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Summary 

Offline sales in the fashion industry are currently facing intense competition from online 

sales. In order to successfully exist, offline retailers need to optimize their processes.  

Demand forecasting is a critical factor for retailers in the shoe industry and in particular for 

company B. The demand forecast close to real values allows the company to prevent sales 

losses due to a shortage of goods or overcrowded stores with goods. This thesis paper 

discusses methods and approaches for demand forecasting based on machine learning and 

time series forecasting. 

Also in the thesis work reviewed methods for the primary distribution of goods in the fashion 

industry. The adaptation of these methods to the needs of the company has been made. The 

replenishment of goods in the store is considered depending on the demand for a certain 

period and the current balance of goods in the store to minimize sales losses. The same 

approach is used at the end of the collection's life cycle to transfer goods between stores.  

In this real case, the relevant demand forecasting methods are selected. The most suitable 

and rarely used forecasting method has been implemented. Also considered are the methods 

of primary distribution, replenishment and redistribution of goods between stores, which are 

used in the company at the moment. Own heuristics were also proposed for these processes 

and an experiment was conducted on their effectiveness. 

To perform all these tasks, it was necessary to collect a large array of data. Data was 

collected and formatted for convenient use for analysis. 
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1.0 Introduction               

The first subchapter will present an analysis of the shoe market and competitors in Belarus 

and Russia. After that, the background and motivation of the research, the problem of the 

research, the organization of the rest of the thesis are presented. 

1.1 The situation in the fashion industry 

Online commerce with the development of the Internet has received a tremendous impetus 

to development. This is well seen in companies like Amazon, Alibaba, Ebay, etc. 

Consequently, there is an outflow of buyers from offline retail to online, which leads to a 

drop in revenues of companies that only work online. The decline of offline retail is 

especially noticeable on the example of the US market. Many have noticed this in the light 

of recent news about the closure of Macy’s large retail chain. Macy’s is a 160-year-old 

company that has lost $ 34 billion in market capitalization to participating companies in the 

retail sector. 

Many retailers did not see the benefits of digital opportunities. Over the past few years, 

consumers have realized that going to the store is a much less productive process compared 

to online shopping. And it does not depend on which online stores are discussed in 

comparison. Below are the indicators that the analytical group PYMNTS received. They 

compared data from the Census Bureau and other sources and built their own model based 

on them. Analysts say that stores selling clothing, sports goods and electronics cannot 

confirm that 90% of retail sales still occur in their premises, if they occur at all. 
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Figure 1.1: E-commerce share in retail (Wirex 2019) 

You do not need to be an analyst and build complex information models in order to 

understand that people began to buy less in physical stores than ever before. It was enough 

for the last four years to visit physical outlets and communicate with their staff, who would 

say that the flow of customers is steadily decreasing. 

Mobile applications and logistics innovations have significantly improved online shopping 

practices. But the in-store experience has become less reliable. Consumers, who call time 

the most valuable resource, want the buying process to be convenient and free from any 

uncertainties. Trips to the physical store do not always meet these two requirements. 

Therefore, people prefer to buy online those things that were once more convenient to buy 

only in physical retail - clothes, jewelry, sports goods, electronics. Increasingly, this also 

includes home goods and car parts 

A PYMNTS research last fall, which was attended by 2,600 people, confirmed this thesis in 

two product categories. These are clothes and cosmetics. After all, it is assumed that the 

opportunity to personally touch and try out samples of goods gives real stores a tangible 

advantage. However, only 42% and 34% of consumers who bought clothes or cosmetics, 

respectively, reported that they purchased the goods in a physical store. 

Over the past few years, retailers have spent hundreds of millions of dollars trying to lure 

consumers into their stores. They organized demonstrations of fashionable clothes and 

shoes, called experts for the presentations of new products, agreed with the stars and famous 

athletes to represent brands, install special mirrors to make fitting of clothes or shoes more 

comfortable. They gave the sales staff tablets with recommendations, combinations of 
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products or tips on the use of certain products. They offered discounts and promotions, valid 

only when visiting physical outlets.  

Next in line are robots who greet customers at the doorstep of the store and help them find 

the right products. Perhaps there is an application of AR and VR technologies. A few years 

ago, analysts expressed the opinion that the future of physical retail as a category and 

physical stores as points of interaction with consumers will be similar to the evolution in the 

media sphere: only the most large-scale or highly specialized projects will survive. The 

largest retailers will be able to take advantage of their branching to provide a range and 

efficient logistics. This will satisfy the needs of consumers across all channels, including 

digital. 

Physical retail of the future will pass the road of modern media: there will be only players 

who have adopted new technologies, and business models offering a new look at familiar 

processes (Wirex 2019). 

1.2 Market situation and competitor analysis 

Since our company has a network in Russia and Belarus, it is necessary to divide the analysis 

of the market and competitors into two parts. The capacity of the markets is significantly 

different and the competitors are also different. In Belarus, the main producers and retailers 

of footwear are Marco, Kari, Megatop and the company, which is referred to in the diploma. 

Less than a year ago, the company Inditex came to Belarus, with its subsidiaries Zara, 

Bershka, Pull & Bear, Massimo Dutti, etc. In the future, Inditex and its subsidiaries may 

become a major player in the Belarusian market, but now their footwear sales are 

insignificant and occupy about 3% of the market. 

In 2018, footwear production in Belarus decreased by 4% compared with 2017, to 9.6 

million pairs, and consolidated the downward trend observed in recent years (Kollontai 

2018).  

Another reduction in output occurred against the background of an increase in 2018 in retail 

sales of footwear in the whole country by 11.2% to $ 486 million, including large and 

medium-sized trade organizations - by 12.6% to $ 278.6 million. 

Consistently increasing the number of stores, some shoe chains continued to strengthen their 

presence in the market. In November 2018, the share of shoe sales in the markets and 

shopping centers increased to 8.5% (against 8% a year earlier), which strengthened the 

position of this retail segment. Growth in sales could benefit mainly sellers of imported 

products. 
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In 2018, the import-oriented sales model was formed on the Belarusian footwear market: 

foreign footwear was widely represented in trade, while the share of domestic footwear in 

sales volumes decreased to 47.9% against 52.8% in 2017. Our company also influenced the 

decrease in the share of footwear produced in Belarus on the market, which began selling 

imported footwear in stores. 

The largest share in the Belarusian shoe market is occupied by the manufacturer and retailer 

of footwear “Marco”. This company owns 37% of the market, the annual production of about 

5 million pairs. Retail chain has 81 stores throughout Belarus. Half of the shoes produced 

are sold wholesale to Russia and sold in stores of other shoe retailers. Some shoes are made 

in China and India. 

Also one of the largest shoe retailers on the Belarusian market is Megatop. This company 

does not have its own production, the company buys shoes from small local manufacturers, 

and also imports shoes from China. This company has 69 stores in Belarus. Kari is also 

represented in Belarus. This is an international company that sells shoes, accessories and 

clothing. In Belarus, has 39 stores. 

Our company is represented in Belarus 51 store. About 25% of the company's annual output 

goes to Belarusian stores. 18% of imported footwear goes to Belarusian shops. 

Based on the above, we can say that our company is in the top 3 shoe retailers in Belarus. 

We also have a big advantage over Megatop, which is currently superior to us in the number 

of stores. They do not have their own production. Therefore they are less dynamic in 

replenishing stores with goods. This leads to large sales in the stores and, consequently, to 

sales losses. Since we can more quickly respond to customer demand and meet their needs 

through our own production in Belarus. We have the opportunity to compete for the second 

line of the rating of the largest shoe retailers in Belarus. 

Experts predict a growing footwear market in Russia. At the end of the year, it will grow by 

4 percent with the improvement of the economic situation (Popova 2018).  
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Figure 1.2: Forecast of the Russian shoe market in 2019 (Popova 2018) 

The size of the shoe market in 2018 was 18 percent lower than the 2014 crisis year. Care 

continues for weak players and the closure of inefficient stores. Retailers continuously 

optimize business processes. However, a quick recovery of the shoe market to the level of 

2014 is not expected. At the same time, buyers continue to strive for discounts and special 

offers. 33 percent of Russians in 2018 tried to buy shoes that are sold with discounts. 11 

percent specifically waited for discounts and promotions for buying shoes. 
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Figure 1.3: Leaders among shoe retailers by number of stores on February 2018 (Popova 

2018) 

The data in the table for the year is a bit outdated. Now our company has 342 stores in 

Russia, 37 stores will be opened during 2019. In general, experts believe that our company 

is in the top 5 shoe retailers in Russia based on a combination of factors such as the number 

of stores, turnover, revenue, etc. 

1.3 Research problem 

In this thesis, we consider the case of a shoe company, which has an extensive network of 

stores in Belarus and Russia. Based on the above, it is a great luxury to lose new or already 

loyal to the brand customers because of situations when the store did not have the right shoe 

model or was not the right size. The purpose of this thesis is to propose methods for 

forecasting the demand for goods in stores to minimize the situation when a customer chose 

our store, perhaps even a specific shoe model, but could not buy it because it was not 

available in the store. Proper demand forecasting is critical for a company for a number of 

reasons, including the growing share of online trading. Also, near-to-reality demand 
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forecasting allows the company to increase revenue, reduce operating expenses and working 

capital. 

Company B wants to use the forecast of demand for products in stores with a time horizon 

from 14 to 275 days to distribute products to stores. An error in forecasting demand up to 

90 days should not exceed 25%, while in forecasting demand with a time horizon of 275 

days, the prediction error should not exceed 40%. The companies are also interested in 

developing heuristics for the distribution, replenishment and redistribution of goods between 

stores. An effective way is needed to increase sales, reduce sales losses, increase revenues 

and reduce working capital. 

In the framework of this thesis, we set ourselves the tasks:  

• Offer a demand forecasting method and test its performance in real life;  

• Offer heuristics for the initial placement, replenishment and transfer of goods 

between stores. 

1.4 Organization of thesis 

The second chapter presents a description of the problem, explains the company's model of 

work in the shoe business, describes the company, and describes the processes that are 

currently used by the company to forecast demand, distribution, replenishment and transfer 

of goods. The third chapter is defined problem (research tasks) and the formulation of the 

problem. In the fourth chapter, we made a review of the literature on the topics of forecasting 

the demand in retail, the optimal range of the store during the initial placement, 

replenishment of goods in stores, the transfer of goods to stores to increase sales. The fifth 

chapter describes the methodology for solving the tasks assigned to us. The sixth chapter 

describes the data that was available to us and how to obtain this data. The seventh chapter 

discusses the selection and development of a prediction method. The eighth chapter presents 

heuristics for initial placement, replenishment and transfer. The ninth chapter is the last part 

of the diploma, consisting of conclusions, recommendations and directions for future 

research. 
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2.0 Problem description 

The first subchapter describes the general principles of business in the shoe industry. In the 

second subchapter, the company's case is described. The third subchapter describes the 

demand forecasting method that was used in the company. The methods used by the 

company to distribute and replenish goods are described in the fourth and fifth sub-chapters. 

In the sixth sub-chapter, existing approaches are criticized. 

2.1 Shoe industry 

Shoe retail is part of fashion retail, which is characterized by seasonality of the product. In 

the shoe business there are four main seasons: 

• Winter; 

• Summer; 

• Demi-season (insulated shoes for the off-season during spring and autumn); 

• All-season or year-round. 

The average duration of the seasons varies from region to region. For example, in St. 

Petersburg (59 ° 56.3457 '0 "N, 30 ° 18.9521' 0" E) the duration of the winter season is very 

different from the duration of the winter season in Sochi (43 ° 35′57 ″ N, 39 ° 43′32 ″ E ). 

In order to simplify this part of the diploma averaged over all regions, the duration of the 

seasons. We assume that the summer and winter seasons last 4 months, the demi-season lasts 

for two months from mid-September to mid-November and from mid-March to mid-May. 

For each season, designers are developing a new collection of shoes, focusing on new trends 

in the fashion world, or simply rethink the classics. After that, a new collection begins to be 

produced. 

Obviously, it is silly, for example, to sell winter shoes in the summer. Of course, almost no 

one will buy it, and therefore the company will not receive income. Consequently, shoes of 

the right season need to be delivered to stores at the right time. Suppose we know the time 

when you need to deliver shoes. The next step is to understand how many shoes you need to 

get into stores. This step will be considered in this thesis in fact, this is demand forecasting. 

Suppose we know how many shoes customers want to buy during the entire season. 

Should we immediately bring all the shoes to the store and wait for them to buy? The 

probability of selling on store shelves is higher than in stock. However, this is physically 

impossible for several reasons. The most significant reasons are the limited capacity of the 

stores and not always the right amount of shoes is available at the very beginning of the 
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season. In reality, production cannot provide all the shoes for distribution to the stores at 

once, the reproduction takes place during the season. 

Restrictions of real life lead to the fact that shoes for the season are delivered to stores in 

several stages. The first batch, usually the largest, is called initial placement. Subsequent 

batches from the warehouse during the season are called replenishment. 

Towards the end of the season, stocks in warehouses are running out. Sales and revenues are 

also falling. In some stores from the seasonal collection, almost nothing remains or the 

dimension of the articles is incomplete. For example, the article should be presented in the 

amount of 36-40, but only 36 and 40 sizes remained in the store. In this case, the goods are 

redistributed between stores. This operation is necessary for the company to stimulate sales 

and maximize the speed of sale of the collection. This stage in the life of the collection is 

called the transfer between stores. 

Next, the company needs to minimize the number of pairs of shoes of this collection in the  

store. The sales stage begins, which includes big discounts on seasonal shoes. 

In general, the life cycle of the collection can be described by the schedule: 

 

Figure 2.1: Shoe collection life cycle 

When the season ends, comes a new collection of shoes for the new season. The remains 

of the old collection are returned to the warehouse of the company for storage. 

2.2 About company 

In our example, we will work with a real problem for the Belarusian shoe company B. The 

company produces various types of shoes for all seasons and bags. Company B was founded 
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in the late 80s in the city of Vitebsk. It was the time of the decline of the USSR, the country's 

economy was in a disastrous state. Nevertheless, people had money to buy food, clothes, 

shoes and other goods, but there was an incredible shortage in the stores. At that time there 

was a situation in which it was possible to buy something only with coupons issued at the 

place of work. However, even with a special coupon, it was necessary to wait until goods 

were brought to the stores. But the production is almost not working because of the terrible 

economic condition of the country. 

Company B was opened with the participation of foreign capital, so the problems of the 

Soviet economy did not affect the company directly. At that time, company B only had shoe 

manufacturing and did not have its own stores. State-owned companies or structures bought 

shoes from company B and distributed shoes to the population by coupons through 

government stores. Thus, the company gained fame and respect in the USSR, and later in 

Belarus and Russia. 

 

Picture 2.1: Illustration of shoes made by company B 

Company B won the hearts of the people not only because of the economic condition of the 

country. The way of development of the factory was revolutionary in the shoe industry. 

Since its inception, the company has used advanced world technologies and unique 

knowledge necessary for production. comfortable and high-quality shoes. Company B today 

is a high-tech, full-cycle enterprise. This is one of the largest shoe companies in Eastern 

Europe, successfully developing for 28 years. The company works in tandem with science, 

introduces innovative technologies in production, designers collaborate with Italian design 

studios. The company is aware of global fashion trends and gives everyone the joy of good 

shopping. 

Due to the expansion of staff, IT department of company B was reorganized into a separate 

company. Employees are involved in programming, IT support, data analysis, robotics, etc. 
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This decision was made due to the need to keep up with the times and comply with the 

technological level of the leading companies in the shoe industry. 

 

Picture 2.2: Illustration of shoes made by company B 

Company B has its own production in Vitebsk, which produces more than 2 million pairs of 

men's and women's shoes per year. The company also buys more than 1.5 million pairs of 

shoes and about 400 thousand from Italian, Spanish and Portuguese manufacturers and 

delivers them to warehouses in Vitebsk for distribution to stores for sale. The company also 

has its own network of stores selling goods in Belarus and Russia. New stores are opening, 

some of the old ones are closing. At the moment, the company has 342 stores in Russia, and 

52 stores in Belarus. In 2019, the store chain is expected to increase by 10 percent. The 

geography of stores in Russia from Kaliningrad to Ulan-Ude, from Sochi to Novosibirsk. 

The company employs about 4,000 people. The company's annual turnover in 2018 was $ 97 

million. 



 12 

 

Picture 2.3: Illustration of shoes made by company B 

For the production, storage and delivery of goods to the stores, the company has several 

production workshops, two warehouses and a vehicle fleet. The main production facilities 

are located in the city of Vitebsk in the north of Belarus. Production facilities are located on 

the same territory. The main industrial building consists of four floors. On average, about 

200 technological operations are carried out for the production of a pair of shoes, therefore, 

one workshop is located on one floor. On the ground floor there is a workshop for laying out 

and cutting pre-processed skins. The workshop receives a task for which articles you need 

to get the details from the skin. In the workshop there are both modern complexes for laying 

and cutting skins, as well as morally and physically outdated installations. The task for 

layout and cutting comes in electronic form for modern complexes. In the form of physical 

samples that need to be laid out on the skin, and then served on the cutting. 

Nevertheless, even modern equipment cannot yet completely replace a person. For example, 

the skin of an animal on a ridge is thicker than on a belly. Therefore, in accordance with the 

requirements of the production of various models of shoes, the skin of an animal must be 

zoned into several parts. This is necessary because some parts can only be put in certain 

areas. Modern complexes do not zone the skin, so this technological operation is performed 

by people. 

As an experiment, one of the authors of this thesis modernized the software of the automated 

complex for automatic zoning. As a result, when the skin is on the desktop of the complex, 

using computer vision, it is determined on the table and its orientation in space. As a result, 

the operator of the complex sees the below image on the monitor in front of him. 
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This is followed by the process of troubleshooting, which also does not do without a person. 

A worker with a laser pointer marks areas with defects and assigns them a certain degree of 

damage. This is necessary because some parts can be applied even to those places where 

there are defects. Troubleshooting requires a lot of experience, exceptional attentiveness, 

sharp eyesight and sharp tactile sensations from the operator. This job is one of the highest 

paid in the workplace. It is also considered that only women can save the required level of 

care in the process of defending for a long time. 

After the operation of troubleshooting, there are two possible modes of operation on the 

automated complex. The first mode is fully automatic layout and cutting. The complexes 

used for the layout of the genetic algorithm, which is iterative and computational. Because 

of this, several iterations of the layout algorithm take several minutes, which is quite often 

prohibitively long for production. 

 



 14 

 

Picture 2.4: The result of the algorithm of automatic skin zoning 

Therefore, operators often stop the algorithm after the first or second iteration. Because of 

this, the percentage of use of the useful skin area is far from the maximum possible. The 

second mode of operation is the layout of parts on the skin by the operator. On the screen of 

the complex, the operator, using a computer mouse, places the parts into accessible places 

over the entire skin area. Real-time complex lasers project the location of parts on the skin. 

This is done for the convenience of the operator of the complex and to monitor possible 

errors. When working with skins of light color, it is possible to work only in the second 

mode of operation. 
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Picture 2.5: Cutting complex 

After that, the parts are conveyed to the second and third floors, where sewing shops 

operate. Seamstresses make the upper part of the shoes from details, after which the upper 

of the shoe is sent to the next floor to be joined to the sole. Soles for shoes are either 

purchased from supplier companies, or manufactured by the company B. The workshop 

where the soles are made is called injection molding. The main production building on the 

fourth floor connects the top of the shoe to the sole. A special glue is applied to the sole 

and top of the shoe, after which it is processed in special equipment under high pressure 

and temperature.  

After the last technological operation, shoes undergo quality control. If the shoe meets the 

quality requirements, it is marked and packed in boxes to the warehouse. If the shoe does 

not meet quality standards, then it is sent for revision. 

After labeling and packaging, the shoes are immediately sent to the finished goods 

warehouse, because there is no storage space in the production building. The warehouse of 

finished products is located 1.5 kilometers from the production building. The products are 

delivered by the transport of company B. The building of the finished product warehouse is 

a two-story building with two freight elevators with an area of about 8,000 square meters. 

Up to 600,000 pairs of shoes can be stored in the warehouse of finished products at a time 

At the moment, the work of the warehouse of finished products is organized as follows. 

After the arrival of the car with shoes, it is unloaded on carts and lifted to the second floor, 

where all the boxes from the lot are placed on the storage sites. After that, part of the shoe 

is packaged in a box, in which six pairs of shoes are usually placed, the box is marked and 

put in the address storage box. The box can be stored in the address box on both the second 
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and the first floor. Some shoes are not packaged in boxes, but placed in boxes in address 

cells. As a rule, this is done to quickly select the right pair of shoes to the store. 

 

Picture 2.6: Product warehouse 

Zone A is called shelving where shoes are stored “placers”, Zone B is called shelving where 

shoes are stored in boxes. The process of placing boxes or “placers” by workers is called the 

replenishment of zone A or zone B. 

After the task comes to the warehouse to send a certain batch of shoes to the stores, in the 

SAP warehouse system, a task is issued to the workers. This operation is called the selection 

of shoes. Each worker has a portable scanner, and it is up to him to take a certain box or box 

with shoes in a certain address cell into the trolley. 

After the boxes are selected, they are marked and put on pallets for shipment. For the 

“placer” there is another operation: packaging. Packaging takes place in boxes that are pre-

assembled and labeled. This was done by other workers during the placer pick. After packing 

"placer" in the box, they are also put on pallets to the boxes already standing. After that, a 

batch of shoes ready for shipment to the store. 

There is also a second finished goods warehouse. It is a one-story building with an area of 

about 8,000 square meters. It processes and stores shoes that are returned from stores at the 

end of the sales season. Before putting the shoes into address storage, the operation of 

receiving shoes is performed on this hoard.This operation is necessary because there are 

cases when the shoes are returned from stores in non-commodity form. At the acceptance 
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stage, the shoes are checked for compliance with the presentation. If a shoe passes the test, 

it goes to address storage in zone A or B. If the shoe does not pass control, then it goes 

through the procedure of purchasing the presentation before being stored. 

Also imported shoes arrive at the second warehouse. For her, the procedure for placing in 

storage is no different from the one when the shoes returned from stores. It is not uncommon 

for a box to have only one shoe or a brick instead of shoes. Naturally, in such cases, the 

company imposes penalties for the importer for non-compliance with the contract for the 

supply of shoes. 

In general, the transfer of goods in company B can be illustrated by the scheme. 
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Figure 2.2: Current shoe distribution scheme in company B 

1
8
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At the same time, company B is not only one of the largest shoe manufacturers, but also one 

of the largest shoe retailers in Russia and Belarus. The chain of stores currently consists of 

342 stores in Russia and 52 stores in Belarus. By the end of 2019, it is planned to open about 

thirty new stores, mainly in Russia. 

 

Picture 2.7: Showcase store company B 

Types of stores can be divided into two types: street and located in shopping centers. The 

distribution of stores by type is presented below. Currently, street-type stores are still more, 

but in recent years there has been a trend that the share of stores located in shopping centers 

has steadily increased. At the moment, the share of stores located in shopping centers is 

42.1%. 

 

Figures 2.3: Types of stores company B 

For convenience, we have visualized the company's network of stores. On the interactive 

map, you can zoom the map, select a store and view information on it. The map was 

228

166

Types of stores of company B

Street Shopping center
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developed in the Python programming language using the Folium visualization library. 

Circles mean the location of the stores in the region and their number. The color of the circle 

means the density of the stores in the region. 
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2.3 Company demand forecasting 

Forecasting demand for products in stores is crucial for any retail company. The problem 

lies in the shortage or surplus of products. At the very beginning of the company's life cycle, 

the excess products do not significantly worry the owners. The curve of growth of margin 

and sales initially goes up. This suggests that all goods not sold this month can be sold in 

the following. If the surpluses can hide behind optimistic forecasts for some time, then it is 

easier to see deficits: there is nothing to ship to stores, and all that could be earned during 

shipment is lost profit. 

The solution to the problem seems obvious - you can simply increase the safety stock. But 

as soon as we begin to do this, the value of the stock begins to grow and does not solve the 

problem of deficiencies. Over time, we wonder: why with the growth of the company and 

the volume of production, profits stop growing? And sometimes even there is not enough 

working capital to pay off receivables or to purchase the necessary components for real 

orders. Just at this moment, attention switches to money frozen in stocks. What to do in this 

case? One way to find a balance between shortages and surpluses is accurate forecasting of 

demand in stores. 

At the moment, in company B, the global forecast of sales in the markets of Belarus and 

Russia in the preparation of a business plan is carried out by specialists of the economic 

analysis and controlling department. Forecasts in this department are tactical, with a time 

horizon of one month, or strategic, with a time horizon of 1-3 years. A more accurate 

definition of the activities of this department is the word planning, not forecasting. The result 

of the work of this department is informing other departments about how much we have to 

sell products in the next month or year. Further, in the marketing and advertising department 

it is predicted how much a certain article should be produced. Production forecast algorithm: 

• Displays the average weekly sales rate. Taken to calculate the periods when the value 

of the indicator was not zero. To calculate the average value of the weekly sales rate 

of the article, in the reports of the SAP BI system, select the indicator “Rate of sale 

of the article”. After that weeks of active sales are selected. For shoes of each season, 

there are weeks of active sales. For all stores, the weeks of active sales of each season 

are the same, although many stores are located in different climatic zones.  For the 

summer season, active weeks are 10-41 weeks. For spring all-season shoes 4-23 

weeks, for autumn all-season shoes 29-49 weeks, for spring insulated shoes 4-19 

weeks, for autumn insulated shoes 33-49 weeks, for winter shoes 36-13 weeks; 
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• Predicted sales are calculated as the average sales rate per item per week multiplied 

by the number of active sales weeks multiplied by the number of stores and 

multiplied by a coefficient of 0.7. The number of stores is calculated as the sum of 

existing stores and stores that will be opened. The coefficient of 0.7 is the accepted 

threshold value of the implementation coefficient; 

• The need to start is determined by the estimated sales volume of the article minus 

the current balance of the article. Under the current balance refers to the number of 

pairs of shoes of a certain article in the finished goods warehouse, in stores at the 

moment or in transport; 

• After receiving the value of the parameter of the need to run, the decision is made to 

launch the article into production. If the article should be presented with full size, 

dimensions 36-41 or 35-41 for women's shoes, 40-45 for men's shoes, then the article 

will go into production with the “need to start” parameter set to more than 500. 

This algorithm is applied only to articles that are issued several seasons in a row, that is, 

they are transferred from the old collection to the new one. For absolutely new articles, this 

algorithm cannot be applied due to the lack of statistics. When forecasting sales of new 

articles, or rather, forecasting the volume of production, decisions are made based on the 

expert opinion of the most experienced employees. The approaches they apply are not 

documented. In general terms, their methodology was able to identify during the interview. 

The approach is that the new article X is very similar to the article Y from the previous 

collection. Article Y we produced in the amount of 1000 pairs, the implementation ratio was 

0.7. Therefore, we will produce 1000 pairs of the article Y. There may be some fluctuations 

in the parameter of the forecast sales volume associated with new trends in the fashion world.  

Table 1 shows the calculation of the sales forecast for a specific article. The estimated 

number of pairs sold based on sales statistics for 2017, 2018, as well as the beginning of 

2019 is given. As can be seen from the table, sales are planned at the level of 2180 pairs of 

this article. The current balance is 409 pairs, therefore the calculated launch volume is equal 

to 1771 pairs. 
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2.4 Distribution of goods on the shops in the company 

To describe the distribution problem, we need to describe the distribution process that exists 

now. Now the number of stores is about 400. In each store there is a senior manager. At the 

moment, the senior manager of each store creates a list of items that he wants to get from 

the factory. There is a motivation system for senior store managers. The more goods sold in 

the store, the more cash bonuses the senior manager. Now we see the personal interest of 

people who make decisions about placing an order in a store. 

What negative consequences can be for a company if you follow the above strategy? Senior 

managers are trying to order the shoes that they think will sell better. It often happens that a 

senior manager orders products more than the store can sell. The goal of any private 

company is to maximize profits. But if the goods are not sold in the store, the company 

incurs losses. This may be due to the fact that the purchasing power in the area for this type 

of product has been exhausted. 

Secondly, each shoe model has its own level of sales. In other words, this is the popularity 

of the shoe. Senior managers order such models mainly in large quantities, so the demand 

for such models from senior managers exceeds supply from production. In this case, those 

stores whose senior managers have the best ability to convince will get the necessary shoe 

model. 

As a result of this approach, some stores get more goods than they can sell. Other stores may 

sell more merchandise, but cannot, because they have no goods to sell. The existing supply 

chain is based on the experience and personal interests of employees who compete with each 

other for goods and do not apply scientific methods. 

Recently, the company is beginning to realize the negative aspects of this approach. As an 

experiment, the distribution of goods across the shops in the company created focus groups 

of employees who are trying to systematize the approach to the distribution of goods. 

Experimental approaches have been applied for the past year and a half. One of the authors 

of this thesis got into such a focus group, so we can tell you about the heuristics that were 

used to distribute the winter collection to stores. 

After arriving at the warehouses of finished products for the winter range, footwear was 

selected from production and unsold residues from the stores, which had a salable 

appearance. Also, for the distribution of the winter assortment, the store rating for sales of 

the winter assortment was made from 08/01/2018 through 03/01/2019. At least 3 sizes of 

one article must be received in each store, with at least 1 size being the most common. These 
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sizes for women's shoes are sizes 37-39, for men 42-43. The distribution of articles starts 

with the collection in 2018 in descending order. During the year, the collection is distributed 

according to the articles with the most residues. 

The algorithm includes several stages. The first stage of the algorithm is the highest priority, 

the second stage is the second in priority, and so on in descending order: 

• If a store has 5 or more sales of a certain article, the full size range of this article is 

delivered to this store. If it is not possible to supply a full size range, at least 3 sizes 

are supplied. At the same time at least 1 size is the most popular; 

• If a store has 4 sales of a certain article for a period of a taken store rating and the 

rest of this article is in store 0 or 1, at least 3 sizes are supplied, with at least 1 size 

being the most popular; 

• If in the store for the period of the taken rating of stores there were 3 sales of a certain 

article and the remainder of this article in the store is zero, at least 3 sizes are 

supplied, with at least 1 size being the most popular; 

• In stores where a specific item has not been presented during the past winter seasons, 

the full size range of this item is supplied. If it is impossible to supply a full size 

range, at least 3 sizes are supplied, with at least 1 size being the most popular; 

• If two or less sales of a certain article occurred in the store for the period of the taken 

store rating, the remaining sizes are delivered, but not a fuller size range; 

• Replenish the remnants of articles with purchased sizes to the full size range. Usually 

the full size range for women's shoes is 35-40 sizes, for men 40-45 sizes. 

This heuristic managed to distribute about 250000 pairs of shoes of past winter collection. 

2.5 Replenishment of stores in the company 

Replenishment of stores is engaged in the sales department of the company. The work 

process of the department is to track sales of goods in the store and respond to it. The 

department employs about 20 people. The authors of the thesis for a long time monitored 

the work of the staff of this department and compiled the average work algorithm. The 

algorithm is very simple. If there is a sale of a certain article in a certain size, then the 

employee adds to the next delivery to this store the exact same pair of shoes. They must also 

take into account the opinion of senior managers who have their own preferences for the 

assortment and its quantity presented in their store. 
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2.6 Criticism of acting methods 

Company B’s main problem in demand forecasting, distribution, replenishment and transfer 

between merchandise stores is not using scientific approaches. Let's look at each part 

separately and determine what is going wrong. We believe that the company does not 

forecast the demand for goods in stores, because a sales forecast does not mean a forecast 

for demand. For example, a buyer entered X store and purchased a 35 size article Y. We 

considered it as a sale and were taken into account in the statistics. However, after half an 

hour, another potential buyer came to the same store, which saw article Y, but did not find 

his size 35 and left without buying anything. At the moment, the company does not take into 

account lost sales in forecasting. We believe that sales forecast at the item level are in fact 

the planning of the production volume of this article. 

The overall sales forecast, developed by the department of economic analysis and 

controlling, is essentially a sales plan, which in percentage terms correlates strongly with 

the expansion of the chain of stores as a percentage. The above criticism concerns the 

forecasting of demand for articles that were already on sale and there are sales statistics for  

The method of forecasting the demand for articles from the new collection, for which there 

are no statistics, is very dangerous for the company due to the fact that a person is not a 

computer and may be mistaken or under the influence of cognitive distortions, also known 

as life experience. In addition, an employee who makes decisions only on the basis of his 

thoughts puts the company at a disadvantage. If he wants to leave the company, it is not 

possible to find a replacement for him. Therefore, the company offers such an employee a 

large salary and various social bonuses. Sooner or later, the amount of dividend payments 

to an employee becomes greater than the benefits brought by this employee. 

The distribution of goods in stores is also a problem for the company. The system of 

motivation of senior managers is built in such a way that the personal interest of employees 

is not aimed at achieving the common good for the company, but to increase their income 

even to the detriment of the company. Cases where a senior manager orders products more 

than the store can accommodate are not rare. Because of this, the work of the staff slows 

down, customers have an unpleasant feeling after visiting the store. There were cases that, 

due to the congestion of the store, fines were exhibited by the fire inspectorate due to the 

fact that the evacuation routes were blocked in the event of a product fire. 
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We did not see a scientific approach to solving problems when replenishing stores. The task 

of replenishment works on the human factor. As practice shows, employees at this stage 

make a lot of mistakes that lead to decisions that do not bear the company's benefit. 

Summing up, we consider it necessary to bring a scientific approach to solving the above 

tasks. 
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3.0 Research tasks 

We set ourselves the task of developing a method for forecasting the demand for goods in 

stores, conducting experiments on the effectiveness of the method of forecasting proposed 

by us. We also want to implement and conduct experiments of already known methods of 

forecasting based on machine learning. We also set ourselves the task of creating heuristics 

for distributing goods to stores, replenishing stores with merchandise and transferring goods 

between stores. 

To perform the tasks for each of the problems identified, we conducted literature studies. 

Since the problems that we need to solve are crucial for each retailer, and the retail business 

is very competitive, most of the scientific articles on our problems cannot be found in the 

public domain. Many authors of scientific articles on demand forecasting in retail 

collaborate or work in research departments of the largest retail networks in the world, such 

as Nike, Adidas, and so on. 

Therefore, we made a decision to hold negotiations with companies that deal with the 

problems of forecasting demand, optimizing the distribution of goods to the stores of the 

chain, and so on. Thus, we received information about what methods and approaches are 

currently used in the most technological retail companies in the world.  

Also, in order to accomplish the tasks set by us, it was necessary to carry out a huge work 

on the date of mining and data analysis. Without data, it is impossible to solve the problems 

posed by us, therefore the task of obtaining data and analyzing them is one of the main tasks 

of this thesis. Therefore, we needed to determine what data we need, in what way it is 

possible to obtain it, in what form it should be presented for analysis and with the help of 

which approaches and tools to work with them. 

We also have the task of analyzing and studying existing forecasting methods, choosing the 

most relevant forecasting methods for us.  

After developing their own method of forecasting and analyzing existing methods of 

forecasting, the task is to develop a methodology for distributing goods to stores. If there is 

an opportunity, we will use it to conduct an experiment on the effectiveness of our 

methodology in comparison with the method that is used in company B at the moment. 

The next task is to develop a methodology for replenishing goods in stores during the season. 

The next step is the development of a methodology for the transfer of goods between stores, 

given the legal restrictions in force in Russia. 
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4.0 Literature review 

The review of literature is divided into two subchapters. The first subchapter will provide 

an overview of the literature on demand forecasting. The second subchapter contains a 

review of the literature on the topic of optimizing product placement.  

4.1 Demand forecasting 

In (Li and Lim 2018), the authors suggested using greedy heuristics to predict demand in 

fashion retailing. They work with a real case for one fashion retailer in Singapore. The 

essence of heuristics is to predict sales of a certain sku (stock keeping unit) without taking 

into account other products that are sold in the store. The demand forecast is calculated for 

each sku in each store for each day. 

The complexity of the algorithm is O (n3), which makes it inapplicable to our case because 

of the large number of stores and sku. The Mean Absolute Percentage Error when using the 

heuristics proposed by the authors was 20% with a planning horizon of 15 days. With a time, 

horizon of 275 days, MAPE was 77.2%. This work did not take into account the possibility 

that the goods may not remain in the store on one of the days. The article stipulated that the 

entire range of stores is always available for purchase. In the real world, this is an impossible 

condition. 

The last few years it has become a trend to use neural networks and artificial intelligence to 

forecast demand in retail. One of the landmark works in this direction is the study given in 

(Veiga et al. 2016). This paper shows the results of WNN (Wavelets Neural Network) and 

TS (Takagi-Sugeno Fuzzy System). The authors of the article use these neural networks to 

predict the demand in food retail. Three categories of products were selected: yogurt, milk 

and dairy dessert. This was done not only to simplify the presentation of the technical part 

of the article, but also because the prediction methods proposed in the article are 

computationally complex. Although they show minimal error with a short forecast horizon. 

As a result of the analysis of the article and the results presented in it, we came to the 

conclusion that these methods are difficult to apply in our case. This is due to the extremely 

difficult implementation of the neural network architecture and the operating time of the 

neural networks. In addition, the prediction error increases greatly with the increase in the 

forecast horizon. 

An interesting case is considered in article by (Ma, Fildes, and Huang 2016). This is 

important because the methods that are considered in it make it possible to forecast demand 
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during the validity of promotions. Just take into account how the demand for products of 

one category will affect the demand of another category. The advantages of this technique 

include the simplicity of the data that is needed for the model to work. 

 

Table 4.1: Used data in (Ma, Fildes, and Huang 2016) 

Data that is used to work the model is not difficult to obtain in company B. The second 

advantage was the clear algorithm scheme. To forecast demand, the Multistage LASSO 

process is used, presented in the diagram below. 

 

Figure 4.1: Model used in (Ma, Fildes, and Huang 2016) 

However, a prediction error with a time horizon of more than 4 days is unacceptable for 

our task. 

Forecasting true demand includes your entire supply chain. Everyone needs to share 

information that increases demand. This is a tough task. Most likely, you will have to 

develop trust covering your supply chain, that is, with other organizations. Once you do this, 

the operations for everyone will become smoother. 

Effective demand forecasting is in fact part of integrated business planning or sales, 

inventory, planning operations. Inventory accuracy is one of three key performance 

indicators (KPIs) that you will use to measure your planning effectiveness. The outcome of 
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your business depends on high prediction accuracy. Unfortunately, consumer demand is 

incredibly unstable, which can make forecasting difficult. In addition to historical sales data, 

you need to include: 

  - Market research; 

 - Consumer research; 

 - Resource and Capacity Planning; 

 - Possible economic, political or social factors. 

Many businesses are trying to keep accurate historical data. A flexible inventory 

management system will help you keep numbers, as well as facilitate daily operations.  

The purpose of demand forecasting is consumer demand forecasting. Demand forecasting 

models are grouped into two categories: qualitative and quantitative. Quantitative methods 

rely on data, and qualitative methods rely on expert opinion. 

Methods of demand forecasting are divided into estimated and experimental. They are 

usually used when historical data is not available for your products. As in the case of new 

products. A frequently used evaluation method is based on the opinions of available experts. 

You will receive subjective evaluations from suppliers, marketing, sales and purchasing 

specialists. 

There are quite a few different qualitative methods, from basic to complex. All of them can 

be very valuable in developing an accurate forecast. 

Causal methods use a number of internal and external factors, such as price, legislation, and 

even weather, as well as another qualitative method to accurately draw a picture of future 

inventory requirements. 

Projective forecasting methods are based on mathematical formulas that can provide an 

easier answer to your forecasting needs. These methods use past data to estimate future 

demand. Often software is used to forecast demand. 

Life cycle prediction can be useful for technology products or any inventory with a high 

probability of obsolescence. This type of forecasting takes into account the fact that demand 

changes during the product life cycle. Accurate forecasting of the life cycle of your products 

can help you save even less and take into account future releases of new versions of your 

product. 

When considering trends in inventory, it is important to consider seasonality. Seasonality is 

the change in demand on a periodic basis. Trends - this change in demand, which occurs for 

various reasons, for example, when changing consumer behavior. If the product is sold at a 

constant rate for many years, and then demand increases, this is a trend. 
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Companies have always tried to get ahead of sales trends.  

The correlation between accurate forecast and cost reduction in the supply chain has long 

been clear. Progress in technologies such as artificial intelligence and data analysis has 

allowed companies to see accuracy rates like never before.  

The potential savings in the supply chain exceed the cost of tools such as software for 

demand forecasting. This means that you cannot afford to ignore this technological 

development of the supply chain. As large and small businesses are struggling for forecast 

accuracy, expect to see all kinds of investment in this technology in the coming months and 

years. Higher forecast accuracy does not depend only on the methods that you use quarterly 

or annually to plan your reserves. What you and your employees do every day in the 

warehouse, receiving inventory and completing orders, is more important. Every day is 

based on the foregoing. If your daily numbers do not match, you will not be able to 

disentangle it and effectively create accurate prediction models. Focus on the accuracy and 

precision of the entire supply chain, and you will get the advantage of more accurate demand 

forecasting (Gasparian et al. 2018). 

Marketing professionals consider forecasting to be an important part of their work. 

We discuss methods for forecasting demand. People often use the terms “demand” and 

“sales” in the same meaning. It is reasonable to do this because these two terms are equal 

when sales are not limited to the offer. 

Sometimes it is advisable to forecast demand directly. When direct prediction is not feasible 

or where uncertainty is and changes are expected to be significant, marketing managers may 

have to predict market size or Product Category. In addition, they will have to predict the 

actions and reactions of key decision makers, such as competitors, suppliers, distributors, 

employees, governments and themselves - especially when questions are related. These 

actions can help predict market share. The resulting predictions allow calculate the demand 

forecast. 

Methods Based on Judgment 

There are methods based on judgment. In this case, you need to ask the experts what will 

happen. This is a good method if the experts are unbiased, big changes are unlikely, the 

relations are well understood by the experts, the experts have accurate information, the 

experts receive accurate and generalized reviews about their predictions. 

Forecasting markets, also known as betting markets, information markets and futures 

markets, have a long history. Some commercial organizations provide Internet markets and 

software that allows participants to bid on trade contracts. 



 

 34 

 

 

The Delphi method was designed to help gather the knowledge of various experts, while 

avoiding the shortcomings of traditional group meetings. The latter are a waste of time. The 

Delphi Forecast is the median or form of the final expert forecasts. 

The outcomes of similar situations from the past can help the marketer predict the outcome 

of a new situation. People often use analogies to make predictions, but they do not do it in a 

structured way. The method of structured analogies uses a formal process to overcome the 

biased and inefficient use of information from similar situations. 

Game theory has been advertised in textbooks and research as a way to get more accurate 

predictions in situations involving negotiations or other conflicts. Despite the tremendous 

research efforts, there are no studies that directly test the ability of game theory to predict. 

The idea of judicial decomposition, is to divide the problem of forecasting into parts that are 

easier to predict than the whole. Details you can predict separately using methods that 

correspond to each part. Parts are combined to produce a forecast. One approach is to break 

the problem down into components. For example, to predict sales for a brand, you can 

predict sales by industry, market share, and selling price per unit. Then collect the 

predictions by multiplying the components together. 

Subjective evaluation turns subjective judgments into structured procedures. Experts ask. 

They are then asked to make predictions for various cases, which may be real or 

hypothetical. For example, it may be new products. The data is then converted into a 

regression equation. 

As the name implies, expert systems are structured rule representations that experts use to 

predict or diagnose. Rules are often created from opinions, according to which weather 

forecasters talk about what they do when making forecasts. Expert opinion, collaborative 

analysis and bootstrapping can also help in developing expert systems. 

Simulated interaction is a form of role-playing game for predicting the decisions of people 

who interact with others. This is especially useful when the situation is related to a conflict. 

To use simulated interaction, the administrator prepares a description of the target situation, 

describes the main roles of the main characters and provides a list of possible solutions. Role 

players learn the situation. Then they improvise realistic interactions with other players until 

they decide. The decisions of the role participants are used to make a forecast. 

In surveys, people are asked about their intentions, how they intend to behave in certain 

situations. Similarly, in a survey of expectations, people are asked how they expect to 
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behave. Expectations are different from intentions, because people understand that 

unexpected things happen. 

By interviewing consumers about their preferences for alternative product design in a 

structured way, it can be concluded how different functions will affect demand. Thus, a 

potential client is forced to compromise between the various functions, choosing one of each 

pair of offers in such a way that it represents how they will choose in the market. The 

obtained data can be analyzed by comparing the selection with the characteristics of the 

product. This method is called “conjoint analysis,” since respondents are jointly reviewing 

product features. 

Methods requiring quantitative data 

Extrapolation methods use historical data about what they want to predict. Exponential 

smoothing is the most popular and cost-effective statistical extrapolation method. It 

implements the principle that the latest data should be weighed more intensively and 

“smooth out” cyclical fluctuations to predict trends. To use exponential smoothing to 

extrapolate, the administrator must first clear and cancel the seasonality of the data and select 

reasonable smoothing factors. The administrator then calculates the mean and trend based 

on the data and uses them to get a forecast. 

Retail scanning technology provides reliable and up-to-date data to extrapolate sales of 

existing products. As a result, the forecast accuracy should improve, especially because the 

error in assessing the current situation is reduced. Ignorance of what you start with is often 

the main source of errors in predicting future values. 

Experts can identify situations that are similar to this situation. They can be used to 

extrapolate the results of a situation. For forecasting using quantitative analogies, situations 

are identified that are similar to the target situation and for which data are available. 

Rule based prediction (RBF) is a type of expert system that allows you to integrate the 

knowledge of managers in this field with time series data in a structured and inexpensive 

way. 

Neural networks are computer-intensive methods that use decision-making processes similar 

to those of the human brain. They have the ability to learn when changing patterns and 

updating their parameter estimates. A lot of data is required to evaluate neural network 

models and reduce the risk of data iteration. 

Data mining uses sophisticated statistical analysis to identify relationships. There are 

ambitious statements and great research efforts, but we do not know which mining methods 

are useful for forecasting. Most of this was due to the fact that only a few studies used the 
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correct data evaluation scheme. 

Causal models are based on prior knowledge and theory. These models allow you to explore 

the impact of marketing activities, such as price changes, as well as key aspects of the 

market, thus providing information for contingency planning. 

Segmentation involves splitting the problem into independent parts, using data for each part 

to make a forecast, and then combining the par (Armstrong and Green 2005). 

4.2 Assortment planning 

Assortment planning is difficult problem for company. There is a scientific approach such 

as product assortment planning (PAP). When companies planning the assortment they 

determine variety of merchandise (number of categories), the depth of merchandise (number 

of stock-keeping units within a categories) and service level or the amount of inventory to 

allocate to each stock-keeping unit (SKU) (number of individual items of a particular stock-

keeping unit). These indicators should be in balance. It is also necessary to consider amount 

of money that can invest in inventory and physical space. However, there are limitations in 

these categories.  

Considering all these factors, companies hope to satisfy customers. They want to provide 

the right merchandise in the right store at the right time.  

Product assortment planning consider consumer perceptions and preferences, their supply-

side constrained and the external environmental factors, such as economic conditions and 

competitor’s strategies. Customers benefit from these costly investments by finding and 

buying what they want and it brings company revenue. 

Retailers must identify how many and which stock-keeping units, number of distinct brands 

or product types to offer, the number of variants of each brands, number of units of each 

variants of each brand or product or type to carry in inventory.  

Consumers prefer flexibility because buying cases are often separated in time from 

consumption and often change their preferences. Another factor related to the size of the 

assortment is associated with the assumption about the stability of consumer preferences 

over time. In many cases, there is no single most preferred element, since the most preferred 

element is created at the time of selection, depending on the circumstances of the decision. 

Consumers may not be able to select a favorite element because they are trying to maximize 

global utility through a sequence of choices rather than local utility during a choice and can 

negatively perceive a large range if they cause frustration or a feeling of depression. In order 

to complicate the seller’s task when assembling an assortment, the actual variety of the 
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assortment may not match the intended diversity that the consumer faces. When a consumer 

finds an acceptable product in one retail store, he may still be unsure whether there are 

similar products in other stores, and will want to go to another store to explore other 

alternatives hoping to find the best product, although this includes the cost of search.  

Even if the retailer is able to determine the optimal assortment for transportation, he may be 

unjustified to store such an assortment. Therefore, stock-out situations are key factors for 

retailers who need to predict how consumers will react to these events.  

Despite progress in understanding how consumers influence PAP solutions, much remains 

unknown. PAP problems from the point of view of the consumer are associated with the 

complex problem of working with a range of products that are attractive but difficult to 

choose. 

The most obvious restriction on the size and composition of the range is the space available 

in the store. Excluding costs, the size of an ideal store is equal to the sum of all ideal 

assortment categories. Since the expansion of the physical size of stores is very expensive 

and often impossible, the total floor area remains substantially fixed. The variety of 

categories and the depth of the SKU within the categories that determine the type of seller 

and its position in the market. 

In addition to consumer responses and retailer constraints, external factors affecting the 

organization make important contributions to the retailer's PAP solutions. The same product 

category can be purchased in stores that use very different retail formats. 

Macroeconomic and environmental trends also influence the diversity and depth of PAP 

solutions. 

Retailers must adapt the range and depth of their range to the changing tastes and profile of 

consumers. Most retailers segment their markets or shopping areas primarily based on 

customer-specific, market-specific or store-specific factors, and then modify the variety and 

depth of their product range based on these factors (Mantrala et al. 2009). 

Visual merchandising is the practice of displaying goods to help customers find what they 

want and encourage large purchases. Visual merchandising is much more than just installing 

shelves. It helps you find the optimal store layout and determine exactly where to place the 

goods. 

Visual merchandising is the process of designing your layouts, racks and products to 

maximize sales and give customers an exciting shopping experience. Visual merchandising 

as a science explains how shoppers behave in a store, and thus, how your product placement 

can provide them with an optimal shopping experience. Make sure that when customers go 
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to your store, they know that they are in the right place. Influencing the shopping habits of 

buyers - the correct layout of the shelf and the placement of products lead buyers in all areas 

of your store where income items live. With these two things in mind, you can come up with 

a floor plan and a merchandising plan for the relevant product to maximize the full sales 

potential of your store.  

A good floor layout ensures that you can place all your products in the places that give the 

most change for sale. Buyers should notice how easy it is to move and shop in a store without 

taking their eyes off the store shelves. 

Since you are planning where you want your goods to appear in your store, it is important 

to know the type of store. The store layout refers to how your racks are placed all over your 

store, so your goods are easily bought and the flow of customers goes to products that bring 

you the most profit. There are three basic layouts and designs that you can use, and it is 

important to know a little about each one, as they will determine how you plan your product 

placement. It is important to spend a lot of time planning your goods placement, because 

when everything is done right, your customers will always take extra things on the way to 

get what they really need. They will also find it easier to find the products they want to buy. 

Today's consumers are bombarded with goods and offers. The question is how to design and 

deliver the offers that stand out. Understanding this can help retailers decide how, when and 

where to display goods. Manufacturers also recognize the importance of ensuring that 

consumers pay attention to their goods and offers, to look for ways to make their goods stand 

out among competitors on the shelf (Reed 2012). 
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5.0 Methodology 

Systematizing the information obtained in the process of studying the literature, negotiations 

with companies that are engaged in solving problems, announced in this thesis, interviews 

with employees of company B, it was possible to systematize the methods and approaches 

used to predict demand in shoe retail: 

• Econometric approaches; 

• Methods of machine learning; 

• Deep learning, using artificial intelligence. 

Machine learning methods include probabilistic and statistical approaches such as 

regressions (linear, nonlinear, autoregression), the support vector method and its variations, 

random forest regression, model ensemble combining, and so on.  

Deep learning includes prediction using recurrent and convolutional neural networks of 

various architectures. 

Having conducted a comprehensive analysis, it is clear that in the modern world with the 

current level of technology development, econometric approaches are outdated. They were 

very popular in the 80-90s, but now the mood in business circles and the scientific literature 

is that machine learning and artificial intelligence have a future of forecasting. 

In-depth training methods require a huge amount of data and computational resources. This 

direction for research seems very promising. One of the indicators of the effectiveness of 

deep learning methods is the success of companies that use them in demand forecasting. We 

are talking about companies such as Amazon and Zalando. Last but not least, their explosive 

growth is due to lower logistics costs due to effective demand forecasting. 

Unfortunately, within the framework of the thesis, we cannot choose methods associated 

with deep learning. In January 2019, company B purchased the NVIDIA DGX-Workstation, 

which is focused on working with deep learning algorithms. Delivery and tuning of the 

station to Belarus was expected at the end of March 2019. However, legal difficulties have 

made adjustments. The station arrived at company B on 4 May. Naturally, the research could 

not wait so long, therefore, in this thesis work, machine learning methods are used to predict. 

Since forecasting is long-term, you cannot rely on methods that use weather data to forecast 

demand. These methods can work well with a time horizon of about a week, then the quality 

of the forecast deteriorates dramatically. In world practice for quite a long time there is a 

trend to use time series to forecast demand with a time horizon of up to a year. 
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There are many approaches to predict time series, such as ARIMA, ARCH, regression 

models, neural networks. Implementation from scratch of the above methods (except for 

regression models that make a prediction at the level of “what happened yesterday, it will 

be tomorrow”) requires a team of highly qualified mathematicians and at least six months. 

Comparative analysis of forecasting methods shows that the mathematical apparatus used in 

the model implemented in this thesis is more accurate in predicting almost the entire time 

interval than other most popular forecasting methods. More information about the method 

will be described in Chapter 7. 

 

Figure 5.1: Comparison of the accuracy of various prediction algorithms 

Having conducted an extensive study, including in closed sources, no retail companies were 

found that would use the method used in this thesis to forecast demand. 

To solve the problems of initial placement, replenishment and transfer, the main criterion 

for choosing a method was to reduce the human influence factor and to make the processes 

systematic and orderly. 
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6.0 Data mining and data transformation 

To develop methodologies for solving the problems posed, a large amount of data is needed. 

Different techniques may be required for different methods. When using random forest 

regression, weather data may be needed in the regions where the stores are located to 

increase the accuracy of demand forecast. On the other hand, for forecasting methods based 

on time series, in the simplest case, it is enough for each store to know the daily sales and 

the daily supply of goods in the store. 

We proceed from the concept that there is not much data, therefore we tried to get as much 

data as possible. Software from SAP and POS (point-of-sale) stores a huge amount of data 

on the company's activities, so before we start data mining, we compiled a list of the data 

that we need to obtain first. Here is a list of data that we wanted to get: 

1. Directory of goods 

     •     Product ID  

     •     Name of product  

     •    Description of product groups (gender, season, stylistic line, etc.)  

    •      Date of entry of goods 

     •      A set of attributes of the product (color, size, style, etc.) 

       2. Directory of shops 

• Name 

• Store Address 

• Store ID 

• Region 

• Store characteristics 

o Location (street / shopping center) 

o Area 

o Open / closed showcase 

        3. Sales history (by day for 3 years) 

        • Product Identifier (SKU) 

      • Store ID 

        • Date 

      • Sales, units 

      4. History of balances (by day for 3 years) 

•    Product Identifier (SKU) 
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•    Store ID 

•    Date 

•    The rest of the goods at the end of the day 

5. The history of changes in prices for goods 

      •     Product Identifier (SKU) 

      •     Store ID 

      •     Starting date of the price 

            •     The price of the product 

6. Promotional History 

            • Product Identifier (SKU)  

            • Store ID  

            • Type of promotion / mechanics 

            • Amount of discount  

            • Name of promotion  

            • Starting date of the promotion. 

            • End date of promotion 

Data with a list of products and their characteristics could be obtained through SAP BI. 

Uploading data was done to Excel. The result of the work of unloading the directory of 

goods was the following table: 
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Table 6.1: Item Characteristics Data 

The table consists of 9 columns and 140062 rows. Product ID is represented by a 

combination of the first two columns (vendor_code) and size. Since in company B the same 

shoe model of different colors is considered to be different article numbers, then by adding 

size to the article, we get SKU. The sex attribute shows whether the SKU is women's or 

men's shoes.  

Season shows the seasonality of shoes. Style_line means to which stylistic line the shoe 

belongs. This division is rather conditional, and often there is no stylistic line for shoes. 

Date_start - the date when the SKU was taken into development. Lining_material indicates 

the material from which the shoes are made. Heel_height characterizes the height of the heel 

of shoes. Heel height is not indicated in centimeters, but in categories: low heel, medium 

heel, high heel. 

The next step was to get the data for the stores. The identifier, address, region and location 

(street / shopping center) of the shops were also obtained from SAP BI and uploaded to 

Excel. However, in SAP BI there was no data on the area of stores. These data, although not 
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complete, were obtained thanks to the employees of the marketing and advertising 

department. Then we manually attached to our Excel file data on the total area of the store 

(total_area) and the area of the sales area (sale_area) in square meters. As a result, the 

following table was obtained: 

 

Table 6.2: Store Characteristics Data 

The third step in the date-mining process was the process of obtaining sales data. Sales 

history is in the PIC system (point-of-sale) and is stored in the Oracle database. Therefore, 

to obtain this data, we wrote SQL queries to the database. It is possible to upload data from 

Excel database to Excel file, but more than two million lines cannot be imported to Excel 

file. It was decided to upload the sales history for each store to a separate file. Total sales 

history is a 392 Excel file of the following form: 
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Table 6.3: Sales history data 

However, another problem arose: since not only shoes are sold in stores, but also related 

products such as socks, stockings, tights, shoe care products, etc. When uploading data from 

the database, they also fell into the sales data. We only need to forecast demand for shoes, 

so we needed to get rid of the “noise in the data.” Benefit related products are of zero size 

and easy to remove using the programming language Python. 
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Figure 6.1: Fragment of program code for converting Excel files into csv files  

It is worth considering that there are cases when the buyer returns the purchased goods. We 

track returns in sales history as a regular sale with the count parameter set to -1. Of course, 

this method of tracking returns has one drawback: usually returns occur on a different day 

than buying shoes. Therefore, it happens that on one particular day 17 pairs of shoes were 

bought, 2 of which were returned to the store the next day. We still consider the number of 

sales on that day equal to 17, but the next day we consider the number of sales made minus 

the returns made on that day. 

Also at the stage of unloading sales history, we faced the problem of Big data. The data 

weighs several gigabytes, and downloading from the database took several days due to the 

load on the system by other processes. Therefore, it was decided to write the SQL queries 

as simple as possible and to transform and clean the data without accessing the database 

using the Python programming language and the Pandas library. 

The next stage was the unloading of the history of the remnants of the goods in the shops 

for every day. The look of the tables is the same as in the files containing information about 

the sales history. However, even the history of residuals for 3 years for one store does not 

fit into one Excel file. The history of balances for one store takes from 3 to 5 Excel files. 

Total data on the history of the remnants occupy 48 gigabytes. For the convenience of 

working with leftover data, it was decided to use the csv extension files. This file format has 

no limit on the number of lines. Transformation of Excel files to csv format was done using 

Python. 

 

Figure 6.2: Fragment of program code for converting Excel files into csv files 

The same situation exists with the history of changes in prices for goods. The solution to the 

problem was the same as in the previous paragraph. The view of the table with the data on 
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price changes for goods in stores is as follows. Price for the markets of Russia and Belarus 

is always in Russian rubles. 

 

Table 6.4: Data on prices of goods in the stores 

A similar situation exists with data on promotions. In the csv format, promotion data takes 

up 120 gigabytes of memory. Unloading was slow, and errors were found in the database: 

in one and the same SKU in 2016, two actions acted simultaneously and it was unclear which 

of them actually worked. However, the most interesting thing was that this SKU in 2016 
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was in the store, which began to work only in 2018! An error report was sent to the software 

development department, but later it was decided not to use the promo history to forecast 

demand. 

Many people advised us to use weather data in forecasting demand, so we did not try. 

However, the problem was how to assemble it for more than 200 cities in a short time? There 

were two possible solutions to the problem: 

• Use paid services that contain historical data about the weather in different regions; 

• Develop your own software that can download weather data from weather forecast 

sites. Such sites store weather data in the regions for a long time.  

We checked both ways to solve the problem. In the first case, we collaborated with company 

A to obtain historical weather data. The cost of their services was $ 800 for one-year weather 

history for one city. We selected the 10 smallest cities in Russia where there are stores of 

company B and received incomplete data from company A. Of the ten cities selected, only 

four cities had weather data. It was decided to refuse the services of company A. Therefore, 

it was decided to write a program for web scraping of the weather forecast site. Python and 

the BeatiufulSoup library were used. The use of weather data is necessary as one of the 

attributes for machine learning algorithms, for example, for random forest regression. 

For the problem of distribution of goods to the shops of critical information is the volume 

of the store. Knowing the maximum capacity of the store, you can forget about such 

problems as store overload and penalties associated with this. Direct data on the capacity of 

stores in the company was not. The option to go to each store with a tape measure and 

measure its volume is extremely time-consuming. Our technique is as follows: 

• Determine the size of the boxes in which shoes are delivered to stores. This 

information can be found in SAP BI; 

• For each day, sum up the amount of residues in the store. Knowing the size of his 

box for each article, calculate the total volume in cubic meters;  

• Find the day for each store when the volume occupied by the shoes was maximum; 

• Interview senior store managers to clarify the results and get an expert opinion. 

In the first step, we obtained the types and sizes of boxes that are now used to store shoes. 

Dimensions are in millimetres. 

Name of box Length Width Height Cover height 

D15 294 120 100 35 

D17 291 158 98 35 
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D30 320 295 108 45 

D34 365 310 108 45 

H17 325 182 110 40 

H18 350 250 133 45 

H-22 349 220 131 45 

H18-H 349 189 131 45 

H18B 365 275 135 45 

H24 329 230 113 35 

S45 445 300 108 50 

S55 550 305 112 50 

S49 500 300 110 50 

S56 650 310 120 45 

Table 6.5: Shoe box specifications 

 

After that, a table was created with a melon about the workload of stores. There are three 

large columns in the table: 

• The number of unique articles; 

• Тotal stock of shoes; 

• Volume of total stock in cubic decimeters. 

In each of the three large columns, there are 12 columns defining the value of the large 

columns for each month in the past 12 months. Each store is represented by five lines. The 

first four lines show the value of the columns for all-season, winter, summer and warm shoes 

for a specific month. The fifth line is the sum of the previous four cells. After each large 

column there is a column called “Maximum Value”. Thus, for each store, we learned the 

maximum number of unique articles that were in the store at one time, the maximum value 

of the stock of shoes in the store and the maximum value of the occupied volume in cubic 

decimeters. 

After that, the resulting table was transferred to senior store managers to get their opinion 

on maximum volume figures. Back we got a table with the maximum allowable amount of 

shoes in stores during the summer and winter season. Column F shows the maximum 

capacity of the store during the summer season, column G shows the maximum capacity 

during the winter season. The columns highlighted in yellow show the month in which the 

stores were reset. In the future, we focused on the figures obtained for the maximum capacity 
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of stores, expressed in pairs of shoes when solving problems of distribution, replenishment 

and transfer. 
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Also, the department of transport logistics provided us with data on lead time for each store, 

if distribution occurs from finished goods warehouses. Of course, we collected and worked 

with even more data, but we are not sure that the data will be needed in this thesis, so we did 

not describe them in this chapter. If any additional data is needed to solve the problems we 

are faced with, then we will talk about this data in other chapters. 

  



 

 54 

7.0 Selection and development of a forecasting method 

By systematizing what is written in the literature review and research methodology, we 

concluded that we will use time-based methods to forecast demand in stores. We will test 

on our data using the Random Forest Regression algorithm. To begin with, we must prepare 

our data for working with time series and add lost sales to the data.  

To estimate lost sales, we used SAP BI features. Now in SAP BI you can calculate the 

average value of the weekly sales rate. We also have the remnants of the goods in the shops 

every day. We tracked down the daily balances when the item is not in the store. For 

example, consider the article X, it refers to the spring collection, the active sales of which 

fall on 4-23 weeks. Only 20 weeks of active sales. Moreover, a report from SAP BI showed 

us that the average sales rate per week for one store of article X is 2 pairs of shoes per week. 

From the history of balances, we see that in store Y from 20 active sales weeks, 8 weeks of 

item X were not in store Y. Therefore, we estimate lost sales of item X in store Y in the 

amount of 16 pairs. These 16 pairs of lost sales were randomly added to a copy of the sales 

history data. This was done in order to predict not sales, but demand. Therefore, we made 

this assumption in order to imagine that at any time in the store can satisfy customer demand 

100%. So, let's proceed to the preparation of data for forecasting. 

7.1 Data preparation 

Let us remind you that we have sales data for each store over the past three years. The 

estimated value of lost sales has been added to this data. So now we have the right to call 

our data historical data on demand in stores.  

For our algorithm, based on predicting the time series for each store, we need to bring the 

data to the form shown in Table N. 

Date y 

2016-02-16 20 

2016-02-17 29 

… … 

2019-03-04 17 

… … 

Table 7.1: Sample data for prediction 

The values in the y column indicate the number of sales (including lost sales) that occurred 

on February 16, 2016. Let me remind you what our demand data now looks like after 
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transferring them to csv format. First of all, we need to remove products that are not shoes 

and remove columns that are redundant in time-series forecasting of demand. Figure N 

shows the code that performs the operations we need. We used the Python programming 

language, the Pandas library, the Jupyter Notebook development environment. 

 

Table 7.2: Historical demand data before processing 
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Figure 7.1: A piece of code to remove unnecessary data 

After this operation, we received data containing the purchase ID, quantitatively purchased 

shoes and the date of purchase. 

 

After that we need to summarize the sales of the day and change the columns in some places. 
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After that we get an almost ready set of data for all the stores in the network. It remains to 

delete only the purchase ID. As a result, we get what we wanted. 

 

 

7.2 Forecast Method Description 

We use the time series model with three main components of the model: trend, seasonality 

and holidays. They are combined in the following equation (Harvey and Peters 1990): 

𝑦(𝑡) = 𝑔(𝑡) + 𝑠(𝑡) + ℎ(𝑡) +  ɛt 

Here, g (t) is a trend function that models non-periodic changes in the value of a time series, 

s (t) represents periodic changes (for example, weekly and annual seasonality), and h (t) 

represents the effect of holidays that occur on potentially irregular graphs one or more days. 

The term error represents any specific changes that are not related to the model. 

This specification is similar to the generalized additive model (GAM) class of regression 

models with potentially non-linear smoothers applied to regressors. Here we only use time 
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as a regressor, but perhaps several linear and non-linear functions of time as components 

(Hastie and Tibshirani 1987). Modeling seasonality as an additive component is the same 

approach used for exponential smoothing (Gardner 1985). Multiplicative seasonality, where 

the seasonal effect is a factor that multiplies g (t). 

In essence, we formulate the problem of forecasting as an exercise on a curve, which by its 

nature differs from time series models, which explicitly take into account the structure of 

time dependence in the data. Although we discard some important output advantages of 

using a generative model, such as ARIMA, this formulation provides a number of practical 

advantages (J. Taylor and Letham 2017): 

• Flexibility: we can easily adapt the seasonality to several periods and allow us to 

analyze various assumptions about trends; 

• Unlike ARIMA models, measurements should not be distributed regularly, and we 

do not need to interpolate missing values, for example, from removing outliers; 

• The training of the model is carried out very quickly, which allows us to immediately 

explore the result of training with different parameters of the model; 

The prediction model has easily interpretable parameters that the analyst can modify to 

impose assumptions on the forecast. Moreover, the model can easily be expanded to include 

new components (J. Taylor and Letham 2017). 

7.3 Model implementation 

To use the above model in the research department of the company Facebook, a library was 

developed containing the implementations of mathematical functions. We were faced with 

the task of understanding how this library works, in order to understand how to apply it to 

our demand forecasting. This library has greatly simplified and accelerated our work, 

because we did not have to implement the mathematical methods described in (Harvey and 

Peters 1990) from scratch. 

So, first we need to download a file with historical data on demand in the store. We also 

decided to remove anomalous days from the very beginning. We considered the day 

abnormal if the demand on that day exceeded twice the value of the arithmetic average for 

all days of observations. Next, we created an empty demand forecasting model by activating 

the parameter of weekly seasonality. After that they added to the model data on holidays and 

vacations in Russia and Belarus. After that added monthly seasonality, lasting 30.5 days. 

After that, you need to choose how often the forecast we need. You can adjust any period of 



 

 59 

time, but we, of course, are interested in the daily forecast. Planning horizon can be 

configured from one day to one year. After that, you can train the model on historical data. 

The output is the following Table N, which can be downloaded to the Excel file. 

 

The yhat column predicts demand for the date indicated in the ds column. The remaining 

two columns are the lower and upper intervals, with which, with a 95% probability, the real 

value of the demand will fall. 

As an added bonus, if you wish, we can display additional graphs for analytics. 

For example, the schedule of changes in demand. 

 

Changing the trend of daily demand in the store during the collection of statistics. 
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It is possible to provide analytics on sales changes during the holidays. 

 

Weekly changes in demand are available for analysis. 

 

Monthly and annual changes in demand are also available for analysis. 
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7.4 Experimental results 

The prediction error was considered in two ways: cross-validation and demand results in 

real life. The cross-validation method is to break down historical demand data into 10 parts. 

Training models to produce on 9 parts of the data, and the model must predict a tenth of the 

data. After that, the real data and the results of the forecast are compared. 

How is a mistake counted? MAPE (mean absolute percentage error) - the average absolute 

error of our forecast. Let yi be real demand, ȳi be forecasted demand. Then ei = | yi - ȳi | - 

forecast error. Then: 𝑝𝑖 =
𝑒𝑖

𝑦𝑖
 

This is the absolute error of the forecast, expressed as a percentage. 

Different stores have different error values. For example, for store X, the error at the forecast 

horizon of 25 days was 23.1%. When forecasting for 180 days ahead, the error was 33.9%. 
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For Store Y, the prediction error ranged from 28.3% to 34%. The growth of the error is due 

to the fact that for the Y data store for training the model was 30% less than for the X store. 
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8.0 Description of heuristics for distribution, 

replenishment and redistribution 

8.1 Description of a heuristic for distribution 

Before describing the method of distribution of goods, it is necessary to introduce the 

concept of branch. The network of stores of company B are not objects of one company. 

Due to Russian tax legislation, the chain of stores is divided into several separate companies. 

This was done in order to reduce the tax burden on the company. The main limitation 

associated with this way of organizing a chain of stores is that the company should not 

employ more than 100 people.  

In Belarus, the situation is different. For the convenience of the company, stores located in 

Belarus are also divided into separate companies. The criterion of separation was the 

geographical location of stores in Belarus. There are 32 such small companies in total. 

Company name Number of stores 

Company B1 11 

Company B2 19 

Company B3 22 

Company B4 12 

Company B5 23 

Company B6 16 

Company B7 15 

Company B8 15 

Company B9 13 

Company B10 13 

Company B11 13 

Company B12 30 

Company B13 20 

Company B14 16 

Company B15 9 

Company B16 14 

Company B17 14 

Company B18 6 
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Company B19 8 

Company B20 7 

Company B21 13 

Company B22 20 

Company B23 3 

Company B24 4 

Company B25 2 

Company B26 5 

Company B27 6 

Company B28 6 

Company B29 12 

Company B30 8 

Company B31 6 

Company B32 10 

 

The exchange of products between companies is not possible directly. The only way to 

transfer products between companies is to send goods from one company to the finished 

goods warehouse. After that, it is possible to send arriving shoes from one company to 

another. Inside the company, the exchange of goods between stores is free. This clarification 

is very important for the in-store transfer. 

In previous chapters, a method was described of how to obtain historical data from sales 

history data. For each season, data on the demand of stores within one company were 

combined. The total demand for the whole network for all seasons was also calculated; active 

sales weeks for the seasons were taken into account. For each company, the specific share 

of demand was calculated on the basis of total demand for active sales weeks for each season. 

For example, the production has produced 1,500 pairs of articles for the new seasonal 

collection. There is a certain branch X, the specific share of demand of which is 5%. 

Consequently, 5% of the total number of article pairs available for distribution are 

distributed to the branch. Inside the branch, a store rating is also compiled based on the 

following factors: 

• Demand data last year during the active sales weeks;  

• Store format. Priority for distribution is considered to be shops located in 

            shopping centers due to the higher permeability of potential customers;  
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• Maximum store capacity. 

 The growth box (full size line) receive the first 150 stores on the top of the rating. 

The following 100-120 stores in the ranking receive the most popular sizes. So, if the number 

of available pairs of the article was 1500, then at the initial distribution at the beginning of 

the season 1050-1110 pairs of shoes would be distributed. 26-30% of the remaining shoes 

remain in stock for replenishment during the season. 

When the maximum capacity of the store is reached, it is eliminated from the distribution 

and is not taken into account in the rating.  

Thus, when using this heuristic, the company reduces the factor of influence of the personal 

interest of employees in the distribution of goods. This heuristic caused extreme disapproval 

of senior store managers due to the fact that they no longer have the ability to influence the 

range of the store. Nevertheless, the company approved the use of this heuristic for 

distributing shoes throughout the network, starting in the autumn season of 2019. 

8.2 Description of heuristics for replenishing stores with goods 

There are two possible strategies for replenishment: 

• Use (s, s) strategy for inventory management, where S is the maximum capacity of 

the store, expressed in pairs of shoes. s (safety stock) - the occupancy rate of the 

store is 80%. Replenishment occurs in all stores of the branch. The main condition 

is that at least one store from the branch reaches the level of safety stock. Also, 

replenishment occurs at least once a week; 

• Use a fixed frequency of deliveries, using demand forecasting, calculate how 

many shoes you need to fill up in the store. 

For both strategies, we need to know the time it takes to make a decision to replenish the 

store until you receive the goods in the store (Lead time). The data were obtained in 

cooperation with the logistics department. 

Company name Lead time, days 

Company B1 3 

Company B2 2 

Company B3 4 

Company B4 5 

Company B5 2 

Company B6 4 
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Company B7 6 

Company B8 6 

Company B9 6 

Company B10 8 

Company B11 9 

Company B12 7 

Company B13 7 

Company B14 7 

Company B15 8 

Company B16 11 

Company B17 6 

Company B18 13 

Company B19 11 

Company B20 12 

Company B21 9 

Company B22 2 

Company B23 2 

Company B24 1 

Company B25 7 

Company B26 1 

Company B27 1 

Company B28 1 

Company B29 1 

Company B30 1 

Company B31 1 

Company B32 1 

 

Our approach is to use a fixed frequency of deliveries for branches, for which the lead time 

takes no more than 3 days. Transportation costs for the replenishment of such stores are 

minimal. Frequency of supply ensures prompt replenishment of the product range and the 

absence of empty shelves. For branches, to which the lead time is more than three days, it 

makes sense to use (s, S) strategy for replenishment, since a sufficient number and variety 

of assortment is still present in the store. At the same time, funds are not spent on the work 
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of transport, which at the same time can serve stores. They are located not so far from the 

warehouses of finished products. 

So, when using the first strategy, you need to predict the date when stocks at least in one 

store of the branch will reach 80% of the maximum. Consider this case on a specific 

example. Take Store X, owned by affiliate B12. Lead time for the stores of this branch is 7 

days. The maximum capacity in the summer season of store X is 4000 pairs. 80% of the 

store's workload is 3200 pairs. It remains to use the implemented method of forecasting 

demand in order to find out when the date will come to replenish stocks in the store. Also, 

using the data on balances, it is possible to calculate the number of pairs of shoes in the store 

on any date of interest within three years. 

On March 12, the number of pairs of shoes in store X was equal to 3,560 pairs. It is necessary 

to find out after how many days, starting from March 13, 340 pairs of shoes will be sold out. 

We use the software to predict how long the sale of 340 pairs of shoes will occur. To solve 

this problem, the program has been slightly modified. The sales forecast occurred every day 

until the sum of the quantity of goods sold per day did not become 340. The table shows the 

projected sales for 25 days, during this period 341 pairs of shoes will be sold out. 

Consequently, the decision to replenish the branch should also be made on March 31, 

provided that shop X at branch B12 reached the safety stock the fastest. 

 

 In the company, this strategy was approved by the management and accepted for use. The 

approach described in the thesis allows us to obtain a general forecast of the demand for 

shops and the delivery dates. This information is transmitted to the department of corporate 

trade, which determine which articles will go to the store. Which determine which articles 

will go to the store. 
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The implementation of the second strategy is easier than the first. For each store in the branch 

you need to predict sales in a time horizon of 3 and 7 days. It depends on the frequency of 

delivery, which can be 1 or 2 times a week. Also for each store you need to calculate the 

current balance of shoes, which is not difficult. This strategy is also accepted for use by 

company B. 
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8.3 Description of the method for the transfer of goods between 

stores 

By the end of the season, seasonal shoes run out in finished goods warehouses. The 

replenishment stage in the collection life cycle comes to an end. It is time to transfer between 

stores. Company B has two types of transfers: 

• The transfer of goods between stores within the same branch. We introduce for this 

type of transfer the name "small" transfer; 

• The transfer of goods between stores not belonging to one branch using finished 

goods warehouses. For this type of transfer, we introduce the name “big” transfers. 

 The complexity of the transfer phase in comparison with the stages of initial 

placement and replenishment lies in the fact that now it is necessary to operate with demand 

forecasting not at the “shop-demand” level, but “shop-SKU-demand”. Due to the fact that 

at the end of the season in stores you cannot find articles with full sizes, you have to operate 

with goods at the level of SKU. Due to the number of stores and SKUs, the software must 

quickly produce a result due to the high load. Therefore, it was decided to implement 

heuristics, which is not computationally complex. For this reason, it was decided to abandon 

the calculation of the probability of selling SKU in all stores of the branch and transferring 

SKU to the store with the highest probability of sales. When calculating the sale probability, 

Bayesian methods are used that are computationally laborious. 

The essence of this heuristics is estimated for each SKU. In which store this SKU will sell 

faster. If a store is found inside the branch, where the potential sale rate of a given SKU is 

higher than in the store where it is located, then an edge is created between the stores, to 

which other SKU are subsequently added. The work of heuristics is a graph where nodes are 

stores, and edges are those SKUs that need to be transferred from store to store. After that, 

for each edge is considered the potential additional income derived from the transfer of a set 

of SKU between the two stores. The potential additional income is compared to the cost of 

transporting this transfer. If the cost of transportation is higher than the potential additional 

income, then the transfer is not made. If the potential income is higher than the cost of 

transportation, the transfer is made. Non-redistributed shoes are shipped back to the finished 

goods warehouses. For this footwear the mechanism of replenishment of shops works. 

It was decided to test this heuristic within one branch with the number of stores equal to 12. 

Also, 100 SKUs were selected for redistribution, which are sold in the stores of this branch. 
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Unfortunately, the moment of the beginning of the transfer comes May 25, 2019, so the 

thesis cannot describe the results of the experiment. 
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9.0 Conclusions and future researches 

In this thesis, we managed to implement a demand forecasting method based on time series, 

which was not previously used in shoe retail. It also developed software that is used by 

company B daily. A side effect of solving the forecasting problem was systematized data of 

the company, which allowed obtaining new analytical data for company employee. 

A method for distributing goods to stores was proposed, based on the demand rating in 

stores. The influence of the human factor on the distribution of goods has been reduced. This 

method was used in the distribution of shoes from the summer collection of 2019. 

Also developed and implemented strategies for replenishing the range in stores, based on 

the frequency of deliveries and the use of knowledge about inventory management. Made 

integration with software to predict demand in stores. 

Heuristics were proposed and software was developed for the transfer of goods between 

stores. To test the heuristics in the near future an experiment is planned at one of the branches 

of company B. 

The economic department has calculated that the economic profit from the introduction of 

methods for forecasting demand and replenishment was about 570,000 dollars. The decrease 

in lost sales was 2.1%. 

Further studies plan to build infrastructure for working with large amounts of data and more 

accurate data collection. One of the goals is to reduce the demand forecast error for a large 

time horizon. It is also planned to introduce a new methodology for estimating lost sales. 

One of the priorities for the future is to optimize the work of production and warehouses. In 

the future, forecasting will be made at the “shop-article” level. This will further reduce the 

human influence on the distribution of goods. It is planned to introduce article clustering 

methods based on analogues based on computer vision algorithms. 

In the near term for the implementation of all planned research, it is planned to establish a 

data science department, including a group of specialists in analytical logistics. 
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