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Promotion optimisation

http://www.tesco.com/winestore/controller.aspx?&Nr=70002&N=0&Ntk=Descriptors&Ntt=Zenith&Nty=1&D=Zenith&Ntx=mode+matchall&Dx=mode+matchall&sid=105C400C9F82&edid=_edid__


www.meridianise.com © Meridian ISE 2006   

The problems
• Promotion execution compliance is poor

– There is massive variation in uplift between retailers, and also between 
stores within retailers’ estates

– Key reasons include:
• Promotions don’t appear in every agreed store
• Promotions start too late or finish too early in-store (or sometimes both!)
• Elements of agreed promotions are missing 

– POP, Price, Skus, etc.
– Yet features have been paid for!!!

• Promotional planning is caught up in a vicious circle
– Future forecast is based on past (imperfect) performance
– Rogue stores will continue to under-perform
– Top stores will suffer from availability crises during peak selling days 

• But customers are pressurising us for even greater trade investment
• And the company requires a reduction due to poor payback
• But next year’s revenue target is larger!
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The consequences

• Revenue is weaker than forecast
– Consumer / shopper off take is less than projected
– Trade spend ROI is not maximised
– Customers become dissatisfied with the performance 

of promotions
– Promotions become un-profitable
– Future promotions are undermined

• Budget
– Danger of missing next year’s revenue target
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The solution
• Meridian’s Promotion Optimiser

– Highlights all the issues to the stakeholders
– Shows what has worked best in the past
– Highlights rogue stores, accentuates best practioners
– Quantifies the value of getting it right
– Identifies the tools and actions that are required to 

improve performance
– Develops a pragmatic action plan to improve excellence 

of execution
– Supports each promotion as required

Promotions meet volume and profit objectives
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The methodology
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Store promotional compliance (last 5 promotional events) on entry varies from 
100% to 37%

Conclusion? Send resource to the problem stores, test a sample of the best 
stores to verify continuing excellence

Store is fully compliant 
4 calls in every 5

60% of the time there 
is something to fix

We made a total of 128 
calls to these stores & 
found nothing to fix!
Rough cost? £3,200

ROI? Negative!

Example workshop output
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Week 3 peak – slow to start, big gap 
between top group of stores & ‘the rest’

Asda 2 for £5
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Example workshop output
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Top sku only – massive variation in daily sales during the promotion

Top 15 stores (overall promotional uplift)

Bottom 15 stores (overall promotional uplift)

Key – red = zero sales, yellow = lower than 
baseline, green = higher than baseline sales

Baseline 
sales

Example workshop output

Daily 
sales
(units)
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Tunstall (worst store) sales of top sku– availability issues clearly suppress sales - 7 days off sale. 
Display compliance also in doubt with only 4 days above baseline. 

Baseline sales

Promotion
starts here

Promotion
ends here

Example workshop output



www.meridianise.com © Meridian ISE 2006   

The next steps

• Talk to us about running the workshop
– Lasts half a day
– Brings Customer Management and Customer 

insight together
– Identifies real opportunities to improve

“Will identify a minimum of a 10:1 ROI 
opportunity for an ongoing service. If we 

don’t we won’t propose developing 
Promotion Optimiser for you!!!”
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