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TRACY ISSEL: MICROSOFT

Retail is evolving – and fast. No longer segmented
by channels, pioneering businesses are successfully
implementing a joined up strategy, achieving
a complete view of the customer – something
they’ve been dreaming of for years. These joined up
strategies aren’t limited to the retailers themselves
– but extend to the supply chain. The result is an
interconnected ecosystem of players that facilitates
greater insight and, in turn, leads to a better, more
personal shopping experience.
We explore all of this and more in the following
pages where you’ll find insight from our partners,
customers and industry thought leaders.
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Unifying the
retail experience
We speak with Microsoft’s Pinar Salk to understand how new unified commerce models
are enabling retailers to bring together their digital and physical shopping experiences

F

rance-based cosmetic company The L’Oréal
Group wants its global customers to enjoy
a unique immersive and customised digital experience whenever they visit the online
stores of its 32 international beauty brands. After
adopting Sitecore’s customer experience management software on the Microsoft Azure cloud
platform, The L’Oréal Group is well on its way to
achieving this aim.
Using Sitecore’s platform, the company built
a central enterprise framework for customer
experience management so it can quickly deliver
connected digital beauty experiences in multiple
languages and countries. The L’Oréal Group’s
team gains real-time insights about each individual customer who interacts with its brands
to create compelling marketing content that
is specifically relevant to them. Now that the
marketing team can engage with customers in a
personalised way, The L’Oréal Group expects to
boost sales and customer loyalty.
According to Pinar Salk, Microsoft’s industry
solutions director for retail, The L’Oréal Group
is just one of many retail brands that is exploring
new and more innovative ways to put the customer
experience at the centre of their business model.
“Products and prices are no longer key differentiators for retailers; now they beat competitors by
offering a personalised and connected customer
experience across all channels,” Salk says. “To
date, it’s been very challenging for most retailers
to deliver this experience because they have disparate physical and digital customer engagement
channels, as well as separate systems for their
marketing, product, sales and corporate teams.”
To provide customers with a more consistent
cross-channel shopping experience, many retailers
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have adopted omnichannel solutions that stitch
together all their systems. This includes everything
from their online store, to their social media
sites, in-store kiosks and beacons, POS devices,
and back-end systems for customer relationship
management and enterprise resource planning.
However, Salk claims that the real breakthrough is
the new unified commerce business model.
“Beyond omnichannel is unified commerce,
which brings all physical and digital channels
together in real time,” she explains. “When any
of the retailer’s operational systems captures customer data, this information is instantly fed into
the unified customer experience management
platform and becomes visible in every channel. This gives retailers an accurate 360-degree
overview of every individual’s preferences, purchase history, social media presence and more.
Consequently, they can immediately identify a
customer and deliver the same seamless, personalised experience whenever and wherever they
interact with them.”
For example, a consumer can start her shopping journey using a retailer’s bot in her living
room and create a list of clothes to try. When
she goes to the store, beacons connected to the
retailer’s mobile app would detect her presence
and notify a sales associate who will be able to
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“Unified customer experience
management should be a
top priority for retailers who
want to remain competitive”
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see consumer’s information, try list and recommended items. The store associate can use the
information to capitalise on cross-sell and upsell
opportunities that might otherwise have been
missed. Meanwhile, the consumer can continue
her shopping journey by scanning items with her
mobile app and adding them to her try list. When
she is trying on clothes in her assigned fitting
room, she will be able to use a kiosk pre-populated with her try list to ask for a different size
or add a recommended item. Unified commerce
allows retailers to combine the best of physical
and digital assets and proactively engage with
a customer in the right way, at the right time,
changing and migrating inside a single transaction across the customer’s shopping journey.
“When customers can’t find the same products and discounts on a retailer’s online and
physical stores, they get frustrated which means
they’re more likely to go elsewhere to buy the
product,” comments Salk. “A customer should
be able to start their shopping journey by looking for products on their laptop at home, then
seamlessly move to a mobile app to access a

personalised discount while they’re on the bus,
and instantly pick up where they left off as they
walk into the store.”
Certainly, emphasis Salk, making customers
feel like valued individuals is key to boosting
loyalty and driving sales.
“Customers are greeted by name and receive tailored product recommendations and offers when
they visit a retailer’s online stores so why shouldn’t
they get the same service in physical stores?” asks
Salk. “People feel important if a store associate
addresses them personally, knows their likes and
dislikes, and guides them to the products they’ve
been looking at online, or recommends products
that best suit their tastes, needs and lifestyle.”
Salk adds: “Unified customer experience management should be a top priority for retailers
who want to remain competitive in the age of the
connected customer. Together with our partners
Sitecore, Episerver and Orckestra, Microsoft is
using its secure, scalable enterprise cloud and
mobile app development platform to develop unified customer experience management solutions
that will enable retailers to achieve this goal.”

Microsoft is using
its enterprise cloud
and mobile app
development platform
to enhance customer
experience
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A friction-free
experience
VIC MILES: MICROSOFT

In the last of his series of articles, Microsoft’s Vic Miles looks at how
Walmart is using technology innovation to achieve its goals

I

n a perfect world, retailers build flexible product assortments that can be adapted to new
trends and tailored to suit unique customer
preferences across all their store locations and
sales channels. However, unlike some aspects of
retail planning that are predominantly guided by
data analytics – such as inventory management –
assortment planning remains a largely art-based
process driven by the unique knowledge and the
instincts of merchandisers and buyers.
In this series of articles we’ve explored a technology inclusive approach to innovating around
the friction points of achieving business goals.
While each innovation might be targeted at an
individual success metric, there is an approach
that can generate improvements across multiple
areas. The mass merchandise segment is the best
place to understand how friction points cross the
boundaries of multiple business goals.
I asked Jason Morris, vice president of store
retail technology at Walmart, to explore the
concept of distilling business needs, identifying
friction and innovating in a multi-channel environment. Jason has participated in delivering
many innovations in his 16 years at Walmart.
Multi-channel
“Much of our innovation focus is aimed at removing friction via the injection of streamlined process
and value into the digital interactions we have with
our customers,” says Morris. “The traditional retail
paradigm – where the customer enters the store,
shops, loads their cart, then unloads their cart and
waits in line to checkout – ultimately drives the
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experience in the direction that is easiest for the
retailer. Friction occurs because the needs of the
retailer take precedence over the way the customer
truly wants to engage. Today’s customers want a
process that is easy and frictionless from their point
of view. Innovating around that means thinking
about the areas we need to address to integrate the
way we work into the lives of consumers.”
Customer service
“The initiatives we’ve been putting in place –
such as Walmart Pay, Online Grocery, Site to
Store, Self-Service Lockers, Same-Day Pick-Up,
and forthcoming innovations in other areas of
our stores – are all focused on reducing friction,
increasing customer value and improving the
experience by meeting customers on their terms.”
Improving tools for associates is also an essential part of delivering that seamless experience.
“Over the last 12-18 months we’ve gone through
a mobile reinvention of the tools our associates
use in stores, to help them do things like manage
inventory, understand where customer orders
are in the pipeline, and identify which customers
have checked into the store through the mobile
app to pick up their online orders.”
Delivering that experience is an incremental
process that will involve adjustments to existing
assets and a focus on innovation as the company
moves forward. “The vision that we have simply
cannot be enabled in one leap with the technology that exists today,” says Morris. “Rather
than sitting back and waiting for that technology to be available, we’re partnering with major
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technology companies like Microsoft to build
out solutions and make it happen. For example,
we’re doing exciting work with imaging and
cameras, we’re leveraging cloud computing,
and we’re making good progress in using the
internet of things (IoT) to enable us to manage
the environment so that, as we transform the
customer experience, we have telemetry for all
of the components.”
Brand loyalty
Morris believes that an innovative approach
is essential to success in meeting critical goals
such as brand loyalty. “Traditionally people
think of loyalty as a monetary benefit – the
company gets information about the customer,
who gets a discount or promotional offer that is
marketing-centric,” he says. “We are looking at
this differently and believe other ‘currencies’ like
improved time efficiency and customer experience are key to ensuring customers keep coming
back. Customers expect to get what they want
on their terms – for example services like Uber
mean you don’t have to worry about reserving
a car, queuing for a taxi, or even paying at the
end of the journey because it’s all done through
the app. The retailers that have the most touch
points with the consumer, and that provide the
best offering at the best price in a way that fits
into the customer’s lifestyle, are ensuring affinity
to their brand.
“What we’re doing with grocery home
shopping is a good example of that. For a busy
family, grocery shopping on the weekends is
a low priority from a time management perspective. Enabling them to open up an app and
arrange to collect their shopping on their way
through town allows them to fit the grocery
shopping into their lifestyle.”
Consumer engagement
As well as helping to drive loyalty, this focus on
the customer experience requires a non-segmented approach to multi-channel that helps
to improve shopping convenience and increase
frequency. “At Walmart, while we appreciate the
nuances of each channel, we don’t necessarily
look at it in a segmented way. Having a truly
customer-centric approach means the customer
gets to choose how and where they engage with
us, not the other way around and as long as they
continue to do that in an ever increasing way,
that’s success.”

Price competitive
Customer-focused innovation for efficiency is
also contributing to price competitiveness. “We’re
looking at it from the perspective of how we drive
greater economy for the customer, better self-service, and greater efficiency from an operational
point of view,” explains Morris. “As we enable more
consumers to easily serve themselves – whether
through our in-store pick-up kiosks, self-service
returns or a greater degree of self-checkout – that
drives efficiency. This efficiency allows us to continue to invest in lower prices and to redeploy
our labour force in a way that increases customer
value and delight.”
Innovating at the point where friction keeps
you from maximising business outcomes takes
commitment and vision, but it’s an essential part
of meeting the needs of customers in the digital
age. Every friction point that is removed provides a smoother pathway to achieving key retail
goals, improving the digital relationship and
making truly customer-focused retail a reality.

Jason Morris says
Walmart is focused
on reducing friction,
increasing customer
value and improving the
experience by meeting
customers on their terms

Vic Miles is a global account manager at Microsoft
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Engaging customers
L U K E S H AV E : M I C R O S O F T

Microsoft and Plexure’s new Retail Personalization solution will
help retailers to grow customer loyalty and revenue by creating
customised shopping experiences

U

ntil recently, consumers visited physical stores to buy products. They would
browse their options, speak to a salesperson and potentially visit other stores to compare
products before making a purchase. If customers
visited a particular shop frequently, staff may
have learned their preferences so they could suggest items, but it’s unlikely.
E-commerce has made it easy for consumers to
compare product prices, features and peer reviews
from anywhere on any device, without ever visiting a physical store. It has also allowed online
retailers to generate personalised recommendations that keep customers coming back. A recent

“Retailers that don’t adopt
personalisation risk lower customer
satisfaction and stagnant revenue”
Infosys survey found that 78% of consumers are
more likely to return if retailers provide targeted
offers, so brick-and-mortar stores must deliver
an in-store customer experience that matches
tailored online services and dovetails seamlessly
with digital channels.
For many years, retailers have devised their
own ways to use customer data to incentivise
purchases via rewards programmes. However,
omnichannel shopping and social media means
they must make sense of more data than ever.
Turning massive amounts of data from disparate
sources into personalised offers requires highly
sophisticated analytics.
Microsoft and Plexure’s new Retail
Personalization solution analyses data from
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mobile, websites, POS devices and connected
in-store technologies to deliver customised offers
to customers. It also arms store employees with a
unified view of cross-channel customer history,
making it easy to personalise customer service
and increase cross-sell and upsell opportunities.
Plexure’s solution creates tailored offers by combining data about customers’ past purchases,
redeemed discounts and previous store visits with
real-time information related to location, weather
conditions and local events. For example, a retailer
could send a personalised in-store discount for
15% off boots to a travel blogger who has been
browsing for hiking boots online. When she arrives
at the store, a wireless beacon device triggers the
retailer’s app to send her a second US$50 offer
for luggage because she travels frequently. A sales
associate uses an overview of the blogger’s purchase
history to recommend luggage options she is likely
to buy, and she leaves satisfied with both purchases.
Already, a global convenience store retailer has
achieved a 73% increase in mobile transactions by
using Plexure’s solution to target customers based
on their spending habits and digital behaviour.
Plexure Retail Personalization also optimises
operations by allowing retailers to predict consumer trends and purchasing patterns so they can
stock the right products.
Retailers that don’t adopt personalisation risk
lower customer satisfaction and stagnant revenue.
However, Plexure Retail Personalization built on
the Microsoft Cloud, and available via AppSource,
gives businesses the keys to increase customer
loyalty and profitability today and in the future.
Luke Shave is global industry marketing lead
for CPG and Retail in Microsoft’s Cloud and
Enterprise Group
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Making retail
visions reality
Microsoft’s Tracy Issel highlights the innovations Microsoft will
showcase at the National Retail Federation’s BIG Show
BY REBECCA GIBSON

T

racy Issel, Microsoft’s general manager of
Worldwide Retail, is looking forward to the
day she can enter a fitting room in a retail
store and find both the outfit she picked to try on,
and additional accessories that a store associate has
chosen based on her personal preferences, online
search history and past purchases.
Although Issel does not expect this fully customised and connected shopping experience
to be ubiquitous in 2017, she does foresee more
retailers offering personalised services. “If I was
a retailer, my top priority for 2017 would be to
invest in technologies that provide customer
insights so I could personalise interactions at
every point of engagement,” she says.
Retailers can explore technologies that could
make Issel’s vision a reality at the National Retail
Federation’s BIG Show (NRF) in New York, US.
Taking place 15-17 January 2017, the event will
welcome 33,000 industry players from 94 countries, including 3,300 retailers, 510 exhibitors
and 300 speakers.
“NRF is a microcosm of the global retail industry and attracts high calibre retail and technology
executives,” comments Issel. “The event immediately follows the holiday season and is at the start of
the retailers’ new financial year, making it the ideal
time to showcase the innovations and trends that
will transform the industry in the coming year.”
Building on NRF’s ‘Empowered Retail’ theme,
Microsoft will highlight solutions that enable retailers to combine the best of digital and
in-store to deliver personal, seamless and differentiated customer experiences. The company
will have several pods surrounding an innovation zone with a device bar and a showcase
area. In addition to featuring advanced analytics,

“Retailers are
more powerful
when customers
feel like valued
individuals”

employee empowerment, intelligent operations,
Microsoft will exhibit Digital Customer Journey
prototypes – one for speciality and apparel
retailers, and another for grocery and CPGs.
“Most customers use digital channels during
their shopping journey and our prototypes show
how individual technologies can be combined to
support the digital customer journey,” Issel says.
Issel expects employee empowerment and personalisation to be high on the NRF agenda.
“Retailers are more powerful when customers feel
like valued individuals so our partners will demonstrate how the internet of things, data analytics,
mobile technologies, unified commerce, cognitive
services and chat bots can make personalisation a
reality throughout the shopping journey,” she predicts. “We’ll display Plexure and Microsoft’s new
jointly architected Retail Personalization solution.
It analyses data from multiple sources to arm store
employees with a single overview of each customer’s cross-channel history, enabling them to tailor
offers. Retail Personalization is just one of multiple
solutions Microsoft has created to make the shopping experience more profitable for retailers and
more enjoyable for consumers.”
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Enhancement
through consolidation
More retailers and consumer goods companies are embracing digital to create a
seamless customer experience. Chris Colyer of Dassault Systèmes, explains how
companies can successfully make the transition
BY SEAN DUDLEY

A

cross the retail, fashion and consumer
goods sector, companies are making the
leap to digital. But to do it successfully,
they need a consistent, consolidated offering to
help ensure the customer experience is to the
level required.
According to Chris Colyer, vice president of the
consumer goods and retail industry at Dassault
Systèmes, companies in the retail industry have
been thinking about how they can digitise their
business for a number of years.
“The challenge is how it relates to omnichannel
– how they bring together the in-store and digital experience and make it engaging and relevant
for their customers,” says Colyer. “They need it
to be seamless, so that it makes the selection and
buying process really easy.”
As part of their transformation strategies, companies are building modern supply chains and
are creating what Colyer describes as ‘virtual
universes of interconnected creators, makers
and consumers’.
“This is the heartbeat of what we’re trying to
bring to the consumer goods, fashion and retail
industry – the notion of concept to consumer,”
he explains. “It centres on the ability for companies to move fast. And fast doesn’t mean urgent
– it means that the opportunity to impact consumer needs is in real time.”
To boost their efficiency and effectiveness in this
respect, retailers and brands are condensing their
processes and harnessing new levels of insight
from their customers and the wider market.
“It’s becoming increasingly important to be able
to take insight and use it to drive data-structured
thinking in such a way that allows companies to
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accelerate tasks like seasonal line planning, and
present consumers with products they will be
more likely to buy,” Colyer says.
At the same time, brands and retailers are also
looking to make the shopping experience more
immersive, exciting and personalised. To do this,
Colyer explains that they need intuitive technology that gets them to their end goal quicker.

“We want to be the
company that grows as
your company grows”
“At Dassault Systèmes, we think about industry solution experiences from the initial point of
concept, all the way to how they interact with the
consumer,” Colyer says, pointing to companies
they work with in different segments, from fashion, leather goods, footwear, to home, lifestyle and
retail. “Many of our customers use high-end 3D
visualisation that allows an end consumer to fully
configure a product based on their preferences –
they can design their own custom experience. They
are leveraging our technology and building on our
3DEXCITE applications and ‘My Retail Theatre’
industry solution experience, and connecting it
with their omnichannel approach. Customers can
configure exactly what they want in store. It’s an
example of how we’re seeing companies leverage
our technology to get to the ‘consumer of one’.”
Dassault Systèmes has a focus on helping companies across the entire product development
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lifecycle, with Colyer highlighting the ‘opportunity to impact the experiences of how companies
deliver and build their products’.
“Through our 3DEXPERIENCE platform,
companies have a way to consolidate information and help their creators, designers and merchandisers think about the elements they need
to take into account when developing the best
possible products, assortments and retail experiences,” he explains.
Companies need to unlock ideation and anticipate winning trends by getting closer to their
customers. ‘Concept to consumer’ thinking is the
driver that underlies Dassault Systèmes’ product
lifecycle management (PLM) and visualisation
direction. Brands and vertical retailers can leverage 3D prototypes early in the process, through
online social and sales channels, to inform and
influence consumers and collect immediate
and direct feedback. These key insights greatly
improve the success rate of future sales prior to a
product even being commercialised or produced.
As the lines of design and development become
more fluid between brand and consumer, it’s
also critical to capture and re-use feedback and
options in both unstructured, such as social innovation, and structured ways, such as PLM.

“How people look at their assortment planning, and the way they think about their store
planning in a virtual, visual way is very much
front of mind,” says Colyer. “We do that through
our virtual assortment planning and our store
planning with a solution called My Store.”
Ultimately, Colyer says Dassault Systèmes is
aiming to be at the forefront of helping customers
in the retail, fashion and consumer goods space
complete their digitisation journey, and then continue to support them as their business evolves.
“We want to help our customers as they digitise
their business,” he says. “We want to be the company that makes digital transformation simple
and easy. We want to be the company that grows
as your company grows.”
Colyer adds that by thinking at the industry
level as a software company, Dassault Systèmes
is able differentiate itself within the industries
it operates.
“For example, we’re the only company with a
FashionLab – a technology incubator, or innovation lab, that’s doing accelerated development
with customers today,” he concludes. “It’s having
assets like this that positions us in a unique way –
it enables us to create relevant industry solution
experiences that will make a real difference.”

Dassault Systèmes’
FashionLab is being
used by companies to
help accelerate their
development
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A new vision for
omnichannel retail
Avanade uses Microsoft technologies to help Unilever Brazil to bring its vision for
the future of omnichannel retail to life

U

nilever, one of the world’s largest consumer goods companies, owns more
than 400 household brands and employs
173,000 people – 13,000 of which work from its
Brazilian operations centre.
Every year, Unilever Brazil hosts the Joint
Business Plan (JBP) event at its customer innovation centre, enabling its biggest clients to
participate in one-to-one exploration sessions.
At the 2016 event, Unilever wanted to show
clients the possibilities of omnichannel retail,
mobile apps, payments made by near-field
communication (NFC) technology, and artificial intelligence.
To help it outline its vision for the connected
supermarket, Unilever contracted Avanade to
build an interactive Customer Journey solution
experience at the customer innovation centre.
Avanade used Microsoft technologies to develop
the solution, which incorporated mobile apps,
NFC payment devices, expansive interactive displays and beacons.
This solution experience enabled Unilever to
showcase a new smartphone app that allows
users to create and share shopping lists, as well
as a beacon app that guides customers around
supermarkets so they can easily find the items on
their list. The app also uses advanced analytics to
deliver relevant real-time offers to customers.
Avanade also developed ‘Grab and Go’ digital displays, which leverage facial recognition
software to advertise products most suited to
the customer’s age and gender. Customers can
use the NFC-enabled mobile app to order the
on-screen products.
In addition, the Customer Journey solution
experience demonstrated how Unilever’s clients
could use strategically placed beacons in their
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retail stores, or in locations like gyms, to deliver
discount coupons for specific products.
Using Avanade’s immersive Customer Journey
solution, Unilever successfully demonstrated
how the technologies could enable its clients to
better understand their customers’ preferences
and uses analytics to enhance the shopping
experience at their stores.
In addition, Unilever was able to validate its
vision for the smart supermarket and start building a new solution to completely transform the
shopping journey. For example, the shopping list
app is being customised and branded for specific
Unilever clients.
“The JBP for 2016 was a huge success,” says
Conrado Tadeu, former digital marketing manager at Unilever, who was responsible for the
2016 JBP event. “We achieved our goal of presenting a new approach to Brazilian retailers
for the shopper experience. We saw a general
acceptance on everything presented there.”

Avanade’s new
smartphone app
connects to in-store
beacons to guide
customers to items on
their shopping list
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Improving the ‘last mile’
As a consumer, any disruption when receiving a product is unwanted. Phillipe Loeb
of Dassault Systèmes, explains how the company is addressing issues that may arise
in the ‘last mile’ of the customer journey
BY SEAN DUDLEY

T

he modern consumer wants things fast and at
a time convenient to them, rather than having to be in a certain location between certain
hours to sign for a parcel. They want the delivery
experience to be in tune with their real lives.
If for any reason this is not the case, then
chances are they will take their business elsewhere. This ‘last mile’ of the consumer journey
is, in many respects, a deal maker or breaker.
“We see major trends in terms of consumers
being the ones deciding where products are
going to be delivered – not just collect-in-store
or receive at home, but many other potential
touchpoints, as well as adding the capability to
make changes at the last minute,” says Phillipe
Loeb, vice president of consumer packaged
goods and retail at Dassault Systèmes. “If for any
reason you thought you’d be at home but you are
not, you want to redirect the order to another
place. The level of expectation when it comes to
the last mile of retail keeps going up.”
Loeb says that retailers are aware that the last
mile poses a ‘major challenge.’ As such, many are
looking for new business models and smarter
ways to use their resources.
“Consumers are more often than not located in
city centres,” Loeb says. “The traditional model of
large stores in the suburbs is not the most suitable
for the last mile of delivery for today’s consumers.
They are on the move, highly mobile, and so retailers are reinventing their strategies and investing in
smaller stores.”
Loeb says Dassault Systèmes is ideally placed to
assist retailers in this area, particularly following
its acquisition of Quintiq – a leading provider of
on-premise and cloud supply chain and operations planning and optimisation software.
“Quintiq’s technology helps retailers solve the
problems faced at the last mile stage,” he says.
“Retailers can build delivery plans to deliver to

“The level of expectation when it comes
to the last mile of retail keeps going up”
stores or at home, and these plans update as things
are delivered. Why’s that so important? Because
today with the web and mobile, you don’t know
who is going to order what product where.”
To meet this need, agility is key. “It’s not just
about monitoring transactions based on history
– it’s now also the capability to re-route drivers
to deliver to different stores,” says Loeb. “This
requires end-to-end continuity from the manufacturer, to the distribution centre, to delivery.”
This attention to the final part of the consumer
journey is something Loeb believes to be lacking
today. And with retail being such a competitive
industry, he thinks as word spreads about the
availability of planning and optimisation solutions, more and more retailers will look to adopt.
“To protect their branding and be competitive,
retailers need to look at these solutions,” he concludes. “They need to fine tune their models to
deliver results, and thanks to these technologies
this transition is accelerated. It makes it possible
for them to keep and acquire more customers.”
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Creating customercentric assortments
N I C K B O U R L A N D : J U S T E N O U G H S O F T WA R E

Data analytics technologies are playing a key role in helping retailers plan product
assortments that meet customer demand, drive sales and reduce inventory costs

I

n a perfect world, retailers build flexible product assortments that can be adapted to new
trends and tailored to suit unique customer
preferences across all their store locations and
sales channels. However, unlike some aspects of
retail planning that are predominantly guided by
data analytics – such as inventory management –
assortment planning remains a largely art-based
process driven by the unique knowledge and the
instincts of merchandisers and buyers.
Today, technologies that mine data to reveal valuable customer insights are shifting assortment
planning towards a scientific data-driven process.
This shift comes as retailers are being challenged
by demanding and seemingly brand-agnostic
shoppers with limitless purchasing options, the
rise of new selling channels and competitors, and
greater pressure to meet financial targets.

JustEnough Software offers six tips retailers can use to create and execute optimised
customer-centric assortments that satisfy consumer demand and drive sales, while reducing
inventory costs and under- or over-stocks.
1. Create visually compelling assortments that
don’t break the bank: product hierarchies have
traditionally guided assortment development,
but digging deeper into data helps retailers
pinpoint new selling opportunities created by
local customer affinity that would otherwise
go unnoticed. This empowers merchandisers to
create optimal visually compelling assortments
without over- or under-assorting – both of
which can break the bank.
2. Stay on track with open-to-buy planning:
flexible, advanced open-to-buy planning solutions enable retailers to compare inventory
demand to actual availability at the category
level. Such solutions allow retailers to reserve
open-to-buy dollars at the start of seasons so
they can take advantage of new trends as and
when they arise, without missing sales through
a lack of inventory.
3. Leverage customer attributes: customer
attributes reveal critical information about
shoppers’ lifestyles and interests, helping retailers to gauge popular trends before creating
assortments. For example, the attributes of a
store in San Diego, California might suggest
it should stock the same clothes as stores in
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similarly warm climates. However, customer
attributes may show it should actually stock
cold-weather outerwear because many locals
head north to ski on weekends.
4. Reduce the risk of introducing new products:
retailers that do not add sufficient new products to their assortment each season often fail
to meet demand targets, while those that add
too many may end up reducing prices to offload
excess inventory. JustEnough recommends an
assortment rationalisation approach, where
retailers model historical product sales data to
adjust product option counts for the coming
season. They can do this by cleansing historical
data according to different thresholds and calculating the diminishing rate of return for each
additional customer choice that will be offered
within a specific timeframe.
5. Capitalise on selling trends by clustering
stores together: selling trends can vary greatly
between stores, even within the same geographical area. By grouping similar stores and incorporating location-level differences and refined
product information into their analytics, retailers can localise assortments without having to
plan them for each individual store.
6. Think holistically about assortment and
space planning: space and assortment planning are integral to one another when it comes
to building winning product assortments. It
starts with setting the right metrics by sales
channel. Retailers should measure space consistently across the business and then cluster
similar physical stores together. For digital sales
channels, it’s important to plan based on productivity – options, sales, margin – to control
and constrain assortment options.

PROFILED

Matching products to
customer demand
JustEnough Software helps Kathmandu embark on a
journey towards integrated retail planning
Kathmandu sells outdoor clothing and adventure equipment
via e-commerce sites and 160 stores across New Zealand,
Australia and the UK.
Previously, the retailer used a legacy platform to manage its
financial planning, inventory planning, and stock allocation
and replenishment processes across multiple channels.
Today, it relies on JustEnough Software’s Assortment and Item
Planning solution, and its Demand Forecasting, Inventory
Planning and Replenishment solutions.
“We needed a solution that would allow us to plan at an
aggregate level and then execute at a low level at a later point
in time and felt confident that JustEnough could provide this
functionality,” says Caleb Nicolson, general manager of supply
chain at Kathmandu. “Another key functionality is the ability to
plan presentation stock by store grade as part of the inventory
planning process. We could purchase stock knowing we would
open a specific number of new stores by store grade during
the coming season, without having to specifically associate
inventory requirements at point of purchase.”
Kathmandu now enjoys reduced stock holdings and
therefore better cash flow. The retailer has improved store
space presentation and stock throughput and, with a just-intime approach to replenishment, holds around 10% less stock
in stores.
“With JustEnough we’re now seeing opportunities we never
had before which is a huge value for us,” remarks Nicolson.
“We’re getting better at forecasts and our history continues to
become cleaner in a perpetual positive cycle.”

Technology plays a crucial role in empowering
retailers to perfect their assortments and drive
profits and customer loyalty, without putting
undue strain on their business. Using clustering, profiling and other techniques to automatically create assortment plans, the JustEnough
Assortment Planning solution enables today’s
retailers to strike the optimal balance between
art and science.
Nick Bourland is a product manager at
JustEnough Software
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VIEWPOINT

Multiple locations,
multiple benefits
A LY S S A P U T Z E R : M E TA F I L E I N F O R M AT I O N S Y S T E M S

Metafile’s paperless document management solutions help a restaurant
franchisee to streamline invoicing processes across multiple establishments

R

unning a company in today’s marketplace is
difficult, particularly because many operate
in multiple locations across a state, country
or even worldwide. When it comes to managing
the invoicing processes of a multi-location organisation, companies need an efficient team and effective technology to help them eliminate paper, cut
costs, increase effectiveness and improve visibility.
One restaurant franchisee was using tedious,
paper-ridden procedures that required managers
at each individual restaurant to compile and ship
invoices to the corporate office every Monday
morning. However, shipping invoices weekly
was expensive and the accounts payable (AP)
staff were forced to rush to complete their duties

“It is now easier for the staff to catch
errors, like miscoded invoices”
when the UPS packages came in. In addition, the
company had limited storage space and many
locations, so it was time consuming for the staff to
retrieve previously filed documents.
The company decided to implement a document management/AP automation solution that
was customisable and flexible, and could also
integrate seamlessly with its current Microsoft
Dynamics GP enterprise resource planning
platform. The system gives restaurant and district managers visibility into their invoices, but
prevents them from seeing invoices that do not
directly relate to their specific restaurants or
groups of restaurants to ensure security.
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So, what were the results? The new document management/AP automation solution has
streamlined the restaurant franchisee’s accounting
process, meaning that managers no longer have to
make copies or ship invoices, saving them time
and money. It has also made restaurant managers
more accountable for processing invoices. Rather
than sending out piles of unreviewed invoices,
managers now have to be more responsible for
what they are purchasing.
Plus, the paperless solution has been a natural
addition to the company’s team. The corporate
office does not need to wait for packages of paper
invoices to arrive and can jump right into processing invoices as soon as they are submitted. It
is now easier for the staff to catch errors, like miscoded invoices. Restaurants can also use the search
feature within the document management system
to look up vendor invoices and provide quicker
answers to vendors who call with questions. The
visibility, time and cost savings, increased manager
accountability and the integration with Microsoft
Dynamics positively affects all aspects of the enterprise, from corporate to the vendor and beyond.
Certainly, it’s a daunting task to automate the
invoicing processes of a company with multiple
locations. However, a document management/
AP automation solution can help streamline previously paper-based AP tasks because it integrates
with Microsoft Dynamics GP and offers the flexibility to handle unique business processes.
Alyssa Putzer is the marketing communications
specialist at Metafile Information Systems

PROFILED: JYSK NORDIC

R E TA I L A N D H O S P I TA L I T Y

Supporting business
growth strategies
European furniture and accessories retailer turns to Veeam’s backup
solutions to keep its distribution centres up and running at all times

W

ith offices throughout Europe, JYSK
Nordic is a fast-growing retailer of
furniture and accessories with a passion for Scandinavian design. The company’s
products bring sophistication to living spaces at
an affordable price for millions of customers.
To keep pace with customer demand, JYSK
Nordic is expanding its distribution centres in
Denmark, Sweden and Poland and is in the process
of building a new distribution centre in Bulgaria.
“Making sure our customers receive their orders
on time is a top priority for us,” says Anders Harder,
team manager of IT server operation at JYSK
Nordic. “Our distribution centres must run 24/7 to
fulfil customer orders and pull stock for our stores.
Just one hour of data centre downtime could cost
the company a considerable amount of money.”
Robotic systems supported by SQL Servers automate fulfilment in JYSK Nordic’s distribution centres. These must be available 24/7, as must e-mail.
Microsoft System Center Operations Manager
monitors the company’s physical infrastructure.
When slow backup and recovery of these critical systems put the company at risk for downtime, the IT team acted quickly.
JYSK Nordic turned to Veeam to support its
business growth by delivering 24/7 availability in
its distribution centres and offices. Veeam also
supports the company’s data growth – which is
currently around 30% year on year – by delivering capacity planning and right-sizing reports
directly into the System Center console.
“Before we deployed Veeam, our IT infrastructure wasn’t agile enough to support rapid changes
demanded by the business and ensure fast time to
market,” says Harder. “Veeam succeeded in making us agile. We secured 24/7 availability of critical
IT assets and assured the business we can fully support their time-to-market requirements.”

Veeam Backup & Replication delivers constant
availability through fast backup and recovery,
enabling JYSK Nordic to shorten recovery time
and point objectives. Fast backup is achieved
through Veeam Backup from Storage Snapshots.
Veeam makes backups of virtual machines residing on HP 3PAR StoreServ as often as necessary,
which provides several restore points.
Fast recovery is achieved through Veeam’s
high-speed restore features, such as Veeam
Explorer for Microsoft Exchange. Veeam helps
JYSK NORDIC recover employee e-mail in
minutes, meaning business communications are
not interrupted. Veeam Management Pack for
System Center also supports the company’s data
growth by delivering capacity planning reports
directly into the System Center console.
Harder also uses Veeam Endpoint Backup Free to
back up his Windows-based laptop to the company’s Veeam repository.
Thanks to Veeam, JYSK Nordic can support its
business growth strategies, shorten recovery time
and point objectives, allowing customers and
stores to receive orders on time. The company is
also able to increase data centre efficiencies and
resolve any issues in a proactive way.

JYSK Nordic is
benefiting from
new levels of
business agility
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don’t want to throw it
away, can we eat it instead?
Nutritious packaging –
a dream our software could bring to life.
Innovative thinkers everywhere use
INDUSTRY SOLUTION EXPERIENCES
from Dassault Systèmes to explore
the true impact of their ideas. Insights
from the 3D virtual world enable
manufacturers to investigate new ways
to package their products that improve
both their commercial and environmental
performance. How long before they’re
improving their taste too?

It takes a special kind of compass to understand
the present and navigate the future.
3DS.COM/CPG

