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CPCM Certification Training, 
Prep & Practice  
 

Intermediate Level 

This accredited category management training program is for anyone who 

wants to advance their category management understanding beyond the 

foundations. It's designed to build skills at an intermediate level, including in-

depth data and analytics across key data sources and category tactics.  

This training program will give you the training required and exam 

preparation materials to prepare you for the Certified Professional 

Category Manager (CPCM) level of industry certification. 

 

 

INDIVIDUAL  

PURCHASE 

FROM $999.00 USD 

BUY NOW 

TEAM PURCHASE 

5 or more people required 
for team pricing. 

 

REQUEST QUOTE 

QUESTIONS? 

Visit our website to learn 

more about all our training 

services and solutions. 

CMKG.ORG 

http://www.cmkg.org/category-management-training#CatManTrainingProgram
http://info.cmkg.org/request-quote-for-category-management-training
http://www.cmkg.org/
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Certification Training 
CPCM Category Management Training Program 
This accredited category management training program is for anyone who wants to move to an 

intermediate level of category management understanding, with focus on in-depth data and analysis. It's also 

for anyone who wants to achieve the CPCM designation from the CMA, meeting 15 of the 15 learning 

requirements as outlined by the CMA. 

This training program mostly focuses on in-depth data and analytics across more advanced data sources, 

including deep dives into the category tactics.  It includes a set of online courses that will give you skills to 

function at an intermediate level in your role in retail / CPG / FMCG. 

Program Curriculum  

• Building Data Competency: Panel Data 

• Building Data Competency: POS Data 

• Measuring Category Health (Baseline & Incremental Drivers) 

• Efficient Assortment: A Step-by-Step Process 

• Pricing Strategies and Analysis Techniques 

• Promotion Analysis Techniques 

• Advanced Analytics: Relativity 

• Fact Based Selling; Space Management Fundamentals 

• Store Clustering Through Store Level and Geodemographic Data 

• Retailer Economics and the Product Supply Chain 

 

Program Details 

• Approximately 30 hours to complete 

• Prerequisites: Foundational / CPCA 

 
 

Exam Preparation Package for CPCM Accreditation 
This category management certification exam preparation package consists of full practice exams, as well 

as a set of mini-exams for each learning requirement. These mini-exams will give you valuable feedback and 

additional resources to boost your knowledge in areas where you need help. You have 3 opportunities to 

complete each of the mini-exams with each question giving you multiple opportunities to answer so that you 

can practice and feel ready for the CMA exams. 

To best prepare, we recommend you use a combination of training and/or exam preparation. These 

materials will help you prepare for the tests, but do not guarantee that you will pass them. Note that you 

must have passed the CPCA certification exam before you can take the CPCM exam.  

https://shoptraining.cmkg.org/collections/category-management-certification-training-programs/products/intermediate-cpcm-program-20-courses
https://shoptraining.cmkg.org/collections/category-management-certification-training-programs/products/level-2-cpca-cpcm-certification-prep-package
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Program Highlights 
Dive Deeper Into CatMan Data 
Once you’ve got the catman foundations mastered, the opportunity is to build your data understanding to an 

intermediate level – with a focus on two key catman data sources – retail POS and consumer panel data. 

These two important sources are critical for you to master and use in your day-to-day work. 

Turn Data to Insights 
At an intermediate level, you need to start being able to dive deeper into your data and draw insights from it. 

This includes things like baseline and incremental sales, data thresholds and tactical analysis – to truly 

understand the category and draw insights from the data. And this all needs to be done while keeping the 

Shopper and their needs in mind. 

Turn Insights to Action! 
Once you identify the opportunities for a category, you need to understand the tactics – including 

assortment, space, pricing and promotion – from both a strategic and analytic perspective. The tactics create 

action for the category, and are the key drivers of volume and profit for retailers.  

Create Compelling Presentations 
It’s not enough to be good at analyzing data and drawing insights. You also need to learn how to put together 

a compelling story – and effectively integrating data, insights and action into your presentation for your 

buyer to say “yes” to your idea. 
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Program Curriculum 
Below, you’ll find a short summary of each of the courses in the CPCM program.  

Building Data Competency: Panel Data 
Household panel data is one of the primary data sources required to do category management work – this 

course gives an in-depth look at consumer panel data, including how it’s derived, commonly-used measures, 

and examples of how to think about and maximize its potential. Retailers as well as sales and marketing 

professionals will learn how to use it to get a clear picture of consumer behavior so that they can adjust their 

strategies to focus on the consumer dynamics that drive category and brand performance.  

Building Data Competency: POS Data 
This course covers retail POS data, including retailer and third-party scanned sales data. It gives an in-depth 

look at how it’s derived and introduces key measures and definitions. Trends, out of stocks, sales and 

profitability, distribution and shopper insights will all be reviewed in the context of retail POS data, so that 

participants can learn how to maximize its potential.  

Measuring Category Health (Baseline & Incremental 

Drivers) 
This course captures how to complete a category health assessment, including an exploration of internal and 

external influences. Participants will acquire the knowledge needed to address important questions related 

to a category’s health, including those associated with the consumer, trends, the economy, competition and 

tactics associated with winning segments and brands. SWOT analysis is introduced as means to capture the 

most important strengths, weaknesses, opportunities and threats in the category.  

Efficient Assortment: A Step-by-Step Process 
Efficient assortment is the analytical process behind product assortment and underpins the other steps in 

the category management plan. Participants will learn about retailer assortment strategies, and the 

importance of understanding these strategies, before moving on to complete a manual assortment project, 

which will give them a foundation from which they can better understand the assortment tools being used in 

their own organization and build their own assortment capabilities.  

Pricing Strategies and Analysis Techniques 
This course addresses retailer strategies related to pricing, including price-setting definitions, price rules, and 

details on how prices are set, including promotional and new product pricing. Also covered are a variety of 

advanced analytic techniques participants can use to assess retailer pricing. 
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Promotion Analysis Techniques 
Promotion is a key driver of incremental sales, as well as an important point of differentiation for retailers. 

Learn what promotion means for retailers from a marketing as well as a promotion/flyer program 

perspective, how retailer promotion planning, execution and assessment are completed, and the factors that 

can impact the outcome of a promotion.  

Advanced Analytics: Relativity 
Participants learn to bring together their skill areas and competencies in pricing, promotion and efficient 

assortment techniques. From this, a multi-faceted approach to a category health assessment can be 

developed and core business drivers identified for subsequent opportunity identification.  

Fact Based Selling; Space Management Fundamentals 
Rather than presenting just data, it’s critical to present insights derived from the data. Learn how to create a 

presentation that focuses on a fact-based selling approach that has both logic and flow. Learn how to 

consider the conditions, needs, limitations and opportunities of the “customer” (either internal or external), 

and align a presentation to this situation. 

Store Clustering Through Store Level and 

Geodemographic Data 
Learn how to use store-level data to evaluate category performance and in-store execution, to create store 

clusters and measure before/after performance, along with effective use of geodemographic and behavioral 

data to identify product demand by store and zip or postal code. 

Retailer Economics and the Product Supply Chain 
Many retailers have sophisticated computer programs to perform retail math calculations but, for both 

retailers and suppliers, it’s important to understand how this “retail math” works and, more importantly, 

what it means. It’s also important to understand how a retailer’s financial statement works, what drivers the 

overall results, and some of the most common retail math calculations that tie in to the results.  

We’d love to hear from you.  

 

CMKG.ORG   +1 (855) 548-2376 toll-free 
Suite 210, 1829 Ranchlands Blvd NW, Calgary, Alberta 
CANADA  T3G 2A7  info@cmkg.org 

http://www.cmkg.org/
mailto:info@cmkg.org
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8 Ways to Move to More Advanced 

Category Management Analytics 

Learn how to build strategic thinking into your analysis. 

 

Time to advance your skills? If you’ve been doing catman for >1 year, it may be time to advance your 

approach. Think outside the box, incorporate strategy into your choices and recommendations, dig deeper 

only when necessary and tie in insights and opportunities with action through the category tactics. Once 

you've done this, the next step is to move to more advanced category analytics. Following are suggestions for 

ways to advance your catman analytics and your career! 

1. Start “higher in your analysis: 
Before starting an analysis project – particularly if you’re going to do an in-depth tactical analysis (for 

example an assortment, promotion, shelving or pricing analysis), start with a bigger picture 

perspective. Take some time to review the category and trends from a big picture perspective. Look 

one or two levels above in geography – not just retailer vs rest of market or remaining market. For 

example, look at the national market across key channels:  

• Who’s growing and declining? 

• How does this compare to your region and channels? 

• And how does the Retailer / banners compare to these results? 

These insights can give you some perspective on the bigger picture opportunities that you can then 

incorporate into your tactical analysis and recommendations. 

2. Drill down for better insights: 
Drilling through data gives you a broader perspective of your business results. 

• Look at more than one time period (at least one long-term and one short-term period, for 

example “latest 52 weeks” and “latest 12 weeks”) to understand short- and long-term trends. 

• Look across different segments based on the consumer decision tree to consider the 

Consumer or Shopper in your analysis. 

• Look across different data measures to consider volumetric and share results as well as 

tactical results and trends. Click here to see a video on drilling through data. 

3. Don’t be linear in your analysis: 
When completing analysis, use multiple data sources: Retailer point of sale data (syndicated market 

data, market gap opportunities, comparison vs market); Consumer panel data (consumer 

demographics, consumer purchase behavior, heavy / light buyers). We’re taught how to pull and use 

each data source in isolation with more of a tactical approach to the data. The opportunity is to learn 

https://youtu.be/0TC5fr6eFzw
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how to look across data sources and incorporate insights from one source to help you make better 

decisions in business issues or opportunities that you are trying to understand. This will take you 

from “good” to “great” (or even “amazing!”) in your analysis and insights. My Tip #8 below can help 

you with this. 

4. Don’t generalize what your numbers mean: 
Think beyond a number. If you tie in with strategy or find relevant benchmarks to compare against or 

create volume opportunities, the numbers can become much more meaningful. Here are some 

examples: 

• When using a fair share index, don’t assume it’s “good” or “bad” based on if it’s above or 

below 100. Think about how the index relates to the goals and objectives for the category, 

target Shopper and overall Retailer strategies. Click here to learn more about Fair Share 

Index. 

• When using consumer purchase behavior, compare to numbers that help establish 

benchmarks to determine where the opportunities are. You'll only know if a penetration or 

share of requirements measure is “high” or “low” by comparing with other Retailers in the 

same category or comparing to related categories. 

RETAILER ONLY 

5. Incorporate Retailer strategy and Shopper into your 

analysis: 
Retailers need well-developed strategies that relate to their store formats, the tactics, Private Label 

and their target Shopper. They need to incorporate these overarching strategies into their category 

decisions, including data analysis, insights and decisions for their categories. The strategies give a 

Retailer the guidelines, principles and processes associated with the most important elements of 

their strategy. It helps your retail teams make the best decisions for their categories based on what 

the Retailer is trying to accomplish. The better articulated the strategies, the better and more aligned 

the decision making for your retail organization. 

VENDOR ONLY 

6. Think “category” and “brand”: 
Start looking at your business through a category, subcategory and brand lens. Looking at the 

category and subcategory levels gives a broader Shopper perspective and allows you to understand 

the business based on the most important segments for them (based on the consumer decision 

tree). This understanding also helps you uncover better solutions for your brands. 

  

https://youtu.be/Z70conhkNHY
https://youtu.be/Z70conhkNHY
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7. Incorporate Retailer strategy and Shopper into your 

analysis: 
Don't forget the Retailer's strategy and their unique Shopper when you are completing any type of 

analysis for them and making fact-based recommendations. Whether you're creating an assortment 

analysis, doing shelving work, creating a pricing analysis or setting up promotions for next year, 

remember to check back to their target Shopper and overarching strategies to make sure that the 

recommendations you're making match well with what they're trying to accomplish. 

ADVANCED CATEGORY ANALYTICS 

8. Use thresholds in your analysis: 
Thresholds can be applied to your analysis to give perspective on whether the business drivers we 

apply to our business are actually driving sales. This can be done across the tactics. For example, we 

can measure SKU (or item) efficiency by looking at the number of items that each brand added in this 

period, as well as the $ share of each item, as indicators of efficiency. Then we can bucket the results 

together to look from a different perspective for the # items change vs year ago.  

Moving to more advanced analytics also includes predictive analytics including collaborative filtering, 

clustering algorithms, regression models and time-to-event models to name a few. The only way 

you'll be successful in these more advanced approaches is making sure you keep some of the tips 

above in consideration. 


