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Agenda 

 

y Value add to Retail 

 

y Demo: 
üAssortment Management  

  

y Who we are 
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ADVIZOR in Retail 

y ADVIZOR is an interactive front-end to datawarehouses.   

 

y ADVIZOR enables business end-users to quickly analyze data and then make 
decisions themselves, without relying others to perform analysis, produce 
custom reports, or interpret results. 

 

y ADVIZOR leverages leading edge in-memory-data-management, data 
visualization, and predictive analytics technologies 

 

y Strong value add in Retail: 
ü Assortment Mgmt 

ü Customer Insight 

ü Survey / Store Audit Analysis 

ü Store Operations & Fraud 

ü Supply Chain Logistics 

 

y This scenario is targeted at retail buyers and merchandising managers 
looking at optimizing assortment management decisions 

 

y Two use cases: 
ü Ad hoc analysis by business analysts using client seats 

ü Web-based viewing and analysis by management from a web portal 
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Demo . . . 
 

Č Assortment Management 
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Assortment Management Demo 

Overview 

y Disguised data from a 30 store electronics retailer running ~$125mm annual 
revenue 
 

y Types of questions being asked by merchandising managers and buyers: 
ü What is driving my gross margin?  Which product groups are positive contributors, which are 

negative? 

ü On what types of transactions are we losing money?  What would happen if we eliminated those 
transactions? 

ü Are we managing end-of-life-cycle consistently?  Are there product areas where we do well, and 
others where we donôt?  What is the difference? 

ü Are we making consistent pricing and discount decisions across market segments and store 
locations?  Are there problem areas? 

ü Do higher price point items within a category outsell lower price point items when given the 
same number of facings/prominence? 

ü How does shrink compares by POG or Category for different profile stores (based on POG size - 
i.e. 48' vs. 60').  Can this be normalized by store demographics?  

ü Etc.  
 

y Problem with status quo before ADVIZOR: 
ü Reporting tools are too hard for business people to use 

ü Big backlog and long delays for custom reports (often weeks) 

ü ñ50% of users download to Excel and muck around.  They ask for a data set.  Never know if they 
have the full or correct data set.  These are basic Excel users ï canôt do macros or pivot tables.  
Most find pivot tables very confusingò 
 

y ADVIZOR deployment: 
ü ~20 end-user analysts using client product 

ü ~100 managers / execs using web portal interactive dashboard 
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y  Strong value add in Retail: 

ü Assortment Mgmt 

ü Customer Insight 

ü Survey / Store Audit Analysis 

ü Store Operations & Fraud 

ü Supply Chain Logistics 

 

 

Scope of Demo (subset of what we do) 

Areas We Cover   Range of Questions        3 Key Demo Questions 

Å What is driving my gross margin?  Which 

product groups are positive contributors, 

which are negative? 

 

ÅOn what types of transactions are we losing 

money?  What would happen if we eliminated 

those transactions? 

 

ÅAre we managing end-of-life-cycle 

consistently?  Are there product areas where 

we do well, and others where we donôt?  What 

is the difference? 

 

ÅAre we making consistent pricing and 

discount decisions across market segments 

and store locations?  Are there problem 

areas? 

 

ÅDo higher price point items within a category 

outsell lower price point items when given the 

same number of facings/prominence? 

 

ÅHow does shrink compares by POG or 

Category for different profile stores (based on 

POG size - i.e. 48' vs. 60').  Can this be 

normalized by store demographics?  

 

ÅEtc.  
 

Å What is driving my gross margin?  

Which product groups are positive 

contributors, which are negative? 

 

ÅOn what types of transactions are we 

losing money?  What would happen if we 

eliminated those transactions? 

 

ÅAre we managing end-of-life-cycle 

consistently?  Are there product areas 

where we do well, and others where we 

donôt?  What is the difference? 
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First Demo Question:  

Č What is driving my gross margin?  

Which product groups are positive 

contributors, which are negative? 
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Click on KPI page.  Steady decline in GM% over past 15 quarter from 15.7% to 9.3%.   

            Also, revenue fall off last few quarters . . . where is the problem coming from? 
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Click on different products in Product Filter . . . first AMD Altrion . . .  

Slight revenue 

decline 

Consistently low 

GM%, but no falloff 

Discounts in line 

with other products 
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. . . second B&W Inkjet Printer . . .  

50% Revenue 

drop 

Consistently low 

GM%, but no falloff 

Discounts in line 

with other products 
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. . . third B&W Laser Printer . . . PROBLEM:  $94mm sales over 4 year period, recent 50% revenue drop and  

GM% decline from 16% to loss at -2% in most recent quarter . . . 

50% Revenue 

drop 

Big falloff in GM% 

Discounts in line 

with other products 



©2007 ADVIZOR Solutions® 

 

                 12 advizorsolutions.com 

 

. . . fourth check out all printer categories . . .  

25% revenue 

decline 

Low and falling 

GM% 

Discounts in line 

with other products 
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. . . fifth look at other products . . . SVGA Projectors are doing well.   

Increasing 

revenue Strong GM% 
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Click on different Segments in Segment filter . . . most show average behavior  . . . Segment 5, however, has 

experienced 4% discount increase in last quarter, and drop in GM% to ~4%. 

Revenue decline in Q3 

reversed in Q4 due to 4% 

avg. discount increase 

GM% fell to ~4% 

Discount increased 4% to 

reverse revenue decline 
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Summary: 

15 Minutes to Complete This Analysis*: 

 

yRevenue and Gross Margin % have been 
falling 

yProblem appears to be B&W Laser Printers 
ü 26% of total revenue over the period ($95mm out of 

$370mm) 

ü 50% revenue decline over past two quarter (from ~$8mm / 
quarter to ~$4mm / quarter) 

üGM% decline from 16.3% at beginning of period to -2.1% 
now 

yLetôs drill in further . . . 
 

 

 

 

 
 

 

* With no IT involvement 
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Click on Products page.    Across the four year period 5 product categories have consistently performed below minimum  

standard . . . only 3 have hit the target of 17.5% GM% (note B&W Laser Printers are not in this group!!) 

GM% minimum 

standard GM% Target 




