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IRI’s special C-Suite Conversations series features notable 
leaders talking about the future of consumer packaged 
goods and retail. This episode features Chris Rupp, 
executive vice president and chief customer and digital 
officer of grocery giant Albertsons Companies, Inc. 
Spanning 34 states and the District of Columbia, Albertsons 
operates stores under more than 20 retail banners. 

This conversation touches on many topics, including 
Rupp’s quick and deep dive into Albertsons’ e-commerce 
digital transformation, as she started at the company 
in December 2019 and was tasked with leading the 
team as retail faced a time like no other in history as 
the COVID-19 pandemic began. She brought with 
her more than 30 years of experience and delivered 
monumental work, including new product functions and 
supportive infrastructure to deliver exemplary customer 
experiences, streamlining operations behind the scenes 
and in front of customers to shift from 22-hour to two-
hour delivery windows, and introducing new processes 
that lean on existing technology while working on the 
fly to adjust and deliver on consumers’ rapidly changing 
e-commerce needs and expectations. The discussion 
also addresses the hurdles present in a large-scale digital 
transformation, the need to master negotiation and other 
attributes, and advice for people setting their course for 
a career in this space. 

Available as a videocast and as a podcast, here we feature 
an edited version of this conversation between Chris Rupp 
and KK Davey, IRI president of client engagement. 

www.iriworldwide.com/en-us/insights/publications/csuite
https://www.iriworldwide.com/en-us/insights/publications/csuite
https://www.iriworldwide.com/en-us/insights/podcasts/
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KK Davey: What a two-year journey it’s been for you at 
Albertsons and what a big journey for Albertsons as 
you are transforming. We would love to learn about 
all the transformations that you have done as you are 
winning share in the marketplace. Will you recap the 
accomplishments of Albertsons Cos. in the last couple of 
years and the traction you’re having in the marketplace? 
And then we can double-click on how you’re doing it and 
how you’re enabling that digitally.

Chris Rupp: We have been on such a tremendous journey over 
the last couple of years. I have to say, I’ve felt several times 
in my career like I had excellent timing, and this was one of 
them. Arriving in December 2019 just before the pandemic 
gave me just enough time to meet the team, to learn the 
business and to get to know a little bit more about the 
customers of the company before we had to dive right into 
making some significant change and doing the proverbial 
“flying the plane while you’re building it.” I would love to 
share a little bit about this because there’s been so many 
tremendous learnings for us. A lot of them just starting with: 
When you need to make a lot of change, what are some of 
the key elements that have to go into that?.

TRANSFORMATION
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So, if I take a step back for a second, Albertsons Cos. had an 
e-commerce business for a couple of decades. So it’s not 
new in terms of having e-commerce services for customers, 
but we realized that we wanted to expand those services 
even before going into the pandemic — make them more 
accessible to our customers, ship faster, get much better at 
delivering exactly what the customer expects. All of those 
kinds of things were things we were thinking about in 
December of 2019 when I started. 

But you know, of course, going into the pandemic people 
needed access to their groceries and didn’t want to have 
to go into stores. And so with that happening in March of 
2020, we needed to really accelerate. And so that’s where I 
think you really test the mettle of yourself and the executive 
team because you’ve got to figure out how to prioritize and 
move quickly.

When I think about some of the things that we did, first 
and foremost we just wanted to reach more customers. 
We had about 500 delivery hubs serving multiple stores, 
so each of those hubs wasn’t serving only the customers 
in the immediate neighborhoods around those stores, but 
serving the broader set of neighborhoods, perhaps covering 
several stores’ worth of delivery customers. And so having 
those delivery hubs had been an important way we were 
serving customers before, but we needed to be much more 
expansive. So we have been increasing those delivery hubs 
and also making sure that we have DriveUp & Go services 
available in many, many of our stores. So, again, starting from 
a few hundred, now we have over 1,500 of our stores with 
both DriveUp & Go services and delivery.

But underneath the covers of that there’s so much more. 
Because, for example, we had a picking tool that wasn’t 
working very well in our store environment. The technology 
wasn’t working well on our Wi-Fi capabilities — it was 
getting disconnected a lot; it was very difficult to serve the 
customer’s needs because, first of all, the system wasn’t 
staying up and running as much as it should. 

Second, we weren’t being very directive with the pickers in 
the stores about how to serve the customer’s order, leaving 
a lot of it up to judgment — the individual judgment of the 
shopper, and the shopper in this case doesn’t know the 
customer. It would be very difficult for even me to make a 
guess about what to shop for you if you were to give me 
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a short list of things. I don’t know if anybody else has had 
this experience, but in my family my husband does all the 
shopping, and he will not send me to the grocery store. I will 
pick it wrong! And if I can’t pick on behalf of my husband, I 
can tell you it’s a very difficult job for a shopper. 

So some of the things that we had to do underneath the 
covers were things like reinventing picking software so that 
we could really examine what an excellent job is in serving 
the customer, and then be much more directive with the 
shoppers in the stores about what customers were looking 
for so we could fulfill precisely on the promise that we were 
giving — both in terms of the things we’re shopping for 
customers — getting the merchandise right — but also getting 
the on-time delivery right. We were re-creating the systems 
underneath that are connected in a way and allow us to fully 
meet the needs of the customer — it was an important thing 
that we had to figure out.

Over the course of this time, we not only expanded our 
services, but we also dramatically improved our on-time 
deliveries and other really simple aspects of e-commerce, 
but things you must get right if you’re going to serve the 
customer well.
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KD: I can relate to that because in my household, too, I don’t 
shop. I’m not allowed to shop because I’m an impulse 
shopper so I’m banned from stores. My wife does the 
shopping, and there’s always some gap between what I want 
and what she gets. 

I think this is a fascinating thing about increasing both the 
number of stores, as well as increasing the accuracy of the 
order fulfillment and the timing. It is fantastic and clearly 
played a big role in your share gains last year. As you look 
forward, assuming we don’t get more bad news about 
COVID-19 variants, as consumers are coming back to stores, 
how do you see customer needs evolving? Which of the 
consumer behaviors will stick, and therefore which of your 
initiatives are going to continue?

CR: So one thing that we did as we were upgrading our services 
is we really thought about the turnaround time for an order. 
Historically, we had been fulfilling orders in about 22 hours, 
and we thought we needed to get much better at being able 
to turn around an order a lot faster because of a customer’s 
convenience needs. We engineered the software that we were 
building in a way that would allow us to change those delivery 
turnaround times — we call those click-to-deliver times. 

FULFILLMENT
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So, now, if you go on our app or our website you’ll be able to 
see, in many major markets, time slots two hours from now 
that you can receive a delivery or time slots an hour from 
now that you could swing by our stores and pick up your 
order through DriveUp & Go.

That’s an example of customers having immediate needs 
to fulfill and having a strong desire for convenience. I think 
those two things are going to guide a lot of e-commerce in 
the future for many retailers. What is the form of convenience 
that you are offering for your customers? Because technology 
is helping us enable these solutions, we can have a very, very 
quick ability to serve a customer’s order and get it right. That 
used to be based on the judgment of an individual doing the 
shopping on behalf of the customer, but we’re getting better 
and better at that, too. I think convenience is something 
that we’d better all focus on for solving new problems in 
the future. 

KD: You talked about shortening the delivery window from  
22 hours to two hours; that’s terrific. Who actually pays for 
this convenience? 

CR: That’s a great question. You know,  

So the idea is that you don’t have to change your cost 
structure or what you charge customers to get this done,  
if you’re leveraging the use of technology. 

For example, when you’re thinking about delivering faster, 
you need to think about what the drive time is within the 
radius around the store. You can do a number of calculations 
to make changes so that you are able to deliver faster in that 
zone, and you can change the way you offer delivery slots or 
DriveUp & Go slots to customers so that it’s only two hours 

We went from 22 hours in many of our major markets DOWN TO 
TWO HOURS, in terms of the amount of time it would take us to 
serve customer orders. 

one of the reasons I love digital TRANSFORMATION is because 
what you’re using to get that done is technology and data. 
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out or only one hour out. By making those technical changes, 
you’re able to offer a much faster service, and we didn’t 
change the cost structure of the business. We are looking for 
technology to do the heavy lift in those situations.

KD: So this convenience will be an evergreen team. What are 
some of the other teams that you believe will be playing out 
in terms of grocery shopping in the next year or two?

CR: Well, I think the other thing is that people like convenience 
with a very broad selection. And so that’s why I am 
highlighting the fact that we are offering the variety available 
within the four walls of the store at the two-hour promise. 
Because we think it’s both things — both broad selection and 
a quick turnaround time for customers. 

We’ve done some experiments to offer a much more narrow 
selection for a much faster speed, and it’s so much less 
appealing to customers.  

They don’t want to have to go to a number of different 
places to get the work done; that in itself is not convenient. 
So you also have to think about what your customer is really 
trying to get done, and if it’s shopping for a recipe that has 
a broad variety of products in it, you have to be able to offer 
broad selection.

I think BROAD SELECTION is just another piece of it because 
customers like to go to a one-stop shop. 
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KD: We see a lot of marketplace announcements. Are you also 
offering a marketplace where you can bring in other vendors 
and it’s all within the same platform?

CR: I also see a lot of marketplace announcements, and I think 
a marketplace can be a great way to broaden selection, 
to make a broader offering to customers, but we tried a 
marketplace a couple of years ago and we learned a lot from 
trying a marketplace. We didn’t approach that marketplace in 
the right way, primarily because we offered it as a standalone 
store as opposed to embedded in the shopping experience 
for the customer. You could come to our app or website for 
Safeway or Albertsons or Jewel-Osco and you would not get 
that extended selection. You would have to go to a different 
app to get it. 

That’s a key learning for us — you can’t set up separate apps 
and expect customers to have to navigate their way across 
a complex ecosystem. It has to be really simple and intuitive 
in terms of your UI (user interface). Here’s a great case of 
by separating two things, we really sort of orphaned our 
marketplace assortment and it didn’t work well for us. 

I don’t know what we might do in the future, but for now 
we’ve decided to focus on the aspect of what is within the 
four walls of our store and how to make sure the breadth of 
that selection is available very quickly.
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KD: You have also done quite a bit in terms of your app, having 
consolidated your apps. Can you talk a little bit about what 
you did and what are the benefits to the customer, to the 
shopper?

CR: One thing that I really love about thinking about the 
customer first and then building an ecosystem around how 
the customer wants to shop is you can quickly come to the 
conclusion that having all these separate apps is more about 
the separate business units you have inside the company 
and all of the things they were trying to get done. Nobody 
took a step back to put those things together because a 
customer doesn’t want to go to five or six different apps for 
one company.  

It’s another version of a one-stop shop. I think it’s important 
that at every turn you’re thinking just like the customer is so 
that you’re making it easier.

SHOPPER 
EXPERIENCE

It’s just another aspect of THINKING LIKE THE CUSTOMER — 
you put all of those apps together in one, and now anything they 
want to get done with you, they can get done in one place. 
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Our loyalty app, which was about giving customers discounts 
and coupons, was its own experience before. We had 
separated that from that e-commerce in a different app. And 
so if you wanted to shop for things or learn about specific 
items, you had to go to a different app. We’ve merged 
those things together; they are in one app, and we also now 
have a pharmacy experience within that app. And it’s much 
easier for customers to move throughout the ecosystem 
now. The pain that you have to go through, though, in the 
very first step is that you are changing the experience for 
the customer who was used to either landing in a loyalty 
environment or an e-commerce environment. Now you’ve 
moved some of the buttons and some of the navigation 
looks a little different, so you have to be really mindful of 
how you’re bringing this new app to market, because you’ll 
lose customers along the way if you aren’t really careful 
about it.

KD: You have increased app usage. Could you elaborate on how 
many loyalty members you have and how often they shop 
with you? 

CR: We have millions, millions of loyalty members that are 
regularly coming to the app and shopping with us. One of 
the side benefits of putting this all together and organizing 
it in a way that a customer can access everything about the 
relationship with us is that those millions of customers who 
have been loyal customers for decades using our coupons 
are now getting exposure to e-commerce and seeing how 
easy that is to use as well. We’re getting a lot of movement 
within the ecosystem because of putting those things 
together. 

You get the same effect in e-commerce. There are customers 
who have come to us specifically looking for e-commerce, 
and now we can pull them into the store environment 
because of the great coupons and other engagement tools 
that we have in the app as well.
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KD: You’ve also announced a number of partnerships over the 
past year. Could you talk a little bit about some of these 
partnerships and what role they play?

CR: Over the past 18 months, we’ve been working with a variety 
of partners to get better in a certain area of our tech stack 
or in something that we’re providing to customers. I’ll give 
you a couple examples of this. When we were going through 
the pandemic, of course we were all — if you remember — 
eagerly awaiting whether a vaccine would be developed. 
Everyone wanted to understand the implications of that, and 
we were busy thinking, gosh, we’ve got pharmacies in so 
many of our stores, and we’re already offering flu shots. We 
really wanted to be able to help by offering vaccinations to 
our customers, and so we were thinking about how to get 
out in front of this to make sure customers would know it’s 
available. Because this was new for everyone on the planet. 

This is a great place where Google helped us get our 
message out. They have developed some new features for 
Google Maps that allow you to put pins in different locations 
where you have stores and help customers in that local area 
understand the services available in those stores.

PARTNERSHIPS
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We worked with them to launch the capability to inform 
customers about where they could get vaccinations. 
Whenever people would go do a Google search for 
“vaccinations near me,” we could pop up and help customers 
find us. One of the really rewarding things that happened 
was as a result of that we got a customer letter saying that 
they were looking and looking and really, really needing to 
find a place to get a vaccination. They went to Google, they 
found Albertsons, they came in and had a great experience. 
And at the end of that they decided they were going to start 
shopping at Albertsons. It was delightful to hear.

KD: What about Pinterest? 

CR: Pinterest is another really exciting relationship. You’ll notice 
that for each of these partners, there is a space that they are 
experts at, something that they do extremely well. 

I have long been a customer of Pinterest. I love to go on 
there and be inspired by all of the different visual images 
they offer. And food is a big part of what people are 
searching for on Pinterest. I think one of their top search 
items is “what’s for dinner?” And so when you start thinking 
about that, there’s a lot of things that we can do with that to 
help inspire customers in what they might want to find — new 
meals, hard-to-find items, all kinds of things that we want to 
make sure that we’re sharing.

I think great PARTNERSHIPS, like in life, are about what does this 
entity do well, what do you do well and how does that one plus 
one equal something more than that? 
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And so, we have had the person who is running our meat 
departments sharing content through Pinterest about 
recipes that he loves, information that he knows — just 
sharing his expertise in this arena. And he’s gotten hundreds 
of thousands of views on Pinterest for the content that he has 
generated. We think there’s something here in how we can 
connect with customers in a different forum, in a different 
way, by really helping people understand that at Albertsons 
we’re here to help you figure out what’s for dinner tonight.

KD: That’s a terrific customer-engagement story. Staying on that 
topic, you recently announced the media network Albertsons 
Media Collective. That’s also about engaging with customers 
and helping them shop better, so talk to us a little bit about 
what’s going on with that. 

CR: A lot of other companies have made great strides in this 
space, and we have been saying to ourselves that we’re 
sort of a late bloomer, we’re late to come to this arena. 
But, there’s a lot of companies that are offering advertising 
capabilities on their retail site or even inside their retail 
stores. And this is an opportunity for CPGs to deliver 
their advertising, their content, their messages to our 
customers. That’s also a great match because customers, 
when they come into our environment, are at the last few 
seconds of the purchase journey. It’s right where they 
convert. And so it can be a powerful moment for a CPG to 
be able to tell their story at the moment of conversion. 

Source: Pinterest
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Many retailers are working on what they can do to provide 
these content channels for customers, and that’s what our 
retail media network is as well. It requires you to build a 
marketing stack that’s robust, and it requires you to have 
knowledge of customer needs at scale: millions of customers 
need this; millions of customers are searching for that over 
the course of this week. And when you’re capturing all that 
data, you can start to find ways that you’re talking to those 
customers just at the moment of conversion. And that’s really 
what these media networks are all about.

KD: With all the inflation that we are hearing about and seeing in 
the marketplace, this is also a way for you to provide more 
targeted offers that meet the needs of a particular set of 
customers. 

CR: Yes. That’s part of what I refer to when I say building a robust 
marketing stack — the ability to know your customers and 
deliver the right messages to the right customers. Think 
along the lines of personalization: How do I know what you 
might be interested in eating, so if we talk to you about 
that, there’s a high likelihood that you’ll convert? That’s what 
advertisers are interested in. 

But when you think about it, that’s also what the consumer 
is interested in because they don’t want to see random 
messages about a product that they’re not even thinking 
about. They want to look at the world of items that they 
are interested in right now. With all of the data we have 
observing people’s shopping patterns, we’re going to get 
smarter and smarter about how to put exactly the right items 
in front of the customer at the right time.

KD: Are you offering more tailored promotions? 

CR: I should mention, we have been offering personalized 
promotions for a number of years through our loyalty 
program. That’s something that we think that we do 
exceptionally well and have for years because we’ve long 
been thinking about what you’re eating for dinner, what 
typically goes into your grocery basket, what might be 

Now, with all of the GREAT TECHNOLOGY that we’re building, 
you can capture that moment of conversion and really understand 
what messages are best working to convert customers versus not.
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something new that you would be interested in trying based 
on all the behaviors we’ve seen. Perhaps we see you trying 
different types of breakfast cereal, and so a breakfast cereal 
coupon is something we would offer to you, which might be 
different than something we would offer to someone that we 
don’t see trying any breakfast cereal. That’s just an example 
of how you use the data to personally tailor the promotions 
to the individual.

KD: Are you leveraging some of your big suppliers to contribute 
to your learning about your shoppers?

CR: Oh, yes, absolutely! Our suppliers are great partners to us 
and definitely on the journey with us. We learn things from 
them all the time. They learn things from us all the time. 
Some of the greatest conversations we have are ones where 
unexpectedly you learn about a trend or something coming 
from a supplier that you did not observe on your own. This is 
really what I mean, too, about the use of data being prolific. 
It’s really when that becomes helpful because there’s so 
much information coming at you. It’s hard to spot what’s 
most important.

KD: What are some of the lessons in terms of digital 
transformation, which you pioneered in previous roles at 
Fortune 100 companies and that you’re doing at Albertsons? 
Based on your experience and expertise, what would you 
say are some of the key factors for digital transformation to 
succeed?

CR: The No. 1 thing I would always start with in this conversation:  

It’s hard because there’s so many competing priorities. 
There’s so much going on in the business world, it’s getting 
faster-paced, more complex, and there is more change. So 
helping the people around you to see the need for change 
and getting people aligned around a specific objective to 
begin with is really important. Because if not, you’ll find that 
some people agree and are running in that direction and 
others just haven’t signed up for the change. Starting with 
that alignment I think is incredibly important. 

Digital TRANSFORMATION is about change, and change 
management is something that is always hard.
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And then another really critical aspect of this digital 
transformation is about the use of technology in order to get 
more efficient, do more for customers, offer more services, 
have a better understanding of your business. Digital 
transformation requires a really excellent use of technology. 
And to do that, you need to know what’s available. 

So you need to be scanning the market. There’s lots of 
great trade shows to go to, and there are so many ways to 
meet so many partners. But you really need to think about 
what you need to get done in the transformation and find 
partners who are excellent at it, because there’s aspects of 
this that are moving so rapidly that, as a retailer, you’re not 
going to be an expert in every one of these technologies. 
You really need partners that understand the technologies 
and can help you with that. I think those are two of the most 
important areas.

KD: You also said you have to look at the “so what” of each of 
these initiatives, right? What benefit are you going to be 
focused on and then look at the technology versus the other 
way around. 

CR: Right, right. Exactly. You always have to know what you want 
to get done with a customer. 

KD: I’m going to flip the question, as I’m sure you’ve seen lots 
of digital initiatives that didn’t make it over the years, not 
necessarily at Albertsons, but in your career. What are some 
of the core themes, other than these two, that you’ve seen as 
to why sometimes digital initiatives don’t get traction?

CR: It strikes me that I have two answers to that question. One is 
that one thing that’s hard about digital transformation is that 
there are no sure bets. You could have a great idea that you 
have to try out three or four or five times before you really get it 
right. Because, you know, launching a new program, you don’t 
always get it right on the first day, and you often have to make 
adjustments as you go in order to make it better and better.

We had an unlimited delivery club. It had some traction with 
some customers, but nowhere near what we thought it should 
have. So we felt that we needed to redesign it, take a step 
back and relaunch it. So now we have a new implementation, 
and we’re really pleased with it. I don’t know if this is the final 
implementation or if we’ll continue to make changes, because 
what we want to do is put it in front of customers and then 
listen to what they have to say. 
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But, I think the other side of the question is when you are 
launching something that’s driving change, how do you  
make sure that it is successful when you’re putting it into 
market? What learnings have you got? I think the tenacity 
to continue to learn from customers; it’s being willing to be 
flexible on the details of how you’re going to market, but really 
staying true to what you’re trying to do for the customer. 

An example of that is when we launched our newly merged 
app that brought loyalty and shopping together. Boy, we had 
some things in the wrong places on the first launch. People 
couldn’t get to their coupons as fast as they had, and they 
were clipping fewer coupons. That’s not what we wanted to 
accomplish! But we had all agreed on the fact that we were 
trying to accomplish a better coupon-clipping experience 
and a better e-commerce shopping experience. And we 
were measuring both of those things every day to make sure 
that they were happening. And when we saw it wasn’t, we 
stopped what we were doing. We went back to design, we 
changed a few things, we relaunched it in a few days, and it 
made a big difference. 

It’s the tenacity. We probably did revisions to that app every 
couple of days for a few months until we were really happy 
with the way it was running. It’s just an example of something 
that you just have to keep working at. It’s not a one-and-done 
type of thought process where you go to launch one day and 
that’s it.

It’s that TENACITY that typically gets you over the line because 
you’re going to have to try several different ways to get there.
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KD: You use the word tenacity. At IRI we use the term customer 
obsession. We are obsessed with our customers, sometimes 
dangerously so. But you need that to drive these initiatives.

Taking a digitally native company and achieving progress 
rapidly seems like an easier task than taking what I would 
call a traditional, nondigital company that has been there 
for years and then transforming it. The magnitude of that 
change management is probably a hundred times, multiple 
times that of a digitally native company. You’ve been on both 
sides of that. Can you compare and contrast at a high level 
some of the peculiar challenges of transforming a highly 
established company like Albertsons? 

CR: It’s such a good question and something I reflect on so often. 
As with anything, you find pros and cons in both of those 
camps. So when you’re working in a much smaller or more 
startup environment, there’s a lot less people to convince 
about change. And typically, every person who joined the 
initiative or company joined in order to get this done. From 
the very get-go, we’re all aligned around getting something 
done so it’s just about the how. The difference in a big 
company, I think, is that there’s so many people with so many 

CHANGE 
MANAGEMENT
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competing objectives that it’s not that the team doesn’t want 
to get something done, it’s the sense of a priority amongst all 
of the things to get done.

I go back to my biggest lesson of all: You’ve got to start 
with agreement on what you’re going to try and get done. 
If you start there and you have aligned priorities, now even 
in a large company, now the real issue is the difficulty in 
communication across hundreds of thousands of people 
because it is a big, established company. You can work 
through that. 

There’s a series of things you can do to communicate well. 
It can take some time to communicate, but it doesn’t take 
that much time to communicate. And when people start 
to get excited about a mission because it’s about making 
customers happier, it’s about growth. When people start 
seeing that that’s actually happening, boy, that can be 
infectious and that can really help put the wind at your 
back, too. Quick wins in this space are always something 
that can help. 
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KD: As a chief digital officer, what is your advice to somebody 
who is just starting out and wants to work in CPG and retail 
to help drive digital transformation? What kind of a career 
advice would you give to an aspiring Chris Rupp? 

CR:  

I’d say if this is something you’re interested in, my guess is 
you’re already interested in making people’s lives easier. 
But this expansive knowledge of technology and how to 
implement it is really an important aspect because that’s 
what you’re going be doing all day long. But, honestly, I’ll 
also say that I started my career in retail buying, which means 
negotiating. There’s a lot of negotiating with this job. 

There’s a lot of negotiating because, again, working in a 
big company where there’s a lot of competing things to get 
done, you want to be getting things done to drive digital 
transformation alongside all of the other important things 
the company is doing. There’s ESG (environmental, social, 
governance) initiatives, there’s productivity initiatives, there’s 
store initiatives, and those things all have to be right, too; 
it’s not an “or.” So being able to negotiate well across the 
organization, working well with other teams so that you’re all 
aligned, is really one of the hardest things that you work on 
and you work on it every day.

KD: So chief digital and negotiation officer!   

One thing that I’ve loved about my own career is how much 
technology I’ve been exposed to, and the way of thinking that 
is about INNOVATING ON BEHALF OF CUSTOMERS to make 
their lives easier. 



22

© 2022 Information Resources, Inc. (IRI). All rights reserved. IRI, the IRI logo and the names of IRI products and services  
referenced herein are either trademarks or registered trademarks of IRI. All other trademarks are the property of their 
respective owners.

About IRI 

IRI is a leading provider of big data, predictive analytics 
and forward-looking insights that help CPG, OTC health 
care, retailers and media companies to grow. With the 
largest repository of purchase, media, social, causal 
and loyalty data, all integrated on an on-demand cloud-
based technology platform, IRI guides over 5,000 clients 
globally in their quests to remain relentlessly relevant, 
capture market share, connect with consumers and  
deliver growth. IRIworldwide.com 

Corporate Headquarters: 203 N. LaSalle St., Suite 1500,  
Chicago, IL 60661, USA, +1 312.726.1221

Let’s continue the conversation. We  
invite C-Suite leaders to share their 
perspectives on the changing CPG  
retail demand curve in an upcoming 
episode of Growth Insights. Please 
contact your IRI representative or 
email us. 

http://IRIworldwide.com
mailto:IRI%40IRIworldwide.com?subject=Interested%20in%20Growth%20Insights

