
IRI
Growth
Insights CONVERSATIONS

Working Toward Seamless 
Omnichannel Experiences 

October 2021

This is an edited version of IRI’s Growth Insights C-Suite Conversations with Tanya Domier, chief executive officer at 
Advantage Solutions, a leading provider of outsourced sales and marketing services to CPGs and retailers, and IRI’s CEO 
and president, Kirk Perry. In this installment of IRI Growth Insights C-Suite Conversations, Domier discusses the impact of 
frontline workers, the changing CPG retail landscape, collaboration, virtual capabilities, physical and omnichannel services, 
the transformation of sales and marketing firms, and the philosophy of strong leadership.

IRI: Frontline Heroes

Tanya Domier: We’ve talked about the resiliency of what we’ve 
seen in our teams, and I think for me, it’s particularly the 
frontline workers. I look at how much they’ve given of 
themselves during this pandemic from the very beginning, 
and the sacrifices that they’ve made. I’m so impressed by 
how they were able to pivot to do whatever was needed — 
whatever the retailers needed, whatever brands needed. 
One of my favorite examples of that is early in the pandemic 
when our marketing services and demo had to shut down, 
and our associates transformed overnight from demo 
ambassadors to people who were in the store sanitizing 
carts for consumers. Whatever the retailer needed, we were 
there to support them.

IRI: What the Future Holds

TD: I’m very optimistic about the future. During the pandemic, 
we saw unprecedented declines in away-from-home 
consumption, experiences and platforms built around 
live experiences. We responded by scaling up a business 
that we had already developed, which was online-grocery 
pickup services, online-grocery sampling from people who 
were ordering. We rapidly expanded digital solutions, demo 
solutions — ways to really engage shoppers with content 
and educate them. We really learned and built muscle to 
do things in different ways. Fortunately, we invested ahead 
of time so these services were sitting on the sideline. We 
thought they would grow 5%-10% a year, but we basically 
made 15 years of progress in 15 months just by necessity.

Also, we’re finding out that the in-store experience really 
matters. You could argue that it matters most if people are 
doing a little bit less of it. If they’re spending their dollar 
in different places — but we know the in-store experience 
matters because when people go to the store, they want 
an experience. So I think we’re seeing brands and retailers 
focus on the fundamentals of what that experience should 
be and how we make that experience special.

IRI: Unified Commerce Solutions

TD: What we’re really thinking about, talking about and pushing 
on is this need for unified commerce solutions. We see those 
as integrated sales and marketing and e-commerce solutions 
that are scaled and customized. We believe that both 
brands and retailers need our help and your help to reach 
the omnichannel shopper and provide a fluid shopping 
experience — the shopping experience of yesterday, where 
those things could be disconnected, no longer works. And 
I think there’s a need more than ever to provide data-
driven, integrated campaigns to reach shoppers both 
in-store and online. One of the things that we’re doing with 
our omnichannel experience is making sure that all of our 
agency activities from sales to marketing to technology are 
interwoven in their recommendations and seamless so that 
the omnichannel shopping experience can be seamless. 

IRI: Transformational Change

TD: In 2010, we really believed that we needed to start changing 
both people and technology. We had a legacy business just 
like most of the players in our space, and we really believed 
good enough wasn’t good enough. We had the conviction 
in 2010 that we had to be different. In 2014, we looked and 
said, “We really don’t think we can meet brands’ and  
retailers’ needs if we’re just a sales and marketing partner;  
we need to be a sales and marketing and technology 
partner.” We looked ahead, and simply went through the 
journey of what we provided in-store and in both our sales 
and our marketing functions. How do we replicate all of these 
functions to be able to scale these when they need to be in 
a virtual environment? We started to put together a strategy 
of build vs. buy, with test-and-learns to understand how to be 
able to offer these services. We put together a collection of 
technology offerings that would be able to make that journey 
seamless for brands and retailers. What we didn’t know was 
that it was going to accelerate so quickly. What we did know 
was that we needed to be ready for change when it came.
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IRI: Data Sharing 

TD: There are so many interesting and new ways to gather 
data, and possibly even to share data, at different points 
of the consumer’s journey that might inform brands’ and 
retailers’ actions in different ways than we do today. A lot of 
times we’re looking at what happened, but in this world of 
information and technology, and having the feet on the street 
and the technology, what can we gather in real time that 
actually might present more insight than what we see today?

IRI: New Solutions

TD: I think collaboration and understanding where brands’ and 
retailers’ pain points are is always what leads us to new 
solutions. A great example of that is how the pandemic 
amplified inventory-management challenges and out-of-
stocks as demand rapidly increased as people were chasing to 
get products. The challenges were exacerbated by the surge 
in e-commerce orders at the same time. Then we had store-
labor shortages. Keeping products on the shelf — physical and 
digital ones — is table stakes in our industry, and there was no 
time more challenging than at the height of COVID to do that. 

One of the things that we’re able to do through technology, 
thankfully, is dynamically route our retail associates to 
thousands of stores segmented based on 300 million points 
of continually refreshed data that direct us to where we can 
make the most impact. You can imagine how important that 
was in the middle of the pandemic. 

IRI: Collaboration

TD: It is interesting sitting at that position as a strategic 
intermediary because you hear it all and you try to figure 
out where the common themes are. In our June survey 
of manufacturers and retailers, we found that there are 
heightened expectations from both sides on things that are 
pretty much now table stakes — e-commerce plans, retail 
media spending is a big one and activities around that, and 
in-store events — in their joint business planning. And I think 
shopper-facing brand and retail messaging. The need for 
that to be consistent and to go back, products have to be 
available, they have to be visible wherever consumers are. 
That means both in-store and online with a single version of 
the truth. And that’s not always easy. 

To be able to achieve that, there are really three areas for 
closer collaboration, transparency and new thinking. One 
is managing the digital shelf. The physical and the online 
journey need to be unified. The second is price optimization 
— with price pressures along the supply chain and increases 
in packaging, everybody’s looking at price. And the third is 
trade-promotion optimization, and new approaches are also 
needed there. Those are pain points for everyone.

IRI: Role of Private Label

TD: I absolutely love that business, and despite supply chain 
shortages, it is a great business and a really important 
business for consumers, retailers and brands in the future. 
We made [the Daymon Worldwide] acquisition in 2017 
and three years later, we’re really happy with what we’ve 
been able to do. They were the pioneers in the business, 
and they brought us a private-label business that we could 
have never built to scale on our own, which enabled us to 
capitalize on another accelerating trend. This allowed us to 
really serve the retailers in a different way.

I think one hypothesis [about why private label hasn’t been 
strong lately] might be that consumers have had quite a few 
dollars in their pockets from stimulus, and some consumers 
who typically buy private label may have been trying 
other brands as they’ve had more dollars in the wallet. 
The other thing is supply. I don’t think any of us can really 
know what’s on trend to grow until we have full shelves and 
until shoppers have the ability to buy anything they want, 
whether it’s branded or private label. 

IRI: Leadership Lessons

TD: My favorite lesson is adversity is a gift. Being battled-tested 
is a gift. I stepped into the COO role at Advantage, then I 
really had to withstand battles that I couldn’t just go in with 
a magic wand and outwork and outmaneuver to win. It was 
during those times that I really came to value how much 
battle-testing and adversity shapes leadership. It’s even 
changed how I look at and value talent, both externally and 
internally. Ten years ago, if somebody sat in front of me I 
would want to hear why they could never lose. And today, I 
want to hear about the worst thing that’s ever happened to 
them in business and how they scratched and clawed their 
way out of it to emerge victorious. I want to hear how you 
failed and then you rose from the ashes because you have 
to be brave to lead, and you have to be courageous. 

IRI: Adversity, Bravery and Courageousness

TD: It was almost like all of that adversity was preparation for 
this day — and a lot of evangelization to the team that this 
isn’t a time for fear, this is a time to lean in. It’s a time to 
capitalize on everything bad that comes our way and figure 
out how to get out of it, how to end up on the other side 
stronger, more resilient. Who wants to follow a leader that 
is only captain on calm seas? Everybody’s had the chance 
in the last year to be a captain on stormy seas. What I want 
is for all of our teams and leaders of people to have gained 
managerial courage from this. If I can lead through this, I 
can lead through anything.   

Copyright © 2021 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. www.IRIworldwide.com
Corporate Headquarters: 203 N. LaSalle St., Suite 1500, Chicago, IL 60661, USA, (312) 726-1221

CONVERSATIONS


