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Every week there is a new sale in a brick-and-mortar or online 
store. Why? Consumers today, driven largely by the last 
recession, are bargain hunters. And every day these same 
consumers have a thousand reasons to leave your brand for 
another, based on the day’s promotion.

No wonder the consumer goods industry is fragmented, 
competitive, fraught with uncertainty.

Margins are thinning. Trade promotions, which often consume 
over 20 percent of revenue, are rarely analyzed or understood. 
Inventory is often late or runs out. Roughly 50 percent of trade 
promotions don’t have a clear forecast.1  Many consumer goods 
companies lose one-third of the money put into promotion 
events. Brand managers and sales executives find it a real 
challenge to make intelligent promotion decisions.

A tough consumer market

• Are competing brands outperforming yours during 
promotions?

• Are your trade funds allocated to low-ROI channels, retailers, 
or locations?

• Does it take you weeks or months to identify which trade 
promotions are profitable? 

• Are you planning trade promotions based on gut feelings 
rather than data intelligence?

• Are you flooded with Excel spreadsheets, which, despite 
being complex, don’t give you insights into consumer 
behavior?

How do you fare? 

Only 21% of 
consumer goods 
manufacturers 
are truly satisfied 
with their ability to 
manage promotions. 
Source: POI, The POI 2015 TPx and 
Retail Execution Survey. 

21% 
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In its 2015 TPx and Retail Execution Survey, the Promotion 
Optimization Institute found that only 21 percent of consumer 
goods manufacturers are truly satisfied with their ability to 
manage promotions. Saama Trade Promotion Analytics gives you 
the answers to the questions that matter most.

The Saama answer

Predict promotion success 

• Predict promotion uplift of product groups and categories by 
channel and retailer 

• Balance conflicting objectives, i.e. profitability v. market share
• Expose consumer trends that will drive your marketing and 

sales activity 
• Increase sell-through 
• Spend less time gathering or managing data; more time 

innovating 

Optimize forecasts
• Increase forecast accuracy 
• Estimate incremental sales accurately
• Reduce the roller-coaster effect on the supply chain 

Negotiate with the channel
• Identify the highest-performing promotions across your retail 

partner network 
• Stop funding unprofitable promotions 
• Increase incentives to high-ROI channels and retailers  
• Re-balance trade funding to align with your strategic 

initiatives 

Only 32% of 
manufacturers would 
give the grade of “A” 
to their promotion 
analytics solution. 
Source: POI, The POI 2015 TPx and Retail 
Execution Survey. 

32% 
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Saama Trade Promotion Analytics, built on our Ready Analytics 
methodology, integrates multiple sources of structured and 
unstructured data. Unlike other vendors, who focus only 
on the analysis, we have the pre-built capabilities for data 
sourcing, integration and analysis, bringing you to real-time 
insights within weeks. And, unlike others, we give you a friendly 
interface you can use yourself. 

Key capabilities

End-to-end data management 
• Integrated, enriched, cleansed and harmonized data: ERP, 

syndicated, TPM, POS, social
• Intelligent algorithms and workflow
• A fresh view of the data: daily, weekly, monthly
• Support for multiple countries, currencies and languages
• Harmonization of units and currencies 

 

Trade promotion planning
• Measurement of trade promotion ROI
• Event performance prediction
• Thousands of what-if scenarios
• Analysis of the best-performing and worst-performing trade 

events
• Drill-downs, roll-ups and comparisons of current period to 

previous periods
• Category and brand performance across geographies and 

retailers
 

Budget and metric tracking
• Trade Spend as % of sales; Trade Spend per Case and 

Equivalized Unit at the promoted product group (PPG), brand, 
and plan level

• Real-time budget analysis and planning
• Brand performance relative to peers and the market
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A long legacy
Saama’s Data Scientists have over 5,500 analytics projects 
under their belts. Over the past nineteen years we have 
developed unparalleled expertise in harmonizing, cleansing, 
and analyzing massive amounts of structured and unstructured 
data, and delivering contextual, real-time insights. Saama is a 
trusted provider to the Fortune 1000. 
 
A hybrid solution model
Typical solutions are either out-of-the-box software with limited 
flexibility, or expensive customized implementations from 
service providers who typically do not offer solutions. Saama is 
a best-of-breed hybrid provider, with 70 percent pre-built and 
30 percent tailored solutions to meet your needs. 
 
Cutting-edge Analytics engine
Saama’s unique Fluid Analytic Engine (FAE) is a modern, 
customizable technology framework that serves the demands 
of the Global enterprise.  FAE empowers CPG marketing, sales 
and category management executives through actionable 
insights.

Speed and specificity
We solve critical data challenges with accelerated, customizable 
solutions. Saama delivers business outcomes in weeks, rather 
than months or years.

Why Saama
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Contact Us

Visit us at http://www.saama.com/cpg/

About Saama
Saama is the pure-play data science solutions company 
delivering Analytics Advantage to Global 2000 clients. Our Fluid 
Analytics Engine™ leverages customers’ existing infrastructure 
and new outside resources to flexibly deliver and run ready-
analytics solutions. Saama has broad experience including 
analytics visualization, MDM, Hadoop, cloud and other Big Data 
solutions.Clients include Actelion, Brocade, Broadcom, Cisco, 
CSAA Insurance, Dignity Health, GoPro, Motorists Insurance 
Group, PayPal and Unilever. 

 

sales@saama.com or 888.205.3500

900 E Hamilton Ave.  
Suite 200
Campbell, CA  95008
www.saama.com


