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BIO: 

In 2001, at the height of the “internet 

bubble” technology recession, Jeff co-

founded QuantiSense with a simple 

yet powerful vision -- to provide re-

tailers with business intelligence solu-

tions in a rapid, cost effective man-

ner. Today thousands of users across 

retailers of all sizes rely on retail ana-

lytics from QuantiSense. Under Jeff’s 

leadership, the company has deliv-

ered outstanding results, driving rapid 

corporate growth and recognition by 

organizations such as Red Herring, 

RIS Software and The Atlanta Busi-

ness Chronicle. 

 

As a pioneer of retail BI applications, 

Jeff has spoken at industry events 

such as National Retail Federation 

and been published in leading retail 

media outlets. Prior to QuantiSense, 

Jeff founded dotVantage, a company 

focused on creating analytical appli-

cations that enabled e-Commerce 

companies and technology providers 

to understand customer behavior on 

the web. Jeff started his career at Mi-

croStrategy as a consultant specializ-

ing in retail implementations.   

 

Jeff earned his B.A. and B.E. in Me-

chanical Engineering at Dartmouth 

College. While attending Dartmouth, 

he founded Dartmouth Formula Rac-

ing, an organization that builds for-

mula style racecars for competition. 

Dartmouth Formula Racing continues 

to compete today. When he’s away 

from the office, Jeff coaches sports 

teams for his children, Cooper and 

Della. 

 

Company Profile: 

A proven retail analytics solution, the 

QuantiSense Decision Orchestration 

Platform

TM

 combines BI with industry 

best practices to ensure the most 

profitable merchandising and store 

operations decisions. Our role-based 

Playbooks, bullet-proof data ware-

house, finely tuned data model, and 

proven ETL system, all help you im-

plement in as little as 60 days. The 

company achieved top 10 rankings 

across 28 categories in the 2011 RIS 

Software LeaderBoard for retail tech-

nology and was selected for Red Her-

ring’s 2012 Top 100 Americas award, 

which honors the year’s most promis-

ing private technology companies in 

North America. Customers including 

Urban Outfitters, Burlington Coat Fac-

tory, Casual Male Retail Group, The 

Gap, Hallmark Cards, Michaels, Pa-

cific Sunwear, and Restoration Hard-

ware use QuantiSense Playbooks

TM

 to 

deliver operational excellence. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Buck, what was the 

vision when you founded Quan-

tiSense and what is your focus today? 

Mr. Buck: Our vision was to build 

what we called a business intelligence 

application. We quickly decided to do 

that in the retail space and got a lot of 

early adoption within the specialty 

retail space. We partnered closely 

with our customers to provide an ap-

plication that contains all the compo-

nents that you would need to build a 

repeatable way to implement data 

warehousing combined with business 

intelligence functionality designed 

specifically for the specialty retail 

space in an off the shelf solution.  

 

CEOCFO: How has that developed 

over time? 

Mr. Buck: Both the analysts and the 

market give us credit for pioneering 

the retail analytics space over the last 

ten years. It has been very successful 

because we applied rigorous software 

development principles to our solu-

tion. With the testing and bulletproof-

ing that’s built in there is a big differ-

ence in quality versus the alternative, 

which is really building this for your-

self. We focused on performance so 

when you create or run a report, it 
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comes back quickly. That was a big 

part of it. 

 

Another key to our success has been 

speed to value, so we offered a 100-

day implementation which was unbe-

lievable and groundbreaking for our 

prospects, customers, and our indus-

try as a whole. I’m proud of the fact 

that our solutions expand on each 

retailer’s data foundation and consis-

tently help them increase their gross 

margin in sales and inventory produc-

tivity.  

 

CEOCFO: Would you give us a con-

crete example on what you are doing?  

Mr. Buck: One example would be a 

nationwide high-end home goods and 

furniture retailer. They sell home fur-

nishings online and in their stores. 

Because of the wide variety of mer-

chandise that they sell like furniture 

and lighting and the size of 

this national retailer, they 

have multiple distribution 

centers, so they have to 

worry about balancing inven-

tory between those distribu-

tion centers. In the one case 

I was actually looking at with 

this retailer, they had 93% of 

their inventory for a particu-

lar item on the side of the 

country that had only 40% of 

the demand and 7% inven-

tory on the other side. Now 

why did that happen? It hap-

pened because the overall demand 

from these to DCs were split, so when 

they were ordering product, they were 

ordering product in those larger per-

centages cycles and then over time 

you can see how the disparity be-

tween the DC inventory and the store 

sales just snowballs. Because we look 

at data on a very low level, and we 

are able to track exceptions at an 

item/store level, so we are able show 

them how to catch a problem like this 

and stop it before it gets any worse. 

Through our technology and our retail 

knowledge, we are able to give them 

tools that they can use to see from an 

executive level where they may be 

able to spot and resolve this problem.   

 

Another example is Casual Male Re-

tail Group, the largest specialty re-

tailer of big and tall men's apparel. 

With over 450 stores that carry about 

2,500 styles with up to 54 different 

sizes of pants alone, they have a real 

localized assortment challenge. They 

had a problem where a 5XL man 

would come into their stores and be 

so wonderfully appreciative of the first 

time that he sees a fashion assort-

ment of clothes in exactly the size 

that he needs. Oftentimes he will buy 

out the entire fashion assortment of 

5XL all across that particular store, 

and because of the wide array of 

sizes they need to keep and the small 

format of their stores, they do not 

have much depth in any particular 

size. We provide a Play that helps 

them identify that problem and a 

process with which to solve that prob-

lem through our interface and ana-

lytics.  

 

CEOCFO: You just mentioned a case 

where they knew what the problem 

was. Is that typical or is it more typical 

that a company knows it is not work-

ing right and just does not know what 

are the problems? 

Mr. Buck: I think it is both. Often 

times they recognize the problem but 

it’s too late. We have a lot of retailers 

who don’t buy enough of an item mix 

and sell out early in the season. We 

have a play that is called “What is in 

Reserve that is Hot.” We also have a 

play that is similar to that called “Ac-

celerate”. Those two plays are going 

to work together, so you have stuff in 

your DC and you can send it out to 

your stores, and if you do not have 

stuff in your DC, then Accelerate new 

orders for it. The point is that you can 

identify that early in the quarter so 

you don’t lose sales due to stockouts. 

Our technology combines a very 

powerful, highly detailed, low-level 

look at the retailer’s business that de-

fines discrete exceptions and then 

values them. Then you see these ex-

ceptions through the eyes of the dif-

ferent buyers, planners and allocators 

that run the business. 

 

CEOCFO: What are the easiest and 

the most challenging groups to get 

onboard with the concept? 

Mr. Buck: For those three roles, the 

plan allocators are the easiest and the 

most analytical. They are already fa-

miliar with analyzing data through 

spreadsheets so they tend to react 

well to an analytical approach. Buyers 

typically are at the other end of the 

spectrum. It’s not that they do not use 

analysis but there is a significant art 

to what they do. When you talk to a 

buyer about a topic like optimizes as-

sortment planning, that is a very per-

sonal process that differs widely from 

retailer to retailer. We have to fit our 

technology into their existing business 

processes. We are not say-

ing that they need to change 

everything they do, they just 

need to augment their proc-

ess with the kind of analytics 

that we can offer. 

 

CEOCFO: Are there ana-

lytics that you would like to 

add to your offering that are 

still on the drawing board? 

Mr. Buck: We have just 

gotten two new capabilities 

off the drawing board. We 

have tackled the area of customer 

analytics which is a really new area 

for retailers. Given the explosion of 

shopper interactions from the store to 

e-commerce, to loyalty programs and 

email campaigns, it’s hard for mer-

chants to get a comprehensive view 

of customer preferences. But we pro-

vide powerful analytics that identify 

the hidden relationships between cus-

tomers, products, store and web. In a 

related area, retailers want to opti-

mize local assortments but the vol-

ume of data is overwhelming. The 

QuantiSense solution tackles all that 

data and analyzes assortments and 

items, store by store, across a num-

ber of performance areas. It provides 

the knowledge required to make sig-

nificant improvements in assortment 

mix and balance within each store.  

 

CEOCFO: QuantiSense has a sterling 

assortment of companies that are us-

We are a big data company. We deal with large 

amounts of data from the specialty retail space 

– all the major areas where they generate data 

such as sales transactions, inventory transac-

tions, and customer information. We have al-

ready delivered great value from that data 

through our solutions even before somebody 

coined the name “big data”… our analytics 

take that big data, really making sense out of 

numbers and recommending smart, more pro-

ductive actions for the retailer. - Jeff Buck 
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ing your service now, so how do you 

reach people that will most benefit 

from QuantiSense? 

Mr. Buck: Most of our leads are com-

ing through word of mouth. We work 

very hard to serve our customers with 

great technology and a great attitude 

and that has created a positive repu-

tation in the industry. Because we 

deliver such a strong value, the word 

is spreading fast.   

 

CEOCFO: What is the geographic 

reach for you? 

Mr. Buck: Right now we are growing 

rapidly selling to global retailers who 

are headquartered in the United 

States and Canada. We have enter-

tained some interesting projects in 

England and in other places but we do 

not have a defined presence there 

yet. 

 

CEOCFO: How is business? 

Mr. Buck: Business is great! The fo-

cus that we have in retail analytics is 

obviously hot right now so we are get-

ting a tremendous amount of interest 

around it. We have a combination of 

products that serve a very practical 

need for managing big data such as 

the foundational product I mentioned 

earlier, but also a very strategic need 

which are the playbooks and the retail 

exception engine. That combination is 

powerful; but we can sell them inde-

pendently.  

 

CEOCFO: What is the competitive 

landscape? 

Mr. Buck: We have some companies 

that have come up that serve a simi-

lar technology space but not directly 

in our suite spot of customers. The 

biggest competition is really the re-

tailers themselves either trying to do 

this on their own or through some in-

tegration partner. The other competi-

tion we have is the inertia that 

spreadsheet analysis creates for re-

tailers; they are very tied to their 

spreadsheets, but it’s not a process 

that can scale. At some point they will 

hit the limit. 

 

CEOCFO: Why should investors and 

people in the business community 

who may be interested in new ideas 

pay attention to QuantiSense? 

Mr. Buck: First, we are a big data 

company. We deal with large 

amounts of data from the specialty 

retail space – all the major areas 

where they generate data such as 

sales transactions, inventory transac-

tions, and customer information. We 

have already delivered great value 

from that data through our solutions 

even before somebody coined the 

name “big data”. That has been our 

business from the beginning. Sec-

ondly, our analytics take that big data, 

really making sense out of numbers 

and recommending smart, more pro-

ductive actions for the retailer. 

Thirdly, QuantiSense is a company 

that is vertically focused, so we have 

specifically targeted all of our internal 

efforts, product efforts, sales efforts, 

everything in a well-defined segment 

of the market and it is a big segment. 

Those three things are coming to-

gether in a nice way for QuantiSense. 
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