
ANALYTICS IN RETAIL SECTOR

Retail analytics is the process of providing analytical data on inventory levels, supply chain movement, consumer
demand, sales, etc. that are crucial for making .

CCTV Cameras Using data and predictive analytics, omni-channel retailers will be able to: Run pilots and
measure the impact of different marketing and merchandising tactics on customer behaviour and resulting
sales. Inventory levels, competitors, and demand can be tracked and market changes can be responded to
automatically. The IT architecture had been built to serve an outdated sales strategy. These super-sized data
sets also help with forecasting trends and making strategic decisions based on market analysis. Join For Free
Retail is one of the fastest-moving non-contractual business sectors. The only way to get a handle on the
customer journey and create better experiences is to use big data. The retailer is likely to encounter much
higher conversion rates and a notable reduction in customer acquisition costs. But today, customers interact
more than they transact â€” and those interactions occur on social media and through multiple channels. As a
web-based consumer spending analytics tool using billions of de-identified transactions to answer competitive
analysis questions for retailers, it is easy to use. Recently, Amazon started predicting what the customers were
likely to purchase next. Personalization and product recommendations are offered by large companies at an
individual customer level to enhance conversions, and minimizing cart abandonment is difficult for small- and
medium-sized retailers. Costco uses their data collection to keep customers healthy. Predicting trends:
Marketers are using what is called sentiment analysis. For the retail industry, big data means a greater
understanding of consumer shopping habits and how to attract new customers. Then, utilizing the right
analytical tools, you can use this data to detect outliers, run time series and root cause analyses, and parse,
transform and visualize data. Historically, customer information has been limited to demographic data
collected during sales transactions. Predictive analytics together with Prescriptive analytics can harness large
amount of real-time unstructured and structured data from several market and consumer touch points and
transform it into actionable recommendations to help run the right trade promotions. Operational Analytics
and Supply Chain Analysis Retailers can use analytics to optimize supply chains and product distribution to
scale back prices. Integrated cameras, weight scales, pressure sensors, load cells, etc. Servers, plant
machinery, customer-owned appliances, cell towers, energy grid infrastructure and even product logs â€”
these are all examples of assets that generate valuable data. More than ever, the quality of the customer
experience drives sales and customer retention. Such insights which include information about trends, patterns
and outliers, improve decisions, operations performance and reduce costs. With digital technology becoming
ubiquitous, shoppers can make informed decisions using online data and content to discover, compare, and
buy products from anywhere and at any time. The retailer can then use these insights to target their
advertisements by placing ads and special promotions on cooking-related TV shows, Facebook pages and in
organic grocery stores. Optimizing pricing: The big retailers like Walmart are spending big on real-time
merchandising systems. Collecting, preparing and analyzing this fragmented and often unstructured data is no
small task. There is an opportunity to interact with customers through multiple channels like social media,
e-commerce, or in-person at the store. NLP or natural language processing is used to extract information from
social media sites. Retailers are well aware of the immense pressure to optimize asset utilization, budgets,
performances and service quality. Download your free ebook today to learn more. Download Ebook. Small-
and medium-sized retailers are unable to invest in understanding customer perceptions, leveraging strengths,
and addressing weaknesses so much so that some do not even identify their customer using a lightweight
loyalty program. As more information is collected, retail businesses can analyze the ebb and flow of shopping
and spending by consumers historically to predict future spending and make personalized recommendations.
By Ashish Virmani Last updated on Oct 6, A lot of people are under the impression that great marketing is an
art, but of late, big data has introduced a scientific element to marketing campaigns. Past purchase behavior
and timing analysis to identify potential products that customers are most likely to purchase. Brands like
Walgreens and Pantene worked with the Weather Channel to account for weather patterns in order to
customize product recommendations for consumers. With the Envestnet Yodlee Retail Analytics for Market
Research, your business can access easy-to-use dashboards that display customer affinity profiling, share of
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wallet metrics, and market shares. Due to limited analytical tools, little data could be integrated and used
across functions. For example, they expect companies to provide consistent information and seamless
experiences across channels that reflect their history, preferences and interests. And though data and analytics
will never replace the creative minds behind the best marketing campaigns, it can definitely provide the
marketers with the tools to help perform better. This is where leveraging services from service providers, like
Techvantage Systems, that are experienced in this space and have built similar solutions can give a head start.
On the basis of these patterns, the companies can promote different schemes and offers.


