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TRACY ISSEL: MICROSOFT

New technologies are helping to reshape the world
of retail. Real-time pricing visibility solutions are
enabling retail organisations to manage promotions
and maximise sales opportunities across all channels.
And cloud-based inventory optimisation solutions
are empowering retailers with the product and
customer insights they need to make every inch of
their shelf space count.
Find out more about this in the coming pages,
where you’ll also discover how Costa Coffee is
reaping the rewards of archiving and compression,
plus much more.
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Optimising inventories
L U K E S H AV E : M I C R O S O F T
D AV I D M C C L E L L A N : N E A L A N A LY T I C S

Cloud-based inventory optimisation solutions empower retailers
with the product and customer insights they need to make every
inch of their shelf space count

I

Neal Analytics’
Inventory Optimization
will help retailers to
plan how they use shelf
space to drive sales

n 2002, general manager of US baseball team
Oakland Athletics Billy Beane noticed something
that no one else did: players were being evaluated
based on gut feelings, folk wisdom and outdated
standards of measurement. Facing limited spots
on the team’s roster and significant budget constraints, Beane used statistical methods (sabermetrics) to objectively evaluate baseball players.
Seeing the value of players where others did not,
Beane recruited the best players and Oakland
Athletics became a competitor of top teams like
the New York Yankees – despite its low budget.
Retailers and consumer packaged goods (CPG)
companies need to treat every inch of shelf space
like a spot on Beane’s roster, using statistics to
ensure that all stock keeping units (SKUs) positively contribute to weekly sales.
Today, 35-40% of retailers’ total inventory is
stuck in non-performing SKUs that contribute
less than 5% to total sales. To eliminate waste
and optimise their inventory, retailers and CPG
companies should implement SKU rationalisation, using analytics to determine the merits of
adding, retaining, or deleting items from a shelf.
Currently, most retailers and CPG companies
analyse SKU performance at a top level – such as by

region or channel – on a biannual, or annual basis.
However, this only gives a blurry picture of SKU
performance so they don’t get detailed insight into
what makes their products desirable in particular
markets, making them slow to adapt inventories to
customer demand. Instead, companies must make
frequent SKU decisions across an entire channel.
Built on Microsoft cloud technology, Neal
Analytics’ Inventory Optimization solution
offers a new way to manage dynamic, responsive
product portfolios by providing granular visibility into individual SKUs.
Inventory Optimization enables retailers to analyse product characteristics and market preferences
to provide merchandise managers with quantitative
forecasts that precisely predict sales lift for every
possible product mix. CPG companies can use the
solution to analyse which SKUs perform best in
each market, identifying peer groups of outlets for
every channel, region, or market demographic.
Armed with accurate insights and future
sales projections, retailers and CPG companies can tailor a product portfolio to individual
stores or markets, satisfying customer demand.
Meanwhile, merchandisers can harness the
guidance generated by Inventory Optimization’s
machine learning capabilities to move under-
performing SKUs to more appropriate markets,
or eliminate them. By doing so, they can devote
every inch of shelf space to products that are successful in that market. This lifts sales and profits,
improves product availability, reduces stock-outs
and eliminates unsold products.
Luke Shave is global industry marketing lead
for CPG and Retail in Microsoft’s Cloud and
Enterprise Group and David McClellan is practice
director for CPG and Retail at Neal Analytics
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Unifying retail channels
Avanade’s Marcos Suárez explains why multichannel content management
is key to retail success in the era of the connected customer
BY REBECCA GIBSON

A

vanade is working with one of Italy’s biggest grocery chains, which has over 1,000
physical stores, a successful e-commerce
site and a mobile app that is used by three million customers. In the past, siloed processes and
systems prevented the retailer from offering a
consistent customer experience across these
channels. However, this has changed thanks to the
Commerce Cloud multichannel content management system implemented by Avanade.
“Supported by Microsoft Azure, the platform
maintains all information about the products,
prices, discounts, promotions, loyalty programmes and members, and more,” says Marcos
Suárez, retail strategy and growth director at
Avanade Europe. “Now mobile customers get an
experience consistent with other channels, and
obtain promotions that can be used in the store.
We’re extending the solution to improve online/
mobile click-and-collect order management.”
The Italian company is just one of many retailers that is adopting a multichannel content
management system to give customers a unified
cross-channel shopping experience.
“Digital platforms like Uber, Amazon and
Netflix are redefining the customer experience,
so consumers now expect the same experience
when they interact with retailers and purchase
products via mobile apps, e-commerce sites and
social media, as well as traditional physical stores,”
says Suárez. “Cloud-based multichannel content
management systems provide a central hub to
orchestrate all product and commerce-related
information, making it easy for retailers to deliver
the same experience via channels as they emerge.”
The benefits are two-fold. Customers see consistent product, pricing, promotions and brand
information, while the retailer has an integrated
view of how products are performing, how customers are interacting with their brand, and a
real-time overview of stock levels.

“Now mobile customers
get an experience
consistent with other
channels”
“When customers get the same personalised shopping experience via every channel, they develop a
stronger relationship with the brand, which boosts
loyalty and drives sales,” Suárez says. “Meanwhile,
retailers can guarantee that any product or pricing
changes are instantly reflected across all channels
so customers don’t see out-of-date information.
Plus, the merchandising, purchasing and marketing teams can collaborate to better understand customer behaviour and product trends, and develop
more effective marketing campaigns.”
Suárez recommends that retailers implement
multichannel content management systems as
part of a wider digital transformation journey.
“A holistic digital transformation initiative that
covers digital customer-facing channels, sales,
services and also internal processes will help
retailers to make operations more efficient, boost
employee collaboration, drive sales and more,” he
says. “Working with an experienced partner like
Avanade enables retailers to gain an overview of
their current business situation, identify opportunities for change, and develop the optimal strategy to ensure a successful transformation.”
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Driving into the future
DXC Technology helps Australia-based car auctioneer to implement Microsoft Dynamics 365 and
begin its enterprise-wide digital transformation

F

or more than 50 years, Pickles Auctions
(Pickles) has provided car valuation and
auction services across Australia. In the
past, Pickles solely relied on in-person auctioneers, but competition from the online car sales
industry prompted it to offer online bidding
for in-person auctions. However, its aging and
expensive legacy systems prevented it from further expanding its services.
“Pickles needed to replace its entire business
platform, not just to free up the IT team from the
burden of daily maintenance, but also to improve
the company’s competitiveness in the disrupted
marketplace,” says Ivan Goh, enterprise resource
planning (ERP) delivery lead.
Pickles wanted a cloud-based ERP solution
that would provide visibility over all operations,
a single source of truth for decision making,
and the flexibility and scalability to develop new
partnerships and expand its buyer base. As an
existing Microsoft customer, Pickles opted to
implement the cloud-based Microsoft Dynamics
365 for Operations solution with the help of
Eclipse, a DXC Technology Company.
“From the initial evaluation, we could see
the DXC Eclipse team was highly cooperative,
knowledgeable and credible in the industry,”
Goh explains. “The team took the time to understand our business, which was very important
to us. When an auction is scheduled, come rain,
hail or shine, the auction will go forward. We do
everything it takes and there was that same sense
of spirit we saw in the DXC Eclipse team.”
DXC Eclipse and Pickles agreed on a fivephase project that started with restructuring
the company’s accounts to give the car auctioneer access to operational and financial performance data. Phase one was completed on time
and under budget.
“Now that we have a cloud-ready solution that
can scale up easily and quickly, we can start
exploring some of the opportunities in new ventures,” remarks David De Jonge, chief financial
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officer at Pickles. “The technology implemented
with this project is the backbone of the wider
digital transformation of our business.”
DXC Eclipse has completely replaced one
legacy system with Microsoft Dynamics 365,
and integrated the solution with Pickles’ other
large legacy systems. Employees can now access
systems from anywhere, rather than just from
inside the office, improving productivity.
Pickles plans to grow the Microsoft Dynamics
365 footprint throughout the company, decommissioning legacy systems as it goes.
“We have an exciting journey ahead of us that is
going to impact many people,” says Goh. “There’s
an absolute trust between Pickles and DXC
Eclipse. We’ve created a strong partnership and
we’re invested in carrying on the journey, especially now we’ve seen the success of phase one.”

Microsoft Dynamics
365 is making it easier
for Pickles to manage
car auctions
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Modern pricing strategies
L U K E S H AV E : M I C R O S O F T
STEVE PEPPLER: FLINTFOX

Retailers and consumer packaged goods companies need realtime pricing visibility to manage promotions and maximise sales
opportunities across all channels

R

Flintfox’s solution
provides retailers with a
single source of pricing
truth for their stores
and digital channels

etailers and consumer packaged goods
(CPG) companies are selling across more
channels than ever before to meet customers’
expectations and to remain competitive. As the
sales process has become more complex, so too
has managing pricing and promotional activities
across disparate systems and devices.
Disconnected spreadsheets, apps and manual
processes exacerbate the challenges of managing
promotions and trade spend across multiple stores
and channels. Many retailers and CPG brands
don’t know how successful their prices and campaigns are until their end-of-month report. The
lack of visibility hurts: a Nielsen study found that
20% of CPG revenue is spent on trade promotion,
yet more than 50% of that results in a loss.
In addition to cutting promotion costs, retailers and CPG companies must adjust prices more
quickly to keep up with the evolving global market. For example, online retail giant Amazon
changes its prices more than 2.5 million times a
day, maximising revenue and preserving margins.
Existing pricing and promotion tools weren’t
designed for today’s fast-paced environment.
Often, traditional multichannel software requires
manual processes for updating and managing

pricing so retailers can’t react swiftly to price
changes. Companies must ensure their gross
margin is higher than product costs for successful
promotions, so reducing operational costs is key.
Retailers and CPG brands need a new approach
to drive real-time pricing and offers so they can
maximise sales opportunities. Often, a simple 1%
increase in net price can increase operating profit
by 10%, according to software provider Flintfox.
The Flintfox Pricing and Promotion Execution
solution provides the real-time pricing visibility
and control retailers and CPG companies need.
It uses a Microsoft cloud-based pricing engine to
calculate thousands of pricing requests per second,
streamlining processes, improving pricing speed
and calculation accuracy. Companies can easily
maintain pricing rules and trade agreements,
while maximising earnings and minimising the
amount of money left on the table.
Flintfox’s solution integrates with existing systems and consolidates disparate sources of pricing,
providing retailers with a single source of pricing
truth for all their omnichannel trading needs. This
approach provides unrestrained pricing flexibility
on any product or customer attribute, enabling
companies to satisfy evolving customer demand
and match competitor pricing without compromising accuracy. The solution also provides realtime performance and transactional insights so
teams can understand trade profitability.
Together, these insights empower retailers and
CPG companies to quickly take corrective actions
to drive revenue growth.
Luke Shave is global industry marketing lead
for CPG and Retail in Microsoft’s Cloud and
Enterprise Group and Steve Peppler is chief
product officer at Flintfox
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Archiving and
compression
brews success
Having grown tremendously over the last decade, UK coffee brand
Costa Coffee has to deal with a massive amount of data. With help from
SQL Perform it is streamlining its systems and improving efficiency

W

hen the two Italian brothers Sergio
and Bruno Costa started their coffee
shop in London in 1971, their only
concern was to bring their passion for coffee
to the UK. Today, Costa Coffee is a household
name in almost 30 countries worldwide: it
is sold at over 5,000 destinations – from traditional coffee shops through to the popular
Costa Express machines that can be found in a
variety of different outlets.
The company’s success in this very competitive
market is not coincidental. Costa’s extraordinary
achievements are thanks to its continuous quest
for quality, its concerns for sustainability and the
environment, and its ambition based on ample
experience. Not forgetting its signature Mocha
Italia blend of coffee, of course.
As a rapidly growing company, Costa Coffee
was witnessing an equally rapid rise in the
amount of data it had to contend with. Keith
Patterson, solutions architect at Costa Coffee
explains: “Based on the size of the company
and the growth of the business, we needed to
archive some of the data we held in our core
database, which was extremely large. If we
didn’t take action, our database would have
kept on growing at the rapid rate of approximately 12 gigabytes (GB) data per month.”
Costa Coffee decided to look for an archiving solution provider to help. “Our Microsoft
Dynamics NAV agent highly recommended
SQL Perform,” Keith Patterson explains. “The
team at SQL Perform then gave us a very
good demonstration of the capabilities and
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solutions they could offer, which suited our
requirements perfectly.”
Costa and SQL Perform went on to split up
the archiving effort in different phases. The
first phase concerned the general ledger of the
finance department and was the most urgent.
“The archiving solution allowed us to move the
oldest three years of data into a new archiving
database,” Keith Patterson says. “We still have
access to that information, but it is not held
directly in the production database of our enterprise resource planning solution.”
SQL Perform implemented the archiving
seamlessly. “This first phase enabled Costa to

H O S P I TA L I T Y

reduce its production database by 75GB and 80
million records,” explains Adriaan Van Bauwel,
SQL Perform’s managing director.
The finance department immediately benefitted. “We have approximately 180 users working
in the finance system, who could have been
affected in many ways by the changes, but they
experienced no transition problems at all,” Keith
Patterson explains.
The following year, archiving was repeated with
an enlarged scope, this time including posted
documents in the sales and purchasing department. “This led to savings of 170GB and 177
million records,” says Van Bauwel.
In 2017, the archiving scope has been extended
even further to include customer, vendor and
item ledger documents, leading to a saving of
190GB and 266 million records.
“With the archiving deployed at Costa Coffee,
the resulting database size always oscillates
around the same level,” Van Bauwel explains.
“Every time archiving is executed, complete
functionality of the archived records remains
since users have complete visibility over the
archived records.”

SQL Perform’s archiving solution helps Costa
Coffee to have control over the growth of its
Dynamics NAV database. “This contributes in
keeping application performance stable and in
executing all standard database maintenance
tasks within the scheduled timeframes,” Van
Bauwel adds.
Archiving will continue to be completed on an
annual basis. “The advantages that this gives us
are manifold,” says Keith Patterson. “It improves
the performance of our systems and the suitability of our data in the future, as well as the efficiency of users, who are able to carry out their
database searches quicker. Archiving is definitely
worthwhile from a business point of view.”
Overall, Costa Coffee is very happy about
its cooperation with SQL Perform: “The solution works fantastically well,” concludes Keith
Patterson. “We have formed a very good relationship with the SQL Perform team, which has
a very interesting perspective and a wealth of
knowledge. The team is very easy to work with,
and is able to listen to our requirements and
concerns. We’re looking forward to continuing
to grow and develop our relationship.”
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want exclusive style, can our
home become a fashion house?
The 3D virtual shopping experience –
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 are unlocking
new shopping experiences that bring
consumers and designers closer
together. How long before the living
room and the fitting room become one?

It takes a special kind of compass to understand
the present and navigate the future.
Our partner: Julien Fournié
3DS.COM/CONSUMER-GOODS

