Blue Yonder Finds that 81% of Shoppers
are unable to find what they want in store
Research reveals a gap between perception and reality as 91% of
grocery retail pros are confident they are meeting customer
expectations
London, Blue Yonder, 10th January 2017 - An international survey of 4,000
consumers from Blue Yonder, a cloud-based provider of predictive applications for
retail, has revealed that shopping experiences both online and instore are not
meeting the customer expectation of purchasing goods anytime, anywhere.
The research explored consumer shopping habits online, in supermarkets, in
discount retailers and in the mass merchants across the USA, UK, France and
Germany, and found that:
•

81% of shoppers say they are unable to get produce they want in store,
online and at discount retailers, yet 91% of grocery retail professionals are
confident they are meeting customer expectations of availability.

•

Of those that struggle with availability, 35% state they are let down at least
once a week.

•

Lack of availability is even felt when shopping online, with 69% stating they
have issues. This rises in the supermarkets to 85%.

This highlights that replenishment is not working as well as the retailers think. This
has wider implications for profitability:
•

30% of all shoppers abandoned their carts if they were unable to find the
produce they wanted, with 28% saying that they felt unsatisfied when buying
a similar product as a substitute.

•

Lack of produce availability has caused 20% of shoppers to stop shopping
with a retailer permanently or for a period of time, with this figure rising to
31% for online retailers.

Grocery retailers are overconfident of produce availability

This research was undertaken against a backdrop of enduring profitability issues in
the grocery retail sector, and significant changes in consumer expectations. Given
the paradigm shift that online retailing has caused in recent years and the
subsequent shift in consumer expectations as to what constitutes ‘good’ availability,
retailers are under intense pressure to provide optimal availability to their
customers, while also turning a profit. Increased competition from new market
entrants - who utilize data-driven approaches and automation at their core - are
further intensifying this situation.
Professor Michael Feindt, chief scientific advisor and founder of Blue Yonder, says:
“We all understand replenishment is incredibly difficult to get right, especially in
regards to fresh grocery. Disruptive shopping behaviors have made increases in
demand more variable while grocery shopping missions based on trust, freshness,
choice and – of course – value, all add to the complexity of replenishment decisions.
“The demands on grocery management show no sign of abating in the always-on
world. Yet, despite this, we have found in our previous survey of 750 grocery
retailers that 46% of grocery directors admitted that their replenishment decisions
are driven by gut feeling.”

How to overcome these challenges with machine learning?
It takes more than a gut feeling to deliver the best freshness and availability. While
many grocery retailers realize they are under pressure to deliver the best customer
experience possible, few understand how far they are from their goal.
Solutions based on artificial intelligence and machine learning technology learn from
customer data, predicting their behavior and empowering grocers to determine the
effect of each consideration, on each product, across all locations. Machine learning
can effectively incorporate factors that gut feeling can’t, such as the impact of
weather, holidays and promotions. This can be done on a daily basis, resulting in
hundreds of millions of daily forecasts. Retailers using machine learning have seen a
reduction of up to 80% in out-of-stock rates without increasing waste or inventory.
To download the full findings and whitepaper, please click here.

About Blue Yonder
Blue Yonder is the leading provider of cloud-based predictive applications for retail.
Every day, we deliver decisions to our customers that boost revenues, increase
margins and enable rapid responses to changing market dynamics. Our
replenishment and pricing solutions are driven by sophisticated machine learning
algorithms, developed by one of the largest teams of PhD-level data scientists in
retail. Founded in 2008 in Karlsruhe, Germany, by former CERN scientist Professor
Michael Feindt, Blue Yonder now operates in both Europe and the United States. We
are backed by leading private equity firm Warburg Pincus and the Otto Group. Our
Data Science Academy provides businesses with relevant data science know-how for
retail. Blue Yonder has been awarded the Gartner Cool Vendor Award 2015, the
Experton Big Data Leader Award 2016 and the BT Retail Week Technology Award,
among many others.
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For more information, please contact Sian Hobday or Claire Williamson on
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