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Executive Summary

The partnership between retailers and their sugdhias always been crucial to the
successful retail operation. Retailers do not mactufe the goods and services they sell
to the public. These must be procured through seppartners who can be counted on to
deliver a sufficient quantity of quality goods teet customer demand. Suppliers and
manufacturers of consumer goods do not normallydgeictly to the public. They

depend on the retailer to provide an outlet forgheds that they manufacture. While the
relationship between retailers and their supplgetrers has undergone significant
changes during the evolution of retailing, thistelinship remains a crucial link in the
retail supply chain.

Steady growth in consumer spending for retail gand$sservices has provided abundant
opportunities for both retailers and their suppfiartners. But the rise in spending has
also resulted in a fiercely competitive retail enmiment. Retail giants such as Taffet
and Wal-Mart" sell many of the same products and compete foyrafthe same
customers. The thousands of suppliers that prayoadels to big-box retailers must
compete with one another for shelf space at thaissahlocations. The “retail

revolution” has resulted in an explosion in theikdlity of retail products: retailers
select products from a world-wide network of mawtieers and suppliers and make a
vast array of goods and services available to tlyinlg public.

Despite the protracted expansion in retail spendhmgeconomic upheaval of 2008 -
2009 has revealed the limits on growth in consuspending. Demand for goods and
services initially fell sharply in the Fall of 20@@cause of a drastic decline in consumer
confidence and high levels of unemployment, resglin a dismal holiday season. While
the economy in the USA and elsewhere is now shosiggs of improvement, a “jobless
recovery”, tightening of consumer credit, higherisg rates, and continuing lack of
consumer confidence all suggest that a returndergressionary growth rates in
consumer spending is unlikely in the near fut@ensumers are returning to stores for
the 2009 holiday season, but they are spendingaled&xpecting more for their retail
dollars. Competition is likely to intensify in aire@ady hyper-competitive retail market as
retailers struggle to retain customers and mairgeofit margins.

The new realities and challenges in the retail rmvnent are forcing the retail giants to
scrutinize their operations for ways to improve #fiiciency of supply chains and retain
market share. Slower growth or contraction isljiker even the largest retailers, as they
struggle to reduce costs and remain profitabledith@hal scrutiny of all aspects of the
business will force suppliers to defend their sepHice from encroachment by
competitors and demonstrate the profitability @ithproducts and services to their retail
clients.

Information is the key asset in today’s highly catijve retail environment. The vast
amount of information generated by a retail operais the basis for the business insights
used to gauge consumer demand and improve théeafficof the retail supply chain.
Suppliers who are constantly monitored and evatliayetheir retail partners need
information to defend their shelf space and makectise for new products. This paper
briefly describes how retailers leverage informatssets in the running of their



businesses and how this affects the operatiortseafsupplier partners. It explains why
information is crucial for suppliers wishing to lwhealthy and profitable relationships
with their retail customers and the ways in whicis information can be acquired and
employed as a business asset. Finally, it exantimeeseveral options available to
suppliers for obtaining the insights that they neerdun their businesses.

Retail Business Intelligence

Mega-retail chains consisting of hundreds of larsiand superstores stocking
thousands of items and selling to millions of castos are by nature information driven
businesses. As little as fifty years ago, retailvass dominated by privately owned “mom
and pop” shops and independently-owned departnergss Business insights required
for operating and planning were provided by knowksible owners and employees who
knew their products and their customers. In todagftail environment information has
taken the place of intuition. Big-box and speciaéitailers have invested enormous sums
in information systems that provide business irsiglexecutives, store managers,
corporate analysts and others who are responsibleifining the business and making it
profitable. These systems generate the informdkiahis needed to measure the
company'’s performance and formulate strategieseting its business goals. The
process of collecting information for use in busmanalysis and decision making is
generally referred to astail business intelligena@l).

Retail business intelligence is the set of processes and tools that retailers use to
collect, organize, and distribute information throughout the organization.

The information provided by business intelligence systems is the basis for
dap-to-day decisions and future planning. These sustems carefully scrutinize
every aspect of the business, including vendors and other business partners,
and provide the insights needed to improve performance and increase
efficiency throughout the retail organization.

Bl allows members at all levels of a retail orgatian to find the answers to many
important business questions such as:

What items are most profitable in a particular gatg? How do sales for these
items compare to last year? How do we compareg@dmpetition in this
category?

Approximately how many sales are lost due to stmdk? Would additional
investment in inventory increase sales and impomstomer satisfaction?

Is sell through percent tracking within an accejgtabnge?
What is the effect on sales of manufacturer rebatespromotions?

What does the competition charge for an item?



Who are our best customers? What can we do totkeap coming back to our
store?

What pack sizes do customers prefer?

The mission of a Bl system is to provide tight datato theright personat theright

time, so that anmntelligent decisiorcan be made. Bl systems make scrutiny of every
aspect of business operations possible and dssistganization in finding new ways to
reduce costs, improve relationships with custoraasbusiness partners, and make the
operation more profitable.

Bl systems must perform a variety of complex fumasi to make information available
throughout the retail organization. The followinggtam illustrates how information
flows through a retail organization and a few @ thany roles and business activities
supported by a retail business intelligence system.
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The Role of Business Partners

Mega-retailers depend upon thousands of supplitngra to provide the right products
in sufficient quantities to meet customer demandi @&tra cost that is profitable to the



seller. In the fiercely competitive environmentabdern retailers, retailers constantly
evaluate the performance of suppliers. Failurestover quality products at the right time
results in empty shelves, lost sales, customeatiéfaction and defection to competitors.

The importance of the partnership between theleetand the supplier ensures that
suppliers are subjected to constant scrutiny. Retginess intelligence systems deliver a
constant stream of information about the performeasfcsupplier partners and the items
they supply. Key metrics assess the supplierabgity and the sales performance of
their items. Retailers cannot afford to retain pars who are unreliable or products that
perform poorly. The partnership between retailed suppliers remains as important as
ever, but the dynamics of the relationship havengkd dramatically with the evolution

of retailing over the past several decades. Whilailers once competed for the attention
of manufacturers, they now most often dominatepténership. Suppliers have become
largely role players who are expected to suppe@sthategies and business objectives of
their retailer customers. Suppliers who fail to swea up to the standards established by
the large retailers can expect to be placed ongpiatary status or replaced by their
competitors. The following diagram illustrates & fef the many measurements used by
retailers to evaluate the performance of their Bapp

Item / Category Sales Analysis
Sales Rank (Top & Bottom)
Delivery Accuracy & Timeliness
Actual vs Forecast Demand

In Stock %
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Exception Processing in Retail Business Intelligence

The size of today’s mega-retailers means that Biesgs must monitor an enormous
volume of business activity. Buyers and categorpagars in the retail organization are
often responsible for managing thousands of iterogiged by hundreds of suppliers and
manufacturers. It is impractical for these indivatiuto review the vast information
generated by the Bl system on a routine basisdtioesas this problem, retail business
intelligence is largely aaxception managemesystem. The role of the analyst is to
identify opportunities for improvement in the op@ra of the business. The Bl system
supports this role by monitoring the voluminousadgénerated by business operations
and alerting the analyst when some unexpectedraratal condition in the data is
detected. The nature of business intelligence identify areas in the business where
actual or potential problems exist that requiredtiention of an analyst. It does this by
scanning thavailable data in search of specific conditions thdicate something that is
unexpected or in need of attention. An inventoriraftstock condition is an excellent
example of an exception, where inventory has bednaed to zero or falls below a
predetermined minimum quantity. In this case, theyBtem compares the actual amount
of stock available for an item to a pre-determinedimum quantity. An alert is issued in
a report or other medium for items that are beloathreshold. Alerting the right person
to the problem can result in action that prevenss $ales and increases customer
satisfaction.

As a general rule, exceptions occur when the daligate a deviation from a
predetermined standard, or a change is detectetideanot been anticipated. In other
words, measurements are taken against a standtmeshold and an exception occurs
when something is above or below the thresholdutside the boundaries of a prescribed
standard. By definition, anything that meets tlandard can be safely ignored as nothing
undesirable or unexpected appears to be taking plde following table shows some
typical examples of exception conditions flaggedal®l system.

M easur ement Description

Sales Trending Sales values are tracked over tmexception is generated when
values show a significant decrease or change over(e.g., Sales Value
shows a significant decline from same period lastryr other like-for-
like comparison).

Out of Stock An exception is generated when invgngmiantity on-hand at a location
is zero or reduced below the minimum quantity. toc® % can then be
calculated based on the number of exceptions dwtravithin a certain

period.

On Order Past Due An exception is generated fdsm order where ETA occurred one
week ago or longer.

Sell Thru % Inventory calculations like this one aften turned into exception
conditions when they fall outside of a certain gtedmined range of
values.

Forecasted Sales An exception is generated wieefotbcasted sales quantity for an itenf

misses actual sales by a certain percentage albdeaiav.

Retail business intelligence strives for constamgriovement through exception
management.



Discount retailers, operating in a fiercely comipeti business environment, strive for
constant improvements in the efficiency of the syppain and the level of customer
satisfaction. They believe, with good reason, shavival in the retail marketplace
depends upon exploiting every opportunity to imgrdveir business practices. Business
intelligence systems are designed to identify dagl &reas in need of attention, making
constant improvement its primary goal and funct®yits nature, exception
management takes an “if it isn’t broken, we doéd to fix it” approach, often ignoring
those aspects of the business that meet expedatnmhdirecting attention to those that
do not. The reality is that suppliers don’t genlgregceive much attention for meeting the
expectations of their retail clients. It is far radikely that suppliers will hear from

buyers or analysts when some problem has occuudas a recurring stock out or a
sudden decline in sales.

Aligning Your Business with Your Customer

Suppliers can avoid unwanted attention by carefulibnitoring the performance of the
products they provide. Alerting clients to potehgioblems before they occur builds
credibility with your customer and may lead to newsiness opportunities. Taking an
active role in the partnership with the retaileramg knowing as much as you can about

* The role that your products play in the businesstejy and objectives of the
retailer.

» Customer demand based on sales history and ottterdaand your expert
knowledge of your products.

» Current or future factors that affect demand faunyitems.

When you act as a true business partner with thée® you araligning your business
with your customer’s businebgcause you

* Make your customer’s problems your problems.

* Become an information provider for your customeos#job depends upon
reliable and current information.

* Enable collaboration between you and your custanessues that affect the
interests of both parties.

Achieving these goals requires access to informdtiat is current, accurate and
complete. Discount retailers provide their busineartners an opportunity to obtain
valuable information directly from the source thgbiservices such as Target's Partners
On-Line™ and Wal-Mart’s Retail Link". These information services offer several
distinct advantages to business partners including



» Access to detailed and reliable information at miali cost that would be difficult
or impossible to obtain elsewhere. This informatoovides real-world insights
into the products that you supply.

* Access to much of the same data that your busaresgst uses to evaluate the
products that you provide and your performance sigalier. This data is trusted
by buyers and analysts because it is generatedwatited by their organization.
When you need to make a case for increasing otdexgoid stock-outs, you are
not likely to encounter objections based on thdityuer accuracy of the data.

» Credibility with your customer when your busineggidions are data-driven,
because this is how they run their business.

The following examples illustrate how informatioanefits you in addressing day-to-day
issues and demand forecasting.



Example 1: Sales Trend Reporting indicates lagging sales for an item or
item group (or a decline in sales rank)

The sample trending report indicates a general decline in sales in the past
few months with interspersed spikes in sales. Downward trends in sales that
can’t be explained by seasonal adjustments or other predictable factors
always require investigation because they can occur for several reasons.
There may be declining demand for an item because of consumer preference
for a newer competitive product, or because the item is frequently
unavailable in stores. Information is the key to uncovering the reason when
there are several possible explanations for a phenomenon.

You investigate the problem by testing several hypotheses against the data
available for the product. Let’s imagine that you discover in the course of
vour inquiry that In Stock % for the item is low, suggesting that sales are
hampered by frequent occurrences of inventory levels falling to zero or below
the required minimum.

The data suggests that lagging demand is due to inventory unavailability
rather than changes in consumer s purchasing behavior, which likely means
that potential sales are being lost. Now pou take the matter to your business
analyst with a recommendation to increase the number or size of orders. If the
business analyst accepts vour argument, it is likely to result in ordering more
items, which is obviously good for vour business. Problem solved.

If the business analyst chooses to reject your suggestion, vou now have a
historical record to refer to in the future if this is necessary. If the trend
continues (and vou will know this because vou are keeping track) vou are
likely to sway vour customer at some point in the future. You can'’t control
the outcome because the decision is out of your hands, but you can influence
it and defend vour position because vour conclusions and recommendations
are supported by the dama.



Example 2: Demand Forecasting

Forecasting is generally a collaborative effort between the retail business
analyst and the supplier. Forecasting the demand for an item or item group
is a challenging but essential part of any retail operation. There are several
different forecasting methods, ranging from simply averaging sales for the
past five weeks to highly sophisticated sypstems that employ complex
algorithms using a large number of variables.

The ultimate goal for any retailer is to match inventory investment to
actual demnand, thereby minimizing cost and maximizing sales and profit.
Retailers do not want to lose sales to competitors, or risk the possibility of
customer dissatisfaction because of an empty shelf—especially during the
holidays or other periods where sales volume is high. At the same time, excess
inventory means reduced margins as many items are placed on clearance.
Over-investment in inventory due primarily to inaccurate forecasting for the
2008 holiday season turned a bad season into a disaster for many retailers,
resulting in extreme cases in bankruptcy and store closings.

As a result, retailers placed high priority on accurate forecasting for the 2009
holiday season in an effort to avoid losses resulting from excess inventory.

Accurate forecasting minimizes risk to pour business, just as to vour
customer. You want to forecast changes in demand as accurately as possible
to avoid losing sales due to underestimates or getting stuck with the cost of
excess stock because of overestimates.

Diligent and accurate forecasts are one of the best wauys to build credibility
with your retail customer. You probably know the factors that affect
demand for vour products as well as anyone. While you cannot predict the
future with complete accuracy, relying on sales history and other
information (such as third-party market data) is the surest path to making a
good guess. In addition, vou can consistently improve your forecasts by
comparing forecasts to actual numbers and uncovering the reasons when
discrepancies exist. Improved accuracy and consistency in forecasting will
build credibility with the business analyst and allow vou to influence the
outcome of decisions that affect your business. Again, you will probably not
win every battle, but vour case is immeasurably strengthened when it is
backed by the actual data and a history of reliable forecasts.

Even though you won’t win every argument with yoetail partner, you can build
credibility by making your arguments based on @aé backing them up with
information. You will be taken seriously once yaawvk established yourself as someone
who argues from the facts. Needless to say, theralaays alternative explanations for
something, but any interpretation is inestimabigrsgthened when it is supported by
reliable and undeniable facts.
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Choosing a Bl Solution

Suppliers have no less a need for business infaymdtan their retailer partners. While
suppliers can expect significant business bentefita retail business intelligence,
generating and distributing information throughautusiness organization, even a small
one, is a major undertaking that requires planaimg careful allocation of limited
resources. Mega-retailers invest enormous surieimfrastructure required to generate
sophisticated business intelligence, including cotaphardware and software and
development and administrative staff. Supplierstrfind ways to meet their information
needs that do not exceed the resources that ateldean their smaller businesses.

The purpose of a business intelligence systempsaade the right information to right
person at the right time. The functional requiretaaf a Bl system for suppliers do not
differ substantially from retailers, although osraaller scale. These requirements are
briefly described in the following table.

Functional Requirement Description

Data Acquisition Downloads sales, product and ottata from the retailer site or a
third-party provider into a historical databaselocument, making it
available for reporting.

Reporting Retrieves the data from the databaseaisrdent into a presentable
format (e.qg., reports, graphs, dashboards or atbenments).

Data Distribution Distributes the data throughdwg supplier organization according to
business role.

Many suppliers employ a manual process in whicld#ta are copied from the retailer’s
site and pasted into a Microsoft EX¢ekpreadsheet or other application on the user’s
desktop. The “cut and paste” approach is attratteeause it meets the most basic
information requirements and requires little onmeestment or technical expertise.

While the manual solution undoubtedly requiresl#ast investment, this must be
weighed against the hidden costs associated wéetiaus and repetitive process that
consumes valuable resources, delays access tatdneadd inhibits effective information
retrieval and distribution. Manual extraction raggia minimum of several hours of
work on a weekly basis and possibly much longeedding upon the volume of the
data and other factors. The individual respondiime¢he task, who might be someone
with a significant amount of responsibility andaage workload, is unavailable for other
tasks during the time required to complete the ggescMoreover, information that is
essential for such activities as making forecasteder recommendations is not
available until the manual process is complete. lMadata acquisition can also be
delayed if the responsible individual is not avialéa Delays can have a serious impact on
business operations if, for example, orders mugtideed by mid-week and data are not
available for one or two working days. In additiorthese problems, manual processing
makes sharing of data among internal teams orlamiion with business partners
difficult. Spreadsheets must often be transferiacemail or other manual processes.

Automating this process using database softwaregepuatt development tools requires
significant investment, but offers many advantages manual processing:
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* Automated data retrieval from the retail site ardlparty provider.

* Robust reporting and business insights tailoredéet the needs of specific
business roles.

* Integration with third-party data and additionaltns designed to provide new
business insights and identify opportunities.

* Retention of data for historical and comparatiyeoréing for up to five years.

» Customized alerts and thresholds that allow yoetognize and rectify potential
problem areas.

» Sharing of information throughout the organizatath consistently formatted
reporting.

The following table compares manual processingfairmation to an automated Bl
system.

Function or Manual System Automated Bl System
Component
Data Acquisition Cut and paste into Excel or Data are automatically downloaded from
(from retailer site or other Microsoft Officé™ the retailer or a third-party provider to a
third-party). document. local database such as Access, SQL

Server, Oracle. The information is
available for use as soon as the automated
process is complete.

Report Development Reports must be copied from| Reports are developed using a BI tool
the retailer site or manually such as COGNOY' Business
formatted in Excel or another ObjectsTM MicroStrategw or

d tt . . . .
ocument type Microsoft Analysis Serwce@"). These

tools allow multiple views of the data
customized for specific users and business
roles. Reports are regularly refreshed from
the database and available to users on
demand.

Report Distribution Data resides only in the Data are stored in a central database ang
documents where it has been | displayed to users throughout the
pasted and access is limited to| organization on demand as reports,
individuals with access to the graphs, dashboards or other formats
media. Distribution of created with the reporting tool.
information is limited to emails
or other manual processes.

Data Storage and User authentication and report| Data are securely stored in the local
Security level security is normally not database. User authentication is requireg
available. for access to the database. User access|can

be limited to specific data.

Data Retention Data must be retained in ExgelData are retained subject only to the
or other documents and is storage capacity of the database (genera
subject to the maximum storage very high).

y
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Function or Manual System Automated Bl System
Component

capacity of these documents.

Data Distribution to Not available. Available with some Bl tools at adzhal
mobile devices or cost for hardware and software.
Office documents.

While the business benefits of a home-grown Blesysare considerable, the cost of
ownership may be prohibitive for many small to numlisize companies. Robust Bl
development tools are not only expensive, but @dgaire knowledgeable and
experienced staff to create and administer regpepplications. In addition, an in-house
Bl system requires purchase or allocation of ressifor the database platform and
general maintenance and support. In addition tdnidje cost of ownership, the time
required to install software and hardware compaantl create applications presents a
further obstacle.

Low-end reporting solutions may provide a lesslgadternative in some cases. These
solutions generally consist of pre-fabricated répets that are difficult to customize to
the specific information needs of users, or requsers to create their own reports. As
might be expected, these less costly solutionsol@mploy the sophisticated features
that are available with high-end BI tools runnimgsmphisticated database platforms.
Companies that depend on the availability of infation are likely to outgrow the

limited capabilities of these tools very quicklgréing then to resume the search for a Bl
solution that meets their needs but is not cosltiprtve.
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The Software-as-a-Service (SaaS) alternative

The Software-as-a-Service (SaaS) model offersf dleadvantages of an in-house BI
system at a cost that is affordable for the snoathédium-size business. In the SaaS
environment, all of the functions required for implenting a Bl system are performed
remotely by a third-party, resulting in a high-eBidsolution that is far less costly and
much easier to implement. The SaaS solution i®menpetitive with low-end solutions,
while providing the robust solution that is onlya#lable with high-end BI tools running
on sophisticated database platforms. The Saa®alitex has many advantages over
other options, including:

* A ssignificant reduction in investment by eliminaithe high in-house cost of data
acquisition, report and application developmend, @formation distribution.

» Easier and quicker deployment and implementatibbonvang the organization to
leverage information assets almost immediately.

» Advanced features only available with state-of-#éineBI tools such as
sophisticated “slicing and dicing” of data, dashidgaand alerts via the Web or
mobile devices.

Client Site Web | |Email | | Mobile | | Office Docs

VAN VAN AN AN
Report Distribution
(Remote Site) Distribution Services

AN
Report Development Services Reports
(Remote Site) Dashboards
Bl Tools Alerts

I DataCubes

Central Database
2

i1
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A SaasS solution is a set of services that is pwethdrom an outside information
provider. Data acquisition, report development, exfiormation distribution are managed
by a provider at a central location. Report sesv@e provided to users via the Web so
that a desktop browser is the only requirementaSSaan also provide cost-effective
access to specialized services such as alertslidenttevices or automatic distribution of
data to MS Office documents. Enabling these sesvit@n in-house Bl system generally
requires the purchase of specialized software anditare as well as additional
programming and maintenance.

The SaaS model replaces the high cost of devel@dgnaintaining an in-house BI
system with a modest fee for enabling the serunceraonthly subscription fee for the
services provided. SaaS generally spreads theot8stmore evenly over the life cycle
of the service. Companies are not locked-in tolatiem by a substantial investment in
infrastructure and development tools. Rather, thaghase only the services that are
required to meet their information needs. The Béity of the SaaS solution allows
additions or modifications to service levels at éime to meet changing needs.

The fully-hosted and Web-enabled solution madeiptesby SaaS is the appropriate
choice for the majority of small to medium size @amies that provide vendor services
to large discount retailers such as Targetrr Wal-Marf™. SaaS provides the robust
business intelligence solution required to effeddihmanage partnerships between
suppliers and their retail partners at a fractibthe cost of an in-house system.

The following table compares the SaaS and in-h8uselutions in several key areas.

Requirement In-House Bl System SaaS Solution

Database In-house database platform Remote database serviced and maintaingpd
(e.g., Microsoft Access*, SQL | by SaaS hosting company.
Server, Oracle, or DB2)

Report Development Bl tool (e.qg., Business Objects, Standardized Reports are developed at
COGNOS, MicroStrategy, host site and delivered to users via the
Microsoft Analysis Services) or] Web. Customization of reports can be
a report writer required to done at user site as needed using the web-
create and format reports. based tools available with most BI

products.

Data Acquisition Initiated by user and Initiated by user and automatically

(from retailer site or automatically downloaded to downloaded to a remote database

third-party) in-house database on a administered and maintained by hosting
workstation or server. company. Processing errors are addressed
Processing errors normally at the remote site by dedicated resources.

require assistance from IT or
the database vendor.
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Requirement

In-House Bl System

SaaS Solution

Report Distribution

Limited to users with access t
the local network where the
database is installed. Sharing
data outside the network
requires emailing documents o
other manual processes.
Delivering reports via the
company intranet generally
requires additional investment
in hardware and software.*

D

Reports are available to any user with
appropriate logon credentials via the
Internet.

Data Storage and
Security

Data is securely stored in the
local database. User
authentication is required for
access to the database.**

Backup of local database
required.

Data securely stored on remote databas
User authentication is required for acces
to the database.

Ul W

Backups performed automatically by hosft
company.

Data Retention

Historical data retained in
database for 2 to 5 years.***

Historical data retained in database for up
to five years.

Data Distribution to
mobile devices or
Office documents.

Available with the purchase of
additional hardware and
software.

Available as a service with licensing per
user.

Cost/ Return on
Investment

Requires significant up-front
investment for the application
software and monthly fee for
support and maintenance.
Requires additional investment
for database hardware and
software and specialized
services such as distribution to
mobile devices.

Low up-front fee to initiate service.

Monthly fee for service over the life cyclg
of the product.

Hidden/Intangible
Costs

Cost of staff training, network
administration, and periodic
fees for hardware/software
maintenance and upgrades.

Not applicable.

Implementation

Requires time for acquisition ¢
hardware and software, staff
training, and development.

f All components of the Bl system are

purchased as services from a third-party
generally resulting in a dramatic reduction
in the time required for acquisition and
implementation.

*If a Microsoft Access database is used, file shgrnay be difficult or result in data corruptiorcaading

to the manufacturer.

** User authentication may not be available if Misoft Access is used.

*** |f a Microsoft Access database is used, thewné of historical data may exceed maximum file size
recommended by the manufacturer. Check manufaatescemmendations on file size.
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Business Intelligence in the New Retail Economy

Retailing has become increasingly competitive anltist three decades as huge discount
retailers, selling many of the same or similar picid and located in close proximity to
one another, compete for the same customers. intifigcrise and increasing
sophistication of business intelligence systemaduthis period has been largely due to
this increasingly competitive environment amonghtgediscount retailers.

The recent downturn in retail spending has alreadylted in the closing of a large
number of retail outlets and, in some cases, acteduin the number of SKUs kept in
stock. SKU reduction was already a trend as retadensidered the cost of retaining
marginal products and customers complained aboutiach variety. Projections suggest
that the retail marketplace is still “over-storedid “over-SKUed.” If so, this can only
result in further reductions in the next few years.

Information that is accurate and reliable is the tebusiness success in this increasingly
competitive environment. We have seen the pivatal that business intelligence plays

in the business of your customers. Discount refikuch as Target or Wal-Mart™,
regard information as a key asset, spending mglaidollars each year to monitor the
performance of every aspect of the business. Afleet compete for fewer consumer
dollars, the role of information provided by bussaéntelligence will play an even

greater role in meeting performance goals.

Business intelligence is no less important in yousiness. It allows you to anticipate
problems before they are spotlighted by your custoand propose solutions that serve
the best interests of your business. Informatidhesactionable intelligence that guides
your business, allowing you to anticipate the neddsur customer and measure
performance against your own goals and standartge\Musiness intelligence was once
a novel concept, it is no longer an option for youstomer, or for you, in the fiercely
competitive retail environment. Without the insighat business intelligence provides,
you run the risk of falling behind your competiterplacing your business at a distinct
competitive disadvantage.

While suppliers have a real need for the businesghts and guidance provided by B,
the cost of building and maintaining these systeensins a serious obstacle for smaller
businesses. The Software-as-a-Service model proadebust Bl solution that is
affordable and cost-effective for the retail suepli
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