ORACLE

Oracle® Retail Category Management
User Guide for the RPAS Fusion Client
Release 14.0

E50577-01

December 2013



Oracle Retail Category Management User Guide for the RPAS Fusion Client, Release 14.0
E50577-01

Copyright © 2013, Oracle and/or its affiliates. All rights reserved.

Primary Author: Bernadette Goodman

This software and related documentation are provided under a license agreement containing restrictions on
use and disclosure and are protected by intellectual property laws. Except as expressly permitted in your
license agreement or allowed by law, you may not use, copy, reproduce, translate, broadcast, modify, license,
transmit, distribute, exhibit, perform, publish, or display any part, in any form, or by any means. Reverse
engineering, disassembly, or decompilation of this software, unless required by law for interoperability, is
prohibited.

The information contained herein is subject to change without notice and is not warranted to be error-free. If
you find any errors, please report them to us in writing.

If this is software or related documentation that is delivered to the U.S. Government or anyone licensing it
on behalf of the U.S. Government, the following notice is applicable:

U.S. GOVERNMENT END USERS: Oracle programs, including any operating system, integrated software,
any programs installed on the hardware, and/or documentation, delivered to U.S. Government end users
are "commercial computer software" pursuant to the applicable Federal Acquisition Regulation and
agency-specific supplemental regulations. As such, use, duplication, disclosure, modification, and
adaptation of the programs, including any operating system, integrated software, any programs installed on
the hardware, and/or documentation, shall be subject to license terms and license restrictions applicable to
the programs. No other rights are granted to the U.S. Government.

This software or hardware is developed for general use in a variety of information management
applications. It is not developed or intended for use in any inherently dangerous applications, including
applications that may create a risk of personal injury. If you use this software or hardware in dangerous
applications, then you shall be responsible to take all appropriate fail-safe, backup, redundancy, and other
measures to ensure its safe use. Oracle Corporation and its affiliates disclaim any liability for any damages
caused by use of this software or hardware in dangerous applications.

Oracle and Java are registered trademarks of Oracle and/or its affiliates. Other names may be trademarks of
their respective owners.

Intel and Intel Xeon are trademarks or registered trademarks of Intel Corporation. All SPARC trademarks
are used under license and are trademarks or registered trademarks of SPARC International, Inc. AMD,
Opteron, the AMD logo, and the AMD Opteron logo are trademarks or registered trademarks of Advanced
Micro Devices. UNIX is a registered trademark of The Open Group.

This software or hardware and documentation may provide access to or information on content, products,
and services from third parties. Oracle Corporation and its affiliates are not responsible for and expressly
disclaim all warranties of any kind with respect to third-party content, products, and services. Oracle
Corporation and its affiliates will not be responsible for any loss, costs, or damages incurred due to your
access to or use of third-party content, products, or services.

Licensing Note: This media pack includes a Restricted Use license for Oracle Retail Predictive Application
Server (RPAS) - Enterprise Engine to support Oracle® Retail Category Management only.

Value-Added Reseller (VAR) Language
Oracle Retail VAR Applications

The following restrictions and provisions only apply to the programs referred to in this section and licensed
to you. You acknowledge that the programs may contain third party software (VAR applications) licensed to
Oracle. Depending upon your product and its version number, the VAR applications may include:

(i) the MicroStrategy Components developed and licensed by MicroStrategy Services Corporation
(MicroStrategy) of McLean, Virginia to Oracle and imbedded in the MicroStrategy for Oracle Retail Data
Warehouse and MicroStrategy for Oracle Retail Planning & Optimization applications.

(ii) the Wavelink component developed and licensed by Wavelink Corporation (Wavelink) of Kirkland,
Washington, to Oracle and imbedded in Oracle Retail Mobile Store Inventory Management.

(iii) the software component known as Access Via™ licensed by Access Via of Seattle, Washington, and
imbedded in Oracle Retail Signs and Oracle Retail Labels and Tags.

(iv) the software component known as Adobe Flex™ licensed by Adobe Systems Incorporated of San Jose,
California, and imbedded in Oracle Retail Promotion Planning & Optimization application.

You acknowledge and confirm that Oracle grants you use of only the object code of the VAR Applications.
Oracle will not deliver source code to the VAR Applications to you. Notwithstanding any other term or
condition of the agreement and this ordering document, you shall not cause or permit alteration of any VAR
Applications. For purposes of this section, "alteration" refers to all alterations, translations, upgrades,



enhancements, customizations or modifications of all or any portion of the VAR Applications including all
reconfigurations, reassembly or reverse assembly, re-engineering or reverse engineering and recompilations
or reverse compilations of the VAR Applications or any derivatives of the VAR Applications. You
acknowledge that it shall be a breach of the agreement to utilize the relationship, and/or confidential
information of the VAR Applications for purposes of competitive discovery.

The VAR Applications contain trade secrets of Oracle and Oracle's licensors and Customer shall not attempt,
cause, or permit the alteration, decompilation, reverse engineering, disassembly or other reduction of the
VAR Applications to a human perceivable form. Oracle reserves the right to replace, with functional
equivalent software, any of the VAR Applications in future releases of the applicable program.






Contents

Send Us YOUr COMMENTES ... Xix
Preface ... XXi
AUAIEIICE ... XXi
Documentation AcCesSIDIlitY .......cceuiiiuiieiiiiiiiiec e XXi
Related DOCUMENLS .......c.coviiiiiiiiiiiiiii s XXi
CUSEOMET SUPPOTL ..vviiiiiiiiiiiiicic s XXi
Review Patch Documentation ... XXii
Improved Process for Oracle Retail Documentation Corrections...........coceuevicieieiicceieiiicciennes XXii
Oracle Retail Documentation on the Oracle Technology Network ..........ccccovvvvnnnnnnnnnncnenes XXii
CONVENTIONS ..ot XXiii

1 Introduction

Category Management Activities............ccccoooiiiiiiiiiiiiiiiiiiiii e 1-2
Solution Task FIOWS...........ccoiiiiiiiiiiii s 1-3
Integration with Oracle Retail Advanced Science Engine (ORASE) ..............ccccccociiiinnnnnnnne. 1-4
Data Requirements in Category Management ................cocooovivinniininnin, 1-5

Required Data.......ccccoviiiiiiiiiiiiiiiiiiiii e 1-6

KeY TaKE AWAYS.....coiiiiiiiiciciiieereeete ettt 1-7

ROLES ..o 1-7
Plan and Measure VEISIONS ..........ccocciiririiiiininieieiinieeet ettt enenes 1-8
CUStom MenU OPLIONS ........cooirmiiiiiiiiieereereee ettt 1-8
Getting Started............coooiiiiiii s 1-9

2 CDT Editor Task

Create the CDT Editor WOrKDOOK ............cccioviiiiiiieieciiciecieeeeetee ettt a e s nae e 2-1
CDT Meta Data Step ..o 2-4
INEXE STEPS ...ttt ettt ettt et a ettt e a et a et ene e 2-4

L@ T o) 0 (1Y (=3 o L RS RRSR 2-4

3 Category Management Administration Task

Create the Category Management Admin Workbook...............c.cccooviiiiniii, 3-1
Select CDT Version Step...........ccooiiiiiiiiiiiiiic s 3-2



Attribute Definitions Step.........cccccoiiiiiiiiiii s 3-2

Attribute Value Maintenance VIew ... 3-2
Category Attribute Mapping VIEW ... 3-3
SKU Attribute Maintenance VIEW ..........ccccovviiiiiiiiiiniiiiiii 3-4
IPI S@tUP STOP ..ot 3-4
Assign Attribute Name Weights VIEW ........ccooviiiiiiiiiiiiirrcnrr e 3-4
Assign Attribute Value Weights VIew ..o 3-5
Assign Consumer Segment Weights VIeW .........cccooiiiiiii e, 3-5
Assign Focus Area Weights VIEW ........cooiiiiiiiiiiiircrcr e 3-6
Assign Metric Weights VIEW ..o 3-7
Consumer Segment SEeP ... 3-7
Assign Consumer Segment Distribution VIeW ... 3-8
Assign Consumer Segment Status VIEW.........cc.c.ceieiiiiiciiiniiicccc 3-8
Set Default Tactics STeP........ccocoiiiiiiiiiiii s 3-9
Set Default TactiCsS VIEW ......covviiiiiiiiiiiii e 3-9
Space Related TactiCs VIEW.........ccucuiuiuiiiiiiiiiiiiiiicici s 3-10
Calendar Mapping Step ... 3-10
Quarter Mapping VIEW ... s 3-10
Week Mapping VIEW ...t s 3-11
Assign DT SKU Cutoff Step ........ccccovvviviiiiiiiiiiiiiiiiicccc s 3-11
Assign DT SKU CULOff VIEW .....ouiuiiiiiiiiiiiiiiciccieeeeeeeeeteeee e enenees 3-11
INEXE STEPS ..o s 3-12

4 Category Planning Task

Create the Category Planning Workbook ..o, 4-1
Category Performance ReView Step ... 4-3
Scorecard SUMMATY VIEW .......ccccciuiuiiiiiiiiiiiiiiicicicieeieeieeteeeteeeee e 4-3
Define Retail Strategy Step .........cccccooviiiiiiiiiii 4-8
Analyze Target ShOPPers VIEW ..o 4-9
Analyze Trading Area Opportunity VIEW .........ccccccciiieiiiiiniciceeceeeeeeeeeeeeeeeeeees 4-11
Analyze CompPetition VIEW .......ccoiuiiiiiiiiiiiici 4-12
Assign Category Role Step ..o 4-13
Analyze Market Share and Growth Tab ..o 4-14
Analyze Market Share and Growth View ... 4-14
Analyze Sales Trends VIEW .........cccccciiiiiiiiiiiiiiiiiiicicee s 4-16
Analyze Profit Contribution VIEW ..........ccccoviiiiiiniiiiiiiiicceereeeeeeeeeeeeeeeeeeee s 4-18
Analyze Value Share VIEW ..o 4-18
Analyze Consumer Spend Tab...........ccccccceuiiiiiiiiiiiii s 4-19
Analyze Cross Category Spending VIEW ..........c.ccccccucciiuiiieiiiiiccieeeeeeeeeeeeeeneenenens 4-20
Analyze Spend Versus Frequency VIEW ..o 4-22
Analyze Consumer Purchase Behavior View ... 4-24
Analyze Category Buyer Conversion VIEW ... 4-25
Analyze Consumer Segment Cross-Category Spending View ..o, 4-25
Quadrant Analysis Tab ... 4-26
Mkt Share / Growth / Category SiZe ........cccccciiimiiiiiiiiiiiccccccceeeeeee s 4-27

Mkt Share / Growth / Sales VIEW ....c..ecooeviiiieiiieeieeeeee ettt s e e enes 4-29
Retailer Share / Growth / Category Size VIEW ... 4-30

vi



Retailer Share / Growth / SAleS VIEW .....c.eeiieiiiiieieeeeeeeee et 4-31

Analyze and Assign Category Role - Industry Model A Tab...........ccccooooriiiiiiiiin, 4-31
Analyze Historic Performance - Industry Model A View ..o 4-32
Analyze Forecasted Performance - Industry Model A View..........ccooooueiiiiiiiiiiccnnns 4-33
Assign Category Roles - Industry Model A VieW .........ccooooiiiiiiiiiicce 4-34

Analyze and Assign Category Role - Industry Model B Tab ........ccccccoevvivvvvcnnnnnnne 4-35
Analyze Historic Performance - Industry Model B View ..o 4-36
Analyze Forecasted Performance - Industry Model B View ...........ccccooiiiins 4-37
Assign Category Roles - Industry Model B View ... 4-38

Assign Category Strategies Step..........ccooovviiiiiiiiiii 4-39

Assign Strategies VIEW ... 4-40

Identify Cash Generators VIEW ...t 4-40

Identify Excitement Generators VIEW ...........ccceioiiiiiiiicieiiccecc 4-41

Identify Image ENhancer VIEW ..........ccoooiiiiiiiiiiic 4-42

Identify Profit GENerators VIEW .........ccccccciiiiiiiiiiiiiceieeecteieiee et neees 4-43

Identify Traffic BUlders VIEW ..........cccooiiiiiiiiiiiciicc s 4-44

Identify Transaction Builders VIeW........c.coooiiiiiiiiii 4-45

Identify Turf-Defenders VIEW ........c.cccccocciiiiiiiiiiiicceeeeeeiee e 4-46

Assign Category Tactics Step ..o 4-46

Review Category Performance to Role Tab ..........ccocoiiiii, 4-48
Review Category / Sub-Category Performance VIew ...........cccccevvvrvvvirnnninnnnenes 4-48
Review Price and Promo Effectiveness VIEW ... 4-49
Review Average Movement VIew ... 4-52
Review Space Effectiveness VIEW .........cccccccucciiiiiiiiiiiiicicicccceeeceeeeeee e 4-52

Assign Category Tactics Tab ..o 4-53
Assign Category Tactics VIEW ... 4-53

Set Targets and Approve Category Plan Step ..., 4-54

Scorecard SUMMATY VIEW ........cooiuiuiiiiiiiiiieiccicte e 4-55

Seed and Review Plan Sales Tab ... 4-61
CUSTOM MENU ...ttt 4-61
ReVIeW Sales VIEW ......ccciiiiiiiiiiiiiiiiccccc s 4-61
S€EA SALES VIEW ...ttt 4-62

Set Sales and Profit Targets Tab.........c.cccccceiiiiiiiiiiiiiccecee s 4-63
Set Sales and Profit Targets VIEW ... 4-63
Set Promo Sales Targets VIEW ... 4-65
Set Private Label Targets VIEW ... 4-68

Set Inventory Targets Tab ... 4-72
Set Inventory Targets VIEW ... 4-72

Approve Assortment Strategies, Tactics, and Scorecard VIew ..........cccccccevvvivcnvnnnnene. 4-72

Approve Assortment Strategies, Tactics, and Scorecard View ..........cccoceveiiiciniininnnnnn, 4-72

INEXE SEEPS ...t 4-73

5 Assortment Planning Analysis Task

Create the Assortment Planning Analysis Workbook .................cccccccciiiiiiinnii 5-1
Performance ANalysis Step..........ccoooiiiiiiiiiiiiiiiii 5-4
Sales and Gross Profit Analysis Tab...........cccccoceiiiiiiiiiiiii 5-4
Sales and Gross Profit Analysis VIEW .........ccccccccuiiiiiiiiiiiiiiicciceecceeeeeeenas 5-4

vii



viii

Performance Quadrant Analysis Tab ... 5-5

Gross Profit and Inventory TUurns VIEW ... 5-5
Sales Revenue and Sales Units VIEW .........cccoviviiiiniiiiiiiiiiicc s 5-6
Sales Revenue and Gross Profit VIEW ... 5-7
Sales and Profit per Sq Ft VIEW .......cooooiiiii 5-8
Market ANalysis SEeP ..o 5-9
Set Breakpoint and Performance Drivers Tab..........ccccoiiiiiiiiiicce, 5-10
Set Breakpoints VIEW ........occucuiiiiiiicc s 5-10

Set Performance Metric DIiver VIEW ..o 5-11
Performance Based Fragmentation Analysis Tab .........ccccoooiiiii, 5-11
CUSEOIMN MENU ..ottt ettt 5-11
Performance Based Fragmentation Analysis - Market Data View ..........cccccccevvuvnnnnne. 5-12
Performance Based Fragmentation Analysis - Retail Data View........c.c.ccccoooeiiiinein 5-13
Item Contribution Analysis Tab..........cccooeiiiiii 5-14
Item Contribution Analysis (Market) VIEW ... 5-14
Item Contribution Retailer VIEW ... 5-15
Proliferation ANalysis Tab ........ccccooooiiiiii 5-16
Proliferation Market ANalysis VIEW .......ccccccccciuiiiiiiiiiiniriiccrrceceeee s 5-16
Proliferation Retailer Analysis VIEW ..........cccoooiiiiiiiiiiiic 5-17
Accumulative Ranking Tab ... 5-18
Accumulative Ranking Market Analysis VIEW .........cccccovvviiinniniinnrrcrcreceeeeeaes 5-19
Accumulative Ranking Retailer Analysis VIiew ... 5-20
Market Assessment Tab ... 5-21
Market Share Assessment VIEW.........cccoviviiiiiiiiiiiiiis s 5-21
Market Sales Trend Analysis VIEW ........ccccoviiirieiiiiiiiiiicicc s 5-23
Market ANalysis VIEW ........ccouiiiuiiiiiiciciec s 5-24
Market Quadrant Analysis Tab........cccccccocoiiiiiiiiiiceceeee s 5-25
Market Sales $/ Sales Units/ Share VIEW ......c.oooviiiiiiiiiiicieeeeeteeeeeeeee et 5-26
Market Share / Growth / Sales Units VIEW ......coocuiiiuiiiioiiiieie et 5-26
Consumer ANalysis SteP ... 5-27
Who is the Consumer? Tab ... s 5-27
Consumer Segment Analysis VIEW .........ccccccviiiiininiiiiiiiiiiiiccseces 5-27
What is the Consumer Purchasing and How Loyal are they? Tab...........ccccccccceeicieicnnnnne. 5-28
Purchase Behavior Analysis VIEW ..o 5-28
Consumer Loyalty Analysis VIEW ... 5-29
Top Shopper ANalysis VIEW ........cccccciuiiiiiiiiiiiiieecieeeeeee e 5-31
Where is the Consumer Purchasing? Tab...........cccccooiiiiiiiiii 5-32
Retail Channel Share Analysis VIEW ... 5-32
Buyer Conversion ANalysis VIEW .......c.ccccccciiiuiiiiiiiiiiiceeeeeeeiee e 5-32
Review Assortment Scorecard Step ... 5-33
Category Roles, Strategies, and Tactics Tab ..o, 5-33
ReVIEW ROIES VIEW .....cooviiiiiiiiiiiiiciic s s 5-33
Review Strategies VIEW ..o 5-34
ReVIEW TaCtICS VIEW ...oiiiiiiiiiiiiiiic e 5-35
Review Category Scorecard Tab ... 5-35
Scorecard SUMMATY VIEW ......c.coiuiiiiiiiiicieiiccie s 5-35
Review Consumer Segments Tab ... 5-37



Review Consumer Segments VIEW ..........coueueueiiiiciiiiiiicie s 5-37
INEXE SEEPS ...ttt 5-38

6 Assortment Planning @ Cluster Task

Assortment Setup SteP ... 6-1
LT 1] o) o 001/ [=3 o 1 SRS 6-2
Seed and Review Plan Sales Tab........ccccceiiriiiieieicieeeee ettt s nnes 6-2

SEEA SALES VIEW ...ttt ettt ettt a et et s te e s e beesaesbeesbesraesbeseenseereestenreenes 6-2
Review and PIan Sales VIEW ........ccccueieieiriiniiiisisesieieteteteeeaeseesessessessessessessessessessssssssesans 6-4
Create Placeholder Tab.........c.coiiiiiiiiiiicceececeeeee ettt ettt s a e e eseessesreesaesseennas 6-5
Create Placeholder IteIMS VIEW ......cc.ccveviiiiiiiiiieieceeieetieie ettt ste e ereesae s esae s s ebessneneens 6-5
Like Item Mapping Tab.......ccccccciiiiiiiiiiccceeeeeeeeeeee e 6-6
CUSEOIMN IMBIU ...ttt sttt te et e e st e et e s e e st e s se e s e eseessesseessesssessasssessanssassenseenes 6-7
Use Retail LiKe TteIM VIEW ...c.ocviiiieiiiieeete ettt ettt sveesae e ae e saeeeeens 6-7
Use Market LiKe IteIM VIEW ..c..ccviieieieieieicietieeee sttt ettt see et ese st bbb essessessesnanas 6-8
Use Attribute Like It VIEW ....cceiciieiiiicicciccesteeeteeetete ettt ae e sre e be e ene e 6-9
SKU Attribute Maintenance VIEW ........cccciieeiiiiecieiiceeeeeese ettt aesre s ens 6-9
Assign Consumer Segment Status Tab .........cccccocoiiiiiiiiiiiiiicccceeeeeeeeeeees 6-10
Review Consumer Segments VIEW ..........ccoueeieiiiiiiiieiiicie et 6-10

Create IPT ASSOItment Step ..........ccoooiiiiiiiiiiiiccc s 6-11
LT 1] o) o 0 A/ [ o 1 PSSP 6-12
ReVIeW IPI Criteria Tab ....ccccveciiieiiieieieceesieeteeet ettt ettt ae st b e s e et e esaesaessnensennnes 6-12

Review Focus Area Weights VIeW ..o 6-12
Review Metric Weights VIEW ......c.ccccciiiiiiiiiiiiiiceeee s 6-13
Review Attribute Weights VIew .........ccoooiiiii 6-14
Review Attribute Value Weights VIew..........ccooiiiii 6-14
Review Consumer Segment Weights VIew ... 6-15
ReVIEW IPISCOTES TaD ....ecovieeieiiciieiceteeetete ettt ettt ettt st e e sa e s e eseesaesreensennnas 6-15
Review FOCUS AT€a SCOTE VIEW ......ooviieiiiiiiieieeiie ettt sttt ete et e sveete e ssbeeae e saessbaessnesnnas 6-16
Review Consumer Segment SCOTe VIEW.........cccovvviiuiiiiiniiiiiniiiinseccsenne 6-17
ReVIEW IPI SCOTES VIEW ....ocviiiieeieiietteiectee ettt ettt ae et sae et e s e e aesbeessessaessesseensenseens 6-17
Set IPI Threshold SCOTES TaD .....cc.ocuiiiiieiiiiceecieeteeeeeteet ettt ettt et r et eaeereeaeeaean 6-18
Set IPI Assortment ThreShold VIEW .........ccciverierieieieieieese et 6-18
Review IPI Assortment Recommendations Tab ........ccceceeieiiniecienecceseeeseeeeee e 6-18
Review IPI Assortment Recommendation VIEW ..........ccecveieciecirininienienienieieieeeeeeseenens 6-19
Review IPI DT DetailS VIEW ...ccccuivieieieiieieieistieese ettt eesessessessessessessessessessessssensans 6-21

Create Market Coverage Assessment Step...........cccoooiiiiiiiiiiice 6-22
CUSTOM IMBIU ..ttt et ettt ettt e e te e st e esbeassbeeabeesabeesseesssaessaeseeessaansaesnsaensaensaennss 6-23
Set Assortment ConStraints Tab.........ccocvviriririererieieieeteeee ettt sae e ssesnennas 6-23

Set Eligibility and Mandatory Flags VIeW ..o 6-23

Set Assortment CONStraint VIEW .......ccceceriiriiiieiieiieieeeeee ettt 6-24
CUSEOIMN IMBIUS ..ottt ettt ettt sttt ettt e st et e seetesseessesneensesseensesssensenseens 6-25

Review Market Coverage Assortment Recommendation Tab ...........cccccoeeeiiiiiiiiinnnnnnn, 6-25
Review Assortment Recommendation VIEW .........ccc.ecueeierieieieienenieniesiesesieeeeeeeeeesessessens 6-25
Review Market Coverage DT Details.........ccccceuiueirirnininnriiiirrncnereeeeeeeeeeeeeees 6-33

Incremental CUTIVE STeP.........ccoiiiiiiiiiiiii s 6-34
L@ T=] o) s W1\ 1 1 RS USRTRPS 6-34



Review IC AsSOrtment CUIVE Tab .......oooviioiiiieiieeee ettt e 6-34

Incremental Curve Setup VIEW ... 6-34
Review Incremental CUTIVE VIEW ......c.ccuciviriiiniiniiieieieieteeeteeese st e ssessesseseesessassessens 6-35
Review IC Assortment and DT Details Tab ......c.ccceecveviieieriiecieneciese et 6-36
Review IC ASSOTTMENT VIEW ...cccuiiiiieiiieiieiieeie ettt ete et et eve et ste e san e e e e sasesnaaenes 6-36
Review IC Assortment DT Details VIEW ......cocveveiieieriieieiieee e 6-38
Assortment Finalization and Approval Step ... 6-39
Review Assortment Recommendation Tab.........cccccceoieiiiieiiinicciieece et 6-39
Review Assortment Recommendation VIEW .........cccceeeeiirieniinieninene e 6-39
CUSLOIM MBI ...ttt ettt ae sttt e s e e s e s seesbesseessesseessasssessesssessenseans 6-39

Review DT Details VIEW .....cooviciiiiiciiiicieieetesteetetete et s a s sae e sv e besreens e reenns 6-48
Assortment Quantification Summary Tab ... 6-49
Assortment Quantification SUMMAry VIEW ... 6-49
Export t0 SO CIUStET Tab ......cciviiiiiiiiiiiiiiiiiii s 6-53
Assortment Label and Location Filtering VIiew..........ccccccccveiciiiiiiiiniiiccnceeeeeee 6-54
Request Type and Role Model VIeW ..o 6-54
Approve Assortment @ Cluster Tab...........ccccccviiiiiiiiiiiiiiiiis 6-55
Approve Assortment VIEW ... 6-55

7 Assortment Planning @ Store Task

Create IPT Assortment Step ..o 7-1
CUSEOIMN IMIEINU ..o 7-2
Review IPI Criteria Tab ... 7-2

Review Focus Area Weights VIEW ..o 7-2
Review Metric Weights VIEW .......c.cooiiiiiiii s 7-3
Review Attribute Weights VIEW ..., 7-3
Review Attribute Value Weights VIEW........ccccoccuiiiiiiiirnncreecc e 7-4
Review IPISCOTES Tab ......ccccciiiiiiiiiiiiiiiiicc e 7-5
Review Focus Area SCOTe VIEW ... 7-5
Review Consumer Segment SCOTe VIEW.........ccccouviiuiiiiiniiiiiiiiniicicccs 7-6
Review IPISCOTE VIEW ......cciiiiiiiiiiiiiciiici s 7-6
Set IPI Threshold SCOTeS Tab ......c.ccccvieiiririeieiiiricceeeteeet ettt 7-7
Set IPI Assortment Threshold VIEW ... 7-7
Review IPI Assortment Recommendations Tab ..., 7-8
Review DT Details @ StOre VIEW .......ccciiirieiiiirinieciiriceitteeeeecieesee et 7-8
Review IPI Assortment Recommendation VIEW ...........cccoevvvviririnninininnnnnnreeeecseceeenne 7-9

Assortment Finalization and Approval Step ..o 7-12

Assortment Quantification Summary Tab ..o, 7-12
Assortment Quantification SUMMATY VIEW ... 7-12
Export t0 SO CIUSEET TaD ....c.coviviiiiiiiiiiiiiciciccc s 7-14
Assortment Label and Location Filtering View ..o 7-14
Request Type and Role Model VIEW ..........cccccouiuiiriiiiiiiiiiniiiirrccceeeeeeeeeeeeeeeeeeees 7-15
Approve Store Assortment Tab ............cccocoviiiiiiiiii 7-16
Approve Store Assortment VIeW ... 7-16



List of Figures

DD L g
|
W= 0PN~ OND=

3-10
3-11
3-12
3-13
3-14
3-15
3-16
3-17
4-1

4-2

4-3

4-5

4-6

4-7

4-8

4-9

4-10
4-11
4-12
4-13
4-14
4-15
4-16
4-17
4-18
4-19
4-20
4-21
4-22
4-23
4-24
4-25
4-26
4-27

Category Planning Task FIOW ..o 1-3
Assortment Planning ANalysis ... 1-3
Assortment Planning@ Cluster Task FIOW...........coooiiiiiii 1-4
Assortment Planning @ Store Task FIOW .........ccooiiiiiic 1-4
Example of Custom Menu Options...........coccueieiiiicieieiiccie s 1-9
CDT Editor TasK.......coovviiiiiiiiiiiiiiiiiiiiiis s 2-2
Workbook Wizard Select Category Page ..o 2-2
Workbook Wizard Select Trading Area Page...........ccooerueiiiiriiiiiiicc 2-3
Workbook Wizard Select Consumer Segment Page...........cccoouevioiiriiiiiicciciiccce 2-3
CDT Meta Data VIEW ......ccovioiuiiiiiiciciiic s 2-4
Category Management Admin Task..........cccoooiiii 3-1
Select CDT Version VIEW ... 3-2
Attribute Value Maintenance VIeW ............ooioiiiiiiciciicec s 3-3
Category Attribute Mapping VIeW ........c.cccoiiiiiiiic s 3-3
SKU Attribute Maintenance VIeW ..........c.cociuiiiiiiiiiicci s 3-4
Assign Attribute Name Weights VIeW ..o 3-5
Assign Attribute Value Weights VIeW........ccocoooiiiie 3-5
Assign Consumer Segment Weights View...........coooiiiie 3-6
Assign Focus Area Weights VIEW ..o 3-6
Assign Metric Weights VIEW ........coooiiiiii s 3-7
Assign Consumer Segment Distribution View............ccooooii 3-8
Assign Consumer Segment Status VIEW ..o, 3-8
Set Default TactiCsS VIEW .......c.ouiiiiiiicii e 3-9
Space Related Tactics VIEW ...t 3-10
Quarter Mapping VIEW .......ccoociiiiiiiiiiiiiiiiii e 3-11
Week Mapping VIEW ...t 3-11
Assign DT SKU Cutoff VIEW ..o 3-12
Category Planning Task..........ccceeiiiiiiiiiiiicic e 4-1
Workbook Wizard Select Location Page ..........cc.ooceviieiirieioiiccicccec e 4-2
Workbook Wizard Select Periods Page ...........cccooemeieiiiiiieiiiicceccc 4-2
Workbook Wizard Select Category Page .........ccooceuiiiirieioiicciccc 4-3
Scorecard Summary Sales Measure Profile VIew ..o 4-4
Scorecard Summary Promo Sales Measure Profile View.........cccocooiiiiiiiiiciin 4-5
Scorecard Summary Private Label Measure Profile View ... 4-7
Analyze Target SNOPPETS.......ccccciuiuiiiiiiiiiiiiiciicc s 4-10
Analyze Trading Area Opportunity VIEW ..........cccceciiiiiiiiiiiiiiiiiiccrccreccees 4-11
Analyze Competition VIEW .........cccciiiiiiiiiiiiiiiiiiecceee s 4-12
Analyze Market Share and Growth Tab Views........ccccooiiiiiiiii 4-14
Analyze Market Share and Growth View (Market Measure Profile).............ccccccceuenee. 4-15
Analyze Market Share and Growth View (Retail Measure Profile) ............ccccccvuenennnnee 4-16
Analyze Sales TTends VIEW .........cccccciiiiiiiiiiiiiiiiiiiiic s 4-17
Analyze Profit Contribution VIEW ..........cccccoviiiviiiiiiiiiiiniiiiiincccrrscces 4-18
Analyze Value Share VIEW ... 4-19
Analyze Consumer Spend Tab VIEWS .........cccccccucuiiiiiiiiiiiiniiiiiiiccceccres 4-20
Analyze Cross Category Spending VIEW ..o 4-21
Analyze Spend vs. Frequency VIEW ... 4-23
Analyze Consumer Purchase Behavior ..o 4-24
Analyze Category Buyer Conversion VIEW ..........ccccoeviieiniiininiicceeecce e 4-25
Analyze Consumer Segment Cross-Category Spending View ..........cccoooveeiiiinninnnnes 4-26
Quadrant Analysis VIEWS........cccccciuiiiiiiiiiiiiiiiccc s 4-27
Market Share / Growth / Category Size VIEW ........cccccovviviiiiiiniiiiiiiniiiiicniccces 4-28
Mkt Share / GroWth / Sales VIEW ..cc.ueeooeiiiiieeeeeeeeeee ettt e e seaeessneeeeans 4-29
Retailer Share / Growth / Category Size VIEW ..o 4-30
Retailer Share / Growth / SAleS VIEW ...cooeeiiiiiiiiieeeeeeeeeeeeeeeeeeeee et eevaeesane e 4-31

xi



Xii

ONOOOTA~AWN-—=-O

L
©

Analyze and Assign Category Role - Industry Model A Tab Views..........cccccccevvvivinnnnn 4-32

Analyze Historic Performance Role - Industry Model A View ..........ccccceeviviiiininnnnnnn 4-33
Analyze Forecasted Performance - Industry Model A View.........cccccocevviiiiiniiniennnn 4-34
Assign Category Roles - Industry Model A View ..., 4-35
Analyze and Assign Category Role - Industry Model B Tab Views ...........ccccccevvvvininnnn 4-36
Analyze Historic Performance Role - Industry Model B View ..o, 4-37
Analyze Forecasted Performance - Industry Model B View ..., 4-38
Assign Category Roles - Industry Model B View ..., 4-39
Assign Strategies VIEW ... 4-40
Identify Cash Generators VIEW ... 4-41
Identify Excitement Generators VIEW ...........cccoiiiiiiiiiiiiiiiiccc 4-42
Identify Image Enhancer VIEW ... 4-43
Identify Profit Generators VIEW ...t 4-44
Identify Traffic Builders VIEW........c.coooiiiiiiiiiiiiiicc s 4-44
Identify Transaction Builders VIEW ... 4-45
Identify Turf-Defenders VIEW ... 4-46
Review Category Performance to Role Tab VIeWs ........ccccccovviiiiiinviniiiniccis 4-48
Review Category / Sub-Category Performance VIew ..., 4-49
Review Price and Promo Effectiveness VIEW ........c..ovovieveirieeecreeeeeeceeeeeeeeeeeeeeeveeveeneens 4-50
Review Average Movement VIEW ... 4-52
Review Space Effectiveness VIEW..........ccocuiiiiiiiiiiiiniiiiiins 4-52
Review Space Effectiveness VIEW..........ccoeuiiiiiiiiiiiiiiiiiice s 4-54
Scorecard Summary Sales Measure Profile VIew ..o, 4-55
Scorecard Summary Promo Sales Measure Profile View..........ccccovviviinnnnnnnninn 4-57
Scorecard Summary Private Label Measure Profile View ...........ccccoooiiiiniiinicnininn, 4-59
REVIEW SALES VIEW ..ttt ettt ettt et e teeetae s beeabaestesebeeeaaeebeeesaeeaseenses 4-61
SEEA SALES VIBW ..ttt et ettt e ev et e et e et eeabe e te e sebeeeaaeeate e baeeaeeenras 4-62
Set Sales and Profit Targets VIEW ... 4-63
Set Promo Sales Targets VIEW ..o 4-66
Set Private Label Targets VIEW ........ccccoiiiiiiiiiiiiiiiiiiccc s 4-69
Set Inventory Targets VIEW ... 4-72
Approve Assortment Strategies, Tactics, and Scorecard View ..., 4-73
Assortment Planning Analysis Task ..........cccococeiiiiiiiiiii e 5-2
Workbook Wizard Select Category Page ..o, 5-2
Workbook Wizard Select Trading Area Page..........ccccooveeviiiiiiiiiiiiiiiiciceeees 5-3
Workbook Wizard Select Quarter Page.........c.cocooviniiiiniinii 5-3
Workbook Wizard Select Version Page...........cccooviiiiiiiiiiiniiicicccceeeas 5-4
Sales and Gross Profit ANalysis VIEW ... 5-5
Gross Profit and Inventory TUrns VIEW ... 5-6
Sales Revenue and Sales Units VIEW .....ccucovieiiieciiicieeeee ettt ettt et e veeeveeeaveeneeas 5-7
Sales Revenue and Gross Profit VIEW ........cciciieiiiciieciecieceee ettt e 5-8
Sales and Profit per Sq Ft VIEW ..., 5-9
Set Breakpoints VIEW ..ot 5-10
Set Performance Metric DIIVET VIEW ......cccooicvveirieieeirieeeeteeieeeteeeeeteeeeeeeeveessesseeseesseeseenseens 5-11
Performance Based Fragmentation Analysis Tab .........cccccoooiiiii 5-12
Performance Based Fragmentation Market Data Analysis View ..o 5-12
Performance Based Fragmentation Retailer Data Analysis View.......c.c.cccooooeiiiinniin 5-13
Item Contribution Analysis Tab VIeWS .........ccccociiiiiiiiiiii 5-14
Ttem Contribution Market VIEW ......ccoooiiiiieiieceececece ettt vt e 5-14
Item Contribution Retailer VIEW ......coeiiciiiiieeiiciieceeee ettt ettt et 5-15
Proliferation Analysis Tab VIEWS ... 5-16
Proliferation Analysis Market VIEW...........coooeuiiiiiiiiiiiiii 5-17
Proliferation Retailer Analysis VIEW ... 5-18
Accumulative Ranking Tab VIEWS.........cccccvviiiiiiiiiiiiiiccc s 5-19
Accumulative Ranking Market Analysis VIEW .........ccccoceviiiiiiiiiiiiics 5-19



5-24
5-25
5-26
5-27
5-28
5-29
5-30
5-31
5-32
5-33
5-34
5-35
5-36
5-37
5-38
5-39
5-40
5-41
5-42
6-1

6-2

6-3

6-4

6-5

6-6

6-7

6-8

6-9

6-10
6-11
6-12
6-13
6-14
6-15
6-16
6-17
6-18
6-19
6-20
6—21
6-22
6-23
6-24
6-25
6-26
6-27
6-28
6-29
6-30
6-31
6-32
6-33
6-34
6-35
6-36

Accumulative Ranking Retailer Analysis VIew ... 5-20

Market AsSeSSMENt TAD VIEWS .....cc.eeiuiiiiiiiieeiecieeeteeee ettt ettt et v ae e enes 5-21
Market Share ASSESSIMENT VIEW ........coviiiiiiiieeieeiieeeeeeie ettt et eveeereeetreeeteeeaneeeveeeaaeeareenns 5-21
Market Sales Trend Analysis VIEW ........cccouirieiiiiiiiiiiicicccc e 5-23
Market ANalysis VIEW ........cceuoiiiiiiiiiiicieie s 5-24
Market Quadrant Analysis Tab VIeWS .......c.c.cccooiiiiiiiiii e, 5-25
Market Sales $ / Sales Units / SHare VIEW .......oooviuiiiiiiiiiciieeeciee et 5-26
Market Share / Growth / Sales Units VIEW .......ccoeiieuiiiiiiiiiieeeeeceeeeeeeeeeee e 5-26
Consumer Segment ANalysis VIEW ........cccouiuiiiiiiiiiiciiiicicc s 5-28
Purchase Behavior Analysis VIeW ... 5-29
Consumer Loyalty Analysis VIEW ..o 5-30
Top Shopper ANalysis VIEW ..o 5-31
Retail Channel Share Analysis VIEW ..........cccoocueiiiiiiiiiiiiicicc e 5-32
Buyer Conversion Analysis VIEW ..ot 5-33
REVIEW ROLES VIEW ...ttt ettt ettt et ebe et e ebeeetes s ebeesaesaneensaensneenras 5-34
Review Strategies VIEW ... 5-34
ReVIEW TaACHCS VIEW ...ttt ettt e e e ta e e e tb e e e aaes s avaeasaseeenes 5-35
Scorecard SUMMATY VIEW ......c.cooiuiiiiiiiiiieieiiici it 5-36
Review Consumer Segments VIEW ........c..ccoueueieiiiiciiieiiicice e 5-37
SEEA SALES VIBW ..ttt ettt ettt et e e et e s aeete e s tae e ebaeetaeeabeeesaeeseetaeeareetee e 6-3
Review and PIan SaleS VIEW ........cociiiiieiiiciiicieccee ettt ettt et et eve et saeeevaeseveeseensne e 6-4
Create Placeholder IS VIEW .....cc.uiciuiiiiiiieeciie ettt ettt ettt vt eve e taeere e veeeaaeenreens 6-6
Like Item Mapping Step Initial VIEWS ........cccoceviiiiiiiiiiiiiiiiicccc, 6-7
Use Retail Like Tt VIEW ...cccuiieuiiiiiciiececeee ettt ettt et eve et eaeeeveeseveeraennne e 6-7
Use Market LiKe TEemM VIEW ......ociiiiiiieceececteee ettt ettt et et eae et sbeennesaneens 6-8
Use Attribute LiKe IEemM VIEW ...ccuviiviieiiecieiceeceee ettt ettt eveeeae e e v e veeeaaeeaneen 6-9
SKU Attribute MainteNance VIEW ........cccuiccuieiieeiiienteeeiie et eeireeeeesreeeaeeereesveeseesnseveessneennes 6-10
Review Consumer Segments VIEW ..........couirieiiiiiiiiniiicie i 6-11
Review IPI Criteria Tab VIEWS.....ccuiiiiieiiciieciece ettt ettt ve e e 6-12
Review Focus Area Weights VIEW ........cccccceiiiiiiiiiiiiiiis 6-13
Review Metric Weights VIEW .........cooiiiiiiiii 6-13
Review Attribute Weights VIew .........ccoooiiiiii 6-14
Review Attribute Value Weights VIew ... 6-15
Review Consumer Segment Weights VIeW .........ccoooiiiiiii 6-15
Review IPT SCOTES Tab VIEW ....cccuiiiiiciieiee ettt ettt ettt et et ve e ae e eeva e aeeeanas 6-16
Review FOCUS ATea SCOTE VIEW ...c..ooouiieiiiciiieeeeie ettt ettt vt v et veeve e aeseevaeeaneeanas 6-16
Review Consumer Segment SCOTe VIEW........ccooueviiuiiiiiiiiiicieicce s 6-17
REVIEW IPT SCOTES VIBW ...octiiiieeiiictie ettt ettt ettt et e v e ete e s tbeeseeetesebeeeaaeeveesseeaseennes 6-17
Set IPT Assortment ThreShold VIEW ..........coviiiiiiiiiiicececeecteeeete ettt e 6-18
Review IPI Assortment Recommendation VIew 1 ........cccooveeiiiiieiieiiiccieeeee e 6-19
Review IPI Assortment Recommendation VIeW 2........cccccccveeiiiiieieecieccieeeee e 6-20
Review IPI DT Details VIEW ....ccciiiiiieiiiecieciieeeeetee ettt ettt et eeeteeeaneeeve e aeeave e 6-22
Set Eligibility and Mandatory Flags VIeW ..ot 6-23
Set Assortment COoNSIraint VIEW ......cccoovviiiiieiiiiiiieeieeie ettt eete e eeveeeaaeeeve e aaeeare e 6-24
Review Assortment Recommendation WP /CP Measure Profile View.........cccccveveene.n.. 6-26
Review Assortment Recommendation WP /DT Measure Profile View 1.............cc......... 6-27
Review Assortment Recommendation WP /DT Measure Profile View 2.............coue...... 6-28
Review Assortment Recommendation WP /LP Measure Profile View .........ccccveveuneen.. 6-30
Review Assortment Recommendation WP /LY Measure Profile View .........cccocoveenneee. 6-32
Review Market Coverage DT Details VIeW .......cccooeueiiiiiiiiiiiiic 6-33
Incremental Curve Setup VIEW ... 6-34
Review Incremental CUTIVE VIEW ......covoiiiiiieiiecii ettt ettt et s eve e eveeeaee e 6-35
Review IC ASSOTTMENT VIEW ...cccuiiiiiiiieeii ittt ettt et ete e et eteeeaneeve e aaeeareenes 6-36
Review IC Assortment DT DetailS VIEW .....ccovieiiiiiiiciieiieeeeeeeereeete et 6-38
Review Assortment Recommendation WP /CP Measure Profile View ........cccccoeeveeeen.. 6-40

xiii



Xiv

6-37
6-38
6-39
6-40
6—41
6-42
6-43
6-44
6-45
6-46
6-47
7-1

7-2

7-3

7-5
7-6
-7
7-8
7-9
7-10
7-11
7-12
7-13
7-14
7-15
7-16
7-17
7-18
7-19

Review Assortment Recommendation WP /DT Measure Profile View 1 Measures...... 6-42

Review Assortment Recommendation WP /DT Measure Profile View 2............coue...... 6-44
Review Assortment Recommendation WP /LP Measure Profile View .........cccocuveeueenne. 6-45
Review Assortment Recommendation WP /LY Measure Profile View .........cccvveneenne. 6-47
ReVIEW DT Details VIEW ...ueiiuiiiiiiciecteeete ettt ettt et ete et v eva e v eteeeaneebeeeraeeareennes 6-48
Assortment Quantification Summary WP/CP Measure Profile View ...........cccccoeueneen. 6-49
Assortment Quantification Summary WP/LY Measure Profile View...........cccccceveuneen. 6-51
Assortment Quantification Summary WP /CP Measure Profile View ..........cccccceeuenea. 6-52
Assortment Label and Location Filtering View ..o 6-54
Request Type and Role Model VIeW ... 6-54
Approve AssOrtment VIEW ........coociiiiiiiiiiiiccc s 6-55
Review IPI Criteria Tab VIEWS ......coviiiiiiiicieeieeee ettt ettt eve vt e v et earaeree e 7-2
Review Focus Area Weights VIEW ..o 7-2
Review Metric Weights VIEW .......cc.cooiiiiiii s 7-3
Review Attribute Weights VIew ..o 7-4
Review Attribute Value Weights View ... 7-4
Review Consumer Segment Weights VIew .........ccooiiiiiiice 7-5
ReVIEW IPI SCOTES TAD VIEW ....oocuiiiiiiteeee ettt ettt ettt e ve et eveeeteeseveeereeeaneens 7-5
Review FOCUS AT SCOTE VIEW ...cueiiiieiiiiieeeieeete ettt ettt eae et eeteeeaaesveeesaesavsenteeeaseenreens 7-6
Review Consumer Segment SCOTe VIEW ..ot 7-6
REVIEW IPISCOTE VIEW ..ottt ettt ettt et e e eete et e sveeeaaeeveenbaeeesaeteeseseesaensneens 7-7
Set IPT Assortment ThreShold VIEW .......c..couiiiiiiiiiieie ettt et et 7-7
Review DT Details @ StOre VIEW ......ccvieuiiiiiieieciie ettt ettt et seveeeveeereeevseeneeveesaseeaneens 7-8
Review Store Assortment Recommendation VIew T.......c.ccoceeviiiiiiiieeiiicnieccieceee e 7-9
Review Store Assortment Recommendation VIEW 2.........cccceeeieiiiecieeniieccieecieeeeeeeveeeneeenns 7-10
Assortment Quantification Summary WP /CP Measure Profile View .........cccccovvviines 7-12
Assortment Quantification Summary WP /LY Measure Profile View.........ccccccoviuniines 7-13
Assortment Label and Location Filtering View ..o 7-15
Request Type and Role Model VIeW ..o 7-15
Approve Store Assortment VIEW ... 7-16



List of Tables

1-1
3-1
3-2
3-3
3-4
3-5
3-6
3-7
3-8
3-9
3-10
3-11
3-12
3-13
3-14
3-15
3-16
41
4-2
4-3
4-4
4-5
4-6
4-7
4-8
4-9
4-10
4-11
4-12
4-13
4-14
4-15
4-16
4-17
4-18
4-19
4-20
4-21
4-22
4-23
4-24
4-25
4-26
4-27
4-28
4-29
4-30
4-31
4-32
4-33
4-34
4-35
4-36

TYPES Of Data....cvviiiiiiiiicic s 1-5
Select CDT Version MEASUTE..........ccuveeieecreeeeeeeieeeteeeeteeeteeereeeteeeveesteesseesseestseeessenssessseenssesnses 3-2
Attribute Value Maintenance MEASUTE..........coveeveeirieeiieenieeeiieeereeeeeeereeereeereeesaeeeseesseesseesens 3-3
Category Attribute Mapping Measure ...........cccocovvieieiiiiiniiiiiics 3-3
SKU Attribute Maintenance MEASUTIE..........c..coeeevieirieeieeeeteeeteeereeeeeeereeereenreeeaeeeseeseseeseensens 3-4
Assign Attribute Name Weights Measure ...........cccocovvvviiiiniiiii 3-5
Assign Attribute Value Weight Measure ... 3-5
Assign Consumer Segment Weights Measure.............ccoocvveiinicniniiicine 3-6
Assign Focus Area Weights Measure ..o 3-6
Assign Metric Weights MEaSUIES ...........ccouiiiuiiiiiiiiicicc 3-7
Assign Consumer Segment Distribution Measure............ccoooiriiiiiiiiciiieieeeeenens 3-8
Assign Consumer Segment Status MEASUTE ..........ceuiviviiiiieiiiiiiiiiiieieeee s 3-9
Set Default TactiCS IMEASULE ......ccviicvieeiiereeeeeecie et eteeeteeeeteeeteeereeeveesaeeebeessaesassesaeeseenseeees 3-10
Space Related Tactics MEASUTIE .........cc.c.oviuriiiiiiiiieiecci 3-10
Quarter Mapping MEaSUTE............ccccviiiiiiiiiiniiiiiee s 3-11
Week Mapping MEASULES ..........cccvuiiiiiiiiiiiiiiiieiicecee e 3-11
Assign DT SKU Cutoff Measure ..ot 3-12
Scorecard Summary Sales Measure Profile Measures..........c...cccooevviiiiininiciiieiciciens 4-4
Scorecard Summary Promo Sales Measure Profile Measures...........c.ccccovoeeueiniicieininnne, 4-6
Scorecard Summary Private Label Measure Profile Measures ............ccccoeviiniinininininns 4-7
Analyze Target Shoppers Measures............ccccvviiiiiiieiiiiiiininiic s 4-10
Analyze Trading Area Opportunity Measures ..........ccoocoeeueiiinurieiiciciesece s 4-11
Analyze Competition Measures ..........cccoeueviiiriiiiiiiiciecc e 4-12
Analyze Market Share and Growth Measures(Market Measure Profile)....................... 4-15
Analyze Market Share and Growth Measures (Retail Measure Profile) ........................ 4-16
Analyze Sales Trends MEaSUIES .........c.cccceuiiuiiiiiiiiciecc 4-17
Analyze Profit Contribution Measures...........cccccviiiiiiniinniniiiiens 4-18
Analyze Value Share MEaSUIES ...........cccoovviiiiriiiiiiiiiii e 4-19
Analyze Cross Category Spending Measures.............ccooorueieiineieiniicicieceee s 4-22
Analyze Spend Vs. Frequency Measures ...........ccooueueiniinicieinicicicscce e 4-24
Analyze Consumer Purchase Behavior Measures ...........ccccocoviieiiieiincciniciccee, 4-24
Analyze Category Buyer Conversion Measure ..........c.cccocoeueueieiirieiininicie e, 4-25
Analyze Consumer Segment Cross-Category Spending Measures .............ccccueueeenunen. 4-26
Mkt Share / Growth / Category Size Measures............cccovevevevivininininnn, 4-28
Mkt Share / Growth / SaleS MEASUTES.........coouvivieviieeieeeeeeeeceeeeeeeeeeeeeeeeeeeveeeeaeesenaeeeas 4-29
Retailer Share / Growth / Category Size Measures...........ccccocevviiviiinninnnininne, 4-30
Retailer Share / Growth / Sales MeEasUres .........oouveveeveieeeeieieeeeeee e 4-31
Analyze Historic Performance - Industry Model A Measures.............ccccovvvvvinininininincnn. 4-33
Analyze Forecasted Performance - Industry Model A Measures.............cccocoeeviviniinnen. 4-34
Assign Category Roles - Industry Model A Measures...........ccccovvvvivnininininininnininicne, 4-35
Analyze Historic Performance - Industry Model B Measures ...........cccoccovviricviininnnnen. 4-37
Analyze Forecasted Performance - Industry Model B Measures............c.cccocovvvivinininnee. 4-38
Assign Category Roles - Industry Model B Measures............cccccovvinninininnnininiine, 4-39
Assign Strategies MEasUIES. ... 4-40
Identify Cash Generators Measures............ccoccueueiicieieiinicicsnce s 4-41
Identify Excitement Generators Measures.............ccoceueuerurueiniicieieiciee s 4-42
Identify Image Enhancer Measures.............cccoveeiiieieiiiiiiiiininiicccc e, 4-43
Identify Profit Generators Measure.............ccccoururimueiiieicieiciece e 4-44
Identify Traffic Builders Measures. ..o 4-45
Identify Transaction Builders Measures...........ccccooveieiiiiiiieiniiciiinciicnc, 4-45
Identify Turf-Defenders Measure............ccoouiiiiiiiiiiiniiiniiiiecceeeee e 4-46
Review Category / Sub-Category Performance Measures............c.cocooevvviviniiniiniincnnn. 4-49
Review Price and Promo Effectiveness Measures..........covevveevveeeeeecveenieeecieeereecveeeneeenneens 4-50

XV



XVi

ONOOOTA~AWN-—=-O

L
©

6-10
611

Review Average Movement Measure.........c.cccoceveieieiiieiiiiiiinieieicic s 4-52
Review Space Effectiveness MEaSUIES ...ttt 4-53
Assign Category Tactic MEASUIE ..........ccuiiiicieiiicicee s 4-54
Scorecard Summary Sales Measure Profile Measures............ccccocevoiiiieiiiicicicincne, 4-55
Scorecard Summary Promo Sales Measure Profile Measures...........c.cccccoooerueiiiinuennnn. 4-57
Scorecard Summary Private Label Measure Profile Measures ...........cccccoooirieieiinnnnen. 4-59
Review Sales MEASULIES ..........ccciiiiiiiiiiiiiiieiiccie s 4-62
Seed Sales MEASULES ..........cccuiieiiviiiiiiiiccc s 4-62
Set Sales and Profit Targets MeasUIes ...........cooceueuiirieiiiiciciec e 4-63
Set Promo Sales Targets Measures ...........ccccuirueieiiiicieisiiciciece i 4-66
Set Private Label Targets Measures..........c.cccooieueueiiurieieiiicieecccie i 4-69
Set Inventory Targets MeasUIes...........ccoceueiiieieiiiiiciciec e 4-72
Approve Assortment Strategies, Tactics, and Scorecard Measures .............cccceuvvrvennen. 4-73
Sales and Gross Profit Analysis Measures ............cccoceuiicieiiiiicicieieiccec i 5-5
Gross Profit and Inventory Turns Measures..........c.ccooiurieiiiicicieiiccceece e 5-6
Sales Revenue and Sales Units M@asSUIes............ccocorueuiiiiiciciiiiciceccc 5-7
Sales Revenue and Gross Profit Measures .............ococeuoeirieiiiicicieiccccccce e 5-8
Sales and Profit per Square FOOt Measures............cccccoeueieiiiiiniiiniiiiniiiis 5-9
Set Breakpoints MEasUIes...........cccovvviiiiiniiiiiiiniiiiii e 5-10
Select Performance Metric Driver Measures...........c.ccoceiiucieieiiicieieiinice e 5-11
Performance Based Fragmentation Analysis - Market Data Measures ...............c......... 5-13
Performance Based Fragmentation Analysis - Retail Data Measures.............ccccccuue.... 5-13
Item Contribution Market Masures...........c.cccovuvivinininiiininininin s 5-15
Item Contribution Retailer Measures.............ccceviiiiiiiiiiininiciiiccce, 5-15
Proliferation Market Analysis MEaSUIes...........cccceuriuriiueiiiciiicieiciec e 5-17
Proliferation Retailer Analysis MeasUIes............cccoevueiriniiinininiiice e, 5-18
Accumulative Market Analysis MEASUIES .........cccceuiurueiiiiiicieiicce e 5-20
Accumulative Ranking Retailer Analysis Measures...........cccccooveueiiiicieiieciceccicieae, 5-20
Market Share Assessment MEasUIes............coccueuiiricieiniiicie e 5-22
Market Sales Trend Analysis MEaSUIES..........c.cceueuiuiurieiiiiicieieiice e 5-23
Market Analysis MEASUIES .........cccceueiiurieiiiiicicie ettt 5-25
Market Sales $ / Sales Units / Share MEaASUIES........cc.eoovveivueiviiiieiieieeeeeeeeeeieeseesae e ens 5-26
Market Share / Growth / Sales Units MEaASULES. .......cueeevurieeeeieeiieeeeee e eeeee e 5-27
Consumer Segment Analysis MEasUIes ...........cceeuiurieieiiiieieieicicie e 5-28
Purchase Behavior Analysis MEasUIes...........coceueiiurieieiiiiciciece e 5-29
Consumer Loyalty Analysis MeasUIes..........ccccoeuiiurieieiiiciciciecc e 5-30
Top Shopper Analysis MeasUre...........cccccviiiieieieiiiiiiiiicicc 5-31
Retail Channel Share Analysis MEaSUIes...........ccccouiurieiiienicieiiceei e 5-32
Buyer Conversion Analysis MEasUre.........ccccceuiiurieiiiirieieiiceie e 5-33
Review Roles MEASULIES..........cvuiuiuimiiiiiiiiiiiiiiiniii ettt 5-34
Review Strategies MEasUIe...........coceuewiieiiiiicice 5-35
Review Tactics MEASUTE.........c.coviuiiiieicctctc ettt 5-35
Scorecard SUMMATrY MEASULIES...........coviurieiiiiicieieinici e 5-36
Review Consumer Segments MeasUres............cceueuiurueieiiicieieiice e 5-37
Seed Sales MEASUIES ..........ccuiueiiiiiiiiiiiciieie s 6-3
Review and Plan Sales MEaSULES...........ccovviiiiieiiiiiiiniiieiicccse s 6-4
Create Placeholder Measure...........ccooveviiiiiiiiiiiiiiiiiiiicccccc s 6-6
Use Retail Like Item MeasUIes..........ccccouriiiiiiiiiiiiiiiiiiiieieiceeec s 6-8
Use Market Like Item MeasUIes ..........cccceviieieieiiiiiiiiiiiiiiciccc s 6-9
Use Attribute Like Item Measure ..........ccccevviviviiiiiiiiiiiiiicicccc s 6-9
SKU Attribute Maintenance Measure..............ccccoviiiiiiiiiiiininiciiee, 6-10
Review Consumer Segments MeasUIes..........c.cceueuiurueieiiiiinieieiice e 6-11
Review Focus Area Weights Measure ...........ccooouoviiiiiiiicicicc e, 6-13
Review Metric Weights MEaSUIES ..........cccccvvviiiiiiiiiiiiiiiiiiccccc 6-13
Review Attribute Weights Measure............c.coooeiiiiiiiin e, 6-14



6-12
6-13
6-14
6-15
6-16
6-17
6-18
6-19
6-20
6—21
6-22
6-23
6-24
6-25
6-26
6-27
6-28
6-29
6-30
6-31
6-32
6-33
6-34
6-35
6-36
6-37
6-38
6-39
6-40
6-41
6-42
6-43
6-44
7-1

7-2

7-3

7-5
7-6
-7
7-8
7-9
7-10
7-11
7-12
7-13
7-14
7-15
7-16
7-17

Review Attribute Value Weights Measure............cooouoviiiiiiiiiniciecc
Review Consumer Segment Weights Measures.............ccocreuevniicieieiinceinisiceee,
Review FOcus Area SCOres IMEASUTE. .......uocuievieiieeeieeeteecceeeereeereeeteeeteeereeetaeesseeseesseeseeees
Review Consumer Segment Score Measure...........oocoeueviiirieieiincicicisisce e
ReVIEW TP SCOTES IMEASUIES .....c.uvieeveetieereecteeeteeeteeecteeeteeeereeeteeereesseeesesebeesssesessesseensseseeens
Set IPI Assortment Threshold MEASUIES ...........ccveeveeeiieiiiecieecieeeeeeee ettt eeve e
Review IPI Assortment Recommendation View 1 Measures..........ccceeveeeveeereeeveenneenns
Review IPI Assortment Recommendation View 2 Measures..........cceeeveeveeeveeeveenneenns
Review IPI DT Details MEASUTIES ......cccveeeveeeieeieecieeeieeetee et et eeveeeaveeveesaaeeveevaeeveeseeens
Set Eligibility and Mandatory Flags Measures...........c.ccoovrueieiiiiicieiniinie e,
Set Assortment Constraint IMEASULIES.........ccuvevvieiiiieiieeeie ettt eere et eeeereeetaeeveenree e
Review Assortment Recommendation WP /CP Measure Profile Measures..................
Review Assortment Recommendation WP /DT Measure Profile View 1 Measures...
Review Assortment Recommendation WP /DT Measure Profile View 2 Measures...
Review Assortment Recommendation WP /LP Measure Profile Measures...................
Review Assortment Recommendation WP /LY Measure Profile Measures. ................
Review Market Coverage DT Details Measures............cccocoeeieiiiiiiiiniincciicciceeee,
Incremental Curve Setup MEASULES ..........cccceviveiiiiiiiiiiiiiii e
Review Incremental CUIVE IMEASUTIES ........couveeueeiieeeieeeie et eetee et eeteeereesteeeaeeereesaaeessensee e
Review IC ASSOTtmMENnt MEASUTES ........cccveereeeirieitieeieeeieeeireeeteeereeeteeeaeeeeteesaaeeeseensseesaenseeens
Review IC Assortment Details MEaSUIES ......c....ccuveeuieeiieiiieeie ettt eereeeveeeve e e
Review Assortment Recommendation WP /CP Measure Profile Measures..................
Review Assortment Recommendation WP /DT Measure Profile View 1 Measures.....
Review Assortment Recommendation WP /DT Measure Profile View 2 Measures.....
Review Assortment Recommendation WP /LP Measure Profile Measures...................
Review Assortment Recommendation WP /LY Measure Profile Measures...................
Review DT Details MEASUTIES .......ccveeiiecrieeieecieectteecteeeteeeereeeteeeereesteeeaseeteeseseesseessseessenseeens
Assortment Quantification Summary WP/CP Measure Profile Measures...................
Assortment Quantification Summary WP/LY Measure Profile Measures...................
Assortment Quantification Summary WP/CP Measure Profile Measures...................
Assortment Label and Location Filtering Measures............ccooeueueiiinicieiiiccciccccnen,
Request Type and Role Model Measures.............ccoeeveenieieinieiinininiinnn,
Approve Assortment MeasUIes ..........cccveieieiiiiinicicceetc s
Review Focus Area Weights Measure ..........cccooviiiiiiiiciciic
Review Metric Weights MEaSUIeSs ..........ccuirieiiiiiiciciccic i
Review Attribute Weights Measure.............ccoooeiiiiiiiii e
Review Attribute Value Weights Measure.............cooouoviiiiiiiiiiiciece
Review Consumer Segment Weights Measures...........cccococeuiiirunieiiiiicieiniicieeeee
Review Focus Area IPT SCOres MEASUTIE. ........coveecveeeieeieeeteeecieeeteeereeeteeereeeveeerveeeveessnesseenneas
Review Consumer Segment SCOre MeaSUTe............ceueuiiurieiiiieieiecee e
REVIEW IPI SCOTE MEASUTES......oecvievieeeieeiieeteeetee ettt eeteeetaeeeveeeaaeeseesteeessensesseseeessessseeeseenseeenrens
Set IPI Assortment Threshold MeEASUIes ...........ccvievieciieeiieiieecie ettt
Review DT DetailsS@ StOre MEASUIES ........ccuveeueeereeerieeieeeieeeteeereeeireeeteeereeeseesseeeseessnesseesens
Review Store Assortment Recommendation View 1 Measures..........cccoeeveevveeveeeneenen.
Review Store Assortment Recommendation View 2 Measures.........ccccccveeeveeevveecveeeneenns
Assortment Quantification Summary WP/CP Measure Profile Measures...................
Assortment Quantification Summary WP/LY Measure Profile Measures...................
Assortment Label and Location Filtering Measures..........c.cccoueeieiniineicininiceeecae,
Request Type and Role Model MeasUIes .............ccccuvveviiiininiiieiiiiiiiiiin,
Approve Store Assortment Measures...........cccocovvvviiieieiiinininiiicn s

xvii



xviii



Send Us Your Comments

Oracle Retail Category Management User Guide for the RPAS Fusion Client, Release
14.0

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 14.0 documentation set:

»  Oracle Retail Batch Script Architecture Implementation Guide
»  Oracle Retail Category Management Installation Guide
»  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
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When contacting Customer Support, please provide the following;:

= Product version and program/module name

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

= Exact error message received

= Screen shots of each step you take

Review Patch Documentation

When you install the application for the first time, you install either a base release (for
example, 14.0) or a later patch release (for example, 14.0.1). 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.

Improved Process for Oracle Retail Documentation Corrections

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

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

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

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

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

Oracle Retail Documentation on the Oracle Technology Network

XXii

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/technetwork/documentation/oracle-retail-100266.ht
ml

(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 is the cornerstone of a successful retail business
because it determines the variety and presentation of merchandise. This determination
defines the customer's in-store experience. Category management involves managing
individual product or merchandise categories as though they were independent
business units, each playing a specific role in the retailer's goal to achieve their
established business objectives. Broadly, this practice facilitates the determination of
the following:

Roles, strategies, and tactics and their designation into categories and
sub-categories across the location hierarchy.

Pricing and promotion strategies for different categories and sub-categories across
the location hierarchy.

Inventory-related decisions across categories and sub-categories across the retail
chain.

The retailer's standing in the market as compared to the competition.

Key consumer segments contributing to the retailer's business and plan
management of product categories as a result.

Merchandise-mix or product-mix (also referred to as assortments) for a
merchandise category (also known as class in Oracle Retail Merchandising System
(RMS) terminology) and a sub-category (also known as sub-class in RMS
terminology) across the retail chain - including the cluster and store level across
the location hierarchy.

Space-allocation at the micro and macro-level for different categories and
sub-categories at the store and cluster level.

Oracle Retail Category Management (RCM) consists of the following tasks:

Category Planning - Used for analyzing a retailer's business from a market,
competition, and consumer perspective. Category Planning is used to set targets
and assign roles, strategies, and tactics for individual product categories. Category
Plans are created at the sub-category level.

Assortment Planning Analysis - Used to analyze an assortment's historic
performance from a market, competition, and consumer perspective.

Assortment Planning @ Cluster - Used to create, analyze, adjust, and finalize
Assortment Plans at the cluster level utilizing the concepts of Item Performance
Index (IPI), Market Coverage, Incremental Curve, and Demand Transference.

Assortment Planning @ Store - Used to create, adjust, review, and approve
Assortment Plans at the store level utilizing the concepts of IPI and Demand
Transference.
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Category Management Activities

The Category Planning task enables the retailer to perform higher-level category
planning activities and Assortment Planning tasks that facilitate the creation of
SKU/Item-level Assortment Plans at the cluster and store level.

This solution supports the development of category business plans and assortment
plans. It broadly follows the traditional eight-step Category Management business
process with the inclusion of the consumer dimension in a few steps to provide the
following:

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

s Performance analysis of individual product categories, based on various retail
business parameters, as compared to the market in general and to the competition
in particular

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

s The ability to analyze by consumer segments (sometimes called the ninth step in
the Category Management business process)

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

s Consumer insight, which is core to this application, brought in by utilizing
external market and consumer data sourced from third-party syndicated data
suppliers

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 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 so that assortments can be generated at the
store cluster level. Assortments can also be generated at the store level.

Visibility into category roles, strategies, tactics, and financial objectives ensure that
SKU/Item level assortments align back to overall category-level objectives.

Category Management Activities
The following Category Management activities and tasks are described in this guide:
»  Category Management Planning activity:
- Category Planning task
For more information, see Chapter 4.
- Assortment Planning Analysis
For more information see Chapter 5.
- Assortment Planning @ Cluster task
For more information, see Chapter 6.
- Assortment Planning @ Store
For more information, see Chapter 7.
»  Category Management Administration activity:

- Category Management Administration
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For more information, see Chapter 3.
- CDT Editor task

For more information, see Chapter 2.

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

Figure 1-1 Category Planning Task Flow
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Figure 1-2 illustrates the flow of tasks for Assortment Planning Analysis.

Figure 1-2 Assortment Planning Analysis
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Integration with Oracle Retail Advanced Science Engine (ORASE)

Figure 1-3 illustrates the flow of tasks for Assortment Planning @ Cluster.

Figure 1-3 Assortment Planning @ Cluster Task Flow
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Figure 1-4 illustrates the flow of tasks for Assortment Planning @ Store.

Figure 1-4 Assortment Planning @ Store Task Flow
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Integration with Oracle Retail Advanced Science Engine (ORASE)

The Category Management application is integrated with the Oracle Retail Advanced
Science Engine (ORASE) and sources key information that is used in the Category
Management process flow. Key integration points include the following:

1. Import of Assortment Cluster Data: Stores are grouped into Assortment Clusters
or Clusters to be used to create Assortment Plans at the cluster level. ORASE and
RCM share a common location hierarchy specifically in terms of Stores and
Trading Area mapping. RCM sources assortment clusters in the form of .csv files
from the Oracle Retail Modeling Engine (ORME) module, which is part of ORASE.
Grouping of stores or Assortment Clustering in ORME is based on various
parameters such as Consumer Segment Profiles, Store Attributes, Performance
Attributes, Product Attributes, and so on.

2. Import and Export of Product Attributes: Product Attributes, or simply
Attributes, consist of attribute names and attribute values at the SKU /Item level.
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RCM sources attributes from ORME in the form of .csv files. RCM provides the
facility to add and modify attribute values that map to SKUs/Items. There is an
export facility available to communicate the changes to the Master Data
Management system and to eventually reach ORME.

3. Import of Consumer Decision Trees (CDTs): CDTs are used to understand the
consumer buying process and to identify key product attributes that influence
consumer buying decisions from a consumer segment profile perspective. This
ensures that key product attribute based products are present in the assortment.
The CDT is expected to be in the form of a .XML file and use categories, trading
areas, consumer segments, and attributes consistent with those found in RCM.
CDTs are sourced from the ORME module of ORASE.

4. Import of Demand Transference (DT) Data: An Application Programming
Interface (API) consisting of Java libraries is used to perform DT calculations in
RCM. This API requires measures such as assortment elasticity for categories,
similarity between SKUs/Items, DT-specific Attribute Weights, and Functional
Fitment of attributes to categories. This information is sourced from the ORME
module of ORASE in the form of .csv files.

5. Export to ORASE: RCM exports category plan, assortment plan and space
management related information to the Oracle Retail Optimization Engine (OROE)
module of ORASE. There are two types of exports provided to OROE:

= An export with an assortment optimization request to OROE from a space
management perspective

= Anupdate to OROE in the form of a final approved assortment and category
plans for eventual implementation

Data Requirements in Category Management

The Category Management application has special data requirements that factor
consumer-centricity and the retailer's market standing into the Category Management
practice. A lot of this data is sourced from third-party syndicated data suppliers, also
referred to as external market data providers. Examples of external market data
providers include AC Nielsen, Symphony IRI, Axciom, and FICO.

Some of this data is also sourced internally from other applications such as
Point-of-Sale (POS), Loyalty Card applications, Analytic Applications such as Retail
Analytics, and so on.

All of this data is imported into Category Management as part of the implementation
process or from time to time on an ad hoc basis. Table 1-1 describes the types of data
entered and used for Category Management.

Table 1-1 Types of Data

Data Description

Market Syndicated Data Third-party syndicated data suppliers (or External Market Data
Providers) have an agreement with most retailers (including
both the retailer and their competitors) competing in the market
to share their Point-of-Sale (POS) data with them.

External Market Data Providers then combine and analyze this
data to provide Market Syndicated Data with rich insights to the
retailer. This data reflects most retailers as a whole and the
retailer's standing in the market or a trading area.
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Table 1-1 (Cont.) Types of Data

Data Description

Household Panel Data Also referred to Home-scan data. Third-party syndicated data
suppliers (External Market Data Providers) collect this data from
customers in the market by registering them for scanning their
purchases from the retailers and sharing it with them. External
Market Data Providers use this data to identify key patterns for
different consumer segments. This provides a sample
representation of the market for different trading areas with rich
consumer profile or consumer segment information.

Market Basket Data Market Basket refers to customer purchase data at the retailer.
Customer purchases refers to market basket (or customer's
basket or basket in general). The concept of Market Basket deals
with analyzing the product (SKU) mix, number of baskets over a
period of time, value of the basket bought, and
category/sub-category contribution's in a customer's basket.

Market Basket is a focus area in IPI calculations used to derive
an Assortment Plan.

This type of information provides insight into the
halo/cannibalization effect of items that are purchased, which
items are typically found in high basket rings, and so on.

Customer and Market Data supplied to retailers by syndicated data suppliers, such as

Loyalty Data Nielsen, Symphony IRI, or for hardlines, NPD. This type of data
represents loyalty metrics associated with consumers within a
particular trading area. That is, loyalty to a particular retailer.

Market loyalty represents consumer loyalty within the market.
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.

Loyalty Card Data Data captured through loyalty cards for a particular retailer. This
is the retailer's internal data from its CRM applications. 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 useful component in Assortment
Planning and the Category Management process, as retailers
need to ensure that they are carrying products that appeal to
their most profitable customers. This data is also referred to as
frequent shopper data.

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

s Products fully defined for each product category

s Consumer and customer segments defined for each vertical
s Trading areas defined

The data is acquired by importing the following:

s Store clusters
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s Consumer decision trees (CDTs)

»  Product hierarchies

= Location hierarchies

=  Market scan data of the retailer

= Market scan data of the competition
»  Retailer POS data

= Space performance data

= Retailer loyalty data

s Market basket data

Key Take Aways

Roles

Some worksheets include a Key Take Aways measure. A key take away is a free-form
text field that enables the user to enter notes pertinent to a specific line-item in a
worksheet.

s The notes can be anything the user wants to capture such as additional
information (personal knowledge or supplier insight) used in the decision
rationale or perhaps what led them to their final decision.

= Key take aways can be used for saving notes from findings from analytics.

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

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

Users are typically assigned to specific roles based on organizational 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

= Planner

= Assortment Planner

= Category Planner

= Category Manager
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Plan and Measure Versions

Multiple versions of plans are required in the application. Multiple plans require
multiple measure versions of the same business parameter. The reasons for the
requirement of multiple versions of plans and measures are:

s There are multiple persons on the Category Management team working on the
same plan being created and used in different tasks like Category Planning,
Assortment Planning @Cluster, and so on. These measures can exist in the
application at different hierarchy levels to implement a more structured category
management practice at the retailer. Examples: OP, Tgt, CP, WP.

= Plans are made at multiple levels (like assortment plans at cluster and store level).

= Plans with different time-dimensions need to be seen together for comparison.
Example: LY/TY/LP.

= Measures are required to view science forecasts against the user made plan.
Example: Fec.

The following is a list of plan and measure versions available in the application:
s AC - Assortment Planning @ Cluster
= AS- Assortment Planning @ Store

s CP - Current Plan

s DT - Demand Transference

m  Fc - Forecast

= LP-LastPlan

s LY -Last Year

s OP - Original Plan

s Tgt- Target

s TY - This Year

= WP - Working Plan

Custom Menu Options

Custom menu buttons are located above the top right corner of the content area for
some workbooks. Custom menus are specific to the steps available in different tasks.
Within specific steps, you see custom menus that have been configured for use within
that step. Custom menus are used run a batch or a special expression in the
background that performs specific calculations, imports, exports, and so on, thereby
activating a specific functionality in the app. Figure 1-5 shows an example from the
and Like Item Mapping tab in the Assortment Setup step. Seed Sales and Seed Like
Items are the two available custom menus.
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Figure 1-5 Example of Custom Menu Options
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Getting Started

Before using Category Management, be sure that you are familiar with how to access
the application and use the Fusion Client 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 gain insight into the consumer decision process by analyzing and
understanding the prioritization or importance of specific product attributes that
ultimately determine the consumer's purchase. The output of a CDT is used to
rationalize assortments for specific consumer segments. CDTs can be provided to
Category Management through ORME or by the retailer.

The relationship between product segments 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 variance 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), then 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 between 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:
= Viewing the assortment list by CDT.

= Viewing and comparing the differences between the current CDT and previous
CDTs used at the time the assortment was created.

» Editing 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:

CDT Editor Task 2-1



Create the CDT Editor Workbook

1. Navigate to the CatMan Administration Activity.

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

Figure 2-1 CDT Editor Task
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The workbook wizard opens.

3. Select the categories and move them to the Selected Items box. Click Next.

Figure 2-2 Workbook Wizard Select Category Page
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4. Select the Trading Areas and move them to the Selected Items box. Click Next.
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Figure 2-3 Workbook Wizard Select Trading Area Page

F'ra_dud Location Consume_rSegmem

Select Trading Area Selected Trading Area
Available items Selected tems
View - | Dimension Find @ View ~ | Dimension Find_ P m B »
Label Label
e-commerce USA + Northwest
Northeast
+ Northwest
Southeast
Southwest
& Add
35 Add All
4 Remove
&2 Remove All

Use Drag and Drop to add Available ltems fo Selected ltems, use shift-click and Add for multiple selections, or Add All for all items
Synchronize Hierarchies

Cancel Previous FEinish

5. Select the consumer segments and move them to the Selected Items box. Click
Finish.

Figure 2-4 Workbook Wizard Select Consumer Segment Page

Product Location Consumer Segment

Select Consumer Segment Selected Consumer Segment
Available ltems Selected items
View Dimension Find... & @ i Detach View - Dimension Find... & fm B »
Label Label
Ethnic Interests + Soccer Moms
Gourmet Shoppers + Value Seekers
Livin Large

Matural N Healthy
Simply Seniors
+ Soccer Moms
+ Value Seekers $ Add

59 Add All

4 Remove
43 Remove All

Use Drag and Drop to add Available tlems to Selected tems, use shift-click and Add for multiple selections, or Add Al for all items.
Synchronize Hierarchies

Cancel Previous Fnish

The workbook is created.
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CDT Meta Data Step

CDT Meta Data Step

This step has one view. Use this view to review and make changes to the CDT.

Figure 2-5 CDT Meta Data View

OT Navigator

frading = Consumer =

ame Description [Coffes| [Northwest| [SoccerMoms [Soccer Mams CDT Verson 1

?Dcuze;hwem P v b4 %3 Delete Branch Copy Branch [

v Q Soccer Moms

“
Q Soccer Moms CDT Versio... cdt_10000_2_s1 2 ll'i‘
v Q Value Seekers =
[E value Seekers CDT Versi... cdi_10000_2_s3 &
)
=
= |
3 T— I
I I
ﬂ Brand (1) % Brand (2) ¥
[Seattles Best] [Mescafe]
1 Sagment (1) @ Sagment (0) W ‘ Segment (1) ¥ | [ segment(1) ¥
[De-Caffeinated] [Regular - Caffeinated] [De-Caffeinated] [Regular - Caffeinated]
i ) 4
| SubCategory (3) % SubCategory (0) %@ | ‘ subCategory (1) % [ subCategory (1) @
[&round] [&round] [instant] [1nstant]

Next Steps

After all CDT edits are made, commit the workbook.

Custom Menu

The CDT Editor workbook has a custom menu available called Accept XML.
Acceptance of the XML 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 the
CatMan Administration task.

After the Accept XML custom menu has been run, the CDT needs to be enabled in the
domain. For more information, see "Select CDT Version Step" in Chapter 3.
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Category Management Administration Task

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

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

This task has the following steps:
»  Select CDT Version Step

= Attribute Definitions Step

s IPISetup Step

s Consumer Segment Step

»  Set Default Tactics Step

» Calendar Mapping Step

= Assign DT SKU Cutoff Step

Create the Category Management Admin Workbook

To create the workbook:

1. Select the New Workbook icon in the Category Management Admin task.

Figure 3—1 Category Management Admin Task

[E] catman Administration

Categorf Management Admin =
Select COT Version
Attribute Maintenance I
IPI Setup
Consumer Segment Setup 5]
Set Default Tactics 1]
Calendar Mapping @
Assign DT SKU Cutoff 5]

The workbook is created.
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Select CDT Version Step

Select CDT Version Step

This step has one 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 3-2 Select CDT Version View

~ Select CDT Version

B3 Location Product Calendar LS S |

[Northwest | -[Coffee [ 15t Qrtr, Fy2014 -

B & || [Fing.. -3 ¢ |EBEcam A 88

WP COT Pre Range WP COT
Label

Ethnic Interests COT VWersion 1
Ethnic Interests COT Version 2
Ethnic Interests COT Version 3
Ethnic Interests COT Version 4
Ethnic Interests COT Version 5
Gourmet Shoppers COT Version 1

cdt_10000_2_:

1joooooag

cdt_10000_2_:
Table 3-1 lists the measures available in this view.

Table 3—-1 Select CDT Version Measure

Label Definition
WP CDT Pre Range Administrator Working Plan CDT Pre Range Boolean.
WP CDT Label CDT Editor Working Plan CDT Label Text.

Attribute Definitions Step
This step has three views:
= Attribute Value Maintenance View
» Category Attribute Mapping View
s SKU Attribute Maintenance View

Attribute Value Maintenance View

Use the Attribute Value Maintenance view to maintain Product Attribute Values
mapping to Product Attribute Names, commonly known as Attribute Names. Product
Attributes, in general, refer to both Attribute Names and Attribute Values.
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Attribute Definitions Step

Figure 3-3 Attribute Value Maintenance View
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Table 3-2 lists the measure available in this view.

Table 3-2 Attribute Value Maintenance Measure

Label Definition

Attribute Value Indicates whether or not the attribute value applies to a class -
both Boolean and Text values.

Category Attribute Mapping View

Use the Category Attribute Mapping view to maintain the mapping of Attribute
Names to a Product Category.

Figure 3—4 Category Attribute Mapping View

~ Category Attribute Mapping

FH  mMeasure

e i)

B2 E M| & [Find. -3 4 | HE e m

Brand BrandTier Decaf

Baby Food O O O
Canned Vegetables O O O
Coffes
Cookies (I O O
Juice D D D
Pasta (I O O
Salty Snacks D D D

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

Table 3-3 Category Attribute Mapping Measure

Label Definition

Category/Attribute Map This measure stores the mapping of Attribute Names to a
Category.
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SKU Attribute Maintenance View
Use the SKU Attribute Maintenance view to maintain Attribute Values mapping to a
SKU or item.

Figure 3-5 SKU Attribute Maintenance View

~ SKU Attribute Maintenance

B Measure

[ Aot Ve

B3| E 0l | | [Find.. > 3 4 HBEcem

Brand BrandTier Decaf

1234753 - Folgers Dark folgers value coffee~dec...
1234759 - Folgers Medium | folgers value coffee~dec...
1234762 - Folgers folgers value coffee~dec...
1234765 - Folgers French | folgers value coffee~dec...
1234768 - PL 100% pl value coffee~dec...
1234780 - Maxw ell House | maxwell_ho... value coffee~dec...

Table 3—4 lists the measure available in this view.

Table 3—-4 SKU Attribute Maintenance Measure

Label Definition

WP Attribute Value Indicates if the attribute value applies to a class - both Boolean
and Text values.

IPI Setup Step

The weights set in the IPI Setup step are used to pre-populate the IPI weights which
are used in the Assortment Planning @ Cluster task. They can then be overridden by
the Category Manager to achieve category-specific objectives. These weights are
pre-populated using retail industry best practices, and may be updated to match a
specific retailer's process at the time of implementation.

This step contains five views:

= Assign Attribute Name Weights View

= Assign Attribute Value Weights View

= Assign Consumer Segment Weights View
m  Assign Focus Area Weights View

= Assign Metric Weights View

Assign Attribute Name Weights View

Use the Assign Attribute Name Weights view to set the weights for the product
attribute names to be used in the SKU's/Item's IPI score calculations. The weights
should add up to 100%. Assigned weights add emphasis to those attributes for
consideration in the IPI calculation.

3-4 Oracle Retail Category Management User Guide for the RPAS Fusion Client



IPI Setup Step

Figure 3—-6 Assign Attribute Name Weights View

~ Assign Attribute Name Weights

Ed | Measure  Strategy >
|Aﬂribute Mame Weight -ICaQ1 Generating I.
BRI & | & | [Find.. > & 4 H Ecam @ el
Ethnic Gourmet
Interests Shoppers
Canned Beans Brand 0.00 0.00
BrandTier 0.00 0.00
Decaf 0.00 0.00

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

Table 3-5 Assign Attribute Name Weights Measure

Label Definition

Attribute Name Weight The percentage of weightage assigned for the attribute names'
IPI calculations.

Assign Attribute Value Weights View

Use the Assign Attribute Value Weights view to set the weights for the product's
attribute values to be used in a SKU’s/Item's IPI score calculations. Increasing or
decreasing the value for an Attribute Value Weight increases or decreases the IPI score
for items with that attribute value. The average Attribute Value Weight score should
equal 1.00.

Figure 3-7 Assign Attribute Value Weights View

~ Assign Attribute Value Weights

E3  Measure  Strategy >
|Attribute Value Weight -ICa§1 Generating I.
B2 El | & [Find.. >3 ¢ HBEcmE 8
Ethnic Gourmet
Interests Shoppers
Canned Beans 12 CT 1.00 1.00
12 0z 1.00 1.00
30 oz 1.00 1.00
45 CT 1.00 1.00

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

Table 3-6 Assign Attribute Value Weight Measure

Label Definition

Attribute Value Weight The percentage of weightage assigned for the attribute values'
IPI calculations.

Assign Consumer Segment Weights View

Use the Assign Consumer Segment Weights view to set weights for different consumer
segments buying at the retailer in the market. These consumer segment weights are
then used in the SKU's/Item's IPI score calculations. These weights should add up to
100%.
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Figure 3-8 Assign Consumer Segment Weights View

~ Assign Consumer Segment Weights

B3 Location »
[Esmmers UsA].
R E | 2| [Find.. ~ 3 ¢ HBEEm
Consumer
Seg Weight
Coffee Ethnic Interests 0.0%
Gourmet Shoppers 0.0%
Livin Large 0.0%
Matural N Healthy 0.0%
Simply Senicrs 0.0%
Soccer Moms 0.0%
| Value Seshers 0.0%

Table 3-7 lists the measure available in this view.

Table 3-7 Assign Consumer Segment Weights Measure

Label Definition
Consumer Seg Weight Assortment Planning @ Cluster Working Plan Consumer
Segment Weight Value.

Assign Focus Area Weights View

Use the Assign Focus Area Weights view to set weights for focus areas, which are used
in the SKU's/Item's IPI score calculations. These weights should add up to 100%.

Figure 3-9 Assign Focus Area Weights View

~ Assign Focus Area Weights
E3  Measure  Strategy

IFocus Area Weight I-lCa§1 Genersting =

B E | 2| Find.. AV S - B E == T I O
Affributes Demand

Transference

Value Seekers 0.1% 0.0 %

~ Coffee Ethnic Interests 0.1% 0.0 %
Gourmet Shoppers 0.1% 0.0 %

Livin Large 0.1% 0.0 %

Matural N Healthy 0.1% 0.0 %

Simply Seniors 0.1% 0.0 %

Soccer Moms 0.1% 50.0 %

Value Seekers 0.1% 50.0 %

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

Table 3-8 Assign Focus Area Weights Measure

Label Definition

Focus Area Weight Assortment Planning @ Cluster Working Plan Focus Area
Weight Value. The weightage assigned to individual focus areas
for a particular product category.
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Consumer Segment Step

Assign Metric Weights View

Use the Assign Metric Weights view to set the mix of weights for different retail
metrics or measures to be used for a SKU's/Item's IPI score calculations. These
weights should add up to 100%.

Figure 3—-10 Assign Metric Weights View

~ Assign Metric Weights

B cons umer Segment  Strategy >
[Ethnic Interests| - [ Cash Genersting |-
B E ) (Find. >3 4 | HEEcem e Wl
Canned Beans
Adffributes Demand Loyalty Market Performance
Transference Basket

Sales R Weight 0.0% 0.0 % 0.0 % 100.0 % 50.0 %
Sales U Weight 0.0 % 0.0% 0.0% 0.0 % 0.0 %
Gross Profit Weight 0.0 % 0.0% 0.0% 0.0 % 0.0%
Gross Profit % Weight 0.0% 0.0% 0.0 % 0.0 % 50.0 %
Exclusivity Weight 0.0 % 0.0% 0.0% 0.0 % 0.0%
Loyalty Weight 0.0% 0.0 % 0.0 % 0.0 % 0.0%
Switching Weight 1158 % 2507 % 131.2 % 207.0 % 108.8 %
Worth Weight 197.8 % 264.5% 166.3 % 226.0 % 163.2 %

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

Table 3-9 Assign Metric Weights Measures

Label Definition

Sales R Weight The percentage of weightage given to the sales retail metric for
individual focus areas in IPI calculations for any category.

Sales U Weight The percentage of weightage given to the sales unit metric for
individual focus areas in IPI calculations for any category.

Gross Profit Weight Administrator Default Value Gross Profit Weight Value.

Gross Profit % Weight Administrator Default Value Gross Profit % Weight Value.

Exclusivity Weight Administrator Default Value Exclusivity Weight Value. The

weightage assigned to individual focus areas keeping in mind
their exclusivity.

Loyalty Weight Administrator Default Value Loyalty Weight Value. The
weightage assigned to individual focus areas based on the
loyalty associated with them.

Switching Weight Administrator Default Value Switching Weight Value.
Worth Weight Assortment Planning @ Cluster Working Plan Worth Weight
Value.
Consumer Segment Step

This step contains two views:
= Assign Consumer Segment Distribution View

= Assign Consumer Segment Status View
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Assign Consumer Segment Distribution View

Use the Assign Consumer Segment Distribution view to see the contribution of
individual consumer segments to the overall sales at the retailer for different product
categories in the past. It is represented in the form of Consumer Segment Distribution.

Figure 3-11 Assign Consumer Segment Distribution View

~ Assign Consumer Segment Distribution

B  Location >
[Esmmares USA]-
B E | & [Find.. >3 4 |HMEsm
Consumer
Seg
Distribufion
Coffee Ethnic Interests 0.0 %
Gourmet Shoppers 30.0 %
ﬂ Livin Large 0.0%
Matural M Healthy 0.0 %
Simply Seniors 0.0 %
Soccer Moms 40.0 %
Value Seekers 300 %

Table 3-10 lists the measure available in this view.

Table 3—-10 Assign Consumer Segment Distribution Measure

Label Definition

Consumer Seg Distribution ~Administrator Default Value Consumer Segment Distribution
Value. The percentage of consumers who belong to a given
consumer segment fora given store cluster.

Assign Consumer Segment Status View

Use the Assign Consumer Segment Status view to review the consumer segment
distribution in a market (trading area) and see the respective contribution to retailer's
business.

Figure 3-12 Assign Consumer Segment Status View

~ Assign Consumer Segment Status
B3 Measure Calendar K ¢ 3> ¥

|WF' Consumer Sag Status -I 1=t Qrir, FY2014 I.

B @& | | [Find.. -3 4
e-commerce USA

Baby Food Ethnic interests
Canned \Vegetables Gourmet Shoppers
Coffee Livin Large
Cookies Natursl N Healthy
Juice Simply Seniors
Pasta Soccer Moms
Salty Snacks Soccer Moms |~

Table 3-11 lists the measure available in this view.
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Set Default Tactics Step

Table 3-11 Assign Consumer Segment Status Measure

Label Definition
WP Consumer Seg Status The status of a consumer segment; Primary, Secondary, and so
on.

Set Default Tactics Step
The Set Default Tactics step has two views:
= Set Default Tactics View
= Space Related Tactics View
Use these views to assign tactics for each tactical area:
= Assortment
= Inventory
s Pricing
= Promotion
= Space

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

Set Default Tactics View

Use the Set Default Tactics view to maintain the superset of tactics (tactics values) for a
retail business tactical area such as Assortment, Pricing, Space, and so on. Tactics are
the possible approaches suggested in the category plan for a specific tactical area. For
example, in the area of Assortment, tactic values could be expand the assortment or
increase PL (private labels). Tactics are assigned at the sub-category level in a category
plan. This is done to maintain alignment to actions required at the sub-category level
as per the role and strategy assigned to achieve the business targets at the category
level. Roles, Strategies, and Tactics are part of the category plan.

Figure 3—13 Set Default Tactics View

~ Set Default Tactics

B3 Product Location |Measure K ¢ ¥ ¥
[Ground|-[ecommerse USA - [ WP Tactic Values -

EA & ) 2| [Find.. ~ & ¢ |HEEcam @ e

Assortment Inventory Pricing Promotion Space

01 Maintain Maintain Market Aggressive  Maintain

02 Decrease Increase Meet Promote Increase

03 Increase Decrease Be within X% Coupon Decrease

04 Refresh - Increase PL  Loyalty Seasonal Change

05 Increase PL Maintain Tailer Offers  Adjust

06 Decrease PL Increase Funded

o7 Expand Sub- Decrease

Table 3-12 lists the measure available in this view.
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Table 3—-12 Set Default Tactics Measure

Label Definition

Wp Tactic Values Administrator Working Plan Tactic Values Boolean and Text.
Tactics are the suggested actions in a tactical area like
Assortment, Pricing, Space, and so on, at the sub-category level
in alignment with Role and Strategy for a category to meet the
business targets.

Space Related Tactics View

Use the Space Related Tactics view to set the tactics information to be sent to the
Oracle Retail Optimization Engine (OROE) module of ORASE (Oracle Retail
Advanced Science Engine) and Space Management systems Macro Space Management
(MSM).

Figure 3—-14 Space Related Tactics View

~ Space Related Tactics

i
B E | | [Find.. > 3 ¢
WP Tactic Values

Assortment |
Inventory D
Pricing O
Promotion |
Space D

Table 3-13 lists the measure available in this view.

Table 3-13 Space Related Tactics Measure

Label Definition

Wp Tactic Values Administrator Working Plan Tactic Values Boolean and Text.

Calendar Mapping Step
This step has two views:, Quarter Mapping and Week Mapping.
s Quarter Mapping View
= Week Mapping View

Use these views to assign and validate the last year quarter or week mapping. By
default, the loaded file maps the last year as the same quarter or week last year. The
mapping for any quarter or week can be reassigned in this workbook.

Quarter Mapping View

Use this view to assign and validate the last year quarter mapping. By default, the
loaded file maps the last year as the same quarter last year. The mapping for any
quarter can be reassigned in this workbook.
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Assign DT SKU Cutoff Step

Figure 3—15 Quarter Mapping View

~ Quarter Mapping

=
ERE | & | [Find.. - & 4 |H Ecam @ ool
15t Qrir, 2nd Qirir, 3rd Qirir, 4th Qrtr,
LY Quarter Mapping qi_2012 q2_2012 q3_2012 qd_2012

Table 3-14 lists the measure available in this view.

Table 3-14 Quarter Mapping Measure

Label Definition

LY Quarter Mapping Administrator Last Year Quarter Mapping Text. Identifies the
quarter used for mapping as last year.

Week Mapping 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 3-16 Week Mapping View

~ Week Mapping

sz}

B3 El | 12| [Find.. >3 ¢ HBEcm@ 4l
21212011 21192011 2/26/2011 352011

Week Position wi1_2011 wi2_2011 w03_2011 w 42011

L Week Mapping WO1_2012  WO02_2012 W03 2012 W04_2012

Table 3-15 lists the measures available in this view.

Table 3—-15 Week Mapping Measures

Label Definition
Week Position Administrator Default Value Week Position Text.
LY Week Mapping Identifies the week used for mapping as last year.

Assign DT SKU Cutoff Step

This step has one view.

Assign DT SKU CutOff View

Use this view to define DT SKU CutOff %, which is used when applying Demand
Transference to an assortment to calculate the No. of Significant Substitute SKUs for
the Substitutable Demand from a SKU to its Substitute SKUs. Refer to the definition of
Assign DT SKU CutOff % for more details.
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Figure 3—-17 Assign DT SKU Cutoff View

~ Assign DT SKU Cutoff

B Measure

[57 skusuior]-

B E | & [Find.. > 3 o4 HBEcamE 8l

e-Commerce HNortheast Northw est Southeast Southw est

Canned Beans 0.0 % 0.0 % 0.0% 0.0 % 0.0 %
Canned Corn 0.0% 0.0 % 0.0% 0.0 % 0.0%
Canned Foods 0.0 % 0.0 % 0.0% 0.0 % 0.0 %
Canned Peas 0.0% 0.0% 0.0% 0.0% 0.0%
Crackers 0.0% 0.0% 0.0% 0.0 % 0.0%
Everyday Cookies 0.0% 0.0 % 0.0% 0.0 % 0.0 %
Ground 0.0% 0.0% 93.0 % 0.0 % 0.0%

Table 3-16 lists the measure available in this view.

Table 3-16 Assign DT SKU Cutoff Measure

Label

Definition

Assign DT SKU Cutoff %

Refers to the chunk of (percentage of) substitutable demand of a
parent SKU, the user wants to see in the app or in the
worksheets (Review Assortment type and Review DT Details).
This threshold value is defined as percentage of Substitutable
Demand (Substitutable Demand Sales). The No. of Significant
Substitute SKUs is calculated on the basis of DT SKU Cut-Off %.
It can be defined at the sub-category or trading area level. The
reason or requirement of this measure comes from the fact that
substitutable sales that get transferred to substitute SKUs have a
tapering effect on a threshold value and looking into the details
of the insignificant substitutable demand's distribution is not
desired.

Next Steps

After completing all of the Category Management Administration steps, commit the
workbook. Continue to the Category Management Planning Activity.
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Category Planning Task

There are six steps under the Category Planning task and each step contributes to the
final category plan being derived from this task. The objective is to view and analyze
information from diverse sources such as Syndicated Market Data, Syndicated
Household Panel Data, retailer's actuals and forecast data, Loyalty Card Data, and so
on. RCM uses this information to drive the review, creation and approval of category
plans. Category Plans consist of sub-category level targets in the form of various retail
business measures such as Sales, Gross Profit, Inventory Level, Private Label specific,
Promo specific, and so on, and an assignment of roles, strategies and tactics for
categories and sub-categories.

This task has the following steps:

= Category Performance Review Step

= Define Retail Strategy Step

= Assign Category Role Step

= Assign Category Strategies Step

»  Assign Category Tactics Step

»  Set Targets and Approve Category Plan Step

Create the Category Planning Workbook
To create the workbook:

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

Figure 4-1 Category Planning Task

s Cabegory Planning 5]
Category Performance Review
Define Retail Strategy 5
Assign Category Role [}
Assign Category Strategies
Assign Category Tactics ]
Set Targets and Approve Category Plan S

The workbook wizard opens.

2. Select one location and move it to the Selected Items box. Click Next.
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Create the Category Planning Workbook

Figure 4-2 Workbook Wizard Select Location Page

‘Workbook Wizard
¢
Location Calendar Praduct
t
 Select Location Selected Locations
| Available ltems Selected Iltems
View~ | Dimension | | [Find. 3 @ ‘ i Detach View= | Dimension | | Finc.. S ite s | »
| |Label Label
e-commerce USA + Northwest
| Northeast
1 + Northwest
Southeast
Southwest
$ Add
& Add Al
4 Remove
4% Remove All

Use Drag and Drop to add Available ltems to Selected ltems, use shift-click and Add for multiple selections, or Add All for all items.
Synchronize Hierarchies

Cancel Previous HNext Finish

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

Figure 4-3 Workbook Wizard Select Periods Page

Workbook Wizard
¢
Location Calendar Product
t
 Select Period Selected Periods
| Available ltems Selected Iltems
View~ | Dimension ‘ Find.. & @ ‘ o Detach View - ‘ Dimension | Find... & & | B 1 | »
| |Label Label
st Qrir, FY2011 + 1stQrir, FY2013
'] zndomFyao1 | owmdamFvzols
| 3rd Qrir, FY2011 + 3rd Qrir, FY2013
#h arr FYzo11 CwanamFvzon
st Qrir, FY2012 + 15t Qrir, FY2014
2nd Citr, FY2012 Covesom POl
3rd Qrir, FY2012 S Add + 3rd Qrir, FY2014

4th Qrir, FY2012
~ 1st Qrir, FY2013

 Add Al

4 Remove

~ 3rd Qrir, FY2013 42 Remove All

~ 1st Qrir, FY2014

~ 3rd Qrir, FY2014

st Qrir, FY2015

Rows Selected 7 Rows Selected 7

Use Drag and Drop to add Available ltems to Selected ltems, use shift-click and Add for multiple selections, or Add All for all items.
Synchronize Hierarchies

Cancel Previous HNext Einish

4. Select the categories and move them to the Selected Items box. Click Finish.
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Category Performance Review Step

Figure 4-4 Workbook Wizard Select Category Page

| Workbook Wizard

| Select Category

. Available ltems

View ~ Dimension
Label
Baby Food
Canned Vegetables
+ Coffee
Cookies
Juice
Pasta
Salty Snacks

The workbook is created.

Category Performance Review Step

Calendar Product

Selected Categories
Selected ltems

Use Drag and Drop to add Available items to Selected ltems, use shift-click and Add for multiple selections, or Add All for all items.
Synchronize Hierarchies

View = Dimension Find.. T B »
Label
+ Coffee
& Add
58 Add All
4 Remove
<2 Remove All
Cancel Previous

The Category Performance Review Step is a dashboard view for the user to assess the
performance of a category and sub-category against the targets set for the approved

category plan. This comparison is made during the in-season for the current planning
period and during the pre-season for past planning periods.

Scorecard Summary View

This step has one view, Scorecard Summary. Use this view to assess the performance

categories and respective sub-categories.

The Scorecard Summary view also contains three measure profiles for basic retail
parameters like Sales, Gross Profit, and so on:

s Sales

s Promo Sales

m Private Label Sales
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Figure 4-5 Scorecard Summary Sales Measure Profile View

Scorecard Summary

~ Scorecard Summary

B3 Location cCalendar > 3

[Northwest -[Fv2013 [ 1st Ortr, Fy2013]-

B E o Fing. >3 ¢ HEEcemE Wl

Ground Instant Single Serve Whole

LY Sales R 48,384.5 K 10,041.0 K 18,1161 K 217331 K
WP Sales R 48384 5K 10,041.0 K 18,1161 K 217331 K
WP Sales varto LY R 0.0 % 0.0 % 0.0 % 0.0 %
0P Sales R 5,000,000.0 K 20,0000 K 300,000.0 K 300,000.0K
OP Sales var to LY R 10233.9 % 99.2 % 1556.0 % 1280.4 %
L% Gross Profit R 11,2457 K 30404 K EATT2ZK 74335K
L Gross Profit % 232% 303 % 286% 342%
WP Gross Profit R 0.0K 00K 00K 00K
WP Gross Profit % 0.0 % 0.0 % 0.0 % 0.0 %
WP Gross Profit var to LY R -100.0 % -100.0 % -100.0 % -100.0 %
OP Gross Profit R 200,000.0 K 7,000,000.0 K 20,000,000.... %0,000,000....
0P Gross Profit % 4.0 % 35000.0 % 26666.7 % 30000.0 %
0P Gross Profit var to LY R 1678.5% 230M31.0% 1545141.4% 12106364 %
LY Avglnv R 4691.0K 8695 K 17565 K 218K
WP Avg Inv R 42845K 28314 K 1,586.8 K 18188 K
OP Avg Inv R 440,680.7T K 1,755.5K 264425 K 26,5009 K
L% Turn 103 10.4 10.3 10.3
WP Turn 11.3 11.4 11.3 1.3

0P Turn "3 114 1.3 13

Table 4-1 lists the measures available in the Scorecard Summary Sales Measure Profile
View.

Table 4-1 Scorecard Summary Sales Measure Profile Measures

Label Definition

LY Sales R Category Planning and Assortment Planning @ Cluster. Last
Year's Promo Sales Retail. Last year sales revenue due to a
promotion for the item obtained from a third party. The data is
typically obtained quarterly.

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales retail for the item.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

OP Sales R The Pre-Season planned sales revenue for the item.

OP Sales var to LY R Assortment Planning @ Cluster and Category Planning Original
Plan Promo Sales variance to Last Year Retail.

LY Gross Profit R Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

LY Gross Profit % Category Planning and Assortment Planning @ Cluster Last Year

Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.
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Table 4-1 (Cont.) Scorecard Summary Sales Measure Profile Measures

Label Definition

WP Gross ProfitvartoLY =~ Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit variance to Last Year Retail.

OP Gross Profit R Category Planning and Assortment Planning @ Cluster Original
Plan Gross Profit Retail The Pre-Season Planned Retail Sales
minus Last Year's Cost of Goods Sold.

OP Gross Profit % Assortment Planning @ Cluster Original Plan Private Label
Gross Profit Percent. Pre-Season approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

OP Gross Profit var to LY Category Planning Original Plan Gross Profit variance to Last

Year Retail.

LY Avg Inv R Category Planning and Assortment Planning @ Cluster Last Year
Average Inventory Retail.

WP Avg Inv R Category Planning and Assortment Planning @ Cluster Working
Plan Average Inventory Retail.

OP Avg Inv R Assortment Planning @ Cluster and Category Planning Original
Plan Average Inventory Retail.

LY Turn Category Planning and Assortment Planning @ Cluster Last Year
Turn Retail Ratio.

WP Turn Assortment Planning @ Cluster and Category Planning Working

Plan Turn Retail Ratio. The current planned number of times a
retailer expects to sell out of its complete inventory in a given
period of time..

OP Turn Category Planning and Assortment Planning @ Cluster Original
Plan Turn Retail Ratio. The Pre-Season approved number of
times a retailer expects to sell out of its complete inventory in a
given period of time.

Figure 4-6 Scorecard Summary Promo Sales Measure Profile View

~ Scorecard Summary

B3 Location  calendar > 3
[Morthwest |« [FY2013 | [ 1st Qrtr, FY2013 ]«
B2 E || [Find. >3 4 HBEcmA A
Ground Instant Single Serve Whole
Ly Sales R 48,3845 K 10,041.0 K 18,116.1 K 21,7331 K
WP Sales R 48,384.5 K 10,041.0 K 1B1M61K 217331 K
WP Sales varto LY R 0.0% 0.0 % 0.0 % 0.0 %
OP Sales R 5,000,0000K  20000.0K 300,000.0K 300,000.0K
OP Sales varto LY R 10233.9% 99.2 % 1556.0 % 1280.4 %
LY Promo Sales R 11,0831 K 2MB1K 57726 K 44788 K
Ly Promo Sales contrib to LY 229% 201 % 31.9% 206 %
WP Promo Sales R 9,636.5 K IT2TK 5,080.8 K 5,780.2K
WP Promo Sales contrib to 19.9% 371 % 336% 266 %
WP Promo Sales var to LY R -13.1 % 4.4 % 53% 291 %
OP Promo Sales R 89,6365 K ITNTK 65,0808 K 57802 K
OP Promo Sales contrib to OP 0.2% 186 % 20% 1.9%
OP Promo Sales var to LY R -13.1 % &4.4 % 5.3% 291 %
LY Gross Profit R 11,2457 K 30404 K SATT2K T4335K
| L Gross Profit % 232% 303 % 286 % 342%
WP Gross Profit R 0.0 K 00K 00K 00K
WP Gross Profit % 0.0 % 0.0 % 0.0 % 0.0 %
WP Gross Profit varto LY R -100.0 % -100.0 % -100.0 % -100.0 %
OP Gross Profit R 200,000.0 K 7,000,000.0 K 80,000,000... 90,000,000...
OP Gross Profit % 40% 35000.0% 266667 % 30000.0 %
0P Gross Profit var to LY R 1678.5% 230131.0% 1545141.4% 12106364 %
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Table 4-2 lists the measures available in the Promo Sales Measure Profile View.

Table 4-2 Scorecard Summary Promo Sales Measure Profile Measures

Label Definition

LY Sales R Category Planning and Assortment Planning @ Cluster. Last
Year Promo Sales Retail. Last year sales revenue due to a
promotion for the item obtained from a third party. The data is
typically obtained quarterly.

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

OP Sales R The Pre-Season planned sales revenue for the item.

OP Sales var to LY R Assortment Planning @ Cluster and Category Planning Original

Plan Promo Sales variance to Last Year Retail.

LY Promo Sales R Last year sales revenue due to a promotion for the item obtained
from a third party. The data is typically obtained quarterly.

LY Promo Sales contrib to Assortment Planning @ Cluster and Category Planning Last Year

LY Promo Sales contribution to Last Year Retail.

Wp Promo Sales R Current approved Promotional sales revenue for the item
obtained from a third party. The data is typically obtained
quarterly.

WP Promo Sales contrib to ~ Represents the contribution to promotional sales by an item (or a
WP Sales R product dimension) to the overall sales value/revenue.

WP Promo Sales var to LY R Category Planning and Assortment Planning @ Cluster Working
Plan Promo Sales variance to Last Year Retail.

OP Promo Sales R Pre-Season planned sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

OP Promo Sales contrib to  Category Planning and Assortment Planning @ Cluster Original
OP Sales R Plan Promo Sales contribution to Original Plan Retail.

OP Promo Sales var to LY R Category Planning and Assortment Planning @ Cluster Original
Plan Private Label Sales variance to Last Year Retail.

LY Gross Profit R Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

LY Gross Profit % Category Planning and Assortment Planning @ Cluster Last Year

Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in PIP calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

WP Gross Profit var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit variance to Last Year Retail.

OP Gross Profit R Category Planning and Assortment Planning @ Cluster Original
Plan Gross Profit Retail The Pre-Season Planned Retail Sales
minus Last Year's Cost of Goods Sold.
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Table 4-2 (Cont.) Scorecard Summary Promo Sales Measure Profile Measures

Label Definition

OP Gross Profit % Assortment Planning @ Cluster Original Plan Private Label
Gross Profit Percent. Pre-Season approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

OP Gross Profit var to LY Category Planning Original Plan Gross Profit variance to Last

Year Retail.

Figure 4-7 Scorecard Summary Private Label Measure Profile View

~ Scorecard Summary

3 Location  cCalendar >

[Morthwest | [Fr2013 |1stcn. FY2D13|-

B E & (Fing A ST S - I E = G

Ground Instant Single Serve Whole

LY Sales R 48,3845 K 10,041.0K 181161K 217331 K
WP Sales R 43,3845 K 10,041.0 K 18,1161 K 217331 K
WP Sales varto LY R 0.0% 0.0 % 0.0% 0.0 %
OP Sales R 5,000,0000 K  20000.0K 300,0000K 300,0000K
OP Sales varto LY R 10233.9 % 99.2 % 1556.0 % 1280.4 %
LY Private Label Sales R 4,694.5 K 00K 32556 K 0.0 K
LY Private Label Sales 97 % 0.0 % 18.0 % 0.0 %
WP Private Label Salez R 46845K 00K 32556 K 00K
WP Private Label Sales 8.7 % 0.0% 18.0 % 0.0 %
WP Private Label Sales var to 0.0% 0.0 % 0.0% 0.0 %
OP Private Label Sales R 4,694.5 K 00K 32556 K 0.0 K
OP Private Label Sales 0.1% 0.0 % 1.1% 0.0 %
0P Private Label Sales var to 0.0 % 0.0% 0.0 % 0.0 %
LY Gross Profit R 11,2457 K 30404 K 51772 K 7,4335K
LY Gross Profit % 232% 303 % 286% 342%
WP Gross Profit R 00K 00K 00K 0.0K
WP Gross Profit % 0.0% 0.0 % 0.0 % 0.0 %
WP Gross Profit var to LY R -100.0 % -100.0 % -100.0 % -100.0 %
OP Gross Profit R 200,000.0 K 7,000,000.0 K 80,000,000... 90,000,000..
0P Gross Profit % 4.0 % 35000.0 % 26666.7 % 30000.0 %
OP Gross Profit var to LY R 1678.5% 230131.0% 1545141.4% 12106364 %
L Private Label Gross Profit 22442 K 00K 1,688.1 K 00K
LY Private Label Gross Profit 478% 0.0 % 522% 0.0 %
WP Private Label Gross Profit 22442 K 00K 1,698.1 K 00K
WP Private Label Gross Profit 478 % 0.0% 522% 0.0 %
WP Private Label Gross Profit 0.0% 0.0% 0.0 % 0.0 %
OF Private Label Gross Profit 2,244 2 K 00K 1,688.1 K 00K
OP Private Label Gross Profit 478% 0.0 % 522% 0.0 %
OP Private Label Gross Profit 0.0 % 0.0 % 0.0 % 0.0 %

Table 4-7 lists the measures available in the Private Label Measure Profile View.

Table 4-3 Scorecard Summary Private Label Measure Profile Measures

Label Definition

LY Sales R Category Planning and Assortment Planning @ Cluster. Last
Year Promo Sales Retail. Last year sales revenue due to a
promotion for the item obtained from a third party. The data is
typically obtained quarterly.

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

OP Sales R The Pre-Season planned sales revenue for the item.

Category Planning Task 4-7



Define Retail Strategy Step

Table 4-3 (Cont.) Scorecard Summary Private Label Measure Profile Measures

Label Definition

OP Sales var to LY R Assortment Planning @ Cluster and Category Planning Original
Plan Promo Sales variance to Last Year Retail.

LY Private Label Sales R Assortment Planning @ Cluster and Category Planning Last Year
Private Label Sales Retail. The Sales dollars for the retailer brand
during the last fiscal year.

LY Private Label Sales Category Planning and Assortment Planning @ Cluster Last

contrib to LY R Year Promo Sales contribution to Last Year Retail.

Wp Private Label Sales R Category Planning Working Plan Private Label Sales Retail. The
current planned retailer brand sales average unit's retail for the
item.

WP Private Label Sales Category Planning and Assortment Planning @ Cluster Working

contrib to WP Sales R Plan Private Label Sales contribution to Working Plan Sales

WP Private Label Sales var
toLYR

OP Private Label Sales R

OP Private Label Sales
contrib to OP Sales R

OP Private Label Sales var
toLYR

LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

WP Gross Profit %

WP Gross Profit var to LY R

OP Gross Profit R

OP Gross Profit %

OP Gross Profit var to LY

Retail.

Category Planning and Assortment Planning @ Cluster Working
Plan Private Label Sales variance to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Private Label Sales Retail. Pre-Season planned sales
revenue for the retailer brand obtained from a third party. The
data is typically obtained quarterly.

Category Planning and Assortment Planning @ Cluster Original
Plan Promo Sales contribution to Original Plan Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Private Label Sales variance to Last Year Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit variance to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Gross Profit Retail The Pre-Season Planned Retail Sales
minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster Original Plan Private Label
Gross Profit Percent. Pre-Season approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Category Planning Original Plan Gross Profit variance to Last
Year Retail.

Define Retail Strategy Step

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

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

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

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

The following data is required for this task:

Store clusters.

Predefined consumer segments.

Predefine trading areas.

Imported consumer decision trees in XML format.

Imported forecast from Oracle Retail Demand Forecasting (RDF).
Imported POS data from the retailer.

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

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

This step has the following views:

Analyze Target Shoppers View
Analyze Trading Area Opportunity View

Analyze Competition View

Analyze Target Shoppers View

Use this view to analyze target shoppers. This analytic provides insight into whether
or not the retailer is stronger compared to the total market with respect to a particular
consumer demographic group:

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

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

The view exists at the following levels:

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

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

Category (a level in the Product dimension) such as cereal or coffee
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Figure 4-8 Analyze Target Shoppers

~ 1.Analyze Target Shoppers

B Location j@ Meas
[ortrwest]- B3 cons
B @ [Find. ~ 3 ¢ BEEnEmEAEE VRS WL
Market Retailer Retailer HH harket Retz
Trading Area | Trading Area diff Market | Trading Area | Trading 4.0.. 3.2.
HH % HH % HH Spend % Spen 33 \\h 10
45, = 36 35-50
50 - 519,999 0% 40% 0.0% 30% : ﬂ‘l‘ W51-60
520,000 - 529,999 6.0% 80% 20% 50% 2 S8 6167
$30,000 - $39,999 8.0% 10.0 % 20% 80% | Market Trading... . .iﬁ* s
540,000 - 349,959 9.0 % 10.0 % 1.0% 9.0 % | 4767 % Al Al'v-’- =
550,000 - $69,999 10.0% 11.0% 1.0% 1.0% f 0. ‘ . Ay 1
70,000 - $89,999 14.0% 120 % 20% 13.0% ] 2. Q e . EEmty ...
$80,000 - $108,999 16.0 % 14.0 % -20% 17.0 % | 83 l A 1‘ m Hé?ge -
$110,000 - $149,99% 15.0 % 14.0 % -1.0% 16.0 % | o o
Retailer HH diff... Markat Trading... 2 M Older
$150,000+ 18.0 % 17.0% -1.0% 18.0 % | N N - k" Retire...
1 20.0% 19.0 % 0% 21.0% g 2t Bt 25 W SEs W Single...
5 20.0% 280 e 23.0% | 42 -.‘S\I& 24.. 10.. 8% 76... 7+ Startin...
34 32.0% 34.0 % 20% 30.0 % E 16 A“ 32. 51.. /‘ 25.. ]58123 l:r:oung..
56 14.0% 15.0% 10% 140% g 3® 38.. 25 2. W53 S
T+ 40% 40% 0.0% 20% Retailer Trading... Retailer Spend d...
18-24 16.0 % 18.0 % 20% 17.0 %
25-34 200% 21.0% 1.0% 21.0%
35-50 230% 240% 1.0% 23.0%
51-60 15.0 % 13.0 % -20% 15.0 %
61-67 14.0 % 13.0 % -1.0% 13.0 % j
68+ 12.0% 11.0% -1.0% 11.0 % |
Any 0-5 47.0% 49.0 % 20% 46.0 % ‘
Any 6-12 230% 21.0% -20% 23.0% :
Any 13-17 14.0 % 17.0% 30% 15.0 %
Empty nesters 12.0% 9.0 % -3.0% 13.0%
Middle-aged family 230% 21.0% -20% 220%
None <18 16.0 % 13.0 % -3.0% 16.0 %
Qlder singles 200% 19.0 % -1.0% 200%
Retired couples 10.0 % 10.0 % 0.0% 11.0%
Singles/couples no 13.0 % 13.0% 0.0 % 11.0 %
Starting out 10.0 % 15.0 % S50% 11.0 %
“roung family 11.0% 120 % 1.0% 11.0 %
“Young with toddlers 1.0% 1.0% 0.0 % 1.0%

Table 4—4 lists the measures available in this view. The data is loaded from Household
Panel data.

Table 4-4 Analyze Target Shoppers Measures

Label Definition

Market Trading Area HH % Category Planning and Assortment Planning @ Cluster Default
Value Market Trading Area Household Percent. The Percentage
of market households that belong to this profile.

Retailer Trading Area HH % The percentage of retailer shopper households that belong to
this profile.

Retailer HH diff Market HH Difference between Retailer Trading Area Household % and
Market Trading Area Household %. A Calculated measure
which uses the following formula: Retailer HH % minus Market
HH %.

Market Trading Area Spend Assortment Planning @ Cluster and Category Planning. Default
% Value Market Trading Area Spend Percent. The share of turnover
that this profile gets for the market.

Retailer Trading Area Spend Category Planning and Assortment Planning @ Cluster Default
% Value Retailer Trading Area Household Percent. The percentage
of retailer shopper households that belong to this profile.

Retailer Spend Diff Market A Calculated measure which uses the following formula:
Spend Retailer Spend % minus Market Spend %.

Key Take Away The user comments that can be saved for each task.
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Analyze Trading Area Opportunity View

Use this view to see the analytics that identify whether or not target shoppers offer a
total store opportunity by comparing selected metrics against national (or total

market).

This view exists at the following levels:

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

Empty Nester

s Trading Area (a level in the Location dimension)

s Category (a level in the Product dimension)

Figure 4-9 Analyze Trading Area Opportunity View

~ 2. Analyze Trading Area Opportunity

- 5

B Location :IE Measure
Nerthwest |« EA  consumer Segment
—an
@ @ | 2| Fing Sl G BEEEANN RE SR e
Total Shopping | Shopping #of ¥
Shoppers | Frequency | Frequency | Categoriesin | Cateoo
Index Index Basket | Basket
Cans 'n Boxes 148.00 52.00 135.82 89.00 52 . .
Comfortable Couples. 61.00 16.00 4179 28.00
Famiy Budgeters 92.00 40.00 10448 112,00
Golden Foodies 108.00 52.00 135.82 30.00 .
Livin' Large 38.00 32,00 83.58 90.00 47
Soccer Moms 98.00 28.00 7313 58.00
Unique 'n Thrifty 154.00 48.00 125.37 90.00

26 46 66 86 106 126 146 166

@ Cans 'n Boues Comfortable Couples @ Family Budgeters
@ Golden Foodies @ Livin' Large @ Soceer Moms
@ Unigue 'n Thrifty

Table 4-5 lists the measures available in this view. The data is loaded from Household

Panel data.

Table 4-5 Analyze Trading Area Opportunity Measures

Label Definition

Total Shoppers Index Assortment Planning @ Cluster Default Value Top Shopper
Index. Represents the tier-1 of loyalty customers as determined
in the retailers' loyalty solutions.

Shopping Frequency Category Planning Default Value Shopping Frequency. Used for

Shopping Frequency Index

the shopping frequency of various consumer segments.

Category Planning Default Value Shopping Frequency Index.
Shopping frequency index of various consumer segments,
segment or category as a whole.
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Table 4-5 (Cont.) Analyze Trading Area Opportunity Measures

Label Definition

# of Categories in Basket Category Planning Default Value Number of Categories in
Basket.

# of Categories in Basket Category Planning Default Value Number of Categories in

Index Basket Index. The number of categories in the basket index by

consumer segment.
Avg. Basket Value The Average basket value of various consumer segments.

Avg. Basket Value Index Category Planning Default Value Average Basket Value Index
Average basket value index of various consumer segments.

Key Take Away The user comments that can be saved for each task.

Analyze Competition View

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

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

»  Category (a level the Product dimension)

Figure 4-10 Analyze Competition View

| 3. by Cuvmpcl L
~| 3. Analyze Competition

A Lein L]
ER  Location | P [EmonnmieT]-
+ commerce USA |- =alll sz

Baw k| [Fr -3 4 mBRchmARd
ValueShare | Penetradon | Loyalty (%t of Spand Index Key Take
(% Buyingak  Buyer Spend Away
Retaler]) % | atRaader]
L3

Competizor & 1190 34.0 % 35.0 % 100.00
Lompetior 8 b 0% 150 o L]
Competitar C 0.00 0.0 % 0.0 % 0.00 B
Lompetor 3 n.oo Lot LU % o.uu
Competitor £ 0.00 0.0% 0.0 % 0.00
Restof Market 0.00 DO 0o % 0.00
Spacas Grocery 1566 3BO% 40,0 86 103,00

Table 4-6 lists the measures available in this view. The measures are loaded from
Household Panel data.

Table 4-6 Analyze Competition Measures

Label Definition

Value Share Category Planning Default Value Share Value. The calculated
measure which uses the following formula: Penetration
multiplied by Loyalty Index multiplied by Spending Index.

Penetration (% Buying at Category Planning Default Value Penetration (% Buying at
Retailer) % Retailer) Percent. The percent of households buying at the
retailer.
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Table 4-6 (Cont.) Analyze Competition Measures

Label

Definition

Loyalty (% of Buyer Spend  Category Planning Default Value Loyalty (% of Buyer Spend at
at Retailer) Retailer) Percent. The Percent of the spending that retail buyers

spend at the retailer.

Spend Index Category Planning Default Value Spend Index (Buyer Spend

Compared to Average Spend) Index. The spending of buyers
compared to the average spend by retailer.

Key Take Away The user comments that can be saved for each task.

Assign Category Role Step

The retailer needs to view and analyze information from diverse sources and use that
information to determine what role each category plays for the retailer. Category
planning provides the ability to analyze category roles by providing insight into which
categories are most strategic in the market as well as which are most strategic 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 contains two Measure Profiles:

s Market

s Retailer

This step also contains 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

s Quadrant Analysis Tab:

Mkt Share / Growth / Category Size

Mkt Share / Growth / Sales View

Retailer Share / Growth / Category Size View
Retailer Share / Growth / Sales View
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= 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
= Analyze and Assign Category Role - Industry Model B Tab:
- Analyze Historic Performance - Industry Model B View
- Analyze Forecasted Performance - Industry Model B View

- Assign Category Roles - Industry Model B View

Analyze Market Share and Growth Tab

The following figure shows the four views for this tab.

Figure 4-11 Analyze Market Share and Growth Tab Views

Analyze Market Share and Growth Analyze Consumer Spend Quadrant Analysis »
~ 4, Analyze Value Share - ~ 3. Analyze Profit Contribution v b ¢ A
EA | Location E3 Measure BB Location | Calendar > 3 B measure
Northwest |- EA  Product Northwast |« [1st Qrr, FY2013]- EA  Product
. e . e
B2 &l i | & | [Fina O ¢ mEcmA WA B @l | & | [Fina O ¢ mEcmA WA
Spend ndex | Purchase | Value Share | Loyalty (% of Ly Gross | LvGross | WPGross | WP Gross
Frequency Buyer Spend Profit R Frofit % Profit R Frofit %
st Retailer)
Ground 11,2457 K 232% 0.0K 0.0%
Coffee 10.01 Instant 3,040.4 K 303 % 00K 0.0%
Single Serve 51772K 286% 0.0K 0.0%
Whole 74335K 342% 00K 0.0%
~ 2. Analyze Sales Trends > 4 oy 2 ~ 1. Analyze Market Share and Growth > 4 oy 2
E3 Location | Calendar > A :IE Measure B2 Location  Calendar > A :IE Measure
(o -[£5073]- B Proqus | [N (e mvmon]- B |Progua
e e
28l ®eeE s e @ | | Fng -3 G mEcmANR
000K Warkst Sales | Market Share | Retailer WP Sales | Market
R Market Share | Growth R % Turr
3.500K ©
3,000 Ground 1256126 K 485% 385% 0.0%
BT W Ground Instant 27,0606 K 104% 371% 0.0%
Instant Single Serve 50,905.8 K 196% 356% 0.0%
2.000K Whole 55,6041 K 215% 39.1% 0.0%
1,500K
1.000K
500K
o LY Sales U ¥ Sales R
< >

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 4-12.

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

»  Market (a level in the Location dimension)
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Figure 4-12 Analyze Market Share and Growth View (Market Measure Profile)

Analyze Market Share and Growth

Analyze Consumer Spend Quadrant Analysis »

~ 1. Analyze Market Share and Growth
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Table 4-7 lists the measures available in this view. The measures are loaded from

market scan competitive

data.

Table 4-7 Analyze Market Share and Growth Measures(Market Measure Profile)

Label Definition

Market Sales R Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Retail. The 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

Retailer Market Share %

Retailer Share of Market

Sales Growth %

Market Inv Turn

Market Inv Turn Rank

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market).

The percent of sales volume (dollars or units) that a particular
category, product segment, or item contributes to all the sales
volume in the market.

Assortment Planning @ Cluster and Category Planning Default
Value Retailer's Market Share Percent. The percent of sales
revenue for the item by retailer, obtained from a third party. The
data is typically obtained quarterly.

Category Planning Default Value Retailer's Share of Market Sales
Growth Percent. The value or volume sales increase or decrease
of the retailer divided by the total market expressed as a
percentage.

Category Planning Default Value Market Inventory Turn Retail
Ratio 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.

Category Planning Default Value Market Inv Turn Rank Retail
Ratio. Calculated if possible as an ordinal ranking of all
categories displayed.
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Figure 4-13 Analyze Market Share and Growth View (Retail Measure Profile)
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Table 4-8 lists the measures available in this view. The measures are loaded from
retailer scan competitive data.

Table 4-8 Analyze Market Share and Growth Measures (Retail Measure Profile)

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

WP Sales R Category Planning and Assortment Planning @ Cluster Working
Plan Sales by Consumer Segment Retail.

LY Gross Profit R Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

LY Gross Profit R % Category Planning and Assortment Planning @ Cluster Last Year

Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Analyze Sales Trends View

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

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

s Category (a level in the Product dimension)
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Figure 4-14 Analyze Sales Trends View
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Table 4-9 lists the measures available in this view.

Table 4-9 Analyze Sales Trends Measures

Label

Definition

LY Sales R

FC Sales R

Wp Sales R

LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

WP Gross Profit %

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales by Consumer Segment Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.
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Analyze Profit Contribution View

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

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

= Category (a level in the Product dimension)

Figure 4-15 Analyze Profit Contribution View
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Table 4-10 lists the measures available in this view.

Table 4-10 Analyze Profit Contribution Measures

Label Definition

LY Gross Profit R Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

LY Gross Profit % Category Planning and Assortment Planning @ Cluster Last Year

Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Analyze Value Share View

Use this view to analyze the value share. This information is best viewed as a bubble
chart.
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Figure 4-16 Analyze Value Share View
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Table 4-11 lists the measures available in this view.

Table 4-11 Analyze Value Share Measures

Label

Definition

Spend Index

Purchase Frequency

Value Share

Loyalty (% of Buyer Spend
at Retailer)%

Category Planning Default Value Spend Index (Buyer Spend
Compared to Average Spend) Index. The spending of buyers
compared to the average spend by retailer.

Category Planning Default Value Purchase Frequency Value. The
average number of times each buyer purchases an item over a
given time period from a particular retailer.

Purchase Frequency = Total Purchase Occasions # of Buying
Households.

Category Planning Default Value Share Value. The calculated
measure which uses the following formula: Penetration
multiplied by Loyalty Index multiplied by Spending Index.

Category Planning Default Value Loyalty (% of Buyer Spend at
Retailer) Percent. The 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 for which targeted consumers have shown a higher loyalty
to purchase versus other products within the category.

The discontinuation of these products could result in the target
consumer leaving the store. Loyalty is converted into an index
by comparing (dividing) the loyalty of Brand A by the average
loyalty of all brands within the category. Loyalty and the loyalty
index can be measured at all levels of data analysis (brand, size,
flavor, SKU, and so on).

Analyze Consumer Spend Tab

The following figure shows the initial views displayed for this tab.
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Figure 4-17 Analyze Consumer Spend Tab Views
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Analyze Cross Category Spending View

Use this view to analyze which 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.
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Figure 4-18 Analyze Cross Category Spending View
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The view exists at the following levels:
s Trading Area (a level in the Location dimension)
s Category (a level in the Product dimension)

Table 4-12 lists the measures available in this view. The measures are loaded from
Household Panel data.
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Table 4-12 Analyze Cross Category Spending Measures

Label

Definition

Item Trips per Buyer

Purchase Frequency

Market Share %

Retailer Market Share %

Market Sales Growth %

Item Revenue per Buyer

Category Planning and Assortment Planning @ Cluster Default
Value Item Trips per Buyer Value The number of times an
average buyer bought this item in this sub-category.

Category Planning Default Value Purchase Frequency Value. The
average number of times each buyer purchases an item over a
given time period from a particular retailer.

Purchase Frequency = Total Purchase Occasions # of Buying
Households.

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market)

The percent of sales volume (dollars or units) that a particular
category, product segment, or item contributes to all the sales
volume in the market.

Assortment Planning @ Cluster and Category Planning Default
Value Retailer's Market Share Percent. The percent of sales
revenue for the item by retailer, obtained from a third party. The
data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Default
Value Market Sales Growth Percent. The percent increase or
decrease in sales volume for the entire market from the prior
year.

The amount of dollars spent by an average consumer for a
specific market/region.

Analyze Spend Versus Frequency View

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

This view exists at the following levels:

= Consumer Segment (a level in the Location dimension)

= Market (a level in the Location dimension)

= Category (a level in the Product dimension)
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Figure 4-19 Analyze Spend vs. Frequency View
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Table 4-13 lists the measures available in this view. The measures are loaded from
market scan and retailer data.
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Table 4-13 Analyze Spend Vs. Frequency Measures

Label Definition

Annual Spend Index Category Planning Default Value Annual Spend Index. The
average annual dollar value that each of the Consumer
Segments spent on each of the categories.

Purchase Frequency Category Planning Default Value Purchase Frequency Value. The
average number of times each buyer purchases an item over a
given time period.

Purchase Frequency = Total Purchase Occasions # of Buying
Households.

Analyze Consumer Purchase Behavior View
Use this view to analyze consumer purchase behavior across categories.

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

s Consumer Segment (a level in the Location dimension)

Figure 4-20 Analyze Consumer Purchase Behavior
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Baby Food 35.0 % 89.18 14.50 4.43 7.5%
Canned Vegetables 40.0 %% 44.20 8.50 5.40 9.0 %
Coffee 26,0 % 95.66 9.50 9.83 20,0 %
Cookies 23.5% 19.55 8.50 3.93 12.0%
Juice 34.0 % 39.40 6.00 5.44 12.5%
Pasta 22.5% 2.97 3.50 2.99 13.5%
Salty Snacks 15.5 % 25.11 4.50 5.69 7.5%

Table 4-14 lists the measures available in this view.

Table 4-14 Analyze Consumer Purchase Behavior Measures

Label Definition

Item Penetration % Category Planning and Assortment Planning @ Cluster Default
Value Item Penetration Percent. The percent of households that
purchased a product group at least once within a given time
frame for a specific market/region. Sometimes called
Consumption Index.

Item Revenue per Buyer The amount of dollars spent by an average consumer for a
specific market/region.

Item Trips per Buyer Category Planning and Assortment Planning @ Cluster Default
Value Item Trips per Buyer Value. The number of times an
average buyer bought this item in this sub-category.

Item Spend per Item per Category Planning and Assortment Planning @ Cluster Default
Trip Value Item Spend per Item per Trip Value. The amount spent per
buyer trip on the item.

Item Spend on Promotion % Category Planning Default Value Item Spend on Promotion
Percent. The percentage of the item's total sales that occurred
due to a promotion.
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Analyze Category Buyer Conversion View

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

Figure 4-21 Analyze Category Buyer Conversion View
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Competitor B 0.73 0.81 0.66 0.57 0.53 0.64 0.71 0.55
Competitor C 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Competitor D 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Competitor E 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Rest of Market 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Spaces Grocery 0.67 0.88 0.64 0.70 0.82 0.79 0.99 0.81

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 4-15 lists the measure available in this view.

Table 4-15 Analyze Category Buyer Conversion Measure

Label Definition

Buyer Conversion Rate Category Planning and Assortment Planning @ Cluster Default
Value Buyer Conversion Rate Value. Indicates the percentage of
buyers who shop the sub-category as compared to all shoppers
who shop the store.

Analyze Consumer Segment Cross-Category Spending View

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

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

s Market (a level in the Location dimension)
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Figure 4-22 Analyze Consumer Segment Cross-Category Spending View
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Baby Food 5.00 219.00 3.75 234.00 0.05 207.00 12.32 208.00
Canned Vegetables 3.00 143.00 3.51 198.00 0.05 207.00 17.22 240.00
Coffes 7.00 237.00 3.73 228.00 0.05 207.00 12.85 217.00
Cookies 4.00 190.00 2.05 114.00 0.03 120.00 11.97 197.00
Juice 4.00 190.00 3.87 243.00 0.06 240.00 8.68 156.00
Pasta 4.00 190.00 3.75 234.00 0.05 207.00 6.93 138.00
Salty Snacks 4.00 190.00 331 165.00 0.04 168.00 4.97 117.00

Table 4-16 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-16 Analyze Consumer Segment Cross-Category Spending Measures

Label Definition

# Baskets with Category The number of baskets that contain at least one of the items or
product segments.

# Baskets with Category Category Planning Default Value Number Baskets with

Rank Category Rank Value. The number of baskets that contain at

Transaction Size with
Category

Transaction Size with
Category Rank

Annual Spend Index

Annual Spend Index Rank

Purchase Frequency

Purchase Frequency Rank

least one of the items or product segment calculated as an
ordinal ranking.

Category Planning Default Value Transaction Size with Category
Value. The average-bill-amount of all transactions that contained
at least 1 item from each of the categories.

Category Planning Default Value Transaction Size with Category
Rank Value. The average-bill-amount of all transactions that
contained at least 1 item from each of the categories calculated as
an ordinal ranking.

Category Planning Default Value Annual Spend Index. The
average annual dollar value that each of the Consumer
Segments spent on each of the categories.

Category Planning Default Value Annual Spend Index Rank
Index. The average annual dollar value that each of the
Consumer Segments spent on each of the categories calculated
as an ordinal ranking.

Category Planning Default Value Purchase Frequency Value. The
average number of times each buyer purchases an item over a
given time period.

Purchase Frequency = Total Purchase Occasions # of Buying
Households.

Category Planning Default Value Purchase Frequency Rank
Value. The average number of times each buyer purchases an
item over a given time period calculated as an ordinal ranking.

Quadrant Analysis Tab

This tab has four views. Figure 4-23 shows those views.
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Figure 4-23 Quadrant Analysis Views
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Use this view to analyze market share, growth, and category size. This information is

best viewed as a bubble chart.
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Figure 4-24 Market Share / Growth / Category Size View
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Table 4-17 lists the measure available in this view. The measure is loaded from market
scan and retailer data.

Table 4-17 Mkt Share / Growth / Category Size Measures

Label Definition

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market).

Retailer Market Share % Assortment Planning @ Cluster and Category Planning Default
Value Retailer's Market Share Percent. The percent of sales
revenue for the item by retailer, obtained from a third party. The
data is typically obtained quarterly.

Market Sales R Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Retail. The sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.
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Mkt Share / Growth / Sales View

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

Figure 4-25 Mkt Share / Growth / Sales View
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Table 4-18 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-18 Mkt Share / Growth / Sales Measures

Label Definition

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market).

Retailer Market Share % Assortment Planning @ Cluster and Category Planning Default
Value Retailer's Market Share Percent. The percent of sales
revenue for the item by retailer, obtained from a third party. The
data is typically obtained quarterly.
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Table 4-18 (Cont.) Mkt Share / Growth / Sales Measures

Label

Definition

WP Sales R

Assortment Planning @ Cluster and Category Planning Working

Plan Sales Retail. The current planned sales revenue for the item.

Retailer Share / Growth / Category Size View

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

Figure 4-26 Retailer Share / Growth / Category Size View
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Table 4-19 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-19 Retailer Share / Growth / Category Size Measures

Label

Definition

Retailer Share of Market
Sales Growth %

Wp Sales Growth R%
Market Sales R

Wp Sales R

Category Planning Default Value Retailer's Share of Market Sales
Growth Percent. The value or volume sales increase or decrease
of the retailer divided by the total market expressed as a
percentage.

Category Planning Working Plan Sales Growth Retail Percent.

Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Retail. The sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.
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Retailer Share / Growth / Sales View

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

Figure 4-27 Retailer Share / Growth / Sales View
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Table 4-20 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-20 Retailer Share / Growth / Sales Measures

Label Definition
Wp Sales Growth R% Category Planning Working Plan Sales Growth Retail Percent.
Wp Sales R Assortment Planning @ Cluster and Category Planning Working

Plan Sales Retail. The current planned sales revenue for the item.

Analyze and Assign Category Role - Industry Model A Tab

Use this tab to analyze and assign the role of each category based on different
Category Management frameworks and capabilities. 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
role assignment is based on market and consumer focused analysis combined with
industry standard frameworks for automated role assignment. The expectation is that
the user leverages insights from upstream analysis, retailer strategies, as well as
recommendations from industry standard frameworks to override and approve
category roles.

The data required for this analysis comes from the retailer's POS data and does not
have details broken down by consumer segment. However, this data can be
aggregated on the product hierarchy. Model A requires a plot or a bubble-chart of Item
Penetration (X-Axis) vs. Purchase Frequency (Y-Axis) plotted for individual categories
and Sales Value (Bubble-Size). It is also used to represent the size of individual
categories. Roles are defined on the basis of relative positioning and size of categories
on the plot/chart. The data used to derive these roles can be forecast data from a
forecasting application (such as RDF) or historic data (actuals) in the form of LY data.

Model A requires the following data:
= Retailer's POS data
= Retailer's forecast data

s Household Panel data
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Category roles pre-defined in Industry Model A consists of:
= Destination

= Routine

= Seasonal

= Convenience

Table 4-28 shows the views for this tab.

Figure 4-28 Analyze and Assign Category Role - Industry Model A Tab Views
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Analyze Historic Performance - Industry Model A View
Use this view to analyze historic performance for determining category roles, such as
the following:

s Destination

= Routine

s Seasonal

s Convenience

This information is best viewed as a bubble chart.
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Figure 4-29 Analyze Historic Performance Role - Industry Model A View
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Table 4-21 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-21 Analyze Historic Performance - Industry Model A Measures
Label Definition
LY Purchase Frequency Category Planning Last Year Purchase Frequency Value. The

LY Item Penetration %

LY Sales R

average number of times each buyer purchased an item during
the same period last year.

Category Planning Last Year Item Penetration Percent.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Analyze Forecasted Performance - Industry Model A View
Use this view to analyze forecasted performance for determining category roles.

This view exists at the following levels:

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

s Category (a level in the Product dimension)

Figure 4-30 Analyze Forecasted Performance - Industry Model A View

¢« | Quadrant Analysis Analyze and Assign Category Role - Industry Model A~ Analyze and Assign Category Role - Industry Model B

~ 2.Analyze Forecasted Performance - Industry Model A
B3 Location  Calendar >

[Fiorthwest . 15 o Fr2a13]-
B3 &l | 12| [Find.. 3 G BEsm AW RE S E-e

FcPurchase | Fotem | FoSakesR
Frequency | Penetration
%

Baby Food 11.20 60.0% 00K

Canned Vegetables 16.40 65.0% 0.0K 0.604 .
Coffee 10.01 320% 00K
Cookies 11.60 29.0% 0.0K G52
Juice 8.00 46.0% 00K -
Pasta 6.00 250% 0.0K
| Salty Snacks 4.00 11.0% 00K 0504

0254
9

1. Analyze Historic Performance - Industry Model A 2. Analyze Forecasted Performance - Industry Model A 3. Assign Category Roles - Industry Model A

Table 4-22 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-22 Analyze Forecasted Performance - Industry Model A Measures

Label Definition

Fc Purchase Frequency Category Planning Forecast Purchase Frequency Value. The
forecasted average number of times each buyer purchases an
item over a given time period from a particular retailer.

Purchase Frequency = Total Purchase Occasions # of Buying
Households.

Fc Item Penetration % The forecasted percent of households that purchased a product
group at least once within a given time frame for a specific
market/region. Sometimes called Consumption Index.

Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

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. These roles drive the
preset weights, which are specified in the Category Management Administration task,
to help drive the assortment recommendations which best align with the role.

This view exists at the following level:

» Category (a level in the Product dimension)
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Figure 4-31 Assign Category Roles - Industry Model A View
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Table 4-23 lists the measures available in this view.

Table 4-23 Assign Category Roles - Industry Model A Measures

Label Definition

LY Recommended Role- Category Planning Last Year Recommended Role - Industry

Industry Model A Model A Text. The system or app recommended role for a
category from a Model A perspective in the last financial year's
assortment.

Fc Recommended Role- The forecasted role for a category from a Model A perspective in

Industry Model A the last financial year's assortment.

WP Override Role - Category Planning Working Plan Override Role - Industry

Industry Model A Model A Text. An override field giving the user an option to

overwrite the category role that is being suggested by Model A
being used for category role assignment.

LY Assigned Role - Industry Category Planning Last Year Assigned Role - Industry Model A

Model A Text. The Approved Category Role (Industry Model A) last year.

WP Assigned Role - Category Planning Working Plan Assigned Role - Industry

Industry Model A Model A. The Approved Category Role (Industry Model A).

OP Assigned Role - Category Planning Original Plan Assigned Role - Industry

Industry Model A Model A Text. The Pre-Season Approved Category Role
(Industry Model A).

Analyze and Assign Category Role - Industry Model B Tab

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. Model B requires a plot of Sales R and Gross
Profit % to derive roles for the respective categories. Roles are defined on the basis of
relative positioning of categories on the plot/chart. The data used to derive these roles
can be forecast data from forecasting application (such as RDF) or historic data
(actuals) in the form of LY data.

The following data is required:

= Retailer's POS data

= Retailer's forecast data

Category roles defined using Industry Model B:
= Flagship
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s Cash Machine
s Maintain

»  Core Traffic

s Under Fire

= Rehab

Figure 4-32 shows the views for this tab.

Figure 4-32 Analyze and Assign Category Role - Industry Model B Tab Views
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Analyze Historic Performance - Industry Model B View
Industry Model B is used to determine roles enlisted below:

= Flagship

= Cash Machine
= Maintain

n  Core Traffic

= Under Fire

= Rehab

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

information is best viewed as a bubble chart.
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Figure 4-33 Analyze Historic Performance Role - Industry Model B View
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Table 4-24 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-24 Analyze Historic Performance - Industry Model B Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

LY Gross Profit % Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Analyze Forecasted Performance - Industry Model B View
Use this view to analyze forecasted performance for determining category roles.

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

» Category (a level in the Product dimension)
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Figure 4-34 Analyze Forecasted Performance - Industry Model B View
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Table 4-25 lists the measures available in this view. The measures are loaded from
market scan and retailer data.

Table 4-25 Analyze Forecasted Performance - Industry Model B Measures

Label Definition

Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Fc Gross Profit % Category Planning and Assortment Planning @ Cluster

Forecasted Gross Profit Percent. The forecasted Retail Sales
minus Cost of Goods Sold divided by Retail Sales.

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.These roles drive the
preset weights, which are specified in the Category Management Administration task,
to help drive the assortment recommendations which best align with the role.

This view is a standard table at the following levels:

Category (a level in the Product dimension)

Market (a level in the Location dimension)
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Figure 4-35 Assign Category Roles - Industry Model B View
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Table 4-35 lists the measures available in this view.

Table 4-26 Assign Category Roles - Industry Model B Measures

Label Description

LY Recommended Role- Category Planning Last Year Recommended Role - Industry

Industry Model B Model B Text. The system or app recommended role for a
category from a Model B perspective in the last financial year's
assortment.

Fc Recommended Role- The forecasted role for a category from a Model B perspective in

Industry Model B the last financial year's assortment.

WP Override Role - Category Planning Working Plan Override Role - Industry

Industry Model B Model B Text. An override field giving the user an option to

overwrite the category role that is being suggested by Model B
being used for category role assignment.

LY Assigned Role - Industry Category Planning Last Year Assigned Role - Industry Model B

Model B Text. The Approved Category Role (Industry Model B) last year.

WP Assigned Role - Category Planning Working Plan Assigned Role - Industry

Industry Model B Model B. The Approved Category Role (Industry Model B).

OP Assigned Role - Category Planning Original Plan Assigned Role - Industry

Industry Model B Model B Text. The Pre-Season Approved Category Role
(Industry Model B).

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:

m  Assign Strategies View

= Identify Cash Generators View

= Identify Excitement Generators View
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s Identify Image Enhancer View

= Identify Profit Generators View

s Identify Traffic Builders View

= Identify Transaction Builders View

s Identify Turf-Defenders View

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 Planning. These strategies drive the preset weights, which are specified in
the Category Management Administration task, to help drive the assortment
recommendations which best align with the role.

Figure 4-36 Assign Strategies View
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Table 4-27 lists the measures available in this view.

Table 4-27 Assign Strategies Measures

Label Definition

LY Strategy Assignment An historical strategy assignment associated with the category.

WP Strategy Assignment Category Planning Working Plan Strategy Assignment Text. The
strategy being assigned to a category in the new assortment.

OP Strategy Assignment Category Planning Original Plan Strategy Assignment Text. The
strategy being assigned to a category in the new assortment.

Identify Cash Generators View

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

This view exists at the following level:

= Any static or dynamic level in the Product dimension
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Figure 4-37 Identify Cash Generators View
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Table 4-28 lists the measures available in this view.

Table 4-28 Identify Cash Generators Measures

Label Definition

WP Turn Assortment Planning @ Cluster and Category Planning Working
Plan Turn Retail Ratio. The current planned number of times a
retailer expects to sell out of its complete inventory in a given
period of time.

Purchase Frequency Category Planning Default Value Purchase Frequency Value. The
average number of times each buyer purchases an item over a
given time period.

Purchase Frequency = Total Purchase Occasions # of Buying
Households.

WP Sales by Consumer Seg  Category Planning and Assortment Planning @ Cluster Working
8} Plan Sales by Consumer Segment Units.

Identify Excitement Generators View

Use this view to plot sales dollars as a trend:

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

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

This information is best viewed as a line chart.
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Figure 4-38 Identify Excitement Generators View
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Pow dered Juice
Rigatoni
Shelf-Stable Juice
Single Serve
Spagetti

Wihole

1. Assign Strategies

Identify Image Enhancer View

o
#

b |

v ¥ &

j@ Measure
&3 Product

]

3 G BEemAN0BRE B

LY Sales by = FcSales R WP Sales by

Consumer
SegR

,003.0K
7,594.2K
8,035.0K
5,938.1K
3,0122K
1,325.2K
£,918.3K
1,127.7K
1433.2€
343.9K
867.8K
3,6727K
3,675.1K
82302K
4,831.0K
551K
4,366.1K
2,585.8K
191.3K
3,102.1K

2. ldentify Cash Generators

Consumer

SegR

42,757.5K
54,090.9K
57,230.5K
42,294.8K
21,454.5K
9,439.2K
49232.2K
8,0325K
10,216.9K
2,449.1K
6,181.1K
26,159.5K
26,176.6K
58,620.7K
34,409.7K
3925K
31,098.4K
18,433 5K
1,365.9K
22,113.9K

B0M

50M

40M

30M
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10M

ond

- Ground
Instant
= Single Serve

LV Sales by Consumer Seg R VUP Sales by Consumer Seg R

3. Wdentify Excitement Generators

o

& 4 Identifylmage Enhancers &' 5_ldentify Profit Generators &' 6. Idenlify Trafiic Builders & 7 Identify Transaction Builders

Table 4-29 lists the measures available in this view.

Table 4-29

Identify Excitement Generators Measures

Label

Definition

LY Sales by Consumer Seg R

Fc Sales R

WP Sales by Consumer Seg

R

Category Planning Last Year Sales contribution to Location
Retail.

Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales by Consumer Segment Retail.

Use this view to perform 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 4-39 Identify Image Enhancer View

~ 4, ldentify Image Enhancers

2 Location Calendar Consumer Segment > ¥

Northwest «[ 12t Qrtr, Y2013 |« [ Ethnic Interests |

B3 |Gl | 1

Canned Beans
Canned Corn
Canned Foods
Canned Peas
Crackers
Everyday Cookies
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Iced Cookes
Instant

Lasagna

Mini Cookies
Nuts/Trail e
Popcorn

Pouches

Pow dered Juice
Rigatoni
Sheff-Stable Juice
Single Serve
Spagetii

VWhole

1. Assign Strategies

Identify Profit Generators View

Find...
WP Promo
Sales conirio

Purchase | WPSalesby = Fc Sales R
Frequency Consumer

0 G mMErEmEARE RE G

to Sales by Seg R .
Consumer
SegR
10.0% 42,757.5K 46.31
10.0% 54,090.9K
10.0 % 57,230.5K
10.0 % 42,294 8K
150 % 21,454 5K 3634
150 % 9,439.2K
19.9 % 49,232.2K & d
15.0% 8,032.5K () e
371% 10.218.9K @ Single Serve
200 % 2,449.1K 26.3M
10.0 % 6181.1K
10.0 % 26,159 5K
10.0% 28,178.6K .
10.0 % 58,620.7K
10.0% 34,409.7K 183
200% 392.5K
10.0 % 31,008.4K
336% 18,433.5K
200 % 1,365.9K 6.3M
e 2113.9K 0182 0222 0262 0302 0342 0382
& 2. Identify Cash 3. ldentify Excitement G 4.\dentify Image Enhancers & 5. Ideniify Profit Generators & 6. Idenlify Trafic Builders & 7 Identify Transaction Builders »

Table 4-30 lists the measures available in this view.

Table 4-30 Identify Image Enhancer Measures

Label

Definition

WP Promo Sales contrib to
Sales by Consumer Seg R

Purchase Frequency

Wp Sales by Consumer Seg
R

Fc Sales R

Category Planning Working Plan Promo Sales by Consumer
Segment contribution to Working Plan Sales by Consumer
Segment Retail.

Category Planning Default Value Purchase Frequency Value. The
average number of times each buyer purchases an item over a
given time period.

Purchase Frequency = Total Purchase Occasions # of Buying
Households.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales by Consumer Segment Retail.

Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

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 4-40 Identify Profit Generators View

~ 5. ldentify Profit Generators

E3  Location  calendar Consumer Segment

[Morthwest [ st Qrtr, FY2014 |« [ Livin' Large |«

B E | & [Find.. ~ 3 & |E

WP Gross

Profit by

Consumer

SegR
Ground 0.0 K
Instant 00K
Single Serve 0oK
Whole 00K

Table 4-31 lists the measures available in this view.

Table 4-31 Identify Profit Generators Measure

Label Definition
WP Gross Profit by Category Planning Working Plan Gross Profit by Consumer
Consumer Seg R Segment Retail.

Identify Traffic Builders View

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

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

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

= Any static or dynamic level in the Product dimension

Figure 4-41 Identify Traffic Builders View

~ . Identify Traffic Builders - ¢ &
E3  Location Calendar  Consumer Segment > A :IE Measure
[Morthwest -[12 anr, Fr2013]-[Value Seeters - EA  Product
e
@@ | 12| [Find -S4 BElhmAMERE N
WP Sales Furchase | WPSalesby | Fc Sales R
confribto | Frequency | Consumer
Market Sales SegR
by Consumer
PR 31 .
Canned Beans 565.3 % 42,757.5K
Ganned Corn 5653 % 54,090.9K
Canned Foods 565.3 % 57,230.5K o
Canned Peas 5653 % 42,294.8K =1
Crackers 565.3 % 21454.5K
Everyday Cookies 565.3 % 9,439.2K
Ground 2778 % 241923K 1510 @ Ground
lced Cooldes 565.3 % 8,032.5K Instant
® Single Serve
Instant 2778 % 5,020.5€ :I
Lasagna 565.3 % 2,449.1K
Wini Cookies 565.3 % 61811 1AM
Nuts/Trail Mic 5653 % 26,159.5K
Fopcom 565.3 % 26,176.6K
Pouches 5653 % 58,620.7K
Fow dered Juice: 565.3 % 34,409.7K ZeilY
Rigatoni 5653 % 392.5K
Shelf-Stable Juice 565.3 % 31,098.4K
Single Serve 2778% 9,058.1K o
Spagetfi 565.3 % 1,385.9K 2678 2718 2758 2798 2.838 2878
Whole 2778% 10,866.6K

o o

« & 2 Ideniify Cash Generators 3. Identify Excitement Generators 4. ldentify Image Enhancers 5. identify Profit Generators 6. ldentify Traffic Builders ~ 7.Idenlify Transaction Builders a8 Idenfify Turf Defenders

Table 4-32 lists the measures available in this view.
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Table 4-32 Identify Traffic Builders Measures

Label Definition

WP Sales contrib to Market =~ Category Planning Working Plan Sales contribution to Market
Sales by Consumer Seg R Sales by Consumer Segment Retail Percent.

Purchase Frequency Category Planning Default Value Purchase Frequency Value. The

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

Purchase Frequency = Total Purchase Occasions # of Buying

Households.
WP Sales by Consumer Seg  Category Planning Working Plan Gross Profit by Consumer
R Segment Retail.
Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast

Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Identify Transaction Builders 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

Figure 4-42 Identify Transaction Builders View

~ 7. ldentify Transaction Builders

E2  Location  Calendar Consumer Segment

[Nerthwest - ath Qrir, FY2013 |+ Socoer Moms |-
B E | & Fing. ~ 3 4 B

Purchase Transaction
Freguency Size with
Category

Coffee 11.95 3.36
Table 4-33 lists the measures available in this view.

Table 4-33 Identify Transaction Builders Measures

Label Definition

Purchase Frequency Category Planning Default Value Purchase Frequency Value. The
average number of times each buyer purchases an item over a
given time period.

Purchase Frequency = Total Purchase Occasions # of Buying

Households.
Transaction Size with Category Planning Default Value Transaction Size with Category
Category Value. The average-bill-amount of all transactions that contained

at least 1 item from each of the categories.
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Identify Turf-Defenders 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)

Figure 4-43 Identify Turf-Defenders View

~ 8. ldentify Turf Defenders

EH  Location  Consumer Segment  Measure K < > 3
[Nerthwest  « [ Soccer Moms |- [ Buyer Conversicn Rate |«
B E o (Fing. -3 ¢ B Ecem A Wl
Ground Instant Single Serve Whole
Competitor A 58.0% 60.0 % 53.0% 61.8%
Competitor B 58.0 % 543 % 676 % 60.0 %
Competitor C 0.0% 0.0 % 0.0 % 0.0 %
Competitor O 0.0 % 0.0 % 0.0 % 0.0 %
Competitor E 0.0% 0.0 % 0.0 % 0.0 %
Rest of Market 0.0% 0.0 % 0.0 % 0.0 %
Spaces Grocery 846 % 81.0 % 82.0 % 61.0 %

Table 4-34 lists the measure available in this view.

Table 4-34 Identify Turf-Defenders Measure

Label Definition

Buyer Conversion Rate Category Planning and Assortment Planning @ Cluster Default
Value Buyer Conversion Rate Value. Indicates the percentage of
buyers who shop the sub-category as compared to all shoppers
who shop the store.

Assign Category Tactics 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 is also used 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

L]

»  Pricing

s Promotion
= Space

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

m Retailer:

How productive are overall sales and profit trends?
How productive is the current assortment?

How productive is the current pricing?

How effective are current promotions?

What are the inventory turns and days of supply?

What are the profit margins, velocity, and inventory levels?

= Market/Competitor:

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

s  Market scan data

= Micro and macro space data

= Pricing data

This step has the following tab and views:

= Review Category Performance to Role Tab:

Review Category / Sub-Category Performance View
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— Review Price and Promo Effectiveness View
- Review Average Movement View

- Review Space Effectiveness View

Review Category Performance to Role Tab

This tab is used to review category performance. Figure 4—44 shows the views for this
tab.

Figure 4-44 Review Category Performance to Role Tab Views

Review Category Performance to Role = Assign Category Tactics

~ 2.Review Price and Promo Effectiveness > b v 2 ~ 1. Review Category / Sub-Category Performance > b v 2
B3 Location Calendar > M j@ Product E3 Location  Calendar A j@ Measure
Nerthwest - [1st Gir, FY2013]- B3 Measure Northwest - [FY2013] [ 15t Qrtr, FY2013 ]« B Product
— —
B Wl & [Fina B 4 mMEw @Al BE Wl & [Find 3 4 mMEw @Al
Ground instant | Single Serve | W v 5akesR | WPSaksR | LY SalesU | WPSalesU | LY Gri
LY Sales AUR 1069 6.87 10.63 Profit
WP Sales AUR 1069 6.87 1063 ~
LV Market Sales AUR 1075 722 10.34 Ground 483845K 483845K 4525630 4525630 11,24
Warket Sales AUR 1075 722 1034 Instant 10041.0K  10,0410K 1461492 1461492 304
LY Sales AUR to Market Index 99.43 95.11 10273 Single Serve 18118.1K  181161K 1704738 1704738 517
WP Sales AUR to Market Index 99.43 3511 10273 Whole 217331K  217331K 1753695 1753695 7,43
LY Promo Sales AUR 10.86 6.87 121
WP Promo Sales AUR 10.40 6.87 10.69
LY Market Promo Sales AUR 0.00 0.00 0.00
Warket Promo Sales AUR 0.00 0.00 0.00
LY Promo Sales AUR to Warket ndex 0.00 0.00 0.00
WP Promo Sales AUR to Market Index 0.00 0.00 0.00
LY Sales R 483845K  10041.0K 181161K 21,
WP Sales R 483845K  10041.0K  18116.1K 21,
LY Promn Sales B 11 NR3 1K TMR1K STI?RK 4
< > < >
\
~ 3.Review Average Movement > b v 2 ~ 4, Review Space Effectiveness > b v 2
B3 Location Measure j@ Calendar E3 Location  Calendar A j@ Measure
Nerthwest - [WP Sales U] - B2 Product [Northwest - [1st @, FY2013]- B2 Product
— —
B e [F -3 G4 MO @A WA Bae heE -
2092013 | 2M62013 | 22312013 | 3022013 38020 -
Ground 331,575 332,080 318,001 287,500 28
Instant 112,828 112,992 108,208 87,010 8 5
Single Serve 123915 124,097 118,843 109,011 10
Whole 123,850 124,031 118,781 123,304 1 16K i Ground
L Instant
Lz Single
M Serve
8K . Whole
ax
oK
Total Square Footage Total # of Facings Total Shelf Capacity
< >

Review Category / Sub-Category Performance View
Use this view to review the performance of the assortment.
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Figure 4-45 Review Category / Sub-Category Performance View

Review Category Performance to Role | Assign Category Tactics

~ 1. Review Category / Sub-Category Performance

EH  Location cCalendar > M

[Morthwest «[FY2013 [ 1st Qrir, FY2012 ]«

B E o (Fing. -3 ¢ HEEcemE W0

Ground Instant Single Serve Whole

LY Sales R 48,3845 K 10,041.0K 181M161K 217331 K
WP Sales R 43,3845 K 10,041.0 K 18,1161 K 21,7331 K
LY Sales U 4,525,630 1,461,482 1,704,738 1,753,695
WP Sales U 4,525,630 1,461,452 1,704,738 1,753,685
LY Gross Profit R 11,2457 K 30404 K S1TT2K T4335K
WP Gross Profit R 00K 00K 00K 0.0K
LY Gross Profit % 232% 303 % 286 % 342 %
WP Gross Profit % 0.0 % 0.0 % 0.0 % 0.0 %

Table 4-35 lists the measures available in this view.

Table 4-35 Review Category / Sub-Category Performance Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Wp Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

LY Sales U Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

LY Gross Profit R Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working

Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

LY Gross Profit % Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

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 to identify whether the retailer spread is comparable to
or different from the market.

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

s  Market (a level in the Location dimension)
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Figure 4-46 Review Price and Promo Effectiveness View

Review Category Performance to Role

Assign Category Tactics

~ 2. Review Price and Promo Effectiveness

B Location Calendar >

[Morthwest | «[ 13t Qrtr, FY2013 ]«

B3 E | | [Fina.. B EEcaE A Wl
Ground Instant Single Serve Whole

LY Sales AUR 10.69 6.87 10.63 12.39
WP Sales AUR 1068 6.87 10,63 12,38
LY Market Sales AUR 10.75 T2 10.34 13.07
Market Sales AUR 10.75 T2 10.34 13.07
L% Sales AUR to Market Index 9943 85.11 102.73 94,82
WP Sales AUR to Market Index 99.43 5.1 102.73 94.82
L Promo Sales AUR 10.36 637 11.21 13.01
WP Promo Sales AUR 10.40 5.87 10.69 1276
L Market Promo Sales AUR 0.00 0.00 0.00 0.00
Market Promo Sales AUR 0.00 0.00 0.00 0.00
LY Promo Sales AUR to Market Index 0.00 0.00 0.00 0.00
WP Promo Sales AUR to Market Index 0.00 0.00 0.00 0.00

LY Sales R

WP Sales R

LY Promo Sales R
WP Promo Sales R
L Market Sales R
Market Sales R

LY Market Promo Sales R
Market Promo Sales R
L Gross Profit R

LY Gross Profit %
WP Gross Profit R
WP Gross Profit %

483845K  10041.0K 181161K  217331K
483B45K  10041.0K 181161K  217331K
1,0831K 281K 5T726K  447B8K
9,636.5 K 3T217TK 60808K 57802 K
1258126K  27080BK  GSOS058K  558041K
1256126K  27T0806K  S09058K  556041K

00K 0.0K 00K 0.0K
0.0K 0.0K 0.0K 0.0K
11,2457K  3040.4K  S5177.2K  7.4335K
232% 30.3% 286 % 342 %
00K 0.0K 0.0K 00K
0.0% 0.0 % 0.0% 0.0 %

Table 4-36 lists the measures available in this view.

Table 4-36 Review Price and Promo Effectiveness Measures

Label Definition

LY Sales AUR Assortment Planning @ Cluster Category Planning Last Year
Sales Average Unit Retail. The average unit retail sales for the
retailer from the same period last year - obtained from a third
party. The data is typically obtained quarterly.

WP Sales AUR Category Planning and Assortment Planning @ Cluster Working
Plan Sales Average Unit Retail. The current planned sales
average unit's retail for the item.

LY Market Sales AUR Category Planning Last Year Market Sales Average Unit Retail.
The average unit retail sales for the Market from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

Market Sales AUR Category Planning Default Value Market Sales by Consumer
Segment Retail. The current Market average unit's retail for the
item.

LY Sales AUR to Market Assortment Planning @ Cluster and Category Planning Last Year

Index Sales Average Unit Retail to Market Sales Average Unit Retail
Index.

WP Sales AUR to Market Category Planning Working Plan Sales Average Unit Retail to

Index Market Sales Average Unit Retail Index.

LY Promo Sales AUR Category Planning and Assortment Planning @ Cluster Last Year

Promo Sales Average Unit Retail. Last year's promotional sales
average unit's retail for the item.
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Table 4-36 (Cont.) Review Price and Promo Effectiveness Measures

Label

Definition

WP Promo Sales AUR

Market Promo Sales AUR

LY Promo Sales AUR to
Market Index

WP Promo Sales AUR to
Market Index

LY Sales R

WP Sales R

LY Promo Sales R

WP Promo Sales R

LY Market Sales R

Market Sales R

LY Market Promo Sales R

Market Promo Sales R

LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

Wp Gross Profit %

Category Planning and Assortment Planning @ Cluster Working
Plan Sales Average Unit Retail. The current planned promotional
sales average unit's retail for the item.

Category Planning Default Value Market Promo Sales Average
Unit Retail. The Market promotional sales average unit's retail
for the item.

Category Planning Last Year Promotional Sales Average Unit
Retail to Market Sales Average Unit.

Category Planning Working Plan Promotional Sales Average
Unit Retail to Market Sales Average Unit Retail Index.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

Category Planning and Assortment Planning @ Cluster. Last
Year Promo Sales Retail. Last year sales revenue due to a
promotion for the item obtained from a third party. The data is
typically obtained quarterly.

Category Planning and Assortment Planning @ Cluster Working
Plan Promotional Sales Retail. Current approved Promotional
sales revenue for the item obtained from a third party. The data
is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Last Year
Market Sales Retail. Last year's sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Retail. The sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

Category Planning Last Year Market Promo Sales Retail. Last
year's promotional sales revenue for the item by retailer,
obtained from a third party. The data is typically obtained
quarterly.

Category Planning Default Value Market Promo Sales Retail.
Promotional sales revenue for the item by retailer, obtained from
a third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.
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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.

Figure 4-47 Review Average Movement View

Review Category Performance to Role =~ Assign Category Tactics

v 3.Review Average Movement ]
FH  Location  Measure :IE Calendar
Fotwest « (W SaizsU]- B Produa
i
B E | | [Find.. -3 o EEcemEE W
| 21972013 21612013 22372013 22013 392013 362013 2312013 32013 41612013 4132013 42002013
Ground 331575 332,080 318,001 287,500 282,887 385772 317,895 455 455 523978 452 935 287,196
Instant 112,828 112,982 108,208 87,010 89,938 116,526 101,275 144,558 166 210 142,454 89,983
Single Serve 123915 124,087 118,243 108,011 104,274 135,101 117,416 176,334 198729 173,816 110,850
Whole 123,850 124,031 118,781 123,304 115,106 147,813 128,488 178,757 203279 174,273 110,049

Table 4-37 lists the measure available in this view.

Table 4-37 Review Average Movement Measure

Label Definition

Wp Sales U Assortment Planning @ Cluster and Category Planning Working
Plan Sales Units. The current planned sales units for the item.

Review Space Effectiveness View

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

Figure 4-48 Review Space Effectiveness View

Review Category Performance to Role Assign Category Tactics

~ 4. Review Space Effectiveness v ¢
B3 Location  Calendar > B Product
Northwest |« [ 1st Ortr, FY2013 ]« B3 Measure
A
B @l | | [Fina. o o BErmANE RE S B
Ground Instant | Single Serve
Total Square Footage 19,22076 3,771.04 7,106.46 24K
Total # of Facings 2,738.00 592.00 1,110.00
Total Shelf Capacity 147852 290.08 54665
WP Sales R per 5q Ft 25K 27K 25K
WP Sales U per Sq Ft 235 388 240
WP Gross Proft R per 5q Ft 0.0K 00K 0.0K 20
WP Sales contrib to Total Category R 492% 102% 18.4%
WP Sales contrib to Total Category U 47.9% 155 % 18.0%
WP Gross Profit contrib to Total Category R 00% 0.0% 0.0%

16K [

e

0k
Ground Instant Single Serve Whale

B Total Square Footage L, Total # of Facings  jal Total Shelf Capacity
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Table 4-38 lists the measures available in this view.

Table 4-38 Review Space Effectiveness Measures

Label

Definition

Total Square Footage

Total #of Facings

Total Shelf Capacity

WP Sales R per Sq Ft

WP Sales U per Sq Ft

Wp Gross Profit R per Sq Ft

WP Sales contrib to Total
Category R

WP Sales contrib to Total
Category U

WP Gross Profit contrib to
Total Category R

The space allocation to a product dimension (includes vendor
and brand as well) or to a vendor with a volume perspective in
cubic feet.

The 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.

Category Planning Default Value Total Shelf Capacity Value. The
quantity of an item (or in general a product dimension) that can
fit into the overall space allocated to it.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales per Square Foot Retail. Represents the space
allocation in dollars to a product dimension (includes vendor
and brand as well) or to a vendor with a volume perspective in
cubic feet.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales Units. The planned sales units for a product
dimension divided by the cubic feet allocated to that particular
product dimension. The planned sales units for a product
dimension divided by the cubic feet allocated to that particular
product dimension. Represents the space allocation in units to a
product dimension (includes vendor and brand as well) or to a
vendor with a volume perspective in cubic feet.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit per Square Foot Retail. The planned gross
profit for a product dimension divided by the square feet
allocated to that particular product dimension.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales contribution to Total Category Retail.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales contribution to Total Category Units.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales contribution to Total Category Retail. The
contribution to gross profit by an item (or a product dimension)
to the overall sales value/revenue.

Assign Category Tactics Tab

This tab is used to assign category tactics.

Assign Category Tactics View

Use this view to assign tactics for each of the tactical areas per category, market, and
consumer segment. These tactics drive the preset weights, which are specified in the
Category Management Administration task, to help drive the assortment
recommendations which best align with the role.
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Figure 4-49 Review Space Effectiveness View
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Table 4-39 lists the measure available in this view.

Table 4-39 Assign Category Tactic Measure

Label Definition

WP Tactic Assignment Category Planning Working Plan Tactic Assignment Text. The
Assignment of Tactics to a category keeping the role and
strategy assigned to that category in mind. Tactics refer to the
approach or way forward for a category in terms of assortment
range, inventory levels, pricing, promotion, space, and so on.

Set Targets and Approve Category Plan Step

This is the final step in the Category Planning task and it consists of setting the final
targets in terms of various retail business measures (like Sales, Gross Profit, Inventory,
and so on) at the category and sub-category level and formally approving them. On
approval, the category plan is conveyed to the Assortment Planning task as target data
(Tgt measures). In Category Planning, the final plan is stored as an Original Plan (OP).
These final targets are further defined as Private Label Targets and Promo Sales
Targets. This step also contains a dashboard view to see performance against targets
and LY data during in-season and pre-season planning periods. This step also
provides a facility to initially seed the category plan sales using LY data. Use this step
to derive the final category plan.

This step contains the following tabs and views:
= Scorecard Summary View
= Seed and Review Plan Sales Tab:
— Review Sales View
- Seed Sales View
»  Set Sales and Profit Targets Tab:
- Set Sales and Profit Targets View
- Set Promo Sales Targets View
- Set Private Label Targets View
= Set Inventory Targets Tab:
- Set Inventory Targets View

= Approve Assortment Strategies, Tactics, and Scorecard View
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This step also contains the following custom menu options:

Seed Sales

Approve OP

Scorecard Summary View

This step has one view,
scorecard.

Scorecard Summary. Use this view to see the summary of the

The Scorecard Summary view also contains three measure profiles:

Private Label

| |
s Promo Stores
s Sales

Figure 4-50 Scorecard Summary Sales Measure Profile View
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Table 4-40 lists the measures available in the Sales Measure Profile View.

Table 4-40 Scorecard

Summary Sales Measure Profile Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working

Plan Sales variance to Last Year Retail.
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Table 4-40 (Cont.) Scorecard Summary Sales Measure Profile Measures

Label

Definition

OP Sales R

OP Sales var to LY R

LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

WP Gross Profit %

WP Gross Profit var to LY R

OP Gross Profit R

OP Gross Profit %

OP Gross Profit var to LY

LY Avg Inv R

WP Avg Inv R

OP Avg Inv R

LY Turn

WP Turn

OP Turn

Category Planning and Assortment Planning @ Cluster Original
Plan Sales Retail. The Pre-Season planned sales revenue for the
item.

Category Planning Original Plan Promo Sales variance to Last
Year Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit variance to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Gross Profit Retail The Pre-Season Planned Retail Sales
minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster Original Plan Private Label
Gross Profit Percent. Pre-Season approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Category Planning Original Plan Gross Profit variance to Last
Year Retail.

Category Planning and Assortment Planning @ Cluster Last Year
Average Inventory Retail.

Category Planning and Assortment Planning @ Cluster Working
Plan Average Inventory Retail.

Assortment Planning @ Cluster and Category Planning Original
Plan Average Inventory Retail.

Category Planning and Assortment Planning @ Cluster Last Year
Turn Retail Ratio.

Assortment Planning @ Cluster and Category Planning Working
Plan Turn Retail Ratio. The current planned number of times a
retailer expects to sell out of its complete inventory in a given
period of time.

Category Planning and Assortment Planning @ Cluster Original
Plan Turn Retail Ratio. The Pre-Season approved number of
times a retailer expects to sell out of its complete inventory in a
given period of time.
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Figure 4-51 Scorecard Summary Promo Sales Measure Profile View

Scorecard Summary Seed Sales
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Table 4-41 lists the measures available in the Promo Sales Measure Profile View.

Table 4-41 Scorecard Summary Promo Sales Measure Profile Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

OP Sales R Category Planning and Assortment Planning @ Cluster Original
Plan Sales Retail. The Pre-Season planned sales revenue for the
item.

OP Sales var to LY R Category Planning Original Plan Promo Sales variance to Last
Year Retail.

LY Promo Sales R Category Planning and Assortment Planning @ Cluster. Last

LY Promo Sales contrib to
LYR

Wp Promo Sales R

Year Promo Sales Retail. Last year sales revenue due to a
promotion for the item obtained from a third party. The data is

typically obtained quarterly.

Assortment Planning @ Cluster Last Year Promo Sales

contribution to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Working
Plan Promotional Sales Retail. Current approved Promotional
sales revenue for the item obtained from a third party. The data

is typically obtained quarterly.
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Table 4-41 (Cont.) Scorecard Summary Promo Sales Measure Profile Measures

Label

Definition

WP Promo Sales contrib to
WP Sales R

WP Promo Sales var to LY R

OP Promo Sales R

OP Promo Sales contrib to
OP Sales R

OP Promo Sales var to LY R

LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

WP Gross Profit %

WP Gross Profit var to LY

OP Gross Profit R

OP Gross Profit %

OP Gross Profit var to LY

Category Planning and Assortment Planning @ Cluster Working
Plan Promo Sales contribution to Working Plan Retail.
Represents the contribution to promotional sales by an item (or a
product dimension) to the overall sales value/revenue.

Category Planning and Assortment Planning @ Cluster Working
Plan Promo Sales variance to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Promo Sales Retail. Pre-Season planned sales revenue for
the item obtained from a third party. The data is typically
obtained quarterly.

Category Planning and Assortment Planning @ Cluster Original
Plan Promo Sales contribution to Original Plan Retail.

Category Planning and Assortment Planning @ Cluster
Working Plan Promo Sales variance to Last Year Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit variance to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Gross Profit Retail The Pre-Season Planned Retail Sales
minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster Original Plan Private Label
Gross Profit Percent. Pre-Season approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Category Planning Original Plan Gross Profit variance to Last
Year Retail.
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Figure 4-52 Scorecard Summary Private Label Measure Profile View
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Table 4-42 lists the measures available in the Private Label Measure Profile View.

Table 4—42 Scorecard Summary Private Label Measure Profile Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

OP Sales R Category Planning and Assortment Planning @ Cluster Original
Plan Sales Retail. The Pre-Season planned sales revenue for the
item.

OP Sales var to LY R Category Planning Original Plan Promo Sales variance to Last
Year Retail.

LY Private Label Sales R Category Planning and Assortment Planning @ Cluster and
Category Planning Last Year Private Label Sales Retail. The Sales
dollars for the retailer brand during the last fiscal year.

LY Private Label Sales Category Planning and Assortment Planning @ Cluster Last Year

contrib to LY

Promo Sales contribution to Last Year Retail.
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Table 4-42 (Cont.) Scorecard Summary Private Label Measure Profile Measures

Label Definition

Wp Private Label Sales R Category Planning and Assortment Planning @ Cluster Working
Plan Private Label Sales Retail. Current approved planned sales
revenue for the retailer brand.

WP Private Label Sales Category Planning and Assortment Planning @ Cluster Working

contrib to WP Sales R Plan Private Label Sales contribution to Working Plan Sales

WP Private Label Sales var
toLYR

OP Private Label Sales R

OP Private Label Sales
contrib to OP Sales R

OP Private Label Sales var

toLYR
LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

WP Gross Profit %

WP Gross Profit var to LY

OP Gross Profit R

OP Gross Profit %

OP Gross Profit var to LY

LY Private Label Gross
Profit R

LY Private Label Gross
Profit %

WP Private Label Gross
Profit R

Retail

Category Planning and Assortment Planning @ Cluster Working
Plan Private Label Sales variance to Last Year Retail

Category Planning and Assortment Planning @ Cluster Original
Plan Private Label Sales Retail. Pre-Season planned sales
revenue for the retailer brand obtained from a third party. The
data is typically obtained quarterly.

Category Planning and Assortment Planning @ Cluster. Original
Plan Private Label Sales contribution to Original Plan Sales
Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Private Label Sales variance to Last Year Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit variance to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Original
Plan Gross Profit Retail The Pre-Season Planned Retail Sales
minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster Original Plan Private Label
Gross Profit Percent. Pre-Season approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Category Planning Original Plan Gross Profit variance to Last
Year Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold for the retailer brand.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales for the
retailer brand.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold for the
retailer brand.
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Table 4-42 (Cont.) Scorecard Summary Private Label Measure Profile Measures

Label Definition

WP Private Label Gross Assortment Planning @ Cluster and Category Planning Working

Profit % Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales for the retailer brand.

WP Private Label Gross Assortment Planning @ Cluster and Category Planning Working

Profit var to LY R Plan Gross Profit variance to Last Year Retail for the retailer
brand.

OP Private Label Gross Category Planning and Assortment Planning @ Cluster Original

Profit R Plan Gross Profit Retail The Pre-Season Planned Retail Sales
minus Last Year's Cost of Goods Sold for the retailer brand.

OP Private Label Gross Assortment Planning @ Cluster Original Plan Private Label

Profit % Gross Profit Percent. Pre-Season approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales for the retailer brand.

OP Private Label Gross Category Planning Original Plan Gross Profit variance to Last

Profit var to LY Year Retail for the retailer brand.

Seed and Review Plan Sales Tab

This tab is used to seed and review plan sales.

Custom Menu

There is a custom menu available on this tab 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.

This tab has two views:
s Review Sales

s Seed Sales

Review Sales View

Use this view to review LY Sales against the WP Sales. However, WP Sales are set only
in the next few worksheets. This view presents LY and WP measures for Sales U and
Sales R at the overall sales level, Private Label level and Promo Sales level.

Figure 4-53 Review Sales View
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Table 4-43 lists the measures available in this view.
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Table 4-43 Review Sales Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

LY Sales U Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

LY Private Label Sales R Category Planning and Assortment Planning @ Cluster Last Year
Private Label Sales Retail. The Sales dollars for the retailer brand
during the last fiscal year.

LY Private Label Sales U Assortment Planning @ Cluster and Category Planning Last Year
Private Label Sales Units. The Sales units for the retailer brand
during the last fiscal year.

LY Promo Sales R Category Planning and Assortment Planning @ Cluster. Last
Year Proo Sales Retail. Last year sales revenue due to a
promotion for the item obtained from a third party. The data is
typically obtained quarterly.

LY Promo Sales U Category Planning and Assortment Planning @ Cluster Last Year
Promo Sales Units. Last year sales units due to a promotion for
the item obtained from a third party. The data is typically
obtained quarterly.

Seed Sales View

Use this view to seed the initial WP plan with LY plan used to derive the final category
plan as an Original Plan (OP).

Figure 4-54 Seed Sales View
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Table 4-44 lists the measures available in this view.

Table 4-44 Seed Sales Measures

Label Definition

Wp Seed Sales Category Planning and Assortment Planning @ Cluster Working
Plan Seed Sales Boolean. A Boolean measure to flag a category
for seeding.

WP Seed Sales Comments  Category Planning Working Plan Seed Sales Comments. User
notes related to seeding.

WP Seed Sales Date Category Planning Working Plan Seed Sales Date. The date that
seeding is implemented.
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Table 4-44 (Cont.) Seed Sales Measures

Label Definition

WP Seed Sales By Category Planning Working Plan Seed Sales User. The user ID of
the user initiating seeding.

Set Sales and Profit Targets Tab

This tab has three views:
= Set Sales and Profit Targets View
= Set Promo Sales Targets View

»  Set Private Label Targets View

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

Figure 4-55 Set Sales and Profit Targets View
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WP Sales U 0 0 0 0
WP Sales AUR 0.00 0.00 0.00 0.00
WP Sales varto LY U -100.0 % -100.0 % -100.0 % -100.0 %
Fc Sales U 4,544 305 1,457,924 1,714,251 1,772,142
Fc Sales AUR 10.71 6.87 10.62 12.39
L Gross Proft R 19,7373 K TBO.TK 73252 K 108322 K
LY Gross Profit % 408 % 79% 40.4% 489 %
WP Gross Profit R 00K 00K 0.0 K 0.0 K
WP Gross Profit % 0.0 % 0.0 % 0.0% 0.0 %
WP Gross Profit var to LY R -100.0 % -100.0 % -100.0 % -100.0 %
LY Sales R per Sq Ft 25K 27K 25K 19K
WP Sales R per Sg Ft 00K 00K 0.0 K 0.0 K
L Gross Profit R per Sq Ft 10K 02K 1.0K 09K
WP Gross Profit R per Sq Ft 00K 0.0K 00K 00K

Table 4-45 lists the measures available in this view.

Table 4-45 Set Sales and Profit Targets Measures

Label Definition

FC Sales R Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.
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Table 4-45 (Cont) Set Sales and Profit Targets Measures

Label

Definition

WP Sales R

LY Sales R

WP Sales var to LY R
Wp Sales var to Fc R
LY Sales contrib to Product

R

WP Sales contrib to Product
R

LY Sales contrib to Location
R

WP Sales contrib to Location
R

LY Sales U

LY Sales AUR

WP Sales U

WP Sales AUR

WP Sales Var to LY U

Fc Sales U

Fc Sales AUR

LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

WP Gross Profit %

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

Category Planning Working and Assortment Planning @ Cluster
Plan Sales variance to Forecast Retail.

Category Planning Last Year Sales contribution to Product
Retail.

Category Planning Working Plan Sales contribution to product
Retail.

Category Planning Last Year Sales contribution to Location
Retail.

Category Planning Working Plan Sales contribution to Location
Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Cluster Category Planning Last Year
Sales Average Unit Retail. The average unit retail sales for the
retailer from the same period last year - obtained from a third
party. The data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Units. The current planned sales units for the item.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales Average Unit Retail. The current planned sales
average unit's retail for the item.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Units.

Category Planning Forecast Sales Units. The sales unit forecast
from Oracle Retail Demand Forecasting.

Category Planning and Assortment Planning @ Cluster Forecast
Sales Average Units Retail. The Sales average units retail forecast
from Oracle Retail Demand Forecasting.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.
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Table 4-45 (Cont) Set Sales and Profit Targets Measures

Label Definition

WP Gross Profit var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit variance to Last Year Retail.

LY Sales R per Sq Ft Category Planning and Assortment Planning @ Cluster Last Year
Sales per Square Foot Retail. Last Year's planned sales
value/revenue for a product dimension divided by the square
feet allocated to that particular product dimension.

WP Sales R per Sq Ft Category Planning and Assortment Planning @ Cluster Working
Plan Sales per Square Foot Retail. Represents the space
allocation in dollars to a product dimension (includes vendor
and brand as well) or to a vendor with a volume perspective in
cubic feet.

LY Gross Profit R per SqFt ~ Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit per Square Foot Retail. Last year's gross profit for a
product dimension divided by the square feet allocated to that
particular product dimension.

WP Gross Profit R per Sq Ft = Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit per Square Foot Retail. The planned gross
profit for a product dimension divided by the square feet
allocated to that particular product dimension.

Set Promo Sales Targets View
Use this view to set the scorecard targets for inventory.
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Figure 4-56 Set Promo Sales Targets View
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Table 4-46 lists the measures available in this view.

Table 4-46 Set Promo Sales Targets Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

LY Promo Sales R Category Planning and Assortment Planning @ Cluster. Last

LY Promo Sales contrib to
LY Sales R

Fc Sales R

WP Sales R

Year Promo Sales Retail. Last year sales revenue due to a
promotion for the item obtained from a third party. The data is
typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Last Year
Promo Sales contribution to Last Year Retail.

Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.
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Table 4-46 (Cont.) Set Promo Sales Targets Measures

Label

Definition

WP Promo Sales R

WP Promo Sales contrib to

WP Sales R

WP Promo Sales var to LY R

LY Sales U

LY Sales AUR

LY Promo Sales U

Fc Sales U

Fc Sales AUR

WP Sales U

LY Promo Sales AUR

WP Sales AUR

WP Promo Sales U

WP Promo Sales AUR

LY Gross Profit R

LY Gross Profit %

WP Gross Profit R

Category Planning and Assortment Planning @ Cluster Working
Plan Promotional Sales Retail. Current approved Promotional
sales revenue for the item obtained from a third party. The data
is typically obtained quarterly.

Category Planning and Assortment Planning @ Cluster Working
Plan Promo Sales contribution to Working Plan Retail.
Represents the contribution to promotional sales by an item (or a
product dimension) to the overall sales value/revenue.

Category Planning and Assortment Planning @ Cluster Working
Plan Promo Sales variance to Last Year Retail.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Cluster Category Planning Last Year
Sales Average Unit Retail. The average unit retail sales for the
retailer from the same period last year obtained from a third
party. The data is typically obtained quarterly.

Category Planning and Assortment Planning @ Cluster Last Year
Promo Sales Units. Last year sales units due to a promotion for
the item obtained from a third party. The data is typically
obtained quarterly.

Category Planning Forecast Sales Units. The sales unit forecast
from Oracle Retail Demand Forecasting.

Category Planning and Assortment Planning @ Cluster Forecast
Sales Average Units Retail. The Sales average units retail forecast
from Oracle Retail Demand Forecasting.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Units. The current planned sales units for the item.

Category Planning and Assortment Planning @ Cluster Last Year
Promo Sales Average Unit Retail. Last year's promotional sales
average unit's retail for the item.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales Average Unit Retail. The current planned promotional
sales average unit's retail for the item.

Category Planning and Assortment Planning @ Cluster Working
Plan Promotional Sales Units. The current planned promotional
sales units for the item.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales Average Unit Retail. The current planned promotional
sales average unit's retail for the item.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.
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Table 4-46 (Cont.) Set Promo Sales Targets Measures

Label Definition

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

ACLY Assort SKU Count The total number of SKUs in the last year's assortment for the
cluster.

ACLY Assort Promo SKU  The Number of SKUs put on promotion in the last year's

Count assortment for the cluster.

ACLY Assort Promo SKU  The no. of SKUs put on promotion in the LY assortment relative

contrib to LY Assort SKU to the total no. of SKUs in the LY assortment; expressed in
percentage points.

AC WP Assort SKU Count  The total number of SKUs in the Working Plan's assortment for
the cluster.

AC WP Assort Promo SKU  The number of SKUs put on promotion in the working plan's

Count assortment for the cluster.

AC WP Assort Promo SKU  The no. of SKUs put on promotion in Working Plan assortment

contrib to WP Assort SKU relative to the total no. of SKUs in the Working Plan assortment;
expressed in percentage points.

AC CP Assort SKU Count The total number of SKUs in the Current Plan's assortment for
the cluster.

AC CP Assort Promo SKU The Number of SKUs put on promotion in the current plan's

Count assortment for the cluster.

AC CP Assort Promo SKU The no. of SKUs put on promotion in Current Plan assortment

contrib to CP Assort SKU relative to the total no. of SKUs in the Current Plan assortment;

expressed in percentage points.

Set Private Label Targets View
Use this view to set the category-specific sales and profit targets for the private label.
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Figure 4-57 Set Private Label Targets View
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Table 4-47 lists the measures available in this view.

Table 4-47 Set Private Label Targets Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

LY Private Label Sales R Category Planning and Assortment Planning @ Cluster Last Year
Private Label Sales Retail. The Sales dollars for the retailer brand
during the last fiscal year.

LY Private Label Sales Assortment Planning @ Cluster Last Year Promo Sales
contrib to LY Sales R contribution to Last Year Retail.
Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast

Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.
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Table 4-47 (Cont.) Set Private Label Targets Measures

Label Definition

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Private Label Sales R Category Planning and Assortment Planning @ Cluster Working
Plan Private Label Sales Retail. Current approved planned sales
revenue for the retailer brand.

WP Private Label Sales Category Planning and Assortment Planning @ Cluster Working

contrib to WP Sales R Plan Private Label Sales contribution to Working Plan Sales
Retail.

WP Private Label Sales var ~ Category Planning and Assortment Planning @ Cluster Working

toLYR Plan Private Label Sales variance to Last Year Retail.

LY Sales U Assortment Planning @ Cluster and Category Planning Last Year

Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

LY Sales AUR Assortment Planning @ Cluster Category Planning Last Year
Sales Average Unit Retail. The average unit retail sales for the
retailer from the same period last year obtained from a third
party. The data is typically obtained quarterly.

LY Private Label Sales U Assortment Planning @ Cluster and Category Planning Last Year
Private Label Sales Units. The Sales units for the retailer brand
during the last fiscal year.

Fc Sales U Category Planning Forecast Sales Units. The sales unit forecast
from Oracle Retail Demand Forecasting.

Fc Sales AUR Category Planning and Assortment Planning @ Cluster Forecast
Sales Average Units Retail. The Sales average units retail forecast
from Oracle Retail Demand Forecasting.

WP Sales U Assortment Planning @ Cluster and Category Planning Working
Plan Sales Units. The current planned sales units for the item.

LY Private Label Sales AUR Category Planning and Assortment Planning @ Cluster ast Year
Private Label Sales Average Unit Retail. The average unit retail
sales for the retailer brand from the same period last year;
obtained from a third party. The data is typically obtained
quarterly.

WP Sales AUR Category Planning and Assortment Planning @ Cluster Working
Plan Sales Average Unit Retail. The current planned sales
average unit's retail for the item.

WP Private Label Sales U Category Planning and Assortment Planning @ Cluster Working
Plan Private Label Sales Units. Current approved planned sales
units for the retailer brand.

WP Private Label Sales AUR Category Planning Working Plan Private Label Sales Retail. The
current planned retailer brand sales average unit's retail for the

item.

LY Gross Profit R Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

LY Gross Profit % Category Planning and Assortment Planning @ Cluster Last Year

Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.
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Table 4-47 (Cont.) Set Private Label Targets Measures

Label Definition

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

LY Private Label Gross Category Planning and Assortment Planning @ Cluster Last Year

Profit R Private Label Gross Profit Retail. Last year's Retail Sales minus
Last Year's Cost of Goods Sold for the retailer brand.

LY Private Label Gross Category Planning and Assortment Planning @ Cluster Last Year

Profit % Private Label Gross Profit Percent. Last year's Retail Sales minus
respective (or planned) Cost of Goods Sold divided by Planned
Retail Sales for the retailer brand.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

LY Private Label Gross Category Planning Last Year Private Label Gross Profit

Profit contrib to LY Gross
Profit R

Wp Gross Profit %

WP Private Label Gross
Profit R

WP Private Label Gross
Profit %

WP Private Label Gross
Profit contrib to WP Gross
Profit R

WP Private Label Gross
Profit var to LY R

AC LY Assort SKU Count

AC LY Assort Private Label
SKU Count

AC LY Assort Private Label
SKU contrib to LY Assort
SKU

AC WP Assort SKU Count

AC WP Assort Private Label
SKU Count

AC WP Assort Private Label
SKU contrib to WP Assort
SKU

AC CP Assort SKU Count

AC CP Assort Private Label
SKU Count

AC CP Assort Private Label
SKU contrib to CP Assort
SKU

contribution to Last Year Gross Profit Retail.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Category Planning and Assortment Planning @ Cluster Working
Plan Private Label Gross Profit Retail.

Category Planning and Assortment Planning @ Cluster Working
Plan Private Label Gross Profit Percent.

Category Planning Working Plan Private Label Gross Profit
contribution to Working Plan Gross Profit Retail.

Category Planning Working Plan Private Label Gross Profit
variance to Last Year Retail.

The total number of SKUs in the Current Plan's assortment for
the cluster.

The number of private label SKUs in the last year's assortment
for the cluster.

The no. of private label SKUs in the LY assortment relative to the
total no. of SKUs in the LY assortment; expressed in percentage
points.

The total number of SKUs in the Working Plan's assortment for
the cluster.

The Number of private label SKUs in the working plan's
assortment for the cluster.

The no. of private label SKUs in the Working Plan assortment
relative to the total no. of SKUs in the Working Plan assortment;
expressed in percentage points.

The total number of SKUs in the Current Plan's assortment for
the cluster.

The number of private label SKUs in the current plan's
assortment for the cluster.

The no. of private label SKUs in the Current Plan assortment
relative to the total no. of SKUs in the Current Plan assortment;
expressed in percentage points.
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Set Inventory Targets Tab

This tab has one view.

Set Inventory Targets View
Use this view to set the scorecard targets for inventory.

Figure 4-58 Set Inventory Targets View
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WP Turn 0.0 0.0 0.0 0.0
OP Turn 2775 0.4 06 0.1

Table 4-48 lists the measures available in this view.

Table 4-48 Set Inventory Targets Measures

Label Definition

LY Avg Inv R Category Planning and Assortment Planning @ Cluster Last Year
Average Inventory Retail.

WP Avg Inv R Category Planning and Assortment Planning @ Cluster Working
Plan Average Inventory Retail.

OP Avg Inv R Assortment Planning @ Cluster and Category Planning Original
Plan Average Inventory Retail.

LY Turn Category Planning and Assortment Planning @ Cluster Last Year
Turn Retail Ratio.

WP Turn Assortment Planning @ Cluster and Category Planning Working
Plan Turn Retail Ratio. The current planned number of times a
retailer expects to sell out of its complete inventory in a given
period of time.

OP Turn The Pre-Season approved number of times a retailer expects to
sell out of its complete inventory in a given period of time.

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 Planning). The Working Plan is transferred into the Current Plan, which is
transferred to Assortment Planning. 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.

Approve Assortment Strategies, Tactics, and Scorecard View

This step contains the Approve custom menu.

4-72 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Next Steps

Next Steps

This view exists at the following level:

= Sub-Category (a level in the Product dimension)

s Trading Area (a level in the Location dimension)

Figure 4-59 Approve Assortment Strategies, Tactics, and Scorecard View
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Table 4-49 lists the measures available in this view.

Table 4-49 Approve Assortment Strategies, Tactics, and Scorecard Measures

Label

Definition

WP Approve to OP

WP Approve to OP
Comment

WP Approve OP Date

WP Approve to OP By

Category Planning Working Plan Approve to Original Plan
Boolean. Boolean mask measure to control what is approved and
not approved as the Original Plan.

Category Planning Working Plan Approve to Original Plan
Comments. The comments made by the approver at the time of
approving a specific plan (or an assortment) for the approval
seeker to take a note of while executing the plan or working on
other plans.

Category Planning Working Plan Approve to Original Plan Date.
The date on which a specific plan or an assortment is approved.

Category Planning Working Plan Approve to Original Plan User.
The Approver's ID or identification details. Typically, in a retail
context it will be an ID of a category manager.

After completing category planning, continue to the Assortment Planning Analysis

Task.
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Assortment Planning Analysis Task

This task enables a retailer to analyze their current assortment and past assortment
(last year, last plan) from a performance perspective, consumer segment perspective,
market perspective.

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 Assortment Clusters (or Clusters) received from ORASE (Oracle
Retail Advanced Science Engine) to ensure assortments are tailored to specific markets
and primary consumer segments. Stores are pre-clustered or grouped into Assortment
Clusters in Oracle Retail Modeling Engine (ORME) module of ORASE, based on
various parameters like Consumer Segment Profiles, Store Attributes, Performance
Attributes, Product Attributes, and so on.

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

This task has the following steps:
»  Performance Analysis Step

= Market Analysis Step

= Consumer Analysis Step

= Review Assortment Scorecard Step

Create the Assortment Planning Analysis Workbook
To create the workbook:

1. Select the New Workbook icon in the Assortment Planning Analysis activity.
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Figure 5-1 Assortment Planning Analysis Task
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Select only one category and move it to the Selected Items box. Click Next.

Figure 5-2 Workbook Wizard Select Category Page
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3.
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Figure 5-3 Workbook Wizard Select Trading Area Page
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4. Select the quarters and move them to the Selected Items box. Click Next.

Figure 5-4 Workbook Wizard Select Quarter Page
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5. Select the Consumer Segments and move them to the Selected Items box. Click
Finish.
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Figure 5-5 Workbook Wizard Select Version Page
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9 Add
S5 Add All
4 Remove
43 Remove All
Rows Selecied 1 Rows Selected 1

Use Drag and Drop to add Available tlems to Selected tems, use shift-click and Add for multiple selections, or Add Al for all items.
Synchronize Hierarchies

Cancel Previous Fnish

The workbook is created.

Performance Analysis Step

Use this step to analyze the performance of a category based on historical sales and
forecast, if available.

This step has the following tabs and views:
s Sales and Gross Profit Analysis Tab:
— Sales and Gross Profit Analysis View
s Performance Quadrant Analysis Tab:
- Gross Profit and Inventory Turns View
— Sales Revenue and Sales Units View
— Sales Revenue and Gross Profit View

— Sales and Profit per Sq Ft View

Sales and Gross Profit Analysis Tab

This tab has one view.
Sales and 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 5-6 Sales and Gross Profit Analysis View

Sales and Gross Profit Analysis

~ Sales and Gross Profit Analysis

Performance Quadrant Analysis

FH  Locaton K ¢ > 3
|F'|emium | Medium | B [Northms]l-
@ E | & [Find. -3 4 BEsm A A
3302013 | 4062013 | 4132013 | 4202013 | 4127203 5/412013
1234582 - Folgers WP Segment % Share of Category Profit 03% 03% 03% 03% 03% 0.4%
Breakfast Roast Non- WP Avg Profit per lem R 0.0K 0.0K 0.0K 0.0K 0.0K 0.0K
:';:‘::r?’mm“a‘m WP Avg Sales per kem R 00K 0.0K 0.0K 0.0k 0.0k 0.0K

WP Profit Productivity Index
WP Sales Productivity Index
WP Sales contrib to Total Category R
WP Sales contrib to Total Category U

WP Avg Sales per tem U 4 5 4 3 3 3

025 0.25 025 025 025 034
0.3 0.3 0.3 0.30 0.30 04z
0.4% 0.4% 04% 0.4% 0.4% 0.5%
06 % 06 % 06% 06 % 06% 09%

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

Table 5-1 Sales and Gross Profit Analysis Measures

Label Definition

WP Segment % Share of Assortment Planning @ Cluster Working Plan Segment % Share
Category Profit of Category Profit Percent. The current planned fraction of

WP Avg. Profit per Item R

WP Avg. Sales per Item R

WP Avg. Sales per Item U

WP Profit Productivity

Index

WP Sales Productivity Index

WP Sales contrib to Total
Category R

WP Sales contrib to Total
Category U

category level profit that can be attributed to this segment.

Assortment Planning @ Cluster Working Plan Avg. Profit per
Item Retail. The current planned average profit per SKU in this
segment.

Assortment Planning @ Cluster Working Plan Avg Sales per
Item Retail. The current planned average sales (in dollars) per
SKU in this segment.

Assortment Planning @ Cluster Working Plan Avg Sales per
Item Units. The current planned average sales (in units) per SKU
in this segment.

Assortment Planning @ Cluster Working Plan Profit Productivity
Index. Profit dollars per SKU of the segment divided by profit
dollars per SKU of the category.

Assortment Planning @ Cluster Working Plan Sales Productivity
Index. Sales dollars per SKU of the segment divided by Sales
dollars per SKU of the category.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales contribution to Total Category Retail. The
contribution to sales value/revenue by an item (or a product
dimension) to the overall sales value/revenue.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales contribution to Total Category Unit. The contribution
to sales units by an item (or a product dimension) to the overall
sales value/revenue.

Performance Quadrant Analysis Tab

This tab has four views.

Gross Profit and Inventory Turns View

Use this view to analyze gross profit and inventory turns. This information is best
displayed as a bubble chart.
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Figure 5-7 Gross Profit and Inventory Turns View

Sales and Gross Profit Analysis Performance Quadrant Analysis

~ 1. Gross Profit and Inventory Turns

B Location
[Ferwesl]
B E | 12| [Fina.. -3 o | mEoamE
2902013 21162013 212312013 3212013
Ground WP Turn 220 147 131 12.4
WP Gross Profit % 36.0% 36.0% 36.0 % 36.5%
Target Turn 220 147 13.1 12.4
Target Gross Profit 9% 66.3 % 66.7 % 69.6 % T46%
Instant WP Turn 220 147 131 123
WP Gross Profit % 30.3% 30.3 % 30.3% 30.3%
Target Turn 220 147 13.1 12.3
Target Gross Profit % 9.2 % 99.1% 103.5% 128.7 %
ﬂ Single Serve WP Turn 220 147 134 12.4
WP Gross Profit % 45.6 % 45.6 % 48.6 % 437 %
Target Turn 220 147 13.1 124
Target Gross Profit % 879 % 87.8 % 91.6 % 100.5 %
Whole WP Turn 220 147 131 12.6
WP Gross Profit % 411% 41.1% 41.1% 41.0 %
Target Turn 220 147 13.1 12.6
Target Gross Profit % 753 % 75.2% T8.5% 75.2%

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

Table 5-2 Gross Profit and Inventory Turns Measures

Label Definition

WP Turn Assortment Planning @ Cluster and Category Planning Working
Plan Turn Retail Ratio. The current planned number of times a
retailer expects to sell out of its complete inventory in a given
period of time.

WP Gross Profit % Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Target Turn The desired number of times a retailer expects to sell out of its
complete inventory in a given period of time.

Target Gross Profit % The Approved Plan Retail Sales minus respective (or approved
plan) Cost of Goods Sold divided by Approved Plan Retail Sales.

Sales Revenue and Sales Units View

Use this view to analyze sales dollars and units. This information is best displayed as a
bubble chart.
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Figure 5-8 Sales Revenue and Sales Units View

Sales and Gross Profit Analysis

Performance Quadrant Analysis

v 2. Sales Revenue and Sales Units
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Table 5-3 lists the measures available in this view.

Table 5-3 Sales Revenue and Sales Units Measures

Label Definition

Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Fc Sales U Category Planning Forecast Sales Units. The sales unit forecast
from Oracle Retail Demand Forecasting.

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

LY Sales U Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Sales U Assortment Planning @ Cluster and Category Planning Working
Plan Sales Units. The current planned sales units for the item.

WP Sales var to Fc R Category Planning Working and Assortment Planning @ Cluster
Plan Sales variance to Forecast Retail.

WP Sales var to Fc U Category Planning and Assortment Planning @ Cluster
Working Plan Sales variance to Forecast Units

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

WP Sales var to LY U Assortment Planning @ Cluster and Category Planning Working

Plan Sales variance to Last Year Units.

Sales Revenue and Gross Profit View
Use this view to analyze gross profit and sales. This information is best displayed as a

bubble chart.
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Figure 5-9 Sales Revenue and Gross Profit View
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3. Sales Revenue and Gross Profit ' 4 Sales and Profit per Sq Ft

Table 5—4 lists the measures available in this view.

Table 5-4 Sales Revenue and Gross Profit Measures

Label

Definition

Fc Sales R

LY Sales R

WP Sales R

WP Gross Profit R

WP Gross Profit %

Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

Sales and Profit per Sq Ft View

Use this view to analyze profit and sales per square foot. This information is best
displayed as a bubble chart.
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Figure 5-10 Sales and Profit per Sq Ft View

Sales and Gross Profit Analysis Performance Quadrant Analysis

~ 4. Sales and Profit per Sq it
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Table 5-5 lists the measures available in this view.

Table 5-5 Sales and Profit per Square Foot Measures

Label Definition

WP Sales R Assortment Planning @ Cluster and Category Planning Working

Plan Sales Retail. The current planned sales revenue for the item.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working

Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

WP Gross Profit R per Sq Ft ~ Assortment Planning @ Cluster and Category Planning Working

Plan Gross Profit per Square Foot Retail. The planned gross
profit for a product dimension divided by the square feet
allocated to that particular product dimension.

WP Sales R per Sq Ft Category Planning and Assortment Planning @ Cluster Working

Plan Sales per Square Foot Retail.

Market Analy

sis Step

Use this step to evaluate market coverage for each category by store cluster based on
the standard hierarchy and/or by CDTs.

This step has the following tabs and views:

Set Breakpoint and Performance Drivers Tab:

- Set Breakpoints View

- Set Performance Metric Driver View

Performance Based Fragmentation Analysis Tab:

- Performance Based Fragmentation Analysis - Market Data View
— Performance Based Fragmentation Analysis - Retail Data View
Item Contribution Analysis Tab:

- Item Contribution Analysis (Market) View

- Item Contribution Retailer View

Proliferation Analysis Tab:

- Proliferation Market Analysis View

- Proliferation Retailer Analysis View
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= Accumulative Ranking Tab:
- Accumulative Ranking Market Analysis View
- Accumulative Ranking Retailer Analysis View
= Market Assessment Tab:
— Market Share Assessment View
— Market Sales Trend Analysis View
— Market Analysis View
= Market Quadrant Analysis Tab:
- Market Sales $/ Sales Units/ Share View
- Market Share / Growth / Sales Units View

Set Breakpoint and Performance Drivers Tab

This tab has two views.

Set Breakpoints View
Use this view to set the category breakpoints.
Figure 5-11 Set Breakpoints View

Set Breakpoints and Performance Drivers Perforn

~ 1. Set Breakpoints

B Product
Coffes |=
B & | | [Find.. - 3 4 |E
Confribution | Fragmentation
Analysis Analysis
Breakpointz | Breakpoiniz
% %
50% 50.0 % 50.0 %
75% 75.0% 75.0 %
80% #0.0% 80.0 %
85% 85.0% 85.0%
90% 90.0 % 90.0 %
95% 95.0% 95.0 %
99% 99.0 % 99.0 %
What-If 1 100.0 % 100.0 %
What-if 2 100.0 % 100.0 %
What-If 3 100.0 % 100.0 %

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

Table 5-6 Set Breakpoints Measures

Label Definition

Contribution Analysis The pre-defined (user-set) break-points for the count of items (in

Breakpoints % percentage points) for a category to see the sales variance across
the complete range of SKUs in that category.

Fragmentation Analysis The pre-defined (user-set) break-points for sales dollars (in

Breakpoints % percentage points) for a category to see the sales dollars variance

across the complete range of SKUs in that category.
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Set Performance Metric Driver View

Use this view to set key metrics for retailer and market data analysis. Selections made
here are used in fragmentation analysis as the basis of its calculation. Once this
selection has been completed, the user needs to run the Fragmentation Analysis
custom menu to populate fragmentation analysis based worksheets.

Figure 5-12 Set Performance Metric Driver View

Set Breakpoints and Performance Drivers Performanc

~ 2. Set Performance Metric Driver

|

B3 &l | & | [Find.. -3 o @3
Key Metric (Market Data

Analysis) LY Market Sales U

Key Metric (Retailer Data

Anyzlﬂvsis] ( |LY Assort Sales U ﬂ

Table 5-7 lists the measures available in this view.

Table 5-7 Select Performance Metric Driver Measures

Label Definition
Key Metric (Market Data The retailer data measure used to do fragmentation and
Analysis) contribution analysis.

Key Metric (Retailer Data The market data measure used to do fragmentation and
Analysis) contribution analysis.

Performance Based Fragmentation Analysis Tab

Fragmentation Analysis provides a facility to divide the sales and corresponding
SKU/Item count to pre-set levels or ranges, so that both these parameters/measures
can be looked at side-by-side. The idea is to look at market coverage (or sales)
achieved by given number of SKUs/Items. This analysis can be performed in retailer's
business and overall market's (for example a trading area) business context.

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:

s Performance Based Fragmentation Analysis tab
s Item Contribution Analysis tab

= Proliferation Analysis tab

= Accumulative Ranking tab

The following figure shows the views for this tab.
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Figure 5-13 Performance Based Fragmentation Analysis Tab

Set Breakpoints and Performance Drivers
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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.

Figure 5-14 Performance Based Fragmentation Market Data Analysis View

Set Breakpoints and Performance Drivers Performance Based Fragmentatior

~ 1. Performance Based Fragmentation Market Data Analysis
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75% 0.0% o
B80% 0.0% o
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d 90% 0.0% 0
95% 0.0 % o
99% 0.0% o
What-ff 1 0.0% o
VWhat-If 2 0.0 % o
What-ff 3 0.0% o
Instant 50% 0.0% o
75% 0.0% o
B80% 0.0% o
85% 0.0% o
90% 0.0% o
95% 0.0 % o
99% 0.0 % 0
VWhat-If 1 0.0 % o
What-ff 2 0.0% o
What-ff 3 0.0% o
Single Serve 50% 0.0% o

1. Performance Based Fragmentation Market Data Analysis

2. Performance

Table 5-8 lists the measures available in this view.
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Table 5-8 Performance Based Fragmentation Analysis - Market Data Measures

Label Definition
Market % Sales of Item The contribution towards overall sales of the market (or market
Count coverage in other words) represented in percentage figures by a

set of items or a fragment of items from the overall assortment.
Typically looked at the product category level. Break-points are
defined for this measure to view the fragmentation analysis.

Market Item Count to Reach The no. of items required in the market (trading area) as a whole
Breakpoint Sales to reach a pre-set break-point sales level.

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.

Figure 5-15 Performance Based Fragmentation Retailer Data Analysis View

Set Breakpoints and Performance Drivers Performance Based Fragmentation 2

~ 2. Performance Based Fragmentation Retailer Data Analysis
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[Msinstream | Large | A (Northwest) |«
B & 0l | | [Find. -3 ¢ BEcamA Ef
Retailer % Retailer tem
Sales of tem Count to
Count Reach
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Sales
Ground 50% 0.0% 0
T5% 0.0% 0
&0% 0.0% 0
B85% 0.0 % 0
90% 0.0 % o
95% 0.0 % 0
99% 0.0 % o
What-If 1 0.0% 0
What-if 2 0.0 % 0
What-If 3 0.0% 0
Instant 50% 0.0 % 0
T5% 0.0 % o
B0% 0.0 % 0
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What-If 1 0.0 % 0
VWhat-If 2 0.0 % o
What-If 3 0.0% 0
Single Serve 50% 0.0% 0

1. Perfiormance Based Fragmentation Market Data Analysis 2. Performance Ba:
Table 5-9 lists the measures available in this view.

Table 5-9 Performance Based Fragmentation Analysis - Retail Data Measures

Label Definition
Retailer % Sales of Item The contribution towards overall retail sales of the retailer (or
Count market coverage in other words) represented in percentage

figures by a set of items or a fragment of items from the overall
assortment. Typically looked at on the product category level.
Break-points are defined for this measure to view the
fragmentation analysis.

Retailer Item Count to The number of SKUs required to reach a pre-set sales value (in
Reach Breakpoint Sales terms of Sales R) level.
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Item Contribution Analysis Tab

The following figure shows the views for this tab.

Figure 5-16 Item Contribution Analysis Tab Views
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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 (using market data).

Figure 5-17 Item Contribution Market View

<« | Performance Based Fragmentation Analysis Item Contribution Analysis
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95% 0.0 %
99% 0.0 %
What-ff 1 0.0%
What-ff 2 0.0 %
What-ff 3 0.0%
Instant 50% 0.0 %
75% 0.0 %
B80% 0.0 %
B85% 0.0%
90% 0.0%
95% 0.0 %
99% 0.0 %
VWhat-If 1 0.0 %
What-ff 2 0.0 %
What-ff 3 0.0%
Single Serve 50% 0.0 %
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Table 5-10 lists the measures available in this view.

Table 5-10 Item Contribution Market Measures

Label Definition
Market Item Count % of The contribution towards overall sales of the market (or market
Sales coverage in other words) represented in percentage figures by a

set of items or a fragment of items from the overall assortment.
Typically looked at the product category level. Break-points are
defined for this measure to view the fragmentation analysis.

Market % Sales to Reach The percentage of market sales (trading area sales) reached to
Breakpoint achieve the pre-set break-point sales level.

Item Contribution 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, but using retailer
data.

Figure 5-18 Item Contribution Retailer View

¢« Periormance Based Fragmentation Analysis Item Contribution Analysis

~ 2.Item Contribution Retailer

B Location *»
[Mainstream | Large | A (Northwest) |«
B2 &l | | [Fing.. 3 4 mEccamE MW
Retailer % Retailer tem
Sales to Count of %
Reach Sales
Breakpoint
Ground 50% 0.0 %
5% 0.0 %
B0% 0.0 %
85% 0.0 %
90% 0.0 %
ﬂ 95% 0.0 %
99% 0.0 %
What-f 1 0.0 %
What-If 2 0.0 %
What-if 3 0.0 %
Instant 50% 0.0 %
T5% 0.0 %
80% 0.0 %
65% 0.0 %
90% 0.0 %
95% 0.0 %
9% 0.0 %
What-If 1 0.0 %
What-If 2 0.0 %
What-if 3 0.0 %
Single Serve 20% 0.0 %
TFooL nnaoc

1. ltem Confribution Market 2. Item Contribution Retailer

Table 5-11 lists the measures available in this view.

Table 5-11 Item Contribution Retailer Measures

Label Definition

Retailer % Sales to Reach The percentage of retailer's sales reached to achieve the pre-set
Breakpoint break-point sales level.

Retailer Item Count of % The count of items being sold in the by the retailer as a whole.
Sales
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Proliferation Analysis Tab

The following figure shows the views for this tab.

Figure 5-19 Proliferation Analysis Tab Views

« Iltem Contribution Analysis Proliferation Analysis = Accumulative Ranking Analysis Market Assessment »
~ 2. Proliferation Retailer Analysis v b v 7 ~ 1. Proliferation Market Analysis
3 Location > ¥ B measure 3 Location
[Famam Coge [ e B Poud | [l
—a
B & i & | [Find -4 ¢ MAEcEmA Wl B & ol & | [Find % 4 W
Curulative  Retailer kem Cumulative Market tem
Retailer Sales  Count of % Market Sales  Count of %
@ Sub-Cat Sales @ Sub-Cat Sales

1234582 - Folgers 0.0K 1234582 - Folgers 0.0K
1234600 - Maxw ell House 0.0K () 1234600 - Maxw ell House 00K
1234615 - Maxw ell House 00K 1234615 - Maxw el House 0.0K
1234747 - Folgers 100% 0.0K 1234747 - Folgers 100% 0.0K
1234753 - Folgers Dark 0.0K 1234753 - Folgers Dark 00K
1234759 - Folgers Medium 00K 1234758 - Folgers Medium 0.0K
1234762 - Folgers 0.0K 1234762 - Folgers 0.0K
1234765 - Folgers French 0.0K 1234765 - Folgers French 00K
1234768 - PL 100% 00K 1234768 - PL 100% 0.0K
1234780 - Maxw ell House 0.0K 1234780 - Maxw ell House 00K
12347586 - Maxw ell House 0.0K 1234786 - Maxw ell House 00K
1234789 - Maxw ell House 00K 123475889 - Maxw ell House 0.0K
1234816 - Tully's Dark 0.0K 1234816 - Tully's Dark 0.0K
1234822 - Tully'’s Light 0.0K 1234822 - Tully's Light 00K
1234825 - Tully's French 0.0K 1234825 - Tully's French 00K
1234528 - Y uban Medium 0.0K 12345828 - Yuban Medium 00K
1234831 - Yuban French 0.0K 1234831 - Yuban French 00K
1234843 - Folgers Dark 0.0K 1234843 - Folgers Dark 00K
1234921 - Yuban French 0.0K 1234921 - Yuban French 00K
1234942 - Caribou Coffee 0.0K v 1234942 - Caribou Coffee 00K
1234951 - Dunkin’ Donuts 00K 1234951 - Dunkin' Donuts 0.0K

Proliferation Market Analysis 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.
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Figure 5-20 Proliferation Analysis Market View

<« | Item Confribution Analysis Proliferation Analysis

~ 1. Proliferation Market Analysis

B Location
[Forwesl]
B & | | Find.. >3 4@
Cumulative Market tem
Market Sales | Count of %
(@ Sub-Cat Sales
1234582 - Folgers 0.0K
1234600 - Maxw ell House 0.0K
1234615 - Maxw ell House 0.0K
1234747 - Folgers 100% 0.0K
1234753 - Folgers Dark 0.0K
1234759 - Folgers Medium 0.0K
1234762 - Folgers 0.0K
1234765 - Folgers French 0.0K
1234768 - PL 100% 0.0K
1234780 - Maxw ell House 0.0K
1234756 - Maxw ell House 00K
1234789 - Maxw ell House 0.0K
1234816 - Tully's Dark 0.0K
1234822 - Tully's Light 0.0K
1234825 - Tully's French 0.0K
1234525 - Yuban Medium 0.0K
1234531 - Yuban French 0.0K
1234843 - Folgers Dark 0.0K
1234921 - Yuban French 0.0K
1234942 - Caribou Coffee 0.0K
1234951 - Dunkin' Denuts 0.0K
1234957 - Bght O'Clock 0.0K

1. Proliferation Market Analysis 2. Proliferation Reta
Table 5-12 lists the measures available in this view.

Table 5-12  Proliferation Market Analysis Measures

Label Definition

Cumulative Market Sales @ Used in proliferation analysis under Market Analysis. It reflects

Sub-Cat the cumulative sales quantity of the market at the Sub-category
level and is shown against the number of items to analyze the
market coverage from a sales quantity perspective.

Market Item Count of % The contribution towards overall sales of the market (or market

Sales coverage in other words) represented in percentage figures by a
set of items or a fragment of items from the overall assortment.
Typically looked at the product category level. Break-points are
defined for this measure to view the fragmentation analysis.

Proliferation Retailer Analysis View

Use this view to analyze the cumulative contribution for the retailer. This information
is best displayed as a pareto chart.
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Figure 5-21 Proliferation Retailer Analysis View

<« Item Coniribution Analysis Proliferation Analys

~ 2. Proliferation Retailer Analysis

E3  Location > ¥
[Mainstream | Large | A (Northwest) |«
B E | 2| [Find.. ~ 3 @ B

Cumulative Retailer ftem
Retailer Sales | Count of %

(@ Sub-Cat Sales
1234582 - Folgers 0.0K
1234600 - Maxw ell House 0.0K
1234615 - Maxw ell House 0.0K
1234747 - Folgers 100% 00K
1234753 - Folgers Dark 00K
1234759 - Folgers Medium 0.0K
1234762 - Folgers 00K
1234765 - Folgers French 0.0K
1234768 - PL 100% 00K
1234780 - Maxw ell House 0.0K
1234756 - Maxw ell House 0.0K
1234789 - Maxw ell House 0.0K
1234816 - Tully's Dark 0.0K
1234822 - Tully's Light 00K
1234825 - Tully’s French 0.0K
1234525 - Y uban Medium 0.0K
1234531 - Y'uban French 0.0K
12345343 - Folgers Dark 0.0K
1234921 - Yuban French 0.0K
1234942 - Caribou Coffee 0.0K
1234951 - Dunkin’ Donuts 00K
1234957 - Bght O'Clock 0.0K

1. Proliferation Market Analysis 2. Proliferation Re
Table 5-13 lists the measures available in this view.

Table 5-13 Proliferation Retailer Analysis Measures

Label Definition

Cumulative Retailer Sales @ Used in proliferation analysis under Retailer Analysis. It reflects

Sub-Cat the cumulative sales quantity of the retailer at the Sub-category
level and is shown against the number of items to analyze the
market coverage from a sales quantity perspective.

Retailer Item Count of % The count of items being sold in the by the retailer as a whole.
Sales

Accumulative Ranking Tab

The following figure shows the views for this tab.
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Figure 5-22 Accumulative Ranking Tab Views

4« | Proliferation Analysis Accumulative Ranking Analysis Market Assessment Market Quadrant Analysis

~ 1. Accumulative Ranking Market Analysis * + v A2 ~ 2. Accumulative Ranking Retailer Analysis
Ed |Location EH mMeasure | E2  Location >
[Forimes]- B Product | [anman  Coe 1 Fowes]
-
E3 &l il | & | [Find.. O 4 |EE MG W B3 E i | 12 | [Find.. > & 4 |H
Cumulative | Market Rank Cumulative | Retailer Rank
Warket Sales | @ Sub-Cat Retailer Sales @ Sub-Gat

@ Sub-Cat @ Sub-Cat
1234552 - Folgers 0.0K 9,999 1234552 - Folgers 0.0K 9,999
1234600 - Maxw el House: 0.0K 9,999 A 1234600 - Maxw ell House 0.0K 9,999
1234515 - Maxw ell House: 0.0K 9,999 1234615 - Maxw ell House: 0.0K 9,999
1234747 - Folgers 100% 0.0K 9,999 1234747 - Folgers 100% 0.0K 9,999
1234753 - Folgers Dark 0.0K 9,999 1234753 - Foigers Dark 0.0K 9,999
1234759 - Folgers Medium 0.0K 9,999 1234759 - Folgers Medium 0.0K 9,999
1234762 - Folgers 0.0K 9,999 1234762 - Folgers 0.0K 9,999
1234765 - Folgers French 0.0K 9,999 1234765 - Folgers French 0.0K 9,999
1234765 - PL 100% 0.0K 9,999 1234768 - PL 100% 0.0K 9,999
1234750 - Maxw ell House: 0.0K 9,999 1234780 - Maxw ell House: 0.0K 9,999
1234756 - Maxw ell House: 0.0K 9,999 1234786 - Maxw ell House: 0.0K 9,999
1234759 - Maxw ell House: 0.0K 9,999 1234789 - Maxw ell House: 0.0K 9,999
1234316 - Tully’s Dark 0.0K 9,999 1234316 - Tully’s Dark 0.0K 9,999
1234322 - Tully's Light 0.0K 9,999 1234822 - Tully's Light 0.0K 9,999
1234325 - Tully's French 0.0K 9,939 1234825 - Tully's French 0.0K 9,999
1234328 - Yuban Medium 0.0K 9,999 1234828 - Yuban Medium 0.0K 9,999
1234331 - Yuban French 0.0K 9,999 1234831 - Yuban French 0.0K 9,999
1234343 - Folgers Dark 0.0K 9,999 1234843 - Folgers Dark 0.0K 9,999
1234921 - Yuban French 0.0K 9,999 1234921 - Yuban French 0.0K 9,999
1234342 - Caribou Coffee 0.0K 9,999 | 1234942 Caribou Coffes 0.0K 9,999
1234951 - Dunkin’ Donuts 0.0K 9,939 1234951 - Dunkin’ Donuts 0.0K 9,999

1. Accumulative Ranking Market Analysis 2. Accumulative Ranking Retailer Analysis

Accumulative Ranking Market Analysis View
Use this view to create an accumulation ranking report for the market.

Figure 5-23 Accumulative Ranking Market Analysis View

« Proliferation Analysis |~ Accumulative Ranking An

~ 1. Accumulative Ranking Market Analysis
B Location

B E | | [Find.. ~ 4 ¢ |H

Cumulative | Market Rank
Market Sales | @ Sub-Cat

(@ Sub-Cat
1234582 - Folgers 00K 9,999
1234600 - Maxw ell House 0.0K 9939
1234615 - Maxw ell House 0.0K 9,999
1234747 - Folgers 100% 00K 9,999
1234753 - Folgers Dark 0.0K 9,999
1234759 - Folgers Medium 0.0K 9999
1234762 - Folgers 0.0K 9,999
1234765 - Folgers French 0.0K 9,939
1234763 - PL 100% 00K 9,999
1234780 - Maxw ell House 00K 9,999
1234786 - Maxw ell House 0.0K 9939
1234789 - Maxw ell House 00K 9,999
1234816 - Tully's Dark 00K 9,999
1234822 - Tully's Light 00K 9,999
1234525 - Tully's French 0.0K 9,999
1234828 - Y uban Medium 0.0K 9999
1234831 - ¥ uban French 0.0K 9,999
1234843 - Folgers Dark 0.0K 9999
1234921 - ¥ uban French 00K 9,999
1234942 - Caribou Coffee 00K 9,999
1234951 - Dunkin' Donuts 0.0K 9,999
1234957 - Bght O'Clock 00K 9,999

1. Accumulative Ranking Market Analysis 2. Accu

Table 5-14 lists the measures available in this view.
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Table 5-14 Accumulative Market Analysis Measures

Label Definition

Cumulative Market Sales @ Used in proliferation analysis under Market Analysis. It reflects

Sub-Cat the cumulative sales quantity of the market at the Sub-category
level and is shown against the number of items to analyze the
market coverage from a sales quantity perspective.

Market Rank @Sub Cat An Index of sales for the competition in this segment compared
to retailer's market share for all products in the category.

Accumulative Ranking Retailer Analysis View
Use this view to create an accumulation ranking report for the retailer.
Figure 5-24 Accumulative Ranking Retailer Analysis View

<« Proliferation Analysis Accumulative Ranking Anah

~ 2. Accumulative Ranking Retailer Analysis

E3  Location >
[Mainstream | Large | A (Northwest) |-
B &l | & [Find.. - 3 ¢4 B

Curulative | Retailer Rank
Retailer Sales | @ Sub-Cat

(@ Sub-Cat
1234582 - Folgers 0.0K 9,999
1234600 - Maxw ell House 0.0K 9,999
1234615 - Maxw ell House 0.0K 9,999
1234747 - Folgers 100% 0.0K 9,999
1234753 - Folgers Dark 0.0K 9,999
ﬂ 1234759 - Folgers Medium 0.0K 9,999
1234762 - Folgers 0.0K 9,999
1234765 - Folgers French 0.0K 9,999
1234765 - PL 100% 0.0K 9,999
1234780 - Maxw ell House 0.0K 4,999
1234756 - Maxw ell House 0.0K 9,999
1234789 - Maxw ell House 0.0K 9,999
1234816 - Tully's Dark 0.0K 9,999
1234822 - Tully's Light 0.0K 9,999
1234825 - Tully's French 0.0K 9,999
1234525 - Yuban Medium 0.0K 9,999
1234831 - Yuban French 0.0K 9,999
1234843 - Folgers Dark 0.0K 9,999
1234921 - Yuban French 0.0K 9,999
1234942 - Caribou Coffee 0.0K 9,999
1234951 - Dunkin' Donuts 0.0K 9,999
1234957 - Bght O'Clock 0.0K 9,999

1. Accumulative Ranking Market Analysis 2. Accumu
Table 5-15 lists the measures available in this view.

Table 5-15 Accumulative Ranking Retailer Analysis Measures

Label Definition

Cumulative Retailer Sales @ Used in proliferation analysis under Retailer Analysis. It reflects

Sub Cat the cumulative sales quantity of the retailer at the Sub-category
level and is shown against the number of items to analyze the
market coverage from a sales quantity perspective.

Retailer Rank @ Sub Cat An Index of the retailer's Sales in this segment compared to
retailer's market share for all products in the category.
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Market Assessment Tab

The following figure shows the views for this tab.

Figure 5-25 Market Assessment Tab Views

« Proliferation Analysis Accumulative Ranking Analysis Market Assessment ~ Market Quadrant Analysis Fragmentation Analys
~ 1. Market Share Assessment > b v 7 ~ 2.Market Sales Trend Analysis v b v 7
B Location  Calendar > I Retailer  Product B Locaion Calendar > j@ Retailer  Product
Nothwes - [12.ar, FY2013] B Measure oz - (207073 B |Measure
— .
B & il & [Find. -3 @ WEcamA A B & | | [Find. -3 G mMEcam A A0
1234582~ | 1234600- | 1234615- | 1234747- | 1234753- | 1234759 | 1234
Foigers Wacw el Maxwel Folgers | Folgers Dark |  Foigers Folg
Breaklast | House 100% | House 100% RoastMon- |  Medium Breal
1234582 | 1234600- | 1234615. | 1234747.  1234753. | 1234759. | 123 RoastNon- | Columbian | Breakfast  Columbian | Favored | RoastNon- | Roast
Folgers Wacw ell Waxw el Fogers | Folgers Dark  Folgers E e ek BT e = T o
Breakfast | House 100% | House 100% RoastNon- | Medium Bre 550 o] vl A T )
RoastMon- = Columbian | Breakfast | Columbian | Flavored | RoastMon | Roat Markel Sales U g g : " - :
Flavored De- | Non-Flavored | RoastNon- | Non-Flavored | Regular - Favored Fla) WP Sales R
Caffeinated De- Favored De- | Regular- | Caffeinated  Regular - Ret < >
120z Can | Caffeinated | Caffeinated | Caffeinated = 120z Can | Caffeinated | Caff|
120zCan | 120zCan | 120zCan 120zCan | 12¢
- " - P
Market Sales R 764.3K 1,006 5K 1,077.8K 916.5K 941 7K 931.7K 4 3.Market Analysis ¥
LY Market Sales R 764.3K 10065K  1,077.8K 916.5K 941.7K 931.7K 180 Location Calendar Refailer > B Product
WMarket Share % 10% 14% 14% 12% 13% 13% [Northwest |+ [1st Qrtr, F¥2073 |« [Competitor A« B Measure
Retailer Market Share % 258% 63% 463% 258% 258% 253% =
LY Market Share % 10% 14% 14% 12% 13% 13% 2|5 | & (A -3 g mEosm A
LY Retailer Market Share % 258% 463% 463 % 258% 258% 258% | Ground Instant Single Serve Whole
Market Sales Grow th % 0.0% 00% 0.0% 0.0% 0.0% 00% e E0% 106 % 204% 210%
Warket Sales var o LY R, 0.0% 00% 00% 0.0% 0.0% 00% el = 5 5 o
Warket SKU Count 1 1 1 L il ! LY Assort SKU Gount
LY Warket SKU Count 1 1 i i il ! WP Assort KU Count
WMarket SKU Gount var to LY 00% 00% 0% 0.0% 0.0% 00% el ey 8 15 18
Market SKU Count var fo LY 00% 0% 0.0% 00%
WP Assort SKU Count var to LY
< >

1.Market Share Assessment 2. Market Sales Trend Analysis 3. Market Analysis

Market Share Assessment View

Use this view to analyze the Market Shares and Growth rates of the retailer among
competitors at the item level compared against the rest of the market.

Figure 5-26 Market Share Assessment View

¢ Proliferation Analysis =~ Accumulative Ranking Analysis Market Assessment = Market Quadrant Analysis
~ 1.Market Share Assessment > by 2
B3 Location  calendar » M EH Retailer  Product
[Narthwest -[ 1=t arr, Fy2013 |- EA  Measure
|
e
B E ) | (Find. >3 4 | mEcem A Wl
1234582 - 1234600 - 1234615 - 1234747 - 1234753 - 1234759 - 123
Folgers Mazxw ell Mazow ell Folgers Folgers Dark Folgers Fo
Breakfast House 100% House 100% Roast Mon- Medium Bre
Roast Mon- Columbian Breakfast Columbian Flavored Roast Non- Roat
Havored De- | Mon-Flavored | Roast Mon- | Mon-Flavored Regular - Havored Ha:
Caffeinated De- Ravored De- Regular - Caffeinated Regular - Reyq
12 oz Can Caffeinated Caffeinated Caffeinated 12 oz Can Caffeinated Caffi
12 oz Can 12 0z Can 12 0z Can 12 0z Can 12¢
Market Sales R T64.3K 1,006 5K 1,077.8K 916.5K 941. 7K 931.7K 1
LY Market Sales R 764.3K 1,006 5K 1,077.8K 916.5K 941 7K 931.7K 1
Market Share % 1.0 % 14% 1.4% 1.2% 1.3 % 13%
Retailer Market Share % 258% 463 % 46.3 % 258% 258 % 258%
LY Market Share % 1.0 % 1.4 % 1.4 % 1.2 % 13 % 1.3 %
LY Retailer Market Share % 258% 46.3 % 46.3 % 258 % 255 % 258 %
Market Sales Grow th % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0%
Market Sales var fo LY R 00% 0.0% 0.0% 0.0 % 0.0 % 0.0 %
Market SKU Count 1 1 1 1 1 1
LY Market SKU Count 1 1 1 1 1 1
Market SKU Count var to LY 0.0% 0.0% 0.0% 0.0 % 0.0 % 0.0 %
< >

1. Market Share Asses

sment

2. Market Sales Trend Analysis

3. Market Analysis
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Table 5-16 lists the measures available in this view.

Table 5-16 Market Share Assessment Measures

Label

Definition

Market Sales R

LY Market Sales R

Market Share %

Retailer Market Share %

LY Market Share %

LY Retailer Market Share %

Market Sales Growth %

Market Sales var to LY R

Market SKU Count

LY Market SKU Count

Market SKU Count var to
LY

Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Retail. The sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Cluster and Category Planning Last Year
Market Sales Retail. Last year's sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market).

The percent of sales volume (dollars or units) that a particular
category, product segment, or item contributes to all the sales
volume in the market.

Assortment Planning @ Cluster and Category Planning Default
Value Retailer's Market Share Percent. The percent of sales
revenue for the item by retailer, obtained from a third party. The
data is typically obtained quarterly.

Last Year's 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. The value or
volume sales for one or more competitors of a retailer divided by
the total universe (such as, market).

Last Year's percent of sales volume (dollars or units) that a
particular category, product segment, or item contributes to all
the sales volume in the market.

Assortment Planning @ Cluster and Category Planning Default
Value Last Year's Retailer's Market Share Percent. Last Year's
percent of sales revenue for the item by retailer, obtained from a
third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Default
Value Market Sales Growth Percent. The percent increase or
decrease in sales volume for the entire market from the prior
year.

Assortment Planning @ Cluster Default Value Market Sales
variance to Last Year Retail. The sales revenue for the item by
retailer, obtained from a third party compared to last year.

Assortment Planning @ Cluster Default Value Market SKU
Count. The Total number of SKUs carried by a competitor.

Assortment Planning @ Cluster Last Year Market SKU Count.
The Total number of SKUs carried by a competitor last year.

Market's SKU count variance to the SKU count in Last Year's
Assortment.
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Market Sales Trend Analysis View

Use this view to analyze trends to see the variance between the retailer's Sales, Gross
Profit, and Growth among the competition over a period of time.

Figure 5-27 Market Sales Trend Analysis View

¢ Proliferation Analysis

Accumulative Ranking Analysis

~ 2.Market Sales Trend Analysis

B3 Location

Northwest [ 2782013 ]«

x| [ | | [ Find..

Market Sales R
Market Sales U

WP Sales R

WP Sales U

WP Sales AUR

WP Gross Profit R
WP Gross Profit %
LY Market Sales R
LY Market Sales U
Market Sales Grow th %
LY Sales U

LY Sales R

LY Sales AUR

WP Sales varto LY R
WP Sales varto LY U

Calendar

?

Mark

M

1234582 - 1234600 - 1234615 -
Folgers Mazw ell Maxw ell
Ereakfast House 100% House
Roast Mon- Columbian Ereakfast
Favored De- | Mon-Flavored | Roast Non-
Caffeinated De- Favored De-
12 oz Can Caffeinated | Caffeinated
12 oz Can 12 0z Can
64.2K 84.5K T1.2K
9,342 12,302 6,908
64.2K 84.5K T1.2K
9,342 12,302 6,908
0.0% 0.0% 0.0%

Table 5-17 lists the measures available in this view.

Table 5-17 Market Sales Trend Analysis Measures

Label

Definition

Market Sales R

Market Sales U

WP Sales R

WP Sales U

WP Sales AUR

WP Gross Profit R

WP Gross Profit %

Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Retail. The sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Units. The Sales Units for one of more of the
retailer's competitors.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales Units. The current planned sales units for the item.

Category Planning and Assortment Planning @ Cluster Working
Plan Sales Average Unit Retail. The current planned sales
average unit's retail for the item.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.
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Table 5-17 (Cont.) Market Sales Trend Analysis Measures

Label

Definition

LY Market Sales R

LY Market Sales U

Market Sales Growth %

LY Sales U

LY Sales R

LY Sales AUR

WP Sales var to LY R

WP Sales var to LY U

Assortment Planning @ Cluster and Category Planning Last Year
Market Sales Retail. Last year's sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Cluster and Category Planning Last Year
Market Sales Units. Last year's sales units for one or more of the
retailer's competitors, obtained from a third party. The data is
typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Default
Value Market Sales Growth Percent. The percent increase or
decrease in sales volume for the entire market from the prior
year.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster Category Planning Last Year
Sales Average Unit Retail. The average unit retail sales for the
retailer from the same period last year obtained from a third
party. The data is typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Units.

Market Analysis View

Use this view to understand the market coverage information in the form of SKU
count to meet a specific market share level for the retailer among the competition. This
view is available at the sub-category level.

Figure 5-28 Market Analysis View

<« Proliferation Analysis

~ 3. Market Analysis

B Location calendar

Accumulative Ranking Analysis

Retailer

[Northwest <[ 1=t Qrtr, FY2013 |- [ Campetitar A |-
O 4| mEam A

Ground

B2 E Wl & [Fing..
Market Share %

Market SKU Count

LY Assort SKU Count

WP Assort SKU Count

LY Market SKU Count

Market SKU Count var to LY
WP Assort SKU Count var to LY

Market Assessment = M

> ¥

Instant Single Serve Whole
45.0 % 10.6 % 204 % 21.0%
38 8 15 18
35 8 15 18
0.0% 0.0 % 0.0% 0.0%

Table 5-28 lists the measures available in this view.
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Table 5-18 Market Analysis Measures

Label

Definition

Market Share %

Market SKU Count

LY Assort SKU Count

WP Assort SKU Count

LY Market SKU Count

Market SKU Count var to

LY

WP Assort SKU Count var
toLY

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market).

The percent of sales volume (dollars or units) that a particular
category, product segment, or item contributes to all the sales
volume in the market.

Assortment Planning @ Cluster Default Value Market SKU
Count. The Total number of SKUs carried by a competitor

The Number of SKUs put on promotion in the last year's
assortment for the cluster.

The total number of SKUs in the Working Plan's assortment for
the cluster.

Assortment Planning @ Cluster Last Year Market SKU Count.
The Total number of SKUs carried by a competitor last year.

Market's SKU count variance to the SKU count in Last Year's
Assortment

Working Plan Assortment's SKU count variance to SKU count in
Last Year's Assortment

Market Quadrant Analysis Tab

The following figure shows the views for this tab.

Figure 5-29 Market Quadrant Analysis Tab Views

<« Proliferation Analysis Accumulative Ranking Analysis Market Assessment Market Quadrant Analysis

~ 1. Market Sales § / Sales Units | Share

B3 Location  Calendar > 3
[N - (12 v 2073 -
@& i | [Fing. -5 4 BEsEm A A
Cx itor A | Ci titor B | Cx fitor C | Ct titor D | Ca itor E Rest of Spaces
Coffee Coffee Coffee Coffee Coffee Coffee Coffee
Market Sales R 74,432.9K B86,475.4K 0.0K 0.0K 0.0K 0.0K 93,274.8K
Market Sales U 7,272,682 7,886,055 o o o o 9,445,552
Market Share % 100.0 % 100.0 % 0.0% 0.0 % 0.0% 0.0% 100.0 %
4
~ 2.Market Share / Growth / Sales Units
B3 Location  calendar > 3
(R - [ 772073 -
B E | | [Fing.. - & 4 B EcamE
G A B | G C | O D G E Rest of Spaces
Market Sales Grow th % Coffee 0.0% 0.0% 0.0% 00% 0.0% 0.0% 0.0%
Market Sales U Coffese 7,272,682 7,886,055 o 0 o o 9,445 552
Market Share % Coffee 100.0 % 100.0 % 0.0% 0.0% 0.0 % 0.0% 100.0 %

1. Market Sales § / Sales Units / Share

2. Market Share / Growth / Sales Units
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Market Sales $/ Sales Units/ Share View

Use this view to see the Market Sales R, Growth and Sales Units at the category level
to gain a relative understanding from a large market perspective.

Figure 5-30 Market Sales $ / Sales Units / Share View

<« | Proliferation Analysis = Accumulative Ranking Analysis Market Assessment = Market Quadrant Analysis

~ 1.Market Sales $ / Sales Units / Share

R Location Calendar > ¥
[Morthwest -[ 12t Qrr, Fr2013]-
B3 El | 12| [Find.. ~ 3 ¢ HBEcam @ 4l

Competitor A | Compefitor B | Compefitor C | Competitor D | Competitor E Rest of Spaces

Coffee Coffee Coffee Coffee Coffee Coffee Coffee

Market Sales R 74,432 9K 56,475.4K 0.0K 0.0K 0.0K 0.0K 95,274.8K
Market Sales U 7,272,682 7,566,055 0 0 0 0 8,445,552
Market Share % 100.0 % 100.0 % 0.0% 0.0 % 0.0% 0.0 % 100.0 %

Table 5-19 lists the measures available in this view.

Table 5-19 Market Sales $ / Sales Units / Share Measures

Label Definition

Market Sales R Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Retail. The sales revenue for the item by
retailer, obtained from a third party. The data is typically
obtained quarterly.

Market Sales U Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Units. The Sales Units for one of more of the
retailer's competitors.

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market).

The percent of sales volume (dollars or units) that a particular
category, product segment, or item contributes to all the sales
volume in the market.

Market Share / Growth / Sales Units View

Use this view to see the Market Share, Growth and Sales Units at the category level to
gain a relative understanding from a larger market perspective.

Figure 5-31 Market Share / Growth / Sales Units View

¢« | Proliferation Analysis Accumulative Ranking Analysis Market Assessment = Market Quadrant Analysis

w 2.Market Share / Growth / S$ales Units

B2 Location  Calendar >
& il | & [Fing L SRR

G A | Competitor B | Competitor C | Compefitor D | Competitor E | Rest of Spaces
Market Sales Grow th % Coffee 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 00%
Market Sales U Coffee 7,272,682 7,886,055 ] 0 0 0 9,445552
Market Share % Coffee 100.0 % 100.0 % 0.0 % 0.0% 0.0% 0.0% 100.0%

Table 5-20 lists the measures available in this view.
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Table 5-20 Market Share / Growth / Sales Units Measures

Label

Definition

Market Sales Growth %

Market Sales U

Market Share %

Assortment Planning @ Cluster and Category Planning Default
Value Market Sales Growth Percent. The percent increase or
decrease in sales volume for the entire market from the prior
year.

Category Planning and Assortment Planning @ Cluster Default
Value Market Sales Units. The Sales Units for one of more of the
retailer's competitors.

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. The value or volume sales for
one or more competitors of a retailer divided by the total
universe (such as, market).

The percent of sales volume (dollars or units) that a particular
category, product segment, or item contributes to all the sales
volume in the market.

Consumer Analysis Step

This step has the following tabs and views:

s 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 Analysis View

- Top Shopper Analysis View

s Where is the Consumer Purchasing? Tab:

— Retail Channel Share Analysis View

— Buyer Conversion Analysis View

Who is the Consumer? Tab

This tab has one view.

Consumer Segment Analysis View

Use this view to see the consumer segment-wise breakdown of the market where the
retailer is competing. This information is available at the trading area level. This data
is sourced from third party syndicated data suppliers. This provides an understanding
of the composition of the market or trading area in terms of consumer segments.
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Figure 5-32 Consumer Segment Analysis View

Who is the Consumer? = Whatis the Consumer Purchasing and How Loyal are

~ Consumer Segment Analysis

B3 Location

[Nt

B E || [Fing.. >3 4 BEomE Ed

Market Market Retailer Retailer
Trading Area | Trading Area | Trading Area | Trading Area
HH% Spend % HH% Spend %

£0 - 519,999 40% 30% 40% 40%
520,000 - 529,999 6.0 % 5.0% 8.0% 8.0 %
£30,000 - $39,999 8.0% 8.0 % 10.0 % 12.0 %
540,000 - 549,999 9.0 % 9.0 % 10.0 % 12.0 %
$50,000 - 569,999 10.0 % 11.0 % 11.0 % 12.0 %
£70,000 - 589,999 14.0 % 13.0 % 12.0 % 11.0 %
$90,000 - $109,999 16.0 % 17.0 % 14.0 % 13.0 %
£110,000 - £149,999 15.0 % 16.0 % 14.0 % 12.0 %
$150,000+ 18.0 % 18.0 % 17.0 % 16.0 %
1 20.0 % 21.0% 19.0 % 19.0 %
2 30.0 % 33.0 % 28.0% T 0%
3-4 320% 30.0 % 34.0% 35.0%
56 14.0 % 14.0 % 15.0 % 15.0 %
T+ 4.0 % 20% 4.0% 4.0 %
18-24 16.0 % 17.0 % 18.0 % 19.0 %
25-34 200% 21.0 % 21.0 % 220 %
35-50 230% 23.0% 24.0% 240 %
51-60 15.0 % 15.0 % 13.0 % 13.0 %
61-67 140 % 13.0 % 13.0 % 120 %
68+ 12.0% 11.0 % 11.0 % 10.0 %
Any 0-5 47.0% 46.0 % 49.0 % 45.0 %
Any 6-12 230% 23.0% 21.0% 20.0 %

Consumer Segment Analysis

Table 5-21 lists the measures available in this view.

Table 5-21 Consumer Segment Analysis Measures

Label Definition

Market Trading Area HH % Category Planning and Assortment Planning @ Cluster Default
Value Market Trading Area Household Percent. The Percentage
of market households that belong to this profile.

Market Trading Area Spend Assortment Planning @ Cluster and Category Planning. Default
% Value Market Trading Area Spend Percent. The share of turnover
that this profile gets for the market.

Retailer Trading Area HH % Category Planning and Assortment Planning @ Cluster Default
Value Retailer Trading Area Household Percent. The percentage
of retailer shopper households that belong to this profile.

Retailer Trading Area Spend Assortment Planning @ Cluster and Category Planning Default
% Value Retailer Trading Area Spend Percent. The share of
turnover that this profile gets for the retailer.

What is the Consumer Purchasing and How Loyal are they? Tab

This tab contains three views.
Purchase Behavior Analysis View

Use this view to analyze the contribution of sales and profits from each sub-category
to the category total.

5-28 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Consumer Analysis Step

Figure 5-33 Purchase Behavior Analysis View

Who is the Consumer? = What is the Consumer Purchasing and How Loyal are they? | Where is

~ 1. Purchase Behavior Analysis
B3 Location

[Fofwesl]-
B E ||| [Find. >3 ¢ BEcmA 4§l
% ttem Spend Rem Eem Revenue | Eem Spend | Rem Trips per
on Promo Penetration per Buyer per kem per Buyer
% Trip

1234582 - Folgers 50.0 % 45.5% 317.38 7.70 41.22
1234600 - Maxw ell House 0.0% 0.0% o.00 0.00 0.00
1234615 - Maxw ell House 0.0 % 0.0% 0.00 0.00 o.oo
1234747 - Folgers 100% 50.0 % 48.5 % 3738 770 41.22
1234753 - Folgers Dark 50.0 % 435% 31733 770 41.22
1234759 - Folgers Medium 50.0 % 4535 % 317.38 7.70 41.22
1234762 - Folgers 50.0 % 485% 31738 770 41.322
1234765 - Folgers French 50.0 % 45.5% 317.38 7.70 41.22
1234765 - PL 100% 6% 7.4% 2274 799 285
1234780 - Maxw ell House 0.0% 0.0% 0.00 n0.00 .00
1234756 - Maxw ell House 0.0 % 0.0% o.00 0.00 0.00
1234789 - Maxw ell House 0.0% 0.0% o.00 0.00 0.00
1234816 - Tully's Dark 0.0 % 281 % 9796 599 10.90
1234822 - Tully's Light 0.0% 28.1% 97 96 8.99 10.90
1234825 - Tully's French 0.0 % 281 % 9796 599 10.90
1234525 - Yuban Medium 0.0 % 0.0% o.00 0.00 0.00
1234331 - Yuban French 0.0% 0.0% o.00 0.00 0.00
1234343 - Folgers Dark 50.0 % 485 % 317.38 770 41.22
1234921 - Yuban French 0.0% 0.0% o.00 0.00 0.00
1234942 - Caribou Coffee 40.5 % 397 % 191.98 12.49 15.37
1234951 - Dunkin' Donuts 328% T1.0% 385.08 13.99 2753
1234957 - Bght O'Clock 215% 217% 67.23 7.99 3.41

o

1. Purchase Behavior Analysis &+ 2. Consumer Loyalty Analysis & 3. Top Shopper Analysis

Table 5-22 lists the measures available in this view.

Table 5-22 Purchase Behavior Analysis Measures

Label

Definition

% Item Spend on Promo

Item Penetration %

Item Revenue per Buyer

Item Spend per Item per
Trip

Item Trips per Buyer

Assortment Planning @ Cluster Default Value Item Spend on
Promotion Percent. The percentage of the item's total sales that
occurred due to a promotion.

Category Planning and Assortment Planning @ Cluster Default
Value Item Penetration Percent. The percent of households that
purchased a product group at least once within a given time
frame for a specific market/region. Sometimes called
consumption index.

Category Planning and Assortment Planning @ Cluster Default
Value Item Revenue per Buyer Value. The amount of dollars
spent by an average consumer for a specific market/region.

Category Planning and Assortment Planning @ Cluster Default
Value Item Spend per Item per Trip Value. The amount spent per
buyer trip on the item.

Category Planning and Assortment Planning @ Cluster Default
Value Item Trips per Buyer Value. The number of times an
average buyer bought this item in this sub-category.

Consumer Loyalty Analysis View

Use this view to identify the level of loyalty the consumers within the trading area
have to product segments, brands, and individual SKUs.
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Figure 5-34 Consumer Loyalty Analysis View

Who is the Consumer? = What is the Consumer Purchasing and How Loyal are they? = When

~ 2. Consumer Loyalty Analysis

FH Location  Consumer Segment

|Main§|eam | Lange | A {Morthwest) -ISoocer Momsl.

B E | (Fing. AR ST S - I E == G
Consumer Exclusivity | Loyalty Index Sw itching
‘Worth Index Index Index

1234582 - Folgers 0.62 090 0.88 145
1234600 - Maxw ell House 0.0o0 0.00 0.00 0.00
1234615 - Maxw ell House 0.00 n.oo 0.00 0.00
1234747 - Folgers 100% 0.62 0.90 0.88 1.48
1234753 - Folgers Dark 0.62 080 0.88 1.48
1234759 - Folgers Medium 0.62 080 0.38 148
1234762 - Folgers 0.62 0.90 0.85 1.45
1234765 - Folgers French 0.62 080 0.88 145
1234765 - PL 100% 0.0s 0.58 1.10 1.61
1234730 - Maxw ell House 0.00 n.oo 0.00 0.00
1234736 - Maxw ell House 0.00 n.oo 0.00 0.00
1234739 - Maxw ell House 0.00 0.00 o.o00 0.00
1234816 - Tully's Dark 0.74 1.60 1.56 0.56
1234822 - Tully's Light 0.74 1.60 1.56 0.56
1234825 - Tully's French 0.74 1.60 1.56 0.56
1234823 - Yuban Medium 0.00 o.0o0 o.00 0.00
1234831 - Yuban French 0.00 0.00 0.00 0.00
1234843 - Folgers Dark 0.62 090 0.88 1.48
1234921 - Yuban French 0.0o0 0.00 0.00 0.00
1234942 - Caribou Coffee 0.52 113 1.15 143
1234951 - Dunkin' Donuts 212 178 1.65 0.50
1234957 - Baht O'Clock 0.08 0.85 0.51 135

1. Purchase Behavior Analysis 2. Consumer Loyalty Analysis 7 3. Top Shopper Analysis

Table 5-23 lists the measures available in this view.

Table 5-23 Consumer Loyalty Analysis Measures

Label Definition

Consumer Worth Index Assortment Planning @ Cluster Default Value 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 Assortment Planning @ Cluster Default Value 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. As example, if 40 Households out
of 100 surveyed fulfilled 100% of their annual category needs
with Brand A, Brand A would have an exclusivity of 40%,
(40HH/100HH = 40%). This measure enables the distributor to
discriminate in favor of those items for which targeted
consumers have shown an unwillingness to use other products
within the category. The discontinuation of these products could
result in the target consumer leaving the store. Exclusivity is
converted into an index by taking the exclusivity associated with
the particular brand and dividing it by the average exclusivity
measure for all brands in the category. This measure can be
determined at all levels of data analysis (brand, size, flavor,
SKU, and so on.).
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Table 5-23 (Cont.) Consumer Loyalty Analysis Measures

Label Definition

Loyalty Index Assortment Planning @ Cluster Default Value Loyalty Index.
The 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 for which targeted consumers have shown a higher
loyalty to purchase versus other products within the category.
The discontinuation of these products could result in the target
consumer leaving the store. Loyalty is converted into an index
by comparing (dividing) the loyalty of Brand A by the average
loyalty of all brands within the category. Loyalty and the loyalty
index can be measured at all levels of data analysis (brand, size,
flavor, SKU, and so on).

Switching Index Assortment Planning @ Cluster Default Value Index. The
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 for which
targeted consumers have shown an unwillingness to switch to
other products within the category.

Market Basket Indec This measure is an index measure (with an index to average
calculation) indicating the ability of an SKU/Item to drive other
customer purchases looked at from customer basket (market
basket) perspective (micro-analysis perspective). This measure is
indicative of the units in a basket and value of a basket on an
average. It is generally sourced from third party syndicate data
providers and derived from Household panel data or
Home-scan data. It can also be derived from Retailer's Loyalty
Card data. It is also used in IPI score calculations.

Top Shopper Analysis View

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

Figure 5-35 Top Shopper Analysis View

Who is the Consumer? = What is the Consumer Purchasing and How Loyal are they? = Where is the Consumer Purch

~ 3. Top Shopper Analysis
EH  Location Measure

| Mainstream | Lange | A (Northwest) -I Top Shopper Indexl-

B & | & [Fina. -3 ¢ B Ecam A 8

Competiter & = Compefitor B | Compefitor C | Compefitor D | Competitor E Rest of Spaces
Ground 1.06 1.25 0.00 0.00 o.00 0.00 1.08
Instant 0.99 0.56 0.00 0.00 0.00 0.00 0.69
Single Serve 1.14 123 0.00 0.00 0.00 0.00 122
Whole 0.81 0.65 0.00 0.00 0.00 0.00 0.81

Table 5-24 lists the measure available in this view.

Table 5-24 Top Shopper Analysis Measure

Label Definition

Top Shopper Index Assortment Planning @ Cluster Default Value Top Shopper
Index. The total shoppers index by consumer segment.
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Where is the Consumer Purchasing? Tab

This tab contains two views.

Retail Channel Share Analysis View

Use this view to see the breakdown of sales among different retail channels or formats
in the market. Different retail channels or formats consist of supermarkets, drug stores,
supercenters, warehouse clubs, and so on.

Figure 5-36 Retail Channel Share Analysis View

Who is the Consumer? = Whatis the Consumer Purchasing and How Loyal are they? = Where is the Consumer Purchasing?

~ 1. Retail Channel Share Analysis

B3 Location | Measure »
Northwest ..
B E ) | (Find. >3 4 | mEcem A Wl
All Other Convenience/{ Dollar Stores Drug Grocery Mass Merch Super- VWarehouse
Channels Without Centers Club
Supers
1234532 - Folgers T.0% 1.0 % 7.0% 4.0 % 54.0 % 3.0% 11.0 % 10.0 %
1234600 - Maxw ell House 7.0% 1.0% 7.0% 40% 54.0 % a0% 11.0% 10.0 %
1234615 - Maxw ell House 7.0% 1.0% 7.0% 40% 54.0 % 80% 11.0% 10.0 %
1234747 - Folgers 100% T.0% 1.0 % 7.0% 4.0 % 54.0 % 3.0% 11.0 % 10.0 %
1234753 - Folgers Dark 7.0% 1.0% 7.0% 40% 54.0 % 0% 11.0% 10.0 %
1234759 - Folgers Medium T.0% 1.0 % 7.0% 4.0 % 54.0 % 3.0% 11.0 % 10.0 %
1234762 - Folgers 70% 1.0% 7.0% 40% 54.0 % a0% 11.0% 10.0 %
1234765 - Folgers French 7.0% 1.0% 70% 40% 54.0 % 50% 11.0% 10.0 %
1234768 - PL 100% 7.0% 1.0% 7.0% 40% 54.0 % 80% 1.0 % 10.0 %
Table 5-25 lists the measures available in this view.
Table 5-25 Retail Channel Share Analysis Measures
Label Definition
% Buyers Assortment Planning @ Cluster and @ Store Default Value. The

Percent of buyers who purchase the category in each retail
segment/channel (store or cluster level).

% Dollars Assortment Planning @ Cluster and @ Store Default The Percent
of buyers' dollars that are spent in each sub-category (store
level).Sometimes called consumption index.

Item Revenue per Buyer Category Planning and Assortment Planning @ Cluster Default
Value Item Revenue per Buyer Value. The amount of dollars
spent by an average consumer for a specific market/region.

Item Spend per Item per Category Planning and Assortment Planning @ Cluster Default
Trip Value Item Spend per Item per Trip Value. The amount spent per
buyer trip on the item.

Item Trips per Buyer Category Planning and Assortment Planning @ Cluster Default
Value Item Trips per Buyer Value. The number of times an
average buyer bought this item in this sub-category.

Buyer Conversion Analysis View

Use this view to identify the level of loyalty the consumers within the trading area
have to product segments, brands, and individual SKUs.
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Figure 5-37 Buyer Conversion Analysis View

Whois the Consumer? = Whatis the Consumer Purchasing and How Loyal are they? = Where is the Consumer Purch:

~ 2. Buyer Conversion Analysis
B Location Measure

| Mainstream | Large | A [Morthwest) -I Buyer Conversion Rate I-

B E | & [Fing.. -3 4 | mEEcemE ol

Competfitor A | Compefitor B | Compefitor C | Competfitor D | Competitor E Rest of Spaces
Ground 0.60 0.60 0.00 0.00 0.00 0.00 0.36
Instant 0.62 0.56 0.00 0.00 0.00 0.00 0.23
Single Serve: 0.55 0.69 0.00 0.00 0.00 0.00 0.54
Whole 0.63 0.62 0.00 0.00 0.00 0.00 0.63

Table 5-26 lists the measure available in this view.

Table 5-26 Buyer Conversion Analysis Measure

Label Definition

Buyer Conversion Rate Category Planning and Assortment Planning @ Cluster Default
Value Buyer Conversion Rate Value. Indicates the percentage of
buyers who shop the sub-category as compared to all shoppers
who shop the store.

Review Assortment Scorecard Step

This step has the following tabs and views:
= Category Roles, Strategies, and Tactics Tab:
- Review Roles View
— Review Strategies View
— Review Tactics View
s Review Category Scorecard Tab:
— Scorecard Summary View
s Review Consumer Segments Tab:

— Review Consumer Segments View

Category Roles, Strategies, and Tactics Tab

This tab has three views.
Review Roles View

Use this view to review the approved roles of a category in a trading area as defined in
category planning.
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Figure 5-38 Review Roles View

Category Roles, Strategies, and Tactics Review Cz

~ 1. Review Roles
B2 Location cCalendar K <

[Northwest | -[ 1=t Qrir, FY2014 |-

B & | | [Find.. - & ¢ B
Target Target
Assigned Assigned
Role - Ruole -
Indusiry Industry
Model A Model B

Coffee Maintain

Table 5-27 lists the measures available in this view.

Table 5-27 Review Roles Measures

Label Definition

Assigned Role - Industry The Approved Category Role (Industry Model A).
Model A

Assigned Role - Industry The Approved Category Role (Industry Model B).
Model B

Review Strategies View

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

Figure 5-39 Review Strategies View

Category Roles, Strategies, and Tactics Review Category Scorecard Rewvit

~ 3. Review Tactics

B Location Measure

[Northwest -[ Target Tactic Asignment |-

BB E Wl & | [Fing.. -3 4 |@BEcomA el
1st Qirtr, 1st Qrtr,
Ground Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promotion Coupen Off...  Tailor Offers..
Space Change Loc... Change Loc...
Instant Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promotion Coupen Off...  Tailor Offers..
Space Change Loc... Change Loc...
Single Serve Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promotion Coupen OFf...  Tailor Offers..
Space Change Loc... Change Loc...
Whole Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promoticn Coupen Off...  Tailor Offers...
Space Change Loc... Change Loc...

Table 5-28 lists the measure available in this view.
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Table 5-28 Review Strategies Measure

Label Definition

Target Strategy Assignment The desired strategy being assigned to a category in the new
assortment.

Review Tactics View

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

Figure 5-40 Review Tactics View

Category Roles, Strategies, and Tactics Review Category Scorecard Revit

~ 3. Review Tactics
B Location Measure

[Marthwast -ITalget TadicAsa'gnmentI-

B E | 2| (Find.. 0 | mEcomA Ml
15t Qrir, 15t Qrtr,
Ground Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promotion Coupen Off...  Tailer Offers...
Space Change Loc... Change Loc...
Instant Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promotion Coupen Off...  Tailer Offers...
Space Change Loc... Change Loc...
Single Serve Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promoticn Coupen OFf...  Tailer Offers...
Space Change Loc... Change Loc...
Whole Assortment Maintain Decrease
Inventory Decrease Decrease
Pricing Market Leader Maintain
Promoticn Coupen OFf...  Tailer Offers...
Space Change Loc... Change Loc...

Table 5-29 lists the measure available in this view.

Table 5-29 Review Tactics Measure

Label Definition

Target Tactic Assignment The tactic assigned to a sub-category in Category Planning.
Target measures are also referred to as Original Plan measures
from the approved Category Plan.

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 5-41 Scorecard Summary View

Category Roles, Strategies, and Tactics

~ Scorecard Summary
B2 Location Calendar K ¢

[Northwest |« [ 1=t Qrir, FY2014 |-

Review Category Scorecard Review Consu

B E || [Find.. ~ 3 ¢ BEomE Ed
Ground Instant Single Serve Whole
WP Assort Sales R 00K 00K 00K 0.0K
LY Assort Sales R 4277.4K TT7.8K 1,659.2K 2,320.9K
CP Assort Sales R 0.0K 00K 0.0K 0.0K
Target Sales R 60,000.0K 20,000.0K 25,000.0K 30,000.0K
WP Assort Sales varto LY R -100.0 % -100.0 % -100.0 % -100.0 %
WP Assort Sales var to CPR. 0.0 % 0.0% 0.0% 0.0 %
WP Assort Sales var to Tgt R -100.0 % -100.0 % -100.0 % -100.0 %
CP Assort Sales varto Tgt R -100.0 % -100.0 % -100.0 % -100.0 %
CPAssort Sales varto LY R -100.0 % -100.0 % -100.0 % -100.0 %
WP Assort Gross Profit R 00K 00K 00K 0.0K
CP Assort Gross Profit R 0.0K 00K 00K 0.0K
LY Assort Gross Profit R 1,816.8K 235.5K T97.3K 959.5K
Target Gross Profit R 20,000.0K 10,000.0K 10,000.0K 10,000.0K
WP Assort Gross Profit var to LY R -100.0 % -100.0 % -100.0 % -100.0 %
WP Assort Gross Profit var to Tgt R -100.0 % -100.0 % -100.0 % -100.0 %
WP Assort Gress Profit var to CPR 0.0% 0.0% 0.0% 0.0 %
CP Assort Gross Profit var to LY R -100.0 % -100.0 % -100.0 % -100.0 %
CP Assort Gross Profit var to Tgt R -100.0 % -100.0 % -100.0 % -100.0 %

Table 5-30 lists the measures available in this view.

Table 5-30 Scorecard Summary Measures

Label Definition

WP Assort Sales R Assortment Planning @ Cluster Working Plan Assortment Sales
Retail. Current approved sales revenue for the assortment
obtained from a third party. The data is typically obtained
quarterly.

LY Assort Sales R Assortment Planning @ Cluster Last Year Assortment Sales
Retail. Last year's sales revenue for the assortment obtained
from a third party. The data is typically obtained quarterly.

CP Assort Sales R Assortment Planning @ Cluster Current Plan Assortment Sales
Retail. The sales retail value of a working plan for an assortment.

Target Sales R The desired Sales revenue for the item by retailer that the retailer

WP Assort Sales var to LY R
WP Assort Sales var to CP R
WP Assort Sales var to Tgt
R

CP Assort Sales var to Tgt R

CP Assort Sales var to LY R

WP Assort Gross Profit R

wishes to obtain.

Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Last Year Retail.

Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Current Plan Retail.

Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Target Retail.

Assortment Planning @ Cluster Current Plan Assortment Sales
variance to Target Retail.

Assortment Planning @ Cluster Current Plan Assortment Sales
variance to Last Year Retail.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit Retail. The Retail Sales minus last year's Cost of Goods
Sold.
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Table 5-30 (Cont.) Scorecard Summary Measures

Label

Definition

CP Assort Gross Profit R

LY Assort Gross Profit R

Target Gross Profit R

WP Assort Gross Profit var
toLYR

WP Assort Gross Profit var
to TgtR

WP Assort Gross Profit var
toCP R

CP Assort Gross Profit var
toLYR

CP Assort Gross Profit var
toTgtR

Assortment Planning @ Cluster Current Plan Assortment Gross
Profit Retail. The current approved assortment Retail Sales
minus Last Year's Cost of Goods Sold.

Assortment Planning @ Cluster Last Year Assortment Gross
Profit Retail. Last year's assortment Retail Sales minus Last
Year's Cost of Goods Sold.

The desired Plan Retail Sales minus respective (or approved
plan) Cost of Goods Sold.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit variance to Last Year Retail.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit variance to Target Retail.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit variance to Current Plan Retail.

Assortment Planning @ Cluster Current Plan Assortment Gross
Profit variance to Last Year Retail.

Assortment Planning @ Cluster Current Plan Assortment Gross
Profit variance to Target Retail.

Review Consumer Segments Tab

This tab has one view.

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

Figure 5-42 Review Consumer Segments View

Category Roles, Strategies, and Tactics Review Categc

~ Review Consumer Segments
B3 Location Calendar K <

|Mainstream | Lange | A (Morthwest) -I 1t Qirtr, FYZGMI.
B & || & - % 4 ®mE

Find...

Consumer Seg Distribution

Consumer Seg / Category Sales Contribution %

Consumer Seg / Store Sales Contribution %
Sales by Consumer Seg R

Sales by Consumer Seg L

LY Sales by Consumer Seg R

LY Sales by Consumer Seg U

Soccer Moms

100.0 %
92%
0.0K

0
1,292.8K
113,620

Table 5-31 lists the measures available in this view.

Table 5-31
Label

Review Consumer Segments Measures

Definition

Consumer Seg Distribution = The percentage of consumers who belong to a given consumer

segment for a given store cluster.
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Next Steps

Table 5-31 (Cont.) Review Consumer Segments Measures

Label

Definition

Consumer Seg / Category
Sales Contribution %

Consumer Seg / Store Sales
Contribution %

Sales by Consumer Seg R
Sales by Consumer Seg U
LY Sales by Consumer Seg R

LY Sales by Consumer Seg
U

Assortment Planning @ Cluster Default Value Consumer
Segment / Category Sales Contribution Percent. Reflects the
distribution of sales across different consumer segments for a
particular category.

Assortment Planning @ Cluster Default Value Consumer
Segment / Store Sales Contribution Percent. Reflects the
distribution of sales across different consumer segments for a
store, that is, which consumer segment contributes how much
towards that store's overall sales value.

Assortment Planning @ Cluster and Category Planning Default
Value Sales by Consumer Segment Retail.

Assortment Planning @ Cluster and Category Planning Default
Value Sales by Consumer Segment Units.

Category Planning and Assortment Planning @ Cluster Last Year
Sales by Consumer Segment Retail.

Category Planning and Assortment Planning @ Cluster Last Year
Sales by Consumer Segment Retail.

After completing category planning, continue to the Assortment Planning @ Cluster

Task.
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Assortment Planning @ Cluster Task

This task enables a retailer to create assortment plans at the cluster level utilizing the
IPI, Market Coverage and Incremental Curve. Demand Transference is used to
fine-tune system recommended assortments based on IPI, Market Coverage and
Incremental Curve. Clusters are a subset of trading areas. Prior to generating
assortments, the user needs to do the required assortment setup.

This task has the following steps:

Assortment Setup Step

Create IPI Assortment Step

Create Market Coverage Assessment Step
Incremental Curve Step

Assortment Finalization and Approval Step

Assortment Setup Step

Use this step to fulfill some of the prerequisites for an assortment plan to be created:

A working plan for a future time period for which an assortment plan is being
created. The working plan should be in alignment with the approved category
plan from the Category Planning task.

New items can be catalogs in this step using the placeholder item creation facility
provided.

New items relative to the last assortments (LY /LP/CP) being brought into the
assortment can be mapped to similar items existing in the old assortments. This is
done using the Like Item Mapping feature to populate sales of new items in the
assortment. New items can be mapped to both the market and retailer's items
sales. There is a provision to vary the mapped sales using an adjustment ratio.

Product Attribute Value mappings can be modified using the SKU Attribute
Maintenance worksheet.

Consumer Segment Distribution and contribution to sales can be reviewed here.

This step contains the following tabs and views:

Seed and Review Plan Sales Tab:
— Seed Sales View
— Review and Plan Sales View

Create Placeholder Tab:
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- Create Placeholder Items View
s Like Item Mapping Tab:
— Use Retail Like Item View
- Use Market Like Item View
— Use Attribute Like Item View
- SKU Attribute Maintenance View
= Assign Consumer Segment Status Tab:
- Review Consumer Segment Weights View
s This step also includes the following custom menu options:
- Seed Sales
- Seed Like Items

Custom Menu

There is a custom menu available called Seed Sales. You select the desired data source
in the Seed Source measure from a drop-down selection. The choices are No Action,
Forecast, and Last Year. The appropriate values are copied into the WP Sales R and
Sales Units columns.

At any point in this step, you can calculate sales. Use the Seed Sales custom menu.
This populates sales, sales units, profit, and attribute information. In the case of
Market Sales, the market data is copied to the retailer's sales, scaled by the adjustment
ratio.

Seed and Review Plan Sales Tab

The Seed and Review Plan Sales tab provides the facility of seeding Plan Sales
(Working Plan or WP) using LY (Last Year) or Forecast plans using a custom menu.
The lowest level at which seeding happens for the working plan is at the sub-category
level. From the sub-category level the Working Plan (WP) is spread to the SKU/Item
level and other parameters like gross profit and so on are populated.

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

This tab has two views:
m  Seed Sales View

» Review and Plan Sales View

Seed Sales View
Use this view to seed sales from LY or forecast at the sub-category level.
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Figure 6-1 Seed Sales View

Seed and Review Plan Sales Create Placeholder ltems Like ltem Mapping

~ 1. Seed Sales
B3 Location
[Fowes]-
ER & Wl | | [Fing.. >3 ¢ mMEcam A HEd
15t Qrtr, 15t Qrir,
Ground Fc Sales R 0.0K 43,543.8K
Fc Sales U 0 4,538,509
LY Sales R 45,384.5K 435,3584.5K
LY Sales U 4,525,630 4,525,630
WP Sales R 45,384.5K 0.0K
WP Sales U 4,525,630 0
WP Sales var to LY R 0.0% -100.0 %
WP Sales var to LY U 0.0% -100.0 %
WP Sales var to Fc R 0.0% -100.0 %
WP Sales var to Fc U 0.0% -100.0 %
WP Seed Sales
Instant Fc Sales R 0.0K 10,053.1K
Fc Sales U 0 1,463,256
LY Sales R 10,041.0K 10,041.0K
LY Sales U 1,461,492 1,461 492
WP Sales R 10,041.0K 0.0K
WP Sales U 1,461,492 o
WP Sales var to LY R 0.0% -100.0 %
WP Sales var to LY U 0.0% -100.0 %
WP Sales var to Fc R 0.0% -100.0 %
WP Sales var to Fc U 0.0% -100.0 %
WP Seed Sales
Single Serve Fc Sales R 0.0K 18,172.0K
Fc Sales U o 1,710,222
1V Salac O 18 1R 1K 1R 11R 1K

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

Table 6-1 Seed Sales Measures

Label Definition

Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Fc Sales U Category Planning Forecast Sales Units. The sales unit forecast
from Oracle Retail Demand Forecasting.

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

LY Sales U Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

WP Sales R Assortment Planning @ Cluster and Category Planning Working
Plan Sales Retail. The current planned sales revenue for the item.

WP Sales U Assortment Planning @ Cluster and Category Planning Working
Plan Sales Units. The current planned sales units for the item.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

WP Sales var to LY U Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Units.

WP Sales var to Fc R Category Planning Working and Assortment Planning @ Cluster

Plan Sales variance to Forecast Retail.
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Table 6-1 (Cont.) Seed Sales Measures

Label Definition

WP Sales var to Fc U Category Planning and Assortment Planning @ Cluster Working
Plan Sales variance to Forecast Units.

WP Seed Sales Category Planning and Assortment Planning @ Cluster Working
Plan Seed Sales Boolean. A Boolean measure to flag a category
for seeding.

Review and Plan Sales View

Use this view to review and plan sales at the SKU/Item level. This view also presents
measures such as AUR, Gross Profit R, Gross Profit %, and so on.

Figure 6-2 Review and Plan Sales View

Seed and Review Plan Sales Create Placeholder tems Like ltem Mapping = Assign Consumer Segme

~ 2.Review and Plan Sales

EJ  Location >
[Mainstream | Large | A (Northwest) |«
B E |l [Fing.. >3 4 BEcmA 4l
292013 | 2ME2013 | 202312013 31212013
1234582 - Folgers Fc Sales R 0.0K 0.0K 0.0K 0.0K
Breakfast Roast Non- Fc Sales U 0 0 0 0
Favored De-Caffeinated ||y j1e5 AUR 6.87 6.87 6.57 6.57
12 oz Can
LY Sakes R 45K 46K 44K 31K
LY Sales U 666 667 639 455
WP Sales AUR 6.87 6.57 6.57 6.87
LY Gross Profit R 1.4K 1.4K 13K 0.9K
LY Gross Profit % 30.3 % 30.3 % 30.3 % 30.3 %
WP Sales var to LY R 0.0 % 0.0% 0.0% 0.0%
WP Gross Profit R 1.4K 1.4K 13K 0.9K
WP Sales var to Fc R 0.0 % 0.0% 0.0% 0.0%
WP Sales var to Fc U 0.0 % 0.0% 0.0% 0.0%
WP Sales R 45K 46K 44K 31K
WP Gross Profit % 303 % 30.3% 30.3 % 30.3%
WP Sales U 666 667 639 455
WP Sales var to LY U 0.0 % 0.0% 0.0% 0.0%
WP Gross Profit varto LY R 0.0 % 0.0% 0.0% 0.0%
1234600 - Maxw ell House | Fc Sales R 0.0K 0.0K 0.0K 0.0K
100% Columbian Non- Fc Sales U 0 ] 0 0
Ravored De-Caffeinated |y gh1eq AUR 0.00 0.00 0.00 0.00
12 oz Can
LY Sales R 0.0K 0.0K 0.0K 0.0K
LY Sales U 0 0 0 0
WP Qales A1ID < nan nan nan nan

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

Table 6-2 Review and Plan Sales Measures

Label Definition

Fc Sales R Category Planning and Assortment Planning @ Cluster Forecast
Sales Retail. The sales forecast from Oracle Retail Demand
Forecasting in dollars.

Fc Sales U Category Planning Forecast Sales Units. The sales unit forecast
from Oracle Retail Demand Forecasting.

LY Salas AUR Assortment Planning @ Cluster Category Planning Last Year
Sales Average Unit Retail. The average unit retail sales for the
retailer from the same period last year obtained from a third
party. The data is typically obtained quarterly.

6-4 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Assortment Setup Step

Table 6-2 (Cont.) Review and Plan Sales Measures

Label Definition

LY Sales R Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. Last year sales revenue for the item obtained from a
third party. The data is typically obtained quarterly.

LY Sales U Assortment Planning @ Cluster and Category Planning Last Year
Sales Retail. The sales units for the retailer from the same period
last year obtained from a third party. The data is typically
obtained quarterly.

LY Gross Profit R Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

LY Gross Profit % Category Planning and Assortment Planning @ Cluster Last Year

Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

WP Sales var to LY R Assortment Planning @ Cluster and Category Planning Working
Plan Sales variance to Last Year Retail.

WP Gross Profit R Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

WP Sales var to Fc R Category Planning Working and Assortment Planning @ Cluster
Plan Sales variance to Forecast Retail.

WP Sales var to Fc U Category Planning and Assortment Planning @ Cluster Working
Plan Sales variance to Forecast Units.

Create Placeholder Tab

Use the Create Placeholder Items worksheet to catalog a new SKU/Item using a DPM
(Dynamic Product Hierarchy) position. This view is used to create an LHS (Left Hand
Side) Product position and simultaneously create an RHS (Right Hand Side) Product
hierarchy for Demand Transference functionality. Both LHS and RHS are available in
this worksheet.

This tab has one view.
Create Placeholder Iltems View

Use this view catalog new SKU/Items using Dynamic Product Hierarchy (DPM) with
LHS and RHS.
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Figure 6-3 Create Placeholder Items View

Seed and Review Plan Sales Create Placeholder ltems Like ltem Mapping = Assign Co
~ Create Placeholder items
B Measure
[Geste Plasshoider ]
B3 & | | [Find.. -G ¢ EEomA E W0
1234582 - 1234800 - 1234615 - 1234747 - 1234753 -
Folgers Maxw ell Maxw ell Folgers Folgers Dark
Breakfast House 100% House 100% Roast MNon-
Roast Non- Columbian Ereakfast Columbian Favored
Favored De- | Mon-Flavored | Roast Non- | MNon-Flavored Regular -
Caffeinated De- Flavored De- Regular - Caffeinated
12 oz Can Caffei Caffeinated Caffei 12 oz Can
12 oz Can 12 oz Can 12 oz Can

543211 Boudins - Loaf
543212 Boudins - Loaf
543213 Boudins - Loaf
543214 Boudins -
543215 Boudins -
543216 Rudis - Loaf White
543217 Rudis - Loaf
543218 Rudis - Leaf
543219 Nature's Own -
543220 Mature's Own -
543221 Nature's Own -
543222 Nature's Own -
543223 Eggo Waffles -
543224 Eggo Waffles -
543225 Eggo Waffles -
543226 Eggo Waffles -
543227 Eggo Waffles -

427370 hindrieain Dotk

-

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

Table 6-3 Create Placeholder Measure

Label

Definition

Create Placeholder Items

This is a dummy measure with a base intersection of LHS
SKU/RHS SKU used to order to display a worksheet with LHS
Product and RHS Product hierarchies in a worksheet.

Like ltem Mapping Tab

Occasionally, new items may need to be included in the planning and optimization
routines. These placeholder items may be identified by using this tab. For a forecast to
be generated, this tab 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 planning and optimization routines.

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

characteristics.

This tab has the following views:

m  Use Retail Like Item View

m  Use Market Like Item View

s Use Attribute Like Item View

s SKU Attribute Maintenance View
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Custom Menu

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.

The following figure shows the views for this step.

Figure 6—4 Like Item Mapping Step Initial Views

Use Retail Like ltem View
Use this view to define like items for the retailer.

Figure 6-5 Use Retail Like Item View

Seed and Review Plan Sales Create Placeholder ltems Like K

~ 1. Use Retail Like [tem

A Location i
Morthwest [«
B E il 2| [Find.. ~ 3 4 |HEEcam
WP Retailer | WP Seed Like | WP Retailer
Adijustment fems Like ftem 1
Ratio %
1234582 - Folgers 100.0 % O
1234600 - Maxw ell House 100.0 % D
1234615 - Maxw ell House 100.0 % |
1234747 - Folgers 100% 100.0 % a
1234753 - Folgers Dark 100.0 % a
1234759 - Folgers Medium 1000 % O
1234762 - Folgers 100.0 % a
1234765 - Folgers French 100.0 % |
1234768 - PL 100% 100.0 % a
1234780 - Maxw ell House 100.0 % |
1234786 - Maxw ell House 100.0 % O
1234739 - Maxw ell House 100.0 % |
1234816 - Tully's Dark 1000 % a
1234822 - Tully's Light 100.0 % a
1234825 - Tully's French 100.0 % |:|
1234828 - Yuban Medium 100.0 % a
1234831 - Yuban French 100.0 % D
1234843 - Folgers Dark 100.0 % O
1234921 - Yuban French 100.0 % a
1234942 - Caribou Coffee 100.0 % O

1.Use Retail Like ltem 7 2. Use MarketLike tem & 3.Use/

Table 64 lists the measures available in this view.
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Table 6—4 Use Retail Like Item Measures

Label Definition

WP Retailer Adjustment Assortment Planning @ Cluster Working Plan Retailer WP Data

Ratio % Adjustment Ratio Percent. This provides a facility to mold or
correct the sales history of Retailer History Like Item in
percentage points to suit the requirement of the new item in
question. The category planner may want to increase or decrease
the sales history for the new item.

WP Seed Like Items Assortment Planning @ Cluster Working Plan Seed Retailer Like
Item Boolean for Market and Retail. A Boolean measure to flag a
like item for seeding.

WP Retail Like Item 1 - 3 Assortment Planning @ Cluster Working Plan Seed Like Item 1
Sales using Retailer WP data Text. The items which have not
been part of retailer's assortment but are required to be part of
the new assortment as part of the plan, are required to have their
sales history mapped to a known item's sales history. This
represents the similar item from the list of other retailer items,
whose sales history would most closely resemble the sales of the
new item being considered to be added to the assortment.

Use Market Like ltem View
Use this view to define like items for the market.
Figure 6-6 Use Market Like Item View

Seed and Review Flan Sales Create Placeholder ltems Like Item Mapping

+ 2.Use Market Like ltem

B3 Location
==
B & | | [Find. -3 ¢ | Ecamm A A
WP Market | WP Seed Like | WP Market
Adjustment Eeme Like ttem 1
Ratio %
1234582 - Folgers 100.0 % |
1234600 - Maxw ell House 100.0 % O
1234615 - Maxw ell House 100.0 % O
1234747 - Folgers 100% 100.0 % O
1234753 - Folgers Dark 100.0 % O
1234759 - Folgers Medium 100.0 % O
1234762 - Folgers 100.0 % O
1234765 - Folgers French 100.0 % O
1234768 - PL 100% 100.0 % O
1234750 - Maxw ell House 100.0 % O
1234786 - Maxw ell House 100.0 % D
1234789 - Maxw ell House 100.0 % O
1234816 - Tully's Dark 100.0 % O
1234822 - Tully's Light 100.0 % O
1234525 - Tully's French 100.0 % D
1234828 - Yuban Medium 100.0 % O
1234531 - Yuban French 100.0 % D
1234843 - Folgers Dark 100.0 % O
1234921 - Yuban French 100.0 % D
1234942 - Caribou Coffee 100.0 % g

1. Use Retail Like ltem 2.Use Market Like ltem % 3. Use Attribute Like Iten

Table 6-5 lists the measures available in this view.
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Table 6-5 Use Market Like Item Measures

Label Definition
WP Market Adjustment Assortment Planning @ Cluster Working Plan Market WP Data
Ratio % Adjustment Ratio Percent. This provides a facility to mold or

correct the sales history of Market History Like Item Product in
percentage points to suit the requirement of the new item in
question. The category planner may want to increase or decrease
the sales history for the new item.

WP Seed Like Items Assortment Planning @ Cluster Working Plan Seed Retailer Like
Item Boolean for Market and Retail. A Boolean measure to flag a
like item for seeding.

WP Market Like Item 1-3  Assortment Planning @ Cluster Working Plan Seed Like Item 1
Sales using Market WP data Text. The items which have not
been part of retailer's assortment but are required to be part of
the new assortment as part of the plan, require to have their
sales history mapped to a known item's sales history. This
represents the similar item from the list of market items, whose
sales history would most closely resemble the sales of the new
item being considered to be added to the assortment.

Use Attribute Like Item View
Use this view to define attributes for like items.

Figure 6-7 Use Attribute Like Item View

Seed and Review Flan Sales Create Placeholder ltems Like ltem Mapping = Assign Consumer S

~ 3. Use Attribute Like Item

|
B2 E || [Find.. >3 ¢ HBEcemE -l
WP Atiribute Like kem
1234582 - Folgers 1234615 - Maxwell House Breakfast Roast Non-Flavored De-Caffeinated 12 oz Can

1234600 - Maxw ell House | 1234769 - PL French Roast Non-Flavored Regular - Caffeinated 12 oz Bag
1234615 - Maxw ell House | 1234768 - PL 100% Columbian Non-Flavored Reguiar - Caffeinated 12 oz Can
1234747 - Folgers 100% 1234771 - PL Breakfast Foast Non-Flavored Reguiar Whols Bean - Gaffeinated 12 0z...

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

Table 6-6 Use Attribute Like Item Measure

Label Definition

WP Attribute Like Item Assortment Planning @ Cluster Working Plan Attribute Like
Item Text. An attribute that is assigned to a product identifying
it as similar to another product.

SKU Attribute Maintenance View

Use this view to modify and edit a product's attribute values mapping to SKUs/Items.
The scope of maintenance includes adding new attribute values and modifying
existing mappings.
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Figure 6-8 SKU Attribute Maintenance View

Seed and Review Plan Sales Create Placeholder ltems Like item Mappin

~ 4. SKU Attribute Maintenance

B Measure

[ Aot atue]-

B E o | (Fing.. A S S - I E e I

Erand BrandTier Decaf Favor
1234582 - Folgers folgers value coffee~dec..
1234600 - Maxw ell House | maxw ell_ho... value coffee~dec...
12345615 - Maxw ell House | maxwell_ho... value coffee~dec..
1234747 - Folgers 100% | folgers value coffee~dec...
1234753 - Folgers Dark folgers vialue coffee~dec...
1234759 - Folgers Medium | folgers value coffee~dec...
1234762 - Folgers folgers value coffee~dec...
1234765 - Folgers French | folgers value coffee~dec...
1234768 - PL 100% pl value coffee~dec...
1234780 - Maxw ell House | maxwell_ho... value coffee~dec..
12347586 - Maxw ell House | maxwell_ho... value coffee~dec...
1234789 - Maxw ell House | maxw ell_ho... value coffee~dec...
1234816 - Tully's Dark tullys national_mai... coffee~dec...
1234522 - Tully's Light tullys national_mai... coffee~dec...
1234825 - Tully's French | tullys national_mai... coffee~dec...
1234828 - Yuban Medium | yuban value coffee~dec...
1234831 - Yuban French | yuban value coffee~dec...
1234843 - Folgers Dark folgers value coffee~dec...
1234921 - Yuban French | yuban value coffee~dec...
1234942 - Caribou Coffee | caribou_cof... premium coffee~dec..
1234951 - Dunkin’ Donuts | dunkin_denuts national_mai... coffee~dec..
1234957 - Bght O'Clock eight_ocleck  value coffee~dec...
<

1. Use Retail Like ltem 2. Use Market Like ltem 3. Use Aftribute Like [tem

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

Table 6-7 SKU Attribute Maintenance Measure

Label Definition

WP Attribute Value Assortment Planning @ Cluster Working Plan Attribute Like
Item Text. An attribute that is assigned to a product identifying
it as similar to another product.

Assign Consumer Segment Status Tab

Use this tab to review the consumer segment distribution across different clusters and
trading areas and their respective contribution to the retailer's sales at the category and
store cluster level.

This tab has one view.

Review Consumer Segments View

Use this view to review consumer segments distribution across market (different
trading area and clusters) and their respective contribution to a retailer sales at the
category and store cluster level.
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Figure 6-9 Review Consumer Segments View

Seed and Review Plan Sales

~ Review Consumer Segments
B

Location  Calendar

>

Create Placeholder tems

| Mainstream | Large | A (Morthwest) -I 1=t Quir, Y2013 I-

s [l | 2 | [Fing...

Consumer Seg Distribution

Consumer Seg / Category Sales Contribution %

Consumer Seg / Store Sales Contribution %
Sales by Consumer Seg R

Sales by Consumer Seg U

LY Sales by Consumer Seg R

LY Sales by Censumer Seg U

% ¢ mE

Soccer Moms

100.0 %

92%
1,292.8K
113,620
1,292.8K
113,620

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

Table 6-8 Review Consumer Segments Measures

Label

Definition

Administrator Default Value Consumer Segment Distribution
Value. The percentage of consumers who belong to a given
consumer segment for a given store cluster.

Consumer Seg Distribution

Assortment Planning @ Cluster Default Value Consumer
Segment / Category Sales Contribution Percent. Reflects the
distribution of sales across different consumer segments for a
particular category

Consumer Seg / Category
Sales Contribution %

Assortment Planning @ Cluster Default Value Consumer
Segment / Store Sales Contribution Percent. Reflects the
distribution of sales across different consumer segments for a
store, that is, which consumer segment contributes how much
towards that store's overall sales value.

Consumer Seg / Store Sales
Contribution %

Sales by Consumer Seg R Assortment Planning @ Cluster and Category Planning Default
Value Sales by Consumer Segment Retail.
Sales by Consumer Seg U Assortment Planning @ Cluster and Category Planning Default

Value Sales by Consumer Segment Units

LY Sales by Consumer Seg R Category Planning and Assortment Planning @ Cluster Last Year

Sales by Consumer Segment Retail.

Category Planning and Assortment Planning @ Cluster Last Year
Sales by Consumer Segment Retail.

LY Sales by Consumer Seg
U

Create IPl Assortment Step
Use this step to compute the IPI of each SKU for each of the clusters.

This step has the following tabs and views:
= Review IPI Criteria Tab:
— Review Focus Area Weights View
- Review Metric Weights View
- Review Attribute Weights View
- Review Attribute Value Weights View
- Review Consumer Segment Score View

s Review IPI Scores Tab:

Assortment Planning @ Cluster Task
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Review Focus Area Score View

Review Consumer Segment Score View
Review IPI Scores View
n  Set IPI Threshold Scores Tab:

—  Set IPI Assortment Threshold View

s Review IPI Assortment Recommendations Tab
— Review IPI Assortment Recommendation View

— Review IPI DT Details View

Custom Menu

The following custom menus are available:
= Seed IPI Weights - This custom menu is used to seed the values.

s Calc Cluster IPI Score - This custom menu is used to populate values for the
views in the Review IPI Scores tab.

m  Create IPI Assortment @ Cluster - This custom menu is used to create the
assortment.

= Apply DT to IPI - This custom menu is used to apply the Demand Transference
impact to the IPI-based system recommended assortment. This custom menu
requires a reference assortment to derive Keep, Add and Drop decisions, which
are used as inputs in Demand Transference calculations.

Review IPI Criteria Tab

The following figure shows the views for this tab.

Figure 6—10 Review IPI Criteria Tab Views

Review IPI Criteria W Review IPI Scores W Set IPI Threshold

~| 3. Review Attribute Weights
[ 222] Pru-duct| Lucatiun| Measure|

|Canned Foods -|e—oommerc\e usa -IWP Attribute Name Weightl-
Bawm e [Fo % & @mES

Confortable
Couples

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

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 and assignments made in Category Planning. For more information, see
Chapter 4.
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Figure 6—-11 Review Focus Area Weights View
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Table 6-9 lists the measure available in this view.

Table 6-9 Review Focus Area Weights Measure

Label Definition

WP Focus Area Weight Assortment Planning @ Cluster Working Plan Focus Area
Weight Value. The weightage assigned to individual focus areas
for a particular product category.

Review Metric Weights View
Use this view to review the metric weights and groupings.
Figure 6—-12 Review Metric Weights View

Review IPI Criteria | Review IPl Scores SetIPl Threshold | Review IPI Assortment Recommendation

~ 2. Review Metric Weights

B3 Location  Focus Area Aftributes »
|Main§leam | Large | A {Morthwest) -I Athihutesl.
B E | & (Fing. ~ 3 4 | Ecam A o o
Ground Instant Single Serve Whole
WP Exclusivity Weight Soccer Moms 0.0 % 0.0% 250% 250%
Value Seekers 0.0% 0.0 % 25.0% 0.0%
WP Gross Profit Weight Soccer Moms 0.0% 0.0 % 0.0% 0.0%
Value Seekers 0.0% 0.0 % 0.0% 0.0 %
WP Gress Profit % Weight Soccer Moms 0.0 % 0.0 % 250% 250%
Value Seekers 0.0% 0.0 % 250% 0.0 %
WP Loy alty Weight Soccer Moms 0.0 % 0.0 % 50.0 % 50.0 %
Value Seekers 0.0 % 0.0 % 50.0 % 0.0%
WP Sales R VWeight Soccer Moms 0.0% 50.0 % 0.0% 0.0%
Value Seekers 0.0 % 0.0 % 0.0% 50.0 %
WP Sales U VWeight Soccer Moms 0.0% 50.0 % 0.0% 0.0 %
Value Seekers 0.0 % 0.0 % 0.0 % 50.0 %
WP Switching Weight Soccer Moms 261.5% 103.0 % 113.8 % 184.3 %
Value Seekers 216.3 % 1743 % 153.3 % 181.86 %
WP Worth Weight Soccer Moms 117.0 % 2185% 167.3 % 199.8 %
Value Seekers 2252 % 109.5 % 2553 % 2495 %

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

Table 6-10 Review Metric Weights Measures

Label Definition

WP Exclusivity Weight Assortment Planning @ Cluster Working Plan Exclusivity
Weight Value. The weightage assigned to individual focus areas
keeping in mind their exclusivity.

WP Gross Profit Weight Assortment Planning @ Cluster Working Plan Gross Profit %
Weight Value. The weightage assigned to individual focus areas
keeping in mind their gross profit weight.
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Table 6-10 (Cont.) Review Metric Weights Measures

Label Definition

WP Gross Profit % Weight ~ Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

WP Loyalty Weight Assortment Planning @ Cluster Working Plan Loyalty Weight
Value. The weightage assigned to individual focus areas based
on the loyalty associated with them.

WP Sales R Weight Assortment Planning @ Cluster Working Plan Sales R Weight
Value. The percentage weightage given to 'sales retail' metric for
individual focus areas in IPI calculations.

WP Sales U Weight Assortment Planning @ Cluster Working Plan Sales U Weight
Value. The percentage weightage given to 'sales unit' metric for
individual focus areas in IPI calculations.

WP Switching Weight Assortment Planning @ Cluster Working Plan Switching Weight
Value.

WP Worth Weight Assortment Planning @ Cluster Working Plan Worth Weight
Value.

Review Attribute Weights View
Use this view to review the attribute weights and groupings.

Figure 6-13 Review Attribute Weights View
Bevigw IP| Criteriz  Feview Pl Scores  SetIPl Threshold = Review IP| Amodment Recommandation

* 3. Review Abribute Weights
[ Produdt  Location  Measure
Gaoind - Dahd%ham | Lige | & ormasay - iR 'll.-l'll.i-!'.'kn“ .

il B Find - & @ mOces @ WA
oot Yl
Moms Suakars

Brard 100 05

Erard Ther 1.0 050

Decaf 05 1

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

Table 6-11 Review Attribute Weights Measure

Label Definition

Wp Attribute Name Weight Assortment Planning @ Cluster Working Plan Attribute Name
Weight Value.

Review Attribute Value Weights View

Use this view to review the attribute value weights and groupings.
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Figure 6—14 Review Attribute Value Weights View
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Table 6-12 lists the measure available in this view.

Table 6-12 Review Attribute Value Weights Measure

Label Definition

WP Attribute Value Weight = The percentage of weightage assigned for the attribute values'
IPI calculations.

Review Consumer Segment Weights View

Use this view to review consumer segment weights assigned to different consumer
segments for IPI calculations. They are seeded from the Admin views.

Figure 6—-15 Review Consumer Segment Weights View

Rewview IP| Criteria  Revigw [Pl Scotes | SelIFI Threshold | Review IP] Astodment Recommendation

= 5, Raview Consumer Segment 'Weights
Bl Product Location Heke
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Table 6-13 lists the measure available in this view.

Table 6-13 Review Consumer Segment Weights Measures

Label Definition

WP Consumer Seg Weight  Assortment Planning @ Cluster Working Plan Consumer
Segment Weight Value.

Review IPI Scores Tab

This tab has three views. Figure 6-16 shows these views.
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Figure 6-16 Review IPI Scores Tab View
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Review Focus Area Score 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 Calc Cluster IPI Score to populate values
in the next few views.

Figure 6—17 Review Focus Area Score View

Review IPI Criteria | Review IPl Scores | SetIPl Threshold = Review IPl Assoriment Recommend

~ 1.Review Focus Area Score

Ed  Measure  Location Consumer Segment >
|WF' Focus Ares Score -| i | Large | A =) -|Snu:er Mnmsl.
B2 E || [Find. >3 4 HBEcmA A

Affributes Demand Loy alty Market Performance:
1234582 - Folgers 0.00 1.51 0.00 0.00 0.82
1234600 - Maxw ell House 0.00 n.o0 o.00 0.00 0.00
1234615 - Maxw ell House 0.00 o.o00 0.00 0.00 0.00
1234747 - Folgers 100% 0.00 1.51 o.00 0.00 0.62
1234753 - Folgers Dark 0.00 1.51 o.00 n.o00 0.52
1234759 - Folgers Medium 0.00 151 0.00 0.00 0.82
1234762 - Folgers 0.00 1.51 0.00 0.00 0.52
1234765 - Folgers French 0.00 151 0.00 0.00 0.82
1234766 - PL 100% 0.00 1.00 0.00 n.o0 0.51
1234780 - Maxw ell House 0.00 n.oo o.00 n.o00 0.00
1234786 - Maxw ell House 0.00 0.00 0.00 0.00 0.00
1234789 - Maxw ell House 0.00 n.o0 o.00 0.00 0.00
1234816 - Tully's Dark 0.00 1.10 0.00 0.00 0.62
1234522 - Tully's Light 0.00 1.10 o.00 0.00 0.62
1234825 - Tully's French 0.00 1.10 0.00 0.00 0.62
1234525 - Yuban Medium 0.00 0.00 o.00 0.00 0.00
1234831 - Yuban French 0.00 n.oo o.00 n.o00 0.00
1234843 - Folgers Dark 0.00 151 0.00 0.00 0.82
1234921 - Yuban French 0.00 n.o0 o.00 0.00 0.00
1234942 - Caribou Coffee 0.00 138 0.00 0.00 0.75
1234951 - Dunkin’ Donuts 0.00 250 o.o00 n.o0 1.46
1234957 - Bght O'Cleck 0.00 033 o.00 n.o00 0.45
1235002 - PL Breakfast 0.00 1.08 0.00 0.00 0.55
1235014 - New man's 0.00 033 o.00 0.00 0.47
AFIENOR  Tarihoao Cnffoo nnn nr? nas ni7 nnn

1. Review Focus Area Score  # 2. Review Consumer Segment Score & 3. Review Pl Score

6-16 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Create IPI Assortment Step

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

Table 6-14 Review Focus Area Scores Measure

Label Definition

WP Focus Area Score Assortment Planning @ Cluster Working Plan Focus Area Score
Value. IPI score for items purely based on individual focus area
perspective.

Review Consumer Segment Score 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.

Figure 6-18 Review Consumer Segment Score View
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Table 6-15 lists the measure available in this view.

Table 6-15 Review Consumer Segment Score Measure

Label Definition
WP Consumer Segment Assortment Planning @ Cluster Working Plan Consumer
Score Segment Score Value. Focus area score multiplied by the

consumer segment Weight.

Review IPI Scores View

Use this view to see the IPI scores. Each consumer segment score is computed per the
IPI based on the weights of the focus areas. A cluster score is then computed based on
the relative weight of the calculated IPI's in each cluster.

Figure 6—19 Review IPI Scores View
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Table 6-16 lists the measures available in this view.
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Table 6-16 Review IPI Scores Measures

Label Definition

WP Cluster IPI Score Assortment Planning @ Cluster Working Plan Cluster IPI Score
Value.

WP IPI Rank IPT Rank assigned to an item in based on its IPI score.

Set IPI Threshold Scores Tab

This tab has one view.

Set IPI Assortment Threshold 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
included or excluded from the assortment calculated based on IPI scores.

Note: Because a higher IPI score is better, the core threshold should
be higher than the optional one. That is, core = highest scores, optional
= high scores, but not quite to the core level.

Figure 6-20 Set IPI Assortment Threshold View

Review 1P| Criteria R:-'l:h'%s.\le: St IP| Threshald | Review 1P| Assotment Recommendation
* Set IP| Assoriment Threshold
Bl Location »
Uadsteeam | Largs | A (Norlmecy, |-
El @ (™ Find... - & @ mE e @ 6ol
WP IFI WP IFl | WP Creae
Core Cutoff | Optn Cutoff 1Pl
Index Irdex PEgortment
Grourd 10.00 5.00 ke
instant 10.00 5.00 it
Single Serve 400 200 e
Wihole 2.00 1.50

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

Table 6-17 Set IPl Assortment Threshold Measures

Label Definition

WP IPI Core Cutoff Index Assortment Planning @ Cluster Working Plan IPI Core Cutoff
Index. The cut-off or threshold contribution for any item to be
classified as a core item in the assortment.

WP IPI Optn Cutoff Index Assortment Planning @ Cluster Working Plan IPI Optional
Cutoff Index. The cut-off or threshold contribution for any item
to be classified as an optional item in the assortment.

WP Create IPI Assortment  Assortment Planning @ Cluster Working Plan Create IPI
Assortment Boolean. Creates an IPI assortment matching as
many constraints as possible.

Review IPI Assortment Recommendations Tab

This tab has two views.
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Review IPl Assortment Recommendation View

Use this view to review the system recommended IPI-based assortment. This view also
contains Demand Transference parameters and provides a facility to What-If analysis

by making assortment changes by marking or unmarking IPI core and IPI optional
flags, thereby adding or removing SKUs/Items from the assortment. Keep, Add and
Drop decisions are derived relative to a reference assortment like an LY (Last Year)
assortment, CP (Current Plan) Assortment, and so on. Such a reference assortment is
used as the base assortment for assortment changes in the form of Keep, Add, and

Drop.

Figure 6-21 Review IPl Assortment Recommendation View 1
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Table 6-18 lists the measures available in this view.

Table 6-18 Review IPlI Assortment Recommendation View 1 Measures

Label Definition

WP IPI Rank IPI Rank assigned to an item in based on its IPI score.

WP Mandatory for Assortment Planning @ Cluster Working Plan Mandatory for
Assortment Assortment Boolean.

IPI Core Recommended

Assortment Planning @ Cluster Default Value IPI Core Boolean.

IPT Optn Recommended Assortment Planning @ Cluster Default Value IPI Optional
Boolean.

WP IPI Core WP IPI Core Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment.

WP IPI Optn WP IPI Optn Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment recommendation worksheet.

WP IPI Core Count The number of core SKUs in the working plan assortment,
which is recommended by the system based on IPI scores.

WP IPI Optn Count The number of optional SKUs in the working plan IPI
recommended assortment.

LY Assort Core Assortment Planning @ Cluster Last Year Final Assortment Core
Boolean.

LY Assort Optn Assortment Planning @ Cluster Last Year Final Assortment
Optional Boolean.

LY Assort Core Count Assortment Planning @ Cluster Last Year Final Assortment Core
Count.

LY Assort Optn Count Assortment Planning @ Cluster Last Year Final Assortment

Optional Count.
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Table 6-18 (Cont.) Review IPI Assortment Recommendation View 1 Measures

Label

Definition

IPI Core Recommended
Count

Assortment Planning @ Cluster Default Value IPI Core Count.

IPI Optn Recommended Assortment Planning @ Cluster Default Value IPI Optional

Count Count.

WP IPI Core Count The number of core SKUs in the working plan assortment,
which is recommended by the system based on IPI scores

WP IPI Optn Count The number of optional SKUs in the working plan IPI
recommended assortment.

CP Assort Core Assortment Planning @ Cluster Current Plan Final Assortment
Core Boolean.

CP Assort Optn Assortment Planning @ Cluster Current Plan Final Assortment
Optional Boolean.

CP Assort Core Count Assortment Planning @ Cluster Current Plan Final Assortment
Core Count.

CP Assort Optn Count Assortment Planning @ Cluster Current Plan Final Assortment
Core Count.

WP IPI Assort Compare to  Keep or Add or Drop decision on comparing an IPI based based

LY assortment with an LY assortment at the cluster level.

WP IPI Assort Compareto  Keep or Add or Drop decision on comparing an IPI based based

CP assortment with a Current Plan assortment at the cluster level.

Figure 6-22 Review IPI Assortment Recommendation View 2
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Table 6-19 lists the measures available in this view.

Table 6-19 Review IPlI Assortment Recommendation View 2 Measures

Label

Definition

IPI DT K/A/D Input

WP IPI DT Assort Sales U

WP IPI DT Assort Sales R

This field provides an option to the user to decide the
assortment with which the comparison should be done to
calculate Keep, Add or Drop actions for this assortment. This
measure is specific for IPI-based assortment.

Updated (or DT Affected) Demand Sales Units specifically for IC
based assortment for a cluster. It is looked at vis-a-vis baseline
demand sales units (IC Assort Sales U) to see the DT impact on
an assortment with assortment changes.

Updated (or DT Affected) Demand Sales Retail specifically for
IC based assortment for a cluster. It is looked at vis-a-vis
baseline demand sales retail (IC Assort Sales R) to see the DT
impact on an assortment with assortment changes.
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Table 6-19 (Cont.) Review IPI Assortment Recommendation View 2 Measures

Label Definition

IPI DT No of Significant Refers to the count of SKUs which can absorb the significant

Substitute SKUs chunk of substitutable demand of an SKU in an IC based
assortment.
WP IC DT Substitutable Demand Sales R - Refers to the
respective replaceable sales.

WP IPI DT Substitutable Refers to irreplaceable sales of an item, in case it is dropped from

Demand Sales U an IPI based assortment. In other words, as the name suggests,
this quantum of sales is lost and does not get transferred to other
SKUs in an IPI-based assortment.

WP IPI DT Substitutable Refers to the respective replaceable sales retail for the

Demand Sales R substitutable sales units for an SKU in an IPI-based assortment.

WP IPI DT Demand Refers to that part of demand (sales units) that has been

Transferred %

WP IPI DT Lost Demand
Sales U

WP IPI DT Lost Demand
Sales R

WP IPI Gross Profit %

WP IPI Gross Profit R

WP IPI DT Gross Profit R

transferred from the SKU being dropped to the substitute SKUs
in IPI based assortment for a cluster. It reflects the net demand
transference - distribution amongst the substitute SKUs.

Refers to irreplaceable sales of an item, in case it is dropped from
an IC based assortment. In other words, as the name suggests,
this quantum of sales is lost and does not get transferred to other
SKUs in an IC-based assortment.

Refers to the respective irreplaceable sales retail for lost demand
sales retail for an SKU in an IPI based assortment.

Assortment Planning @ Cluster and Category Planning Working
Plan IPI Gross Profit Percent. Current approved Retail Sales
minus Cost of Goods Sold divided by Retail Sales for an IPI
based Assortment.

Assortment Planning @ Cluster and Category Planning Working
Plan IPI Gross Profit Retail. Used only in IPI calculations. The
current Retail Sales minus Last Year's Cost of Goods Sold.

The updated (DT Affected) demand's Gross Profit Retail
corresponding to Updated Sales Units/ Retail for an IPI based
assortment. In other words it is the updated Gross Profit Retail.
It is looked vis-a-vis baseline Gross Profit Retail to assess the DT
impact due to assortment changes to IPI-based assortment.

Review IPI DT Details View

Use this view to review the Demand Transference distribution details of any
SKU/Item in the Review IPI Assortment Recommendation view.
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Figure 6-23 Review IPI DT Details View
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Table 6-20 lists the measures available in this view.

Table 6-20 Review IPI DT Details Measures

Label

Definition

IPI DT Demand Sales
Received %

WP IPI DT Substitutable
Demand Sales U

WP IPI DT Substitutable
Demand Sales R

WP IPI Assort Sales R

WP IPI Assort Sales U

WP IPI DT Demand
Transferred %

Refers to a percentage of total sales units of an SKU, getting
transferred from it and being received by its respective
Substitute SKUs in an IPI based assortment. It is expressed as
'percentage of total sales of the SKUs'.

Refers to replaceable sales of an item, in case it is dropped from
an IPI based assortment. In other words, as the name suggests,
this quantum of sales is lost and does not get transferred to other
SKUs in an IPI based assortment.

Refers to the respective replaceable sales retail for the
substitutable sales units for an SKU in an IPI based assortment.

Updated (or DT Affected) Demand Sales Retail specifically for
IPI based assortment. It is looked at vis-a-vis baseline demand
sales retail (WP IPI Assort Sales R) to see the DT impact on an
assortment with assortment changes.

Updated (or DT Affected) Demand Sales Units specifically for
final cluster assortment. It is looked at vis-a-vis baseline demand
sales units (WP IPI Assort Sales U) to see the DT impact on an
assortment with assortment changes.

Refers to that part of demand (sales units) that has been
transferred from the SKU being dropped to the substitute SKUs
in the final assortment for a cluster. It reflects the net demand
transference - distribution amongst the substitute SKUs.

Create Market Coverage Assessment Step

Use this step to derive a Market Coverage based system recommended assortment and
apply Demand Transference to fine-tune the assortment.

This step has the following tabs and views:

»  Set Assortment Constraints Tab:

- Set Eligibility and Mandatory Flags View
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Custom Menu

Set Assortment Constraint View

Review Market Coverage Assortment Recommendation Tab:

The following custom menus are available:

Create DT Assortment

Apply DT to Market Coverage

Set Assortment Constraints Tab

This tab has two views.

Set Eligibility and Mandatory Flags View

Use this view to set the eligibility and mandatory flags at the SKU/Item level for the
Market Coverage based assortment to be derived.

Review IPI Assortment Recommendation View

Review IPI DT Details View

Figure 6-24 Set Eligibility and Mandatory Flags View
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1. Set Hligibility and Mandatory Flags

# 2. Set Assoriment Constraint

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

Set Eligibility and Mandatory Flags Measures

Label

Definition

LY Market Sales @ Cluster R

LY Market Sales Rank

WP Mandatory for
Assortment

WP Assortment Eligibility

Market Sales (or Trading Area's Sales) in Last Year's Plan where
the respective store cluster is mapped.

Assortment Planning @ Cluster Last Year Market Sales Rank
Value. An Index of the retailer's last year sales in this segment
compared to retailer's market share for all products in the
category.

Assortment Planning @ Cluster Working Plan Mandatory for
Assortment Boolean.

Assortment Planning @ Cluster Working Plan Assortment
Eligibility Boolean. Indicates that an assortment is eligible to be
sold at a location.

Set Assortment Constraint View

Use this view to set the constraints necessary to generate the assortment tactogram. It
can be viewed by category, sub-category, and segment for the purpose of setting the

market coverage target.

Figure 6-25 Set Assortment Constraint View
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Table 6-22 lists the measures available in this view.

Table 6-22 Set Assortment Constraint Measures

Label

Definition

WP Max Core SKU Count

WP Max Core + Optn SKU
Count

WP Min Core Coverage %

WP Min Core + Optn
Coverage %

WP Min Core SKU Count

WP Min Core + Optn SKU
Count

Assortment Planning @ Cluster Working Plan Max Core SKU
Count. The Maximum number of core units targeted at a
product dimension level.

Assortment Planning @ Cluster Working Plan Max Core + Optn
SKU Count. The Maximum number of core plus optional units
targeted at a product dimension level.

The minimum market coverage for the core items in the new
assortment being planned. This can be viewed at different
product dimension levels.

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

The minimum number of core units targeted at a product
dimension level.

The minimum number of core plus optional units targeted at a
product dimension level.
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Table 6-22 (Cont.) Set Assortment Constraint Measures

Label Definition
WP Max Core SKU Count @ Assortment Planning @ Cluster Working Plan Max Core SKU
Cat Count @ Cat. The Maximum number of core units targeted at the

category level.

WP Max Core + Optn SKU  Assortment Planning @ Cluster Working Plan Max Core + Optn
Count @ Cat SKU Count. The Maximum number of core plus optional units
targeted at the category level.

WP Min Core Coverage % @ The minimum market coverage for the core items in the new

Cat assortment being planned at the category level.
WP Min Core + Optn The minimum sales plus optional units coverage percentage
Coverage % @ Cat targeted at the category level.

WP Min Core SKU Count @ The minimum number of core units targeted at the category
Cat dimension level.

WP Min Core + Optn SKU  The minimum number of core plus optional units targeted at the

Count @ Cat category dimension level.
Create Market Coverage Creates an assortment matching as many constraints as possible.
Assortment

Custom Menus This view supports two custom menus. The first, 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.

The second, Apply DT to Market Coverage applies Demand Transference impact to
the system recommended Market Coverage based assortment. 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.

Review Market Coverage Assortment Recommendation Tab

This tab contains two views.

Review Assortment Recommendation View

Use this view to review the system recommended Market Coverage based assortment.
This view also contains Demand Transference parameters and provides a facility to
What-If analysis by making assortment changes by marking or unmarking IPI core
and IPI optional flags, thereby adding or removing SKUs/Items from the assortment.
Keep, Add and Drop decisions are derived relative to a reference assortment like an LY
(Last Year) assortment, CP (Current Plan) Assortment, and so on. Such a reference
assortment is used as the base assortment to assortment changes in the form of Keep,
Add, and Drop.
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This view has four measure profiles:

= WP/CP
= WP/DT
= WP/LP
= WP/LY

Figure 6-26 Review Assortment Recommendation WP/CP Measure Profile View

Set Assorment Constiaints Ry

* Raviaw Markst Coversgs ATsommant RECommandstion
Bl Location > ¥

av Market Coverage Assortmant Recommandati on

Create MC Amorbment

i temn | L | & ermmid |-
o@u la Fimd. - @ M0 md Wl
U Marie | LY Maiwt | WP SaMs | WP ki Muker | WP Macket | WP Wahet | Miker | WP Mk | WP M | LY A
Saes @ | Sabes Rank Mandstory | Cowerage | Coverage | Cowerage | Cowerage | Cowerage | Coverage | Coverage e
Chuster Rt tor seu Ot Cora [ Corailpen | Cors Court | Optn Courd
1EIET4 - Sasities Bes Franch Roass Un-Flawoned 43013 K oo 1eossr L L L | C 1 (]
V216576 - Durbiny Dumins Light Ruan Un-Flswsred 483K o0 nmsx O C C E O 1 ]
1E15508 - Feat's 100'% Cohumbisn Un-Flawored - § . - _
Foagutar - Catienated 12 oz Bag 5I04 K a0 1wesk O C C E o 1 ]
572 - Dundin” Doswns Dark Fooast Un-Flawered 4TI K THO  IMAE = C C B c 1 (]
3 - Durii” Dosuste Dlark Fooart Un-Flawored 18470 K 000 ook O C C = B ] 1
Mewmar's Own Brasktan Roas 23443 K 700 w74k O C C C E ] 1
- Megcate Freech Roast Mon-Flavored 49555 K S00 1 0URAK c C C c c (] [}
Muawsd House Dark Foast MonFlavorsd | 1243 K 5400 ook [ | C C [mi ) ]
- Folgars Braaitast Roast Nen-Flavered 15065 K &0 mek [ = = c c (] [}
14080 K 5200 max [ O C O O ) ]

FEME4T - Feigers Dark Roast Non-Flawored Regular

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

Table 6-23 Review Assortment Recommendation WP/CP Measure Profile Measures

Label

Definition

LY Market Sales @ Cluster R

LY Market Sales Rank

WP Sales R

WP Mandatory for
Assortment

Market Coverage Core
Recommended

Market Coverage Optn
Recommended

WP Market Coverage Core
WP Market Coverage Optn

Market Coverage
Core/Optn Error

CP Assort Core
CP Assort Optn

WP Seed Previous
Assortment

Market Coverage Core
Recommended Count

Market Sales (or Trading Area's Sales) in Last Year's Plan where
the respective store cluster is mapped.

Assortment Planning @ Cluster Last Year Market Sales Rank
Value. An Index of the retailer's last year sales in this segment
compared to retailer's market share for all products in the
category.

The current planned sales revenue for the item.

Assortment Planning @ Cluster Working Plan Mandatory for
Assortment Boolean.

Assortment Planning @ Cluster Hidden Market Coverage Core
Assort Recommendation Boolean.

Assortment Planning @ Cluster Default Value Market Coverage
Optn Assort Recommendation Boolean.

Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean

Default Value Error measure if both Core and Optional measures
are set to true for an item in a Market Coverage Assortment.

Assortment Planning @ Cluster Current Plan Final Assortment
Core Boolean.

Assortment Planning @ Cluster Current Plan Final Assortment
Optional Boolean.

Assortment Planning @ Cluster Working Plan Seed Previous
Assortment Text.

Assortment Planning @ Cluster Default Value Market Coverage
Core Assort Recommendation Count.
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Table 6-23 (Cont.) Review Assortment Recommendation WP/CP Measure Profile

Label

Definition

Market Coverage Optn
Recommended Count

WP Market Coverage Core
Count

WP Market Coverage Opt
Count

CP Assort Core Count
CP Assort Optn Count

Market Core Coverage
Recommended Sales R %

Market Optn Coverage
Recommended Sales R %

WP Market Core Coverage
Sales R %

WP Market Optn Coverage
Sales R %

CP Assort Core Coverage
Sales R %

CP Assort Optn Coverage
Sales R %

Assortment Planning @ Cluster Default Value Market Coverage
Optn Assort Recommendation count.

WP Market Coverage Core Assort Count.
WP Market Coverage Core Assort Count

Assortment Planning @ Cluster Current Plan Final Assortment
Core Count.

Assortment Planning @ Cluster Current Plan Final Assortment
Core Count.

Market Coverage provided by core SKUs in the assortment
recommended (Market Coverage Assortment).

Market Coverage provided by optional SKUs in the assortment
recommended (Market Coverage Assortment).

Market Coverage provided by the core SKUs in the working
plan IPI-recommended assortment.

Market Coverage provided by the optional SKUs in the working
plan IPI-recommended assortment.

Market coverage provided by core SKUs in current plan
assortment.

Market coverage provided by optional SKUs in current plan
assortment.

Figure 6-27 Review Assortment Recommendation WP/DT Measure Profile View 1
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Table 6-24 lists the measures available in this view.

Table 6-24 Review Assortment Recommendation WP/DT Measure Profile View 1

Measures

Label

Definition

LY Market Sales @ Cluster R

LY Market Sales Rank

WP Sales R

Market Sales (or Trading Area's Sales) in Last Year's Plan where
the respective store cluster is mapped.

Assortment Planning @ Cluster Last Year Market Sales Rank
Value. An Index of the retailer's last year sales in this segment
compared to retailer's market share for all products in the
category.

The current planned sales revenue for the item.
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Table 6-24 (Cont.) Review Assortment Recommendation WP/DT Measure Profile View

1 Measures

Label Definition

WP Mandatory for Assortment Planning @ Cluster Working Plan Mandatory for

Assortment Assortment Boolean.

Market Coverage Core Assortment Planning @ Cluster Hidden Market Coverage Core

Recommended Assort Recommendation Boolean.

Market Coverage Optn Assortment Planning @ Cluster Default Value Market Coverage

Recommended Optn Assort Recommendation Boolean.

WP Market Coverage Core  Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

WP Market Coverage Optn  Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean.

WP Market Coverage Default Value Error measure if both Core and Optional measures

Core/Optn Error are set to true for an item in a Market Assortment.

WP Market Coverage Core WP Market Coverage Core Assort Count.

Count

WP Market Coverage Opt WP Market Coverage Core Assort Count

Count

LY Assort Core Assortment Planning @ Cluster Last Year Final Assortment Core
Boolean.

LY Assort Optn Assortment Planning @ Cluster Last Year Final Assortment
Optional Boolean.

LY Assort Core Count Assortment Planning @ Cluster Last Year Final Assortment Core
Count.

LY Assort Optn Count Assortment Planning @ Cluster Last Year Final Assortment
Optional Count.

CP Assort Core Assortment Planning @ Cluster Current Plan Final Assortment
Core Boolean.

CP Assort Optn Assortment Planning @ Cluster Current Plan Final Assortment
Optional Boolean.

CP Assort Core Count Assortment Planning @ Cluster Current Plan Final Assortment
Core Count.

CP Assort Optn Count Assortment Planning @ Cluster Current Plan Final Assortment

Core Count.

Figure 6-28 Review Assortment Recommendation WP/DT Measure Profile View 2
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Table 6-25 lists the measures available in this view.
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Table 6-25 Review Assortment Recommendation WP/DT Measure Profile View 2

Measures

Label Definition

WP Market Coverage Assort Keep or Add or Drop decision on comparing a Market Coverage
Compare to LY based assortment with an LY assortment at the cluster level.

WP Market Coverage Assort
Compare to CP

Market Coverage DT
K/A/D Input

WP Market Coverage Assort
Sales U

WP Market Coverage Assort
Sales R

WP Market Coverage DT
Assort Sales U

WP Market Coverage DT
Assort Sales R

Market Coverage DT No of
Significant Substitute

WP Market Coverage DT
Substitute Demand Sales U

WP Market Coverage DT
Substitute Demand Sales R

WP Market Coverage DT
Demand Transferred %

WP Market Coverage DT
Lost Demand Sales U

WP Market Coverage DT
Lost Demand Sales R

WP Market Coverage Gross
Profit %

Keep or Add or Drop decision on comparing a Market Coverage
based assortment with a Current Plan assortment at the cluster
level.

This field provides an option to the user to decide the
assortment with which the comparison should be done to
calculate Keep, Add or Drop actions for this assortment. This
measure is specific for Market Coverage based assortment.

Sales Retail of an item present in the Market Coverage based
assortment for a cluster.

Sales Units of an item present in the Market Coverage based
assortment for a cluster.

Updated (or DT Affected) Demand Sales Units specifically for
Market Coverage based assortment. It is looked at vis-a-vis
baseline demand sales units (WP IPI Assort Sales U) to see the
DT impact on an assortment with assortment changes.

Updated (or DT Affected) Demand Sales Retail specifically for
Market Coverage based assortment. It is looked at vis-a-vis
baseline demand sales retail (WP IPI Assort Sales R) to see the
DT impact on an assortment with assortment changes.

Refers to the count of SKUs which can absorb the significant
chunk of substitutable demand of an SKU in a Market Coverage
based assortment.

Refers to the replaceable sales units of an SKU, in case it is
dropped from a Market Coverage based assortment. In other
words, substitutable demand sales units gets transferred to other
SKUs in a Market Coverage based assortment.

Refers to the respective replaceable sales retail for substitutable
sales dollars for an SKU in a Market Coverage based assortment.

Refers to that part of demand (sales units) that has been
transferred from the SKU being dropped to the substitute SKUs
in a Market Coverage based assortment for a cluster. It reflects
the net demand transference - distribution amongst the
substitute SKUs.

Refers to irreplaceable sales of an item, in case it is dropped from
a Market Coverage assortment. In other words, as the name
suggests, this quantum of sales is lost and does not get
transferred to other SKUs in a Market Coverage assortment.

Refers to the respective irreplaceable sales retail for lost demand
sales retail for an SKU in a Market Coverage assortment. In other
words, as the name suggests, this quantum of sales is lost and
does not get transferred to other SKUs in a Market Coverage
assortment.

Assortment Planning @ Cluster and Category Planning Working
Plan Market Coverage Gross Profit Percent. Current approved
Market Coverage Retail Sales minus Cost of Goods Sold divided
by Market Coverage Retail Sales.
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Table 6-25 (Cont.) Review Assortment Recommendation WP/DT Measure Profile View
2 Measures

Label Definition

WP Market Coverage Gross Assortment Planning @ Cluster and Category Planning Working

Profit R Plan Market Coverage Gross Profit Retail. Used only in IPI
calculations. The current Market Coverage Retail Sales minus
Last Year's Cost of Goods Sold.

Figure 6-29 Review Assortment Recommendation WP/LP Measure Profile View
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Table 6-26 lists the measures available in this view.

Table 6-26 Review Assortment Recommendation WP/LP Measure Profile Measures

Label Definition

LY Market Sales @ Cluster R Market Sales (or Trading Area's Sales) in Last Year's Plan where
the respective store cluster is mapped.

LY Market Sales Rank Assortment Planning @ Cluster Last Year Market Sales Rank
Value. An Index of the retailer's last year sales in this segment
compared to retailer's market share for all products in the

category.
WP Sales R The current planned sales revenue for the item.
WP Mandatory for Assortment Planning @ Cluster Working Plan Mandatory for
Assortment Assortment Boolean.
Market Coverage Core Assortment Planning @ Cluster Hidden Market Coverage Core
Recommended Assort Recommendation Boolean.
Market Coverage Optn Assortment Planning @ Cluster Default Value Market Coverage
Recommended Optn Assort Recommendation Boolean.
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Table 6-26 (Cont.) Review Assortment Recommendation WP/LP Measure Profile

Label Definition

WP Market Coverage Core  Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

WP Market Coverage Optn  Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean.

Market Coverage Default Value Error measure if both Core and Optional measures

Core/Optn Error are set to true for an item in a Market Coverage Assortment.

LP Assort Core Assortment Planning @ Cluster Last Plan Final Assortment Core
Boolean.

LP Assort Optn Assortment Planning @ Cluster Last Plan Final Assortment
Optional Boolean.

Market Coverage Core Assortment Planning @ Cluster Default Value Market Coverage

Recommended Count Core Assort Recommendation Count.

Market Coverage Optn Assortment Planning @ Cluster Default Value Market Coverage

Recommended Count Optn Assort Recommendation count.

WP Market Coverage Core WP Market Coverage Core Assort Count.

Count

WP Market Coverage Optn WP Market Coverage Core Assort Count.

Count

LP Assort Core Count Assortment Planning @ Cluster Last Plan Final Assortment Core
Count.

LP Assort Opt Count Assortment Planning @ Cluster Last Plan Final Assortment

Market Core Coverage
Recommended Sales R %

Market Optn Coverage
Recommended Sales R %

WP Market Core Coverage
Sales R %

WP Market Optn Coverage
Sales R %

LP Assort Core Coverage
Sales R %

LP Assort Optn Coverage
Sales R %

Optional Count.

Market Coverage provided by core SKUs in the assortment
recommended (Market Coverage Assortment).

Market Coverage provided by optional SKUs in the assortment
recommended (Market Coverage Assortment).

Market Coverage provided by the core SKUs in the working
plan IPI recommended assortment.

Market Coverage provided by the optional SKUs in the working
plan IPI recommended assortment.

Market coverage provided by core SKUs in last plan's
assortment.

Market coverage provided by optional SKUs in last plan's
assortment.
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Figure 6-30 Review Assortment Recommendation WP/LY Measure Profile View
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Table 6-27 lists the measures available in this view.

Table 6-27 Review Assortment Recommendation WP/LY Measure Profile Measures

Label

Definition

LY Market Sales @ Cluster R

LY Market Sales Rank

WP Sales R

WP Mandatory for
Assortment

Market Coverage Core
Recommended

Market Coverage Optn
Recommended

WP Market Coverage Core
WP Market Coverage Optn
Market Coverage
Core/Optn Error

LY Assort Core

LY Assort Optn

Market Coverage Core
Recommended Count

Market Sales (or Trading Area's Sales) in Last Year's Plan where
the respective store cluster is mapped.

Assortment Planning @ Cluster Last Year Market Sales Rank
Value. An Index of the retailer's last year sales in this segment
compared to retailer's market share for all products in the
category.

The current planned sales revenue for the item.

Assortment Planning @ Cluster Working Plan Mandatory for
Assortment Boolean.

Assortment Planning @ Cluster Hidden Market Coverage Core
Assort Recommendation Boolean.

Assortment Planning @ Cluster Default Value Market Coverage
Optn Assort Recommendation Boolean.

Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean.

Default Value Error measure if both Core and Optional measures
are set to true for an item in a Market Coverage Assortment.

Assortment Planning @ Cluster Last Year Final Assortment Core
Boolean.

Assortment Planning @ Cluster Last Year Final Assortment
Optional Boolean.

Assortment Planning @ Cluster Default Value Market Coverage
Core Assort Recommendation Count.
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Table 6-27 (Cont.) Review Assortment Recommendation WP/LY Measure Profile

Label

Definition

Market Coverage Optn
Recommended Count

WP Market Coverage Core
Count

WP Market Coverage Opt
Count

LY Assort Core Count
LY Assort Optn Count

Market Coverage Core
Recommended Sales R %

Market Coverage Optn
Recommended Sales R %

WP Market Core Coverage
Sales R %

WP Market Optn Coverage
Sales R %

LY Assort Core Coverage
Sales R %

LY Assort Optn Coverage
Sales R %

Assortment Planning @ Cluster Default Value Market Coverage
Optn Assort Recommendation count.

WP Market Coverage Core Assort Count.
WP Market Coverage Core Assort Count.

Assortment Planning @ Cluster Last Year Final Assortment Core
Count.

Assortment Planning @ Cluster Last Year Final Assortment
Optional Count.

Market Coverage provided by core SKUs in the assortment
recommended (Market Coverage Assortment).

Market Coverage provided by core SKUs in the assortment
recommended (Market Coverage Assortment).

Market Coverage provided by the core SKUs in the working
plan IPI recommended assortment.

Market Coverage provided by the optional SKUs in the working
plan IPI recommended assortment.

Market coverage provided by core SKUs in last year's
assortment.

Market coverage provided by optional SKUs in last year's
assortment.

Review Market Coverage DT Details

Use this view to review the Demand Transference distribution details of any
SKU/Item in the Review (Market Coverage) Assortment Recommendation view.

Figure 6-31 Review Market Coverage DT Details View
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Table 6-28 lists the measures available in this view.

Table 6-28 Review Market Coverage DT Details Measures

Label

Definition

Market Coverage DT
Demand Sales Received %

Refers to a percentage of total sales units of an SKU, getting
transferred from it and being received by its respective
Substitute SKUs in a Market Coverage based assortment. It is
expressed as ‘percentage of total sales of the SKU's.
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Table 6-28 (Cont.) Review Market Coverage DT Details Measures

Label Definition

WP Market Coverage DT Refers to the replaceable sales units of an SKU, in case it is

Substitutable Demand Sales dropped from a Market Coverage based assortment. In other

18] words, substitutable demand sales units get transferred to other
SKUs in a Market Coverage based assortment.

WP Market Coverage DT Refers to the respective replaceable sales retail for substitutable
Substitutable Demand Sales sales dollars for an SKU in a Market Coverage based assortment
R

WP Market Coverage DT Refers to that part of demand (sales units) that has been

Demand Transferred % transferred from the SKU being dropped to the substitute SKUs
in a Market Coverage based assortment for a cluster. It reflects
the net demand transference - distribution amongst the
substitute SKUs.

Incremental Curve Step

Use this step to generate an Incremental Curve and Incremental Curve based system
recommended assortment.

This step has the following tabs and views:

»  Review IC Assortment Curve Tab:
— Incremental Curve Setup View
— Review Incremental Curve View

»  Review IC Assortment and DT Details Tab:
— Review IC Assortment View

— Review IC Assortment DT Details View

Custom Menu

The following custom menu is available:

s Calc Incremental Curve

Review IC Assortment Curve Tab

This tab has two views.

Incremental Curve Setup View

Use this view to setup the constraints or bound values (upper and lower bound
values) and incremental curve admin measures required to generate an incremental
curve and an incremental curve based assortment.

Figure 6-32 Incremental Curve Setup View
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Table 6-29 lists the measures available in this view.

Table 6-29 Incremental Curve Setup Measures

Label Definition

Use IPI Order A flag measure (or field) to indicate the sequencing of SKUs or
the order in which SKUs are used by the Java library to calculate
the incremental curve.

Upper Bound SKU Count Upper limit of the range of incremental curve to be presented is
defined in the form of SKU Count from a predefined order or
sequence of SKUs.

Lower Bound SKU Count ~ Lower limit of the range of incremental curve to be presented is
defined in the form of SKU Count from a predefined order or
sequence of SKUs.

Upper Bound Sales U % Upper limit of the range of incremental curve to be presented is

Lower Bound Sales U %
IC Core Cutoff (# SKUs)
IC Optn Cutoff (# SKUs)

IC DT Assort K/A/D/
Input

Execute Incremental Curve

defined in the form of Sales Units % of the overall assortment.

Lower limit of the range of incremental curve to be presented is
defined in the form of Sales Units % of the overall assortment.

The desired numbrerof core SKUs (SKUs marked with IC core
flag) in the system recommended IC based Assortment.

The desired number of optional SKUs (SKUs marked with IC
optional flag) in the system recommended IC based Assortment.

This field provides an option to the user to decide the
assortment with which the comparison should be done to
calculate Keep, Add or Drop actions for this assortment. This
measure is specific for IC-based assortment.

A flag measure, which requires to be ticked to generate an
incremental curve.

Review Incremental Curve View

Use this view to review the Incremental Curve generated. It is used to identify the
point on the chart where the cumulative incremental sales stagnate or plateau.

Figure 6-33 Review Incremental Curve View
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Table 6-30 lists the measures available in this view.
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Table 6-30 Review Incremental Curve Measures

Label Definition

Cumulative Inc Sales U Successive addition of incremental sales of items in an
incremental curve plot in the order in which the items are
sequenced or ordered.

SKU Label Dynamic SKU Label. The label displayed for a sku based on
things like trading area, category, or consumer segment.

Review IC Assortment and DT Details Tab

This tab has two views.

Review IC Assortment View

Use this view to review the incremental curve based system recommended assortment.
This view also contains Demand Transference parameters and provides a facility to
What-If analysis by making assortment changes by marking or unmarking IPI core
and IPI optional flags, thereby adding or removing SKUs/Items from the assortment.
Keep, Add and Drop decisions are derived relative to a reference assortment like an LY
(Last Year) assortment, CP (Current Plan) Assortment, and so on. Such a reference
assortment is used as the base assortment to assortment changes in the form of Keep,
Add and Drop.

Figure 6-34 Review IC Assortment View
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Table 6-31 lists the measures available in this view.

Table 6-31 Review IC Assortment Measures

Label Definition

IC Core A Flag measure to indicate if an item in Incremental Curve

based assortment (@ Cluster) is a core item.

IC Rank An item's rank based on the incremental sales or incremental
curve plot for a category.

IC Optn A Flag measure to indicate if an item in Incremental Curve
based assortment is a optional item.
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Table 6-31 (Cont.) Review IC Assortment Measures

Label Definition

IC Core Count The Count of core items in an Incremental Curve based
assortment for a cluster.

IC Optn Count The Count of optional items in an Incremental Curve based
assortment for a cluster.

IC Assort Sales U The Sales Units of an item present in the Incremental Curve

IC Assort Sales R

IC Assort Compare to LY

IC Assort Compare to CP

IC DT Assort Sales U

IC DT Assort Sales R

IC DT No of Significant
Substitute SKUs

IC DT Substitutable
Demand Sales U

IC DT Substitutable
Demand Sales R

IC DT Demand Transferred

%

IC DT Lost Demand Sales U

IC DT Lost Demand Sales R

IC Gross Profit %

IC Gross Profit R

IC DT Gross Profit R

based assortment for a cluster.

The Sales retail of an item present in the Incremental Curve
based assortment for a cluster.

A Keep or Add or Drop decision on comparing an Incremental
Curve based assortment with an LY assortment at the cluster
level.

A Keep or Add or Drop decision on comparing an Incremental
Curve based assortment with a Current Plan assortment at the
cluster level.

Updated (or DT Affected) Demand Sales Units specifically for IC
based assortment for a cluster. It is looked at vis-a-vis baseline
demand sales units (IC Assort Sales U) to see the DT impact on
an assortment with assortment changes.

Updated (or DT Affected) Demand Sales Retail specifically for
IC based assortment for a cluster. It is looked at vis-a-vis
baseline demand sales retail (IC Assort Sales R) to see the DT
impact on an assortment with assortment changes.

Refers to the count of SKUs which can absorb the significant
chunk of substitutable demand of an SKU in an IC based
assortment.

Refers to irreplaceable sales of an item, in case it is dropped from
an IC based assortment. In other words, as the name suggests,
this quantum of sales is lost and does not get transferred to other
SKUs in an IC based assortment.

Refers to the respective replaceable sales retail for the
substitutable sales units for an SKU in an IC based assortment.

Refers to that part of demand (sales units) that has been
transferred from the SKU being dropped to the substitute SKUs
in IC based assortment for a cluster. It reflects the net demand
transference - distribution amongst the substitute SKUs.

The irreplaceable sales units of an item, in case it is dropped
from an IC based assortment. In other words, as the name
suggests, this quantum of sales is lost and does not get
transferred to other SKUs in an IC based assortment.

Refers to the respective irreplaceable sales retail or sales retail
which is lost if this SKU if it is dropped from an IC based
assortment.

The Gross Profit percentage of an item present in an Incremental
Curve based assortment for a cluster.

The Gross Profit Retail of an item present in an Incremental
Curve based assortment for a cluster.

The updated (DT Affected) demand's Gross Profit Retail
corresponding to Updated Sales Units/ Retail for an IC based
assortment. In other words it is the updated Gross Profit Retail.
It is looked vis-a-vis baseline Gross Profit Retail to assess the DT
impact due to assortment changes to an IC based assortment.
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Review IC Assortment DT Details View

Use this view to review the Demand Transference distribution details of any
SKU/Item in the Review IPI Assortment Recommendation view.

Figure 6-35 Review IC Assortment DT Details View
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Table 6-32 lists the measures available in this view.

Table 6-32 Review IC Assortment Details Measures

Label Definition
IC DT Demand Sales Refers to a percentage of total sales units of an SKU, getting
Received % transferred from it and being received by its respective

Substitute SKUs in an IC-based assortment for a cluster. It is
expressed as 'percentage of total sales of the SKUs.

IC DT Substitutable Refers to irreplaceable sales units of an item, in case it is

Demand Sales U dropped from an IC-based assortment. In other words, as the
name suggests, this quantum of sales is lost and does not get
transferred to other SKUs in an IC-based assortment.

IC DT Substitutable Refers to irreplaceable sales retail of an item, in case it is

Demand Sales R dropped from an IC-based assortment. In other words, as the
name suggests, this quantum of sales is lost and does not get
transferred to other SKUs in an IC-based assortment.

IC Assort Sales U The sales units of an item present in the Incremental Curve
based assortment for a cluster.

IC Assort Sales R The sales retail of an item present in the Incremental Curve
based assortment for a cluster.

IC DT Demand Transferred  Refers to that part of demand (sales units) that has been

% transferred from the SKU being dropped to the substitute SKUs
in IC based assortment for a cluster. It reflects the net demand
transference - distribution amongst the substitute SKUs.
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Assortment Finalization and Approval Step
Use this step to finalize and approve the assortment and at the cluster level.
This step has the following tabs and views:
= Review Assortment Recommendation Tab:
- Review Assortment Recommendation View
- Review DT Details View
= Assortment Quantification Summary Tab:
- Assortment Quantification Summary View
= Export to SO Cluster Tab:
- Assortment Label and Location Filtering View
- Request Type and Role Model View
= Approve Assortment @ Cluster Tab:

- Approve Assortment View

Review Assortment Recommendation Tab

This tab has two views and four measure profiles:

= WP/CP
= WP/DT
= WP/LP
= WP/LY

Review Assortment Recommendation View

Use this view to review the final system recommended assortment at the cluster level.
This view contains the system recommendation from IPI based assortment, Market
Coverage based assortment and Incremental Curve based assortment. It provides the
facility to the user to look at the various recommendations and make decisions to
derive a final assortment at the cluster level. The user can either use an assortment
purely based IPI or Market Coverage or Incremental Curve or can go with a mix of all
three types of recommendations.

Custom Menu The following custom menus are available:
= Seed Core/Optional Recommendations
= Seed Previous Assortment

= Apply DT to Final Assortment
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Figure 6-36 Review Assortment Recommendation WP/CP Measure Profile View
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Review Assortment Recommendation Review DT Details
Table 6-33 lists the measures available in this view.

Table 6-33 Review Assortment Recommendation WP/CP Measure Profile Measures

Label Definition

WP Mandatory for Assortment Planning @ Cluster Working Plan Mandatory for
Assortment Assortment Boolean.

WP IPI Core WP IPI Core Assortment @ Cluster Level. A Boolean measure

used to mark the core items based on the IPI calculations in the
final assortment.

WP IPI Optn WP IPI Optn Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment recommendation worksheet.

WP Market Coverage Core  Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

WP Market Coverage Optn  Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean.

WP Seed Final Core/Optn  Assortment Planning @ Cluster Working Plan Seed Assortment
from Pre-Rat or IPI Text.

WP Assort Core Assortment Planning @ Cluster Working Plan Final Assortment
Core Boolean.

WP Assort Optn Assortment Planning @ Cluster Working Plan Final Assortment
Optional Boolean.

Assort Core/Optn Error The Default Value Error measure if both Core and Optional
measures are set to true for an item in a Store Assortment.
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Table 6-33 (Cont.) Review Assortment Recommendation WP/CP Measure Profile

Label Definition

CP Assort Core Assortment Planning @ Cluster Current Plan Final Assortment
Core Boolean.

CP Assort Optn Assortment Planning @ Cluster Current Plan Final Assortment
Optional Boolean.

WP Final Assortment Assortment Planning @ Cluster Working Plan Final Assortment

Compare to CP Compare to CP Text.

WP Assort Core Count Assortment Planning @ Cluster Working Plan Final Assortment
Core Count.

WP Assort Optn Count Assortment Planning @ Cluster Working Plan Final Assortment
Optional Count.

WP % Contribution of Assortment Planning @ Cluster Working Plan % Contribution of

Category Items Category Items Percent. The contribution of an item or a set of
items under a category towards the whole category.

CP Assort Core Count Assortment Planning @ Cluster Current Plan Final Assortment
Core Count.

CP Assort Optn Count Assortment Planning @ Cluster Current Plan Final Assortment
Core Count.

WP Assort Core Coverage Market Coverage provided by the core SKUs in the working

Sales R % plan's assortment.

WP Assort Optn Coverage = Market Coverage provided by the core SKUs in the working

Sales R % plan's assortment.

CP Assort Core Coverage Market coverage provided by core SKUs in current plan

Sales R % assortment.

CP Assort Optn Coverage =~ Market coverage provided by optional SKUs in current plan

Sales R % assortment.
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Figure 6-37 Review Assortment Recommendation WP/DT Measure Profile View 1
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Table 6-34 lists the measures available in this view.

Table 6-34 Review Assortment Recommendation WP/DT Measure Profile View 1

Measures

Label Definition

WP Mandatory for Assortment Planning @ Cluster Working Plan Mandatory for

Assortment Assortment Boolean.

WP IPI Core WP IPI Core Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment.

WP IPI Optn WP IPI Optn Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment recommendation worksheet.

WP Market Coverage Core  Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

WP Market Coverage Optn  Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean.

IC Core A Flag measure to indicate if an item in Incremental Curve
based assortment (@Cluster) is a core item.

IC Optn A Flag measure to indicate if an item in Incremental Curve
based assortment is a optional item.

WP Seed Final Core/Optn  Assortment Planning @ Cluster Working Plan Seed Assortment
from Pre-Rat or IPI Text.

WP Seed Previous Assortment Planning @ Cluster Working Plan Seed Previous

Assortment Assortment Text.

WP Assort Core Assortment Planning @ Cluster Working Plan Final Assortment

Core Boolean.
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Table 6-34 (Cont.) Review Assortment Recommendation WP/DT Measure Profile View 1
Measures

Label Definition

WP Assort Optn Assortment Planning @ Cluster Working Plan Final Assortment
Optional Boolean.

Assort Core/Optn Error Default Value Error measure if both Core and Optional measures
are set to true for an item in a Store Assortment.

WP Assort Core Count Assortment Planning @ Cluster Working Plan Final Assortment
Core Count.

WP Assort Optn Count Assortment Planning @ Cluster Working Plan Final Assortment
Optional Count.

WP % Contribution of Assortment Planning @ Cluster Working Plan % Contribution of

Category Items Category Items Percent. The contribution of an item or a set of

items under a category towards the whole category.

WP Final Assort Compare to Assortment Planning @ Cluster Working Plan Final Assortment
LY Compare to LY Text.

WP Final Assort Compare to Assortment Planning @ Cluster Working Plan Final Assortment
Cp Compare to CP Text.

DT Assort K/A/D Input This field provides an option to the user to decide the
assortment with which the comparison should be done to
calculate Keep, Add or Drop actions for this assortment. This
measure is specific for Final Cluster assortment.

WP Use DT Sales Flag measure to indicate if WP Assort Sales in the final
assortment should be populated by updated demand (DT
Affected Sales). If it is ticked then it will populate the WP Assort
Sales with DT Sales else WP Assort Sales will be populated by
WP Sales.
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Figure 6-38 Review Assortment Recommendation WP/DT Measure Profile View 2
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Table 6-35 lists the measures available in this view.

Table 6-35 Review Assortment Recommendation WP/DT Measure Profile View 2

Measures

Label Definition

WP Assort Sales U Assortment Planning @ Cluster Working Plan Assortment Sales
Units. Current approved sales units for the assortment obtained
from a third party. The data is typically obtained quarterly.

WP Assort Sales R Assortment Planning @ Cluster Working Plan Assortment Sales
Retail. Current approved sales revenue for the assortment
obtained from a third party. The data is typically obtained
quarterly.

WP DT Assort Sales U Updated (or DT Affected) Demand Sales Units specifically for

final cluster assortment. It is looked at vis-a-vis baseline demand
sales units (WP IPI Assort Sales U) to see the DT impact on an
assortment with assortment changes.

WP DT Assort Sales R Updated (or DT Affected) Demand Sales Retail specifically for
final cluster assortment. It is looked at vis-a-vis baseline demand
sales retail (WP IPI Assort Sales R) to see the DT impact on an
assortment with assortment changes.

DT No of Significant SKUs  Refers to the count of SKUs which can absorb the significant
chunk of substitutable demand of an SKU in a Final Cluster

assortment.
WP DT Substitutable Refers to the replaceable sales units of an SKU, in case it is
Demand Sales U dropped from a Final Cluster assortment. In other words,

substitutable demand sales units gets transferred to other SKUs
in a Final Cluster assortment.
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Table 6-35 (Cont.) Review Assortment Recommendation WP/DT Measure Profile View 2

Measures

Label Definition

WP DT Substitutable Refers to the respective replaceable sales retail for the
Demand Sales R substitutable sales units for an SKU in a Final Cluster

WP DT Demand Transferred

Y%

WP DT Lost Demand Sales

8}

WP DT Lost Demand Sales

R

WP Assort Gross Profit %

WP Assort Gross Profit R

WP DT Assort Gross Profit

R

assortment

Refers to that part of demand (sales units) that has been
transferred from the SKU being dropped to the substitute SKUs
in a store assortment for a cluster. It reflects the net demand
transference - distribution amongst the substitute SKUs.

Refers to irreplaceable sales of an item, in case it is dropped from
a Final Cluster assortment. In other words, as the name suggests,
this quantum of sales is lost and does not get transferred to other
SKUs in a Final Cluster assortment.

Refers to the respective irreplaceable sales retail for lost demand
sales retail for an SKU in a Final Cluster assortment.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit Percent. The Retail Sales divided by last year's Cost of
Goods Sold.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit Retail. The Retail Sales minus last year's Cost of Goods
Sold.

The updated (DT Affected) demand's Gross Profit Retail
corresponding to Updated Sales Units/ Retail for a Store
assortment. In other words it is the updated Gross Profit Retail.
It is looked vis-a-vis baseline Gross Profit Retail to assess the DT
impact due to assortment changes to a Store assortment.

Figure 6-39 Review Assortment Recommendation WP/LP Measure Profile View
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Table 6-36 lists the measures available in this view.

Table 6-36 Review Assortment Recommendation WP/LP Measure Profile Measures

Label Definition

WP Mandatory for Assortment Planning @ Cluster Working Plan Mandatory for

Assortment Assortment Boolean.

WP IPI Core WP IPI Core Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment.

WP IPI Optn WP IPI Optn Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment recommendation worksheet.

WP Market Coverage Core  Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

WP Market Coverage Optn  Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean

WP Seed Final Core/Optn  Assortment Planning @ Cluster Working Plan Seed Assortment
from Pre-Rat or IPI Text.

WP Assort Core Assortment Planning @ Cluster Working Plan Final Assortment
Core Boolean.

WP Assort Optn Assortment Planning @ Cluster Working Plan Final Assortment
Optional Boolean.

Assort Core/Optn Error Default Value Error measure if both Core and Optional measures
are set to true for an item in a Store Assortment.

LP Assort Core Assortment Planning @ Cluster Last Plan Final Assortment Core
Boolean.

LP Assort Optn Assortment Planning @ Cluster Last Plan Final Assortment
Optional Boolean.

WP Final Assortment Assortment Planning @ Cluster Working Plan Final Assortment

Compare to CP Compare to CP Text.

WP Assort Core Count Assortment Planning @ Cluster Working Plan Final Assortment
Core Count.

WP Assort Optn Count Assortment Planning @ Cluster Working Plan Final Assortment

WP % Contribution of
Category Items

LP Assort Core Count
LP Assort Optn Count
WP Assort Core Coverage

Sales R %

WP Assort Optn Coverage
Sales R %

LP Assort Core Coverage
Sales R %

LP Assort Optn Coverage
Sales R %

Optional Count.

Assortment Planning @ Cluster Working Plan % Contribution of
Category Items Percent. The contribution of an item or a set of
items under a category towards the whole category.

Assortment Planning @ Cluster Last Plan Final Assortment Core
Count.

Assortment Planning @ Cluster Last Plan Final Assortment
Optional Count.

Market Coverage provided by the core SKUs in the working
plan's assortment.

Market Coverage provided by the core SKUs in the working
plan's assortment.

Market coverage provided by core SKUs in last plan's
assortment.

Market coverage provided by optional SKUs in last plan's
assortment.
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Figure 6—40 Review Assortment Recommendation WP/LY Measure Profile View

Review Assortment Recommendation

Assortment Quantification Summary

~ Review Assortment Recommendation

R Location >
[Msinstream | Large | A (Northwest)| -
B3 E | & [Find.. ~ & o HBEcam @
1234582 - 1234600 - 1234615 - 1
VWP Mandatory for Assortment D D D
WP IPI Core
WP IP1 Optn O O O
WP Market Coverage Core D D D
WP Market Coverage Optn D D D
WP Seed Final Core/Optn
WP Assort Core | | O
j WP Assort Optn O O O
Assort Core/Optn Error
LY Assort Core D D
LY Assort Optn O O O
WP Final Assort Compare to LY Drop D¢
WP Assort Core Count ] o o
WP Assort Optn Count o o o
WP % Contribution of Category tems 0.0% 0.0 % 0.0%
LY Assort Core Count 1 o o
LY Assort Optn Count o o o
LY % Contribution of Category tems 13% 0.0 % 00%
WP Assort Core Coverage Sales R % 0.0 % 0.0 % 0.0%
WP Aszort Optn Coverage Sales R % 0.0 % 0.0 % 0.0%
LY Assort Core Coverage Sales R % 0.6 % 0.0 % 0.0 %
LY Assort Optn Coverage Sales R % 0.0 % 0.0 % 0.0%
<

Review Assortment Recommendation

Review DT Details

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

Table 6-37 Review Assortment Recommendation WP/LY Measure Profile Measures

Label Definition

WP Mandatory for Assortment Planning @ Cluster Working Plan Mandatory for

Assortment Assortment Boolean.

WP IPI Core WP IPI Core Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment.

WP IPI Optn WP IPI Optn Assortment @ Cluster Level. A Boolean measure
used to mark the core items based on the IPI calculations in the
final assortment recommendation worksheet.

WP Market Coverage Core  Assortment Planning @ Cluster Working Plan Market Coverage
Core Assort Recommendation Boolean.

WP Market Coverage Optn  Assortment Planning @ Cluster Working Plan Market Coverage
Optn Assort Recommendation Boolean.

WP Seed Final Core/Optn  Assortment Planning @ Cluster Working Plan Seed Assortment
from Pre-Rat or IPI Text.

WP Assort Core Assortment Planning @ Cluster Working Plan Final Assortment
Core Boolean.

WP Assort Optn Assortment Planning @ Cluster Working Plan Final Assortment
Optional Boolean.

Assort Core/Optn Error Default Value Error measure if both Core and Optional measures

are set to true for an item in a Store Assortment.
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Table 6-37 (Cont.) Review Assortment Recommendation WP/LY Measure Profile

Label Definition

LY Assort Core Assortment Planning @ Cluster Last Year Final Assortment Core
Boolean.

LY Assort Optn Assortment Planning @ Cluster Last Year Final Assortment
Optional Boolean.

WP Final Assortment Assortment Planning @ Cluster Working Plan Final Assortment

Compare to LY Compare to LY Text.

WP Assort Core Count Assortment Planning @ Cluster Working Plan Final Assortment
Core Count.

WP Assort Optn Count Assortment Planning @ Cluster Working Plan Final Assortment
Optional Count.

WP % Contribution of Assortment Planning @ Cluster Working Plan % Contribution of

Category Items Category Items Percent. The contribution of an item or a set of
items under a category towards the whole category.

LY Assort Core Count Assortment Planning @ Cluster Last Year Final Assortment Core
Count.

LY Assort Optn Count Assortment Planning @ Cluster Last Year Final Assortment Core
Count.

WP Assort Core Coverage  Market Coverage provided by the core SKUs in the working

Sales R % plan's assortment.

WP Assort Optn Coverage = Market Coverage provided by the core SKUs in the working

Sales R % plan's assortment.

LY Assort Core Coverage Market coverage provided by core SKUs in last year's

Sales R % assortment.

LY Assort Optn Coverage Market coverage provided by optional SKUs in last year's

Sales R % assortment.

Review DT Details View

Use this view to review the Demand Transference distribution details of any
SKU/Item in the final assortment for the cluster in the Review Assortment

Recommendation view.

Figure 6-41 Review DT Details View
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Table 6-38 lists the measures available in this view.
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Table 6-38 Review DT Details Measures

Label Definition

DT Demand Sales Received Refers to a percentage of total sales units of an SKU, getting

% transferred from it and being received by its respective
Substitute SKUs in an IC based assortment. It is expressed as
'percentage of total sales of the SKUs'.

WP DT Substitutable Refers to the replaceable sales units of an SKU, in case it is

Demand Sales U dropped from a Final Cluster assortment. In other words,
substitutable demand sales units gets transferred to other SKUs
in a Final Cluster assortment.

WP DT Substitutable Refers to the respective replaceable sales retail for the
Demand Sales R substitutable sales units for an SKU in a Final Cluster
assortment.

WP DT Demand Transferred Refers to that part of demand (sales units) that has been

% transferred from the SKU being dropped to the substitute SKUs
in the final assortment for a cluster. It reflects the net demand
transference - distribution amongst the substitute SKUs.

Assortment Quantification Summary Tab

This tab has one view.

Assortment Quantification Summary View

Use this view to review the targets being achieved by the assortment finalized for the
cluster in the previous tab. This view contains measures like plan measures for Sales
Units, Sales R, Gross Profit, Gross Profit %, and so on.

This view has one view and three measure profiles:

= WP/CP
= WP/LY
n WP/Tgt

Figure 6—42 Assortment Quantification Summary WP/CP Measure Profile View
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Table 6-39 lists the measures available in this view.

Table 6-39 Assortment Quantification Summary WP/CP Measure Profile Measures

Label

Definition

WP Assort Sales R

WP Assort Sales U

WP Assort Sales AUR

WP Assort Gross Profit R

WP Assort Gross Profit %

CP Assort Sales R

CP Assort Sales U

CP Assort Sales AUR

CP Assort Gross Profit R

CP Assort Gross Profit %

WP Assort Sales var to CP R

WP Assort Sales var to CP U

WP Assort Gross Profit var
toCP R

CP AS Combined Assort
Sales R

CP AS Combined Assort
Sales U

CP AS Combined Assort
Sales AUR

CP AS Combined Assort
Gross Profit R

CP AS Combined Assort
Gross Profit %

Assortment Planning @ Cluster Working Plan Assortment Sales
Retail. Current approved sales revenue for the assortment
obtained from a third party. The data is typically obtained
quarterly.

Assortment Planning @ Cluster Working Plan Assortment Sales
Units. Current approved sales units for the assortment obtained
from a third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster Working Plan Assortment Sales
Average Unit Retail. Current approved sales average units retail
for the assortment obtained from a third party. The data is
typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Retail Sales minus Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Working
Plan Gross Profit Percent. Retail Sales minus Last Year's Cost of
Goods Sold divided by Retail Sales.

Assortment Planning @ Cluster Current Plan Assortment Sales
Retail. The sales retail value of a working plan for an assortment.

Assortment Planning @ Cluster Current Plan Assortment Sales
Units. Current approved sales units for the assortment obtained
from a third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster Current Plan Assortment Sales
Average Unit Retail. Current approved sales average units retail
for the assortment obtained from a third party. The data is
typically obtained quarterly.

Assortment Planning @ Cluster Current Plan Assortment Gross
Profit Retail. The Retail Sales minus last year's Cost of Goods
Sold.

Assortment Planning @ Cluster Current Plan Assortment Gross
Profit Percent. The Retail Sales divided by last year's Cost of
Goods Sold.

Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Current Plan Retail.

Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Current Plan Units.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit variance to Current Plan Retail.

Assortment Planning @ Cluster Current Plan Merged Store level
Combined Sales Retail.

Assortment Planning @ Cluster Current Plan Merged Store level
Combined Sales Units.

Assortment Planning @ Cluster Current Plan Merged Store level
Combined Sales Average Unit Retail.

Assortment Planning @ Cluster Current Plan Merged Store level
Combined Sales Retail.

Assortment Planning @ Cluster Current Plan Merged Store level
Combined Sales Percent.
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Figure 643 Assortment Quantification Summary WP/LY Measure Profile View

Review Assortment Recommendation

~ Assortment Quantification Summary
K < > 3

B Location  Calendar

Assortment Quantification Summary | E

| Mainstrzam | Large | A [Northwest) -I 2/23/2014 I.

&= [ | Find..

LY Assort Sales R

LY Assort Sales U

LY Assort Sales AUR

LY Gross Profit R

LY Gross Profit %

WP Assort Sales R

WP Assort Sales U

WP Assort Sales AUR

WP Assort Gross Profit R

WP Assort Gross Profit %

WP Assort Sales varto LY R

WP Assort Sales varto LY U

WP Assort Gross Profit var to LY R

WP AS Combined Assort Sales R

WP AS Combined Assort Sales U

WP AS Combined Assort Sales AUR
WP AS Combined Assort Gross Profit R
WP AS Combined Assort Gross Profit %

0 ¢ mMEcsm @ |

1234582 - 1234600 - 1234615 -

31K 0.0K 0.0K
455 0 0
6.57 0.00 0.00
0.9K 0.0K 0.0K
303 % 0.0 % 0.0 %
0.0K 0.0K 0.0K

0 0 0

0.00 0.00 0.00
0.0K 0.0K 0.0K

0.0 % 0.0 % 0.0 %
-100.0 % 0.0 % 0.0 %
-100.0 % 0.0 % 0.0%
-100.0 % 0.0 % 0.0%
0.0K 0.0K 0.0K

0 0 0

0.00 0.00 0.00
0.0K 0.0K 0.0K

0.0 % 0.0 % 0.0%

Table 640 lists the measures available in this view.

Table 6-40 Assortment Quantification Summary WP/LY Measure Profile Measures

Label

Definition

LY Assort Sales R

LY Assort Sales U

LY Assort Sales AUR

LY Gross Profit R

LY Gross Profit %

WP Assort Sales R

WP Assort Sales U

WP Assort Sales AUR

WP Assort Gross Profit R

Assortment Planning @ Cluster Last Year Assortment Sales
Retail. Last year's sales revenue for the assortment obtained
from a third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster Last Year Assortment Sales
Units. Last year's sales units for the assortment obtained from a
third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster Last Year Assortment Sales
Average Unit Retail. Last year's sales average units retail for the
assortment obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Cluster and Category Planning Last Year
Gross Profit Retail. Last year's Retail Sales minus Last Year's
Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Last Year
Gross Profit Percent. Last year's Retail Sales minus Last Year's
Cost of Goods Sold divided by Last Year's Retail Sales.

Assortment Planning @ Cluster Working Plan Assortment Sales
Retail. Current approved sales revenue for the assortment
obtained from a third party. The data is typically obtained
quarterly.

Assortment Planning @ Cluster Working Plan Assortment Sales
Units. Current approved sales units for the assortment obtained
from a third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster Working Plan Assortment Sales
Average Unit Retail. Current approved sales average units retail
for the assortment obtained from a third party. The data is
typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Retail Sales minus Cost of Goods Sold.
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Table 640 (Cont.) Assortment Quantification Summary WP/LY Measure Profile

Label Definition

WP Assort Gross Profit %  Category Planning and Assortment Planning @ Cluster Working
Plan Gross Profit Percent. Retail Sales minus Cost of Goods Sold
divided by Retail Sales.

WP Assort Sales var to LY R Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Last Year Retail.

WP Assort Sales var to LY U  Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Last Year Units.

WP Assort Gross Profit var ~ Assortment Planning @ Cluster Working Plan Assortment Gross
toLY R Profit variance to Last Year Retail.

WP AS Combined Assort Assortment Planning @ Cluster Working Plan Merged Store
Sales R level Combined Sales Retail.

WP AS Combined Assort Assortment Planning @ Cluster Working Plan Merged Store
Sales U level Combined Sales Units.

WP AS Combined Assort Assortment Planning @ Cluster Working Plan Merged Store
Sales AUR level Combined Sales Average Unit Retail.

WP AS Combined Assort Assortment Planning @ Cluster Working Plan Merged Store
Gross Profit R level Combined Sales Retail.

WP AS Combined Assort Assortment Planning @ Cluster Working Plan Merged Store
Gross Profit % level Combined Sales Percent.

Figure 6—44 Assortment Quantification Summary WP/CP Measure Profile View
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Table 641 lists the measures available in this view.

Table 6-41 Assortment Quantification Summary WP/CP Measure Profile Measures

Label Definition

Target Sales R The desired sales revenue for the item by retailer that the retailer
wishes to obtain.
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Table 6—41 (Cont) Assortment Quantification Summary WP/CP Measure Profile

Label Definition

Target Sales U The desired sales units for the item by retailer that the retailer
wishes to obtain.

Target Sales AUR The desired sales average units retail for the item by retailer that
the retailer wishes to obtain.

Target Gross Profit R The desired Plan Retail Sales minus respective (or approved
plan) Cost of Goods Sold.

Target Gross Profit % The Approved Plan Retail Sales minus respective (or approved

WP Assort Sales R

WP Assort Sales U

WP Assort Sales AUR

WP Assort Gross Profit R

WP Assort Gross Profit %

WP Assort Sales var to Tgt
R

WP Assort Sales var to Tgt
U

WP Assort Gross Profit var
to TgtR

WP AS Combined Assort
Sales R

WP AS Combined Assort
Sales U

WP AS Combined Assort
Sales AUR

WP AS Combined Assort
Gross Profit R

WP AS Combined Assort
Gross Profit %

plan) Cost of Goods Sold divided by Approved Plan Retail Sales.

Assortment Planning @ Cluster Working Plan Assortment Sales
Retail. Current approved sales revenue for the assortment
obtained from a third party. The data is typically obtained
quarterly.

Assortment Planning @ Cluster Working Plan Assortment Sales
Units. Current approved sales units for the assortment obtained
from a third party. The data is typically obtained quarterly.

Assortment Planning @ Cluster Working Plan Assortment Sales
Average Unit Retail. Current approved sales average units retail
for the assortment obtained from a third party. The data is
typically obtained quarterly.

Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Retail. Retail Sales minus Cost of Goods Sold.

Category Planning and Assortment Planning @ Cluster Working
Plan Gross Profit Percent. Retail Sales minus Cost of Goods Sold
divided by Retail Sales.

Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Target Retail.

Assortment Planning @ Cluster Working Plan Assortment Sales
variance to Target Units.

Assortment Planning @ Cluster Working Plan Assortment Gross
Profit variance to Target Retail.

Assortment Planning @ Cluster Working Plan Merged Store
level Combined Sales Retail

Assortment Planning @ Cluster Working Plan Merged Store
level Combined Sales Units.

Assortment Planning @ Cluster Working Plan Merged Store
level Combined Sales Average Unit Retail.

Assortment Planning @ Cluster Working Plan Merged Store
level Combined Sales Retail.

Assortment Planning @ Cluster Working Plan Merged Store
level Combined Sales Percent.

Export to SO Cluster Tab

This view has two worksheets to fulfill the export assortment and category plan data
for Oracle Retail Optimization Engine (OROE) module of ORASE (Oracle Advanced

Science Engine).
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Assortment Label and Location Filtering View

Use this view to select the trading area and plan (category plan and assortment plan)
details (data) to be exported to the Oracle Retail Optimization Engine (OROE) module
of ORASE (Oracle Advanced Science Engine) at the Cluster level.

Figure 6—45 Assortment Label and Location Filtering View

Review Assortment Recommendation = Assortment Cue

~ Assortment Label and Location Filtering

EA  Location

=

B E | 2| [Find.. -3 ¢ @BEL
WP Assort Label Coffee - Northw est - 1st Qrir,

WP Trading Area
Table 642 lists the measures available in this view.

Table 6-42 Assortment Label and Location Filtering Measures

Label Definition

WP Assort Label The label displayed for a working plan assortment based on
things like trading area, category, or consumer segment.

WP Trading Area Specifies which trading areas are included in the export to ASO.

Request Type and Role Model View

Use this view to select the export request type and category role assignment model
details (data) to be exported to the Oracle Retail Optimization Engine (OROE) module
of ORASE (Oracle Advanced Science Engine) at the Cluster level. Once these selections
have been made the Export to SO @ Cluster custom menu needs to be run.

Figure 6—46 Request Type and Role Model View

Review Assortiment Recommendation = Assortmg

~ Request Type and Role Model

iesd
B & | | [Find.. - 3 ¢
WP Request Type Optimization

VP Select Final Roke Wodel || R0 B

Table 643 lists the measures available in this view.

Table 6-43 Request Type and Role Model Measures

Label Definition

WP Request Type This is a drop-down selection measure used to select the
purpose of export. The request type can be either assortment
optimization request from a space management perspective and
an update to ROE in the form of final approved assortment for
eventual implementation.

WP Select Final Role Model This is a drop-down selection measure used to select the
category role assignment model whose data will be exported.
There are two models available for category role assignment,
that is, Model A and Model B.
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Approve Assortment @ Cluster Tab

This tab has one view.

Approve Assortment View
Use this view to approve the final assortment for a specific cluster.

Figure 6—47 Approve Assortment View

Review Assortment Recommendation = Assoriment Quantification Summary

~ Approve Assortment
EH  Location cCalendar

|Main§|eam | Large | A {Morthwest) -I 15t Qurir, FY2014 I.

B2 E || [Find. > 3 4 HEcam @ 4l
Ground Instant Single Serve Whole
WP Approve to CP D D D |:|

Approve Comment
Approve to GP By
Approve to CP Date
Approve to CP Comment

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

Table 6—44 Approve Assortment Measures

Label Definition

WP Approve to CP Assortment Planning @ Cluster Working Plan Approve Boolean.
Boolean mask measure to control what is approved and not
approved as the Current Plan.

Approve Comment The comments made by the approver at the time of approving a
specific plan (or an assortment) for the approval seeker to take a
note of while executing the plan or working on other plans.

Approve to CP By Assortment Planning @ Cluster Default Value Approve to CP
User. The ID of the Category Manager that approved the Current
Plan.

Approve to CP Date Assortment Planning @ Cluster Default Value Approve to CP

Date. The date a plan was approved as the Current Plan.

Approve to CP Comment Assortment Planning @ Cluster Default Value Approve to CP
Text. The comments made by the approver at the time of
approving a specific plan to CP (or an assortment) for the
approval seeker to take a note of while executing the plan or
working on other plans.
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Assortment Planning @ Store Task

This task enables a retailer to create assortment plans at the store level utilizing the
concept of IPI. Demand Transference is then used to fine-tune the system
recommended assortments based on IPI. Assortment plans for a store provide the
flexibility to the retailer to create a store specific assortment to address store-specific
requirements for a store which exhibits different patterns and traits in terms of
different business parameters/measures as compared to the other stores in the
neighboring clusters and stores in the trading area, in general. Prior to generating
assortments, the user needs to do the complete the assortment setup pre-requisites.

This task has the following steps:
s Create IPI Assortment Step

= Assortment Finalization and Approval Step

Create IPl Assortment 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
— Review Attribute Weights View
- Review Attribute Value Weights View
s Review IPI Scores Tab
- Review Focus Area Score View
- Review Consumer Segment Score View
— Review IPI Score View
s Set IPI Threshold Scores Tab
- Set IPI Assortment Threshold View
= Review IPI Assortment Recommendations Tab
— Review DT Details @ Store View

— Review IPI Assortment Recommendation View
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Custom Menu

The following custom menus are available:

»  Calc Store IPI Score-used to populate values for the views in the Review IPI

Scores tab.
s Create IPI Assortment @ Store
s Seed AC Core /Optional

Review IPI Criteria Tab

The following figure shows the views for this tab.

Figure 7-1 Review IPI Criteria Tab Views
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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 and assignments made in Category Planning. For more information, see

Chapter 4.

Figure 7-2 Review Focus Area Weights View

Review IPl Criteria = Review Pl Scores Set IPI Threshold

~ 1. Review Focus Area Weights

EA  Location Measure

[1023 Seattle - [WP Focus Area Weight|-
B & il & Find..

~$ ¢ BEcam@ 4d

Review Store Assoriment Recommendation

Afiributes Demand Loyalty Market Performance

Ground Soccer Moms 0.0% 50.0 % 0.0 % 0.0 % 245%
Value Seekers 0.1% 20.0% 0.0% 6.1% 18.4%

Instant Soccer Moms 184 % 10.0 % 6.1 % 0.0% 0.0%
Value Seekers 0.1% 20.0% 0.0% 6.1% 18.4%

Single Serve Soccer Moms 12.3% 25.0% 6.1% 6.1 % 0.0 %
Value Seekers 123 % 30.0 % 6.1% 6.1% 0.0%

Whole Soccer Moms 12.3% 10.0 % 6.1% 6.1 % 0.0 %
Value Seekers 18.4 % 20.0% 6.1% 0.0% 0.0%

Table 7-1 lists the measure available in this view.
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Table 7-1 Review Focus Area Weights Measure

Label Definition

WP Focus Area Weight Assortment Planning @ Cluster Working Plan Focus Area
Weight Value. The weightage assigned to individual focus areas
for a particular product category.

Review Metric Weights View
Use this view to review the metric weights and groupings.

Figure 7-3 Review Metric Weights View

Review IPI Criteria | Review IPl Scores | SetIPlThreshold = Review Store Assoriment Recommendation

~ 2. Review Consumer Segment Score

B3 Locafion Product Measure
|Narthnest|-| 1234582 - Folgers Breakfast Roast Mon-Flavored De-Caffeinated 12 oz Can -|AS WP Consumer Segment Score =

B E |l [Fing.. >3 4 BEcmA 4l

Adffributes Demand Loyalty Market Performance
Soccer Moms 0.00 0.00 0.00 0.00 0.00
Value Seekers 0.00 0.00 0.00 0.00 0.00

Table 7-2 lists the measure available in this view.

Table 7-2 Review Metric Weights Measures

Label Definition

WP Exclusivity Weight Assortment Planning @ Cluster Working Plan Exclusivity
Weight Value. The weightage assigned to individual focus areas
keeping in mind their exclusivity.

WP Gross Profit Weight Assortment Planning @ Cluster Working Plan Gross Profit %
Weight Value. The weightage assigned to individual focus areas
keeping in mind their gross profit weight.

WP Gross Profit % Weight ~ Assortment Planning @ Cluster and Category Planning Working
Plan Gross Profit Percent. Current approved Retail Sales minus
Cost of Goods Sold divided by Retail Sales.

WP Loyalty Weight Assortment Planning @ Cluster Working Plan Loyalty Weight
Value. The weightage assigned to individual focus areas based
on the loyalty associated with them.

WP Sales R Weight Assortment Planning @ Cluster Working Plan Sales R Weight
Value. The percentage weightage given to 'sales retail' metric for
individual focus areas in IPI calculations.

WP Sales U Weight Assortment Planning @ Cluster Working Plan Sales U Weight
Value. The percentage weightage given to 'sales unit' metric for
individual focus areas in IPI calculations.

WP Switching Weight Assortment Planning @ Cluster Working Plan Switching Weight
Value.

WP Worth Weight Assortment Planning @ Cluster Working Plan Worth Weight
Value.

Review Attribute Weights View

Use this view to review the attribute weights and groupings.
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Figure 7-4 Review Attribute Weights View

Review IPI1 Criteria = Review IPl Scores SetIPI Tt

~ 3. Review Attribute Weights
B2 Product Location  Measure

|Ground -|1023 Seattle -IW‘F'Attribute Name \a\&ightl-

| [l | | [Find... 4 ¢ B
Soccer Moms Value
Brand 0.00 0.00
ErandTier 0.00 0.00
Decaf 0.00 0.00
Favor 0.00 o.00
Favor 0.00 0.00
Havor 0.00 0.00
Flavor 0.00 0.00
Favor 0.00 0.00

Table 7-3 lists the measure available in this view.

Table 7-3 Review Attribute Weights Measure

Label Definition

Wp Attribute Name Weight Assortment Planning @ Cluster Working Plan Attribute Name
Weight Value.

Review Attribute Value Weights View

Use this view to review the attribute value weights and groupings.

Figure 7-5 Review Attribute Value Weights View

Review IPl Criteria = Review Pl Scores SetIPI Th

~ 4, Review Attribute Value Weights
EA  Product Location Measure

|Glound -|1023 Seattle -IW'F' Attribute Value \c'\feightl-

B E | & Find.. -3 ¢ B
Soccer Moms Value
12CT 1.00 1.00
12 oz 1.00 1.00
30 0z 1.00 1.00
43 CT 1.00 1.00
100% Columbian 1.00 1.00
Bag 1.00 1.00
Bean 1.00 1.00
Breakfast 1.00 1.00

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

Table 7-4 Review Attribute Value Weights Measure

Label Definition

WP Attribute Value Weight The percentage of weightage assigned for the attribute values'
IPI calculations.

Use the Review Consumer Segment Weights view to view the seeded consumer
segment weights from the Admin. Consumer segment weights are used in IPI
calculations.

7-4 Oracle Retail Category Management User Guide for the RPAS Fusion Client



Create IPI Assortment Step

Figure 7-6 Review Consumer Segment Weights View

Review IPl Criteria = Review IPl Scores

~ 5. Review Consumer Segment Weights
B  Product Location > ¥

B E Wl & Find.. ~ &3

Wwp
Consumer
Seq Weight
Soccer Moms 1022 %
Value Seekers 1018 %

Table 7-5 lists the measure available in this view.

Table 7-5 Review Consumer Segment Weights Measures

Label Definition

WP Consumer Seg Weight  Assortment Planning @ Cluster Working Plan Consumer
Segment Weight Value.

Review IPI Scores Tab

This tab has three views. The following figure shows these views.

Figure 7-7 Review IPIl Scores Tab View

Review IPI Criteria Review IPI Scores Set IPI Threshold Review Store Assoriment Recommendation Calc Store IPI Score Create IPl Assorimen Seed AC Core/Optiona. »

~ 3. Review IPI Score > o+ ¢ 2 ~ 2.Review Consumer Segment Score > + ¢ A
B Measure > E | Location E2  Location Product Measure 3 Focus Avea Aftributes
[2s WP Score]- EA  Product 1023 Sesttia |« »~EH@ Consumer Segment
| |
B E | & [Fing 3 o WMEcom A WA B E | & [Fina 3 ¢ WmOchEm A WA
1023 Seattie 1024 Portland 1025 Boise | 1026 Bilings | 1027 Denver 1028 Salt 1029 E Affributes Demand Loyalty Market Performance
1234582 - Folgers 0.00 0.00 0.00 0.00 000 0.00 Soccer Moms 0.00 0.00 0.00 0.00 0.00
1234600 - Maxw ell House: 0.00 0.00 0.00 000 0.00 0.00 A Value Seekers 0.00 0.00 2.00 2.00 000
1234815 - Maxw ell House 0.00 0.00 0.00 0.00 0.00 0.00
1234747 - Folgers 100% 200 2.00 2.00 000 0.00 0.00
1234753 - Folgers Dark 0.00 0.00 2.00 000 0.00 0.00
1234759 - Folgers Medium 0.00 2.00 2.00 000 0.00 0.00
1234762 - Folgers 0.00 0.00 0.00 0.00 0.00 0.00
1234765 - Folgers French 0.00 0.00 0.00 000 0.00 000
1234768 - FL 100% 0.00 2.00 2.00 000 0.00 0.00
1234780 - Maxw ell House 0.00 0.00 0.00 0.00 0.00 0.00 ~ 1. Review Focus Area Score - F oy oA
1234785 - Maxwi ell House: 200 2.00 2.00 000 0.00 0.00
1234789 - Maxw ell House 0.00 0.00 0.00 0.00 0.00 0.00 B3 Measure  Location Consumer Segment > B2 Focus Area Attributes
1234816 - Tully's Dark 0.00 0.00 0.00 0.00 0.00 0.00 [A5 WP Focus Ares Scora +[1023 Seattis |« Soccar Mams|« EA  Product
1234322 - Tully's Light 200 2.00 2.00 000 0.00 0.00 B e
1234825 - Tully's French 000 000 a00 000 000 0.00 B E W & Find. -3 ¢ BEcEE A W
1234828 - Yuban Medium 0.00 0.00 0.00 0.00 0.00 0.00 Affributes Demand Loyalty Market Performance
1234831 - Yuban French 0.00 0.00 0.00 0.00 0.00 0.00 1234582 - Folgers 0.00 0.00 0.00 0.00 0.00
1234843 - Folgers Dark 0.00 0.00 0.00 0.00 0.00 0.00 1234600 - Maxw ell House: 0.00 0.00 0.00 .00 0.00 o]
1234921 - Yuban French 0.00 0.00 2.00 000 0.00 0.00 1234615 - Mazxwr ell House: 000 200 2.00 2.00 000
1234942 - Caribou Coffee 0.00 2.00 2.00 000 0.00 0.00 1234747 - Folgers 100% 000 0.00 0.00 0.00 000
1234951 - Dunkin’ Donuts 0.00 0.00 0.00 0.00 0.00 0.00 1234753 - Folgers Dark 0.00 0.00 0.00 0.00 0.00
1234957 - Eght O'Clock 0.00 0.00 0.00 0.00 000 0.00 v 1234759 - Folgers Medium 000 0.00 0.00 0.00 0.00
1235002 - P Breakfast 0.00 2.00 2.00 000 0.00 0.00 1234762 - Folgers 000 200 2.00 2.00 000 v
< > 1234765 - Folers French 000 000 0.00 000 000

1. Review Focus Area Score 2. Review Consumer Segment Score 3. Review IPI Score

Review Focus Area Score 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 Calc Cluster IPI Score to populate values
in the next few views.
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Figure 7-8 Review Focus Area Score View

Review IPl Criteria | Review IPl Scores | Set|Pl Threshold = Review Store Assoriment Re

~ 1. Review Focus Area Score

FH  Measure Location  Consumer Segment >

|A5 WP Focus Ares Score -| Morthwest -ISoooer Momsl.

B3 E | & | [Find.. -G 4 EAoEA E W0

Affributes Demand Loyalty Market Performance

1234582 - Folgers 0.00 0.00 0.00 0.00 0.00
1234800 - Maxw ell House 0.00 0.00 0.00 0.00 0.00
1234615 - Maxw ell House 0.00 0.00 0.00 0.00 0.00
1234747 - Folgers 100% 0.00 0.00 0.00 0.00 0.00
1234753 - Folgers Dark 0.00 0.00 0.00 0.00 0.00
1234759 - Folgers Medium 0.00 0.00 0.00 0.00 0.00
1234762 - Folgers 0.00 0.00 0.00 0.00 0.00
1234765 - Folgers French 0.00 0.00 0.00 0.00 0.00

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

Table 7-6 Review Focus Area IPI Scores Measure

Label Definition

AS WP Focus Area Score Assortment Planning @ Store Working Plan Focus Area Score
Value. IPI score for items purely based on individual focus area
perspective.

Review Consumer Segment Score 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.

Figure 7-9 Review Consumer Segment Score View

Review IPI Criteria | Review IPl Scores | SetIPlThreshold = Review Store Assoriment Recommendation

~ 2. Review Consumer Segment Score

B3 Locafion Product Measure
|Narthnest|-| 1234582 - Folgers Breakfast Roast Mon-Flavored De-Caffeinated 12 oz Can -|AS WP Consumer Segment Score =

B E |l [Fing.. >3 4 BEcmA 4l

Adffributes Demand Loyalty Market Performance
Soccer Moms 0.00 0.00 0.00 0.00 0.00
Value Seekers 0.00 0.00 0.00 0.00 0.00

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

Table 7-7 Review Consumer Segment Score Measure

Label Definition

AS WP Consumer Segment Assortment Planning @ Store Working Plan Consumer Segment
Score Score Value. The unit cost associated with any item at
week /SKU /store intersection, which is calculated or derived
from Retail Sales and Gross Profit.

Review IPI Score View

Use this view to see the IPI scores. Each consumer segment score is computed per the
IPI based on the weights of the focus areas. A cluster score is then computed based on
the relative weight of the calculated IPI's in each cluster.
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Figure 7-10 Review IPI Score View
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Table 7-8 lists the measures available in this view.

Table 7-8 Review IPIl Score Measures

Label Definition
AS WP IPI Score Assortment Planning @ Store Working Plan IPI Score Value.
AS WP IPI Rank Assortment Planning @ Store IPI Rank assigned to an item based

on its IPI score.

Set IPI Threshold Scores Tab

This tab has one view.

Set IPI Assortment Threshold View

Use this view to define thresholds for each sub-category. This screen is similar in
function to the Set IPI Threshold view in the Create IPI Assortment step in Assortment
Planning @Cluster task. Here, the thresholds are set for IPIs. These thresholds
determine which items are included or excluded from the assortment calculated based
on IPI scores. It also facilitates identification of core and optional items in the IPI-based
assortment.

Figure 7-11 Set IPI Assortment Threshold View

Review IPI Criteria | Review IPI Scores SetIPIThreshold = Review Store Assoriment

~ SetIPl Assortment Threshold

EH  Location

[t

B E ) (Find. >3 4 | HEEcem e Wl
Ground Instant Single Serve Whole

WP IPI Core Cutoff Index 0.00 o.00 o.00 0.00

WP IP Optn Cutoff Index 0.00 0.00 0.00 0.00

AS WP Create Pt Assortment O O O O

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

Table 7-9 Set IPl Assortment Threshold Measures

Label Definition

WP IPI Core Cutoff Index Assortment Planning @ Store Working Plan IPI Core Cutoff
Index. The cut-off or threshold contribution for any item to be
classified as a core item in the assortment.

WP IPI Optn Cutoff Index ~ Assortment Planning @ Store Working Plan IPI Optional Cutoff
Index. The cut-off or threshold contribution for any item to be
classified as an optional item in the assortment.

Assortment Planning @ Store Task 7-7



Create IPI Assortment Step

Table 7-9 (Cont.) Set IPl Assortment Threshold Measures

Label Definition
AS WP Create IPI Assortment Planning @ Store Working Plan Create IPI
Assortment Assortment Boolean. Creates an IPI assortment matching as

many constraints as possible.

Review IPI Assortment Recommendations Tab

This tab has two views.

Review DT Details @ Store View

Use this view to review the Demand Transference distribution details of any
SKU/Item in the Review Store Assortment Recommendation view.

Figure 7-12 Review DT Details @ Store View

Review IPI Criteria

~ Review DT Details @ Store
B Location  Product

Review IPl Scores

SetIPl Threshold = Review Store £

AT

| 1023 Seattle -| 1234582 - Folgers Breakfast Roast Mon-Flavored De-Caffeinated 12 oz Can |-

B E W L [Find..

AS DT Demand Sales Received %

AS WP DT Substitutable Demand Sales U
AS WP DT Substitutable Demand Sales R

AS WP Assort Sales U
ASWPAssort Sales R
AS WP DT Demand Transferred U %
AS WP DT Demand Transferred R %

0 ¢ mMEcom @ Hf

543211 543212 543213
0.0 % 0.0% 0.0

0 0
0.0K 0.0K 0.

Table 7-10 lists the measures available in this view.

Table 7-10 Review DT Details @ Store Measures

Label

Definition

ASDT Demand Sales
Received %

AS WP DT Substitutable
Demand Sales U

AS WP DT Substitutable
Demand Sales R

AS WP Assort Sales R

AS WP Assort Sales U

AS WP DT Demand
Transferred %

Refers to a percentage of total sales units of an SKU, getting
transferred from it and being received by its respective
Substitute SKUs in a Final Cluster assortment. It is expressed as
'percentage of total sales of the SKUs.

Refers to the replaceable sales units of an SKU, in case it is
dropped from a Store assortment. In other words, substitutable
demand sales units gets transferred to other SKUs in a Store
assortment.

Refers to the respective replaceable sales retail for the
substitutable sales units for an SKU in a Store assortment.

Assortment Planning @ Store Working Plan Assortment Sales
Retail. Current store level approved sales revenue for the
assortment obtained from a third party. The data is typically
obtained quarterly.

Current store level approved sales units for the assortment
obtained from a third party. The data is typically obtained
quarterly.

Assortment Planning @ Store reference to that part of demand
(sales units) that has been transferred from the SKU being
dropped to the substitute SKUs in IPI based assortment for a
cluster. It reflects the net demand transference - distribution
amongst the substitute SKUs.
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Review IPl Assortment Recommendation View

Use this view to review the final system recommended assortment at the store level. It
contains the list of items in the IPI-based system recommended assortment.

Figure 7-13 Review Store Assortment Recommendation View 1

Review IPI Criteria = Review IPl Scores ~ SetlPl Threshold = Review Store Assortment Re

~ Review Store Assortment Recommendation

B3 Location
[Nomes]-

B3 Gl il & | [Find.. ~ 3 4 MOccm@ W

1234582 - 1234600 - 1234615 - 1234747 -

AS WP IP Rank 1 1 1 1
AS WP Mandatory for Assortment J O O O
AS IP1 Core Recommended 0 0 O 0
AS P Opin Recommended O O O O
AS P Core Recommended Count 0 ] 0 0
AS P Opin Recommended Count o ] ] (]
AS WP Assort Care O a O O
AS WP Assort Optn O a O O
AS Assort Core/Optn Error
AS WP Assort Core Count o 0 0 0
AS WP Assort Optn Count o 0 1] ]
AS WP % Contribution of Category fiems 0.0% 0.0% 0.0 % 0.0 %
AC WP Assort Core O O O O
AC WP Assort Optn O (] O O
AC WP Assort Core Count o o 0 o
AC WP Assort Optn Count 1] 0 ] (]

AS WP Final Assort Compare to LY
AS WP Final Assort Compare to CP

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

Table 7-11 Review Store Assortment Recommendation View 1 Measures

Label Definition

AS WP IPI Rank Assortment Planning @ Store Working Plan IPI Rank. IPI Rank
assigned to an item in based on its IPI score

AS WP Mandatory for Assortment Planning @ Store Working Plan Mandatory for

Assortment Assortment Boolean.

AS IPI Core Recommended  Assortment Planning @ Store Default Value IPI Core Boolean.

AS IPI Optn Recommended  Assortment Planning @ Store Default Value IPI Optional
Boolean.

AS IPI Core Recommended  Assortment Planning @ Store Default Value IPI Core Count.
Count

AS IPI Optn Recommended = Assortment Planning @ Store Default Value IPI Optional Count.
Count

AS WP Assort Core Assortment Planning @ Store Working Plan Final Assortment
Core Boolean.

AS WP Assort Optn Assortment Planning @ Store Working Plan Final Assortment
Optional Boolean.

AS Assort Core/Optn Error  Assortment Planning @ Store sefault Value Error measure if both
Core and Optional measures are set to true for an item in a Store
Assortment.

AS WP Assort Core Count ~ The number of core SKUs in working plan's store assortment.

AS WP Assort Optn Count  The number of optional SKUs in working plan's store
assortment.
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Table 7-11 (Cont.) Review Store Assortment Recommendation View 1 Measures

Label Definition

AS WP % Contribution of ~ Assortment Planning @ Store Working Plan % Contribution of

Category Itens Category Items Percent. The contribution of an item or a set of
items under a category towards the whole category.

AS WP Assort Core Assortment Planning @ Store Working Plan Final Assortment
Core Boolean.

AS WP Assort Optn Assortment Planning @ Store Working Plan Final Assortment
Optional Boolean.

AS WP Assort Core Count  The number of core SKUs in working plan's store assortment.

AS WP Assort Optn Count  The number of optional SKUs in working plan's store
assortment.

AS WP Final Assort Keep or Add or Drop decision on comparing a store assortment

Compare to LY with the LY store assortment.

AS WP Final Assort Keep or Add or Drop decision on comparing a store assortment

Compare to CP with the Current Plan store assortment.

Figure 7-14 Review Store Assortment Recommendation View 2
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Review DT Details @ Store =~ Review Store Assortment Recommendation

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

Table 7-12 Review Store Assortment Recommendation View 2 Measures

Label

Definition

AS DT K/A/D Input

This field provides an option to the user to decide the
assortment with which the comparison should be done to
calculate Keep, Add or Drop actions for this assortment. This
measure is specific for IPI based assortment.
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Table 7-12 (Cont.) Review Store Assortment Recommendation View 2 Measures

Label

Definition

AS WP Use DT Sales

AS WP Assort Sales U

AS WP Assort Sales R

AS WP DT Assort Sales U

AS WP DT Assort Sales R

AS DT No of Significant
Substitute SKUs

AS WP DT Substitutable
Demand Sales U

AS WP DT Substitutable
Demand Sales R

AS WP DT Demand
Transferred %

AS WP DT Lost Demand
Sales U

AS WP DT Lost Demand
Sales R

AS WP Gross Profit %

AS WP Gross Profit R

AS WP DT Gross Profit R

Flag measure to indicate if WP Assort Sales in the final store
assortment should be populated by updated demand (DT
Affected Sales). If it is ticked then it will populate the AS WP
Assort Sales with DT Sales else AS WP Assort Sales will be
populated by AS WP Sales.

Current store level approved sales units for the assortment
obtained from a third party. The data is typically obtained
quarterly.

Assortment Planning @ Store Working Plan Assortment Sales
Retail. Current store level approved sales revenue for the
assortment obtained from a third party. The data is typically
obtained quarterly.

Updated (or DT Affected) Demand Sales Units specifically for
store assortment. It is looked at vis-a-vis baseline demand sales
units (WP IPI Assort Sales U) to see the DT impact on an
assortment with assortment changes.

Updated (or DT Affected) Demand Sales Retail specifically for
store assortment. It is looked at vis-a-vis baseline demand sales
retail (WP IPI Assort Sales R) to see the DT impact on an
assortment with assortment changes.

Refers to the count of SKUs which can absorb the significant
chunk of substitutable demand of an SKU in a Store assortment.

Refers to irreplaceable sales of an item, in case it is dropped from
an assortment. In other words, as the name suggests, this
quantum of sales is lost and does not get transferred to other
SKUs in an assortment.

Refers to the respective replaceable sales retail for the
substitutable sales units for an SKU in an assortment.

Refers to that part of demand (sales units) that has been
transferred from the SKU being dropped to the substitute SKUs
in a store assortment for a cluster. It reflects the net demand
transference - distribution amongst the substitute SKUs.

Refers to irreplaceable sales of an item, in case it is dropped from
an assortment. In other words, as the name suggests, this
quantum of sales is lost and does not get transferred to other
SKUs in an assortment.

Refers to the respective irreplaceable sales retail for lost demand
sales retail for an SKU in an assortment.

Assortment Planning @ Store Working Plan Gross Profit Percent.
Current approved Retail Sales minus Cost of Goods Sold
divided by Retail Sales.

Assortment Planning @ Store Working Plan Gross Profit Retail.
Used only in IPI calculations. The current Retail Sales minus
Last Year's Cost of Goods Sold.

The updated (DT Affected) demand's Gross Profit Retail
corresponding to Updated Sales Units/ Retail for a Store
assortment. In other words it is the updated Gross Profit Retail.
It is looked vis-a-vis baseline Gross Profit Retail to assess the DT
impact due to assortment changes to a Store assortment.
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Assortment Finalization and Approval Step
Use this step to finalize and approve the assortment at the Store level.
This step has the following tabs and views:
= Assortment Quantification Summary Tab
- Assortment Quantification Summary View
= Export to SO Cluster Tab
- Assortment Label and Location Filtering View
- Request Type and Role Model View
= Approve Store Assortment Tab

- Approve Store Assortment View

Assortment Quantification Summary Tab

This view has one view and two measure profiles:
= WP/CP
= WP/LY

Assortment Quantification Summary View

Use this view to review the targets being achieved by the assortment finalized for the
store in the previous tab. This view contains measures like plan measures for Sales
Units, Sales R, Gross Profit, Gross Profit %, and so on.

Figure 7-15 Assortment Quantification Summary WP/CP Measure Profile View
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~ Assortment Quantification Summary
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AS CP Assort Gross Profit % 0.0 % 0.0% 0.0 %
ASWP Assort Sales R 0.0K 0.0K 0.0K
AS WP Assort Sales U o o 0
AS WP Assort Sales AUR 0.00 0.00 0.00
AS WP Assort Gross Profit R 0.0K 0.0K 0.0K
AS WP Assort Gross Profit % 0.0 % 0.0% 0.0 %
AS WP Assort Sales var to CPR 0.0 % 0.0 % 0.0%
AS WP Assort Sales var to CPU 0.0 % 0.0% 0.0 %
AS WP Assort Gross Profit var to CPR 0.0 % 0.0 % 0.0%

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

Table 7-13 Assortment Quantification Summary WP/CP Measure Profile Measures

Label Definition

AS CP Assort Sales R Assortment Planning @Store and Category Planning Assortment
Sales Retail. Current approved sales revenue for the assortment
obtained from a third party. The data is typically obtained
quarterly.
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Table 7-13 (Cont.) Assortment Quantification Summary WP/CP Measure Profile

Label Definition

AS CP Assort Sales U Assortment Planning @ Store and Category Planning

Assortment Sales Units. Current approved sales units for the
assortment obtained from a third party. The data is typically

obtained quarterly.

AS CP Assort Sales AUR Assortment Planning @Store and Category Planning Assortment
Sales Average Unit Retail. Current approved sales average units
retail for the assortment obtained from a third party. The data is

typically obtained quarterly.

AS CP Assort Gross Profit R Assortment Planning @ Store and Category Planning Working
Plan Gross Profit Retail. Retail Sales minus Cost of Goods Sold.

AS CP Assort Gross Profit ~ Category Planning and Assortment Planning @ Store Gross

% Profit Percent. Retail Sales minus Last Year's Cost of Goods Sold
divided by Retail Sales.
AS WP Assort Sales R Assortment Planning @ Store Working Plan Assortment Sales

Retail. The sales retail value of a working plan for an assortment.

AS WP Assort Sales U Assortment Planning @ Store Working Plan Assortment Sales

Units. Approved sales units for the assortment obtained from a

third party. The data is typically obtained quarterly.

AS WP Assort Sales AUR Assortment Planning @ Store Working Plan Assortment Sales

Average Unit Retail. Approved sales average units retail for the

assortment obtained from a third party. The data is typically

obtained quarterly.

AS WP Assort Gross Profit ~ Assortment Planning @ Store Working Plan Assortment Gross

R Profit Retail. The Retail Sales minus last year's Cost of Goods
Sold.

AS WP Assort Gross Profit ~ Assortment Planning @ Store Current Plan Assortment Gross

% Profit Percent. The Retail Sales divided by last year's Cost of
Goods Sold.

AS WP Assort Sales var to  Assortment Planning @ Store Working Plan Assortment Sales

CPR variance to Current Plan Retail.

AS WP Assort Sales var to Assortment Planning @ Store Working Plan Assortment Sales

CPU variance to Current Plan Units.

AS WP Assort Gross Profit  Assortment Planning @ Store Working Plan Assortment Gross

var to CP R Profit variance to Current Plan Retail.

Figure 7-16 Assortment Quantification Summary WP/LY Measure Profile View
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Table 7-14 lists the measures available in this view.

Assortment Planning @ Store Task
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Table 7-14 Assortment Quantification Summary WP/LY Measure Profile Measures

Label Definition

AS LY Assort Sales R Assortment Planning @ Store Last Year Assortment Sales Retail.
Last year's sales revenue for the assortment obtained from a
third party. The data is typically obtained quarterly.

AS LY Assort Sales U Assortment Planning @ Store Last Year Assortment Sales Units.
Last year's sales units for the assortment obtained from a third
party. The data is typically obtained quarterly.

ASLY Assort Sales AUR Assortment Planning @ Store Last Year Assortment Sales

AS LY Assort Gross Profit R

AS LY Assort Gross Profit %

AS WP Assort Sales R

AS WP Assort Sales U

AS WP Assort Sales AUR

AS WP Assort Gross Profit
R

AS WP Assort Gross Profit
%

AS WP Assort Sales var to
LYR

AS WP Assort Sales var to
LYU

AS WP Assort Gross Profit
varto LY R

Average Unit Retail. Last year's sales average units retail for the
assortment obtained from a third party. The data is typically
obtained quarterly.

Assortment Planning @ Store Last Year Gross Profit Retail. Last
Year Retail Sales minus Last Year Cost of Goods Sold.

Assortment Planning @ Store Last Year Gross Profit Percent. Last
Year Retail Sales minus Last Year Cost of Goods Sold divided by
Last Year Retail Sales.

Assortment Planning @ Store Working Plan Assortment Sales
Retail. Approved sales revenue for the assortment obtained from
a third party. The data is typically obtained quarterly.

Assortment Planning @ Store Working Plan Assortment Sales
Units. Current approved sales units for the assortment obtained
from a third party. The data is typically obtained quarterly.

Assortment Planning @ Store Working Plan Assortment Sales
Average Unit Retail. Current approved sales average units retail
for the assortment obtained from a third party. The data is
typically obtained quarterly.

Assortment Planning @ Store Working Plan Gross Profit Retail.
Retail Sales minus Cost of Goods Sold.

Assortment Planning @ Store Working Plan Gross Profit Percent.
Retail Sales minus Cost of Goods Sold divided by Retail Sales.

Assortment Planning @ Store Working Plan Assortment Sales
variance to Last Year Retail.

Assortment Planning @ Store Working Plan Assortment Sales
variance to Last Year Units.

Assortment Planning @ Store Working Plan Assortment Gross
Profit variance to Last Year Retail.

Export to SO Cluster Tab

This view has two views.

Assortment Label and Location Filtering View

Use this view to select the location and respective assortment to be exported to Oracle
Retail Optimization Engine (OROE) module of ORASE (Oracle Advanced Science

Engine) at the cluster level.
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Figure 7-17 Assortment Label and Location Filtering View
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Table 7-15 lists the measures available in this view.

Table 7-15 Assortment Label and Location Filtering Measures

Label Definition

WP Assort Label The label displayed for an assortment based on things like
trading area, category, or consumer segment.

WP Trading Area The area around a store in which the store derives most of its
business as defined by syndicated data suppliers (Nielsen and
IRI).

Request Type and Role Model View

Use this view to select the export request type and category role assignment model to
be exported to the Oracle Retail Optimization Engine (OROE) module of ORASE
(Oracle Advanced Science Engine) at the store level. Once these selections have been
made the custom menu- Export to SO @ Store needs to be run.

Figure 7-18 Request Type and Role Model View
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Table 7-16 lists the measures available in this view.

Table 7-16 Request Type and Role Model Measures

Label Definition

WP Request Type This is a drop-down selection measure used to select the
purpose of export from RCM to the Oracle Retail Optimization
Engine (OROE) module of ORASE. The request type can be
either assortment optimization request from a space
management perspective and an update to OROE in the form of
final approved assortment for eventual implementation.

WP Select Final Role Model This is a drop-down selection measure used to select the
category role assignment model whose data will be exported
from RCM to OROE. There are two models available for
category role assignment, that is, Model A and Model B.
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Approve Store Assortment Tab

This tab has one view.

Approve Store Assortment View
Use this view to approve the final assortment for a specific store.

Figure 7-19 Approve Store Assortment View
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Table 7-17 lists the measures available in this view.

Table 7-17 Approve Store Assortment Measures

Label

Definition

AS WP Approve to CP

AS Approve Comment

AS Approve to CP By
AS Approve to CP Date

AS Approve to CP
Comment

Assortment Planning @ Store Working Plan Approve Boolean.
Boolean mask measure to control what is approved and not
approved as the Current Plan.

The comments made by the approver at the time of approving a
specific plan (or an assortment) for the approval seeker to take a
note of while executing the plan or working on other plans.

Assortment Planning @ Store Default Value Approve to CP User.
The ID of the Category Manager that approved the Current Plan.

Assortment Planning @ Store Default Value Approve to CP Date.
The date a plan was approved as the Current Plan.

Assortment Planning @ Store Default Value Approve to CP Text.
The comments made by the approver at the time of approving a
specific plan to CP (or an assortment) for the approval seeker to
take a note of while executing the plan or working on other
plans.
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