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Company, 30, 251-257, 306
category development managers
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customizing category management,
253-255
Acquisition, 128, 157-159
Activity-based costing (ABC), 56,
80, 135-136, 155

Activity summary, 174

Advertising, 142-147, 193-196. See

also Promotion

Ahold, 257

Aisle management, 32, 203,

208-209, 235-236

Albertson’s, 15,

Aldi, 49, 337

Allowances, coop/slotting,

311-312

Altierre Corporation,

Assessment, category, 95-109
consumer assessment, 100—104
consumer-centric, 189-191
low-cost, 109
market assessment, 104-105, 174
perspectives of, 97-98
retailer assessment, 105-107
supplier assessment, 107-108

Asset Knowledge Suite (AKS), 255
Assortment, 134-137, 294, 339-340
Auto-distribution program, 231-232

Baby food, 134
Backhaul programs, 162
Bananas, 259-260, 265, 271-272
Basket analysis, 79
Beer category, 285-294
BehaviorScape, 184185
Bernatchez, Michael, 29, 251-257,
306
Bernius, Gary, 241-243, 245, 247
Big Y, 207-215, 304
aisle management, 208-209
customized eight-step process, 211,
305
BJ’s, 50
Blattberg, Robert, 87
Bloom stores, 39
Borders, 20
Boys’ wear, 125
Brands, 24, 27
bundling, 143
and category assessment, 97, 99
mail programs, 326
and private labels, 108, 114,
129-130, 337
strategy, 40—41, 57
Brown, Jack, 58-59
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Buyer conversion, 21, 79-80, 83-84,

112
Buying habits, 43, 69

Candy purchasing, 276-277, 282
Carbonated beverage study, 83—-84
Carrefour, 50
Cash & Carry, 49
Cash and carry warehouse stores,
49
Cash discount, 159
Cash-generating strategy, 124-125
Cash machine role, 89
Category Business Planner (CBP),
99-100, 212, 222-223
Category captain, 25-27, 146,
245-246
Category dollars, 114
Category management. See also
Consumer-centric category
management
category:
assessment, 95-109
definition, 67-76
review, 173-177, 214-215, 225
role, 77-93, 192, 224-225
scorecard, 111-121
strategies, 123-131, 225-226
tactics, 133164, 226-227
history of, 13-19
and loyalty marketing (LM),
320-322
plan implementation, 165-172
proactive, 309-317
responsibility for, 166
steps of, 14-15, 17, 64
Category managers, 176-177, 253,
324-325
Category ShareCast, 329
Center Store Program, 230
Channel blurring, 4-5, 44-46
Channel definitions, 48-51
Checkpoints, 183
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Chiquita, 259-274, 305
category development, 260-262,
271
consumer data, 269-270
Perishables Group, 262-266
produce data, 264-269
and retailers, 270-274
Cigarettes, 135
Circulars, 143-144
Citicorp POS initiative, 322
“Clean floor” policy, 37
Clustering. See also Consumer-
centric category management
category roles, 192
income groups, 187-191
scorecards, 196—198
stores, 183
tactics, 192-196
Coca-Cola Company, 15
Colas, 69
Collaborative customer relationship
management (CCRM), 336
Comanaged inventory, 163
Competition, 54, 56-57
Center Store Program, 230-231
pricing comparisons, 139
ConAgra, 236
Consumer assessment, 100—104
Consumer Attribute Model (CAM),
183
Consumer-centric category
management, 8, 18-19, 179-198
assessment, 189-191
category definition, 181-182
category roles, 192
checkpoints, 183
Consumer Decision Tree,
182-183, 315
Demand Clustering, 183—-189
implementation, 198
scorecards, 196-198
strategies, 191-192
tactics, 192-196
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Consumer-centric retailing (CCR)
initiatives, 257
Consumer Decision Tree, 182-183,
315
Consumer insights, 229-231, 244,
333-334
Consumer panels, 68-69, 109, 121,
223,316
and category roles, 79
consumer assessment, 100—104
Consumers, 4
analyzing, 41-43, 68-71, 79-80,
182-183, 204
buying habits, 43, 69
consumer measures, 112, 121
customer service, 40
loyalty, 7, 73, 249
and retailer strategy, 35, 41-43,
51
segments, 5-6, 8, 180181,
184-185, 310
target group spending, 53-54
top shoppers, 329-334
Continuous replenishment, 159
Contract pricing, 158
Convenience category, 78, 87,
115-116
Convenience stores, 4-5, 50
Conversion, customer, 21, 79-80,
83-84, 112
Cooking oil category, 102-104
CoolerMax, 292
Coop allowances, 311-312
Core traffic role, 91
Costco, 50
Country Market, 49
Coupons, 143
Crafton, Joe, 242-244, 246-249, 306
Cross-docking, 160-161
CROSSMARK, 241-249, 306
category captains, 245-246
and data providers, 246247
fact-based selling, 241-243
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Cub stores, 238

Customer conversion, 21, 79-80,
83-84, 112

Customer relationship management
(CRM), 320, 335

Customers. See Consumers

Customer service, 40

Data gathering, 21, 63, 76. See also
Assessment, category;
Scorecard, category

attitudinal/account-specific, 204,
316

consumer/household panels,
68-69, 79, 100-104, 109,
121, 223, 316

consumer insights, 229-231, 244,
333-334

exit interviews, 109

IT industry, 297-298

loyalty card programs, 249,
256-257, 316

Market Structure/Preference
Segmentation, 68-71,
73-74

point-of-sale, 14, 79, 180

proactive category management,
314-315

produce, 264-269

role assignment, 79—-80

share of wallet, 327-329

shipment, 180

and space allocation, 149

Data providers, 30-31, 246-247

Days of supply (DOS), 114, 293

Definition, category, 67-76

consumer-centric, 181-182
Market Structure/Preference

Segmentation, 68-71, 73-74
and retail strategy, 68

Demand Clustering, 183-189

Demand Gaps, 80, 188

Demand Index, 183
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Demographics, 41-42
Consumer Attribute Model
(CAM), 183
dollar volume index, 84
household purchasing, 102-103
target group spending, 53—-54
Department management, 32
Department share, 112
Destination category, 22, 78, 81-85,
115-116
Direct Exchange/Network Exchange
(DEX/NEX), 160
Direct-store-delivered (DSD)
suppliers, 160, 162, 286-287
Discount stores, 46—47
Distribution strategies, 128, 231-232
Diverters, 157-158
Dollar General, 50
Dollar stores, 50, 231
Dollar volume index, 83—84
Drop-shop programs, 162
Drugstores, 50

Efficient Assortments, 281

Efficient consumer response (ECR),
336

Efficient product introduction (EPI),
340

Eight-step process, 14-15, 17, 64,
180

Eroski, 51

Ethnicity, 102-103

Evaluation, category, 340-341. See
also Review, category; Scorecard,
category

Everyday low price (EDLP) retailers,
137-138

Excitement-creating strategy,
124-125

Exit interviews, 109

Extreme value retailer, 4—5

Fact-based selling, 241-243
Fair share, 80
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Family Dollar, 50

Fan, Al, 201-202, 204-206, 304

Financial measures, 80. See also

Scorecard, category

customer spending, 53-54, 116
inventory turns, 55-56, 80, 114
pricing, 142
promotions, 147

Flagship role, 88

Foley, David, 208-213

Food City, 59-60

Food Lion, 39

Fred Meyer, 49

Frequent shopper data, 79

Frozen pizza, 70-71

Functional foods, 6

Future Store, 39

General Mills, 201-206, 304

Geographics, 42

Giant Eagle, 38

Global sourcing, 156

Gloeckler, Michelle, 276-284, 306

Grapes, 263

Grocery Manufacturers of America
Logistics Study, 154155

Grocery stores, 49

Gross margin return on inventory
(GMROQI), 55, 114-115

Gross profit dollars, 114

Growth, sales, 114

Harmon’s, 60
Harris, Brian, 309
Harris Teeter, 49
Hausfater, Glenn, 319
Health and beauty care (HBC)
products, 39
HEB, 58
Hershey Company, 275-284,
305-306
consumer insights, 276-278
customer marketing department,

278-279
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cycle planning, 283

and retailers, 280-283
Hewlett, Bill, 296
Hewlett-Packard (HP), 295-299
High-tech strategy, 39
Hipecor, 51
Hispanic households, 102-103
Home Depot, 20
Homescan MegaPanel, 292, 328
Household panels, 68-69, 109, 121,

223,316

and category roles, 79

consumer assessment, 100—-104
Household Segmentation, 184-185
Hybrid price, 138
Hypermarket, 50-51

Image-enhancing strategy,
124-125
Implementation. See Plan
implementation
Income groups:
purchasing potentials, 187-191
tactics, 192-196
Incremental contribution, 135
InfiNet, 292
Integrated marketing/merchandising
planning, 313-315
Inventory management, 162-163
comanaged inventory, 163
inventory turns, 55-56, 80, 114
perpetual inventory, 159
strategy, 128
[tem:
dollars, 101
penetration, 101
strategies, 191-192
tracking, 151

Kash n’ Karry, 37

KOMPASS (Kroger Optimization
Management Plan Aligning
Store Sales), 254

Kroger, 15, 49, 58, 254, 257
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Kumar, Shan, 309
K-VA-T Food Stories, 59

Leonard, Stew, 76
Limited assortment stores, 4—5, 49
Location Information Management
(LIM), 44
Logistics. See Supply chain
management
“Low-carb” products, 221
Low prices, 3-5
Loyalty, consumer, 7, 73, 249
Loyalty marketing (LM), 319-334
and category management,
320-322
as category tactic, 325-327
consumer insights, 323-324
customer category manager,
324-3125
and regional supermarkets,
330-331
share of wallet data, 327-329
shopper cards, 322-323
top shoppers, 329-334
Loyalty programs, 39-40, 138, 249,
256-257, 316
Lund, Russell “Tres,” I11, 59
Lund Food Holdings, 59

Mail programs, 325-327
Maintain/grow role, 90
Manufacturers, 23-25
and category assessment, 97,
107-108
category captain/advisor, 26-27,
245-246
and category review, 176
and MSOs, 30
price increases, 140
and retailers, 23-27, 34, 73-175,
130-131, 336-338
and sales agencies, 29
scorecards, 117-118
vendor partners, 219-220, 222, 228
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MAPS decisions, 255, 257
Margin dollars, 80
Markdown strategy, 169-170
Market assessment, 104—105, 174
Marketing strategies, 68, 123-131.
See also Retail strategy
brands, 129-130
micromarketing, 248
mix modeling, 248-249
product supply, 127-128
segmented, 310, 315-316
types of, 124-126
Market share, 114
Market Structure, 68-71, 73-74
Meal helpers, 71
Meal solutions, 203
Measures, scorecard, 112—115. See
also Scorecard, category
Meijer, 49
Merchandising, 147-154
planogramming, 149
shelf presentation, 148-151
space allocation, 151-153
Merchandising, assortment, pricing,
and shelving (MAPS) decisions,
255, 257
Merchandising service organizations
(MSOs), 30
Metrics, 112—115. See also Scorecard,
category
Micromarketing, 248
Miller, Frederick J., 287
Miller Brewing, 285-294
category management process,
288-290, 305
and distributors, 286-287,
290-291
market structure, 290-291
space management, 293-294
Mission statement, 51-52
Mix modeling, 248-249
Moran, Bill, 58
Mulvaney, Paul, 254
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Navigator Order Projection System,
281

Need base, 277

Neighborhood markets, 47

Net present value (NPV), 55-56

New products, 5, 136

Newspaper advertisements, 195

Occasional category, 78, 86

Occasions, shopping, 52, 71-72, 79,
112, 276277

Occasion/supporting category
contribution, 54-55

Oil, cooking, 102-104

Online grocers, 50

Opportunity Quadrant, 105

Order/payment strategy, 128

Out-of-stocks, 154

Package design, 156, 161-162
Packard, Dave, 296
Pain remedies, 126
Panels, consumer, 68—69, 109, 121,
223,316
and category roles, 79
consumer assessment, 100—-104
Partners in Loyalty Marketing
(PILM), 319
Peapod, 19, 50
Penetration, 79, 101
Performance. See also Review,
category; Scorecard, category
customer spending, 53-54, 116
inventory turns, 55-56
item placement, 149
Perishables Group, 262-266
Perpetual inventory, 159
Peterson, Dean, 60
Pharmacies, 50
Phillip Morris, 15
Plan implementation, 165-172
and category review, 174

checklist, 166



consumer-centric, 198
pricing and promotion, 170-171
and store staff, 167-168
SUPERVALU, 227-229
Planograms, 26, 169-172
clustering, 192-194
compliance, 148-149, 256
customizing, 151-152
space management, 294
Point-of-sale (POS) data, 14, 79,
180
Preference Segmentation, 68-71,
73-74
Price-level merchandising, 293
Price look-up (PLU), 160,
264-265
PriceMan, 227
PricePoint, 292
Pricing, 7, 137-142, 226-227
comparisons, 139
contract, 158
hybrid, 138
low prices, 3-5
and promotions, 147, 156,
170-171
Prism Retail Services, 228
Private labels, 158
and brands, 108, 114, 129-130,
337
and top shoppers, 333
Proactive category management,
309-317
integrated marketing/
merchandising, 313-315
loyalty card/panel data, 316
marketing teams, 317
retailer role, 310-311
segmented marketing, 315-316
and vendors, 311-312
Procter & Gamble, 228, 336
Procurement strategies, 128
Produce, 263-266
Product deletion checklists, 136
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Product handling. See also Supply
chain management
store, 161-162
strategy, 128
warehouse, 160—-161
Product introductions, 5
Product packs, 144-145
Product supply
metrics, 114-115
strategies, 127-128
Profit and loss (P&L) accountability,
311-312
Profit-generating strategy, 124-125
Promotion, 7, 142-147, 244
overperforming/underperforming
categories, 332
and pricing, 147, 156, 171
Publix, 15
Purchase:
frequency, 79, 112
incidence, 112
triggers, 276277
Purchasing potential, 187-191

Radio advertisements, 195-196
Radio-frequency identification
(RFID), 158
Rehab role, 93
Research. See Data gathering
Reset, category, 171-172
Retailers, 3, 13-14
and category assessment, 97,
105-107
compliance, 22
EDLP, 137-138
extreme value, 4-5
and manufacturers, 23-27, 34,
73-75, 130-131, 336-338
and other players, 28-31
price increases, 140
role of, 20-22
supermarket, 19-20
and wholesalers, 28—29
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Retail execution, 227-229, 232-233,
237-239, 273-274. See also Plan
implementation

Retail strategy, 33—61. See also
Strategy, category

branding, 40-41, 57

and category definition, 68
channel definitions, 48-51
communicating, 56-57
components of, 35-36
developing, 35-37
examples, 57-60

mission statement, 51-52
scorecards, 52-56

and shoppers, 35, 41-43, 51
SUPERVALU, 237-239
types of, 38-40

Retention level, 112

Return on net assets (RONA), 55

Review, category, 173-177, 214-215,
225

REX, 281

Rice, Mark, 207, 209-213, 304

RMS, 322

Role, category, 77-93, 338-339

analytical tools, 79-80

consumer-centric, 192

convenience category, 78, 87

destination category, 22, 78,
81-85, 115-116

and incrementality, 135

Miller Brewing, 288

occasional/seasonal category, 78,
86

role matrix, 87-93

routine category, 78, 81-82, 85

and scorecards, 115-117

SUPERVALU, 224-225

typical, 78

Routine category, 78, 81-82, 85

Safeway, 15, 254, , 315
Sales agencies, 29-30

Sales measures, 114
Sales per square foot per week, 114
Sam’s Club, 47, 50
Satisfaction rating, 112
Save-a-Lot, 49, 58, 238
Schnuck’s, 58
Schouten, Jeff, 285-288, 290-294
SCOP (Safeway Category
Optimization Program), 254, ,
315
Scorecard, category, 111-121, 341.
See also Data gathering
and category review, 174
and category role, 115-117
consumer-centric, 196-198
manufacturer/supplier, 117-118,
164
measures, 112-115
and problem-solving, 119-120
retail strategy, 52-56
review of, 120-121
Seasonal category, 78, 86
Segments, consumer, 5-6, 8,
180-181
household, 184-185
marketing, 310, 315-316
Seifert, Dirk, 335
Self-distributing retail chains,
231-233
Service level, 115, 163
7-Eleven, 50, 339-340
Share measures, 112—-114
Shelf presentation, 28-29, 148-154,
169-170, 296
Shipment data, 180
Shipper design, 156
Shopper loyalty, 7, 73, 249. See also
Loyalty marketing (LM)
Shoppers. See Consumers
Shopping occasions, 52, 71-72, 79,
112, 276-2717
ShopRite, 38
Shortening category, 102-104



Single-solution paradigm, 180
Slater Bros., 58—59
Slotting allowances, 311-312
Smart & Final, 49
Smith, Steve, 59-60
Snacks category, 282
Soft drinks, 125
Software, 1617
price optimization, 139-140
product handling, 161
promotions, 145
space management, 107, 292-294
Sourcing, 156-158
Space allocation, 107, 151-153,
292-294
Spectra Marketing, 181, 223
Stew Leonard’s, 40
Store staff, 167-168
Store strategies, 127
Strategic assortment planning
(SAP), 339-340
Strategy, category, 123-131. See also
Retail strategy
and category roles, 126
and communication, 129-130
consumer-centric, 191-192
marketing and procurement,
338
Miller Brewing, 288-289
product supply, 127-128
and shelf sets, 152
SUPERVALU, 225-226
types of, 124-125
Supercenters, 3, 47
buyers versus dollars, 103—-104
channel definition, 49
Superettes, 49
Superior Markets, 49
Supermarkets, 19-20
additional services, 37
channel definition, 49
SKUs, 310
strategy, 38
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SUPERVALU, 15, 29, 37, 217-239
centralization, 234-235
modified eight-step process,
224-229, 305
organization and personnel,
218-220
retail execution, 227-229,
232-233,237-239
Save-A-Lot, 49, 58, 238
vendor partners, 219-220, 222,
228
Supplier assessment, 107-108
Suppliers, direct-store-delivered
(DSD), 160, 162, 286-287. See
also Manufacturers
Supplies category, 295-296
Supply chain management, 154164
acquisition, 157-159
inventory management, 162-163
product handling, 128, 159-162
transportation, 162
Surgunovi, Vadim, 296-299
Sweetbay Supermarkets, 37
Syndicated data. See Data gathering

Tactics, category, 133—-164
assortment, 134-137, 294,
339-340
consumer-centric, 192-196
merchandising, 147-154
Miller Brewing, 289
pricing, 137-142
promotions, 142-147
SUPERVALU, 226-227
supply chain management,
154-164
Take-out restaurants, 50
Target, 49, 58
Target group spending, 53—54
Temporary price reductions (TPRs),
143
Terpkosh, Michael, 29, 217,
219-223,225-239, 305
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Terry, Sherrie, 259-260, 262-263,
265, 267-274, 305

Tesco, 39-40, 316, 337

The Partnering Group (TPG), 14

Top Shopper Index (TSI), 329-330

Total store proposition, 312

Tracking, item, 151

Trader Joe’s, 127, 337

Traditional strategy, 38

Traffic-building strategy, 124-125

TrakSuite, 247-248

Transaction-building strategy,
124-125

Transportation strategy, 128, 162

Trip management, 7, 54, 101

Turf-defending strategy, 124125,
191-192

Turns, inventory, 55-56, 80, 114

UCCNet, 160

Ukrop’s, 322, 331

Under-fire role, 92

Unilever, 236

Universal Product Code (UPC), 160,
264-265

Upgradeable shoppers, 332

Usage occasions, 276-277
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Value, 3-5
Variety strategy, 38—-39

Vendor-managed inventory, 163
Vendor partners, 219-220, 222, 228

Walgreen’s, 39
Wallet share, 327-329
Wal-Mart, 2—-4, 19, 44, 52, 58
business share, 3
Retail Link, 159
retail strategy, 34, 46—48
Walton, Sam, 47
Warehouse clubs, 4-5, 47, 49-50
Warehouse operations, 160-161
Wawa, 50
Weaver, Chana, 203
Wegmans, 58, 331
Weis Markets, 49
Whole Foods, 34, 36-37, 127
Wholesale clubs, 4-5, 47, 49-50
Wholesalers, 28—29
Willard Bishop Consulting, 266
“World According to Shoppers,
The,” 257



