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Introduction

We speak wh a lot of sales and (trade) marketing professionals around the wtmlthese meetings we regularly

KSIENJ GKS aidlFaSYSyid GKI feelsithatSth D Yl NBF BE QNS G (6 2 | & 92DLIZ /T
g AGK LI I Bepadddyodeedba lot @f detailed information such as sales, movement, and margins for each

LINE RdzOG 6AGK SFEOK NBGFEAfSNE FyRéEdzy F2Nldzyl iSte 6S R2y Qi

This is a big misunderstanding! Planograms can be created at different levels, makindplepodsenefit from them
even if just little data is available. This white paper will provide you with ideas and background information on how
you can use planograms with the data that is available tq gtlawing you to increase the level of analytisgiotime
when more data becomes available and the relationship with your trading partners grows

Ly GKS NBad 2F (KAa R2O0dzyS yaiwhsphograms tah B uge@ dz G KNR dzZa3 K { K

Merchandising Philosophy

Layout versus general market
Assortment versus general market
Balance demand and supply
Financial optimization

arODdE

Eacht S@St gAfft 0S O2@0SNBR Ay I &aSLINFrdS OKFLIWGSNI gKSNE &2

V How does this level link back to tieevious onés)?
V What arethe benefitsof using planograms at this level?
V Which data is required angthat can optionallyoe usedn addition to tha®

2 KSNB Llzaarof Sz 6SQff dzAaS SEFYLX S&a (G2 RSY2yaidN}dS K2s
are generally simplified andisuld not be taken as our recommendation for that specific category.

The final chapter of this document will link the various levels of data requiremestal Shelf Plannemputting the

theory into practice.An interestingrelatedread is the white JI LJ&rdlyziing your first planogragn G K (i & 2 dzQf f
the website as well.

2§ {1 NHza dl find thik wihiteSp@pai@Ipful and are ready to answer any questions you may have after reading it.
Send them tanfo@retailshelfplanner.coth Y R ¢ S Qf t HhSsbon adpskibleli 2 @& 2 dz
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Erwin Bergsma
Managing Director
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Level 1.Merchandising Philosophy

The foundation of creating planograms is the merchandising philosophy. This is effectraalgiaion of your
commercial views and knowledge on the shopping behavior of the consumers.

Some people would argue that this level splits in two phases:

la. General layout in blocks

This first step defines how products will be grouped in the secti®anerally this will be driven by the way consumers

(or shoppers if there is a big difference in behavior) categorize the products. That process is also referred to the CDT,
the Consumer Decision Tree.

Example

[ SGQa GF1S GKS O (i San2 biBic chakaytSistits ®f wing/areZdior (ved,JiviSteh rose), country of
origin (e.g. France, Spain, Chile) and size (small bottle, normal bottle). The main question to answer is how a
consumer decides whigbroduct to buy. Look at the two scenariosidw:

GQY 2NEFYATAy3 F RAYY SN ddntaked aifedhe gledts alefr&ditionaligs?2 A XENE $55
looking for a windrom France. Ag SIQe withthreepeopl& | y2NXIf 020Gt S gAff R2®d¢
A QY 2y Yeé 26y> ASoL LONY(§ SSwalddwesian@lliétideyoSthe meal after | have

48t SOGSR Y& 6AySoé

The logic grouping for consumer 1 will be Color, Country, and Size. But for consumer 2 it will be Size a@duntry,
Color. The tweicturesbelow disply the difference.

White Rose Small Bottles Normal Bottles

Spain France || Spain Chile France || Spain Chile France || Spain Chile France

Small Small Small Small Small Small Small Small Small White White White White
Bottles Bottles Bottles Bottles Bottles Bottles Bottles Bottles Bottles

White

Normal Normal
Bottles Bottles

Normal Normal Normal

Bottles Bottles Bottles

Rose Rose Rose Rose

Group by Color, Country, Size Group by Size, Country, Color

The order of the main segments and the sdgmentation within those should be based on a mixture of consumer
preferences and the commercial objectives of the retailer to ensure they fit with, and where possiblsteregthen,
their marketing positioning

Data Required
C2NJ 0KA& FANBRG aidSL)I @2dz R2y Qi ySSR lyeé RSOFACT
(Brand, Taste, Size, Price, eits.hat is required here.

Uy
po)
o)
=
©

Benefits

The main benefit of a wethoughtthrough merchandis y 3 LIKAf 2&a2LJKeé A& OGKFd @2dzff Y
for the consumers. They will be able to quickly find the products they were looking for and will therefore be happy

with the shopping experience.
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Level 1. Merchandising Philosophyntinied

1b. Detailed layout with individual products
A logic next step from the general layout is to place the individual products within the applicable blocks. This is where
you start creating a planogram.

The basic version of a planogram is a schematic layout where the products are displayed as little blocks. A more visual
version would be one where you uaghotorealistic displagf each productoften referred to as Live Image3he
pictures below givgou an idea of what these could look like:

Planogram as a schematic Planogram with Live Images

Data Required
C2NJ 4GKS aSOlGA2y | YR & dirfehsdfs theigh2vddhfarid dgpth) il foiitheShelvds thes A O I €
distance from the floar

The product data that is required for a schematic planogram can generally speaking all be found on the actual

product: UPC, description and physical dimensions (height, width and depth). Additional characteristics such as

supplier, brand, taste, etcNalB A Y G SNBaidAy3a F2NJ NBLRNIAYy3 Lldz2NLR aSao c21
photo of each product.

Benefits
The main benefgof avisual planogram are already manifold:

V A logic sheHfayout will please the consumers as they willbe abi2  Ij dzA O1 t & FAYR gKI G GKS:

VLIGQa | @Gradza t LINB2F (KFG GKS LINRBRdzOGEA &2dzOQNB adza33Sa

V The schematioutput is an effective way to increase shedset efficiency.

V You will have a similar layout in atbres of the chain, contributing to a consistent shopping experience.

V9Iiaiay3d [AGS LYIF3Saz yS¢ LINBPRAOUG L OFSIABTIONFEYSEYTEOG
high cost of creating many dummies and actuadtore tests.

V New or (tempoarily) redesigned products can be checked for fitting on and between the shelves, ensuring

seamless rolbut and effective (volumelus) promotions.
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Level 2. Layout versus general market

In the explanation of level 1, we discussed how to group pradant the order in which the segments and-sub
segments should be placed within the section. We did however say nothing about how much space should be
allocated to each of these segmentdhat effectively was a logic result of the products that were earin the
assortment. In level 2, we start finduning this, using general market research daté/e introduce the concept that
the space allocated to each segment should be more or less equal to the market share of that segment.

This would work fine i&ll products are more or less the same size, but may lead to strange results when there are
G§KS LIK&aAOolf

f I NES RAFTTSNByOSa 0SisSSy

RAYSyaAizya

include both the small jars with baby food atie large boxes with diapers, it may be better to use the measure

facings instead of shelf space.
Measures that are often used in this level are:
Lineal shelf space

\Y

V Facings
vV {Y] Qa
\Y
\

Visibility (i.e. the square surface of the products that are facingtmsumers)

Shelf stock in units

You may well use the market shares within a regiospecific saleshannel if large differences exist
between the regions/channebsnd you have access to that data

Example
The example on the right compares the genenarket

AKIFNBa 2F GKS asS3avySydaa A
Drama, Cartoons and Music) with the share of the
assortment carried and the share of the space allocat
to each segment.

We can see that both the range and space allocated
the segmentdAction and Cartoons are significantly les
than their market share. As the measures for Drama
more or less in balance, we can conclude that the rar
of, but especially the space allocated to the segment
Music is a lot larger than its market sharetifiss.

Subcategory Performance

How are range and space allocation aligned with market shares’

EVarket snaﬁ
oskus

mLineal Space

Action Drama

Cartoons Music

Note that this could be a deliberate choice; the retailer may want to differentiatie fts competitors by offering
Y2NBE adzaA O 5+5Qa0® | 26 SOSNE AT GKAA

A& y2i

The main driver for sgmentation is how the consumer shops the categdfpwever, manufacturers can
also use this type of analysis to see if their brands achieve fair share as well.

Data Required

L 2dzQf £ YySSR YIFN)] SO &kl NB Ay T2 Nagndntatidn/n thefayouta INBE I (SR

Benefits

Comparing market shares with range and space allocated allows you to check if the shelf layout is in balance with

what is generally happening in the market. Is everybody getting their fair share? And using sinspleréair
calculations, you can staputting an estimate on potential cost savings and/or additional revenue.
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Level 3. Assortment versus general market

¢2 FdzNIHKSNI LINPFSaarzyl Al $oindiddieNSKU leleNaBd-c@rfparedtite dissabtingfit ind R N £
the planogram with all the products for this category in the market. Rank the available products descending on
performance and check for gaps. l.e. are well performing products missing from thévessoin the planogram?

Example
Market Region 1 Planogram
Name Rank Share Sales Rank Share Sales Rank Share Sales

Product Q 1 23.2% | e HNno 3 H ¢h 21.5%| eTpXZimnpd 27.8%| €HpZXZ
Product F 2 17.5% | e mpoJ ond 153%| epoxXinTpt 149% | € MO X
Product W 3 11.9% | e MmAn 3y HTA 16.8% | epy 2T My 21.3%| € mbpX
Product A 4 101%| eyyZfpnm 11.7% | e nnXly pwA

Product M 5 8.7% €eTCcXZHOTD 9.6% €E003ZjppdB 16.1% | € mn X
Product T 6 87%| eTcXIHoOoM 7.7% | € Hc XZ|pMWA

Product P 7 81%| e€eTni|lPT B 8.1%| e€eHYy X|omsb 10.4% € pX
Product R 8 6.6%| epTIlyod 43% | € mp Z[n HNPA

Product J 9 5.2% enpZjpcB 5.0% EMTZINT ® 9.5% €y g

2dz Oy &SS Ay GKS LAOGINNE 020S GKFG Ay GKS 2@0SNJXf ¢

5

planogram, products exist that are currently not carried in the planogr&ome of these products perfornetier
than other products that are in the planograassortment. Unless there are compelling commercial reasons not to,
you may be better off by exchanging these.

Data Required
2dzQf

5

region.

Benefits

Yy S S Rr silgésmdrmation RKNINASY RA @A R dzl Ifmarkety andlar furthér Begnieft&l byi 2 G |

V Increasa customer satisfactin by offering a more successful range.
V Improvd financial performance such as sales agtdirn on shelf space.
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Level 4. Balance supply and demand

Planograms are a gretdol to help you balance supply and demand. Depending on the available data, this can be
done in various ways of increased levels of sophistication.

The following elements play a role in balancing supply and
demand:

V Consumer demand jf
V Market trends
V  Suppy

V Shelf space

The sections below will address each of these in more deta

4a.Consumer demand
Consumer demand isitially represented by theaverage unisales of the productsVarious factors play a role in the
calculation of these numbers:

Geography

CNRY | 3IS23INILKAO LRAYG 2F OASH> A0Qa LINBFSNNBR (2 dzas
alrtsSa RIEGIE F2NJ GKS NBGFAf SN @82dzOQNB o0dzAf RAy3a NBO2YYSYyRI
disaissions based on more generic data. When the retailer sees how you can help them, and levels of trust are
building,they will be more inclined to release specific data.

Shop Type

[A1S6Aa8Ss A0Qa o0Sald (2 ONBLI GS evodinishopypessiz® NFings liketk 2 F LI |
regional differences into consideration. The ideal for retailers would be to make planograms for individual shops, but
apart from workvolume, this also bringherisk2 ¥ ONXB | &FAdgft I Alf f Aay St NBiddK B OS EIOF v {

2 LISy Welowf& énore detailson that

Periodicity

A common question is what period should be used to calculate the average unit sales. There is no single answer to

this, as it really depends on the category and ottiecumstances. The main idea is that the period chosen should
NETtSOG ay2NX¥Ifé o6dzarAySaa a YdOK Fa LkraaiofSo {2 TF2N
season. If there was a major overhaul of the categeBnionths ago, takehe last 6 months. Etc.

Sales spread
Sales are seldom spreagtenlyacross the week. To be able to take increased demand during busy days into

consideration, you should have an idea on the spread of the sales across the week. E.g. Monday 10%, Tuesday 15%
etc.

Keep an open mind

hyS ¢2NR 2F Ol dziA2yyY ¢gKAtS ISySNrffe AGQa 3I22R G2 dzaSs
R2Say Qi NBTdif TA (AfyA 3 GLEANSE LBK SO& ¢ 9d3Id AT | aksbliBWwadzOlG oI &
out-of-stock most of the time, its average unit sales would be poor. If you then give it less space, it will perform

worse, resulting in less space next time, etc.

¢2 O2NNBOUG F2N) AadadzsSa fA1S (KAGNR RRINIGENSIs (124 Yd § (St & dzNS
performance with the general market as described in step 3, and if possible allow the space planning tool to calculate
0KS aidNHzS 02y adzy SN -BiStyck peRentagesfor (@NG<DtheRriosf iEnarg) gwdducts.
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Level 4. Balance supply and demaggltinued

4b. Market Trends

If you would only be using historical average unit sales to develop a shelf layout recommeBRdati®di? dzQNB o6 a4 A O
optimizing your proposal for the past. While this nadieady result in some good improvements, you may want to

consider building a proposal for the future.

This can easily be done by applying market trends on the historical average unittsglei$.a product historically sold
100 units per week, and thgegment that product is ishows a@rend ofp:’s ANR g1 KX &2 dzQNBE f A1 St @&
week in the (near) future. Better take that into consideration when optimizingstiedves!

4c. Supply

Where demand is represented by consumers taking produtthe shelves, supply is represented by trucks
delivering new stock to the stores, and staff refilling the shelves.

The main thing to know here is which day(s) the shelves are restocked.

Data Required
V Average unit sales per product

V Spread of the saleacross the weekdays
V Market trends (optional)
V Shelf stocking moments

Benefits

Increased sales

Decreased oubf-stocks

Lower inventory costs

Improved customer satisfaction
Identification of space for new products

< <K<K
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Level 5. Financial Optimization

AttheY2aid I+ ROy OSR t S@St s atanumfihefoptidifatioh pratdsd by fking profitRbdityinte S NJ
consideration.

Ly Fy ARSIFf g2NIR (KS LINBOA2dza aiaSLla 6SNB Slkae FyR &2d
the shelf space they require to satisfy consumer demand. Unfortunately this is rarely thetc#sé. S y end @pdzQ £ €

with a situation where e.g. you have two products that each needs two facings, but you have only space for 3 facings.

I SNBQa ¢ K StNstartslplbiyng dirdld. & ol know the margin on each product, you can optimize profits by

giving 2 facings to the product with the highest margin.

Knowing both profitability and average unit sales for each product will also allow you to gain aalditisights in the
f20FGA2Yy 2F G¢NI FAERAMNR T dih { REWENIZG ZINHIS NBEYR avdzSadAizy al N

V Is valuable shelf space (e.g. at dgeel) allocate to poor performing products?

V Are highmargin products positioned in the right loda to attract as much consumess possible?
V Can you stimulate produetwitching by placing the right products next to each other?

vV X

Many additional and refined analyses are possible when you know the margin of the products.

You may have accessrwre information than you initially may think! You obviously know the prices ¢
margins on your own products, and most likely have a reasonable idea on those of the competition.
with these estimates and refine your analysis when the relationstitip your trading partner has grown t
a point that they share more information with you.

Data Required
V Retail Selling Price, Unit Cost and Y@Teach product Based on this datd&retail Shelf Plannetalculates the
Margin, Return on Inventory Investméand the cost of the Average Inventory.

Benefits
V Optimized profitability
V More insights in assortment allowing to optimize promotions

International retail and category management services ol b
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Retail Shelf Planner, putting the theory into practice

Ly ddKAa fFad OKFLIISNI 6SQff 06S LdzidAay3a (G(KS GKS2NEB Ayd2
Retail Shelf Plannesoftware, so that you can see where data goes and what can be done with it from an analysis
perspective.

Level 1.Merchandising Philosophy

Data Requirements in practice

Section Properties o] Section Properties o]
Identification Organization Identification Organization
D 035 Department: Food D Energy Drinks Department: Food
Name: Energy Drinks Merchandise Group: Drinks Name: [Energy Drinks Merchandise Group: Drinks
Physical | Descriptions & Measures |/ Fixture Details Physical | Descriptions & Measures Fixture Details
Dimensions Segments Visualization Additional Descriptions Additional Measures
Height: Width: Depth: Segments: [T | | ¢ Transparent Region: [Norh Shopsize (m’): [0
es<m [100cm [50<m S ShopType:  fomal Data 2 I
— Desc 3: _ Data3: O
Height: Width: Depth: Desc Data d: g
[15cm [s&cm [S0cm Desc 5: Data 5: o
oK Cancel oK Cancel

The primary information about the section are its  Information like Department, Merchandise Group and

physical dimensions. other characteristics (text or numeric on the tab
Descriptions &Measures) are interesting when you mak
many planograms and need to organize them properly
database, and/or perform crogdanogram analyses.

Sheltbroperie — The primary informatiombout theshelvedsthe physical
Segment . . .
dimensionsand distance from the floor
[egment ]

Shelves in Selected Segment:

[

Selected Shelf

Type: Description
Open Shelf - i
Physical I Picture T Addtional Info
Physical Merchandising Location
eight: Width: Depth Max Merch: ¥
[2em [163cm [50cm [26em [ig5em
Visualization
Fill Color
Grill Style: Grill Height:
None <] foem
add ‘ Update | Remove |

Agply Close

Global Retail Business Solutions - Global Retail
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Retail Shelf Planner, putting the theory into practig@ntinued
Level 1. Merchandising Philosophyntinued

Data Reguirements in practig®ntinued

["broduct Properties B [ product ropertes == The prl marwroduct
D: upc: Name: : upc: Name: information is about the
5413982103037 5413982103037 ITED Blackcurrant 4 x 250 ml 5413982103037 5413982103037 ITED Blackcurrant 4 x 250 ml
physical dimensions,
Position Physical | Characteristics | Performance | Livelmages Postion |  Physicsl | Characteristics | Performance |  Livelmages
= - o visualization, and
Height: Wigths Depth: Fill Color: Supplien Category: Subcategory: . e : .
[13.8cm [103cm [103cm [ e Carlsberg Importers v|  [Energy Drinks | [other- Biister ~| |dent|flcat|0n/g roupl ng .
Trays Nesting (Rt - Additional Descript Additional
UPC: Units/Tray: li"‘“’cm‘ Brand: . 2| sizequn: i
0 Age: m -] Weight Gn: [0
Height: Width: Depth: P;g ertOff: Package Type:  [4-pack cans 3 Data 3: q
cm =]
Joem Joem Joem Desc4: g Margin Code: |3
Status: [Active 3 Data 5t q
| oK | Cancel | | oK | Cancel
U

Visual and analytical results

gissppansss --H-iiiﬁﬁilﬂnﬂllll

Shelf Reset Report

Subcategory Performance
Where do the products go on the shelves ?

Range, stock and space allocation by segment

ProductiD - UPC - Description Facings _ Units High Units Deep ook 0 Space B 5KUS
Shelf: 1/1 - Location (X/Y): 0/10 - Dimensions (HXWxD): 2x 200 x 10 14 7 49 i
GRBS 0000110 - 8711983463707 - Bob de Bouwer 2 1 7

GRBS 0000105 - 7321950349289 - Clifford 2 1 7

GRBS 0000111 - 3259190399297 - Jungle Jack 2 1 7

GRBS 0000109 - 3760120520259 - Les 3 petits cochons 2 1 7

GRBS 0000108 - 3760120520242 - Roodkapje 2 1 7

GRBS 0000107 - 8717418013837 - Mickey's Mooiste Kerst 2 1 7

GRBS 0000106 - 8711875957185 - Walt Disney Sprookjes 2 1 7

Shelf: 1/2 - Location (X/Y): 0/37 - Dimensions (HXWxD): 2x 200 x 10 14 7 49

GRBS 0000100 - 5412370849908 - Zigzag 2 1 7

GRBS 0000104 - 3760120520280 - Anastasia 2 1 7

Retail Shelf Planneofware
The activities described for this level are available with the Enterprise and Express edifk@taibShelf Planner

Global Retail Business Solutions Global Retail _
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Retail Shelf Planneutting the theory into practice continued

Level 2. Layout versus general market

This level describes usindditional market shardanformation in analyse. The hformation about allocated facings,
aLJ OS | YR VdzY o Scheaedautdmatcd) & & O b KISKISi) thelzRiSplanogram. Using the

Excelreporting functionality that is available oth Enterprise and Express editionsRaftail Shelf Planngryou can
export this information to a spreadsheet where it can be combined with theketashare data.

45,0%

40,0%

35,0%

30,0%

25,0%

20,0%

15,0%

10,0%

5,0%

Q
=

0,0%

WHISKY VODKA BRANDY GIN LIQUEUR

mMarket Share

@ Share of Spac]

RUM

Retail Shelf Planner software

The activities described for this level are available with the Enterprise and Express editkmtaibShelf Planner

Global Retail Business Solutions
International retail and category management services
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Retail Shelf Planner, putting the theory into practig@ntinued

Level 3. Assomtent versus general market
This level describes usindditional information in analyse Whenthese analyses are done outside Retail Shelf
Planner, they have no impact on the data requirements for your planograms inside the software.

However, if youmport Sales or Movement dafar each productnto the planogram, you can do various visual
analyses:

Top/Bottom performing products: Hot/Cold analysis:
V Green the best performing products that generate The products are ranked by Sales or Movement and ¢
the top 20% of the sales in 6 equal groups colored from Red (= hot; best

V Red the worst performing products that generate  performing) to Blue (= cold; worst performing).
the bottom 10% of the sales

These visual analyses can be done on variables like Sales and Motemeintdifferent insights. In
addition the user can set the percentages to influence the part of the assortment thabisemcluded.

Retail Shelf Planner software
The activities described for this level are available with the Enterpdgteon of Retail Shelf Planner

Global Retail Business Solutions @ Global Retail
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Retail Shelf Planner, putting the theory into practig@ntinued

Level 4. Balance demand and supply

Data Requirements in practice

[inventryMese & 7 RetailShelf Plannetets you describe consumer behavior ¢
S S shelf restocking schedules in a simple way.
* Weekly i 4-Weekly lm
- Calculate each product's required inventory using To take trends into 'APPW Trends [
[~ Product Manusl Inventory field ¥ Case Multiple [~ Days of Supply ConSideration and bu"d a
125 Cases [ 0 Days | f d th = Remove all rend data
planogram focused on the | - ;¢
e Week1 Week 2 Week 3 Weekd fUturel you can InCI Ude Select the field ta trend an:
Sales% Stock Sales%  Stock Sales%  Stock trend information. |Subcategory |
Monday: [100% r (oo r oo = ‘
Tuesday: [10,0% - Jom= ¢ Jom ¢ Subcategory Trend
Wednesday: [100% - [ox | i T r Select the fleld that reﬂem Champagre & 5parkling 8.2%
Thursday: . (] % 0 =7 (= _ Red €%
ety ,'% = g - g = the characteristic you Rose 12.4%
: : = = white 27E
-G X r D 0ofow T group products on and
SmzR ] (] FE R % I R
” = o e o enter the applicable
100,0% + 0,0° + 0,0% = 100,0° . .
| percentages in the dialog
[ty Stoc and press the Olutton.
|~ Add safety stock to deal with potential supply issues
I~ Add safety stock to deal with variance in the demand For each produc]Reta” oK Cancel
o et | Shelf Plannewill calculate

the expected increase
(ordecline) in Sales, Profit and Movement and store these numbers in the fields Trend Sales, Trend Profit and Tre
Movement.

When consumer demand is calculated for stock and financial analyses, the trend information is taken into consider

r 3 r A
Product Properties ﬂ Product Properties M
r Identification ! ation

1D: UpC: Name: D: UPC: Name:
[TEEETE  [5000103000055  [MALIBU70CL [101.730 401 [5010103000055  [MALIBU 70CL
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The number of units per case is often used as a logistiTo calculate the consumer demaRetail Shelf Plannetakes
minimum for the shelf stock as retailers want to avoid the historical average unit saleoer week and when needed
having halflempty boxes in the backroom storage corrects these with the Historical Service Level.
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Retail Shelf Planner, putting the theory into practig@ntinued

Visual and analytical results
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With the Evaluations dialog you can see i
financial impact of the current sheldlyout is. This
can be done for the total category, by subcategory
or for each individual SKU.

Depending on availability of data, it will give you
projections for Sales, Profit and Movement. And a:
Retail ShelfPlannerhas calculated the true
consumer demand, it can also tell you how much
{FrfSa FYR t NPFAG -ofatdeRsN.

The KPI Stock Turns indicates the number of time
the average shelf inventory is sold annually.

Retail Shelf Plannsoftware

Through a visual inventory analysis you get quick insi
in the stockposition of all products:

White: correct stock
Light Green little overstock

<K<K

Dark Redseriously understocked
Light Red little understocked

Dark Greenseriously overstocked

With this information you can start optimizing the shel
inventory byincreasing and decreasing the number of

facings where applicable.

Additionally you can review the units per case or the
frequency of restocking if those are variables that are

open for discussion and changes.

Pievious | Projected |
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excluded from the analysis.

£2,34214
50.7%
55149,
1157

The activities described for this level are available with the Enterpd#®n of Retail Shelf Planner
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Retail Shelf Planner, putting the theory into practig@ntinued

Level 5. Financial Optimization

Data Requirements in practice
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Visual and analytical results
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To calculate the margin for each prodiretail
Shelf Plannetakes retail selling price, unit cost ar
VAT into consideration.

PyAl tNRTFAG Aa GKS alb o
the selected currency. Gross Margin is the marg
expressed as a percentage.

Depending on the selected setting on the Genere
tab in the application settings accessible via T-ool
Options, the gross margin is calculated as

a. Unit Profit / Price excluding VAT
b. Unit Profit / Price including VAT

Through the powerful visual quadrant analysis you

get quick insight in the relative performance of all
products:

V Green Stars both margin and unit sales
above average

V Aqua Traffic Buildersunit sales above
average, but margin below average

V Blue ProfitGeneratorsmargin above
average, but unit sales below average

V Red Problem Childrerboth margin and unit

sales below average

With this information you can identify potential
LINE RdzO (i &
location versus their rolen the category.

F2NJ RSt Aalday3
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Retail Shelf Planner, putting the theory into practig@ntinued

Level 5. Financial Optimizationontinued

Visual and analytical resultsontinued

With margin information the Evaluations dialog giv
you additional informatiorsuch as Projected Profit,
Projected Lost Profit and the Average Inventory at
cost.

¢CKSNBE INB Fftaz2z Gg2 I RR

Gross Margin and the GPROII, the Gross Profit
Return on Inventory Investment

Retail Shelf Planner software

=

Average Inventory (Cost]

Gross Margin Z
GPROII
Stock Turns

Allocated Products

Products
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&

revious
£10.052.92
£423.67
£5.101.60
£214.09
6405
29

£3734.08
0.7
439
722

49

0

Note: Unallacated Products are excluded from the analysis.
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The activities described for this level are available with the Enterpdgen of Retail Shelf Planner
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