
CASE STUDY

TIGER BRANDS

Tiger Brands is a leading 

South African FMCG 

manufacturer and a top 40 

JSE (JHB Stock Exchange) 

listed company. It was 

founded in 1921 and is now 

present in 22 African 

countries. It manufactures 

products in the baby care, 

beverages, grains, groceries, 

perishables, personal care, 

home care, snacks and treats 

categories. 

CONTEXT

Retailers in South Africa were 

cutting back on ranges to address 

the overabundance of branded and 

own label products, in order to 

deliver an easier shopping 

experience for shoppers.

This range optimisation had made 

it harder for fast moving consumer 

goods (FMCG) manufacturers to 

keep their products on the shelf, 

and they were facing a growing 

need to demonstrate their 

products’ value and significance.

THE CHALLENGE

Tiger Brands wanted to explore 

growth opportunities in the mature 

jam market in which it already 

owned half the jams sold. 

1. How do we drive growth in a 

mature segment?

2. What’s the optimum 

assortment for each of our brands 

within the different retailers?

3. Can we launch new products 

without one brand cannibalising the 

other?

4. Which product attributes do 

our products need and which do 

shoppers want?

THE GROWTH OPPORTUNITY

Shoppers consider a range of 

product attributes 

(characteristics) when making a 

purchase decision, and compare 

the attractiveness of attributes 

of different products in the 

same assortment.

IRI Assortment Optimisation, 

and its analytics capabilities 

were used to deliver the best 

recommendation for brands and 

category management for an 

optimal assortment. It provided 

Tiger Brands with a unique 

solution to enable it to focus on 

its products as a dynamic mix 

rather than in isolation. 

The study set out to help Tiger 

Brands understand which 

consumer-focused product 

attributes such as flavour, size 

and format, for example, were 

driving sales for its products and 

the whole category, from the 

perspective of the shopper 

rather than the brand, according 

to each retailer shopper profile. 

This was only possible with IRI’s 

sharpest technology combined 

with the best in-class expertise 

of the IRI Analytics Center of 

Excellence (ACE).
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RESULTS

The study revealed:

• Reducing the category products 

by 37% could drive 1.1% value 

growth for retailers and 3.4% 

value growth for Tiger Brands. 

• Additional revenue could be 

driven by new product launches 

across markets.

• Different pricing thresholds 

across retailers and the most 

effective promotion mechanics.

• How to optimise its own range, 

make its distribution and supply 

chain more efficient and 

merchandising less 

complicated. 

As a result, Tiger Brands has been 

able to:

• Isolate incremental sales i.e. as 

a result of one of its product’s 

unique attributes.

• Understand whether shoppers 

would transfer their spend to 

another brand or not.

• Show retailers exactly how its 

brands are driving category 

value growth and the effect of 

delisting a product.

CONCLUSION

Retailers understand the 

importance of data, but given 

current data volumes, it is often 

difficult to access and use in a 

timely and actionable way. 

IRI’s big data analytics is the next 

crucial shift in the FMCG sector 

that helps manufacturers and 

retailers define their success. 

It brings them closer to consumers 

because the resulting actionable 

insight helps them deliver the 

products that best satisfy 

consumer needs and desires. 

Competitive advantage will be 

afforded to those retailers and 

manufacturers that can find real 

insights from data and turn them 

into actions that lead the business 

to growth. 
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TIGER BRANDS HAS FOUND 

SIGNIFICANT VALUE IN THE 

ASSORTMENT OPTIMISATION 

STUDY WHICH WE COMPLETED 

WITH IRI ON OUR JAMS 

CULINARY SEGMENT. DURING 

THESE DIFFICULT ECONOMIC 

AND HIGHLY COMPETITIVE 

TIMES, THE STUDY ASSISTED 

US IN MAKING CLEAR 

ASSORTMENT DECISIONS 

WHICH SHOWED A STRONG 

GROWTH BENEFIT TO 

OURSELVES AND TO 

CATEGORY GROWTH FOR THE 

TRADE.
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