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ABSTRACT
To promote the sales of a retail store in the distribution industry, we used to focus on all kinds of promotion methods but ignore the
value brought by display techniques. According to past experiences, the way the products displayed on the shelves affects sales
volume. An appropriate display technique may create a selling place that the customers can watch, select, and purchase products
easily, and may prevent product shortage in the stores. There are varieties of products along with large volumes in a shop. However,
the shelf space is limited. If the methods adopted to classify and display products is inappropriate, the customers can hardly buy what
they want. Even with hundreds and thousands of products, it is absolutely useless for sales increase. Therefore, to fully utilize the
sales space, it is very important to find an efficient method to allocate products onto shelf space.In this research, we first investigated
factors such as consumer behaviors, facility equipment, and cost structure that affect shelf space allocation behavior. From the
results, we constructed a mathematical model by defining the decision variables, the objective function, main factors and their
corresponding constraints. Through proper solution procedures, we then determined the best shelf space allocation plan.In order to
verify the correctness and the applicability of the model, we apply a set of real data as the test basis. Through the sensitivity analysis,
we conducted further analysis about factors of the shelf space allocation model and tried to find their effects. The results derived from
the research can truly offer the distribution industry a reference tool to allocate the shelf space for different products.

Keywords : Distribution Industry ; Shelf Space ; Allocation
Table of Contents

coooOoooOooOoo0O0ooOoOo00oDOoOoOoOoDoOoUOoDOo0oOoOoDWOoOobOoDOboOoUOoDboOooOoDbOO
cooooooooowvOOoOO0OOOOO0ODOO0OO0ODOOOODOOODOOOvODOOOODOOOODOOO
ooooooOd0oOoOooOdOOdOvilbOooOoU0OOoOoUOU0oOOoOoUOO0oDOOoOoUODOOoOODviiDODOOoOoOoOooDoog
OO00O00O0oO00OoOoo0OUOoOoLQuiiod0oDOOoOo00oDOO0o00ooOoOoOoDOoOO0UOoDOUOdOixobbobo booo
gooobgoobooboobobooboobiloob boboboobooboobobboboobo10obo boobo
goooboobobobobooboosbgo oobooboobooboobobboboobo40bo bobo
goboobgooboboobooboo4b0b 0obooboobobbooboobobobobbcOUb OobOoo
gooobooboboboboobooy4dobo boboobooboobooboobDbooboDoOosobo boobo
goooboobobobobooboobboob gobbooboobooboobooboobooobo24000b0 DO
ooooboobobobobooboobo2z4000 0b00ob00o0ob0o0obobobOobDboobooobOo2s00b0 0o
ooooboobobobobbooboobo2s0b0b bbobooboobobobobDbooboDooboo2robo o
ooooboobobobobboobooboozr0O0 DOobO00ObO0o0ObOobODbOObDbOObDOoOobOoOsODbDO O
gooobooboboboboobooobooss b boboobooboboboobDbooboDoobooxYooo o
gooobooboboboboobooboobosaa0db0 bbb ooboobobobosar0OoO
goodbooboboboboooboobobobo4200b00bo0bobDbooboDooboobooboboosonoD
goodobooboboboboooboooboobo..S70b00 bo0b0oboDbo0obDoobooboobobooosrob
Ooo00oobobooobooboboooooboooossboooooooobobboooobobobooboobobonoogsY

REFERENCES

1. 0000 00OOssoooooooc0oooooooooobo 2.0 ooo-0oooooooDODooooooboo s
gooo0oOooooooooO0oOoUoOoUoUo 40000000 OOOOOOOOOOOOOOSOOODOOOOODOOODOOO
goooo0oOoooooeOO?20000000OCOOOOOOO0OOOOO0O0O0O0O0OOODOOOOOCOOOOOOCODOOO
gooooosOoooooOoOoO0O0U0OoUoOoOoOoOoOObOCOOe00OOOOOOOOODO0OOOOOUOOOOOOOO
000000000000 0o0ooOoOoOOoOb0OODbD O00000gad 10. Anderson,E.E. and Amato,H.N.,A Mathematical Model for
Simultaneously Determining The Optimal Brand-Collection and Display-Area Allocation,Operation Research,Vol.22,No.1,pp.13-21,1974 11.
Borin N. & Farris P.W. & Freeland J.R.,A Model for Determining Retail Product Category Assortment and Shelf Space Allocation,Decision



Sciences,Vol.25,N0.3,pp.359-384,1994 12. Borin N. & Farris P.W.,A Sensitivity of Retail Shelf Management Models,Journal of
Retailing,Vol.71,No.2,pp.153-171,1995 13. Brown M.G. & Lee J.Y.,Allocation of Shelf Space:A Case Study of Refrigerated Juice Products in
Grocery Stores,Agribusiness,VVol.12,No.2,pp.113-121,1996 14. Corstjens,M. and Doyle,P.,A Model for Optimizing Retail Space
Allocations,Management Science,Vol.27,No.7,pp.822-833,1981 15. Corstjens,M. and Doyle,P.,A Model for Optimizing Retail Space
Allocations,Management Science,Vol.27,No.7,pp.943-951,1983 16. Curman R.C.,Shelf Allocation and Profit Maximization in Mass
Retailing,Journal of Marketing,V/ol.37,pp.54-60,1973 17. Hamasen P. & Heisbroek H.,Product Selection and Space Allocation in
Supermarkets,European J. Opl.Res.,\VVol.3,No.6,pp.58-63,1979 18. Zufryden F.S.,A Dynamic Programming Approach for Product Selection and
Supermarket Shelf-Space Allocation,J. Opl.Res.Soc.,VVol.37,No.4,pp.413-422,1986 19. Zufryden F.S.,A Dynamic Programming Approach for
Product Selection and Supermarket Shelf-Space Allocation,J. Opl.Res.Soc.,Vol.37,No.4,pp.201-203,1987



