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Challenge: Selecting the appropriate products,
having them available in whatever channel
consumers demand while getting marketing,
merchandising, and supply chain to work
harmoniously.

~ Retail Systems Research, “Making Planning Real,
How Merchandise Plans Drive Enterprise Success”



An integrated planning,
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replenishment system is a
83 /o lenish '

Winners highly valuable
technology

~ Retail Systems Research, “Making Planning Real,
How Merchandise Plans Drive Enterprise Success”



Spreadsheets and Homegrown Solutions Rule the Day

Type of Application

B Vendorapp M Homegrown app M Spreadsheet B Combination

Omni-channel demand planning
Merchandise planning

Assortment planning & localization
Store planning

Space planning

Demand planning

Product lifecycle mangement (PLM)
Allocation

Replenishment

15% 12% 4%
27%
19%
24% 8%
15% 8%

27% 4%
23% 4%
19% 12%

31%

27%
31%
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38%
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Source: BRP Consulting, December 2018



Retail’s Technology Investment Plans

Upgrade/Replace Plans
W Upgrade/ replace within 12 months W Upgrade/ replace in 1-3 years m No plans to upgrade/ replace
Omni-channel demand planning 10% 65%
Merchandise planning 16% 48%

Assortment planning & localization 12% 52%

Store planning [EEZ 39%

Space planning 9% 41%

Demand planning 25% 42%
Product lifecycle management (PLM) 45%
Allocation 9% 39%
Replenishment 12% 42%

Source: BRP Consulting, December 2018
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Integrated Planning Challenges

» Current processes and technologies pose the greatest challenge for retailers striving for

integrated planning.

Greatest Challenge for Buy-in to Integrated Planning Solution

Manual nature of planning processes
Confidence in forecasts

Lack of Bl tools necessary to plan
Alignment with buying organization
Project approval

Manual loading of data
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Source: BRP Consulting, December 2018



QUESTIONS?
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