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Oil Up the Machine
Gift Transaction Best Practices document aims to cut costs 
and time from gift ordering and receiving.       By Eric Grimm

O HOW MANY DAYS DOES IT TAKE 
you to receive and shelve a gift order? An 
hour? A day? Several days?

For many retailers, ordering and receiv-
ing gift products are burdensome tasks 
complicated by inconsistent processes, 
policies, and procedures. Some retailers 
literally spend days receiving and shelving 
gift orders.

The industry’s Back Room Study re-
vealed 25% of all gift shipments into Christian stores have 
discrepancies requiring manual data entry, shipment checks 
and rechecks, and purchase order-invoice reconciliation. 

The research estimated automated entry of new prod-
uct data alone could save the industry $839,000 to $2.6 
million annually in operational costs. These estimates are 
based only on direct activity costs, not any costs or time 
spent dealing with related activities or issues. Because these 
are direct costs, saving this money would go directly to im-
proving retail margin and profi tability. 

The Christian Retail Solutions Committee (CRSC) 
responded to the research by naming an ad hoc team to 
identify basic obstacles and make recommendations to 
improve the gift-transaction process. The result is the Gift 
Transaction Best Practices document that will be presented 
during Independents Day at 2007 ADVANCE. CBA and the 
CRSC can’t mandate compliance with these recommenda-
tions, but the document is a road map to help gift suppli-
ers align with operational changes their retailer customers 
would like to see happen.

It’s a tool to open discussions between retailers and sup-
pliers about improving how they do business together—
some oil for a rusty machine.

CONSTRAINING PERFORMANCE
Doug Popken of Systems View, the Back Room Study 
author, said Christian stores—compared to American 
Bookseller Assoc. stores—have similar costs and compa-
rable ratios between cost of goods sold and sales revenue. 
However, Christian stores generally don’t perform as well 
as ABA stores. For example, according to published store 
research, high-profi t ABA stores report 59.6% cost of goods 
compared to 60.7% in CBA-member stores, but CBA sales 

per square foot are much lower—$405 in ABA stores com-
pared to $167 in CBA stores.

“The data presents a clear indication that CBA retailers 
need to improve utilization of current space and inventory 
holdings to increase sales and profi tability in order to re-
main competitive and viable,” Popken said.

The gift transaction best practices offer a consistent, sys-
tematic transaction process that would result in spending 
less time and money to order and receive shipments. It also 
could improve gift inventory management, in-stock rates 
on popular gift items, and gift sales.

Bob Siemon Designs Marketing Director Natalie Clark, 
who participated in the best-practices development, said 
one of the most important benefi ts of implementing the 
practices is awareness of additional costs imposed by inef-
fi cient gift-distribution practices.

“Oftentimes retailers think they’re saving when the 
wholesale cost of a particular item might be low,” Clark 
says. “However, the savings they receive on the cost of the 
product are often overwhelmed by the additional hidden 
costs to make the product saleable in the store.”

PURCHASE ORDER COST
The cost to process a purchase order in Christian stores 
ranges from $36 for stores with annual sales of less than 
$650,000 to nearly $60 per order for large-volume stores 
with more than $2 million in annual sales. Again, these are 
costs for actual process activities and don’t include fi xed 
costs, idle-time, or other related expenses—such as correct-
ing errors, reconciling invoices, etc.

Retailers with lower sales volumes order gifts about 20 
times a year, while medium-volume stores order more than 
50 times and large-volume stores more than 160 times an-
nually. Gift ordering alone can run $6,400 to nearly $10,000 
at large-volume stores. The total ordering cost for all 
products ranges from $19,800 to $24,300 at large-volume 
stores—which means gift-product ordering takes nearly a 
third to more than 40% of total store-ordering costs, based 
on Back Room Study fi ndings.

MORE RETAIL BENEFITS
In addition to time and money savings, a standardized gift 
transaction process has other benefi ts.

S
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• Retailers say the current complexity of gift receiving 
requires them to put their most experienced and capable 
personnel in the back room, not on the sales fl oor engaging 
and serving customers. Streamlining operational processes 
means retailers—especially independents—can deploy 
their best people, including owners or managers, on the 
sales fl oor to positively impact sales and service.

• Effi cient receiving means product is processed and 
shelved more quickly, reducing out-of-stock rates on fast-
moving product and increasing sales.

• Using common industry standards and processes means 
less administrative time and faster, more accurate order pro-
cessing and settling for both retailers and suppliers.

• More effi cient systems mean quicker cycle times from 
initial order to the time product is actually on the shelf. 
That contributes to better in-stock performance and im-
proved inventory performance, which enables retailers to 
increase sales with less inventory investment. 

• Having established standards and processes lays the 
groundwork for future system improvements, such as au-
tomated receiving and order reconciliation. If the processes 
are in place, technology solutions can be readily applied, 
such as electronic commerce and receiving shipments by 
bar-code scans.

Beverly Channell, Wellspring (Des Moines, IA) co-
owner says, “Having accurate sales data at hand insures hav-
ing the right product at the right time, ahead of the curve, 
which is so vital in our Christian gift-giving seasons.”

MORE SUPPLIER BENEFITS
When retailers sell more and are more profi table, that’s a 
supplier benefi t, but there’s more to it. As competition gets 
tougher and retailers need to distinguish themselves more 
effectively in the marketplace, suppliers practicing opera-
tional excellence gain additional benefi ts:

• Increasingly, retailers want to do business with sup-
pliers who understand retail and the problems retailers 
face. So operational excellence means retailers prefer doing 
business with those suppliers. For example, more retailers 

are refusing to do business with suppliers who don’t use 
Universal Product Codes because the codes are crucial to 
inventory management and optimization, sales analysis, 
merchandising strategy, and other retail disciplines.

• Common transaction and data systems will help cre-
ate new ways to do business that benefi t suppliers and their 
customers. With suppliers and their customers “singing 
from the same hymnal,” it’s much easier to share impor-
tant sales and inventory data for maximum performance, 
share inventory management goals, and collaborate more 
effectively for merchandising, maximum sell-through, and 
effi ciency.

• When retailers don’t have to spend a lot of time on the 
mechanics of ordering, receiving, and paying for products, 
they can spend more time on the sales fl oor with custom-
ers. That means improved sales and cash fl ow and quicker 
payment-cycle times.

• Standardized systems mean suppliers will see im-
proved customer service through reduced operating costs 
and better customer relationships.

• The Christian Retail Channel is adopting broader 
general-retailing standards where appropriate and practi-
cal. That means suppliers who adapt to industry best prac-
tices will fi nd it easier to adapt to national standards used 
by nearly all retailer customers in multiple retail segments.

Clark says greater collaboration between Christian re-
tailers and their suppliers will help the industry be healthy. 
“Retailers and suppliers must become the best at what they 
do in order to survive in an increasingly competitive mar-
ketplace,” she adds.

THE BEST PRACTICES
The recommended best practices are the result of retailer 
and supplier participation and are based on direct in-store 
experience ordering and receiving gift products. 

Data exchange and POS updating best practices are 
far-reaching. Much of the current POS updating process—
even with existing electronic industry gift databases—re-
quires retailers to manually update POS data. The team of 
chain and independent retailers who helped develop the 
best practices document agreed that identifying one stan-
dard and using it would be a benefi t to both chains and 
independents—they both suffer from ineffi cient industry 
systems. The team agreed to accept and endorse the Family 
Christian Stores data-structure design.

FAMILY’S VENDOR MANDATE
Craig Klamer, Family’s merchandising VP, said the data-
structure design aims to simplify the data-exchange pro-
cess for retailers to receive new-product information and 
update their POS systems. Even Family’s sophisticated JDA 
software system can’t adapt to the many ways gift suppliers 
send product information. Last summer, Family mandated 
vendors who do business with the chain to submit all new-
product data using the data structure. 

The structure is a simple organization of an Excel 
spreadsheet. Once the data is submitted via the spreadsheet, 
it’s easy to convert the fi le into Family’s software or virtu-
ally any POS software that can accept Excel fi le conversions.  
Suppliers can view and download the spreadsheet at www.
Christiansupplychain.org. 

The data-design goal is to provide a foundation for ad-

Visit a Store During March’s 
Gift-Vendor Receiving Week

Christian gift-product vendors 
are invited to receive the 

shipments they send by visiting 
their customers’ Christian stores 
during Mar. 5-9.

The goal is to help suppliers 
learn more about the gift-receiv-
ing process in person and see 
how Gift Transaction Best Prac-
tices could improve effi ciencies, 
reduce costs, and help retail-
ers and suppliers work together 
better.

Vendors may schedule visits 
throughout the month, depend-

ing on shipping schedules, 
retailer availability, or other 
issues.

The week should help create 
greater industry awareness and 
education on real needs and 
benefi ts of supply-chain coop-
eration, and help improve chan-
nel effi ciencies, reduce costs, 
and increase sales that support 
Christian-retail ministry.

Let us know about your Vendor 
Receiving Week experiences by 
calling CBA at (800) 252-1950 or 
e-mail info@cbaonline.org.
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vanced data-exchange capabilities to auto-
mate updating for industry databases, col-
lect data for industry reporting and analy-
sis, and simplify how retailers and their 
suppliers exchange information and work 
collaboratively.

OPERATIONAL 
RECOMMENDATIONS
Other operational best practices are orga-
nized by activity, such as ordering, product 
labeling, shipping and receiving. 

• Use UPCs consistently. Using 
Universal Product Codes (UPCs) is crucial, 
and using them consistently throughout the 
transaction is paramount. Some suppliers 
use different product codes at different stag-
es of the transaction process. For example, 
a supplier may allow retailers to order with 
a UPC, but catalogs, shipping documents, 
and invoices have different coding—even in 
each medium. This is what requires exces-
sive manual checking and rechecking.

• Use separate UPC for standard-pack-

aging confi gurations. The document also 
introduces the use of a separate UPC for 
standard-packaging confi gurations. For 
example, a standard carton of four units 
should have its own UPC. Not only does 
that clarify how many individual units a 
retailer is ordering, it eventually will en-
able automated item-quantity updating in 
POS systems and industry databases. This 
ensures accurate POS database inventories 
that correspond with store cycle-count-
ing. It also eliminates confusion and added 
costs that come when retailers think they’re 
ordering four individual items, not four 
packages totaling 16 individual items and 
vice versa.

• Label individual items. Retailers also 
want to see individual items labeled. Some 
gift companies stuff products into a shipping 
carton without any identifying markings, re-
quiring inordinate amounts of time to cross-
check products with the original purchase 
order. Item-level UPC labels and bar codes 
would signifi cantly expedite receiving.

• Include detailed packing slips. The 
packing slip is an important document 
linking the original purchase order, the 
shipment, and the invoice. It eventually will 
serve as the key document in the develop-
ment of the Advance Ship Notice, an X-12 
electronic data interchange (EDI) docu-
ment that enables automated receiving.

The packing slip should refl ect both the 
original purchase order and the invoice with 
consistent UPC product coding, item list-
ings and descriptions, and unit counts.

Carton and pallet labeling should follow 
the ANSI/UCC-128 standards, which are 
available at Christiansupplychain.org.

“This document provides guidance on 
how to operationally compete with general-
market gift stores,” Clark says. “Many are 
already requiring this level of distribution 
care from their suppliers. Christian retailers 
shouldn’t be content with accepting practic-
es that would prevent a supplier from com-
peting in general-market gift shops.

“Although the greatest competitive dis-
tinction that Christian retailers have to offer 
should be their Christian expertise, follow-
ing the guidelines in this document help 
level the operational playing fi eld,” she says.

See and download the best practices 
document at Christiansupplychain.org. It’s 
open to review and comment until Mar. 
30, 2007, and it will be presented to the 
Christian Retail Solutions Committee for 
fi nal adoption in April.   AR

CBA Retail Technology & Strategy Manager 
Eric Grimm is chairman of the industry’s 
Christian Retail Solutions Committee.

Get your

(800) 366-6031, ext. 566 • chris.brown@parable.com • www.parablegroup.com

free slice.

No one has more catalog experience than Parable. We’ve been on the 

leading edge of industry print promotions for more than 20 years and 

have mailed over 300 million catalogs. Plus, our promotions have the 

highest measured response rates in the industry. 

Now you can get our catalogs for free. 

Call today to find out how.

Gift Transactions FEATURE.indd   80Gift Transactions FEATURE.indd   80 11/30/06   4:09:26 PM11/30/06   4:09:26 PM



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket true
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 1
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings false
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile (Color Management Off)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /ENU <FEFF005500730065002000740068006500730065002000730065007400740069006e006700730020007700680065006e0020006300720065006100740069006e00670020005000440046002000660069006c0065007300200066006f0072000d0020002000200020002000200020002000200020002000200020005100750065006200650063006f007200200057006f0072006c00640020004d00690064006c0061006e0064>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


