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Send Us Your Comments

Oracle Retail Category Management User Guide for the RPAS Fusion Client, Release
13.4.1

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

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

Access to Oracle Support

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

Related Documents

For more information, see the following documents in the Oracle Retail Category
Management Release 13.4.1 documentation set:

»  Oracle Retail Category Management Implementation Guide

»  Oracle Retail Category Management Release Notes

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;:

s Product version and program/module name
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s Functional and technical description of the problem (include business impact)
s Detailed step-by-step instructions to re-create
= Exact error message received

= Screen shots of each step you take

Review Patch Documentation

When you install the application for the first time, you install either a base release (for
example, 13.4) or a later patch release (for example, 13.4.1). 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

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 category management (also sometimes referred to as 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
involves managing individual product or merchandise categories as independent
business units, which play a specific role in the retailer's scheme of things to achieve
the set business objectives. Broadly, this practice facilitates determination of
merchandise-mix, space-allocation, roles, strategies, and tactics assignment to
individual merchandise categories, pricing, promotion, and inventory-related
decisions across the retail chain. In recent years, retailers have experienced increased
difficulty in achieving desired levels of same store sales growth, gross margin, and
inventory productivity. This is partly due 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 better, 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.

Oracle Retail Category Management brings in the contemporary best-practices from
the retail industry as part of its functionality. The key differentiating factors of
Category Management, which facilitate decision making in the category management
business practice, include the following:

= Consumer Segment perspective based on demographics and psychographics

= Market, competition, and household customer perspectives based on external data
sourced from third-party data aggregation companies

s Item Performance Index (IPI) to rank item's/product category's performance

s Consumer Decision Trees to understand the consumer's buying process based on
consumer segments so as to align the retailer's offerings accordingly

It consists of two modules:
= Category Planning

m Assortment Rationalization, for store clusters and stores, sometimes referred to as
Assortment Planning and Rationalization.

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

This solution supports the development of category business plans and broadly
follows the traditional Category Management business process, with the inclusion of
the consumer dimension, to provide the following:

= Analysis of market structure in terms of target shoppers/consumers and
evaluation of trading area opportunity

= Performance analysis of individual product categories (on various retail business
parameters) in relation to the market in general and competition in particular

= Role assignment to individual product categories
= Blueprint for strategic and tactical action within a category and across categories

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

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

= Consumer insights are core to this application, brought in by utilizing external
market and consumer data sourced from third-party data aggregation sources

Consumer segmentation and store clustering can be utilized to tailor assortments to
specific markets and consumer segments by providing a profile mix of who is
shopping in 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 roles, strategies, tactics, and financial objectives ensure
assortments align back to overall category-level objectives.

Category Management Activities
The following Category Management activities and tasks are described in this guide:
= Planning activity:
- Assortment Rationalization @ Cluster task
For more information, see Chapter 8.
- Assortment Rationalization @ Store task
For more information, see Chapter 9.
- Category Planning task
For more information, see Chapter 7.
- IPI Setup task
For more information, see Chapter 5.
s Catman Administration activity:
- Assortment Rationalization Admin task
For more information, see Chapter 3.
- CDT Administration task
For more information, see Chapter 4.

- Data Validation and Seeding task
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Category Management Activities

For more information, see Chapter 6.
= CDT Editor activity:
- CDT Editor task

For more information, see Chapter 2.
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Solution Task Flows

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

Figure 1-1 Category Planning Task Flow

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

Figure 1-2 Assortment Rationalization @ Cluster Task Flow

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

Figure 1-3 Assortment Rationalization @ Store Task Flow
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Table 1-1 describes the types of data entered and 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,
Symphony IRI, or for hardlines, NPD. 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 helpful 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
Syndicated Data

Retail Point-of-Sale (POS) data provided to retailers and their suppliers
from third-party syndicated data suppliers. This data reflects most 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 product affinities,
including halo and cannibalization, of items that are purchased.

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.
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Roles

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

s Consumer decision trees (CDTs)

s Product hierarchy

= Location hierarchy

= Market scan data of the retailer

= Market scan data of the competition

= Retailer’s POS data

= Space performance data

= Retailer's loyalty data

= Market basket data

Key Take Aways

Roles

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.

= 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 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.
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Custom Menu Options

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

s 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. Figure 1-4 shows an example from the Market Assessment step in the
Assortment Rationalization @ Cluster task. Create Assortment and Seed Assortment
are the two available custom menus.

Figure 1-4 Example of Custom Menu Options

Market Assessment ' MarketQuadrantAnalysis— Create Assortment I Seed Assortment I

~| 3. Market Sales and Profit Trends v by 7
A Location| Calendar| Retailer | P BB Product
L
East| [ 3rd Qrtr, FY2012 |+ [ Competitor A ]= r@ Measure
-

Balll L &\

70,000,000

£0.000,000

50,000,000 LY Market
40,000,000 W s Ratail
30,000,000 Market Sales
30,000,000 Retail

10,000,000 I -
o - - L
Coffee Ground Instant Single Serve Whale

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 can
vary 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 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

Create the CDT Editor Workbook

To create the workbook:

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

Figure 2-1 CDT Editor Task

Category Management
[E] coT Editor

W [E)COT Editor B
COT Meta Data B

3| [E] catman Administration
3| [E] Planning

»| Administration

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
B I =
Product Location Consumer Segment
Select Category Selected Category
Available Ttems Selected Items
View v | | Dimension Find. . &3 % F Detach View v~ | | Dimension Find... S B %
Label Label
+ Baby Food + Baby Food
+ Canned Vegetzbles + Canned Vegetables
 Coffee  Coffee
+ Cookies + Cookies
+ Juice + Juice
« Pasta « Pasta
+ Salty Snacks + Salty Snacks
$ Add
3 Add Al
& Remove
& 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

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

Next.
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Create the CDT Editor Workbook

Figure 2-3 Workbook Wizard Select Trading Area Page

Workbook Wizard
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Available Items Selected Items
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4. Select the consumer segments and move them to the Selected Segment box. Click
Finish.

Figure 2-4 Workbook Wizard Select Consumer Segment Page

Workbook Wizard
Product Location Consumer Segment
Select Consumer Segment Selected Segment
Available Ttems Selected Ttems
View v | | Dimension Find... 3 @ {# Detach View v | | Dimension Find... 3P B 5 »
Label Label

Cans 'n Boxes + Comfortable Couples

+ Comfortable Couples
Family Budgeters
Golden Foodies
Livin' Large
Soccer Moms
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$ Add
$9 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 |

The workbook is created.
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CDT Meta Data Step

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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3 Category Management

Next Steps

After all CDT edits are made, commit the workbook.

Custom Menu

The CDT Editor workbook has a available custom menu 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 Admin Task

The Assortment Rationalization Admin 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 Definitions Step

s Week Mapping Setup Step

»  Assign Tactics Step

Create the Assortment Rationalization Admin Workbook

To create the workbook:

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

Figure 3—1 Assortment Rationalization Admin Task

Category Management
»| [=] cDT Editor
[E] catman Administration

v Assurh‘nent Rationalization Admin 15
Attribute Definitions =]
Week Mapping Setup
Assign Tactics 5,

[= CDT Administration i

[ Data Validation and Seeding I=;

»| [ Planning

»| Administration

The workbook wizard opens.

2. Select the products and move them to the Selected Products box. Click Next.
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Create the Assortment Rationalization Admin Workbook

Figure 3-2 Workbook Wizard Select Products Page
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3. Select the locations and move them to the Selected Locations box. Click Next.

Figure 3-3 Workbook Wizard Select Locations Page
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4. Select the calendar periods and move them to the Selected Periods box. Click
Finish.
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Attribute Definitions Step

Figure 3-4 Workbook Wizard Select Periods Page
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The workbook is created.

Attribute Definitions Step

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

Figure 3-5 Define and View Attribute Mapping View

| View Attribute Mapping v ¢ f
EH  Measure P I EH  Product Attributes
¥
Attribute Value |+ rm Product
} =0
B | e [Fre -3 % mElwmANWd
12CcT 120z 300z 48 CT 100% Bag Breakfast Can Caribou
Columbian Coffee

1234582 - Folgers
1234800 - Maxwell House
1234815 - Maxwell House
1234747 - Folgers 100%
1234753 - Folgers Dark
1234759 - Folgers Medium
1234752 - Folgers
1234755 - Folgers French
1234758 -PL 100%
1234780 - Maxwell House
1234786 - Maxwell House
1234789 - Maxwell House
1234816 - Tully's Dark
1234822 - Tully's Light

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

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

Attribute Value
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Week Mapping Setup Step

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 3-6 Week Mapping Setup View
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—
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Last Year Map - Week W27_2013 W23_2013 W29_2013 W30_2013 W31_2013 W32_2013 W33_2013 W34_2013 W35_2013

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
» Pricing
= Promotion
= Space

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

Next Steps

Figure 3—7 Assign Tactics View
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Table 3-3 lists the measure available in this view.

Table 3-3 Assign Tactics Measure

Label

Assigned Tactics

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

Select COT Version 5]
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The workbook wizard opens.

2. Select the locations and move them to the Selected Locations box. Click Next.
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Create the CDT Administration Workbook

Figure 4-2 Workbook Wizard Select Locations Page
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Figure 4-3 Workbook Wizard Select Consumer Segments Page
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4. Select the products and move them to the Selected Products box. Click Next.
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Create the CDT Administration Workbook

Figure 4-4 Workbook Wizard Select Products Page
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5. Select the calendar periods and move them to the Selected Periods box. Click
Finish.

Figure 4-5 Workbook Wizard Select Periods Page
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The workbook is created.
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CDT Administration Step

CDT Administration Step

This step has one view:

m  Select CDT Version

Select CDT Version View

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

~| Select CDT Version

Version View

- ¢ g

FH  Location| Product| Calendar|

(5= -[cee - o v

O

H
e

Measure

Consumer Segment

Em ol |l Find...

- @ mBEcam @ W

==y

Upload COT
Comfortable Couples CDT
Comfortable Couples COT O
Comfortable Couples COT O
Comfortable Couples CDT O
Comfortable Couples CDT O

COT Label
cdt_10000_s4_ver 1.xml{2013-03-14--20-41-51)

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 Loyalty Demand
Transference
Traffic Building 50% 0% 0%

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.

Performance 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 Group by Group by Group by Group by 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.

IPI Setup Task 5-1



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
»| [=] cDT Editor
»| [E] catman Administration
=] planning

L= [E]Category Planning
7 IPI Setup
IPI Setlip B
= Assortment Rationalization @ Clu... B,
= Assorment Rationalization @ Store =

»| Administration

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 » | | Dimension Find... 3 & i Detach View v | | Dimension Find... S B »
Label Label

1st Qrir, FY2011 + 3rd Qrir, FY2012

2nd Qrtr, FY2011

3rd Qrir, FY2011

4th Qrtr, FY2011

1st Qrir, FY2012

2nd Qrtr, FY2012

+ 3rd Qrir, FY2012

4th Qrtr, FY2012

15t Qrtr, FY2013 S Add Al

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

Rows Selected 1 Rows Selected 1

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 Attribute Value 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 v ¢ K
22| Calendar| Consumer Segment‘ Measure| I EH Focus Area Atiributes
M
[3rd Qrtr, Fr2012| -[all [Consumer Segment] |[ Comfortzble Couples |+[ Focus Ares Weights - rﬁ Strategy
—
Baw b M. -3 ¢ SEs=AQd@
Attributes Demand Loyalty Market Performance
Transference Basket

Cash Generating 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Exdtement Creating 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Image Enhancing 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Profit Contribution 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Traffic Building 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Transaction Building 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Turf Defending 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

Assign Metric Weights View

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

IPI Setup Task 5-3



IPI Setup Step

Figure 5-4 Assign Metric Weights View

| 2. Assign Metric Weights CO
ER Calendar | Consumer Segmentl EH Focus Area Attributes
[3rd Qrtr, FY2012 | «[ll [Consumer Segment] | [ Comfortzble Couples |+ " Efl Strategy| Measure
A
Bla | & | [Frc.. % & EHEhmAgR
Attributes Demand Loyalty Market Performance
Transference Basket
Cash Generating Sales Unit Weight 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 1=
Sales Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Gross Margin Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Exclusivity Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Loyalty Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % |
Profit f sq. ft [ week Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Profit Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Sales / sq. ft Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Excitement Creating Sales Unit Weight 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Sales Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Gross Margin Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Exclusivity Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Loyalty Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Profit f sq. ft [ week Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Profit Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Sales / sq. ft Weightage 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % -

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

Table 5-2 Assign Metric Weights Measures

Label

Sales Unit Weight

Sales Weightage

Gross Margin Weightage

Exclusivity Weightage

Loyalty Weightage

Profit /sq. ft /week Weightage

Profit Weightage

Sls/sq. ft Weightage

Assign Attribute Value Weights View

Use this view to assign weights to each attribute for each category.
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Next Steps

Next Steps

~| 3. Assign Attribute Value Weights

Figure 5-5 Assign Attribute Value Weights View

v ¢

i B8 Measure]
L
r@ Product
P
Blau | | [Fd. -3 % BEs@A M|
Sales Unit Sales Retail Exdusivity Layalty Profit f =q. Profit Sl fsq. ft /
Attribute Attribute Attribute Attribute ft fweek Attribute week
Value Weight | Value Weight | Value Weight | Value Weight | Attribute Value Weight | Attribute
Value Weight Value Weight
Baby Food 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Canned Vegetables 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Coffes 100.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Cookies 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Juice 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Pasta 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Salty Snacks 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

Table 5-3 lists the measures available in this view.

Table 5-3 Assign Attribute Value Weights Measures

Label

Sales Unit Attribute Value Weight

Sales Retail Attribute Value Weight

Exclusivity Attribute Value Weight

Loyalty Attribute Value Weight

Profit /sq. ft /week Attribute Value Weight

Profit Attribute Value Weight

Sls/sq. ft/week Attribute Value Weight

After completing the IPI Setup task, commit the workbook. Continue to the Data

Validation and Seeding Task.

IPI Setup Task 5-5



Next Steps

5-6 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.

Note: If two identical labels are shown in the same view, query the
measure status to see the measure name in order to trace your data
load to the correct measure in the view.

This task has the following steps:
»  Administration Data Step

s Market Data Step

= Household Panel Data Step
= Actuals-Sourced Data Step

= Space Data Step

»  Store Cluster Data Step

Custom Menu

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.

Create the Data Validation and Seeding Workbook

To create the workbook:

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

Data Validation and Seeding Task  6-1



Create the Data Validation and Seeding Workbook

6-2

Figure 6—1 Data Validation and Seeding Task

Category Management
>/ [E cDT Editor
[E] catman Administration
L= [E]Assortment Rationalization Admin

L= [E]COT Administration

Data Validation and Seeding
Administration Data
Market Data
Home Scan Data
Actuals-sourced Data

Space Data

>/ [E] Planning

»| Administration

L L L)

5 G

666 6

i-.ﬁ

The workbook wizard opens.

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

Figure 6—-2 Workbook Wizard Select Action Page

Workbook Wizard

Select Action
Available Ttems

View = | = Dimension Find...

Label

& &

- 5eed Third Party Data
validate Third Party Data

Rows Selected 1

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

[¥ Synchronize Hierarchies

=] E—=
Product Calendar Location

Selected Action
Selected Items

View = | Dimension Find...

Label

L = »

- Seed Third Party Data

39 Add Al
{ Bemove
& Remove Al

Rows Selected 1
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Cancel | Previous | Next| Finish

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



Create the Data Validation and Seeding Workbook

Figure 6-3 Workbook Wizard Select Products Page

4,

Workbook Wizard

Select Products
Available Items

View = | | Dimension

Label

Find...

Acion  Product Calendar Location

I=  Baby Food

L~  Canned Vegetables
[ Coffee

- Cookies

= Juice

= Pasta

I Salty Smacks

¥ Synchronize Hierarchies

Selected Products
Selected Items

View ~ | | Dimension Find... £ T S S »
Label
[ Coffee

$ Add
58 Add Al
& Remove
2 Remove Al

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

Cancel | Previous | Higxt] Finish

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

Figure 6-4 Workbook Wizard Select Periods Page

5.

Workbook Wizard

Action

Select Periods
Available Ttems
View ~ | | Dimension Find... 3 & i Detach
Label
v 4thQrtr, FY2012

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

Rows Selected 1

¥ Synchronize Hierarchies

Product Calendar Location

Selected Periods
Selected Items

View | | Dimension Find. .. P4 BB »
Lbel
v ath Ortr, Fr2o12
39 add Al
@ Remove
_@Removedl |
Rows Selectsd 1

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

Cancel | Previous | Next| Finish

Select the locations and move them to the Selected Locations box. Click Finish.
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Administration Data Step

Figure 6-5 Workbook Wizard Select Locations Page

Workbook Wizard
Action  Product Calendar Location
Select Locations Selected Locations
Available Items Selected Items
View v | | Dimension Find... L] il Detach View v | | Dimension Find... 3@ B 1 »

Label
> wEast

Label
> wEast

L= Midwest
k- Online
L= South
=

West

.-
$9 Add Al

{ Bemove
& Remove Al

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

The workbook is created.

Administration Data Step
This step has the following views:
»  Administration Data Week View
s  Administration Data Quarter View
»  Administration Data Class CDT View

s Administration Data Breakpoint View

Administration Data Week View
Use this view to validate the administration data week.

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

Table 6-1 Administration Data Week Measures
Label

Last Year Map - Week

Last-Last Year Map - Week

Administration Data Quarter View
Use this view to validate the administration data quarter.

Table 6-2 lists the measure available in this view.
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Market Data Step

Table 6-2 Administration Data Quarter Measure

Label

Last Year Map - Quarter

Administration Data Class CDT View

Use this view to validate the administration data class CDT.

Table 6-3 lists the measures available in this view.

Table 6-3 Administration Data Class CDT Measures

Label

Consumer Segment Status

Consumer Segment Distribution

Administration Data Breakpoint View

Use this view to validate the administration data breakpoint.

Table 64 lists the measure available in this view.

Table 6—4 Administration Data Breakpoint Measure

Label

Fragmentation Analysis Breakpoints Loaded

Market Data Step

This step has the following views:

Market Data Week SKU Retailer View

Market Data Quarter Category View

Market Data Quarter Category Consumer Segment View

Market Data Quarter SubCategory View

Market Data Quarter Trading Area SubCategory Consumer Segment View

Market Data Week SKU Retailer View

Use this view to validate the market data.

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

Table 6-5 Market Data Week SKU Retailer Measures

Label

Market Sales Retail

Market Sales Units

Market Data Quarter Category View

Use this view to validate the market data for quarter, trading area, and category.

Table 6-6 lists the measures available in this view.
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Household Panel Data Step

Table 6-6 Market Data Quarter Category Measures

Label

Market Inventory Turn

Market Growth

Market Share

Market Data Quarter Category Consumer Segment View

Use this view to validate the market data for quarter, trading area, category, and
consumer segment. This helps to identify which customer segments account for the
volume for each category.

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

Table 6-7 Market Data Quarter Category Consumer Segment Measures

Label

# Baskets with Category

Annual Spend Index

Transaction Size with Category

Market Data Quarter SubCategory View

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

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

Table 6-8 Market Data Quarter SubCategory Measures
Label

Plan Market Avg Promo Price

Plan Market Avg Base Price

Market Data Quarter SubCategory Consumer Segment View

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

Table 6-9 lists the measure available in this view.

Table 6-9 Market Data Quarter SubCategory Consumer Segment Measure
Label
Market Sales Retail

Household Panel Data Step
This step has the following views:
= Household Panel Data Store Sku Consumer Segment View
»  Household Panel Data Trading Area Category View
»  Household Panel Data Trading Area Category Consumer Segment View

= Household Panel Data Trading Area Consumer Segment View
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Household Panel Data Step

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

View
= Household Panel Data Store Category View
= Household Panel Data Store Category Retailer Type View
= Household Panel Data Trading Area Consumer Profile View
= Household Panel Data Store Sku View
= Household Panel Data Store Sku Retailer Type View
= Household Panel Data Store Style View
= Household Panel Data Store Style Retailer Type View
= Household Panel Data Store StyleColor View
= Household Panel Data Store StyleColor Retailer Type View
= Household Panel Data Store SubCategory View
= Household Panel Data Store SubCategory Retailer View
= Household Panel Data Store SubCategory Retailer Type View

= Household Panel Data Trading Area Consumer Profile View

Household Panel Data Store Sku Consumer Segment View

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

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

Table 6-10 Household Panel Data Store Sku Consumer Segment Measures
Label

Exclusivity Index

Loyalty Index

Consumer Worth Index

Switching Index

Household Panel Data Trading Area Category View

Use this view to validate the data for trading area and category.

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

Table 6-11 Household Panel Data Trading Area Category Measures
Label
Plan GPROI
Plan GPROS

Plan Average Inventory Retail

Plan Inventory Retail Turns

Plan Consumer Loyalty
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Household Panel Data Step

Table 6-11 (Cont.) Household Panel Data Trading Area Category Measures

Label

Retailer Purchase Frequency

Plan Consumer Retention Level

Plan Inventory Service Level

Household Panel Data Trading Area Category Consumer Segment View

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

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

Table 6—-12 Household Panel Data Trading Area Category Consumer Segment Measure

Label

Purchase Frequency

Household Panel Data Trading Area Consumer Segment View

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

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

Table 6-13 Household Panel Data Trading Area Consumer Segment Measures

Label
Avg. Basket Value

# of Categories in Basket

Shopping Frequency

Total Shoppers Index

Household Panel Data Trading Area Retailer View

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

Table 6-14 lists the measures available in this view.

Table 6-14 Household Panel Data 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 Trading Area SubCategory Consumer Segment View

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

Table 6-15 lists the measure available in this view.
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Household Panel Data Step

Table 6-15 Household Panel Data Trading Area SubCategory Consumer Segment
Measure

Label

Consumer Purchase Frequency for Sub-Category
percentage

Household Panel Data Trading Area SubCategory Retailer Consumer Segment View

Use this view to validate the data for quarter, trading area, sub-category, retailer, and

consumer segment.

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

Table 6-16 Household Panel Data Trading Area SubCategory Retailer Consumer
Segment Measure

Label

Buyer Conversion Rate

Household Panel Data Store Category View

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

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

Table 6-17 Household Panel Data Store Category Measures
Label

Item Revenue per Buyer

% Item Spend on Promotion

Item Penetration

Item Spend on Item per Trip

Item Trips per Buyer

Household Panel Data Store Category Retailer Type View

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

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

Table 6-18 Household Panel Data Store Category Retailer Type Measures
Label

% Buyers @ Category (Str)

% Dollars @ Category (Str)

Household Panel Data Trading Area Consumer Profile View

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

Table 6-19 lists the measures available in this view.
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Household Panel Data Step

Table 6—-19 Household Panel Data Trading Area Consumer Profile Measures

Label

Retailer Trading Area Spend %

Market Trading Area Spend %

Market Trading Area HH %

Retailer Trading Area HH %

Household Panel Data Store Sku View
Use this view to validate the data for store and SKU.

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

Table 6-20 Household Panel Data Store Sku Measures

Label

Item Revenue per Buyer

% Item Spend on Promotion

Item Penetration @ SKU (Str)

Item Spend per Item per Trip

Item Trips per Item Buyer @ SKU (Str)

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

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

Table 6-21 Household Panel Data Store Sku Retailer Type Measures

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

Household Panel Data Store Style View

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

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

Table 6-22 Household Panel Data Store Style Measures

Label

Item Revenue per Buyer

% Item Spend on Promotion

Item Penetration @ Style (Str)

Item Spend per Item per Trip

Item Trips per Item Buyer @ Style (Str)
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Household Panel Data Step

Household Panel Data Store Style Retailer Type View

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

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

Table 6-23 Household Panel Data Style Retailer Type Measures

Label

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

Household Panel Data Store StyleColor View

Use this view to validate the data for store and style/color.

Table 6-24 lists the measures available in this view.

Table 6-24 Household Panel Data Store StyleColor Measures

Label

Item Revenue per Buyer

% Item Spend on Promotion

Item Penetration @ Style/Color (Str)

Item Spend per Item per Trip

Item Trips per Item Buyer @ Style/Color (Str)

Household Panel Data Store StyleColor Retailer Type View

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

Table 6-25 lists the measures available in this view.

Table 6-25 Household Panel Data Store StyleColor Retailer Type Measures

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

Household Panel Data Store SubCategory View

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

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

Table 626 Household Panel Data Store SubCategory Measures

Label

Item Revenue per Buyer

% Item Spend on Promotion

Item Penetration @ Sub-Category (Str)

Item Spend per Item per Trip

Item Trips per Item Buyer @ Sub-Category (Str)
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Actuals-Sourced Data Step

Household Panel Data Store SubCategory Retailer View
Use this view to validate data for store, sub-category, and retailer.

Table 6-27 lists the measures available in this view.

Table 6-27 Household Panel Data Store SubCategory Retailer Measures

Label

Buyer Conversion Rate

Top Shopper Index

Household Panel Data Store SubCategory Retailer Type View

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

Table 6-28 lists the measures available in this view.

Table 6-28 Household Panel Data Store SubCategory Retailer Type Measures

Label

% Buyers @ Sub-category (Str)

% Dollars @ Sub-category (Str)

Household Panel Data Trading Area Consumer Profile View

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

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

Table 629 Household Panel Data Trading Area Consumer Profile Measures

Label

Working Plan (Str) % of Retailer Turnover Trading
Area Level percentage

% of Retail Shoppers at Trading Area Level (Raw)

Actuals-Sourced Data Step
This step has the following views:
= Actuals-Sourced Data View
= Actuals-Sourced Data Consumer Segment View

»  Actuals-Sourced Data SKU View

Actuals-Sourced Data View
Use this view to validate the actuals-sourced data.

Table 6-30 lists the measures available in this view.

Table 6-30 Actuals-Sourced Data Measures
Label
TY Sales Units
TY Sales Retail
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Space Data Step

Table 6-30 (Cont.) Actuals-Sourced Data Measures
Label

Plan End of Period Inventory Units

Plan End of Period Inventory Retail
TY Price Retail

Promotional Sales Retail

Promotional Sales Units

Cost Retail

Forecast Cost Retail

Cost Price

Actuals-Sourced Data Consumer Segment View

Use this view to validate the actuals-sourced consumer segment data.

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

Table 6-31 Actuals-Sourced Data Consumer Segment Measures

Label

Plan Sales Retail

Plan Sales Units

Promotional Sales

Actuals-Sourced Data SKU View

Use this view to validate the actuals-sourced SKU data.

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

Table 6-32 Actuals-Sourced Data SKU Measure
Label

Private Label Item

Space Data Step
This step has the following view:

ms  Space Data View

Space Data View

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

Table 6-33 lists the measures available in this view.

Table 6-33 Space Data Measures
Label
Total Cubic Feet

# of Facings
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Store Cluster Data Step

Table 6-33 (Cont.) Space Data Measures
Label

Total Shelf Capacity

Equivalent Sales Retail

Plan Square Footage

Store Cluster Data Step
This step has the following view:

m  Store Cluster Data View

Store Cluster Data View

Use this view to validate the store cluster data for category and store.

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

Table 6-34 Store Cluster Data Measures
Label

Store Cluster Label

Store Cluster Name

Store Cluster Attribute 1 Label

Store Cluster Attribute 1

Store Cluster Attribute 2 Label

Store Cluster Attribute 2

Store Cluster Attribute 3 Label

Store Cluster Attribute 3

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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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 Category Performance to Role Step
= Assign Category Strategies Step

= 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.
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Figure 7-1 Category Planning Task

Category Management
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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
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3. Select the calendar periods and move them to the Selected Periods box. Click Next.
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Figure 7-3 Workbook Wizard Select Periods Page
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4. Select the categories and move them to the Selected Categories box. Click Finish.

Figure 7-4 Workbook Wizard Select Category Page
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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.

.

s Predefined consumer segments.

»  Predefine trading areas.

= Imported consumer decision trees in XML format.

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

= Imported POS data from the retailer.

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

= All external data precomputed or aggregated and not required to be recomputed

within Category Planning.

Figure 7-5 Define Retail Strategy Initial Views
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This step has the following views:
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= 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:

s 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.

For an example of this view, see Figure 7-5.
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

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). For an
example of this view, see Figure 7-5.

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)

Table 7-2 lists the measures available in this view. The measures are loaded from
Household Panel data.
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Table 7-2 Analyze Trading Area Opportunity Measures

Label

Opportunity

Total Shoppers Index

Shopping Frequency

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:
= Company (alevel in the Company dimension)
s Trading Area (a level in the Location dimension)
»  Category (a level the Product dimension)
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)

Spend Index (Buyer Spend Compared to Average
Spend)

Define Retail Strategy - Key Take Aways View

Use this view to enter any pertinent notes for the Define Retail Strategy task.
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Figure 7-6 Define Retail Strategy - Key Take Aways View
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Key Take Away - Define Retail Strategy

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

s Market scan data

s Household Panel data

This step has the following tabs and views:

= Analyze Market Share and Growth Tab:

Analyze Market Share and Growth View
Analyze Sales Trends View
Analyze Profit Contribution View

Analyze Value Share View

= Analyze Consumer Spend Tab:

Analyze Cross Category Spending View
Analyze Spend Versus Frequency View
Analyze Consumer Purchase Behavior View
Analyze Category Buyer Conversion View

Analyze Consumer Segment Cross-Category Spending View
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= Quadrant Analysis Tab:

Mkt Share / Growth / Market Sales View
Mkt Share / Growth / Plan Sales View
Retailer Share / Growth / Market Sales View
Retailer Share / Growth / Plan Sales View

s Key Take Aways Tab:

Analyze Category Role - Key Take Aways View

Analyze Market Share and Growth Tab

Figure 7-7 shows the first three views for this tab.

Figure 7-7 Analyze Market Share and Growth Tab Views
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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. For an example of this view, see Figure 7-7.

This view exists at the following levels:

»  Category (a level in the Product dimension)

s  Market (a level in the Location dimension)

Table 7-5 lists the measures available in this view. The measures are loaded from
market scan competitive data.
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Table 7-5 Analyze Market Share and Growth Measures

Label

Market Sales Retail

Market Share

Market Share Rank

Share of Market Sales

Retailer Growth

Retailer Share of Market Growth

Market Inventory Turn

Market Inventory Turn Rank

Item Trips per Buyer

Item Revenue per Buyer

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. For an example of this view, see

Figure 7-7.

This view exists at the following levels:
= Month (a level in the Calendar dimension)
= Category (a level in the Product dimension)

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

Table 7-6 Analyze Sales Trends Measures

Label

LY Sales Revenue

Forecast Sales Retail

Plan Sales Retail

Plan Gross Profit

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. For an

example of this view, see Figure 7-7.

This view exists at the following levels:

= Market (a level in the Location dimension)
= Category (a level in the Product dimension)

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

Table 7-7 Analyze Profit Contribution Measure

Label

Plan Gross Profit
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Analyze Value Share View

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

chart.

Figure 7-8 Analyze Value Share View
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Table 7-8 lists the measures available in this view.

Table 7-8 Analyze Value Share Measures

Label

Spend Index (All Retailers)

Retailer Purchase Frequency

Value Share (All Retailers)

Analyze Consumer Spend Tab

Figure 7-9 shows the initial views displayed for this tab.
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Figure 7-9 Analyze Consumer Spend Tab Views
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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.

Figure 7-10 Analyze Cross Category Spending View
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The view exists at the following levels:

Trading Area (a level in the Location dimension)

Category (a level in the Product dimension)

Table 7-9 lists the measures available in this view. The measures are loaded from

Household Panel data.

Table 7-9 Analyze Cross Category Spending Measures

Label

Item Trips per Buyer

Retailer Purchase Frequency

Market Share

Share of Market Sales
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Table 7-9 (Cont.) Analyze Cross Category Spending Measures
Label

Market Growth

Item Revenue per Buyer

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. For an example of this
view, see Figure 7-9.

This view exists at the following levels:
s Consumer Segment (a level in the Location dimension)
s Market (a level in the Location dimension)
= Category (a level in the Product dimension)
Table 7-10 lists the measures available in this view. The measures are loaded from
market scan and retailer data.
Table 7-10 Analyze Spend Vs. Frequency Measures
Label

Annual Spend Index

Purchase Frequency

Analyze Consumer Purchase Behavior View

Use this view to analyze consumer purchase behavior across categories. For an
example of this view, see Figure 7-9.

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

Table 7-11 lists the measures available in this view.

Table 7-11 Analyze Consumer Purchase Behavior Measures
Label

Item Penetration

Item Revenue per Buyer

Item Trips per Buyer

Item Spend per Item per Trip

% of Item Spend on Promotion

Analyze Category Buyer Conversion View

Use this view to compare the percentage of buyer conversion of the retailer with that
of named competitors.
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Figure 7-11 Analyze Category Buyer Conversion View
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This view exists at the following levels:

s Category (a level in the Product dimension)

»  Retailer (a level in the Retailer dimension)

s Consumer Segment (a level in the Location dimension)

Table 7-12 lists the measure available in this view.

Table 7-12 Analyze Category Buyer Conversion Measure
Label

Buyer Conversion Rate

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. For an
example of this view, see Figure 7-9.

The view exists at the following levels:
= Category (a level in the Product dimension)
=  Market (a level in the Location dimension)
Table 7-13 lists the measures available in this view. The measures are loaded from
market scan and retailer data.
Table 7-13 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 Index

Annual Spend Index Rank

Purchase Frequency

Purchase Frequency Rank

Category Planning Task 7-13



Analyze Category Role Step

Quadrant Analysis Tab

This tab has four views. Figure 7-12 shows two of those views and Figure 7-13 shows

the other two views.

Figure 7-12 Quadrant Analysis Views
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Mkt Share / Growth / Market Sales View

Use this view to analyze market share, growth, and category size. This information is

best viewed as a bubble chart. For an example of this view, see Figure 7-12.

Table 7-14 lists the measure available in this view. The measure is loaded from market

scan and retailer data.

Table 7-14 Mkt Share / Growth / Market Sales Measure

Label

Share of Market Sales

Market Growth

Market Sales Retail

Mkt Share / Growth / Plan Sales View

Use this view to analyze market share, growth, and sales. This information is best
viewed as a bubble chart.
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Figure 7-13 Quadrant Analysis Views
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Table 7-15 lists the measures available in this view. The measures are loaded from
market scan and retailer data.
Table 7-15 Mkt Share / Growth / Plan Sales Measures
Label
Share of Market Sales
Market Growth

Plan Sales Retail

Retailer Share / Growth / Market Sales View

Use this view to analyze retailer share, growth, and category size. This information is
best viewed as a bubble chart. For an example of this view, see Figure 7-13.

Table 7-16 lists the measures available in this view. The measures are loaded from
market scan and retailer data.
Table 7-16 Retailer Share / Growth / Market Sales Measures

Label

Retailer Share of Market Growth

Retailer Growth
Market Sales Retail

Retailer Share / Growth / Plan Sales View

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

Table 7-17 lists the measures available in this view. The measures are loaded from
market scan and retailer data.
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Table 7-17 Retailer Share / Growth / Plan Sales Measures
Label

Retailer Share of Market Growth

Retailer Growth

Plan Sales Retail

Key Take Aways Tab

This tab has one view.

Analyze Category Role - Key Take Aways View

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

Figure 7-14 Analyze Category Role - Key Take Aways View
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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

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.
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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 tabs and views. You see either one or two tabs:
= Analyze and Assign Category Role - Industry Model A Tab:
- Analyze Historic Performance - Industry Model A View
- Analyze Forecasted Performance - Industry Model A View
- Assign Category Roles - Industry Model A View
— Assign Category Role - Key Take Aways View
= Analyze and Assign Category Role - Industry Model B Tab:
- Analyze Forecasted Performance - Industry Model B View

- Analyze Historic Performance - Industry Model B View

Assign Category Roles - Industry Model B View

Assign Category Role - Key Take Aways View

Analyze and Assign Category Role - Industry Model A Tab

Figure 7-15 shows the views for this tab.
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Figure 7-15 Analyze and Assign Category Role - Industry Model A Tab Views
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Use this view to analyze historic performance for determining category roles, such as

the following:

= Flagship

s Cash Machine
s Maintain

»  Core Traffic

s Under Fire

= Rehab

This information is best viewed as a bubble chart. For an example of this view, see

Figure 7-15.

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 - Industry Model A Measures
Label

LY Purchase Frequency

LY Consumer Penetration

LY Sales Revenue

Analyze Forecasted Performance - Industry Model A View

Use this view to analyze forecasted performance for determining category roles. For an

example of this view, see Figure 7-15.
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)
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 - Industry Model A Measures
Label

Retailer Purchase Frequency

Item Penetration

Forecast Sales Retail

Assign Category Roles - Industry Model A View

Use this view to assign category roles based on historic and forecasted performance.
You are able to override the role recommended by the system. For an example of this
view, see Figure 7-15.

This view exists at the following level:
s Category (a level in the Product dimension)

Table 7-21 lists the measures available in this view.

Table 7-21 Assign Category Roles - Industry Model A Measures
Label

LY Recommended Role - Industry Model A
LY Assigned Role - Industry Model A

Current Recommendation Role - Industry Model A

Plan Override Role - Industry Model A

Assign Category Role - Key Take Aways View

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

Figure 7-16 Assign Category Role - Key Take Aways View
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Table 7-22 lists the measure available in this view.
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Table 7-22 Assign Category Role - Key Take Away Measure

Label

Key Take Away - Assign Category Role

Analyze and Assign Category Role - Industry Model B Tab

Figure 7-17 shows the views for this tab.

Figure 7-17 Analyze and Assign Category Role - Industry Model B Tab Views
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s Destination
s Routine
s Seasonal

s Convenience

@ Baby Food
240,815,192 Canned
£ 180.815.192 Vegetables
= Maintain Cash Machine Flagshi
o 140,815,192 . aship ® Coffee
S oosisioz ' e
N > Juice
40,815,19:
. Rehab Under Fire Core Traffic
4 C Pasta
SR g 0.06 -0.02 0.02 0.06 01 =
Forecast Sales Retail @ Salty Snacks

Use this view to analyze historic performance for determining category roles. This
information is best viewed as a bubble chart. For an example of this view, see

Figure 7-17.

Table 7-23 lists the measures available in this view. The measures are loaded from

market scan and retailer data.

Table 7-23 Analyze Historic Performance - Industry Model B Measures

Label

LY Sales Retail

LY Gross Profit

7-20 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Assign Category Role Step

Analyze Forecasted Performance - Industry Model B View

Use this view to analyze forecasted performance for determining category roles. For an
example of this view, see Figure 7-17.

This view exists at the following levels:

= Market (a level in the Location dimension)

= Consumer Segment (a level in the Location dimension)

= Category (a level in the Product dimension)

Table 7-24 lists the measures available in this view. The measures are loaded from

market scan and retailer data.

Table 7-24 Analyze Forecasted Performance Using Industry Model B Measures

Label

Forecast Sales Retail

TY Sales Retail

Forecast Gross Profit %

Assign Category Roles - Industry Model B View

Use this view to assign category roles based on historic and forecasted performance.
You are able to override the role recommended by the system. For an example of this
view, see Figure 7-17.

This view is a standard table at the following levels:
= Category (a level in the Product dimension)
=  Market (a level in the Location dimension)

Table 7-25 lists the measures available in this view.

Table 7-25 Assign Roles as per Industry Model B Measures
Label
LY Recommended Role - Industry Model B
LY Assigned Role - Industry Model B

Current Recommendation Role - Industry Model B

Plan Override Role - Industry Model B

Assign Category Role - Key Take Aways View

Use this view to enter any pertinent notes for the Assign Category Role step.
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Figure 7-18 Assign Category Role - Key Take Aways View
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Table 7-26 lists the measure available in this view.

Table 7-26  Assign Category Role - Key Take Away Measure
Label

Key Take Away - Assign Category Role

Assess Category Performance to Role 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?
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What are the profit margins, velocity, and inventory levels?

Market/Competitor:

What are the sales trends of the category in the market?
What is 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?

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 Category / Sub-Category Performance View

Review Price and Promo Effectiveness View

Review Promotional Effectiveness View

Review Average Movement View

Review Space Effectiveness View

Assess Category Performance - Key Take Aways View

Review Category / Sub-Category Performance View

Use this view to review the performance of the assortment.
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Figure 7-19 Review Category / Sub-Category Performance View
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Table 7-27 lists the measures available in this view.

Table 7-27 Review Category / Sub-Category Performance Measures
Label
LY Sales Retail

Plan Sales Retail
LY Sales Units
LY Gross Profit

Plan Gross Profit

Review Price and Promo 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. For an example of this view, see Figure 7-19.

The view exists at the following levels:
»  Category/Sub-category (a level in the Product dimension)
=  Market (a level in the Location dimension)

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

Table 7-28 Review Price and Promo Effectiveness Measures
Label

LY Sales AUR

Plan Sales AUR

LY Market Avg Base Price

Plan Market Avg Base Price
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Table 7-28 (Cont.) Review Price and Promo Effectiveness Measures
Label

Base Price Index to Market

LY Avg Promo Price

Plan Avg Promo Price

LY Market Avg Promo Price

Plan Market Avg Promo Price

Promotion Price Index to Market
LY Sales Retail
TY Sales Retail

Promotional Sales

LY Market Sales Retail
Market Sales Retail
LY Gross Profit

Plan Gross Profit

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. For an example of this view, see Figure 7-19.

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)

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

Table 7-29 Review Promotional Effectiveness Measures
Label
LY Sales Retail

Plan Sales Retail

LY Avg Promo Price

Promotional Sales Retail

Review Average Movement View

This view is related to promotional effectiveness and shows the sales units for a
category over time. It can be used to identify and review seasonality. This information
is best displayed as a line chart.
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Figure 7-20 Review Average Movement View
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Table 7-30 lists the measure available in this view.

Table 7-30 Review Average Movement Measure
Label

Plan Sales Units

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. For
an example of this view, see Figure 7-19.

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 Capacity

Sales Retail per Cubic Foot

Sales Units per Cubic Foot

Gross Profit per Cubic Foot

Sales Retail Contribution to Total

Gross Profit Contribution to Total

Assess Category Performance - Key Take Aways View

Use this view to enter any pertinent notes for the Assess Category Performance step.
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Figure 7-21 Assess Category Performance - Key Take Aways View
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Table 7-32 lists the measure available in this view.

Table 7-32 Assess Categories - Key Take Aways Measure
Label

Key Take Away - Access 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 Cash Building Sub-Categories View

s Identify Excitement Generating Sub-Categories View
= Identify Image Enhancing Sub-Categories View

= Identify Profit Generating Sub-Categories View

»  Identify Traffic Building Sub-Categories View

s Identify Transaction Building Categories View

s Identify Turf-Defending Sub-Categories View

= Assign Strategies View

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:
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Any static or dynamic level in the Product dimension

Figure 7-22 Identify Cash Building Sub-Categories View
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Table 7-33 lists the measures available in this view.

Table 7-33

Label

Purchase Frequency

Plan Sales Units

Forecast Sales Units

Identify Excitement Generating Sub-Categories View

Use this view to plot sales dollars as a trend:
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Identify Cash Building Sub-Categories Measures

= 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.

This view exists at the following levels:

= Any static or dynamic level in the Product dimension

= Any level in the Calendar dimension
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Figure 7-23 Identify Excitement Generating Sub-Categories View
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Table 7-34 lists the measures available in this view.

Table 7-34 Identify Excitement Generating Stub-Categories Measures
Label
LY Sales Retail

Forecast Sales Retail

Plan Sales Retail

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
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Figure 7-24 Identify Inage Enhancing Sub-Categories View
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Table 7-35 lists the measures available in this view.

Table 7-35 Identify Image Generating Sub-Categories Measures
Label

Promotional Sales Contribution to Sales Retail

Purchase Frequency

Plan Sales Retail

Forecast Sales Retail

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
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Figure 7-25 Identify Profit Generating Sub-Categories View
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Table 7-36 lists the measures available in this view.

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

Plan Gross Profit

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
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Figure 7-26 Identify Traffic Building Sub-Categories View
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Table 7-37 lists the measures available in this view.

Table 7-37 Identify Traffic Building Sub-Categories Measures
Label

Share of Market Sales

Consumer Purchase Frequency for Sub-Category
Percentage

Plan Sales Retail

Forecast Sales 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 7-27 Identify Transaction Building Categories View
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Table 7-38 lists the measures available in this view.

Table 7-38

Identify Transaction Building Categories Measures

Label

Purchase Frequency

Transaction Size with Category

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 as a column chart.

This view exists at the following level:

= Any static or dynamic level in the Product dimension

»  Retailer (a level in the Retailer dimension)

s Consumer Segment (a level in the Location dimension)
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Figure 7-28 Identify Turf-Defending Sub-Categories View

| 7. Identify Turf-Defending Sub-Categories > oy A

EH  Location| Calendar| Consumer Segment| Measure |

L
East|=[ 3rd Qrir, FY2012 [ 2l [Consumer Segment] = [ Buyer Conversion Rate |- l B3 Retaier
Bl e & W

8
a

Baby Food

Canned
Vegetables

Coffee

Cookies

Juice

Pasta

Salty
Snacks

i1

=1

01 0z 03 0.4 05 0.6 0.7 0.8

W Spaces Grocery Competitor & B Competitor B

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 relevant performance behavior.
Assigning Strategies is a key component of calculating and working with IPIs in
Assortment Rationalization. For an example of this view, see Figure 7-22.

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

Table 7-40 Assign Strategies Measures
Label
Plan Override Role - Industry Model A

Plan Override Role - Industry Model B

LY Strategy

Current Category Alignment

Strategy Assignment

Key Take Away - 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 sub-category, trading area,
and consumer segment. There are five tactical areas:

»  Assortment
= Inventory

»s  Pricing

= Promotion

= Space

This step has the following views:

= Assign Category Tactics View

= Assign Category Tactics - Key Take Aways View

Figure 7-29 shows both views for this step.

Figure 7-29 Assign Category Tactics Step Views

| 1. Assign Category Tactics v 4 ¢ 7 | |2 Assign Category Tactics - Key Take Aways v oy A
EH Llocaton| Calendar| Measure BB Tactic Bl Location| Calendar I B  Measure
K K
East | »[3rd Qrtr, FY2012 | s[ Assign Tactic |« B9 Product| East|s[3rd Ortr, FY2082]« r|E8 Product
P P
Baw & e -8 & mEsmAWE Baw b .  -&¢ mBEs »
Assortment Inventory Pricing Promotion Space Key Take Away - Assign Category Tactic
Baby Food
"/ Baby Food Canned Vegetables
Canned Foods Coffee
Pouches Cookies
W Canned Vegetables Juice
Canned Beans Pasta
Canned Corn Salty Snacks

Canned Peas
WV Coffes
Ground
Instant
Single Serve
Whole
V Cookies
Everyday Cookies
Iced Cookies
Mini Cookies
W Juice
Powdered Juics
Shelf-Stable Juice
V Pasta
Lasagna
Rigatoni
Spagetti
W Salty Snacks
Crackers
Muts/Trail Mix
Popcorn

|

Assign Category Tactics View

Use this view to assign tactics for each of the tactical areas per category, market, and
consumer segment. For an example of this view, see Figure 7-29.

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

Table 7-41

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 step. For an
example of this view, see Figure 7-29.

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

Table 7-42 Assign Category Tactics - Key Take Aways Measure
Label

Key Take Away - Assign Category Tactic

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.

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

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 tabs and views:
= Scorecard Summary Tab
- Scorecard Summary View
= Set Sales and Profit Targets Tab
—  Set Private Label Targets View
- Set Sales and Profit Targets View
= Set Inventory Targets Tab
—  Set Inventory Targets View
= Set Customer Targets Tab

- Set Consumer Targets View

Scorecard Summary Tab

This tab has one view.
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Scorecard Summary View
Use this view to see the summary of the scorecard.

Figure 7-30 Scorecard Summary View

~| Scorecard Summary > ¢ K
ER location| Calendar I EH Product
H
6= - G ow Frasz]- (Em Measure
=T
Find... -0 EBEemA YR
“/ Spaces
Gracery Baby Food Canned Coffee Cookies Juice Pasta Salty Snacks
Vegetables

LY Sales Retail 775,027.7  88,564.1K 106,370.1K 94,5012k  83,710.7¢ 190,299.2¢  12,222.5k  214,359.9%K
Plan Sales Retail 838,601.2k  102,571.0k  122,952.5K  101,255.9K 79,763.8K  220,325.3K 14,157.1K  247,575.7K
Target Sales Retail 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
LY Gross Profit 199,042.6K  19,945.8K  24,468.8K  17,905.9K 7,902.65  57,234.8K 1,234.66  70,350.%
Plan Gross Profit 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
Target Gross Profit 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
Target Gross Profit % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0 %
LY GPROI 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Plan GPROI 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Target GPROIL 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
LY Inventory Weeks of Supply 0 a [v] a a [v] a [v]
Plan Inventory Weeks of Supply 0 a [v] a a [v] a [v]
Target Inventory Weeks of Supply 0 a [v] a a [v] a [v]

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

Table 7-43 Set Inventory Targets Measures
Label
LY Sales Retail

Plan Sales Retail

Target Sales Retail
LY Gross Profit

Plan Gross Profit

Target Gross Profit

Target Gross Profit %
LY GPROI

Plan GPROI

Target GPROI

LY Inventory Weeks of Supply

Plan Inventory Weeks of Supply

Target Inventory Weeks of Supply

Set Sales and Profit Targets Tab

This tab has two views.

Set Sales and Profit Targets View
Use this view to set the sales and profit targets at the total category level.
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Figure 7-31 Set Sales and Profit Targets View

| 1. Set Sales and Profit Targets > ¥ F
ER Location| Calendar I EH Product
L
(e - o Fraom]- e Messre
e
B | e | [Fnd. 3 ¢ mEomA | E
“J Spaces
Grocery Baby Food Canned Coffee Cookies Juice Pasta Salty Snacks
Vegetables
Forecast Sales Retail 0.0K 0.0k 0.0K 0.0 0.0K 0.0K 0.0K 0.0
Plan Sales Retail 838,601.2k  102,571.0K  122,952.5K  101,255.9K 79,763.8K  220,325.3K 14,1571k 247,575.7K
LY Sales Retail 775,027.7%  88,564.1K 106,370.1K  94,501.2k  63,710.7  190,299.2K  12,222.5¢  214,359.9K
LY Sales Retail 0.0K 0.0k 0.0K 0.0 0.0K 0.0K 0.0K 0.0
Plan Sales Retail 0.0K 0.0K 0.0K 0.0 0.0K 0.0K 0.0K 0.0K
LY Sales Retail 0.0K 0.0k 0.0K 0.0 0.0K 0.0K 0.0K 0.0
Plan Sales Retail 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
LY Sales AUR 322 3.54 3.40 8.82 1.90 3.94 0.99 279
Forecast Sales Units 0 0 o 0 o 0 1} o
LY Sales Units 240620133.. 25027353.00 31321173.00 10711571.00 35156549.00 48333043.00 12345996.00 75719443.00
Forecast Sales AUR 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Flan Sales Units 277510245.. 28988595.00 36209355.00 11475971.00 41969161.00 55967626.00 14300052.00 B83529435.00
Flan Sales AR 3.20 3.54 3.40 8.82 1.90 3.94 0.99 279
LY Gross Profit 199,042.6K  19,945.8K  24,468.8K  17,905.9K 7,902.6K  57,234.3K 1,2346K  70,350.2K
Plan Gross Profit 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
LY Sales Retail per Sgr. Foot 0.0K 0.0K 0.0 0.0K 0.0K 0.0K 0.0K
Flan Sales Retail per Sar. 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
LY Gross Profit per Sar. Foot 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
Plan Gross Profit per Sar. 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K

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

Table 7-44 Set Sales Targets Measures
Label

Forecast Sales Retail

Plan Sales Retail
LY Sales Retail
LY Sales Retail

Plan Sales Retail
LY Sales Retail

Plan Sales Retail
LY Sales AUR

Forecast Sales Units

Plan Sales Units
LY Sales Units
Forecast Sales AUR

Plan Sales Units
Plan Sales AUR
LY Gross Profit

Plan Gross Profit

LY Sales Retail per Sqr. Foot

Plan Sales Retail per Sqr. Foot

LY Gross Profit per Sqr. Foot

7-38 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Analyze Category Scorecard Step

Table 7-44 (Cont.) Set Sales Targets Measures
Label

Plan Gross Profit per Sqr. Foot

Set Private Label Targets View
Use this view to set the category-specific sales and profit targets for the private label.

Figure 7-32 Set Private Label Targets View

| 2. Set Private Label Targets > £ F
B Location| Calendar] /B8 Product]
[Ezst|»[3rd Qrtr, Fr2012] (B8 Measure
—.
Bam & [Fd. -3 mEom
7 Spaces
Grocery Baby Food Canned Coffee Cookies Juice Pasta Salty Snacks
Vegetables

LY Sales Retail 775,027.7 88,5641k  106,370.1K  94,50L2K  68,710.7K  190,299.2  12,222.5¢  214,359.9K
LY Private Label Sales Retail 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
LY Private Label Sales Retail contrib to Total LY Sales Retai 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0%
Forecast Sales Retail 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
Plan Sales Retail 888,601.2€  102,571.0K  122,952.5K  101,255.5K 79,763.8K  220,325.3K 14,157. 1K  247,575.7K
Flan Private Label Sales Retail 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0
Plan Private Label Sales Retail contrib to Total Plan Sales Retail 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
LY Sales Units 240620133.. 25027353.00 31321173.00 10711571.00 356156549.00 48338043.00 12345996.00 76719448.00
LY Sales AUR 322 3.54 3.40 8.82 1.90 3.94 0.99 279
LY Private Label Sales Units 1} 0 0 1} 0 ] 1} 0
LY Private Label Sales AUR 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Forecast Sales Units o 0 1} o 0 1} o i}
Plan Sales Units 277510246.. 28938596.00 35209355.00 1147597100 41969161.00 559567525.00 14300052.00 B83599485.00
Plan Sales AUR 3.20 3.54 3.40 8.82 1.90 3.94 0.99 27
Plan Private Label Sales Units 1} 0 0 1} 0 ] 1} 0
Plan Private Label Sales AUR 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
: N I N A
LY Gross Profit 199,042.6K  19,945.8K  24,468.8  17,905.9K 7,902.6K  57,234.8€ 1,234.6K  70,350.2K
LY Private Label Gross Profit 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
LY Private Label Gross Profit % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
LY Private Label Gross Profit contrib to Total LY Gross Profit 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 %
Plan Gross Profit 0.0K 0.0 0.0K 0.0K 0.0K 0.0K 0.0K 0.0
Plan Private Label Gross Profit 0,0K 0.0K 0.0K 0,0K 0.0K 0.0 0,0K 0.0K
: /N I A N R R N
LY Total SKU Count 0 0 1] 0 1] 1] [v] 1]
Target Total SKU Count 3,599 0 a 3,549 a 1] v} a
LY Private Label SKU Count 0 0 0 1} 0 ] 1} 0
Plan Private Label Gross Profit % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
LY Private Label SKU Count contrib to Total SKU Count 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
Plan Private Label Gross Profit contrib to Total Plan Gross Profit 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 %
Target Private Label SKU Count 1] 0 1} 1] 1} 1} 1] 1}
Target Private Label SKU Count contrib to Total SKU Count 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %

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

Table 7-45 Set Private Label Targets Measures
Label
LY Sales Retail
LY Private Label Sales Retail

LY Private Label Sales Retail contrib to Total LY Sales
Retail

Forecast Sales Retail

Plan Sales Retail

Plan Private Label Sales Retail

Plan Private Label Sales Retail contrib to Total Plan
Sales Retail

LY Sales Units
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Table 7-45 (Cont.) Set Private Label Targets Measures
Label
LY Sales AUR

LY Private Label Sales Units
LY Private Label Sales AUR

Forecast Sales Units

Plan Sales Units
Plan Sales AUR

Plan Private Label Sales Units

Plan Private Label Sales Units AUR
LY Gross Profit

LY Private Label Gross Profit

LY Private Label Gross Profit %

LY Private Label Gross Profit contrib to Total LY
Gross Profit

Plan Gross Profit

Plan Private Label Gross Profit
LY Total SKU Count

Target Total SKU Count

LY Private Label SKU Count

Plan Private Label Gross Profit %

LY Private Label SKU Count contrib to Total SKU
Count

Plan Private Label Gross Profit contrib to Total Gross
Profit

Target Private Label SKU Count

Target Private Label SKU Count contrib to Total SKU
Count

Set Inventory Targets Tab

This tab has one view.

Set Inventory Targets View
Use this view to set the scorecard targets for inventory.
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Figure 7-33 Set Inventory Targets View

~| Set Inventory Targets > ¥ F
B Location| Colendar] /B8 Product]
= - [Faow o) (BB vessre
.
Bl | | [Fro. ~ % ¢ BEchmAERR
“J Spaces
Grocery Baby Food Canned Coffee Cookies Juice Pasta Salty Snacks
Vegetables
LY Inventory Weeks of Supply 1] 0 0 1] 0 1] 1] 0
Plan Inventory Weeks of Supply 1] 0 0 1] 0 1] 1] 0
LY Inventory Service Level 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 %
Plan Inventory Service Level 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
LY GPROIL 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Plan GPROI 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
LY GPROS 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Plan GPROS 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

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

Table 7-46 Set Inventory Targets Measures
Label

LY Inventory Weeks of Supply

Plan Inventory Weeks of Supply

LY Inventory Service Level

Plan Inventory Service Level
LY GPROI

Plan GPROI

LY GPROS

Plan GPROS

Set Customer Targets Tab

This tab has one view.

Set Consumer Targets View
Use this view to set the scorecard targets for customer.
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Figure 7-34 Set Consumer Targets View

~| Set Consumer Targets

- v

ER Location| Calendar
East|- .

l@ Product
EH Measure

e

B | & | [F 0 & mBEoom @l

"/ Spaces

Grocery Baby Food Canned Coffee Cookies Juice Pasta Salty Snacks

Vegetables

LY Consumer Retention Level T41% 76.8 % 624 % 548 % 76.8 % 83.8 % 7.0 % 76.8 %
Plan Consumer Retention Level 741 % 75.8 % 52,4 % 54.8 % 76.8 % 88.8 % 72.0 % 76.8 %
LY Purchase Frequency 3.09 3.20 260 270 3.20 3.70 3.00 3.20
Plan Purchase Frequency 3.09 3.20 2,60 2.70 3.20 3.70 3.00 3.20
LY Consumer Loyalty 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0%
Plan Consumer Loyalty 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0%

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

Table 7-47 Set Consumer Targets Measures

Label

LY Consumer Retention Level

Plan Consumer Retention Level

LY Purchase Frequency

Plan Purchase Frequency

Plan Consumer Loyalty

Plan Consumer Loyalty

Key Take Aways Tab

This tab has one view.

Key Take Aways View

Use this view to enter any pertinent notes for the Analyze Category Scorecard step.
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Figure 7-35 Analyze Category Scorecard - Key Take Aways View

~| Key Take Aways - v g
ER Location| Calendar lE Measure
L
= el 1@ o
e
Bl | [Fnd. ~ 3 ¢ mEcam @l

Key Take Away - Analyze Category Scorecard

Baby Food

Canned Vegetables
Coffee

Cookies

Juice

Pasta

Salty Snacks

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

Table 7-48 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

Custom Menu

This step has the Approve custom menu. For more information, see 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.

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.

This view exists at the following level:

= Sub-Category (a level in the Product dimension)
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s Trading Area (a level in the Location dimension)

Figure 7-36 Approve Assortment Strategies, Tactics, and Scorecard View

~| Approve Assortment Strategies, Tactics and Scorecard v ¥ K
[EH Location| Calendar M /B8 Messure
H
[ <[ - fem produet
P
Bla m | & | [Fr.. 3 & EHEhmAYR
Approve Approval Approval Approver
Comments Date
Coffee O

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

Table 7-49 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.
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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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= Market Coverage Evaluation Step
s Performance Analysis Step

s Consumer Assessment Step

s Market Assessment Step

s Review Assortment and IPIs 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
»| [= cDT Editor
»| [=] catman Administration
[=] planning

v Assurh‘nent Rationalization @... .

L2

Getting Started

Like Item Mapping

Market Coverage Evaluaton
Performance Analysis

Consumer Assessment

LML
EHhEEEEGRB G

Market Assessment
Review Assortment and IPI's

Assortment Quantification...

b= Assoriment Rationalization @...

l-.ifn

l«]

»| Administration

2. Select the calendar periods and move them to the Selected Periods box. Click Next.
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Figure 8-2 Workbook Wizard Select Periods Page

Workbook Wizard
— & &8
Calendar Product Location Consumer Segment
Select Periods Selected Periods
Available Items Selected Items
View = | | Dimension Find... 3 4 View v | | Dimension Find... S BTG »
Label Label

istQrir, FY2011 « 3rd Qrtr, FY2012
2nd Qrir, FY2011
3rd Qrtr, FY2011
4th Qrtr, FY2011
istQrir, FY2012
2nd Qrtr, FY2012

« 3rd Qrir, Fr2012
4th Qrtr, FY2012 $ Add
istQrir, FY2013 3 Add Al
2nd Qrtr, FY2013
3rd Qrtr, FY2013 _ QEemre |
4th Qrtr, FY2013 _@QRemove Al |
istQrir, FY2014
2nd Qrtr, FY2014
3rd Qrtr, FY2014
4th Qrir, Fr2014

Rows Selected 1 Rows Selected 1

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 | 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
o 0—a
Calendar Product Location Consumer Segment
Select Products Selected Products
Available Items Selected Items
View v | | Dimension Find... & @ i Detach View ~ | | Dimension Find... £ T S S »
Labe! Labe!
+ Coffee + Coffee
R Add ]
$§ Add Al
@ Remove
&R Remove Al
Rows Selected 1 Rows Selected 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.
¥ synchronize Hierarchies

Cancel | Previous | Next| Einish

4. Select the locations and move them to the Selected Locations box. Click Next.
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Figure 8-4 Workbook Wizard Select Locations Page

Workbook Wizard
Calendar  Product Location Consumer Segment
Select Locations Selected Locations
Available Ttems Selected Items
View ~ | | Dimension Find... 3 & i Detach View ~ | | Dimension Find... 3= B »
Label Label
East East
39 Add Al
@ Remove
@ Remove Al
RowsSelected 1 RowsSelected 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.
¥ synchronize Hierarchies

Cancel | Previous | Next| 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
Calendar  Product Locaton Consumer Segment
Select Version Selected Versions
Available Ttems Selected Items
View ~ | | Dimension Find... 3 & i Detach View ~ | | Dimension Find... 3= B »
Label Label
« Comfortable Couples COT Version 1 + Comfortable Couples COT Version 1

Soccer Moms COT Version 1

Bk
38 Add Al
@ Remove
@R Remove Al

Rows Selected 1 Rows Selected 1

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 | Next| Finish

The workbook is created.
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Getting Started Step

Custom Menu

This step has the following tabs and views:
= Category Roles, Strategies, and Tactics Tab:
- Review Roles & Strategies View
— Review Tactics View
= Review Category Scorecard Tab:
- Scorecard Summary View
— Review Consumer Targets View
= Review Consumer Segments Tab:
— Review Consumer Segments View
= Seed and Review Plan Sales Tab:
- Review and Plan Sales View
s Key Take Aways Tab:
- Key Take Aways - Getting Started View

There is a custom menu available called Seed Sales. You select the desired data source
in the Seed Source column. The choices are No Action, Forecast, and Last Year. The
appropriate values are copied into the Sales and Sales Units columns.

Category Roles, Strategies, and Tactics Tab

This tab has two views.
Review Roles & Strategies View
Use this view to review the approved roles and strategies of a category in a trading

area as defined in category planning.

Figure 8-6 Review Roles & Strategies View

~| Review Roles & Strategies > ¥ F
EH Location| Calendar I Ed Measure

L

I EH Consumer Segment| Product

=T

= - g rron]-

Find...

% & mEca
Assigned Assigned
Role - Role -
Industry Industry
Model A Model B

WP Strategy

Traffic Building
I =i Building
I =i Building
I =i Building

Ground
Instant
Single Serve
Whaole

Comfortable Couples

Table 8-1 lists the measures available in this view.
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Table 8—1 Review Roles & Strategies Measures

Label

Assigned Role - Industry Model A

Assigned Role - Industry Model B

WP Strategy

Review Tactics View

Use this view to review the approved tactics of a category in a trading area as defined

in category planning.

Figure 8-7 Review Tactics View

~| Review Tactics v ¥ K
EH Location| Calendar| Measure| " Tactc
L
East| [ 3rd Qrtr, FY2012 |« [ Current Plan Tactic |- rﬁ Product
=T
Baw b F. -3¢ BSEs=A0@
Assortment | Inventory Pricing Promotion Space
Tailor Offers
Ground Decrease Maintain Maintain to Market Maintain
Fromote
Instant Inorease Increase Maintain Frequently Increase
Expand Sub- Market Promate
Single Serve Categories Increase Leader Frequently Increase
Promote
Whale Increase Increase Maintain Frequently Decrease

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

Table 8-2 Review Tactics Measure

Label

Current Plan Tactic

Review Category Scorecard Tab

This tab has two views.

Scorecard Summary View
Use his view to review a summary of the key measures that determine the go-forward

category strategy.
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Figure 8-8 Scorecard Summary View

~| 1. Scorecard Summary > ¥ F
R Location| Calendar I EH Product
L
[t - ra g Pezo]- fem essure
—
Find... ~ 0 & HmEchm @ Wl
Coffee

LY Sales Retail 94,501.2K

Target Sales Retail 101,255.9K

Assort. WP Sales Retail 101,255.9K

LY Gross Profit 94,501. 2K

Target Gross Profit 0.0K

Target Gross Profit % 0.0 %

Plan Gross Profit 0.0K

Plan Gross Profit % 0.0 %

LY GPROI 0.00

Target GPROI 0.00

Flan GPROI 0.0 %

LY Inventory Weeks of Supply 0

Target Inventory Weeks of Supply 0

Plan Inventory Weeks of Supply 0

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

Table 8-3 Scorecard Summary Measures

Label

LY Sales Retail

Target Sales Retail

Assort. WP Sales Retail

LY Gross Profit

Target Gross Profit

Target Gross Profit %

Plan Gross Profit

Plan Gross Profit %

LY GPROI

Target GPROI

Plan GPROI

LY Inventory Weeks of Supply

Target Inventory Weeks of Supply

Plan Inventory Weeks of Supply

Review Consumer Targets View

Use his view to review the consumer targets.
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Figure 8-9 Review Consumer Targets View

~| 2. Review Consumer Targets v ¥ K
ER Location| Calendar l’ E2  Product
[East| -- I EA MeasureA
Bam & [Fo. ~ ¢ ¢ mEcom @l
Coffee
LY Consumer Retention Level 0.0 %
Target Consumer Retention Level 64.8 %
Plan Consumer Retention Level 0.0 %
LY Purchase Frequency 0.00
Target Purchase Frequency 2,70
Plan Purchase Freguency 0.0 %
LY Consumer Loyalty 0.0 %
Target Consumer Loyalty 0.0 %
Plan Consumer Loyalty 0.0 %

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

Table 8-4 Review Consumer Targets Measures

Label

LY Consumer Retention Level

Target Consumer Retention Level

Plan Consumer Retention Level

LY Purchase Frequency

Target Purchase Frequency

Plan Purchase Frequency

LY Consumer Loyalty

Target Consumer Loyalty

Plan Consumer Loyalty

Review Consumer Segments Tab

This tab has one view.

Review Consumer Segments View
Use this view to review the customer segments.

8-8 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Getting Started Step

Figure 8-10 Review Consumer Segments View

~| Review Consumer Segments

ER Calendar| Location P I B Measure
N
3rd Qrir, Fr2o1z «[East [1]- r@ Consumer Segn
Blaul e [ -3 & EHEmA AR
Consumer Consumer Store Count Plan Sales Consumer
Segment Segment Retail Segment / Category  Segment / Store
Distribution Status Sales Contribution | Sales Contribution
Comfortable Couples 0.0 % 5 5,442, 3K 415 %

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

Table 8-5 Consumer Segments Measures
Label

Consumer Segment Distribution

Consumer Segment Status

Store Count

Plan Sales Retail

Consumer Segment / Category Sales Contribution

Consumer Segment / Store Sales Contribution

Seed and Review Plan Sales Tab

This tab has one view.

Review and Plan Sales View
Use this view to review and plan sales.

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.
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Figure 8-11 Review and Plan Sales View

~| Review and Plan Sales v ¥ K
ER Location| Product >N EH  Messure
[t [1- oot [round]- (BB cderder
P
Baw b M. -3¢ BSEs=A0@
Forecast LY Sales | LY SalesUnits | Forecast LY Gross LY Gross Plan Gross
Sales Retail Retail Sales Units Profit Profit % Profit

8/11/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K =

8/18/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

8/25/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

9/1/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

9/8/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

9/15/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

9/22/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

9/29/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

10/6/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

10/13/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

10/20/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K

10/27/2012 0.0 1,285.2K 164168.00 a 1,284.3K 99.9 % 206.6K o

11432012 0,08 1.285.2K  164168.00 0 1.284. 3K 99.9% 206.6K =

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

Table 8-6 Review and Plan Sales Measures

Label

Forecast Sales Retail

LY Sales Retail

LY Sales Units

Forecast Sales Units

LY Gross Profit

LY Gross Profit %

Plan Gross Profit

Key Take Aways Tab

This tab has one view.

Key Take Aways - Getting Started View

Use this view to enter any pertinent notes for the Getting Started task.
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Figure 8-12 Key Take Aways - Getting Started View

~| Key Take Aways - Getting Started > ¥ F
ER Location| Calendar I B8 Measure
L
East | «[3rd Qrtr, FY2012]- r|E8 Product
-
Bla | e | [Fro. -3 & mEo@A N
Key Take Away - Key Take Away - Key Take Away - Key Take Away - Key Take Away -
Assign Category Role Assign Category Assign Categary Analyze Category Getting Started
Strategies Tactic Scorecard

Coffee

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

Table 8-7 Key Take Aways - Getting Started Measure

Label

Key Take Away - Assign Category Role

Key Take Away - Assign Category Strategies

Key Take Away - Assign Category Tactic

Key Take Away - Analyze Category Scorecard

Key Take Away - Getting Started

Like Item Mapping Step

Custom Menu

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:
= Use Retail Like Item View

s Use Market Like Item View

s Use Attribute Like Item View

»  Key Take Aways - Like Item Mapping View

At any point in this step, you can calculate the like item effects. Use the Seed Like
Items custom menu. This copies sales, sales units, profit, and attribute information
from the item's like items to the item itself. In the case of Market Like Item, the market
data is copied to the retailer's sales, scaled by the adjustment ratio.

Figure 8-13 shows the first two views for this step.
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Figure 8-13 Like Item Mapping Step Initial Views

~| 2. Use Market Like Ttem R A ~| 1. Use Retail Like Ttem >+ A
A Location ! EH  Measurs R Location 3 M 1 EH  Measure
L L
[E=st]- i FR  Product East|[1]- Ml ER Product
L= = T e -3 ¢ mOw=AWEA Blaw e | Fd -3 4 mEGEEA W
Market History Market History Like Market Retailer History Retailer History Retailer
Like Item Product Item Product History Like Like Ttem Like Ttem History Like
Adjustment Ratio Ttem Mask Adjustment Ratio Ttem Mask
V Coffee 100.0 % O =7 comree 100.0 % OJ =
&> Ground 100.0 % O I Ground 100.0 % O
& Instant 100.0 % [ I> Instant 100.0 % O
¥ Single Serve 100.0 % U ¥ Single Serve 100.0 % O
1235190 - PL French Roast Mon- 100.0 % O 1236150 - PL French Roast Non- 100.0 % O
1235193 - Donut House Dark Roast 100.0 % O 1236193 - Donut House Dark Roast 100.0 % O _
1235199 - Donut House Light Roast 100.0 % O 1236199 - Donut House Light Roast 100.0 % O
1236205 - Dunkin' Donuts Dark 100.0 % O 1236205 - Dunkin' Donuts Dark 100.0 % O
1236214 - Folgers 100% Columbian 100.0 % O 1236214 - Folgers 100% Calumbian 100.0 % O
1235229 - Folgers Breakfast Roast 100.0 % [ _|;| 1235229 - Folgers Breakfast Roast 100.0 % O
[ 1936735 . DI Madim Doact bl 100 1 o [ 57

Use Retail Like Item View

Use this view to define like items for the retailer. For an example of this view, see

Figure 8-13.

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

Table 8-8 Use Retail Like Item Measures

Label

Retailer History Like Item

Retailer History Like Item Adjustment Ratio

Retailer History Like Item Mask

Use Market Like Item View

Use this view to define like items for the market. For an example of this view, see

Figure 8-13.

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

Table 8-9 Use Market Like Item Measures

Label

Market History Like Item Product

Market History Like Item Product Adjustment Ratio

Market History Like Item Mask

Use Attribute Like Iltem View

Use this view to define attributes for like items.
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Figure 8—14 Use Attribute Like Iltem View

~| 3. Use Attribute Like Item A
B l’ B8 Measure
Il ER Product
e
= = ~ 3 ¢ B\EchmAE QR
Attribute Like Ttem Attribute Like Ttem
Mask
'/ De-Caffeinated |V Ground 7 Ground 1234582 - Folgers Breakfast Roast Mon- Ll =
1234600 - Maxwell House 100% Columbian O
1234615 - Maxwell House Breakfast Roast ]
1234942 - Caribou Coffee Dark Roast Un- O
1234951 - Dunkin' Donuts Light Roast Un- |
1234957 - Eight O'Clock Breakfast Roast Un- O
1235002 - PL Breakfast Roast Un-Flavored De ]
1235014 - Newman's Own Dark Roast Un- O
W Instant W Instant 1236808 - Folgers French Roast Non- 0
1236823 - Maxwell House Dark Roast Non- O
Ny —— o =
< .—] 3
Table 8-10 lists the measures available in this view.
Table 8-10 Use Attribute Like Item Measures
Label
Attribute Like Item
Attribute Like Item Mask
Key Take Aways - Like ltem Mapping View
Use this view to enter any pertinent notes for the Like Item step.
Figure 8-15 Key Take Aways - Like Item Mapping View
| 4. Key Take Aways - Like Ttem Mapping v b v A
R Location| Calendar I EH  Measure
[E= - ] (B Product
a
Blm | e | [Fro ~ P & BEmANWE

Key Take Away - Like Item Definition

Coffee

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

Table 8-11 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.
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This step has the following tabs and views:
= Performance Based Fragmentation Analysis Tab:
- Performance Based Fragmentation Analysis - Retail Data View
- Performance Based Fragmentation Analysis - Market Data View
s Item Contribution Analysis Tab:
— Item Contribution Analysis (Retailer) View
- Item Contribution Analysis (Market) View
= Proliferation Analysis Tab:
— Proliferation Analysis (Retailer) View
- Proliferation Analysis (Market) View
= Accumulative Ranking Tab:
- Accumulation Ranking Report (Retailer) View
- Accumulation Ranking Report (Market) View
= Set Breakpoint and Performance Drivers Tab:
- Set Breakpoints View
—  Set Performance Metric Driver View
s Key Take Aways - Market Coverage Tab:
- Key Take Aways - Market Coverage View

The first two views provide the ability to set parameters used in fragmentation
analysis.

Custom Menu

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.

The results of the fragmentation analysis populate the measures available in the
following tabs:

= Performance Based Fragmentation Analysis Tab
= Item Contribution Analysis Tab
= Proliferation Analysis Tab

= Accumulative Ranking Tab

Performance Based Fragmentation Analysis Tab

Figure 8-16 shows the views for this tab.
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Figure 8—-16 Performance Based Fragmentation Analysis Tab

~| 1. Performance Based Fragmentation Analysis - Retail Data - 4+ oy A
ER Location P | EB BreakPoints| Measure
>
E==t [1]- Il BA  Product
[
Bl | & | [Frd. -8 mEwmAWd
50% 75% 80% 85% 90% 95%
Retziler Item Retailer Retailer Item Retailer Retailer Item Retziler Retailer Item Retailer Retailer Item Retailer Retailer Item Retziler
Count Contribution Count Contribution Count Contribution Count Contribution Count Contribution Count Contribution
V Coffee a 0.0 % 0 0.0 % a 0.0 % a 0.0% a 0.0 % 0 0.0 %
Ground a 0.0% 0 0.0 % 1] 0.0% 1] 0.0% a 0.0 % 0 0.0 %
Instant o 0.0% 0 0.0 % o 0.0% o 0.0% o 0.0 % 0 0.0 %
Single Serve o 0.0% 0 0.0 % o 0.0% 1] 0.0% o 0.0 % 0 0.0 %
Whole a 0.0 % 0 0.0 % a 0.0% a 0.0% a 0.0 % 0 0.0 %

4

3

~| 2. Performance Based Fragmentation Analysis - Market Data > + v 2
ER Location [ EH BreakPoints| Measure
>
[E==]- Ml B8 Product
A
Baw & . -3 ¢ S0c@add
50% 75% 80% 85% 90% 95%
Market I[tem Market Market Item Market Market Item Market Market Item Market Market Item Market Market Item Market
Count Contribution Count Contribution Count Contribution Count Contribution Count Contribution Count Contribution
7 Coffee 0 0.0 % 0 0.0 % 0 0.0 % 0 0.0 % 0 0.0 % 0 0.0 %
Ground o 0.0% 0 0.0 % o 0.0% o 0.0% o 0.0 % 0 0.0 %
Instant a 0.0 % 0 0.0 % a 0.0 % a 0.0% a 0.0 % 0 0.0 %
Single Serve o 0.0% 0 0.0 % o 0.0% o 0.0% o 0.0 % 0 0.0 %
Whale o 0.0% 0 0.0 % 0 0.0% o 0.0% o 0.0 % 0 0.0 %

4

| »

Performance Based Fragmentation Analysis - Retail Data 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. For an example of this view, see
Figure 8-16.

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

Table 8-12 Performance Based Fragmentation Analysis - Retail Data Measures

Label

Retailer Contribution

Retailer Item Count

Performance Based Fragmentation Analysis - Market Data 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. For an example of this view, see
Figure 8-16.

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

Table 8-13 Performance Based Fragmentation Analysis - Market Data Measures

Label

Market Contribution

Market Item Count

Item Contribution Analysis Tab

Figure 8-17 shows the views for this tab.
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Figure 8-17 Item Contribution Analysis Tab Views

| 3. Item Contribution Analysis (Retailer)

> e

A

E3  Location Y ! EH BreakPoints| Measure
[E=t|[1]- ’: EA Product L
Bam | [Frd 3 G  mEs@EE W
50% 75% 80% 85% 90% 95%
Retailer Retailer Ttem Retailer Retailer Ttem Retailer Retailer Ttem Retailer Retailer Item Retailer Retailer Ttem Retailer Retailer Ttem
Quantity Count Quantity Count Quantity Count Quantity Count Quantity Count Quantity Count
V Coffee 0.0 % 0 0.0 % o 0.0% o 0.0% 0 0.0 % o 0.0% o
Ground 0.0 % 0 0.0 % a 0.0% a 0.0 % 0 0.0 % a 0.0% a
Instant 0.0 % 0 0.0% 1] 0.0% a 0.0 % 0 0.0 % 1] 0.0 % 1]
Single Serve 0.0 % 0 0.0 % o 0.0% o 0.0% 0 0.0 % o 0.0% o
Whole 0.0 % 0 0.0 % 1] 0.0% 1] 0.0 % 0 0.0 % o 0.0% 1]
| | 3
~| 4. Ttem Contribution Analysis (Market) v b g A
B _Lotion] B mreafons| Measure]
[E=]- ’: EA Product ]
Bau & -3 0 mEs@ o |Drag-Drop here for Pivot Move)
50% 75% 80% 85% 90% 95%
Market Sales # Items Market Sales # Items Market Sales # Items Market Sales # Items Market Sales # Items Market Sales # Items
V Coffee 0.0 % 0 0.0 % o 0.0% o 0.0% 0 0.0 % o 0.0% o
Ground 0.0 % 0 0.0 % a 0.0% a 0.0 % 0 0.0 % a 0.0% a
Instant 0.0 % 0 0.0 % o 0.0% o 0.0% 0 0.0 % o 0.0% o
Single Serve 0.0 % 0 0.0 % o 0.0% 1] 0.0% 0 0.0 % o 0.0% o
Whole 0.0 % 0 0.0 % o 0.0% 1] 0.0% 0 0.0 % o 0.0% o
< | »

Item 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. For an example of

this view, see Figure 8-17.

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

Table 8—14 Item Contribution Analysis (Retailer) Measures

Label

Retailer Quantity

Retailer Item Count

Item 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. For an example of this view, see Figure 8-17.

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

Table 8-15 Item Contribution Analysis (Market) Measures
Label
Market Sales

# Items

Proliferation Analysis Tab

Figure 8-18 shows the views for this tab.
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Figure 8—18 Proliferation Analysis Tab Views

| 5. Proliferation Analysis (Retailer) ~ + ¢ A | |6 Proliferation Analysis (Market) A |
A Location 1 B  Measure A Location 1 E  Measure
== |[1]- ER  Product [E==]- B Product
\., .
Blaml & 3 G mMEemA @l Blaw | & | [Fd. -3 G  mEcomA Wl
Cumulative | Cumulative | Retailer Retailer Cumulative | Cumulative ~#Itemsat #Items Assortment
Quantity @ | Quantity @ | Item Count Item Count Market Market Sub- at Eligibility
Category Sub- Sub-Cat Category Quantity @ = Quantity @ | Category | Category
Category | Breskpoint | Breskpoint Sub- Category
Category
W Coffee 0.00
&> Ground 0.00 V Coffee 0.00 0.00 0 =
S BT & Ground 0.00 0.00 0
7 Single Serve 0.00 [ Instant 0.00 0.00
1236190 - PL French Roast 0.00 V Single Serve 0.00 0.00
1236193 - Donut House Dark 0.00 1235190 - PL French Roast Non 0.00
156100 P | iote= LT 1236153 - Danut House Dark 0.00 0.00
iiggﬁj 'E“‘”k‘” Dlgg‘;fs g'gg 1236199 - Donut House Light 0.00 0.
- Folgers e y ]
1236229 - Folgers Breakfast 0.00 12562005 = DUkILB AT Daxi: .00
1236235 - PL Medium Roast 0.00 L2521 e Eclga o G0
123623 - PL Breakfast 2.00 1236229 - Folgers Breakfast 0.00
1236367 - Folgers 100% 0.00 1235235 - PL Medium Roast 0.00
1236487 - Caribou Coffee 0.00 1236238 - PL Breakfast Roast 0.00 b
1236496 - PL French Roast 0,00 1236367 - Folgers 100% 0.00
1235511 - Dunkin' Donuts 0.00 1236487 - Caribou Coffee 0.00
P T .00 1236486 - PL French Roast Non 0.00
1236640 - Carihau Coffee 0.00

Proliferation Analysis (Retailer) View

Use this view to analyze the cumulative contribution for the retailer. This information
is best displayed as a pareto chart. For an example of this view, see Figure 8-18.

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

Table 8—-16 Proliferation Analysis (Retailer) Measures

Label

Cumulative Quantity @ Category

Cumulative Quantity @ Sub-Category

Retailer Item Count Sub-Cat Breakpoint

Retailer Item Count Category Breakpoint

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. For an example of this
view, see Figure 8-18.

Table 8-17 lists the measures available in this view.

Table 8-17 Proliferation Analysis (Market) Measures

Label

Cumulative Market Quantity @ Sub-Category

Cumulative Market Quantity @ Category

# Items at Sub-Category

# Items at Category

Assortment Eligibility

Accumulative Ranking Tab
Figure 8-19 shows the views for this tab.
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Figure 8-19 Accumulation Ranking Tab Views

| 7. Accumulative Ranking Report (Retailer) > 4 v
ER Location ! E8 Measure
¥
[E==t]- Il ER Product
ealll g B
08 M Forecast Sales Retail
0.4 Cumulative Quantity
0 0 @ Category
i
1236150 - PL French Roast 1236205 - Dunkin' Donuts 1236235 - PL Medium Roast 1236487 - Caribou Coffee 1236544 - PL Breakfast Roast
Mon-Flavared De-Caffeinated Dark Roast Non-Flavored Mon-Flavared De-Caffeinated Break Fast Non-Flavored Non-Flavored Regular -
12 CT K-Cups/Box De-Caffeinated 12 CT 12 CT K-Cups/Box Reqular - Caffeinated 12 CT Caffeinated 12 CT K-Cups/Box
K-Cups/Box K-Cups/Box
~| 8. Accumulative Ranking Report (Market) * ¢ v A
ER Location | B Measure
¥
[E=]- Tl EA Product
-
ealll < % wl-E
08
™ Cumulative Market
04 Quantity @ Category
0
1236190 - PL French Roast 1236205 - Dunkin' Donuts 1236235 - PL Medium Roast 1236487 - Caribou Coffee 1236544 - PL Breakfast Roast
Mon-Flavored De-Caffeinated Dark Roast Non-Flavored Mon-Flavored De-Caffeinated Break Fast Non-Flavored Non-Flavored Regular -
12 CT K-Cups/Box De-Caffeinated 12 CT 12 CT K-Cups/Box Regular - Caffeinated 12 CT Caffeinated 12 CT K-Cups/Box

K-Cups/Box K-Cups/Box

Accumulation Ranking Report (Retailer) View

Use this view to create an accumulation ranking report for the retailer. For an example
of this view, see Figure 8-19.

Table 8-18 lists the measures available in this view.

Table 8-18 Accumulation Ranking Report (Retailer) Measures

Label

Forecast Sales Retail

Category Plan Sales

Cumulative Quantity @ Category

Rank @ Category

Cumulative Quantity @ Sub-Category

Rank @ Sub-Category

Accumulation Ranking Report (Market) View

Use this view to create an accumulation ranking report for the market. For an example
of this view, see Figure 8-19.

Table 8-19 lists the measures available in this view.

Table 8-19 Accumulation Ranking Report (Market) Measures

Label

Cumulative Market Quantity @ Category
Rank (Market) @ Category

Cumulative Market Quantity @ Sub-Category
Rank (Market) @ Sub-Category

Set Breakpoint and Performance Drivers Tab

This tab has two views.
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Set Breakpoints View
Use this view to set the category breakpoints.

Figure 8-20 Set Breakpoints View

~| 1. Set Breakpoints v b v A | 2. Set Performance Metric Driver - F v 7
2] 1 EH  Measure =z 1 EH Measure
ER Product| BreskPoints E
S S
Ba s [ -8 G mAEsnmA 0w Bl b [Fd. o % EmElEEAEE
Fragmentation Contribution  Fragmentation Contribution Key Metric (Retaller  Key Metric (Market Data

Analysis Analysis Analysis Analysis Data Analysis) Analysis)

Breakpoints | Breakpoints | Breakpoints = Breakpoints
@ Sub-Cat @ Sub-Cat

[ Coffee 50% 50.0 % 50.0 % 50.0 % 50.0 %
5% 75.0 % 75.0 % 75.0% 75.0 %
80% 80.0 % 80.0 % 80.0 % 80.0 %
85% 85.0 % 85.0 % 85.0 % 85.0 %
90% 90.0 % 90.0 % 90.0 % 90.0 %
95% 95.0 % 95.0 % 95.0 % 95.0 %
99% 93.0 % 99.0 % 99.0 % 99.0 %
What-If 1 100.0 % 100.0 % 100.0 % 100.0 %
What-If 2 100.0 % 100.0 % 100.0 % 100.0 %
What-If 3 100.0 % 100.0 % 100.0 % 100.0 %

Table 8-20 lists the measures available in this view.

Table 8-20 Set Breakpoints Measures

Label

Fragmentation Analysis Breakpoints

Contribution Analysis Breakpoints

Fragmentation Analysis Breakpoints @ Sub-Cat

Contribution Analysis Breakpoints @ Sub-Cat

Set Performance Metric Driver 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. For an
example of this view, see Figure 8-20.

Table 8-21 lists the measures available in this view.

Table 8-21 Select Performance Metric Driver Measures

Label
Key Metric (Retailer Data Analysis)

Key Metric (Market Data Analysis)

Key Take Aways - Market Coverage Tab

This tab has one view.

Key Take Aways - Market Coverage View
Use this view to enter any pertinent notes for the Market Coverage Evaluation step.
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Figure 8-21 Key Take Aways - Market Coverage View

~| Key Take Aways - Market Coverage - ¥ &
EQ Location| Calendar ! EH Measure
(£t «[5d o, oo EETT

i
= = T ~ 3 ¢ BEmANHR

Key Take Away - Market Coverage
Evaluation

Coffee

Table 8-22 lists the measure available in this view.

Table 8-22 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 tabs and views:
s Performance Analysis Tab:
— Sales & Gross Profit Analysis View
— Net Margin Analysis View
s Performance Quadrant Analysis Tab:
- Gross Profit & Inventory Turns View
- Sales and Profit per Square Foot View
— Sales Revenue & Gross Profit View
— Sales Revenue and Sales Units View
s Key Take Aways - Performance Analysis Tab:

- Key Take Aways - Performance Analysis View

Performance Analysis Tab

This tab has two views.
Sales & Gross Profit Analysis View

Use this view to analyze the contribution of sales and profits from each sub-category
to the category total.
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Figure 8-22 Sales & Gross Profit Analysis View

| 1. Sales & Gross Profit Analysis

W Coffee
L= Ground
L= Instant
[ Single Serve
L= Whole

v ¥ f
ER Location| Calendar EH Measure
L
East [1]+[3rd Qrr, Fra0iz]- [|E Product
P
EElul | @ | [fnd. -0 BEeEAEE RE @B
%o %o Avg. Sales Sales Avg. Profit Profit Segment %
Contribution = Contribution = Revenue per = Productivity per Item Productivity Share of
of Catgegory | of Catgegory Item Index Index Category
Sales Ttems Profit
Revenue

Table 8-23 lists the measures available in this view.

Table 8-23 Sales & Gross Profit Analysis Measures

Label

% Contribution of Category Sales Revenue

% Contribution of Category Items

Avg. Sales Revenue per Item

Sales Productivity Index

Avg. Profit per Item

Profit Productivity Index

Segment % Share of Category Profit

Net Margin Analysis View

Use this view to analyze the performance of the net margin based on historical sales

and forecast.

Figure 8-23 Net Margin Analysis View

/| 2. Net Margin Analysis

- v

R Location 8

EH Measure
L
Eat 1] Ml BA Product
S
Bla | | [Frd -3 ¢ BErmANR
LY Sales LY LY Gross LY Gross LY Ly LY Freight LY NetMargin LY Met Margin LY Net Margin|
Retail Promotional Profit Profit % Markdowns | Markdowns Cost %o Notes
Sales Retail Retail Allowance
W Coffee 39,172.8K 0.0K 39,147.8K 99.9 % 0.0K 0.0K 0.0K 0.0k 0.0 %
L Ground 16,707. 7K 0.0K 16,695.8K 99.9 % 0.0K 0.0K 0.0K 0.0K 0.0 %
L= Instant 6,174.3K 0.0K 6,172,494 100.0 % 0.0K 0.0K 0.0K 0.0K 0.0 %
[+ Single Serve 7,240.9K 0.0K 7,235.3K 95.9 % 0.0K 0.0K 0.0K 0.0K 0.0 %
L Whole 9,049.9K 0.0K 9,044, 3K 99.9 % 0.0K 0.0K 0.0K 0.0K 0.0 %

Table 8-24 lists the measures available in this view.
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Table 8-24 Net Margin Analysis Measures
Label
LY Sales Retail

LY Promotional Sales Retail

LY Gross Profit
LY Gross Profit %
LY Markdowns Retail

LY Markdowns Allowance
LY Freight Cost

LY Net Margin

LY Net Margin %

LY Net Margin Notes

Performance Quadrant Analysis Tab

This tab has four views.

Gross Profit & Inventory Turns View

Use this view to analyze gross profit and inventory turns. This information is best
displayed as a bubble chart.

Figure 8-24 Gross Profit & Inventory Turns View

Gross Profit & Inventory Turns + ¢ A

v -
ER Location| Calendar I EH Measure
i

L
Product

& - G om. Fraon]- ;
.
BEle w | 1 | [Find... 3 ¢ | mEoem»

. B

Coffee 0

Table 8-25 lists the measure available in this view.

Table 8-25 Gross Profit & Inventory Turns Measure

Label

Target Inventory Retail Turns

Plan Gross Profit %

Forecast Sales Units
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Sales and Profit per Square Foot View

Use this view to analyze profit and sales per square foot. This information is best
displayed as a bubble chart.

Figure 8-25 Sales and Profit per Square Foot View

~| Sales & Profit per Square Foot - 4 ¢ A

B Location| Calendar l@ Measure
L

[ -G P @ s

=T

B m | [Fnd. - & & |6 »

|

Coffee 0.0K 0.0K 0.0K

Table 8-26 lists the measures available in this view.

Table 8-26 Sales and Profit per Square Foot Measures

Label

Plan Sales Retail per Sqr. Foot

Gross Profit per Sqr. Foot

Forecast Sales Retail

Sales Revenue & Gross Profit View

Use this view to analyze gross profit and sales. This information is best displayed as a
bubble chart.

Figure 8-26 Sales Revenue & Gross Profit View

| Sales Revenue & Gross Profit > 4 v A
B Location| Calendar I Ed Measure
L
East [1]+[3rd Qrr, Fra0i2]- ({8 Product
P
BN Gl [l | 12 | [Find... -3 & B3 »
Forecast Forecast

Sales Retall | Sales Units

0.0K o
0.0K o
0.0K o
0.0K o
0.0K o

Table 8-27 lists the measures available in this view.
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Table 8-27 Sales Revenue & Gross Profit Measures

Label
Plan Gross Profit %

Forecast Sales Units

Forecast Sales Retail

Sales Revenue and Sales Units View
Use this view to analyze sales dollars and units. This information is best displayed as a
bubble chart.

Figure 8-27 Sales Revenue and Sales Units View

~| Sales Revenue and Sales Units A
ER location| Calendar I EH Measure
L]
Bt [1]-[3d G, Pr2022]- [[E8 Product
—a
i - & @ B0Esd

Forecast Forecast
SalesRetall | Sales Units

W Coffee 0.0K

=
c
cocooo

Table 8-28 lists the measures available in this view.

Table 8-28 Sales Revenue and Sales Units Measures

Label

Forecast Sales Retail

Forecast Sales Units

Key Take Aways - Performance Analysis Tab

This tab has one view.

Key Take Aways - Performance Analysis View
Use this view to enter any pertinent notes for the Performance Analysis step.
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Figure 8-28 Key Take Aways - Performance Analysis View

~| Key Take Aways - Performance Analysis > v f
R Location| Calendar I EH Measure
L
[t - ra g Pezo]- B
—-

Bl i | & | [Fr. -0 mEcem A RN

Key Take Away - Performance Analysis

Coffee

Table 8-29 lists the measure available in this view.

Table 8-29 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 tabs and views:
= Who is the Consumer Tab:
— Consumer Segment Analysis View
= What is the Consumer Purchasing and How Loyal are They Tab:
- Purchase Behavior Analysis View
— Consumer Loyalty Analytics View
- Top Shopper Analysis View
= Where is the Consumer Purchasing Tab:
— Retail Channel Share Analysis View
- Buyer Conversion Analysis V9iew
= Key Take Aways - Consumer Assessment Tab:

- Key Take Aways - Consumer Assessment View

Who is the Consumer Tab

This tab has one view.
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.
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Figure 8-29 Consumer Segment Analysis View

1. Consumer Segment Analysis

ER Location| Calendar l' Bl Measure
[Ezst|»[3rd Qrtr, Fr2012] [ Consumer Profil
g
Bl | 12 | [Fnd. -3 4 EBEcaE AN
Retailer Market Retailer Market
Trading Area | Trading Area | Trading Area | Trading Area
Spend % Spend % HH % HH %
W Children's Ages 25.8 % 250 % 25.5% 25.5% =
Any 0-5 14.0 % 15.0 % 15.3 % 10.2 %
Any 6-12 27.0% 22.0% 23.5% 17.3%
Any 13-17 13.0 % 14.0 % 143 % 10.2 %
Mone <18 49.0 % 48.0 % 49.0 % 64.3 % ]
" Head of Household Age 16.5 % 16.7 % 17.0 % 17.0 %
18-24 18.0 % 18.0 % 18.4 % 18.4 %
25-34 18.0 % 21.0% 21.4% 19.4 %
35-50 29.0 % 19.0 % 19.4 % 29.6 %
51-50 10.0 % 13.0 % 13.3% 10.2 %
6157 14.0 % 17.0 % 17.3% 14.3 %
63+ 10.0 % 120 % 12.2% 10.2 %
V' Household Income 10.1% 11.1% 11.6 % 11.3% -
Table 8-30 lists the measures available in this view.
Table 8-30 Consumer Segment Analysis Measures
Label
Retailer Trading Area HH %
Market Trading Area HH %
Retailer Trading Area Spend %
Market Trading Area Spend %
What is the Consumer Purchasing and How Loyal are They Tab
Figure 8-30 shows the first two views for this tab.
Figure 8-30 What is the Consumer Purchasing and How Loyal are They Tab Views
~| 1. Purchase Behavior Analysis - b o
ER Location l» EH Measure
. M EA Product
P
B e | [ % & | EBEccemE A 40
Item Purchase Item Item Spend % Item
Penetration = Frequency | Revenueper | per Itemper | Spendon
Buyer Trip Promotion
W Caribou Coffee 12349432 - Caribou Coffee Dark 0.0% 0.0 0.00 0.00 0.0 % ﬂ
1235098 - Caribou Coffee Dark 0.0 % 0.0 0.00 0.00 0.0 %
1235407 - Caribou Coffee Break 0.0 % 0.0 0.00 0.00 0.0 %
1235563 - Caribou Coffee Break 0.0 % 0.0 0.00 0.00 0.0 % -
| 2. Consumer Loyalty Analysis v F v A
ER Location | Consumer Segment| I EH  Measure
(52 [1 »[Conorsbls covpes]- ET
P
Bam & [Fd. & & mEcom @ E
Loyalty Index | Consumer Exdusivity Switching
Worth Index Index Index
W De- WV Ground W Ground 1234532 - Folgers 0.00 0.00 0.00 0.40 ﬂ
Caffeinated 1234600 - Maxwel House 0.00 0.00 0.00 0.30
1234615 - Maxwell House 0.00 0.00 0.00 0.58
1234342 - Caribou Coffee 0.00 0.00 0.00 0.58 il
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Purchase Behavior Analysis View

Use this view to analyze the contribution of sales and profits from each sub-category
to the category total. For an example of this view, see Figure 8-30.

Table 8-31 lists the measures available in this view.

Table 8-31 Purchase Behavior Analysis Measures
Label

Item Penetration

Purchase Frequency

Item Revenue per Buyer

Item Spend per Item per Trip

% Item Spend on Promotion

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. For an example of this view,
see Figure 8-30.

Table 8-32 lists the measures available in this view.

Table 8-32 Consumer Loyalty Analytics Measures
Label

Loyalty Index

Consumer Worth Index

Exclusivity Index

Switching Index

Top Shopper Analysis View

Use this view to compare the top shopper index of the retailer at each of the clusters.

Figure 8-31 Top Shopper Analysis View

~| 3. Top Shopper Analysis v kv A
EH Location| Measure I EH Retailer
M
[52 [ [Tz Shopper nsd- P
P
Blaw & [Fe v ¢ mEcemA W
Competitor A = Competitor B Spaces
Grocery
W Coffes 84.0 % 85.0 % 85.0 %
Ground 0.0 % 0.0 % 85.0 %
Instant 0.0 % 85.0 % 0.0 %
Single Serve 0.0 % 85.0 % 0.0 %
Whole 84.0 % 0.0 % 0.0 %

Table 8-33 lists the measure available in this view.

Table 8-33 Top Shopper Analysis Measure
Label

Top Shopper Index
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Where is the Consumer Purchasing Tab

This tab has two views.

Retail Channel Share Analysis View

Use this view to analyze what percentage of sales occurred through the various
channels available in the market.

Figure 8-32 Retail Channel Share Analysis View

~| 1. Retail Channel Share Analysis v ¢ K
] Location| Measure 3N I EH Retail Segment
£ [T Bayera]» Fm Product
a—
Blam & [Fro. ~ 3 ¢ mAEcom @ Ml
All Other | Convenience/¢ Dollar Stores Drug Grocery Mass Merch Super- Warehaou
Channels Without Centers Club
Supers
W Coffee
= Ground
[ Instant
7 Single Serve
1236190 - PL French Roast Non- 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0
1236193 - Donut House Dark 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0
12356199 - Donut House Light 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.
1236205 - Dunkin' Donuts Dark 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0
12356214 - Folgers 100% 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0
12356229 - Folgers Breakfast 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0
12356235 - PL Medium Roast Non- 0.0 % 0.0 % 0.0 % 0.0 % 0.0% 0.0 % 0.0 % 0.0
1236238 - Pl Breakfast Roast I n.n %, Nn.0 % .0 %% .0 %% n.n . .0 % .0 % I e
4 »

Table 8-34 lists the measures available in this view.

Table 8-34 Retail Channel Share Analysis Measures

Label

% Buyers

% Dollars

Buyer Conversion Analysis V9iew
Use this view to compare the buyer conversion rates of the retailer with selected

competitors.

Figure 8-33 Buyer Conversion Analysis View

~| 2. Buyer Conversion Analysis

B Measure L EH Retailer
- ’—m Product| Location
e
L = R - % ¢ BEcomA Rl
Competitor A Competitor B Spaces
Grocery
W Coffee V East 87.0 % 87.5 % 88.0 % =
1 87.0 % 87.5 % 88.0 %
2 0.0 % 0.0 % 0.0 %
Ground V East 0.0 % 0.0 % 88.0 %
1 0.0 % 0.0 % 88.0 %
2 0.0 % 0.0 % 0.0 %
Instant V East 0.0 % 87.0 % 0.0 %
1 0.0 % 87.0 % 0.0 %
2 0.0 % 0.0 % 0.0 %
Single Serve V East 0.0 % 83.0 % 0.0 %
1 0.0 % 38.0 % 0.0 % b
2 0.0 % 0.0 % 0.0 %
Whole V East 7.0 % 0.0 % 0.0 % had
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Table 8-35 lists the measure available in this view.

Table 8-35 Buyer Conversion Analysis Measure
Label

Buyer Conversion Rate

Key Take Aways - Consumer Assessment Tab

This tab has one view.

Key Take Aways - Consumer Assessment View
Use this view to enter any pertinent notes for the Consumer Assessment step.

Figure 8-34 Key Take Aways - Consumer Assessment View

~| Key Take Aways - Consumer Assessment v ¥ F
EH Location| Calendar lbﬁ Measure
[ «[d o o] (e produet

S
Ba | | [fe. % & EEchMA R

Key Take Away - Consumer Assessment
Coffes

Table 8-36 lists the measure available in this view.

Table 8-36 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 tabs and views:
»  Market Assessment Tab:
— Market Share Assessment View
- Market Sales Trend Analysis View
— Market Sales and Profit Trends View
= Market Quadrant Analysis Tab:
— Sls$ / Sls Units / Mkt Share View
— Mkt Share / Mkt Growth / Sls Units View
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= Market Analysis / Assortment Coverage Tab:
- Market Analysis View
-  Set Assortment Constraints View
s Key Take Aways - Market Assessment Tab:
- Key Take Aways - Market Assessment View

Custom Menu

Two custom menus are available:

= Seed Assortment copies last year's assortment items forward to this year.

s Create Assortment creates an assortment matching as many constraints as
possible. For more information on Create Assortment, see Set Assortment

Constraints View.

Market Assessment Tab

This tab has three views.

Market Share Assessment View

Use this view to compare the market coverage of the retailer to key competitors and

the market.

Figure 8-35 Market Share Assessment View

~| 1. Market Share Assessment v b 7
ER Location| Calendar| Retailer Y ! EH  Measure
[E=t- [Fra o, Frooez - [Compettor A 88 Product
R
Baw bl Ffo -% ¢ SE6ma 6@
LY Market  Market Sales  MarketSales . | LY Market | Market SkU LY Market | Market Share | LY Market | Market Share
Sales Retail Retail Retail var LY SKU Count Count Share Share Index Index
V Coffee 48,619.0K 63,974.6K 316 % - 1] 1,027 . 25.0 % 276 % 1.00 1.00 =]
b= Ground 17,870.2K 23,514.5K 316 % - 1] 494 . 9.2% 256 % 0.37 0.37
&= Instant 8,283.5K 10,898.8K 316 % - 0 104 . 4.3 % 28B.1% 0.17 0.17
W Single Serve 9,108. 4K 11,985.9K 316 % - 1] 195 . 4.7 % 27.7 % 0.19 0.19
1236190 -PL French ©516.3K B811.1K 31‘6%- 1] 13. 0.3% 65.8 % 0.01 0.01
1236193 - Donut House 83L.3K 1,094.3K 316 % - 0 13 . 0.4% 65.8 % 0.02 0.02
1236199 - Donut House 561.0K 737.5K 31.5% - 1] 13 . 0.3% 1% 0.01 0.01
1236205 - Dunkin' Donuts 382.4K 503.2K 316 % - 1] 13 . 0.2% 17.5% 0.01 0.01 -
1236214 - Folgers 100% 225.0K 296.0K 31L5% - 0 13 . 0.1% 203 % 0.00 0.00
1236229 - Folgers 501.2K 659.6K 316 % - 1] 13 . 0.3% 19.2 % 0.01 0.01
1236235 - PL Medium 1,107.6K 1,457.7¢ 316 % - 1] 13 . 0.6 % 43.5% 0.02 0.02
1236238 - PL Breakfast 717K 943.7K 316 % - 0 13 . 0.4% 43.5 % 0.01 0.01
12 7 _cel 1nne: cac 771 e 170 n 1z B n e iTE 0 an1 nnt I

Table 8-37 lists the measures available in this view.

Table 8-37 Market Share Assessment Measures
Label
LY Market Sales Retail
Market Sales Retail
Market Sales Retail var LY
LY Market SKU Count
Market SKU Count
LY Market Share
Market Share
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Table 8-37 (Cont.) Market Share Assessment Measures

Label
LY Market Share Index
Market Share Index

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 8-36 Market Sales Trend Analysis View

| 2. Market Sales Trend Analysis v b oy 2
EH Llocation| Calendar| Retailer P I B Measure
L
East | =[3rd Qutr, FY2012 -[ Compstitor A] - [E8 Product
—

B s [Fd -G 4 mOw@EAeEd
LY Market = Market Sales  Market Sales LY Sales TargetSales . LY Market
Sales Retail Retail Retail var LY Retail Retail Sales Units

 Coffes 48,519.0K 0.0€ 31.6% 5,418,283 7,129,603
> Ground 17,670.2€ 0.0K 316% DN 2,196,883 2,890,810
[> Instant 8,283.5€ 0.0K 3ie% [N 1302253 1,581,853
I> Single Serve 9,108.4K 0.0K 31.6 % [ . 791,959 | 1,042,184
1> Whole 13,356.9 0.0K 316% N 127,148 1,614,756

Category
Plan Sales
Linits

.| LYMarket | Market Share
Share

25.0% 27.6 %

9.2% 25.6 %
43% 28.1%
4.7 % 277 %
6.9 % 30.1%

Table 8-38 lists the measures available in this view.

Table 8-38 Market Sales Trend Analysis Measures
Label
LY Market Sales Retail
Market Sales Retail
Market Sales Retail var LY
LY Sales Retail

Target Sales Retail
LY Market Sales Units

Market Sales Units
LY Sales Units

Category Plan Sales Units
LY Market Share
Market Share

Market Sales and Profit 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.
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Figure 8-37 Market Sales and Profit Trends View

~| 3. Market Sales and Profit Trends

ER Location| Calendar| Retailer
Esst | =[3rd Qrir, FY2012 |+ [ Competitor A]-

A

2allll L &wl-ie

70,000,000

60,000,000
50,000,000
40,000,000
30,000,000
20,000,000
10,000,000
D l o= om

>@ Product
’—@ Measure

™ Iﬁ‘( Market Sales

ctail
Market Sales Retail

Coffea Ground Instant Single Serve Whale
Table 8-39 lists the measure available in this view.
Table 8-39 Market Sales and Profit Trends Measure
Label
LY Market Sales Retail
Market Sales Retail
LY Sales Retail
Category Plan Sales
Market Quadrant Analysis Tab
Figure 8-38 shows the views for this tab.
Figure 8-38 Market Quadrant Analysis Tab Views
~| 4. Sls % [ Sls Units [ Mkt Share - o A | 5. Mkt Share [ Mkt Growth / Sls Units v ko A
ER Location| Calendar | BB Retailer| Measure| E3 Location| Calendar| l» EB Measure
[East|«[3rd Qrir, Fraoiz]s EA  Product [E=st «[3rd Qrtr, Franiz]« Il ER Product| Retailer
sall & & u-E sl b &®nl-ie
10% @ Ground
16,402,033 —— Competitor A
L] Market _Sa\es Retail gloﬁn:;gnm B
13.402.033 o D . &% @ Gruurd spaces
’ ® et Share ® Corpthtor A
Competitor B =
j ekl ® Jiariiet Sales Retai EREL 1 O e
o Gpse e || 3 o s Spacs
L @ Compeiitor B g Single Serve
gﬂarket Séll1are 5 2% — L] Competitor A
g aces (rocery =
= 4402,033 L] Mgrket Sales Rketail L] gg%:felsw'lirr\g
P ® et S s o gleeae
1,402,033 ;Paﬂes Grocery ’ Whole Compettor
arket Share o,
o] é\'hala Competitor
T s 2ap 15,684,754 35 584,754 R 8% 34% 30% 44% 5% @ "g'l',“:ﬂ;fj'mces
Market Sales Retail Market Share

Sls $/ Sls 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. For an example of this view, see

Figure 8-38.

Table 8—40 lists the measures available in this view.
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Table 8—40 Sis $/ Sls Units / Mkt Share Measures
Label

Market Sales Retail

Market Sales Units
Market Share

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. For an example of this view, see
Figure 8-38.

Table 8—41 lists the measures available in this view.

Table 8-41 Mkt Share / Mkt Growth / Sis Units Measures
Label

Market Share
Market Growth

Market Sales Units

Market Analysis / Assortment Coverage Tab

This tab has two views.

Market Analysis View
Use this view to create a time-series graph of the following metrics:

= Market growth

m Retailer’s market share

Figure 8-39 Market Analysis View

= 7. Set Assortment Constraints

-4+ 5y A
ED locaton > 8 1[EH Measse
East [1]- = mm..n‘ )
L= N R EETEE L]
[ Market Ssies | Market Sses Calegory | Plan Salkes Min Core Min Core 4 Min Core 5K Min Core + Max Core  Max Core +  Ascorment  Mandatory Core Optioral Pre- Pre- Pre- Pre-
Retal Rank  Flanfales RetdRank Coverage % Optional Count  Opsonal SKU | SKUCount | Opsonal 61 | Flghiity for Assortment  Assortment
Coverage % Count Count Assortment  Recommendat Recommendat

- Core -Optional | -Compére to | - Compare to.
Recommendali Recommendali Ly Current.
Agsortment | Assortment

¥ Caffer

| 1 4,972 2 0.0 % 0.0% o o 1 ] [ [+ =] 1o a5

ound [ 1 17,880.% 2 0.0% 0.0% o o 1 v [ [+l [+ 0 0

rateet [ 4 gEnx 8 0.0% 0.0% o o 1 v [ [+l [+ n 5

angie serve [ 3 LML o 0.0% 0.0% o o 1 v [ [+l [+ 45 15

Whele I 2 6mas 5 0.0% 0.0% o o 1 v [ [+ [+ 15 25
=/ . Harkel Analysis [East, 3od Goir, Fraoez] = + ¢
mall e @l

Coffee

Marke! Share Compes
Ground g Marhel Share Campetior

Insant § Market Share Compestor

Single Serve |

Markel Share Spaces
o Grocery

whele

o% 1 e 30 0% 0%

Table 8-42 lists the measure available in this view.
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Table 8—42 Market Analysis Measure
Label
Market Share

Set Assortment Constraints 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. See
Figure 8-39.

Custom Menus

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 Core Coverage %, Min Core
+ Optional Coverage %, Min Core Unit Sku Count, Min Core + Optional Sku Count,
Max Core Sku Count, and Max Core + Optional Sku Count. In addition, a user can
specify whether an item should be excluded from a potential assortment with the
Assortment Eligibility checkbox, or if an item is required in the assortment, with the
Mandatory for Assortment 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.

Table 8—43 lists the measures available in this view.

Table 8-43 Set Assortment Constraints Measures
Label
Market Sales Retail
Market Sales Rank
Assort. WP Sales Retail

Plan Sales Retail Rank

Min Core Coverage %

Min Core + Optional Coverage %
Min Core SKU Count
Min Core + Optional SKU Count
Max Core SKU Count
Max Core + Optional SKU Count

Assessment Eligibility

Mandatory for Assessment

Core Assortment Recommendation

Optional Assortment Recommendation
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Table 8-43 (Cont.) Set Assortment Constraints Measures

Label

Pre-Rationalization - Core Recommendation

Pre-Rationalization - Optional Recommendation

Pre-Rationalization - Compare to LY Assortment

Pre-Rationalization - Compare to Current Assortment

Key Take Aways - Market Assessment Tab

This tab has one view.

Key Take Aways - Market Assessment View
Use this view to enter any pertinent notes for the Market Assessment step.

Figure 8-40 Key Take Aways - Market Assessment View

~| B. Key Take Aways - Market Assessment - &
ER Location| Calendar l’ﬁ Measure
(e[ P Y@ podct
-
Blaw & [Fd. ~ % & EmEcem @ 4l
Key Take Away - Market Assessment
Coffee
Table 8-44 lists the measure available in this view.

Table 8—-44 Key Take Aways - Market Assessment Measure

Label

Key Take Away

- Market Assessment

Review Assortment and IPIs Step
Use this step to compute the IPI of each SKU for each of the clusters.

This step has the following tabs and views:

s Review IPI

Criteria Tab:

— Review Focus Area Weights View

- Review Metric Weights View
—  Set IPI Thresholds View

s Review IPI

Scores Tab:

— Review IPI Scores View
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Custom Menu

— Review Focus Area Scores View

- Review Consumer Segment Scores View
Attribute-Level IPI Scores Tab:

— Review Final Attribute IPI Score View

— Review IPI by Attribute View

Review IPI Assortment Recommendations Tab:
— Review Final Attribute IPI Score View

- Keep Validation View

— Add Validation View

— Delete Validation View

- Final Assortment Recommendation Summary View
Key Take Aways Tab:

- Key Take Aways - Assortment Finalization View

The following custom menus are available:

Seed IPI Weights from Strategy—used to seed the values.
Calculate IPIs—used to populate values for the views in the Review IPI Scores tab.
Perform IPI based Rationalization.

Seed Validation—used to populate the Assortment Recommendation Final
measure on the Final Assortment Recommendation and Final Assortment
Recommendation Summary views.

Review IPI Criteria Tab
Figure 8-41 shows the views for this tab.

8-36 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Review Assortment and IPIs Step

Figure 8-41 Review IPI Criteria Tab Views

| 1. Review Focus Area Weights v b oy A | Review Attribute Value Weights A
[:=2:] Lucatunl CaIEndarl Consumer SEgment‘ Measural I EH FoousArea At‘tributes‘ == [ EH Measure
L L
East|[1|[3rd Qrir, FY2012 | «[3ll [Consumer Segment] |= ] BR  Product rm Product Attributes
o
s o T QY ~ ¢ ¢ mMEsmEWE Bl i | | [ ~ ¢ ¢ mEmE Nl
Attributes Demand Lovyalty Market Performance IPI Attribute Value
Transference Basket Weight
V Coffee 0.0% 0.0 % 0.0 % 0.0 % 0.0 %
Ground 0.0% 0.0% 0.0% 0.0 % 0.0 % ' Brand 1.00 =
Instant 0.0% 0.0 % 0.0% 0.0 % 0.0 % Caribou Coffee 1.00
Single Serve 0.0% 0.0 % 0.0% 0.0 % 0.0% Donut House 1.00
Whole 0.0% 0.0 % 0.0% 0.0 % 0.0 % Dunkin' Donuts 1.00
Eight O'Clock 100
Folgers 1.00 =

~| 2. Review Metric Weights L ~| 3. Set IPI Assortment Thresholds - F o A
ER  Locaton| Calendar| Consumer Segment| =] Measure | E Location FY '[BB8 Measure
¥ K
Ezst|[1]+[3rd Qrtr, FY2012 |« » |88 Product| Focus Area Attributes E==t|[1]* r|E Product
N -
Baw & ~ % &  mEsmA Wl Ba e [md. -3 ¢ BEsmAEE
Sales Gross Margin |~ Sales Unit IPI Core IPI Optional Key Take Away - Develop IPIs
Weightage Weightage Weight Cutoff Index | Cutoff Index
[ Coffee 0.0 % 0.0% 0.0 % 7 Coffee 0.70 0.80
o.0% 0.0 % o.0% Ground 0.70 0.80
0.0% 0.0% 0.0 % ’ ’
Instant 0.70 0.80
E'g Z" g'g ;{" g'g Z" Single Serve 0.70 0.80
- - - Whole 0.70 0.80

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). For an example of this view, see Figure 8-41.

Table 8-45 lists the measure available in this view.

Table 8-45 Review Focus Area Weights Measure
Label

Focus Area Weights

Review Metric Weights View

Use this view to review the metric weights and groupings. For an example of this
view, see Figure 8—41.

Table 8—46 lists the measures available in this view.

Table 846 Review Metric Weights Measures
Label

Sales Weightage

Gross Margin Weightage
Sales Unit Weight

Set IPI Thresholds View

Use this view to define thresholds for each sub-category and cluster. This screen is
similar in function to the Set Assortment Constraints view in the Market Assessment
step. Here, the thresholds are set for IPIs. These thresholds determine which items are
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included or excluded from the assortment calculated based on IPI scores. For an
example of this view, see Figure 8—41.

Table 8-47 lists the measures available in this view.

Table 8-47 Set IPI Thresholds Measures
Label

IPI Optional Cutoff Index
IPI Core Cutoff Index

Key Take Away - Develop IPIs

Review Attribute Value Weights View

Use this view to review the attribute value weights. For an example of this view, see
Figure 8-41.

Table 848 lists the measure available in this view.

Table 8-48 Review Attribute Value Weights Measure
Label

IPI Attribute Value Weight

Review Attribute Weights View

Use this view to review the attribute weights.

Figure 8—42 Review Attribute Weights View

~| Review Attribute Weights - oy A
sz l@ Measure
Fﬁ Product Attributes
S
Bla | & | [Frc.. o & EHEhmAgR
TP Attribute
Mame Weight
Brand 1.00
BrandTier 1.00
FormatSize 1.00
ManufacturingProcess 1.00
Roast 1.00
Segment 1.00
SubCategory 1.00
SubSegment 1.00
TradeType 1.00

Table 8-49 lists the measure available in this view.

Table 8-49 Review Attribute Weights Measure
Label
IPI Attribute Value Weight

Review IPI Scores Tab

This tab has three views. Figure 8-43 shows two of the views.
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Figure 8-43 Review IPI Scores Tab View

~| 1. Review IPI Scores > 4+ ¢ A | 3. Review Consumer Segment Scores > 4 v A
E] Location P I EH Measure | ER Location | Measure ‘ I EH Consumer Segment
W ¥
&= [1]- (BB Product Exxt|[1]-[Gonsumer Segment Score |- (|8 Product|
a
Bau & |frd. -3 4  BEsEA W Blaw e [F. -3 &  mEsmmA 8l
IPI Score Comfortable
Couples
A C?ﬁee =t ¥ De- ¥ Ground ¥ Ground 1234582 - Folgers Breakfast Roast Nor| 0.00 ~}
> Ground 0.00 Caffeinated 1234600 - Maxwell House 100% Calum 0.00
L= Ir?stant 0.00 1234515 - Maxwell House Breakfast Rg 0.00
V Single Serve 0.00 1234542 - Caribou Coffee Dark Roast 0.00
1235190 - PL French Roast Non-Flavored De- 0.00 1234951 - Dunkin' Donuts Light Roast 0,00
12356193 - Donut House Dark Roast Mon- 0.00 1234957 - Eight O'Clock Breakfast Roa: 0,00 —
1235199 - Donut House Light Roast Non- 0.00 1235002 - PL Breakfast Roast Un-Flavi 0.00
12356205 - Dunkin' Donuts Dark Roast Mon- 0.00 1235014 - Newman's Own Dark Roast 0.00
1235214 - Folgers 100% Columbian Non- 0.00 7 Instant 7 Instant 1236808 - Folgers French Roast Non+F 0.00
1235229 - Folgers Breakfast Roast Non- 0.00 1236823 - Maxwell House Dark Roast 0.00
1236235 - PL Medium Roast Mon-Flavored De 0.00 1236832 - Nescafe Original Non-Flavor 0.00
1235238 - PL Breakfast Roast Non-Flavored 0.00 W Single Serve | 'V Single 1236190 - PL French Roast Non-Flavor 0.00
1236367 - Folgers 100% Columbian Non- 0.00 Serve 1235193 - Donut House Dark Roast Mo 0.00
1236487 - Caribou Coffee Break Fast Mon- 0.00 1236199 - Donut House Light Roast N 0.00
1236496 - PL Frfal:ld‘l Roast Non-Flavored 0.00 1236205 - Dunkin' Donuts Dark Roast 0.00
1236511 - Dunkin' Donuts Dark Roast Non- 0.00 1236214 - Folgers 100% Columbian N 0.00
1236544 - PL Breakfast Roast Non-Flavored 0.00 1236229 - Folgers Breakfast Roast Nor 0.00
1235640 - Cal’lb.D%I Coffee Break Fast Non- 0.00 1236235 - PL Medium Roast Non-Flavo 0.00
. 1235664 - Dunkin' Donuts Dark Roast Mon- 0.00 1236233 - PL Breakfast Roast NonFla 0.00
L Whole 0.00 1236367 - Folgers 100% Columbian N 0.00 -
1 | L

Review 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. For an example of this view, see Figure 8-43.

Table 8-50 lists the measure available in this view.

Table 8-50 Review IPIl Scores Measure
Label
IPI Score

Review 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.
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Figure 8—-44 Review Focus Area IPI Scores View

~| . Review Focus Area IPI Scores < dp A
EH Location | Consumer Segmentl Measure | I EH  Focus Area Attributes
[East [1[all [Consumer Segment] |« Focus Arez Seore |- It BR Product
a
Bla m | & | [Fro.. ~ 3 ¢ BEdhmAEER
Attributes Demand Loyalty Market Performance
Transference Basket
W Coffee 0.00 0.00 0.00 0.00 0.00 =
[ Ground 0.00 0.00 0.00 0.00 0.00
[ Instant 0.00 0.00 0.00 0.00 0.00
7 Single Serve 0.00 0.00 0.00 0.00 0.00
1235190 - PL French Roast Non-Flavored De- 0.00 0.00 0.00 0.00 0.00
1235193 - Donut House Dark Roast Non-Flavored 0.00 0.00 0.00 0.00 0.00
12356199 - Donut House Light Roast NonFlavored 0.00 0.00 0.00 0.00 0.00
1235205 - Dunkin' Donuts Dark Roast Non-Flavored 0.00 0.00 0.00 0.00 0.00
12356214 - Folgers 100% Columbian Non+Flavored 0.00 0.00 0.00 0.00 0.00
1236229 - Folgers Breakfast Roast Non-Flavored 0.00 0.00 0.00 0.00 0.00
12356235 - PL Medium Roast Non-Flavored De- 0.00 0.00 0.00 0.00 0.00 L
12356238 - PL Breakfast Roast Mon-Flavored De- 0.00 0.00 0.00 0.00 0.00
1236367 - Folgers 100% Columbian Non+Flavored 0.00 0.00 0.00 0.00 0.00
1235487 - Caribou Coffee Break Fast Non-Flavored 0.00 0.00 0.00 0.00 0.00
12356496 - PL French Roast Non-Flavored Regular - 0.00 0.00 0.00 0.00 0.00 -

Table 8-51 lists the measure available in this view.

Table 8-51

Review Focus Area IPI Scores Measure

Label

Focus Area Score

Review 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. For an example of this view, see Figure 8-43.

Table 8-52 lists the measure available in this view.

Table 8-52 Review Consumer Segment Scores Measure

Label

Consumer Segment Score

Attribute-Level IPI Scores Tab

This tab has two views.

Review Final Attribute IPI Score View
Use this view to review the final IPI attribute scores.
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Figure 8-45 Review Final Attribute IPI Score View

~| Review Final Attribute IPI Score > v
EH  Location| Consumer Segment| I Bl Measure
[ [ [Conforiabe Covpi]» @ _proa]
Bla e [ ~ % & mE
IFI Attribute
Score
W Coffes 49.00
[ Ground 23.37
[ Instant 8.06
W Single Serve 5,41
1236190 - PL French Roast Mon- 0.00
1236193 - Donut House Dark Roast 0.00
1236199 - Donut House Light Roast 0.00
1236205 - Dunkin' Donuts Dark Roast 0.38
1236214 - Folgers 100% Columbian 0.57
1236229 - Folgers Breakfast Roast 1.07
1236235 - PL Medium Roast Non- 0.00
1236233 - PL Breakfast Roast Non- 0.00
1236367 - Folgers 100% Columbian 0.54
1236487 - Caribou Coffee Break Fast 100
1236496 - PL French Roast Mon- 0.00
1236511 - Dunkin' Donuts Dark Roast 0.75
1236544 - PL Breakfast Roast Non- 0.00
1236640 - Caribou Coffee Break Fast 0.39
1236664 - Dunkin' Donuts Dark Roast 071
L= whale 1.17

Table 8-53 lists the measure available in this view.

Table 8-53 Review Final Attribute IPl Score Measure
Label
IPI Attribute Score

Review IPI by Attribute View

Use this view to review the IPI score for each item.

Figure 8—46 Review IPI by Attribute View

~| Review IPI by Attribute v ¥ K
EQ  Measure| Location| Consumer Segment| ! EH Product Attributes
[IPI Average By Attribute Name Weighted | = East|[1 = [Comfortable Couples |« |: Ef  Product
P
Bl | e | [Fnd. -8 ¢ mEcom @ E
Brand BrandTier FormatSize | Manufacturing| Roast Segment | SubCategory | SubSegment | TradeType
W Coffee 1.00 1.00 1.00 100 1.00 1.00 1.00 1.00 1.00
[ Ground 0.92 0.91 0.83 0.94 0.93 0.94 1.00 0.95 0.94
[ Instant 145 1.55 177 La3 192 194 1.00 1.00 1.93
7 Single Serve 0.74 0.75 1.00 0.68 0.67 0.70 1.00 1.00 0.68
1236190 - PL French Roast Non- 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
12356193 - Donut House Dark Roast Non 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
1236199 - Donut House Light Roast Non 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
1236205 - Dunkin' Donuts Dark Roast 0.94 0.93 1.00 0.73 0.70 0.73 1.08 1.08 0.73
12356214 - Folgers 100% Columbian Mon 0.45 0.40 0.69 0.50 0.55 0.54 0.75 0.75 0.50
12356229 - Folgers Breakfast Roast Mon- 0.85 0.7 1.30 0.95 0.94 1.02 141 141 0.95
12356235 - PL Medium Roast Non- 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
1235238 - PL Breakfast Roast Mon- 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
1236357 - Folgers 100% Columbian Mon 0.42 0.37 0.73 0.46 0.50 0.49 0.68 0.68 0.45
1236487 - Caribou Coffee Break Fast 0.91 1.08 115 0.84 0.83 0.83 1.25 125 0.84
12356496 - PL French Roast Non- 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
1236511 - Dunkin' Donuts Dark Roast 0.81 0.80 0.85 0.52 0.80 0.62 0.93 0.93 0.62
1235544 - PL Breakfast Roast Mon- 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
1236640 - Caribou Coffee Break Fast 0.78 0.93 124 0.73 0.71 0.72 1.08 1.08 0.73
1236664 - Dunkin' Donuts Dark Roast 0.74 0.73 0.97 0.57 0.55 0.56 0.84 0.34 0.57
[= Whale 117 114 0.92 0.95 0.97 0.93 1.00 111 0.95

Table 8-54 lists the measure available in this view.

Assortment Rationalization @ Cluster Task 8-41



Review Assortment and IPIs Step

Table 8-54 Review IPI by Attribute Measure
Label

IPI Attribute Score

Review IPI Assortment Recommendations Tab

This tab has five views.

Final Assortment Recommendation View

Use this view to see the system recommended assortment. This is represented by a

measure at the SKU /Cluster level.

Figure 8-47 Final Assortment Recommendation View

~| 1. Final Assortment Recommendation

v v

1235190 - PL French Roast Mon-
1236193 - Donut House Dark
1236199 - Donut House Light
1236205 - Dunkin' Donuts Dark
1235214 - Folgers 100%
1236229 - Folgers Breakfast
1236235 - PL Medium Roast Non-
1235238 - PL Breakfast Roast
1236367 - Folgers 100%%
1235487 - Caribou Coffee Break
1235496 - PL French Roast Mon-
1235511 - Dunkin' Donuts Dark

HEIOEREOOREEOO0OEEEE
nooooooooooobooooo
ngooooooooooooood

MA
Add
Add
Add
Add
Add
Add
Add
Add
Add

MNA
Add

ER Location 3 E] Measure
East|[1]- ER Product
=T
. o
Baw &l Fd. o ¢ mMAIomA @
IPI Core IPI IFI Optional IPI Assortment
Mandatory Rationalization Recommendati
- Compare to Final
Latest
Assortment
V Coffee ? =
L= Ground ?
= Instant ?
W Single Serve ?

Table 8-55 lists the measures available in this view.

Table 8-55 Final Assortment Recommendation Measures
Label
IPI Core
IPI Mandatory
IPI Optional

IPI Rationalization - Compare to Latest Assortment

Assortment Recommendation Final

Keep 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.
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Figure 8-48 Keep Validation View

~| 2. Keep Validation v ¢ f
ER Location M7 I EH Measure
L
East [1]- rﬁ Product
== o}
Bl e [ -0 @ mEcamANE
1PI Pre- Override
Rationalization Rationalization
-Compare to | - Compare to
Latest Current
Assortment | Assoriment
W Coffes =
[ Ground
[ Instant
W Single Serve
1236190 - PL French Roast Non-Flavored De-
1236193 - Donut House Dark Roast Mon-
1236199 - Donut House Light Roast Non-
1236205 - Dunkin' Donuts Dark Roast Mon-
1236214 - Folgers 100%: Columbian Mon-
1236229 - Folgers Breakfast Roast Mon- -

Table 8-56 lists the measures available in this view.

Table 8-56 Keep Validation Measures

Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Current Assortment

Override

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—-49 Add Validation View

~| 3. Add validation

Bl Location PHT L@ Measure
E- I B3 F‘rm:luctA
= = ~ 3 ¢ BEchmAERd
IPI Pre- QOverride
Rationalization Rationalization
- Compare to | - Compare to
Latest Current
Assortment | Assortment
W Coffee 155
[ Ground
[ Instant
% Single Serve
1235150 - PL French Roast Non-Flavored De-
1236193 - Donut House Dark Roast Mon-
1236199 - Donut House Light Roast Mon- o
1235205 - Dunkin' Donuts Dark Roast Non-
1236214 - Folgers 100% Columbian Mon-
1236229 - Folgers Breakfast Roast Non-
1236235 - PL Medium Roast Non-Flavored De- -
Table 8-57 lists the measures available in this view.
Table 8-57 Add Validation Measures
Label
IPI Rationalization - Compare to Latest Assortment
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Table 8-57 (Cont.) Add Validation Measures

Label

Override

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 8-50 Delete Validation View

~| 4. Delete Validation > £
Bl Location PHT I Bl Measure
e @ ot
Bl | & | [Fne. 0 & mEoom @l
IPI Pre- Override
Rationalization Rationalization
- Compare to | - Compare to
Latest Current
Assortment | Assortment
W Coffee =
L= Ground
[ Instant
W Single Serve
1235190 - PL French Roast Non-Flavored De-
1235193 - Donut House Dark Roast Mon- —
1236199 - Donut House Light Roast Non-
1236205 - Dunkin' Donuts Dark Roast Mon-
1236214 - Folgers 100%: Columbian MNon-
1236229 - Folgers Breakfast Roast Mon-
1236735 - Pl Medium Rnast Non-Flavared De- h

Table 8-58 lists the measures available in this view.

Table 8-58 Delete Validation Measures

Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Current
Assortment

Override

Final Assortment Recommendation Summary View
Use this view to see a summary of the assortment decisions, including the overrides.
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Figure 8-51 Final Assortment Recommendation Summary View

| 5. Final Assortment Recommendation Summary

- v &
B Location > 3 ::‘@ Measure

[E=t [1]- EA Product
S
Bl | e | [Frd % @ ke
TPI Core 1PI Core Actual Core Pre- Pre- 1PI Optional | IPI Optional Actual Pre- PI Assortment
Coverage Units Coverage  Rationalization Rationalization Coverage Units Optional Rationalization Rationalization Recommendati
- Core - Optional Coverage  -Compare to | - Compare to Final
Recommendati Recommendati Current Latest
Assortment | Assortment
W Coffee 0.0 % 1] 0.0% 110 85 0.0% 1] 0.0 % ?
&= Ground 0.0 % 1] 0.0% 20 40 0.0% 1] 0.0 % ?
= Instant 0.0 % 0 0.0% 30 5 0.0% 0 0.0 % E
 Single Serve 0.0 % 0 0.0% 45 15 0.0% 0 0.0 % E
1235190 - PL French Roast Mon-Flavored De- 0.0 % 0 0.0% 0 0 0.0% 0 0.0 % NA
1235193 - Donut House Dark Roast Non- 0.0 % 0 0.0% 0 5 0.0% 0 0.0 % Add
1236199 - Donut House Light Roast Non- 0.0 % 1] 0.0% 1] 5 0.0% 1] 0.0 % Add
12356205 - Dunkin' Donuts Dark Roast Non- 0.0 % 1] 0.0% 5 V] 0.0% 1] 0.0 % Add
12356214 - Folgers 100% Columbian Non- 0.0 % 1] 0.0% a 5 0.0% 1] 0.0 % Add
12356229 - Folgers Breakfast Roast Mon- 0.0 % 1] 0.0% 5 1] 0.0% 1] 0.0 % Add
12356235 - PL Medium Roast Non-Flavored De- 0.0 % 1] 0.0% 5 1] 0.0% 1] 0.0 % Add
12356233 - PL Breakfast Roast Non-Flavored De 0.0 % 1] 0.0% 5 1] 0.0% 1] 0.0 % Add
1236367 - Folgers 100% Columbian Non- 0.0 % a 0.0% 5 a 0.0% 1] 0.0 % Add
1236487 - Caribou Coffee Break Fast Non- 0.0 % 0 0.0 % 5 0 0.0% 0 0.0% Add
1236496 - PL French Roast Non-Flavored 0.0 % 0 0.0% 0 0 0.0% 0 0.0 % NA
1236511 - Dunkin' Donuts Dark Roast Non- 0.0 % 0 0.0% 5 0 0.0% 0 0.0 % Add
1236544 - PL Breakfast Roast Non-Flavored 0.0 % 0 0.0% 0 0 0.0% 0 0.0 % NA
1236640 - Caribou Coffee Break Fast Non- 0.0 % 0 0.0% 5 0 0.0% 0 0.0 % Add
1236664 - Dunkin' Donuts Dark Roast Mon- 0.0 % 0 0.0% 5 0 0.0% 0 0.0% Add
L= Whole 0.0 % 1] 0.0% 15 25 0.0% 1] 0.0 % ?

Table 8-59 lists the measures available in this view.

Table 8-59 Final Assortment Recommendation Summary Measures
Label

IPI Core Coverage

IPI Core Units

Actual Core Coverage

Pre-Rationalization - Core Recommendation

Pre-Rationalization - Optional Recommendation

IPI Optional Coverage

IPI Optional Units

Actual Optional Coverage

Pre-Rationalization - Compare to Current Assortment

IPI Rationalization - Compare to Latest Assortment

Assortment Recommendation Final

Key Take Aways Tab

This tab has one view.

Key Take Aways - Assortment Finalization View
Use this view to enter any pertinent notes for the Assortment Finalization step.
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Figure 8-52 Key Take Aways - Assortment Finalization View

~| Key Take Aways - Assortment Finalization

ER Location| Calendar I
L
= - o ] !

Bam & [Fd. -0 % mEsemEAER
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\;t
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Coffee

Table 8-60 lists the measure available in this view.

Table 8-60 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.

Figure 8-53 shows the views for this step. This step has the following views:
s Assortment Quantification View
= Assortment Approval View

= Review Key Take Aways View

Custom Menu

This step has the Approve custom menu.

8-46 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Assortment Quantification and Approval Step

Figure 8-53 Assortment Quantification and Approval Step Views

~| 1. Assortment Quantification A

B Location| Calendar 1 E  Measure
&=t [ [ o Frana]- Bl Product
@ | e | [Fod o & D Ecam @MW
Current Asst Forecast Current Asst Mew Asst New Asst Forecast Variance New  Variance New Current New New Current New New
SalesRetal ~ SalesRetal | SalesUnits  SalesRetal | SalesUnits | Sales Units Asstto Asstto Assortment | Assortment = Assortment | Assortment = Assortment  Assortment
Current Sales | CurrentSales  Gross Profit | GrossProfit  GrossProfit | Gross Profit | Gross Profit  Gross Profit
Retail Units war Current % % % diff
Assortment Current
Assortment
' Coffes 0.0K 0.0K o 0.0K o o -100.0 % -100.0 % 0.0K 4,106.9K -100.0 % 0.0% T74% -1.0
> Ground 0.0K 0.0K Q 0.0K Q Q -100.0 % -100.0 % 0.0K 508.8K -100.0 % 0.0 % 40 % -1.0
[ Instant 0.0K 0.0K 1] 0.0k 1] a -100.0 % -100.0 % 0.0K 838.2€ -100.0 % 0.0% 9.4% -1.0
[ Single Serve 0.0K 0.0K o 0.0K o o -100.0 % -100.0 % 0.0K 2,204.0 -100.0 % 0.0% 16.0 % -1.0
L= Whole 0.0K 0.0K o 0.0K o o -100.0 % -100.0 % 0.0K 556. 1K -100.0 % 0.0% 6.7 % -1.0
~| 2. Assortment Approval ~| 3. Review Key Take Aways L
Bl Llocaton| Calendar g Measure \ Locaton| Calendar | 1[E]  Measure
- g rrze]- m prosc| ﬁ -Gaam ] B Frodut
Baw & f. -8 ¢ Scma@d Baw e F.  -¢ ¢ WMEEmAEE
Approve Approval COmments Approval Approved By Key Take Aways - Assortment Quantification
Date and Approval
7 Coffes | 11/10/2012  em_user3 Al coffee
Ground O 11/10/2012  cm_user3
Instant O 11/10/2012  cm_user3
Single Serve 0 11/10/2012  cm_user3 [
Whle O 11/10/2012  cm_user3 -

Assortment Quantification View

Use this view to review the assortment quantification. For an example of this view, see
Figure 8-53.

Table 8-61 lists the measures available in this view.

Table 8-61 Assortment Quantification Measures
Label

Current Asst Sales Retail

Forecast Sales Retail

Current Asst Sales Units

New Asst Sales Retail

New Asst Sales Units

Forecast Sales Units

Variance New Asst to Current Sales Retail

Variance New Asst to Current Sales Units

Current Assortment Gross Profit

New Assortment Gross Profit

New Assortment Gross Profit var Current
Assortment

Current Assortment Gross Profit %

New Assortment Gross Profit %

New Assortment Gross Profit % diff Current
Assortment
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Next Steps

Assortment Approval View

Use this view to approve the cluster-level assortment. For an example of this view, see
Figure 8-53.

Table 8-62 lists the measures available in this view.

Table 8-62 Assortment Approval Measures
Label

Approve

Approval Comments

Approval Date

Approved By

Review Key Take Aways View

Use this view to enter any pertinent notes for the Assortment Quantification and
Approval step.

Table 8-63 lists the measure available in this view.

Table 8-63 Review Key Take Aways Measure
Label

Key Take Aways - Assortment Quantification and
Approval

Next Steps

After completing Assortment Rationalization at the cluster, continue to the Assortment
Rationalization @ Store Task.
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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 include
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:
= 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.

Assortment Rationalization @ Store Task 9-1



Create the Assortment Rationalization @ Store Workbook

Figure 9-1 Assortment Rationalization @ Store Activity

Category Management
3| [E] CDT Editor
3| [E] catman Administration

[E] Planning
L~ Cabegory Plarining &=
1> [)P1 Setup B
[ [E]Assortment Rationalization @ Clu... =
il Assorment Rationalization @ Store k=i J
Assortment Finalization E
Assortment Quantification an 5]

»| Administration

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
Calendar Product Location

Select Periods Selected Periods
Available Ttems Selected Ttems

View ~ | | Dimension Find... 3 @ i Detach View~ | | Dimension nd... 3% B B .
Label Label
1st Qrir, FY2011 ToreEs
nd Qrtr, FY2011
3rd Qrir, FY2011
4th Qrtr, FY2011
1st Qrir, FY2012
nd Qrtr, FY2012
 5d Qrtr, FY2012

4th Qrtr, FY2012
1st Qrir, FY2013 :
nd Qrtr, FY2013
3rd Qrir, FY2013 4 Remove
4th Qrtr, FY2013 _ 4gRemove Al |
1st Qrir, FY2014
2nd Qrir, FY2014
3rd Qrr, FY2014
4th Qrtr, FY2014

Rows Selected 1 Rows Selected 1

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

3. Select the products and move them to the Selected Products box. Click Next.
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Create the Assortment Rationalization @ Store Workbook

Figure 9-3 Workbook Wizard Select Products Page

Workbook Wizard
Calendar Product Location
Select Products Selected Products
Available Ttems Selected Ttems
View v | | Dimension Find... 3 & i Detach View v | | Dimension Find... 34 s »
Label Label
+ Coffee + Coffee
39 Add Al
Q Remove
@4 Remove Al
Rows Selected 1 Rows Selected 1

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

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

Figure 9-4 Workbook Wizard Select Locations Page

Workbook Wizard
Calendar Product  Location
Select Locations Selected Locations
Available Items Selected Items
View v | | Dimension Find... & @ i Detach View ~ | | Dimension Find... £ T S S »
Label Label
[ »East [~ vEast
R Add ]
39 Add Al
@ Remove
@ Remove Al
RowsSelected 1 RowsSelected 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.
¥ synchronize Hierarchies

Cancel | Previous | Next| Einish

The workbook is created.
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Assortment Finalization Step

Assortment Finalization Step
Use this step to finalize the assortment at the store level.
This step has the following tabs and views:
= Assortment Finalization Summary Tab:
- Assortment Finalization Summary by Item View
= Assortment Finalization Detail Tab:
- Keep Validation View
- Add Validation View
- Delete Validation View

- Final Assortment Recommendation Summary View

Assortment Finalization Summary Tab

This tab has one view.

Assortment Finalization Summary by Item View
Use this view to review the assortment decisions, including the overrides.

Figure 9-5 Assortment Finalization Summary by Iltem View

| Assortment Finalization Summary by Item v v K
EA  Location Y] 1 EH  Measurs
[Esst|[E=st PREMIUM | [ Spaces Grocery Esst Store - 2451 | BA  Product
-
B e Fd. -3 ¢ mMEcemAER
IFI IPI Core IPI Optional Core Optional Override Assortment Final Assort. Plan | Assort. Plan Farecast Forecast
Mandatory Assortment | Assortment Recommendati  Approval Sales Retail Sales Units  Sales Retail Sales Units
Recommendati Recommendati Final Assortment
Count
7 Coffee ] O I e 3 0.0K 0 0.0K =
> Ground ] O ] 12 0.0¢ ] 0.0k ]
I Instant O O ] 7 0.0K o 0.0k o
¥ Single Serve O O ] 12 0.0k o 0.0k ]
1236190 - PL French Roast Non- ] O O I I i 0.0K o 0.0K 0
1236193 - Donut House Dark O O O I I 1 0.0K 0 0.0K 0 e
1236199 - Donut House Light ] 0 O ] 1 0.0¢ ] 0.0k ]
1236205 - Dunkin' Donuts Dark ] O ] 1 0.0k o 0.0k o
1236214 - Folgers 100% O O ] 1 0.0k o 0.0k o
1236229 - Folgers Breakfast ] O I I 1 0.0K o 0.0K 0
F = O O e 0 S——— -

Table 9-1 lists the measures available in this view.

Table 9-1 Assortment Finalization Summary by ltem Measures
Label
IPI Mandatory
IPI Core
IPI Optional

Core Assortment Recommendation

Optional Assortment Recommendation

Override

Assortment Recommendation Final

Final Approval Assortment Count
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Assortment Finalization Step

Table 9-1 (Cont.) Assortment Finalization Summary by Item Measures
Label

Assort. Plan Sales Retail

Assort. Plan Sales Units

Forecast Sales Retail

Forecast Sales Units

Assortment Finalization Detail Tab

This tab has four views.

Keep 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 9-6 Keep Validation View

~| 1. Keep Validation > ¥ F
Bl Location PHT I EH Measure
L
East [ Ezst PREMIUM [ Spaces Grocery Esst Store - 2431]- M EA Product
P
Bl | & [F. 3 mEcom A 0@
FI Pre- Override
Rationalization Rationalization
- Compare to | - Compare to
Latest Current

Assortment | Assortment

W Coffee

[ Ground

[ Instant

% Single Serve
1236150 - PL French Roast Non-Flavored De-
1236193 - Donut House Dark Roast Mon-
1236199 - Donut House Light Roast Mon-
1235205 - Dunkin' Donuts Dark Roast Non-
1236214 - Folgers 100% Columbian Mon-
1236229 - Folgers Breakfast Roast Mon-

|»

Table 9-2 lists the measures available in this view.

Table 9-2 Keep Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Current Assortment

Override

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.
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Assortment Finalization Step

Figure 9-7 Add Validation View

~| 2. Add Validation v v K
El Location >N T I EH Measure
M
[East| [East PREMIUM |[ Spaces Grocery East Store - 2451 ] I EM  Product
=T
Bl e | [Fr -0 & mEchmE PNl
IFI Pre- Override
Rationalization Rationalization
-Compare to | - Compare to
Latest Current
Assortment | Assortment
7 Coffee I
[ Ground
[ Instant
W Single Serve
1236190 - PL French Roast Non-Flavored De- -
1236193 - Donut House Dark Roast Mon-
1235199 - Donut House Light Roast Non-
1236205 - Dunkin' Donuts Dark Roast Non-
1235214 - Folgers 100% Columbian Non-
1236229 - Folgers Breakfast Roast Mon- x

Table 9-3 lists the measures available in this view.

Table 9-3 Add Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment

Pre-Rationalization - Compare to Current Assortment

Override

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 9-8 Delete Validation View

| 3. Delete validation

v v K

Bla m | & | [Fro.. 8 & mEoom@E Wl

ER Location PNT EH  Measure
¥
East [ Ezst PREMIUM [ Spaces Grocery E=st Store - 2451« Il BA Product
P

PI Pre- Override
Rationalization Rationalization
- Compare to | - Compare to
Latest Current
Assortment | Assortment

" Coffes

> Ground

[ Instant

" Single Serve
12356190 - PL French Roast Non-Flavored De-
12356193 - Donut House Dark Roast Non-
1236199 - Donut House Light Roast Mon-
1235205 - Dunkin' Donuts Dark Roast Non-
1236214 - Folgers 100% Columbian Mon-
1236229 - Folgers Breakfast Roast Mon-

|»

Table 9—4 lists the measures available in this view.

Table 9-4 Delete Validation Measures
Label

IPI Rationalization - Compare to Latest Assortment
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Assortment Quantification and Approval Step

Table 9-4 (Cont.) Delete Validation Measures
Label

Pre-Rationalization - Compare to Current Assortment

Override

Final Assortment Recommendation Summary View
Use this view to review the system-recommended assortment.

Figure 9-9 Final Assortment Recommendation Summary View

~| 4. Final Assortment Recommendation Summary v v &
[} Location E] ! EH  Measure
[East | [East PREMIUM | [Spaces Grocery East Stors - 2451 - B Product
Bawm & [Fd. -3 ¢ mMEmAWR
IPI Core IPI Core Actual Core Pre- Pre- IPI Optional |~ IPI Optional Actual Pre- IP1 Assortment
Coverage Units Coverage  Rationalization Rationalizaton Coverage Units Optional Rationalization Rationalization Recommendati
- Core - Optional Coverage - Compare to | - Compare to Final
Recommendati Recommendati Current Latest
Assortment | Assortment
W Coffee 0.0 % 0 0.0 % 2 17 0.0 % o
[ Ground 0.0 % 0 0.0 % 4 8 0.0 % o
[ Instant 0.0 % ) 0.0 % (3] i 0.0 % o
7 Single Serve 0.0 % ) 0.0 % a 3 0.0 % o
1236190 - PL French Roast Non-Flavored De- 0.0 % 0 0.0 % 0 0 0.0 % 0
1236193 - Donut House Dark Roast Mon- 0.0 % 0 0.0 % [} 1 0.0 % ]
1236199 - Donut House Light Roast Mon- 0.0 % 0 0.0% o 1 0.0% V]
1236205 - Dunkin' Donuts Dark Roast Non- 0.0 % 0 0.0 % 1 0 0.0 % 0
1236214 - Folgers 100%: Columbian Mon- 0.0 % 0 0.0 % 1] 1 0.0 % o
1236239 - Folgers Breakfast Roast Non- 0.0 % 0 0.0 % 1 0 0.0 % o
1236235 - PL Medium Roast Non-Flavored De- 0.0 % 0 0.0 % 1 0 0.0 % 1]

Table 9-5 lists the measures available in this view.

Table 9-5 Final Assortment Recommendation Summary Measures

Label

IPI Core Coverage

IPI Core Units

Actual Core Coverage

Pre-Rationalization - Core Recommendation

Pre-Rationalization - Optional Recommendation

IPI Optional Coverage

IPI Optional Units

Actual Optional Coverage

Pre-Rationalization - Compare to Current Assortment

Pre-Rationalization - Compare to Latest Assortment

Assortment Recommendation Final

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
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Assortment Quantification and Approval Step

Custom Menu

This step has the Approve custom menu.

Assortment Quantification View

Use this view to review the assortment quantification at the store level.

Figure 9-10 Assortment Quantification View

| 1. Assortment Quantification

v oy 4
A Llocaton| Calendar EH Measure
[East | [East PREMIUM |[Spaces Grocery East Store - 2491 |«[3rd Qrtr, FY2012]« ER Product
a
Baw b - -3¢ HEx@A08
Current Asst Forecast Current Asst ~ New Asst New Asst Forecast  Variance Mew | Variance New Current New New Current Mew
SalesRetal | SalesRetal | SalesUnits | SalesRetal | SalesUnits | Sales Units Asstto Asst to Assortment | Assortment | Assortment = Assortment | Assortment
Current Sales | Current Sales  Gross Profit | GrossProfit | Gross Profit  Gross Profit | Gross Profit
Retall Units war Current % b
Assortment
V Coffee 0.06 0.0K o 0.0K 0 o -100.0 % 100.0 % 0.06 332.8K 100.0 % 0.0% 74% ~|
= Ground 0.06 0.0K o 0.0K 0 o -100.0 % 100.0 % 0.06 4L2K 100.0 % 0.0% 4.0 %
= Instant 0.06 0.0K o 0.0K 0 o -100.0 % 100.0 % 0.06 67.9K 100.0 % 0.0% 9.4 %
W Single Serve 0.0€ 0.0K Q 0.0K 0 o -100.0 % 100.0 % 0.0€ 178.6K 100.0 % 0.0 % 16.0 %
1236190 -PL 0.0k 0.0K o 0.0k o 0 -100.0 % 100.0 % 0.0k 0.0K 100.0 % 0.0 % 0.0 %
12356193 - Donut 0.0 0.0K V] 0.0 1] o -100.0 % 100.0 % 0.0 0.0K 100.0 % 0.0 % 0.0% _ |
1235199 - Donut 0.0 0.0K V] 0.0 1] o -100.0 % 100.0 % 0.0 0.0K 100.0 % 0.0 % 0.0 %
1236205 - 0.0 0.0K 1] 0.0K 1] ] -100.0 % 100.0 % 0.0 17.3K 100.0 % 0.0% 30.0 %
1236214 - 0.0 0.0K 1] 0.0K 1] ] -100.0 % 100.0 % 0.0 0.0K 100.0 % 0.0% 30.0 %
1236229 - 0.0 0.0K a 0.0 1] ] -100.0 % 100.0 % 0.0 19.3K 100.0 % 0.0% 30.0 %
1236235 - PL 0.0 0.0K a 0.0K 1] ] -100.0 % 100.0 % 0.0 0.0K 100.0 % 0.0% 0.0 % LI

Table 9-6 lists the measures available in this view.

Table 9-6 Assortment Quantification Measures
Label

Current Asst Sales Retail

Forecast Sales Retail

Current Asst Sales Units

New Asst Sales Retail

New Asst Sales Units

Forecast Sales Units

Variance New Asst to Current Sales Retail

Variance New Asst to Current Sales Units

Current Assortment Gross Profit

New Assortment Gross Profit

New Assortment Gross Profit var Current
Assortment

Current Assortment Gross Profit %

New Assortment Gross Profit %

Assortment Approval View

Use this view to approve the assortment at the store level.
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Assortment Quantification and Approval Step

Figure 9-11 Assortment Approval View

~| 2. Assortment Approval > ¥ f
ER Location| Calendar I EH Measure
¥
[Spaces Grocery || Brick and Mortzr | [Mid Atizntic [ New York [Rochester WY [ Spaces Grocery East Store - 2488 |«[3rd Qrir, Fr2012 ]« r@ Product
P
= = W -9 mEcemA
Approve Approval Approved By
ate

W Coffee J

Ground O

Instant ]

Single Serve O

Whole J

Table 9-7 lists the measures available in this view.

Table 9-7 Assortment Approval Measures

Label

Approve

Approval Date

Approved By
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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.

# of Categories in Basket
Index

Number of categories in the basket index.

# of Facings 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.

% 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.

% Item Spend on
Promotion

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).

Approve Boolean mask measure to control what is approved and not
approved.
Attribute Value Indicates if the attribute value applies to a class.

Avg. Basket Value

Average basket value.

Avg. Basket Value Index

Average basket value index.

Avg. Profit per Item

Average profit per SKU.

Avg. Sales Revenue per
Item

Average sales revenue per SKU.

Buyer Conversion Rate

Indicates the percentage of buyers who shop the sub-category as
compared to all shoppers who shop the store.

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.
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Table A-1 (Cont.) Measure Descriptions

Measure Label

Description

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.

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.

Forecast Sales Retail

Sales forecast from Oracle Retail Demand Forecasting.

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.

Item Spend per Item per Amount spent per buyer trip on the item.

Trip

Key Metric (Market Data The market data measure used to do fragmentation and
Analysis) 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.
Discontinuing 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.

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.
Discontinuing 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

Measure indicates mandatory items.
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Table A-1 (Cont.) Measure Descriptions

Measure Label

Description

Market 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).

Higher turns are generally more desirable.

Market Growth

The percent increase or decrease in sales volume for the entire
market from the prior year.

Market Sales Retail

Sales revenue for the item by retailer, obtained from a
third-party. The data is typically 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 Spend
%

Share of turnover that this profile gets for the market.

Max Core SKU Count Maximum number of core units targeted at a product
dimension level.

Max Core + Optional SKU | Maximum number of core plus optional units targeted at a

Count product dimension level.

Min Core Coverage %

Minimum sales coverage percentage targeted at a product
dimension level.

Min Core SKU Count

Minimum number of core units targeted at a product dimension
level.

Min Core + Optional
Coverage %

Minimum sales plus optional units coverage percentage
targeted at a product dimension level.

Min Core + Optional SKU Minimum number of core plus optional units targeted at a
Count product 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 at least once within
a given time period, usually annual.

Profit Productivity Index

Profit amount per SKU of the segment divided by profit amount
per SKU of the category.

Purchase Frequency

The average number of times each buyer purchases an item
over a given time period.

Retailer Growth

The percent increase or decrease in sales volume for the retailer
from the prior year.
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Table A-1 (Cont.) Measure Descriptions

Measure Label

Description

Retailer Share of Market
Growth

The value or volume sales increase or decrease of the retailer
divided by the total universe (that is, market).

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
Spend %

Share of turnover that this profile gets for the retailer.

Sales Productivity Index

Sales amount per SKU of the segment divided by sales amount
per SKU of the category.

Sales Revenue

Sales amount for the retailer for a given category.

Segment % Share of Fraction of category level profit that can be attributed to this
Category Profit segment.
Shopping Frequency This measure is used for the shopping frequency.

Shopping Frequency Index

Shopping frequency index of various consumer segments.

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.

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.

Value Share

Calculated measure which uses the following formula:

Penetration multiplied by Loyalty Index multiplied by
Spending Index

LY Strategy

Historical strategy assignment associated with the category.
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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 (All Commodity Volume) represented by the
stores where at least one unit of a particular SKU was sold.

affinities
The relationship between items or groups of items in the basket of a customer. Types of

affinities include cannibalization (product A reduces sales of product B) and halo
(when you sell product A, more of product B sells).

assortment add

An item, that does not already exist in the assortment, that will be added to the
assortment.

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.
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Glossary-2

cannibalization

The reduction in sales of one item from its baseline sales, when another item is on
promotion. Retail Analytics calculates this metric in conjunction to affinity items.
When item A, which Item B has affinity to, is promoted, any negative impact on item
B's sales during this promotion period is referred to as cannibalization.

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 buyer conversion

Of the category customers who shop a store, the percentage that buy the category.

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

Purpose or name of the strategic assignment based upon quantitative and qualitative
cross-category analysis considering the consumer, distributor, supplier, and market
place.

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, such as profit generator, turf
defender, cash generator, and so on.

category structure

See consumer decision tree.

category tactic

Represents the various tactics designated to a category. Tactics include Assortment,
Pricing, and so on.

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. Retailers develop different
types of profiles of consumers they want to target and then map their stores to the
specific consumer segments.



market coverage

conversion

Percentage of visitors to a store who purchase a specific category.

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.

halo

Increase in sales of one item from its baseline sales, when another item is on
promotion. Retail Analytics calculates this metric in conjunction to affinity items.
When item A, which Item B has affinity to, is promoted, any positive impact on item
B's sales during this promotion period is referred to as halo.

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, and so
on. Data suppliers then mine the data to provide insight into consumer purchase
behaviors.

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 IPI.

key take away

Test field where 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. Sometimes referred to as frequent shopper data.

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. For example, the retailer could be carrying 100 SKUs
whose combined sales represents 90% of the market or rather 90% market coverage.
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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 (amounts 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).

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).

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).

product segment

Individual groups of products. Consumers segregate products into groupings. For
example, in the pet care category, consumers tend to segregate between dog, cat,
aquatic, and so on. They then further divide dog products into food and accessories
and food into dry, canned, and soft/moist types.

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 information 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.

promotional effectiveness

A workbook template used in the context of promotional forecasting. This workbook
enables the analysis of the effects of promotions on items at both the micro and the
macro level. What if analysis can also be performed on the results of promotional
forecasts, as you can modify future and past promotional inputs, system-estimated
effects of promotions, and promotional forecasts themselves.

sales volume

Represents the amount of sales. This can be described in number of units sold or dollar
sales.



trading area

segment shopper index

The percentage of a segment’s shoppers represented by targeted consumer households
(demographic), divided by the percentage of shoppers that the same demographic
represents of all shoppers in the market place. The use of this information enables the
retailer to discriminate in favor of segments having the greatest appeal or importance
to their target consumer.

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.

spending index

Spending of buyers compared to the average spend by retailer.

store cluster

Grouping of stores based on a particular statistic such as consumer segment, store size,
and so on.

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

Geographic region consisting of consumers and customers for a retailer defined by
syndicated data providers.
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approval steps
assortment rationalization @ cluster, 8-46
assortment rationalization @ store, 9-7
category plan, 7-43

assortment rationalization
administration task, 3-1
cluster overview, 8-1
store overview, 9-1

Cc

categories
analyzing scorecard, 7-36
assessing, 7-22
assigning strategies, 7-27
category roles
analyzing, 7-7
assigning, 7-16
reviewing for assortment rationalization, 8-5, 8-6
consumer decision trees
administration task, 4-1
editing, 2-1
overview, 2-1
selecting version, 4-4
custom menu options, 1-8
set assortment constraints view, 8-34

D

data
actuals-sourced, 6-12
household panel, 6-6
market, 6-5
required, 1-7
space, 6-13,6-14
types, 1-6
validation and seeding, 6-1

Item Performance Index
defining for assortment rationalization, 8-35
setting up, 5-1

Index

K

key take aways, 1-7
analyze category role step, 7-16
analyze category scorecard step, 7-42
assess category performance step, 7-26
assign category role step, 7-19,7-21
assign category tactics step, 7-36
assortment quantification and approval step, 8-48
consumer assessment step, 8-29
define retail strategy step, 7-6
getting started step, 8-10
like item mapping step, 8-13
market assessment step, 8-35
market coverage evaluation step, 8-19
performance analysis step, 8-24
review assortment and IPIs step, 8-45

R

roles, 1-7

S

solution task flows
assortment rationalization @ cluster, 1-4
assortment rationalization @ store, 1-5
category planning, 1-4
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