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Introduction 

Retailers, manufacturers and consumers are having 

to navigate changes brought about by impacts from 

the pandemic, rising inflation, supply chain delays 

and changes to consumer shopper behaviour. With 

the industry moving at ever faster speeds, brands 

need to make decisions faster and become more 

agile. To do that, they need greater insight and more 

granular levels of data. 

While fast moving consumer goods (FMCG) 

businesses have long looked at sales data, total-

market data or category insights, in order to make 

those agile business decisions it’s important to get a 

more detailed picture of the market. In an 

increasingly personalised world, businesses need to 

understand ever more granular measurement of 

their consumer-level purchase behaviour.
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That is why it’s time for brands to move on from their 

traditional media and promotions strategies and look 

towards marketing mix modelling (MMM) to assess 

the three key areas of their marketing strategy: 

pricing, promotions and media. 

This report will unpack what MMM is, how it can 

support businesses and the benefits of implementing 

this strategy for the FMCG sector, including small 

and medium enterprises (SMEs). Read on to 

discover what MMM can do for you and your 

business.

The FMCG industry is in a time of great change.



What is Marketing Mix Modelling? 

Almost all brand marketers run some 
form of marketing measurement, but 
are they measuring their efforts 
correctly? 

Marketing Mix Modelling (MMM) is an important way 

to assess your marketing efforts, particularly in the 

FMCG sector. It allows you to measure your past 

performance and chart a path for future success. It 

is the use of advanced statistical modelling to 

estimate the past impact and predict the future 

impact of various marketing tactics on sales and can 

inform future marketing plans. 

Far from just media analysis, MMM is a complete 

strategy that breaks down the individual sales 

drivers to present a detailed breakdown of all factors 

that may be aiding or detracting from sales. At the 

center of that analysis are three pillars: media, 

pricing and promotions. Unlike other standalone 

marketing or media assessments, MMM activities 

are analysed in line with sales and revenue results, 

showing you a path to improve your return on 

investment (ROI) on marketing investment. MMM 

stands out because, by combining the three pillars, 

along with other marketing activities, it’s possible to 

isolate the impact of each activity. So even if a 

media campaign runs simultaneous with a 

promotion and is followed by a distribution boost and 

a permanent price increase, a brand can identify the 

effect of each of these changes.
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This approach gathers detailed insights from each of 

these areas, allowing businesses to gain greater 

insight and adjust their planning, accordingly, not 

only giving them more opportunities but also giving 

their consumers what they really want and need. 

When there are large budgets at stake, even the 

slightest tweak to your price, promotion or media 

activities can make a huge impact on your brand or 

portfolio sales and revenues. MMM programmes 

provide manufacturers and retailers with the data 

they need to continuously optimise their budgets and 

grow more efficiently, particularly during challenging 

times. 



The three pillars of MMM

MMM generally focuses on three key pillars: 
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Optimise your product pricing to succeed in an ever-

changing environment. Quickly identify pricing 

opportunities and find out what to expect if you 

increase or decrease your price.

Price Promotions

Media

Media spends are a huge part of a company’s budget. See which campaigns are the most effective and 

impact your bottom-line revenue the most, so you can adapt as you grow. This can be broken down into two 

approaches:

• Need to reduce your media budget? MMM can help you understand which campaigns you can skip while 

losing as few sales as possible.

• Looking to increase your media budget? MMM looks at saturation and marginal returns to determine where 

every additional euro is best spent.

Use historical performance data to evaluate your 

promotional strategy and identify key success 

factors and focus your efforts and how to make them 

succeed.



MMM for FMCG

A match made in heaven 

An evolving retail landscape means that the need for MMM has increased dramatically over the past few 

years. In the FMCG sector the pressure is on for brands. Inflation is rising, supply chains are struggling, and 

consumers are demanding ever lower prices as they readjust from a struggling economy.

It’s also valuable for manufacturers to have access to MMM data as they go into discussions with retailers, 

providing them with insight during pricing and promotion negotiations.
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The five phases of MMM

Brief

1

Data 

collection
2

Analysis & 

modelling

3

Recommen-

dations
4

Implemen-

tation
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Case study 
Go-Tan: delivering growth with MMM

Ewout Laseur is Marketing 

Manager at Go-Tan, the ‘food 

loving Asian family’ and supplier 

of Asian sauces, cooking 

ingredients and snacks in the 

Netherlands. 

A family-owned business, Go-Tan has been in the 

food industry since 1954, and has grown fast to 

become a European market leader for chili sauce. 

They recently conducted their first MMM study in the 

Netherlands following ten years of media 

advertising.

“At Go-Tan, we’ve been running above-the-line 

advertisements since around 2010, but we haven't 

done a lot of research on the effectiveness of those 

marketing efforts in the past. One of the few insights 

we had was that our campaigns needed to be active 

every three months with breaks in between. But as 

we grew as a business, I started trying to find out 

more about our campaign effectiveness. We did 

qualitive research and found that people were really 

fond of our commercial, but we still didn’t know what 

the effect on our sales was. And I wanted to find out 

if we were on the right track to grow market share. 

We had been using the IRI database for years 

already, so this led to me approaching them to 

conduct our MMM study. Our report revealed 

insights into three key areas: 

Of course, as we conducted the study to gain insight 

for our campaigns, the media pillar was initially the 

most interesting for me, but the pricing and 

promotion elements have proved to be very relevant 

for my trade marketing, sales and business 

colleagues.
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The big point that stood out for pricing is that our 

category is fairly inelastic and that as a brand we are 

even more inelastic than our competitors. We can 

put this knowledge to use when prices will stabilise

after the current instable situation of inflation with 

rapidly rising prices.

“MMM gives you the power to move 

your marketing to areas where you 

see direct ROI.”

When it came to promotions, we did a deep dive into 

the insights of the MMM, to see if we can use them 

in the coming years. Currently we’re seeing retailers 

pushing us into certain promo programmes and 

mechanics, but now we have some arguments and 

proof to show what’s not the most effective way to 

go. Having access to this data gives us the power in 

negotiations with retailers and helps bring the 

arguments you need to category review sessions, as 

well as promotions analysis. 

And the results from our media report were actually 

a big confirmation that we're on the right path. So 

often the changes we make to campaigns are done 

on gut feel, but now we could see the direct impact 

of our media approach. For example, we actually 

saw that our latest campaign was our best so far, 

with the strongest ROI. It was also the first 

campaign that we added radio on top of television, 

combined with an influencer and social media 

campaign. 

Price

Promotions

Media
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For the first time, we have a time path linking our 

sales and brand impact to each of our different 

campaign assets. It’s taught us that we need to keep 

pushing that approach through, such as combining 

our current TV spots with radio. It also showed we 

need to be present in the media with some sort of 

campaign or assets online every eight weeks or so, 

with a steady pattern across the year. So we’ve 

adjusted our time plan, no longer waiting for three 

months between campaigns. 

“In the end, it’s sales figures that 

matter. They speak the truth.”

Our media data also highlighted that our campaign 

effectiveness will likely rise per campaign if we 

increase our spend in a certain range. I now have 

solid insight to take to management on why we need 

to increase our budget for campaigns. The evidence 

shows that we will get more out of every campaign. 

And as we're growing, we can also use this 

information to help us get more sales, bigger 

revenues, and bigger budgets over time. 

MMM for FMCG businesses 8

The MMM report gave us business and sales 

insights we otherwise would never have access to. 

We now can really dig down into sales data on a 

weekly basis while seeing the impact of external 

influences, like weather or holidays. It also gives you 

the power to move your marketing to areas where 

you're seeing it have direct ROI or impact. 

For example, it gave us insight into the marketing 

we’re obliged to do at retailers, such as an ad in 

their store magazine, or videos on their website. 

Thanks to the model, we saw that the ROI on 

specific branded cooking videos was higher than the 

ads in the magazine and was having a strong impact 

for us. So, we have the evidence to help us move 

more of the budget in that direction. 

If a business is looking to assess the effectiveness 

of their media and marketing efforts, I would always 

recommend you look into an MMM study, because 

it's linked to your direct sales data. Of course, you 

can have a brand tracker, and qualitative research 

about your campaigns, but MMM is the only way to 

directly compare your marketing and advertising 

efforts against your bottom-line sales. In the end, it’s 

sales figures that matter. They speak the truth.”



How we put the MMM media 
insight into practice

Michael Melssen, Owner of MMC 
Media, Go-Tan’s media agency

“I’ve been working with Go-Tan on their media 

planning for more than 12 years. They were my first 

client to conduct an MMM study, but it’s changed the 

way I look at media planning and insights. 

All my conversations with clients are about 

marketing KPIs, such as top of mind measurements, 

the Net Promoter Score, share of voice. But for Go-

Tan thanks to the data we have from the MMM, we 

can go beyond those metrics into retail value. We’re 

able to see the ROI of our work and explore what 

the main drivers are for the brand as a whole across 

all departments. 

As soon as you give something attention it raises 

awareness, so even as we started the data 

gathering process to share with IRI for the MMM, we 

spotted some insights we may not have normally 

looked back on. Normally, we compare figures to the 

last year, but for the model process, we had to 

compare things over three years. So that process 

already gave us some insights into changes in our 

campaigns over time. So, we could raise questions 

in order to validate data or to understand what the 

data was saying. 
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Decisions in SMEs are sometimes made on gut 

feeling. But with the MMM report, we were able to 

double check the decisions we had made in the 

past. It gave really good insight into where the 

effectiveness of our campaigns could be improved. 

The difference in an MMM study to a traditional 

media report is that it combines retail data and 

marketing drivers. This gives us the ability to change 

and validate our media approach against retail sales 

and tweak things to enhance ROI. 

For Go-Tan, we had started radio advertising just 

before the MMM study. We actually started radio 

ads as a test because we were given a sample rate. 

And through the report we saw it did a really 

amazing thing. It had a higher contact frequency and 

made the campaign awareness larger, because of 

the large reach.

If you look at any media plan, for any company, 

there's always one thing that isn’t optimum for the 

business, usually because of budget or planning or 

whatever. For Go-Tan this was usually contact 

frequency. As an SME they didn’t always have the 

budget to have a very large contact frequency. 

However, the MMM showed that radio is a highly 

effective way to increase our reach and contacts and 

improve our ROI for Go-Tan, all on a budget.” 



Conclusion

MMM has the tools to revolutionise growth for 

FMCG manufacturers and retailers helping them to 

achieve a competitive advantage in a time of great 

change. While MMM has sometimes been 

associated with large multinational enterprises, it 

also works particularly well for SMEs who are 

looking to make the next move and take their 

business to the next level. 

A marketing mix solution combines pricing and 

promotion data solutions with media outputs to give 

your FMCG business with the ability to maximise

your chances for success. As the FMCG sector 

looks to bounce back from a testing 18 months for 

the economy and tackle coming challenges of rising 

inflation and supply chain issues, MMM analysis 

presents businesses with the opportunity to 

reassess their approach to marketing, and tailor 

each channel, and pillar to maximise their growth 

and ROI at every stage of the process. 

IRI’s modelling experience is based on over three 

decades of unique expertise on the largest sets of 

integrated data for FMCG companies and retail 

across the globe. Our state-of-the-art modelling 

engine delivers fast, scalable and customisable

analytics. It brings together tightly integrated data, 

analytics, technology, people and process to help 

clients navigate a complex price, promotion and 

media environment, while scaling to meet specific 

client needs.

Request a demo of IRI’s MMM solution at 

nlmarketingcommunication@iriworldwide.com

Takeaways
MMM allows brands to:

Lead effective business decisions around 

media through a better understanding of the 

existing and future media landscape

Decide on the right amount of media 

investment needed by brand, channel and 

more

Improve allocation of media spend to maintain 

profitability as the pressure to cut marketing 

and advertising budgets increases

Understand their market position

Optimise everyday prices

Determine offers that resonate with shoppers

Plan effective promotions

Effectively measure Return on Investment 

(ROI)

mailto:nlmarketingcommunication@iriworldwide.com




About IRI

IRI is a leader in delivering powerful market, consumer and media exposure information, predictive analytics and the foresight that

leads to action. We go beyond the data to create growth for our clients in the FMCG, retail and over the counter health care

industries by pinpointing what matters and illuminating how it can impact their businesses. Move your business forward at

IRIworldwide.eu.

About ACE

IRI’s ACE is the largest in-house consumer goods analytics center in the world and is ISO 9001:2015 certified. ACE is an ecosystem

that hosts analytics, innovation and technology expertise under one roof with over 220 data scientists and consultants, data

crunching and analysing over 20 trillion records annually and serving hundreds of clients across the world.

Contact us:

IRI Nederland, Wielkamp 3a, 5301 DB Zaltbommel, +31 (0) 418-570800


