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Zetabytes and zetabytes…we are inundated with data. The acceleration in the growth rate of available data 
is unprecedented. As we move forward in leveraging all of this information, there is no doubt we will become 
increasingly dependent on automation and machine learning to allow us to get to the real value of the data and 
thus, the insights and activation.

This acceleration in the amount and types of data also means that it is critically important to understand the 
source of the data, the methodology behind the data capture and the value for potential insights.

This is the first in a series of SIMA Thought Leadership white papers that focus on data specifically used within 
category management and shopper insights, the methods of data collection and the potential use cases. For 
this paper we will focus on the most common data sources, which are Retail Point-of-Sale (POS), Loyalty Data, 
Consumer Panels and Shopper Journey Surveys.
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DATA CONSIDERATIONS
 
Before we delve into the data, we have a few points of importance to note:

1. Data nuances
 
Every data set has nuances which give the data its own personality. For example, 
some databases may offer a lot of depth in detail (capturing all elements of a 
purchase), while missing breadth of coverage (such as the number of retailers) 
--but the data are still very valuable. Some may be great in terms of the 
coverage, while excluding important little details like size, flavor, item-level 
detail, etc.—it may still be of value for insights, depending on your usage and 
objectives.  

2. Different does not mean wrong 

Our industry uses many different data sets and this can sometimes lead to confusion. We may have data points 
on the same element, coming from different sources and methodologies that do not match. The tendency is to call 
one of these wrong, which may or may not be the case. In some instances, different numbers may be just that – 
different. Unless there is a comparative data set that is ‘Truth Data,’ we may have to decide which set of numbers 
we feel more ‘comfortable’ with (which makes the knowledge of the appropriate use cases for a data set all the 
more important). 

3. Validation: an often-misused term 

Similar to ‘different’ not being wrong, we often see the term validation misused when comparing multiple data sets 
for the same data elements. There is definitely a tendency to try to validate a new data set against known data 
to see if the numbers are aligned. Without absolute ‘Truth Data’ this exercise can be misleading and can only be 
considered a comparison, not a validation.  Users of the data must also be careful in calling a data set ‘truth’ …be 
sure the truth is really the absolute known fact.  

Effectively competing for shoppers’ attention in today’s complex shopping environment requires an omnichannel 
view of shopping behavior. Non-traditional channels like Online, eCommerce, Specialty and Small Format are 
becoming as important as the more traditional Brick & Mortar Grocery, Drug, and Mass channels in capturing 
shoppers’ dollars. The implications are clear: as companies look for growth, marketing strategies need to be 
omnichannel focused.  Shoppers consider online and offline a seamless experience and where possible, our data 
should reflect this.

Figure 1: % of Dollar Sales Outside Traditional Channels (Grocery, Drug, Mass)




