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Your Stores Are Talking. Are You Listening?

Marketers and brands have done a remarkable job of defining the customer segment for each 

of their products. They know the demographics of each group, their spending habits, where 

they shop, and which features they value. However, in comparison to in-depth audience data, 

relatively little store information has been leveraged for media strategy purposes. Listening 

to this store-level data empowers brands and retailers to increase the success of their 

marketing campaigns and gain unique insights valuable to all media efforts. When companies 

align supply chain and inventory data with advertising, they connect front- and back-office 

functions for more effective campaigns and more efficient product distribution. 

Stores live at the intersection of people and product. They dominate the retail landscape, 

with the majority of purchases occurring at retail stores—90% of all retail sales are transacted 

in brick-and-mortar stores, and 95% of retail purchases are enjoyed by retailers that have 

physical store presence.1 However, customers are increasingly using phones, tablets, 

and home computers to research products prior to making purchases—currently, 88% of 

consumers begin their purchase decisions with an online search or browsing session.2  And 

by 2017, in-store purchases influenced by online browsing will account for over half of the 

retail market.3  Brands have a major opportunity to leverage the technological advances 

made in the digital and mobile worlds that alter the ways consumers research, compare, 

and purchase products. A recent study found that when customers were exposed to digital 

advertising for CPG brands prior to making a purchase, retailers saw a 21% increase in  

in-store sales, with the highest-performing quartile of stores realizing a 40% increase.4

 1. A.T. Kearney, Inc., 2014.  2. Interactions, 2014.  3. Internet Retailer, 2013.  4. eMarketer, 2011.

Stores Speak Volumes:  
How Listening to Them Positions 
Your Campaigns for Success
Companies that effectively integrate store-level data into their advertising campaigns 
increase sales and produce unique findings that improve media strategies.
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How can businesses capitalize on the changes in customer path-to-store behaviors while 

also taking advantage of the novel store insights produced by sales and inventory monitoring 

technologies? One solution is to employ shelf-aware advertising that connects store-level 

data to ad delivery.

Companies that adopt shelf-aware advertising improve both advertising and operations.

Examples include: 

•  Tailoring messaging so that neighborhood residents receive ads for the specific 

SKUs that are currently in stock at their local stores

•  Driving sales only to stores with scanned product on the shelf to alleviate costly  

out-of-stock problems

•  Using real-time shelf-performance data to feed in-flight advertising distribution and 

store support models

By connecting store shelves to advertising program execution, businesses are able to 

proactively monitor store-level data and act upon it to improve campaign performance. This 

paper shows how listening to stores and reacting to the information they provide increases 

the return on every media dollar spent.

Case Study One: 
Capitalizing on Limited Shelf Space

As the number of new SKUs introduced each year continues to grow alongside a rise in  

big-box retailer market share, brands have less control over retailer choices regarding which of 

their products are stocked and shelved and where these products are placed.5 With brands’ 

influence over retail shelving and product support decisions decreasing, each opportunity to 

affect these decisions becomes more critical. Solutions that hurdle common roadblocks in the 

warehouse-to-shopping-cart path alleviate sales hindrances and business friction between 

brand and retailer while also increasing media efficiency. Hyperlocal shelf-aware advertising 

eliminates potential path-to-sales hiccups by ensuring that the advertised product is in stock 

at the right local stores nationwide, ultimately moving products off the shelf.

Recently, MaxPoint partnered with a global CPG company to increase sales for multiple 

varietals of canned vegetables in coordination with a national retailer. For this campaign, 

MaxPoint worked with the CPG company to identify the target audience—shoppers of 

5. U.S. Department of Energy, 2012. 
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the national retailer classified as “foodies” who are interested in chili and have a history of 

purchasing both the brand’s canned vegetables as well as a competitor’s canned vegetables. 

An additional key driver was determined to be stores that displayed high historical sales for 

both the brand and category.

There were six combinations of varietals of the canned vegetables, but because of limited shelf 

space, every store was not able to carry every varietal. The majority of stores stocked only 

one or two varietals (see fig. 1). By incorporating product point-of-sale (POS) and inventory 

data into ad delivery decisions, MaxPoint was able to feed ads to qualified consumers for 

only the specific varietals shelved at stores nearby. Having the ability to advertise at the SKU 

level ensured that the neighborhoods receiving advertising had the particular varietal in stock 

at their local stores.

THE DIFFICULTIES OF  
OUT-OF-STOCK INVENTORY 

There are more than 3.7 million retail 

stores in the United States with an 

estimated $4.5 trillion in sales per year.6, 7 

Out-of-stock inventory continues to be 

the biggest and oldest problem retail 

stores face, and it’s not getting better. 

The amount of revenue lost to out-of-

stock inventory is a staggering $167.6 

billion each year.8  Out-of-stocks cause 

significant pain points—both to retailers 

that lose revenue and to frustrated 

customers who find other places to 

shop. The current out-of-stock rate is 

8%; this means that 1 out of every 13 

items that a customer wants to buy will 

not be on the shelf when the customer 

is ready to purchase.9  

By smartly connecting store-level data 

to advertising campaigns, the out-of-

stock problem can be alleviated. Retail 

stores that use historical POS data are 

able to easily identify products with the 

highest out-of-stock rates and react, 

thereby ensuring their shelves are not 

empty. Learning what is occurring at 

the store level and monitoring inventory 

is one way to safeguard against 

disappointed customers and significant 

revenue loss. 

This targeted approach allowed the CPG company to see the response by neighborhood for 

each varietal. Connecting this data with advertising support meant that the company was 

able to stock each varietal at its ideal store locations. 

The marrying of varietal distribution and sales performance increased revenues for both the 

retailer and the brand. Feeding ads for locally stocked product to qualified consumers not 

only optimized sales, it also decreased customer frustration, as shelves were stocked with the 

preferred product at each local store when customers arrived.

 6. National Retail Federation, 2014.   7. eMarketer, 2014.   8. Retail TouchPoints, 2012.   9. Askuity Inc., 2014.

Source: MaxPoint campaign data, 2014.
Figure 1. Varietal distribution by store.
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Case Study Two: 
Integrating Store-Level Data to Drive Success in a Time-Sensitive Campaign

Seasonal products have a limited shelf life, making time a critical factor when crafting 

promotional strategy. Meeting volume goals at retailer locations becomes more important with 

each passing day in order to prevent excess on-shelf inventory at the close of the season. 

Overstocks wreak havoc on retailers and cost them $360 billion annually.10 Manufacturers 

aren’t safe either—they lose $450 billion every year to inventory that cannot be sold.11 

Coordinating advertising delivery with product inventory at the store level enables brands to 

avoid costly overstocks. By optimizing ad delivery to stores that have high on-shelf product 

volume and index highly for the product and brand, companies can dramatically increase 

sales during the crucial last days of the season. 

In 2013, seasonal candy sales accounted for $57 million in the United States alone.12  Looking 

to capitalize on these historically strong sales, a global CPG company asked MaxPoint to 

drive in-store sales lift while also reducing inventory levels during the Christmas holiday 

season at a national retailer. For this campaign, 344 test stores and 312 control stores 

were identified. Using this group match method, control stores were examined to establish 

sales and inventory baselines. These baselines were then compared to test store sales and 

inventory levels to establish sales lift both during and after the campaign.

To drive sales lift, MaxPoint fed advertising to historically high-performing store areas. By 

optimizing advertisements around high-indexing stores, MaxPoint increased sales at key 

positive momentum locations. Further analysis of the customers at the strong sales stores 

revealed that the campaign successfully brought new customers to store aisles while also 

bringing back past purchasers. 

ALIGNING ADVERTISING TO COMPANY DATA
The benefits of coordinating advertising, POS data, and supply data

10. GT Nexus, Inc., 2015.    11. Optimum Design Associates, 2015.   12. Statista Inc., 2014.

DATA COORDINATION BENEFIT

In-Stock Product Advertiser + Brand Distribution 

Data + POS Retailer Data

Consumers are served ads only 

when local stores have product 

on the shelf.

Retailer Sales Lift Data Advertiser + POS Retailer Data Marketers are able to measure 

the sales lift associated with 

advertising support at the  

store level.

Inventory Movement Distribution Advertiser + Brand Distribution 

Data + POS Retailer Data

Suppliers can move pallets of 

product by sending more ads  

to prime neighborhoods near  

high-inventory store locations.
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PROBLEMS CAUSED BY 
EXCESS INVENTORY

Excess inventory exists for a number 

of reasons, but mainly because market 

demand is not as high as predicted. It 

can cause real problems for business 

because of the costs associated, 

whether by keeping the product, 

discounting it, or scrapping it. 

Keeping the product, whether in a 

store or in a warehouse, creates space 

issues: if the outdated product is still in 

store, it prevents better, newer products 

from being shelved. And if the product 

is kept in storage, companies face the 

cost of maintaining it.

On the other hand, offering the excess 

product at a discount leads to reduced 

profit margins. Although companies 

may be able to rid themselves of the 

products by enticing customers with a 

lower price point, they often do so at a 

significant loss. The worst-case  

scenario is, of course, scrapping 

product altogether. 

In addition to driving volume sales of the seasonal product, the company also wanted to 

avoid overstocks, and it planned to do so by fueling momentum at high-inventory stores. 

During the final two weeks of the campaign, more advertising was pushed to the stores that 

had higher inventory levels. By increasing advertisements to this group of 86 stores (25% of 

stores involved in the campaign), an additional 3% of the seasonal inventory was depleted. A 

correlation can be drawn between this inventory depletion and an increase of 8% in average 

daily sales just before the holiday (see fig. 2). These results could only be achieved by having 

a deep understanding of what is happening at the store level and strategically planning to 

reduce the seasonal inventory at store locations where product levels were the highest.

Listening to the stores and reacting to the data they provided allowed the manufacturer to 

focus on the stores that were performing well and employ in-flight campaign optimization to 

deplete inventory. At the end of the campaign, test stores had 9% fewer units per store than 

control stores. The brand achieved an increase in sales while ensuring that seasonal inventory 

was successfully depleted at high-inventory store locations.

Connecting Store-Level Data to Campaigns Increases Profitable Results

Advertising programs are more successful when they listen to the information that stores 

provide and then capitalize on it. By carefully strategizing at the beginning of a campaign, 

businesses can gain a number of insights, like which stores perform the best for their product 

and category, which stores resonate well with their target audience, and which stores 

benefit from digital advertising support. Connecting the vast information that stores provide 

to their marketing campaigns enables companies to better align their advertising, thereby 

ensuring maximum audience impact, increased sales, and unique findings valuable to overall  

media strategy.

Week Ending

Source: MaxPoint campaign data, 2015.
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Key Takeaways 

1. Pay attention to the information that stores provide in order to enable in-flight 

optimization, reduce supply chain problems, and allow for better decision making 

throughout the life of your campaign.

2. Increase campaign efficiency by tying advertising to the product that is in  

stock at a local store. Instead of advertising all products to all customers, 

tailor your advertising to include only those products that are available at the  

consumer’s store.

3. Capitalize on limited shelf space by incorporating POS and inventory data into ad 

delivery, serving ads to qualified consumers for only the specific SKUs shelved at 

local stores.

4. Plan for inventory reduction at the beginning of your seasonal product campaign 

and closely monitor store inventory levels. Adjust advertising during the campaign 

to avoid excess inventory and the associated pitfalls.

If you are interested in learning more about MaxPoint and how you can better utilize 

store-level data for more successful advertising campaigns, call 800.916.9960 or email 

enterprise@maxpoint.com.
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