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“ASDA outlet calls — We 
think that our salespeople 
do have an impact, but we 

can’t prove it!”

Sounds familiar?
Our studies show that less than half of all 

activity in Asda has an effect - but the good 
news is that we can tell you which half!
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“Asda is too big & important to be left to chance 
— & the sales team gives valuable feedback & 

improves compliance”

Asda is the second biggest grocery retailer in the UK, & 
with only 265 stores should be the most straightforward 
to manage. 
It is well organised, availability is less of an issue than 
with other retailers, and EDLP means fewer promotions 
to organise.
Yet most suppliers have identified  both compliance 
issues & incremental sales opportunities, & many invest 
in field sales teams to call at outlet level to help to 
liberate these opportunities. 
However…...
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Asda – store performance varies, 
ROI can be measured & improved

In our experience, most suppliers have not calculated 
the ROI of their field sales spend.
When planning outlet coverage, 100% of Asda stores will 
normally be covered because of their sheer size.
Meridian’s studies reveal staggering differences between 
the stores in terms of compliance to listings, planogram 
and POP agreements. 
Fixing these problems takes time & effort, & calling on 
stores with no issues has no impact, so ROI can vary 
widely



WWW.MeridianISE.Com
© Meridian ISE 2005

The devil is in the detail!

Some clients attain a 3 to 1 payback on calling on Asda 
stores—for others the payback is literally zero!
Stores receiving 20 visits often perform no better than 
those receiving 10
Promotional (Rollback) non compliance is an issue, but 
half of it is caused by 1/8th of stores
Availability issues are not usually resolved by outlet visits
Audit data provided by the sales force is rarely acted on 
by Customer Management teams
Brand owners make unrealistic demands of the field 
sales team
Secondary displays are not often gained  - & if they 
aren’t agreed at Head Office they can cause a problem!
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Meridian’s model combines Asda’s Retail Link data with 
suppliers’ own field sales observations to provide 

genuine insight & improve ROI

With Asda, suppliers are in a unique position to gain 
detailed insight into the impact of their sales driving 
investments. 
Retail link allows suppliers to analyse daily EPoS sales 
data at the sku and outlet level, enabling the best 
possible quality & reliability of analytical output. 
Many suppliers lack the resource or capability to monitor 
this wealth of data, which is where Meridian’s model 
helps.
We combine EPoS & Sales Observational data with 
Sales Driver insights to produce an accurate & objective 
perspective on Customer ROI, to help clients target their 
effort & maximise payback.
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Methodical process, fast 
results

Meridian starts by objectively analysing the ROI of the 
existing investments made by your organisation— we 
can even take one brand initially and speedily produce 
sample output  
We calculate the size of the lost sales value (between 3 
and 5% depending on the category dynamics) and show 
which sales driving investments are working best
We  work with your Asda customer management team to 
understand how many sales driving decisions can truly 
be affected by influencing at the outlet level
We highlight the stores which should be regularly called 
on, and those which should be visited far less often (if at 
all!)
We bring together data from a variety of sources to 
prove the current ROI & develop a model to optimise 
future investment.
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If it works in Asda…..
The end result?

Implementable findings for Asda, transferable 
learning for other retailers
A fact based analysis of current ROI

Where could the journey take you?
An investment modelling tool to direct future activity
A measurement tool to monitor the impact of the re-
directed sales effort
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Where the approach 
could lead

Meridian’s model could work for all 
your major retail customers
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Data feeds a  model, directing resource 
to highest priorities on a constantly changing basis

List of stores with
Greatest potential

Increased
Shopper
offtake

Fix top
DAVP
priorities

SALES FORCE AUDIT &
SALES ACTIONS DATA

RETAILER
EPoS
DATA

MERIDIAN CONSULTANCY INSIGHTS
MANUFACTURER DATA,

ACCOUNT AGREEMENTS,
CONSUMER & SHOPPER

INSIGHTS

ECONOMETRIC
MODEL

http://www.waitrosedeliver.com/
http://www.infores.com/
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We develop a targeting tool based on Size Of Prize and ROI. Once
the criteria are set the tool prioritises outlets to be visited – thus 

improving the chance of success
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………………outlets are prioritised and each sales person is 
given in-call actions by sku
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The Performance Management Tool then allows Results to be 
tracked at Retailer, Brand, Store & individual sales person 
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The Performance Management Tool also allows Results to be 
tracked by Sales Driver…



WWW.MeridianISE.Com
© Meridian ISE 2005

….and the ROI to be tracked at any level
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Revenue & cost benefits of 
taking this approach

Between 2-5% additional revenue
Improved ROI on outlet callage investment

By improvements in revenue &/or reduction in 
cost from targeted coverage
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