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Kickstart 
The Innovation 
Engine

Innovation is the fuel for growth in today’s fast-evolving retail world.  
Today’s sales and marketing executives are asking themselves the tough 
questions. Are we keeping up with faster innovation cycles? How do 
we build a customer experience that new competitors cannot easily  
replicate? How do we leverage trends to conquer new segments and  
markets? Meanwhile, at Advantage we fuel our own innovation in the form 
of specialized coverage and new omnichannel and technology solutions 
to further differentiate services and deliver better client outcomes.

 This universal need to innovate is the backdrop of our Winter issue of 
Inside Advantage, where you’ll see great perspectives and examples of this 
from across the Advantage enterprise:
• A review of our first Advantage Insights Summit, where industry thought 

leaders assembled to discuss new strategies for activating growth in  
today’s landscape

• How brands are adjusting their retail execution strategies and using new 
deployment models to align coverage with changing retailer strategies

• Insights on flavor imports from Asia that are sure to be driving food and 
beverage innovation in 2019

• Thoughts on how the digital landscape is driving new branding and 
packaging trends

• A preview of the work Advantage Marketing Partners is doing to prove 
the long-term impact of shopper marketing

• Two thought pieces on social media–one on how brands are using new 
social technologies to engage with consumers, the other on their us-
ing sentiment analysis to help identify quality challenges and improve 
operations.

 While 2019 has just begun, I’m confident that when we look back twelve 
months from now, the year’s best success stories will have come from the 
organizations that demonstrated disruptive mindsets–ones that were will-
ing to innovate, differentiate, and thrive. Whereas those who relied on tra-
ditional thinking, fundamental execution, and just-good-enough strategies 
and tactics–these will have only progressed down the path to irrelevance. 
Let’s take the first path together.
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2018 ADVANTAGE INSIGHTS SUMMIT

COLLABORATE IDEATE
INNOVATE    ACCELERATE

In late September, the Hyatt Regency Lost Pines Resort on the outskirts 
of Austin Texas played host to the inaugural installment of what is sure 
to become an annual tentpole event going forward: the Advantage  
Insights Summit. The brainchild of Advantage EVP of Analytics, Insights 
& Intelligence, Lori Stillman, the event brought together key client and 
customer executives from across the Advantage network with industry 
leaders to focus on the future of retail. 

Themed “Collaborate, Ideate, Innovate and Accelerate,” the Insights Summit 
was part strategy, part inspiration and all about activating growth for the 
future. Participants enjoyed powerful and informative presentations on 
emerging issues, shared in thought-provoking discussions and rolled up their 
sleeves with group challenges that sparked critical thinking about the skills 
and perspectives needed to activate growth in a changing retail ecosystem.

“We gleaned from our most recent client and customer surveys there is an 
imminent need for more insights,” explains Tanya Domier, Advantage CEO. 
“To address this, we curated an incredibly unique, thought-provoking group 
of industry trail-blazers with powerful presentations. The idea was to cover emerging issues that will challenge and 
arm our partners with fresh, actionable insights that will inspire change and growth in their organizations.”

Lori Stillman 
EVP, Analytics, Insights

& Intelligence (Ai2)

Paving a Runway  
for Innovation at the  
Advantage Insights Summit
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insights summit

Kevin Coupe 
‘Content Guy’,

MorningNewsBeat

The two-day agenda featured 
guest speakers, moderators, and pan-
elists balanced with key enterprise 
leaders from Advantage. Kevin 
Coupe, founder and “Content Guy” 
of MorningNewsBeat served as a 
facilitator over the course of the two-
day event. Coupe shared insights on 
the changes being felt across the 
industry landscape and challenged 
participants to find the common 
lessons and behaviors which the 
disruptive nature of our industry is 
unveiling. Setting the stage for the 
event in Tuesday’s keynote, Coupe 
made clear the challenges being 
faced by the industry require new 
skills and thinking. Comparing the 
current disruptive changes to the 
iconic movie, Jaws, Coupe warned 
Summit participants to not fall prey 
to denial. In today’s industry, most 
companies are “not equipped to 
deal with change. We don’t have the 
right technology, we don’t have the 
information we need and we may 
not even have the mindset necessary 
to deal with the realities we face.”  

Thinking that the solution to the 
impending threats in modern retail is 
simply “getting a bigger boat” is not 
the solution. Learning how to thrive 
requires new skills and thinking. 

In her presentation entitled “What 
Matters Right Now,” Advantage EVP 
of Analytics, Insights and Intelligence, 
Stillman took a hard look at the industry- 
wide opportunities and pressures 
affecting everyone. Her deep dive into 

the ways in which cultural and societal 
shifts, technology and new shopper 
value metrics require suppliers and 
retailers alike redefine business 
models and priorities for the future. 
“Retail is changing at nearly every lev-
el. It has become a balance of bricks 
and clicks that not only require brands 
to forge new supply chain solutions 
and build experiential moments into 
the path to purchase, but success-
fully find ways to meet the shopper 
where they are along the journey.” To 
win today, Stillman highlighted how 
the changing consumer landscape, 
the demand for personalization, the 
growing opportunities of e-com-
merce, and the empowerment for 
shoppers that technology is enabling 
is a call to embrace change and know 
your organization’s long-term strat-
egy. “Knowing your limitations, your 
financial capabilities to invest and 
solving the data gaps that – if available 
– strengthen the bond your shoppers 
have with your brand is essential for 
sustainable growth.” Stillman advised 
“Brands must know the ubiquitous link 
they have to shoppers and ensure both 
physical and digital commerce is de-
signed to capitalize on that distinction.” 

Advantage Insights Summit



The impact of technology in to-
day’s retail landscape was a consis-
tent theme throughout the entire 
summit. To dig deep into how these 
changes are challenging brands and 
banners to think differently, an ex-
pert panel shared views on “Tech-
nology and the Future of Retail.” Fa-
cilitated by Kevin Coupe, the panel 
featured Johannes Larcher, CEO of 
SubVRsive (an immersive technol-
ogy company), Mariya Zorotovich, 
Worldwide Azure Retail and CG In-
dustry Lead at Microsoft, Sage Tree 
president Robb Powell, and Adlu-
cent CEO Michael Griffin.

Collectively, this group 
weighed in on the ways in 
which shoppers are seek-
ing information about 
products and how in-
dustry giants like Ama-
zon, Google, Apple and 
Facebook are work-
ing to own, disrupt and 
transform the experi-
ence. “Voice-based com-
merce is quickly changing 
how consumers interface 
with brands,” Griffin offered. 
Citing some research recently 

released by his agency, he shared that 
nearly 60% of consumers with smart 
speakers have shopped via these de-
vices and 25% have spent more than 
$150 on a purchase.” 

The role that technologies like aug-
mented and virtual real-

ity are equally worth 
noting. “With the 
release of iOS 12, 
mobile users have 
augmented real-
ity capabilities na-
tive to their device. 
This means con-
sumer do not have 
to download a spe-
cial app to see how a 

new lamp might look 
on their table,” Larcher 

said. “The power this cre-

ates for shoppers to visualize products 
in their own homes will catapult online 
growth exponentially.” Powell, who 
leads Advantage’s own e-commerce 
agency network agreed. “Online shop-
pers crave new ways to see and in-
teract with products. As technology 
closes this gap, we will see the pull of 
digital continue to grow in categories 
that have – until now – remained large-
ly untouched by e-commerce.”

Zorotovich also provided insights 
on the steps Microsoft has taken to 
blur the lines across channels through 
technology. “Too many retailers are 
focused on one-to-one capability 
matches with their perceived com-
petition. The truth is that this is not a 
winning strategy. Being competitive 
through the lens of innovation and  
Continued on page 20
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Expert Panel: Technology and the Future of Retail

Johannes Larcher
SubVRsive

Mariya Zorotovich
Microsoft

Robb Powell
Sage Tree

Michael Griffin
Adlucent

“Thinking that the solution to the 
impending threats in modern retail is 
simply “getting a bigger boat” is not 
the solution. Learning how to thrive 
requires new skills and thinking.”
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5
Asian Flavor 

Imports 
to Watch

For decades, a widespread notion has 
persisted in the food industry that all new 
ethnic flavor imports had to be “American-
ized” so hesitant palates could warm up 
to the unfamiliar. However, according to 
the culinary experts at the Marlin Network, 
the foodservice agency within Advantage 
Marketing Partners, more consumers are 
flinging open the doors of exploration, as 
younger generations, comprised of an in-
creasingly diverse melting pot, use more 
authentic and exotic flavors as boarding 
passes to adventure. NPD Group indicates 
that 75% of adults want to try new foods,, 
suggesting that brands, manufacturers, 
and chefs should not hold back.



The Asian food scene is one topic 
covered in a recent edition of Flavor At-
las™, the quarterly trend report created 
by the chefs and culinary strategy team 
at the Marlin Network. Importantly, this 
is not the one-dimensional “Asian-in-
spired” movement of yore, but a richer 
proliferation of flavors spanning the 
Asian continent including the Middle 
East, South and Southeast Asia.

The report highlights five not-yet-
widely-known Asian foods and flavors 
that are stirring chatter in food circles. 
All are safe bets for exploration and 
innovation within new product and 
menu concepts and represent a range 
of closer-in to further-out flavors:

Kimchi A first encounter with this 
Korean condiment can be a little po-
larizing. With heat levels from pleas-
antly mild to a sinus-powerwash, this 
fermented vegetable blend packs the 
appeal of two dominant flavor trends 
with its ethnic mystique and trending 
movement of foods that are ferment-
ed. The typical components of kimchi 
include: Napa cabbage and Korean 
radishes, chili powder, scallions, garlic, 
ginger and jeotgal (salted seafood).

Gochujang  Riding the coattails 
of all things Korean, this red chili 
paste made from red chili, rice, salt, 
and fermented soybeans is bringing 
a savory, spicy and pungent compo-
nent to dishes at popular fast casuals 
like Noodles & Company. Their Spicy 
Korean Beef description: ramen noo-
dles tossed with a sweet and spicy, 
Korean-style gochujang sauce, mari-
nated steak, napa and red cabbage, 
Asian sprouts, spinach topped with 
cucumber, green onions and cilantro.

Za’atar The exotic name transports 
us to bustling Indian street markets. Al-
though blends of the seasoning vary, 
the basic mixture combines dried oreg-
ano, sesame seeds, ground sumac and 
dried thyme. In the Middle East, cooks 
frequently use it to add brightness and 
complexity to a variety of items includ-
ing bread, poultry, seafood, and yogurt.

Furikake This Japanese season-
ing is a mixture of dried and ground 
fish, sesame seeds, chopped sea-
weed, sugar and salt. It’s tradition-
ally used to season cooked rice, veg-
etables and fish, and now it’s making 
blips on the culinary radar with res-
taurants like BJ’s in dishes like their 
Soba Noodle Bowl with Shrimp.

Shichimi Togarashi A popular sou-
venir at many Japanese tourist desti-
nations, this dry seasoning has likely 
made its way into many a carry-on 
bag. Togarashi is made up of ground 
red chili pepper, roasted orange 
peel, black and white sesame seeds, 
ground Sichuan pepper, ground gin-
ger and ground nori seaweed. Chefs 
are using it as delightful counterpoint 
to noodles, soups and rice, meat, fish, 
poultry and vegetables.

The report notes how the growing 
popularity of these foods is emblem-
atic of a broader shift in the collective 
American palate. Taste preferences 
are changing and becoming more 
open to global flavors. As a result, 
consumers will soon see more Asian 
foods and flavors on grocery store 
shelves and on restaurant menus.  
“We are already seeing this shift,” 
notes Marlin Network EVP and Gen-
eral Manager Sheri Austin. “For ex-
ample, Kimchi was once a product 
only found in Asian grocery stores, 
now it’s being stocked in many main-
stream retailers including Costco and 
Trader Joe’s. Ten years ago, Sriracha 
was something you’d only find in the 
breakroom at a restaurant, with the 
chef and kitchen staff using it as a 
condiment on their personal meals. 
Now, it’s on the menu at one of the 
largest QSR chains in the country, in 
McDonald’s Signature Sriracha Arti-
san Chicken Sandwich.”

According to Technomic’s 2018 
Flavor Consumer Trends, 24% of 
consumers purchase ethnic flavors 
from restaurants at least once a 
week. This suggests that the con-

sumer demand for flavor explora-
tion is here to stay and that brands, 
retailers, and foodservice operators 
will be well-served to consider these 
insights from the East when contem-
plating their innovation pipelines. 

For more information about these 
and other ethnic flavors that can inspire 
innovation, download the free Flavor 
Atlas™ white paper at flavoratlas.com.
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Steven Cox is the Creative Director of Daymon Creative  
Services, overseeing the creative strategy and packaging 
design for thousands of SKUs annually. He has over 15 years 
of experience leading award-winning branding and packaging 
design teams across a unique mix of national and private 
brands. Inside Advantage caught up with Steven to hear his 
perspective on the latest packaging trends.

Steven Cox
Creative Director, 

Daymon Creative Services

How has e-commerce been 
affecting packaging design? 

Packaging needs and priori-
ties have always been subject 

to channel-specific dynamics. For 
example, single SKUs in convenience 
stores have different packaging 
needs than the bulk bundles found in 
the club channel. This continues to be 
true with e-commerce, which has its 
own set of needs. With e-commerce, 
packaging serves less as a vehicle to 
draw attention from shoppers with fa-
miliar brand cues as they walk down 
the aisle. And it’s used less to relay key 

product content information, which is 
all listed on the e-tailer sites. Instead, 
packaging can be used to play a 
more artistic, visual role. Uniquely J 
is a good example of this. Some of 
its packages are stunning works of 
art. However, they would never work 
in a traditional retail environment, as 
consumers would not be able to tell 
what they were buying or distinguish 
between flavors. Uniquely J was de-
signed specifically to function within 
a digital shopping world–one where 
search is the main navigation tool and 
web pages are the primary communi-
cation vehicle for product attributes.

This bifurcation of product pack-
aging is providing infinite possibili-
ties for the future. Fortunately, due to 
technological advancements in digital 
printing and the availability of new 
materials, it’s now easier for brands to 
produce channel and customer-specif-
ic packaging. The craft beer phenom-
enon has been fueled by the power of 
digital printing. Smaller breweries are 
able to buy blank cans in bulk and cus-
tomize labels for every brew, enabling 
them to release limitless variations. Ad-
ditionally, the use of digitally printed 
labels gives them better print capabili-
ties than they would be able to achieve 

Branding and Packaging 
Trends with a Digital 
Future

meet the experts

Q
A
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using direct-to-can printing, elevating 
the quality perception of the brands 
they are creating. Direct to consumer is 
another ripe area for packaging trends, 
including the evolution of the outer 
shipping box from an additional cost 
to another way to showcase brand 
personality. Harry’s and Dollar Shave 
Club are great examples of brands that 
have leveraged the optimized shipping 
box by adding quotes, instructions, 
and messages for an experience that 
is unique to the brand from the second 
it shows up at your doorstep.playing in 
the value, national-brand-equivalent, 
and premium spaces, this should be 
the same approach to digital. Create a 
new brand that is specifically designed 
to compete and communicate in the 
e-comm environment but also still em-
bodies the overall brand philosophies. 
If your company beliefs are strong 
enough they will carry through in any 
channel.

What are some of the key 
trends you see coming to 

the market influencing packaging 
and design in general?

Packaging is a key communi-
cation vehicle and often the 

first impression or interaction con-
sumers have with new brands, so it 
makes sense that it would respond to 
trends. Here are three making a big 
impact today.

Transparency
The trend started out with brands 

putting nutrition information on the 
front of the pack. It then evolved to 
highlighting the source, letting con-
sumers know where the products 
were grown. It has now evolved into 
a desire for consumers to understand 

the full food journey taking that farm-
to-table approach into packaging 
to create the farm-to-label dynamic 
between packaging and the end con-
sumer. A great example is Fishpeople 
Seafood, which highlights actual fish-
ermen on its packaging and includes 
a code to trace the fish back to the 
specific waters where it was caught. 
This is all in an effort to be 100% trans-
parent to the consumer as to the jour-
ney their food has gone through. Go-
ing forward, blockchain technology 
offers even more opportunities for 
suppliers to communicate and further 
the transparency of their values, au-
thenticity, and origin of their products.

Limited Edition
With technological advancements 

in printing and the rise of digital print, 
brands are now enabled to print 
more customized and smaller quan-
tity orders than ever before, creating 
the ability to produce limited edition 
packaging. Big brands use this all the 
time to capture consumers for either 
a season, an event like the Olympics 
and Super Bowl or a co-branding op-
portunity such as leveraging pink for 
breast cancer awareness. This is a 
strategy that can help expand brand 
loyalty, allow for creative freedom 
without a loss of brand recognition, 
and tap into different trends. 

Authenticity
Brands need to have a purpose. 

Not just to sell product, but a way for 
consumers to care, support, and ad-
vocate for the brand. Packaging plays 
a big role in that as the reminder to 
the consumer about the brand prin-
ciples and offers them a way to sup-
port the brand. In today’s world there 
is nowhere left to hide. The same rules 
apply whether you’re an individual or 
a company - if what you say does not 
match what you do, your brand will 
be exposed. The days of “fake it until 
you make it” are gone; you have to 
believe what you preach. Some ex-
amples of brands that embody that 
spirit are Dave’s Killer Bread, Toms 
Shoes, and The Coffee Girl.

Q

A

“The craft beer 
phenomenon has been 
fueled by the power of 
digital printing. Smaller 
breweries are able to 

buy blank cans in bulk 
and customize the label 
for every brew which 
allows them to release 
limitless variations and 

new varieties.”
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Delivering Proof  
of the Long-Term 
Impact of Shopper 
Marketing

As the discipline of shopper marketing has become a larger 
part of the marketing mix, it has come under increased scrutiny 
with attributable measurement presenting a challenge and a 
barrier within the industry. 

The ability to deliver meaningful measurement delivers 
accountability on spend, which can help justify shopper 
marketers receiving a bigger piece of the marketing budget, 
and validate requests for increased resources. 
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“Can we measure? How do we 
measure? What is the impact of my 
shopper marketing programs be-
yond promotional lift? Does it really 
work? All are questions we are asked 
to address with regularity,” says Liz 
Fogerty, Chief Strategy Officer for 
EDGE Marketing. “Our partners are 
feeling the pressure and are look-
ing to us, as leaders in the space, to 
deliver a clear, fact based, data rich 
answer to their questions.” 

The need extends beyond the 
simple metrics of lift and percent 
display to more advanced mea-
surement that can deliver true un-
derstanding of what engagement 
and activation efforts drove what 
behavior. The ability to quantify 
the positive and long-term effect 
shopper marketing can deliver re-
garding brand equity, incremental  
volume, and long-term shopper  
engagement (loyalty) remains an  
opportunity across the industry.

Challenge Accepted
Over the course of the last 12 

months, a partnership between the 
consumer, shopper and media agen-
cies within Advantage Marketing 
Partners and Catalina Marketing has 
developed a measurement method-
ology that will allow us to determine, 
via multi-cell testing, the impact of 
shopper marketing beyond a peri-
odic promotion driving tactic. This 
omnichannel research looks at total 
performance over three time hori-
zons – four weeks, eight weeks, and 
16 weeks to provide a view of the 
relative impact of retail activation in 
both the near and long term.

The initial fielded research, fo-
cused in the grocery channel, began 
in July 2018 and included activation 
programs spanning five customers, 
six unique categories, and ten indi-
vidual brands. More importantly the 
preliminary findings indicate and 
validate that shopper marketing is a 
powerful growth driver for both re-
tailers and brands alike.

Early Findings
While the study is currently 

in its first phase, the partner-
ship agreed to give Inside Ad-
vantage and its readers a bul-
leted peak under the tent of 
some of its initial findings.
• Customers that activate 

shopper marketing pro-
grams can outperform the 
rest of market and capture 
an increased share of buyer 
spend by a low of 1% to a 
high of 10%.

• Shopper programs positively 
recruit new buyers to both 
the category (building traffic 
and driving conversion) and 
to featured brands (growing 
household penetration). 

• New product launches reap 
the benefit of shopper acti-
vation by building household 
penetration during trial stage 
and positive repeat purchase 
in the retention phase.

• Activations with both digital 
and in-store presence (e.g. 
endcaps) appear to outper-
form singular digital or in-
store activity alone.
While it is still early and the 

team will continue to evaluate 
programs into 2019, they are 
very encouraged by these ear-
ly indicators. “We are excited 
by the prospect of squelch-
ing the questions surrounding 
the positive impact of shop-
per marketing and even more 
so, in delivering a best-in-class 
methodology for shopper acti-
vation measurement to our cli-
ents and the industry at large,” 
notes Fogerty. 

Future issues of Inside Advan-
tage will contain more informa-
tion on this initiative as well as 
information on how to access 
the full study.
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marketing innovation

Social 
Studies
Leveraging New Technologies 
to Cultivate Relationships with 
Shoppers

Massive upgrades in social media technology reflect a shift in how con-
sumers engage with businesses online. According to Jason Roussos, VP of 
Strategy at Adlucent, the digital performance marketing agency within Ad-
vantage Marketing Partners, consumers are now paving the way for brands 
to proactively cultivate relationships with shoppers. “



As people turn to social media for customer service and authentic  
interactions, it’s important that brands offer meaningful experiences that 
will translate to positive brand lift, traffic to their sites and stores – and, 
ultimately, increased sales,” notes Roussos.

Customers today connect with brands in more sophisticated ways than 
the simple “like” or comment of yesteryear. Gone are the days when promot-
ing across channels constituted sufficient social presence. Instead, today’s 
successful brands build relationships with social followers and meet consum-
ers where they are – with the help of emerging technologies. For example, an 
e-commerce brand looking to acquire customers and sell products can now 
leverage social channels to achieve these goals, including creating engaging 
content, interacting real-time with consumers, and serving various ads to tar-
get markets, making social an effective channel to grow sales.

Tools like messenger bots and sponsored posts that start conversations on 
click, coupled with updated social algorithms, inspire even more involved en-
gagement. Businesses are striving to find the balance between automation and 
personalization to get ahead. At the same time, Pinterest and Instagram debuted 
shoppable content, while Twitter cracked down on fake accounts and spambots. 

Platforms like Instagram now encourage influencers to work with brands 
transparently, leading to new ways for customers to receive product rec-
ommendations and make buying decisions. This creates a social landscape 
where quality of customer connection reigns over quantity of followers. 
And, brands that show up when and how consumers need them most win.

Conversely, the risk brands run by neglecting to participate in new so-
cial innovations is multifaceted. First, businesses miss opportunities to find 
invested fans, who will purchase and become a part of their journey once 
engaged. Research by Applied Marketing Science shows customers spend 
more money when brands respond promptly to messages on Twitter, ac-
cording to The Harvard Business Review. 

Next, without this responsiveness, businesses may lose not only individual 
conversions but may also miss what these interactions teach about their ideal 
audience on a larger scale. Whether followers reach out to compliment or 
complain, it is imperative brands respond and reflect on insights gained. 

Finally, if competitors use emerging technology effectively, they’ll have an 
edge over businesses that don’t take advantage of social media as a customer 
service tool. Capitalizing on consumer data from bots, messenger, and social 

“As people turn to social media for customer 
service and authentic interactions, it’s important 

that brands offer meaningful experiences that will 
translate to positive brand lift, traffic to their sites 

and stores – and, ultimately, increased sales.”
13
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marketing innovation

stores –as opposed to traditional posts alone – can make a world of differ-
ence. Brands can also use social innovation to reach audiences they have not 
previously considered. For example, leveraging user-generated content to 
engage with new target audiences can build brand affinity and trust with 
relevant shoppers and drive product interest, website traffic, and conversions.

Laura Musa, Director of Channel Solutions at Adlucent, explains, “The 
challenge brands face is translating social effort – branding campaigns, 
chat, and community engagement, user-generated content, reviews, and 
video content – into measurable results. Brands know social is huge and to 
invest in these channels, but choosing tactics, determining channel mix, al-
locating ad spend, engaging the right audiences, and understanding data 
are required to be strategic and drive ROI.” 

Adlucent does just that – helps brands launch, track and optimize ad-
vertising across social channels with a performance-based approach that 
maximizes ROI. This begins with a detailed advertising strategy, includ-
ing custom audience creation using proprietary datasets; a scientific ap-
proach to scalable, efficient account architecture; healthy, optimized 
product catalogs; and detailed analysis of campaigns to guarantee perfor-
mance goals. For one e-commerce client challenged with achieving year 
over year revenue goals and driving profitable social performance, Adlu-
cent increased revenue by 142% and drove a 30% lift in new customers 
by enhancing their product catalog, rebuilding their Facebook/Instagram 
advertising account, and launching new ad types with relevant creative for 
target audiences.

“With 30% of time spent on social, and networks introducing more e-com-
merce-centric features, we’re entering an era of social shopping,” Musa con-
tinues. “Brands should explore social technologies that drive their business 
and reevaluate their advertising strategy to capitalize on these investments.” 
As e-commerce becomes more native through conversational commerce, 
multi-channel marketing and selling, as well as immersive online shopping 
experiences, now is the time to foster brand loyalty and influence every inter-
action with shoppers. Brands that evolve and leverage social media advance-
ments will find themselves with stronger relationships, better data, and the 
chance to turn knowledge into profitability.

“With 30% of time being spent on social, and net-
works introducing more e-commerce-centric fea-
tures, we are entering an era of social shopping.”

Social
Studies
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Leveraging Consumer 
Sentiment to Unlock Growth and

Improve Operational Efficiency

The digital landscape is giving sup-
pliers of customer experiences – from 
manufacturers to amusement parks -  
innovative ways to appeal to, target, 
and connect with consumers by cat-
aloging and responding in real-time 
to their emotional state. The science 
behind this discovery is called senti-
ment analysis, or the process of lever-
aging text rules and machine learning 
to identify if an audience feels gener-
ally positive, negative, or neutral.

One way we are seeing this come 
to life is through promotions that le-
verage sentiment analytics to deter-
mine consumer mood by analyzing 
social media posts against commonly 
used words and phrases and then of-
fering targeted offers based on how 
people are feeling. As an example 
of this, Snickers recently teamed up 
with 7-Eleven Inc. for the second con-
secutive year on a “Hungerithm” holi-
day pricing promotion that monitors 

the mood of the internet for hints of 
hunger and dynamically adjusts cou-
pon discounts based on this informa-
tion. At 5:10 p.m. on November 16th, 
posts analyzed from 150 consumers 
showed that the internet was hungry. 

 
Leveraging Sentiment Analysis as 
Business Practice

While Snickers used sentiment 
analysis as a very clever way to dy-
namically price discounts by con-
sumer need, these technologies 
have even more broad reaching ben-
efits in identifying paths to growth, 
improving operational effectiveness, 
and rapidly flagging quality control 
challenges.

Advantage’s e-Commerce analyt-
ics platform – Canopy – provides sen-
timent analysis as a key tool to unlock-
ing insights in the space of “review 
and rating” management by gaining 
a deeper understanding of the words 
that are being used consistently across 
supplier consumer engagements.

e-commerce



Bethany Schwartz, Canopy’s Se-
nior Director of Sales, offers an ex-

ample of a supplier who may have 
an overall rating of 4.4 across its 
portfolio on Amazon, but 5% of the 
reviews are 1 or 2 stars. A quick senti-
ment read indicates that a number of 
reviews mention a broken cap or that 
the product arrived damaged. This 
quick analysis across a product line-
up allows the business to immediate-
ly identify quality challenges that can 
be corrected to increase sales and 
may easily be missed by looking at 
overall star ratings alone. 

Additional insights can be 
gleaned from the most frequent 
positive statements, such as those 
noting the product’s pleasant smell. 
“As a supplier,” explains Schwartz, 
“understanding what specifically it 
is about your products across the 
portfolio that the consumer is re-
sponding to can allow you to very 
effectively tailor your marketing 
communications.”  

In addition to analyzing writ-
ten text, sentiment analysis can be 

applied to analyze spoken word 
through speech analytics technol-
ogy. According to Mike Reevis, a 
Supervisor in the space of Inside 
Sales, “Speech analytics allows us 
to search all of our call recordings 
for certain words/phrases and ag-
gregate the instances of that word/
phrase.”  This has the potential to 
be game changing in quickly ana-
lyzing 1) the sentiment of callers 
engaging with your reps and 2) the 
very specific quality concerns that 
are being flagged. 

Challenges with Sentiment Analysis
While sentiment analysis can be 

a strong first indicator of opportu-
nity, the results are only as good as 
the learning of the machine that is 
delivering them and the level of nu-
ance of the business. According to 
Schwartz, playing with Microsoft’s 
public text analytics API showcas-
es very easily these challenges. “As 
an example, if I were to type in ‘I re-
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ally loved visiting Seattle’ (figure 1) 
the platform accurately identifies 
my sentiment as positive with an 
89% rating and ‘I really hated vis-
iting Seattle’ (figure 2) is negative 
with a rating of 9%,” says Schwartz. 
“However, when the statement 
uses positive words sarcastically 
it becomes more difficult to ac-
curately discern my opinion. In the 
case of, “I really loved visiting Se-
attle. It’s so nice to be soaked and 
cold the whole time,” (figure 3) a 
human eye would immediately dis-
cern that this was a negative state-
ment but the technology gave it an 
83% sentiment rating.”

These same challenges hold 
true for statements where a result 
that is usually a negative is actu-
ally a positive outcome. In figure 4, 
the writer is pleased with a good 
shave. However, the system recog-
nizes “hair loss” as a negative with 
a 19% negative sentiment.

According to experts at Canopy, 
understanding these challenges 
does not take away from the im-
portance of leveraging this type of 
technology. Rather, it helps the user 
be smarter in the analytics of the 
data by ensuring two things:
1 Sample sizes are large enough 

to not be impacted significantly 
by language nuance.

2 Results are reviewed for specific 
context.
Be it to drive sales or improve 

operations, gaining a quick and 
in-depth understanding of your 
audience’s tone and the drivers 
behind it can drive more accurate, 
targeted decisions. 

figure 1

figure 2

figure 3

figure 4
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I really loved visiting Seattle.

I really hated visiting Seattle.

I really hated visiting Seattle. It’s 
so nice to be soaked and cold 
the whole time.

This razor is excellent for 
hair loss.



success stories

Rethinking 
Retail Coverage 
Models
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Not all retailers are the same. 
Why should your retail coverage be?
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Sargento Foods had a challenge. 
They saw value in their existing re-
tail execution solution, but knew 
they could achieve even more in 
store. “We were meeting our retail 
objectives but wanted to optimize 
and accelerate our growth,” said 
Michael Vaszily, Sargento’s Director 
of Retail Merchandising. “It was im-
portant to assess our retail deploy-
ment and make the move to ‘best 
in class.’”

Sargento joined the list of manu-
facturers today paying close atten-
tion to a multitude of factors such as 
retailer strategies and then continu-
ally assessing and adjusting their re-
tail merchandising deployment.  For 
example, changing consumer prefer-
ences, pressures from e-commerce 
channels, and industry consolidation 
trends have driven retailers to experi-
ment with small formats, clean floor 
policies, and unique pricing and pro-
motion strategies. Consequently, the 
retail actions required in store differ 
based on store-level autonomy or 
corporate mandates.  

Manufacturers can take advan-
tage of these differences and recon-

figure their retail execution strat-
egies based on the retailers and 
markets that will yield the greatest 
impact and the deployment model 
that will deliver the best results in 
these markets. 

Identify Impactable Markets 
and Retailers

While the devil is in the analytical 
details, the concept itself is relatively 
straightforward. No two brands are 
the same, and therefore retailer cov-
erage and priorities differ based on 
brand objectives. For example, a nu-
tritional health company may want 
to focus coverage in stores near local 
hospitals or physicians recommend-
ing their product to patients. A brand 
under-indexed with Hispanic con-
sumers could deploy bi-lingual reps 
in Hispanic markets like Southern 
California, Texas, or Miami. Sargento, 
a prominent national cheese brand, 
needed to blitz display execution in 
strategic accounts during key sell-
ing seasons like Summer and Holiday 
while consistently maintaining low 
out of stock levels on their perishable 
products throughout the year.

Deploy a Supplemental Solution
Several manufacturers are effi-

ciently leveraging supplemental re-
tail teams to optimize their coverage 
around these retailer and brand-spe-
cific factors without incurring the full 
cost of a national dedicated team. In 
a supplemental coverage model, a 
small dedicated team of 2-5 associ-
ates overlays syndicated coverage in a 
market and focuses solely on execut-
ing in stores where they can make the 
biggest impact. Depending on retail-
er, market, and brand requirements, 
supplemental team activities can 
include selling in strategic accounts, 
blitzing stores with pallet drops, or 
deploying a bilingual selling team in 
high indexing Hispanic markets. The 
dedication allows these specialized 
reps to visit stores for as long or as of-
ten as needed, which is useful during 
seasonal selling or heavy promotion 
timeframes. This also allows manufac-
turers to target the stores in the area 
with the biggest opportunities. 

“Supplemental coverage provides 
the benefits of dedicated resources 
in top priority markets, maximizing 
a client’s total investment,” notes 



Andy Keenan, VP Retail Operations 
at Advantage Solutions. “Addition-
ally, we can leverage store level 
POS data allowing manufacturers 
to place the right resources at the 
right stores at the right time. This 
detailed data can be updated daily, 
further increasing the efficiencies 
of the team and optimizing invest-
ment in supplemental coverage.”

Retail Return on Investment
Implementing supplemental so-

lutions has proven highly effective. 

For example, a beverage company 
implemented supplemental cover-
age to markets focused on driving 
key display periods. They saw higher 
display ACV in stores with supple-
mental coverage, in addition to an 
overall 2.3% lift in dollar sales. 

Sargento, which launched its 
supplemental dedicated team in 
San Diego in 2017, used sales data 
to understand which market had 
the optimal retailers for brand-
centric store level selling. As a re-
sult, the San Diego market test of 

a supplemental program showed 
three times the static store growth 
rate of stores covered by syndicat-
ed alone.  

Focus on the Future
Retail will continue to change and 

challenge brands to adapt. By iden-
tifying key markets and deploying 
a supplemental team, brands can 
accelerate their performance and 
deliver a great impact in store. 
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Factors for Selecting Mission-Critical Markets
Data-Rich Customers
Strategic retailers that provide 
store level data (Walmart, Kroger, 
Meijer, Albertsons Co., Target). 

Impact-ability
Regional accounts which pull 
product from warehouse down 
to store and have high ability to 
impact and influence store-level 
selling (AWG, SpartanNash). 

High Store Concentration
Coverage efficiency based on  
store volume and geographic 
population (Southern California, 
Tampa/Orlando, Baltimore  
Washington DC metro).
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- Retail account outperformed ROM and total US
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using that as a beacon for what’s 
truly possible is essential.” In her ad-
vice, “Modern technology is an es-
sential ingredient to evolving your 
business model to deliver value to 
customers. Short term gains may be 
acquiring more customers but with-
out optimizing the value chain to low-
er costs, there is little ROI.”

Nancy Giordano, an industry-
leading futurist, was another influen-
tial Summit participant. As Founder 
and CEO of Play Big, Inc., Giordano 
collaborates with thought leaders 
on future-building projects. At the 
summit, she not only provided an 
eye-opening look at the future but 
provided participants with an unvar-
nished look at the challenges ahead. 
Brands that resonate with shoppers, 
according to Giordano, “have a win-
ning combination of saliency and 
velocity.” She described the lead-
ers and organizations behind these 
brands as sharing essential traits: 
“These brands have direction, energy 
and momentum. They know exactly 
where they are going. Brands that 
will thrive have a great contextual 
understanding of the world in which 

they are operating.”
Envisioning the future was the 

dominant theme of the Insights 
Summit. As participants ideated 
around the most pressing changes 
impacting their organizations, it was 
critical to consider the future from 
a retailer’s perspective. Bringing 
the Store of the Future to life fell to 
Chris Walton, CEO and Co-Founder 
of Red Archer Retail and the former 
Vice President of Target’s Store of 
the Future Project. Walton shared 
a refreshing look at the relationship 
between physical and digital retail. 
He shared the importance of looking 
at the two as fully-dependent upon 
each other and challenged partici-
pants to give themselves permission 
to explore new tactics, new business 
models and build out the concepts 
they are ideating on. In sharing his 
experiences, he offered “I think one 
of the common misconceptions of 
retail today is the focus on fulfill-
ment as a destination.” New strate-
gies, according to Walton requires 
us to shift the focus to consumption. 
“You now can consume retail every-
where and anytime, and that is why 

retail is being disrupted in 
the manner that it is.” 

Applying all of the 
lessons of the day into 
practice through a hack-
a-thon that challenged 
users to visualize the fu-
ture wrapped up day one 
of the Insights Summit. 
Users were given a re-
tail scenario in 2025 and 

challenged to not only define 
the product’s purpose with 
shoppers, but to build the 
path to purchase and 
define consumption 
behaviors of consum-
ers. The role of tech-
nology and digital 
commerce was 
clear in the final 
solutions, as was 
the significant role 
technology would 
play in product innovation itself. The 
collaboration and dialogue between 
participants was cited in the post-
survey results as some of the most 
valuable learning each took away.

Day two was focused on ex-
periential learning through both 
a “Shark Tank” style line-up of 
Austin-area entrepreneurs focused 
on disruption, a hands-on market 
innovation tour and an opportunity 
to hear lessons learned from a 
successful brand start up. Par-
ticipating companies in this light-
ning round of emerging technol-
ogy and marketplace solutions were: 

StoreViz: Augmented Reality solution 
that lets field sales, category manage-
ment, and store design teams visual-
ize store layouts and preview how
new products, planograms, and dis-
plays will look in any physical store

Shelf Bucks: beacon-based technol-
ogy to measure, manage and im-
prove the effectiveness of in-store 
product merchandising programs

Smart Commerce: solution for CPGs 
that enables one-click conversion 
from any digital impulse point, into 
any retailer cart
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Red Archer Retail
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Wyzzer: Gamification of customer 
and shopper surveys and panels

Zenia Retail: next generation POS 
solution that harmonizes purchase, 
behavior and location data across all 
channels of retail and leverages data 
to deliver a truly personalized shop-
per experience

Given Austin’s rich infusion of tech-
nology and retail, the final leg of the 
Insights Summit experience took par-
ticipants into stores to see, first-hand, 
how retailers are leveraging technol-
ogy, state-of-the-art merchandising 
and analytics to deliver unsurpassed 

brand experiences. In addition to 
tours of both the headquarter store 
for Whole Foods Market, HEB and 
the Yeti flagship store, the group had 
a 1:1 session with Rhythm Foods CEO, 
Scott Jensen at the iconic Stubbs Bar-
B-Q restaurant. As the former owner 
of Stubbs Bar-B-Q, Jensen shared the 
history of the brand, their link to the 
Austin music scene and his insights in 
brand building and trend-spotting. The  
Stubbs Bar-B-Q sauce brand was sold 
by Jensen and his partners to McCor-
mick in 2015 for $100M.

Feedback from the event partici-
pants was overwhelmingly positive. 
“An impressive 75% of event par-

ticipants indicated that they would 
participate in our future Insight Sum-
mit events and looked for us to secure 
more retailer participation to enable 
more in-depth dialogue and collabo-
ration about the industry’s challeng-
es,” notes Stillman. “The importance 
of working in partnership for brands 
and retailers was a key take-away, 
as leaders recognized not only the 
urgency of the changes being faced, 
but the critical need to transform for 
the future while not losing sight of 
current deliverables and pressures.”

Work is already underway for next 
year’s Insights Summit, planned for 
September 2019.
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Advantage Digital Technology 
E-Commerce events: 

- Chicago, US: April 2019
- South Africa: May 2019
- India: September 2019

For more information or to register visit: 
bit.ly/AdvantageSymposium

ADVANTAGE DIGITAL TECHNOLOGY
PRESENTS

E-COMMERCE
SYMPOSIUM

WHEN:
April 23rd - 24th

WHERE:
Renaissance, Downtown Chicago

WHO:
Geared towards Senior Executives, 
VPs and Directors

CONNECT WITH:
Speakers from brand and industry 
experts, innovative new companies  
and key retailers

HELPING THE WORLD’S MOST INNOVATIVE BRANDS 
TAP INTO TOMORROW’S CONSUMERS

Share ideas, learn best practices, 
and return to work better equipped 
to expand your e-commerce 
business and increase your
online sales!

WHY ATTEND?


