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We’ve heard some clear reasons why
the demand for Consumer BI is growing 

� CEO 
- “I want this (BI) to be the last manipulation of data 

before I make a decision”

� CIO 
- “If there is a BI tool out there, we’ve bought it.  Most 

likely, it’s sitting on a shelf”

� VP, Global Research & Insights 
- “I want to get global shares easier, faster and I 

want them to be right”
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Working Definition of Business Intelligence

� BI is a set of capabilities whose purpose is to 
bring insight and knowledge from the vast array 
of information available to an organization

- Technologies
� DBMS, ETL, applications,etc.

- Processes
� Meta-data management, collaboration & usage, analytical 

work flow, etc.

- Content
� Internal and external to the organization
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Agenda

Why BI Matters to the CPG Industry

State of BI in our Industry

BI Challenges/Opportunities for CPG manufacturers

Where is it going?
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� Creating competitive advantage and driving 
profitable growth requires having better market 
insight than your competitors

� Consumer-focused and forward-looking BI will create  
new insights that will allow you to… 

- Identify earlier and respond to shifts in consumer buying trends

- Understand and quantify the drivers of successful promotional 
and advertising campaigns 

- Respond to in-market performance and competitive pressures 
faster, quickly leveraging proven tactics that are aligned with 
strategic imperatives

Rear-view mirror or headlights?
Interesting reports or competitive advantage?
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Three significant industry dynamics are driving 
demands on and demand for Consumer BI 

Cause
� Greater focus on key consumer 

groups at the point of execution
- Consumers have and do take 

advantage of channel choice
- Channel shifting is on-going

Effect
� Multiple Points-of-sale create multiple 

POS data streams
- Creating one-version of the truth is 

getting harder
- What insights can you share with key 

retail partners? 
- RFID is yet another data stream

� Profitable growth & New Product                           
Innovation imperatives
- Take out costs - promotion and 

assortment 
- True new products or master 

brands with line extensions?

� Proliferation of marketing 
message delivery options
- Online
- Narrow-cast cable channels
- Product placement

� Drives the “need for speed” to insight
- Much higher premium placed on mid-

course correction
- Correct go/no go launch decisions 

require more complex data

� New data streams with new measures
- Personal People Meters –

measuring everything they see and 
hear

- Cable-box ratings
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American consumers take full advantage of choice 
in retail outlets and spread their trips around 

144

54

199

Heavy 

Supercenter

194158139Trips out

235479Trips in

217212217Total Trips

Heavy 

Specialty

Heavy 

EDLP

Heavy

Hi/Lo

Trips per shopping household (Mean = 190)

Source:  FMI/ACNielsen Study:  Shopping For Food in 2004; 52-weeks ending 6/26/04

� BI done well can help you deliver value by 
identifying and quantifying… 
- Their value proposition
- Their expected brands/brand variation
- Their shopping behavior – where do they expect to find you?
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Taking out costs and complexity may very well 
involve taking out items……Which ones?

 % of Annual Shoppers

0%
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80 160 240 320 400 480 560 640

# of Dry Grocery GTIN bought annually per Hhld

Heavy Supercenter
Heavy EDLP Grocery
Heavy Hi/Lo Grocery

Note:  Item assortment will vary by household
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                          . . . . . . ROI Index = C onsumption Index X Response Index . . . . . .
Brand X                                     Spectra Life St ages
ROI Index              . . .Age 18-34. . .             . . .Age 35-54. . . Age Age Lifestyle
Spectra Lifestyle w/Kids no Kids w/Kids no Kids 55-64 65+ Totals
Upscale Suburbs 66 86 184 138 178 138 146
Traditional Families 39 84 153 128 133 134 123
Mid/Upscale Suburbs 136 120 186 279 112 142 170
Metro Elite 39 52 99 96 82 126 87
Working Class Towns 61 53 118 81 69 95 84
Rural Towns and Farms 26 108 45 64 56 98 65
Mid Urban Melting Pot 74 58 93 116 178 166 118
Downscale Rural 5 5 8 24 28 17 16
Downscale Urban 95 130 76 126 167 110 112
Life Stage Totals 54 63 98 103 101 99 100

Below 100
100 to 110
110 to 200
Above 200

Brand X 
Television ROI 

Opportunity
Fingerprint

TV Viewing Source: 
Grid-coded person-level
Nielsen Media Research 
data

                  . . . . . . Ratings Index* = Grid  Cell Rating / Total Household Rating . . . . . .
ABC                                     Spectra Life St ages
Early Fringe              . . .Age 18-34. . .             . . .Age 35-54. . . Lifestyle
Spectra Lifestyle w/Kids no Kids w/Kids no Kids Age 55-64 Age 65+ Total
Upscale Suburbs 85 54 98 114 136 168 113
Traditional Families 60 43 105 87 122 186 107
Mid/Upscale Suburbs 61 46 119 87 151 183 127
Metro Elite 54 53 70 97 97 176 93
Working Class Towns 45 50 95 63 135 167 96
Rural Towns and Farms 72 50 78 94 106 153 97
Mid Urban Melting Pot 56 40 83 90 154 136 96
Downscale Rural 49 26 72 72 111 168 97
Downscale Urban 43 41 73 67 105 139 82
Lifestage Total 58 46 88 87 123 164 100

ABC -
Early Fringe

Audience
Delivery

Fingerprint

                  . . . . . . Ratings Index* = Grid  Cell Rating / Total Household Rating . . . . . .
TBS                                     Spectra Life St ages
Prime Time              . . .Age 18-34. . .             . . .Age 35-54. . . Lifestyle
Spectra Lifestyle w/Kids no Kids w/Kids no Kids Age 55-64 Age 65+ Total
Upscale Suburbs 56 48 109 69 75 57 77
Traditional Families 104 71 132 73 79 69 94
Mid/Upscale Suburbs 133 51 93 84 74 46 73
Metro Elite 98 66 117 67 52 78 78
Working Class Towns 158 87 184 75 121 52 110
Rural Towns and Farms 173 128 174 124 106 88 133
Mid Urban Melting Pot 106 35 125 87 91 62 86
Downscale Rural 121 137 211 128 148 95 139
Downscale Urban 72 56 126 125 117 89 99
Lifestage Total 115 75 143 90 97 72 100

TBS - Prime
Audience
Delivery

Fingerprint

Better Delivery Of
Older & Up/Subs

Too
Young & Downscale

BI can take the complexity out of managing this muc h data so you can 
focus on driving Marketing ROI
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Agenda

Why BI Matters to the CPG Industry

State of BI in our Industry

BI Challenges/Opportunities for CPG manufacturers

Predictions
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• A total view of the business - product portfolio down to SKU at the Global, Regional and Local level for 
specialized user access

• Incorporate syndicated data with other sources, including internal, additional external and POS direct 
from retailers for more robust coverage

• “Right time” information delivery to gain insight and action from your data – for corrective and 
competitive countermeasures (tactical in-store activity), strategic planning, etc.

• Higher Quality data with intelligent alert capabilities for being proactive

• Integrate the Demand side data with Supply side data for strategic insight and tactical planning

• IT Organizations are resource constrained 

Direct 
POS **

IRI ScanACN 
Data

Siebel 
trade 

promotion

Customer
Defined

SAP

Consum
er Panel Spectra 

NMR

BasesLoyalty 
Card

Acxiom

Customer 
Defined

Audit Retailer 
Inventory

TDLinx 

External DataExternal Data Internal DataInternal Data

Other

Analytic
Facts 

CPG Firms are struggling to capture and leverage 
disparate data sources that provide insight to curr ent 

and past performance

Continuous Enrichment
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Despite the struggle to integrate the data, many 
Consumer Product Firms see enterprise-wide value in  

an Integrated Data Store

Budgeting, 
Forecasting, & 

Demand 
Planning

Budgeting, 
Forecasting, & 

Demand 
Planning

Customer 
Execution
Customer 
Execution

Corporate 
Planning
Corporate 
Planning

Product / 
Brand 

Management

Product / 
Brand 

Management

Customer14

Customer P&L 
Management

10

Sales Forecasting8
Advertising & 
Marketing Mix

7

Research & 
Development

5

Product / Internal Ops 
Strategic Planning

3

Market 
Research

4

Consumer Strategic 
Planning

2

New Product 
Performance and 

6

Demand 
Planning

9

Trade Promotion  
Optimization               

11

Category 
Management

12

Retail 
Execution

13
Service

Executive 
Reporting,

1

Brand Health

Tracking

Spend
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Snapshot of key issues in BI*

� Key Success Factors
- Data quality is critical to success
- Focus training on applications of insight – not just using tools
- Leveraging “advanced analytics”/predictive modeling
- Speed to insight 

� Enterprise focus
- On usage, architecture, processes, collaboration
- Demand for actionable insights 
- Dashboards & reporting still very popular
- ROI is high on BI projects

� Vendor Industry Dynamics
- Standardization and single vendor sourcing driven by client IT
- Increased competition between vendors
- Industry has matured and is expanding
- Push for real time/”zero latency” * VNU analysis, DMReview, Intelligent Enterprise, 

CIO, Knightsbridge, Investor Business Daily, etc.
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Key Vendors in the BI Space

DBMS Vendors ETL Vendors Enterprise BI Suites BI Platf orms

IBM DB2 Ab Initio Actuate Applix
Microsoft SQL Server Ascential* Business Objects arcplan
NCR Teradata Business Objects Cognos Business Objects
Netezza Cognos Hyperion Solutions Hyperion Solutions
Oracle Computer Associates Informatica Microsoft
Sybase Data Junction Information Builders MicroStrategy

Data Mirror** Jinfonet Software Oracle 
Embarcadero Technologies Micro Strategy PeopleSoft
ETI Microsoft ProClarity
Group 1/Sagent Oracle QlikTech
Hummingbird Panorama Software SAP
IBM SAS Institute
Informatica Spotfire
iway Software
Microsoft
Oracle
SAS
Sunopsis
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Many in our industry assume that technology is the 
starting and ending point for BI

� In our view, technology 
alone can not create 
harmonized content but the 
right combination of 
elements will  create truly 
harmonized content

– CPG industry expertise 

– Content knowledge

– Processes/standards

– Technology 
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State of BI in our Industry

BI Challenges/Opportunities for CPG manufacturers

Predictions
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The good news: BI in the CPG industry 
is ahead of the curve

� Data availability gives you deep insight on your co mpetitors
- e.g. Nielsen databases

- Rapidly getting to a true 360 degree view of consumer behavior and 
marketing stimuli
� Purchasing/Consumption at the household level
� Almost all forms of marketing communication are now measured

� Advanced Analytics are already widely available
- Predictive modeling driving simulation and forecasting, Data mining

� Marketing savvy
- We’ve all been at this for a while…

� Many CPG companies are currently moving towards “act ing globally” 
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The essence of the BI challenge is to extract 
maximum insight from multiple data streams with 

inherent differences in richness and velocity 

Speed of Delivery

Slow 

(Quarterly +) 
Fast 
(Daily)

Richness
(market  context)

Low

High

Weekly

Direct
POS

Loyalty
Card

ACN POS
Scan/Census

Consumption

HomeScan

Demographics

Attitudinal
Research

Shipments

Ad 
Tracking

Monthly 

Health &
Wellness
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Other unique challenges
for our industry include….

� Ownership of the IP
- Who “owns” transformed data?
- If we enrich a retailer’s data on your side of the firewall…

� Who can use that “new” content?
� Who “supports” it?

� Restaging all that data can be burdensome
- X terabytes per database

� Good, fast, cheap:  Pick two
- Will you accept less value-added data for some of your 

business issues?
� Faster reads for new product launch management?

- Will RFID change this “rule”?
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Key Principles that should guide 
your Consumer BI solution development
� Drive growth and organizational efficiency through solution architecture 

- Integrated data: One version of the truth from multiple data bases
- Applications/Reporting: Common look and feel, ease of use on individual or 

integrated data stores
- Hosting: provides global scalability
- Analytics and Forecasting: Structured, consistent, proven, flexible for future changes 

� Propose a configurable solution to accelerate speed  to value
- Leverage existing components, assembled on a custom basis to meet needs

� Tie strategy and tactics together through underlyin g analytical techniques
- Predictive modeling and planning tools at the “point of execution” level must tie back 

to modeling/reporting at higher levels of geography where strategic decisions are 
made  

- Statistical modeling techniques must be consistent across countries to enable global 
usage

- Statistical modeling techniques must be flexible to incorporate additional variables in 
the future

� E.g. full marketing mix, consumer segmentation data
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The Consumer BI Solution End Game: 
how do you get there?
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By breaking down one big challenge
into smaller ones “above and below” the line

�� Architecture for Architecture for 
HarmonizationHarmonization

�� ForwardForward--looking looking 
and Issueand Issue--aligned aligned 
BI Applications BI Applications 
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Data

Integrated Data Stores

Data Harmonization, ETL
Tools, Coding, Integration 

Issue-driven Data Stores

Presentation & 
Access Tools 

Business/Analytic 
Applications

BI User Interface 
Development Tools

Spectra

Client Data

3rd Party 
Data

Direct POS 
Data
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In our case, we are working with a 
technology partner - IBM

Presentation/Access Tools

Business/Analytic Applications

“Above the Line” 

BI Development Toolset
VNU and IBM have 

defined incremental 
competencies

Data Integration Tools & Coding

Aligning collaborative, client- knowledgeable
Client Service Organizations 

“Below the Line”

Data, Content & Data Stores

Data Integration Process Data Warehousing/Hosting

Database Products

Integration Middleware

VNU and IBM have the 
combined competencies 

to deliver a sustained, 
scalable and global 

response to client GBI 
challenges

Data Integration Tools & Coding



24

Confidential and Proprietary
Copyright © 2005 ACNielsen

a VNU business

Data Acquisition
& Profiling

Cleanse 

Align 
Integration Enrichment

Calibrate 

Harmonize 
RDB

Data Harmonization Process produces the 
right type of fuel for a BI solution 

� Cleanse: reformatting data to conform to an expected format and applying business rules for 
missing data values.

� Align: use a pre-existing key to establish a relationship between members of disparate data 
sources. An example of a unique key is UPC number. 

� Calibrate: Transforming content to a common dimensional value for time periods and/or  
volume. 

� Harmonize: applying domain expertise and semantic business rules to establish relationships 
between disparate data sources when a pre-existing key does not exist. 

� Enrich: The addition of incremental data elements to an existing file, resulting in enhanced data 
which enables more accurate insight (e.g. known or modeled/scored attributes such as Health & 
Wellness Characteristics, Market Structure Characteristics, Share of Wallet Facts, other model 
coefficients)
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Data Enrichment is a crucial step in driving 
greater ROI on BI   

1st Stage 
� Aligned & harmonized data allows 

values from one source enables 
insight to another
- All sources of POS integrated with 

marketing spend
- Shipments aligned with financials 
- Consumer segmentations applied to 

individual stores
- Demography fused with consumer 

behavior
- Enhanced products characteristics 

applied to shipments

2 Stage Data 
Enrichment

2nd Stage 

� New facts will be created from the 
integrated & aligned sources to provide 
new insights
- Long-term growth factors by key 

demographic and targeted consumer 
groups

- Marketing mix interactions within the brand 
portfolio

- Advertising and promotion effectiveness 
factors for targeted consumer groups

- Price elasticity coefficients appended to all 
products 

- Consumer segmentation view of store 
clusters and marketing mix elements

- Category volume contribution factors by 
product at the consumer/store cluster lever
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“Reporting continues driving BI initiatives…sure 
dashboards are sexy…. 

* DMReview, 1/05
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1. SEGMENTS

9. MERCHANDISING

8. PRICE

7. OUT OF STOCKS

6. DISTRIBUTION

5. SALES POTENTIAL

4. NEW PRODUCTS

3. COMPETITION
2. MARKETS

“… but reporting is what the business cannot 
live without*”
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Our Clients are also asking about application 
integration – they are looking for a gateway to BI

Alerts

Tasks

Search

Communication

Menu
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Gateways enable usage of advanced analytics 
through easy to understand applications

Product Overview Business Driver Overview

Baseline Driver Detail Incremental Volume Driver 
Detail
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Chances are high you will need to think about 
BI on global scale.  New challenges await…. 

B
M

   
   

 M
   

   
   

W

Countries
0

H
ig

h

1000
% of Sales

Granularity  - While SKU level data is not 
available in most countries, the countries that it 
is available often account for 75% of Sales.
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BM = Bi-Monthly    M = Monthly    W = Weekly

� Data gaps stem from inherent differences in the dat a  
sources on granularity, coverage, and reporting 
periods
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For Global BI - Data quality, control of content 
and access must be addressed early

• Major FMCG Manufacturers and Retailers are making d ecisions 
about their business on a global scale but…
• have to deal with multiple sources of information often from as many 

as 100 countries
• Data can be in local languages with disparate product and category 

descriptions
• In fact…85% of EAN codes that are in local databases are unique to 

the country in which they appear

• Local requirements many not be sufficient for globa l HQ needs 
• Multiple views of the “same” content
• Who pays for the content often dictates how it is used….  

• Web-based in the US.  What about performance issues  with dial-up 
from Mexico?
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For Example, at the EAN level, there are multiple 
items for the same product…

Coke 330ML Regular Can

Codes found in Belgium
5449000000996 EAN-13 issued by UCOFID - Belgium
5449000009968 EAN-13 issued by UCOFID - Belgium
0000009902565 EAN-8 issued by ??
0000000005331 SKU used by Colruyt
0000000000750 SKU used by Delhaize
etc….

Codes found in the UK
7290000284217 EAN-13 issued by Israel
4060800800572 EAN-13 issued by CCG - Germany
5000169651995 EAN-13 issued by ANA - UK
5020694068235 EAN-13 issued by ANA - UK
5449000000996 EAN-13 issued by UCOFID - Belgium
0000054490109 EAN-8 issued by Belgium
0000000001143 SKU used by Iceland
0000000126397 SKU used by Safeway
0000000081943 SKU used by Misselbrook & Weston
etc….

Codes found in France
5449000000996 EAN-13 issued by UCOFID - Belgium
3174780000998 EAN-13 issued by GENCOD - France
etc….

All these codes represent this
Coca Cola product
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State of BI in our Industry

BI Challenges/Opportunities for CPG manufacturers

Predictions – Where is it going?
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Consumer BI will enable clients to drive significan tly 
higher performance at the point of purchase

• Enable a significantly higher understanding of the 
effectiveness of actions taken in the marketplace

•Accelerate insight to action through alerts, exceptions and 
task workflow presented in a way that encourages intervention

•Enable what has been very difficult in the past: Make disparate 
data compatible and fill-in critical information voids

•Provide flexibility by accommodating different/growing 
numbers of data sources and analytical toolsets

•Deliver this as a service to allow scalability and a platform for 
advanced analytical services
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Where is Consumer BI going?

� Continued, strong competitive pressure between majo r players 
should improve the value proposition to you 
- “It’s a buyers’ market. Take advantage now.”*

� Predictive BI will go main stream as more applicati ons use the 
same advanced, harmonized content
- Insights and content will improve once you have the “analytic-

types” diving into a much improved data pool

� Definition of BI will change
- It may become “Business Integration”, reflecting it’s contribution 

to process improvements and organizational issues
� Does it fuse with CPM (corporate performance management?)

- Enterprise BI? Yes 
- Real-time BI? If it makes financial sense, for certain business 

issues…. 
*CIO Strategic Directions
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Where is Consumer BI going?

� Project BI will become Continuous BI™
- Project: Identify the issue, find the answer
- Continuous: Seamless integration of applications with 

continuously harmonized data for CPM
� Speed when you need it (tactics)
� Depth and richness (setting strategy)

� All industry players – clients, retailers, vendors - will have 
to learn new ways to be flexible business partners
- Hosted solutions may solve sticky IP issues  
- SLAs (Service Level Agreements) will change

� Speed of delivery vs. “quality/richness” of content

� Stronger links with supply chain, as consumer insig hts and 
facts are readily available throughout your organiz ation
- BI solutions will increase the level of collaboration 
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In closing, don’t lose focus
on quality issues

Building a BI solution is like building a car

� To build a car, you need

-People

-Processes

-Parts

� To make a car run, you need the 
right fuel (data)

-High quality

-Correct blend
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Thank You


