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What is Retailing?

“A set of business activities
carried on to accomplish the
exchange of goods and services
for purposes of personal, family,
or household use...”

American Marketing Association
http://www.marketingpower.com/ layouts/Dictionary.aspx?dLetter=R
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http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=R

Retailers in the Channel of
Distribution SAP4

=l

Manufacturer

Consumer Retailer

SAP helps smooth the movement of items through this channel. It also helps manage the
retailer vendor relationship, and assists in the sharing of data. All of this improves the
ability of the retailer to provide the consumer with the products that they want.

SAP ey B XRIANSAS
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What do Retailers do?

Retallers satisfy consumer needs
by offering the right product, at
the right place, at the right
price at the right time | oo
(when the consumer
wants it).

“Who is this new consumer, and what does he or she want? It’s simple: anything,
anytime, anyplace-on his or her terms.”

The Retail Revolution, Loewe & Bonchek, Management Review.
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Incorporating SAP software into the
classroom - What do we do? Ey

The curriculum...

IS meant to simulate a category management experience for the student.
can be used in total or in modular parts.

takes the student through the process of adding new products using SAP for Retalil

to analysis of sales data.

involves both hands-on activities and software activities.

SAP University
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Incorporating SAP software into the
classroom - Assumptions SAR4

Marketing and Management students avoid more technically-oriented fields of
study.

Our students are going to be responsible for more than transactional processes.

Our students need to understand how the transactional system works (SAP for

Retail)

Our students will be making category or department level decisions.

SAP software is a tool to help them make decisions.

Knowledge of SAP software will help them be competitive on the job market.

Our students will use SAP software or a similar software in the market place.

SAP i

© SAP AG 2010. All rights reserved. / Page 6




In what classes can you use the curriculum?

SADd

The curriculum can be taught at a variety of levels. Itis currently being taught in

both undergraduate and MBA level classes:
m MBA — Retail strategy and process
m Undergraduate — Consumer behavior
m Undergraduate — Business Statistics course
m Undergraduate- Retail process

m Undergraduate ERP class
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The Curriculum: Activities with products at
the shelf w

Student groups are assigned a category. There are 159 total products available
across the six categories.

m Liquid hand soap

m Liquid laundry soap

® Hot sauce

m Mustard

m Box potatoes

m Jam and jelly
There are color photos available for all the products.

m Store checks

m Create layouts

m Recommendations for additions and deletions

retail.

SAP iincy
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The Curriculum: Activities with SAP for Retail

SADd

Using their assigned category, groups can enter items into SAP for Retail.
m Master data

- Article Master
— Creating an article with reference B

Softsoap =

\\ y

— Creating an article with a generic
— Article hierarchy
— Category hierarchy
m Vendor creation
m Create a purchase order
m Process invoice
m Pay vendor
m All transaction processes

SAP iincy
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The Curriculum: Activities with SAP for Retail

SADd

Creating articles and hierarchies in SAP for Retail can be tedious stuft.

It is important for our students to see how it happens, forces them to think about the

whole process.

Forces them to see that stuff doesn’t just end up on a shelf. At least most of the

time.
They need to learn the rule “if garbage goes in then garbage comes out!”

They need to learn how to not create garbage.

SAP i B A CANSRS
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The Curriculum: Activities with Business
Intelligence SAP4

We created a small 30 store grocery chain Tyark.
Tyark has stores in Arkansas, Texas, Missouri and Kansas.

Each of the these stores has 20 weeks of data for each of the 159 items store

In Business Warehouse.

The intention is to use the 20 weeks as two 10 week segments so that before

and after analysis can occur.

Students can be assigned any number of analysis assignments using this

data
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The Curriculum: Activities with Business
Intelligence SAP4

Reports can be as granular as you want.
m By item by store by week
m Find low performing stores
m Find low performing items.
It is assumed all data is exported into Excel or some other spreadsheet
software for analysis.
Come full circle and students can make recommendations based on sales,

create presentations for a buyer or boss etc...
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SAP Business Explorer
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Possible assignments

In the store — Write reports based on:
m Store checks — send students to multiple stores for comparison
m Secret shopper — have students observe how the shelves are shopped
Make a new layout for category using pictures
Make recommendations for missing items etc..
Create article and merchandise hierarchies
Enter articles into SAP for Retail etc....
Pull sales data from SAP Business explorer

Pull multiple reports and export to spreadsheet for analysis

SAP
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1.Retailing Course Development

2.Faculty Professional Development
3.Internships

4.Scholarships

5.Career Opportunities

6.Guest Lectures

7.Southwest Foods Manufacturing Plant Tours
8.Distribution Center Tours

SAP R
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Why listen to Brookshires?

According to SAP for Retall
representatives and Deloltte
Consulting, BGC Is 3-5 years ahead

of other retailers with SAP for Retall
Integration

SAP i B AR AN AS




[ Brookshire Grocery Company

B Company Organization BC C
et

* 6 legal entities, one of which is TR

the primary operating company. BROOKSHIRE'S
* 162 Retail locations in Texas, SupernFoods'

Arkansas, Louisiana, and @
Mississippi. M ¢
‘ e

* Three distribution centers (Two —
in Tyler, Texas, and one in Monroe, :
( Louisiana)

* 12,500 Employees.

‘ C 2 Real Experience. Real Advantage.

SAP ey
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Current SAP for Retail Curriculum UT Tyler

MARK 3325 — Retailing
m Required for all marketing majors/minors
m 20% of course content is SAP retailing, but only 2 out of 10 quizzes
m Two assignments: Unit 2 (article hierarchies) and Bl assignment (5% of grade)
m Guest lectures on SAP retailing

SAP ey
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Next Semester MARK 3325 and College of
Business SADd

College of Business — increased emphasis on Excel in two required business courses

Future plans may include offering second retailing course focused on SAP for Retaill,
MBA course in Retailing, Retail Management Center

MARK 3325- Retailing
Course taught in computer lab
SAP assignments will account for 20% of course grade

Multiple assignments for students including semester project presentation (10% of course
grade) based on Bl integration and exporting into Excel

SAP
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Career Opportunities for
SAP for Retail Graduates

Brookshire’s Grocery Company
Deloitte Consulting

Hobby Lobby

Winn Dixie

SAP

SAP R
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Transactional Background

Analytics
Critical for category management and store operations!

P UNIVERSITY OF
SAP @ ARKANSAS
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SAP BusinessObjects Portfolio

¥ Enterprise performance management Governance, risk, and compliance

B0 nkor
& A argen

% Business intelligence platform

/"‘"?
SAP BusinessObjects:

©SAP 2008/ Page 4
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Performance highlights, Metrics & -
Trends

Business Analysts & Managers

Ad-hoc, impact & root cause
analysis

("

Casual Users .

Low Touch |-'2W20 . e
Minimal Complexity | =

Tactical Users =

Basic
Up to the Minute

SAP BusinessObjects'

SAP University @ AR CANSAY

© SAP AG 2010. All rights reserved. / Page 26




SAP
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its all about the Data
Information access and consumption by all users

.

Bl “Where You
Work”

Query & Analysis
Advanced Analytics

Corporate
Reporting

Discovery
Search and Explore

Dashboards &
Scorecards

&
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. Information Access

e

Data Access
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Text
Docs.
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Data Foundation
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SAP BusinessObjects Explorer for Retail -
Information to take Action

= Intuitively explore your operational data
» Automated relevancy of results to optimize revenue and margins

» Share collaborative insights with business managers including Store
Operations, Distribution , Merchandising and finance.

Business Scenario Business Benefit
Unusual Gross Margin Identify exposure to unusual gross margin due to
Store Operations Insight to daily revenue, margin and labor
expenses.
Load Balance Optimization Optimize scheduled outbound, route efficiency and
reduce out-of-stocks
Inventory Recall Reconciliation - Expedite the removal of hazardous materials and
Product track and trace reconcile against purchases for Customer safety.
Category Performance Evaluate the distribution and contribution to profit
on items, assortments, categories and
departments
Competitive Pricing Assess impact of competition on product pricing to
understand impact to profit contribution
Product damage, retums and Isolate impact of margin loss and determine action
spoilage plan for recoup.
9
SAP BusinessObjects

SAP sty eSO
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Majority of casual users
are underserved by traditional Bl tools

c ory Manager P Customer Loyalty
, : e I've been pulled into a last
I'm on the phone with a , < -
z minute meeting and need |
store and need to know the )
a view of what customer |
sales of the skus that | 28
manage. segments are leading in
N -‘/’/" ' -
J \
{ . \
f Empowering all ’ \ Marketing Manager
Casual Users with the - ) In planning for next year's
HR Manager : Information They Need | . budget, | need to know our top |
What is our turnover to take action ] 5 successful campaigns in ‘
compared to the previous / 2008. /
year? My meeting with my : y / /
boss starts in 1 hour and | '
need this answer now! A / e
N\
2
S— Store Operations
T - I'm headed to a district
meeting and need to know
which stores and skus lead
in last month's promo and
SAP BusinessObjects:
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SAP BusinessObjects Explorer

A self-service, search-driven, and discovery solution for exploring and
analyzing your enterprise data

= SAP BusinessObjects Explorer brings together the high performance in-memory capabilities of the
BW Accelerator with an intuitive front-end interface for information search and exploration.

= The primary use case is searching & exploring large volumes of enterprise data to discover
relationships and uncover root cause

= A casual user of Bl can gain imediate 'insight at the speed of thought' without needing
assistance from a business analyst or IT
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