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Delivering change and new ways of working in a traditional CPG 
organisation



Data is not our challenge – we have plenty – it’s about how we use it to 
move from just measuring what we’ve done, to setting our strategy



Traditionally we would use the data retrospectively – now we’re looking 
at what drives incrementality and continually measuring and optimising



We need to be more connected across our functions to ensure we 
deliver at every stage of the customer journey



The traditional roles in CPG’s have changed, with the growth of Retail 
Media Networks and new shopper journeys a key driver.



We can see shoppers are moving from categories to occasions and 
needs states – this is reflected across the trade



Working across data set, we look to understand more about our 
shoppers, what stops them from purchasing and what drives 
performance 

Christmas 2023

4 Week Promotion

20% Discount

15,000 Units

Christmas 2024

4 Week Promotion

Effective 15% Discount

27,000 Units



Our insight – the occasion was more compelling than the promotion –
the meal deal inspired the shopper and met their requirements – we 
used this to build our strategy to drive ocassions



Employing omnichannel thinking we now look to measure across the 
funnel and understand how each element impacts.

Image Measurement

Social and Ad Performance

On Site Performance

Sponsored

Sales



Now we’re looking to match our products to the shopper need state and 
how we’ll help a shopper choose our product today



We aim to ensure our message translates across all channels to 
ensure shoppers have a consistent message



Bringing it all together – our roadmap to shift mindset and focus to 
omnichannel

Fundamentals

Brilliant Basics

Data to Decisions

What’s the change

What’s the insight

What’s the action

Missions

Consistent story

Media, Off Site

On Site, In Store
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