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Schematic of Standard Retail Operations

n Pre-season planning
• Assortment Mix
• Investment Plan
• Financial 

Planning

n In-season Planning
• Promotions 
• Markdowns 

Allocation
• VM Updation
• Performance 

Tracking

n Post Season 
Planning

• Post Season 
Analysis & Info 
Capturing

Merchandising, 
Planning

Design

n Vendor Selection

n Vendor Management

n PO Management

n Product Management

Sourcing

n Demand Forecasting

n Order Management

n Inventory Planning & 
Management

n Transportation 
Management

Supply Chain

n Store Staff 
Management

n Store 
Management

n In-store Stock 
Management

n Cash 
Management

n Customer 
Engagement

Store Ops

n Real Estate

n Projects

Real Estate & 
Projects

n Legal 

n Financial Accounting

n Management Accounting

n Corporate Governance

n Risk Management

CORE RETAIL PROCESSESPRODUCT DEV.
PROCESSES

Retail is a very process oriented business

SUPPORTING 
PROCESSES

n Recruitment

n Training

n HR Operations

n Exit management

HR

Finance

n Concept 
development

n Development of the 
collections and 
designs

n Finalization and 
adoption of designs 

Managing retail requires managing several processes well
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CEO dashboard tracks the financial and operating metrics along with 
progress of new projects

Format 
Level

CEO 
Dashboard

Company 
Level

Financial

Operations 
and Shared 

Services
Function 

Level

Function 
Level

New 
Projects

• Store-wise / Zone-wise Metrics1 Daily 
• Zone-wise P&L Quarterly
• Category-wise Metrics Monthly
• Private Label Metrics Monthly

• P&L & Balance Sheet
• Cash Flows Quarterly
• Key Financial Ratios

• Sourcing Metrics
• Supply Chain Metrics
• HR Metrics Monthly
• Marketing Metrics
• IT Metrics

• Real Estate Status Weekly
• Projects Metrics Quarterly

Details Frequency of
Monitoring

Daily Snapshot

Client example: Retail MIS
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Overview of Financial Metrics – Format Level

Daily Metrics

Store-wise / Zone-wise Metrics1

• Sales
• Sales per sq.ft
• Gross Margin (%)
• No. of Footfalls
• No. of Transactions
• Average Ticket Size

Monthly Metrics

Store-wise or Region-wise 
Metrics

• Sales
• Sales per sq.ft
• Gross Margin (%)
• No. of Footfalls
• No. of Transactions
• Average Ticket Size
• GMROI (%)
• GMROF (%)
• Sales per Employee
• Returns
• Dump
• Days of Inventory 
• Working Capital

Category-wise Metrics
• Sales Mix
• Sales per sq.ft
• Gross Margin (%)

Private Label Metrics
• Sales Contribution (%)
• No. of Private Label SKUs
• Gross Margin (%)

Quarterly Metrics

Store-wise or Region-wise 
Metrics

• Sales
• Sales per sq.ft
• Gross Margin (%)
• No. of Footfalls
• No. of Transactions
• Average Ticket Size
• GMROI (%)
• GMROF (%)
• Sales per Employee
• Returns
• Dump
• Days of Inventory 
• Working Capital

Store-wise / Region-wise Zone 
P&L

• P&L Statement

Category-wise Metrics
• Sales Mix
• Sales per sq.ft
• Gross Margins

Private Label Metrics
• Sales Contribution (%)
• No. of Private Label SKUs
• Gross Margin (%)

Client example: Retail MIS
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High-Impact Improvement Levers

Operational 
Excellence

Merchandising 
Productivity

Promotional 

Effectiveness

Merchandising 

Execution

Value Pricing

Assortment 

Selection

Store 

Life Cycle 

Management

Supply 

Management

Process

Efficiency

Labor 

Effectiveness

Productivity of merchandising and operational excellence are the two 
cornerstones of retail profitability
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Introduce new entry price points 
to attract price sensitive 

customers

Price perception is more important 
than your lowest price 

Sample Pricing Analysis

Close Price Gaps to avoid lost 
opportunities

Selectively offer higher price point 
products to enable up-sell

Create competitively priced 
products you can promote

Influence your perceived price 
through Average Price of Supply
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Pricing Analysis

For example, looking at pricing the way a customer looks at it…


