 7-10 Quadrant Analysis - Mkt Share / Growth / Sales Measures
Label

Market Share
Market Growth

Sales Revenue

Quadrant Analysis - Retailer Share / Growth / Category Size View

Use this view to analyze retailer share, growth, and category size. This information is
best viewed as a bubble chart.

Figure 7-15 Quadrant Analysis - Retailer Share / Growth / Category Size View

~| 6. Quadrant Analysis - Retailer Share [/ Growth / Category Size v ¥ K
ER cCalendar| Location I EH Measurs
H
[1t Qrir, FY2011 | «[ Trading Ares 1]- Il ER  Product
P
Blaw & [frd ~ 3 ¢ mBEsm@m @0
Retailer Retailer Market Sales
share of Grawth
growth
CEREAL 10156676... 56.1 % $0.3K
Computer 0.0 % 100.0 % £0.1K
Hair Care 0.0 % 100.0 % £0.1K
Cral Care 0.0 % 100.0 % £0.1K
Television 0.0 % 100.0 % £0.2K
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Table 7-11 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 7-11 Quadrant Analysis - Retailer Share / Growth / Category Size Measures
Label

Retailer Share of Growth

Retailer Growth
Market Sales

Quadrant Analysis - Retailer Share / Growth / Sales Step

Use this view to analyze retailer share, growth, and sales. This information is best
viewed as a bubble chart.

Figure 7-16 Quadrant Analysis - Retailer Share / Growth / Sales View

~| 7. Quadrant Analysis - Retailer Share [ Growth [ Sales v g K
B calendar| Location I[E Measure
[1st Qrir, FY2011 [ Trading Area 1]- I: BB PrnductA
Bl | & | [Frd ~ % & BMEcomA QA
Retailer Retailer Sales
share of Growth Revenue
growth
CEREAL 10156676... 56.1% $7,097.1K
Computer 0.0 % 100.0 % S0.0K
Hair Care 0.0 % 100.0 % S0.0K
Cral Care 0.0 % 100.0 % S0.0K
Television 0.0 % 100.0 % S0.0K

Table 7-12 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 7-12 Quadrant Analysis - Retailer Share / Growth / Sales Measures
Label

Retailer Share of Growth

Retailer Growth

Sales Revenue

Analyze Profit Contribution View

Use this view to determine how each category contributes to margin and profit across
all consumer segments. This information is best viewed as a scatter chart.

This view exists at the following levels:
s Market (a level in the Location dimension)

s Category (a level in the Product dimension)
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Figure 7-17 Analyze Profit Contribution View

~| 8. Analyze Profit Contribution

- v &
R calendar| Location I EH Measure
L]
[1=t Qrtr, FY2011 |=[ Trading Area 1]+ r@ Product
S
Bawm & [ -8 0 BEs@A AW
Sales Gross Margin
Revenue
CEREAL §7,097.1K -63.5 %
Computer S0.0K 0.0 %
Hair Care S0.0K 0.0 %
Oral Care $0.0K 0.0 %
Television $0.0K 0.0 %

Table 7-13 lists the measures available in this view.

Table 7-13 Analyze Profit Contribution Measures
Label

Sales Revenue

Gross Margin

Analyze Spend Versus Frequency View

Use this view to identify which categories are important for those customers who shop
at the retailer. This information is best viewed as a scatter chart.

This view exists at the following levels:
s Consumer Segment (a level in the Location dimension)
s Market (a level in the Location dimension)

s Category (a level in the Product dimension)

Figure 7-18 Analyze Spend Vs. Frequency View

~| 8. Analyze Spend Vs. Frequency - v K
ER Location| Calendar 3y I EH  Measure
¥
[Trading Area 1| =[ 12t Qrtr, Fr2011]+ 1 ER  Product
-
Bawm @ [ -4 ¢ BEs@AEW
Average HH | #Trips per
Spend Buyer

CEREAL §55.28 12.89K

Computer £98.28 10, 19K

Hair Care £67.32 12.56K

Cral Care £44,93 13,396

Television £7.65 16,296
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Table 7-14 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 7-14 Analyze Spend Vs. Frequency Measures
Label

Average HH Spend

# Trips per Buyer

Analyze Buyer Conversion View

Use this view to compare the percentage of buyer conversion of the retailer with that
of named competitors.

This view exists at the following levels:
» Category (a level in the Product dimension)
» Retailer (a level in the Retailer dimension)

s Consumer Segment (a level in the Location dimension)

Figure 7-19 Analyze Buyer Conversion View

~| 10. Analyze Buyer Conversion ¥ K
A  Product| Location| Calendar| P I[EB Measure
[CEREAL |s[Trading Area 1 =[1st Qrir, FY2011 = I:@ Retailer
.
Bla | & | [Frd -3 4 mEs@A N
Category
Buyer
Conversion
Retailer 1 57.0 %
Retailer 2 16.0 %
Retailer 3 115.0 %
Retailer 4 42.0 %
Retailer 5 175.0 %
Retailer 6 175.0 %
Retailer 7 103.0 %

Table 7-15 lists the measure available in this view.

Table 7-15 Analyze Buyer Conversion Measure
Label

Category Buyer Conversion

Analyze Consumer Purchase Behavior View
Use this view to analyze consumer purchase behavior across categories.
This view exists at the following levels:
= Category (a level in the Product dimension)

= Consumer Segment (a level in the Location dimension)
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Figure 7-20 Analyze Consumer Purchase Behavior View

Beahavi

~| 11. Analyze C /| v v ¥
ER Llocaton| Calendar 3y I EH Measure
M
[Trading Area 1 -] 1st Qrir, Fr2011 ]+ rm Product
P
Bam & Fo. R K
Average % Item § on Item #Tripsper | Item §per
Househald Deal @ Penetration Buyer Ttem Trip @
Spend Category @ Category Category
CEREAL $55.28 23.0 % 54.0 % 12.85K 19K
Computer §98.28 110 % 70.0 % 10.19K. 0.7
Hair Care $67.32 12.0 % 38.0 % 12, 56K $ 16K
Oral Care $44.93 65.0 % 59.0 % 13.34K $ 18K
Television $7.65 10.0 % 58.0 % 16.25K $0.8K

Table 7-16 lists the measures available in this view.

Table 7-16 Analyze Consumer Purchase Behavior Measures

Label

Average Household Spend

% Items $ on Deal @ Category

Item Penetration @ Category

# Trips per Buyer

Item $ per Item Trip @ Category

Analyze Sales Trends View

Use this view to determine the category role between seasonal and convenience. Using
the chart, you can infer which of the categories exhibit seasonal behavior. This
information is best viewed as a column chart.

This view exists at the following levels:

= Month (a level in the Calendar dimension)

= Category (a level in the Product dimension)
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Figure 7-21 Analyze Sales Trends View

+| 12. Analyze Sales Trends v ¢ K
E location| Calendar F) I EH Measure
W
[Trading Are= 1]-[ 15t Qrtr, Fraon1]- I ER Product
-
Baw o F. -3¢ BEs@E0W
Sales LY Sales Forecast
Revenue Retai Sales

CEREAL §7,097.1K  §3,117.8K $0.0K

Computer £ 0.0K £0.0K £0.0K

Hair Care £ 0.0K £0.0K £0.0K

Cral Care £ 0.0K £0.0K £0.0K

Television £ 0.0K £0.0K £0.0K

Table 7-17 lists the measures available in this view.

Table 7-17 Analyze Sales Trends Measures

Label

Sales Revenue

LY Sales Retail

Forecast Sales

Analyze Category Role - Key Take Aways View

Use this view to enter any pertinent notes for the Analyze Category Role step.

Figure 7-22 Analyze Category Role - Key Take Aways View

~| 13. Analyze Category Role - Key Take Away

B Colender | Locaton] /B Measure
[1st Qrir, FY2011 | «[ Trding Are= 1]- F@ Product
.
Bl | [Fo. -3 4 BEE@EA N
Key Take Away - Analyze Category Role

CEREAL

Computer

Hair Care

Oral Care

Television

Table 7-18 lists the measure available in this view.

Table 7-18 Analyze Category Role - Key Take Away Measure
Label

Key Take Away - Analyze Category Role

Category Planning Task 7-17



Assign Category Role Step

Assign Category Role Step

Use this step to analyze and assign the role of each category based on different
Category Management frameworks and capability. There are two frameworks
available as part of the base GA solution. These frameworks draw from industry
standard best practices. However, it is possible to configure or customize the
framework to meet your individual currently used best practice if there is one,
leveraging the configuration framework in RPAS. It is important to understand that
the role assignment is based on market and consumer focused analysis combined with
industry standard frameworks for automated role assignment. The expectation is that
the user leverages insights from upstream analysis, retailer strategies, as well as
recommendations from industry standard frameworks to override and approve
category roles.

The data required for this analysis comes from the retailer's POS data and does not
have details broken down by consumer segment. However, this data can be
aggregated on the product hierarchy. The following data is required:

= Retailer's POS data
= Retailer's forecast data
= Household Panel data
= Category roles pre-defined:
- Industry Model A:
*  Flagship
*  Cash Machine
*  Maintain
*  Core Traffic
*  Under Fire
*  Rehab
- Industry Model B:

*  Destination

*  Routine

*  Seasonal

*  Convenience

This step has the following views. You see either four or seven views.
If four views are available, the following are displayed:

= Analyze Historic Performance using Industry Model A View

= Analyze Forecasted Performance Using Industry Model A View
= Assign Roles as per Industry Model A View

= Assign Category Role - Key Take Aways View

If seven views are available, the following are displayed:

= Analyze Historic Performance using Industry Model A View

= Analyze Forecasted Performance Using Industry Model A View
= Assign Roles as per Industry Model A View
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= Analyze Forecasted Performance using Industry Model B View
= Analyze Historic Performance using Industry Model B View

= Assign Roles as per Industry Model B View

= Assign Category Role - Key Take Aways View

Analyze Historic Performance using Industry Model A View

Use this view to analyze historic performance for determining category roles, such as
the following:

= Flagship

»  Cash Machine
s Maintain

n  Core Traffic

s Under Fire

= Rehab

This information is best viewed as a bubble chart.

Figure 7-23 Analyze Historic Performance using Industry Model A View

~| 1. Analyze Historic Performance using Model A - & K
E location| Calendar F) I EH Measure
M
[Trading Are= 1]-[ 15t Qrtr, Frzom0]- Il B Product
—.
Baw b F. -3 ¢ BSEs=mA@W@
LY Sales LY Gross
Retail Margin
CEREAL £0.0K 0.0 %
Computer £0.0K 0.0 %
Hair Care §0.0K 0.0 %
Oral Care §0.0K 0.0 %
Television §0.0K 0.0 %

Table 7-19 lists the measures available in this view. The measures are loaded from
market scan and retailer data.
Table 7-19 Analyze Historic Performance using Industry Model A Measures

Label

LY Sales Retail

LY Gross Margin

Analyze Forecasted Performance Using Industry Model A View

Use this view to analyze forecasted performance for determining category roles.
This view exists at the following levels:

=  Market (a level in the Location dimension)
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s Consumer Segment (a level in the Location dimension)

s Category (a level in the Product dimension)

Figure 7-24 Analyze Forecasted Performance Using Industry Model A View

~| 2. Analyze Forecasted Performance using Model A v ¥ K
ER location| Calendar P I EH Measure
¥
[Trading Are= 1]-[ 15t Qrtr, Frzo10]- M ER Product
P
Baw o . -3¢ BEsmaAW
Forecast Forecast
Sales Gross Margin
percentage
CEREAL $0.0K 0.0 %
Computer £0.0K 0.0 %
Hair Care £0.0K 0.0 %
Cral Care £0.0K 0.0 %
Television £0.0K 0.0 %

Table 7-20 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 7-20 Analyze Forecasted Performance Using Industry Model A Measures
Label

Forecast Sales

Forecast Growth Margin Percentage

Assign Roles as per Industry Model A View
Use this view to assign category roles based on historic and forecasted performance.
This view exists at the following level:

»  Category (a level in the Product dimension)

Figure 7-25 Assign Roles as per Industry Model A View

~| 3. Assign Roles as per Model A > £ F
ER Location| Calendar P [EA  Measure
L
[Trading Area 1]=[ 15t Qrtr, Fra010]- r@ Product
==
Bl i | e | [Fd. -3 4 mEc@ AW
Historic Role | Recommended Recommended Warking Plan

Assigned Role - Role - Cverride Role
(Madel A) Historical Forecasted (Madel A)
(Model A) (Maodel A)

CEREAL Maintain Maintain
Computer Flagship Flagship
Hair Care Flagship Flagship
Oral Care Flagship Flagship
Television Flagship Flagship
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Table 7-21 lists the measures available in this view.

Table 7-21 Assign Roles as per Industry Model A Measures

Label

Historic Role Assigned (Model A)

Recommended Role - Historical (Model A)

Recommended Role - Forecasted (Model A)

Working Plan Override Role (Model A)

Analyze Historic Performance using Industry Model B View

Industry Model B is used to determine such roles as the following:

s Destination
s Routine
s Seasonal

s Convenience

Use this view to analyze historic performance for determining category roles. This

information is best viewed as a bubble chart.

Figure 7-26 Analyze Historic Performance using Industry Model B View

~| 4. Analyze Historic Perfomance using Model B

v v

E Location| Calendar Y l’ EH  Measurs
[Trading Area 1|s[ 1t Qrir, FY2010]« l ER Product
P

Bla | & | Fed.

e P BErmA NS

CEREAL

Computer
Hair Care
Oral Care
Television

LY Purchase | LY Consumer

Frequency

0.00
0.00
0.00
0.00
0.00

Penetration

0.0 %
0.0 %
0.0 %
0.0 %
0.0 %

LY 5ales

Retail
$0.0€
$0.0€
$0.0€
$0.0€
$0.0€

Table 7-22 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 7-22 Analyze Historic Performance using Industry Model B Measures

Label

LY Purchase Frequency

LY Consumer Penetration

LY Sales Retail
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Analyze Forecasted Performance using Industry Model B View
Use this view to analyze forecasted performance for determining category roles.
This view exists at the following levels:
s Market (a level in the Location dimension)
s Consumer Segment (a level in the Location dimension)

s Category (a level in the Product dimension)

Figure 7-27 Analyze Forecasted Performance Using Industry Model B View

~| 5. Analyze Forecasted Performance using Model B v ¥ F
B2 Location| Calendar sy lbﬁ Measure
[Trading Area L |=[ ist Qrir, Fy2010]- rﬁ Product
P
Bl i | e | [ ~ % ¢ WmEchmE @W
Target Item Forecast
Purchase Penetration Sales

Frequency | @& Category

CEREAL 66,0 % 75.0 % £ 0.0
Computer 94.0 % 20.0 % $0.0K
Hair Care 310 % 61.0 % £ 0.0
Oral Care 77.0 % 85.0 % £ 0.0
Television 76.0 % 74.0 % & 0.0K

Table 7-23 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 7-23 Analyze Forecasted Performance Using Industry Model B Measures
Label

Target Purchase Frequency

Item Penetration @ Category

Forecast Sales

Assign Roles as per Industry Model B View
Use this view to assign category roles based on historic and forecasted performance.
This view is a standard table at the following levels:
= Category (a level in the Product dimension)

s  Market (a level in the Location dimension)
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Figure 7-28 Assign Roles as per Industry Model B View

~| 6. Assign Roles as per Model B

- z

[EH Location| Calendar Y
[Trading Arez 1]=[ 1=t Qrir, Fra010]-

¥ o
I EH  Measurs
ER Product

Bl | e | F e P BEmA A

A

Historic Role | Recommended Recommended Waorking Plan
Assigned Role - Raole - Override Raole
(Model B) Historical Forecasted (Model B)

{Model B) {Model B)

CEREAL Convenience/s  Unassigned

Computer Unassigned  Unassigned
Hair Care Unassigned  Unassigned
Cral Care Unassigned Destination
Television Unassigned Destination

Table 7-24 lists the measures available in this view.

Table 7-24 Assign Roles as per Industry Model B Measures

Label
Historic Role Assigned (Model B)

Recommended Role - Historical (Model B)
Recommended Role - Forecasted (Model B)
Working Plan Override Role (Model B)

Assign Category Role - Key Take Aways View

Use this view to enter any pertinent notes for the Assign Category Role step.

Figure 7-29 Assign Category Role - Key Take Aways View

~| 7. Assign Category Role - Key Take Aways

[EH Location| Calendar Y
[Trading Arez 1]=[ 15t Qrir, Fra011]-

Bl | e | F 3 b EHBEEmA RS

Key Take Away - Assign Category Role
CEREAL
Computer
Hair Care
Oral Care
Television
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Table 7-18 lists the measure available in this view.

Table 7-25 Key Take Away - Assign Category Role Measure
Label

Key Take Away - Assign Category Roles

Assess Categories Step

Use this step to perform deeper assessments within the category for assortment, space,
price, promotion, and supply chain. The analytics within this step enable retailers to
identify and prioritize opportunities.

This step contains the majority of the analytics and answers key questions such as the
following:

= Consumer:
- Who buys the category?
—  What percentage buys the category?
- How frequently do they purchase?
- How much do they spend?
- When do they buy the category?
—  What drives their purchases?
- What else is in their basket?
- How loyal are they to the category?
= Retailer:
- How productive are overall sales and profit trends?
- How productive is the current assortment?
- How productive is the current pricing?
- How effective are current promotions?
—  What are the inventory turns and days of supply?
- What are the profit margins, velocity, and inventory levels?
= Market/Competitor:
—  What are the sales trends of the category in the market?
- What s the retailer’s share?
—  What are the opportunities?
- How does pricing compare to the competition?
- How does the assortment compare?
- How does promotional activity compare?
= Supplier/Brand:
—  What are the sales trends for specific brands?

- How efficient are profitable are each supplier’s brand?
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- How does the retailer’s private label contribute to the category and add to
their image?

— How does the retailer’s private label compare to national brands?

- How powerful is the supplier’s brand development?

The following data is required for this task:

Market scan data
Micro and macro space data

Pricing data

This step has the following views:

Review Assortment Performance View
Review Pricing Effectiveness View
Review Price Effectiveness at SKU View
Review Promotional Effectiveness View
Review Average Movement View
Review Space Effectiveness View

Assess Categories - Key Take Aways View

Review Assortment Performance View

Use this view to review the performance of the assortment.

Figure 7-30 Review Assortment Performance View

~| 1. Review Assortment Performance > ¥ F
[ Location| Calendar 3 I[E7  Measure
Trading Ares 1 -- |: ER  Product
=T
Baw b M. -3¢ DES@mANW
LY Sales Sales LY Sales Units LY Gross Profit LY Gross Gross Margin
Retail Revenue Profit Margin
1000537 Epson Stylus §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 % ﬂ
1000533 HP 427 Plasma §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000539 HP 50 Plasma §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000540 Hitachi §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000541 Hitachi §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000542 Insignia 427 §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000543 LG 42" Plasma §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000544 LG 42" Plasma §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000545 LG 507 Plasma §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000546 LG 507 Plasma §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000547 LG 60" Flat Panel §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000548 Maxent 42" HD §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000549 Maxent 507 §0.0K S0.0K 1] §0.0K £0.0K 0.0 % 0.0 %
1000550 Panasonic 37" $0.0K 50.0K 0 §0.0K $0.0K 0.0 % 0.0 % hd

Table 7-26 lists the measures available in this view.

Table 7-26 Review Assortment Performance Measures

Label

LY Sales Retail

Sales Revenue

LY Sales Units
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Table 7-26 (Cont.) Review Assortment Performance Measures

Label
LY Gross Profit

Profit
LY Gross Margin

Gross Margin

Review Pricing Effectiveness View

Use this view to determine how base pricing compares to promotional pricing for the

retailer and market. This helps identify if the retailer spread is comparable to or

different from the market.

The view exists at the following levels:

»  Category/Sub-category (a level in the Product dimension)

s Market (a level in the Location dimension)

Figure 7-31 Review Pricing Effectiveness View

~| 2. Review Pricing Effectiveness v ¢ K
ER Llocaton| Calendar 3y I EH  Measure
¥
[Trading Area 1 -] 1st Qrir, Fr2011 ]+ l ER Product
a
Bl i | e | [Fed ~ & 4 BEsmA 90
LY Ava. Price Average L' Market Market Price Index Ly Promational L Market Market
Price Average Averge Price to Market Promational Sales Avg. Average Average
Price: Sales Price Promotional Promotion
Price Price
30040 Plasma Flat Panel $0.00 $0.00 $5.25 $5.15 0 $0.00 $0.00 §7.21 $7.63
30041 LCD Flat Panel $0.00 $0.00 $5.20 $5.50 0 $0.00 $0.00 $7.56 $7.63
30042 Projection $0.00 $0.00 $5.15 $5.55 0 $0.00 $0.00 §7.42 $7.55
30043 Printers $0.00 $0.00 $5.05 $5.40 0 $0.00 $0.00 $7.56 $7.70
30045 Toothpaste $0.00 $0.00 $5.15 $5.35 0 $0.00 $0.00 §7.70 $7.70
30046 Floss Acessaries $0.00 $0.00 $5.45 $5.30 0 $0.00 $0.00 $7.56 $7.70
30047 Shampoo $0.00 $0.00 $5.50 $5.40 0 $0.00 $0.00 $7.35 $7.70
BAG $1.00 $1.00 $5.30 $5.60 13 $5.13 §5.17 $7.35 $7.55
BOX $1.00 $1.00 $5.45 $5.35 13 $5.05 §5.07 §7.07 $7.35
CONVENIENCE $1.01 $0.99 $5.25 $5.35 13 $4.78 $4.76 §7.14 $7.56
| | »

Table 7-27 lists the measures available in this view.

Table 7-27 Review Pricing Effectiveness Measures
Label
LY Avg. Price

Average Price

LY Market Average Price

Market Average Price

Price Index to Market

LY Promotional Sales

Promotional Sales Avg. Price

LY Market Average Promotional Price

Market Average Promotion Price
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Table 7-27 (Cont.) Review Pricing Effectiveness Measures
Label

Promotion Price Index to Market

Review Price Effectiveness at SKU View

Use this view to compare price levels with the competition. The retailer can then
understand which products are contributing to margin and identify opportunities.

The view exists at the following level:

s SKU (alevel in the Product dimension)

Figure 7-32 Review Price Effectiveness at SKU View

| 3. Review Price Effectiveness at SKU > ¢ &
Bl Cdendar| Location] /B9 Messure
Spra, Fr2011 [ Trading Area 1] F@ Prnduct;r
Bl | & | [Fnd.. -3 4 (EEcEE A
% Sales Gross Margin Market Average Gross Margin ‘

Averge Price Price Contribution

1000537 Epson Stylus 0.0% 0.0 % [N 50.00 0.0% ﬂ
1000538 HP 42" Plasma 0.0% 0.0 % [ $0.00 0.0%
1000539 HP 50" Plasma 0.0% 0.0 % [ $0.00 0.0%
1000540 Hitachi 0.0% 0.0 % [ $0.00 0.0%
1000541 Hitachi 0.0% 0.0 % [ $0.00 0.0%
1000542 Insignia 42" 0.0% 0.0 % [ $0.00 0.0%
1000543 LG 42" Plasma 0.0% 0.0 % [ $0.00 0.0%
1000544 LG 42" Plasma 0.0% 0.0 % [ $0.00 0.0%
1000545 LG 50" Plasma 0.0% 0.0 % [ $0.00 0.0%
1000546 LG 50" Plasma 0.0% 0.0 % [ $0.00 0.0%
1000547 LG 60" Flat Panel 0.0% 0.0 % [ $0.00 0.0%
1000548 Maxent 42" HD 0.0% 0.0 % [ $0.00 0.0%
1000549 Maxent 50" 0.0% 0.0 % [ $0.00 0.0%

1000550 Panasanic 37" 0.0% 0.0 % [N $0.00 0.0% -

Table 7-28 lists the measures available in this view.

Table 7-28 Review Price Effectiveness at SKU Measures
Label
% Sales

Gross Margin

Market Average Price

Average Price

Gross Margin Contribution

Review Promotional Effectiveness View

Use this view to understand if the category is general real revenue or whether it relies
on promotional volume to maintain share. This information is best viewed as a stacked
area chart.

The view exists at the following levels:
= Variable - quarter/month/year/etc (a level in the Calendar dimension)

= Sales Units (from the retailer’s POS data)
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Figure 7-33 Review Promotional Effectiveness View

~| 4. Review Promotional Effectiveness > ¢ K
R calendar| Location I EH Measure
H
2/12{2011 |+ [Trading Area 1] |— ER  Product
S
Bawm & Fd ~% ¢ BEs@®A AW
Sales Promotional
Revenue Sales Retal
CEREAL $ 550,49 $25.4K
Computer S0.0K S 0.0K
Hair Care $0.0K S0.0K
Oral Care $0.0K $0.0K
Television $0.0K $0.0K

Table 7-29 lists the measures available in this view.

Table 7-29 Review Promotional Effectiveness Measures

Label

Sales Revenue

Promotional Sales Retail

Review Average Movement View

This view is related to promotional effectiveness and shows the sales units for a
category over time. This information is best displayed as a line chart.

Figure 7-34 Review Average Movement View

r ¥ F

~| 5. Review Average Movement

EH Location| Product 5y l@ Calendar
[
Trading Area 1 «| CEREAL]- Il ER Measure
"
Bla | b [Fd -3 % WESmA W
10/12/2011 | 14/19/2011 | 11262011 | 12/3/2011 | 12/10/2011 | 12/17/2011 | 1Zj24j2011 | 1Zj342011 | 1j7j2012
Sales Units 1,113,738 1,105,013 1,057,453 1,017,252 989,177 908,693 851,923 826,803 763,985
« | »

Table 7-30 lists the measure available in this view.

Table 7-30 Review Average Movement Measure

Label

Sales Revenue
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Review Space Effectiveness View

Use this view to review the effectiveness of the planned space. All measures are
optional and based on whether the retailer has the space planning data available.

Figure 7-35 Review Space Effectiveness View

~| 5. Review Space Effectiveness > ¥ f
B Colender| Locston] /& Measre
[15t Qrtr, Fra011 | <[ Trading Arez 1]~ |: A Produc;'_
Baw e . -3¢ DBEC@ANA
Total Cubic | # of Fadngs = Total Shelf | Sales Dollars | Sales Units Profit per %% Sales Gross Margin
Feet Space per Cubic per Cubic Cubic Feet Contribution
Feet Feet
1000537 Epson Stylus 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 % ﬂ
1000538 HP 42" Plasma 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000539 HP 50" Plasma 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000540 Hitachi 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000541 Hitachi 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000542 Insignia 42" 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000543 LG 42" Plasma 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000544 LG 42" Plasma 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000545 LG 50" Plasma 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000546 LG 50" Plasma 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000547 LG 60" Flat Panel 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000548 Maxent 42" HD 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 %
1000549 Maxent 50" 0.00 0.00 0.00 0.00 0.00 0.00 0.0 % 0.0 % -

Table 7-31 lists the measures available in this view.

Table 7-31 Review Space Effectiveness Measures
Label

Total Cubic Feet

#of Facings
Total Shelf Space

Sales Dollars per Cubic Feet

Sales Units per Cubic Feet

Profit per Cubic Feet
% Sales

Gross Margin Contribution
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Assess Categories - Key Take Aways View

Use this view to enter any pertinent notes for the Assess Categories task.

Figure 7-36 Asses Categories - Key Take Aways View

Baiw e [Fd. -0 % mAEsEE W

~| 6. Assess Categories - Key Take Aways > ¥ F
E location| Calendar P I EH Measure
L
[Trading Are= 1]-[ 15t Qrtr, Fraon1]- l ER Product
—.

Key Take Away - Access Categories
CEREAL
Computer
Hair Care
Oral Care
Television

Table 7-32 lists the measure available in this view.

Table 7-32 Assess Categories - Key Take Aways Measure

Label

Key Take Away - Assess Categories

Assign Category Strategies Step

Use this step to evaluate category purchase dynamics and assign appropriate
strategies to sub-category/brand. Based on different metrics, you define the role and

strategies for each sub-category for each consumer segment.

The following data is required for defining the Assign Category Strategies task:

Retailer’s POS data

Pre-defined category strategies

This step has the following views:

Identify Traffic Building Sub-Categories View
Identify Transaction Building Categories View
Identify Cash Building Sub-Categories View

Identify Profit Generating Sub-Categories View
Identify Excitement Generating Sub-Categories View
Identify Image Enhancing Sub-Categories View
Identify Turf-Defending Sub-Categories View
Assign Strategies View

Assign Category Strategies - Key Take Aways View

7-30 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Assign Category Strategies Step

Identify Traffic Building Sub-Categories View

Use this view to create a bubble chart to plot market share versus frequency:

= Sub-categories in the top-right segment and large bubble are considered ideally
suited.

= Based on fit, categories are classified as excellent, possible, or poor.
This information is best viewed as a bubble chart.
This view exists at the following level:

= Any static or dynamic level in the Product dimension

Figure 7-37 Identify Traffic Building Sub-Categories View

~| 1. Identify Traffic Building Sub-Categories > ¥ f
B3 Calendar| Location‘ Consumer Segment‘ ¥ I B Measure
H
[15t Qrtr, Fr2011 [ Trading Ares 1«[Barbies with Bills ]« l B3 Product
[~
Bam o Ffe. -3 ¢ DBOEsmA N

Market Share | Consumer | Sales for Sub
Purchase -Category

Frequency Retail
for Sub-
Category
percentage
30040 Plasma Flat Panel 0.0 % 58.0 % £0.0K
30041 LCD Flat Panel 0.0 % 95.0 % £0.0K
30042 Projection 0.0 % 104.0 % £0.0K
30043 Printers 0.0 % 86.0 % £0.0K
30045 Toothpaste 0.0 % 74.0 % £0.0K
30046 Floss Acessories 0.0 % 89.0 % £ 0.0K
30047 Shampoo 0.0 % 55.0 % £0.0K
BAG 0.0 % 80.0 % £0.0K
BOX 0.0 % 2.0 % £0.0K
CONVENIENCE 0.0 % 9.0 % £0.0K

Table 7-33 lists the measures available in this view.

Table 7-33 Identify Traffic Building Sub-Categories Measures
Label

Market Share

Consumer Purchase Frequency for Sub-Category
Percentage

Sales for Sub-Category Retail

Identify Transaction Building Categories View

Use this view to create a bubble chart to plot shopping frequency versus basket value.
Sub-categories, with a large bubble in the top right corner, qualify for this strategy.
This information is best viewed as a scatter chart.

This view exists at the following level:

= Any static or dynamic level in the Product dimension
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Figure 7-38 Identify Transaction Building Categories View

| 2. Identify Transaction Buidling Categories v v ¥
R Calendar| Consumer Segment|  Location | B8 Measure
[
[1st Qrtr, FY2011 |=[ Barbies with Bills | =[ Trading Area 1]+ l BER Product
P
Blam e [Fr. ~ % & mMEcomANN

Purchase Transaction
Frequency Size with

Category
CEREAL T7.0% S0.0K
Computer 37.0% S0.1K
Hair Care 95.0 % S0.1K
Oral Care 14.0 % S0.0K
Television 79.0 % S0.0K

Table 7-34 lists the measures available in this view.

Table 7-34 Identify Transaction Building Categories Measures
Label

Purchase Frequency

Transaction Size with Category

Identify Cash Building Sub-Categories View

Use this view to plot shopping frequency versus market turns (sales units).
Sub-categories, with a large bubble in the top right corner on the bubble chart, qualify
for this strategy. This information is best viewed as a bubble chart.

This view exists at the following level:

= Any static or dynamic level in the Product dimension

Figure 7-39 Identify Cash Building Sub-Categories View

| 3. Identify Cash Building Sub-Categories v ¥ K
2] Calendarl Locah’onl Consumer Segmentl > I EH  Measure
[1st Qrir, FY2011 |« Trading Ares 1+ [Barbies with Bk ]« F@ Product
s
Bla w | & | [Frd. ~ % ¢ mMEhmAENW
Sales Units Purchase
Frequency
30040 Plasma Flat Panel o
30041 LCD Flat Panel o
30042 Prajection o
30043 Printers o
30045 Toothpaste o
30046 Floss Acessories 0 _
30047 Shampoo o
BAG 2,503 [
BOX 51,620 [N
CONVENIENCE 1,351 [
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Table 7-35 lists the measures available in this view.

Table 7-35 Identify Cash Building Sub-Categories Measures
Label

Sales Units

Purchase Frequency

Identify Profit Generating Sub-Categories View

Use this view to plot histograms for the profit (or GM) percentage of each
sub-category. Excellent versus possible versus poor are based on predefined
thresholds. This information is best viewed as a column chart.

This view exists at the following level:

= Any static or dynamic level in the Product dimension

Figure 7-40 Identify Profit Generating Sub-Categories View

~| 4. Identify Profit Generating Sub-Categories v ¥ F
EH celendar| Location| Consumer Segment| » M I[E8 Measure
[1st Qrir, FY2011 [ Trading Ares 1|« [Barbies with Bk ]« F BER Product
g S
Bla m | e | [Fd 3 ¢ HmEsmA R
Profit

30040 Plasma Flat Panel S0.0K

30041 LCD Flat Panel S0.0

30042 Projection S0.0

30043 Printers S0.0

30045 Toothpaste S0.0K

30046 Floss Acessories S0.0K

30047 Shampoo S0.0K

BAG $8.9K

BOX $207. 1K

COMVENIENCE $4.9K

Table 7-36 lists the measures available in this view.

Table 7-36 Identify Profit Generating Sub-Categories Measures
Label

Profit

Identify Excitement Generating Sub-Categories View

Use this view to plot sales dollars as a trend:

= Any sub-category that demonstrates seasonal purchases and is high-impulse and
lifestyle-oriented, is flagged as excitement-generating on a scale of excellent versus
possible versus poor.

»  These attributes are not determined systematically. They are left to the
interpretation of the business users.

This information is best viewed as a line chart.
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This view exists at the following levels:
= Any static or dynamic level in the Product dimension

= Any level in the Calendar dimension

Figure 7-41 Identify Excitement Generating Sub-Categories View

~| 5. Identify Excitement Generating Sub-Categories > ¥ F
B calendar | Location | Consumer Sagment| P I EH  Measure
[1st Qrir, Fr2011 |« Trading Ares 1|+[Barbies with Biks ]« |: EA Product
==y
&l || [Fnd - 4 EEEmA WA
Sales
30040 Plasma Flat Panel S0.0K
30041 LCD Flat Panel S0.0K
30042 Projection S0.0K
30043 Printers S0.0K
30045 Toothpaste S0.0K
30046 Floss Acessories S0.0K
30047 Shampoo S0.0K
BAG §12.5€
BOX $308.1K
COMVENIENCE S7.0K

Table 7-37 lists the measure available in this view.

Table 7-37 Identify Excitement Generating Stub-Categories Measure
Label

Sales

Identify Image Enhancing Sub-Categories View

Use this view to use quadrant analysis to plot purchase-frequency against Promo %
(percentage bought on promotion). Sub-categories, in the top right corner, are flagged
as an excellent fit and so on. This information is best viewed as a bubble chart.

This view exists at the following level:

= Any static or dynamic level in the Product dimension

Figure 7-42 Identify Image Enhancing Sub-Categories View

+| 6. Identify Image Enhancing Sub-Categories v ¥ K
[ calendar | Consumer Segmentl Location | I Ed  Measure
[1t Qrir, FY2011 | [ Barbies with Bils|«[ Trading Area 1]« I: EA Product
I
Bla | & | [Fra o & BEmAEEW
Purchase Promotional Sales
Frequency Sales
30040 Flasma Flat Panel £0.0K £0.0K
30041LCD Flat Panel £0.0K £0.0K
30042 Projection £0.0K £0.0K
30043 Printers £0.0K £0.0K
30045 Taothpaste $0.0K $0.0K
30046 Floss Acessories £0.0K £0.0K
30047 Shampoo £0.0K £0.0K
BAG §13.0€ §12.5€
BOX §311.2K £308.1K
COMVEMIENCE £6.6K £ 7.0K
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Table 7-38 lists the measures available in this view.

Table 7-38 Identify Image Generating Sub-Categories Measures

Label

Purchase Frequency

Promotional Sales

Sales

Identify Turf-Defending Sub-Categories View

Use this view to plot the retailer’s buyer conversion rates against that of the
competition. Any sub-categories where the retailer is lagging may be flagged as

potentially turf-defending. This information is best viewed
This view exists at the following level:

= Any static or dynamic level in the Product dimension
= Retailer (a level in the Retailer dimension)

= Consumer Segment (a level in the Location dimension)

Figure 7-43 Identify Turf-Defending Sub-Categories View

as a column chart.

| 7. Identify Turf-Defending Sub-Categories v v ¥
= Calendar| Location | Consumer Segment| Measure| I EH  Retaier
¥
[1st Qrtr, FY2011 |=[ Trading Area 1« Barbies with Bils| [ Buyer Conversion Rate|+ l_ ER Product
P

Baw b Fo -3 ¢ (B3Eo@A A
Retailer 1 Retailer 2 Retailer 3 Retailer 4 Retailer 5 Retailer 6 Retailer 7
30040 Plasma Flat Panel 20.0 % 168.0 % 94.0 % 84.0 % 122.0 %
30041LCD Flat Panel 14.0 % 15.0 % 1.0 % 60.0 % 115.0 % 1
30042 Projection 57.0 % 139.0 %% 74.0 % 165.0 % 17.0 %
30043 Printers 155.0 % 193.0 %% 109.0 % 103.0 % 111.0%
30045 Toothpaste 6.0 % 122.0 % 62.0 % 160.0 % 195.0 %
30046 Floss Acessories 154.0 % 56.0 % 162.0 % 133.0 % 93.0 %
30047 shampoo 197.0 % 148.0 % 10.0 %% 65.0 % 144.0 % 1
BAG 124.0 % 25.0 % 5.0 % 164.0 % 70.0 %
BOX 141.0 % 164.0 %% 86.0 % 132.0 % 94.0 %
COMVENIENCE 139.0 % 114.0 %% 179.0 % 65.0 % 810 %

79.0 % 103.0 %
02.0 % 88.0 %
19.0 % 26.0 %
56.0 % 350 %
53.0 % 113.0 %
73.0 % 166.0 %
16.0 % 56.0 %
84.0 % 195.0 %
21.0% 181.0 %
710 % 11.0%

Table 7-39 lists the measure available in this view.

Table 7-39 Identify Turf-Defending Sub-Categories Measure

Label

Buyer Conversion Rate

Assign Strategies View

Use this view to assign strategies based on the preceding analysis. Assigning
Strategies is a key component of calculating and working with IPIs in Assortment

Rationalization.
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Figure 7-44 Assign Strategies View

~/| 8. Assign Strategies > ¢ K
B Calendar| Location | Consumer Segment| () E strategy
[1st Qrtr, FY2011 |=[ Trading Area 1« Barbies with Bils] ER Product| Measure
S
Bl | & | F ~ o & BEcoomANN
Cash Excitement Image Profit Traffic Transaction Turf
30040 Plasma Flat Panel  |LY Strategy
Consumer Segment Strategy
Strategy
30041 LCD Flat Panel LY Strategy
Consumer Segment Strategy
Strategy
30042 Projection LY Strategy
Consumer Segment Strategy
Strategy
30043 Printers LY Strategy
Consumer Segment Strategy
Strategy
30045 Toothpaste LY Strategy
Consumer Segment Strategy
4 |

Table 7-40 lists the measures available in this view.

Table 7-40 Assign Strategies Measures
Label

LY Strategy

Consumer Segment Strategy

Strategy

Assign Category Strategies - Key Take Aways View

Use this view to enter any pertinent notes for the Assign Category Strategies task.

Figure 7-45 Assign Category Strategies - Key Take Aways View

~| 9. Assign Category Strategies - Key Take Aways

Bla | & | [Frd. -3 & EmEcomA 4

ER Locstion| Calendar P L@ Measure
[Trading Arez 1]=[ 15t Qrtr, Fraou1]- l ER  Product
P

Key Take Away - Assign Category Strategies

CEREAL

Computer
Hair Care
Oral Care
Television

Table 7-41 lists the measure available in this view.

Table 7-41
Label

Assign Category Strategies - Key Take Aways Measure

Key Take Aways - Assign Category Strategies
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Assign Category Tactics Step

Use this step to assign tactics, view historical tactics, and seed tactics from historical
views. Tactics are assigned for each of the tactical areas per category, trading area, and
consumer segment. There are five tactical areas:

= Assortment

»s  Pricing

= Promotion

= Space

= Inventory

This step has the following views:

= Assign Category Tactics View

= Assign Category Tactics - Key Take Aways View

Assign Category Tactics View

Use this view to assign tactics for each of the tactical areas per category, market, and
consumer segment.

Figure 7-46 Assign Category Tactics View

| 1. Assign Category Tactics v ¥ F
F  Measure| Location| Calendar| ] [ Tacic
L
[Assign Tactic |s [ Trading Area 1s[2/12/2011 ]« Il ER Product
a—
e
L= [ T 3 ¢ mEssmE M E
Assortment Inventory Pricing Promotion Space

30040 Plasma Flat Panel

30041 LCD Flat Panel ]

30042 Projection ]

30043 Printers ]

30045 Toothpaste ]

30046 Floss Acessaries ]

30047 Shampoo ]

BAG
BOX
COMNVENIENCE

Table 7-42 lists the measure available in this view.

Table 7-42 Assign Category Tactic Measure
Label

Assign Tactic
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Assign Category Tactics - Key Take Aways View

Use this view to enter any pertinent notes for the Assign Category Tactics task.

Figure 7-47 Assign Category Tactics - Key Take Aways View

~| 2. Assign Category Tactics - Key Take Aways v ¢ K
EH Location| Calendar P l»ﬁ Measure
[Trading Are= 1]-[ 15t Qrtr, Fraon1]- I ER Product

P
Baw b F. -3 ¢ SEs=maQWE

Key Take Away - Assign Category Tactic
CEREAL
Computer
Hair Care
Oral Care
Television

Table 7-43 lists the measure available in this view.

Table 7-43 Assign Category Tactics - Key Take Aways Measure
Label

Key Take Away - Assign Category Tactics

Analyze Category Scorecard Step

Use this view to establish robust, aggressive, and realistic performance targets for a
single category across store clusters within a trading area. The scorecard has a number
of performance metrics that can be assigned as targets for each of the categories being
planned.

= Milestones can be set by a user-defined time period. Quarterly milestones are the
default.

= Different metrics can be determined or selected for each category.
The scorecard consists of the following components:

s Metric

»  Prior year total

»  Target (to be determined by user)

= Percent increase or decrease from the prior year

= Variance to target (to be populated during in-season)

The following data is required for analyzing the category scorecard:
= Retailer loyalty data

This step has the following views:

= Set Customer Scorecard Targets View

= Set Share Targets View
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= Set Sales Targets View

= Set Profit Targets View

»  Set Private Label Targets View

= Set Inventory Scorecard Targets View

= Analyze Category Scorecard - Key Take Aways View

Set Customer Scorecard Targets View

Use this view to set the scorecard targets for customer.

Figure 7-48 Set Customer Scorecard Targets View

~| 1. Set Customer Scorecard Targets

- ¢
[ Location| Calendar P I Ed Measure
H
Trading Area 1|+ st Qrir, Fr2011 |= Product
[ g XS] ] REE
=T
Bla i | & | [Fd. -3 4 mEcm A M
Retention LY Consumer = CP Consumer Target LY Purchase Target Item LY Consumer Target
Level Retention Retention Purchase Frequency Purchase Penetration | Penetration Loyalty
Level Level var LY Frequency Frequency @ Category
var LY
CEREAL 4.0 % 75.0 % -28.0 % 23.0 % 0.66 ©3.2% 54.0 % 75.0 % 54.0 %
Computer 70.0 % 20.0 % 250.0 % 11.0 % 0.94 88.3 % 70.0 % 20.0 % 70.0 %
Hair Care 38.0 % 61.0% -37.7 % 12.0 % 0.31 HL3% 38.0 % 61.0 % 38.0 %
Oral Care 089.0 % §5.0 % -18.8 % 085.0 % 0.77 -15.6 % 69.0 % 85.0 % 69.0 %
Television 58.0 % 74.0 % -21.6% 10.0 % 0.76 -86.8 % 58.0 % 74.0 % 58.0 %
< | »

Table 7—44 lists the measures available in this view.

Table 7-44 Set Customer Scorecard Targets Measures
Label

Retention Level

LY Consumer Retention Level

CP Consumer Retention Level var LY

Target Purchase Frequency

LY Purchase Frequency

Target Purchase Frequency var LY

Item Penetration @ Category

LY Consumer Penetration

Target Loyalty

LY Consumer Loyalty

CP Consumer Penetration var LY

Category Planning Task 7-39



Analyze Category Scorecard Step

Set Share Targets View

Use this view to set the share targets.

Figure 7-49 Set Share Targets View

~| 2. 5et Share Targets

ER Location| Calendar

P I[ER  Measure
[Trading Area 1]=[ 15t Qrtr, Fra011]- EA Product
P
Bl i | e | [Fd. -3 4 mEs=mANA
WP Sls LY Sales CP Sales WP Sls LY Sales CP Sales
contrib Dept | Contribution | Contribution contrib Contribution | Contribution
Retail of of Deptvar | Trading Area | of Trading of Trading
Department LY Area Area var LY
CEREAL 100.0 % 1.0 % 9300.0 % 100.0 %% 100.0 % -100.0 %
Computer 0.0 % 0.0 % -100.0 % 0.0 % 0.0 % -100.0 %
Hair Care 0.0 % 0.0 % -100.0 % 0.0 % 0.0 % -100.0 %
Oral Care 0.0 % 0.0 % -100.0 % 0.0 % 0.0 % -100.0 %
Television 0.0 % 0.0 % -100.0 % 0.0 % 0.0 % -100.0 %

Table 7—45 lists the measures available in this view.

Table 7-45 Set Share Targets Measures

Label

WP Sls Contrib Dept Retail

LY Sales Contribution of Department

CP Sales Contribution of Dept var LY

WP Sls Contrib Trading Area

LY Sales Contribution of Trading Area

CP Sales Trading Area var LY
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Analyze Category Scorecard Step

Set Sales Targets View

Use this view to set the sales targets. This view has a custom menu associated with it
named Seed Sales. To use it, set the Seed Source for the products to be seeded. The
available options are Forecast and Last Year. Once this is done, click Seed Source. The
custom menu copies the appropriate value (Forecast or Last Year) into the Sales
Revenue and Sales Units columns.

Forecast values are populated by running the forecast batch operation. See the Oracle
Retail Category Management Implementation Guide for more information on this

operation.

Figure 7-50 Set Sales Targets View

| 3. Set Sales Targets > ¥ F
[ Location| Calendar P I[EB  Measure
(1000 Chariote = [/az/zomt (BB Product
.
B | e | [Fd. % 4 EEcomA 4
Seed Source Forecast Sales LY Sales CP Categaory Forecast Sales Units | LY Sales Units | CP Categor|
Sales Revenue Retail Dollars var LY | Sales Units Units var L

1000557 Epson Stylus No Action S0.0K $0.0K so.0< N 0 0

100053 HP 42" Plasma Mo Action £0.0K £0.0K so.0x [N 0 i

1000539 HP 50" Plasma Mo Action £0.0K £0.0K so.0x [N 0 i

1000540 Hitachi Mo Action £0.0K £0.0K so.0x [N 0 i

1000541 Hitachi Mo Action £0.0K £0.0K so.0x [N 0 i

1000542 Insignia 42 Mo Action £0.0K £0.0K so.0x [N 0 i

1000543 LG 42" Plasma Mo Action £0.0K £0.0K so.0x [N 0 i

1000544 LG 42" Plasma Mo Action £0.0K £0.0K so.0x [N 0 i

1000545 LG 50 Plasma Mo Action £0.0K £0.0K so.0x [N 0 i

1000546 LG 50 Plasma Mo Action £0.0K £0.0K so.0x [N 0 i

1000547 LG 60" Flat Panel Mo Action £0.0K £0.0K so.0x [N 0 i

1000545 Maxent 42" HD Mo Action £0.0K £0.0K so.0x [N 0 i

1000549 Maxent 50" Mo Action £0.0K £0.0K so.0x [N [ 0 0

4

Table 7-46 lists the measures available in this view.

Table 7-46 Set Sales Targets Measures

Label

Seed Source

Forecast Sales

Sales Revenue

LY Sales Retail

CP Category Dollars var LY

Forecast Sales Units

Sales Units

LY Sales Units

CP Category Units var LY

WP Sales Growth

LY Sales Growth

CP Growth var LY

Sls/sq. ft/week Retail

LY Sales per Square Foot per Week

CP Sales per sq. ft per Week var LY
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Analyze Category Scorecard Step

Set Profit Targets View

Use this view to set the profit targets.

Figure 7-51 Set Profit Targets View

~| 4. Set Profit Targets - ¥ F

E location| Calendar P I EH Measure

L
[Trading Area 1]-[ 15t Qrtr, Fra011]- |— ER Product
-
Baw b Ff. -5 ¢ BE0mAE W

Profit LY Gross CPGross  Gross Margin | LY Gross CP Gross WP Gross | LYProfitper = CP Gross

Profit Profit var LY Margin Margin var LY | Profit per Square Foot Profit per
Square Foot per Week Square Foot
per Week per Week var

Ly

CEREAL $-4,504.06  $-1,657.7K 37.3% €3.5% -53.2% 99.9 % $0.0K £0.0K -100.0 %
Computer $0.0K £0.0K -100.0 % 0.0 % 0.0 % -100.0 % $0.0K £0.0K -100.0 %
Hair Care $0.0K £0.0K -100.0 % 0.0 % 0.0 % -100.0 % $0.0K £0.0K -100.0 %
Oral Care $0.0K £0.0K -100.0 % 0.0 % 0.0 % -100.0 % $0.0K £0.0K -100.0 %
Television S$0.0K $0.0K -100.0 % 0.0 % 0.0 % -100.0 % $0.0K $0.0K -100.0 %

Table 7—47 lists the measures available in this view.

Table 7-47 Set Profit Targets Measures
Label

Profit
LY Gross Profit
CP Growth var LY

Gross Margin
LY Gross Margin
CP Gross Margin var LY

WP Gross Profit per Square Foot per Week

LY Profit per Square Foot per Week

CP Gross Profit per Square Foot per Week var LY
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Analyze Category Scorecard Step

Set Private Label Targets View

Use this view to set the targets for the private label.

Figure 7-52 Set Private Label Targets View

~| 5. Set Private Label Targets > ¥ F
[ Location| Calendar P I[EB  Measure
(1000 Chariote = [/az/zomt B Product
.
B | e | [Fd. % 4 EEcomA 4
Private Label LY Private  Private Label Private Label LY Private  Private Label = WP Private LY Private CP Private
Sales Retal | LabelSales | SalesvarlY — Sales Units Label Sales Sales Units Label Gross | Label Gross | Label Gro
Units var LY Margin Margin Margin var
percentage
1000537 Epson Styius so.ox N -10.0%
1000538 HP 42" Plasma soox [N -100.0 %
1000539 HP 50" Plasma soox [N -100.0 %
1000540 Hitachi soox [N -100.0 %
1000541 Hitachi soox [N -100.0 %
1000542 Insignia 42" soox [N -100.0 %
1000543 LG 42" Plasma soox [N -100.0 %
1000544 LG 42" Plasma soox [N -100.0 %
1000545 LG 50" Plasma soox [N -100.0 %
1000546 LG 50" Plasma soox [N -100.0 %
1000547 LG 60" Flat Panel soox [N -100.0 %
1 e amn mon

<

Table 7-48 lists the measures available in this view.

Table 7-48 Set Private Label Targets Measures
Label

Private Label Sales Retail
LY Private Label Sales

Private Label Sales var LY

Private Label Sales Units
LY Private Label Sales Units

Private Label Sales Units var LY

WP Private Label Gross Margin Percentage

LY Private Label Gross Margin
CP Private Label Gross Margin var LY

Private Label Percent of Gross Profit

LY Private Label Percent of Gross Profit

LY Sales per Square Foot per Week

CP Private Label Percent of Gross Margin var LY
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Analyze Category Scorecard Step

Set Inventory Scorecard Targets View

Use this view to set the scorecard targets for inventory.

Figure 7-53 Set Inventory Scorecard Targets View

~| 6. Set Inventory Scorecard Targets > ¥ F
E location| Calendar P I EH Measure
L
[Trading Are= 1]-[ 15t Qrtr, Fraon1]- l ER Product
—.
Baw o Fe. -8 ¢ BE0m@EE N
WpCP LY Inventory | CPDaysof | Inventory | LY Inventory CPInventory Inventory | LY Inventory CP Inventory
Inventory Days of Supply var LY Dollars Dollars Dollars var LY Turns Turns Turns var LY
Days of Supply
Supply
CEREAL a 0 -100.0 % £ 54,506.2K £0.0K -100.0 % 10 0 -100.0 %
Computer a 0 -100.0 % £ 54,497.6K £0.0K -100.0 % 9 0 -100.0 %
Hair Care a 0 -100.0 % £ 54,499, 7 £0.0K -100.0 % 10 0 -100.0 %
Oral Care a 0 -100.0 % £ 54,515.1K £0.0K -100.0 % 7 0 -100.0 %
Television a 0 -100.0 % £ 54,506.5K £0.0K -100.0 % 8 0 -100.0 %

4

Table 7-49 lists the measures available in this view.

Table 7-49 Set Inventory Scorecard Targets Measures

Label

WP CP Inventory Days of Supply

LY Inventory Days of Supply

CP Days of Supply var LY

Inventory Dollars

LY Inventory Dollars

CP Inventory Dollars var LY

Inventory Turns

LY Inventory Turns

CP Inventory Turns var LY

Inventory Gross Margin Return on Investment

LY Inventory Gross Margin Return on Investment

var LY

CP Inventory Gross Margin Return on Investment

Inventory Gross Margin Return on Space

LY Inventory Gross Margin Return on Space

CP Gross Margin Return on Space var LY

Inventory Service Levels

LY Inventory Service Levels

CP Service Levels var LY
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Finalize Category Plans Step

Analyze Category Scorecard - Key Take Aways View

Use this view to enter any pertinent notes for the Analyze Category Scorecard task.

Figure 7-54 Analyze Category Scorecard - Key Take Aways View

~| 7. Analyze Category Scorecard - Key Take Aways - ¥y
[ Location| Calendar P I[E7  Measure
[Trading Area 1]=[ 15t Qrir, Frao11]- Fﬁ Product

e 2 T
Bam b f. -3¢ DBEsmA N

Key Take Away - Analyze Category Scorecard
CEREAL
Computer
Hair Care
Oral Care
Television

Table 7-50 lists the measure available in this view.

Table 7-50 Analyze Category Scorecard - Key Take Aways Measure
Label

Key Take Aways - Analyze Category Scorecard

Finalize Category Plans Step

Use this step to review the financial goals and approve the assortment strategies,
tactics, and scorecard.

This step has the following view:

= Approve Assortment Strategies, Tactics, and Scorecard View

Approve Assortment Strategies, Tactics, and Scorecard View

Use this view to approve the assortment. Approval is the trigger that makes category
roles, strategies, and tactics available to downstream solutions (for example,
Assortment Rationalization). The Working Plan is transferred into the Current Plan,
which is transferred to Assortment Rationalization. The plan is time-stamped and
includes user information.

This view exists at the following level:
= Sub-Category (a level in the Product dimension)
s Trading Area (a level in the Location dimension)

To approve the strategies, tactics, and scorecard, check the box next to the desired
category. Enter approval comments, if desired. Click the Approve custom menu to
approve. Commit the workbook changes.
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Next Steps

Figure 7-55 Approve Assortment Strategies, Tactics, and Scorecard View

~| Approve Assortment Strategies, Tactics and Scorecard R |
ER Location| Calendar 33 I EH Measure
L
[Trading Area 1]s[1st Qrtr, Fraon1]= Il EA Product

Baul e . -0 ¢ mExmA Pl
Approve Approval Approval Approver
Comments Date

CEREAL

Computer
Hair Care
Oral Care

ooooo

Television

Table 7-51 lists the measures available in this view.

Table 7-51 Approve Assortment Strategies, Tactics, and Scorecard Measures

Label

Approve

Approval Comments

Approval Date

Approver

Next Steps

After completing category planning, continue to the Assortment Rationalization @
Cluster Task.

7-46 Oracle Retail Category Management User Guide for the RPAS Fusion Client



8

Assortment Rationalization @ Cluster Task

This task enables a retailer to analyze their assortment, assign weights to attributes,
and calculate a score (ranking) that is systematically used to suggest additions and
deletions to the assortment.

Consumer insights are core to this task utilizing external market and consumer data.
This task also includes visibility to the retailer’s category versus competitors versus
the market place as a whole. (Examples of external market data providers include
Nielsen, Symphony IRI, Axciom, and FICO.)

The task assists users in analyzing their current assortments, determining the
appropriate market coverage, rationalizing (validation of necessary add, drop, and
keep) the assortment, and quantifying the assortment decision.

The task utilizes clustering (completed outside of the Category Management solution)
to ensure assortments are tailored to specific markets and primary consumer
segments. Stores are pre-clustered based upon similarity in target consumer profiles or
any other selected parameters. Clustering needs to be space-aware. Category
Management uses the space-aware clusters. Clusters need to have the relatively same
size planograms (POGs). Assortments are developed, rationalized, and finalized
across each store cluster, based on consumer segment or other attributes that drove the
store clustering. The following requirements at the cluster level:

= Assortment Rationalization is performed for a category of merchandise for one or
more clusters within one trading area.

= The workbook can be built for one or multiple categories for one trading area.

= All of the store-level key performance indicators (IPIs) are pre-aggregated to
cluster for the purpose of rationalization, so that each store within the cluster is
considered identical to the others.

Store-level visibility to metrics and store-level overrides of assortment decisions are
not allowed within this workbook.

The application takes advantage of a feed of category planning data to make category
role, strategies, tactics, and financial objectives visible to ensure the assortment aligns
back to the overall category-level objectives.

The application exports assortment data, including an item's final performance index
(IPI), that differs by store cluster and can be leveraged in downstream planning and
supply chain applications.

This task has the following steps:
»  Getting Started Step
= Like Item Mapping Step
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Create the Assortment Rationalization @ Cluster Workbook

= Market Coverage Evaluation Step
s Performance Analysis Step

s Consumer Assessment Step

s Market Assessment Step

= Pre-Rationalization Analysis Step
s Develop IPI Step

»  Assortment Finalization Step

= Assortment Quantification and Approval Step

Create the Assortment Rationalization @ Cluster Workbook

To create the workbook:

1. Select the New Workbook icon in the Assortment Rationalization @ Cluster
activity.

Figure 8—1 Assortment Rationalization @ Cluster Task

Category Management
= Planning

V [E)Assortment Rationalization @... | G5 5 =
Getting Started
Like Ttem Definition B
Market Coverage Evaluaton
Performance Analysis E
Consumer Assessment 5
Market Assessment I
Pre-Rationalization Analysis B
Develop IPT 5]
Assortment Finalization —

Assortment Quantification... B
b= [E]Assortment Rationalization @... j
> [E] catman Administration
>| [ cDT Editor

>| Administration
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Create the Assortment Rationalization @ Cluster Workbook

2. Select the calendar periods and move them to the Selected Periods box. Click Next.

Figure 8-2 Workbook Wizard Select Periods Page

Workbook Wizard

arc_clnd_wiz arc_prod_wiz arc_loc_wiz arc_csh_wiz

Select Periods

Available Items

visw v | | Dimension

| i @ @

i petsch

Lahel

L+ W 15t Qrtr, FY2011
1> o 4th Crtr, FY2011

Selected Periods

Selected Items

visw v ‘ | Dimension

| i O @8 | »

Lahel

§ Romovo
&4 Remove Al

Rows Selecked z

Use Draq and Drop ko add Avalsble Ttems ta Selected Ttems, use shift-click and Add for multiple selections, or Add Al for al items.

¥ synchronize Histarchies

Cancel | Previous | Next| Finish

3. Select the products and move them to the Selected Products box. Click Next.

Figure 8-3 Workbook Wizard Select Products Page

Workbook Wizard

(]

8 = @

arc_cnd_wiz arc_prod_wiz arc_loc_wiz arc_csh_wiz

Selec Products

Available Items

view + | +| Dimension | [Find... 3 @ ‘ i Detach
Label |
267140523425 BACK_TO_NTR_APPLE_CRISP_RTE_CRL_12_OUNCE =

v 287140523426 BACK_TO_NTR_OAT_SO0V_CRISF_RTE_CRL_11_OLN
297140524223 BACK_TO_NTR_GRML_TOTAL_TASTE_PRMS_GRNL_C
v 297140524225 BACK_TO_NTR_GRML_TOTAL_TASTE_PRMS_GRNL_C
297140524235 BACK_TO_NTR_GRML_GRML_CRL_13.5_OUNCE

v 297140524236 BACK_TO_NTR_GRML_TOTAL_TASTE_PRMS_GRNL_C
297140524237 BACK_TO_NTR_GRML_TOTAL_TASTE_PRMS_GRNL_C
+# 297140524235 BACK_TO_NTR_GRML_TOTAL_TASTE_PRMS_GRNL_C
v 297140524257 BACK_TO_NATURE_GRANOLA_GRANOLA_CEREAL_1S
298161642232 T, _ABRAHAMS_CRISPY_OS_RTE_CEREAL_5.5_OUN
298161642233 T._ABRAHAMS_CHOCOLATE_CRISPY_OS_RTE_CERE
298955722229 DR, _MCDOUGALLS_HOT_CEREAL_2.3_OUNCE

v 298955722322 DR._MCDOUGALLS_ALL_NATURAL_HOT_CEREAL_S.
298955722324 DR, _MCDOUGALLS_ALL_NATURAL_HOT_CEREAL_S.
3375772211 CTL_BR_DELICIOUS_GRANOLA_CEREAL_13_OLNCE
3375772212 CTL_BR_NATURAL_RTE_CEREAL_14_OUNCE
4514512223 ERTHS_BEST_WHL_GRN_RICE_BOX_BABY_CRL_5_0
5119022323 BOBS_RED_MILL_HOT_CEREAL_24_OUNCE
6522223331 POST_GRAPE_NUTS_TRATL_MI%_CRNCH_RTE_CRL

= 7066199229 NATURES_PATH_MILLET RICE_RTE_CEREAL_13.2

at |

=
=

Use Drag and Drop ko add Available Tkems to Selected Items, use shift-click and Add for multiple selections, or Add Al for all items.

¥ synchronize Hierarchies

Selected Products

Selected Items

visw v ‘ | Dimension

| i O @@ & »

Lahel

Q Remove
&8 Remave Al

Rows Selected 675 |

Cancel | Previous | Next| Einish
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Create the Assortment Rationalization @ Cluster Workbook

4. Select the locations and move them to the Selected Locations box. Click Next.

Figure 8—4 Workbook Wizard Select Locations Page

Workbook Wizard

Select Locations

g = 8 =

arc_cind_wiz arc_prod_wiz arc_loc_wiz arc_csh_wiz

Selected Locations

Available Ttems Selected Items
View = ‘ ~| Dimension | [Find. . 3 @ | S Detach View = | ~| Dimension | [Find... S 4 B % | »
Label Label
Store Cluster B
Store Cluster €
39 Add Al
@ Remove
& Remove Al
| Rowsselected 1| Rows Selected 1|

Use Drag and Drop to add Available Items to Selected Tkems, use shift-click and Add For multiple selections, or Add &ll for allitems,
¥ synchronize Hierarchies

Cancel | Previous | West | Einish

5. Select the versions and move them to the Selected Versions box. Click Finish.

Figure 8-5 Workbook Wizard Select Version Page

Workbook Wizard
arc_cind_wiz arc_prod_wiz arc_loc_wiz arc_csh_wiz

Select Version

Available Ttems

Selected Versions

Selected Items

View = ‘ | Dimension

| |Find... 3 @ | 4 Detach

View = | | Dimension
Label [

ot B8 % | »

Label

« Savvy Singles COT Yersion 5 |
« Getting By CDT version 1

« Getting By COT Yarsion 2

 Getting By CDT version 3

« Getting By COT Varsion 4

« Getting By CDT Yarsion 5

« Golden Years CDT Version 1

v Golden Years CDT Version 2

v Golden Years COT Version 3

v Golden Years CDT Version 4

v Golden Years COT Version 5

 Wealthy Elite COT Versian 1

« Wealthy Elite CDT Version 2

v Wealthy Elite CDT Version 3

o Waalthy Elite CDT Version 4

v Wealthy Elite CDT Version &

« Empty Naster CDT Version |

 Emply Nester CDT Version 2

« Empty Nester CDT Yersion 3

+ Emply Hester CDT Version 4 z

@ Remove
&R Remave Al

| Raws Selected

3 |

Use Drag and Drop to add Available Items to Selected Tkems, use shift-click and Add For multiple selections, or Add &ll for allitems,
¥ synchronize Hierarchies

Cancel | Previous | Hext | Einish
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Getting Started Step

The workbook is created.

Getting Started Step

This step has the following views:

s Review Category Roles View

»  Category Scorecard View

= Sub-Category Strategies View

= Sub-Category Tactics View

s Review Consumer Segments View
»  Decision Trees View

= Review and Plan Sales View

»  Getting Started - Key Take Aways View

Review Category Roles View

Use this view to review the approved roles of a category in a trading area as defined in
category planning.

Figure 8—6 Review Category Roles View

| 1. Review Category Roles v £
ER cCalendar| Location I Bl  Measure
M
11/10/2012 | =[ Trading Area 1]» r@ Product
-
Bla | & | (Ao ~ & & HmEm @ el

Histaric Role Approved Historic Role Approved
Assigned QOverride Role | Assigned COwerride Rale
{Model &) (Model &) {Model B) {Model B)

CEREAL

Table 8-1 lists the measures available in this view.

Table 8—1 Review Category Roles Measures
Label
Historic Role Assigned (Model A)
Approved Override Role (Model A)
Historic Role Assigned (Model B)
Approved Override Role (Model B)
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Getting Started Step

Category Scorecard View

Use his view to review a summary of the key measures that determine the go-forward
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category strategy.

Figure 8-7 Category Scorecard View

~| 2. Category Scorecard > v f
FH  Product| Location| Calendar| EH  Metric Yersion
[CEREAL =[Trading Area 1 =[4th Qrtr, FY2011]s EA  Measure
S
Bauw e F. -5 ¢ BEams A
LY Target Watiance
Retention Level 0.0 % 0.0 % -100.0 % =
Purchase Frequency 0.0 % 0.0 % -100.0 %
Penetration 0.0 % 0.0 % -100.0 %
Lioyalky 0.0 % 0.0 % -100.0 %
Percent Share of Department 0.0 % 0.0 % -100.0 %
Percent Share of Trading Area 0.0 % 0.0 % -100.0 %
_ateqgory Dollars 10,167, 26K 0.00K -0, 10K
Cateqgory Units o] a -100
Growth 0.0 % 0.0 % -100.0 %
Sales per Square Fook per week, 0. 00K 0.00K -1.30K =
Gross Profic 10,167,286k 10,100,536k -0.08k
Gross Margin percentage 100.0 % 0.0 % -100.0 %
Gaross Profic per Square Fook per Week, 0. 00K 0.00K -1.30K
Sales 0.00K 0.00K -1.30K
Sales Units 1] 1] -1,300 -

Table 8-2 lists the measures available in this view.

Table 8-2 Category Scorecard Measures

Label

Retention Level

Purchase Frequency

Penetration

Loyalty

Percent Share of Department

Percent Share of Trading Area

Category Dollars

Category Units

Growth

Sales per Square Foot per Week

Gross Profit

Gross Profit percentage

Gross Profit per Square Foot per Week

Sales

Sales Units

Percent of Gross Profit

Days of Supply

Inventory Dollars

Inventory Turns

Gross Profit Return on Investment




Getting Started Step

Table 8-2 (Cont.) Category Scorecard Measures

Label

Gross Profit Return on Space

Service Levels

Sub-Category Strategies View

Use this view to review the approved overall strategy for a sub-category as defined in

Category Planning.

Figure 8-8 Sub-Category Strategies View

v ¥ K

~| 3. Sub-Category Strategies ¥
Location I EH  Measure
Li
[ s - T
a

o 4 HBEsmE A

B | e | [Frd.

Assigned
Role

Rehab
Rehab
Rehab

BAG
BOX
COMYENIEMNCE

WP Skrategy

Table 8-3 lists the measures available in this view.

Table 8-3 Sub-Category Strategies Measures

Label

Assigned Role

WP Strategy

Assortment Rationalization @ Cluster Task 8-7



Getting Started Step

Sub-Category Tactics View

Use this view to review the approved sub-category tactics as defined in Category
Planning.

Figure 8-9 Sub-Category Tactics View

~| 4. Sub-Category Tactics > ¢

A Product| Location| Measure | B Tactc
,m «[Trading Area L »[Current Plan Tactic |- F@ Linzar Murnber
=T
Baw b M. -3¢ DBEC@ANW
Assortrnent Inventory Pricing Promaktion Space
o1 95% market  95% sefvicel Match Avoid Io’w Place’ mare
0z ‘Wide varieky Improve Do not Avoid Allocate
03 High Ensure Maintainor  Select items  Awvoid stock
04 Quality PL - Back haul ko Feature Maintain 95%
03 Driver items Ensure
13} Increase #
o7
05
o3
10

Table 8—4 lists the measure available in this view.

Table 84 Sub-Category Tactics Measure
Label

Current Plan Tactic

Review Consumer Segments View

Use this view to review the customer segments.
Figure 8-10 Review Consumer Segments View

~| 5. Review Consumer Segments

[ Location| Calendar P B Measure
L
Clusters, =[11012/2001 ] [[E8  Consumer Segment
[~

Baw & | - 0 mEc@E@ W

Consumer Consumer

Segment Segment

Distribution Status
Soccer Maom 0.0%
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Getting Started Step

Table 8-5 lists the measures available in this view.

Table 8-5 Consumer Segments Measures

Label

Consumer Segment Distribution

Consumer Segment Status

Decision Trees View
Use this view to view the available CDT version.

Figure 8-11 Decision Trees View

v v &

| b. Decision Trees
A Product| Location I EH  Consumer Segment
[CERERL [Tradng fran 1] [ Mesure

ar
Blawm | e [Fd ~ % & WMEcomANA

Soccer Mom CDT Version 1

Temp. COT slat position. cdteereals_s1_werl.xmi{2012-10-16--11-44-52)

Table 8-6 lists the measure available in this view.

Table 8-6 Decision Trees Measure

Label
Current CDT Version
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Getting Started Step

Review and Plan Sales View

Use this view to review and plan sales. There is a custom menu available called Seed
Sales. It works much the same as the Seed Sales custom menu in Category Planning.
To use, select the desired data source in the Seed Source column. The choices are No
Action, Forecast, and Last Year. Use the Seed Sales custom menu. The appropriate
values are copied into the Sales and Sales Units columns.

Populating the Forecast Sales and Forecast Sales Units measures is done by running
the embedded forecast. See the Oracle Retail Category Management Implementation Guide
for more information on this batch operation.

Figure 8-12 Review and Plan Sales View

~| 7. Review and Plan Sales > ¥ f
B Product| Location P 1B Measure
[3375772211 CTL_BR_DELICIOUS_GRANDLA_CEREAL_13_OUNCE | =[ 1000 Charlotte |+ |: EA Ca\endar;r
Bla || . -3 4 | mEs=EANA
Farecast Farecast LY Sales L% Sales Units | Seed Saurce Sales Sales Units | Gross Margin Profit
Sales Sales Units Retai Revenue
‘week [ Label ] |
11/12}2011 §0,0K 0 §0,0K 0 ha Ackion §0,0K 0 0.0% §0,0K
11/19/2011 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
11)26/2011 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
12}3{2011 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
12/10/2011 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
12]17/2011 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
12}74/2011 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
12}31/2011 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
172012 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
1142012 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
1jz1z012 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
1j28{z012 §0,0K 0 § 0,0 0 Mo Ackion §0,0K 0 0.0% §0,0K
2j4fz012 $0,0K 0 § 0,0 0 Mo Ackion § 0,08 0 0.0% $0,0K

Table 8-7 lists the measures available in this view.

Table 8-7 Review and Plan Sales Measures
Label

Forecast Sales

Forecast Sales Units
LY Sales Retail
LY Sales Units

Seed Source

Sales Revenue

Sales Units

Gross Profit

Profit
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Like ltem Mapping Step

Getting Started - Key Take Aways View

Use this view to enter any pertinent notes for the Getting Started task.

Figure 8-13 Key Take Aways - Getting Started View

~| 8. Key Take Aways - Getting Started > ¢
R Product| Calendar I EH Measure
[CEreAL - [#h o, Franti]- 6B Locaiion

—~
Baw b M. -3¢ DBEE@AEW

Key Take Away - Getting Started
Trading Area 1

Table 8-8 lists the measure available in this view.

Table 8-8 Key Take Aways - Getting Started Measure
Label

Key Take Away - Getting Started

Like Item Mapping Step

Occasionally, new items may need to be included in the rationalization and
optimization routines. These placeholder items may be identified by using this
workbook. For a forecast to be generated, the workbook also facilitates the mapping
history from one item to another. After identified and mapped to a like item, a new
item may be included in the assortment rationalization and optimization routines.

The category manager can define which existing items have the most similar sales
characteristics.

This step has the following views:

= Retail Like Item Mapping View

= Market Like Item Mapping View

»  Attribute Like Item Mapping View

»  Key Take Aways - Like Item Mapping View

At any point in this step, you can calculate the like item effects. Use the Seeding
Likeitems custom menu. This copies sales, sales units, profit, andattribute information
from the item's like items to the item itself.
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Like ltem Mapping Step

Retail Like Item Mapping View

Use this view to define like items for the retailer.

Figure 8—14 Retail Like Item Mapping View

~| 1. Retail Like Item Definition > ¢
[ Location P ER  measure
[Ciostera ]« F@ Product
=T
Baw b M. -3¢ DEC@AEW
Retail History | Retail Hiskary | Retail History
Likeitem Likeitem Likeitem Mask.
Produck Product
Adjustment
Ratio

337SFT2R1L 100.0 % ] ﬂ

33TEVTEZLE 100.0 % D

4514512223 100.0 % ]

5119022323 100.0 % O

0922223331 100.0 % ]

FOBE199229 100.0 % D

201842422322 100.0 % ]

201842422323 100.0 % O

201842422524 100.0 % ]

201842422325 100.0 % D

201842422326 100.0 % ] -

Table 8-9 lists the measures available in this view.

Table 8-9 Retail Like ltem Mapping Measures
Label

Retail History Likeitem Product

Retail History Likeitem Product Adjustment Ratio

Retail History Likeitem Mask

Market Like ltem Mapping View

Use this view to define like items for the market.

Figure 8—15 Market Like Item Mapping View

~| 2. Market Like Item Definition ¢ F
ER  Location I E]  Measure
L
[ e 1] EETT
a
" .1 A
Blaw | & [Fod. *3 ¢ mEs@ANAE
Market IMarket Market
Higkary Histaory Hiskary
Likgitem Likeitem Likgitem Mask,
Product Product:
Adjustment
Ratio
IIFEITEELL 201542422 . 50,0 % D il
JFFEITEZIZ 201842422 . 100.0 % D
4514512223 207863822 . 100.0 % O
5119022323 100.0 % O
BSEZEEFEIL 100.0 % D
FO66199229 100.0 % D
201842422322 100.0 % O
201842422523 100.0 % O
201542422524 100.0 % D
201842422525 100.0 %% D h
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Like ltem Mapping Step

Table 8-10 lists the measures available in this view.

Table 8-10 Market Like Item Mapping Measures
Label

Market History Likeitem Product

Market History Likeitem Product Adjustment Ratio

Market History Likeitem Mask

Attribute Like ltem Mapping View

Use this view to define attributes for like items.

Figure 8—16 Attribute Like Item Mapping View

~| 3. Attribute Like Item Definition v ¢ K
B ‘@ [Measure
M
’—m Product
—a
Bl e | Fd ~ % ¢ BMEoomANN
Attribute Attribute

Likeitem Likeitem Mask

3375772211
3375FFEIZ
4514512223
5119022323
6522223331
FOEG199229
201842422322
201842422323
201842422324
201542422325
201842422326
207663622223

noooooooooonod

Table 8-11 lists the measures available in this view.

Table 8—11 Attribute Like Iltem Mapping Measures
Label

Attribute Likeitem

Attribute Likeitem Mask
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Market Coverage Evaluation Step

Key Take Aways - Like Iltem Mapping View

Use this view to enter any pertinent notes for the Like Item task.

Figure 8-17 Key Take Aways - Like Item Mapping View

~| 4. Key Take Aways - LIke Item Definition > ¥ F
ER  Product| Calendar I B  Measure
[ErEAL |«[#th orir, Fraoil = EA  Location
.

Ba | e | [F. -3 4 EmEsEmAEN

Key Take Away - Like Tkem Definition
Trading Area 1

Table 8-12 lists the measure available in this view.

Table 8-12 Key Take Aways - Like Item Mapping Measure
Label

Key Take Away - Like Item Definition

Market Coverage Evaluation Step

Use this step to evaluate market coverage for each category by store cluster based on

the standard hierarchy and/or by CDTs.

This step has the following views:

= Set Category Breakpoints View

= Set Sub-Category Breakpoints View

n  Select Key Metric View

= Fragmentation Analysis (Retailer) View

s Contribution Analysis (Retailer) View

= Proliferation Analysis (Retailer) View

»  Fragmentation Analysis (Market) View

s Contribution Analysis (Market) View

= Proliferation Analysis (Market) View

= Accumulation Ranking Report (Market) View
»  Key Take Aways - Market Coverage View

The first three views provide the ability to set parameters used in fragmentation
analysis. At any point after the information in these first three views are set, you can
perform fragmentation analysis. This is done by using the Fragmentation Analysis

custom menu.
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Market Coverage Evaluation Step

The results of the fragmentation analysis populate the measures available in the
following views: Fragmentation Analysis (both Market and Retailer), Contribution
Analysis (Market and Retailer), Proliferation Analysis (Market and Retailer), and
Accumulative Ranking Report (Market and Retailer).

Set Category Breakpoints View

Use this view to set the category breakpoints.

Figure 8—18 Set Category Breakpoints View

~| 1. Set Category Breakpoints v ¢ &

R Product |@ Measure
L
[CErEaL] (B8 BreskPaints
&
Bla || . -3 4 | mEs=EA WA
Fragmentation Contribution
Analysis Analysis

Breakpaints | Breakpaints

S0% S0.0% S0.0 %

5% 75.0% 5.0 %
80% 80.0% a0.0 %
85% 85.0% a5.0 %
Q0% 90,0 % Q0.0 %
95% 95.0% 95.0 %
9% 99.0% 99.0 %
Wif_1 100.0 % 100.0 %
if _2 100.0 % 100.0 %
Wif 3 100.0 % 100.0 %

Table 8-13 lists the measures available in this view.

Table 8-13 Set Category Breakpoints Measures

Label

Fragmentation Analysis Breakpoints

Contribution Analysis Breakpoints
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Market Coverage Evaluation Step

Set Sub-Category Breakpoints View

Use this view to set the sub-category breakpoints.

Figure 8-19 Set Sub-Category Breakpoints View

~| 2. Set Sub-Category Breakpoints - v F
ER Product P I Bl Measure
BaG | Ef  BreakPaints
.

Em Y Find...

- 4 EEEmA WA

Fragmentation Caontribution

Analysis
EBreakpaints
50.0 %
75.0 %
80.0 %
85.0 %
90,0 %
95.0 %
99,0 %
100.0 %
100.0 %
100.0 %

Analysis
EBreakpoints
50.0 %
75.0 %
80,0 %
85.0 %
90,0 %
95.0 %
99,0 %
100.0 %
100.0 %
100.0 %

Table 8-14 lists the measures available in this view.

Table 8-14 Set Sub-Category Breakpoints Measures

Label

Fragmentation Analysis Breakpoints

Contribution Analysis Breakpoints

Select Key Metric View
Use this view to set the key metrics for retailer and market data analysis. Selections
made here are used in fragmentation analysis as the basis of its calculation.

Figure 8-20 Select Key Metric View

w| 3. Select Key Metric

-

ER |E IMeasure
L
elc:
a
Blawm e [Fro. ~ P ¢ DEoomANN
ey Metric Key Mebric
({Retailer {Market Data
Data Analysis)
Analysis)
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Market Coverage Evaluation Step

Table 8-15 lists the measures available in this view.

Table 8-15 Select Key Metric Measures

Label

Key Metric (Retailer Data Analysis)

Key Metric (Market Data Analysis)

Fragmentation Analysis (Retailer) View

Use this view to analyze the percentage of the SKUs that represent certain pre-defined
breakpoints of sales dollars of the retailer’s sales data.

Figure 8-21 Fragmentation Analysis (Retailer) View

~| 4. Fragmentation Analysis (Retailer)

-

Location » N I EH  BreakPoints| Measure
[Clastera ]« |t ER  Product
.
L= [ R ~ 3 ¢ HWMEsmA NN
S0%: T5%% 0% 5%

Cuuankity # Ikems Cuantity # Ikems Cuantity # Items Quantity # Ikems Cuuankity
337SFT2R1L 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0 °aﬂ
33TEVF2R12 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
4514512223 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
5119022323 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
0922223331 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
FOA6199229 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
201842422322 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
201842422323 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
201842422524 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
201842422325 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
201842422320 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
207363022223 0.0 % o] 0.0 % o] 0.0 % a 0.0 % a 0.0%
207363022225 I 0.0 % o] 0.0 % DI 0.0 % a 0.0 % a D.D_°ill

4 3

Table 8-16 lists the measures available in this view.

Table 8-16 Fragmentation Analysis (Retailer) Measures

Label

Quantity

# Items
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Market Coverage Evaluation Step

Contribution Analysis (Retailer) View

Use this view to analyze the ranked list of SKUs within each level of aggregation that
represent breakpoints based on SKU-count instead of sales dollars.

Figure 8-22 Contribution Analysis (Retailer) View

~| 5. Contribution Analysis (Retailer) > &
[  Location 33 I[ER  BreakParts| Measure
[Shastera]- Product
=
Baw e . -3¢ SBEs@mAEA
S0%: 5% B0%: 85%:

Sales # Thems Sales # Items Sales # Trems Sales # Ttems Sales
3IFEFT221L 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0 Qﬂ
3IFEFTEZIZ 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
4514512223 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
5119022323 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
8522223331 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
7066199229 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
201842422322 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
2018424223523 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
2018424223524 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
201842422325 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
201842422326 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
207863822223 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 0.0%
207863822225 0.0 % a 0.0 % o] 0.0 % o] 0.0% a 009
HHHHHHHHHHHH G ) o 1 . . . . Hﬂ_l

Table 8-17 lists the measures available in this view.

Table 8-17 Contribution Analysis (Retailer) Measures
Label

Sales

# Items

Proliferation Analysis (Retailer) View

Use this view to analyze the cumulative contribution for the retailer. This information
is best displayed as a pareto chart.

Figure 8-23 Proliferation Analysis (Retailer) View

~| 6. Proliferation Analysis (Retailer) v ¢ &
B Location P BB Measure
- F@ F‘rnclucl:A
i = ~ & & BMEomANAd
Cumnulative | Cumulative
Quantity @ | Quantity @
Category Sub-
Category
FITEITEELL 0.00 0.00 ﬂ
JITEFTEELE 0.00 0.00
4514512223 0.00 0.00
SL190Z22323 0.00 0.00
BSZEZZ3E31 0.00 0.00
FO66199229 0.00 0.00
201842422322 0.00 0.00
201842422323 0.00 0.00
201842422324 0.00 0.00
201842422325 0.00 0.00
201842422326 0.00 0.00
207863822223 0.00 0.00
N7EA3AZZZZS .00 .00 =
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Market Coverage Evaluation Step

Table 8-18 lists the measures available in this view.

Table 8-18 Proliferation Analysis (Retailer) Measures
Label

Cumulative Quantity @ Category

Cumulative Quantity @ Sub-Category

Accumulation Ranking Report (Retailer) View

Use this view to create an accumulation ranking report for the retailer.

Figure 8-24 Accumulation Ranking Report (Retailer) View

~| 7. Accumulative Ranking Report {Retailer) v ¢ F
[ Location Y BB measue
[Siostera ] F ER  Product
a
Blaw & Fd -3 4 mErmA A
Sales Rank @ Sub- Rank @ Cumulative | Cumulative
Revenue Category Cakegory Cuantity @ Cuuankiby @
Sub- Category
Category

IIFEFTEI $0.0K 0 a 0.00 0.00 ﬂ

3IFEFFE2IZ $0.0K 0 a 0.00 0.00

4514512223 $0.0K 0 a 0.00 0.00

S119022323 $0.0K 0 a 0.00 0.00

522223331 $0.0K 0 a 0.00 0.00

FO66199229 $0.0K 0 a 0.00 0.00

201842422322 $0.0K 0 a 0.00 0.00

201842422323 $0.0K 0 a 0.00 0.00

201842422324 $0.0K 0 a 0.00 0.00

201842422325 $0.0K 0 a 0.00 0.00

201842422326 $0.0K 0 a 0.00 0.00

2078630822223 $0.0K 0 a 0.00 0.00

7R L0k n 0 n.nn .00 s

Table 8-19 lists the measures available in this view.

Table 8-19 Accumulation Ranking Report (Retailer) Measures

Label

Sales Revenue

Rank @ Sub-Category

Rank @ Category

Cumulative Quantity @ Category

Cumulative Quantity @ Sub-Category
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Market Coverage Evaluation Step

Fragmentation Analysis (Market) View

Use this view to analyze the percentage of the SKUs that represent certain pre-defined
breakpoints of sales dollars of the market sales data.

Figure 8-25 Fragmentation Analysis (Market) View

~| 8. Fragmentation Analysis {Market) > v f
EH  Location I EH  FEreakPoints | Measure
[Fradrngreat]- (E Frodu X
Baw b Fe. -3 ¢ (BE0@ AW
S0% 7% 0% 5% 1
Market Sales # Tkems Market Sales # Therns Market Sales # Ttems Matket Sales # Ttems Market Sale:
337EFT2211 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0 %ﬂ
3375FF212 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0 %
4514512223 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
5119022323 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
BE22223331 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
FO66199229 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
201842422322 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
201842422323 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
201842422324 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
201842422325 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
201842422326 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
207863822223 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
207863822225 0.0 % o] 0.0 % 1) 0.0 % a 0.0% 0 0.0%
ﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂ 7 . o 1 . . . . ”_']_I

Table 8-20 lists the measures available in this view.

Table 8-20 Fragmentation Analysis (Market) Measures
Label

Market Sales

# Items

Contribution Analysis (Market) View

Use this view to analyze the ranked list of SKUs within each level of aggregation that
represent breakpoints based on SKU-count instead of sales dollars, but using market
data.

Figure 8-26 Contribution Analysis (Market) View

~| 9. Contribution Analysis (Market) v ¢ F
[ Location I EH  EBreakPoints| Measure
. (B produe
N
Bla | & | [Fo. ~ 3 ¢ DmEsxmANR
S0%: 5% B0%: 83%: |
Market Sales # Ikems Market Sales # Items Market Sales # Items Market Sales # Ttems Market Sale
JITETTEZLL 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 009~
IATETTEZIE 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
4514512223 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
SL19022323 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
BEZZEZFEI1 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
FOGG199229 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
2015424223522 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
201542422323 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
201542422524 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
201542422325 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a 0.0%
2015424223526 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a
Z0TEE3E2Z223 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a
Z0TEE3822225 0.0% 0 0.0 % o] 0.0 % 1) 0.0 % a
............ J e - s - P - e -
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Market Coverage Evaluation Step

Table 8-21 lists the measures available in this view.

Table 8-21 Contribution Analysis (Market) Measures
Label
Market Sales

# Items

Proliferation Analysis (Market) View

Use this view to analyze the cumulative contribution for the retailer. A forecast is not
available. This information is best displayed as a pareto chart.

Figure 8-27 Proliferation Analysis (Market) View

~| 10. Proliferation Analysis {Markelt) v ¥ F
Location = Measure|
[Fradngareai]s (B produe
A
Bl | e | [Fro o 4 HBEsmE A
Cumnulabive | Cumulative
Market Market
Quantity @ | Quantity @
Sub- Category
Category
FITEITEELL 0.00 0.00 ﬂ
JITEFTEELE 0.00 0.00
4514512223 0.00 0.00
SL190Z22323 0.00 0.00
BSZEZZ3E31 0.00 0.00
FO66199229 0.00 0.00
201842422322 0.00 0.00
201842422323 0.00 0.00
201842422324 0.00 0.00
201842422325 0.00 0.00
201842422326 0.00 0.00
2078635: 3 0.00 0.00 T

Table 8-22 lists the measures available in this view.

Table 8-22 Proliferation Analysis (Market) Measures
Label

Cumulative Market Quantity @ Sub-Category

Cumulative Market Quantity @ Category
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Market Coverage Evaluation Step

Accumulation Ranking Report (Market) View

Use this view to create an accumulation ranking report for the market.

Figure 8-28 Accumulation Ranking Report (Market) View

| 11. Accumulative Ranking Report {Market)

ER  Location I Bl Measure
[Tvading Area 1]- EA  Product
w
Bl | & | [md. -3 ¢ EBEs=A MR
Rank Rank. Cumulative  Cumulative
(Market) @ (Market) @ Market Market
Sub- Category Quantiby @ Quantity @
Category Sub- Category
Category
FIFRITEZLL o o 0.00 0.00 ﬂ
FIFETTEZIZ o o 0.00 0.00
4514512223 o o 0.00 0.00
5119022323 o o 0.00 0.00
6522223331 o o 0.00 0.00
JO0R6199229 o o 0.00 0.00
2015424223522 o o 0.00 0.00
2015424223523 o o 0.00 0.00
2015424223524 o o 0.00 0.00
2015424223525 o o 0.00 0.00
2015424223526 o o 0.00 0.00
ZO07B63822223 o o 0.00 0.00 -
Table 8-23 lists the measures available in this view.
Table 8-23 Accumulation Ranking Report (Market) Measures
Label
Rank (Market) @ Sub-Category
Rank (Market) @ Category
Cumulative Market Quantity @ Sub-Category
Cumulative Market Quantity @ Category
Key Take Aways - Market Coverage View
Use this view to enter any pertinent notes for the Market Coverage task.
Figure 8-29 Key Take Aways - Market Coverage View
~| 12. Key Take Aways - Market Coverage - ¢ K
ER  calendar| Produck I E  Measure
4th Grtr, FYz011 - . |: EA  Location
s

B | e | Fo - 4 BEmANR

Key Take Away - Market Coverage Evalkuation
Trading Area 1
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Performance Analysis Step

Table 8-24 lists the measure available in this view.

Table 8-24 Key Take Aways - Market Coverage Measure
Label

Key Take Away - Market Coverage Evaluation

Performance Analysis Step

Use this step to analyze the performance of the category based on historical sales and
forecast, if available.

This step has the following views:

= Segment Sales & Product Productivity Analysis View
= Net Margin Analysis View

s Quadrant Analysis - Sales $ / Units View

s Quadrant Analysis - Profit / Sales Sq. Ft. View

s Quadrant Analysis - GM% / Turns View

s Quadrant Analysis - GM% / Sales View

»  Key Take Aways - Performance Analysis View

Segment Sales & Product Productivity Analysis View

Use this view to analyze the contribution of sales and profits from each sub-category
to the category total.

Figure 8-30 Segment Sales & Product Productivity View

~| 1. Segment Sales & Profit Productivity Analysis v ¢ F
[ Location| Calendar > M I E]  Measure
L
1000 Charlatte | [ 11/12/2001 |« l ER  Product
P
= o
Bl | e | [Fd ~ 3 4 mEsma el
Current Plan | Segment %% Segment %o Avg. Sales | Segment % Sales Awg. Profit Profit
Strategy Share of Share of per Item Share of Productivity per Ikem Productivity
Cateqory Category Category Index Index
Trems Sales Profit

3375772211
3375772212
4514512223
5119022323
8522223331
7066199229
201842422322
201842422323
201842422324
201842422325
201842422326
207863622223
207863622225

Table 8-25 lists the measures available in this view.

Table 8-25 Segment Sales & Product Productivity Measures
Label

Current Plan Strategy

Segment % Share of Category Items
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Performance Analysis Step

Table 8-25 (Cont) Segment Sales & Product Productivity Measures

Label

Segment % Share of Category Sales

Avg. Sales per Item

Segment % Share of Category Profit

Sales Revenue

Sales Productivity Index

Avg. Profit per Item

Profit Productivity Index

Net Margin Analysis View

Use this view to analyze the performance of the net margin based on historical sales

and forecast.

Figure 8-31 Net Margin Analysis View

v| 2. Net Margin Analysis v ¢ F
[ Location P IER  mMeasure
[Clastera ]« F@ Product
P
Blaw & [Frd -3 4 mEyrmaWd
Gross Profit | Gross Profit LY Sales Fromational Markdown Markdowns | Freight Costs | Met Margin
% Retail Sales Allowance Motes

33TSFTZELL + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K ﬂ

33TEVTEZLE + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

4514512223 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

S119022323 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

BIZEZZ23331 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

FOBE199229 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

201842422322 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

201842422323 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

201842422524 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

201842422325 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

201842422328 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

Z07A63822223 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K

207363822225 + 0.0K 0.0 % $ 0.0K $0.0K % 0.0K $ 0.0K $ 0.0K -

N Jq T - o o - o o | LI_I

Table 8-26 lists the measures available in this view.

Table 8-26 Net Margin Analysis Measures

Label

Gross Profit

Gross Profit %

LY Sales Retail

Promotional Sales

Payment Terms

Markdown Allowance

Markdowns

Freight Cost

Net Margin Notes
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Performance Analysis Step

Quadrant Analysis - Sales $ / Units View
Use this view to analyze sales dollars and units. This information is best displayed as a

bubble chart.

Figure 8-32 Quadrant Analysis - Sales $ / Units View

~| 3. Quadrant Analysis - Sales $ / Units v & K
EH  Location| Calendar P B8 Measure
1008 chatote - [Tz e Produ
[
Blaw ol F. -3 ¢ (BE0@EO YW
Sales Sales Units | Gross Margin
Revenue

337FEFF2 $0.0K a 0.0 % ﬂ

33FEFFI2Z2 $0.0K a 0.0 %

4514512223 $0.0K a 0.0 %

5119022323 $0.0K a 0.0 %

B522223331 $0.0K a 0.0 %

FO6A199229 $0.0K a 0.0 %

201842422322 $0.0K a 0.0 %

201842422323 $0.0K a 0.0 %

201842422324 $0.0K a 0.0 %

201842422325 $0.0K a 0.0 %

201842422326 $0.0K a 0.0 %

207B63822223 $0.0K a 0.0 %

207863822225 $0.0K a 0.0 %

207B63822226 $0.0K a 0.0 % -

P

Table 8-27 lists the measures available in this view.

Table 8-27 Quadrant Analysis - Sales $ / Units Measures

Label

Sales Revenue

Sales Units

Gross Profit

Quadrant Analysis - Profit / Sales Sq. Ft. View

Use this view to analyze profit and sales per square foot. This information is best
displayed as a bubble chart.

Figure 8-33 Quadrant Analysis - Profit / Sales Sq. Ft View

~| 4. Quadrant Analysis - Profit / Sales Sq. Ft. v ¢ K
A Location | Calendar F) I EH  Measure
o
Trading Area 1 -- l EA  Product
a

Baul e

Find...

S 4 EBEcmE W

CEREAL

Profit

§-762.4K

$0.6¢

Sales Units

1,113,788
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Performance Analysis Step

Table 8-28 lists the measures available in this view.

Table 8-28 Quadrant Analysis - Profit / Sales Sq. Ft Measures

Label

Profit

Sls/sq. ft /week Retail

Sales Units

Quadrant Analysis - GM% / Turns View
Use this view to analyze gross margin percent and turns. This information is best
displayed as a bubble chart.

Figure 8-34 Quadrant Analysis - GM% / Turns View

v ¢ K

~| 5. Quadrant Analysis - GM% / Turns ¥ K
[ Location| Calendar >N [E  measue
L
Trading frea 1 «[11/12/2011 ] Il B Product |
Blaw | e [Fro ~ P ¢ DMEohmANN

Gross Margin | CP Inventory | Sales Units
Turns

CEREAL 60,3 % DY 1,113,768

Table 8-29 lists the measures available in this view.

Table 8-29 Quadrant Analysis - GM% / Turns Measures
Label

Gross Margin

CP Inventory Turns

Sales Units
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Performance Analysis Step

Quadrant Analysis - GM% / Sales View

Use this view to analyze gross profit percent and sales. This information is best
displayed as a bubble chart.

Figure 8-35 Quadrant Analysis - GM% / Sales View

+| 6. Quadrant Analysis - GM%o / Sales v ¢ &
[ Location| Calendar P BB Measure

1000 Charlotte « [11/12/2011 | l:@ Froduct

e
Blaw | e | [ -3 4 mEs@A N
Gross Margin | Sales Units Sales
Revenue

3375772211 0.0 % u] $0.0K ﬂ

3375772212 0.0 % u] $0.0K

4514512223 0.0 % u] $0.0K

5119022323 0.0 % u] $0.0K

BE2Z223331 0.0 % u] $0.0K

FO66199229 0.0 % u] $0.0K

201842422322 0.0 % u] $0.0K

201842422323 0.0 % u] $0.0K

201842422324 0.0 % u] $0.0K

201842422325 0.0 % u] $0.0K

201842422326 0.0 % u] $0.0K

207863822223 0.0 % u] $0.0K

207863822225 0.0 % u] $0.0K

207863822226 0.0 % u] $0.0K -

Table 8-30 lists the measures available in this view.

Table 8-30 Quadrant Analysis - GM% / Sales Measures
Label

Gross Profit

Sales Units

Sales Revenue
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Consumer Assessment Step

Key Take Aways - Performance Analysis View

Use this view to enter any pertinent notes for the Performance Analysis task.

Figure 8-36 Key Take Aways - Performance Analysis View

~| 7. Key Take Aways - Performance Analysis > ¥ f
[l Product| Calendar I EH Measure
L
CEREAL +[th rir, Frzoll |« [|E8 Location
-
Bam b . -3¢ DBEE@A N
Key Take Away - Performance Analysis
Trading Area 1

Table 8-31 lists the measure available in this view.

Table 8-31 Key Take Aways - Performance Analysis Measure
Label

Key Take Away - Performance Analysis

Consumer Assessment Step

Use this step to analyze the category with respect to consumer behavior. The data
source for this analysis is Household Panel data.

This step has the following views:

s Purchase Behavior Analysis View

= Retail Channel Share Analysis View

»  Target Consumer Segment Analysis View
= Buyer Conversion Analysis view

= Top Shopper Analysis View

= Consumer Loyalty Analytics View

s Key Take Aways - Consumer Assessment View
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Consumer Assessment Step

Purchase Behavior Analysis View

Use this view to analyze the contribution of sales and profits from each sub-category
to the category total.

Figure 8-37 Purchase Behavior Analysis View

~| 1. Purchase Behavior Analysis - &
EH  Location = Measure |
[Frading frea 1]- e proaet| |
Bl | & | . ~ & & BEmAENW
Item Item & per Itern Trips Item §per | % Item $ on
Penetration | Item Buyer per Item Ttem Trip Deal
Buryer

IIFEITEELL 90,0 % 213 182.5 32,97 47.0 % ﬂ

JITEITEELE 83,0 % 55,75 110.6 ZE.TE 44.0 %

4514512225 93.0 % 742 75.9 27,74 39.0 %

S11902E3235 70.0 % 24,21 150.3 32,59 G1.0 %

BSEZEEFEIL 49.0 % 42,14 162.4 21,70 80,0 %

FOG6199229 770 % 38,40 60,1 37.55 17.0 %

201542422522 11.0 % 32.57 g4.2 33,63 45,0 %

201542422523 50,0 % 34,75 6.4 2721 61.0 %

201542422524 B2.0 % 11.84 17z.0 29,10 83,0 %

201542422525 19.0 % TG 49.0 34,71 43,0 %

201542422528 32.0 % 99,58 85.9 27,79 38,0 %

Z07EE382EEET 80,0 % 3,97 157.7 30,76 F3.0%

Z07EE382EEET 79.0 % 19.39 51.7 35,96 52,0 % -

Table 8-32 lists the measures available in this view.

Table 8-32 Purchase Behavior Analysis Measures
Label

Item Penetration

Item $ per Item Buyer

Item Trips per Item Buyer

Item $ per Item Trip

% Item $ on Deal
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Consumer Assessment Step

Retail Channel Share Analysis View

Use this view to analyze what percentage of sales happened through the various
channels available in the market.

Figure 8-38 Retail Channel Share Analysis View

| Z. Retail Channel Share Analysis v ¢ &
A Location |  Measure P I EH  Retail Segment

Trading Area 1 -- |: ER  Produck

.
e e T e -8 ¢ HWEsE@A A
All Other Conwenience/¢ Dallar Stores Drug Grocery Mass Merch Super- Warehouse
Channels Wikhouk Centers Club
Supers

337EFT2E11 0.0% 79.0 % 0.0 % 85.0% 93.0 % 0.0 % 93.0 % 0.0 % ﬂ

337EFF2R12 0.0% 28.0 % 0.0 % 12.0% 92.0 % 0.0 % 59.0 % 0.0 %

4514512223 0.0% 65,0 % 0.0 % 96,0 % 27.0 % 0.0 % 6.0 % 0.0 %

5119022323 0.0% 42,0 % 0.0 % 95.0 % 73.0 % 0.0 % 26,0 % 0.0 %

BS22223331 0.0% 50.0 % 0.0 % 12.0% 93.0 % 0.0 % 68,0 % 0.0 %

FOG6199220 0.0% 98.0 % 0.0 % 59.0 % 35.0 % 0.0 % 50.0 % 0.0 %

201842422322 0.0% 30,0 % 0.0 % 34.0% 19.0 % 0.0 % 6.0 % 0.0 %

201842422323 0.0% 17.0 % 0.0 % 66,0 % 10,0 % 0.0 % 90.0 % 0.0 %

201842422324 0.0% 11.0 % 0.0 % 15.0 % 78.0 % 0.0 % 93.0 % 0.0 %

201842422325 0.0% 36,0 % 0.0 % 48.0 % 76.0 % 0.0 % 60,0 % 0.0 %

201842422328 0.0% 43.0 % 0.0 % 28.0% 71.0% 0.0 % 11.0 % 0.0 %

207363822223 0.0% 8.0 % 0.0 % 59.0 % 60,0 % 0.0 % 61.0 % 0.0 %

207363822225 0.0% 96,0 % 0.0 % 6.0 % 25.0 % 0.0 % 20.0 % 0.0 % -

Table 8-33 lists the measures available in this view.

Table 8-33 Retail Channel Share Analysis Measures
Label

% Buyers
% Dollars

Target Consumer Segment Analysis View

Use this view to choose the highest market coverage for those categories and segments
within the category that are most closely aligned with the retailer’s target consumer.

Figure 8-39 Target Consumer Segment Analysis View

~| 3. Target Consumer Segment Analysis v v K
FH  Location | Measure 3y I EH  Consumer Profile
[
[Trading Area 1| «[Market Trading Area HH 3 |« l ER  Product
o
Ble i | e | [Fre -3 % WESmA W
§20,000- | $30,000- | $40,000 - §50,000- | $70,000- | 490,000- | $110,000- | §150,000+ | <$20,000
$29,999 $32,909 $49,999 469,599 $89,999 $109,299 $149,999
33TSFTZELL 32.0% 76.0 % 54.0 % 300 % 97.0 % 66,0 % 49.0 % 52.0 % 97.0 ?’ﬂ
33TEVTEZLE 5.0 % 48,0 % 43,0 % 95.0 % 31.0% G2.0 % 81.0 % 39.0 % 42,0 %
4514512223 F.0% 40,0 % 28,0 % 3.0% 2.0 % &61.0 % 97.0 % 1.0 % 19.0%
S119022323 3.0 % 69,0 % 56,0 % 630 % 4.0 % B2.0 % 95.0 % 4.0 % F5.0%
BIZEZZ23331 76.0 % 220 % 23,0 % &40 % 4.0 % 68,0 % 31.0 % 12,0 % 94.0 %
FOBE199229 76.0 % 65,0 % 6.0 % 43.0 % 58.0 % 50,0 % 84,0 % 38,0 % &67.0%
201842422322 95.0 % 340 % 36,0 % 96.0 % 4.0 % 24.0 % 94.0 % 5.0 % 32.0%
201842422323 71.0% 17.0 % 64,0 % FF0% Z7.0 % 7.0 % 21.0 % 66,0 % 94.0 %
201842422524 97.0 % 11.0 % 94,0 % 46.0 % 36,0 % 92.0 % 90,0 % 38,0 % 36.0%
201842422325 97.0 % 43.0 % 13.0% 45.0 % 41.0 % &61.0 % 5.0 % 98,0 % 16.0%
201842422328 94.0 % 94.0 % 88,0 % 86,0 % 17.0% 16.0 %% 17.0 % 28,0 % g.0%
Z07A63822223 93,0 % 96,0 % 40,0 % 16,0 % 99.0 % 39.0 % 51.0 % 96,0 % B2.0%
207363822225 55.0 % 79.0 % 16.0 % 12,0 % 49.0 % 8.0 % 52.0 % 9.0 % 61.0%
< [ o]
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Consumer Assessment Step

Table 8-34 lists the measures available in this view.

Table 8-34 Target Consumer Segment Analysis Measures
Label

Market Trading Area HH %

Retailer Trading Area HH %

Market Trading Area Spend %

Retailer Trading Area Spend %

Buyer Conversion Analysis view

Use this view to compare the buyer conversion rates of the retailer with selected
competitors.

Figure 8-40 Buyer Conversion Analysis View

~| 4. Buyer Conversion Analysis v ¢ f

a
EH  Llocation | Measure I [EH  Retailer
[Clustera |« [Buyer Conversion Rate | ’: EF  Product
P
Baw o Fi. -6 & BE0mE 4
EBlueTooth Double Moodle Mexus — Qracle Store Others Swag Central Swayed
Fairyland RainBow Ties Shoestore
EAG 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 %
B 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 %
COMVEMIENCE 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 %

Table 8-35 lists the measure available in this view.

Table 8-35 Buyer Conversion Analysis Measure
Label

Buyer Conversion Rate

Assortment Rationalization @ Cluster Task 8-31



Consumer Assessment Step

Top Shopper Analysis View

Use this view to compare the top shopper index of the retailer at each of the clusters.

Figure 8-41 Top Shopper Analysis View

~| 5. Top Shopper Analysis > ¢
[ Location| Measure I EH  Retailer
L
[Clatern [Top Srapper ndex]- Product
P Shopp! i S
a
Bam o f. -3¢ DSOEsmA N0
ElueTooth Double Moodle Mexus | Oracle Store Others Swag Central Swayed
Fairyland RainBow Ties Shoestore
BAG 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
B 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
COMYENIENCE 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Table 8-36 lists the measure available in this view.

Table 8-36 Top Shopper Analysis Measure
Label

Top Shopper Index

Consumer Loyalty Analytics View

Use this view to identify the level of loyalty the consumers within the trading area
have to product segments, brands, and individual SKUs.

Figure 842 Consumer Loyalty Analytics View

~| 6. Consumer Loyalty Analysis - &
EH  Location > M B8 Measure
- |: ER  Produck Consumnet Segrent
s
Bl | & | [ 3 & EEEmAEW
Lavalty Index  Consumer Exclusivity Switching
‘worth Index Indezx Inde:x

3375772211 Soccet Mom 0 o 1} o il

3375772212 Soccet Mom 0 o 1} o

4514512223 Soccet Mom 0 o 1} o

5119022323 Soccet Mom 0 o 1} o

6522223331 Soccet Mom 0 o 1} o

7066199229 Soccet Mom 0 o 1} o

201842422322 Soccer Mom 1) o] a o]

2018424223523 Soccer Mom 1) o] a o]

2018424223524 Soccer Mom 1) o] a o]

201842422325 Soccer Mom 1) o] a o]

201842422326 Soccer Mom 1) o] a o]

207863822223 Soccer Mom 1) o] a o]

207863822225 Soccer Mom 1) o] a o]

207863822226 Soccer Mom 1) o] a o] -

o o 1, o o o o
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Market Assessment Step

Table 8-37 lists the measures available in this view.

Table 8-37 Consumer Loyalty Analytics Measures

Label

Loyalty Index

Consumer Worth Index

Exclusivity Index

Switching Index

Key Take Aways - Consumer Assessment View

Use this view to enter any pertinent notes for the Consumer Assessment task.

Figure 8-43 Key Take Aways - Consumer Assessment View

~| 7. Key Take Aways - Consumer Assessment - & K
ER  calendar| Produck I E  Measure
¥
th Grir, Frzo11 |[<EREAL « 1 B  Location
P

B | e | Fo ~ % & BEcomA®W

Key Take Away - Consumer Assessment
Trading Area 1

Table 8-38 lists the measure available in this view.

Table 8-38 Key Take Aways - Consumer Assessment Measure

Label

Key Take Away - Consumer Assessment

Market Assessment Step

Use this step to compare the market coverage of the retailer with that of key
competitors (if available individually) and the market as a whole.

This step has the following views:

Current Market Coverage Assessment View

Market Sales Trend Analysis View

Growth and Market Share Trends View

Market Sales Trends View

Quadrant Analysis - Sls $ / Sls Units / Mkt Share View
Quadrant Analysis - Mkt Share / Mkt Growth / Sls Units View
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Market Assessment Step

= Assortment Tactogram View

s Key Take Aways - Market Assessment View

Current Market Coverage Assessment View

Use this view to compare the market coverage of the retailer to key competitors and
the market.

Figure 8—44 Current Market Coverage Assessment View

~| 1. Current Market Coverage Assessment > ¥ F
FH  Locstion| Calendar| Retailer | P BB Measure
|Trad|ng Area 1 -| 11/12/2011 -| ElueToath Fairyland |- |: EA  Product |
Bla | e | [Frd. -8 0 mEc@E @ W
Market Sales | Market Share | Market Share
Revenue Index

337EFF221L 4 0.0K 0.0 % 0.0 % ﬂ

337EFF2212 4 0.0K 0.0 % 0.0 %

4514512223 4 0.0K 0.0 % 0.0 %

5119022323 4 0.0K 0.0 % 0.0 %

BE22223331 4 0.0K 0.0 % 0.0 %

FO66199229 4 0.0K 0.0 % 0.0 %

201842422322 4 0.0K 0.0 % 0.0 %

201842422323 4 0.0K 0.0 % 0.0 %

201842422324 4 0.0K 0.0 % 0.0 %

201842422325 4 0.0K 0.0 % 0.0 %

201842422326 4 0.0K 0.0 % 0.0 %

207863822223 4 0.0K 0.0 % 0.0 %

207863822225 4 0.0K 0.0 % 0.0 %

207863822226 4 0.0K 0.0 % 0.0 % -

Table 8-39 lists the measures available in this view.

Table 8-39 Current Market Coverage Assessment Measures

Label

Market Sales Revenue
Market Share
Market Share Index
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Market Assessment Step

Market Sales Trend Analysis View

Use this view to compare last year’s retail performance numbers to the prior year and
trend multiple time periods. This information is best displayed as a column chart.

Figure 8-45 Market Sales Trend Analysis View

~| 2. Market Sales Trend Analysis

v v ¥

A Location| Retaler| Product| 3N 1B calendar
¥
[Trading ares 1 s[ElueTooth Fairyland = [3375772211 CTL_BR_DELICIOUS_GRAMOLA_CEREAL_13_OUINCE |= rﬁ Measure
P

@m | Fird. ..

3 4 HBEEmANRW

Market Sales Units
LY Market Sales Units

41

11/12/z011
Market Sales Revenue $0.0K
L% Market Sales Retail $0.0K
Market Sales var LY -100,0 %

Market Sales Units var LY -100,0 %

14/10/2011 | 11/26/2011 | 12f3f2011 | 12/i0j2011 | 12/17/2011 | 1z2fa4j201i | 12j31j2011 | yj7f201z | 1

$0.0K §0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K
$0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K $0.0K
-100.0%  -1000%  -100.0%  -100.0%  -100.0%  -100.0%  -100.0%  -100.0%
0 i i i i i i i

0 i i i i i i i
-100.0%  -1000%  -100.0%  -100.0%  -100.0%  -100.0%  -100.0%  -100.0%

Table 8-40 lists the measures available in this view.

Table 8-40 Market Sales Trend Analysis Measures

Label

Market Sales Revenue

LY Market Sales Retail

Market Sales var LY

Market Sales Units

LY Market Sales Units

Market Sales Units var LY

Growth and Market Share Trends View

Use this view to create a time-series graph of the following metrics:

= Market growth

s Retailer’s market share

This information is best displayed as a column chart.
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Market Assessment Step

Figure 846 Growth and Market Share Trends View

~| 3. Growth and Market Share Trends v & K
ER  location| Calendar|  Retailer | P B8 Measure
[Trading &rea 1 =[11/12/2011 « [ElueTooth Fairyland | Fﬁ Pn:u:luct-
Baw alF. -3 ¢ BE0E@EO YN
Market Market Share
arowth

IIFEITEELL -100.0 % 0.0 % ﬂ

JITEITEELE -100.0 % 0.0 %

4514512225 -100.0 % 0.0 %

S11902E3235 -100.0 % 0.0 %

BSEZEEFEIL -100.0 % 0.0 %

FOG6199229 -100.0 % 0.0 %

201542422522 -100.0 % 0.0 %

201542422523 -100.0 % 0.0 %

201542422524 -100.0 % 0.0 %

201542422525 -100.0 % 0.0 %

201542422528 -100.0 % 0.0 %

Z07EE382EEET -100.0 % 0.0 %

Z07EE382EEET -100.0 % 0.0 %

Z07EE382E220 -100.0 % 0.0 % -

Table 8-41 lists the measures available in this view.

Table 8—41 Growth and Market Share Trends Measures
Label
Market Share
Market Growth

Market Sales Trends View

Use this view to compare last year’s market performance numbers to the prior year.
This information is best displayed as a column chart.

Figure 8-47 Market Sales Trends View

~| 4. Market Sales Trends v ¢ F
ER  Llocation| Measwe| Retaier | P /B calendar
[Trading Area 1 s[Market Sales Revenue »[ElueTooth Fairyland |- F@ Product
s
Bl | & | . ~ & & BEhmAENW
117122011 | 11j19/2011 | 11j26/20011 | lzj3/2011 | 12/10j2011 | 12j17/2011 | 1zjz#2011 | 1z/31/z011 | 1j7/2012
3375772211 $0.0K §0.0K $0.0K $0.0K $0.0K $0.0K $0.0K §0.0K $Mi|
3375772212 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
4514512223 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
5110022323 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
6522223331 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
7066199229 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
201842422322 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
201842422323 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
201842422324 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
201842422325 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
201842422326 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
2078636822223 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
207863622225 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
2078636822226 $0.0K §0,0K $0.0K $0.0K 40,0 $0,0K $0.0K §0,0K $0.0
nnnnnnnnnnnn P 4 PN £ 4o s P g s
J | o]

Table 8-42 lists the measure available in this view.

Table 8-42 Market Sales Trends Measure
Label

Market Sales Revenue

8-36 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Market Assessment Step

Quadrant Analysis - Sls $ / SIs Units / Mkt Share View

Use this view to analyze sales dollars, sales units, and market share for retailers. This
information is best displayed as a bubble chart.

Figure 8-48 Quadrant Analysis - Sls $ / Sls Units / Mkt Share View

| 5. Quadrant Analysis - Sls $ / 5ls Units / Mkt Share > v
EH  Location| Product| Calendar| P B Measure
L
[Trading Area 1 |=[3375772211 CTL_BR_DELICIOUS_GRANOLA_CEREAL_13_OUMCE =[11/12/2011 ]« ER  Retailer
P
Ba || [ - & mEsmA AR
Market Sales | Market Sales  Market Share
Revenus Units
ElueTooth Fairyland $0.0K 1} 0.0 %
Double RainBow Ties $0.0K 1} 0.0 %
MNoodle Mexus $0.0K 1} 0.0 %
Cracle Store $21.8K 21,248 0.1 %
COthers $21.4K 20,100 0.1 %
Swag Central $0.0K 1} 0.0 %
Swayed Shoestore $0.0K 1} 0.0 %

Table 8-43 lists the measures available in this view.

Table 8-43 Quadrant Analysis - Sls $ / Sls Units / Mkt Share Measures
Label

Market Sales Revenue

Market Share
Market Sales Units

Quadrant Analysis - Mkt Share / Mkt Growth / Sis Units View

Use this view to analyze market share, market growth, and sales units for retailers.
This information is best displayed as a bubble chart.

Figure 8—-49 Quadrant Analysis - Mkt Share / Mkt Growth / Sis Units View

~| 6. Quadrant Analysis - Mkt Share / Mkt Growth / Sls Units v ¢ K
Location | Product|  Calendar | sy B8 Measure
M
[Trading Area 1 «[2375772211 CTL_BR_DELICIOUS_GRANCLA_CEREAL_IZ_OUNCE «[11/12/2011 ]« r@ Retailer
P
Bla i | & | [Fd. ~ 3 ¢ mEcm@NW
Market Share Market Market: Sales
Growth Uniits
EBlueTooth Fairyland 0.0 % -100.0 % 1]
Double RainBow Ties 0,0 % -100.0 % 1]
Moodle Mexus 0,0 % -100.0 % 1]
Oracle Stare 0.1 % 0.0 % 21,248
Others 0.1 % 0.0 % 20,100
Swag Central 0.0% -100.0 % a
Swayed Shoestore 0.0 % -100.0 % 1]
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Table 8—44 lists the measures available in this view.

Table 844 Quadrant Analysis - Mkt Share / Mkt Growth / Sls Units Measures
Label

Market Sales Revenue

Market Sales Units
Market Growth

Assortment Tactogram View

Use this view to see the assortment tactogram. It can be viewed by category,
sub-category, and segment for the purpose of setting the market coverage target.

This view supports two custom menus. The first, Seed Assortment, copies last year's
assortment items forward to this year.

The second, Create Assortment, creates an assortment matching as many constraints
as possible. Constraints are entered on this screen in the Min Tgt Core Coverage
Constraint, Min Core + Optional Coverage Constraint, Min Core Unit Constraint, Min
Core + Optional Units Constraint, Max Core Units Constraint, and Max Core +
Optional Units Constraint. In addition, a user can specify whether an item should be
excluded from a potential assortment with the Item Eligibility checkbox, or if an item
is required in the assortment, with the Mandatory Item checkbox.

Once constraints are set, use the Create Assortment custom menu to attempt to satisfy
as many criteria as possible while constructing an assortment. Criteria are evaluated
from bottom up, meaning that the custom menu attempts to satisfy a sub-category
level constraint before a category level one.

Once the algorithm has run, items selected for core and optional inclusion in the
assortment are shown in the Core and Optional checkbox columns. The Success
Indicator Value column contains information about whether or not the custom menu
was able to satisfy a particular constraint.

Figure 8-50 Assortment Tactogram View

~| 7. Assortment Tactogram v ¥ F
[ Location M I E  Measure
L
[Clustera ]« Il B  Product
-
Bl | e | [Fro ~ 3 ¢ mEsmA W
Sales Min Tgt Core  MinCore + | Min Core Unit | Min Core + Max Core Max Core + Core Optional
Revenue Coverage Ciptional Conskraink Ciptional Units Optional
Zonskraink Coverage Units Zonskraint Lnits
Zonskraint Constraink Zonstraink
3375772211 $0.0K 0.0% 0.0% o 0 -1 -1 O O i’
AI7EFTZ2IZ § 00K 0.0% 0.0% 0 0 -1 -1 O O
4514512223 $0.0€ 0.0% 0.0% 0 0 -1 -1 O O
5119022323 $0.0K 0.0% 0.0% 0 0 -1 1 O O
6522223331 $0.0K 0.0% 0.0% ] 0 -1 -1 O O
766199229 § 00K 0.0% 0.0% 0 0 -1 -1 O O
201842422322 $0.0€ 0.0% 0.0% 0 0 -1 -1 O O
201842422323 $0.0K 0.0% 0.0% 0 0 -1 1 O O
201842422324 $0.0K 0.0% 0.0% i 0 -1 -1 O O
201842422325 $0.0K 0.0% 0.0% 0 i -1 -1 O [
= =
< | »
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Table 8-45 lists the measures available in this view.

Table 8-45 Assortment Tactogram Measures

Label

Sales Revenue

Min Tgt Core Coverage Constraint

Min Core + Optional Coverage Constraint

Min Core Unit Constraint

Min Core + Optional Units Constraint

Max Core Units Constraint

Max Core + Optional Units Constraint

Core

Optional

Item Eligibility

Mandatory Item

Pre-Rationalization - Total Core Units

Pre-Rationalization - Total Optional Units

Success Indicator Value

Key Take Aways - Market Assessment View

Use this view to enter any pertinent notes for the Market Assessment step.

Figure 8-51 Key Take Aways - Market Assessment View

~| 8. Key Take Aways - Market Assessment

"
o

ER  Product| Calendar

v v
I B  Measure
ER  Location

Baw | e | Frd.

3 & EBEHmEAE W

.

Key Take Away - Markst Assessment
Trading Area 1

Table 8—46 lists the measure available in this view.

Table 8-46 Key Take Aways - Market Assessment Measure

Label

Key Take Away - Market Assessment
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Pre-Rationalization Analysis Step

Use this view to analyze the keep, add, and delete potential recommendations based
on pre-rationalization analysis.

This step has the following views:
= Pre-Rationalization Assortment View

s Key Take Aways - Pre-Rationalization Analysis View

Pre-Rationalization Assortment View

Use this view to see the pre-rationalization assortment for the SKUs for all the clusters.

Figure 8-52 Pre-Rationalization Assortment View

~| 1. Pre Rationalization Assortment v v K
EH  Location () |E [Measure
- E'r' Produck
—
Blam | e [Fra. S & BEcoomANN
Fre - Pre-
Rationalization Rationalization
- Compate ko | - Compare to
Last Year Latest
Assortment | Assorbrent.
3375772211 i’
33TIVTEELE
4514512223
S119022323
BSZEEEFITL
FOGE199229
201842422522
201842422523
201842422524
201842422325
201842422520
207365822223 -

Table 8—47 lists the measures available in this view.

Table 8-47 Pre-Rationalization Assortment Measures
Label

Pre - Rationalization - Compare to Last Year
Assortment

Pre-Rationalization - Compare to Latest Assortment

8-40 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Develop IPI Step

Key Take Aways - Pre-Rationalization Analysis View

Use this view to enter any pertinent notes for the Pre-Rationalization Analysis task.

Figure 8-53 Key Take Aways - Pre-Rationalization Analysis View

~| Z. Key Take Aways - Pre-Rationalization Analysis - ¢ &
ER  Product| Calendar I Bl Measure
K
CEREAL |« [4th Grtr, Frz0i1 ]« (B8 Location
e
== ~ & & @BMEsmANA

Key Take Away - PreRationalization Analysis
Trading Area 1

Table 848 lists the measure available in this view.

Table 8-48 Key Take Aways - Pre-Rationalization Analysis Measure
Label

Key Take Away - PreRationalization Analysis

Develop IPI Step
Use this step to compute the IPI of each SKU for each of the clusters.
This step has the following views:
= Review Focus Area Weights View
= Review Metric Weights and Groupings View
= Focus Area Scores View
s Consumer Segment Scores View
s IPIScores View
= Administer IPI Thresholds View
= Sub-Category Scores View
»  Key Take Aways - Develop IPIs View

Review Focus Area Weights View

Use this view to review each strategy/focus area. A weight is assigned to each metric.
In addition to these values being editable here, they can also be seeded with values set
in IPI Setup (See Chapter 5.) and assignments made in Category Planning (See "Assign
Strategies View" in Chapter 7) To seed the values, use the custom menu Seed IPI
Weights from Strategy.
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Figure 8-54 Review Focus Area Weights View

~| 1. Review Focus Area Weights v v K
ER  Calendar| Location| Consumer Segment| Measure | BB Focus area attributes
[11/12/2011 [ Clustera =[Soccer Mam  [Focus Area wisights |- F@ Product R
Blam e [Fra. - & BEcoomANN
Attributes Brand Demand Lowalty Market Performance
Transference Biasket
EAG 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 %
B 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 %
COMVEMIENCE 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 %
Table 8—49 lists the measure available in this view.
Table 8-49 Review Focus Area Weights Measure
Label
Focus Area Weights
Review Metric Weights and Groupings View
Use this view to review the metric weights and groupings.
Figure 8-55 Review Metric Weights and Groupings View
~| Z. Review Metric Weights and Groupings - ¢ &
B Focus Area Attributes| Calendar‘ Location| Consumer Segment| ‘ E  Measure
[Attributes [11/12/2011 | «[Clusterd, | =[ Soccer Mom ]« F@ PmductA
== ~ & & @BMEsmANA
Sales Sales Gross Margin | Gross Margin | Sales Units Sales nit
Revenue Weightage Grouping ‘Weightage Grouping eigh
Erouping
BAG All Product 0.0% Al Product 0.0 % Al Product 0.0%
B All Product 0.0% Al Product 0.0 % Al Product 0.0%
COMVENIENCE All Product 0.0 % All Product 0.0 % Al Product 0.0 %

Table 8-50 lists the measures available in this view.

Table 8-50 Review Metric Weights and Groupings Measures
Label

Sales Revenue Grouping

Sales Weightage

Gross Margin Grouping
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Table 8-50 (Cont.) Review Metric Weights and Groupings Measures

Label

Gross Margin Weightage

Sales Units Grouping

Sales Unit Weight

Focus Area Scores View

Use this view to see the focus area scores:

= Within each of the focus areas, a score is computed for each assigned assortment
metric. This IPI score is based on the assortment metric value as a ratio of the

mean value.

= The focus area score, for each of the focus areas, is an IPI computed as a composite
IPI based on the relative weight of the metrics.

At this point, you can use the custom menu Calculate IPIs to populate values in the

next few screens.

Figure 8-56 Focus Area Scores View

~| 3. Focus Area Scores v ¢ f
EH  Location ‘ Measure | Cansumer Segment | I EH  Focus Area Attributes
[Clasters =[Facus Area Score | =[Soccer Mam |- |: EA  Product ]
Bla i || [Fd. -3 4 mEw@mANA
Attribubes Brand Demand Lavealty: IMarket Performance
Transference Basket

3375772211 0.00 0.00 0.00 0.00 0.00 0.00 ﬂ

3375772212 0.00 0.00 0.00 0.00 0.00 0.00

4514512223 0.00 0.00 0.00 0.00 0.00 0.00

5119022323 0.00 0.00 0.00 0.00 0.00 0.00

6522223331 0.00 0.00 0.00 0.00 0.00 0.00

7066199229 0.00 0.00 0.00 0.00 0.00 0.00

201842422322 0.00 0.00 0.00 0.00 0.00 0.00

201842422323 0.00 0.00 0.00 0.00 0.00 0.00

201842422324 0.00 0.00 0.00 0.00 0.00 0.00

201842422325 0.00 0.00 0.00 0.00 0.00 0.00

201842422326 0.00 0.00 0.00 0.00 0.00 0.00

207863822223 0.00 0.00 0.00 0.00 0.00 0.00

207863822225 0.00 0.00 0.00 0.00 0.00 0.00

207863822226 0.00 0.00 0.00 0.00 0.00 0.00 -

Table 8-51 lists the measure available in this view.

Table 8-51

Focus Area Scores Measure

Label

Focus Area Score

Consumer Segment Scores View

Use this view to see the consumer segment scores. Each consumer segment score is
computed per the consumer segment/trading area based on the weights of the focus
areas. A cluster score is then computed based on the relative weight of the consumer

segments in each cluster.
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Figure 8-57 Consumer Segment Scores View

~| 4. Consumer Segment Scores v ¢ f
22| M M |E Consumer Seament
[Clustera = [ Consumer Segment Score |« Fﬁ Product .
Baw b F. -3 ¢ (BEc@H %W
Soccet Mom

337FEFF22 0.00 ﬂ

33FEFFI2IZ 0.00

4514512223 0.00

5119022323 0.00

B522223331 0.00

FOAA199229 0.00

201842422322 0.00

201842422323 0.00

201842422324 0.00

201842422325 0.00

201842422326 0.00

207E63822223 0.00

207E63822225 0.00

207BE3822226 0.00

207863822239 0.00 -

Table 8-52 lists the measure available in this view.

Table 8-52 Consumer Segment Scores Measure
Label

Consumer Segment Score

IPI Scores View

Use this view to review the IPI calculation for each SKU within the category for each
of the clusters in the workbook.

Figure 8-58 IPI Scores View

v| 5. IPI Scores v ¢y K
[ Location N BB measure
[o00 Chaore]- B podu
"
Bla w | & | [Frd. ~ & ¢ BMEcmA N
IPI Score

337FEFF22 0.00 ﬂ

33FEFFI2IZ 0.00

4514512223 0.00

5119022323 0.00

B522223331 0.00

FOAA199229 0.00

201842422322 0.00

201842422323 0.00

201842422324 0.00

201842422325 0.00

201842422326 0.00

207E63822223 0.00

207E63822225 0.00

207BE3822226 0.00

207863822239 0.00 -

Table 8-57 lists the measure available in this view.

Table 8-53 IPI Scores Measure
Label
IPI Score
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Administer IPI Thresholds View

Use this view to define thresholds for each sub-category and cluster. This screen is
similar in function to the Assortment Tactogram screen in the Market Assessment step.
Here, the thresholds are set for IPIs. These thresholds determine which items are
included or excluded from the assortment calculated based on IPI scores.

Figure 8-59 Administer IPI Thresholds View

~| 6. Administer IPI Thresholds

v ¢ f
[ Location P ER  measure
L
[Ciostera ]« [|E8 Product
[~
Bauw b Ff. -3 ¢ BEE@AEW
IPI Optional IPI Core
Cutoff Index | Cutoff Index
EAG 0.00 0.00
ECra 0.00 0.00
COMVEMIENCE 0.00 0.00

Table 8-54 lists the measures available in this view.

Table 8-54 Administer IPI Thresholds Measures
Label

IPI Optional Cutoff Index
IPI Core Cutoff Index

Sub-Category Scores View

Use this view to set the sub-category scores.
Figure 8-60 Sub-Category Scores View

~| 7. Sub-Category Scores

[ Location Y ‘

E]  Measure
L
[Siostera ] ’—m Product
P
Bla | & | [Frd. ~ 3 ¢ BDEsxmANR
IFI
percentage
EAG 0,00
B 0,00
COMVENIENCE 0.00
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n Step

Table 8-55 lists the measure available in this view.

Table 8-55 Sub-Category Scores Measure

Label

IPI Percentage

Key Take Aways - Develop IPIs View

Use this view to enter any pertinent notes for the Develop IPIs task.

Figure 8-61 Key Take Aways - Develop IPIs View

+| &. Key Take Aways - Develop IPIs

v oy

ER  Product| Calendar
e [ G Fiile

—1

B
i

Measure

Lacation

Bl | & [Frd. o & EmEEmAWW

(==}

Key Take Away - Develop IPIs
Trading Area 1

Table 8-56 lists the measure available in this view.

Table 8-56 Key Take Aways - Develop IPIs Measure

Label

Key Take Away - Develop IPIs

Assortment Finalization Step

Use this step to finalize the assortment by reflecting the various recommendations
(such as adds/deletes/keeps) from prior steps and overriding and finalizing the
decisions. The output is the recommended assortment that reflects previous decisions

made regarding market coverage, consumer, and retailer measurements.

This step has the following views:

Assortment Finalization Detail View
Assortment Finalization Summary View
Delete Validation View

Add Validation View

Retention Validation View

Key Take Aways - Assortment Finalization Step
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Assortment Finalization Detail View

Use this view to see the system recommended assortment. This is represented by a

measure at SKU/Cluster level.

Figure 8-62 Assortment Finalization Detail View

| 1. Assortment Finalization Detail - v
B3 Location J% Measure|
[Trading Area 1] {EB Product|

Ba | & | -9 ¢ mEn=mAeHd
1P Core L 11 Optional 1PL 1

Wandatory Rationalzation Rationalization
- Compare to - Compare to

le Latest: Last Vear

Assortment | Assortment

Vdsscereal |V BAG W ADULT WV BACK TO NATURE W COLD ¥ QTHER 7 GRANOLA |¥ 1202 297140524237 BACK_TO_NTR_GRNL_TOTAL_TASTE_PRMS_GRI O [m] [m] A NA
7 BARBARAS 7 CoD 7 OTHER 7 WHEAT 100z 225283922624 BARBARAS_SHRECOED WHEAT 100 PRONT W1 [] O 0 A A
7 BOBS RED MILL 7 co 7 OTHER 7 OTHER. 7180z 225119072325 BOBS_RED_MILL_MUESLI NATURAL CEREAL 1€ [] O O A A
7 HOT ¥ OTHER, 7 OTHER V1602 225119022327 HOBS_RED_MILL_HOT_CEREAL_16_OUNCE L] O ] A ne
V1802 225119022365 BOBS_RED_MILL_ALL_NATURAL_HOT_CEREAL_| [ O O NA NA
|50z 225119022332 BOBS_RED_MILL_HOT_CEREAL_25_OUNCE | | O HA nA
V GENERAL MILLS 7 ColD 7 OTHER W MULTIGRAIN V1z0z 223822267072 TOTAL_WHL_GRN_RTE_CRL_12_OUNCE O O O A N
7 KELLOGGS 7 CoLD ¥ RATSIN T MULTIGRATN V1507 225022241111 KELLOGGS_RAISIN_ERAN_RTE_CEREAL_15_OUL O O O A NA
7 AWHEAT V2002 225022222042 KELLOGGS,_RAISIN_BRAN_RTE_CEREAL_20_OUl (| H] (] NA NA
7 POsT 7 o 7 APPLE 7 OTHER |7 1202 226522223998 POST_SELECTS_APPLE_CINNAMON_HARVEST_Q [ O O NA NA
7 QUAKER Vco 7 OTHER 7 RICE |¥70z 226222273312 QUAKER_ESSENTIALS PUFFED RICE RTE CERE [ ] O O HA nA
W WHEAT V302 225222228632 QUAKER_ESSENTIALS_PUFFED_WHEAT_RTE_CE L] O O NA NA
7 SUNBELT 7 Con 7 OTHER 7 GRANOLA V1507 224652225357 SUNBELT_GRANOLA_GRANOLA CEREAL 160U [ 0 0 A na
7 MULTIGRAIN 71202 224652225377 SUNBELT_BERRY_BASIC_WHOLE_GRAIN_FLAKE. [ O m} 1A HA
VFAMLY | 7 COLD 7 BEAR NAKED 7 OTHER 71302 71302 2078630822225 BEAR_MAKED_ALL_MTRL_ALL_NTRL_DLCS_DLCS O O O NA NA
V CEREAL ¥ OTHER 7202 v20z 207956022252 CEREAL TOPPERS,_BANS_AND_STRWE PIECEE  [] O ) A na
TOPPERS 207956022253 CRL_TPPRS_BNNS_BLBRR_AND_RSPER_FIECE § L] 0 O NA NA
| 207956022254 CEREAL_TOPPERS_APPLS_AND_RSPER,_PIECE [ O O WAy NA
V GALAKY 7 GRANOLA V1402 V1402 289047056759 GALAXY_GRANOLA_ALL_NATURAL_GRANOLA O O 0 O A NA
7 GENERAL 7 OTHER 713502 71350z 223622262950 GNRL_MILLS_FIBER_ONE_FRSTD_SHRDD_WHT| [ 0 0O A nA
MLLS 7140z 71402 225622249769 NSTL_LA_LCHR_FLKS_12 Y¥THNS D MMRLS | [¥] ] Acd Add
7 KASHI W GRANOLA 7 13.502 V13502 223084905022 KASHI_ORCHARD_SPICE_GRANOLA_GRANCLA | [ O NA NA
| 223084905022 KASHI_MOUNTAIN_MEDLEY_GRANOLA_CRL GR.  [] O [} A na
VKELLOGGS Y RICE 713807 V13807 228022241473 KELLOGGS _EGGO_CRUNCHY RTE_CEREAL 138 [] O O A 3
T WHEAT V1407 V1402 225022253041 KELLOGGS_FROSTED_MINI_WHEATS_RTE_CERE | O O NA Na
¥ KOZY 7 MULTIGRAIN V1402 v 1402 229561333462 KOZY_SHACK_READY_GRNS_RTE_CRL_2PK_14 | (| [m] (] HA NA
7 MALT OMEAL 7 QAT 7 330Z Va3oz 226462221981 MALT_O_MEAL_HONEY_OAT_BLNDR_RTE_CRL_ O O O NA NA
7 OTHER 7251002 251002 226462224921 MALT_O_MEAL_VANILLA_CREAM MINI_SPOONE  [] O [} A nA
V3oz VT 226462214750 MALT_O_MEAL_FROSTED_MINI_SPOONERS_CR| L] O O NA NA
226462215190 MALT_O_MEAL_CINNAMOM_TOASTERS RTE CE [ ] N Ol A HA
226462222062 MALT_O_MEAL_MPL_BRWN_SGR_MIML_SPHRS | [ O 0 A HA
T MNTNMDNSS | 7 GRANOLA T 1202 V1z0zZ 201842422322 MNTN_MDNSS_ORIG_GRANOLA O O O NA NA
201842422324 MNTN_MONSS_PROTEIN_POWER_GRANOLA | O O A na
201642422325 MNTN_MONSS_CRANBERRY_ZEST_GRANOLA Ll ] O NA NA
| 201842422326 MNTN_MDNSS_BLUEBERRY_MAPLE_GRANOLA O N | A na
¥ WUTRITIOUS ¥ OTHER Y110z V1102 229310023505 NUTRITIOUS_LIVING HI_LO_RTE_CEREAL_10_¢ | O O A NA
LIVING T1zoz 71zoz 229310023503 NUTRITIOUS LIVING MI_LO_NATURAL RTE CE [ 0 0 A nA
7130z 71302 229310023506 NUTRITIOUS_LIVING_HI_LO_RTE_CEREAL 100 [] [m] O HA na

Table 8-57 lists the measures available in this view.

Table 8-57 Assortment Finalization Detail Measures

Label

IPI Core

IPI Rationalization - Compare to Latest Assortment

Assortment

IPI Rationalization - Compare to Last Year

IPI Mandatory

IPI Optional
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Assortment Finalization Summary View

Use this view to see a summary of the assortment decisions, including the overrides.

Figure 8-63 Assortment Finalization Summary View

~| 2. Assortment Finalization Summary

- ¢ ¥

B Location P I[ER  Measwre
[000 Charlatte ]« EA  Product
P
Bla || . -3 4 | mEs=mANA
Actual Care IFI Caore Temporaty IPI Core Pre- Temparaty IPI Ciptional Tempaoraty Pre-
Coverage Coverage Care Units Rationalization  Optional Units Cptional F.ationalizatii
- Tokal Core Units - Takal
Units Optional
Linits
IITEITRELL 0.0% 0.0 % 0.0 % o] a 0.0 % o] a ﬂ
IATETFRRIZ 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
4514512223 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
S119022323 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
BSZEE2II1 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
FO6G6199229 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
201542422322 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
201542422323 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
201542422524 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
201542422325 0.0% 0.0 % 0.0 % o] a 0.0 % o] a
201542422520 | 0.0 % 0.0 % 0.0 % o] a ID.D Yo o a _ILI
4 3

Table 8-58 lists the measures available in this view.

Table 8-58 Assortment Finalization Summary Measures

Label

Actual Core Coverage

IPI Core Coverage

Temporary Core

IPI Core Units

Pre-Rationalization - Total Core Units

Temporary Optional

IPI Optional Units

Temporary Optional Units

Pre-Rationalization - Total Optional Units

IPI Optional Coverage

Temporary Core Units

Actual Optional Coverage

Pre-Rationalization - Compare to Latest Assortment

IPI Rationalization - Compare to Latest Assortment

8-48 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Assortment Finalization Step

Delete Validation View

Use this view to assign a disposition to the items that have been recommended for
deletion for at least one cluster. The recommendations are based on the IPI-based
calculation.

Figure 8-64 Delete Validation View

~| 3. Delete Yalidation > ¢
[l Location N7 I EH Measure
[Sustera]« ’:@ Product
—a
Baw b . -3 ¢ SBES@ANA
IP1 Pre- Orverride
Rationalization Rationalization
- Compare ko | - Compare to
Latest Latest
Assortment | Assortment.
3375772211 i’
3IFEFFE2IZ
4514512223
S119022323
BE22223331
FO66199229
201842422322
201842422323
201842422324
201842422325
201842422326
207EE3822223 il

Table 8-59 lists the measures available in this view.

Table 8-59 Delete Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Latest Assortment

Override

Assortment Rationalization @ Cluster Task 8-49



Assortment Finalization Step

Add Validation View

Use this view to assign a disposition to the items that have been recommended for
addition for at least one cluster. The recommendations are based on the IPI-based
calculation.

Figure 8-65 Add Validation View

| 4. add Yalidation v ¥ f
EA  Location »HT I B  Measure
- F@ Produck
.
Bl | & [Frd. ~ & & BMEomAENd
IFI Pra- Overtide

Rationalization Rationalization
- Compare ko | - Compars ko
Latest Latest

Assortment | Assortment,
3375772211 i’
33TEVTEZLE
4514512223
S119022323
BIZEZZ23331
FOBE199229
201842422322
201842422323
201842422524
201842422325
201842422328
Z07A63822223

Table 8-60 lists the measures available in this view.

Table 8-60 Add Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Latest Assortment

Override
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Assortment Finalization Step

Retention Validation View

Use this view to assign a disposition to the items that have been recommended for
retention for at least one cluster. The recommendations are based on the IPI-based
calculation.

Figure 8-66 Retention Validation View

~| 5. Retention Yalidation > ¢
[ Location N7 ‘ EH  Measure
[Clustera ]« ’:@ Product
—a
Baw b . -3 ¢ DBES@ANA
IPI Prie- Crvertide:
Rationalization Rationalization
- Compare ko | - Compare to
Latest Latest
Assortment | Assortment.
3375772211 ﬂ
IATETFRRIZ
4514512223
S119022323
BSZEE2II1
FO6G6199229
201542422322
201542422323
201542422524
201542422325
201542422320
07 GEIE &) h

Table 8-61 lists the measures available in this view.

Table 8-61 Retention Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Latest Assortment

Override

Assortment Rationalization @ Cluster Task 8-51



Assortment Quantification and Approval Step

Key Take Aways - Assortment Finalization Step

Use this view to enter any pertinent notes for the Assortment Finalization task.

Figure 8-67 Key Take Aways - Assortment Finalization View

~| b. Key Take Aways - Assortment Finalization > &
EH  Product| Calendar I EH Measure
L
CEREAL =[<th crtr, Frznil ] (|E8  Location
=
Bam o [Fd. -9 0 mEsmA Ml

Key Take Away - Assortment Finalization
Trading Area 1

Table 8-62 lists the measure available in this view.

Table 8-62 Key Take Aways - Assortment Finalization Measure
Label

Key Take Away - Assortment Finalization

Assortment Quantification and Approval Step

Use this step to quantify the decisions made by comparing the current and proposed
assortments on a variety of performance measurements. The output is a quantified
final assortment ready from recommendation to management as part of the category
business plan. This assortment recommendation is then used as the basis for the
development of related tactics in pricing, space, promotion, and product
supply/logistics.

This step has the following views:
s Assortment Quantification View
= Assortment Approval View

m  Review Key Take Aways View
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Assortment Quantification and Approval Step

Assortment Quantification View

Use this view to review the assortment quantification.

Figure 8-68 Assortment Quantification View

~| 1. Assortment Quantification > ¥ f
[ Product| Calendar 38 IER  Lacation
[z375772211 CTL_BR_DELICIOUS _GRAMOLA_CEREAL_13_OUMCE [ 11/1z,Z011 |« F ER  Measure
=T
Baw b . -3¢ DE@EAEA
1000 1001 Atlanta 1003 Boston 1009 1010 Los 1011 Cktawa 1012 Toronko 1013
Charlotte Albuguerque Angeles Montreal
Current Asst Sales U 0 1} o 1} 1} o 1} o
M Asst Sales U 0 1} o 1} 1} o 1} o
Wariance - Mew Asst to Current - Sales U -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100,0 %
Mew fsst Sales § $0,0K §0,0K $0,0€ §0,0K §0.0K §0,0K §0,0€ § 0,0
Current Asst Sales § $0,0K §0,0K $0,0€ §0,0K §0.0K §0,0€ §0,0€ §0,0K
Wariance - Mew Asst to Current - Sales § -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100,0 %
Current Asst Sales Eqwt-Units 0 a u} a a u} a u}
Mews Asst Sales Eqvt-Units 0 a u} a a u} a u}
Wariance - Mew Asst to Current - Sales Eqvt -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100,0 %
Current Asst GM § $0,0K §0,0K $0,0€ §0,0K §0.0K §0,0K §0,0€ § 0,0
Mew fsst GM § $0,0K §0,0K $0,0€ §0,0K §0.0K §0,0€ §0,0€ $0.0¢_|
Wariance - Mew Asst to Current - GM § -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100,0 %
Current Assk GM % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% »
< | _’l_I

Table 8-63 lists the measures available in this view.

Table 8-63 Assortment Quantification Measures

Label

Current Asst Sales U

New Asst Sales U

Variance - New Asst to Current - Sales U

New Asst Sales $

Current Asst Sales $

Variance - New Asst to Current - Sales $

Current Asst Sales Eqvt-Units

New Asst Sales Eqvt-Units

Variance - New Asst to Current - Sales Eqvt-Units

Current Asst Sales GM $

New Asst Sales GM $

Variance - New Asst to Current - Sales GM $

Current Asst Sales GM %

New Asst Sales GM %

Variance - New Asst to Current - Sales GM %
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Assortment Quantification and Approval Step

Assortment Approval View

Use this view to approve the cluster-level assortment.

Figure 8-69 Assortment Approval View

w| 2. Assortment Approval v ¢ &
[ calendar| Location P BB Measure
[Ei/E2/2011 = (1000 Charlotia] fem proguct] |
Bl | e | [Fo. ~ & & EmEcmA b
Approve Approval Approved By
Date

3375772211 O i’
337577212 O

4514512223 O

5119022323 O

6522223331 O

7066199229 O

201842422322 O

201842422323 O

201842422324 O

201842422325 O

201842422326 O

207863822223 | -

=

Table 8-64 lists the measures available in this view.

Table 8-64 Assortment Approval Measures
Label

Approve

Approval Date

Approved By

Review Key Take Aways View

Use this view to enter any pertinent notes for the Assortment Rationalization task.

Figure 8-70 Review Key Take Aways View

~| 3. Review Key Take Aways v v K
EH  Product| Calendar I EH  Measure
[EREAL]=[4h crtr, Fr2011] - ’:m Lacation

o
Blam | e [Frd. - & BEcoomANN

Assortment Rationalization - Key Take Aways
Trading Area 1
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Next Steps

Next Steps

Table 8-65 lists the measure available in this view.

Table 8-65 Review Key Take Aways Measure

Label

Assortment Rationalization - Key Take Aways

After completing Assortment Rationalization at the cluster, continue to the Assortment

Rationalization @ Store Task.

Assortment Rationalization @ Cluster Task 8-55



Next Steps

8-56 Oracle Retail Category Management User Guide for the RPAS Fusion Client



9

Assortment Rationalization @ Store Task

This task enables a retailer to analyze their assortment, assign weights to attributes,
and calculate a score (ranking) that is systematically used to suggest additions and
deletions to the assortment at a store.

Consumer insights are core to this application utilizing external market and consumer
data. This also includes visibility to the retailer’s category versus competitors versus
the market place as a whole. (Examples of external market data providers includes
Nielsen, Symphony IRI, Axciom, and FICO.)

The application assists users in analyzing their current assortments, determining the
appropriate market coverage, rationalizing (validation of necessary add, drop and
keep) the assortment, and quantifying the assortment decision.

The application takes advantage of a feed of category planning data to make category
role, strategies, tactics, and financial objectives visible to ensure assortment align back
to the overall category-level objectives.

This task has the following steps:
s Performance Analysis Step

s Consumer Assessment Step
= Assortment Finalization Step

= Assortment Quantification and Approval Step

Create the Assortment Rationalization @ Store Workbook

To create the workbook:

1. Select the New Workbook icon in the Assortment Rationalization @ Store activity.

Figure 9-1 Assortment Rationalization @ Store Activity

‘ Category Management
[E] Planning
L= [E] Assortment Rationalization @ Clu...
= Assorh‘nent Rationalization & Store 5
Performance Analysis
Consumer Assessment E
Assortment Finalization 5]
Assortment Quantification an... [

Assortment Rationalization @ Store Task 9-1



Create the Assortment Rationalization @ Store Workbook

2. Select the calendar periods and move them to the Selected Periods box. Click Next.

Figure 9-2 Workbook Wizard Select Periods Page

‘Workbook Wizard

80— 1—0
ars_cind_wiz ars_prod_wiz ars_loc_wiz ars_csh_wiz
Select Periods Selected Periods
Available Ttems Selected Ttems
view ~ | v| Dimension | [Find... 3 @ ‘ {# Detach view ~ ‘ v| Dimension | [Find... S @5 % ‘ »
Label | Label
« 242012 -l =]

Fetching Data... < Remove

| RowsSelected 26 |

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add Al for all items.
[¥ synchranize Hierarchies

Cancel | Previous | Next| Finish

3. Select the products and move them to the Selected Products box. Click Next.

Figure 9-3 Workbook Wizard Select Products Page

Workbook Wizard

&
)
ars_dnd_wiz ars_prod_wiz ars_loc_wiz ars_csh_wiz

Select Products Selected Products
Available Ttems Selected Ttems

view ~ | ~| Dimension | [Find... 3 & | i Detach view ~ | ~| Dimension | [Find... 3% | B % ‘ »
Label - o | Label

297140523425 BACK_TO_NTR_APPLE_CRISP_RTE_CRL_12_OUNCE =] i’

+ 297140523425 BACK_TO_NTR_OAT_SOY_CRISP_RTE_CRL_11_OUN

297140524223 BACK_TO_NTR_GRNL_TOTAL_TASTE _PRMS_GRNL_C

+ 297140524225 BACK_TO_NTR_GRNL_TOTAL_TASTE_PRMS_GRNL_C

297140524235 BACK_TO_NTR_GRNL_GRNL_CRL_13.5_OUNCE

+ 297140524235 BACK_TO_NTR_GRNL_TOTAL_TASTE_PRMS_GRNL_C

v 297140524237 BACK_TO_NTR_GRNL_TOTAL_TASTE_PRMS_GRNL_C

297140524238 BACK_TO_NTR_GRNL_TOTAL_TASTE_PRMS_GRNL_C

+ 297140524257 BACK_TO_NATURE_GRANOLA_GRANOLA_CEREAL_15 i
298161542232 T._ABRAHAMS_CRISPY_OS_RTE_CEREAL_5.5_OUN § Remove

298161542233 T._ABRAHAMS_CHOCOLATE_CRISPY_OS_RTE_CERE
@R Remove Al

298955722229 DR, _MCDOUGALLS_HOT_CEREAL_2.3_OUNCE

+ 298955722322 DR._MCDOUGALLS_ALL_NATURAL_HOT_CEREAL 8.
298955722324 DR, _MCDOUGALLS_ALL_NATURAL_HOT_CEREAL_8.

+ 3375772211 CTL_BR_DELICIOUS_GRANOLA_CEREAL_13_OUNCE

3375772212 CTL_BR_NATURAL_RTE_CEREAL_14_OUNCE

4514512223 ERTHS_BEST_WHL_GRN_RICE_BOX_BABY_CRL_8_O

5119022323 BOBS_RED_MILL_HOT_CEREAL_24_OUNCE

+ 6522223331 POST_GRAPE_NUTS_TRAIL_MIX_CRNCH_RTE_CRL

+ 7065199229 NATURES_PATH_MILLET_RICE_RTE_CEREAL_13.2 =

| Rows Selected 675 |

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add All for all items.
¥ synchronize Hierarchies

Gancel erevious| text] Erish|
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Create the Assortment Rationalization @ Store Workbook

4. Select the locations and move them to the Selected Locations box. Click Next.

Figure 9-4 Workbook Wizard Select Locations Page

Workbook Wizard
(=] & 8 o
ars_dnd_wiz ars_prod_wiz ars_loc_wiz ars_csh_wiz

Select Locations Selected Locations
Available Ttems Selected Ttems

View ~ ‘ v| Dimension | [Find... 3 @ ‘ {# Detach View ~ ‘ v| Dimension | [Find... @ B % | »
Label ] ] Label

« 1061 Aurora = =

« 1062 Peoria

+ 1063 Cedar Rapids
+ 1064 Des Moines.
+ 1065 Omaha

+ 1066 Fort Wayne
+ 1067 South Bend

Add
+ 1068 Lansing #
1086 Phoenix oL LI

+ 1087 San Antonio < Remove Foee
+ 1108 Talahassee M
+ 1109 Mobile

+ 1144 Acapulco

+ 1145 Mazatlan

+ 1146 Veracruz

« 1153 Apache

+ 1154 Santa Cruz

1155 Yuma

+ 1157 Alameda

1158 Fresno =

| RowsSelected 40 |

Use Drag and Drop to add Available Items to Selected Items, use shift-dick and Add for multiple selections, or Add Al for all items.
[¥ synchronize Hierarchies

Gancel | previous | Nexct| Emsh |

5. Select the consumer segment versions and move them to the Selected Segment
Versions box. Click Finish.

Figure 9-5 Workbook Wizard Select Consumer Segment Versions Page

Workbook Wizard

ars_dnd_wiz ars_prod_wiz ars_loc_wiz ars_csh_wiz

Select Consumer Segment Versions Selected Segment Versions

Available Items Selected Items

view = | ~| Dimension | [Find... 3 @ | i etach view = | ~| Dimension | [Find... 3% & % ‘ »
label | Label

+ Sawvy Singles CDT Version 5 2

 Getting By CDT Version 1
+ Getting By CDT Version 2
 Getting By CDT Version 3
+ Getting By CDT Version 4
 Getting By CDT Version 5
 Golden Years CDT Version 1

$ Add
+ Golden Years CDIT Version 2 -
+ Golden Years COT Version 3 B AdIAL ]

+ Golden Years CDT Version 4 Q Bemove

+ Golden Years COT Version § &Removeal

+ Wealthy Elite CDT Version 1 _Kraaoed |
+ Wealthy Elite CDT Version 2

+ Wealthy Elite CDT Version 3

+ Wealthy Elite COT Version 4

+ Wealthy Elite CDT Version 5

 Empty Nester CDT Version 1

+ Empty Nester COT Version 2

 Empty Nester CDT Version 3

+ Empty Nester COT Version 4 -

Rows Selected 34

Use Drag and Drop to add Available Items to Selected Ttems, use shift-click and Add for multiple selections, or Add All for al items.
¥ synchronize Hierarchies

Gancel| Previous| text| Einih
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Performance Analysis Step

The workbook is created.

Performance Analysis Step

Use this view to analyze performance based on historical sales and forecast, if
available. This step is the same as the Performance Analysis step at the cluster level,
except for the following:

= The base intersection of the worksheets is per store, not cluster.
= Only the single cluster relevant to the workbook is visible.

= For net margin analysis, metrics such as Markdown Allowance, Markdowns, and
Freight Costs are available at the store level.

This step has the following views:

= Segment Sales & Product Productivity Analysis View
= Net Margin Analysis View

s Quadrant Analysis - Sales $ / Units View

s Quadrant Analysis - GM% / Sales View

s Quadrant Analysis - GM% / Turns View

»  Quadrant Analysis - Profit / Sales Sq Ft View

Segment Sales & Product Productivity Analysis View

9-4

Use this view to analyze the contribution of sales and profits from each sub-category
to the category total.

Figure 9-6 Segment Sales & Product Productivity Analysis View

~| 1. Segment Sales & Profit Productivity Analysis ¢ F
A Location| Calendar Y 1[F  Measure
1000 Charlatte <[ 11/12/2011 |« .m Product
r -
- oo
Bl | e | Foo ~ 3 ¢ BEhmAWW

CurrentPlan | Segment % | Segment % Awg. Sales  Segment % Sales Awg. Profit Profit
Strategy Share of Share of per Ikem Share of Produckivity per Ikem Productivity
Category Category Cateqgory Index Index
Trems Sales Profit

3375772211
3375772212
4514512223
5119022323
6522223331
7066199229
201842422322
201842422323
201842422324
201842422325
201842422326
207863822223
207863822225

Table 9-1 lists the measures available in this view.

Table 9-1 Segment Sales & Product Productivity Analysis Measures

Label

Current Plan Strategy

Segment % Share of Category Items
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Performance Analysis Step

Table 9-1 (Cont.) Segment Sales & Product Productivity Analysis Measures
Label

Segment % Share of Category Sales

Avg. Sales per Item

Segment % Share of Category Profit

Sales Productivity Index

Avg. Profit per Item

Profit Productivity Index

Net Margin Analysis View

Use this view to analyze performance based on historical sales and forecast.

Figure 9-7 Net Margin Analysis View

v| 2. Net Margin Analysis v ¢ F
Location | Calendar ¥ I EH  Measure
[t000 Charlattz | -- 3 Product
.
Blawm e [Fro. ~ % ¢ DMEohmANN
Graoss Prafit | Grass Profit LY Sales Promational Payment Markdown Markdowns | Freight Costs | Met Margin
% Retail Sales Terms Allowance Mokes

3375F7EELL + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K ﬂ

337TEVFEZLE + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

4514512223 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

119022323 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

BSZE223331 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

FOB6199229 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

201842422322 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

201842422323 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

201842422324 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

201842422325 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

201842422328 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

207363822223 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K

207363822225 + 0.0K 0.0 % $ 0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K -

””””””” o ILI_I

Table 9-2 lists the measures available in this view.

Table 9-2 Net Margin Analysis Measures
Label

Gross Profit

Gross Profit %

Historical Sales

Promotional Sales

Payment Terms

Markdown Allowance

Markdowns

Freight Costs

Net Margin Notes

Assortment Rationalization @ Store Task 9-5



Performance Analysis Step

Quadrant Analysis - Sales $ / Units View

Use this view to analyze performance based on sales per units. This information is best
displayed as a bubble chart.

Figure 9-8 Quadrant Analysis - Sales $ / Units View

~| 3. Quadrant Analysis - Sales $ / Units > v f
[ Locstion| Calendar P ER Measure

1000 Charlotte | [ 11/12/2011 ]« F EA  Product

=~—=p
Bla | e | [F. % 4 EEcomA 4
Sales Sales Units | Gross Margin
Revenue

337EFT2211 4 0.0K o] 0.0 % ﬂ

337EFFI212 4 0.0K o] 0.0 %

4514512223 4 0.0K o] 0.0 %

5119022323 4 0.0K o] 0.0 %

6522223331 4 0.0K o] 0.0 %

FO66199220 4 0.0K o] 0.0 %

201842422322 4 0.0K o] 0.0 %

201842422323 4 0.0K o] 0.0 %

201842422324 4 0.0K o] 0.0 %

201842422325 4 0.0K o] 0.0 %

201842422328 4 0.0K o] 0.0 %

207863822223 4 0.0K o] 0.0 %

207863822225 4 0.0K o] 0.0 %

207863822220 4 0.0K o] 0.0 %

Tu' ul + oo ful nn x

Table 9-3 lists the measures available in this view.

Table 9-3 Quadrant Analysis - Sales $ / Units Measures
Label

Sales Revenue

Sales Units

Gross Profit

Quadrant Analysis - Profit / Sales Sq Ft View

Use this view to analyze performance based on profit and sales per square foot. This
information is best displayed as a bubble chart.

Figure 9-9 Quadrant Analysis - Profit / Sales Sq Ft View

~| 4. Quadrant Analysis - Profit / Sales 5q. Ft. - ¢ K
EH  Location| Calendar () I EH  Measure
(T80 Chartate [ [1/zz72011] Jm produ
S
= = - 4 BEmANR
Profit Sls f =g, fE S Sales Units
week Retal

JITETTEZLL $0.0K $ 0.0k a ﬂ

IATETTEZIE $0.0K $ 0.0k a

4514512223 $0.0K $ 0.0k a

SL19022323 $0.0K $ 0.0k a

BEZZEZFEI1 $0.0K $ 0.0k a

FOGG199229 $0.0K $ 0.0k a

2015424223522 $0.0K $ 0.0k a

201542422323 $0.0K $ 0.0k a

201542422524 $0.0K $ 0.0k a

201542422325 $0.0K $ 0.0k a

2015424223526 $0.0K $ 0.0k a

Z0TEE3E2Z223 $0.0K $ 0.0k a

Z0TEE3822225 $0.0K $ 0.0k a

Z0TEE3022226 $0.0K $ 0.0k a -

+o o 40w
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Performance Analysis Step

Table 9—4 lists the measures available in this view.

Table 9-4 Quadrant Analysis - Profit / Sales Sq Ft Measures
Label

Profit

Sales per sq. ft per week Retail

Sales Units

Quadrant Analysis - GM% / Turns View

Use this view to analyze performance based on gross profit and turns. This
information is best displayed as a bubble chart.

Figure 9-10 Quadrant Analysis - GM% / Turns View

2078636822225 0.0%
207863822226 0.0%

I 0 e,

~| 5. Quadrant Analysis - GM% / Turns v ¥ F
[ Location| Calendar > M 1[E@ Measure
[0 Charite = [TL/EZ/20E (B produe
.
= = T ~ P & BEoomANA
faross Margin Ireeenkory Sales Units |
Turns
3375772211 0.0 N 0 i’
337ETTZRLE 0,05 i
4514512223 0,05 i
5110022323 0,05 i
EEZ2EEIIEL 0,05 i
FOEE109220 0,05 i
i ) 0,05 i
201842422323 0,05 i
201842422324 0,05 i
201842422325 0,05 i
201542422326 0,05 i
F07E63EREEZE 0,05 i
I 0
I 0
| n

Table 9-5 lists the measures available in this view.

Table 9-5 Quadrant Analysis - GM% / Turns Measures
Label

Gross Profit

Inventory Turns

Sales Units

Assortment Rationalization @ Store Task 9-7



Consumer Assessment Step

Quadrant Analysis - GM% / Sales View

Use this view to analyze performance based on gross profit percent and sales. This
information is best displayed as a bubble chart.

Figure 9-11 Quadrant Analysis - GM% / Sales View

~| 6. Quadrant Analysis - GM% / Sales v ¢ f
[ Location| Calendar [ [ER  measure

1000 Charlatte =[11/12/z011 ] ’: ER  Product

P
Baw b F. -3 ¢ (BE0c@H %W
Gross Margin | Sales Lniks Sales
Revenue

33FRITEZLL 0.0% 0 4 0.0K ﬂ

JATETFEZIE 0.0% 0 4 0.0K

4514512223 0.0% 0 4 0.0K

119022323 0.0% 0 4 0.0K

BEZ2ZE23331 0.0% 0 4 0.0K

FO6G6199229 0.0% 0 4 0.0K

201842422322 0.0% 0 4 0.0K

201842422323 0.0% 0 4 0.0K

2015424223524 0.0% 0 4 0.0K

201842422325 0.0% 0 4 0.0K

2015424223526 0.0% 0 4 0.0K

207BE3822223 0.0% 0 4 0.0K

207BE3822225 0.0% 0 4 0.0K

Z07BE3022220 0.0% 0 4 0.0K -

o o oo o toow

Table 9-6 lists the measures available in this view.

Table 9-6 Quadrant Analysis - GM% / Sales Measures
Label

Gross Profit

Sales Units

Sales Revenue

Consumer Assessment Step

Use this step to analyze the category with respect to consumer behavior. The data
source for this analysis is Household Panel data. This step is the same as the Consumer
Assessment step at the cluster level, except for the following:

= The base intersection of the worksheets is per store, not cluster.
= Only the single cluster relevant to the workbook is visible.
This step has the following views:

= Buyer Conversion Analysis View

s Consumer Loyalty Analytics View

= Purchase Behavior Analysis View

= Retail Channel Share Analysis View

»  Target Consumer Segment Analysis View

= Top Shopper Analysis View

9-8 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Consumer Assessment Step

Purchase Behavior Analysis View

Use this view to analyze the contribution of sales and profits from each sub-category

to the category total.

Figure 9-12 Purchase Behavior Analysis View

~| 1. Purchase Behavior Analysis

- .

_ a
EH Measure

[ Location 33 ‘
Baw b . -3 ¢ DBES@ANA
Ttem Ikem Trips Ttem $ per Item § per | %% Item % on
Penetration per Item Item Trip Item Buyer Deal {5tr)
(5kr) Buyer (Str) (5kry (5kr)
3IFEFF221L 0.0% 0.0 0.00 0.00 0.0 % ﬂ
3IFEFFE2IZ 0.0% 0.0 0.00 0.00 0.0 %
4514512223 0.0% 0.0 0.00 0.00 0.0 %
S119022323 0.0% 0.0 0.00 0.00 0.0 %
BE22223331 0.0% 0.0 0.00 0.00 0.0 %
FO66199229 0.0% 0.0 0.00 0.00 0.0 %
201842422322 0.0% 0.0 0.00 0.00 0.0 %
201842422323 0.0% 0.0 0.00 0.00 0.0 %
201842422324 0.0% 0.0 0.00 0.00 0.0 %
201842422325 0.0% 0.0 0.00 0.00 0.0 %
201842422326 0.0% 0.0 0.00 0.00 0.0 %
207B63822223 0.0% 0.0 0.00 0.00 0.0 %
207863822225 0.0% 0.0 0.00 0.00 0.0 % -

Table 9-7 lists the measures available in this view.

Table 9-7 Purchase Behavior Analysis Measures

Label

Item Penetration (Str)

Item Trips per Item Buyer (Str)

Item $ per Item Trip (Str)

Item $ per Item Buyer (Str)

% Item $ on Deal (Str)

Assortment Rationalization @ Store Task 9-9



Consumer Assessment Step

Retail Channel Share Analysis View

Use this view to determine what percentage of sales occurred through the various

channels available in the market.

Figure 9-13 Retail Channel Share Analysis View

| Z. Retail Channel share Analysis

v oy

A Location |  Measure P I EH  Retail Segment
1000 Charlotte | »[% Buyers (St |« I: A Product ]
Ela | & [Frd. ~ & & BMEomAENd
All Other Conwenience/¢ Dallar Stores Drug Grocery MMass Merch Super- Warehouse
Channels Wikhouk Centers Club
Supers
337SFT2R1L 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % ﬂ
33TEVF2R12 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
4514512223 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
5119022323 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
0922223331 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
FOA6199229 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
201842422322 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
201842422323 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
201842422524 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
201842422325 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
201842422320 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
207363022223 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
2073630822225 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % -

Table 9-8 lists the measures available in this view.

Table 9-8 Retail Channel Share Analysis Measures

Label

% Buyers (Str)

% Dollars (Str)

Target Consumer Segment Analysis View

Use this view to choose the highest market coverage for those categories and segments
within the category that are most closely aligned with the retailer’s target consumer.

Figure 9-14 Target Consumer Segment Analysis View

| 3. Target Consumer Segment Analysis

v v

Or,

[ Location| Measure >

[1000 Charlatte | =[5 of Retailer Tarnawer (Ste] =

|@ Consumner Profile
it

Product

2 [ T T

Find... - 3 %

mEcamaA 4 o

3375772211
3375772212
4514512223
5119022323
6522223331
7066199229
201842422322
201842422323
201842422324
201842422325
201842422326
207863822223
207863822225

20,000 -
429,599

$30,000 -
439,999

$40,000 -
49,999

50,000 -
459,099

$70,000 -
489,999

00,000 -
$109,999

$110,000 -
149,999

$150,000+ | <420,000
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Consumer Assessment Step

Table 9-9 lists the measures available in this view.

Table 9-9 Target Consumer Segment Analysis Measures

Label

% of Retailer Turnover (Str)

% of Segment Buyer (Str)

% of Segment Turnover (Str)

% of Retail Shoppers (Str)

Buyer Conversion Analysis View
Use this view to analyze the buyer conversion rates of the retailer compared to that of
selected competitors.

Figure 9-15 Buyer Conversion Analysis View

~| 4. Buyer Conversion Analysis v ¢ f
EH  Llocation | Measure I [EH  Retailer
K
[1000 Charlatte | <[ Buyer Conversion Rate |- ’— EF  Product
-
Baw o F. -5 & BE0mE 4
EBlueTooth Double Moodle Mexus — Qracle Store Others Swag Central Swayed
Fairyland RainBow Ties Shoestore
EAG 0.0 % 0.0 % 0.0 % 0.0% 0.0% 0.0 % 0.0 %
B 0.0 % 0.0 % 0.0 % 0.0% 0.0% 0.0 % 0.0 %
COMVEMIENCE 0.0 % 0.0 % 0.0 % 0.0% 0.0% 0.0 % 0.0 %

Table 9-10 lists the measure available in this view.

Table 9-10 Buyer Conversion Analysis Measure

Label

Buyer Conversion Rate

Assortment Rationalization @ Store Task 9-11



Consumer Assessment Step

Top Shopper Analysis View

Use this view to compare the top shopper index of the retailer at the store.

Figure 9-16 Top Shopper Analysis View

~| 5. Top Shopper Analysis

A Location|  Measure

| 1000 Charlatte -| Top Shopper Index: |-

Bawul e

BAG
BOX
COMVENIENCE

Moodle Mexus

0.0%
0.0%

Fd.  ~ & ¢ |m@ 0
ElueTooth Double
Faityland RainBow Ties
0.0% 0.0 %
0.0% 0.0 %
0.0% 0.0 %

0.0%

Oracle Store

0.0 %
0.0 %
0.0 %

Cthers

0.0 %
0.0 %
0.0 %

Swag Central

0.0%
0.0%
0.0%

Swayed
Shoeskare

0.0 %
0.0 %
0.0 %

Table 9-11 lists the measure available in this view.

Table 9-11 Top Shopper Analysis Measure
Label
Top Shopper Index

Consumer Loyalty Analytics View

Use this view to analyze the level of loyalty that the consumers within the trading area
have to product segments, brands, and individual SKUs.

Figure 9-17 Consumer Loyalty Analysis View

~| 6. Consumer Lovalty Analysis

> ¢

B Location P BB Measure
- |: EH  Product Consurmer Segmentﬂ
Flea | & | [Frd. o & HmEmAEWNW
Layalky Index | Exclusivity Consumer Switching
(k) Index (str) | worth Index  Index (Ske)
(Str)

3375772211 Saccer Mam 0.00 0.00 0.00 0.00 i’
3375FF212 Soccer Mom 0.00 0.00 0.00 0.00
4514512223 Soccer Mom 0.00 0.00 0.00 0.00
5119022323 Soccer Mom 0.00 0.00 0.00 0.00
BE22223331 Soccer Mom 0.00 0.00 0.00 0.00
FO66199229 Soccer Mom 0.00 0.00 0.00 0.00
201842422322 Soccer Mom 0.00 0.00 0.00 0.00
201842422323 Soccer Mom 0.00 0.00 0.00 0.00
201842422324 Soccer Mom 0.00 0.00 0.00 0.00
201842422325 Soccer Mom 0.00 0.00 0.00 0.00
201842422326 Soccer Mom 0.00 0.00 0.00 0.00
207863822223 Soccer Mom 0.00 0.00 0.00 0.00
207863822225 Soccer Mom 0.00 0.00 0.00 0.00 -

(70 1= e Pl nnn ann 0o nnn
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Assortment Finalization Step

Table 9-12 lists the measures available in this view.

Table 9-12 Consumer Loyalty Analysis Measures
Label

Loyalty Index (Str)

Exclusivity Index (Str)

Consumer Worth Index (Str)

Switching Index (Str)

Assortment Finalization Step
Use this step to finalize the assortment at the store level.
This step has the following views:
= Assortment Finalization Detail View
= Assortment Finalization Summary View
= Add Validation View
= Delete Validation View

m Retention Validation View

Assortment Finalization Detail View

Use this view to review the system-recommended assortment.

Figure 9-18 Assortment Finalization Detail View

| 1. Assortment Finalization Detail - ¢
B Locabon ﬂ Hesaure
[Trading Area 1] EE  Frodut
Bla & | [ -3 & mEsmANH
TP Core L 11 Optional TPL Pl
Wandatory Rationalzation Rationalization
- Compare to - Compare to
le Latest Last Vear
Assortment | Assortment:
Wodss cereal |V BAG W ADULT WV BACK TO NATURE ¥ COLD V OTHER ¥ GRANOLA Viz0zZ 297140624237 BACK_TO_NTR_GRNL_TOTAL_TASTE_PRMS_GRI - H] O A Na
7 BARBARAS T COLD 7 OTHER T WHEAT V1002 229283922620 BARBARAS_SHREDDED_WHEAT_100_PRCNT N1 O O | A Na
7 BOBS RED MILL T CoLD ¥ OTHER 7 OTHER 71802 225119072325 BOBS_RED_MILL_MUESLI_MATURAL_CEREAL_LE O O O NA NA
¥ HOT ¥ OTHER 7 OTHER V1602 225119022327 HOBS_RED_MILL_HOT_CEREAL_16_OUNCE | O O A na
V1802 225119022365 BOBS_RED_MILL_ALL_NATURAL_HOT_CEREAL_| [ ] O NA NA
w250z 225119022332 BOBS_RED_MILL_HOT_CEREAL 25 OUNCE | 0 O HA HA
7 GENERAL MILLS 7 COo 7 OTHER 7 MULTIGRAIN 120z 225622267072 TOTAL_WHL_GRN_RTE_CRL 12 QUNCE 0 O O A Ha
7 KELLOGGS 7 co 7 RATSIN 7 MULTIGRAIN V1502 225022241111 KELLOGGS_RAISIM_BRAN_RTE_CEREAL 15 0l [] 0 O A A
7 WHEAT V2002 225022272042 KELLOGGS _RAISIN_BRAN_RTE_CEREAL 20 00 [] O ] A ne
7 POST V COLD W APPLE 7 OTHER |7 1202 226527223998 POST_SELECTS_APPLE_CINNAMON_HARVEST_C [ O O NA NA
7 QUAKER  Coln  OTHER v RICE |¥70z 226272273312 QUAKER_ESSENTIALS_PUFFED RICE RTE CERE [ | [} A na
W WHEAT V5307 225222278632 QUAKER_FSSENTIALS_PUFFED_WHEAT_RTE_CE ] O O A NA
7 SUNBELT T CoLD ¥ OTHER T GRANOLA V1607 224652225357 SUNBELT_GRANOLA_GRANOLA_CEREAL_16_OU O O O A NA
7 MULTIGRAIN 71202 224652225377 SUNBELT_BERRY_BASIC_WHOLE_GRAIN_FLAKE ] O O A HA
V FAMLY |7 COLD 7 BEAR NAKED 7 OTHER 7130z |7 1302 207863822225 BEAR_NAKED_ALL_NTRL_ALL_NTRL_DLCS_DLCS [ O (] NA NA
 CEREAL 7 OTHER 7202 v20z 207956022252 CEREAL TOPPERS BAINS WD STRWE PIECEE [ 0 [ A nA
TOPPERS 207986022253 CRL_TPPRS_BNNS_BLERR_AND_RSPER_PIECE § L] W) ] NA NA
207956022254 CEREAL_TOPPERS_APPLS_AND_RSPER_PIECE £ | O O WA, NA
7 GALAXY 7 GRANOLA 71302 V1202 28907056769 GALAXY_GRANOLA_ALL_NATURAL GReNOLA G [ O O A N
7 GENERAL ¥ OTHER V13,502 V13502 223922262950 GNRL_MILLS_FIEER_ONE_FRSTD_SHROD_WHT, [ O O A nA
MILS 71402 V1402 225622249769 NSTL_LA_LCHR _FLKS_12 ¥THNS D MHRLS | [] O Add Add
7 KASHI W GRANOLA 7 13.502 V13502 223084905022 KASHI_ORCHARD_SPICE_GRANOLA_GRANGLA | [ O O NA NA
| 223084905022 KASHI_MOUNTAIN_MEDLEY GRANOLA CRL GR | 0 O WA &
7 KELLOGGS 7 RICE V13802 V13807 225022241473 KELLOGGS_EGGO_CRUNCHY RTE_CEREAL 13.8 O 0 O A NA
7 WHEAT 7140z 7140z 225022253041 KELLOGGS_FROSTED_WINI_WHEATS RTE CERE [ ] 0 0 A nA
7 Kozt ¥ MULTIGRAIN 7140z V1402 229561333462 KOZY_SHACK READY_GRNS RTE CRL 2P 14, [] [m] ] A n
T MALT O MEAL 7 OAT v:oz V330z 226462221981 MALT_O_MEAL_HONEY_OAT BLNDR_RTE_CRL | | O O NA NA
7 OTHER 7251002 251002 226462224921 MALT_O_MEAL_VANILLA_CREAM MINI_SPOONE  [] O [} A nA
V3302 VT 226462214750 MALT_O_MEAL_FROSTED_MINI_SPOONERS_CR| L] O O NA NA
226462215190 MALT_O_MEAL_CINNAMOM_TOASTERS RTE CE [ ] N Ol A HA
226462222062 MALT_O_MEAL_MPL_BRWN_SGR_MIML_SPHRS | [ O 0 A HA
T MNTNMDNSS | 7 GRANOLA T 1202 V1z0zZ 201842422322 MNTN_MDNSS_ORIG_GRANOLA O O O NA NA
201842422324 MNTN_MONSS_PROTEIN_POWER_GRANOLA ] 0 O A na
201642422325 MNTN_MONSS_CRANBERRY_ZEST_GRANOLA Ll ] O NA NA
| 201842422326 MNTN_MDNSS_BLUEBERRY_MAPLE_GRANOLA O N | A na
W HUTRITIOUS 7 OTHER 7I10Z V1oL 225310023505 NUTRITIOUS LIVING HI_LO_RTE CEREAL 10.( [ O O A H&
LIVING T1zoz 71zoz 229310023503 NUTRITIOUS LIVING MI_LO_NATURAL RTE CE [ 0 0 A nA
7130z 71302 229310023506 NUTRITIOUS_LIVING_HI_LO_RTE_CEREAL 100 [] 0 O A na
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Assortment Finalization Step

Table 9-13 lists the measures available in this view.

Table 9-13 Assortment Finalization Detail Measures
Label

IPI Core

IPI Rationalization - Compare to Latest Assortment

IPI Rationalization - Compare to Last Year
Assortment

IPI Mandatory

IPI Optional

Assortment Finalization Summary View

Use this view to review the assortment decisions, including the overrides

Figure 9—-19 Assortment Finalization Summary View

~| 2. Assortment Finalization Summary

v ¥y &

A Location P EH  Measure
(3000 et = produs
A
Bla | e | [Fro. - &  BmEs@mA M
Actual Care IPI Core Temporary IPI Core Pre- Tempaoraty IPI Optional Temporary Pre-
Coverage Coverage Core Units Rationalization  Optional Units Cptional Rationalizatic
- Tatal Core Units - Tatal
Units Cptional
Units
337EFT2211 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0 ﬂ
337EFF2212 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
4514512223 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
5119022323 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
6522223331 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
FO66199220 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
201842422322 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
201842422323 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
201842422324 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0
201842422325 0.0 % 0.0 % 0.0 % 1) o] 0.0 % o] 0 -

Table 9-14 lists the measures available in this view.

Table 9-14 Assortment Finalization Summary Measures

Label

Actual Core Coverage

IPI Core Coverage

Temporary Core

IPI Core Units

Pre-Rationalization - Total Core Units

Temporary Optional

IPI Optional Units

Temporary Optional Units

Pre-Rationalization - Total Optional Units

IPI Optional Coverage

Temporary Core Units
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Assortment Finalization Step

Table 9-14 (Cont) Assortment Finalization Summary Measures
Label

Actual Optional Coverage

Pre-Rationalization - Compare to Latest Assortment

Pre - Rationalization - Compare to Last Year
Assortment

IPI Rationalization - Compare to Latest Assortment

Delete Validation View

Use this view to assign a disposition to the items that have been recommended for
deletion for at least one store. The recommendations are based on the IPI-based
calculation.

Figure 9-20 Delete Validation View

~| 3. Delete ¥alidation - oy N
B Location P BB Measure
000 crariatie]- = g |
Baw & | - 0 mEc@E @ W

TFI Fre- Override

Rationalization Rationalization
- Compars ko | - Compars ko
Latest Latesk

Assortment | Assortment,

IIVETTZELL
3IVSTTIELZ
4514512223
S119022323
B522223331
FOEE199229
201842422322
201842422323
201842422324
201842422325
201842422326
207863822223

Table 9-15 lists the measures available in this view.

Table 9-15 Delete Validation Measures

Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Latest Assortment

Override

Assortment Rationalization @ Store Task 9-15



Assortment Finalization Step

Add Validation View

Use this view to assign a disposition to the items that have been recommended for
addition for at least one store. The recommendations are based on the IPI-based
calculation.

Figure 9-21 Add Validation View

~| 4. Add Yalidation - o ¥
B Location P I[ER  Measwre
[000 Charlatte ]« B Product
—.
Bawm & -3 ¢ mEc@ AW
IFT Pre- Override

Rationalization Rationalization
- Compare ko | - Compare ko
Latest Lakest

Assortment | Assortment,

3375772211
337ST7EEIZ
4514512223
S119022323
6522223331
7066199229
201842422322
201842422323
201842422324
201842422325
201842422326
207863622223

Table 9-16 lists the measures available in this view.

Table 9-16 Add Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Latest Assortment

Override
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Assortment Quantification and Approval Step

Retention Validation View

Use this view to assign a disposition to the items that have been recommended for
retention for at least one store. The recommendations are based on the IPI-based
calculation.

Figure 9-22 Retention Validation View

~| 5. Retention Yalidation - oy N
B Location P BB Measure
[2000 Charlatte ]« ’:‘@ Product

.
Baw & | - 0 mEc@E @ W

Rationalization Rationalization
- Compars ko | - Compare ko

Latest Latesk
Assortment | Assortment,

TFI Pre- Override ‘

F37ETT2E
F3TSTTIEZ
4514512223
5119022323
B5222253351
FORG199229
201542422522
201542422525
201542422524
201542422525
201542422526
207863622225

=

Table 9-17 lists the measures available in this view.

Table 9-17 Retention Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Latest Assortment

Override

Assortment Quantification and Approval Step

Use this view to review the assortment quantification and approve the assortment at
the store level.

This step has the following views:
s Assortment Quantification View

= Assortment Approval View

Assortment Rationalization @ Store Task 9-17



Assortment Quantification and Approval Step

Assortment Quantification View

Use this view to review the assortment quantification at the store level.

Figure 9-23 Assortment Quantification View

~| 1. Assortment Quantification

-

Co-1

[EH  Product| Calendar 3y EH  Location
[3375772211 CTL_BR_DELICIOUS_GRANGCLA_CEREAL_13_OUNCE =[ 11/12/2011 | |: Efl  Measure
== o
Baw b . -3 ¢ SBEL@ANA
1ooo 1001 Atlanta | 1003 Boston 1009 1010 Los 1011 Gtkawa | 1012 Toronko 1017
Charlotte Albuguerque Angeles Monkr
CUpreEnt Asst Sales 1 o o 0 o o o o =
New fsst Sales L 1] 0 0 1] 0 1] 0
Variance - Mew Asst to Current - Sales U -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100
New Asst Sales § $ 0.0K $0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K + 0.0K 3
Cuprent Asst Sales § $ 0.0K $0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K + 0.0K 3
Wariance - Mew Asst to Current - Sales § -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100
Cuprent Asst Sales Eqvt-Units o o 0 o o o o
New Asst Sales Eqv-Units o o 0 o o o o
Wariance - Mew Asst to Current - Sales Egvt Units -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100
Cuprent Assk G § $ 0.0K $0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K + 0.0K 3
New fsst GM § $ 0.0K $0.0K $0.0K 4 0.0K $ 0.0K $ 0.0K + 0.0K 3
Wariance - Mew Asst to Current - GM § -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100.0 % -100—
Current Assk G o 0.0 % 0.0% 0.0 % 0.0 % 0.0 % 0.0 % 0.0% o -
e Y=rATIED g " T L0 0% nn NIE T _fl_l

Table 9-18 lists the measures available in this view.

Table 9-18 Assortment Quantification Measures
Label

Current Asst Sales U

New Asst Sales U

Variance - New Asst to Current - Sales U

New Asst Sales $

Current Asst Sales $

Variance - New Asst to Current - Sales $

Current Asst Sales Eqvt-Units

New Asst Sales Eqvt-Units

Variance - New Asst to Current - Sales Eqvt-Units
Current Asst Sales GM $
New Asst Sales GM $

Variance - New Asst to Current - Sales GM $
Current Asst Sales GM %
New Asst Sales GM %

Variance - New Asst to Current - Sales GM %
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Assortment Quantification and Approval Step

Assortment Approval View

Use this view to approve the assortment at the store level.

Figure 9-24 Assortment Approval View

~| 2. Assortment Approval > ¥ F
[ cCalendar| Location P BB Measure
[11712/2011 =[1000 Charlotte |- EH  Product
RN
= = -3 4 B Ecsm A 0
Approve Approval Approved By
Date

3375772211 [ ﬂ
3375772212 O

4514512223 ]

5119022323 O

522223331 ]

7066199229 O

201842422322 ]

201842422323 O

2N1B47472324 ]

201842422325 O

201842422326 ]

207863622223 O

INwi=r=% ’_| x

Table 9-19 lists the measures available in this view.

Table 9-19 Assortment Approval Measures
Label

Approve

Approval Date

Approved By

Assortment Rationalization @ Store Task 9-19



Assortment Quantification and Approval Step
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Appendix: Measure Descriptions

Table A-1 lists descriptions for some of the measures used by Category Management.

Table A-1 Measure Descriptions
Measure Label Description
# Baskets with Category Number of baskets that contain at least one of the items or
product segments.
# Baskets with Category Number of baskets that contain at least one of the items or
Rank product segment calculated as an ordinal ranking.

# of Categories in Basket

Number of categories in the basket by consumer segment.

# of Categories in Basket
Index

Number of categories in the basket index by consumer segment.

# Trips per Buyer Average annual times that the category buyer purchases.

% Buyers Percent of buyers that purchase the category in each retail
segment/channel.

% Dollars Percent of buyers’ dollars that are spent in each retail segment/

channel.

% Items $ on Deal @
Category

Percent of items receiving supplier/vendor funding to drive
sales.

% of Retailer Turnover (Str)

The share of turnover that the retailer gets from the given
consumer demographic (store level).

% of Segment Turnover

(Str)

The share of turnover that the segment gets from the given
consumer demographic at the store level.

Approve Boolean mask measure to control what is approved and not
approved.

Approved Override Role Approved Category Role (Industry Model A) for the period.

(Model A)

Approved Override Role Approved Category Role (Industry Model B) for the period.

(Model B)

Attribute Value Indicates if the attribute value applies to a class.

Average HH Spend Average dollars spent per household per year or average

purchase size.

Average Household Spend

Average dollars spent per household per year or average
purchase size.

Avg. Basket Value

Average basket value of various consumer segments.

Avg. Basket Value Index

Average basket value index of various consumer segments.

Appendix: Measure Descriptions A-1




Table A-1 (Cont.) Measure Descriptions

Measure Label

Description

Avg. Profit per Item

Average profit per SKU in this segment.

Avg. Sales per Item

Average sales per SKU in this segment.

Buyer Conversion Rate

Indicates the percentage of buyers who shop the sub-category as
compared to all shoppers who shop the store.

Category Buyer Conversion

Of the category customers who shop the store, the percentage
that buy the category.

Consumer Segment
Distribution

The percentage of consumers who belong to this consumer
segment for this store cluster.

Consumer Segment Status

Status of consumer segment. Primary, Secondary, and so on.

Consumer Segment
Strategy

Historical strategy assignment associated with the segment.

Consumer Worth Index

The total amount of category purchases by the consumer who
purchases a particular brand: size, type, flavor, and so on
(consumer worth) divided by the average category spending for
all brands.

Conversion (Buyer)

The percent of category buyers who shopped in a certain
channel and also purchased the category within that channel.

Buyer Conversion = Category Buyers Purchasing the Category
in Channel

Category Buyers Shopping the Category in Channel

Conversion (Trip)

The percent of total channel shopping trips by category buyers
that included a purchase of the category.

Trip Conversion = Category Buyer Trips in Channel

Category Buyer Trips (All Channels)

Destination Role

The role (purpose) designation for categories which are
managed to establish the distributor as the dominant store of
choice by providing the target consumer with consistent,
superior value. The distributor’s objective is to be identified as
the store of choice for the target consumer’s needs pertaining to
the category.

Exclusivity Index

The percent of consumers purchasing a particular brand: size,
type, flavor, and so on, that fulfill 100% of their category needs
exclusively with that brand (exclusivity) divided by the average
exclusivity for all brands in the category.

Facing

Product main side on a shelf. By counting the number of
facings, it is possible to assess the visibility of a product in a
store.

Forecast Sales

Sales forecast from Oracle Retail Demand Forecasting.

Historic Role Assigned
(Model A)

Approved Category Role (Industry Model A) last year.

Historic Role Assigned Approved Category Role (Industry Model B) last year.
(Model B)
Household Panel Data Product purchase behavior data collected from a panel of

households which are projected to represent a targeted area
(such as, a region, local market, or total U.S.). All purchases are
captured at the point of sale, or in-home using handheld
scanners. Captured sales conditions may include: pricing, trade
channel, display, feature, TPR, and so on.
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Table A-1 (Cont) Measure Descriptions

Measure Label

Description

Incremental Sales

Incremental sales are generated by a promotion. Incremental
sales are calculated by subtracting baseline sales from the total
sales of a product line.

Inventory Turn

The number of times a retailer sells out of its complete
inventory in a given period of time. It represents the speed with
which inventory is sold. The most common way to compute
turns is:

Inventory Turns = Sales/ Average Inventory

If a retailer turns its inventory 22 times a year, it means that on
average the retailer purchases and sells a product 22 times a
year. Sales and inventory must be in the same units (that is, both
at retail or cost or units).

Item $ per Item Buyer For a specific market/region, the amount of dollars spent by an
average consumer who bought this item.

Item $ per Item Trip @ Amount of dollars spent per buyer trip.

Category

Item Eligibility Indicates if an item is eligible to be sold at a location.

Item Penetration

For a specific market/region, the percent of households that
purchased a product group at least once within a give time
frame. Sometimes called consumption index.

Key Metric (Market Data
Analysis)

The market data measure used to do fragmentation and
contribution analysis.

Key Metric (Retailer Data
Analysis)

The retailer data measure used to do fragmentation and
contribution analysis.

Last Year Map - Week

Identifies the week used for mapping as last year.

Loyalty

That share of annual category requirements that the consumer is
able to satisfy with a single brand (size, type, flavor, and so on).
For example, if a consumer makes 10 purchases annually in a
given category, 3 of which are made of Brand A, Brand A would
have a 30% loyalty, (3/10 = 30%).

This measure enables the distributor to discriminate in favor of
those items where targeted consumers have shown a higher
loyalty to purchase versus other products within the category.
The discontinuation of these products could result in the target
consumer leaving the store. Loyalty is converted into an index
by comparing (dividing) the loyalty of Brand A by the average
loyalty of all brands within the category. Loyalty and the loyalty
index can be measured at all levels of data analysis (brand, size,
flavor, SKU, and so on).

Loyalty (% of Buyer Spend
at Retailer)

Percent of the spending that retail buyers spend at the retailer.
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Table A-1 (Cont.) Measure Descriptions

Measure Label

Description

Loyalty Index

That share of annual category requirements that the consumer is
able to satisfy with a single brand (size, type, flavor, and so on).
For example, if a consumer makes 10 purchases annually in a
given category, 3 of which are made of Brand A, Brand A would
have a 30% loyalty, (3/10 = 30%).

This measure enables the distributor to discriminate in favor of
those items where targeted consumers have shown a higher
loyalty to purchase versus other products within the category.
The discontinuation of these products could result in the target
consumer leaving the store. Loyalty is converted into an index
by comparing (dividing) the loyalty of Brand A by the average
loyalty of all brands within the category. Loyalty and the loyalty
index can be measured at all levels of data analysis (brand, size,
flavor, SKU, and so on).

Mandatory Item

Boolean measure to indicate mandatory items.

Market Basket Analysis

Understanding the value of total market basket relating to a
category, sub-category, segment, brand, or SKU. This measure is
effective when compared to average market basket.

Market Coverage

That percent of market demand that a distributor chooses to
meet with a category’s assortment. Using a market level item
ranking report, the distributor identifies those items in the
market that represent a determined percentage of each
segments sales within the category. This percentage (market
coverage) is set at levels that enable the distributor to achieve
the specific strategies, scorecard, and role performance that have
been established for the category.

Market Growth

The percent increase or decrease in sales volume for the entire
market from the prior year.

Market Sales

The sales dollars for the market for a given category.

Market Sales Revenue

Sales revenue for the item by retailer, obtained from a
third-party. The data is obtained quarterly.

Market Share

That percent of dollar sales in a given category controlled by a
distributor in a specific geography. Market share is also
captured in terms of a distributor’s all commodity volume
(ACV) which represents the average weighted market share for
all categories within the distributor’s operation.

Market Share Index

Index of the retailer's market share in this segment compared to
the retailer's market share for all products in the category.

Market Share Rank

Index of the retailer's market share in this segment compared to
retailer's market share for all products in the category.

Market Trading Area HH %

Percentage of market households that belong to this profile.

Market Trading Area HH %

@ CLSS

Percentage of market shoppers belonging to this profile in this
segment.

Market Trading Area HH %

@ SKU

Percentage of market shoppers belonging to this profile in this
segment.

Market Trading Area HH %

@ SCLS

Percentage of market shoppers belonging to this profile in this
segment.

Market Trading Area HH %

@ STCO

Percentage of market shoppers belonging to this profile in this
segment.

Market Trading Area HH %

@STYL

Percentage of market shoppers belonging to this profile in this
segment.
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Table A-1 (Cont.) Measure Descriptions

Measure Label

Description

Market Trading Area Spend
%

Share of turnover that this profile gets for the market.

Market Trading Area Spend
% @ CLSS

The share of turnover that the segment gets from the given
consumer demographic.

Market Trading Area Spend
% @ SKU

The share of turnover that the segment gets from the given
consumer demographic.

Market Trading Area Spend
% @ SCLS

The share of turnover that the segment gets from the given
consumer demographic.

Market Trading Area Spend
% @ STCO

The share of turnover that the segment gets from the given
consumer demographic.

Market Trading Area Spend
% @ STYL

The share of turnover that the segment gets from the given
consumer demographic.

Max Core Units Constraint

Maximum number of core units targeted at a product
dimension level.

Max Core + Optional Units
Constraint

Maximum number of core plus optional units targeted at a
product dimension level.

Min Core Unit Constraint

Minimum number of core units targeted at a product dimension
level.

Min Core + Optional
Coverage Constraint

Minimum sales coverage percentage targeted at a product
dimension level.

Min Core + Optional Units
Constraint

Minimum number of core plus optional units targeted at a
product dimension level.

Min Tgt Core Coverage Minimum sales coverage percentage targeted at a product
Constraint dimension level.
Opportunity Opportunity for the consumer segment. It can be modified by

the user.

Penetration (% Buying at
Retailer)

Percent of households buying at the retailer.

Penetration (% of HH's
Purchasing)

For a specific market/region, the percent of households that
purchased a product group at least once within a given time
period (usually annual).

Percent of Category $ Sales

Percent of product dollar sales compared with the total category
and/or demographic segment sales.

Percent Sold on Deal Percent of product purchases on which a consumer perceived
that a deal was present (such as features, displays, coupons, or
price/bonus packs).

Product Switching Cumulative percent of the brand's users who buy other brands

(size, type, flavor, and so on) divided into the average
cumulative percent of users buying other brands (size, type,
flavor, and so on) in the segment. This measure enables the
distributor to discriminate in favor of those items where
targeted consumers have shown an unwillingness to switch to
other products within the category.

Profit Productivity Index

Profit dollars per SKU of the segment divided by profit dollars
per SKU of the category.

Promotional Effectiveness

Reports the success of a promotion by comparing total sales
with baseline sales.
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Measure Label

Description

Purchase Frequency

The average number of times each buyer purchases an item
over a given time period.

Purchase Frequency = Total Purchase Occasions

# of Buying Households

Retailer Growth The percent increase or decrease in sales volume for the retailer
from the prior year.

Retailer Profit Index An item’s dollar profit, divided by the average profit per item

for the retailer’s segment.

Retailer Share of Growth

The value or volume sales increase or decrease of the retailer
divided by the total universe (that is, market).

Retailer Share Index

Retailer’s share of segment, divided by the retailer share of total
market (ACV).

Retailer HH % Diff Market
HH %

Calculated measure which uses the following formula:
Retailer HH % minus Market HH %

Retailer Spend % Diff
Market Spend %

Calculated measure which uses the following formula:

Retailer Spend % minus Market Spend %

Retailer Trading Area HH
%

Percentage of retailer shopper households that belong to this
profile.

Retailer Trading Area HH
% @ CLSS

Percentage of retailer shoppers belonging to this profile in this
segment.

Retailer Trading Area HH
% @ SKU

Percentage of retailer shoppers belonging to this profile in this
segment.

Retailer Trading Area HH
% @ SCLS

Percentage of retailer shoppers belonging to this profile in this
segment.

Retailer Trading Area HH
% @ STCO

Percentage of retailer shoppers belonging to this profile in this
segment.

Retailer Trading Area HH
% @ STYL

Percentage of retailer shoppers belonging to this profile in this
segment.

Retailer Trading Area Share of turnover that this profile gets for the retailer.
Spend %

Retailer Trading Area The share of turnover that the retailer gets from the given
Spend % @ CLSS consumer demographic.

Retailer Trading Area The share of turnover that the retailer gets from the given
Spend % @ SKU consumer demographic.

Retailer Trading Area The share of turnover that the retailer gets from the given
Spend % @ SCLS consumer demographic.

Retailer Trading Area The share of turnover that the retailer gets from the given
Spend % @ STCO consumer demographic.

Retailer Trading Area The share of turnover that the retailer gets from the given
Spend % @ STYL consumer demographic.

Sales Productivity Index

Sales dollars per SKU of the segment divided by sales dollars
per SKU of the category.

Sales Revenue

Sales dollars for the retailer for a given category.

Segment % Share of
Category Items

Fraction of category level SKUs that can be attributed to this
segment.
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Measure Label

Description

Segment % Share of Fraction of category level profit that can be attributed to this
Category Profit segment.

Segment % Share of Fraction of category level sales that can be attributed to this
Category Sales segment.

Segment $ Sales Index

A segment’s share of dollar sales that are controlled by a
targeted consumer group, divided by the share of ACV dollar
sales controlled by that same targeted consumer group. This
measure enables the retailer to discriminate in favor of segments
having the greatest appeal or importance to their target
consumer.

Segment Shopper Index

The percentage of a segment’s shoppers represented by a
targeted consumer households (demographic), divided by the
percentage of shoppers that the same demographic represents of
all shoppers in the market place. For example, 3 of 10
households (30%) using olive oil make over $40,000 annually. In
the market place, 2 of 10 households (20%) make over $40,000.
The segment shopper index would equal 150, (30/20).

The use of this measure enables the retailer to discriminate in
favor of segments having the greatest appeal or importance to
their target consumer.

Share

Share is a calculation based on unit, equivalent unit, or dollar
volume.

Share measures:
Share = (product vol/ category vol) * 100

EQ share (EQ units = number of equivalent weighted units
scanned for a product class or item)

Share change vs. year ago (point change)
This year’s share — last year’s share

Look at relationship between share changes and category
volume changes.

Shopping Frequency

This measure is used for the shopping frequency of various
consumer segments.

Shopping Frequency Index

Shopping frequency index of various consumer segments.

Spending Index (Buyer Spending of buyers compared to the average spend by retailer.

Spend Compared to

Average Spend)

Switching Index Cumulative percent of the brand's users who buy other brands
(size, type, flavor, and so on) divided into the average
cumulative percent of users buying other brands (size, type,
flavor, and so on) in the segment. This measure enables the
distributor to discriminate in favor of those items where
targeted consumers have shown an unwillingness to switch to
other products within the category.

Syndicated View Standard hierarchies of market segments (or product segments)
defined by syndicated data suppliers, such as Nielsen or
Symphony IRI, based on a standard category to create a
common language on the market (and avoid
re-inventing/re-processing data for every single client).

Total Shoppers Index Total shoppers index by consumer segment.

Upload CDT Pre-range flag that indicates the versions of the CDT that are

valid for the trading area and class period.
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Measure Label Description

Value Share Calculated measure which uses the following formula:
Penetration multipled by Loyalty Index multiplied by Spending
Index

LY Strategy Historical strategy assignment associated with the category.
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Glossary

80/20 rule

A phrase or rule of thumb used by retailers that typically 20 percent of SKUs typically
perform 80 percent of the volume.

ACV Weighted Distribution

The percent of the annual value sales (ACV or All Commodity) represented by the
stores where at least one unit of a particular SKU was sold.

affinities

Shows the relationship and impact on demand across products.

assortment add

An item falling within the target market coverage that is carried in the market, but not
by the retailer, and that has been validated through the rationalization process.

assortment delete

An item falling below the target market coverage that is carried in the market and by
the retailer, and that has been validated through the rationalization process.

assortment keep

An item falling within the target market coverage that is carried in the market and
carried by the retailer, and that has been validated through the rationalization process.

assortment finalization

A process the finalizes the assortment by reflecting the various recommendations
(such as adds/deletes/keeps) from prior steps and enables the user to override and
finalize the decisions. The output is the recommended assortment that reflects
previous decisions made regarding market coverage, consumer, and retailer
measurements.

assortment quantification

Quantifies the decisions made by comparing the current and proposed assortments on
a variety of performance measurements. The output is a quantified final assortment
ready from recommendation to management as part of the category business plan.
This assortment recommendation is then used as the basis for the development of
related tactics in pricing, space, promotion, and product supply/logistics.

cannibalization

Affinity measurement which identifies substitutable products where an item is
purchased, but at the expense of another item.
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category

Glossary-2

category

A distinct, measurable, and manageable group of products and services that
consumers perceive to be interrelated and/or substitutable in meeting a consumer
need.

category definition

Agreement on the category's structure or segmentation. Basically, consumers group
brands, types, and individual SKUs together in a way that matters to them and enables
them to differentiate between SKUs to meet their needs.

category growth

Target growth percent for the category compared to last year as defined in category
planning.

category role

Role to which the item belongs.

category share

Share of a sub-category compared to the category as a whole.

category strategy
Strategy of the sub-category to which the items belongs.

category structure

See consumer decision tree.

category tactic

Represents the various tactics designated to a category.

consumer decision tree

The relationship of product segments to one another in terms of perceived consumer
importance. Structure implies a hierarchical relationship among the segments. A
consumer makes a specific judgment first, proceeds to the second most important
decision, proceeds to the third decision, and so on.

consumer segment
Represents a type of consumer that has a particular profile, such as female, single, high
income.

cumulative ranking

Ranking of an item based on cumulative performance within any segment.

hardline retailer

A retailer that deals in merchandise such as hardware, housewares, automotive,
electronics, sporting goods, health and beauty aids, or toys.

household panel data

Data where syndicated data suppliers leverage household panels who scan their
purchases. These data suppliers then mine the data to provide insight into consumer
purchase behaviors.



potential assortment delete

index

When comparing metrics, the common approach is to express the data as an index
versus the average of all SKUs in a segment.

IPI

A system calculated metric which determines the item or sub-category's overall
relative importance.

Item Performance Index (IPI)
See IPL.

key take away

User comments that can be saved for each task.

loyalty card data

Data captured through loyalty cards for a particular retailer. Retailers mine the data of
their loyalty card holders for the purpose of understanding who their profitable
customers are, what they buy, how often they buy, and which products and attributes
to which they are loyal. Customer loyalty data is a critical component of Assortment
Rationalization as retailers need to ensure they are carrying products that appeal to
their most profitable customers.

market basket data

Data about the total transaction (such as market basket) of which SKUs are a part. This
type of information provides insight into the halo and cannibalization effects of items
that are purchased, which items are typically found in high basket rings, and so on.

market coverage

The number of items representing a certain percentage of the total sales for the market
that the retailer currently carries.

market data

Retail and consumer data provided to retailers and their suppliers by third-party
syndicated data suppliers. This data reflects all retailers as a whole.

market loyalty data

Data supplied to retailers by syndicated data suppliers, such as Nielsen or Symphony
IRI, that represents loyalty metrics associated with consumers within a particular
trading area. Market loyalty represents consumer loyalty within the market.

market share
The percent of sales volume (dollars or units) that a particular category, product
segment, or item contributes to all the sales volume in the market.

potential assortment add

An item falling within the target market coverage, that is carried in the market but not
the retailer, with no rationalization having taken place (such as add/keep/delete
validation process).

potential assortment delete

An item falling below the target market coverage that is carried in the market and
carried by the retailer with no rationalization having taken place (such as
add/keep/delete validation process).
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Glossary-4

potential assortment keep

An item falling within the target market coverage that is carried in the market and
carried by the retailer with no rationalization having taken place (such as
add/keep/delete validation process).

product segment

Individual groups of products. Consumers segregate products into grouping. For
example, in the pet care category, consumers tend to segregate between dog, cat,
aquatic, and so on.

sales volume

Represents the amount of sales. This can be described in number of units sold or dollar
sales.

SKU contribution

The amount a particular SKU contributes to the overall performance of the product
segment or category as a whole.

SKU fragmentation

Comparison of segments to ascertain how many SKUs are required to reach a specific
market coverage. The focus is on sales contribution. Product segments which differ in
the characteristic are referred to as fragmentation.

SKU proliferation

Comparison of segments to ascertain how many SKUs are required to reach a specific
market coverage. The focus is on market coverage. Product segments which differ in
the characteristic are referred to as fragmentation.

store cluster

Grouping of stores based on things like trading area, category, or consumer segment.

target market coverage

The number of items representing a certain percentage of the total sales for the market
that the retailer wants to carry.

top shopper index

Represents the tier-1 of loyalty customers as determined in the retailers' loyalty
solutions.

total market share

See ACV Weighted Distribution.

trading area

The area around a store in which the store derives most of its business as defined by
syndicated data suppliers, such as Nielsen or Symphony IRI.
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approval steps
assortment rationalization @ cluster, 8-52
assortment rationalization @ store, 9-17
category plan, 7-45

assortment rationalization
administration task, 3-1
cluster overview, 8-1
store overview, 9-1

Cc

Index

categories

analyzing scorecard, 7-38

assessing, 7-24

assigning strategies, 7-30
category roles

analyzing, 7-7

assigning, 7-18

reviewing for assortment rationalization, 8-5
consumer decision trees

administration task, 4-1

editing, 2-1
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selecting version, 4-4
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key take aways, 1-5

access categories task, 7-30

analyze category role task, 7-17
analyze category scorecard task, 7-45
assign category role task, 7-23

assign category strategies task, 7-36
assign category tactics task, 7-38
assortment approval task, 8-54
assortment finalization task, 8-52
consumer assessment task, 8-33
define retail strategy task, 7-7
develop IPIs task, 8-46

getting started task, 8-11

like item definition task, 8-14

market assessment task, 8-39

market coverage task, 8-22
performance analysis task, 8-28
pre-rationalization analysis task, 8-41

roles, 1-5

data
actuals-sourced, 6-36
household panel, 6-9
market, 6-5
required, 1-4
space, 6-37
types, 1-4
validation and seeding, 6-1

Item Performance Index
defining for assortment rationalization, 8-41
setting up, 5-1

solution task flow, 1-2
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