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The Retail Industry is Booming
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Global retail sales are estimated to reach $29 trillion by 2025*

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

Department
Convenience
Supercenter
Specialty
Luxury
Grocery
Discount
Drugstore

Outlet
Kiosk
Affiliate
Consignment
Subscription
Concession
Store-in-store
Shoppable media

Ecommerce
Omnichannel
Softlines
Hardlines

* Source: PR Newswire/Research and Markets



Strategic Trends
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• Opening Stores (traditional e-commerce – shipping, returns*, cost of acquisition)

• “Inventory Apocalypse” Inventory is the enemy of every retailer in the world – Mickey Drexler

• New Retail Format: Popshelf, five below (Mix 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)

Planning Response

• Testing (alternate hierarchies, what-if, scenarios)
• Cross channel selling
• Finance and merchandising integration
• Assortment planning
• Nice to have – optimization (price, assortment, micro-marketing)

The Retail industry is here to stay

*up from 11% 2020 to 17% in 2021, $760 billion - Study by NRF and Appriss retail



Opportunity awaits

6

• Pandemic
• Supply Chain Issues
• Climate Change
• Inflation
• War
• Politics
• Income Disparities
• Racial Tensions
• Rising Energy Prices
• Natural Disasters

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



Use case explosion
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New use cases show up every day. What planning solution can spin these up in 
days or weeks?



New Worksheet

Configured!

What is a planning platform?
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New Model

Configured!

What is a planning platform?



Demos
• Retail Method (MFP)

• Unit Conversion

• Assortment Planning

• Anaplanwich
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Charlie “Lily” Paws
CEO, Unicorn Candy Company

UAT Accepted Solution for 

• L1 | FP&A

• L2 | Supply Chain

• L3 | Sales Performance Management
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KISS – Keep it Simple! You can always add later.

• 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

How to Get Started
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Anaplan EnabledProcess Input Linked SystemMultiple Connections

Major American Designer and Marketer of Children’s Apparel

Customer Examples
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American Chain of High-End Department Stores

Customer Examples
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Q&A
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Retail

Thank You!!
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Demo – MFP Retail Method
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Demo – Assortment Planning
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Demo – Anaplanwich



Tops Down | GMM

General Merchandise Manager

J. Stephen Dolyers

Finance develops a monthly plan that I am accountable to deliver. They consolidate the 
figures from SAP BPC and consolidate them by merchandise group in our data lake. As 
one of the RIX GMM’s I want to take the plan figures as well as last year’s results and 
import them into Anaplan so I may provide top line guidance to my category planning 
team. 

Stories

I want to Import the financial plans as a baseline to establish a starting point for 
establishing the sales, margin, margin percentage, and inventory turnover at cost. 
Provide the ability to override the goal by division and let me know using 
conditional formatting if my merchandise group still balances to the plan provided 
by finance.

The baseline budget and the stretch goal should be proportionally allocated to 
each division based on last year results. 

I want to establish a stretch goal for each KPI by division for bonus purposes using 
a percentage increase to sales and margin. Margin percentage and turnover 
stretch goals I will manually enter.

1.1

1.2

1.3
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Reconciliation, In-Season, and Receipts| GMM & DMM

General Merchandise Manager

J. Stephen Dolyers

We want the ability to see how the bottom-up plans match up with the tops-down plan.

Stories

We want to compare top down divisional plans with bottom-up divisional plans. 
Highlight the differences and provide an overall merchandise group perspective.

We also want an in-season perspective that compares the original plan, the 
current forecast, and the prior forecast, always looking at the last elapsed month 
plus the next three months out. Show us the four-performance metrics: sales, 
margin, margin percentage, and inventory turnover at cost. Once the bottom-
up plan is approved, we want to map the forecasts to accounting’s cost centers 
so they can use them for their consolidated P&L.

In addition to the performance metrics, we also want you to calculate the open 
receipts for each category for each of the four months.

Divisional Merchandise Manager

J’Ana Stebetracjea

2.1

2.2

2.3
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Bottoms Up Planning| Category Manager

Category Manager

Jahi Hondo

Category Manager Stories

Stories

Planogram KPIs (Space Allocation). From our Space Planning application I want 
to have all our selling square footage, planning SKUs, and brands aggregated 
by category. Each category will then have productivity KPIs created: 
performance metrics in the numerator and these space planning metrics in the 
denominator. For example, sales per selling square foot. For Inventory, we want 
to see all the inventory to support the presentation plus safety stock (from space 
management)

Store Clustering. From our assortment planning application I want to import the 
demographic and selling footprint store clusters so we may further refine our 
plans. Each cluster should contain the store count so we can calculate a per 
store KPI.

Scenario Planning. I want the ability to try different scenarios and submit the 
approved scenario to our space planning and assortment planning 
applications. I want the ability to use placeholder categories in case I don’t 
know exactly which ones I will be using. I will change the drivers (traffic, 
conversion, transactions, AUR) to see the impact.

3.1

3.2

3.3
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Bottoms Up Planning| Category Manager

Category Manager

Jahi Hondo

Category Manager Stories

Stories

Syndicated Data. I would like to compare my category average pricing to that 
of the competition. I also want to follow my overall market share of the 
category.

Category Comparisons and Rankings. Using my category type properties: traffic 
driver, sponsored, seasonal, convenience. I want to compare and rank the 
categories using performance metrics and KPIs.

Reporting. I would like to see a profitability report by category, department, or 
division. I would also like to see Trade and Promotions broken out so I can see 
the impact this is having. 

3.4

3.5

3.6
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Organizational Structure
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Title Keywords

Planning
Manager
Director
Vice President

• AVP
• SVP
• EVP

Chief
• CEO
• CIO
• CFO
• CMO

Division
Merchandise
Category
MP&A
FP&A
Operations
Finance | Financial
Inventory
Sales
Store
Ecommerce
Wholesale



Product Structure
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Location Structure
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Conversations
These are the current conversations we are having; big ideas to drive purposeful conversations and 

pave the way to capture more value from the existing solution portfolio

Digital 

Transformation

Machine 

Learning

Customer 

Journey Automation

Building adaptive 
solutions that can 
learn from the past 
and will last longer

Solving intricate 
business solutions 
using vast amounts 
of data to ensure 
the model can learn

Walking the client 
from the first 
opportunity to 
interact with the 
customer to the last

Designing robots to 
take over the 
routine and 
mundane tasks

Business 

Intelligence

Cloud 

Computing Omni-Channel The Basics

Understanding and 
designing data 
repositories that 
unlock the most 
important 
information about 
your business

Opening up your 
data to a global 
network so that 
relevant data is 
obtainable

Making sure 
customers can buy 
your product 
anywhere, anytime

Sometimes you just 
need a hand 
building up your 
process maturity

27http://www.retailitix.com(C) Retailtix, 2022 All rights reserved



Analysis Techniques
Our team will evaluate the business problem and determine the right analytics

A/B Testing Association Rule 

Learning

Classification Cluster Analysis Crowd Sourcing Data Fusion Data Mining Data 

Transformation

Ensemble Learning

Genetic Algorithms Machine Learning Natural Language 

Processing (NLP)

Neural Networks Network Analysis Optimization Pattern 

Recognition

Predictive 

Modeling

Regression

Sentiment Analysis Signal Processing Spatial Analysis Statistics Supervised 

Learning

Simulation Time Series Analysis Unsupervised 

Learning

Visualization

28http://www.retailitix.com(C) Retailtix, 2022 All rights reserved



The Toolbox
We build Anaplan solutions that will integrate with your existing solutions and your technology 

ecosystem to ensure the business case is achieved and supportability is manageable

Excel JavaScript D3 jQuery R Python

SQL

Java Knime

Microsoft .net HTML CSS Power BI

Anaplan

Node.js Mongo Hadoop Perl

Ruby Express Angular.js MEAN Stack LAMP Stack AWS Azure Google Cloud Dell Boomi
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Analytic Maturity
Our team can organize your use cases along an analytic maturity curve and layout an 

achievable solution roadmap

Gathering and 

organizing the 

relevant data

Foundation Descriptive Predictive

Reporting the 

news

Prescriptive Cognitive

Likelihood of 

events

Obtaining the 

best outcome

Collaboration with 

AI

Master Data

Data Integration, 

Migration, and 

Cleansing

Features, 

Attributes, and 

Descriptors
Hierarchies

History

Dashboards & 

Scorecards

Calculated 

Metrics From 

Actuals

Planning 

Actualization
Ladders

Promotional 

Results

Inventory Balance 

Set

Open to Buy

Stock 

Imbalances

Raw Material 

Platforming

Receipt Flow 

Optimization

Promotional 

Forecasting

Omni-Channel 

Fulfillment

Customer 

Lifetime Value

Customer

Loyalty

Basket 

Analysis 

& Affinity

Personalization

Lost Sales & 

Predictive 

Stockouts

Substitution

Sales

Customer 

Segmentation

In-Store 

Navigation & 

Dynamic 

Promotions

Frictionless 

Payments

Price Optimization

SKU Rationalization & 

Assortment Planning

SKU

Productivity

Size & Pack

Robot Shelf 

Scanning

Planogram 

Scanning & Auto 

Replenishment

Dynamic Pricing

Dynamic 

Merchandising
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Prioritization
Retailitix will help you combine use cases with measurable KPIs and align to a business case

E
a

se
 t

o
 I
m

p
le

m
e

n
t

Value

API Development

Strategy Cost Savings Sales & Margin

Size: Reusability

Buy Online, Pickup in Store

Personalization

Affinity

Price Optimization

Assortment Optimization

Lost, Missed Sales

Integrated Planning

Receipt Flow
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