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How Big Data Collaboration Can Reignite FMCG Growth 
José Carlos Gonzalez-Hurtado, President of International, IRI, believes that Big Data Collaboration [BOC] 
between retailers and manufacturers can reap untold benefits - all that's needed is the right platform. 

F 
MCG is currently a challeng
ing industry to be in. Recent 
years have seen decreasing 

or flat growth in most parts of the 
world, and there are no signs of this 
improving. Both retailers and man
ufacturers are trying to find ways to 
eut through, but the tools that they 
are currently using only add to the 
problem. 

With a locus on driving value 
through low prices by the retailers, 
manufacturers are struggling to 
achieve the margins needed for 
innovation - one of the key engines 
of growth. Perhaps this is at least 
part of the reason that the top 50 
global manufacturers have just 
reported a fall in sales for the first 
lime in a decade. 

Big Data 

The big opportunity on which both 
retailers and manufacturers are 
currently missing out is the relative
ly untapped potential of the con
sumer knowledge that they collec
tively own. Big Data has the much
lauded potential to enable real 
understanding of the consumer, but 
until manufacturers and retailers 
learn how to work together better, 
this will remain an unexploited 
resource. 

Currently, retailers and manufac
turers are operating separately and 
viewing the data that they own in 
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very different ways. ln a physical 
respect, it is the retailer who is dos
er to the moment of purchase. They 
are the ones that collect and 
analyse data about the shopper's 
mission and the choices that are 
being made at the shelf. 
Manufacturers, on the other hand, 
have a much better understanding 
of categories and brands, as a 
result of years of consumer 
research. 

Bringing all this data together 
makes it possible to build a much 
more holistic understanding of how 
people shop and the interaction of 
brand-building and category behav
iour alongside in-store activation. 
Where product and brand develop
ment create the conditions for 
choice, ifs the in-store experience 
that ultimately leads to the con
sumer choosing one product over 
the other. Combining intelligence 
would allow not only better long
term planning between manufac
turers and retailers, but also the 
ability to react more quickly and 

specifically on a geographic, or even 
store, level. 

Data Ownership 

ln order to generate more value 
from the Big Data that retailers and 
manufacturers hold, there are a 
number of issues to resolve. 

One of the key challenges is the 
differing views of the consumer, 
which are held by each party. Ifs 
beneficial to integrate the data that 
each owns, but understanding how 
to do that is far from simple. 

Data ownership lies largely in the 
hands of the retailer, who, quite 
rightly, regards it as an asse!, but 
manufacturers need access to it in 
order to be more efficient. Lastly, 
the sheer volume of data involved, 
and understanding how to effective
ly mine it, is a significant puzzle. 

The cutting-edge technology of 
the IRI Liquid Data platform has 
been developed to help overcome 
these barriers. lt enables more 
effective collaboration between 
retailers and manufacturers by giv-

ing them the same view of the most 
granular information. This means 
that they can use the same market 
trends and prescriptive analytics to 
enhance the shopping experience. 

IRI recently crèated a Liquid Data 
platform for M&S, which integrates 
a range of data such as sales vol
umes, sales values and on-shelf 
availability. This has given M&S a 
stream of ready data, which means 
that the retailer can look at any KPI 
for the year to date and zoom down 
to any product in a given store or 
week. ln a classic example of "build 
it and they will corne·, 80% of M&S's 
manufacturers chose to join this 
programme when it was first intro
duced, and they have all chosen to 
stay for a second year.. 

Big Data Collaboration 

Following on from this, IRI is calling 
for a new standard in Big Data 
Collaboration [BDC]. ln the same 
way that supply chain was redefined 
15 years ago with the introduction of 
Efficient Consumer Response 
[ECR], BDC would address the way 
that data is shared between manu
facturers and retailers. 

Ifs only by breaking out of their 
silos to achieve a customer-focused 
BDC strategy that is transparent, 
measurable and speaks the same 
customer language, that the FMCG 
industry can hope to see a return to 
real growth in the future. 
www.iriworldwide.com 
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