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TRACY ISSEL: MICROSOFT

The opportunities presented to retail and consumer
goods companies from new analytics capabilities are
huge. Not only can they create a differentiated shopping experience, but they can personalise promotions
and experiences for customers and effectively predict
and prescribe what will sell, when, where and to whom.
In this section ShiSh Shridhar tells us how the new
Cortana Analytics Suite is making it even easier for
retailers to leverage the power of their data. We also
hear from Doug Caywood about how consumer goods
businesses can use information to get closer to their
consumers. And we find out how pizza delivery company, Domino’s, identifies buying patterns to inform its
strategic marketing initiatives.
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The

data

revolution
Vast amounts of data from a myriad of sources pours into retail businesses
on a daily basis. We explore how all this data can be harnessed to gain true
competitive advantage
BY REBECCA L AMBERT

I

n a recent survey of 100 retail executives, Microsoft
found that 41% rank increasing revenues as a top
priority for their business today. Second in line was
improving customer retention, followed by driving
product innovation. To tackle these business imperatives, most recognise that the answer lies in their
ability to effectively mine and analyse the data flowing through their company, however many admit
that making sense of it all can be a daunting task. In
particular, they highlighted a need to focus on more
pressing issues, lack of available skills and budget as
top reasons for not pushing ahead with improving
their data analytics programmes. But not keeping up
with the latest trends in commerce, technology and
business insights could be a costly mistake.
According to ShiSh Shridhar, Microsoft’s director of business development for retail, leading companies in the industry today are the
ones who are harnessing their data most effectively – and it’s giving them the edge to achieve
everything from optimised store and shelf layouts, to improved customer service, to running a
more effective, informed workforce.
“Armed with the right information, retailers
can carry out predictive analytics to accurately
determine a number of outcomes and scenarios,
such as whether a particular day is going to be
busy,” he says. “There are so many factors that
affect store traffic – holidays, the weather, nearby
events. Today, it’s possible for retailers to take all
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of these factors into account as part of their predictive modelling. And when they get it right, it
can have a huge impact on reducing their operational costs while increasing revenues.”
From RFID tags and sensors, to analytics tools
such as Microsoft Power BI and Azure Machine
Learning, retailers have a host of technologies at
their disposal to better track in-store activity, customer preferences and trends, and much more.
JJ Food Service and Pier One Imports are just a
couple of leading companies using data analytics
to their advantage.
Microsoft Dynamics and Azure are helping JJ Food
Service with real-time data and predictive o
 rdering

UK food delivery
company JJ Food
Service is using Azure
Machine Learning
to predict what its
customers will want
to order
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Retailers can take
advantage of tools
such as Power BI
to analyse data
using personalised
dashboards

to deliver a personal touch to its food retailing customers and ensure orders arrive fresh every time.
And Pier One Imports is using Microsoft Azure
Machine Learning to predict which product the
customer might want to purchase next and, through
more targeted offers and merchandising, is helping
to build a better relationship with its customers.
Microsoft will soon be making available its
new Cortana Analytics Suite – a package of
big data and advanced analytics technologies –
which Shridhar hopes will make it even easier
for retailers to take advantage of a host of machine learning, big data storage and processing
capabilities to become more data centric.
“One of the challenges we’ve had until now is that
we’ve had a whole host of data analytics products
that retailers can choose from, but it can be quite
confusing for them to know what exactly they
need,” he says. “Another alternative is that they
end up with a couple of products and using them
in quite a siloed way. This new suite provides them
with one integrated solution, which includes Azure
Machine Learning, SQL Server, Event Hubs, Power
BI. They simply subscribe to the suite without worrying about what pieces they need or don’t need.”
Shridhar highlights another new trend that is
making it easier for businesses to better analyse
their data, and that’s data lakes.
“In the past, many retailers have had to deal with
their data in siloes,” he says. “Data coming from

different places and being held in different systems was almost impossible to combine to create
a single reference point. So what a lot of companies are doing today is saying, ‘let’s not create this
structured approach. Instead, what we’ll do is take
the data as it comes and throw it into a data lake.’
Now, they have this huge repository of data in its
raw format, and using tools such as Azure Data
Lake, they can pull up the information they need
– regardless of its format – to make batch queries,
carry out real-time analytics and so on.”
Looking ahead, Shridhar is confident that
the retailers which make sense of how to capture, process, predict and visualise the data that
streams into their business will set themselves
apart from the competition and flourish.
“This involves differentiating the shopping experience through the meaningful use of technology, personalising promotions and experiences
for customers, and effectively predicting and
prescribing what will sell, when, where and to
whom,” he says. “Retailers who take advantage of
the vast amount of sales, inventory and customer
data at their fingertips as they shape their retail
strategy are seeing gains in their KPIs, including
increases in year-over-year sales per square foot,
store profitability and overall revenue, and they’re
seeing decreases in the percentage of inventory
markdowns and inventory churn that take a bite
out of overall profit.”
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Moving beyond
reporting
D O U G C AY W O O D : M I C R O S O F T

An overview of the many opportunities of data-powered, insights-driven
innovation for consumer goods companies

I

n today’s fiercely competitive consumer goods
(CG) marketplace, CG companies want to get
closer to their consumers, innovate and drive
dramatic efficiency gains. At the centre of this
quest is data. For those who successfully navigate
and harness the storm of data in today’s digital
era, its potential is tremendous.
More than any other industry, with its deep
connection to consumers and extensive investments in capital goods and fixed assets, the CG
sector stands to benefit the most from the value
big data can provide. An IDC study, commissioned by Microsoft, found that manufacturers
that take advantage of their data have the potential to raise an additional US$371 billion in revenue over companies that don’t.
So how can big data increase innovation and
develop new customer value?
Data and analytics were the focus of the 2015
Retail and CG Analytics Summit I attended in
Chicago earlier this year. Hosted by Consumer
Goods Technology and RIS News, industry leaders like Frito-Lay, MGM Resorts International
and @WalmartLabs took to the stage to share
thought leadership and their experiences on using
data and insights strategically for business gains.
The industry wants to do more with their existing transactional databases and new sources of
data like social media. It wants to move beyond
reporting. It’s about understanding what that
data means and how to act on those insights. As
MGM put it, “data without action is just trivia.”
And while attendees debated the role of data scientists, another key take away was evident. The
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biggest opportunity is to put better capabilities
in current employees’ hands, to give them the
tools and insights they need to make better actionable decisions. There’s real value there. And I
couldn’t agree more.
At Microsoft, we believe that data – not just big
data, but any data, whether large or small, structured or unstructured – has the power to unlock
tremendous value for an organisation. Our vision is to put data and analytics into the hands of
the business user.
When its employees can apply rich information
available both inside and outside their organisation to uncover relevant, actionable insights, CG
companies will be able to transform operations
intelligently, drive growth for retailers strategically, bring better products to market swiftly, and
craft personal consumer experiences creatively.
And we don’t think this should be hard. The key
to stimulating smarter, faster, data-driven decisions
lies within extending everyday business tools with
powerful analytics and data visualisation tools to
anyone in the organisation. New Microsoft technologies including the Azure IoT Suite, the Cortana Analytics Suite and Office 2016 are designed
to do just that, making it easier to transform CG
business data into intelligent action and get things
done in more helpful, proactive, and natural ways.
Combined with the proper security, privacy and
governance policies in place, big data can become
the basis for new waves of growth.
Here are the four high-value areas identified in the IDC/Microsoft study for consumer
goods companies:
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Achieving business advantage for CPG companies
Many CPG companies are not where they want to be in terms of placing analytics at
the heart of the decision making process, explains Paolo Astro, managing director,
Accenture CPG Analytics
By not putting analytics at the centre of their business,
many CPG companies are limiting their ability to
improve the consumer experience and hone their
business advantage.
We have helped many clients in getting more out of
their investment in analytics. What’s more, to be faster
and more effective ourselves, we have invested in
developing Accenture CPG Analytics, a range of end-toend analytics services for fact-based business decisions
and high-performing execution.
Our deep CPG industry perspective has enabled to
shape the most relevant key performance indicators and
business logic to understand and predict business events.
We have configured these capabilities within role-based
use cases, supported by powerful, specific yet simple-touse visualisation tools such as reporting and dashboards
to help customers to execute strategic, targeted actions.
We can pull the right internal and external data, integrate
data from a source system and use industry-specific data
models and advanced predictive analytics capabilities
to provide explicit guidance on issues and actions. We

• E
 mployee productivity: analytics can help to
predict demand and optimise promotional
tactics through targeted channels and geographies to increase efficiency of sales teams.
Customers are using analytics to identify the
highest ROI opportunities across the entire
business, from marketing campaigns to merger and acquisition analysis
• Operational improvement: one of the hottest
areas is leveraging the internet of things and
analytics to drive dramatic gains in manufacturing and the extended supply chain. By
empowering individuals with immediate information on how to improve operational
efficiencies and lower costs using predictive
analytics for such things as: water utilisation,
predictive maintenance, better energy management, or improved asset management –
can save millions
• Product innovation: using data to enable greater
and timelier insights into consumers’ changing
demands, as well as to drive business growth
with smarter product planning and innovation

continually evolve the service by infusing new tools and
technologies. These ongoing upgrades keep users at the
cutting edge of analytics.
The Accenture Analytics Platform – a strategic initiative
for Accenture, Avanade and Microsoft – underpins our
analytics services, and the Accenture Avanade Microsoft
alliance offers the unique combination of market leading
technologies, industry knowledge, insight and delivery
skills that help companies quickly develop and implement
innovative business solutions.
Furthermore our analytics-as-a-service model gives
our customers access to a broad range of talent on
demand so that they can quickly set up an ‘Intelligence
Tower’ that can help them align resource needs with
business priorities all at a fraction of the cost of the
traditional model.
Accenture CPG Analytics helps CPG companies
to bridge the gap between analytics aspiration and
becoming an analytics driven business: it brings
analytics insight into specific process actions, unlocking
value opportunities.

•C
 onsumer engagement: analytics are a key enabler to building the 360-degree view of your consumer and empowering marketing teams to drive
highly targeted campaigns to increase brand loyalty, usage and new channels of revenue. These
experiences will be extended into retail with
smart coolers and vending machines, beacon networks. And they will be extended in obvious and
non-obvious ways in our daily life in such things
as wearables, or TVs or home appliances.
By bringing together big data insights, predictive
analytics and powerful easy-to-use visualisations,
consumer goods manufacturers can go way beyond reporting, opening new doors to significant gains in employee productivity, operational
improvements, product innovation and better
consumer engagement. They can also transform
business models, providing new opportunities for
revenue growth.
Doug Caywood is worldwide industry director
of Consumer Goods at Microsoft
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Dynamic
inventory allocation
KEITH WHALEY: JUSTENOUGH

Satisfying customer demand while minimising inventory investment and
maximising margins is no easy feat – that’s why today’s omni-channel retailers
require dynamic inventory allocation

T

he nature of today’s operating environment
requires retailers to be nimble and flexible
– dictating that they take a close look at the
processes and systems that move and manage their
inventory in order to support new fulfilment strategies such as ‘ship from store’ and ‘click and collect’.
Allocation planning is the primary business process for distributing and positioning inventory, and
the complexity created by moving to an omni-channel model is challenging many current allocation
systems. With this in mind, there are a number of
factors which retailers need to consider when evaluating a new advanced allocation solution.

“Configuring modern supply chains
requires support for complex rules”
The attribution of sales is a key component in
driving optimal stock distribution across the supply chain. The allocation system, therefore, needs
to consider not only where a sale was made, but
where the demand was fulfilled from in order to
suggest the optimal allocation of future stock.
Today’s market requires insight into near-future
demand to drive store allocations. Consuming information about anticipated demand supports projecting orders to stores in the future and supports
and accelerates managing goods through the supply
chain in an optimal way. Through non-hierarchical
attribution, flexible allocation solutions are able to
model trends and demand to maximise sales potential through accurate allocation of stock.
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Flexible supply chain configuration is also essential. Traditionally supply chains were very linear and
fairly straightforward to setup. But today, they must
be nimble with inventory able to move forward,
backward and sideways to be properly positioned.
Configuring modern supply chains requires support for complex rules within the allocation system.
What’s more, inventory needs to flow through
the supply chain faster. Retailers can no longer
wait for inventory to arrive at distribution centres
before decisions are made to disperse it to stores.
They need the capability within their allocation
system to pre-allocate inventory from purchase
orders in order to reduce lead time. Moving from
channel-specific inventory to shared inventory

across channels enables retailers to react to variability in where demand occurs. Effectively fulfilling on
variable demand requires having complete visibility
into inventory at every level of the supply chain.
The integration of the allocation solution to an assortment plan is integral to producing an allocation
result that represents the merchandise story in stores
and ensures the correct colour and sizing choices are
available to the customer. The integration of these
two solutions also ensures a seamless cut over between planning and execution of an assortment.
JustEnough’s Allocation solution has been designed to help retailers plan for and succeed in this
dynamic, highly competitive environment. Our
solution addresses all of the above allocation and
supply chain complexities with flexibility and ease.
Keith Whaley is vice president of retail
strategy at JustEnough

INTERVIEW

Managing data
in the cloud
We spoke with Tim Jones to find out how Profisee’s Maestro solution helped a global retail
destination developer to gain new business insights by managing its data in the Azure cloud
BY REBECCA GIBSON

M

aking the most of big data can be challenging if a company doesn’t have the right
master data and customer data management tools, or the necessary business intelligence
(BI) solutions to make sense of the information
it collects. This is particularly true for retail companies, which amass a large volume of customer,
sales, transaction, delivery and other data on a daily basis, and need to find new ways to enhance the
customer experience and boost revenue
“Consumers are spending less money than in the
past, so even making the smallest improvement to
the customer experience can help retailers to gain a
key competitive advantage,” says Tim Jones, country manager of Profisee Software UK. “To maximise their revenue and profit margins, it’s imperative
that both small and large retail companies make
every effort to analyse historical transaction data
and predict customer buying patterns so they can
target the right consumers at the right time. Strong
BI solutions supported by accurate customer data
will help retailers to drive customer loyalty, maximise customer spend and control business costs.”

Today, many retailers are adopting cloud-based
solutions. Noting that there are multiple advantages
to managing business data via the cloud, Jones highlights three key benefits: flexibility, robust disaster
recovery and enhanced enterprise collaboration.
“Managing data via cloud-based services enables organisations to quickly meet and respond to
changing business demands, and also eliminates
the need to develop complex disaster recovery
plans,” he explains. “Plus, employees can easily
communicate with colleagues and head office,
even if they are working in different geographical locations. For example, enterprises can use
Microsoft Azure to develop hybrid applications
where their on-premises applications can also run
in the cloud. Communications services can then
work between on-premises applications and the
cloud, as well as mobile devices.”
According to Jones, the biggest issue most retailers face is to gain a single, accurate view of
an individual customer’s transaction history
and spending behaviour across multiple touch
points, such as physical stores, online, or phone.
“Bringing all of this data together and creating a ‘golden record’ for each of their individual
customers is the holy grail for many retailers,” he
comments. “Profisee’s agile Master Data Maestro
solution allows enterprises to rapidly deploy and

“Managing data via cloud-based
services enables organisations to
quickly meet and respond to changing
business demands”
TIM JONES, PROFISEE
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Using BI tools can help
retailers target the
right consumers at the
right time

adopt Microsoft Master Data Services and gain
a streamlined, accurate and up-to-date view of
their customers. This provides a critical insight
into how they can increase sales and develop
marketing or promotional initiatives targeted
towards high net-worth customers.”
Recently, a global retail destination developer
opted to use Profisee’s Maestro solution to consolidate both its transaction and customer data,
and gain critical insights into increasing sales to
drive future expansion.
“The retailer had grown organically at a very
rapid rate, which meant that it was managing
business processes and customer transactions
via various point solutions across different
areas of the business,” explains Jones. “As the
company’s outlets are dispersed across various
geographical locations, senior management also
wanted to ensure that employees could easily
access BI and other key data systems from anywhere. Consequently, the company moved its
Microsoft technology-based IT infrastructure
to the Azure cloud, and now its business data is
managed via Maestro before being passed to Microsoft Power BI dashboards on Azure servers.”

Delivered over a 12-week period after a short
proof-of-concept stage, Maestro has delivered
several benefits. Employees were immediately able
to gain an accurate overview of c ustomer-spend
across all retail channels, while the senior management team can now track business trends
using BI dashboards populated with accurate

data that is refreshed every hour. Plus, the fact
that Maestro runs in Azure means it can be easily
scaled according to peak demands in the company’s business cycle, such as national holidays.
“Profisee’s Maestro solution also offers numerous
long-term benefits, giving the senior management
team the confidence to plan future expansion,
open new stores, track high net-worth customers,
maximise incentive programmes and implement
effective customer loyalty schemes,” Jones adds.
“Not only will this help to foster brand loyalty and
drive repeat business, it will also provide business
insights that can be shared with the company’s suppliers, adding value to its vendor relationships.”
Turn the page to find out how Domino’s is
using Profisee’s Maestro solution to optimise
sales and profitability
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PROFILED: DOMINO’S

Targeted marketing
campaigns
When looking to improve its marketing strategies, pizza delivery company Domino’s
gained valuable insight into its customer base by harnessing the power of big data

F

ounded in 1960, Domino’s is the recognised
world leader in pizza delivery and digital ordering technology, with a significant business
in carryout pizza. It ranks among the world’s top
public restaurant brands with a global enterprise
of more than 11,700 stores in over 75 international markets. Emphasis on technology innovation
helped Domino’s generate approximately 50% of
US sales from digital channels at the end of 2014,
and reach an estimated run rate of US$4 billion
annually in global digital sales. Domino’s features
an ordering app line-up that covers nearly 95% of
the US smartphone market and, in June 2014, debuted voice ordering apps – a true technology first
within traditional and e-commerce retail.
Last year, the company’s CEO set forth a strategic directive that might have been a straightforward data management initiative in many businesses, but with Domino’s broad and varied sales
technology profile, the directive presented some
specific challenges. It required that Domino’s
uniquely identify each of its customers; however, the data about who those customers are and
what products they consume is scattered over,
and embedded in, the customers’ order history
with the company – comprised of more than
one billion transactions from a period of several
years; big data by any definition.
According to Domino’s CIO Kevin Vasconi: “In
order to identify the customers who conducted
the transactions, we would need to comb through
each transaction, pull out any identifying customer information, then take all of that customer
data, clean it and match it up across transactions
to create a master record for each customer.”
This was additionally challenging as Domino’s
transactional data consisted of orders submitted
by phone, online and via mobile technologies, with
potentially varying order delivery locations that
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might represent a combination of home, work,
and/or school addresses, as well as c arry-out orders
placed at restaurant locations. The full range of
these transactional variables across multiple orders
might still represent a single customer’s purchasing
activity. Customer identity stitching – being able to
isolate a customer’s unique identity and link it to
their entire ordering history – would enable Domino’s to analyse the customer’s buying preferences,
in order to better target its marketing initiatives.
For this complex, high-volume, strategic initiative, Domino’s looked at several leading providers
of master data management (MDM) solutions.
Based on responses to a request for proposal,
Domino’s invited each of the top responders to
prepare a proof of concept (POC) of their respective matching capabilities, using Domino’s data,
comprising more than three million records. The
matching results produced by Maestro were the
most accurate of all of the competing POCs.
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According to project consultant Capgemini:
“Profisee’s demonstration of superior matching capabilities; professional execution of the evaluation
process; on-time, as-requested responses; attention
to detail; and highly competent staff, proved that
Profisee could meet Domino’s requirements, and
help them achieve a successful implementation.”
Profisee collaborated with Domino’s business and
technology stakeholders throughout the course of
the initial implementation, through a Master Data
Services Accelerator engagement. Working jointly
with Microsoft, Profisee designed the accelerator to
support the education, skills transfer, initial adoption and application development associated with
Profisee’s Maestro MDM platform, built on top of
Microsoft’s Master Data Services product. This collaborative approach expedited the design and development of the customer MDM solution and enabled Domino’s staff to take ownership of the solution
once the initial implementation was completed.
Initially, the implementation team created a
‘sandbox’ environment to test matching strategies and perform address verification on a subset of 4.5 million records. Maestro’s support for
multi-step, layered matching strategies was key
to the success of the sandbox testing.
With the success of the initial test, the Maestro
production environment was configured with the
proven address verification and matching strat-

egies, and approximately 550 million customer
records (distinct customers inferred from existing
order transactions) were loaded into the production
system to be cleansed, verified and matched. From
those, Maestro created 100 million ‘golden’ customer records – thus identifying the unique customers
whose buying history was previously buried in the
data scattered across one billion order transactions.
Domino’s can now identify unique customers
from among billions of order transactions, and
ensure that it has complete, accurate information on each customer, without duplication.
“Having cleansed customer master data to provide to our big data analytics platform allows us
to understand individual buying patterns and
product consumption. That allows us to create
highly targeted marketing campaigns to optimise sales and profitability,” reports Vasconi.
Looking ahead, Domino’s will take advantage
of Maestro’s incremental matching and look-upbefore-create functionality to integrate the MDM
solution into its operational systems, and plans to
expand the solution to identify households in addition to specific individual customers.
With the success of the customer master data
implementation, Domino’s has also expressed an
interest in looking into a Maestro solution for
mastering its product data, and potentially expanding the Maestro solution internationally.

With Profisee’s Maestro
solution, Domino’s is
able to create targeted
marketing campaigns
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