
2012
EDITORIAL CALENDAR

Qualified Circulation:*      
22,500 

Qualified within 1 Year:*     
22,500 (100%)

Personal Direct Request from the Recipient:* 
17,311 (76.9%)

Newsletter Subscribers:**
45,000 

Unique Users:**
22,500/Month 

Issues in 2012: 
12**

Annual Buyer’s Guides: 
2**

Established: 
1999

Source: 
*BPA Circulation Statement, June 2011
**Publisher’s Own Data

“I continue to read Integrated Solutions For Retailers magazine from cover to cover each month. The 
July [2011] issue was exceptionally well done. Between Bob Russo and your “The State of the Store 
Manager 2011” article, my teams received a barrage of emails giving direction and asking questions. 
I believe that when a magazine causes a manager to grab their BlackBerry and take action, the mark 
has been hit.”
Gary Merry,
Executive VP of store operations and catalog
JoS. A. Bank

“I have been a reader of Integrated Solutions For Retailers magazine for a number of years, and one 
of the primary reasons I enjoy the magazine is due to the articles cutting across a number of retail 
disciplines ... I have taken a number of articles and either tested the concepts or hired a vendor partner, 
enabling me to try different ideas that others found successful.”
Paul Stone,
VP of LP and Risk Management
Best Buy Corporation

“As director of IT for Buffalo Jeans, I’m always searching for new technologies and solutions that will 
support our growing retail business. My first reference point is always Integrated Solutions For Retailers 
magazine ... It’s the first magazine I read as soon as it arrives.”
Stephen White
Director of IT
Buffalo Inc.

“While visiting our corporate office a month ago, I saw a copy of Integrated 
Solutions For Retailers on the desk of our CIO. I subscribed to the 
magazine, which he recommended I use to research projects, keep up 
with trends, and monitor new technologies.”
Faisel Asif
Former Senior Project Manager
The Home Depot

“I keep the latest three years’ worth of Integrated Solutions For 
Retailers on file, using  them as a reference when working on new 
departmental initiatives.”
Andrew Wilson
Former Senior Manager of Learning
The Home Depot
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Case Study Marketing/Operations

A Web-based GIS (geographic information systems) mapping application helps Starbucks’ real estate

partners understand spatial data and saves time every day.
Inside Starbucks’ GIS Strategy

Starbucks Coffee Company (Starbucks), which cele-

brates its 40th anniversary this year, is one of the most

pervasive companies in all of retail. Indeed, you can

visit a Starbucks brick-and-mortar store or enjoy

Starbucks products in places such as airports, hotels, or con-

vention centers with extreme ease. According to Starbucks’

2009 fiscal report, the java juggernaut operates 16,635 stores in

the United States and generated $9.8 billion in revenue. To

answer many of the questions Starbucks has when evaluating a

market, Patrick O’Hagan, manager of global market planning

at Starbucks, and his team rely on GIS mapping software to

perform advanced analytics, business intelligence (BI), and

geospacial intelligence for Starbucks’ real estate partners. In

addition, those same real estate partners operate a Web-based

GIS solution, which simplifies access to GIS services and pro-

vides geographic knowledge for mobile

workers without any GIS experience. So,

how does a company like Starbucks leverage

a GIS solution to continuously build fresh

go-to-market strategies?  

As part of their site selection methodology,

Starbucks uses GIS for trade area evaluation

within each market to place their brand as

well as the best overall markets to start new

efforts. “My team provides the analytics, the

decision support, BI, and  geospatial intelli-

gence to our real estate partners who need

it,” explains O’Hagan. “Our particular group is  lean, but we

provide data to hundreds of people globally. So, we need tools

that provide decision support to answer the critical questions

— what’s going on in this trade area; what are the general retail

trends in this area; where are the competitors; who are those

competitors; where is business being generated; where’s the

highest traffic volume; where are people living; where are they

going to work; and how are they traveling to work?”

To answer these and other mission-critical questions about

building new go-to-market strategies, Starbucks chose ArcGIS

from Esri. ArcGIS is a system that allows O’Hagan and his

team to author data, maps, globes, and models on their desk-

tops and serve them out for use on a desktop, in a browser, or

in the field via mobile devices, depending on the needs of the

real estate partners. “My team uses the full suite of Desktop

GIS, a portion of ArcGIS,” says O’Hagan. “We use several

modules within Desktop GIS — the business analyst, the net-

work analyst, the spatial analyst, and the geostatistical analyst

modules.”

GIS Tools For The Non-GIS Professional

Starbucks employs real estate professionals who are in the

field making real estate decisions on the company’s existing

portfolio of locations as well as new and potential locations.

O’Hagan explains that Starbucks’ real estate partners have

access to and use Server GIS, which is a Web-based applica-

tion that distributes maps, models, and tools to the partners

in a way that fits well into their workflows. “Because Server

GIS is a consumable product — a website — for the non-

GIS professional, our real estate professionals can look at

each store as well as the performance of those stores relative

to their geographic location,” explains

O’Hagan. “Server GIS allows our real

estate partners to run reports, generate

commentary, and do other valuable tasks

with Server GIS that they couldn’t do pre-

viously. Our expectation for our real estate

experts is to be real estate experts, not GIS

experts. Yet, the functionality and GUI

interface of Server GIS allows them to be

GIS experts without knowing about or car-

ing about the fundamentals of GIS.”

O’Hagan explains that the solution saves

Starbucks’ real estate partners  time every day, because they

have much more information at their fingertips. The tool is a

BI tool for field users, who no longer have to wait to receive

certain information from O’Hagan’s team. “Our partners no

longer have to hunt and peck for real-time, reliable data, and

the time saved per day is used on other value-added tasks, such

as making additional informed decisions about new market

strategies,” says O’Hagan.

With advances in technology, O’Hagan explains Starbucks is

looking to capitalize on smartphone technology to outfit the

company’s real estate partners with mobile GIS, which helps

organizations deliver GIS capabilities and data from centralized

servers to mobile devices.

■

by Erin Harris

Server GIS from Esri allows Starbucks’

real estate partners to understand the

fundamentals of GIS.

For More Information On Esri 

Go To www.esri.com
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Q&A

Ihad the pleasure of speaking with Chad Collins, VP

of marketing and strategy at HighJump Software and

recent “Supply Chain Pro To Know” designee by

Supply & Demand Chain Executive magazine. Collins

and I discussed the complexities of cross-channel fulfill-

ment and the supply chain implications of the demands of

the “new” consumer.

How has consumer demand for anytime, 

anywhere access to merchandise imposed 

challenges on retail supply chains?   

Collins: It’s resulted in a need for coordination that wasn’t

always there. There wasn’t much overlap between

approaches to brick-and-mortar and online fulfillment until

the order online/pick up in store concept came about.

From there, the complexity blossomed to include home

delivery on Internet orders from store inventory, direct

store delivery (DSD) of Internet inventory to fulfill store

orders, and any other number of fulfillment variations.

These demands and the variables that retailers have

developed to meet them have created complex supply

chain challenges that, if not met, result in replenishment

problems. Avoiding these problems requires the coordi-

nation of cross-channel fulfillment activities.

As such, many retailers are finding maintenance of a

single repository of inventory for store and e-commerce

fulfillment is a best practice. Still, fulfillment processes in

each channel are quite different — stores require higher

quantities less frequently, while e-commerce fulfillment

typically involves a few picks per order but very frequent

picks. Distribution centers (DCs) must be equipped to

handle both scenarios if a retailer is going to fulfill from

a single pool of inventory across multiple channels.

What are some common points of integration for

cross-channel supply chain visibility software?

Collins: Any integration designed to facilitate cross-

channel inventory visibility should be about getting that

visibility all the way from what’s inbound from the sup-

plier to the store shelves. The inbound piece is typically

where the least amount of visibility exists — retailers

struggle to know exactly what’s been sent, what’s “on

the water,” and how it can be accurately allocated to

stores and channels just before it hits the DC. Visibility

gets better when the merchandise is in the four walls of

the DC, and then retailers are challenged again by what’s

in the store. What’s on display versus available for sale?

What’s damaged? What’s lost or stolen?

Inventory, merchandising, and POS systems integra-

tion will help create insight into these challenges, but it

starts with demand forecasting and allocation. We

receive a feed from the merchandising system, based on

forecasted demand, which allows us to determine how

to allocate inventory across stores and channels.

What obstacles must retailers overcome to

achieve accurate cross-channel inventory 

visibility, and how are these obstacles most 

efficiently dealt with? 

Collins: Inventory accuracy in the DC. If they’re not

using a full-blown warehouse management system

(WMS), retailers have inventory accuracy issues. Then

there’s speed and productivity of the DC. With an auto-

mated system —deployed using mobile technology —

directing the tasks, retailers can do a higher volume of

shipments with a smaller staff. We typically find that

retailers experience DC operations efficiency gains of

15% to 20% and are able to support more volume with

less labor when they switch to integrated, automated

supply chain management software. If you can service

more stores and more e-commerce orders out of a sin-

gle facility, you can pool your inventory in that location,

eliminating the capital expenses necessary to open addi-

tion DCs.

■

For cross-channel retailers, proper assortment allocation begins long before

your merchandise hits the DC.

Manipulating Inventory For

Cross-Channel Fulfillment

Cross-Channel Retailing

by Matt Pillar

Chad Collins, 

VP of marketing and strategy,

HighJump Software
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Research & Trends Loss Prevention/Security

As the stealing population has shifted from internal theft to

people who are stealing for a living, the methods to deter,

detect, investigate, resolve, and recover have had to change in

order to be effective.

Shoplifting

Prevention

hoplifting is considered to be the world’s second oldest profession.

For centuries, merchants have been keeping watchful eyes on their

shops in order to deter thievery and make profits selling goods to

their customers. In the last four decades, those watchful eyes have

been assisted by a number of initiatives including trained personnel and tech-

nology and some innovative ways to present products for sale while trying to

protect them from theft. Unfortunately, some of the latter efforts also result in

sales deterrence as well.

Your authors have almost seventy-five years of retail loss prevention experi-

ence between them, and not only have they seen a lot of shoplifters and the

ways they steal, they also have developed and driven a lot of initiatives to pre-

vent theft from occurring. John retired from Macy’s West where he was VP of

loss prevention and King retired from Target Corporation where he served in

the same capacity. They have seen how the world’s second oldest profession

has changed on their watch. In their opinion, shoplifting now accounts for the

largest contributor to shrink overall, more than any other cause including

employee theft (except, perhaps, within convenience stores), administrative

errors, and vendor fraud.

In many companies, employee theft has gone down as a percent of cause for

several reasons. Unemployment has increased during the recent rocky eco-

nomic times. Retailers have had a better labor pool from which to pick to staff

their stores and retention rates have increased. Loss prevention and store oper-

ations have realized that, given the two sets of populations who come into their

stores, the internal staff is the population whose behaviors are the easiest to

influence to minimize theft. Additionally, although organized retail crime

(ORC) has been around for at least the last four decades, retailers and their loss

prevention practitioners have seen a noticeable increase in the frequency and

sheer volume of loss caused by professional boosters. And because ORC

boosters steal for personal profit, they focus on stealing the most desirable mer-

chandise and product, unlike amateurs who

tend to steal for immediate gratification.

Therefore, ORC-related thefts cause a

greater percent of loss than the impulsive

amateur shoplifters.

Thirty years ago, as EAS (electronic arti-

cle surveillance) systems proliferated

throughout the retail landscape, amateur

shoplifters were afraid these systems would

detect concealment of goods and be less

inclined to give in to the rationale for theft.

Professional thieves found it easier to go to

stores where the systems had not yet been

installed to ply their trade, and EAS was con-

sidered a successful antitheft technology appli-

cation. Today, ORC boosters either ignore

these systems or find ways to circumvent them

through creative and well-executed planning.

Make Effective 

Use Of Video Surveillance

When one enters through the front door of

many retailers now and scans the ceiling, one

might see what appears to be evidence of

many installed cameras, as though every square

inch of selling space is blanketed with video

coverage. Boosters are inclined to wager that

many of those cameras are not being moni-

tored and are willing to take the risk that they

aren’t. And, unfortunately, more often than

not, they’re correct. Nationally, on average, less

than 2% of video in retailers is managed well

enough to make it effectively used. But,

according to recent studies, when coupled with

well-placed, well-designed public view moni-

tors, video is an effective deterrent for ORC.

And, archived video evidence used in criminal

prosecutions has proven to be very effective in

successful adjudication.

But, overwhelmingly, we have found that the

most effective shoplifting prevention steps

through which a retailer can be measurably

successful is to pursue a combination of devel-

oping, analyzing, and utilizing shoplifting

activity business intelligence and develop and

implement a plan to surgically impact this

aberrant behavior in their stores. The compo-

nents of the plan include the effective use of

technology like video, perhaps the use of indi-

vidual item benefit denial systems, theft detec-

tion and resolution training, and establishing a

culture of spectacular customer service. ■

by King Rogers and John Gantenbein

S

King Rogers, president, (left) and John

Gantenbein, principal, KRG Analytics, Inc.

KRG offers services and expertise in forensic

video and audio examinations, security/loss pre-

vention consulting, business intelligence analyt-

ics, secure video storage, retrieval and analysis,

supply chain, physical security, information secu-

rity, executive protection, financial auditing, train-

ing, investigations, and background screening.

www.thekingrogersgroup.com.
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Vendor Insight In-Store Systems

There’s an app for that ... isn’t there?

Retail Payment

Processing Innovation

hen RSR (Retail Systems Research) undertook a study to

gain insight into the payment processing investment and

innovation priorities of retailers, the response was unex-

pected. So much so, that the study was redefined to under-

standing the causes of innovation stagnation.

The study uncovered that the reticence to embrace payment processing

innovation is not lack of vision but being constrained by in-house systems

that have been incrementally adjusted over multiple years, to the point that

any major innovation could prove simply too unwieldy or risky to inte-

grate.
Other key issues restricting innovation revolve around retailers waiting

for customers to demand new payment processing options and the poten-

tially cost-prohibitive levels of hardware/IT investment required to roll

out new systems. This is exacerbated by the often-limited life span ROI

that innovation brings.

While these issues all have merit, the strategic advantages offered by

emerging innovations either outweigh or mitigate the majority of the

deployment and investment concerns.

The RSR research also revealed that payment processing has not yet been

embraced as a key strategic business issue and asset. This represents one

of the most significant, yet easy to resolve, inhibitors to innovation.

One CEO interviewed during the RSR study explained how his business

now has a common platform between point of sale and e-commerce. For

example, they are able to issue email receipts across all transactions, pro-

viding a single transaction and consistent experience to the customer and

a rich stream of customer data to the company.

With the growth in loyalty cards, e-commerce, digital coupons, 2-D/QR

barcodes, online comparison shopping, in-store touch and feel, mobile

apps, and online purchasing, retailers with siloed, store-based payment

processing architecture are faced with transactions that are difficult — if

not impossible — to execute, customers that are difficult to track, and pur-

chase patterns that become impossible to recognize. Moreover, with the

advent of payment transactions via apps on mobile/smart devices, social

media-based storefronts, wireless, and contactless payments — the poten-

tial iterations for how a consumer could ultimately engage with a retailer

around a purchase becomes daunting. Retailers that are not prepared or

preparing for what is shaping up to be a perfect storm of evolution in pay-

ment processing will lose the ability to connect with customers and under-

stand their behavior as they cross multiple channels. Ultimately, they will

lose competitive edge, brand position, and customer loyalty.

Retailers need to develop a plan that deliv-

ers on this enterprise customer touch-point

strategy while mitigating costs. Two

approaches that should be considered are

increased participation in industry stan-

dards groups and leveraging on-demand

and SaaS (Software-as-a-Service) models.

By moving to managed hosted services,

retailers will be able to access and develop

advanced payment processing systems with-

out having to carry the cost of hardware

and operating system expenses while also

delivering an inherent PCI risk mitigation

strategy.
Addressing payment processing as a strategic

asset and strong involvement in the course of

future industry standards are important steps

for retailers to break out of innovation stagna-

tion and to be on the forefront of industry

leadership. Of course, the successful deploy-

ment of centralized architectures and on-

demand SaaS will be the necessary proof of

payback and ROI that will reopen the door to

innovation.

■

by Nikki Baird and Robert Seward 

W

Robert Seward is a senior

marketing manager for ACI

Worldwide and is responsi-

ble for the delivery and

execution of marketing pro-

grams and product strate-

gy for ACI’s merchant retail

line of business. Seward

has over 18 years of pro-

fessional experience in the

payments industry.
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Nikki Baird is managing

partner at Retail Systems

Research. Prior to RSR,

Nikki was an analyst at

both Forrester Research

and Retail Systems Alert

Group. Nikki has an M.B.A.

from the University of

Texas and also holds a

B.A. from the University of

Colorado.
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What does the development in Panama mean for retailers?  

Retailers Explore Panama

IN FEBRUARY, THE RETAIL INDUSTRY LEADERS ASSOCIATION

(RILA) in cooperation with the Panama Canal Port Authority

was given the exclusive opportunity to take a group of retail exec-

utives from America’s largest and most successful retailers on a

three-day trip to Panama to better understand Panama’s role as

the logistics and transportation hub of the Americas.

Retailers’ primary interest in the region was to view Panama’s

business-friendly environment, understand the state of the sup-

porting logistics infrastructure, and determine the opportunities

available to them in the region. The trip included meetings with

service providers, key government officials, and local business

leaders, including Panamanian Vice Minister of Foreign Trade

José Domingo Arias.

Among the many amazing features of Panama that the group

was privileged to see was the Gatun Locks of the Panama Canal,

which look north towards the Atlantic Ocean and the Manzanillo

International Terminal (MIT), getting a bird’s-eye view from the

top of one of the terminal’s port cranes. The group witnessed

beta testing of a remote, controlled crane and traveled to the

MIT Logistics Park where they toured a warehouse and distribu-

tion facility. They also explored the Colon Free Trade Zone,

which offers a number of value-added services and tax advan-

tages for retailers and their sourcing operations.

Executives headed to the Port of Balboa, the terminal port for

the Pacific Ocean side of the Panama Canal, to view the latest

investments under way there. The group also visited the Panama

Pacifico International Business Park nearby; Panama Pacifico is a

joint venture between the Panamanian government and London

& Regional. Retailers learned how the international business park

is being built to accommodate foreign headquarters and regional

business. They also saw firsthand how the area has been redevel-

oped to provide housing and commercial areas, including an

entire building dedicated to accessing 15 government agencies,

serving as a one-stop shop for business needs from the govern-

ment. To cap off the three-day trip, retailers traveled to the

Panama Canal Expansion site. They saw where the locks are

being built and witnessed the full excavation and expansion site

that will soon carry the largest Super Panamax ships in the world.

So what was learned? Executives came away with a much

deeper understanding of the strategic benefits that the region

can provide. Retailers were impressed with Panama’s new

sourcing capabilities, distribution amenities, and substantial

advantages to moving goods such as clothing, flowers, and

produce. The region offers very competitive labor rates, a

dollarized economy, and value-added services through the

Colon Free Trade Zone. Many executives were surprised at

the robust infrastructure, housing, office space, and other

business incentives that make investments in regional opera-

tions with Panama look very appealing.

Looking ahead, there will be questions for retailers to contem-

plate as they think about advancing their operations. What will

the new rates be to cross the expanded canal, and what is the time

frame for entry? What effect will the expansion have on domes-

tic goods movement? How do I leverage Panama for my South

American and Latin American sourcing options? Additionally,

retailers will be curious to know how East and West Coast ports

and railroads will respond to the changes in Panama. What value

propositions will East and West Coast ports offer, and will

importers be able to negotiate better rates? What added services

and efficiencies are railroads developing?

Retailers will also be looking to see if the East Coast ports will

be deep enough to allow the bigger ships entry and have the

capacity to handle the additional volume of cargo. Many East

Coast ports are collaborating internally on dredging projects and

working through the U.S. Army Corps of Engineers to try to

secure federal funding for these projects. But retailers will be wait-

ing to see what the landscape will actually look like.

The 2014 Panama Canal expansion has been a highly anticipat-

ed and closely watched project for the retail industry. Prior to the

trip, for many, it seemed the major benefit in Panama was just

going to be a “bigger ditch.” Now, as the launch date draws near,

this group of retailers better understands the broad range of

investments that Panama has made and what it can mean for their

operations and the future of global sourcing.

We at RILA would like to thank the Panama Canal Port

Authority and CEO Alberto Aleman Zubieta and his team for

providing RILA and our retail members with this exclusive

behind-the-scenes tour. We look for-

ward to partnering in the future and

continuing to follow the progress in

Panama. ■

Partner Perspective

Casey Chroust is EVP of RILA, the Retail Industry

Leaders Association. He leads RILA’s efforts in the

association's five key retail disciplines: supply

chain, finance, human resources, asset protection,

and enterprise issues, which include sustainability,

product safety, and IT.
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Geraldine Schlueter, VP of IT at Advance Auto Parts, states Oracle Retail

has improved the company’s data quality and introduced pricing flexibility.
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Feature Story

A new merchandising system allowed $5 billion Advance Auto Parts (AAP) to shed its spreadsheet-cen-

tric processes and gain control of inventory, pricing, and product performance.

Inside A 

Merchandising Overhaul

ou won’t hear any horror stories from

Advance Auto Parts about the recession. As

motorists tough out a weak economy by

choosing to repair their jalopies instead of

buying new cars, they turn to companies like AAP, a tier-

one automotive aftermarket retailer that boasts 3,500

stores in 39 states, 51,000 employees, and caters to DIY

(do-it-yourself) and DIFM (do-it-for-me)/commercial

customers. Commercial customers account for about

34% of AAP’s revenue while do-it-yourselfers generate

the balance. Indeed, the numbers speak for themselves;

AAP’s revenue is $5 billion. Impressive figures such as

these lead you to believe that AAP has run a smooth

retail operation from day one — complete with visibili-

ty into product performance and cost and automated

applications to sufficiently predict future growth. But, in

fact, the opposite was true. AAP relied on spreadsheets

and ad hoc tools for merchandising and pricing for the

entire chain. To grow revenue, remain competitive, and

overcome the painful hurdles associated with a lack of

systematic tools, the company needed to implement an

automated merchandising system.

Merchandising 101: When Excel Isn’t Enough

A solid merchandising plan is vital to have your products in

the right place at the right time in order to meet consumer

demand. Countless retailers create their merchandising

plans using Excel, because it works. But, Excel lacks the

flexibility of an automated database. And, when your entire

chain has limited merchandising functionality because there

is no automated system or reporting tool in place, the

potential for missed sales becomes a reality. “AAP did not

have the core merchandising functions that you would

expect a retailer of our size to have,” laments Geraldine

Schlueter, VP of IT at AAP. “As AAP grew over the years,

we just never put automated merchandising tools in place.

There were disparate Excel spreadsheets all over the place.

With multiple spreadsheets, the maintenance of master data

was very laborious and time-consuming. It took weeks if

not months  to set up items via a spreadsheet and get them

out on the shelf.”

Spreadsheet woes and latency issues were a fraction of

AAP’s merchandising conundrum. Visibility into product

performance also plagued AAP, because there were “multi-

ple versions of the truth” in terms of product data.

“Multiple SKU master files, special SKU files, and adden-

dum SKU files meant serious data quality issues,” says

Schlueter. “When product data (product codes, auto parts,

etc.) span several files, its validity becomes questionable,

because there’s no way to be certain which file contains the

right data.” Countless SKUs also meant limited pricing flex-

ibility per store. In addition, AAP couldn’t measure catego-

ry performance accurately, because the company did not

classify its products to the minute detail necessary to deter-

mine product performance (i.e. division, group, depart-

ment, class, subclass).

Incorporate Automated Merchandising 

As Part Of Enterprisewide Transformation

Back in 2007, AAP’s business results weren’t optimal partly

because of its lack of merchandising functionality.

Schlueter also blames AAP’s declining comparable store

sales on the fact that the company had essentially lost focus

on the things that made it special. AAP’s organizational

stakeholders felt the solution lay in redefining the compa-

ny’s core values, and that started with harnessing the power

of every team member. “The whole team became very clear

on our strategy and our value proposition,” says Schlueter.

“This new purpose-driven cultural change escalated into a

decision to implement an automated core merchandising

application. Simply stated, people were no longer happy

with the old way of doing things, and we were willing to

by Erin Harris
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“I continue to read Integrated Solutions For Retailers magazine from cover to cover each month. The 
July [2011] issue was exceptionally well done. Between Bob Russo and your “The State of the Store 
Manager 2011” article, my teams received a barrage of emails giving direction and asking questions. 
I believe that when a magazine causes a manager to grab their BlackBerry and take action, the mark 
has been hit.”
Gary Merry,
Executive VP of store operations and catalog
JoS. A. Bank

“I have been a reader of Integrated Solutions For Retailers magazine for a number of years, and one 
of the primary reasons I enjoy the magazine is due to the articles cutting across a number of retail 
disciplines ... I have taken a number of articles and either tested the concepts or hired a vendor partner, 
enabling me to try different ideas that others found successful.”
Paul Stone,
VP of LP and Risk Management
Best Buy Corporation

“As director of IT for Buffalo Jeans, I’m always searching for new technologies and solutions that will 
support our growing retail business. My first reference point is always Integrated Solutions For Retailers 
magazine ... It’s the first magazine I read as soon as it arrives.”
Stephen White
Director of IT
Buffalo Inc.

“While visiting our corporate office a month ago, I saw a copy of Integrated 
Solutions For Retailers on the desk of our CIO. I subscribed to the 
magazine, which he recommended I use to research projects, keep up 
with trends, and monitor new technologies.”
Faisel Asif
Former Senior Project Manager
The Home Depot

“I keep the latest three years’ worth of Integrated Solutions For 
Retailers on file, using  them as a reference when working on new 
departmental initiatives.”
Andrew Wilson
Former Senior Manager of Learning
The Home Depot
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