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About Best Buy
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We are the leading provider of consumer technology products and services, with approximately 
125,000 employees in North America and approximately $40 billion in annual revenue. 

We at Best Buy work hard every day to enrich the lives of consumers through technology, whether 
they come to us online, visit our stores or invite us into their homes. 

• Best Buy has more than 1,000 large-format stores in the United States, Canada and Mexico.

• Through its recycling program, Best Buy collects 409 pounds of electronics each minute the stores 
are open.



Our Story
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Who do you love? .......... 

What do they love?.......... 

What  brings it together?.......... 

Our customers

Inventory

The plan
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Customers
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Customers

Calling...



Inventory
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Exciting
“causing great enthusiasm and eagerness”

Expensive
“costing a lot of money”

The cost of inventory includes all costs associated with 
holding or storing inventory for sale

Key component of customer experience
Foundational element of many strategies

Space

Transportation

Labor

Fulfillment

Obsolescence        

Opportunity 
cost 

Our most exciting and expensive asset



The Plan
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Demand forecast

Inventory 

Inbound inventory plan Outbound inventory plan

Purchase orders Store transfers

The  valuable plan is the one associated with both planning and execution activities

RDF

AIP



Making the customer the center of the plan
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Retail Demand Forecasting



Retail Demand Forecasting
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Next Generation Objectives

Maximize forecast 
for the entire 

product lifecycle

Exploit AI to Manage 
Speed & Scale

Maximize the value 
of the end-user



Joint Research for Joint Success
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Partnering for the Next Generation

Key Opportunities

Promotional Forecasting

Automation

Inventory Optimization

User Experience

Acquire

Assimilate

Research

Report



Joint Research for Joint Success
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Demonstrating Mastery of the Basics

Initial Focus

Long Lifecycle Baseline Forecast

High-Touch and Low-Touch 
Categories across All Locations

13 week highly promotional 
period 

Approach

Purely Analytical 
(i.e. no end-user intervention)

Evaluation

MAPE

Filter Slow Movers



Joint Research for Joint Success
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Demonstrating Mastery of the Basics

Category Average SaaS % 
Improvement

Average SaaS 
Improved % Sum of Sales

Category A 57.7% 94.3% 1,304,575
Category B 26.4% 100.0% 4,579,289
Summary 48.4% 96.0% 5,883,864

Measurable Increase 
In Accuracy

Consistent 
improvement

Substantial 
Opportunity



Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9 Week 10 Week 11 Week 12 Week 13

SaaS Forecast On-prem Forecast Actual Sales

Results
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Store / Product Example 

Consistent results that 
accelerate adoption.



Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9 Week 10 Week 11 Week 12 Week 13

SaaS Demand On-prem Demand Actual Sales

Results
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Store / Product Example

User 
Adjustments

Accuracy improvements with 
no end-user intervention.
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Quantifying Business Value
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Promotional Results - Category A

9.7% Safety Stock improvement 
opportunity, representing 82K units

32% Inventory reduction opportunity, 
representing 251K units.  



Quantifying Business Value
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Promotional Results - Category A
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8.6% Safety Stock improvement 
opportunity, representing 14K units

62% Inventory reduction opportunity, 
representing 68K units.  



Quantifying Business Value
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Promotional Results

reduction in Inventory 
while achieving same 
Service Levels

30% 10%
decrease in Safety 
Stock from higher 
forecast confidence

improvement in Service 
Levels through smarter 
placement of same 
Inventory

10%

Business Opportunity:
Achieve same 2.2M units 
sold with 345K less units of 
inventory 

Service Level

In
ve

nt
or

y 
Le

ve
l

10%
30%

Current 
Performance

promotional forecasts improved using 
completely automated next 

generation forecasting science

70%

forecasts adjusted by end-users using 
current solution

50%



Maximize the Value of Your Data
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Next Generation Retail Science

Machine Learning
Out-of-Stock & Causal Correction

Base Rate of Demand
Trend & Seasonality 

Causal Effects
Robust Estimation

Artificial Intelligence
Data & Model Quality
Method Optimization
Pruning & Escalation

Decision Science
Accuracy & Effectiveness

Simulation & Responsiveness

Prepare 
Reference Data

Estimate 
Demand 

Parameters
Prune Escalate Forecast



Translating customer demand into profitable product 
movement
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Advanced Inventory Planning



The Plan
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Assortment Demand forecast Space

Inventory 

Inbound product plan Outbound product plan

Purchase orders Planned store transfers

Customer



The Plan
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Assortment Demand forecast Space

Inventory 

Inbound product plan Outbound product plan

Purchase orders Planned store transfers

Inbound Storage Outbound LaborOutbound

Vendor Warehouse Final 
Destination 

Inbound labor plan, outbound labor plan, transportation plan, retail labor plan 



Utilizing technology to drive plan visibility and results
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Advanced Inventory Planning



Inbound Carton Flow



Inbound Carton Flow – RDC Comparison



Outbound  Cube



• Reduce labor costs by lowering pick frequency 

of high velocity SKU/Store Combinations

•Maintain current inventory investment and 

demand fill rates

WHAT
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HOW
• Separation of Receipt Point & RUTL

• SKU/stores with forecasts greater than 

1.31 weekly avg

• Existing RO Version (Optimize, Maintain, 

etc) 

Graph
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SKU  Projected Inventory

SKU Description: Apple Lightning Cord

Projected Inventory 5/3 Avg 5/3 Projected Inventory 5/4 Avg 5/4



Accelerating the capabilities of people and process 
with technology

27

Looking Forward



Our people
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Elevated scope and ability to drive 
innovation

Decisions augmented with science

Tasks moved to technology



TOFROM

Managing everything

Local management

Item level planner

Functional knowledge source

Managing exceptions

Centralized management

Operational advocate

Collaborative influencer

Manual recapping

Reactive investigative research

Business analysis

Proactive insight driven action

Our people
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Our processes

30

Inventory

Assortment Space Inbound DC 
Operations

Transport-
ation



Our processes
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Sales & 
Operations Plan

“Customer Focused & Demand 
Driven”

Buy Side
“Vendor Collaboration”

Demand Side
“Channel Collaboration”

Profitability

Customer Experience
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Our technology
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Our technology
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Supply Chain 
Focus

Organizational 
Connections

Decentralized 
Processes

Disparate 
Technology

End to End 
Processes

Supply Chain 
Strategy

Organizational 
Alignment

Integrated 
Technology

• Develop a demand driven lens of the supply chain and drive collaborative processes around balancing 
those demand signals with supply chain constraints.

• Evolve Supply Chain centers of excellence with a focus on gaining visibility and transparency to current 
state process and performance through systemic and automated capabilities.

• Improve forward looking KPIs to be reviewed and integrated into not only reaction processes, but 
planning cycles.

• Collaborate with technical partners to develop a single source of supply chain data and KPIs and lay the 
foundation for a long term data strategy.



Make the customer the center of the plan

Connect  the plan to eliminate costly variability

Empower the teams to drive business results
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3
Drive results through data driven technology solutions4

Our goals


