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Retailers & CP Companies are faced with unprecedented challenges 

3

Competitive

Threats

 Consolidation through M&A

 On-line pure plays

 Big retailers get bigger (new categories, markets and formats)

 Private label proliferation

Technology 

Trends

 Historical underinvestment in IT

 Focus on package software & ERP

 Pervasive connectivity and mobile devices

 Security and compliance issues

Market 

Factors

 Consumer spending impacted

 Desire for information on products and brands

 Environmental concerns



Store POS

Web

Mobile

Immersive

Source: IBM Global Retail Industry

Interacting with consumers is increasingly 

complex & fragmented



Who is this „smarter‟ consumer?

The smarter consumer is:

Instrumented

They have instantaneous access to information about retailers, products and 

other consumers’ experiences through technology



Who is this „smarter‟ consumer?

The smarter consumer is:

Interconnected

They use multiple technologies to interact with other 

consumers and with retailers



Who is this „smarter‟ consumer?

The smarter consumer is:

Intelligent

They have clearly defined expectations of what they 

want from their retailer now and in the future

Personalisation is key to driving loyalty



How to do business with the smarter consumer

Develop smarter merchandising 

and supply chains.
Gather customer information 

continuously and at every touch point. 

Manage and deliver assortments based 

on customer insights.

Build smarter operations.
Update systems to better handle today‟s customer 

demands. Improve management across 

production, new product development labor, assets 

and business processes.

Deliver a smarter shopping 

experience.

Enable customers to shop however, 

whenever and wherever they want. 

Match inventory and brand 

experience on the Web, in stores 

and via mobile devices.



Develop Smarter Merchandising & Supply Chains 
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Retailers must implement smarter merchandising & supply 

chains

Operational Inefficiencies

Supply chain disruption

Customer dissatisfaction

Erosion of customer loyalty

Customer

Selection does not meet needs

Preferred product is not offered

Desired product is out of stock

Few new/seasonal items

Retailer 

Too much of the wrong product

Sales lost due to out-of-stocks

Inventory depreciation

Wasted shelf/storage space

DECREASED REVENUE

POOR CUSTOMER SATISFACTION

LOWER PROFITS

LOST MARKET SHARE



• Anticipate demand by SKU in 
each store or regional cluster

• Determine the range to be 
stocked at each store and 
expected sales volumes based 
on likelihood to sell 

• Review and model alternatives 
before finalizing plans and 
executing

Localised assortment planning using predictive analytics
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• Determine the range to be 
stocked at each store and 
expected sales volumes based 
on likelihood to sell 

• Review and model alternatives 
before finalizing plans and 
executing

Localised assortment planning using predictive analytics



Monitor merchandise performance & refine the plan

• Measure store sales by SKU 

• Identify forecast accuracy 

• Understand performance against plan

• View trending over time

• Monitor KPIs

Merchant Dashboard

Measure performance, 
understand sales vs plan 

across all geos

Understand Trends 
Over Time



Build Smarter Operations 



Dashboards for operational performance

• Provide staff with the right information 

in the right format at the right time to 

support key business processes and 

enable them to be more productive 

and efficient.

• Give them the “needle” they need to 

do their job and avoid the “haystack” 

of spreadsheets, emails and 

printouts.
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Deliver a Smarter Shopping Experience 



Collect and refine consumer data

• Bring all customer data together into a single and complete view & make 

available to the business where it needs it

Loyalty 
Scheme

Contact 
History

eCommerce
Transactions

3rd Parties

Paid for data 
attributes

Business
Applications

Store 
Transactions

Social 
Networks
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http://creative.ak.fbcdn.net/ads3/creative/pressroom/jpg/n_1234209334_facebook_logo.jpg


Analyse consumer data to generate insight

• Market Basket Analysis and product associations

• Campaign response

• Breadth of shopping

• Customer lifestage requirements

• Profitable segments

• Shopping mode

• Cross channel behaviour

• Identify the attributes that drive behaviour

• Moments of truth

– Prevent churn

– Increase loyalty



Savvy companies tap into consumer generated content  to

answer critical questions about product and market strategy

What un-serviced market 
needs are consumers 
blogging about?

How do consumers feel 
about our new product 
launch and ad 
campaign? Are we 
getting a good ROI?

“ Enterprises miss the equivalent of 10% of 
total annual sales in „lost opportunity‟ 

revenue that could have been captured as a 
result of better insight on sales activities and 
target markets.” 

Source: Gartner Inc.

What are the most talked about product attributes in 
my product category? Is it good or bad? 

Is there negative chatter that my PR 
team should respond to?

What do consumers think 
about my competitors? 

Are there any early indicators of 
quality problems with our products 
or services? 



Act on consumer insight to drive value

• Promotional content and 

personalised treatment strategies 

delivered:

– At the right time

– Via the right channel

– To improve the customer 

experience but also drive additional 

sales

• Capture response to activity



IBM‟s consumer research showed that personalised offers and having loyalty 

programs with easily obtained rewards are the areas where consumers want 

retailers to focus

Areas in which the Improvement score and Importance score are both over 100 are the 

areas that retailers need to focus on first… consumers are saying that these areas are very 

important to them AND they feel these same areas need the most improvement

Source: IBM Institute for Business Value Analysis, Retail 2010, n=5,508

Category Area
Importance 

Score
Improvement 

Score
Gap

Price / 
Promotion

Provides tailored offers that are relevant to 
me 113.58 125.85 -12.26

Price / 
Promotion

Has a frequent shopper program with easily 
obtained rewards 101.98 108.67 -6.69

Products Consistently has product available 114.07 114.15 -0.09

Price / 
Promotion

Has great sales 105.22 104.70 0.53

Price / 
Promotion

Offers me various options to provide me with 
greater value 110.33 108.24 2.09

Price / 
Promotion Has everyday low prices 116.27 114.06 2.21

Products Offers better quality products 113.58 106.58 7.00



So what‟s needed?

The building blocks to deliver Information 

on Demand



An information supply chain

Warehouse

ETL

Data Quality

CDC

Predictive

Analytics

Archiving &

Retention

Source Systems

Content 

Repository

Data Delivery

Process &

Collaboration

Business 

Services

MDM

Repository

Structured & Unstructured 

Content

Campaign

Delivery

Performance

Management &

Reporting

Consuming

Applications

Retail Data 

Model
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Gather & 

Store Data

Create 

Trusted

Information

Add value

Through

Analytics

Actionable

Insight

Business

Process
The management  

and governance of 

structured and 

unstructured data 

throughout its 

lifecycle

Turning data into a 

consistent, trusted, 

accurate, single 

view of the 

business.

Using simple and 

advanced techniques 

to gain extra insight 

into the behaviour of 

the business and its 

customers

Making the results of 

analysis available to, 

and consumable by, 

people and 

processes

Enhancing IBM’s end-to-end capabilities
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Questions
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