
By getting all the data 
they hold from disparate 
sources, integrating and 
analysing it, brands 
can derive insight that 
maximises both the online 
and offline shopping 
experiences. Stephanie 
Augier of IRI offers six 
tips for employing smart 
data to improve retail 
performance and make 
commercial gains

 B
rands are under pressure when it 
comes to price, promotions and 
shelf space, but they can boost 
their retail sales and margins if they 
combine Big Data and analytics. 

Data is the secret to understanding changing 
consumer behaviour and retailers’ needs, 
but the challenge is transforming Big Data 
into smart data and then translating that into 
actionable insight.

Brand and retail marketers are inundated 
with information from an ever-increasing 
number of disparate sources from point of 
sale, customer loyalty schemes, inventory, 
consumer panels and e-commerce. However, 
if data is effectively gathered, integrated, 
analysed and used to create practical insight, 
brands can provide real value. They can show 
stores how smart data is the key to unlocking 
and eventually removing the friction points 
and barriers that can make offline or online 
shopping incredibly frustrating.

Retailers want help from brands to give 
them a competitive advantage and win 

6 tips for using data 
in retail strategy

shoppers’ hearts and minds. After all, loyalty 
today is as much about customer service 
and product transparency as it is about low 
prices. Brands can help retailers understand 
the benefits of automatically loading, 
integrating and augmenting data from their 
stores to create an up-to-date single view 
of their customers. The process involves 
analysing data sets from many sources 
that are then coupled with analytics for 
price, promotions and assortment analysis. 
Retailers get a better understanding of how 
they, with the assistance of their suppliers, 
can best target their own shoppers.

The ability to turn Big Data into smart 
data has become a game changer for brands. 
Savvy marketers know that being able 
to study the very minutiae of individual 
consumer preferences and customer choices 
can have a real impact on their own and the 
retailer’s bottom line. However, this is not a 
straightforward strategy to follow.

Gaining access to an increasing amount 
of data does not necessarily lead to better 
decision-making. The key is to know what 
business questions your data must answer. 
Brands also need the knowledge and, 
increasingly, the technology, to make sense of 
the mountain of data captured and stored in 
different parts of an organisation and often in 
different locations.

What is clear is that the sales data analysis 
and data science employed by brands provide 
retailers with insights into areas such as 
product availability, repeat purchases of 
promoted and new items, range assortment 
and shopper missions. Data is knowledge 
and knowledge is power, and the brands that 
can analyse it quickly and help retailers make 
commercial gains will succeed. 

Here are six tips for employing smart data 
to improve retail performance.

1HAVE AN INTEGRATED  
DATA STRATEGY 
Having data from sales, marketing 

and other functions stored in silos across 

an organisation makes it difficult to create 
accurate short- or long-term forecasts.  

A data strategy must be layered as well 
as integrated to be really effective. The first 
level should be the Big Data collection, and 
the second the smart data usage, providing 
actionable insight. Sales and marketing data 
must not be disconnected because smart 
data analysis helps stores create a seamless 
experience for the connected shopper. 

2ASK THE RIGHT QUESTIONS  
OF YOUR DATA 
If a brand does not ask the right 

questions regarding its data, it cannot 
help retailers adapt to changing shopper 
behaviour. A brand must know what data 
it needs and how this information can be 
used to deliver the ROI it requires. What 
data has already been collated and is ready 
to be analysed and what important data has 
yet to be gathered? What problem do you 
want your data to solve? Get this right and 
a brand can help a retailer increase shopper 
frequency and improve sales for both parties.

A retailer may be missing out on a 
competitive advantage because it does not 



path to purchase is not linear, going through 
different marketing touchpoints across all 
online and offline channels.

4COLLABORATE WITH RETAILERS 
Brands and retailers must work 
together to gather, integrate and analyse 

Big Data and translate it into smart, usable 
insight. In the past, this has been a challenge, 
even though both parties have the same goals, 
namely to improve sales and margins.

Brands can lead the way in using data 
more strategically to plan, target, activate, 
measure and optimise customer relationships 
to boost ROI and capture market share. 
Imagine the business opportunities from using 
trip mission segmentation where the analysis 
tells a retailer why customers are visiting its 
stores. Smart data will also reveal the clusters 
of different shopping missions that need to be 
fulfilled across an entire store portfolio.

Better smart data analysis certainly means 
more effective targeting when spending 
money on promotions. It will reveal what is 
working best in which store and with which 
consumer segment.

5USE SMART DATA TO  
UNCOVER AREAS OF 
INCREMENTAL GROWTH 

Retailers want brands to help find areas of 
incremental growth to improve category 
performance. After all, stores want to 
rationalise the number of products they 
sell to cut costs and simplify the shopper 
experience. With this in mind, brands 
must work harder to fight their corner and 
they can use smart data to demonstrate a 
product’s value to a category.

If their own data is shaky, they should 
consider working with a research expert 
that can help them plug any gaps. By working 
with a researcher, brand marketers will 
discover what is unique about their product 
from the shopper’s point of view. Every 
product requires some level of ‘uniqueness’ 
to convince people to buy it over and above 
another brand. 

Take milk as an example. If a company 
wants to enhance its product offering in the 
milk category, it needs to offer something 
more than just the basics. In a category 
that is largely dominated by private label, 

have an accurate picture of what is the right 
price point for a particular product, or which 
shopper segments are buying it. Smart data 
can reveal, for instance, which channels 
particular shopper segments use and when, 
as well as the trip missions they undertake. 
With this knowledge, it is easier to plan and 
target them with specific promotions.

One Dutch retailer was able to distinguish 
fifteen different shopper occasions. By 
changing the dates for its most efficient 
promotions and adjusting its product 
assortment, it managed to increase its market 
share by 0.6% within three months. 

3THINK CONNECTED 
When it comes to digital and 
e-commerce, brands need to be able 

to analyse and make assessments. There is 
a huge amount of data being collected from 
high-speed applications and from ads. A 
brand needs to know, for instance, whether 
the retail sales achieved by a campaign 
justified the marketing spend. Who actually 
saw a digital display ad?

If we want to target customers and get a 
desired action, we must remember that the 

milk brands need genuine differentiation. 
The shopper needs to know they will find a 
product with the key attributes they want.

Hot sauces are another category where 
the consumer is faced with so much choice. 
What makes a shopper choose one variety 
of hot sauce over another? What product 
characteristics are the most relevant for 
the different shopper segments? A retailer 
might already stock three Indian-flavour 
sauces, and is unlikely to want to sell another 
one. However, by using predictive analytics, 
brands can analyse the key attributes, such 
as size, packaging, flavour, brand name and 
price. They can also combine key competitor 
analysis to pinpoint what is more likely to 
sell in different stores around the world. 
They can then work out how incremental a 
product will be before taking it to market.  

IRI is using enhanced product attributes  
to qualify the assortment of hot sauces  
in one European country. It has identified  
that by optimising the assortment for a brand 
in two key retailers, they could gain more 
than €700,000 and add €359,000 to their 
bottom line. This would help the retailers’ 
revenues too.

6USE SMART DATA TO BOOST 
BRAND INNOVATION 
Smart data fuels innovation because it 

reveals to marketers what works and what 
does not. It might reveal issues with packaging, 
merchandising, pack size or problems around 
category management, price or a promotion 
that can be solved with an innovative solution. 
It can also reveal gaps in the market that could 
be exploited for competitive advantage.

Brands must dive deep into the key 
attributes of their products, and demonstrate 
through analysis the value generated for the 
specific product and the category. The value 
proposition can ultimately help to persuade 
retailers to keep a product on the shelves. 

In the hot sauce category, thanks to smart 
data analysis, a leading brand saw a 15% 
increase in volume sales and a 12% hike in 
value sales by launching a specifically targeted 
new product in two different retailers. 
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