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@ Problem Statement % Data
. . Datasets
Enable customer targeted in-store assortment decisions to
What? maximize revenue in US Target stores, informed by Guest Item
historical customer purchase behavior
52 POS Sales Inventory
m Inventory Management ¥ Demand-Supply Balance
Why? :
2 | | Guest Trip Store
By Shopper Experience % Waste Reduction
How? Optimize in-store assortment using choice modeling and 1 955 30 T 325 T
- trip data to maximize guest engagement with products Stores Brands Products
:(:E Business Impact and Validation
Revenue comparisons of past vs optimal
Business Questions that are answered by the project assortments for 10 weeks
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Q Which products should stores never run out of? % ~
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Q How is revenue impacted when a product is substituted?
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- >
Weeks
@ Methodology
B
- .
; Optimal Item not
E In iInventory?
. . E
Probability of buying an To.05
item e 0.35
(1, H = 0.6
_ = 0 g Substitute 1 Substitute 2
g : Gain / Loss Gain / Loss
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Probability of customer substituting an -$4.3

item if preferred choice is not available Optimal Items

. Ensure that item is always in Store
Q-E-l Next Steps

product-specific attributes and
assortment-specific demand

E_ Extend the model to include
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o o : o S00 2N “We see 2-3 points of sales grow : L : were evident in their comprehensive analysis,
drive ImpaCt with their core ﬁ:&é”% being delivered by this new capability. business question on op timal : which significantly improved assortment
O2vz? assortment which will generate big

planning and operational efficiency at

We're excited to embed this into our ) ) f : : . : : .
business Impact for Unilever, also they Unilever. Their meticulous attention to detail

products and optimal products , ,
working processes and bring new

advanced analytics to our Customer quickly agjusted to working in ingustry Wﬁr = iy Comﬁe.”ciai’% den;onslg?tlng

-, . artners and decision making environment and provided satisfactory their strong analytical skills and problem-
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!ﬁ;‘ s LE processes very proud of their work!” useful reference for future efforts in
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