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Paved With Big Data, Comprehensive Insights and 
Opportunity, the Road to Real-time Personalization is Open 

Technology undoubtedly has altered the way people 
live, plan and consume. Mobile technology is integrated 
into daily lives both personally and professionally for 
almost everyone, in particular for the nearly one-third 
of the world’s population currently on a social media 
platform. Trends indicate that before long, 80 percent of 
the world will be on social media. 

As a result of this growth, the world is in the midst of  
the largest information explosion in history. Because 
of the sheer volume of information in front of people 
at any time — or any moment — it is imperative for CPG 
marketers and retailers to have a holistic understanding 
of how information is consumed and how that translates 
to buying behaviors, product impressions and  
overall consumerism. 

It has become second nature for consumers to get 
messages from everywhere — messages that must be 
current and in context at any given point in time. It’s 
difficult to know who’s watching what, when they watch 
and where they watch. With so many touchpoints and 
exposures, at times it’s almost impossible for marketers 
to keep pace. But the possibilities are nearly endless to 
make meaningful connections with consumers and leave 
product and brand impressions. To effectively engage, 
though, requires integrated data, technology and  
real-time assessments.

Consumer Demand / Marketing
Catalyzing the impact of technology on the way we 
communicate is the influence of mobile technology on 
social media. Facebook now has 1.5 billion users — for 
the first time, 20 percent of the world’s population is 
on the same platform. YouTube has 1 billion viewers, 
as compared to the 118.5 million viewers of the most-
watched Super Bowl halftime show with Katy Perry. 
Tablet use is up 1,721 percent, and smartphone use is 
up 384 percent, according to comScore, reinforcing 
the movement of what has rapidly become a constantly 
moving ecosystem.

Consider the rise of chat. Facebook’s Messenger 
chat service has 900 million users, while Facebook-
owned WhatsApp has 1 billion. Very soon, people and 
businesses will be able to communicate directly with 
each other — and this will be the next demand-creation 
platform. And, in fact, more than 30 companies have 
already signed up! Indeed, it’s not just digital — every 
content platform is changing rapidly.

This translates to more information and more strategic 
resources for consumers before, during and after 
they shop, thus making shoppers armed, educated 
and empowered. As a result, retailers must shift the 
paradigm of communication and speak to connected 
consumers directly and appropriately. 

Doing so requires opening the door to new ways of 
thinking, for today’s audiences are scattered across 
smartphones, tablets, laptops and connected-TV 
devices. In fact, today anyplace consumers exist has 
become an advertising platform. For instance, we are in 
the midst of a video-gaming explosion. EA Sports boasts 
300 million players, and these players are regularly 
exposed to advertisements as they play video games. 
Billboards will soon be “connected” to cars, allowing 
advertisements to be tailored to drivers’ buying patterns. 
And, the internet of things — a network of physical 
objects such as devices, vehicles and buildings that 
are embedded with electronics, software, sensors and 
network connectivity to enable these objects to collect 
and exchange data — is bringing the ability to even 
embed advertisements into wearables. 

The influence of social media and the prevalence of 
marketing messages generate an ever-expanding swirl 
of things that are going to create demand. Touchpoints 
are expanding rapidly and behavior is shifting just as 
quickly. In retail, the same phenomenon has emerged 
and thus has had a profound effect on the CPG  
retail business — across channels, geographies  
and demographics.
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Shift in Retail
The CPG industry is in the midst of a massive shift in how 
CPGs create demand in what they sell and how they fulfill 
that demand. To drive big growth, manufacturers and 
retailers together must take the first of innumerable steps 
in the personalization journey, a journey that leverages 
big data to uncover new and exciting opportunities. 

The electronic world will guide the personalized 
journey for consumers. It will guide their exposures 
and influence what customers want to buy, how they 
communicate with their friends and colleagues and how 
they get influenced. And it will ultimately dictate where 
customers make their purchases. 

We are in the midst of a massive shift in shopper 
behavior. Retail fragmentation is fast and furious. 
Physical stores are shrinking. In fact, most growth is 
coming from smaller-footprint stores, and new stores  
are generally about 25 percent smaller.

Meanwhile, e-commerce is experiencing massive 
growth. In 2016, more than 7 percent of global retail 
sales will be online, and this will grow to 12.4 percent 
by 2019. Within the next five years, global e-commerce 
sales will climb to $3.5 trillion. And, mobile commerce 
growth is outpacing desktop e-commerce by more than 
250 percent. In 2010, the U.S. mobile marketplace was 
worth an estimated $3 billion. That figure will top $31 
billion by the end of this year. 

Promotions are quickly going digital and mobile, 
too. Major retailers, including Kroger and Target, are 
embracing mobile promotions to create customized 
and simplified shopping experiences for their shoppers. 
Kroger is building loyalty — particularly among 
smartphone-enabled moms — with personalized coupon 
offerings. Target’s mobile solution taps into information 
about a store’s layout and the location of products to 
deliver customized recommendations and messaging  
to shoppers.

The need for immediacy is only growing stronger. 
Consumers seek instant gratification. Consider Amazon 
Prime, which offers consumers free expedited shipping 
on eligible purchases, in addition to a variety of other 
discounts and member benefits. Today, Amazon offers 
same-day shipping in select zip codes. And, in some EU 
markets, two-hour delivery is available.

Net, the nebula of messages and marketer-shopper 
interactions is getting increasingly complex and it 
is causing a massive shift in creating and fulfilling 
demand. This, in turn, is catalyzing the need to create  
an integrated, consumer-centric, individualized world.  
And this requires a change in the way CPG is done.

For CPGs to create individual relationships with 
consumers, three key attributes must be adopted  
in strategy:

Addressable: Everything aimed at creating demand 
must be addressable to an individual. This means no 
two people will receive the exact same message; every 
message will be unique.

Integrated: Marketing stories must be integrated based 
on unique information that will define the consumer 
journey in real time. 

Measurable: CPGs must be able to measure — in real 
time — the impact of all of the touchpoints along the 
shopper journey to track consumer behavior change. 
Did the swarm of influences set before the shopper 
impact the immediate purchase or the likelihood of 
future purchase? 
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No-regrets Moves
The road to enhanced customization and the 
personalization journey evolves constantly, and thus  
can create some ongoing challenges. However, there  
are some strategic approaches proven to make the  
road smoother. 

IRI in the Ecosystem
In this era where technology has made it possible to 
connect billions of users, the opportunities to reach 
consumers and shoppers seem infinite. Everything that 
happens on devices from desktop platforms to tablets 
and smartphones, as well as televisions and computers 
of all types, comes together to create a living, breathing 
and moving ecosystem of data. 

IRI works to bring this ecosystem together to harness 
the disparate pieces of big data, creating an invaluable 
resource of organic data, insights and actionable 
strategies. The capabilities built by and anticipated by 
IRI form an ecosystem of data and partners to win in the 
new era of chaotic consumerism. 

For example, consider a senior executive at a leading 
CPG company who seeks information to take an entire 
brand portfolio’s marketing and merchandising program 
on its own personalized journey. This executive wants to 
hone in on a particular product, a particular consumer, 
a particular market or a particular ad program at any 
particular time. This ever-particular senior executive has 
all of these capabilities on his/her desktop through the 
integrated, prescriptive analytics, tools and resources 
driven by the IRI Liquid Data™ platform. 

From a broader perspective, IRI works to create 
momentum around initiatives like those in play for this 
senior executive — creating an ecosystem of capabilities 
that enable granular insights for CPGs and retailers to 
build products and marketing programs to incite demand. 

Consumer Back VS. 

Company Forward
There are 300 million consumers interacting with 

a company, brand or product, and those interactions will 

drive purchase behavior. To win, think about the consumer 

and his/her engagement with a product or brand and not 

only what the impact on the company will be. 

1
PREPARE FOR MILLIONS OF  

Live Segments
Consumers are constantly changing, and 

they find a home in new segments as a direct result 

of what’s happening in their lives. This changes 

quickly and often. CPGs need more microscopic 

segments that evolve with the marketplace. 

Expect EVERYTHING TO BE 

Dynamic AND IN Real Time
CPGs must know what people are experiencing 

and make real-time adjustments to play an influential role 

in those experiences.

3
MEASURE THE IMPACT OF EVERY 

Consumer Interaction
If you can’t measure, you can’t manage! 

Tracking, measuring and responding to consumer 

interactions allows a strategy to keep pace with the 

fast evolution of consumer behaviors and trends.  

Move Quickly;  
Speed Matters
Consumers move quickly from platform to 

platform, and it’s hard to anticipate where they will 

go next while still looking at where they have been. 

Traditional economies of scale don’t work — nimble and 

quick are obligatory in the information age.

5

2

4

http://iriworldwide.com


     
4

LEADING EDGE

Personalization Journey: Leveraging Big Data to Drive Big Growth      IRIworldwide.com

There are five major fronts forming the broader  
data ecosystem (see Exhibit 1): 

Media: ILD contains more media data in liquid data  
than any other organization in the world.

Retail: A retail data component of the overall platform 
enhances collaboration between manufacturers and 
retailers. Collaborative data analysis spurs creation levers 
and creates demand through media and promotions 
focused on both parties’ goals. 

Manufacturers: Manufacturers seek the same 
connectivity to demand creation levers as retailers.  
Data and speed to insights are essential, so the integration 
of retail and media data into the ecosystem is key. 

Technology: State-of-the-art capabilities generate real-
time data to build consumer relationships in real time.

New Markets Transformation: IRI’s capabilities bring 
end-to-end seamless insights that will span into new, 
tangential market sectors.

NEW MARKETS TRANSFORMATION
Bringing the end-to-end ecosystem to new industries

MANUFACTURERS 
TRANSFORMATION

Transformational growth
for manufacturers via data,
technology & accelerated

insights, activation & 
measurement

MEDIA
TRANSFORMATION

Transforming media 
and promotions from
“what people view”
to “what people do”

RETAIL 
TRANSFORMATION

Transforming retailers with 
the only integrated

big data solution
across the entire store

E X H I B I T  1

Five major fronts form the broader data ecosystem.

The IRI Ecosystem
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The ILD platform is the hub of the ecosystem, enhancing 
integration of media, technology and collaborations 
between manufacturers and retailers to build speed to 
insights, enable seamless decision making and facilitate 
retailer/manufacturer communication and collaboration 
(see Exhibit 2). 

Back to our senior executive at the multinational CPG 
who seeks more comprehensive and granular insights 
than ever available before. To help him/her win with 
consumers, IRI has embedded nine new enhancements 
into the ILD platform. 

• Alerts

• Q-IRI

• Heads-Up Display

• Streams

• Audience Builder

• CRM Platform

• Activation

• Lift

• Ask IRI (AI)

For our senior executive, each of the nine solutions —  
functioning seamlessly on a desktop and integrated with 
the ILD platform for easy, customizable access — offers 
something unique, deliverable and actionable. 

E X H I B I T  2

Sales & Marketing Workflow
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To get the exec started, an Alert built on a specific set of 
rules pops up because it has identified a performance 
issue or growth opportunity (see Exhibit 3). This is based 
on real data in real time, with the program smart enough 
to know the parameters for each brand, product or 
overall program. 

Then, Q-IRI (set for a fall 2016 release) identifies point of 
sale, consumer behaviors and other insights that drove 
the change in the sales pattern. This Siri-like feature is 
smart, analytical and programmed with specific rules and 
attributes unique to each user’s brands and products. 

Now, with Heads-Up Display, the ILD platform 
consolidates reports from every application in one 
location for quick and easy access (see Exhibit 4).  
Our senior exec will view all of the reports in one place — 
all the market measures, consumer insights, pricing, 
analytics, causal factors, media performance and more. 
This compilation of reports and information allows the 
system — and users — to more readily identify the cause of 
the performance issue or opportunity. 

E X H I B I T  3 

Alert

E X H I B I T  4

Heads-Up Display
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Heads-Up Display will illuminate: 

• Over- or underindexed markets

• Groups of people within those markets who may 
over- or underindex

• Opportunities untapped by an absence of a broad, 
comprehensive view

• The combination of many reports, including: 

 – Market Scorecard

 – Consumer Insights

 – 4 Ps

 – Extended Causal Factors

 – Media — including TV, digital and social

 – Shopper Planning

The platform’s Streams capability brings collaboration 
and access to new territory, and personalizes the 
relationship between manufacturers and retailers. 
The tool launches off the success of chat applications, 
growing in popularity exponentially. As Facebook’s Mark 
Zuckerberg has said, “People should be able to message 
businesses just like they message a friend.” 

In the resource that is ILD, Streams embeds chats 
between manufacturers and retailers to enable better 
communication in real time and with shared reports  
and data to interpret in time to react appropriately  
and efficiently. 

A critical part of the personalization journey is building 
an audience — one that is specific, focused and attainable. 
Audience Builder provides a targeting platform using 
integrated data sets to create on-the-fly targets.  
With targets in place, the system facilitates the creation 
of customized advertisements built right on the ILD 
platform using the CRM Platform capability. Our senior 
executive can build ads, preview them on various media 
platforms to ensure proper rendering to the consumer and 
in a click, put them out in the universe through Activation. 

Now, on to a practice often overlooked and as  
often undervalued — measurement. IRI Lift generates 
a transformational base of measuring impact of 
advertising on sales. Our senior executive can measure 
any media exposure and promotion right from the ILD 
platform on a weekly basis, allowing for midpromotion 
views. This creates the opportunity to optimize a 
program on the fly to best adjust its impact and results. 

http://iriworldwide.com
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Finally, there’s Ask IRI (AI), which is not intended  
for use only at the end of a program or session  
(see Exhibits 5 & 6). Given today’s desire to ask and 
have questions answered immediately, AI allows users 
to ask a question in plain language. There is no need 
to physically navigate hierarchies, as the system can 
recognize questions and provide an answer based 
on its understanding of the user and the customized 
attributes assigned. 

Personalization is all about gleaning a deep 
understanding of the customer’s needs and wants 
and working to meet those needs better, faster and 
more easily. Through doing so, personalization brings 
enhanced customer satisfaction and an increased 
likelihood of repeat purchase behavior.

With IRI’s enhanced and ever-expanding platform of 
capabilities, the personalization journey shifts to a 
road paved with big data, comprehensive insights and 
opportunities. New tools and technologies arm CPG 
marketers with great insights into consumer attitudes 
and behaviors and the ability to plan, target and 
measure by individual person or really small micro-
segments. With these insights, CPGs will have a keen 
understanding of how consumers react to marketing 
stimuli — whether they are enticed to buy now and/or 
make a purchase at a later date.

Data and information have — and will continue to 
— fundamentally shifted how companies that make 
products sell those products and build relationships with 
consumers. Big data will have a bigger impact on your 
organization, on consumers, on how people think about 
what they buy and on how they buy it than we could 
ever imagine. It’s imperative to engage in the ecosystem 
of a world where consumers will operate seamlessly in a 
sea of exposures and “chaos of information.” 

E X H I B I T  5

Ask IRI

E X H I B I T  6

Ask IRI Mobile App
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