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Retail Analytics

Rapid advancements in technology over the past decade have
made it possible for retail managers to collect, condense and
categorize information in a highly efficient manner. However, the
ability of the decision maker to correctly interpret this
information has improved very little. The accurate
interpretation of information goes beyond the ability to
correctly read rows and columns of numbers,
percentages and absolute values. It begins with an
understanding of where the information comes from, how it is
obtained, and whether or not it is relevant to a particular business
decision.

One problem retailers' face today is the impersonal,
transactional nature of the shopping experience. In effect,
customers pass through stores anonymously, forming little or no
relationship with the retailer. Decision Support Systems (DSSs)
offer a way to improve a store's effectiveness and efficiency and to
build and direct their marketing strategy based on customer
needs and preferences.

Analytics form the core of DSSs which help retailers realize
advantages in inventory management, buying, sales and
marketing, and store productivity.

|nventory Management

Since inventory is a major expense for all retailers, a reduction in
cost of inventory management benefits both retailers and
customers alike. Quick Response merchandising is a strategy
which makes inventory decisions so flexible to align current
forecasts and immediate future stocks. This implies having the
right merchandise in the store on time, in the proper quantities,
styles and colors and at the right price. This is based on a shared
platform for visibility, communication and decision support
between vendors, distributors and retailers. The benefits from
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the turbulent waters of today's
markets. See More

M ore Resour ces

- Data Mining

- Data Mining Provides Retail
Understanding

- Understanding Customer for
Direct Marketing

- Status of CRM in India

- CRM Analytics in Retalil

Page 1 of 3


http://www.decisioncraft.com/
http://www.decisioncraft.com/
http://www.decisioncraft.com/pdf/monetizing.pdf
http://www.decisioncraft.com/dmdirect/pdf/datamining.htm
http://www.decisioncraft.com/dmdirect/pdf/understanding.pdf
http://www.decisioncraft.com/dmdirect/pdf/understanding.pdf
http://www.decisioncraft.com/dmdirect/pdf/directmarketing.pdf
http://www.decisioncraft.com/dmdirect/pdf/directmarketing.pdf
http://www.decisioncraft.com/dmdirect/pdf/crmstatus.pdf
http://www.bettermanagement.com/library/library.aspx?libraryID=5668

DMDirect: Retail Analytics

such a strategy are increased sales, reduced markdowns,
reduction in merchandise expenses, and reduction of
interest expense on merchandise.

The key decisions relevant for a retailer pertain to management of
the merchandise mix. Retail Managers need to make complex
decisions on the brands stocked, the product depth, width and
support. Modeling the merchandise mix will allow for such
decisions to be made intelligently while ensuring that customer
preferences are catered to, maintaining low inventories, and
improving store productivity.

Buying functions

Retail DSSs provide an understanding of future demand patterns
and sales trends. These systems provide more reliable forecasts,
and increase in-stock position of high-demand items without
raising inventory levels. These systems also facilitate Inventory
Replenishment. Automation of this task reduces response
time, and eliminates the tedious reordering tasks.

Marketing

Analytics helps a retailer's ability to engage in relationship
merchandising. DSSs help retailers

. Fine tune merchandise to the needs and wants of specific
target markets

. Develop highly specific advertising messages that clearly
communicate particular product offerings, services, and
benefits to individual target markets

. Obtain feedback on the testing of new and innovative
merchandise, display procedures, customer services, and
creative selling initiatives.

. Develop a monitoring system that can gauge the success of
a marketing program in relation to the required
investment and anticipated rate of return

. Provide vendors/manufacturers with valuable customer
information for use in fine-tuning their marketing efforts

. Increase response to promotions, and guide investments
in marketing mix

. Use of sophisticated tools and techniques in data mining
for the essence of such DSSs.

All'in all, analytics will serve to be the backbone of
intelligent retailing decisions, in this era of increasing
competition and choice for the customer. While analytics ensures
effective use of data which is collected, it also renders itself to the
tasks of data collection and maintenance. The competitive
advantage for retailers will be the ability to devise

Data Analytics at DecisionCr aft

Organizations accumulate large
volumes of data over a number of
years. Using powerful analytics,
one can uncover critical
information in data that can be
transformed into a competitive
edge.

DecisionCraft brings a combination
of creative and strategic thinking
along with deep analytics
expertise to help organizations
align themselves to cater to the
changing needs of their customers.
DecisionCraft's expertise spans all
the areas of management including
Finance, Marketing, Manufacturing,
Systems, Technology, Internet
medium, Supply Chain, and
Business Strategy.

DecisionCraft Products

dataOrganizer™

Integrates data from diverse
sources on to one destination
database

Logistics Planner
Synchronizes supply with demand
to minimize distribution costs

gcCharts™

Enhances process capability of
critical processes through
interactive data visualization

Supply Chain Simulator
Determines optimum inventory
policy such as re-order point and
maximum stock based on fill rates

Travel Route Optimizer
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innovative means to capture data from customer touch- Optimizes travel routes and
points cost effectively, and channeling such data into automates travel planning process
actionable insights through analytics.
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