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Index

Accessories, cross-buying, 55
Account numbers, usage, 132–133
ACNielsen

data, addition, 62
external data source, 10
predictive modeling technique, 91
retail version development, 92

Advertised goods, arrival, 97–98
Affi nity analysis, 37
Affi nity groups, identifi cation, 39
Affi nity matches, determination, 94
Affi nity merchandising, 33–35
Affi nity products, purchased categories, 

44–45
Affi nity strength (store layout), 41
Analytics, 104–105

impact, 118
phases, 32
power, 120
tool, importance, 53–54

Anchor store, 143
importance, 49

Apparel analytics, information, 52–57
Apparel businesses

promotions, 57
types, 47–48
youth markets, impact, 49

Apparel category killers, 48
Apparel industry, 47
Apparel mall shops, online shopper 

collective databases, 30–31
Application volume, forecasting, 66
ArcInfo tool, 22
Artifi cial intelligence

logic base, building, 94
Artifi cial intelligence (AI), 143
ASDA, EDLP philosophy support, 81
Australia

Flybuys loyalty program, 136–137
loyalty, 135–136

Average transaction frequency (ATF), 83
Average transaction volume (ATV), 83
Aztec bar codes, 156

Baby Boomers, 49
Back stock, 143
Back to School days, 104
Back-traffi c communications, 144
Back-traffi c system, 113

Basic stock, 144
store carry, 85

Basket-level data analytics, 48
Black Friday, 104
Brand evolution, 50–51
Brand loyalties, identifi cation, 35
Brand manager, competitive advantage, 3
Breakfast, specialty departments, 95
Businesses

cost, 109–111
risks, spread, 51–52
seasonality, 107

Buying patterns, 51–52

Case pack, 8
Casual apparel specialty retailers, 49
Catalogue (circular), 144
Category killers, 48
Category management (CM), 82

adoption, 91–93
software, ACNielsen retail version 

development, 92
space, vendor participation, 93

C-channel (convenience) stores, 85
locations, increase, 77–78

Celebrity marketing, 26–28
Centralized thermostats, usage, 112
Centroid, 64, 144
Checkout register impulse items, case 

study, 45–46
Cherry pickers, 118–119, 125
Claritas (external data source), 10
Coalition loyalty programs, 122, 137–138
Coles Group, loyalty program anchor, 

136–137
Commodity product, expiration date, 99
Competitive location data, retailer 

purchase, 62
Competitors

price cuts, 79
threat analytics, 22–23

Computerized pick machines, 98
Consumer fi nance credit card, retail 

perspective, 127–128
Consumers

clusters (segments), 128
communication, importance, 131
differentiation, 111–112
segments, 119, 128
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Continuity programs, 122, 130
Convenience (C-channel) stores, 85–86, 

144
Cooling, impact, 112
Counters, stocking, 98–99
Creative advertising marketing, 6
Credit card

analytics area, management, 3
data, detail levels, 1
portfolio, cash return, 121
preference, zip code opportunity 

(case study), 66–71
programs, 123

Creditworthy households (prospect 
database), 67

Cross-channel analytics, usage, 29
Cross-channel database, advantage, 

29–30
Cross-channel strategy, success, 29
Cubes (organization database subsets), 

4–5
Customer management (CM), 31
Customer relationship management 

(CRM), 2, 144–145
analytics plan, 70
development, 29
direct marketing, relationship, 7

Customers
base, conversion process, 121
data, web site usage data 

(combination), 32
identifi cation, 49–50
insights, building, 25e
offers, determination, 125–126

Data
overhead, relationship, 19–20
requirements, 60–61
revenue value, 12–13
storage, 17–19
strategic uses, 107–115
terms, 15
value, 10–12

Database architecture, relational models 
(usage), 17

Database management group, 
direct marketing (relationship), 
7

Data-driven decisions, importance, 54
Data mart, completion, 94
Data-related retail projects, case studies/

examples, 20–26
Deal buyers (cherry pickers), 125
Deal loyalty, 125
Deals, defi ning, 125
Decile segmentation, 129
Demand curve (price elasticity), 95, 

149
Demographics

GIS tools, absence, 68
importance, 59

Demography
data, 59–60

understanding, 66–72
tools, 60–61

Denormalized table designs, 18
Designing distance, 5–6
Destination departments, 76
Detail data, 15, 16
Differentiated offers, usage, 132
Direct marketing, 7
Discounts, usage, 122
Display tables, usage, 102, 104
Distance decay curve, 64
Distribution center (DC), 3

location, 53
logistics, 26

Diversifi cation, 51–52
Dollar Days, 104
Drop shipping, 8

E-business, 29–33
E-cross-sell, 32
Education-based programs, support, 122
Effectiveness, tracking, 26–28
Electronic price tags, usage, 114
E-mail addresses, collection (importance), 

31
Employees, cross-training, 108
End caps, 104

impact, 101
merchandise usage, 101–102

E-servicing, 32
ESRI data, usage, 22
European article number (EAN), 8
Everyday low price (EDLP), 79–81

cost cutting, 80–81
experiments, 78
merchandise pricing, 73
model, 79–80
pricing philosophies, 80–81
retailer philosophies, 81
trend, 75

Executive information systems (EISs), 
development, 4–5

Exit surveys, 154
involvement, 7
usage, 6

Express lanes, product/service display, 
103

External data sources, usage, 10

Facebook, usage, 140
Facings (frontings), 85, 144
Fair share (market share), 147–148
Fishbone design, 75, 90, 91
Flex space, 43, 144
Floor graphics, 145

promotion, 99–100
stickers, 75–76

Flybuys, loyalty program (Australia), 
136–137
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Focus groups, 154
usage, 6

Free on Board (FOB), 145–146
Full-time equivalent (FTE), 107

Garanti, loyalty program, 138
General Electric (GE), customer-client 

relationship management, 2
General merchandise and apparel 

(GM&A), 154
products, 63
sale, 85

Generation X, 49
Generation Y, 50
Geodemographic data, absence, 66
Geographic diversifi cation, 51–52
Geographic information systems 

(GIS)
function, 60–61
information layers, 61
tools, 22, 59

uses, 72–73
usage, 119

Geography
data, 59–60

understanding, 66–72
without GIS tools, 68

impact, 61–66
importance, 59
interpretation, 59–60
tools, understanding, 60–61

Goodwill, viewpoint, 2
Gravity model

centroid, usage, 64
example, 65

Green button–red button, 32–33
Grocery chains

computerized pick machines, 98
programs, running, 120

Grocery industry, margins, 82–83
Grocery stores, low-margin operations, 

78–79
Gross margin, 8
Guest base, recency (increase), 121

Header data, 16
Header fi les, 15
Heating, impact, 112
Hennes & Mauritz (H&M), geographic 

diversifi cation, 51–52
High-affi nity goods, collection, 

121
Higher-frequency products, placement, 

76
High-margin cross-sell items, 55
Holidays, retailer importance, 104
Hourly promotion, occurrence, 105
House brand, 83, 146

name brand, contrast, 28
Households, personalization, 120
Hypermart stores, 85–87, 146

Impulse buying, 37, 57–58
Christmas case study, 45–46
self-service registers, 110

Indoor/outdoor garden shops, 95–96
Infl uence, sphere, 66, 153
Information system development (ISD) 

departments, cost, 124
Information technology (IT), 15

departments, cost, 124
Innovators, 50
Input method, 18
In-store career path, 115–116
In-store events, 104
In-store marketing/presentation, 75
In-store media, 99–104
In-store messaging, usage, 100–101
In-store television, usage, 100–101
Intactix

merchandise mix, 23
software, usage, 95

Intelligent data capture, 25
Internal data collection, 63
Internet customer management 

(Internet CM), 31
Internet generation (Generation Z), 50
Intrastore communication, 112–114
Item cross-reference fi les, 15

J-hook displays, 57
Just-in-time (JIT), 146

ordering, 52
products, 97
shipment, 8

Key performance indicator (KPI), 2, 
146–147

development, 118
Keyword searching, 140–141
Kmart

blue-light specials, 103
normalized relational database 

philosophy, 18–19
pingable e-mail addresses, 31
quantity/sales, increase, 27
School Spirit program, 133–135
shopping trips frequency, decline, 78

Labor forecasting, 108
accuracy, importance, 109–111

Leaf design, 90, 147
fl oor layout, 91
store experimentation, 90

Lease space, 147
Location, geography (relationship), 61–66
Logistics, 8
Loyalty builders, 83
Loyalty cards, scanning, 63
Loyalty discount philosophies, 82
Loyalty management facility, absence, 57
Loyalty marketing, 34, 117

agency defi nition, 131
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Loyalty process, simplifi cation, 126–127
Loyalty programs, 117–125, 137–138

consumer fi nance credit card, retail 
perspective, 127–128

cost effectiveness, 123–124
cutoff date, 124
development, 120–121
exit strategy, 124
initiation, 120
profi tability, 123
questions, 123–125
rollout strategy, 121
sponsor, identifi cation, 122–123
sustainability, 124
total program incentive, 125–127
win/win consideration, 125

Loyalty segments, 128–130
Loyalty stages/levels, 130–133

Mag-stripe program, usage, 134
Mapping, 22

tools, 60–61
Margin balance, management, 118
Margins, improvement, 35
Markdown, 8
Market basket, 16–17

analytics, 87, 147
volume, 94

Market basket analysis
examples, 35–39
full-year perspective, 36
levels, 34

Market basket analytics (MBA)
basis, 46
data usage, 24

Market basket data
modeling, usage, 84–85
POS data, relationship, 9–10
storage, 17
unavailability, 66–67

Market basket–level data, 93
Market observations, 72–73
Market share (fair share), 147–148
Mark-on, 9
Mass apparel retailer, 48
Mass discounting, 131e
Massively Parallel Processor (MPP), 17

MPP-type relational databases, designs, 
18

Mass merchandisers, 85
convenience/sales translation, 78

Merchandise
cross-sell, case study, 33–35
hierarchy, 148
identifi cation, 111
life cycle, 10–11
mix modeling, 23–26
placement, 54–55

strategy, 93–95
theories, 77–78

prepricing, 98
presentation, 54–55
promotion, display tables (usage), 

102
Merchandise ordering processing 

system (MOPS), 15, 17
Money, time value of, 136, 154–155
Mosaic (tool), 71, 136
Multiple data sources, combination, 

23–26
Multitier racks, 54–55, 148

Name brand, house brand (contrast), 28
Nectar, loyalty program, 137–138
New-entry competitors, information 

estimation, 22
Next best offers (NBOs), 55–56, 148–149

applications, 56
Nominal variables, 155
Normalized table designs, 18
NPD Group, 93

data purchase, 12
external data source, 10

On-deal merchandise promotion, 101
On-hand quantity, sellout, 114
Operations marketing (research), 6–7
Organization chart, 4
Organization database subsets (cubes), 

4–5
Outside store marketing, 105–106
Overlapping trade area, 22, 149

Package quantity
sizes, 93
turnover profi t, 149–150

Pack quantities, 9
Pingable, term (usage), 31
Pizza, specialty departments, 95
Plot plan layouts, development, 94
Point of purchase (POP), 149

displays, 99, 149
Point of sale (POS)

cash registers, 9
data

market basket data, relationship, 
9–10

storage, 17
fee, 93
infrastructure, 134
loyalty, 130–133

account numbers, usage, 132–133
differentiated offers, usage, 132

loyalty cards, scanning, 63
messages, 76
receipt, 34
registers, 125

consumer differentiation, 111–112
data, 11, 107
delivery mechanism, success, 131
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replenishment, 43
sales, replenishment (relationship), 

114–115
systems, 15
targeted marketing, 132

Points (rewards), usage, 122
Polygons, 149

usage, 71–72
Price Club, purchase, 88
Price elasticity (demand curve), 95, 149
Priceman (ACNielsen), 28
Price type, 9, 105
Pricing, 78–84

philosophies, 80–81
Primary mall, 48–49, 153
Primary trade area, demarcation, 71–72
Products

continuous monitoring process, 92
dimensions, data, 93–94
turnover, 149–150

volume, 102
Promotional goods, 97

arrival, 97–98
Promotions, 57

data, collection, 105
Public address (PA) announcements, 

75–76, 104
blue light, synchronization, 103

Purchase frequency, timeline 
(development), 133

Quadrants, 95, 150
Quantity program, 130
Query method, 18

Radii (radius), 64, 150
Radio frequency identifi cation (RFID), 

96, 150
Real estate marketing, 5–6
Real estate site selection modeling, 21–22
Receipt messages, 103–104
Receiving dock, 97–98
Recency, frequency, and monetary 

(RFM) scoring, 128–129
basics, 132

Registers
systems, historical POS data 

dependence, 111
types, 16

Relational database modeling structure 
(RDMS), 17

Relationship loyalty, 125, 126
Relative trade area, determination, 64
Remote maintenance unit (RMU), 15097
Replenishment, POS sales (relationship), 

114–115
Resident assistant manager (RAM), 

115–116
Retail credit card providers, transactions 

capture, 127

Retail customer loyalty, types, 125
Retail data, 63

price, 12–13
store promotions, relationship, 107

Retailers
building/location, 48–49
competitive location data purchase, 62
electronic price tags, usage, 114
holidays, impact, 104
labor hours, division, 109–110
loyalty management facility, absence, 

57
philosophies, 81
programs, 123
turnover rate, 24, 26

Retail geography
data, 61–63
relationship, 61–66

Retailing
analytics, 1
market basket analysis, impact, 35

Retail line of trade, 151
Retail organizations, 3–8

chart, 4
communication, 8–9

Retail power brokers, 2–3
Retail store strategies, 84–88
Retail trade areas, 63–66
Retail world, change, 138–139
Rewards

structure, design, 119
usage, 122

Runway (midway), 88, 151

Sales penetration map, example, 71–72
Sales volume, 102
Sale-type codes, 105
Sam’s Club, 88
SAS analytics, 5–6, 23
SAS Enterprise Miner, 33, 118
School Spirit program (Kmart), 133–135
Search engine marketing (SEM), 140
Search engine optimization (SEO), 140
Seasonal basket analysis, 38e
Seasonal counterpoint, 54
Seasonal demands, forecasting, 110–111
Seasonality

interpretation, 59–60
styles, change, 52–54

Seasonal zone map, 53
Season code, 9, 151–152

evaluation, 42–43
Secondary trade area, demarcation, 72
Self-checkout registers, usage, 110
Self-service lanes, product/service 

display, 103
Shelf management, importance, 57
Ship-to-receive dates, change, 52
Shopping

convenience, 84–85
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design, 88–99
frequency, increase, 121
privilege, 87–88

Shopping designs, 78
Single category affi nity analysis, 43–45
Smells, subliminal messaging, 101
Social media, 139–142
SpaceMan software, 23, 95
Space management, importance, 57
Spatial data, 60, 152–153
Specialty chains, destination 

departments, 76
Specialty departments, 95–97
Spectra Marketing

data, addition, 62
external data source, 10

Spend-and-get programs, 130
Sphere of infl uence, 66, 153
Spinner rack, 55, 58, 153
Sporting goods, end caps, 102
Square-foot algorithms, 5–6
Standalone, 48–49, 153

card, retailer usage, 128
Standard Industrial Classifi cation (SIC), 

51
codes, 152

Stock-keeping unit (SKU), 9, 11, 148, 
153–154

analytics, 48
elimination, 92–93
rationalization, 39, 152
reference number, 94

Stockperson, career path, 115–116
Stocks, receipt, 114
Store contents, 85–86
Store in a store, 84–85
Store intercepts, 6, 7, 154
Store-level applications goals, setting, 

69–70
Store-level experience, 116
Stores

departmental cross-selling, 40–46
designs, 76–78, 154
development, 77
layout (affi nity strength), 41
managers, career path, 115–116
operations, retail data (relationship), 

107
regional/divisional managers, visits, 

112–113
setup, success, 107–115

Store-to-store transfers, 113
Strategic marketing, 7–8
Streaming (advertising), 100–101
Strip mall, 48–49, 153
Subliminal messaging, 100–101
Supercenter stores, 86

design, 90
registers, placement, 110

Supermarket chains, computerized pick 
machines, 98

Tender data, inclusion, 16
Tender fi les, 15
Tender type, 16
Tesco, EDLP program, 81
Thematic layers data sets, 154
Threshold-based dollar program, 130
Tiered pricing, 82–84
Tier racks, usage, 55
Tiers, setting, 75, 83–84
Time value of money, 136, 154–155
Time value of time, 136, 154–155
Topographical layered dissections, 61, 155
Topologically Integrated Geographic 

Encoding and Referencing (TIGER) 
fi les, 62–63

Total program incentive, 125–127
Trade, retail line, 151
Trade area modeling, 20–21
Trade Dimensions, 10
Traditional-format store, mass 

merchandiser, 85
Traditional store format, 89
Traffi c patterns, 88–99
Transaction log (TLOG), 16, 110
Transaction tagging, 155
Transfer sales, 155

analysis, usefulness, 23
Trends, location/indicators, 55
Trigger fi gures, 43, 114, 115
Twitter, usage, 140

Univariate variables, 155
Universal Code Council (UCC), 9
Universal product code (UPC), 9, 148

bar code, 155–156
numbers, inclusion, 17

Vendor programs, 123
Victoria’s Secret, Super Bowl promotion, 

30

Walmart
EDLP philosophy support, 81
employee statistics, 109
Hypermart USA, 86
transfer sales analysis usage, 23

Warehouse clubs, 87–88
failure/purchase, 88

Waterfall effect, 54–55
Web site optimization, 32
Web site usage data, customer data 

(combination), 32
Weekly ad, 144
White Lake store test, 33, 42, 156
Wobblers (shelf talkers), usage, 100, 104

Zip code
data, 66
method, 65–66
source distance, calculation, 67

Zip-strip aisle displays, 57
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