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1. Introduction
The purpose of this document is to provide a better understanding of the overall issues involved in developing a product roadmap for the QRS Catalogue offering. 
This document is being prepared as a starting point document for the specific purpose of provoking “thought” and “debate” within the context of creating a plan.

2. Strategic Summary
This section is a summary of the current strategies under consideration. These strategies may expand, or contract as we develop the overall plan.

Any Data Points in this document are not current, “unconfirmed”, or in the process of being researched. Confirmation is currently being attempted.

2.1. Leadership in the GM&A markets

QRS currently has over 5000 customers in the general merchandise and apparel market comprised of over 150 large national and regional retailers plus vendors ranging from large multinational corporations to small independent suppliers.  This customer base also includes companies involved in cosmetics, footwear, home fashion, kitchenware and sporting goods.  Due to the traditionally large volume of items introduced on an annual basis, this segment realized long ago that there was a need for electronic item synchronization, and has long used QRS Catalogue for there solution.

The availability of Catalogue & Data Exchange services are very complimentary services in this GM&A market space, and QRS has become the dominate provider of Trading Community Management services using the “Hub-Spoke” business model. 

QRS clearly dominates this market, and has no significant competitor, that has the ability to have any large scale success today. QRS should actively “defend” its premier position, by continuing to develop our products & services to meet the future need of our GM&A customers.
The current GM&A based business has basically been very stable over the last 5 years. We have neither gained nor lost significant revenue, with the exception of GXS having Kohl’s and Gothchalks.  The  GTIN / Sunrise events will not have any significant impact on QRS revenue. The opportunity to provide sustainable growth through “organic growth” does not exist. We are clearly in a defensive position.

The current revenue model is built on QRS having revenue based on both the “publish” and  “subscribe” side of the transaction. This business model is based on a “hub-spoke” approach to developing a trading community. This approach usually results from a strong mandate given by a retailer, to vendors, which results in QRS being able to develop the trading partner relationships.

The emergence of UCC based data pools that have interoperability does not require that both sides be connected to the same data pool. The future revenue model will have to be based on the possibility that QRS may have only revenue from the “publish” or “subscribe” side of a relationship, and therefore a more complex business relationship, requiring QRS to be fully interoperable with other data pools. Transora and WWRE have both adopted a strong “publish or subscribe” business model, using the interoperable data pool for connectivity.
Market Opportunity: 
Estimated 19% CGR over 5 years. Continued market penetration at the 70%+ should be protected.  We are the defacto standard in the GM&A market. Consolidation of retailers may have a negative impact on QRS revenue. Large Install base has “inertia”, and the large to mid size companies should be receptive to sales upgrades involving Impact solutions.
Conclusion: 
This market will continue to grow at a macro level, and QRS will continue to grow based on increased volume of business in that mature market. There are no known / planned changes to this market space that would lead to increased expectations of growth above the basic macro economic forecasts.  It is expected that the UCC standards, technology and business model will NOT have much impact on the GM&A market in the near term. QRS needs to maintain “The Intellectual High Ground”, with a very pragmatic R&D investment. Growth in the GM&A markets will only come from our own sales efforts, which may have diminishing returns in the purely “hosted”  catalogue solutions.
2.2. Use PIM as on-ramp to QRS Catalogue

The development of Impact to use as a front-end for catalogue has some interesting advantages over just the “hosted” catalogue approach. This strategy is designed to direct more vendors to our current QRS Catalogue. This licensed software could be sold or leased for a minimal amount every month. The PIM based solution could be market specific, loaded with biz rules, attributes, and data structures
Defensive - The deployment of very low-end PIM/QS like solution to our existing GM&A vendors that would load data directly to the QRS Catalog in a seamless user experience. This is a pure play real-estate strategy, designed to gather a critical mass of vendors, and provide enough functionality to easily defend. 

Offensive - This approach could also be used in acquisition of vendors in new markets, in the case of a Retailer Mandate, we could be in a position to provide a specific pre-configured version of QS, that meets the mandate requirements, with only the Business Rules, Structure, and Attributes require for that vertical market (i.e. shoes).

“Upgrade” Strategy – hopefully after the low-end solution is in place and becomes understood, and accepted as a PIM tool, hopefully QRS will be able to sell upgrades to higher levels of capability.
Market Opportunity: 
1. Estimated 35-75% CGR over 5 years

2. Develop a larger base of QRS Catalogue Vendors in target markets other than GM&A.

3. Develop a “defacto” standard for a PIM with our existing GM&A vendors that prevent competitive takeaways.

4. Actively sell Impact “upgrades” to the installed base.

Conclusion: The defensive nature of this strategy will improve our current GM&A vendors’ data quality, and therefore the perception of quality by trading partners. This could result in lower transaction fee’s, due to less upload/downloads caused by quality issues. The upside is we may be able to establish a new standard of quality, which would be expected from any competitor.
The offensive nature of this strategy make take us into many new markets, where retailer mandates can be defined, and implemented as part of a retailer specific version of QS. All of this business would be incremental, and position us in new markets.

The upgrade strategy should result in some number of Impact Software license sales, on an ongoing basis, as each customer comes to understand the product features and functions. An ongoing sales effort is needed to develop product understanding, promote selling of upgrades.

2.3. Enter new markets (US primarily)

The revenue generated in the GM&A market is largely a result of the need to manage “new items” on a massive scale, whereas the Hardlines/Grocery market is largely driven by a need to manage “pricing and promotions”. Both of these drivers are lumped into the category of “data synchronization”, and therefore “catalog”.

The market for CPG/Hardlines/Grocery already has a number of service providers of data synchronization services (Transora, WWRE, GXS, etc.). QRS will have to displace/replace a number of competitors to be successful, and/or provide application services not currently provided.

Pricing & Promotions Data Synchronization

The common issues outside of GM&A seem to be the lack of a good solution to solving the problem of management of pricing & promotions. The GM&A space is dominated by solving the problem caused by a high turnover in new products, whereas the other markets are driven to solve the problem of synchronization of prices, and promotions.
Conclusion: 

This market space is already crowded, but has not really consolidated yet. There is an opportunity for a provider of “pricing & promotions data sync services”, that clearly beats the competition.  QRS should investigate (make, buy, resell) the possibility of having a world-class pricing/promotions data sync services solution.
Hardlines / DIY
Largely a North American concern, this segment, anchored by big-box retailers such as Home Depot and Lowe’s has been surging due to increasing consumer interest in Do it Yourself (DIY) home improvement.  With the proliferation of items carried by these retailers that have largely lacked a dominant hosted catalogue solution, this segment is poised for rapid expansion.  There is also a critical need for vendor enablement within this segment, as there are large numbers of small suppliers that will need to comply with the recent mandates of the large retailers.  However, this segment has a very diverse set of items, and requirements.
Market Opportunity: 

Estimated 20-35% CGR over 5 years
This is a developing market which has potential for QRS, with our TCM, and “hub-spoke” capabilities, we should be able to.

Conclusion: 
QRS does not have a significant position in this market; however QRS has invested a significant amount of resources in preparing to compete in this market space. The market is not as mature as GM&A, and QRS may have above average growth possibilities if it can effectively establish a competitive position. Growth in this market may have to come from acquisition (50%), and QRS sales efforts (50%)
CPG / Grocery / Mass Merchandising / Drug Stores
Many mass merchants and grocery store chains are currently involved with data synchronization through competitive solutions.  This momentum has built up as a result of Wal-Mart’s choice of UCCnet, and has resulted in vendors responding to their mandate and other retailers following in their footsteps.  As consumer shopping habits shift away from the traditional department store toward mass merchants like Target and Wal*Mart, which carry a large variety of items including apparel and general merchandise, this segment has a strong need to standardize and automate their traditionally manual item synchronization.  
This segment is also driven heavily by price and promotion incentives at the retail level.  Typically there are not as many new item introductions in this segment as in the GM&A segment, but there are generally more changes due to product improvement and promotion.

Market Opportunity: 

Estimated 35-75% CGR over 5 years

Conclusion: QRS does not have a significant position in this market; however QRS does have specific “knowledge” of this market space. The market is not as mature as GM&A, and QRS may have above average growth possibilities if it can effectively establish a competitive position. Growth in this market may have to come from acquisition (30%), and QRS sales efforts (70%)
Others (Office Supply, Consumer Electronics, Healthcare)
As big box retailers such as Office Depot, Staples, Best Buy, CVS, and Walgreen have come to the realization that there is a better way to synchronize the information for the large number of items they sell from their suppliers, they are moving towards using electronic solutions.  
While this segment is just getting started with data synchronization, there is a big opportunity to win new customers and gain momentum in these markets.

Market Opportunity: 

No Estimated CGR over 5 years.
Conclusion:  QRS does not have a significant position in this market; QRS does not have industry specific “knowledge” in this space. The market is not as mature as GM&A, and QRS may have above average growth possibilities if it can effectively establish a competitive position.
2.4. Expand into other geographies (Europe)

The data synchronization market outside of North America is very fragmented.  Retailers in Europe do not typically have the critical mass to mandate solutions to their suppliers as is seen in North America.  They are also slow adopters of this technology, but watch with interest the developments in the United States.  The key trend in these countries is that companies look first to their national standards organizations (CCG, GENCOD, etc.) to help solve their data synchronization problems.  The large royalty streams from licensing EAN numbers, coupled with non-profit status and country-specific knowledge leave little room for commercial concerns.  Countries without strong national data pools (UK, Spain) provide perhaps the best opportunity for gaining market strength.

QRS does not have a significant position in this market; QRS does not have cultural & national specific capabilities in this space. The market is not mature, and QRS may have above average growth possibilities if it can effectively establish a competitive position, however this growth would probably not come from internal growth, but acquisition. The costs of growth may exceed the benefits of growth.

QRS may have a significant international presence based upon the development of business opportunities in the US that require internationalization features. QRS should continue to evaluate the need for global capabilities in its products & services, as we continue to develop for our US based market.

Market Opportunity: 

Estimated 20-35% CGR over 5 years

Conclusion:  It is questionable as too how much revenue potential there is in Europe, given the very fragmented market, and the large number of small competitors. An acquisition strategy would have to meet specific revenue/ROI objectives to be useful to QRS.

2.5. Be a Technology Leader - Electronic Product Code

The Electronic Product Code (EPC) was conceived as a means to identify all physical objects. The EPC code is sufficiently large to enumerate all objects, and to accommodate all current and future naming methods. The EPC standards provide for industry coding standards, such as those from the Uniform Code Council (UCC) and the European Article Numbering (EAN) International. These standards include original the Uniform Product Code (UPC), as well as other numbering schemes, such as the Shipping Container Code (SCC-14) and the Serial Shipping Container Code (SSCC-18). The EPC should, is attempting to become universally and globally accepted. Since the EPC is used primarily to link physical objects to the network, it should serve as an efficient information reference. Finally, the code is extensible, allowing future expansion in both size and design.
In addition to individual objects, the Electronic Product Code (EPC) may also identify object assemblies, aggregates and collections. An automobile, for example, is a discrete object, but is composed of numerous subassemblies and components. 

The Universal Product Code has had phenomenal success, and demonstrates the power of standardization and industry consensus. Together with the more recent success of the Internet and the World Wide Web, we are on the verge of yet another revolution in networking and supply chain efficiency.

 The EPC is the next generation of the UPC code, and is designed to meet the requirements of the future.  The usefulness of EPC is ultimately dependent on the quality of the information associated with a specific EPC. The use of data sync technologies to improve the overall quality and availability of the data is a major driver for increased sales of products and services related to global data synchronization. 
The emergence of EPC, and related RFID technologies are currently in a very early stage of adoption. The overall ROI, and business dynamics between trading partners is in a state of constant development, and there are no clear mandates driving the entire retail industry at this time. That is not to say that mandates do not exist, rather the mandates are very specific, and limited in scope at this time. Current mandates are being issued by retailers like Wal-Mart, Target, Metro, & Tesco, and the US. Dept of Defense.
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Any strategy around EPC needs to relate to the use of Radio Frequency Identification (RFID), Physical Markup Language (PML), and Object naming Services (ONS).
Conclusion:  Long term - QRS should be looking at EPC as a developing standard in the industry, and be prepared to support the use of EPC.

Physical Markup Language
The Electronic Product Code serves as a reference to information on the computer network. There are, of course, many methods for storing information “on-line.” These include proprietary and commercial databases, and relational databases, such as Structured Query Language (SQL) file systems. Web pages written in the Hypertext Markup Language (HTML) are now one of the most common means of storing digital information. New approaches, such the eXtensible Markup Language (XML), promise a universal means for structured information.
In order to describe physical objects, a new language specific for that purpose – the Physical Markup Language (PML). Rather than a new syntax, the PML will be based on the eXtensible Markup Language and include a set of schema describing common aspects of physical objects. Industry specific representations could then be “plugged into” the common framework or derived from the shared data.
Conclusion:  Long term - QRS should be looking at PML as a developing standard in the industry, and be prepared to support the use of PML as part of our QRS Catalogue.

Object Naming Services
The Object Name Service (ONS) is the “glue,” which links the Electronic Product Code (EPC) with its associated Physical Markup Language (PML) data file. More specifically, the ONS is an automated networking service, which, when given an EPC number, returns a host address on which the corresponding PML file is located.

The ONS, currently under development, is based on the standard Domain Naming Service (DNS). When complete, the ONS will be efficient and scaleable, designed to handle the billions of transactions which are expected.

Current Wal-Mart implementation plans seem to be backing off the requirement.
Market Opportunity:
No estimated CGR over 5 years. Possible long term viability as a PML provider using our QRS Catalogue.
Conclusion:  
Long term - QRS should be looking at ONS as a developing standard in the industry, and be prepared to support the use of QRS Catalogue as an ONS/PML compliant data pool.

Conclusion:  
Short Term - The best strategy for QRS at this time is to stay involved in standards committees, and industry groups. Continue to stay informed, and look for opportunities to develop business, that uses our existing data sync products and services.
Quotes:  
AMR – August, 2004

“…..the fact that only 2% to 3% of U.S. companies are using standards-based data synchronization to transfer accurate product information between trading partners is disturbing.”

“The costs are real--an AT Kearney study shows that inefficiencies caused by unsynchronized data cost suppliers and retailers as much as $40B annually.”

“Beyond compliance, if RFID provides just a 15% improvement in product availability based on standard stock-out levels, Wal-Mart could reap a $3B increase in sales--benefiting …”

AT Kearny, 2003: 

“Less than 1 percent of GTINs have now been synchronized,” he says. “We’re talking about a major ramp up just to get all the data issues resolved. With RFID you’ll get fast collection of data, but you’ll have a high level of inaccuracies because the GTIN’s don’t match between the retailer and the manufacturer. You’ll have more errors and cost than you have today. If you don’t have data synchronization, RFID is a wasted effort.” 
3. Business Plans

3.1. Target Markets Size

	
	GM&A
	Grocery, Mass Merchants, Drug
	DIY
	CE
	Sporting Goods
	Total

	Tier 1 (>$1B)
	24
	109
	23
	7
	3
	166

	Tier 2  ($250M-1B)
	61
	221
	57
	23
	20
	382

	Total
	85
	330
	80
	30
	23
	548


Vendors

Retailers
	
	GM&A
	Grocery, Mass Merchants, Drug
	DIY
	CE
	Sporting Goods
	Total

	Tier 1 (>$1B)
	80
	82
	19
	5
	6
	192

	Tier 2  ($250M-1B)
	82
	153
	45
	13
	16
	309

	Total
	162
	235
	64
	18
	22
	501


3.2. Target Market Analysis

The following tables depict proposed target industry projections by industry classification, geography, and revenue type.

Noteworthy mentions include:

1. This analysis covers the Content Management Market (more Catalogue than PIM)

2. This presentation is based on data that was available in 2002, but we have no new information at this time.

3. the fact that GM&A/CPG represents only 15% of the total revenue projections of the aggregate target market, 

4. Europe is in fact poised for explosive growth, and 

5. The services component of the solution model is consistently higher than license revenue –an indicator of the complexities inherent in extracting, classifying, and syndicating content that necessitates human capital. 

The Target Industries were chosen on the basis of: 

1) presence of industry standards and consortiums dedicated to catalogue management; 

2) industries which were applicable to e-procurement, e-sourcing, and e-markets; and 

3) industries that are spending at least $10mm US for catalogue management functions.

Supply Chain Management Total Available Market – By Application
	Application Type
	Revenue 2001 ($M)
	Revenue 2002 ($M)
	Revenue 2003 ($M)
	Revenue 2004 ($M)
	Revenue 2005 ($M)
	Revenue 2006 ($M)
	Five-Year CAGR

	Order Management
	484
	607
	785
	1042
	1396
	1785
	30%

	Inventory Management
	564
	694
	882
	1154
	1528
	1934
	28%

	Transportation Management
	855
	1028
	1281
	1647
	2146
	2677
	26%

	Warehouse Management
	648
	770
	950
	1210
	1563
	1934
	24%

	Supply Chain Event Management/Visibility
	430
	502
	610
	765
	974
	1190
	23%

	Supply Chain Planning
	2662
	2800
	3045
	3398
	3821
	4080
	9%

	Product Lifecycle Management
	2023
	2652
	3660
	4831
	6184
	7544
	30%

	Strategic Sourcing
	556
	1078
	1800
	2664
	3463
	4367
	75%

	Transaction Delivery
	1386
	1400
	1414
	1428
	1442
	1457
	1%

	Content Management
	3846
	4577
	5446
	6482
	7714
	9179
	19%

	Total
	13453
	16109
	19874
	24621
	30231
	36146
	22%


Note: “Content Management” consists of Extraction, Transformation, and Loading software, data warehousing, corporate content management, brand asset management, document imaging, structured content management, and item synchronization plus the accompanying professional services, support, hardware, and deployment fees.

Source: AMR Research

Content Management Total Available Revenue – Target Industries

	Revenue By Industry
	Revenue 2001 ($MM)
	Revenue 2002 ($MM)
	Revenue 2003 ($MM)
	Revenue 2004 ($MM)
	Revenue 2005 ($MM)
	Revenue 2006 ($MM)
	Five-Year CAGR

	GM&A
	66
	121
	176
	199
	257
	303
	35.6%

	CPG
	10
	23
	67
	101
	131
	171
	76.4%

	Publishing
	23
	55
	76
	98
	121
	153
	46.1%

	Pharmaceutical
	11
	16
	41
	59
	84
	114
	59.6%

	Industrial
	236
	301
	403
	760
	955
	1121
	36.6%

	Chemical
	131
	160
	220
	247
	304
	366
	22.8%

	Building Materials
	109
	119
	144
	167
	189
	205
	13.5%

	Hi-Tech
	95
	111
	171
	209
	251
	297
	25.6%

	Automotive
	87
	155
	216
	304
	378
	414
	36.6%

	TOTAL(
	768
	1061
	1514
	2144
	2670
	3144
	32.6%


*Reflects only the selected industries and the selected systems functions (structured content management, brand asset management, and data synchronization) plus the accompanying professional services, support, hardware, and deployment fees.

Source: AMR Research

Total Available Revenue by Geography 

	Revenue By Geography
	Revenue 2001 ($MM)
	Revenue 2002 ($MM)
	Revenue 2003 ($MM)
	Revenue 2004 ($MM)
	Revenue 2005 ($MM)
	Revenue 2006 ($MM)
	Five-Year CAGR

	North America
	431
	594
	848
	1200
	1495
	1761
	32.5%

	Europe
	230
	318
	454
	645
	802
	1018
	34.6%

	Asia Pacific
	77
	107
	151
	214
	267
	314
	32.5%

	Central & South America
	22
	31
	46
	64
	79
	120
	40.4%

	Rest of World
	8
	11
	15
	21
	27
	31
	31.1%

	TOTAL*
	768
	1061
	1514
	2144
	2670
	3144
	32.6%


*Reflects only the selected industries and the selected systems functions (structured content management, brand asset management, and data synchronization) plus the accompanying professional services, support, hardware, and deployment fees.

Source: AMR Research

Total Available Revenues by Type –

	Revenue Type
	Revenue 2001 ($MM)
	Revenue 2002 ($MM)
	Revenue 2003 ($MM)
	Revenue 2004 ($MM)
	Revenue 2005 ($MM)
	Revenue 2006 ($MM)
	Five-Year CAGR

	Application Software License
	228
	318
	453
	642
	801
	943
	32.8%

	Application Hosting and Subscriptions
	141
	204
	299
	421
	515
	599
	33.6%

	Software Maintenance and Implementation
	375
	505
	712
	1012
	1277
	1511
	32.1%

	Hardware and Equipment
	24
	34
	50
	69
	77
	91
	30.6%

	TOTAL*
	768
	1061
	1514
	2144
	2670
	3144
	32.6%


*Reflects only the selected industries and the selected systems functions (structured content management, brand asset management, and data synchronization) plus the accompanying professional services, support, hardware, and deployment fees.

Source: AMR Research

Retail IT Spending Projections for 2005
[image: image2.png]m Retailers are far more likely to Invest in procurement and enterprise portal software

“Which of the following will your company Invest in before the year's end?”
Retaller Index*

Procurement or sourcing software Zﬁ‘;‘]‘i’;ames 1.98

Enterprise portal software 126

Business Intelligence software 106

ERP software 138

CRM software 128

RFID 212t

Content management software 070
0%  20%  40%  60%  80%  100%

Retall base: 55 software decision-makers
All company base: 505 software decision-makers
(multiple responses accepted)
“The retailer Index Is the percentage of retallers Investing In a technology divided by the percentage of
all companies Investing in the same technology.
#RFID adoption was only asked of decision-makers at retallers, wholesalers, or manufacturers.
Source: Forrester's Business Technographics® June 2004 North American And European Benchmark study

Source: Forrester Research, Inc.





3.3. Customer Analysis

Number

QRS Catalogue serves approximately 3,500 currently active customers. Based on their roles in the trading partner relationship, these customers are divided into two groups:  3,400 vendors submit product information to Catalogue for consumption by just over 100 retailers.

Type

QRS Catalogue’s retailer customer base includes the major national and regional U.S. department store chains at its core, but also draws loyal customers from more specialized footwear and sporting goods retailers, as well as the U.S. Armed Forces base commissaries. 

The vendor customer base that supplies product information to these retailers is heavily weighted towards apparel and footwear manufacturers, but also includes a diverse population of general merchandise manufacturers.  These vendors supply the whole range of products that a consumer might find in larger, high-end departments stores, including perfume and cosmetics, china and flatware, jewelry and accessories, bedding and home furnishings, toys, luggage, kitchenware and small appliances. One could argue that QRS Catalogue is the Swiss Army knife of product data synchronization, but then Swiss Army Brands is a customer too!

Churn

We do not actively track customer losses among our vendor base to properly assess account churn. We do however know that new accounts sign up regularly, and that the overall count for active accounts has remained steadily in the 3400-3500 range for several years now. Because of our mandate-driven hub strategy, larger vendors generally stay with QRS Catalogue once they had been enabled. We can draw some general conclusions therefore that, with the exception of winning or loosing a whole hub-and-spoke community, much of our churn occurs at the smaller end of the account spectrum, i.e. the seasonal or “low volume” vendor segment. Hard numbers, however, are not currently available.

Profitability spread

We do not track customer profitability, but we do know that certain types of customer use various services that may or in some cases may not be in keeping with the revenue structure for each type of account. We have offered a daunting array of price models over the years to tailor the price-value equation for a variety of sizes and types of accounts. More recently however, QRS Catalogue has attempted to simplify its revenue model by distilling these offerings down to two options each for both retailers and vendors:  each type of customer can choose from either a regular or a low-volume price plan.  Without hard data, we cannot confirm the profitability of the low-volume programs, particularly for low-volume vendors.  We suspect that the time needed to recoup up-front enabling investment for these accounts is far longer than for regular full-price vendors, but offering a low-cost option for the retailer’s entire community is often a prerequisite for gaining their mandate endorsement for QRS Catalogue. To give a better sense of how our community is spread along the lines of an 80/20 rule, the main revenue generating transaction is used to reflect the relative value of different customers to QRS, before considering the different cost structures for each type of customer:

	Retail Account Breakdown

	TP Count Range/Month
	Number of Customers in Range
	Comment

	100+
	20
	The top six retailers pull data from 650 or more TP's on average 

	20-99
	17
	The top five of these 17 access catalogues of 75 or more TP's 

	10-19
	17
	These retailers are still large enough to find EDI worthwhile

	<10
	60
	Bulk of these retailers are on “low volume” program, using Web UI


	Vendor Account Breakdown

	TP Count Range/Month
	Number of Customers in Range
	Comment

	30-100+
	21
	Top five vendors publishing data to 65 retailers in average month

	20-29
	93
	The top five of these 17 access catalogues of 75 or more TP's 

	10-19
	323
	These retailers are still large enough to find EDI worthwhile

	5-9
	356
	As the number of TP's dwindles, the deviations between a high-activity month and a low-activity month become more significant, indicating a correlation to more seasonally stocked items

	<5
	2552
	A large population of small vendors, forming the most challenging "last mile" of a retailer's vendor mandate needed for a QRS retailer to reach their 100% EC goal


Revenues
Our current top 20 vendors, and annual catalog revenue
	1
	Vendor
	JONES APPAREL GROUP, INC
	 $      685,365 

	2
	Vendor
	SARA LEE INDUSTRIES
	 $      274,459 

	3
	Vendor
	VF CORPORATION
	 $      256,603 

	4
	Vendor
	LIZ CLAIBORNE STORES
	 $      238,634 

	5
	Vendor
	KELLWOOD COMPANY
	 $      220,980 

	6
	Vendor
	ADIDAS
	 $      168,371 

	7
	Vendor
	WARNACO GROUP INC
	 $      134,416 

	8
	Vendor
	REEBOK
	 $      132,811 

	9
	Vendor
	TOMMY HILFIGER
	 $      131,713 

	10
	Vendor
	WARNACO/DESIGNER HOLDINGS
	 $      111,337 

	11
	Vendor
	LVMH
	 $      110,044 

	12
	Vendor
	PHILLIPS VAN HEUSEN
	 $      106,116 

	13
	Vendor
	POLO GROUP
	 $      100,318 

	14
	Vendor
	BROWN SHOE COMPANY
	 $        99,642 

	15
	Vendor
	HART SCHAFFNER AND MARX
	 $        96,082 

	16
	Vendor
	QUIKSILVER
	 $        95,490 

	17
	Vendor
	LEVI STRAUSS & CO
	 $        84,457 

	18
	Vendor
	C & J CLARK INTERNATIONAL LTD
	 $        82,146 

	19
	Vendor
	TANDY BRANDS ACCESSORIES
	 $        81,531 

	20
	Vendor
	L'OREAL USA
	 $        81,302 


Revenues for last three years, preferably broken down between retailer/vendor and by TP versus record count within each, would be nice. 
Margins

Extremely suspect as to whether these are real numbers – 80%

3.4. Industry Trends

Economic Trends

The economy continues to suffer from some after effects of the bursting of the "bubble economy" of the late 1990s. Although consumer spending is expanding moderately, business investment remains weak, and financial markets are uncertain about the durability of the current recovery. 

The environment is likely to stay tough. The stock market bubble has burst, but we are still grappling with the economic imbalances that were created by the bubble. In particular, because of the combination of a still-low personal saving rate and the severe declines in the stock market, households are under pressure to cut back on their spending. Spending by the business sector remains weak, as low corporate profits and excess capacity from over investment during the bubble years have inhibited investment. Uncertainties about the strength of demand and about the risks arising from terrorism and war have led businesses to be particularly cautious in hiring. The decline in business investment is probably mostly over, but a strong rebound is unlikely in an environment of slowing consumer spending growth. The baseline forecast is continued slow growth with further increases in the unemployment rate. The risk is mainly on the side of renewed recession, for which many see a probability of 30 to 40 percent over the next 12 months

In conclusion, the recovery of the economy is expected to be slower than in most past recoveries but is comparable to the pace after the 1990-1991 recession. The growth of housing investment is expected to slow substantially, while real spending for personal consumption should continue to increase by about 3 percent a year. In retail, growth for players like Wal-Mart continue to increase, including designer luxury items, however the department stores continue to have trouble and specialty’s success depends on their ability to provide their customer what they want.  

As department stores continue to struggle there could be several things that could affect QRS including:

· Consolidation and closing of locations - stores may choose to consolidate and close locations, this could lead to loss of volumes, tightening budgets, and changes to strategy and implementation timeframes

· Reduction in volume- retailers may become more conservative and more focused on basics, which could lead to reduced volumes on both Catalogue and Exchange revenues

Technological Trends

Western Europe, US and Japan- increasing need for software and consulting services driven by the needs of retailers, brand owners, and designers. In less developed countries, there is still a focus on hardware and equipment. Overall, there will be less spending on enterprise licenses with sourcing and procurement expecting the largest growth projections by AMR of all technology sectors. However, in 2001, this market only grew 19% and shrunk 9% in 2002. Some key trends include:

· Money spent on licensing will not increase significantly. People are looking to extend existing applications or purchase through subscription based models and rollout slowly. However, spending on consulting services will increase including business process consulting and post-implementation support. 

· Technology companies will provide consulting services as well and not only sell software and hardware. More alliances between big companies and small companies with special technologies. 

· Expanded ERPs - instead of buying and implementing new technologies and integrating them, customers are extending their ERPs with modules from ERP vendors. ERP vendors are adding modules through new development, acquisitions and strategic partnerships. The result to the customer is a single technology platform and management of issues through one vendor and allows them to not invest in huge new infrastructures to gain new features. To counteract this, non-ERP vendors are likely to turn off features to lower initial investment, gain entry, and then sell services to turn on and implement the other features as initial ROI is proven. 

· RFID - over the next 3-5 years, RFID will become important in supply chain management, but has several obstacles in cost and standardization of technology to overcome before it becomes standard. Wal-Mart will move the technology forward with its mandate to its top 100 suppliers by 2005 for case and pallet level tracking. Item level adoption is probably five years away. 

· Supplier Portals are currently in early stages at most customers and although the reduction of sourcing costs and supplier management costs is a positive thing, most implementations are going slowly due to poor usability and bad architecture. Few portals have all elements necessary for success: BOM, RFQ, supply chain collaboration, supply chain execution (visibility), settlement (invoices and payments), quality management, and performance management. 

· Business Process Management - Designed to model business processes and manage the workflow of these processes across multiple independent applications, these products are intended to work across the enterprise to interact with transactions and workflows within other systems

· EDI INT AS2 - Retail and CPG companies are quickly shifting to EDI INT AS2. Of the names working with EDI INT AS2 today, Wal-Mart, Meijer, Army & Air Force Exchange Service (AAFES), and Lowe’s are some of the biggest already using it, and more companies plan to deploy it this year.

· Small/Midsize Enterprises are a focus for big-firms like Microsoft with IBM following through a brand called “Express” 

Private Label Sales

For retailers, well-executed private label strategies are a one-way ticket to profitability in a new retail economy characterized by sluggish, if not declining, apparel sales. Upscale retailers have been turning to private-label apparel and away from name brands to avoid costly designer fees and offer merchandise at lower prices. Federated's house brands accounted for 16% of its department store sales in 2001, and that number is expected to grow. J. C. Penney Corporation has been getting almost half of all sales from private-label merchandise.

Private label may started out as a low-priced, higher-margin solution, but the category's success has taken on a life of its own, a great life that’s motivated retailers to start behaving like national brands. Successful private labelers know that brand strategy extends beyond slapping a cool logo on semi-fashionable product, which is why many of them are paring down the number of lines. Middle-of-the-road retailer Sears has tightened the scope of its private-label portfolio by dumping several of its under-performing in-house brands and replacing them with a single line called Covington. Retailers are now having to deal with issues like sourcing, distribution, image-driven (not price-driven) marketing, brand-building, technology solutions, all behind the- scenes operations enabling a retailer to efficiently and effectively support the launch and evolution of a lifestyle offering. Therefore, paring down lines is the first step toward creating focused product for a particular consumer and then concentrating efforts on communicating that product’s message.

While private label is hot, most agree that it will never constitute the bulk of a department store’s branded offerings. Why?

· No returns

· Normally, if Liz Claiborne doesn’t sell, retailers are used to returning it to the vendor, reducing the overall risk

· Hidden costs of generating your own brand

· Lack of markdown money

· Lack of vendor support 

· Turning off fashion-minded consumers.

For most retail players, the percentage of brand market share hovers between 15 to 25 per cent. While this share may be larger than in the past, it doesn’t look like well-known national brands will be seriously impacted any time soon. That’s not to say, of course, that apparel companies don’t need to evolve with the business climate and create strategies that allow their brand portfolio to extend to meet the needs of more consumers who shop across multiple channels. 

What this means for most high-end brands is creating a lower-price, higher value label for mass merchants. Take Jones Apparel Group, which has created Nine & Co, an offshoot of its Nine West brand, specifically for midrange department stores like Mervyn’s and Kohl’s. The label, like its upscale sister Nine West, includes line extensions beyond women’s wear such as handbags and mix-and-match jewelry.

The bottom line is this: A hot label translates into intangible, transportable wealth creation with perceived value by consumers. Today’s customer has too many choices to settle for less than what they want. Shoppers don’t care who owns the brand, whether it’s manufacturers or retailers, in fact, most of them don’t know. 

Retailer Top apparel private labels

Dillard’s: Preston & York, Westbound, Bechamel, Roundtree & Yorke, Copper Key, Murano, Allison Daley, Daniel Cremieux, and Cabernet

Federated:  INC, Charter Club, Alfani, Style & Co

JC Penney: Arizona Jeans Co, St. John’s Bay, Stafford, Worthington, and Delicates

Kmart:  basic editions, Joe Boxer, Jaclyn Smith

Kohl’s: Genuine Sonoma Jean Company, Croft & Barrow, Bay Area Traders, and Bodysource

May: i.e. Valerie Stevens

Nordstrom: Classiques. Entier, Halogen, Nordstrom 

Sears: Covington, Land’s End

Target: Mossimo, Todd Oldham, Liz Lange, Cherokee

Wal-Mart: Faded Glory, Kathie Lee Gifford, Mary-Kate & Ashley

Continued Offshore Trend

The number one maker of brand-name apparel, Levi Strauss & Co., has moved virtually all of its production overseas where labor costs are cheaper and environmental regulations are not as strict as in the US. At VF Corporation, the world's leading jeans maker, more than 80% of its products are made in Latin America and Asia. These are just two examples of why the apparel manufacturing market in the US is all but non-existent, and with textiles manufacturers also moving offshore, that industry will also see a deep decline over the next three years. The US Textile Industry lost 8900 jobs in July of 2003, which doesn’t include the Pillowtex shutdown that will include layoff of 7000 workers. Westpoint Stevens is also in Chapter 11 and continues to push more business overseas as price points for bedding are put under pressure. 

Although technology providers would like us to believe the users are sourcing from many different countries and suppliers, in reality, the trend in retail is towards setting up strategic relationships with specific suppliers, reducing the need for auctions and RFQ functionality, and more focus on supplier facing portals and technologies to streamline the communication and collaboration with strategic partners.

Decline of Anchor Department Stores

Penny-pinching in the most recent recession has changed where and how customers shop. Sales at Wal-Mart, the world's biggest retailer rose almost 15% in 2001. At fellow discounter Target, they climbed 8%, and at Kohl's they shot up almost 22%. Conversely, Federated Department Stores, the biggest upscale retailer in the US, has seen sales drop 15%. The May Department Stores Company (Lord & Taylor, Foley's) and Dillard's have also been stuck in sales slumps with May recently announcing the closing of a significant number of it’s Lord and Taylor stores. Discounters have been undercutting their high-end rivals on name-brand apparel, forcing them to take a more democratic approach.

In the UK, department store mainstays, such as Marks & Spencer, have been steadily losing ground to cheap-and-chic rivals NEXT, H&M, Hennes & Mauritz, and Inditex's Zara. Like its American counterparts, Marks & Spencer is focusing on its own brands to regain market share. In Japan, the nation's worst recession in 50 years is sending money-conscious consumers to discount chains. Fast Retailing has presented an overseas success story, with the rising popularity of its Uniqlo (affordable casual wear) stores.

Competition from abroad may also threaten American retailers. The influx of style-conscious, low-cost chains, such as Sweden's H&M and Spain's Zara (also known as the European Gap), is increasing the choices for the trend-minded shopper. In the battle for tightly held consumer dollars, sheer size is no longer enough; the players in the apparel industry will need to look to innovative and original business models to stay in fashion.

Decline of Luxury/Designer Brands

Customers don’t just want a label, as they did in the 90’s, they want value and quality. In addition, customers are savvy shoppers and wait for things to go on sale. Visible logos aren’t as important, consumers want individuality. Consumers are mixing designer brands with non-designer clothes. Now, it’s not just about the item or the label, but about the entire shopping experience and luxury brands are having to up the ante of their stores and customer relationship programs to meet this need. Consumers will buy goods anywhere- discounters, mass-merchants, online and this is proving challenging for luxury brands that were used to their customers wanted the exclusivity of up-scale department stores or flagships. 

Discounters are responding to consumers needs by bringing in designers such as Target with Todd Oldham, Cynthia Rowley, and Mossimo and Martha Stewart’s success at Kmart. Consumers are looking for a great value- combining the need for great design and quality at a great price.

Consolidation

Consolidation of brands and retailers will continue to occur

· Nautica bought by VF

· Sears acquired Lands End

· Calvin Klein bought by Phillips-Van Heusen

· Liz Claiborne bought Travis Jeans (Juicy Couture)

· Ellen Tracy (brand)

· DKNY Jeans (license)

· Kenneth Cole Women’s Sportswear (license)

· Gucci owns Alexander McQueen

· Christian Dior owned by LVMH

· Continued licensing

· Calvin Klein- Kellwood designing better women’s sportswear and dresses

· Liz Claiborne- Kellwood producing dresses

Combination of Mass Merchants and Grocery

In 2001, Wal-Mart surpassed Kroger as the largest grocer with 53 Billion in grocery sales. According to the ACNielsen study, supercenters and dollar stores are showing gains both in the percentage of households who shop in those channels and in the number of trips consumers take to them each year. Among supercenters, Wal-Mart has been especially successful at converting grocery-store customers to Wal-Mart customers. An analysis of ACNielsen Wal-Mart Channel Service data shows much of the retailer's supercenter sales growth coming from traditional grocery-store shoppers. While 7 percent of 2001 Wal-Mart Supercenter sales growth came from new shoppers and 21 percent came from existing shoppers who increased their Wal-Mart Supercenter spending, the majority -- 72 percent -- came from a direct shift of dollars that had previously gone to other channels. It is important to note that the degree to which Wal-Mart is gaining at the expense of the grocery channel is actually somewhat less than would be expected. 

The grocery retailing industry is evolving from a highly fragmented landscape of small regional chains to three levels of strong players: multinationals spanning several countries (Carrefour, Royal Ahold, Wal-Mart); nationals with holdings in only one or two countries (J Sainsbury, Kroger); and strong regional chains that better serve their local markets (H. E. Butt, Meijer). All share a common goal: defending their turf from Wal-Mart.

3.5. What the Retail Trends mean for QRS

The Wal-Mart Factor - Department stores may follow Wal-Mart in using non-traditional EDI options such as AS2 in their long-term strategy. Although QRS has an AS2 offering, we have to focus on educating our customers on this option and successfully winning this business from pure-players. QRS also has the opportunity as Wal-Mart pushes through the use of new technology to vendors to increase our move into new markets as well as continue to expand business with existing vendors by providing timely compliance with industry standards. 

Offshore Manufacturing And Private Label Sales - Although the trend towards offshore Sourcing could help QRS’ applications sales, there is a trend towards continuing to outsource this to agents and major manufacturers overseas. This may preclude the need for advanced RFQ, bidding, and costing functionality as many companies may need purchase order and tracking functions only and may rely on ERPs to do this. In addition, 3PLs, agents, and manufacturers are adding visibility portals to add value to their services, which may reduce the need for these types of services. 

Consolidation Of Vendors - As vendors consolidate, they will spend a lot of time working on consolidating companies and not focusing on buying new technology until the dust settles, this could extend our sales cycle for applications like PIM. However, it could also offer an opportunity for us to help them with a major data synchronization effort that will be required by the consolidation. It’s imperative that the awareness and confidence in QRS as a reliable provider of these products and services is well established in the vendor community. 

Trend Towards Outsourcing – “Managed – Catalogue” - The trend towards consulting and outsourcing services is a positive one for QRS and one we can leverage through our “Managed-EC” offering. QRS may have an opportunity to manage the data content in existing data pools on an outsourced business model. By providing options for vendors to outsource currently in-house services and be able to communicate with trading partners of all sizes and technological abilities aligns with the vendors needs to reduce overhead, and focus on their core strengths. The business opportunity here, might be using our TCM capabilities as a basis for gaining new business by managing the implementation of compliance programs for key retailers.
3.6. Catalogue Competition

Catalogues

As with Exchange, the most serious competitive threat for the Catalogue at this point is GXS. They have created a catalogue that matches or betters ours from a feature/function standpoint and offer it at rates approximately 30% lower than ours. Our current advantage rests on the fact that we had a head start in this market (we essentially created it 10 years ago) and were able to build significant market share (approximately 60-70% of the GM&A market) based on the lack of competition and mandates from retailers. Given the amount of time these customers have been integrated with our Catalogue, inertia plays a large role in our ability to keep them.  

The other area that threatens Catalogue is the entry of new players into this market. Companies like Transora and some of the exchanges have morphed themselves into catalogue models. While their focus has been on CPG and grocery, their affiliation with UCCnet and attempt to grab as much supplier traffic as possible will most likely lead them into the GM&A space due to the number of customers already doing this. The inherent risk is that they take the market share strategy and attempt to enter GM&A by undercutting the incumbent providers. This is a very realistic scenario and must be monitored closely.

AMR Analysis (August 2005)
Consider the following:

Transora--At its Retailer Immersion Day, designed to let manufacturers educate retailers about the importance and benefits of data synchronization, the clear message was that manufacturer efficiency increases in this area only when more retailers migrate from legacy point-to-point data links to receiving information through the operating GDSN. Building on its leadership position as the supplier’s key data pool, Transora now markets its product to the retail community, signing on Kroger and Publix as early adopters.

The Takeaway: Recognizing that data will be synchronized among various data pools within the network; members have pushed Transora for interoperability with other data pools such as WWRE, helping to drive industry-wide data synchronization.

UCCnet--The long-awaited split between the global registry service and the hosted data pool has finally been finalized. UCCnet will no longer manage the global registry--management is being turned over to EAN/UCC. That means that UCCnet is now a U.S.-only data pool. While only 7 retailers are currently live on UCCnet’s

data pool product, 32 retailers are subscribers, and the not-for-profit organization is confident it will capture significant market share, especially by targeting small to midsize retailers that have been slow to adopt standard data synchronization technology. Product Information Management (PIM) software vendors that

were previously UCCnet certified will continue to be interoperable, and the Drummond Group remains the third-party certification provider. The Takeaway: This split is no surprise, but UCCnet will quickly have to make up for the lost revenue from the global registry service by winning head-to-head retailer deals with data

pool competitors. Relationships and interoperability with retail-focused PIM vendors will help it gain further traction in Retail.

WWRE--By the end of 2004, approximately 20 retailers will be live with WWRE’s data pool, supported by large, fast-moving consumer good retailers such as Albertson’s and Safeway, which have reaffirmed WWRE as their data synchronization provider. To enhance the base products, WWRE has teamed up with AC Nielsen and UDEX to provide a data quality program that ensures operational product data is accurate at all times. UDEX has made a strategic decision to exit the data pool market and focus on its core competency of data quality by providing such services directly to suppliers and retailers and through partnerships such as WWRE. The Takeaway: Synchronizing dirty data among trading partners amplifies the problem and negatively affects the business. WWRE’s incorporation of data quality processes into its synchronization lowers the risk of moving dirty data among trading partners.

GXS--In addition to the aforementioned data pools, retailers and suppliers have the option to partner with non-consortium data pool providers such as GXS. GXS operates country-specific data pools such as EANnet in Australia and ECCnet in Canada, along with others around the world. Besides GXS-operated data pools,

There are several country-specific data pools that will interoperate under the complete GDSN vision, including SINFOS in Germany and EAN Belgilux. The Takeaway: Retailers and suppliers need to be cognizant of the specific interoperability provided by their data pool partner, particularly if there are global integration requirements.

Catalogue Substitute Threats

The largest threat of substitution to our catalogue is behind-the-firewall software  such as a Product Information Management Tool (e.g., Impact) that can handle content management and maintain item information. This software can then be used in conjunction with global registries to collaborate with trading partners. This threat would primarily be focused upon larger companies that have the resources to purchase and manage this on an ongoing basis. Small and medium-sized companies will most likely continue to use hosted catalogues such as ours.

Our own Impact product may be a direct competitor for our “Hosted Catalog” service. We may choose to mitigate that by:

1. Making all versions of Impact capable of uploading to QRS Catalogue.

2. Making Impact have a “seamless” integration for both uploading, and downloading the QRS Catalogue.

3. Requiring all version of Impact to use Catalog as the connection point to all other data pools ( through UCC interoperability ). This feature will populate our current catalogue with all items from users of Impact.

4. Providing the business rules and attributes in Impact that fit the specific requirements of various standards.
5. Being the vendor of choice for a PIM solution that inter-connects with WWRE and Transora. Therefore putting our footprint in-between the client and the other data pool vendors.
3.7. Pricing & Revenue

Catalogue Market Trends

QRS Catalogue Pricing Trends – The days of the QRS Catalogue monopoly are quickly coming to an end. Competitive issues from like companies (i.e. GXS) and new entries (i.e. Transora) in conjunction with a saturated and consolidating GM&A market are restricting our ability to maintain high margin pricing as we have in the past. The competitive situation faced by the Exchange products and services will become an issue for the Catalogue in the immediate future. In fact, for the first time ever, the catalogue revenue is forecasted to decrease on a year-over-year basis (by about 10% in 2003). Today and in the past, we have been able to charge on a variable model based on number of partnerships and transactions. Going forward, the market is moving away from this model and more to a subscription basis that will allow for unlimited usage at a flat rate per month or year. Nothing has changed to date but that may have to change in the near future (6-18 months).

Current pricing policy
Pricing for QRS Catalogue is based on a transaction model, based primarily on monthly trading partnership fees and record fees in addition to some assorted one-time fees.  The bulk of the QRS Catalogue revenue comes from the monthly trading partnership fees.  There are several pricing plans which are separated between vendors and retailers and segmented roughly by amount of use of the Catalogue.  The standard priced offering for QRS Catalogue is as follows:

Standard Vendors

· Trading partnership fees 

· Tiered from $180 to $60 with Std Retailers

· Tiered from $85 to $60 with Web Retailers

· Record fees ($0.03 per item add/change/delete)

· $180 monthly minimum

Low volume vendors

· Maximum of 250 UPCs in catalogue

· Can choose from one of two options:

· Option 1: $2.50 per UPC

· Option 2: $25 per trading partner

· No monthly minimum fees
Standard Retailers

· Trading partnership fees (tiered from $25 to $5)

· Record fees ($0.03 per item export)

· Image fees ($5 per image export)

· $2500 monthly minimum TP fee

· $69 Catalogue Base fee (EDI)

Web Retailers

· Maximum of 100 trading partnerships per month

· Trading partnership fees

· Tiered from $25 to $10

· $50 per TP for exceeding 100 TPs/month

· Record fees ($0.03 per item export)

· Image fees ($5 per image export)

· Monthly fee of $70

· $69 Catalogue base fee

· No monthly minimum TP fee
Real-time Retailers

· Interface installation kit ($15,000)

· Monthly maintenance fee ($725)

· Catalogue base fee ($69)

· Trading partnership fees (tiered from $25 to $5)

· Record fees ($0.03 per record export)

· Image fees ($5 per image export)

· Monthly minimum TP fee of $2500
Further details and specifics on each of these pricing plans are available on the price sheets available on Sharepoint:

http://sharepoint/C14/Collateral/default.aspx
Catalogue Revenue Analysis

This table shows the results of the last 12 months of revenue in the catalogue business, along with the related revenue from hub related trading partners, and the related TP charges.

	Hub Name
	Total Billed Revenue - Last 12 Months
	Total Billed Catalouge Revenue - Last 12 Months
	Total Hub Revenue - Last 12 Months
	Total Hub Catalouge Revenue - Last 12 Months
	Total TP Count - Last 12 Months

	DILLARD'S DEPARTMENT STORES
	659,316
	135,000
	6,455,727
	1,969,707
	12360

	FEDERATED DEPARTMENT STORES
	64,150
	303
	5,740,764
	2,847,036
	20824

	JC PENNEY
	98,391
	0
	4,006,918
	735,133
	5050

	KROGER
	3,924,120
	-200
	3,969,319
	-200
	0

	SEARS ROEBUCK & CO
	229,921
	81,277
	3,481,793
	230,157
	1128

	SAFEWAY
	3,350,512
	0
	3,218,474
	0
	0

	Albertsons
	1,877,626
	0
	1,877,627
	0
	0

	KELLWOOD COMPANY
	830,381
	220,980
	519,550
	79,809
	947

	VF CORPORATION
	971,439
	256,603
	506,641
	47,723
	3362

	LIZ CLAIBORNE STORES
	656,278
	238,634
	387,889
	107,004
	1577

	WALMART STORES
	220,565
	0
	275,922
	0
	0

	SARA LEE INDUSTRIES
	1,088,994
	274,459
	193,831
	39,329
	1659

	LEVI STRAUSS & CO
	292,698
	84,457
	178,392
	19,226
	432

	WARNACO GROUP INC
	427,244
	245,754
	157,117
	19,639
	1665

	LOWE'S COMPANIES INC
	108,237
	0
	110,995
	0
	0


This chart reflects the overall statistics for the last 5 years
	Year
	Vendor Count
	Retailer Count
	QRS Catalogue Revenue
	Trading Partnership Revenue

	2000
	
	
	
	

	2001
	
	
	
	

	2002
	
	
	
	

	2003
	
	
	
	

	2004
	
	
	
	


Notes: 
This is an analysis by QRS customer type
	Type
	Vendor Count
	Retailer Count
	QRS Catalogue Revenue
	Trading Partnership Revenue

	Standard Vendor
	
	
	
	

	Small Vendor
	
	
	
	

	Standard Retailer
	
	
	
	

	Web Retailer
	
	
	
	

	Real-Time Retailer
	
	
	
	


Notes: 

Competitive Catalog Pricing 

This need details on our major competitors pricing (Fassberg & ??)
Proposed Catalogue Pricing Changes

The pricing model for catalog has some perceived in-equities.  The small vendor currently has no minimum monthly fee.
3.8. Business Opportunities in GM&A Market

Market size & Opportunity
Bain study estimates that the QRS Share-of-Wallet (SOW) is 75%. This means that approximately three-quarters of our customers are using QRS for all of their Exchange and Catalogue services (i.e. no other providers are in the mix). Bain has also estimated that QRS could potentially gain another $20-40 million in additional revenue from our core market for Exchange and Catalogue. However, it would probably take around three years to accomplish this and would involve tactics such as takeaways from competitors, cross-selling, etc.

Key Players

This Industry encompasses companies that design, manufacture, and sell clothing, footwear, accessories, and Misc. general merchandize for men, women, and children.  The top ten list of retailers and vendors : 
	No
	Player
	QRS Rev
	Catalogue Rev
	TPs
	TP Rev

	1
	Federated
	
	
	
	

	2
	Sears
	
	
	
	

	3
	JC Penny
	
	
	
	

	4
	Dillards
	
	
	
	

	5
	Sara Lee
	
	
	
	

	6
	VF
	
	
	
	

	7
	Levi Strauss
	
	
	
	

	8
	Liz Clairborne
	
	
	
	

	9
	Kellwood
	
	
	
	

	10
	Warnaco Group
	
	
	
	


Competitors

The top competitors to QRS Catalogue for general merchandise and apparel customers are Global eXchange Services, Worldwide Retail Exchange and SPS Commerce:

Global eXchange Services (GXS)

· Large database of 60,000+ items

· Large customer base of ?????? vendors and retailers, including Target

· Recent wins of Gotchalks and Kohls against QRS

· Split mandate with May Co, JC Penney and ???????

SPS Commerce:

· More than 200 total customers, but only four retailers using Catalog service (Foot Locker, Kmart,  Olympia Sports, West Marine) use the Catalogue service

· Small and medium business solution

· Caters to softlines and hardlines suppliers

· Flexible data input for suppliers (EDI, web, Excel)

· Flexible data output for retailers (EDI, flat-file, XML)

WorldWide Retail Exchange

· Founded by 17 leading retailers

· Supported by retail industry investment from 62 members including Royal Ahold, Walgreens, CVS, Best Buy, JCPenney, Albertsons and others.

· Targeting the needs of global trading partners

· WorldSync partner program with 6 partners to help vendors on-board data

· Does not support EDI data transfer

Competitive Differentiators

Sales Tactics per Competitor
Pricing of Products & Services

3.9. Business Opportunities in Hardlines & DIY Market

Market size & Opportunity

Key Players The Home Improvement Industry includes companies that manufacture small, hand-held tools, including hand-operated and power tools, as well as companies that operate hardware and home improvement retail stores.

	No
	Player
	QRS Rev
	Catalogue Rev
	TPs
	TP Rev

	1
	Home Depot
	
	
	
	

	2
	Lowe’s
	
	
	
	

	3
	Castorama
	
	
	
	

	4
	Kingfisher
	
	
	
	

	5
	Menard
	
	
	
	

	6
	TruServ
	
	
	
	

	7
	Tengelmann
	
	
	
	

	8
	Ace Hardware
	
	
	
	

	9
	Do It Best
	
	
	
	

	10
	Praktiker
	
	
	
	


Competition
The top Catalogue competitors for Hardlines vendors and retailers are Transora, UCCnet, and Sterling Commerce

Transora

· Industry exchange supported by large CPG vendors

· Supports supply-side and demand-side datapool functionality

· Retail customers include Kroger and Publix and a dozen others

· Preferred Home Depot data sync partner

· Vendor customers include Coke, Pepsi, P&G, J&J, Kraft, Sara Lee, Gillette and several dozen other large companies

· Full UCCnet certified Solution Suite

· GDSN Source Datapool approved

· Target industries include CPG, Grocery and Hardlines

· Registered over 100,000 items with UCCnet

UCCnet

· More than 3700 trading partners

· More than 40 certified solution partners to help drive implementations and trading partner subscriptions

· Deep industry support due to ties with EAN and UCC

· Wal*Mart, Home Depot, Lowe’s, Ace, and Wegmans’ mandates (among others) are driving vendor subscriptions

Sterling Commerce

· Recently acquired TR2 for PIM solution and hosted datapool

· Traditionally used as an EDI translation and VAN provider

· Full UCCnet Solution partner for hosted catalog, PIM software and implementation services

· Wholly owned subsidiary of SBC Communications

Competitive Differentiators

Sales Tactics per Competitor
Pricing of Products & Services

3.10. Business Opportunities in Grocery Market

Market size & Opportunity

Key Players 
This category encompasses grocery and supermarket retailers, wholesalers, convenience stores, and drug, health, and beauty retailers.

	No
	Player
	QRS Rev
	Catalogue Rev
	TPs
	TP Rev

	1
	Wal-mart
	
	
	
	

	2
	Carrefour
	
	
	
	

	3
	Royal Ahold
	
	
	
	

	4
	Kroger
	
	
	
	

	5
	METRO AG
	
	
	
	

	6
	Albertson’s
	
	
	
	

	7
	Safeway
	
	
	
	

	8
	REWE-Zentral
	
	
	
	

	9
	Tesco
	
	
	
	

	10
	ALDI
	
	
	
	


Competition
The top Catalogue competitors for Grocery/CPG vendors and retailers are Transora, UCCnet and WWRE.  Highlights are as noted above
Competitive Differentiators

Sales Tactics per Competitor
Pricing of Products & Services
3.11. Business Opportunities in Europe
The current QRS view of Europe breaks the European Market as a whole (using the US definition of Europe, which includes the UK) into three broad market segments; the English, German, and Latin segments. The various countries in Europe, and more specifically, the locales, are grouped into these three large segments based on common qualities and affiliations. Generally, the locales within each of these segments share a common level of sophistication, common language preferences, and common economic ties. 

German Segment: This segment includes the German speaking countries (Germany, Austria, and Switzerland) and the Eastern European countries, all of which look to the German economy as the keystone of their own. This segment is the largest and wealthiest of the three with a reasonable level of technological acceptance, and with a moderate level of competition. 

Latin Segment: This segment is dominated by the French economy (but includes Spain, Italy, and Greece), especially when discussing the technology sectors. This segment is nearly as large as the German segment and, importantly, contains the world’s giants of retailing. The extremely large “hyper-market” retailers of France dwarf other retailers and represent a huge opportunity for QRS. Frustratingly, for most companies approaching the French marketplace, the French culture strongly resists penetration by “foreign interests” and requires a deliberate and thoughtful approach. This market, more than most, requires globalization of any product before it is going to be successful. 

English Segment: This segment includes the UK and the Scandinavian countries, but is dominated by the economy of the UK. The English Segment is the smallest of the three but has the highest acceptance of technology. As a result, the technology sectors tend to be receptive to American companies, but are hotly contested with intense competition.

QRS Feature/Function Requirements

To compete effectively outside of the United States, QRS needs to add globalization and localization features to the QRS Catalogue which allow customers to import, modify and export data from the QRS Catalogue in languages other than English.  The features and functionality required for this are:

· Internationalization & Extended Character Set Support
· Localization & Local Language GUI Support
· Global EDI data standards support
These features are discussed in more detail in section 7.5 below.
3.12. Overall Financial Review

4. Planning Issues
The purpose of this section is to describe the many factors that may influence the decisions to be made. This section, along with the section describing the specific feature/functions should provide the basis for a good understanding of this fairly complex subject.

4.1. Common Requirements

While each of these target markets has their own set of unique needs for data synchronization, there is a common set of functionality that many segments share.  This is a key reason for the strong desire in creating global standards for the item and price communication within electronic commerce.  As initial fragmentation by industry sector gives way to more global trade and multi-segment retailing, companies are becoming more involved in electronic item synchronization, and are refining the global standards to better address their unique needs.

· Flexible upload and download of information

· Flat-file upload and download (CSV or XLS)

· Printing from UI

· Full GTIN-14 compliance

· Retailer-specific GTIN filtering (primarily for GM&A)

· Enhanced Internet connectivity options

· AS2 and AS3 inbound and outbound support

4.2. Catalogue at “full-parity” 

Within existing GM&A Markets

· Retailer-specific compliance

· Configurable validation rule engine

· Rule-sets (by industry or retailer)

· Functional parity between Catalogue versions 

· 832 request/response

· Item and catalogue level replace functionality

· Selection code flipping

· Date propagation within a PID

New Industry Segments in NA

· GDSN connectivity

· GDSN datapool certification 

· Party synchronization

· Price and promotion synchronization

· Complex media support

· Images and other document types

· Support for various non-standard attributes

International expansion

· Full product globalization and localization 

· Support of extended ASCII character set within all interfaces for full round-trip of data

· Multi-lingual interface support

· Multi-lingual data storage and retrieval

· Support for international standards

· Inbound and outbound PRICAT support

· Addition of locale-specific attributes

· Support for compound key (GTIN+GLN+TM)

· Target market-specific attribute values
Competitive Issues

Feature / Functions

Competitive Differentiators

Attribute Requirements

Engineering Estimates

“Ready-2-Market” Issues

“Ready-2-Sell” Issues
4.3. Catalogue support for GDSN Datapool functionality

GDSN Datapool certification

· Synchronization list maintenance

· CIS messages

· Party registration

· Validation rule processing

· CIN messages

· CIC messages

· XML inbound data load by vendors

· Acknowledgements and new error messages

· Updated RCIR messages (only 8 attributes)

· Support for EAN-UCC Code Lists

· Support for GPC classification
· Support for Candidate attribute extensions
Additional functionality

· Support for compound key (GTIN+GLN+TM)

· Target market-specific attribute values

Attribute Requirements

Engineering Estimates

“Ready-2-Market” Issues

“Ready-2-Sell” Issues

4.4. Vendor Compliance Mandates

Wal*Mart
Wal*Mart is currently mandating that all vendors synchronize data with them through UCCnet.  It is expected that as the GS1 Global Registry gains momentum that they will accept vendor data through any certified GDSN datapool as an option to UCCnet until such time as the GDSN is the predominant network at which point they may change their mandate to purely GDSN datapools.  

The attributes that Wal*Mart requires through UCCnet are simply the set of 35 minimum mandatory attributes.  As a certified UCCnet solution partner, QRS supports all of these attributes and can thus meet the WalMart mandate for any Wal*Mart vendor.
J.C. Penny’s
We need more info here !!!!!

Federated
There are several validations that vendors’ data must successfully pass in order to synchronize data with Federated.  For example, they require that vendors supply valid NRF color and size values for all items, and that various other guidelines are met.
Retailer Specific Functionality and Attribute Requirements

4.5. UCC / GDSN / UCC Global Registry / GS1 Global Registry / EAN
The industry is looking forward to a “trading partner” network based on the premises of UCC standards. These standards and there implementation are subject to continuing change and development. QRS has a need to develop the QRS catalogue to effectively compete in this space.

Therefore, the following three charts are descriptive of the overall capabilities being planned for QRS Catalogue, and Impact.

Current / Past Environment

Most of our customers have been acquired through a “Hub-Spoke” business model where QRS worked with the major retailers to implement “trading partner” relationships. In the beginning QRS was the only viable provider of such services in the GM&A market. These “trading partner” relationship require both partners to access the QRS Catalogue, and for the supply-side customer to load the data. QRS derived revenue from both storage, and access fees.
Current UCC Environment
The current UCC environment is being replaced with an updated model as this document is being written. The inherent flaws of a system designed by a committee, and operated by a committee are apparent. The lack of definition and direction, have led to numerous delays, and uncertainty, and therefore frustration with the progress so far.

QRS is certified as a UCCnet Full Solution Suite on version 2.3 of UCCnet, which allows QRS to represent “Connectivity” & “Compliance” to our customer base. Because of the uncertainty and doubt demonstrated, UCC has moved on to the next conceptual model.
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This is an accurate model of the environment that we are positioned to participate in today, and specifically with the implementation of GTIN Sunrise 2005. The issues to point out are:

1. QRS is not positioned well relative to some of our competitors

2. QRS Catalogue can be an on-ramp to UCCnet

3. Impact / QuickSync can be on-ramps to QRS Catalogue, and on to UCCnet

Proposed GS1/GDSN Vision
This conceptual model allows a number of standards compliant catalog service providers with the ability to offer “datapool” services, not provided for in the first implementation of UCCnet.  This conceptual model is targeted for August, 2004. The implications of this diagram are:
1. That two of our competitors have a strategic advantage, as standards compliant data pools, and they are inter-operable. QRS may be in a position where its direct competitors have a “cost-advantage” as well as a feature/function advantage.
2. It is questionable as to the veracity of these capabilities, and the ability of UCC to bring these capabilities to market. At this time there is no revenue being developed.
3. That QRS Impact can be used as an enabling tool for GS1/GDSN and UCCnet
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Future QRS GDSN Vision
This diagram represents our current understanding of our vision of where QRS needs to take our products and services.  These products and services are still under development. but this is the vision of what we need to continue in our dominant position. The implications are:

1. That QRS Catalogue is a standards compliant datapool, supporting full interoperability with other datapools.

2. That QRS Impact has a standards compliant PIM, with features allowing for full connectivity with:

a. a trading partner using a peer-peer approach 

b. a competitive data pool
c. the QRS catalogue.

3. That a large number of QRS customers will continue to use the “hosted” catalog services. This will happen for any number of reasons, mostly just organizational inertia.

 [image: image5.jpg]Standards Compliant Data Pools with interoperability

é@ s

PIM Based Systems

Retailer
d O

Legacy Systems with Connectivity Tools

112

QRS Hosted Catalogue Customers





The real question - “what are the standards?”.  These standards are subject to many iterative changes, some driven by specific retailer mandates, some by the reality of the work that needs to be done by the trading partners. It is in QRS’s best interest to continue to be actively involved in developing standards, implementation of those standards and looking for business opportunities.
Vision vs. Reality

The current customer base is moving slowly toward implementation, without going into specifics, it is safe to say that the progress will be slow and deliberate. The need to have groups of “trading partners” adopt the standards will be driven by economic need. QRS can do little to “drive” adoption, but QRS should not be in a position to “delay” adoption.
At this time, with the ability to provide GTIN / Sunrise 2005 capabilities, we should be in a position to support “adoption” by our customers. The financial impact on QRS of this adoption, may have some positive effects, however it is clear that not supporting adoption would result in “lost” business.
Competitive Issues as a Data Pool
The basic issue is the “Business Model”. It is very clear in our current business model, that our customers (both supply and demand) pay us for “Trading Partner Relationships”, and “access”. In the “interoperability model” it is not so clear.

There are a number of questions, such as:

1. “Who” owns the revenue derived from the storing data in the catalog. ?

2. How does QRS make money by “sharing data” or interoperability ?
Feature / Functions on Supply Side
Feature / Functions on Demand Side

UCC / UCCNet / EAN-UCC Programs & QRS Positioning

Competitive Differentiators
One possibility is to improve upon the basic store and forward metaphor (asynchronous) currently designed into the GS1 solution. Their may be a competitive advantage to providing real-time services in a synchronous way.

Specifically since the current GDSN implementation allows for recipient data pools to poll/receive/store data from source data pools, at no cost to the recipient, why not try to sell recipient services that are based on real time types of technology, thus delivering a better technical solution than any of the existing data pools like WWRE, or Transora.
Attribute Requirements

Engineering Estimates

“Ready-2-Market” Issues

“Ready-2-Sell” Issues

4.6. Hardlines, DIY, Mass Merchants, & Grocery 

Business Drivers
These markets have a fundamental difference in the business drivers from the GM&A market. The driver for data synchronization in this market is pricing & promotions, with item data synchronization being a close second. 
The complexity of the management of prices and promotions leads many vendors, and retailers to have complex internal systems to prepare to track the information. There appears to be a low level of commonality in the business practices across vendors, and retailers.

This is a wide open opportunity for QRS to participate with the standards bodies, and industry groups to provide solutions for a very common problem. It appears that UCC and other industry groups have not met expectations in this market place.
Competitive Issues

Feature / Functions 
Competitive Differentiators

Attribute Requirements 
Engineering Estimates

“Ready-2-Market” Issues

“Ready-2-Sell” Issues

4.7. Integration of Impact & Catalogue

Competitive Issues as a link to Global Registry

If the Global Registry starts to gain traction, it has the potential to minimize the competitive advantage of QRS Catalogue.  In this scenario, QRS could emphasize the use of Impact as a link to the Global Registry as a way to offset the erosion in Catalogue’s importance.  This could be particularly important for non-Catalogue customers.  Impact could be positioned as an “agnostic” interface to their trading partners.  For customers of the hosted Catalogue, the link to the Global Registry could be provided either directly from Catalogue, or from Impact.  

Opportunities:

Pain points that QRS can address:  

· Uncertainty regarding UCCNet, data pool roles versus global registry as well as retailer mandates

· data validity and data “cleanliness” 

Threats:

· “Me too”: Other data pools could similarly position their respective PIM offerings as links to global registry.    

· What additional value would Impact have for existing hosted catalogue customers?  

Competitive Issues using Catalogue as a Data Pool

Impact can be positioned to collect, clean and syndicate to Catalogue and on to trading partners or to other data pools.  This could particularly attractive for firms not interested in hosted solutions or for those interested in having clean data behind the firewall.  

Impact would be integrated tightly with Catalogue and would therefore provide a seamless interface as well as a richer feature set compared to the connections with other third-party data pools.  Another benefit to emphasize for Impact customers is that Catalogue is the most advanced data pool, particularly with regard to standards compliance.

Feature / Functions 
The primary set of requirements is around a tight integration between Impact and Catalogue.  Some key features would be:

· Impact workflow to incorporate tracking errors/status activity from Catalogue

· Specific Catalogue modifications for Impact (??)

· Different Catalogue pricing for Impact customers? 
Competitive Differentiators

· Tight integration with Catalogue.  Error tracking, alerts, etc.  
· Cleaner data going into Catalogue because of Impact becoming the “single point of truth”.  Reduces the effort required to keep track of data validation errors that Catalogue would otherwise generate.  It is important to underscore the fact that trading partners perceive clean data as being a key benefit.  

· An important issue for Impact customers is that Catalogue is going to be the most advanced data pool with regard to keeping up with standards

Attribute Requirements
Engineering Estimates

4.8. Feature / Function / Attribute GAP Analysis

Competitive Differentiators

Existing/planned catalogue, and our current GM&A customer requirements

Existing/planned catalogue, and Hardlines

Existing/planned catalogue, and Grocery

Existing/planned catalogue, and Specific Competitors
Rankings by Priority within Market

Rankings by Overall Priority

Rankings by Level of Effort

4.9. Critical Issues & Analysis
Rate of UCC acceptance in the QRS customer base

The critical issue in the Catalogue roadmap, is the question of where our customers want to go, and where we are willing to take them. It is clear that  the concept of GDSN has a strong intellectual appeal, and support, but we (QRS) still do not have any major amounts of business being driven through our catalogue/UCC capabilities. That is not to say that our customers are not interested, but rather that we now have the capabilities, and we need to be proactive in developing multi-year plans for UCC based implementations with our key customers. 

Support for UCC (or any evolution of UCC) is a necessity from a competitive posture perspective. We (QRS) should be at least have a competitive offering, and at best, in the GM&A market, become the data pool of choice. We need to support full interoperability with competitive data pools.
Trading Community Management 

Major benefits from UCC adoption will only come with broad participation by trading partners. The “network effect” has a strong effect on the rate of adoption, and lets us have a potential competitive advantage, if we use our strengths as a Trading Community Manager, to help our major hubs achieve their implementation objectives. 
PIM Solutions and Data Publishing Technologies
The biggest reason to have an internal PIM solution is the requirement to have clean data. The concept of a single “point of truth” as the only way to have clean data has very fundamental support across our customer base. This support seems to be very strong in the supply-side, and carries through to the demand-side. We have the opportunity to imbed all of the vendors compliance checks into Quicksync, and therefore the customer will have clean data at the source, for use internally, prior to “publication”.
The next logical requirement is to “publish data” internally, as well as externally. The publishing effort can be through/to public data pools (eg. UCC, Transora, WWRE, QRS) or direct one-one relationships

QRS Catalogue and QRS Impact need to both have the capabilities to support the requirements for “clean data”, and “publishing”.  Catalogue should be our offering to “hosted” customers, and Impact our offering those customers not interested in using our hosted solutions. We need to be open to our customer driven requirements, and be in a position to provide competitive solutions from both Catalogue, and Impact. 
EPC standards & RFID enablement
GDSN / EPC / RFID are not expected to have “quick impact” on trading partners, but these technologies are expected to have long term impact. Implementation is more than just an “IT problem”, it is a “Business Strategy”.

EPC & RFID are / or will be, fundamental drivers in the strategies of customers in the next 5 years. IT spending in this space is expected to result in significant savings in inventory investment, increased velocity of product, and decreased operating expenses. These savings cannot be realized with out the “business strategy” being accepted by both the demand and supply sides of the trading community.
The enablement of EPC & RFID technologies will find it’s strongest support in the CPG & Hardlines markets.
QRS needs to position its product & services offerings to strongly support these efforts through participation in groups, committees, and analytical activities. We need to:

· Actively promote open standards, 

· Publish white papers, 
· Develop a significant amount of Intellectual Leadership.
5. Current Project Outlines

5.1. Mammoth

This project is a minor release implementing development process improvements and additional UCCnet enhancements.  The targeted project completion date is set for early August, 2004.

External Objectives

· Implement Logistical Hierarchies for GDSNconnector

· Add Logistical Hierarchy validation with Catalogue application

Internal Objectives

· Have the cross-functional team fully incorporate, adopt and tailor the XP process

· Implement AIX/9i upgrades

· Implement Replication

· Development build process improvements

· Infrastructure improvements (source reorg)

· Research, investigate and plan for future Catalogue releases

Out of Scope

· Resend publication

· Resend item

· Register/Publish by Sel Code

· Logistical Hierarchy (Reduced Scope)

· Top level node must be orderable (pending)

· Each leg must have a consumable item

· Change orderable from “N” to “Y” initiates message flow

Critical Success Factors

· Support logistical hierarchies according to UCCnet standards 

· Reliable build process delivered upon application working after UCCnet 2.3 Patch release

· Successfully build and deploy each iteration within 4 hours
5.2. Northstar

Overview

The Northstar GA release will allow any 2.0 Catalogue customers to migrate to Catalogue 4.x (GTIN-14 compliant) without impacting their business or their trading partner relationships. The Northstar GA release will be followed by the Okemo GA which will address additional parity issues between 2.0 and 4.0.

The Northstar GTIN-14 Compliance Customer Test release will address three customer facing themes and one internally focused theme:

1.
Realtime Parity:

Target user: Retailers

Availability: GTIN-14 Compliance Customer Test   & GA

Realtime parity is perceived as a road block issue for Retailers who need to migrate to 4.x. This theme will address functional and performance parity so that Retailers can continue with their existing workflows with only a minimal increase in Realtime request times compared to Realtime 2.0.

2.
Compliance checks:

Target user: Retailers

Availability: GTIN-14 Compliance Customer Test – limited, GA - full

Catalogue currently has several different implementations of the same compliance check functionality. The implementations are different based on the interface used and the eventual database location. This theme will add a new extensible compliance check framework to the 4.x catalogue that will initially support three rule sets; 2.0 compliance, more stringent prefix validations and GM&A. The rules that are applied will be selectable by account and will be configurable to either reject or notify non compliant data.

The GTIN-14 Compliance Customer Test   release will only include 2.0 compliance checks but will allow a retailer to view and evaluate the core functionality. The GA release will include the additional compliance checks.

Enhancements to be included in this theme:

· Investigate validation on EAN's (8 and 13 digits) to ensure they begin with the numbers 3-9

· Need to validate vendor data against retailer compliance standards (filters) and provide notification for non-compliant data

· Different UPCs with same color/size codes and same color/size descriptions do not error out as duplicate

· Need to allow for UCC Block ID to be eight digits - both entering and searching block id's

· Federated requesting compliance check for non-832 updates by vendor

3.
Data visibility of 4.0 Vendors by 2.0 Retailers:

Target user: Vendors requiring GTIN 14 support who have trading partnerships with 2.0 Retailers

Availability: GA

Currently data loaded into 4.x either by a native 4.0 vendor or as extended attributes by a 2.0 SEDE vendor are not visible to a 2.0 retailer. This prevents many 2.0 vendors from adopting the 4.x GTIN-14 compliant solution as they would no longer be able to trade with all their trading partners. This theme allows key 4.x data to be seamlessly viewed by 2.0 retailers. 

The 4.x catalogue supports many additional attributes and several comprise of a much richer set of data. Data transformation rules have been defined to transform the rich representation back into the simple 2.0 representation.

This theme will also effectively eliminate the SEDE Vendor as they will become native 4.x users. This should offer significant operational improvements to QRS.

4.
Infrastructure Improvements

Target user: Internal development efficiency

Availability: iterative throughout development cycle

· Early fail install for environment/resource issues

· Upgrade:  Appserver 5.1/JDK1.4

· Build fails early for compilation errors/pl*sql

· Fix environment and build issues with new environment

· Redeploy to another environment without rebuilding

Out of Scope 

· Inbound/outbound flat file support

· GTIN read/output filters:  outbound data conversion preferences

· Update outbound 832 maps for subset download and auto update activity

· Merge 2.0 and 4.x auto update/subscription profile functionality into single point-of-entry

· Attribute Search

· Text file download
5.3. Okemo

5.4. After Okemo
5.5. QRS Data Validations
6. Programs for 2005

6.1. Migration of Catalogue 2.0 to 4.0

This program will be based upon a desire by QRS to move Catalogue 2.0 customers to Catalogue 4.X. This is not a “forced march” but rather a promotion of the new features and functions. We are not sun-setting Catalogue 2.0, but new customers should be directed to catalogue 4.x, and QRS should have a program in place to promote the movement of existing customers to Catalogue 4.x. 
This program should be targeted at our existing customers, as an upgrade effort for 2005-2006. We should position QRS as the GM&A market leader, and promote our new capabilities, features, and functions. Special emphasis should be placed on doing “competitive takeaways”.

This program will include preparing a “Go-2-Market”, “Ready-2-Sell”, and business execution plan. Assignment of resources, Definition of roles, and goals.
6.2. QRS Catalogue in GM&A
This program will involve preparing a very pragmatic plan for upgrading the current QRS Catalogue offering to become a UCC Compliant when the current customer base needs are clear. Given that QRS is already the “defacto” standard in this market. This implies an interoperable data pool that is competitive with Transora, WWRE, UCCnet, and GXS. 

QRS should invest effort into lowering the cost of ownership, and operations of the existing technology, while making every effort to improve customer service, and ease of use.

6.3. TCM for Compliance Programs

This would be a new pro-services type of offering using our TCM capabilities, applied to helping large retailers implement manadates. This program implies that QRS creates a specific group of people that look for business opportunities that will result in QRS providing TCM like services to large retailers that have “mandate” programs.
6.4. Acquisition of Catalog Service Providers

This program will involve all the M&A activities to identify, and acquire data pools that are complimentary to our current product offerings.
6.5. Pricing & Promotions Data Synchronization
This program will involve preparing a product requirements for the construction or acquisition of software that will address the needs of the CPG / Grocery / Mass Merchandisers. The intention is to have a new product offering ready to sell by 2006.
6.6. QRS Catalogue in CPG/Grocery

This program will involve making the modifications to QRS Catalogue in support of industry requirements. Program will include preparing a “Go-2-Market”, “Ready-2-Sell”, and business execution plan. Assignment of resources, Definition of roles, and goals.
6.7. QRS Catalogue in DIY/Hardlines

This program will involve making the modifications to QRS Catalogue in support of industry requirements. Program will include preparing a “Go-2-Market”, “Ready-2-Sell”, and business execution plan. Assignment of resources, Definition of roles, and goals.
6.8. Impact/QuickSync On-Ramp to QRS Catalogue – Supply-Side
This program will involve preparing an offering directly applicable to our existing QRS Catalogue suppliers. The expectation is a low-end offering (aka: QS-Lite) that would appeal to the target suppliers. 
This program may result in the distribution of a release of QuickSync that connects ONLY with the QRS Catalogue for a small or insignificant fee. The only requirement is that the customers continue to use the QRS Catalogue services.
7. Feature / Function / Attribute Descriptions

7.1. Common Requirements

UCCnet Certification
Maintain supply-side certification on the most current version of UCCnet data synchronization network.  As new features and functionality are developed, released and required by UCCnet for certification as a supply-side solution partner, QRS may need to update schemas, add or modify attributes and add or modify functionality.
GDSN Datapool Certification
The full requirements for true datapool certification will not be defined until October 2004, but the functionality that QRS will additionally require to successfully pass this certification test includes:
· Synchronization list maintenance - This is the ability for QRS to manage which retailer GLN’s have accepted or rejected which GTIN-GLN-TM items.  Thus QRS will determine when to send updates of items to retailers that had previously subscribed to them.

· CIS messages - This is the ability for QRS to receive CIS messages from the GDS Registry and process them.  When a retailer subscribes to a GTIN, classification, GLN, Target Market or some combination of the above, and an item in the QRS Catalogue that has been registered in the GDS Registry matches this subscription QRS will receive a CIS message from the registry.  We then have to route it to the appropriate vendor’s worklist to have them decide whether or not they want to fulfill the request and publish the item to the retailer.

· Party registration - This is the ability to send a party registration message to the GDS Registry for a vendor that signs up with the registry.  The ability to change GLN registration, while not specifically required (at this point) may also be useful, as there is likely no other way to change it otherwise.

· Validation rule processing - This simply implies that we must enforce all of the source datapool validation rules, using the standard error messages, and thus not allowing a vendor to register or publish information into the GDS network that has not successfully passed through these validation rules.

· CIN messages - This refers to the ability to send CIN messages (as opposed to the CIP messages we send today) based on a retailer subscription or item update.  This functionality is closely related with #1 above, as we now will have to manage specifically which GTIN-GLN-TM combinations should be sent to which retailer GLNs.

· CIC messages - This is the ability to receive confirmation messages that a retailer will send back to the vendor indicating whether they have accepted or rejected an item that was published to them.  This is also tightly linked with #1 above.  There may also be a need to display the status of these CIC messages to the vendor (let them know which items have been accepted/rejected by which retailers).

· XML inbound data load by vendors - This is the ability to receive correctly formatted EAN-UCC XML messages as input to QRS Catalogue.  While do not necessarily need to use this with customers, it is a requirement to support it.

· Acknowledgements and new error messages - There are a new set of message acknowledgements and error messages that will be used within the GDSN, and QRS will need to use them when communicating with the GDS Registry and other certified datapools.

· Updated RCIR messages (only 8 attributes) - In the GDSN, the GDS Registry now only stores 8 attributes.  Thus the RCIR message between datapools and the registry only needs to contain 8 attributes rather than the 35 it sends today.

· Support for EAN-UCC Code Lists - EAN-UCC has a new set of approved code lists for various attributes in the standard Trade Item model, and these new code lists are what should be used in validating the attributes.

· Support for GPC classification - As the new GPC classification schema is approved and changes, we need to be able to support it and validate items against it.

· Support for Candidate attribute extensions – As new attribute extensions are proposed in the GDSN, new optional schemas will be hosted by the Global Registry for use by trading partners.  The capability to use any of these new candidate attribute schemas should be supported.

Flexible Upload Capabilities
Allowing customers to load and modify data in the QRS Catalogue in any one of multiple methods helps provide more flexible options for vendors to choose from and provides a competitive advantage.  Flexible upload capabilities on the latest version of QRS Catalogue include:

· Flat file support – allowing a vendor to submit a formatted spreadsheet or CSV file with item data (as opposed to EDI or qXML)

· Replace functionality – allowing a vendor to delete and add an item record in one step

· Flipping - Moving a product or style from one selection code to another.

· “Change all” functionality – Allowing a customer to change an attribute of an item within a product or style and have the attribute change for all other items within that style.  This should be possible for either batch loads or Web UI changes

· Ability to maintain subscription profiles via batch mode – Allowing retailers to create or modify their subscription profile information via 832 or qXML documents.

· Web UI upload capabilities for complex documents – Allowing a customer to load an image file or other complex document (PDF, MPG, etc) via the web (rather than only via qXML).
Internet based Communication
The ability to load and export data via AS2 communications.  This would allow both vendors and retailers to access the Catalogue in batch mode without having to use a VAN.
Flexible Download Capabilities
Allowing customers to export data from the QRS Catalogue in any one of multiple methods helps provide more flexible options for vendors and retailers to choose from and provides full parity between version 2.0 and 4.x of the Catalogue as well as a competitive advantage.  Flexible download capabilities on the latest version of QRS Catalogue include:

· Text file download – The ability for either vendors or retailers to generate a flat file (CSV) of the item information that they require.

· 832 request / response – The ability to submit 832 documents for immediate response via 832.

· Printing from web UI – The ability for a customer to print the item information displayed on-screen, including images.

· Filtering the display of product items – Allowing customers to view and/or download items within a product by a specific attribute, such as color.

· Download tolerance – The ability to set a tolerance around an attribute value that allows a customer to download all items with values within this range.
Retailer Compliance Validation
This functionality allows a retailer to predefine a set of compliance requirements for cardinality of attributes.  The retailer would then be able to make sure that all data they receive has passed their compliance filter.  A vendor would also be able to test their data against any of the retailer compliance filters that have been setup by their trading partners.
Rule based Dependant Attributes
This functionality removes the requirement for each occurrence of values for an attribute set to contain all attributes if used within any other occurrence (current null value solution is still only short-term).  Currently, if user doesn’t provide value or "null" for each occurrence of a set, the system will not maintain the sequence and the potential for wrong values to become associated is high

Complex Data Types
This functionality includes the ability to store documents in a variety of file formats, and a set of attributes for storing the link/URL to the document and some meta data about the file itself, e.g. file extension, size, text description, etc.  In addition, this would include support for any emerging image standards from NRF or VICS.
7.2. Retail Focused
Retail Price Brackets
This functionality involves supporting the synchronization of information about price brackets so that trading partners can compare pricing options.  Currently, there is an approved GSMP standard for this that is not currently implemented within either UCCnet or the GDS Network.  Providing this standards-based capability to customers will provide a competitive advantage to QRS Catalogue.
7.3. Hardlines Focused

The hardlines community is currently supporting the standards set by the VICS Hardlines e-Collaborative Commerce committee.  The data requirements from this group are currently being implemented by UCCnet and thus supported by QRS Catalogue.  These data requirements are also being driven through the GSMP standards process for formal adoption as a standard.  It is likely that there will be some changes between the VICS version and the EAN-UCC published version.

In addition to the data standards, the VICS group has been working on image standards, marketing copy standards, and classification standards.  Of these, only the classification standards are likely to be adopted by EAN-UCC, as part of the GPC effort.
7.4. Grocery/CPG Focused

The grocery and CPG community is endorsing the EAN-UCC data synchronization standards, and is currently synchronizing data via UCCnet.  It is anticipated that they will migrate to the new GDS Network and use the GS1 Global Registry over the latter half of 2004 and throughout 2005.
7.5. Globalization

Internationalization & Extended Character Set Support

Front-to-Back Extended ASCII support for European language characters in the 128+ range so that users can input umlauts, tildes, various text characters in both Web UI and EDI, qXML and other methods, as well as receive the same outbound from Catalogue
Localization & Local Language GUI Support

API/Export localization provide the means for non-Web UI users to receive data in their language of choice, using indicators from account preferences and function call parameters to determine this choice.

Web UI globalization provides a standard way to prepare the Web UI for extension into new locals as market opportunities demand; Web UI localization can be delivered on a locale-by-locale basis to present UI labels, menus, errors, etc. in the local language of trading partners (first priorities French, Italian, German)

Multi-language data support provides the basic method for a vendor to store their item data in the languages demanded by their customers -- this relies on the vendor first translating their data into these languages.
Global EDI data standards support

Support for the latest PRICAT and PROINQ request documents for international customers
7.6. Operations

Self-Registration / Self Service Capabilities
· Account Administration Web UI and User Self-service – The web UI may involve separate forms or interfaces for the types of functions performed and data maintained for each entity.  Account preferences relating to existing and new profile-driven functionality would be viewable here, even if only modified by QRS Account Administration, since some account settings are too sensitive to push their control out to possibly inexperienced or untrained users.
· Reporting – Allowing customers to create and access various predefined (or possibly custom) reports.  This would help cut down on the custom technical support tasks of creating and running these reports on a case-by-case basis.  These reports could include historical trading partner activity and charges.
Bi-directional data visibility between 2.0 and 4.x

Consistent data Compliance Checking

Ease of Migration from 2.0 to 4.x

Infrastructure / Performance / Stability Improvements

Reduce Operating Costs
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