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The Retall Industry is Booming

Global retail sales are estimated to reach $29 trillion by 2025*

Tremendous growth is occurring in both traditional and non -
traditional retail formats

Department Outlet Ecommerce
Convenience Kiosk Omnichannel
Supercenter Affiliate Softlines
Specialty Consignment Hardlines
Luxury Subscription

Grocery Concession

Discount Store-in-store

Drugstore Shoppable media

* Source: PR Newswire/Research and Markets



The Retail industry is here to stay

Strategic Trends

Opening Stores (traditional e -commerce & shipping, returns*, cost of acquisition)

ol nve rAthD Icya | Y IiPeSo& B the enemy of every retailer in the world & Mickey Drexler
New Retail Format: Popshelf, five below (vix of dollar stores, home goods, convenience )
LARP- Live Action Role Playing (Disney, Renaissance Faires, Univeral Studios, Comicon, Star Wars)
Build to Order

Sustainable ( everlane , rothys)

Personal Branding (gen z Collusion exclusive to asos)

To J>0 T Too oo o I

Planning Response

Testing (alternate hierarchies, what -if, scenarios)

Cross channel selling

Finance and merchandising integration

Assortment planning

Nice to have 0 optimization (price, assortment, micro  -marketing)

*up from 11% 2020 to 17% in 2021, $760 billi@tudy by NRF and Appriss retail

Too J>o0 J>0 T>o >0
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Legacy planning solutions are no match for rapidly changing global conditions
We need a way to change the process regularly
And keep merchandising, operations, finance, and supply chain connected

Assortment Ladder Logistics Work Orders
Planning Planning Planning Purchase
. Orders
Apandemlc Category Promaotion Demand Capacity

ASUpp|y Chain Issues Planning Planning Forecasting Planning
AClimate Change - Sl of
AI nﬂatlon Planning Materials
Awar . uﬂ.l‘ll‘ll.l?l Receipt
APolitics G Planning
Alncome Disparities o
. . Initiative TD/BU
ARacial Tensions Planning Reconcile
ARising Energy Prices -
ANatural Disasters Productivity

Store
Planning

Labor

Planning
Merchandising Dperations
{Retail)
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> O | New use cases show up every day. What planning solution can
days or weeks?

Category planning Unit conversion Promotional planning
Trade management Supplier planning Price optimization
Space productivity Store clustering

PLM design Raw material platforming

Supply & demand Style color productivity

Fast fashion

Omnichannel Customer loyalty

BOPIS/BORIS Customer lifetime value Hot!!
Personalization | !

Affinity Halo effect Omni - Cross Selling
Lost/missed sales Bundling Clustering
Substitution sales Returns Segmentation

Integrated planning Open to buy Unit ladders
Store planning Seasonal planning Stock protection
Assortment planning  Merchandise planning Allocation scorecard

L0 L B L BB L L B L L

Price & markdown Size & pack Replenishment
Assortment Promotions Demand forecasting
SKU rationalization Allocation

spin these up in




New Worksheet

ki
AR
it
g
A
dshsge

BUDH

Mo

Configured!

g7 _..___. :
1 :_,“m B i
m } | ]
{ b mﬁs.
1 1 i
2 N E :
w p
(W '
=

Wiow  Dovelopor  Hep Ancpkn
i Geneea
Werge & Cerner = -

Ddia  Rrewew

Fermulas

Page Lavout

L
=
-
=

Insert
Calh:

< Farre Pamsr

I phrard

R e
= K Cut
L[]

Fame (cery -

kurher

Higrewan

Fare

Al

Y = wm[«[a[a[[[a's =Td]}




New Model

i & @ 0O

&

il

o &H O W

£ Modules

J Modules H Functional Areas ” Line ltems ‘

= Open | & Insert Module...

 BEewmort. | (YRefresh | Qv

| Functional Area | Applies To

| Time Scale

snaplan

Configured!

&
*chys Bottom Up Planning
L T Fuiihas:
‘Curai Dnis WA
DarET W ok i T
- T o .
InHinl MAE S
Sharting Irvenmony Zam i il 1 InHinl MGE LI
Cas L XN Lam L 1A TE i
Cas fddan L Lucn FINC Sniwty Sizck MAE s
Landiire Wepan k) x 4
Effari Hre o nan s
Initisd OO e 1440 R
P Hﬂu:llll hhw\:pd 5|b;vl.l-ﬂ M‘wﬂal SHT_..CM o
Week 1 FY [+ arpE 11012 -] A 13514 e |
ek 2 PR bl 411 1042 ] 1wl BT o3
ek 2 FYH amm =510 12042 =] ELb_ o 12,12 oA
Werk d FY a1 e anz 120 qEICE 14,53 oA
onn 10 182 0= a0 2508 192730 MG
el b FRan ane E=EL 12435 0 o} R L oA
Werk b YO ams 8 2] 12017 L= 53412 1B 3eT oA
Week TEYIA 1044 GG [0 many 1,15 [ b 1701 D3
Werk B FYIT 1044 Gad1a 1E3E0 107G TiEn REA-r D3
TN FR 1,3HE TR by b 1LI11e MTn? @332 i}
=530 00T M4 G oo i) EL2E0

Toro Diowin Flassitiog »

Alkzcation Froduction

" L
" L
Ly L
AL AL L AL AL LSS
¥ i
& o
P U f‘ & #" f P A & oA #
Wy - SEmUNTY - FOT
foumecy  Aruscy 55 Daginaing

FCET TAL =4 HAD T Gammm ] o eanraled  ETT | W awees DOHOATR
&35 1926 W05 ) LT 30034 w T 124 w3 2320 q 187
37 1A oA HELS i imn E1 - 1A -amE 1,275 L] i

LE] 1922 1573 2D 124 L10E0 arE = Lk =1 L] SI0G 143

L ELT] 14 -] s 34013 ] =) m Az 1,250 ar 141
EEEN

Ll 1233 BAF 5 | 1631 EE] 4% aLead 15 ] 1 211 1535 2 141

L] 154 1184 1560 05 ai%  L1aE 1% Y 1 =7 1,050 L H A 101
1280 ] -E0u 1o o2 [RES AR 8% % 116 -0 100 Lot 1061
1200 14 LIR] 1210 £A 4E% 1413R 1% T 100 e 1,080 1 14
LEL azs LT LR aza 1485 L1338 B W 113 =11 1,143 nast

=




Demos

ARetail Method (MFP)
AUnit Conversion
AAssortment Planning
A Anaplanwich

| KFEFNXAS af[ Af

CEO, Unicorn Candy Company

UAT Accepted Solution for
ALl | FP&A
AL2 | Supply Chain
AL3 | Sales Performance Management

\
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How to Get Started

KISS Keep it Simple! You can always add later.

A
A
A

o o I» Do

Start with pre -season or in -season to establish a baseline
Include demand planning / forecasting at the aggregate level

Start driving down to the lowest plannable level (like SKU or Style
Color)

Roadmap
Data Hub
Center of Excellence

Community

11



Maj or American Designer and Marketer of Ch

Pre - Season In -Season

Marketing Master : Size /
Plans Data Sourcing PLM Pack

v

Replenish
ment

Financial
Targets

Category
Plans

Assortment
Account Plans /
Plans PD Lines

Financial
Plans

Buy Plan

Strategy &

Plans
Demand Allocations
Hindsight Forecasts
Bromo & Clearance
MD Plans

{ } Multiple Connections O Process Input O Anaplan Enabled O Linked System }
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ERP
Operations

Data Lake
History
Master Data

f“-napian

Merchandising

American Chain of High

M&A
Modelling &
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Balance
Sheet

Annual
Operating
Planning

Store &
Operations

Sales
& Margin

Initiative
Planning

Corporate
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Store
Finance

Marketing Financg

Digital
Finance

Human Capital RQ
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Planning

Supply Chain
Finance

Channel
& Brand
Profitability

TD/BU
Reconcile

Merchandise
Planning
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Assortment
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Marketing
Budgeting &
Planning

Product
End of Life

Open to Buy

Promotion
Planning

Receipt
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Ladder
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Planning

-End Department Stores

Allocations &
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Planning
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Distribution
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Logistics
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Line Planning
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Purchase
Orders

Replenishment
Allocation
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Demo o0 MFP Retail Method

< CAT_42_Retail Inventory Method Worksheet @ < +r

Q, Find..

STARTING INVENTORY
Starting Inventory RTL
Starting Inventory CST
IMU %

RETAIL VALUATION
Beginning Onhand RTL
Receipts RTL
Markups

Goods Available for Sale RTL
MD Perm
MD POS Discounts
MD MOS
MD Total
Sales RTL
Total Reductions RTL
Ending Onhand RTL

COST VALUATION
Beginning Onhand CST
Receipts CST
Goods Available for Sale CST
Cost of Goods Sold
Ending Onhand CST

KPls
CMU %

Margin

Margin %

Cumulative Inventory RTL
Average Inventory RTL

Feb 21

$8,795
$ 5683
35.38%

$8,795
$ 4,954
$132

$ 13,881
$ 257
$14
$64
$335
$3138
$3473
$ 10,408

$5,683
$3,155
$8,838
$2211
$6,627

36.33%
$927
2053%
$ 19,203
$9,602

Mar 21

$10,408
$5228
$131

$ 15767
$ 264
$14
$65
$343

$ 3,400
$3743
$12,024

%6627
$3233
$ 0,860
$ 2341
$7519

37.47%
$ 1,059
31.16%
$31,227
$10,409

Apr 21

$12,024
$5,235
$131
$17,390
$ 256
$14
$63
$333
$3,423
$3,756
$13,634

$7519
$3.150
$10,669
$2,304
8,365

38.65%
$1,119
32.68%
$ 44,861
$11,215

Q1FY22

$8,795
$15.417
$ 304

$ 24,606
$777
$42
$192
$1,011
$0,961
$10,972
$13,634

$5,683
$9,538
$15,221
$ 6,856
$8,365

38.65%
$3,105
31.17%
$ 44,861
$11,.215

May 21

$13,634
$5,035
$ 136

$ 18,805
$ 255
$14
$62
$331
$3,471
$3,802
$ 15,003

$8,365
$3.262
$11,627
$2,351
$9,276

38.17%
$1,120
32.28%
$ 59,864
$11973

Jun 21

$ 15,003
$5,168
$132

$ 20,303
$ 259
$14
$64
$337
$3522
$3,859
$ 16,444

$9,276
$3,177
$12,453
$2,367
$ 10,086

38.66%
$1,155
32.80%
$ 76,308
$12718

Jul 21

$ 16,444
$5.170
$134

$ 21,748
$ 265
$14
$62
$341
$3.414
$3,755
$ 17,993

$ 10,086
$3,257
$13,343
$2,304
$ 11,039

38.65%
$1,110
3252%
$ 94,301
$13,472

Q2FY22

$13,634
$ 15,373
$ 402

$ 29,409
$779
$42
$188

$ 1,009
$ 10,407
$11,416
$ 17,993

$ 8,365
$9,696
$ 18,061
$7,021
$ 11,039

38.65%
$3,386
3253%
$ 94,301
$ 13,472

Aug 21

$ 17,993
$ 5044
$133
$23170
$ 256
$14
$62
$332
$3512
$ 3,844
$19,326

$11,039
$3,225
$ 14,264
$ 2,367
$ 11,898

38.44%
$1,145
3262%
$113627
$ 14,203

Sep 21

$19,326
$5,135
$135
$24596
$ 255
$14
$64
$333

$ 3,405
$3738
$ 20,858

$11,898
$ 3,166
$ 15,064
$2289
$12774

38.76%
$1,116
32.77%

$ 134,485
$14943

Oct21

$ 20,858
$5,202
$133
$26,193
$ 258
$14
$64
$336

$ 3,464
$ 3,800
$22,393

$12,774
$3.167
$ 15041
$2313
$13,629

39.14%
$1,151
33.24%

$ 156,878
$ 15,688

Q3FY22

$17,993
$ 15381
$ 401
$33775
$ 769
$42
$190

$ 1,001
$10,381
$11,382
$22393

$11,039
$9,558
$ 20,597
$ 6,969
$13,629

39.14%
$3412
32.87%

$ 156,878
$ 15,688

NA | Outlet v  Lipstick v Reset 174
"NEF Y L e B W
Nov 21 Dec 21 Jan 22 Q4 FY22
$ 22,393 $ 23,852 $ 25,125 $ 22,393
$ 5,059 $4.977 $5,101 $15,137
$ 136 $132 $137 $ 405
$ 27588 $ 28,961 $ 30,363 $37,935
$ 257 $ 255 $ 255 $ 767
$14 $14 $14 $42
$63 $64 $62 $189
$334 $333 $331 $ 998
$ 3,402 $3,503 $ 3,462 $ 10,367
$3,736 $3,836 $3,793 $ 11,365
$ 23,852 $ 25,125 $ 26,570 $ 26570
$ 13,629 $ 14,604 $ 15528 $ 13,629
$3263 $3,294 $ 3,259 $9.816
$16,802 $17,808 $18787 $23445
$2,287 $2371 $2,347 $ 7,005
$ 14,604 $ 15,528 $ 16,440 $ 16,440
3877% 38.20% 38.13% 38.13%
$1,115 $1,132 $1,115 $ 3,362
32.76% 32.32% 32.21% 32.43%
$180,730 $205,855 $232425 $232425
$ 16,430 $ 17,155 $ 17,879 $17,879

FY22

$ 8,795
$ 61,308
$1,602
$71,705
$ 3,002
$168
$759
$4,019
$41,116
$ 45135
$ 26,570

%5683
$ 38,608
$ 44,201
$ 27,851
$ 16,440

38.13%
$13265
32.26%
$232,425
$17,879

Quick links

80 item Plan

80 Home

Additional insights

ihaplan
un

B Drivers

Current Month Feb 21

Scenario to Use Baseline

Version to Use Current Plan

@ Scenario Management

‘ ) Create Scenario

‘ [@ Clear all Scenarios

(® Delete Scenario

17



Demo & Assortment Planning




