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Letter from the Editor

female Demand Planners/Forecasters are 5% less than those of 

their male counterparts. Education may be the reason behind 

this pay disparity: People with a bachelor’s degree usually 

make more than ones with a high-school diploma, and people 

with a master’s degree or higher make more than those with a 

bachelor’s degree—and men in this field tend to have a higher 

education level than women. The percentages for highest level 

of education in this profession by gender are: high school 4% 

male vs. 7% female; bachelors 44% male vs. 54% female; and 

master/Ph. D. 52% male vs. 39% female.

The issue comes at a time when the field of demand planning 

and forecasting is at an inflection point—we’re moving away 

from the tried and true statistical models towards AI, machine 

learning and automation, the kind of which can interpret a 

Tweet and extrapolate changes in demand and assess impact 

on inventory and financial budgets instantly. And with that 

comes a need for new skills, namely programming and data 

science. But in some ways the status-quo remains because this 

advanced technology exists solely to empower better business 

decisions. As we move forward, we’ll increasingly need not only 

Data Science and programming skills, but also communication 

and leadership skills, complete with business acumen and 

the ability to influence, so that the insight generated from 

technology can be applied. And to cover these bases, we 

need a workforce that is broad in its background, skills and 

perspectives.

As we begin the new year and look to the future of our 

discipline, I see diversity driving innovation, efficiency and growth 

in our organizations, and judging by the quality of this special issue, 

women will be leading from the front.

Happy Forecasting!

Chaman L. Jain, Editor

St. John’s University | Jainc@stjohns.edu 

This is a special issue dedicated to women 

in demand planning and forecasting. 

All the articles except two columns on 

the national and global forecasts are 

written by women. The articles discuss 

topics including how to transition 

from forecaster to data scientist, removing bias in forecasts, 

leveraging KPIs for growth and blending art and science in 

demand planning.

These articles bring a valuable perspective, bringing not 

only the technical and analytical elements of our profession 

that we usually see in these pages, but also a focus on people 

management skills, EQ (Emotional Intelligence), wider business 

acumen, and the ‘right-brain’ element of our field, bringing 

balance to a field that depends so much on both art and science. 

Especially intriguing is an article entitled ‘From Liberal Arts 

To Demand Planning: An Unexpected Journey’, which should 

serve as a reminder that there is no one pathway into this field, 

and that the critical and analytical minds this profession needs 

are nurtured in a variety of academic endeavors.

It is difficult to have an issue dedicated to women in demand 

planning without discussing the wider gender debate: the 

cause is disputed, but the fact is that less than 5% of Fortune 

500 CEOs are women. But how does our discipline fare when it 

comes to equality of pay and opportunity? Our own research 

from 2017 reveals a mixed picture. For the most senior roles 

in demand planning and forecasting like Director and Vice 

President of Demand Planning/Forecasting, women receive on 

average 7% less than their male counterparts. For other roles 

such as Analyst, Senior Analyst, Manager and Senior Manager, 

women’s salaries are about 2% higher than those of men.

Although about 47% of the labor force in the United States 

represents women, only 35% of people in demand planning 

are women. The survey further shows that, overall, salaries of 
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Personally, I am very interested 
in the field of data science 
and I was always passionate 

about extracting valuable information 
from data sets and using it in solving 
problems both at school and at work. 
I have studied computer science at 
college and now, more than ever, I feel 
very enthusiastic about the growth of 
data science and its practical business 
applications. Analytics job openings are 
projected to grow by 15% in the next 

couple of years according to a report by 
Burning Glass Technologies. 

Additionally, today’s economy is 
leaning more toward advanced analytics 
and companies want to make use of 
the data they have been collecting for 
many years. As a result they are hiring 
people who can mine and interpret this 
data. The fastest-growing roles in the 
current job market are Data Scientists 
and Analysts, which are projected to 
see growth of 28% in the next couple 

of years according to IBM. What better 
time to enter this new job market than 
now? Especially for us Demand Planners 
and Forecasters who are not fresh out of 
university and didn’t study this subject in 
detail.

As of May 2018, my dream of becom-
ing a data scientist has come true and I 
am currently working in a newly set-up 
team of data scientists, eager to tackle 
challenges in the steel industry and 
use advanced analytics and machine 

The Path To Becoming  
A Data Scientist
By Corina Salagean

E X E C U T I V E  S U M M A R Y  |  Data science has established itself as a key differentiator in building robust and 
actionable forecasts, making use of the wealth of information that we call big data. It adds a new element to forecasting 
and demand planning, with machine learning providing greater insight than statistical models. For many Demand Planners 
and Forecasters, data science represents an opportunity to add more value, but developing the required skills—including 
programming—may seem daunting. Here I share my own journey from forecaster to data scientist. 

C O R I N A  S A L AG E A N  |  Corina is a data science, demand planning and forecasting professional with over 10 
years’ experience in roles such as Demand Analyst, Logistics Inventory Planner and Senior Forecast Modeller 
at firms including Intel, Stryker and NetApp. Having made a decision to move from demand planning into data 
science, she taught herself the R and Python programming languages and in 2018 took a role as Data Scientist 
at Tata Steel Europe where currently she generates long and short-term sales planning analytics. Corina holds 
a Master’s degree in Business Studies from the University of Amsterdam and is APICS CSCP certified. Also, she 
presented her thought leadership at IBF’s Business Planning, Forecasting, & S&OP Conference Europe in 2017.
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10 Ways to Be a Better 
Demand Planner 
By Cynthia Schulz, ACPF

NO. 1

BE POSITIVE
This appears first on the list because 

in my opinion, it’s the most important. A 
negative Demand Planner will struggle 
to gain the trust of business partners, 
which is fundamental to its role. It is true 
that no one likes to be around a negative 
person. Being negative is a failsafe way 
to alienate yourself, your function, 
your profession, and even your entire 
department from being recognized as 
a valuable business partner. This is true 
internally and externally, even when 
working with vendors or collaborative 

forecasting partners. If being positive 
is not part of your nature, seriously 
consider that it will greatly impede your 
success. If you want to be successful in 
demand planning, make the effort to 
be positive. Try to find something good 
even in a challenging or frustrating 
situation. Take the time to consider 
others’ viewpoints and respond in a way 
you would want them to respond to you 
if the situation were reversed.

NO 2

BE FRIENDLY
Being friendly is the cousin of 

E X E C U T I V E  S U M M A R Y  |  This article describes in detail what demand planners need to be successful. The emphasis 
is mostly on a person’s soft skills including being positive, friendly, helpful, dependable, proactive and transparent. Technical skill 
is also needed, but without having soft skills, demand planning and forecasting professionals will find it difficult to add value to 
their organizations. Regardless of the industry in which you work or what tenure you have, we all have room for improvement. By 
practicing these 10 traits, you will be a better demand planner, and you will greatly increase your value to your organization. The 
best part? You can start doing them now because there is no training necessary.

C Y N T H I A  S C H U L Z  | Cynthia has over 20 years of experience in demand planning and forecasting across a 
variety of industries, including retail, chemical manufacturing, and consumer products. She is currently responsible 
for international demand planning at Valvoline, a leading worldwide supplier of premium branded lubricants and 
automotive services. Cynthia is an Advanced Certified Professional Forecaster (ACPF) with IBF.

being positive. As a Demand Planner, 
it is important that people trust you, 
they think you are personable and 
approachable. Even if someone doesn’t 
like you personally but can say you are 
a friendly person, that’s a good thing. 
It’s as simple as smiling, saying hello, 
asking people how they are doing, 
remembering someone’s name, etc. If 
you’re having a bad day, or are frustrated 
about something, deal with it in private. 
Don’t let people see you roll your eyes or 
sigh about something. Otherwise, it will 
be perceived negatively. Being friendly 
should not be limited to your sphere of 
influence; be friendly to everyone you 
come in to contact with at the office, 
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on the phone, at the company gym, or 
anywhere.

NO. 3

BE PUNCTUAL
Being punctual is a direct statement 

of how much you respect people’s time. 
Show up on time for meetings. Start 
conference calls on time. Don’t cancel 
or postpone things at the last minute. 
This works the other way, too. If you’re 
scheduled to finish a meeting or call at 
a certain time, stick to it. Start wrapping 
things up five minutes before the 
meeting’s scheduled end. Everyone will 
appreciate punctuality, even those who 
aren’t good at it. If they know that you 
always start on time, they will be inspired 
to make the effort to be punctual, too. 
Even if latecomers prevent you from 
starting on time, end at the originally 
scheduled time. Keep in mind, of course, 
that you should do what’s best in each 
situation, so don’t practice punctuality at 
the expense of other things on this list.

NO. 4

BE PROACTIVE
Being a Demand Planner affords you 

some degree of latitude with regard to 
the scope and boundaries of what the 
job entails. Make it what you want it to be. 
Don’t wait for the work to come to you, 
define it for yourself. Come up with new 
approaches to things and seek others’ 
opinions. Think of ways that you can 
provide more value to a coworker, another 
department, or your entire organization 
by doing something differently, better, 
or not at all. Get involved in projects 
that are outside your normal scope. This 
should be how you approach your role as 
Demand Planner, not just something you 
do. This can open new doors for you in 

the future by allowing you to expand your 
sphere of influence, build new skills, and 
help you discover new areas of strength 
or interest.

NO. 5

BE TEACHABLE
We can always be better. Ask for 

feedback, listen, and use the advice to 
improve yourself or the way you are 
trying to accomplish something. Also 
learn from others. Find out how they 
approach similar problems or deal with 
similar situations. This is a great way to 
start conversations when networking 
with people who are in your field but are 
from different industries or companies. 
After meetings or presentations, ask 
your peers what you could do better 
next time. Have a regular touch-base 
with your manager to find out how 
he/she thinks you can improve. Take 
feedback graciously, do not be offended, 
and grow from what you learn.

NO. 6

BE HELPFUL
Show initiative to help your col-

leagues, whether it’s unjamming the 
copier or creating a PowerPoint tem-
plate. Offer to cover meetings for your 
manager when he/she is overbooked. 
Show other departments what you’re 
working on and ask them if it could be 
a valuable resource for them to use. Re-
member that you provide a service. Seek 
ways that you can help others make bet-
ter business decisions.

NO. 7

BE TRANSPARENT
Don’t assume that others know what 

you’re trying to do or why it’s important 
to you. Make it clear to those you work 
with what your goals and intentions are, 
and why it’s important to accomplish 
them. Be humble enough to ask a peer 
or manager for help with something 
you can’t grasp. Explain to others what 
assumptions you made to arrive at a 
forecast and what the risks are to the 
numbers. Don’t be afraid to report less-
than-stellar results against a goal. Be 
real, be transparent, and be truthful.

NO. 8

BE DEPENDABLE
Always deliver on what you promise. 

If you said that the demand review deck 
would be provided the day before the 
meeting, make sure it is. If there are 
follow-up actions from a meeting, ensure 
they are captured and followed all the 
way through. If you said you would check 
in with someone about something next 
week, make sure you actually do. It’s easy 
to let things slide and be forgotten. Find 
a systematic way to prevent this from 
happening. It could be as easy as putting 
reminders on your calendar or using 
sticky notes on your monitor.

NO. 9

BE DEDICATED
Follow-through is important and 

one of the best ways to show your 
commitment. Finish projects well 
and ask if there is anything further 
that needs to be done. Go the extra 
mile, stay later if you need to finish 
something, and take time to verify that 
things are accurate before publishing 
them. Recognize the importance 
of the service you provide to your 
organization and act accordingly.

continued on page 18
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Performance Indicators 
Help, But Only When 
Computed and Used 
Correctly 
By Misty Doan-Eldridge

We live in an age with all sorts 
of data at our fingertips. We’re 
surrounded by—and even 

drowning in—data, yet it often doesn’t 
help us gain insight or understanding. 
Information and numbers are coming in 
at greater levels of detail and faster than 
ever. We are constantly striving to make 
sense of the data and measure its value. 
But have you ever stopped to check if the 
metrics you’re already using to make daily 
business decisions are really measuring 
what you think they’re measuring? Is 

it possible to be using a formula that 
is mathematically correct but does not 
provide meaningful results? Is it possible 
to be running numbers to measure one 
thing but really measuring something 
completely different? Are all formulas 
for a metric measuring the same thing? 
How can we be surrounded by numbers, 
minute details and metrics yet struggle 
with meeting goals, customer satisfaction 
or revenue projections? Why do we have 
the same conversation regularly and yet 
can’t seem to get the desired outcome?

WHICH ERROR METRIC 
AND WHAT DATA?

According to IBF research, the number 
one item measured in S&OP is forecast 
accuracy, followed by fill rate, inventory 
level, inventory turns and then profitability 
(see Figure 1). As Demand Planners, we 
usually focus on forecast accuracy, but 
there are many formulas for calculating 
it. Are we using MAPE (mean absolute 
percent error), WMAPE (weighted mean 

E X E C U T I V E  S U M M A R Y  |  Key Performance Indicators (KPIs) can greatly help in making optimal decisions, provided 
they are correctly computed and are accepted without any bias. There are times when they are rejected, not because they are 
wrong but because the result doesn’t match with the perception. When reported metrics provide conflicting results and/or 
the same discussion about a metric(s) in every meeting, it is time to revise and improve them.

M I S T Y  D O A N - E L D R I D G E  |  Misty is the Supply Planning Manager at Escalade Sports with over 20 years 
of experience in Demand and Supply Planning. She has led demand review meetings, product review and 
inventory meetings and executive S&OP meetings as part of the S&OP process. Her experience covers multiple 
industries including packaging, food, beauty products, party supplies and sporting goods.
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Why Forecast Accuracy  
Is Hiding The Truth About 
Performance
By Marie Groenlund

E X E C U T I V E  S U M M A R Y  |  Traditional measurements of forecast accuracy are not telling the whole story about forecast 
performance and provide little insight into how we can improve. Furthermore, the way we manage deviations from the forecast 
in our value chain is providing little benefit to our organizations. In order to create real business value, we need to stop talking 
about forecast accuracy and instead focus on reducing consistent forecast bias. In addition, we must look at forecasts and 
inventories as ranges instead of exact figures. 

M A R I E  G R O E N L U N D  | Marie has several years of experience within Supply Chain Management, working in 
the discipline for PANDORA as well as working as a management consultant. She has been driving implementation 
and improvements within S&OP, demand planning, inventory optimization and supply planning for more than a 
decade as a project leader, manager and subject matter expert. 

Having worked in demand 
planning, S&OP and supply 
planning for several years, I have 

found that organizations often try to 
improve forecasts as a means to improve 
the overall supply chain. Indeed—
looking at the pure math—improved 
forecast accuracy enables us to reduce 
end-to-end variability and optimize 
inventory and production efficiency. But 
the consistent focus on optimizing item 
accuracy takes our attention away from 
the real issues, i.e., our ability to manage 
variations and uncertainty to add value 
to our supply chain. Regardless of our 

ability to improve accuracy by a certain 
number of points, we will still be short 
of 100%. The fact is we pay far less 
attention to driving business value than 
we do hunting for the next few points of 
improvement.

In all the companies I have worked 
for, and the many companies I worked 
with during my years in consulting, I am 
yet to come across business processes 
that manage uncertainty in the forecast 
in an efficient way. Using forecast 
accuracy as an input to the size of buffers 
needed and to assess the uncertainty 
in the plans is well established in many 

companies. However, in the operational 
execution, the acknowledgement of 
variability is absent. We still discuss the 
largest deviations between the forecast 
and actuals as opposed to deviations 
that are out of range. With that, our 
planning systems take us back to the 
target inventory level even though the 
consumption of our inventory may 
be perfectly in line with the expected 
variability, which may be different from 
forecasts. This kind of strategy causes 
a long sequence of changes all the way 
through the value chain, resulting in the 
well-documented bullwhip effect.

16 Copyright © 2019 Journal of Business Forecasting | All Rights Reserved | Winter 2018-2019 | www.ibf.org

READ ARTICLE IN FULL.
BECOME AN IBF MEMBER TODAY  

TO READ COMPLETE ISSUE



From a strictly forecasting perspec-
tive, measurement of forecast accuracy 
provides very little insight to improve it. 
Often, the way to improve accuracy is out 
of the hands of those working with the 
forecast. Accuracy is often affected by the 
way we incentivize our customers with 
different payment terms and shipping 
charges. I see three important steps that 
are needed to improve the way we man-
age uncertainty of the forecast.

FOCUS ON BIAS 
RATHER THAN ON 
ACCURACY

If we want to improve our forecasts, 
we should focus on forecast errors 
that are systemic such as forecast bias. 
Bias in a forecast is very harmful to the 
value chain. Measuring bias will help 
the business call out incorrect use 
of statistical models, where the sales 
history needs cleansing, and where 
qualitative “intelligence” that is manually 
added to the forecast is not intelligent 
enough. Bias is a main source of forecast 
error, which can be taken care of.

USING 
SEGMENTATION 
FOR ALLOCATING 
FORECASTING 
RESOURCES

Another way of dealing with accuracy 
is to assess the error against the natural 
variability in sales. A portfolio of items 
can be classified into segments based on 
their historical variability. Based on that, 
we can determine an expected level of 
error. The best way, therefore, is to chase 
errors that exceed our expected levels, 
and not ones that have large deviations. 
Say we have two items that are selling on 

average at a rate of 100 units per week. 
Item A has a historic variation of 30% and 
item B has a historic variation of 75%. Let’s 
say we sold 140 units of item A and 150 
units of item B last week. Traditionally, 
we would investigate item B because the 
deviation of 50 units is larger than that 
of item A. Knowing that historically item 
A has a low variation and item B has a 
high variation, we should spend more 
time on understanding what happened 
to item A and investigate whether it 
needs re-forecasting, and not on item B 
which performed well within expectation. 
Further, we should pay more attention to 
high value items, and less to others. As 
shown in Figure 1, we can expect higher 
deviations in products in segments 1 and 
4, and lower deviations in segments 2 and 
3. By looking at the volume (or revenue) 
as opposed to only deviations, we can 
identify the most important items to 
concentrate on. We don’t need to spend 
time on items in segment 4 (“exception 
only”) because they are of low importance 
to the business and have high natural 
deviations. Assessing deviations out of 
range provides an opportunity to refine 
our statistical models (as in the case of 
segment 2), as well as suggest how we can 

further improve the forecast of products in 
segment 1 by collaborating more with our 
stakeholders such as sales representatives.

DON’T CHANGE 
OPERATIONAL 
PLANNING IF 
DEVIATIONS 
ARE WITHIN THE 
EXPECTED RANGE

Most planning systems work by trying 
to meet the target inventory. In that case, 
the plan is changed every time there is a 
change in actual demand compared to 
expected demand, no matter how small 
it is. In the network of inventory points 
and production sites, these little changes 
add up to much bigger changes. The 
cost associated with these changes 
throughout the value chain is in most 
cases not measured and accounted for. 
Therefore, the best strategy is to have a 
system that stops re-planning whenever 
inventory is within acceptable range. In 
supply chain planning, it is often seen as 
an issue when actual inventory on hand 
is below target safety stock. Safety stock 

Figure 1 |  Segmenting Products by Value and Predictability
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NO. 10

BE FEARLESS
It might be easy to shy away from 

a project that seems overwhelming or 

outside your expertise. If you’re presented 
with new opportunities, jump at them. 
Set yourself up for success by clarifying 
expectations and asking for help. Don’t 
be afraid to try something new. Practice 
getting out of your comfort zone.

What is described above are basically 
soft skills, but they are very important. No 
matter how technically skilled a person is, 
without soft skills, he or she may not be 
able to add much value to the business. 

Send Comments to: JBF@ibf.org

10 Ways to Be a Better Demand Planner continued from page 11

is meant to take care of uncertainty. 
If it does not, we are not using safety 
stock properly. Instead we are biasing 
our planning system, and unnecessarily 
putting pressure upstream. Every time 

inventory goes below a threshold, the 
system tries to replenish it. To avoid 
this, we should have a planning system 
like a forecast range. It should use 
inventory target ranges instead of fixed 

inventory targets. In other words, when 
the projected inventory is within certain 
limits, no change to the plan is necessary. 
When it exceeds the expected limit, as 
shown in Figure 2, the plan may have to 
be changed.

By using these three steps we can not 
only manage uncertainty more efficiently 
but also reduce cost. Some planning 
systems such as Kanban (reorder point 
planning) and pull-based decoupling 
points are good ways of reducing over 
reaction to variability in our operational 
planning. However, we do need a way 
to manage planning within ranges of 
forecast as well as inventory. In order to 
start reaping the rewards of managing 
uncertainty in this way, we must change 
how we think about variability and stop 
pointlessly chasing forecast accuracy.

—Send Comments to: JBF@ibf.org

Figure 2 |  Points Where Inventory Exceeds Set Limits
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One of the many appealing 
attributes of a career in demand 
planning is the exposure one 

gets to other parts of the organization. 
As the central hub of the S&OP process, 
demand planning often interacts with 
Sourcing, Sales, Master Scheduling, 
Production and Finance—just to 
name a few. Those interactions are rife 
with opportunities to learn, grow and 
translate the skills of demand planning 
into unique career paths. As a matter of 
fact, I would recommend at least a stint 
in demand planning to any aspiring 
supply chain executive—it’s a fantastic 
proving ground not only for your mettle, 

but also for your understanding of the 
challenges of running a business that 
attempts to balance customer needs 
with cost.

While demand practitioners know 
how useful their skills can be to other 
parts of their own organization, how 
well do the skills of a demand planning 
professional in one industry translate to 
a completely different industry? Over 
the past year and a half, I have had the 
honor of finding out.

In mid-2017, I left my job in consumer 
goods for a position in aerospace. More 
specifically, I was tasked with leading a 
team of Demand Planners who work 

to determine the aftermarket demand 
for airplane wheels and brakes. It’s a far 
cry from the world I had known: a world 
of POS data from customers, short life 
cycles, e-commerce and shelf placement 
considerations. Here, my tried-and-true 
inputs don’t exist. Customer data is 
spotty, and customers can have wildly 
different behaviors that affect the need 
for aftermarket services. To further 
complicate a business model that is 
already complex, aircraft can change 
owners with relative ease which has the 
potential to badly skew your forecast 
models! Now that this industry transition 
is largely behind me, I am now able 

Lessons Learned From 
The Diverse Demand 
Planning World
By Erin Marchant

E X E C U T I V E  S U M M A R Y  |  In demand planning there are commonalities between all industries, but also important 
differences and industry-unique nuances that impact demand. This article outlines the potential challenges of a transition 
from one industry to another within the demand planning discipline. Areas of commonality between disparate industries are 
also discussed. The article concludes with some helpful tips on how to best bridge this transition and add value to your new 
organization as soon as possible. 

E R I N  M A R C H A N T  |  Erin is Sr. Manager, Demand Planning at Collins Aerospace, located outside of Dayton, 
OH. She has over a decade of varied experience in supply chain, including strategic sourcing, material 
planning, production scheduling, and her favorite area, demand management. She holds a B. S. in Economics 
from Heidelberg University, an MBA from Ashland University and an M. S. in Information Architecture and 
Knowledge Management from Kent State University. Erin recently presented her thought leadership at IBF’s 
Business Planning, Forecasting, & S&OP Conference in 2018.

20 Copyright © 2019 Journal of Business Forecasting | All Rights Reserved | Winter 2018-2019 | www.ibf.org





Institute of Business
Forecasting & Planning

Institute of Business
Forecasting & Planning

“  This is a great use of money. This is my third 
workshop, and it gets better every year. I also 
continue to learn new things as I grow in my  
company. New things I learn here take on new 
meaning and become far more applicable.”

  S. Grabhorn, Director of Mktg Sales /Product Forecasting
 TUPPERWARE

“  I could not possibly offer any suggestions for 
improvement. This was such a great workshop!”

 T. Hatfield, Manager of Planning
 TOYOTA

UNDERSTANDING FORECASTING SOFTWARE AND B IG  DATA FROM THE  GROUND UP

tel: +1.516.504.7576   |  email: info@ibf.org  |  www.ibf.org

w/ Predictive Analytics and the Use of Big Data Workshop*

DEMAND PLANNING  
& FORECASTING  
BOOT CAMP
  

FREE REGISTRATION!

GET THE  

4TH PERSON FREE! 

FOR EVERY 3 REGISTRATIONS

APRIL 11 -12, 2019 
KUALA LUMPUR, MALAYSIA

MARCH 13 -15, 2019 
CHICAGO, ILLINOIS USA

IBF  RECER TIFICATION:  10 POINTS



tel: +1.516.504.7576   |  email: info@ibf.org  |  www.ibf.org

w/ Predictive Analytics and the Use of Big Data Workshop*

DEMAND PLANNING  
& FORECASTING  
BOOT CAMP
  

IBF  RECER TIFICATION:  10 POINTS

Have you considered sharing your experience and lessons learned as a speaker/panelist 
at an upcoming IBF event or writing an article for our Flagship
Publication, the Journal of Business Forecasting (JBF) or IBF Blog?

PUBLISHING 

The Journal of Business Forecasting (JBF) is IBF’S quarterly publication read by professionals across 
the globe.  Every article is written for practitioners at every level in all industries. Plus, they are 
written for and by practicing, planning and forecasting professionals.  We would also welcome 
publishing on IBF’s blog located at www.demand-planning.com.  Consider writing an article for 
the JBF or IBF Blog today! 

TO BE CONSIDERED, please EMAIL: ibf@ibf.org  
with your interest in submitting an article 

SPEAKING

Join some of the world’s largest and most well known companies who have shared best 
practices, lessons learned and war stories on business forecasting, planning,  
and predictive analytics. You don’t have to be an “expert” or a thought leader in the field to be 
considered as an IBF speaker.  If you have lessons learned or, a case study to share, we want to 
hear from you. Consider speaking at an IBF event today!

TO BE CONSIDERED, please EMAIL: speaking@ibf.org  
with your interest in speaking

    BENEFITS OF SPEAKING & GETTING PUBLISHED 

 • Earn points towards IBF Re-certification
 •  IBF speakers receive complimentary admission to the event 
 •  Gain visibility, recognition and credibility for you and your company
 • Advance your career
 •  Help Foster the growth of S&OP/ IBP,, Demand Planning, Forecasting, and  

Predictive Business Analytics with your contribution

tel: +1.516.504.7576  |  email: info@ibf.org  |  web: www.ibf.org
Institute of Business
Forecasting & Planning

Institute of Business
Forecasting & Planning

at IBFSPEAK  
write  

Give back to the community



From Liberal Arts to 
Demand Planning: An 
Unexpected Journey
By Rebekah Haynes, CPF

Demand planning can be a 
somewhat difficult concept for 
those with little to no experience 

in a supply chain environment. It can 
be a completely foreign concept for 
someone coming from a Liberal Arts 
background. In supply chain you have 
charts, numbers, statistics; a different 
planet altogether from a world of 
literature and philosophy. However, 
when you really break it down, the two 

fields aren’t that dissimilar. Having a 
background in both areas has offered a 
unique perspective in business.

As a Liberal Arts major, graduating 
with a degree in English Literature, supply 
chain was not even close to what I had in 
mind as a career choice. That path had 
never presented itself as an option, nor 
did I even know it existed. I was all about 
thought-provoking literature that told a 
story or presented cautionary tales about 

life. However, what I’ve learned over the 
course of my career is that supply chain 
truly lends itself to that same level of 
thought-provoking work and cautionary 
tales about business. Who knew that 
all those years of studying literature 
and philosophy to find meaning and 
understanding would lead me to a 
career of charts, numbers and statistics? 
Stranger still, who knew I would love it?

How we understand the business 

E X E C U T I V E  S U M M A R Y  |  This article discusses how different areas of the Liberal Arts can be used to explain areas 
of supply chain and business. Although Liberal Arts and business are perceived as very different, both offer opportunities 
for thoughtful analysis, and the cognitive skills required for one are directly applicable to the other. Here, we look at how 
the concepts and characteristics of three of the Liberal Arts, namely Theater, Literature and Philosophy, help us in our role as 
Demand Planners. 

R E B E K A H  H AY N E S  |   Rebekah is a Senior Demand Planner at WD-40 Company. She has over 18 years of 
experience in supply chain, working in demand planning and supply chain management roles. She holds a 
bachelor’s degree in English literature from San Diego State University and is a Certified Professional Forecaster 
(CPF) with the Institute of Business Forecasting & Planning, IBF.  
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Demand Planning is partly an 
art and partly a science, and a 
good Demand Planner must 

know how to combine them to arrive 
at a good plan. To do that, he or she 
must be a master of all trades—or at 
least have working knowledge of each 
element in the decision making process. 
In this article, I have decomposed “Art” 

and “Science” as they apply to demand 
planning into seven dimensions with 
opposite characteristics to help you 
combine the analytical, data-focused 
element of our role with the wider 
business strategic and collaborative 
element. The two, whilst often considered 
opposite or mutually exclusive, can—and 
should—work in harmony.

DIMENSION NO. 1

LONG TERM VS 
SHORT TERM

The first and most obvious situation 
that comes to my mind is the time horizon. 
S&OP/IBP requires a 24-month outlook, 
while supply planning colleagues expect 

How Art and Science 
Converge and Collide To 
Create A Better Demand 
Planning Team
By Elizaveta Shafir, CPF

E X E C U T I V E  S U M M A R Y  |  We all have heard that Demand Planning is an art and a science, and a good Demand 
Planner finds the balance between the two. This delicate balancing act, and a clear need to draw on completely different skills 
for a variety of situations, is exactly what I like about this profession. You never have a ready answer; you have processes that 
don’t always work. You have established procedures, not applicable to all the situations. Here I examine the art and science 
of elements and how, by understanding roles of different elements, Demand Planning leaders can find the optimal balance 
and add greater value to the company. 

E L I Z AV E TA  S H A F I R  |  Liz is a supply chain professional with more than 8 years of experience in Consumer 
Products, driving demand planning and forecasting at Aryzta and PepsiCo, and procurement at Nestlé. 
She holds a BA in Economics and a master’s degree in Management from top Russian universities, and 
will complete her master’s degree in Supply Chain Management from MIT in June 2019. She is a Certified 
Professional Forecaster (CPF).

30 Copyright © 2019 Journal of Business Forecasting | All Rights Reserved | Winter 2018-2019 | www.ibf.org



and “economic clubs” around the world—confirm that, in the 
last quarter of 2018, more countries have joined the year-
long emerging global downswing in economic activity. Signs 
of turning points are beginning to show up in the predictive 
analytics of advanced and emerging countries.

The BRICS club (Brazil, Russia, India, China and South 
Africa) has recorded this quarter the worst performance of any 
economic club in all time horizons: at present; compared to a 

INTERNATIONAL 

ECONOMIC 
OUTLOOK

Time series forward-looking GDP predictive analytics 
highlight the risks to the near-term outlook and reveal potential 
turning points in the global growth cycle. Evidence from the 
fourth quarter of 2018, which are modeled from real-time 
factual data that captures expectations for first half of 2019, 
indicate a high risk of substantial global economic slowdown.

In the current phase of the business cycle, our proprietary 
GDP predictive analytics—covering all countries, all regions 

I.  GLOBAL ASSESSMENT AND OUTLOOK

GDP Predictive 
Analytics Show 
Deepening

Dr. Simos is Director of Forecasting and Predictive Analytics at e-forecasting.com, a division of Infometrica’s Data Center, 65 

Newmarket Road, Durham, NH 03824, U.S.A. and professor of economics at Paul College, University of New Hampshire,  

www.infometrica.com, eosimos@e-forecasting.com. This report does not purport to be a complete description of global 

economic conditions and financial markets. Neither the Journal nor Infometrica, Inc. guarantee the accuracy of the projections, 

nor do they warrant in any way that the use of information or data appearing herein will enhance operational or investment 

performance of individuals or companies who use it. The views presented here are those of the author, and in no way represent 

the views, analysis, or models of Infometrica, Inc. or any organization that the author may be associated with.

in Global Slowdown
By Evangelos Otto Simos
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The U.S. economy is experiencing its second-longest 
expansion since the end of WWII. The unemployment 
rate of 3.7 percent in November 2018 is the lowest for 49 

years. However, the broader measure of unemployment known 
as U6 that includes part-time workers who prefer a full-time job, 
and discouraged and marginally attached workers, remains 
persistently high at 7.6 percent. Ironically, this untapped labor 

can be a source of supply-side growth if infrastructure spending 
becomes a reality. The federal debt is at historically high levels. 
Combined with rising interest rates and cost of borrowing, we 
expect the much-anticipated infrastructure spending to be 
scaled down despite the political consensus. The absence of 
innovation continues to limit labor productivity and economic 
growth. The average real output growth since 2011 has been 

U.S. Economy 
Continues to Reveal 
Productive Capacity 
Despite No Innovation
By Jamal Nahavandi

Dr. Nahavandi is Associate Professor of economics at Pfeiffer University School of Graduate Studies, special izing in Business 
Economics, International Business, and Healthcare Economics. The information in these forecasts is gathered by the Journal 
from sources it considers reliable. Neither the Journal nor the individual institutions providing the data guarantee accuracy, 
nor do they claim that use of the data appearing herein will enhance the business or investment performance of companies 
or individuals who use them. 

PARTICIPANTS  |  Conf. Board = Conference Board, New York, New York;  Fannie Mae = Fannie Mae, Washington, D.C.; GSU - EFC = Georgia State 

University, Economic Forecasting Center, Atlanta, Georgia; ICIMS=Holmdel, New Jersey; Moody’s Economy = Moody’s Economy.com, Westchester, 

Pennsylvania; Mortgage = Mortgage Bankers Association, Washington, D.C.; NAM = National Association of Manufacturers, Washington, D.C.; 

Perryman Gp = The Perryman Group, Waco, Texas; Royal Bank of Canada, Toronto, Ontario, Canada; S&P = Standard & Poor’s, New York, New York; US 

Chamber = U.S. Chamber of Commerce, Washington, D.C.; Wells Fargo = Wells Fargo Bank, San Francisco, California. 
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PARTICIPANTS GROSS DOMESTIC PRODUCT (GDP)
Bil. of Chained 2009 Dollars  |  Level

PERSONAL DISPOSABLE INCOME
Based on GDP Concept |  Curr. Bil. of $, Level (SAAR)

QUARTER 19-1 19-2 19-3 19-4 19-1 19-2 19-3 19-4

Conf. Board | Brian Schaitkin 18947.40 19078.50 19200.80 19303.90 16307.30 16493.70 16679.90 16862.10

Fannie Mae | Doug Duncan NA NA NA NA 15999.00 16196.00 16334.00 16513.00

GSU-EFC | Rajeev Dhawan 18923.94 19039.03 19139.63 19227.28 15967.45 16158.36 16352.40 16547.70

ICIMS | Josh Wright 18885.14 19006.71 19115.07 19228.74 16018.45 16242.70 16453.86 16585.49

Moody’s Economy | Mark Zandi 18931.33 19080.76 19175.75 19231.12 15998.13 16182.85 16378.98 16566.23

Mortgage | Mike Fratantoni NA NA NA NA NA NA NA NA

NAM | Chad Moutray 18900.00 18925.00 19105.00 19150.00 15990.00 16165.00 16355.00 16540.00

Perryman Gp | Ray Perryman 18965.80 19091.47 19210.84 19342.02 16008.12 16178.81 16363.64 16564.30

Royal Bank of Canada | Craig Wright 18878.70 18993.20 19096.30 19182.80 15910.50 16088.60 16255.00 16427.80

S & P | Beth Ann Bovino 18856.71 18952.36 19042.73 19137.54 15893.10 16034.69 16198.24 16362.02

US Chamber | J.D. Foster 18879.80 19008.39 19126.85 19244.15 NA NA NA NA

Wells Fargo  | Jay Bryson 18894.10 19017.40 19136.30 19247.70 NA NA NA NA

Consensus 18906.29 19019.28 19134.93 19229.52 16010.23 16193.41 16374.56 16552.07

PARTICIPANTS PERSONAL CONSUMPTION EXPENDITURE
Based on GDP Concept | Curr. Bil. of $  | Level (SAAR)

CONSUMER PRICE INDEX 
1982-1984=100  |  LEVEL

QUARTER 19-1 19-2 19-3 19-4 19-1 19-2 19-3 19-4

Conf. Board | Brian Schaitkin 14693.50 14861.50 15029.30 15193.40 254.59 256.04 257.50 258.97

Fannie Mae | Doug Duncan 14421.00 14589.00 14710.00 14883.00 254.90 256.20 257.20 258.80

GSU-EFC | Rajeev Dhawan 14432.68 14582.79 14729.36 14892.56 254.67 255.80 256.81 258.04

ICIMS | Josh Wright 14433.99 14607.20 14767.88 14900.79 253.70 256.63 257.29 257.93

Moody’s Economy | Mark Zandi 14449.93 14622.69 14779.43 14904.97 254.65 256.19 257.63 258.98

Mortgage | Mike Fratantoni NA NA NA NA NA NA NA NA

NAM | Chad Moutray NA NA NA NA 254.64 256.17 257.60 258.93

Perryman Gp | Ray Perryman 14403.49 14530.65 14716.25 14907.89 254.43 256.02 257.49 258.86

Royal Bank of Canada | Craig Wright NA NA NA NA 261.00 262.80 263.80 265.40

S & P | Beth Ann Bovino 14407.56 14545.68 14682.58 14834.22 255.07 255.91 257.12 258.56

US Chamber | J.D. Foster NA NA NA NA 254.78 256.23 257.69 259.22

Wells Fargo  | Jay Bryson NA NA NA NA 255.50 257.00 258.90 260.60

Consensus 14463.16 14619.93 14773.54 14930.97 255.27 256.82 258.09 259.48

Use Statistical Models 
Apply Events and Promotions
Plan New Product Introductions
Plan Product Retirements
Decide on Level of Hierarchy
Capture Sales Feedback

Use Statistical Models 
Apply Events and Promotions
Plan New Product Introductions
Plan Product Retirements
Decide on Level of Hierarchy
Capture Sales Feedback

Build Base Line Forecast

Recommended Orders
Determine Replenishment
Calculate Safety Stock
Set service levels, reorder points, 
period coverage and lead times

Recommended Orders
Determine Replenishment
Calculate Safety Stock
Set service levels, reorder points, 
period coverage and lead times

Optimize Inventory
Release Purchase Order
Set manufacturing release based 
on revenue, cost or margin

Release Purchase Order
Set manufacturing release based 
on revenue, cost or margin

Create Purchase Order

Atlas Planning Suite™

Integrate 
your Inventory 
and Demand Plan

17 N State Street, Suite 1890    •    Chicago, IL 60602    •    Phone: 312-701-9026    •    Fax: 312-701-9033The Forecast Xperts®

The Forecast Xperts®Now with Event Profitability 

& Lifecycle Forecasting



DRIVING 
VISIBILITY IN 
A WORLD OF 
COMPLEXITY

An optimized 
supply chain 
doesn’t just  
happen. 

It is planned.

www.logility.comWorldwide Headquarters: 800.762.5207
EMEA Headquarters: +44 (0) 121 629 7866



DRIVING 
VISIBILITY IN 
A WORLD OF 
COMPLEXITY

An optimized 
supply chain 
doesn’t just  
happen. 

It is planned.
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PRESERVE CASH, ACHIEVE NEW PRODUCT FORECASTING SUCCESS, OPTIMIZE INVENTORY  
& SUPPLY CHAIN EFFICIENCY, IMPROVE CUSTOMER SERVICE, AND MORE

IBF’s training program is based on its body of knowledge  
and over 30 years of fostering the growth of demand  
planning, forecasting, S&OP, analytics, and careers of those  
in the field.

FOR FURTHER DETAILS OR TO REGISTER:     phone: +1.516.504.7576  |  web:  https://ibf.org/events/online2019-spring

 ADVANTAGES OF IBF’S ONLINE TRAINING:

·   Benchmarks & Best Practices:  Get access to valuable benchmarking 
data, as well as best practices that successful companies are using to win 
in today’s challenging marketplace. Identify the gaps in regards to your 
people, process, and technology, and learn what action plans are required  
to correct them.

·    Valuable Bonus Materials:  Case studies, exercises, data-sets, templates, 
and complete presentation slides.

·     Save Money & Unlock the Power of Your ERP / Demand Planning 
Solution:  Learn to leverage the power of your ERP for improved demand 
planning & forecasting. Most companies only utilize a small percentage of 
their system’s capabilities.

·   Certification Preparation:  If you’re registered to take IBF’s Certified 
Professional Forecaster (CPF) exams, this training program is a great way to 
prepare.  Plus, you have an opportunity to take our CPF Review Course as 
part of the online education.

Institute of Business
Forecasting & Planning

LIVE ONLINE TRAINING:

S&OP, DEMAND PLANNING  
& FORECASTING

S P R I N G  2 0 1 9
ONLINE EDUCATION

Online Education 1 | April 30, 2019
Fundamentals of Demand Planning & Forecasting: 1-Day Workshop | 10:00am–4:00pm EST

Online Education 2 | May 3, 2019
An Introduction to Forecasting & Planning Analytics: 1-Day Hands-On Workshop | 10:00am–4:00pm EST

Online Education 3 | MAY 21, 2019
Collaborative Planning, POS Based & New Product Forecasting: 1-Day Workshop | 10:00am–4:00pm EST

Online Education 4 | MAY 24, 2019
Sales & Operations Planning: What, Why, How, Who, When: 1-Day Workshop | 10:00am–4:00pm EST

Online Education 5 | MAY 30, 2019
CPF Certification Review Course for Demand Planning & Forecasting | 10:00am–4:00pm EST

REGISTRATION
IBF MEMBERS NON-MEMBERS
$299(USD) PER COURSE
$1099(USD) FULL COURSE (1-4) 4 DAYS 
$1199(USD) FULL COURSE + CPF Review Course (1-5) 5 Days:

$349(USD) PER COURSE
$1199(USD) FULL COURSE (1-4) 4 DAYS 
$1299(USD)  FULL COURSE + CPF Review Course (1-5) 5 Days
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IBF CALENDAR 2019*

Ongoing IBF LIVE WEBINARS
Please check www.ibf.org for the latest Live Webinars (FREE) taking place in Demand Planning, 
Predictive Business Analytics, Forecasting, S&OP / IBP, and Supply Chain Planning

Ongoing IBF CHAPTER MEETINGS (Global)
Please check www.ibf.org for the latest Chapter Meetings (FREE) taking place across the globe 
covering Demand Planning, Predictive Business Analytics, Forecasting, S&OP / IBP, and  
Supply Chain Planning

February 11-12 IBF BOOT CAMP
S&OP and IBP
Hilton Scottsdale Resort & Villas | Scottsdale Arizona USA

March 13-15 IBF BOOT CAMP
Demand Planning & Forecasting  
w/ Predictive Business Analytics & Use of Big Data Workshop
Wyndham Hotel O’Hare | Chicago, Illinois USA

April 11-12 IBF BOOT CAMP
Demand Planning & Forecasting
Kuala Lumpur, Malaysia 

May 6-8 PREDICTIVE BUSINESS ANALYTICS
Forecasting & Planning Conference w/ Data Science Workshop
Harrah’s Casino New Orleans | New Orleans, Louisiana USA

May 2019 ONLINE EDUCATION SERIES
S&OP, Demand Planning, Forecasting, & Predictive Business Analytics  
w/ IBF Certification Review Course

June 13-14 APICS & IBF
Best of the Best S&OP Conference
Chicago Marriott O’Hare | Chicago, Illinois USA

June 19-21 IBF BOOT CAMP
Supply Chain Planning w/ 1-Day S&OP and Demand Management Workshop
Flamingo Las Vegas | Las Vegas, Nevada USA

August 12-13 IBF ACADEMY
Business Planning, Forecasting & S&OP
Le Méridien Boston Cambridge | Boston, Massachusetts USA

September ONLINE EDUCATION SERIES
S&OP, Demand Planning, Forecasting, & Predictive Business Analytics  
w/ IBF Certification Review Course

October 20-23 FLAGSHIP EVENT
Business Planning, Forecasting & S&OP: Best Practices Conference
w/ 1-Day Forecasting & Planning Tutorial
Loews Royal Pacific Resort at Universal Orlando Resort | Orlando, Florida USA

October 21 LEADERSHIP FORUM
Business Planning, Forecasting & S&OP
Loews Royal Pacific Resort at Universal Orlando Resort | Orlando, Florida USA

November 20-22 EUROPE
Business Planning, Forecasting & S&OP Conference:
w/ 1-Day Planning & Forecasting Analytics Tutorial
DoubleTree by Hilton Amsterdam Centraal Station | Amsterdam, Netherlands 

 * IBF events are updated regularly. Please check www.ibf.org for the most uptodate schedule
** IBF CPF & ACPF certification exams are given the day after most IBF events. Register Today!



Ongoing IBF LIVE WEBINARS
Please check www.ibf.org for the latest Live Webinars (FREE) taking place in Demand Planning, 
Predictive Business Analytics, Forecasting, S&OP / IBP, and Supply Chain Planning

Ongoing IBF CHAPTER MEETINGS (Global)
Please check www.ibf.org for the latest Chapter Meetings (FREE) taking place across the globe 
covering Demand Planning, Predictive Business Analytics, Forecasting, S&OP / IBP, and  
Supply Chain Planning

February 11-12 IBF BOOT CAMP
S&OP and IBP
Hilton Scottsdale Resort & Villas | Scottsdale Arizona USA

March 13-15 IBF BOOT CAMP
Demand Planning & Forecasting  
w/ Predictive Business Analytics & Use of Big Data Workshop
Wyndham Hotel O’Hare | Chicago, Illinois USA

April 11-12 IBF BOOT CAMP
Demand Planning & Forecasting
Kuala Lumpur, Malaysia 

May 6-8 PREDICTIVE BUSINESS ANALYTICS
Forecasting & Planning Conference w/ Data Science Workshop
Harrah’s Casino New Orleans | New Orleans, Louisiana USA

May 2019 ONLINE EDUCATION SERIES
S&OP, Demand Planning, Forecasting, & Predictive Business Analytics  
w/ IBF Certification Review Course

June 13-14 APICS & IBF
Best of the Best S&OP Conference
Chicago Marriott O’Hare | Chicago, Illinois USA

June 19-21 IBF BOOT CAMP
Supply Chain Planning w/ 1-Day S&OP and Demand Management Workshop
Flamingo Las Vegas | Las Vegas, Nevada USA

August 12-13 IBF ACADEMY
Business Planning, Forecasting & S&OP
Le Méridien Boston Cambridge | Boston, Massachusetts USA

September ONLINE EDUCATION SERIES
S&OP, Demand Planning, Forecasting, & Predictive Business Analytics  
w/ IBF Certification Review Course

October 20-23 FLAGSHIP EVENT
Business Planning, Forecasting & S&OP: Best Practices Conference
w/ 1-Day Forecasting & Planning Tutorial
Loews Royal Pacific Resort at Universal Orlando Resort | Orlando, Florida USA

October 21 LEADERSHIP FORUM
Business Planning, Forecasting & S&OP
Loews Royal Pacific Resort at Universal Orlando Resort | Orlando, Florida USA

November 20-22 EUROPE
Business Planning, Forecasting & S&OP Conference:
w/ 1-Day Planning & Forecasting Analytics Tutorial
DoubleTree by Hilton Amsterdam Centraal Station | Amsterdam, Netherlands 

 * IBF events are updated regularly. Please check www.ibf.org for the most uptodate schedule
** IBF CPF & ACPF certification exams are given the day after most IBF events. Register Today!

Demand Planning,  
Forecasting, & S&OP 
Corporate Training

tel: +1.516.504.7576  |  email: info@ibf.org  | web:  ibf.org/training

Institute of Business
Forecasting & Planning

Companies that have participated in IBF’s corporate programs (partial list):

※ ON-DEMAND LEARNING OPTIONS

※ CUSTOM TAILORED UPON REQUEST

※ ASSESSMENTS & ADVISORY

※ UNLOCK THE POWER OF YOUR ERP

※	BENCHMARKS & BEST PRACTICES

※ AVAILABLE GLOBALLY

※ CERTIFICATION PREPARATION

“  Instructor was able to 
show how to apply topics 
to real events.”

 —  P. Schroeder, Demand 
Management 
ROLLS-ROYCE

“  I loved it! The structure was 
outstanding. The instructor   
was confident. He knew the topic 
extremely well.”

 —  Sameera Al-Masool, Corporate Planning 

SAUDI ARAMCO 

“  The workshop was very thorough and 
introduced valuable forecasting concepts. 
It also stimulated discussion on our 
business process relating to forecasting.”

 —  C. Eland, Demand Management 
SC JOHNSON

O N - S I T E



tel: +1.516.504.7576   |  email: info@ibf.org  |  https://ibf.org/events/scottsdale2019

Institute of Business
Forecasting & Planning

“  Excellent engagement and instruction” 

 J. Piechule, CPF 
  Senior Manager, Supply Chain
 SARTOMER

“  Topics were well laid-out, in  
manageable and digestible sizes to  
cover the info without getting  
bogged down. Enjoyed hearing  
real-life examples of companies  
or situations”

 H. Snoek
  Demand Planning
 CANADA BREAD  REGISTRATION
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WHAT OTHERS HAVE SAID 
ABOUT THE IBF BOOT CAMP

S&OP AND  IBP  BOOT CAMP
FEBRUARY 11-12, 2019 | SCOTTSDALE, ARIZONA USA
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