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Retail, as an economic sector, generates large volumes of data across various areas of its operations. The highly
competitive FMCG market requires an analysis of key factors influencing purchasing decisions. At the same time, a
significant part of purchase data is primarily available to retailers as the final step in the supply chain. The article
discusses the need for data exchange between manufacturers and retailers for joint analysis and improving busi-
ness efficiency. It also explores the types of data most valuable for studying consumer behavior.
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etail is one of the leading industries in

terms of business digitalization, both in
Russia and globally [3]. Due to its specific na-
ture, the retail business generates vast amounts
of data across various areas of activity, such as
logistics, analysis of consumer behavior, and
operational activities of retail stores. The need
to work with big data accelerates the implemen-
tation of digital technologies, which retailers
primarily use to improve the efficiency of store
management, reduce logistics costs, and enhance
competitiveness through personalized customer
approaches [1]. According to [4], leveraging exist-
ing data volumes (big data) with maximum effi-
ciency can improve operational efficiency by up
to 60%, and after implementing a big data analyti-
cal system, profits can grow by 7%-10%. One of
the first areas where digital solutions were intro-
duced was logistics and related electronic account-
ing and document management, which are already
used by most major Russian retailers. However,
development continues in areas such as workforce
management, retail mix, customer relations, and
other operational spheres [3].

In [5], the author also emphasizes the im-
portance of data analytics for retailers in main-
taining and enhancing competitiveness and op-
erational efficiency in today’s market. However,
this applies not only to retailers but also to other
participants in the supply chain, especially when
it comes to fast-moving consumer goods
(FMCG). In the supply chain, from production
to the customer’s basket, the retailer is the front-
line of interaction with the end consumer. The
manufacturer develops the product concept, im-
plements its functional characteristics, and car-
ries out marketing positioning. Media agencies

provide advertising support, while logistics op-
erators and distributors are responsible for de-
livering the product to the retail shelf. However,
the key event that the entire chain of efforts is
built around — the consumer’s purchase — occurs
exclusively at the retailer level. All supply chain
participants possess some data about the prod-
uct’s journey before it reaches the consumer,
but the retailer holds the most critical part of
this data mosaic. The retailer records infor-
mation such as the timestamp and location of
the purchase, the contents of the customer’s
basket, the final sale price, the remaining stock
on the shelf at the time of purchase, competing
products and their prices nearby, the time
elapsed since the last purchase, and much more.
In the case of products with unique properties or
limited competition, analyzing all related data
may be less relevant, as consumer demand for
such products is less influenced by external fac-
tors, and purchases are made when the need
arises. However, in the highly competitive
FMCG market, where the assortment includes
many similar products, data analysis becomes
critically important for understanding the factors
influencing consumer decisions. Studying the
conditions surrounding a purchase helps identify
key drivers that stimulate demand and eliminate
barriers that may lead to reduced or absent sales
during certain periods. Access to such data and
subsequent analysis enhances the competitive-
ness of the manufacturer, leading to increased
sales and market share. Therefore, it is crucial
for manufacturers to establish data exchange
with retailers to gain a complete picture of
product movement. The most important data for
analysis and decision-making include:
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a) POS data (Point of Sale data): This in-
cludes transaction data containing timestamps,
product ID, product names, sale prices, store
identifiers, etc.

b) CRM system data: This includes data on the
total number of customers, their purchase frequen-
cy, average check size, preferred products, etc.

c) Logistics data: Logistics data is typically
exchanged by default, as it is necessary to main-
tain inventory levels in the network according to
demand and supply chain length. Therefore,
macro-level data is usually available to suppli-
ers in some form. The next step is obtaining
store-level data, including product ID, stock
levels, expiration dates, etc.

Each type of data provides suppliers with ad-
ditional opportunities to optimize business pro-
cesses and increase profits. It is crucial to note
that data is most useful when provided at the
highest possible granularity, with breakdowns
by day, store, and specific product items. Any
aggregation leads to averaging and complicates
data interpretation. Additionally, many retailers
are actively improving the customer experience
in their stores by introducing modern retail for-
mats, such as self-checkout systems, offering
unique purchasing conditions, and experimenting
with product placement in the sales area. Some
chains test innovations in select stores, and it is
essential for manufacturers to understand whether
these innovations are effective and to analyze
sales differences between standard and test for-
mats. This allows manufacturers to stay at the
forefront of customer interaction, gaining access
to up-to-date data and offering their expertise to
analyze and improve new projects.

Retailers themselves also recognize the im-
portance of sharing sales data. Several retailers
have initiated data analytics dissemination pro-
grams. For example, a major drugstore retailer,
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“Ulybka Radugi”, announced a supplier infor-
mation portal on its website, offering detailed
sales data with maximum granularity — down to
“every day, every store, and every product item” —
and provides a presentation of this software so-
lution [2]. Russia’s largest multi-format retailer,
X5 Group, promotes its Insights project on a dedi-
cated partner website, offering analytics based on
data collected over four years (since 2020) to ana-
lyze and answer questions in various areas — from
brand performance monitoring to consumer be-
havior analysis [6]. For many retailers, providing
point-of-sale data has become another way to in-
crease profits by offering data exchange services,
as data is provided on a paid basis. However, re-
tailers also benefit from deferred profits resulting
from supplier initiatives developed based on the
provided analytics. Suppliers are not just partners
for retailers but also highly motivated stakeholders
focused on mutual success. Unlike retailers, who
work with hundreds of suppliers, suppliers are
focused solely on their products and can identify
and propose opportunities for business optimiza-
tion if they have access to the necessary data.

Thus, in the business practice of interaction
between manufacturers and retailers, alongside
standard supply and marketing services agree-
ments, it is advisable to consider data exchange
agreements as an integral part of daily collabo-
ration. Implementing automated data exchange
on a regular basis, such as weekly updates, is
recommended. A key element of this practice
should be the preliminary agreement on key
analysis topics of mutual interest, as well as es-
tablishing procedures for sharing analytical re-
sults and principles of joint work. High-quality
data accessible to both parties, detailed analysis,
and the subsequent implementation of agreed
actions will contribute to improving the effi-
ciency of joint business activities.
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B3AUMO/JEVCTBUE PUTEAJIEPOB Y TIPOU3BOJIUTEJIEN
B AHAJIMTUKE JAHHBIX JJIS1 HOBBIIIEHUS Y®PEKTUBHOCTHU
MPOJAX B FMCG

HAITOJIbCKAA IOymms BavyeciiaBoBHa
MarucTp TEXHUKH M TEXHOJIOTHH, OM3HEC-aHATUTHK
r. Cankr-IlerepOypr, Poccus

Pumeiin xax ompacne 5koHOMUKU 2eHepupyem 0oabuite 00beMbl OGHHBIX 8 PAIUUHBIX HANPABIEHUAX Oesimeb-
nocmu. Peinox FMCG, omauyarowuiicss 6b1COKOU KOHKYPeHYUelU, mpebyem aHanm3sa Kuo4egblx haxmopos, enu-
arwux Ha noKynky. Ilpu smom cyujecmeeHnas yacms OAHHbIX 0 HOKYNKAX OOCYNHbL 8 OCHOBHOM pumelliepam
KaK KOHeUHOMY 36eH) YenouKu mosapoosudicenus. B cmamve obcyscoaemes neobxooumocms oomena OaHHbIMU
MedHcOy npousgooumenem u pumeiiepom 0l COBMECMHO20 aHAIU3A U No8bluleHUs dPdexmusrocmu OusHeca.
Paccmampusaromes munvi dannuix, Haubonee yernuvie 0ia UsyeHus nompebumenbCKo2o noGeoeHUs.
Kmrouessle ciioBa: pureiin, FMCG, ananuTuka qaHHBIX, OOMEH JJAHHBIMHU.



