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Personalization is the key to maximizing
customer lifetime value.
CPG brands and retailers must collaborate to create
experiences that engage and activate high-value customers.
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Executive Summary
–

We are in the midst of a shopping evolution: Consumers are in the driver’s seat and brands are racing to
keep up. Innovation in technology has opened the door to an explosion of customer touchpoints that
significantly impact how consumers discover, research and purchase products and services. At the same
time, tech giants like Amazon, Netflix and Facebook have redefined consumer expectations; today’s
shopper expects current, personalized experiences that are relevant to her specific needs and situation at
every point along her shopping journey.
To keep pace, CPG brands must rethink how
they reach and engage shoppers at each and
every touchpoint along the web-like path to

The traditional path to purchase has completely changed
– what used to be a simple linear process is today
anything but linear as the consumer moves between
channels and touchpoints interchangeably.

purchase. Relevancy is more important than
ever, and CPG brands must work alongside
retailers, investing more heavily in data and
technologies that will help them cultivate
personalized experiences that will engage and
activate their highest-value customers.

Capturing more share of wallet today will drive increased
customer lifetime value in the future. Personalization will
play a key role in attracting/retaining/growing high-value
customers.

In this paper, we explore the critical role of
personalization for CPG brands in today’s
marketplace and share best practices for
getting personal with the right data,
technologies and processes.
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Omnichannel Shopping Has Changed
the Rules of the Game
–

It may seem like a lifetime, but it was not too long ago that leveraging the internet to reach and engage with
consumers, let alone selling online, was a foreign concept. Traditional media vehicles like TV and print
advertising dominated CPG marketing budgets with very little allocation and focus on digital channels.
Fast-forward to 2018; digital touchpoints and online shopping are integral parts of the shopping journey,
and hyper-connected consumers demand seamless experiences regardless of when, where and how they
are shopping. Simply stated, everything about the CPG experience has changed.
The way in which consumers access content and buy products, and the rise of big data, artificial intelligence
and machine learning are arming CPG marketers with new tools for understanding and serving their
customers. But this cataclysmic change is also creating confusion, among even the most seasoned brand
executives.
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As marketplace dynamics continue to shift, the lines between discovery, research, shopping and
entertainment continue to blur, and competition for the consumer’s attention and wallet seems to intensify
by the minute. But the stakes could not be higher: Consumers have an endless choice in what, where, how
and from whom to buy. Brands that cannot win attention and share will quickly be dominated – or replaced
– by brands that get it right.
Furthermore, capturing more share of wallet today will drive increased customer lifetime value in the future.
So, today’s winners will position themselves well for the battle for lifelong customer loyalty.
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Brands and Retailers That Provide
Personalized CPG Experiences See
Significant Growth
–

Consumers shop anywhere and everywhere. Consider this:
•

The majority of U.S. households (83 percent) regularly visit four to nine chain stores a year for grocery purchases
alone, and almost three-fourths of all households buy 30 or fewer categories exclusively at a single store.1

•

Online CPG sales are already worth more than
$22 billion and are expected to reach $60 billion
by 2021.2

•

Seven percent of shoppers have used click-andcollect (online ordering with in-store pickup) and
consumers between 18-34 years are more likely
to use these services (12 percent). Two-thirds of
click-and-collect shoppers say they would
“definitely” use the service again. 3 Nearly 62
percent of click-and-collect users have bought
perishable products, signaling significant
differentiating opportunities for CPG and grocery
retailers that offer click-and-collect services.4

•

Groceries are the most likely category to research while in-store for U.S. internet users, according to a recent
study. The study showed that nearly 50 percent of consumers did research on grocery items while in-store
and 30 percent did so for health and beauty products.5 Another study revealed that about one-third of grocery
shoppers who used their mobile phones while shopping said they did so to find or redeem coupons, while
three in 10 used it to create shopping lists.6
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The convergence of brick-and-mortar and
digital CPG is cataclysmic, and the impact
of this convergence will only intensify. As
the time consumers spend engaging with
brands online increases, more and more instore shopping trips will be influenced by
digital touchpoints. The success of a CPG
brand will be driven by its ability to respond
to the new digital shopping behaviors with
powerful engagements that break through
the clutter and spawn memorable and
influential customer experiences.
Personalization is the only way brands will
break through and attract, retain and grow
high-value customers. Personalization is
the only way to win in today’s volatile
market. Brands that use technology and
data to create personalized experiences are
seeing significant revenue increases.
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Challenges – What’s Holding Brands
Back?
–

This phenomenal growth alone should be incentive enough for CPG brands to rethink their marketing
strategies and embrace a more personalized approach. However, to be successful, brands must be able
to identify the right level of personalization, at the right point in the purchase cycle and in the right context.
Easier said than done!
Personalization Challenges

Getting it right requires CPG organizations to address three critical challenges; organizational barriers,
disparate and unharmonious data and technology.

Organizational Mind-Shift
The concept of personalization can seem foreign to some CPG companies that have built their brands
leveraging traditional mass-marketing tactics. In these organizations, brand and shopper marketing have
traditionally existed in silos, with their own techniques, forms of knowledge, goals and objectives, and key
performance indicators. Brand marketing generally focuses on understanding and building brands, while
shopper marketing focuses on the retail environment and in-store buyer activation.
With the entire CPG marketplace being turned on its head, the two must become one: Marketing must
become a single entity that places the shopper – her needs, wants and motivations – squarely in the
crosshairs of each and every initiative.
To be truly consumer-centric – a requirement in this market where shoppers rule – requires a major shift in
organizational mindset, from the c-suite down. Not only does the entire organization need to shift focus, it is also
imperative that the right foundation of technologies, resources and know-how are in place to support the efforts.
The organization must be ready to prioritize this strategic shift, supported by budget and resource allocation.
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Lack of a Single View of Customer and Path to Purchase
Not surprisingly in an organization where goals, strategies and measures of success often differ by business
area, the access to and use of data often varies by business area, too. Even with these data, many CPG
brands generally know only the most basic details about who their customers are and how they shop,
because they have little visibility into in-store data and specific customer and transactional information.
The retail barrier between the CPG brand and consumer limits direct access to valuable customer data and
insights that can lead to a complete understanding of the customer journey. Also, since products are usually
marketed and sold via multiple retailers and multiple channels – online and offline – it is incredibly
challenging to understand the customer’s interactions with the brand throughout the customer journey
across touchpoints and the use of multiple devices.

Needed: The Technology to Bring it all Together
The explosion of big data during the past decade has rendered many legacy marketing systems obsolete. In
today’s world, where true retailer-manufacturer collaboration must be ongoing and fast-moving, vast reams of
data – data from many and very disparate
databases – must quickly and accurately be
“The battle to win customers and customer loyalty has
never been fiercer and customers have never been

harmonized and analyzed, so that marketers
can confidently and nimbly develop, execute
and optimize marketing programs.

more demanding. Every interaction along the shopping
journey matters. And every touchpoint is an opportunity
to connect and engage with the customer in ways that
matter to her.”

Up until now, though, harnessing the data
and turning it into meaningful insights has
been prohibitively expensive and painfully

– Bernardine Wu, FitForCommerce

time-consuming.
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Capture Increased Share of Wallet and
Enhanced Customer Lifetime Value
–

By Identifying and Connecting with Highest-Value Shoppers on a Personalized
Level, Brands and Retailers will Bridge the Online-Offline Divide
Personalization is all about knowing who the customer is and using that information to create a meaningful
and relevant shopping experience, guided by what she wants and when she wants it – maybe even before
she knows exactly what she wants. Every step along the shopping journey is an opportunity to connect and
engage with her to build a strong, personal relationship that drives sales and loyalty.
By identifying and connecting with highest-value shoppers – the shoppers who spend the most – on a
personalized level, brands can tie together household-level behavior across store, online and pick-up to
capture increased share of wallet today and enhance customer lifetime value. This, in turn, supports strong
market capitalization growth.

Capitalizing on this opportunity requires more sophisticated, omnichannel customer-engagement strategies
that are supported by the right data and the best technology.
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The top spending 20 percent of customers account for 55 to 65 percent
of a retailer’s sales in virtually every category.

The Data Imperative – Know the Shopper and the Context
Relevant, centralized and harmonized data is at the core of any personalization strategy. The average CPG
brand captures some CRM data, brand affinity data and engagement data from its website, social and
digital paid media. It may also purchase point-of-sale data to get insight into product movement within the
retail environment. But there is still a disconnect because these data are not tied to actual purchase
behavior – these data do not tie the product to the person. To deliver more personalized experiences, CPG
brands must gain better insight into the individual consumer of the brand, along with the brand-specific
customer journey and shopper context.
To get these more granular and accurate data, CPG brands must supplement existing data with deep
shopper insights. Enabled through advances in technology and keen analytic know-how, today’s leadingedge market information and technology firms, such as IRI, are integrating traditional purchase data with
other available data sources, such as loyalty and transaction data, data from digital platforms, national and
specialized consumer panels, brand sites and social media and more in a secure, simple and consistent
manner to provide brands a granular, 360-degree view of their most important shoppers.
Key to ensuring the value of this deterministic data is understanding exactly how and where the data were
sourced. The best data will measure actual household purchase behavior, and not data inferred from
sporadic contextual or anecdotal data points. The best source of shopper data is from retailers’ frequent
shopper purchase (FSP) programs (i.e., loyalty cards).
Targeting based on deterministic FSP data dramatically improves accuracy, significantly increasing sales
lift and transparency. Knowing who has purchased a particular brand — recently, in the past, or never — is
valuable knowledge with which to design relevant marketing interactions.
This type of verified purchase-based targeting improves campaign return on advertising spend (ROAS) by up
to 20 percent and achieves three to four times the sales lift of contextual and demographic-based targeting.

11

© 2018 FitForCommerce, All Rights Reserved.

Purchase Cycles Guide Acquisition and Retention Decisions
High-impact marketing means engaging the consumer at the right time and place with the right message.
To align these elements, a good personalization strategy must take into account purchase cycles – meeting
the consumer along the way with appropriate messaging – messaging that informs, reassures and/or
activates, depending on the stage within the purchase cycle.
Products that have a longer purchase cycle are more likely to see shoppers fall off course between
purchases, so marketing for these types of products tends to focus on acquisition. In the CPG industry,
though, purchase cycles are relatively short, leaving less chance of losing shoppers and opening the door
for communication that focuses on retention.
Retention and loyalty-building strategies generally present unique opportunities for leveraging data to
create personalized experiences. But even within the CPG industry, purchase frequency is a relative term
and differences in purchase cycle should be reflected in marketing strategies.
In the store and in digital campaigns, it’s critical to understand that each CPG category has unique
underlying drivers of share of wallet. High-growth categories like deli-prepared salad and premium juices,
for instance, allow for basket-building – incremental in-aisle displays that co-merchandise high co-purchase
products, buy-one-get-one, etc. Winning in declining categories, such as canned fruit and pudding cups,
will require smart pricing that reinforces the value proposition.

Digital efforts are also essential. By leveraging a mix of digital and in-store tactics, CPG brands can easily
respond to market changes and quickly adjust deals and coupons and reach out frequently with different
relevant messages to different consumers.
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By mapping content and in-store initiatives to each stage of the buying cycle, marketers are able to provide
a custom-fit journey for each of their target consumers, providing a more positive user experience, and
increasing the impact of marketing messages. The brand experience is more personal and thus more
powerful, enhancing retention and, ultimately, customer lifetime value.

On-the-Fly Measurement and Optimization Boost Impact
With the CPG organization is set up to become more customer-centric and ready to develop and execute
personalized programs, it is critical to constantly monitor and measure performance and adjust as needed.
This includes both programs developed in partnership with retailers as well those executed by the brand.
In the past, this type of measurement was relegated to a post-campaign analysis. The measurement was
good for planning for the next time, but “what’s done is done” as far as the campaign du jour.
Today, through advanced technology and analytics, the situation has changed. CPG brands now have the
ability to make near real-time adjustments to their campaigns, shifting gears to maximize positive elements
and minimize (or eliminate) the negatives. On-the-fly measurement allows for in-flight optimization, enabling
return on ad spend improvements of up to 80 percent, even for online exposures that inform brick-andmortar purchases.
The best technologies enable a variety of benefits:
•

Faster results: measurement within just a few weeks of campaign launch, plus weekly updates

•

Ability to measure large or small campaigns from exposure to actual sales: enabled through the evolution of
vast big data resources, including traceable media (TV, digital and email), data from frequent shopper program
cards, causal data, macroeconomic data, and more

•

High levels of accuracy: total U.S. coverage and across a wide variety of causal variables, down to the
household level

•

Increased granularity: insights down to sub-campaign dimensions (i.e. creative, publisher, targeting)

•

Seamless integration and viewability: cloud-based technology platforms can integrate vast and disparate data
and create harmonized data pools for democratized access across the organization
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Connect Smartly and With Purpose;
Drive Lifetime Loyalty and Value
–

The rise of digital commerce, driven by new technologies and changing consumer behaviors, will increase the
prevalence of omnichannel shopping in the CPG sector – not only how and where we buy, but also how we
discover and research what to buy. CPG brands have historically relied on brand- and product-specific marketing
leveraging traditional media to create awareness and build connections with consumers. In this construct, it has
been up to retailers to handle more personalized and relevant offers and messages to shoppers.
In-store purchases of CPG products remain the preferred method by most consumers, but digital touchpoints
create new opportunities for more direct contact with consumers. To thrive, yet alone survive, CPG brands
must essentially move from brand- to customer-centric organizations. Partnering with the right data and
technology solutions, CPG brands gain a better understanding of who their customers are, their preferences
and how to use these new insights to drive more personalized experiences to the right consumer at the right
moment. By delivering these personalized and targeted experiences when it matters most, CPG brands stand
to gain significant revenue, cross-sell and upsell opportunities and market share in general.
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FitForCommerce is a leading consulting firm, helping ecommerce and multichannel retailers and
manufacturers grow their online retail operations. Our consultants bring decades of practical, hands-on
experience to guide merchants in defining ecommerce strategy, selecting the right technologies, and building
online marketing, merchandising and best-in-class website experiences — all using a rigorous ecommerce
Diligence process and a vast knowledge base built on our work with hundreds of leading retailers.
To learn more, visit fitforcommerce.com

Copyright 2017 All rights reserved. FitForCommerce, the FitForCommerce logo, and all other FitForCommerce products and
services are trademarks of FitForCommerce. All other trademarks are the property of their respective owners.
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This whitepaper is made possible by the support of:

IRI is a leading provider of big data, predictive analytics and forward-looking insights that help CPG, OTC
health care organizations, retailers, financial services and media companies grow their businesses. A
confluence of major external events — a change in consumer buying habits, big data coming into its own,
advanced analytics and personalized consumer activation — is leading to a seismic shift in drivers of
success in all industries. With the largest repository of purchase, media, social, causal and loyalty data, all
integrated on an on-demand, cloud-based technology platform, IRI is empowering the personalization
revolution, helping to guide its more than 5,000 clients around the world in their quests to remain relentlessly
relevant, capture market share, connect with consumers, collaborate with key constituents and deliver
market-leading growth.
For more information, visit iriworldwide.com

