
Retail planning in a 
customer-centric era 



The rise in omnichannel 
calls for a connected

planning solution 

Digital transformation is a 
must to tackle the complexity 

of retail operations

Revolutionise your business plan-
ning to improve decision-making 
and drive financial performance

Over the past few years, the retail industry has evolved dramatically due to consumer 
shifts and changes accelerated by the Covid-19 pandemic. 

What kind of market changes do you need to address to align your strategies with 
the new business models? 

In this ebook, we will discuss some key trends that have evolved in recent times and 
their impact on the current business model.

Key points
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1. Digital growth and technology

2.   Accelerated omnichannel adoption

A significant majority of consumers in Asia-Pacific (APAC) are now doing 
most of their shopping online, notably through their mobile devices. The 
APAC e-commerce market is booming at an unprecedented pace, and 
it is expected to grow at a CAGR of 10.24%1  over the next five years.

Technology is the driving force behind the rise in direct-to-consumer 
(DTC) brands. For this approach, some brands opt for pop-up stores, 
while others prefer online platforms to expand their retail footprint.

As retailers scale their businesses, they will need to deal with massive 
spikes in tra�c and align supply and demand across multiple chan-
nels. Businesses must be ready to tackle the rising complexity of retail
operations, rather than relying on manual processes.

Traditional businesses are shifting to e-commerce, while online retailers 
are opening brick-and-mortar stores to reach more consumers. While 
jumping on the omnichannel bandwagon may sound appealing, it can 
be very challenging to make your business profitable. Advertising and 
shipping costs can be costly, so it is important to have the right strategy 
in place when moving to a new digital or physical territory.

Mordor Intelligence. Asia Pacific E-commerce. https://www.mordorintelligence.com/industry-reports/asia-pacific-ecommerce-market 

Key trends shaping the Retail industry that will continue to dominate in 2023:
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3.   Digitally connected supply chain

Today’s supply chain makes up the digital 
backbone of retail. Many Retail brands are 
turning to interconnected systems built by 
technologies such as blockchain, artificial 
intelligence (AI), Internet of Things (IoT). By 
gaining a greater visibility of the inventory and 
demand, retailers can minimise disruption 
and get products to the shelf faster to meet 
customer satisfaction.

Customers are always on the lookout for lower 
prices, and they are willing to switch brands 
for a better deal. As challenger brands gain 
traction, industry giants respond by making 
strategic acquisitions of smaller DTC brands. 
This market consolidation trend will likely con-
tinue into 2023 as a faster way to boost pro-
duction and increase a brand’s reach.

4.   Mergers and acquisition (M&A) 
opportunities

04



0605

“The disruptive forces impacting the industry demons-
trate a clear need for better business planning that is 
exacerbated by gaps in the current business model.”
- Umesh Biyani, Anaplan Director APJ

Key takeaway from the trends

Gaps in the legacy business model
The root of the problem lies in traditional Retail business structure 
where different business functions like marketing, logistics and e-com-
merce work in silos. The lack of tools available to share data and insights 
in real time, on top of the gap in analytical capability in the frontline 
and back-o�ce, present great obstacles to delivering a personalised 
customer experience.

Another visible gap is the widespread preference for profit-oriented 
KPIs, rather than new KPIs that look into customer experience and con-
versions. It is also time to do away with traditional budget processes, 
where the finance team is expected to comb through spreadsheets 
provided by business functions separately before consolidating into one 
annual budget. 



Strategy Operations

Customer-centric organisational structure

Close and seamless collaboration 
between business functions

Development of analytical skills

Leaner decision making process

Agile and adaptable for each company

Using real-time intelligence to create forecasts

Frequent and flexible budget cycles 

Big data & task automation

Focus on customer oriented KPIs 

Data transparency and centralisation

Better business planning is essential to unlock Retail potential
Innovation is critical at every stage of the business process. But how do Retail companies turn innovative strategies into action and 
maximise revenue growth?

The solution is an integrated business planning platform that provides a holistic view of the entire enterprise. Say goodbye to a 
disparate organisational structure and classic KPIs. The retail market of the future calls for flexible budget cycles and forecasts built 
on cross-functional data. 

VISEO offers a singular integrated forward looking system with tangible benefits:

A forward looking system offers invaluable opportunities for effective decision-making, starting from the drawing board to product 
delivery.  
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WHY PLANNING IS IMPERATIVE FOR 
RETAIL BUSINESS 

The key to thriving in a competitive retail world is harnessing the 
value of data. The phrase “Retail is Detail”, famously attributed to 
the late British retailer James Gulliver, underscores the importan-
ce of diving into details in one’s database. 

By focusing on the right elements like customer demographics 
and purchase activities, retailers can better anticipate customer 
expectations and meet their needs. 

We had the privilege of running a survey of a leading retail busi-
ness and here are some of the key findings from the study.  

The survey finds that the retail industry is facing a unique set of 
challenges. The top 3 most pressing challenges faced by retailers 
are labour and talent crunch, supply chain and inventory mana-
gement costs and high operating costs.

Digitalisation and and automation
As retailers grapple with market challenges, a common pitfall 
encountered is ineffective planning. More than half (60%) of 
retailers surveyed still lack digitalisation and automation in their 
business planning. 

Demand forecasting and scenario 
analysis for a smoother supply chain

Harness data and technology for better 
workforce management 

Streamline the financial function of 
your retail business for a competitive 
advantage 

E�cient demand planning is key 
to meet sales targets 

Key points
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The overall plan, in turn, is immediately reflected in the 
Annual Operating Plan (AOP) and the budgeting or resour-
ce allocation plans. These typically have a shorter time hori-
zon of 12 months. For a retail business, there is an additio-
nal process of merchandise planning to ensure that the 
right product is available at the right time to maximise 
profit. 

Smarter store operations and workforce 
management
Making up the annual plan, each of these plans will be 
reviewed regularly. Specifically for the retail sector, compo-
nents like category planning and store network planning 
are required to run stores and retail chains.

As the store network expands, it will have a corresponding 
impact on the workforce. Each store will have a different 
talent requirement based on the type of retail outlet. A 
supermarket, for instance, will have a different approach to 
sta�ng than a convenience store. In today’s retail world, a 
data-driven approach to workforce scheduling and budge-
ting can do wonders for a business.

Streamlining the financial function of 
retail businesses 
So, how can APAC retailers make a difference to their opera-
tional planning? When scaling up, the solution lies in imple-
menting systems and processes powered by intelligent 
automation. This move allows them to navigate digital 
transformation to reach their business goals. 

The financial function is a core part of a retail organization , 
and it holds the scorecard of its business performance. 
Anything we do in the business—whether good or bad—will 
have its financial implications. Finance is the foundation 
that makes or breaks a business. 

Balancing short term and long term goals
It’s always a challenge to meet short-term goals while kee-
ping an eye on long-term ones. The finance team typically 
faces a daunting task: meeting quarterly targets while kee-
ping the long-term business goals realistic and sustainable.

Keeping their end goals in mind, businesses will seek to 
develop long-range strategic plans and make significant 
capital investments. These steps will  ensure that the busi-
ness maintains its competitive advantage.
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Closer collaboration is necessary between the different 
supply chain nodes from manufacturers and wholesalers to 
retailers until the last mile. On time, in full (OTIF) should be 
the ideal principle in the supply chain. Inventory activities 
and supply chain costs have an impact on the working
capital and cash conversion cycles (CCC) to measure a
retailer’s performance.

E�cient demand planning to meet sales 
targets
Let’s get down to the nitty gritty of meeting or exceeding 
your sales target. This is where both the sales and marketing 
teams will come up with the plan for seasonal and non-sea-
sonal promotions by leveraging the rich datasets available. 

At this point, they must identify which brands and catego-
ries to be promoted in specific stores. There needs to be a 
clear classification of stock-keeping units (SKUs) to anticipa-
te the uplift in sales beyond the baseline.

Understanding the baseline sales is essential for demand 
planning, which is increasingly becoming more complex. 
Demand planning is a technique that allows retailers to 
accurately forecast future demand and stockholding. The 
demand plan must be abided by everyone across the orga-
nisation in order to meet the sales targets.

Demand is then disaggregated by stores and retail chan-
nels. Based on the data, planners can optimize their inven-
tory position and streamline their supply chain planning. 
Considering the lead time, retailers can place orders faster 
and avoid costly stockouts or overstock in the peak seasons.
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Forecasting and scenario analysis for a 
smooth supply chain 
To keep the supply chain running smoothly, good
forecasting is key. This includes scenario analysis which is 
evaluating the pros and cons of business decision. It
involves examining possible future events and predicting 
feasible outcomes. By evaluating the best-case and 
worst-case scenarios, retailers can ensure better decision 
making even during unexpected global events like
COVID-19 or a geopolitical crisis.

“With better business planning, we 
can help companies like you to yield 
better business outcomes and be 
future ready.”
 - Guillaume Lassigardie, Director 
  of operational excellence



HAVE YOU HEARD OF ANAPLAN 
FOR FASHION? 
Anaplan for Fashion has been designed with these challen-

ges in mind. The solution includes 6 modules built for speed 

and agility that allow retailers to redesign the end-to-end 

planning process.

Anaplan for Fashion, a cloud native solution, highly configu-

rable and adaptable, allows retailers to automate large part 

of the retail planning process, from strategic plans to in-sea-

son optimization, maximize collaboration across teams and 

quickly handle change. 

The solution has been recently deployed to a major fashion, 

footwear and sportswear brand with a worldwide distribu-

tion network of over 2500 shops and corners in 120

countries (one item sold every 2 seconds). Anaplan for

Fashion helped bring better consistency and agility in

strategy, pricing, assortment and buying, leading to an 

increase of sell-out of +2%.

As a strategic partner of Anaplan since 2014, VISEO has set 

up a team entirely dedicated to Anaplan implementation 

projects located both in Europe and Asia. VISEO supports 

more than 50 major retailers on a daily basis in their digital 

transformation projects as well as their optimization

projects on a global scale. VISEO teams provide end-to-end 

support, from consulting services to application maintenan-

ce, scope assessment, project management assistance, 

solution management and implementation, as well as

international deployments.
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Merchandise planning & strategy 

Assortment & buy 

Collection pricing 

Distribution planning 

Stores staff sales performance management 

Material sourcing in fashion 



Contact us to start your project!

marketing-apj@viseo.com

www.viseo.com
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