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Chapter 1. Overview

In this guide, you will learn how IBM Shopper Insights next-generation
shopper-centric dashboards can help you better understand and serve shoppers.
These dashboards provide insights into the behavior of shopper segments,
geographies, and much more.

New Features in IBM Shopper Insights 17.1

In IBM Shopper Insights 17.1, many dashboard issues and bugs have been resolved
to provide enhanced application usability and performance.

Before You Begin

Before you begin using Shopper Insights, make sure that you review the
requirements for your system.

System Requirements

The following details standard system recommendations for using Shopper

Insights.
Recommended
RAM 15 GB
CPU 2 GHz
Free Disk Space |100 MB
(O] Windows 7 32-bit or 64-bit
Browser Internet Explorer 11 or higher
Note: Internet Explorer 11 in Enterprise Mode is not supported
Mozilla Firefox 14.0 or higher
Google Chrome Version 39 or higher
The browser must have support of 128-bit encryption enabled.
Export Adobe Acrobat Reader 10.x or higher
Applications
Microsoft Office 2003-2013
Adobe Flash Adobe Flash Player 11.x or higher
Screen 1440 x 900 or 1920 x 1080
Resolution
Connection T1
Mouse Three-button with scroll feature

What is IBM Shopper Insights?

Shopper Insights is a shopper-centric tool you can use to view and analyze your
data, providing powerful segment-based dashboards that can help your company
make better pricing, promotion, assortment, and strategic decisions.

© Copyright IBM Corp. 2009, 2017 1
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These dashboards integrate standard analyses with an intuitive graphical user
interface:
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Shopper Insights provides 21 dashboards, each containing vital information about
your shoppers at various levels of analysis, from the enterprise-level Topline
Dashboard to the individual item level, using granular drill-down dashboards like
the Item Importance Dashboard. Using these interactive dashboards, you can
research performance across:

* Shopper segments, using a variety of segmentation schemes
* Geographies and store clusters

* Different time periods using historical data

These dashboards provide a new outlook for analyzing your business — rather
than focusing on the overall results of a promotion, pricing decision, or assortment
choice, you can focus on your shoppers’s specific behavior. This data can help you
to increase effectiveness in reaching key segments by showing you which products,
promotional activities, and other decisions are important to those high-value
shoppers. Here are some of the questions you can answer with IBM Shopper
Insights:

* Which segments should I target?
* What are the key sales drivers for those segments?

* What are my key value items (KVIs) and how valuable are other items by
segment?

IBM Shopper Insights: Users' Guide



* What causes my most important shoppers to purchase more, or visit more
frequently?

* What products are most effective for co-promotions?
* Were my tactics effective for my targeted segments?

Getting Started

To get started using Shopper Insights, you can:

* Learn how Shopper Insights can change your business: “What can I do with
Shopper Insights?” on page 5

* Learn how to navigate the dashboards: “How do I get Started?” on page 7
* Learn more about the dashboards: “Dashboard Overview”

* Get more details about specific dashboards: Chapter 2, “Using Shopper Insights
Dashboards,” on page 25

Related Topics

“What can I do with Shopper Insights?” on page 5
“How do I get Started?” on page 7

“Dashboard Overview”

Dashboard Overview

Each Shopper Insights dashboard provides a different perspective, offering new
ways to aggregate and analyze your data. This can help you understand your
shoppers’ behavior and create effective programs to meet their needs.

Note: Some dashboards may not be available for your company.

» “Affinity Dashboard” on page 25: Demonstrates item co-occurrence, allowing
you to see which items are frequently bought together, and might therefore be
candidates for cross-promotion or cross-merchandising. It has attribute
availability for filtering and report level.

* “Event Compare Dashboard” on page 26: Compares sales performance of
products between two time periods, allowing you to evaluate promotions or
events by segment. It has attribute availability for filtering. You can also run this
dashboard by Aggregate + Detail.

* “Item Importance Dashboard” on page 28: Identifies how important a product is
to a given segment. This allows you to see which items drive loyalty among
particular segments, and where growth opportunities exist. It has attribute
availability for filtering and report level. You can also run this dashboard by
Aggregate + Detail.

* “KVI Dashboard” on page 29: Uses model-by-segment data to plot items by
their relative elasticity and volume. The resulting quadrant analysis identifies
categories of items such as image items and profit drivers.

Note: This dashboard may not be available for all retailers.

* “Multiples Per Trip Dashboard” on page 34: Shows how the selected items are
purchased together on individual trips, providing insight into which segments
purchase multiples per trip and how frequently multiples occur in trips during
the selected time period. It has attribute availability for filtering. You can also
run this dashboard by Aggregate + Detail. The maximum number of multiples is
50.

Chapter 1. Overview 3
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IBM Shopper Insights:

“New Item Dashboard” on page 36: Enables analysts to assess the performance
of a new product by segment, including detailed geography analysis.

Note: This dashboard may not be available for all retailers.

“New Lost Retained Dashboard” on page 38: Depicts the buyer flow for an item
showing new, lost and retained shoppers” purchasing behavior for the item by
segment over the selected time period. It has attribute availability for filtering.
You can also run this dashboard by Aggregate + Detail.

“Overlap Dashboard” on page 39: Helps users understand which categories or
items shoppers buy together over time or in the same trip, as well as items
which are frequently purchased exclusively. It has attribute availability for
filtering and report level.

“Product Compare Dashboard” on page 41: Compares multiple products and
multiple time periods allowing you to analyze consumer purchasing for all
shoppers and by segment.

Note: This dashboard may not be available for all retailers.

“Product Dashboard” on page 42: The Product Dashboard (also called Sales
Behavior Dashboard by some retailers) provides breakdown of the key sales
drives for categories and individual items by segment. This can help to drive
business strategies and tactics.

“Promotion Response Dashboard” on page 45: Shows changes in purchasing
behavior in response to promotional activity, aggregated by segment and
promotion vehicle. Lifts are available at both individual item and product group
levels.

Note: This dashboard may not be available for all retailers.

“Purchase Frequency Dashboard” on page 48: Provides insight into purchase
patterns for the selected items, showing how the product performs among
shoppers by purchase frequency and segment. It has attribute availability for
filtering. You can also run this dashboard by Aggregate + Detail.

“Purchase Summary Dashboard” on page 50: Enables users to compare key sales
driver metrics across multiple product selections by segment. You can also run
this dashboard by Aggregate + Detail.

Sales Behavior Dashboard: Refer to Product Dashboard.

“Sales Decomposition Dashboard” on page 52: Depicts the trends over time for
key sales drivers among selected segments, geographies, and products.

Note: This dashboard may not be available for all retailers.

“Sales Driver Dashboard” on page 54: Displays which metrics drive sales growth
or decline compared to last year. It has attribute availability for filtering and
report level. You can also run this dashboard by Aggregate + Detail.

“Segment Compare Dashboard” on page 55: Enables comparison of segments
across categories. This allows you to see how key items perform for various
segments, and which segments may provide growth opportunities.

“Segment Dashboard” on page 56: Shows detailed purchasing information for
the selected segment, including trend insights, top items, and performance of the
segment across a variety of geographies.

Note: This dashboard may not be available for all retailers.

“Source of Volume Dashboard” on page 58: The Source of Volume dashboard is
a way to understand shopper behavior within a category between two time
periods. It helps us understand what switching is taking place and to dissect

Users' Guide



where gains and losses are coming from for a group of products. The attribute
availability is filtering for this dashboard. You are limited to 10 anchor products
and can only export Net Switchers to Excel.

* “Time Series Dashboard” on page 59: Helps identify whether certain metrics,
products, product attributes, or customer segment behaviors are changing over
time

* “Topline Dashboard” on page 60: Shows a big-picture view of recent financial
performance for the retailer, showing results for all departments by segment and
drilling down to categories within specific departments for the key sales driver
metrics.

Note: This dashboard may not be available for all retailers.

* “Trial and Repeat Dashboard” on page 65: The Trial and Repeat Dashboard (also
called New Item Launch Dashboard by some retailers) helps you assess a new
item’s trial and repeat performance. Evaluate the product’s sales, promotion
response, repeat purchases, and average retail as distribution builds by segment
and store grouping. The Trial and Repeat Dashboard has attribute availability for
filtering. You can also run this dashboard by Aggregate + Detail.

What can | do with Shopper Insights?

IBM Shopper Insights provides a new way to visualize your enterprise, delivering
key insights embedded within the workflows of IBM merchandising and trade
optimization software services.

Using a set of interactive dashboards tailored to retail and consumer products
analysis, you can:

* Approach business problems armed with new information

* Track core metrics that influence shopper segment performance

* Quantitatively analyze shopper, segment, and basket-specific trends
* Grow your business with accurate and actionable shopper analytics

Each of these capabilities is useful for different parts of retail and consumer
products organizations; Shopper Insights dashboard are organized accordingly,
providing answers to key questions for pricing, promotion, and assortment
initiatives.

Working in Shopper Insights

Each Shopper Insights dashboard has been developed to provide you with answers
to specific business questions. These dashboards can help you quickly gather
information and communicate actionable research with other parts of your
organization:

* Intuitive, Usable Design: Each dashboard was designed to provide quick access
to information by product, time period, and shopper segment.

* Toggling: View data from different perspectives, such as revenue vs. trips, or
actual vs. growth.

Chapter 1. Overview 5
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Drop-downs: Select key data groups using simple drop-down menus, allowing
you to show specific data for segments, geographies, products, and time periods.

Drilling: Easily move from high-level overviews of your entire enterprise to
detailed information about specific products using drill-down capabilities within
the same dashboard.

| Department l Category _]

Cookies = CookKies L«}
Crackers

Segmentation Flexibility: While each Retailer’s implementation is different, IBM
Omni-Channel Merchandising data structure provides multiple ways to analyze
your existing shopper segmentations.

Segment-Neutral Dashboards: Dashboards contain information that use
customer-defined shopper segmentation, rather than conforming dashboard
design to existing segmentation.

Segmentation Hierarchy: By creating a nested segmentation hierarchy, users can
access high-level information about the intersection of different segmentation
schemes.

Metrics: Each dashboard is built around a set of key sales driver metrics,
enabling you to understand complicated relationships quickly. These will enable
you to quickly analyze performance of trial and repeat, co-occurrence, and more.

Security: Security measures enable you to restrict access in ways that meet your
business and internal security goals.

Exporting to Flash: Dashboards can be exported to Flash to enable single
dashboard manipulation, such as changing segments or metric views, offline or
outside of the Shopper Insights User Interface.

Exporting to Excel and PDF: Data contained in Shopper Insights dashboards are
easily accessible in common formats, such as Microsoft Excel and Adobe PDEF. To
export the data from a dashboard, select the information you’d like to export
from the Choose Export drop-down list, then click the Excel icon:

Choose Export: | Product List v fxz

Export to Excel

From the resulting page, you can use the buttons at the top of the screen to export
to Excel or PDEF, or to print the data shown:

& Bz B
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For more information about getting started, please see “How do I get Started?.”

For more information about individual metrics, please see Chapter 3, “Metric
Dictionary,” on page 69.

Related Topics

“How do I get Started?”

How do | get Started?

IBM Shopper Insights begins with a question: what do you want to know? Each of
the dashboards holds insights about your shoppers, which can be used to help you
make business-critical strategic and tactical decisions.

To get started, navigate to Shopper Insights in the services drop-down menu:

Price | =i

MywDemandTec
Master Calendar
Price

Pramakion

W W W W

PMatkdown

Shopper Insights
CpenLink, {b
Adrnin *

If you have access to Shopper Insights, there are two ways to start using the
dashboards to answer your questions:

* Use the built-in navigation interface to find your question on the left-hand side
of the screen:

Chapter 1. Overview 7
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* To navigate directly to a dashboard, click on the dashboard in the thumbnail
view. Hold your mouse cursor over each dashboard thumbnail to read a
description of the dashboard’s functionality.

Navigating Shopper Insights

Hierarchy Navigation

The hierarchy on the left-hand side of the screen is divided into logical units to
access information at various levels, such as Group, Division, Department,
Category, Type, and Item, or Group, Division, Department, Class, Subclass, and

Type.

The same dashboard opened from two different levels from the left-hand side
navigation will yield different input prompts. For example, opening the Product
Dashboard from the Category level will default to category prompts and opening
the Product Dashboard from the Item level will default to item prompts.

Note: This guide refers to product hierarchy levels using Department, Category,
Type, and Item. However, these terms may vary in your environment, and are
customizable upon request. For more information, please contact your IBM
representative.

Navigation Questions

The questions on the left-hand side of the screen are divided into a variety of roles,
enabling you to quickly find a question that meets your needs. Once you find a
question, clicking on it will show you a list of dashboards that can help you
answer the question. For most questions, you can also specify a product hierarchy
level you would like to examine.

IBM Shopper Insights: Users' Guide
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Drashboards
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- Strategy

What are the kev sales
characteristice of each seqgment?

How important is each seqment to
my_overall performance?

How do purchase dvnamics vary
across segments?

What strategies can I use to increase
zales, penetration or buy rate?

Are my category management tactics
working?

How are mv shopping baskets
trending over time?

How are the Categeries within mv
Department performing?

1= the product likely to be purchazed
more than one at a time?

What is the distribution of trips and
what is the effect on =ales?

- Assortment

Which segments are most important
to my category/brand/item?

How important is each product to
various seqgments?

What's driving mv change in =ales,
penetration, or buy rate?

‘How are cateqories/brands/items

trending over time?

“Which items contribute the most

growth?

“Which item= drive higher basket

values?

“Which items drive revenue into my

stores?

“Which items are frequently

purchased together?

“Which items are losing shoppers over

time?

~How are shappers switching between

items? (Coming Soon)

- Which segments have the highest

share of requirements for my
product?

- Which individual items are more

likely to be purchased more than one
at a time?

- Which individual items hawve the

highest purchase frequency and what

Once you have chosen a dashboard, click it in the thumbnail view to the right.
After reaching a dashboard, you can learn more about its usage, sections, and
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particular details by clicking the Help icon:

Drilling Down to Lower Hierarchy Levels
Some dashboards accommodate drill-down analysis through multiple levels of the
product hierarchy, allowing you to quickly move from one level to another.

[ Department ] Category ] Type '
Alcohol Spirits = Asian Wine = Plum Asian Wine

Clicking on one of the drill-down buttons on the top-left portion of the page will
allow view the next level of that dashboard in a new window. For example, this
can enable you to analyze categories within a department or products within a
category.

If you cannot drill down within a particular dashboard, close the dashboard and
access the dashboard through lower-level navigation instead. For example, if you
accessed the Product Dashboard from the Category Navigation Menu and cannot
to drill down to item information. Try accessing the Product Dashboard from the
Item Navigation Menu instead.

Dashboards Open in New Windows

Some business-critical questions may require the use of multiple dashboards. When
loading the dashboards from the Shopper Insights User Interface, each dashboard
loads in a new window, allowing you to compare reports side by side or drill
down to find the exact data you need to make better decisions.

Application Time-Out

IBM Omni-Channel Merchandising applications time out after 180 minutes of
inactivity to protect you and prevent security issues. Because Dashboards open in
new windows, it may not always be clear when the application has timed out.

If you experience any of the following, try re-loading Shopper Insights to check
whether your session has timed out:

* A dashboard stops responding to metric changes
* A Run Document request does not return within a reasonable timeframe

* The following error message is displayed:

DemandTec Shopper Insights Error Information
Error Id: 1316619329487

Unexpected application error encountered. Please try again in a mimute. If the problem persists, please
contact DemandTec IT support personnel and report this issue.

You should close your browser completely and re-log in to the Shopper Insights
application if you are timed out.

User Access

The Shopper Insights application is intended to be used as a collaboration tool. As
such, Merchants and Vendor representatives both can have access to the same
information.

IBM Shopper Insights: Users' Guide



To ensure data integrity and confidentiality, Vendors may have restricted access to
the retailer’s data in the Shopper Insights application. Typically, this means that
certain dashboards and metrics, such as profit, are not available to a vendor user.

Dashboard Prompts

When you run a dashboard, you must select the criteria you wish to analyze in the
selected dashboard. In each selection, prompts explain how the selections will
affect your dashboard, showing which fields are required and what types of entries
are allowed.

After choosing to run your document, some criteria selections will require
additional information on a secondary selection criteria page (for example, The
Product Group criteria selection will require an additional entry of the desired
Product Group). Required selections vary by dashboard, and may include:

* Segmentation Type — Use this menu to select the segmentation schema you
wish to see in your analysis. You can only select one segmentation type each
time you run a dashboard, even if multiple segmentation schemes are available.

* Department — Some Dashboards prompt for a Department to analyze. The
Department heading is your product hierarchy and typically correlates to your
product category or class structure. The departments displayed are based on
your application permissions.

* Product — Depending on the dashboard, the product prompt may be used to
select a Department, Category, Product, or Item Attributes for specific
dashboards. This selection sets the product focus of the dashboard, whether it is
the entire product category or one item. Some dashboards also allow you to
choose from Product Groups your company has created, allowing you to focus
analysis on a brand, manufacturer or test product group. For more information,
please see “Setting up Groups” on page 15.

* Product Hierarchy Level, Item, or Item Grouping — Depending on the
dashboard, the product prompt may be used to select a Department, Category,
or Product. This selection sets the product focus of the dashboard, whether it is
the entire product hierarchy, one item, or a group of items. The exact prompt
shown will vary, depending on the dashboard drill-down level you select.

* Time Period — Each dashboard enables you to analyze a specific time period. In
this prompt, you can select the quarter, quarters, or date range to show in the
dashboard. In some dashboards, the quarter selected will be compared to the
same quarter a year before. Some dashboards (Purchase Summary, Product, and
Sales Driver) also have flexible time frames to choose customized "base" and
"analysis" time frames.

* Geography or Store Group Level — Most dashboards allow you to focus your
analysis on individual geographic regions or Divisions, while some dashboards
may prompt you to specify multiple regions. Some dashboards also allow you to
choose a Store Group, a grouping of stores that you create, to focus analysis on a
group of regions, pricing zone or test store group. For more information, please
see “Setting up Groups” on page 15.
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Some Dashboards will give you a secondary prompt page based on the prompts
selected on the first page. For example, if you choose Store Groups, a secondary
prompt page will display to allow you to select which of the established Store
Groups you would like to analyze.

Related Topics

“Setting up Groups” on page 15

Saving Dashboards
You can now save dashboards with prompt answers, so you can more quickly run
favorite dashboards with typical prompt answers across different sessions.

After running a dashboard, you now have the option to save it and prompt

answers for future use. You can then run saved dashboards from the Shopper
Insights home page. You can also opt to select the Most Recent Week for any
dashboard, allowing you to analyze the data for the most recent week that is

available.

Exporting Dashboards

When dashboards are exported, they are sent directly to Microsoft Excel. To ensure
successful export, you must have the following settings enabled: Automatic
prompting for file download, File download, and Allow script-initiated windows
without size or position contraints.

About this task

To enable these settings:
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Procedure

1. In the browser menu, navigate to Tools > Internet Options.
2. Navigate to the Security tab and click on Custom level...

Internet Options m

General | Security |Pri\racy| Contentl Connections | Programs | Ad\ranced|

Select a zone to view or change security settings.

@ & v O

Interne Local intranet  Trusted sites Restricted sites
Internet -
3 ; : y Sites
This zone is for Internet websites, :
except those listed in trusted and

restricted zones.

Security level for this zone
Allowed levels for this zone: Medium to High
Medium-high
- Appropriate for most websites

== - Prompts before downloading potentially unsafe
content

- Unsigned ActiveX controls will not be downloaded

Enable Protected Mode (requires restarting Internet Explorer)
Custom level... : Default level

Reset all zones to default level

OK I [ Cancel Apply

3. Scroll down to the Downloads section and click on the Enable radio button
directly underneath Automatic prompting for file downloads and the Enable
radio button directly underneath File download.
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Security Settings - Interln_.et Zonti_ —— ﬁ

Settings

L4 Downloads -

&% Automatic prompting for file downloads
(") Disable
(@) Enable
=% File download
() Disable
(@) Enable
i=* Font download
() Disable
(@) Enable
() Prompt
|&* Enable .MET Framework setup
(") Disable
(@) Enable
|| Miscellaneous
|| Access data sources across domains
(7) Disable
4 | 1 i P

[t

*Takes effect after you restart Internet Explorer

Reset custom settings

Resetto: | Madium-high (default) vl [ Reset... ]

o) [Coomal

4. Scroll down to the Miscellaneous section and click on the Enable radio button
directly underneath Allow script-initiated windows without size or position

constraints.
5. Click OK in the Security Settings - Internet Zone box.
6. Click Apply in the Internet Options box.

What to do next

You can export to a flash file or to Excel, as illustrated in the following diagram.
* The upper left corner is where you can export to a flash file.
* The upper right corner is where you can export to Excel.

Note: Exporting to Excel will quickly re-prompt the server and it can take
several minutes.
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Setting up Groups

Groups are collections of products or stores that you create organized by type of
product or store region.

A product group can contain products in any combination you choose, such as a
single category, KVIs, products in a single brand, or products from a particular
manufacturer. Similarly, a store group may contain stores in a specific region, state,
or neighborhood.

You can select groups of products and stores when creating scenarios in IBM Price,
promotions in Promotion, markdown plans in Markdown Optimization, or when
you use the following Shopper Insights dashboards:

¢ Flexible Affinity

* Flexible Item Importance
* Flexible Product

* Flexible Segment Compare
* Event Compare

* Multiples

* New Item

* New Lost Retained

* Purchase Frequency

* Purchase Summary

* Sales Driver

* Source of Volume

* Time Series

* Trial and Repeat

Creating Shopper Insights Product Groups

Shopper Insights product groups are static after you create them; they do not
automatically change or update. When products are added to the assortment that
belong to the Product Group, you should manually update the group.
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About this task

To create a Shopper Insights product group:

Procedure

1. Choose Data > Product Groups. The Product Groups page shows existing
product groups for the selected category, number of members in each group,
last date updated, and the user who made the update.

2. Click New Product Group to create a new product group. The New Product
Group page opens.

New Product Group

* 1 indicates required field

Name=;

Ziploc
A ) Automatically update product group.

(2 Maintain static product group.

@ Maintain Shopper Insights product group.
Catenong- ' 002_STORAGE_FOOD -
Products: | Select Products... |

3. Enter a name for the group in the Name field. Use a unique name that is easily
identifiable.

4. Choose a product category from the Category list. Use the scrollbars to move
up and down the list.

5. For the product group type, select Maintain Shopper Insights product group.
You will select the individual products for a Shopper Insights product group on
the next page.

6. Click Select Products to navigate to the Products page.

Note: You can click Add Next Product Group at the bottom of the New

Product Group page to define new product groups, and add the products to

this group later.

The following reports are available on the Select Products page:

* All Products — Basic — Displays active products for the category. Includes
basic product information; does not include pricing or selling information.

* All Sellable Items — Displays active products for the category. Includes
average pricing and selling information for a product at the chain or division
level.

* All Logistical Units — Displays active logistical units for the category. This
report is only viewable if your company creates promoted product groups by
Logistical Unit.

7. Check the Include checkbox next to each product that you want in your group.
Click the checkbox again to deselect the product.

* Press Ctrl-click or Shift-click to select multiple products.

* Click Check All to select all products. Click Uncheck All to remove all
products from the group.
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Editing

8. Click Save. You are done. The Product Groups screen opens, including the
product group you just created.

Note: You can choose to build Product Groups By Hierarchy, By Product Id,
or by Product Attributes.

[ |oom%.q]

b

Actions Search Report
New Product Group [ Nae il

Find [ SIPwductGious = | [Edit
7 Al Product/Loca
Product Group 1D Name Categories | PG Type [

Products| PG Description Date Updated Updated By
740 Canned Boans - DSD

roup A Static 0

Static

Shopper Insights Product Groups

You can edit Shopper Insights product groups.

About this task

To edit a Shopper Insights product group:

Procedure
1. Open the Product Groups page (Data > Product Groups).
2. Right-click on a Shopper Insights product group in the list, and choose
Edit/View Details.
ATy - Categeny: Brpart: A . Search t ¥
LSaw | | Mo Prodom Geoop | | Melipds Product GIousds | 284 DAY CHELLED 3 6CPS = ProdectGrowps | EOE | Ml Eatogies = Mo = | Find |
r
Froduct Groee I e u‘:ll"l'l Trpe Frodutt/loc  Prodecs Desrption Dt Upaked Upcated By
s807 Rad Darmond - Canrg Shopper Insghts 7 Sep 12, 2001 2:26 PM Cama Cornaly
500 bhlee - Caremy Shosoe Inaghtt 0 Sen 8, 2000 &S5 AN Carma Comzaly
= Suniry 0 - o Fhicoet lughty 18 Sep B, 2011 708 AN Carrie Conily
a7 Tea !(:- =) Shopper Insghty 148 Sep 21, 2001 B:66 AM Came Conocly
|expee rasse
3.

The Product Group Summary screen opens. Add or remove products from the
group by setting or clearing products in the list.

* Press Control-click or Shift-click to select multiple products.

* Click Check All to select all products. Click Uncheck All to remove all
products from the group.
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4. Click Save when you have finished editing. Your changes are saved, and you
return to the Product Groups page.

Importing Shopper Insights Product Groups

If you prefer to add or modify Shopper Insights Product Groups using Microsoft
Excel, you can also import and export product groups. These groups are available
wherever you would select a Product Group when loading dashboards.

About this task
To import a Shopper Insights Product Group:

Procedure
1. Load the Shopper Insights Product Group import template.

Note: You must have appropriate application permissions to import and export
Shopper Insights Product Groups. If you do not have the permissions necessary
to complete these steps, please contact your administrator.

2. In the template Excel file, add the product groups names, as well as the items
you would like to add to those product groups. When you have finished
editing the excel file, it should resemble the figure below:
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@J File Edit Wew Insert Format Tools Data Window Help Adobe FDF -8 X
;Hagm -9 -|B I U|IE==HE]S$
v XA
A | B | ¢ |§
: [
| 1 | Shopper Insights Product Group Name UpPC
| 2 |Bacon 2090020
| 3 |Bacon 2090224
| 4 |Bacon 2090229
| 5 |Bacon 2090485
| 6 |Bacon 2090486
| 7 |Bacon 2090621
| @ |Bacon 2091194
iEggs 2091253
| 10 |[Eggs 2091254
| 11 |[Eggs 2091292
£Eggs 209130
| 13 |[Eggs 2091325
| 14 |Eggs 2091343
iEggs 2091352
| 16 |[Eggs 2091453
| 17 |Sausages 2080001
| 18 |Sausages 2090002
| 19 |Sausages 2090003
| 20 |Sausages 2090004
| 21 |Sausages 2090005
| 22 |Sausages 2090010
| 23 |Sausages 2090011
| 24 |Sausages 2090012
| 25 |Sausages 2090013 =
M 4 ¢ M|4Sheetl | <] | Ml
Edit MNUM i

3. Save your file and return to your Shopper Insights session.
4. From the main Shopper Insights screen, select Data > Import.
5. Select Shopper Insights Product Group from the Data Type drop-down menu.
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Actions:

Import Data

Data Type:
|Sh0|:u|:uer Insights Product Group ;I

Description

Description:

Bacon, Eggs, and Sausac

upload File

File:
IC:‘\Users‘-.IBM_ADMIN‘-.Desktop‘nhaco Browse... |

6. Add a description of your import and click Browse.
7. Select your file and click Import to complete your Import.

Once your import has processed, you will be able to see information about the
import, as well as any errors, in the Data > Import Status window.

Importing Static Product Groups

You can import static product groups for usage in both Shopper Insights and
Promotion Planning and Optimization. These groups are read-only, helping to
mirror groupings from third-party systems to IBM Omni-Channel Merchandising
workflows.

About this task
To import Product Groups:

Procedure

1. Navigate to Data > Import.

2. In the Data Type drop-down, select Product Group.

3. Add a description, browse to your import file, and click Import.

Your imported product group will be visible in the Data > Product Groups
report, and will be available in the following products, if you have access to
them:

* IBM Promotion Planning, Optimization, and Execution
 IBM Shopper Insights

Exporting Shopper Insights Product Groups

You can also export existing Shopper Insight Product Group information for any
category to Excel or CSV.
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About this task
To export your groups:

Procedure
1. Navigate to Data > Export.

2. In the Export window, select Shopper Insights Product Group from the Report
drop-down menu.

B i 4 1

Report

Report:

|5hu:u|:uper Insights Product Group ;l

Description

Description:

Exporting bath category

File Type

File Type:

& Microsoft Excel 97-2003  Microsoft Excel 2007  CSV
| Get Record Count |

Export Category

Category:
|BATH =]

[ Export | [ Cancel | [ Refresh |

3. Write a description, choose an export file type, and choose the category to
export from the Category drop-down menu.

4. Click Export. When your export has finished, you will be able to download the
file by clicking the link from the Data > Export Status window.

Creating Shopper Insights Store Groups

Shopper Insights Store Groups are static and do not change. When stores are
added to the chain that belong to the Store Group, the group must be manually
updated.

About this task
To create a Shopper Insights store group:

Procedure

1. Navigate to Data > Shopper Insights Store Groups. The Shopper Insights
Store Groups page shows the store groups, number of members in each group,
division level, last date updated, and the user who made the update.

2. Click New Store Group. The New Store Group page opens.
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o

New Store Group

* : indicates required field

Hame-: Migwast hagl&n

Description:

Division=: [chem
Type™: @ Maintain Shopper Insights store group.
Stores: Select Stores...

[(Add Next Store Group | [ Done | [ Cancel ]

Enter a name for the store group in the Name field. Use a unique name that is
easily identifiable. Duplicate Store Group names will cause an error.

Note: Store Groups can be seen by all users for your company so, be specific
when naming a store group.

Enter a description of the store group in the Description field.
Select the Division for the store group. Choose Chain if no divisions exist.

In the Type field, select Maintain Shopper Insights store group to create a
Shopper Insights store group.

Click Select Stores to navigate to the Store Group Summary page.

Note: You can click Add Next Store Group at the bottom of the New Store
Group page to define new store groups, and add the stores to this group later.
The following reports are available on the Stores page:

* All Stores — Displays all stores where a product has sold in the category.

* Members Only — Displays members of the store group. This report will be
blank when creating a new store group.

= Store: Groug Susmsary
ama: [r—
st R
Ovica: Tope:
Acticm P— 4 e 1
x| [Gance 1] [ i e
i e
] e State LY Dot L4 Cumerertion LS Descrpties ALfs esoaprion
SoAEvILE f00on  moSvALLE - T CITS ¥ -
- o o
CR¥STAL 00000 CRVSTAL L MEMUSDTA
oL T -
BOOHRGTON Lo DML TN L

CGAERDALE G006 CEWVIR @ TR METRDY

WESTLAND OUOT  LAEWODD ] BENVER METRD

Set the Include checkbox next to each store that you want in your group. Click
the checkbox again to deselect the store.

* Press Control-click or Shift-click to select multiple stores.

¢ Click Check All to select all stores. Click Uncheck All to remove all stores
from the group.

Click OK when you are done. The Shopper Insights Store Groups page opens
with your new group in the list.
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Actions: Repart: Seanch:

Savit | | Mow Store Growp | SworeGroups | Edf | DateUpdated - = te = [Fd]

T
Hama Description Membars | Bvmon Date Updatad Updated By

There are no items to show. If you are searching, try dearing your search then select new search ariteria.

Editing Shopper Insights Store Groups

You can edit Shopper Insights store groups.
About this task

To edit a Shopper Insights store group:

Procedure
1. Open the Shopper Insights Store Groups page (Data > Shopper Insights Store
Groups).

2. Right-click on a Shopper Insights store group in the list, and choose Edit/View
Details. The Store Group Summary page opens.

Actians: Repart: Search:

[save | [Mew Store Group | StoreGroups [EdR | DoteUpdated o = [

Expart Table

3. Choose whether you would like to view all stores or group members only from
the Report drop-down menu.

4. You can change the group name in the Name field, and add or remove stores
from the group by setting or clearing stores in the list.

* Press Control-click or Shift-click to select multiple stores.

* (lick Check All to select all the stores. Click Uncheck All to remove all
stores from the group.

5. Click OK when you are done. Your changes are saved, and the Shopper
Insights Store Groups page opens.

Using Imported Store Groups

If your company has configured Imported Store Groups, you will be able to select
them when generating a dashboard.
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About this task

e x| E
| - 5. Geography Filtering Style (Required) ry
|8 summary of your selections Selact 3 geography fitering style,
|| 1 Segmentation Type (Reguired) This prompt allews only one selection.
|| 2 Number of Wesks (Required) ilabl Selected:
||3 Week Ending Date (Requred) & select a Dwvision ["tnone)
|| 4 Product Fitering Style (Requred) 8 elect » Shoppes Insightz Shore Group [B|
| 5 Geooraghy Fitering Style @S&eﬂﬁme&mﬁnmled} Ml b
| | —
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B 8|
[+
&
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Note: Your prompts and screens may look different if your company uses
customized labels. You cannot directly import Store Groups into Shopper Insights.
For more information about importing Store Groups, please contact your IBM

representative.

You can also use the Store Group (Imported) Classes report to view the details of
imported Store Groups, as described below:

Procedure

1. Navigate to Data > Shopper Insights Store Groups.

2. In the Report: drop-down, select Store Group (Imported) Classes.

Actions:

Report:

Search:
| Save | [ Hew Store Group ] |5InreGm.p (Irmatad}dms;j Edit |Dahe Lhdamd;”

Description

ImportedLCC4-al 11
categories

ImportedLGC1 8
ImportedLGC2-categoryl CEREAL 19
ImportedLGC2-category2 FRESH_HERBS 19
ImportedLGC3- CEREAL and k1
categaryl,2 FRESH_HERBS

ImportadLGCS-PDI Ad 36

ImportedLGC5-PD2

Date Updated
Sep 11, 2013 7:29 PM

Sep 11, 2013 7:00 PM
Sep 11, 2013 7:17 PM
Sep 11, 2013 7:23 PM
Sep 11, 2013 7:33 PM

Sep 11, 2013 %:36 PM
Sep 11, 2013 3:39 PM

M ta]

M | And

Updated By
Store Group DataStag

Store Group Datastag
Store Group Dat&Staq'
Store Group Datastag
Store Group Datasta41

Store Group DataStag
Store Group Datastag

|
L3

3. The grid lists imported Shopper Insights store groups. Right-clicking any group
provides access to additional Details and the ability to Export Table.
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Chapter 2. Using Shopper Insights Dashboards

Each of the dashboards included in IBM Shopper Insights is outlined below,
including descriptions of common usage, the data shown in each dashboard, and
how to use that information to enhance your decision-making process.

Affinity Dashboard

The Affinity Dashboard shows how often products or product groups are
purchased together in the same basket. This allows you to find products that are
likely to have positive indirect effects from promotions, as well as to evaluate items
that are suitable for co-promotion or co-merchandising.

Note: You are limited to the top 100 affinities (by basket lift) when exporting.

Departnent | Category
Corhars LIl
Crachorn
Affinity Dashboard 42 Wieek Ending: 206208
Primary Seqmend M Gegmanty - Cookbes Crackers Py | Tulect Deparimanty 55
Becondary Segment | Tots - Teaal Chain

[ # ol Baskube: 2050050 % of Baskems 9,11%  Waakly Unils per Share Selling: 2510 Weakly § Sales par Sl Salling: S637.07

=i § Gales Selecy Affisiny Depanments s display

Frofi
T

Zsrige Dispaiable Dining
Baares Hice

1»-.0
A O Hubspronds Jars Honey
L | Pancaip i 5

iy Berakfat, Wl Sogrment
C3-GrOmrTenae: §.5%

[T skt 1 4 a
Wheekdy § Saley porStore Soling 100 Lo Bl

iy A Peapatiad Migly
O v Soups
1 w EH] ] % i w ax S8 Jua

Bubible Sina s Wisskly § Ssbes por Sions Soling Baibist L0

|2
| Fasia Asd Fasia

B DemandTec

In the example above, we see that there is a strong affinity between cookies and
items in the Breakfast category, and that items from the two categories co-occurred
in 9.6% of baskets. To change the products shown in the bubble graph, you can
select or de-select products from the list on the right:
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=< Hide | Select Depattments =» |

.

Select Affinity Departments to display
LA

| |Bags Storage Disposable Dining

|| Box Dinner Beans Rice

|¥] Breakfast

|| Canned Fish And heat

|| Canned Fruit

[ | Canned Yegetables

|¥] Cereal

|| Frozen Breakfast

The table at the bottom of the dashboard shows additional relevant data for related
products, including basket lift and sales information.

There is a minimum threshold for products to appear in the affinity report. There
are three pieces of criteria:

* The number of baskets threshold is currently 4 baskets per week at the item
level, 8 baskets per week at the subclass level, 16 baskets per week at the class
level, and 32 baskets per week at the department level.

* The Basket Lift must be greater than or equal to 1.
* The product must be one of the top 100 in terms of Basket Lift.

Product groups as part of the universe are considered "item" level.

Note: You can analyze trips as well as individual transactions. This is useful if
there may be multiple transactions in a single trip due to separate in-store
registers. Contact your IBM representative for more information.

The Affinity Dashboard uses the following metrics:
* “# of Baskets” on page 69

* “% of Baskets” on page 77

* “Basket Lift” on page 80

» “Co-occurrence” on page 81

* “Item Basket Count” on page 83

* “Weekly Units per Store Selling” on page 92

Event Compare Dashboard

The Event Compare Dashboard shows financial metrics for a product or group of
products over two events, allowing you to compare promotional effectiveness
during the two selected time periods.

This can help you decide on a promotional strategy, using insights from
segment-by-segment data and key sales metrics:
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The top sections of the dashboard show overall financial performance for the two
selected time periods, while the Segment Performance graphs below shows
segment-by-segment response to each event through key sales driver metrics. You
can select a different sales driver in the Metric drop-down menu.

Interpreting Results

The Event Compare Performance graph shows the overall performance of the two
events. Use the Metric drop-down menu to show comparative performance in key
sales metrics.

Note: These values are not adjusted for the length of the event.

The table in the upper right and area of the dashboard shows a wide variety of
per-week metrics for both events, allowing you to see the effectiveness of each
event side-by-side. The table also includes an Index column, showing the relative
effectiveness of Event 2 on an average index of 100. For more information about
the metrics in the table, please see Chapter 3, “Metric Dictionary,” on page 69.

The Event Compare Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* “$ per Unit Index (Segment Compare)” on page 74

* “$ Sales” on page 74

* “$ Sales per Week” on page 76
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* “$ Sales per Week Index” on page 76
* “% of Promoted Units” on page 77

* “Basket $ Sales with Item” on page 80
* “Basket $ Sales with Item Index” on page 80
* “Trips per Shopper” on page 87

* “Units” on page 88

* “Units per Shopper” on page 90

* “Units per Trip” on page 90

* “Units per Week” on page 91

* “Units per Week Index” on page 91

* WKkly $ per Shopper

* Wkly $ per Shopper Index

* “WKkly $ per Trip” on page 93

* “Wkly Trips” on page 93

* “Wkly Trips Index” on page 94

* WKkly Units per Trip Index

Item Importance Dashboard

The Item Importance Dashboard compares product loyalty by segment. Loyalty,
also known as Share of Requirements, highlights the importance of a given
product to an individual shopper or group of shoppers.

Beyond sales, Share of Requirements uses dollar share to show which products are
selected more definitively by a given group of shoppers. High-loyalty products are
often considered less substitutable because their high share of a shopper’s category

dollars.
| Invpoartmail Catigery
Compkbis CF pCRET § * Coskan = ma ) X @
ltem Importance Dashboard 2009 03 FRE7009.10917009)
Primany Segreent Dl A = S Select Categories >>
St LT = Tats! Chain Selert up in B Catagoiies
|12 | (=i
|
MEL=E
WiLe O ik
|
G ary Clbaird.
Lo . & Fomibnn wm dhoe i ; 5 Chinrisn
Bhreped P sy

"‘ﬂmo
{u?m

#1000

Vet Preaiens

Each of the colored bubbles in the graph represents one product or product group
for one segment. In the case above, the selected bubble represents the Perimeter

Perusers segment, and mousing over its bubble shows the metrics for that group.
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We can see from this graph that Perimeter Perusers have a greater Share of
Requirements (loyalty) for cookies than the other segments, since it is farther right
on the x-axis.

To select additional product groups, you can use the check-boxes on the right. You
can also use this list to eliminate products and simplify the bubble graph.

| << Hide l Select Categories == |

b,

Select up to 10 Categories

L all
| Cockies

| |Crackers
|| Grain Cakes
|55 Cheese

The lower portion of the dashboard shows the data values corresponding to your
selections, using the Metrics drop-down menu:

Metrics | § Sales .

§ 5a !
138008 850,714 $47 098 $52,802 $114,241 $54 862 £120,000 £100,804 $150,198

The Item Importance Dashboard uses the following metrics:
* “$ per Shopper” on page 71
e “$ Sales” on page 74

* “Share of Requirements” on page 85

KVI Dashboard

The Key Value Item (KVI) Dashboard uses model-by-segment data to plot items by
their relative elasticity and volume. The resulting quadrant analysis identifies
categories of items such as image items and profit drivers. You can use these
quadrants to identify important products, such as image items and profit drivers.

About this task

Note: This dashboard may not be available for all retailers.
The KVI dashboard contains 4 sections:

Procedure

1. KVI Quadrant Scatter Plot

2. Top 10 Image Items by Strength
3. Top 10 Profit Drivers by Strength
4. Product Filter
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KV Dashboard
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The KVI dashboard also allows you to view data by segment by selecting from
the Segmentation Type and Primary Segment drop-downs at the top of the
dashboard. This allows you to view the image items and profit drivers for a
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group of product, both for your overall population and for key segments.

Note: This dashboard uses a 10% sample size for all calculations. Data
displayed are representative of this 10% sample.

KVI Quadrant Scatter Plot

The main area of the dashboard contains the KVI Quadrants scatter plot.

This plot has 4 sections, each of which contains a subset of the selected products.
The total list of the chosen products are shown in the Product Filter area. Using
Elasticity on the left side of the graph and Relative Unit sales on the right side of

the graph, products are sorted into four groups:

* Image Items
* Profit Drivers

* Niche Items — Low Sensitivity

* Niche Items — High Sensitivity
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Mouse over any individual data point to see the specific data for that product, as
well as the product name. The top image items and profit drivers are listed to the
right of the main graph area, sorted by strength.

The Elasticity metric shows how price sensitive shoppers of a particular item are.
Objects that rank as highly elastic tend to be very price sensitive; small changes in
price can cause major changes in shopper behavior. The Relative Units metric is an
index of how frequently the item is purchased, relative to the other items selected
for the dashboard.

Top 10 Image Iltems by Strength

This section of the KVI dashboard lists the top 10 items identified in the upper
right quadrant of the KVI scatter plot, sorted by strength.

Strength is calculated by identifying the distance of the item from the center of the

scatter plot’s x and y axes (1,1). These products provide a quick list of items that
are both highly elastic and sell a high number of relative units.
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Top Image Kems by Strendgth

UPC 3 - FIBER ONE 15.207 4.03
UPC 14 - FIBER OME HOMEY CLUSTERS 1607 3.40
UPC 33 - BASIC 4 1807 284
UPC 22 - OATHML RASH BRN 1502 2.56
UPC 5 - RASH NUT BRAN 18075 2.48
UPC 35 - OATML RASH BRN 1502 2.33
UPC 15 -TOTAL WHOLE BRAN 18607 213
UPC ¥ - KELL OGGS SPECIAL K RED BERRIES 16.70F 1.76
UPC 18- CRACKLIN OAT BRAN 1705 1.37
UPC 31 - KELLOGGS SPECIAL K CHOC 13.407 1.23

Top 10 Profit Drivers by Strength

This area of the KVI dashboard shows the top 10 profit drivers from the selected
group of products, as shown in the lower right portion of the KVI scatter plot,
sorted by strength.

Strength is calculated by identifying the distance of the item from the center of the
scatter plot’s x and y axes (1,1). These products are very popular, selling high
numbers of units relative to other selected products, but have low elasticity, and
are not very sensitive to price changes or promotional activity

Top Profit Drivers by Strendgth

UPC 23 - MOTHERS PUNUT BTER BUMPRS 5.02
UPC 24 - CASCADIAN FA OATS N HNY GRNLA 1505 4.67
UPC 33 - KASHI GO LEAN HIGH PRTN FIBER  15.7 4.58
UPC 42 - KASHIHETZHRT BLERY 13.407° 4.3
UPC 14 - BEAR NAKED FRUIT & NUT 1805 3.83
UPC 45 - CASCADIAN FA CINMN RASN ORGHIC 1605 3.38
UPC 45 - % 0GI GRANOLA MTH BLERY FLAX 13.4 3.35
UPC 47 - KASHI ORGNIC AUTUMN WHEAT 1605 3.34
UPC 45- CASCADIAN FaA CINKMN CRUNCH 1602 3.01
UPC 37 - KASHI HETZHRT HOWEY TOASTED 13.407 2.99

Product Filter

The product filter allows you to select which products are displayed in the KVI
Quadrants section of the dashboard.

Selecting or deselecting products will update the dashboard dynamically, allowing

you to see changes in relative performance with or without some of the products
selected during the dashboard prompts.
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| == Hide | 3Select Products >>

|| Select Al -
[¥] UPC 1 - FIBER ONE 16 20

[¥| UPC 2 - FIBER QNE HOMEY CLUSTERS 160Z

[¥] UPC 3 - BASIC 4 1602

|¥/| UPC 4 - OATML RASH BRN 1602

[¥] UPC 5 - RASN NUT BRAN 160Z

%] UPC 6 - OATML RASN BRN 1607

[¥] UPC 7 - TOTAL WHOLE BRAN 1602

|¥| UPC & - KELLOGGS SPECIAL K RED BERRIES

[¥] UPC 9 - CRACLIN O&T BRAN 1701

%] UPC 10 - MOTHERS PUNUT BTER BUMPRS

V] UPC 11 - CASCADIAN F& OATS M HNY GRMLA 1607
¥ UPC 12 - KASHI GO LEAN HIGH PRTM FIBER 167

[¥] UPC 13 - KASHI HRTZHRT BLBRY 13402

[¥] UPC 14 - BEAR MAKED FRUIT & NUTS 160Z

W] UPC A5 - CASCADIAN FA CINMK RASH ORGHIC
o

Interpreting Results

Locating key Image Items and Profit Drivers can help drive your decision-making
processes for promotion, pricing, and assortment. The image items listed in the
upper right portion of the KVI Quadrants section are highly sensitive to price
changes, and may be very important for competitive advantage. For example, in
the example below, it may be very important to maintain a competitive price for
FIBER ONE 16.20Z and FIBER ONE HONEY CLUSTERS 160Z.

s "\

Top Image kems by Strendgth

UPC 3 - FIBER ONE 15.207 403
LUPC 14 - FIBER OME HOMEY CLUSTERS 1607 3.40
UPC 33 - BASIC 4 18075 2.64
UPC 22 - OATHML RASH BRN 1502 2.58
UPC 5 - RASH HUT BRAN 1607 2.48
LUPC 35 - OATML RASH BRN 1502 2.33
UPC 15 -TOTAL WHOLE BRAN 1607 213
UPC ¥ - KELL OGGS SPECIAL K RED BERRIES 16.70F 1.76
LUPC 16- CRACKLIN OAT BRAN 170S 1.37
UPC 31 - KELLOGGS SPECIAL K CHOC 134078 1.23

And the Profit Drivers section identifies items that may be very important in
making additional margin; as low-elasticity items with high unit sales, you may be
able to increase prices or change merchandising and marketing activities for items
such as MOTHERS PUNUT BTER BUMPRS or CASCADIAN FA OATS N HNY
GRNLA 160Z:
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Top Profit Drivers by Strendath

UPC 23 - MOTHERS PUNUT BTER BUMPRS 2.02
UPC 24 - CASCADIAN FA OATS N HNY GRNLA 1605 4.67
UPC 33 - KASHI GO LEAN HIGH PRTN FIBER  15.7 458
UPC 42 - KASHI HRTZHAT BLERY 13.407 4.1
UPC 14 - BEAR NAKED FRUIT & NUT 1807 3.83
UPC 48 - CASCADIAN FA CINMN RASH ORGHIC 1607 3.38
UPC 45 - %0OGI GRANGLA MTH BLERY FLAX 13.4 3.35
UPC 47 - KASHI ORGMIC AUTUMN WHEAT 1607 3.34
UPC 45- CASCADIAN FA CINKMN CRUNCH 1607 3.1
UPC 37 - KASHI HETZHRT HOWEY TOASTED 13.40F 2.99

Niche items are lower-selling items, but may still represent a significant
opportunity for your business, allowing you to identify items that have strong
brand presence but low relative unit sales and high elasticity. These items could
potentially benefit from promotion, increasing share easily.

The KVI Dashboard uses the following metrics:
* Image Items

* Niche - High Sensitivity

* Niche - Low Sensitivity

* Profit Drivers

* Relative Elasticity

* Relative Units

Multiples Per Trip Dashboard

The Multiples Per Trip Dashboard displays information about shopper purchasing
patterns when buying one versus multiple items during a trip.

In the following example, the Multiples Purchased section of the dashboard shows
Trips for the Yogurt category, aggregated by number of yogurt items purchased
during each trip. From the graph, we can see that single purchases accounted for
the most Trips, but quite a few shoppers also bought 2-3 yogurts at one time, 4-5
yogurts at one time, etc.
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To change the metric displayed in the Multiples Purchased and Segment
Performance sections of the dashboard, select from the Metric drop-down menu.
The upper right section of the dashboard shows Top 10 Units per Trip, displaying
items from your selections that drive the most multiples purchasing.

Mousing over any of the bars in the Multiples Purchased section displays the
characteristics for that bar. The example below shows that shoppers who
purchased 2-3 yogurts in one trip accounted for a greater portion of the $ Sales for
yogurt than any other group:

% Sales
Multiples: 2 -3
$5,325,329
0
5,000,000
%4,000,000

%3,000,000

42,000,000

%1,000,000

%0

8-9 10-11 12+
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Clicking on any bar in the graph above changes the view for the Segment
Performance section to reflect segment performance for the selected group of
shoppers. For example, the graph below shows that the “Best Shoppers” segment
accounted for most of the $ Sales among shoppers who purchased 2-3 yogurt items
in a trip.

Fultiples: 2 -3 Segment Performance

£3.600.000
$£3,200,000
2,000,000
FLA00D00
2,600,600
$1, 600,600
F1, 200,000

SEO0,000

£400,000

&0

et Shoppers High Ogpartenity *edium Opportanity Low Dppartunsty

Interpreting Results

This dashboard provides a deeper understanding of your shoppers” multiples
purchasing behavior, allowing you to tailor your multiples strategies for segments,
locations, and products.

The Multiples Per Trip Dashboard uses the following metrics:
* “$ per Trip” on page 72

* “$ per Unit” on page 73

* “$ Sales” on page 74

* “% of $ Sales” on page 77

* “% of Promoted Units” on page 77

* “% of Trips (Multiples)” on page 79

* “Basket $ Sales with Item” on page 80
* “Trips” on page 86

* “Units” on page 88

* “Units per Trip” on page 90

New Item Dashboard

The New Item Dashboard enables you to assess the performance of a new product,
showing financial performance at the Total Chain level, as well as sales
information for up to ten selected geographies.

Note: This dashboard may not be available for all retailers.
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The dashboard has three sections:

* The Total Chain Weekly Trend section shows trends for Point-of-Sale (POS)
Sales, POS Unit Sales, and % ACV Distribution. This allows you to monitor
compliance and sales at the total chain level for the new item.

* The Division Comparison section shows sales across the geographies you
selected.

* The Segment Performance section shows segment-by-segment performance in
the selected time period and geographies for the selected Metric.

Interpreting Results

Using the New Item Dashboard, you can see the effectiveness of a product launch,
including week-by-week results for each geography. Additionally, you can see the
trends in sales and distribution for the new product.

You could use this dashboard to determine:

* Is the item gaining as much distribution as you would expect?

* Which segments are driving initial purchasing behavior of this item?
* How is the item performing in particular geographies?

The New Item Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* “$ Sales” on page 74

* “% of Segment Shoppers” on page 78
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* “POS $ Sales” on page 84

* “POS Units” on page 84

* “Trips per Shopper” on page 87
* “Units” on page 88

* “Units per Shopper” on page 90
* “Units per Trip” on page 90

New Lost Retained Dashboard

38

The New Lost Retained Dashboard provides insight into the buyer flow for the

selected time period and geography. It separates each shopper into one of three

groups.

* New — The shopper did not purchase the selected product during Period 1, but
did purchase during Period 2.

* Lost — The shopper purchased the selected product during Period 1 but not in
Period 2.

* Retained — The shopper purchased during Period 1, and also purchased during
Period 2.
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Note: To be counted as a shopper, each counted individual must have purchased
the selected product at least once in Period 1, Period 2, or both.

Interpreting Results

Using the New Lost Retained Dashboard, you can immediately determine whether
your new shoppers are making up for lost shoppers. In the Period 1 vs. Period 2
graph, you can see how new, lost, or retained shoppers accounted for each key
sales driver metric. Select a value from the Metric drop-down menu to view
performance for a different sales driver. The height of the bar represents total
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performance for the selected period; the colored sections at the top of the bars
show how much of the total performance for the selected metric is attributable to
new or lost shoppers.

The Primary Segments graph shows how your new, lost, or retained shoppers are
distributed among primary segments. Each pie chart shows how the new, lost, or
retained groups are comprised; change the view by selecting from the Shopper
Group drop-down. You can also see segment-specific analysis in the Segment
Performance graph, showing comparative numbers of new, lost, and retained
shoppers by segment. Select Period 1 or Period 2 to view distribution for each
time period. The pie chart is created using the metric you chose in the Period 1 vs.
Period 2 chart shown previously.

The New Lost Retained Dashboard uses the following metrics:
* “$ Sales” on page 74

* “Units” on page 88

* “# of Shoppers” on page 70

» “Trips” on page 86

* “$ per Shopper” on page 71

* “Trips per Shopper” on page 87
* “$ per Trip” on page 72

* “Units per Trip” on page 90

* “Units per Shopper” on page 90
* “Promoted Units” on page 85

Overlap Dashboard

The Overlap Dashboard shows how frequently products, or portions of your
product hierarchy, are purchased together over the time period analyzed.

The dashboard displays a grid of up to 20 products or product hierarchy levels,
sorted by the percent of trips that contained those items out of all trips that
contained any of the selected products. You can export up too 100 overlaps into
Excel.

The Overlap Dashboard includes:

* Flexible product selection — use customized Shopper Insights Product Groups
or browse your product hierarchy to select products for analysis

* Segmentation — select from your available segmentation types and view sales
metrics by segment

* Time period — use any time period with sales data, up to 52 weeks

* Flexible store groups — use predefined store groups or store divisions to select
locations
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For each row, the value in the column for that row shows the % Overlap — how
frequently purchasers of the item in the row also purchased the item in the column
over the same period. In the example below, 33.90% of people who purchased
“cleaning supplies” during this period also purchased “cleaning chemicals” during
the same period. By contrast, only 19.60% of people who purchased “cleaning
chemicals” during this period purchased “cleaning supplies” during the same
period. If you are looking at transactions, this refers to each specific transaction
(for example, checking out at the Pharmacy, Electronics, and the front register are
all one transaction). If you are looking at trips, this includes all of the person's
shopping behavior in one day at one store.

: ; _ CLEANING
% of Trips ExclusivityCHEMICAL CLEANING
5 SUPPLIES

CLEANING CHEMICALS 21.00% 43.90% 19.60%
CLEANING SUPPLIES 1220% 39.50%  32.90% [N

LAUMDRY 11.80%  36.30% ) 2520% 11.90%

In addition to a matrix showing the percentage of co-purchasing between each of
the 20 items, you can use the Exclusivity column to view how frequently the items
were purchased alone. If you want to review results for a particular segment, use
the Segment drop-down menu in the upper left-hand corner of the dashboard.

Interpreting Results

You can use the Overlap Dashboard to answer a wide variety of questions, such as:
* What products do shoppers purchase together over time?

* What % of trips are exclusive to a single product?

* What products appear together in the same trip?

You can use the overlap percentages to determine opportunities for co-promotion,
identify unique co-purchasing behavior by segment, and identify items that are
likely to bring shoppers in for an exclusive trip.

Note: You can analyze trips as well as individual transactions. This is useful if
there may be multiple transactions in a single trip due to separate in-store
registers. Contact your IBM representative for more information.
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The Overlap Dashboard uses the following metrics:

* “% of Trips (Overlap)” on page 79

* “Exclusivity (Trip)” on page 82

* “Exclusivity” on page 82

* “% Overlap (Trip)” on page 77 (label not displayed in User Interface)
* “% Overlap (Shopper)” on page 76

* “% of Shoppers” on page 78

* % of Txns

Product Compare Dashboard

The Product Compare Dashboard allows you to compare between two and ten
products, visually representing the selected products in a bubble chart, displaying
change versus the previous year for key metrics such as dollars per trip and
number of trips.

You can also focus the data on a particular segment by using the Primary Segment
and Secondary Segment drop-down menus.
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Note: This dashboard may not be available for all retailers.

The bubble graph allows users to quickly identify which products are driving
higher traffic on the y-axis of Trips per Shopper, with the x-axis showing the items
that drive higher basket value, $ per Trip. The size of the bubble represents the
relative Total Trips for the item.

On the right-hand side of the dashboard, you can select and deselect products,
allowing you to reduce the number of bubbles or eliminate outliers.
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The Product Compare Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* “$ Sales” on page 74

* “Basket $ Sales with Item” on page 80

* “Basket Unit Sales with Item” on page 80
* “Item $ per Basket” on page 82

* “Item Units per Basket” on page 83

* “Rest of Basket $ Sales” on page 85

* “Rest of Basket Units” on page 85

» “Trips” on page 86

* “Trips per Shopper” on page 87

* “Units” on page 88

* “Units per Shopper” on page 90

* “Units per Trip” on page 90

Product Dashboard

The Product Dashboard (also called Sales Behavior Dashboard by some retailers)
provides insights to help you develop and evaluate business strategies and tactics.

This is done by identifying the key sales drivers for each shopper segment:

* # of Shoppers — how many people purchased the selected product or products
buying from the selected categories during the specified time period. This is also
known as Penetration.

* $ per Shopper — the amount of money spent by each shopper during the
specified time period. This is also known as Buying Rate.
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Note: The Product Dashboard is called Sales Behavior Dashboard by some retailers
and it will not display the lower left chart.

The top portion of the dashboard is a graph showing the decomposition of sales
for the selected quarter. Each metric is shown as an absolute value and shows the
percent change versus one year before, allowing users to identify which metrics are
driving business performance.

The line graph in the lower left hand corner of the dashboard is the Sales
Decomposition Trend, showing a time series for sales, number of shoppers, and
dollars per shopper. Each line’s color corresponds to the colored stripe in the sales
decomposition graphic above. If you want to see the graph in more detail, click
Sales Decomposition Trend to open the Sales Decomposition Dashboard.
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Sales Decomposition Trend [ ()}
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The bottom right-hand corner shows information about your primary segments,
showing actual or growth values for each segment in key sales driver metrics.
Select Growth to view the segment’s performance versus the year before.

Interpreting Results

The Product Dashboard can help you discover product performance issues quickly,
acting as a “Product Report Card”. For example, if particular sales drivers are
declining for a segment, you can more effectively target those issues for resolution.
You could interpret results and use them to drive actions:

* You could discover that a sales decline is not due to decreasing units sold per
shopper, but to decreased trips per shopper. This insight allows you to focus on
tactics that bring more shoppers into the store.

* You could find an unexpected trend in a particular segment’s performance,
indicating that you may need to examine your promotional plan to better
engage that segment.

The Product Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* “% of Segment Shoppers” on page 78
* “POS $ Sales” on page 84

* “Profit per Shopper” on page 84

* “Profit per Trip” on page 84

* “Profit per Unit” on page 85

» “Trips” on page 86

* “Trips per Shopper” on page 87

* “Units per Trip” on page 90
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Promotion Response Dashboard

The Promotion Response Dashboard enables you to analyze how much revenue
increase occurs for selected products when using particular discounts and
promotional tactics. These results can be filtered by category, promotion types, and
segment.

About this task

Note: This dashboard may not be available for all retailers.

The Promotion Response Dashboard is separated into 4 areas:

Procedure

1.

2.
3.
4

Segment Promotion Lift Analysis

Item Lift for Selected Segment/Discount
Graph Display Criteria

Segment Filter

. @
Promotion Response Dashboard
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Note: This dashboard uses a 10% sample size for all calculations. Data
displayed are representative of this 10% sample.

Choosing Data to Display

To use the dashboard, you must first select the Category, Promotion Type, and
Segmentation Type you wish to view. Then, using the line graph in the
Segment Promotion Lift Analysis area, click on a particular data point to
update the graph below. Each of the data points in the graph above represents
the revenue increase for a certain segment and discount percent. Clicking on
that data point will show the item-by-item data for that segment and discount
amount, showing which items are most affected by the selected discount
percentage.

Changing any of the selections in these drop-downs changes the data filter,
selecting a different category, promotional tactic, or segmentation type for the
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dashboard. For example, the graph above shows an analysis of the Cereal
category for promotions using a Display tactic. The two lines shown are for the
two segments selected on the right: the “Healthy Aspiring” segment and the
“Only the Best” segment.

Segment Promotion Lift Analysis

The Segment Promotion Lift Analysis area of the dashboard shows an overview
plot for each segment selected in the right-hand check-box list. Each segment is
represented by a line in the graph, showing the revenue lift percentages associated
with certain discount or Temporary Price Reduction (TPR) levels.

For example, the graph below shows that revenue % lift for the selected products
peaks at around a 25% discount for both the “Healthy Aspiring” and “Only the
Best” segments. a 25% discount yields approximately a 125% revenue lift for each,
though lift is slightly lower for the “Only the Best” segment.

Segment Promotion Lift Analysis
%
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kT 120
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H
; naw
o
Bt
40
0"%‘ =~ i i EoT 7% 3 ¥5 anrs,
% [Nrcsunt
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When you mouse over any data point on this graph, you will see the associated
data for that point. Clicking on that data point updates the lower graph, showing
revenues and percentage lifts for the selected items.

Item Lift for Selected Segment/Discount

After you click a data point from the Segment Promotion Lift Analysis area of the
dashboard, this area updates to reflect the item-by-item revenue and lift data for
the selected discount percent and segment.

For example, the graph below shows that the user clicked the data point for
“Healthy Aspiring” shoppers at a discount percentage of 25%:

UPC Lift of 25% Discount for Segment. Healthy Aspiring

s0 5, 00 $10,000 $159,600 0000 75, 00 10008 ESEN ] a0 000

Lift does not reflect cannibalization eects

Mousing over any of the data points in this graph shows the relevant data for the
item. This shows how discounts and promotional tactics vary by item, discount,
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and segment. If you want to see specific data for another segment or discount
percentage, select that data point on the graph above.

Graph Display Criteria
The Graph Display Criteria area is required each time you run the dashboard.
These three drop-down menus at the top of the dashboard allow you to focus in

on one category, promotional tactic, and segmentation type for the dashboard
display.

Note: Each of these drop-downs is required; to show data in the graphs below,
you must select a category, promotion tactic, and segmentation type. The segments
available for the segmentation type are shown in the segment filter section, as
described in the Segment Filter section below.

GM FIBER ONE (3)
Category | Cergal ~ Promotion Type | dicplay w Segmentation Type | Liestyle ]
@ Reverue O Units O Profit Total Chain

If you have selected multiple categories in the dashboard loading prompt, you
must select one of the categories from the Category drop-down. If you selected
only one category, it will be loaded by default. The Promotion Type drop-down
allows you to show criteria for a single promotion tactic, such as display or ad.
This allows you to examine promotion tactics’ effectiveness for segments and
categories.

Finally, use the Segmentation Type drop-down to choose the segmentation scheme
you would like to use in your analysis. The segments available for the selected
segmentation type will be displayed in the filter list on the right-hand side of the
dashboard.

Segment Filter

The Segment Filter allows you to select segments for display in the top graph of
the Promotion Response dashboard. Each selected segment will have a line in the
Segment Promotion Lift Analysis graph, and selecting individual nodes from that
line will show the relevant data by item for the lower graph.

[:::: Hide ][Select Segments ==

[1 Select All

[] Young Budgeters
[] Traditionalist

[J Young Spenders
Healthy Aspiring
Only the Best

Interpreting Results
The Promotion Response Dashboard provides a granular view of how your

products respond to discounts by segment. For example, this dashboard could help
you answer the following questions:
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* How steeply should I discount Chex if I want to maximize promotional
effectiveness for Families with Young Children?

* Which items in Dairy are most effective in driving increased profit from Baby
Boomers?

* Which segments will see the greatest lift from the promotion I am planning to
execute?

* Which promotional tactic will provide more lift with this promotion: Ad or
Display?

In the graph below, the Promotion Response Dashboard shows an important
insight: for Healthy Aspiring shoppers, a 25% discount with a display tactic for
FIBER ONE 16.20Z provides a much greater lift than for the other items selected
for analysis. Using this data, you would likely select this product for promotion
over the other items shown in the dashboard.

UPC Lift of 25% Discount for Segment. Healthy Aspiring
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Lift does not reflect cannibalization eects

The Promotion Response Dashboard uses the following metrics:
* % Discount

* Profit % Lift

* Revenue % Lift

* Revenue

* Unit % Lift

Purchase Frequency Dashboard

The Purchase Frequency Dashboard details how financial performance for the
selected items is distributed among shoppers who bought one time or multiple
times, as selected when loading the dashboard.

For example, the Performance by Purchase Frequency section of the dashboard

below shows metric values for shoppers who purchased one of the selected items 1
time, 2-3 times, 4-5 times, etc.
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Use the Metric drop-down to show performance of shoppers and segments in each
group across other metrics. The Top 10 Items, Trips Per Shopper section of the
dashboard shows the top 10 items from the selected group, sorted by Trips Per
Shopper.

Mousing over any bar in the Performance by Purchase Frequency section will
show the characteristics used to create that bar:

EE‘ 0,000

% Sales
Trips per Shopper: 2 - 3
$1,021,730

%1,200,000

$1,000,000

£800,000

$600,000

£400,000

$200,000

%0

1 2-3 4-3 6-7 g-9 i0-11 12+

Clicking on a bar selects that group of shoppers, showing data for that group by
segment in the Segment Performance section at the bottom of the dashboard:
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For example, the graph above shows that for all shoppers who bought any of the
selected products 2-3 times in the selected time period, the “Best Shoppers”
segment contributed most of the $ Sales. Changing the metric selection in the
Metric drop-down will also change this graph to show segment performance by
the selected metric.

Interpreting Results

Identifying products that generate trips can help you leverage the draw of those
products to bring shoppers into the store. More importantly, segment performance
characteristics can help you identify areas with potential for growth. You can
leverage insights from the Purchase Frequency Dashboard to:

* Determine how frequently shoppers are coming to your store and purchasing
from the selected category or product group

* Identify key segments that can drive additional trips
* Understand shopping patterns for your segments and frequent shoppers

The Purchase Frequency Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* “$ Sales” on page 74

* “% of $ Sales” on page 77

* “% of Promoted Units” on page 77

* “Basket $ Sales with Item” on page 80
* “Trips” on page 86

* “Units” on page 88

* “Units per Shopper” on page 90

* “Units per Trip” on page 90

Purchase Summary Dashboard

50

The Purchase Summary Dashboard enables you to analyze key metrics across
segments using flexible product selections and custom metric selections.

You can use the Purchase Summary Dashboard to create on-demand reports, using;:

* Flexible product selection — use customized Shopper Insights Product Groups,
browse your product hierarchy, or search for products to analyze.
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* Segmentation — select from your available segmentation types and view sales
metrics by segment

* Time period — use any time period with sales data, up to 52 weeks

* Flexible store groups — use predefined store groups or store divisions to select
locations

When loading the dashboard, you can choose the metrics to display in the Select
Metrics area. After loading the dashboard, you will be able to see these metrics for
the selected products by segment.

4, Select Metrics (Required) Fy
Select the metrics you want to analyze.
Available: ; Selected:
Elb # of Shoppers Elh & Sales
Ely % per Shopper iblﬂ%umeg‘nenLShoppzfs
Ely £ per Trip [“)]E[ifrmpefsmwﬂ B
Ely % per Unit | Ely uits per Trip |
Ely Basket Sales with Ttem [ 7 I :
Ely Trips =

To view a different segment’s sales performance metrics, select a segment from the
Primary Segment drop-down menu. If your segmentation type has secondary
segments, you will also be able to select from secondary segmentation types.

= @
Purchase Summary Dashboard 25 wk ending: 0773172010
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ey : i
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B 206300 52030 51014 SEB0 41831001 433% 58406 413470 20 21 872.130
07 106,630 54716 5189 §5.15 5507114 224% 8029 265,890 25 37 75830
btad 12780 2468 sTAn S6EEZ 51081888 2T 514587 13830 11 12 16240
(] 21.280 55584 5477 52406 51183365 49% 512940 24850 12 20 25400
12 35790 £21.37 S1T.04 $1310 | 764838 T.E% £34.00 44890 13 13 58,300
013
328190 3112 2482 51942 51183304 BO0% £110.62 48270 i3 13 81,180
rid 27,020 £30.57 524.75 $1850 | SB2EOTI 5T £11851 33380 12 13 44550
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018 81.210 52687 51749 $0.34 (52181738 171%  S10076 124710 15 19 233670
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020 25,520 52111 £17.40 1067 | SE3IETHT E4% S106.45 30960 12 16 £0.490
021 7580 £35.61 £26.44 $1T11 | 5209348 18% $10340 10210 13 15 15,780
022 36130 51463  §1219 $5.16 | $528603 TE% S9146 43380 12 24 102,420
023 30.000 52241 $18.68 §1162 | SETZ360 6.3% 7.5 35.890 12 16 STETD
pad 720 1954 §17.73 $154 | 53M5TE 6% e 18870 11 11 21670
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To export or print your custom dashboard results, click the Excel icon in the
upper-right-hand corner of the dashboard.

Interpreting Results
This dashboard provides a flexible custom report baseline, which you can use to

split up and analyze your sales data using product groups, specific metrics,
segmentation types, and more. You can use these reports to:
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* Analyze segment performance for the selected products over the time period

* See which metrics are driving growth for product groups or parts of your
product hierarchy

* Compare segment performance across equivalent stores, timeframes, and metrics

The Purchase Summary Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* # of Shoppers Growth

* # of Shoppers Last Year

* “$ per Shopper” on page 71

* $ per Shopper Growth

* $ per Shopper Last Year

* “$ per Trip” on page 72

* $ per Txn Growth

* $ per Txn Last Year

* “$ per Unit” on page 73

* $ per Unit Growth

* $ per Unit Last Year

* “$ Sales” on page 74

* $ Sales Growth

* §$ Sales Last Year

* “% of Segment Shoppers” on page 78
* % of Total Txns

* Basket $ Sales with DPCI

* Exclusivity in Total Txns

» “Trips” on page 86

* Txns Growth

* Txns Last Year

* “Trips per Shopper” on page 87
* Txns per Shopper Growth

* Txns per Shopper Last Year

* “Units” on page 88

* Units Growth

* Units Last Year

* “Units per Shopper” on page 90
* “Units per Trip” on page 90

* Units per Txn Last Year

Note: The Purchase Summary Dashboard does not take returns into consideration.

Sales Decomposition Dashboard

52

The Sales Decomposition Dashboard can help you determine which of the key
sales metrics shown in the graphs are driving sales over time. This dashboard is
available at various drill-down levels, allowing you to analyze the performance of
a product or product hierarchy level.

Note: This dashboard may not be available for all retailers.
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A change in any of the key metrics may help you determine which tactics should

be explored more thoroughly. For example, if a decline is sales is driven by a

decline in units per trip, you could adjust the mix of promotions to deliver optimal
results, focusing on big items versus little items, or buy-one-get-one versus a single

price point.
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By using the check-boxes at the top of the dashboard, you can select the metrics

you would like to view individually, adding or removing lines from the line graph
below. For a fair comparison between lines, click Log Scale to display the graph in

a log scale.

To drill down to a category, type, or item, click the drill-down buttons at the top of

the dashboard:

[ Department i Category J
CANDY

The Sales Decomposition Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* “$ Sales” on page 74

* “Trips per Shopper” on page 87

e “Units per Trip” on page 90
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Sales Driver Dashboard

54

The Sales Driver Dashboard displays which metrics drive sales growth or decline
compared to last year. It takes into account all transactions, not only transactions
made by shoppers.

Key metrics in the Sales Driver Dashboard include:
* “# of Shoppers” on page 70

* “Trips per Shopper” on page 87

* “Units per Trip” on page 90

* “$ per Unit” on page 73

* “Trips” on page 86

* “$ per Trip” on page 72

* “$ Sales” on page 74

Note: Some retailers do not have these shopper metrics available.

Growth numbers for all metrics are also included. The comparison is for the same
time period a year ago (that is, year over year).

Sales Driver Dashboard (ssdlesorver v) W @
4Week Ending: 0209/2013
TESTING .._(14) Chain
5 Sales Driver _)§ Sales Impact
# of Shoppers (Est.) Trips per Shopper Units per Trip $ per Unit Trips $ per Triy $ sal

Actual ¥rGrowth Actual YrGrowth Actual YrGrowth Actual YrGrowth Actual (D00s) YrGrowth Actual YrGrowth Actual (000s) Yr Growth

Total 19,381 (3.2%) 1.4 1.2% 2.6 0.3%  $7.57  (4.4%) 28 (2.0%) $19.37 (4.1%)  $535852  (6.0%)
STORAGE AND ORGANIZATION 5,927 0.0% 11 0.4% 1.9 (0.2%)  $7.59 (3.0%) 7 0.4%  $14.20 (3.2%) $96,044 (2.8%)
HOUSEHOLD COMMODITIES 11,445 (2.9%) 13 07% 2.1 03%  $4.98 (1.4%) 14 (22%)  $10.27 (1.1%)  $147,709 (3.3%)
BABY CARE 5,168 (2.8%) 1.4 11% 3.1 0.0%  $6.12 4.8% 7 (1.7%)  $18.99 4.8%  $136,714 3.0%
HOME ELECTRONICS 722 (4.8%) 11 0.3% o) 0.6%  $84.06  (18.9%) 1 (4.5%)  $99.81  (18.4%) $76,381 (22.1%)
PATIO & GRILL 152 (19.8%) 11 (0.4%) 17 (19.5%)  $18.24 21.8% [ (20.1%)  $30.91 (1.9%) $5,036 (21.7%)
MuSIC 1,043 (25.4%) 1.1 0.2% 1.3 (0.5%)  $11.10 (8.8%) 1 (25.2%)  $14.60 (9.3%) $16,117 (32.2%)
WOMEN'S WOVEN TOPS/ DRESSES 608 (22.2%) T (0.5%) P (3.9%)  $18.36 (2.8%) 1 (22.6%)  $21.12 (6.6%) $13,487 (27.7%)
WOMEN'S WOVEN BOTTOMS 1,002 (6.2%) 11 0.5% R 0.6%  $17.95 (6.6%) 1 (5.7%)  $23.37 (6.0%) $25,487 (11.3%)
SWEATERS 989 103.9% 151 1.6% 1.3 6.5%  $14.21  (16.1%) 1 107.2%  $18.01  (10.7%) $18,876 85.2%

Total
$ Sales (000s)
$535,852
e Growth: 6.0%)
Trips (000s) $ per Trip
28 $19.37
e Growth: 2.0%) rGrowth: (4.1%)
# of Shoppers (Est.) Trips per Shopper Units per Trip $ per Unit
19,381 26 $7.57
e Growtn: 3:2%) YrGrowt: 12% e Growt: 0.3% e Growth: (4.4%)

The above grid is interactive and the visualization will update based on your
product selection. The sales driver accounts for returned items.

You can also use the $ Sales Impact radio button to see what effect changes to
your key sales metrics had on your bottom line sales. For example, the $ Sales
Impact view might help you answer the following question: "Was the decline in
sales for this category more due to trips or dollar per trip?"

Note: The $ Sales Impact radio button is applicable to only some companies.

Note: The Sales Driver Dashboard is based off of a 10% sample of sales data. You
cannot drill down on this report. If your company has customized your product
level labels, you will see customized labels on the Shopper Insights home page and
in the report. Vendors can browse and select only those products to which they
have access.
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Segment Compare Dashboard

The Segment Compare Dashboard enables you to compare shopper preferences
across multiple products. Select the products to view in the list on the right side of
the screen, and you will see each segment’s purchasing behavior for the selected
products in the bar charts to the left.
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[ Secendary Segment | Tetw B | § Sl Teaal Chain s e Seleci Deparimants
Actual
- - | I - I - = I - l | | I
Forvaies on ihe G Swweet Tpoh fers A il st s iy People
Wekght Wasls harey Ll Yy Faw Y Pereer Py p—

Index

! DemandTec’

The dashboard contains two sets of graphs: the top set of graphs displays Actual
results for the selected quarter across segments, while the Index section shows
indexed values for the same metric. The graphs shown reflect the key sales driver
metric shown in the Metric drop-down. By default, the value is $ Sales (PDI), but
you can use the drop-down to view cross-segment performance on any available
metric:

Metric | § Sales (PDI) e
% Sales (PDI) L=
# of Shoppers (PDI) =
Trips (PDI) —
Units (PDI)
3 per Shopper % Z

The Index graphs show variance of each segment’s performance around a mean of
100, showing how each segment’s purchasing behavior compares other segments.
If the index is high, the segment is “over-indexing” for the selected product
groups, showing an increased penetration in that segment relative to expected
penetration.

The Segment Compare Dashboard uses the following metrics:

* “# of Shoppers (PDI) (Drillable Segment Compare)” on page 70
* “# of Shoppers Index” on page 71

* “$ per Shopper” on page 71
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* “$ per Shopper Index” on page 72

* “$ per Trip” on page 72

* “$ per Trip Index (Segment Compare)” on page 73

* “$ per Unit” on page 73

* “$ per Unit Index (Segment Compare)” on page 74

* “$ Sales (PDI) (Drillable Segment Compare)” on page 75
* “$ Sales Index” on page 75

* “Trips (PDI) (Drillable Segment Compare)” on page 87
* “Trips Index” on page 87

* “Trips per Shopper” on page 87

* “Trips per Shopper Index” on page 88

* “Units (PDI) (Drillable Segment Compare)” on page 89
* “Units Index” on page 89

* “Units per Trip” on page 90

* “Units per Trip Index (Segment Compare)” on page 91

Segment Dashboard

The Segment Dashboard can provide in-depth insights into each segment’s
purchasing decisions, showing how shoppers in the segment purchase the selected
product, along with key sales metrics and their trends versus the year before.

This dashboard also drills down, showing top products for the selected segment.
You can use information about top purchases to identify products that can drive

segment behavior changes.

Note: This dashboard may not be available for all retailers.
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To view characteristics for a segment, use the drop-downs at the top of the
dashboard:

Primary Segment | Families an the Ga = |

Secondary Segment | Total |

The results shown in the dashboard will be updated to match your selections,
providing key metrics for the selected segments, showing both current sales
metrics for the selected quarter, as well as metrics from the same quarter a year
before. In addition to the Primary Segment, choosing a secondary segmentation
schema could allow you to analyze, for example, the behavior of your most loyal
shoppers.

The Segment Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* §$ Sales (K)

* “% of Shoppers” on page 78

* “Trips per Shopper” on page 87

* “Units per Trip” on page 90
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Source of Volume Dashboard

The Source of Volume dashboard decomposes revenue and unit gains/losses
between different products at two different time periods.

It is useful in answering business questions, such as:

* Did my new item launch help introduce new customers to the category?
* Did my recent promotion help take share away from my competitors?

* Which ones were most affected by it?

* Did it cause a shift in behavior between my own brands or cause
cannibalization?

* For the shoppers that stayed loyal to my brand between the two time periods,
did they spend more or less with my brand than they did historically?

Source of Volume Dashboard Shicte Epert: (il 3t &
Metric & volume = Segment . vounn Snes +  Evaluate  DooerBrand & . Chain
All Segments; $241,525,350 Volume Diff, Eval vs Source Summary Decomposition of Gains: § Volume Decomposition of Losses: § Volume
Fair Share Index: 101,37 T § 93.1% Tot: (§
103,130,048 4
52wks  -> 0510212015
$110,828,185 (scaledto 26 "ol Incremental _
ekox $01,214,4% phigpieples
6wks - 10/31/2015 . _Switchers
$ 149,060,036 Switchers [ $8.826.273
S 55,091,483
$103,130,04  93.1%
. & \ Hews Y "
et Change T se0Mans \;7. o
$20000000 $40,000000 $60.000,000 $80,000,000 $100,00( 438,231,851 34.5% $25,615,
Top Anchor Products: $84,848,239 Volume Diff, Eval vs Source  Net Switch Gain Net 9 Change  Fair Share Index

Diaper Brand £ 518,115 §1,168 0.0074 8447
Diaper Brand A 1,33 96 0.0025% 138.96
Disper Brand O §18,194 11667
Disper Brand € 47,542 ‘ 148,59
Diaper Brand € 94.33

9237

Diaper Brand 1

Diaper Brand & $380,450 101,59

Defining the Evaluation Time Period

The Source of Volume dashboard requires two different time periods: the
evaluation time period and the source time period. The evaluation time period
typically represents an event or the most recent time period and shows what
customers ended up buying. The number of weeks in an evaluation time period is
typically less than or equal to the number of weeks in the source time period. You
can currently only enter a maximum of 52 weeks for the evaluation time period.

Defining the Source Time Period

The source time period is typically used to define the baseline of customer
behavior before the evaluation time period. When you want to normalize behavior
from the source time period, you can use a longer time duration. As a result, the
number of weeks in the source time period will typically be greater than or equal
to the number of weeks in the evaluation time period.

Defining Anchor Products

Anchor products are the specific set of products, product groups, or brands that
you are interested in tracking specific switching behavior in the Net Switch report
between the two time periods. Anchor products can be your primary competitors
or your own brands if you wish to track cannibalization within your own
portfolio. Typically, these products are within one category or department, but can
be used to track products in adjacent categories that are potential substitute
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products. For example, you may want to track carbonated beverages together with
juices as anchor product because consumers may switch their spending between
these items despite being in two different categories. The source of volume
dashboard currently limits the number of anchor products that you can track up to
ten selections.

Product Universe

The product universe is defined as the general set of products, product groups, or
brands which you consider to be substitutable products. It will contain products or
brands in addition to those defined in the anchor products section. The product
universe should be a superset of products that also contains the anchor products.
This is typically defined as an entire category or department, but may include
additional products in other categories or departments which are believed to be
possible substitutes. This will help the application track which shoppers are
completely new to this universe in the evaluation time period for the
decomposition of gains section and which ones left the product universe in the
decomposition of losses section.

It is generally recommended that you select the same anchor items and product
universe items. This will make your analysis more straightforward. If you have
more than 10 anchor items, put the 9 that you are most interested in first and then
create an "all others" bucket using product groups (because you can only select 10
anchor items). Also, at this time, you can export only the Net Switchers to Excel.

Time Series Dashboard

For retailers and vendor analysts, the Time Series dashboard is useful in
identifying whether certain metrics, products, product attributes, or customer
segment behaviors are changing over time.

The Select a View Prompt defines what is displayed in separate time series lines.
You can select from four options:

* By Segment: Display each customer segment as a separate line for a given
segmentation type, product, and metric.

* By Product: Displays each product as a separate line for a given customer
segment, product, and metric.

* By Product Attribute: Displays each line as a product attribute time series such
as brand, color or size.

* By Metric: Displays each line as a different metric.
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The Time Series Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* $ per Txn

* “$ per Unit” on page 73

* “$ Sales” on page 74

* “% of Segment Shoppers” on page 78
* % of Total Txns

* Basket $ Sales with DPCI

* Exclusivity in Total Txns
 Transactions

* Txns per Shopper

* “Units” on page 88

* “Units per Shopper” on page 90

* Units per Txns

Topline Dashboard

The Topline Dashboard allows executives, category managers, analysts, and
department managers to evaluate the entire chain by department and compare its
category performance by shopper segment and division. By interacting with the
heatmap and specifying segments, you can gain unique insight into your shoppers’
behavior.
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Note: This dashboard may not be available for all retailers.
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Note: Vendor users will not be able to view the Topline Dashboard.
The Topline Dashboard contains three sections:
Procedure
1. A breakdown of the total store sales and growth by segment:
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2. The heatmap, which shows sales performance of particular categories, as well
as total category sales for the selected segment or total chain. The heatmap can
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also be customized heavily, as described in “Topline Dashboard” on page 60.

Primary Segment | Families on the Go » | | § Sales and Growth |

(») Heatmap “iew ) Grd Wiew
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[ul =
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Crairy

Frozen Prepared Mea cdirmn i
Is Caffes P | Min | ed |5

Beef Fresh

Produce Fresh

% Sales Growtl
{100.0%) [45.8%) 8.4% 62.6% 116.7% 170.9%

3. A full breakdown of the key sales driver metrics for the selected heatmap
category. Simply click on a box in the heatmap to show the sales breakdown for
the selected item:

62  IBM Shopper Insights: Users' Guide



Adult Health General

Actual Growth
$ Sales (K) $1.3 451 %
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Using the Heatmap

The heatmap can be customized by segment using the Primary Segment
drop-down menu. Select Total to view the totals for all segments. You can also
customize the heatmap by entering interactive mode. To change the display
characteristics of the heatmap, right-click anywhere on the heatmap and select
Interactive:

Propetties...
About this \Widget. ..

Lamb Fresh

Settings...
Global Settings. ..
About Adobe Flash Player 10, ..

This loads the interactive panel:
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This panel can be used to change the colors of items in the heatmap to make
them more representative of their dollar sales or sales growth. For example,
you could set positive sales growth to green, and all declines to red. You can
also use the interactive mode to delete particular items from the heatmap. To
delete an item, click the Enable Delete button. When you do, each field in the
heatmap can be deleted by clicking its close button, causing the heatmap to

re-generate:
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Mens Health

Ear Eye Care
Tobacco

Lamb Fresh Adult Health [

The Topline Dashboard uses the following metrics:
* “# of Shoppers” on page 70

* “$ per Shopper” on page 71

* “$ per Trip” on page 72

* “$ per Unit” on page 73

* $ Sales (K)

* “Trips per Shopper” on page 87
* “Units” on page 88

* “Units per Shopper” on page 90
* “Units per Trip” on page 90
Related Topics

“Topline Dashboard” on page 60

Trial and Repeat Dashboard

The Trial and Repeat Dashboard (also called New Item Launch Dashboard by some
retailers) can help you analyze a new item’s trial and repeat performance over a
selected geography and time period.

You can analyze a variety of factors, including;:
* Depth of Repeat

* Promotion Response

* Purchasing Behavior by Segment
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To focus the analysis on a particular segment, choose a segment from the Primary
Segment drop-down menu. You can also choose a Secondary Segment, which
varies by company, but may show particular groups of interest within the Primary
Segment, such as high-loyalty shoppers. Segment performance for key metrics is
shown in the Primary Segment Performance graph.

Interpreting Results

The Promotion Response graph in the lower left area of the dashboard shows how
promotions affected trial and repeat behavior, showing promoted units,
non-promoted units, and $ per unit over the selected time period. You can use this
graph to determine promotion effectiveness and appropriately promote the new
item.

In the Trial and Repeat Trend graph, you can see how the selected segment
purchased the product over the selected time period, showing cumulative triers,
compliance, and how often triers repeated.

The Depth of Repeat graph depicts each segment’s repeat behavior, showing how
often members of the segment repeated 1, 2, 3, or 4+ times. You can also click on
the graph button to view the data underlying the bar chart, providing one-click
access to precise repeat data.

The Trial and Repeat Dashboard uses the following metrics:
» # of 1st Repeat Shoppers

* # of 2nd Repeat Shoppers

* # of 3rd Repeat Shoppers

* # of 4+ Repeat Shoppers
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“# of Triers” on page 71

“$ per Shopper” on page 71

“$ per Trip” on page 72

“$ per Unit” on page 73

“$ Sales” on page 74

“% ACV” on page 76

“% of Repeat” on page 77

“% of Segment Shoppers” on page 78
“% of Promoted Units” on page 77
“Cum - # of Triers” on page 81
“Cum - # of Repeaters” on page 81
“Non Promoted Units” on page 83
“Promoted Units” on page 85
“Trips per Shopper” on page 87
“Units” on page 88

“Units per Trip” on page 90
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Chapter 3. Metric Dictionary

The Metric Dictionary provides brief explanations of the metrics used throughout
IBM Shopper Insights. Usage of these metrics may vary by dashboard, as noted.

# of 4+ Repeat Shoppers

Number of shoppers who purchased the selected products only five or more times
(trial purchase and at least 4 repeat purchases) during the selected time period

Used by dashboard: “Trial and Repeat Dashboard” on page 65

Calculation: # of Shoppers who purchased a product more than four times in the
selected time period

Additive: Not in most cases. Example: # of 4+ repeat shoppers can be additive
across non-overlapping geographies. Example: # of 4+ repeat shoppers can be
added to a comparably dimensioned # of first or # of second or # of third repeat
buyers, and so on.

# of Baskets

Number of distinct trips that contained the product

Also known as: Purchase Occasions, Trips

Used by dashboard: “Affinity Dashboard” on page 25
Calculation: Count of distinct baskets that contained the product

Additive: No

# of First Repeat Shoppers

Number of shoppers who purchased the selected products only twice (trial
purchase and 1 repeat purchase) during the selected time period

Used by dashboard: “Trial and Repeat Dashboard” on page 65

Calculation: # of Shoppers who purchased a product only twice in the selected
time period

Additive: Not in most cases. Example: # of first repeat shoppers can be additive
across non-overlapping geographies. Example: # of first repeat shoppers can be
added to a comparably dimensioned # of second repeat buyers, and so on.

# of Second Repeat Shoppers

Number of shoppers who purchased the selected products only three times (trial
purchase and 2 repeat purchases) during the selected time period

Used by dashboard: “Trial and Repeat Dashboard” on page 65

© Copyright IBM Corp. 2009, 2017 69



Calculation: # of Shoppers who purchased a product only three times in the
selected time period

Additive: Not in most cases. Example: # of second repeat shoppers can be additive
across non-overlapping geographies. Example: # of second repeat shoppers can be
added to a comparably dimensioned # of first repeat buyers, and so on.

# of Shoppers

Number of identified shoppers who purchased the product at least once

Used by dashboards: “Event Compare Dashboard” on page 26, “New Lost
Retained Dashboard” on page 38, Sales Behavior (refer to “Product Dashboard” on
page 42), “Purchase Frequency Dashboard” on page 48, “Purchase Summary
Dashboard” on page 50, “Sales Driver Dashboard” on page 54, “Time Series
Dashboard” on page 59

Calculation: Count of distinct shoppers who purchased the product at least once

Additive: Yes

# of Shoppers (Actual)

Number of identified shoppers who purchased the product at least once
Used by dashboards: Sales Behavior (refer to “Sales Driver Dashboard” on page 54
Calculation: Count of distinct shoppers who purchased the product at least once

Additive: Yes

# of Shoppers (PDI)

Relative importance, based on # of Shoppers, of a product for a segment in
comparison to the importance of all the selected products for the segment

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: (% of shoppers in a segment who purchased a product / % of
shoppers in the segment who purchased any of the selected products) * 100

Additive: No

# of Shoppers (PDI) (Drillable Segment Compare)

Relative importance, based on # of Shoppers, of a product for a segment in
comparison to the importance of the product’s universe for the segment

Used by dashboard: Drillable “Segment Compare Dashboard” on page 55

Calculation: [(% of shoppers in a segment who purchased a product) / (% of all
shoppers in a segment who purchased the product’s universe)] * 100

Additive: No
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# of Shoppers (PDI) (Flexible Segment Compare)

Relative importance, based on # of Shoppers, of a product for a segment in
comparison to the importance of all the selected products for the segment

Used by dashboard: Flexible “Segment Compare Dashboard” on page 55

Calculation: (% of shoppers in a segment who purchased a product / % of
shoppers in the segment who purchased any of the selected products) * 100

Additive: No

# of Shoppers Index

Relative importance, based on % of Shoppers, of a product for a segment in
comparison to the size of the segment

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(% of shoppers in a segment who purchased a product) / (% of
shoppers in the segment)] * 100

Additive: No

# of Third Repeat Shoppers

Number of shoppers who purchased the selected products only four times (trial
purchase and 3 repeat purchases) during the selected time period

Used by dashboard: “Trial and Repeat Dashboard” on page 65

Calculation: # of Shoppers who purchased a product only four times in the
selected time period

Additive: Not in most cases. Example: # of third repeat shoppers can be additive
across non-overlapping geographies. Example: # of third repeat shoppers can be
added to a comparably dimensioned # of first or second repeat buyers, and so on.

# of Triers

Number of shoppers who purchased a product once

Used by dashboard: New Item Launch Dashboard (also called “Trial and Repeat
Dashboard” on page 65)

Calculation: Count of distinct shoppers who purchased a product once

Additive: No

$ per Shopper

Dollars spent per shopper for a product

Also known as: Buy Rate
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Used by dashboards: “Event Compare Dashboard” on page 26, “Item Importance
Dashboard” on page 28, “New Lost Retained Dashboard” on page 38, Sales
Behavior (refer to “Product Dashboard” on page 42), “Purchase Frequency
Dashboard” on page 48, “Purchase Summary Dashboard” on page 50, “Segment
Compare Dashboard” on page 55, “Time Series Dashboard” on page 59, New Item
Launch Dashboard (also called “Trial and Repeat Dashboard” on page 65)

Calculation: $ Sales of a product / # of shoppers who purchased the product
OR
Trips per Shopper * $ per Trip

Additive: No

$ per Shopper Index

Relative importance, based on $ per Shopper, of a product for a segment in
comparison to the importance of the product for all shoppers

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(Average $ Sales of a product by a segment) / (Average $ Sales of the
product by all shoppers)] * 100

Additive: No

$ per Trip

Dollars spent per trip on a product

Also known as: $ per Txn, Purchase Size

Used by dashboard: “Event Compare Dashboard” on page 26, “Multiples Per Trip
Dashboard” on page 34, “New Lost Retained Dashboard” on page 38, Sales
Behavior (refer to “Product Dashboard” on page 42), “Purchase Frequency
Dashboard” on page 48, “Purchase Summary Dashboard” on page 50, “Sales
Driver Dashboard” on page 54, “Segment Compare Dashboard” on page 55, New
Item Launch (also called “Trial and Repeat Dashboard” on page 65)

Calculation: $ Sales of a product / # of trips that contained the product

OR

$ per Unit * Units per Shopper

Additive: No
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$ per Trip Event

Dollars spent per trip on a product

Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: $ Sales of a product / # of trips that contained the product
OR

$ per Unit * Units per Shopper

Additive: No

$ per Trip Index (Event Compare)

$ Sales per Trip per week for a product during Event 2 compared to Event 1
Also known as: $ per Txn Index
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: [((Event 2 $ Sales / Trip))/ # of Weeks) / ((Event 1 $ Sales / Trip)) / #
of Weeks)] * 100

OR
(Event 2 WKkly $ per Trip / Event 1 Wkly $ per Trip) * 100

Additive: No

$ per Trip Index (Segment Compare)

Relative importance, based on $ per Trip, of a product for a segment in comparison
to the importance of the product for all shoppers

Also known as: $ per Txn Index
Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(Average $ Sales per Trip that contained a product by a segment) /
(Average $ Sales per Trip that contained the product by all shoppers)] * 100

Additive: No

$ per Unit

Average unit price for a product

Also known as: Average Retail Price (ARP)

Used by dashboards: “Event Compare Dashboard” on page 26, “Multiples Per Trip
Dashboard” on page 34, Sales Behavior (refer to “Product Dashboard” on page 42),

“Purchase Frequency Dashboard” on page 48, “Purchase Summary Dashboard” on
page 50
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page 50, “Sales Driver Dashboard” on page 54, “Segment Compare Dashboard” on
page 55, “Time Series Dashboard” on page 59, New Item Launch (also called “Trial
and Repeat Dashboard” on page 65)

Calculation: $ Sales of a product / # of units of the product that were purchased

Additive: No

$ per Unit Event

Average unit price for a product
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: $ Sales of a product / # of units of the product that were purchased

Additive: No

$ per Unit Index (Event Compare)

$ per Unit per week for a product during Event 2 compared to Event 1
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: [((Event 2 $ Sales / Units)) / # of Weeks) / ((Event 1 $ Sales / Units
))/# of Weeks)] * 100

OR
(Event 2 Weekly $ per Unit / Event 1 $ per Unit) * 100

Additive: No

$ per Unit Index (Segment Compare)

Relative importance, based on $ per Unit, of a product for a segment in
comparison to the importance of the product for all shoppers

Used by dashboards: “Segment Compare Dashboard” on page 55

Calculation: [(Average $ Sales per Unit of a product by a segment) / (Average $
Sales per Unit of a product by all shoppers)] * 100

Additive: No

$ Sales

Dollars spent on a product

Used by dashboards: “Event Compare Dashboard” on page 26, “Item Importance
Dashboard” on page 28, “Multiples Per Trip Dashboard” on page 34, “New Lost
Retained Dashboard” on page 38, “Purchase Frequency Dashboard” on page 48,
“Purchase Summary Dashboard” on page 50, “Sales Driver Dashboard” on page
54, “Time Series Dashboard” on page 59, New Item Launch (also called “Trial and
Repeat Dashboard” on page 65), Sales Behavior (refer to “Product Dashboard” on
page 42), “Segment Compare Dashboard” on page 55
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Calculation: Sum of $ Sales for a product

Additive: No

$ Sales (PDI)

Relative importance, based on $ Sales, of a product for a segment in comparison to
the importance of all the selected products for the segment

Used by dashboard: Drillable “Segment Compare Dashboard” on page 55

Calculation: (% of $ Sales of a product by a segment / % of $ Sales by the segment
for the sum of the selected products) * 100

Additive: No

$ Sales (PDI) (Drillable Segment Compare)

Relative importance, based on $ Sales, of a product for a segment in comparison to
the importance of the product’s universe for the segment

Used by dashboard: Drillable “Segment Compare Dashboard” on page 55

Calculation: [(% of $ Sales for a product by a segment) / (% of $ Sales for the
product’s universe by the segment)] * 100

Additive: No

$ Sales (PDI) (Flexible Segment Compare)

Relative importance, based on $ Sales, of a product for a segment in comparison to
the importance of all the selected products for the segment

Used by dashboard: Flexible “Segment Compare Dashboard” on page 55

Calculation: (% of $ Sales of a product by a segment / % of $ Sales by the segment
for the sum of the selected products) * 100

Additive: No

$ Sales Index

Relative importance, based on $ Sales, of a product for a segment in comparison to
the size of the segment

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(% of $ Sales for a product by a segment) / (% of shoppers in the
segment)] * 100

Additive: No
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$ Sales per Week

$ Sales per shopper per week for a product
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: $ Sales / # of Weeks

Additive: No

$ Sales per Week Event

Dollars spent on a product
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: Sum of $ Sales for a product

Additive: No

$ Sales per Week Index

$ Sales per Shopper per week for a product during Event 2 compared to Event 1
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: [(Event 2 $ Sales/# of Weeks) / (Event 1$ Sales/# of Weeks)] * 100
OR

(Event 2 $ Sales per Week / Event 1 $ Sales per Week) * 100

Additive: No

% ACV

Percent of $ Sales of stores that sold a product out of $ Sales of all stores

Used by dashboard: New Item Launch Dashboard (also called “Trial and Repeat
Dashboard” on page 65)

Calculation: $ Sales of stores that sold the a product / $ Sales of all stores

Additive: No

% Overlap (Shopper)

Percent of shoppers who purchased both products out of all shoppers who
purchased the product in the rows

Used by dashboard: “Overlap Dashboard” on page 39

Calculation: # of Shoppers who purchased both products / # of Shoppers who
purchased the product in the rows

Additive: No
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% Overlap (Trip)

Percent of trips that contained both products out of all trips that contained the
product in the rows

Used by dashboard: “Overlap Dashboard” on page 39

Calculation: # of Trips that contained both products / # of Trips that contained the
product in the rows

Additive: No

% of $ Sales

Percent of $ Sales of a product in a basket. For example, 20% of $ Sales were
purchased by people buying two units at a time.

Used by dashboards: “Multiples Per Trip Dashboard” on page 34, “Purchase
Frequency Dashboard” on page 48

Calculation: $ Sales of a product in a basket / $ Sales of the product

Additive: No

% of Baskets

Percent of all baskets that contained a product

Also known as: % of Trips

Used by dashboard: “Affinity Dashboard” on page 25
Calculation: # of Baskets that contained a product / # of Baskets

Additive: No

% of Promoted Units

Percent of units of a product in a basket that were purchased on promotion. For
example, 20% of all units were purchased on promotion.

Used by dashboards: “Event Compare Dashboard” on page 26, “Multiples Per Trip
Dashboard” on page 34, New Item Launch (also called “Trial and Repeat
Dashboard” on page 65), “Purchase Frequency Dashboard” on page 48

Calculation: Units Sales on promotion / Unit Sales

Additive: No

% of Repeat

Percent of triers who are repeaters. The value is <= 100%.
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Used by dashboard: New Item Launch (also called “Trial and Repeat Dashboard”
on page 65)

Calculation: (Cum - # of Repeaters / Cum - # of Triers) * 100

Additive: No

% of Segment Shoppers

Percent of segment shoppers who purchased a product

Also known as: Segment Penetration,

Used by dashboards: Sales Behavior (refer to “Product Dashboard” on page 42),
“Purchase Summary Dashboard” on page 50, “Time Series Dashboard” on page 59,
New Item Launch (also called “Trial and Repeat Dashboard” on page 65)

Calculation: (# of segment shoppers who purchased a product / # of segment
shoppers ) *100

Additive: No

% of Segment Shoppers - Last Year

Percent of segment shoppers who purchased a product
Used by dashboards: Sales Behavior (refer to “Product Dashboard” on page 42)

Calculation: (# of segment shoppers who purchased a product / # of segment
shoppers ) *100

Additive: No

% of Shoppers

Percent of shoppers who purchased both products out of all shoppers who
purchased the product in the rows.

Used by dashboard: “Overlap Dashboard” on page 39

Calculation: # of Shoppers who purchased both products / # of Shoppers who
purchased the product in the rows.

Additive: No

% of Total Txns
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Percent of trips that contained the selected products out of all trips of any product
during the selected time period

Also known as: % of Total Trips, % of All Trips, % of All Transactions
Used by dashboard: “Time Series Dashboard” on page 59

Calculation: # of Trips that contained the selected product / # of Trips that
contained any product during the selected time period.
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Additive: No

% of Trips (Multiples)

Percent of trips that contained x # of units of a product. For example, 20% of all
trips contained two units of the product.

Also known as: % of Baskets, % of Txns
Used by dashboard: “Multiples Per Trip Dashboard” on page 34
Calculation: # of Trips with x # of units of a product / # of Trips

Additive: No

% of Trips (Overlap)

Percent of trips that contained a product out of all trips that contained any of the
selected products

Also known as: % of Baskets, % of Txns
Used by dashboard: “Overlap Dashboard” on page 39

Calculation: # of Trips that contained a product / # of Trips that contained any of
the selected products

Additive: No

% of Txns

Percent of trips that contained a product out of all trips that contained any of the
selected products.

Also known as: % of Baskets, % of Trips
Used by dashboard: “Overlap Dashboard” on page 39

Calculation: # of Trips that contained a product / # of Trips that contained any of
the selected products

Additive: No

Basket $ Sales with DPCI

Average dollar value of the entire basket, for baskets that contain the selected
DPCI (product)

Also known as: Avg Basket Size with DPCI, Avg Basket Size with Item
Used by dashboard: “Time Series Dashboard” on page 59

Calculation: $ Sales of all baskets that contained the DPCI (product) / # of baskets
that contained the DPCI (product)

Additive: No
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Basket $ Sales with Item

Average dollar value of baskets that contained a product

Used by dashboards: “Event Compare Dashboard” on page 26, “Multiples Per Trip
Dashboard” on page 34, “Purchase Frequency Dashboard” on page 48

Calculation: $ Sales of all baskets that contained a product / # of baskets that
contained the product

Additive: No

Basket $ Sales with Iltem Base Event

Average dollar value of baskets that contained a product
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: $ Sales of all baskets that contained a product / # of baskets that
contained the product

Additive: No

Basket $ Sales with Item Index

$ Sales of a basket that contained a product during Event 2 compared to Event 1
Also known as: Total Basket Ring Index
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: (Event 2 dollar value of baskets that contained a product / Event 1
dollar value of baskets that contained a product) * 100

Additive: No

Basket Lift

Probability that two products will be purchased together. The value should be read
as "x times more likely."

Used by dashboard: “Affinity Dashboard” on page 25

Calculation: Co-occurrence of two products / # of baskets that contained the
second product / # of total baskets

Additive: No

Basket Unit Sales with Item

Average number of units in all baskets that contained a product

Calculation: # of units in baskets that contained a product / # of baskets that
contained the product

Additive: No
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Co-occurrence

Percent of baskets that contained both products
Used by dashboard: “Affinity Dashboard” on page 25
Calculation: (# of Baskets that contained both products / # of Baskets ) * 100

Additive: No

Cum - # of Repeaters

Cumulative number of shoppers who purchased a product two or more times. For
each week in the dashboard, it adds the additional number of repeaters.

Used by dashboard: New Item Launch (also called “Trial and Repeat Dashboard”
on page 65)

Calculation: # of Shoppers who purchased a product at least twice

Additive: No

Cum - # of Triers

Cumulative number of shoppers who purchased a product once. For each week in
the dashboard, it adds the additional number of triers.

Used by dashboard: New Item Launch (also called “Trial and Repeat Dashboard”
on page 65)

Calculation: Count of baskets that contained a product

Additive: No

Cumulative Repeaters

Cumulative number of shoppers who purchased a product two or more times. For
each week in the dashboard, it adds the additional number of repeaters.

Used by dashboard: “Trial and Repeat Dashboard” on page 65
Calculation: # of Shoppers who purchased a product at least twice

Additive: No

Cumulative Triers

Cumulative number of shoppers who purchased a product once. For each week in
the dashboard, it adds the additional number of triers.

Used by dashboard: “Trial and Repeat Dashboard” on page 65
Calculation: Count of baskets that contained a product

Additive: No
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DPCI Basket count

Number of baskets that contained both products
Used by dashboard: “Affinity Dashboard” on page 25
Calculation: Count of distinct baskets that contained both products

Additive: No

Exclusivity

Percent of shoppers who purchased only the indicated product(s) and nothing else,
out of all shoppers who purchased the product.

Used by dashboard: “Overlap Dashboard” on page 39

Calculation: # of Shoppers who purchased only a product and nothing else / # of
Shoppers who purchased the product

Additive: No

Exclusivity (Trip)

Percent of trips that contained only the indicated product(s) and nothing else, out
of all trips that contained the product.

Used by dashboard: “Overlap Dashboard” on page 39

Calculation: # of Trips that contained only the product and nothing else / # of
Trips that contained the product

Additive: No

Exclusivity in Total Txns

Percent of transactions that contained only the indicated product(s) and nothing
else out of the total transactions.

Used by dashboard: “Time Series Dashboard” on page 59

Calculation: # of Trips that contained only the product and nothing else / # of
Total Transactions

Additive: No

Item $ per Basket

Dollars spent on a product per trip
Calculation: $ Sales of a product / # of Trips that contained the product
OR

$ per Unit * Units per Shopper
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Additive: No

Item Basket Count

Number of baskets that contained both products
Used by dashboard: “Affinity Dashboard” on page 25
Calculation: Count of distinct baskets that contained both products

Additive: No

Item Profit per Basket

Number of units in a basket that contained a product, excluding the product

Calculation: Count of units in a basket that contained a product, excluding the
product's units

Additive: No

Item Units per Basket

Number of units of a product per basket
Calculation: Unit Sales of a product / # of Trips that contained the product

Additive: No

Lift

Probability that two products will be purchased together. The value should be read
as "x times more likely."

Used by dashboard: “Affinity Dashboard” on page 25

Calculation: Co-occurrence of two products / # of baskets that contained the
second product / # of total baskets.

Additive: No

Non Promoted Units

Number of units of a product that were purchased without a promotion

Used by dashboard: New Item Launch (also called “Trial and Repeat Dashboard”
on page 65)

Calculation: # of non-promoted units of a product

Additive: Yes
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POS $ Sales

Total dollars of a product based on all transactions
Used by dashboard: Sales Behavior (refer to “Product Dashboard” on page 42)
Calculation: Sum of $ Sales for a product across all transactions

Additive: Yes

POS Units

Number of units of a product that were purchased based on all transactions
Calculation: Sum of units of a product across all transactions

Additive: Yes

Profit

Variance between $ Sales and Cost
Calculation: $ Sales of a product - Costs of a product

Additive: Yes

Profit per Shopper

Profit per shopper for a product

Used by dashboard: Sales Behavior (refer to “Product Dashboard” on page 42)
Calculation: Profit / # of Shoppers

OR

Trips per Shopper * Profit per Trip

Additive: No

Profit per Trip

Profit per trip for a product

Also known as: Profit per Txn

Used by dashboard: Sales Behavior (refer to “Product Dashboard” on page 42)
Calculation: Profit / Trips

OR

Profit per Unit * Units per Shopper

Additive: No
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Profit per Unit

Average profit for a product
Used by dashboard: Sales Behavior (refer to “Product Dashboard” on page 42)
Calculation: Profit / Units

Additive: No

Promoted Units

Number of units of a product that are purchased during a promotion

Used by dashboard: “New Lost Retained Dashboard” on page 38, New Item
Launch (also called “Trial and Repeat Dashboard” on page 65)

Calculation: Count of promoted units

Additive: Yes

Rest of Basket $ Sales

Average dollar value of baskets that contained a product, excluding the product
Calculation: $ Sales of baskets that contained a product - $ Sales of the product

Additive: No

Rest of Basket Profit Sales

Profit of baskets that contained a product, excluding the product
Calculation: Profit of baskets that contained a product - Profit of the product

Additive: No

Rest of Basket Units

Average number of units in baskets that contained a product, excluding the
product

Calculation: Number of units in baskets that contained a product - number of units
of the product

Additive: No

Share of Requirements

Percent of $ Sales that a product represents out of a set of products shoppers have
purchased

Also known as: Loyalty

Used by dashboard: “Item Importance Dashboard” on page 28
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Calculation: ($ Sales of a product by a shopper segment / Total $ Sales of
product(s) selected by user for the same shopper segment) * 100

Additive: No

Total Store ACV

Total of $ Sales of stores that sold a product out of $ Sales of all stores
Used by dashboard: “Trial and Repeat Dashboard” on page 65
Calculation: $ Sales of stores that sold a product

Additive: No

Transactions

Number of transactions that contained the selected products.

Also known as: Trips

Used by dashboard: “Time Series Dashboard” on page 59

Calculation: Count of transactions that contained the selected product.
Additive: In some cases. Example: Transactions can be additive across

non-overlapping geographies. Example: Transactions can be additive across
non-overlapping time periods and shopper segments.

Transactions (PDI)

Relative importance, based on # of Trips, of a product for a segment in comparison
to the importance of all the selected products for the segment

Also known as: Trips (PDI)
Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: (% of Trips by a segment that contained a product) / (% of Trips by a
segment that contained any of the selected products) * 100

Additive: No

Number of trips that contained a product

Also known as: # of Baskets, Transactions, Txns

Used by dashboard: “Multiples Per Trip Dashboard” on page 34, “New Lost
Retained Dashboard” on page 38, Sales Behavior (refer to “Product Dashboard” on
page 42), “Purchase Frequency Dashboard” on page 48, “Purchase Summary
Dashboard” on page 50, “Sales Driver Dashboard” on page 54

Calculation: Count of trips that contained a product
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Additive: Yes

Trips (PDI) (Drillable Segment Compare)

Relative importance, based on # of Trips, of a product for a segment in comparison
to the importance of the product’s universe for the segment

Also known as: Txns (PDI)
Used by dashboard: Drillable “Segment Compare Dashboard” on page 55

Calculation: [(% of Trips that contained a product) / (% of Trips that contained the
product's universe)] * 100

Additive: No

Trips (PDI) (Flexible Segment Compare)

Relative importance, based on # of Trips, of a product for a segment in comparison
to the importance of all the selected products for the segment

Also known as: Txns (PDI)
Used by dashboard: Flexible “Segment Compare Dashboard” on page 55

Calculation: (% of Trips by a segment that contained a product / (% of Trips by a
segment that contained any of the selected products) * 100

Additive: No

Trips Index

Relative importance, based on % of Trips, of a product for a segment in
comparison to the size of the segment

Also known as: Txns Index
Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(% of Trips that contained a product) / (% of Shoppers in the
segment)] * 100

Additive: No

Trips per Shopper

Number of Trips per shopper that contained a product
Also known as: Traffic, Frequency, Txns per Shopper

Used by dashboards: “Event Compare Dashboard” on page 26, “New Lost
Retained Dashboard” on page 38, Sales Behavior (refer to “Product Dashboard” on
page 42), “Purchase Summary Dashboard” on page 50, “Sales Driver Dashboard”
on page 54, “Segment Compare Dashboard” on page 55, New Item Launch (also
called “Trial and Repeat Dashboard” on page 65)
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Calculation: # of Trips that contained a product / # of Shoppers who purchased
the product

Additive: No

Trips per Shopper Index

Relative importance, based on # of Trips per Shopper, of a product for a segment
in comparison to the importance of the product for all shoppers

Also known as: Txns per Shopper Index
Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(Average # of Trips per Shopper that contained a product for a
segment) / (Average # of Trips per Shopper that contained the product)] * 100

Additive: No

Txns (Actual)

Number of trips that contained a product
Used by dashboards: “Sales Driver Dashboard” on page 54
Calculation: Count of trips that contained a product

Additive: Yes

Txns Index

Relative importance, based on % of Trips, of a product for a segment in
comparison to the size of the segment

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(% of Trips that contained a product) / (% of Shoppers in the
segment)] * 100

Additive: No

Txns per Shopper Index

Relative importance, based on # of Trips per Shopper, of a product for a segment
in comparison to the importance of the product for all shoppers

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(Average # of Trips per Shopper that contained a product for a
segment) / (Average # of Trips per Shopper that contained the product)] * 100

Additive: No

Units

Number of units of a product that were purchased based on all transactions
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Used by dashboards: “Event Compare Dashboard” on page 26, “Multiples Per Trip
Dashboard” on page 34, “New Lost Retained Dashboard” on page 38, “Purchase
Frequency Dashboard” on page 48, “Purchase Summary Dashboard” on page 50,
“Time Series Dashboard” on page 59, New Item Launch (also called “Trial and
Repeat Dashboard” on page 65), “Segment Compare Dashboard” on page 55, Sales
Behavior (refer to “Product Dashboard” on page 42)

Calculation: Sum of units of a product across all transactions

Additive: Yes

Units (PDI)

Relative importance, based on # of Units, of a product for a segment in comparison
to the importance of all the selected products for the segment

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: (% of Units of product purchased by a segment) / (% of Units of all
the selected products purchased by the segment) * 100

Additive: No

Units (PDI) (Drillable Segment Compare)

Relative importance, based on # of units, of a product for a segment in comparison
to the importance of the product’s universe to the segment

Used by dashboard: Drillable “Segment Compare Dashboard” on page 55

Calculation: [(% of Units of a product by a segment) / (% of Units of a product's
universe by the segment)] * 100

Additive: No

Units (PDI) (Flexible Segment Compare)

Relative importance, based on # of Units, of a product for a segment in comparison
to the importance of all the selected products for the segment

Used by dashboard: Flexible “Segment Compare Dashboard” on page 55

Calculation: (% of Units of product purchased by a segment) / (% of Units of all
the selected products purchased by the segment) * 100

Additive: No

Units Index

Relative importance, based on % of Units, of a product for a segment in
comparison to the size of the segment

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(% of Units for a product by a segment) / (% of Shoppers in the
segment)] * 100
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Additive: No

Units per Shopper

Number of units of a product per shopper

Also known as: Buy Rate

Used by dashboards: “Event Compare Dashboard” on page 26, “New Lost
Retained Dashboard” on page 38, “Purchase Frequency Dashboard” on page 48,
“Purchase Summary Dashboard” on page 50, “Time Series Dashboard” on page 59
Calculation: Unit Sales of a product / # of Shoppers who purchased the product
OR

Trips per Shopper * Units per Trip

Additive: No

Units per Trip

Number of units of a product per trip
Also known as: Item Count, Units per Txn

Used by dashboards: “Event Compare Dashboard” on page 26, “Multiples Per Trip
Dashboard” on page 34, “New Lost Retained Dashboard” on page 38, Sales
Behavior (refer to “Product Dashboard” on page 42), “Purchase Frequency
Dashboard” on page 48, “Purchase Summary Dashboard” on page 50, “Sales
Driver Dashboard” on page 54, “Segment Compare Dashboard” on page 55, New
Item Launch (also called “Trial and Repeat Dashboard” on page 65)

Calculation: Unit sales of a product / # of trips that contained the product

Additive: No

Units per Trip Event

Number of units of a product per trip
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: Unit sales of a product / # of trips that contained the product

Additive: No

Units per Trip Index (Event Compare)

Units per Trip per week for a product group during Event 2 compared to Event 1
Also known as: Units per Txn Index
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: [(Event 2 Trips / # of Weeks) / (Event 1 Trips / # of Weeks)] * 100
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OR
(Event 2 # of Shoppers / Event 1 $ per Shopper) * 100

Additive: No

Units per Trip Index (Segment Compare)

Relative importance, based on Units per Trip, of a product for a segment in
comparison to the importance of the product for all shoppers

Also known as: Units per Txn Index

Used by dashboard: “Segment Compare Dashboard” on page 55

Calculation: [(Average # of Units per Trip that contained a product for a segment)

/ (Average # of Units per Trip that contained the product)] * 100

Additive: No

Units per Week

Unit Sales for a product per week during Event 2 compared to Event 1
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: Event 2 Unit Sales / # of Weeks

Additive: No

Units per Week Base Event

$ Sales per shopper per week for a product
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: $ Sales / # of Weeks

Additive: No

Units per Week Event

Unit Sales for a product per week during Event 2 compared to Event 1
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: Event 2 Unit Sales / # of Weeks

Additive: No

Units per Week Index

Unit Sales for a product per week during Event 2 compared to Event 1

Used by dashboard: “Event Compare Dashboard” on page 26
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Calculation: [(Event 2 Unit Sales/# of Weeks) / (Event 1 Unit Sales/# of Weeks)] *
100

OR
(Event 2 Units per Week / Event 1 Units per Week) * 100

Additive: No

Weekly $ Sales per Store Selling

$ Sales of a product per week by stores that sold the product
Calculation: $ Sales of a product / # of stores that sold the product

Additive: No

Weekly Profit

Profit of a product per week
Calculation: Profit / # of Weeks

Additive: No

Weekly Profit per Store Selling

Profit of a product per week by stores that sold the product
Calculation: Weekly Profit / # of stores that sold the product

Additive: No

Weekly Units per Store Selling

Number of units of a product per week by stores that sold the product
Used by dashboard: “Affinity Dashboard” on page 25
Calculation: Units of a product / # of stores that sold the product

Additive: No

Wkly $ per Shopper

Dollar sales per shopper per week for the selected products

Also known as: Wkly $ per Buyer, Avg Wkly $ per Shopper, Avg Wkly $ per Buyer
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: (Product $ Sales / Product Shoppers) / # of weeks

Additive: No
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Wkly $ per Shopper Index

Weekly dollars per shopper for the selected product(s) during Event 2 in
comparison to Event 1

Also known as: Wkly $ per Buyer Index, Avg Wkly $ per Shopper Index, Avg
WKkly $ per Buyer Index

Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: [(Event 2 (Product $ Sales / Product Shoppers) / # of Weeks)] /
[(Event 1 (Product $ Sales / Product Shoppers) / # of Weeks)] * 100

Additive: No

Wkly $ per Trip

$ Sales per Trip per week for a product during Event 2 compared to Event
1Calculation: (Event 2 $ Sales / Trips) / # of Weeks

Also known as: Wkly $ per Txn
Used by dashboard: “Event Compare Dashboard” on page 26

Additive: No

Wkly Trips

# of Trips that contained a product per week during Event 2 compared to Event 1
Also known as: Wkly Txns

Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: Event 2 # of trips / # of Weeks

Additive: No

Wkly Trips Event

# of Trips that contained a product per week during Event 2 compared to Event 1
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: Event 2 # of trips / # of Weeks

Additive: No
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Wkly Trips Index

# of Trips that contained a product per week during Event 2 compared to Event 1
Also known as: Wkly Txns Index

Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: [(Event 2 Trips / # of Weeks) / (Event 1 Trips/# of Weeks)] * 100

OR

(Event 2 Trips / Event 1 Trips)*100

Additive: No

Wkly Units per Trip

Number of units of a product per trip per week during Event 2 compared to Event
1

Also known as: Wkly Units per Txn
Used by dashboard: “Event Compare Dashboard” on page 26
Calculation: Event 2 # of Shoppers / # of Weeks

Additive: No

WKkly Units per Trip Index

Weekly units per trip containing the selected product(s) during Event 2 in
comparison to Event 1

Also known as: Wkly Units per Transaction Index
Used by dashboard: “Event Compare Dashboard” on page 26

Calculation: [(Event 2 (Product Unit Sales / Product Trips) / # of Weeks)] / [(Event
1 (Product Unit Sales / Product Trips) / # of Weeks)] * 100

Additive: No
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Notices

This information was developed for products and services offered in the U.S.A.

IBM® may not offer the products, services, or features discussed in this document
in other countries. Consult your local IBM representative for information about the
products and services currently available in your area. Any reference to an IBM
product, program, or service is not intended to state or imply that only that IBM
product, program, or service may be used. Any functionally equivalent product,
program, or service that does not infringe any IBM intellectual property right may
be used instead. However, it is the user's responsibility to evaluate and verify the
operation of any non-IBM product, program, or service.

IBM may have patents or pending patent applications covering subject matter
described in this document. The furnishing of this document does not grant you
any license to these patents. You can send license inquiries, in writing, to:

IBM Director of Licensing IBM Corporation North Castle Drive Armonk, NY
10504-1785 U.S.A.

For license inquiries regarding double-byte (DBCS) information, contact the IBM
Intellectual Property Department in your country or send inquiries, in writing, to:

Intellectual Property Licensing Legal and Intellectual Property Law IBM Japan Ltd.
1623-14, Shimotsuruma, Yamato-shi Kanagawa 242-8502 Japan

The following paragraph does not apply to the United Kingdom or any other
country where such provisions are inconsistent with local law: INTERNATIONAL
BUSINESS MACHINES CORPORATION PROVIDES THIS PUBLICATION "AS IS"
WITHOUT WARRANTY OF ANY KIND, EITHER EXPRESS OR IMPLIED,
INCLUDING, BUT NOT LIMITED TO, THE IMPLIED WARRANTIES OF
NON-INFRINGEMENT, MERCHANTABILITY OR FITNESS FOR A PARTICULAR
PURPOSE. Some states do not allow disclaimer of express or implied warranties in
certain transactions, therefore, this statement may not apply to you.

This information could include technical inaccuracies or typographical errors.
Changes are periodically made to the information herein; these changes will be
incorporated in new editions of the publication. IBM may make improvements
and/or changes in the product(s) and/or the program(s) described in this
publication at any time without notice.

Any references in this information to non-IBM websites are provided for
convenience only and do not in any manner serve as an endorsement of those
websites. The materials at those websites are not part of the materials for this IBM
product and use of those websites is at your own risk.

IBM may use or distribute any of the information you supply in any way it
believes appropriate without incurring any obligation to you.

Licensees of this program who wish to have information about it for the purpose
of enabling: (i) the exchange of information between independently created
programs and other programs (including this one) and (ii) the mutual use of the
information which has been exchanged, should contact:
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IBM Corporation
1001 E Hillsdale Blvd.
Foster City, CA 94404
USA

Such information may be available, subject to appropriate terms and conditions,
including in some cases, payment of a fee.

The licensed program described in this document and all licensed material
available for it are provided by IBM under terms of the IBM Customer Agreement,
IBM International Program License Agreement or any equivalent agreement
between us.

Any performance data contained herein was determined in a controlled
environment. Therefore, the results obtained in other operating environments may
vary significantly. Some measurements may have been made on development-level
systems and there is no guarantee that these measurements will be the same on
generally available systems. Furthermore, some measurements may have been
estimated through extrapolation. Actual results may vary. Users of this document
should verify the applicable data for their specific environment.

Information concerning non-IBM products was obtained from the suppliers of
those products, their published announcements or other publicly available sources.
IBM has not tested those products and cannot confirm the accuracy of
performance, compatibility or any other claims related to non-IBM products.
Questions on the capabilities of non-IBM products should be addressed to the
suppliers of those products.

All statements regarding IBM's future direction or intent are subject to change or
withdrawal without notice, and represent goals and objectives only.

All IBM prices shown are IBM's suggested retail prices, are current and are subject
to change without notice. Dealer prices may vary.

This information contains examples of data and reports used in daily business
operations. To illustrate them as completely as possible, the examples include the
names of individuals, companies, brands, and products. All of these names are
fictitious and any similarity to the names and addresses used by an actual business
enterprise is entirely coincidental.

Trademarks

IBM, the IBM logo, and ibm.com® are trademarks or registered trademarks of
International Business Machines Corp., registered in many jurisdictions worldwide.

Other product and service names might be trademarks of IBM or other companies.

A current list of IBM trademarks is available on the Web at "Copyright and
trademark information" at www.ibm.com/legal/copytrade.shtml.

IBM Shopper Insights: Users' Guide



Notices 97



Printed in USA



	Contents
	Chapter 1. Overview
	New Features in IBM Shopper Insights 17.1
	Before You Begin
	System Requirements

	What is IBM Shopper Insights?
	Dashboard Overview

	What can I do with Shopper Insights?
	How do I get Started?
	Navigating Shopper Insights
	Hierarchy Navigation
	Navigation Questions
	Drilling Down to Lower Hierarchy Levels
	Dashboards Open in New Windows
	Application Time-Out
	User Access
	Dashboard Prompts
	Saving Dashboards
	Exporting Dashboards


	Setting up Groups
	Creating Shopper Insights Product Groups
	Editing Shopper Insights Product Groups
	Importing Shopper Insights Product Groups
	Importing Static Product Groups

	Exporting Shopper Insights Product Groups
	Creating Shopper Insights Store Groups
	Editing Shopper Insights Store Groups
	Using Imported Store Groups


	Chapter 2. Using Shopper Insights Dashboards
	Affinity Dashboard
	Event Compare Dashboard
	Item Importance Dashboard
	KVI Dashboard
	KVI Quadrant Scatter Plot
	Top 10 Image Items by Strength
	Top 10 Profit Drivers by Strength
	Product Filter

	Multiples Per Trip Dashboard
	New Item Dashboard
	New Lost Retained Dashboard
	Overlap Dashboard
	Product Compare Dashboard
	Product Dashboard
	Promotion Response Dashboard
	Segment Promotion Lift Analysis
	Item Lift for Selected Segment/Discount
	Graph Display Criteria
	Segment Filter

	Purchase Frequency Dashboard
	Purchase Summary Dashboard
	Sales Decomposition Dashboard
	Sales Driver Dashboard
	Segment Compare Dashboard
	Segment Dashboard
	Source of Volume Dashboard
	Time Series Dashboard
	Topline Dashboard
	Trial and Repeat Dashboard

	Chapter 3. Metric Dictionary
	# of 4+ Repeat Shoppers
	# of Baskets
	# of First Repeat Shoppers
	# of Second Repeat Shoppers
	# of Shoppers
	# of Shoppers (Actual)
	# of Shoppers (PDI)
	# of Shoppers (PDI) (Drillable Segment Compare)
	# of Shoppers (PDI) (Flexible Segment Compare)
	# of Shoppers Index
	# of Third Repeat Shoppers
	# of Triers
	$ per Shopper
	$ per Shopper Index
	$ per Trip
	$ per Trip Event
	$ per Trip Index (Event Compare)
	$ per Trip Index (Segment Compare)
	$ per Unit
	$ per Unit Event
	$ per Unit Index (Event Compare)
	$ per Unit Index (Segment Compare)
	$ Sales
	$ Sales (PDI)
	$ Sales (PDI) (Drillable Segment Compare)
	$ Sales (PDI) (Flexible Segment Compare)
	$ Sales Index
	$ Sales per Week
	$ Sales per Week Event
	$ Sales per Week Index
	% ACV
	% Overlap (Shopper)
	% Overlap (Trip)
	% of $ Sales
	% of Baskets
	% of Promoted Units
	% of Repeat
	% of Segment Shoppers
	% of Segment Shoppers - Last Year
	% of Shoppers
	% of Total Txns
	% of Trips (Multiples)
	% of Trips (Overlap)
	% of Txns
	Basket $ Sales with DPCI
	Basket $ Sales with Item
	Basket $ Sales with Item Base Event
	Basket $ Sales with Item Index
	Basket Lift
	Basket Unit Sales with Item
	Co-occurrence
	Cum - # of Repeaters
	Cum - # of Triers
	Cumulative Repeaters
	Cumulative Triers
	DPCI Basket count
	Exclusivity
	Exclusivity (Trip)
	Exclusivity in Total Txns
	Item $ per Basket
	Item Basket Count
	Item Profit per Basket
	Item Units per Basket
	Lift
	Non Promoted Units
	POS $ Sales
	POS Units
	Profit
	Profit per Shopper
	Profit per Trip
	Profit per Unit
	Promoted Units
	Rest of Basket $ Sales
	Rest of Basket Profit Sales
	Rest of Basket Units
	Share of Requirements
	Total Store ACV
	Transactions
	Transactions (PDI)
	Trips
	Trips (PDI) (Drillable Segment Compare)
	Trips (PDI) (Flexible Segment Compare)
	Trips Index
	Trips per Shopper
	Trips per Shopper Index
	Txns (Actual)
	Txns Index
	Txns per Shopper Index
	Units
	Units (PDI)
	Units (PDI) (Drillable Segment Compare)
	Units (PDI) (Flexible Segment Compare)
	Units Index
	Units per Shopper
	Units per Trip
	Units per Trip Event
	Units per Trip Index (Event Compare)
	Units per Trip Index (Segment Compare)
	Units per Week
	Units per Week Base Event
	Units per Week Event
	Units per Week Index
	Weekly $ Sales per Store Selling
	Weekly Profit
	Weekly Profit per Store Selling
	Weekly Units per Store Selling
	Wkly $ per Shopper
	Wkly $ per Shopper Index
	Wkly $ per Trip
	Wkly Trips
	Wkly Trips Event
	Wkly Trips Index
	Wkly Units per Trip
	Wkly Units per Trip Index

	Notices

