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AI IN RETAIL OVERVIEW



Machine Learning

The retail industry and its ever changing consumer landscape requires business leaders to always 
stay in touch with customer behavior and optimize internal processes to stay ahead of competition. 
Artificial intelligence and machine learning have been gaining recognition over the past years and are 
being embraced by retailers as essential technologies for boosting business performance. In fact, the 
current state of the AI in retail market is promising as it is estimated that global annual spending on AI 
by retailers will reach $7.3 billion by 20221.

Research by IBM, NRF and Capgemini reveals the following key insights: 

• Supply chain planning, demand forecasting and customer intelligence are the top 3 areas where 
retail executives are expecting to use AI.

• Stock replenishment with the help of demand forecasting is one of the most recommended use 
cases of AI in operations.

• The main challenge for retailers when implementing AI is lack of skills and resources.

Capgemini’s top AI use cases across retail subsectors:

Capgemini: Building the retail superstar  1



CHAPTER 1:

WHAT ARE AI & ML? 

HOW CAN THEY HELP RETAILERS?



Artificial Intelligence

Machine Learning

Intelligence of machines and their ability to “think” 
like a human. AI rationalizes  like a human and 
proceeds with the best possible action.

Branch of artificial intelligence which allows 
machines to learn from data and get better 
with experience.

Artificial Intelligence

The term artificial intelligence (AI) is used to 
describe the intelligence of machines and their 
ability to “think” like a human. Specifically, AI 
can rationalize like a human would and proceed 
with an action that a human would deem to 
be the most valuable or capable of achieving a 
certain goal. It is a technology that learns from its 
experiences, adapts and solves problems.

Machine Learning

Machine learning (ML) is a branch of artificial 
intelligence which uses statistical methods 
to allow machines to learn from data, identify 
patterns and improve with experience. All this - 
with minimal human intervention.

Why are these technologies important?

One of the primary reasons for AI and ML existence 
is the large increase in data collected. Since our 
world became more digital, data is constantly 
being collected by businesses, governments, and 

individuals. According to Deloitte “2.5 million 
terabytes of data are created every day”, and 
this number is said to only keep growing as new 
sources of data collection become available.

Having all this data provides a tremendous 
opportunity for businesses to create a 
competitive advantage. However, without 
effective processing, this data has no value. 
This is where AI and ML will help. By examining 
enormous amounts of data - ML is capable 
of providing valuable insights, automating 
repetitive tasks and optimizing processes, thus 
allowing businesses to not only reduce their 
costs but also to save time and focus on projects 
that make them successful.

“2.5 MILLION TERABYTES OF DATA 

ARE CREATED EVERY DAY.”
- DELOITTE



How can AI & ML help the retail business?

Almost every industry has been in one way or 
another affected by the emergence of artificial 
intelligence technologies. The retail sector is no 
exception. AI provides an immense opportunity 
for retailers to leverage customer data they 
possess and turn it into actionable insights that 
will end up boosting revenue. Plus, it can truly 
augment productivity and optimize business 
performance by reducing repetitive workload 
and unnecessary costs. 

Customer Analytics

Accurate customer profiling lies at the core of any 
retail business and comes from obtaining deep 
customer intelligence that can keep the business 
leaders well-informed and enable effective 
decision-making. When leveraged correctly AI 
can not only enhance the gathered historical 
information about customer behavior but also 
make highly accurate predictions about what the 
customer will do next. Will the customers lifetime 
value increase or decrease? Is the customer going 
to churn soon? Will he respond well to your next 
marketing campaign? AI and predictive analytics 
can help retailers answer these questions and 
adjust strategy accordingly. Deep customer 
intelligence is the source of immense strength 
and can become a key differentiator for retailers 
as it maximizes the effectiveness of marketing 
actions, improves customer loyalty and retention 
programs, helps better manage customer 
relations and identifies where in the lifecycle 
stage customers are likely to churn.

Personalized Marketing

Another area of retail that can be enhanced by 
AI is marketing. A truly personalized marketing 
strategy and campaigns can only be achieved 
through accurate customer segmentation and 
behavior monitoring. If you want to integrate 
personalized recommendations based on users 
browsing history, past purchases, likes and dislikes 
or want to create highly targeted campaigns that 
increase ROI then accurate customer profiles are 
essential. How do you acquire correct profiles 
that allow you to segment customers well? 
The answer lies in your data and your ability to 
extract meaningful insights from it. Typically, 
this is where AI comes in to help. By leveraging 
customer data from various sources, AI-powered 
platforms can provide you with a 360° customer 
view and predictions about what your customer 
will do next.

“WHEN THE SHOPPING 

EXPERIENCE WAS HIGHLY 

PERSONALIZED, CUSTOMERS 

INDICATED THAT THEY WERE 110% 

MORE LIKELY TO ADD ADDITIONAL 

ITEMS TO THEIR BASKETS AND 

40% MORE LIKELY TO SPEND MORE 

THAN THEY HAD PLANNED. ”
- BCG



Demand Forecasting

Predicting how much of a specific product 
or service customers may want to purchase 
during a certain time frame is one of the most 
critical capabilities for establishing a long-term 
growth model for your retail business. Demand 
forecasting leverages predictive analytics to 
help businesses determine how much stock to 
have on hand, gain insights about upcoming 
trends and decrease operational costs. AI 
technologies enhance demand forecasting and 
help organizations become more cost-efficient 
by reducing holding costs and capital tied up 
in unneeded inventory as well as to capitalize 
on every sales opportunity by reducing out of 
stocks.

Reputation Management

Reputation monitoring and management are 
essential for any customer-centric business, 
especially a retailer. The ability to monitor brand 
perception, customer reviews and respond 
quickly and thoughtfully is what can set you apart 

in a highly competitive industry. Some primary 
ways in which AI can enhance your reputation 
management efforts is through social listening 
and customer feedback analytics. With social 
listening, you can monitor habits and trends 
to get informed on the best marketing actions. 
You can listen to consumer discussions on social 
media and review sites and learn what they 
like and dislike to then create better customer 
experiences. Similarly, customer feedback 
analytics help your managers quickly understand 
what is being said about the company – positive 
or negative. Natural language processing 
technologies look over comment forms, surveys, 
reviews and provide insights without a human 
having to read it. This allows retailers and 
businesses in other sectors to save a significant 
amount of time on information processing and 
instead focus on strategic decisions.



CHAPTER 2:

CUSTOMER ANALYTICS IN RETAIL



The retail industry is one of the primary ones 
directly affected by changing customer behavior 
and requiring customer analytics. Customers 
are more informed than ever, with information 
always available at their fingertips – they are 
the ones in power. Within minutes they can 
find alternatives to your products, compare 
prices and look over reviews. Now, more than 
ever, the most successful retailers will be the 
ones who know their customers best. The ones 
capable of identifying the ever-changing needs 
of their customers, segmenting them with 
utmost precision and personalizing customer 
experiences across the entire customer journey. 
It may sound extremely difficult, but it’s possible 
with the help of customer analytics. Through 
customer intelligence that leverages machine 
learning you can be provided with precise and 
customizable customer segmentation that 
helps understand and prevent churn, identify 
customers with the highest lifetime value and 
personalize communication with each customer 
segment. 

Accurate customer segmentation is an essential 
part of any retail business, but it is also one that 
may be the most difficult to get right. Typically, 
customers interact with a brand across multiple 
platforms before making a purchase and on each 
of these platforms, there are factors that influence 
whether they will buy. Likewise, customers leave 
clues in the form of data points all the time, the 
clues can be information about their online habits 
and preferences, spending power, interests and 
more. By effectively gathering and analyzing 
this data, valuable insights can be derived to 
improve every aspect of the business. Moreover, 
by leveraging machine learning and predictive 
analytics you can get an opportunity to not 
only analyze past behavior but also make highly 

precise predictions about what your customers 
will do next!

Now that we’ve established the importance of 
customer segmentation, let’s go over the specific 
goals it can help you achieve.

Identifying customers at risk of churn

Churn rate is a metric that directly affects a 
business’ profitability. It illustrates the percentage 
of customers that stopped using your company’s 
product or service during a certain time frame. 
As it costs more to acquire new customers than 
retain existing ones, retailers should place churn 
rate reduction at the forefront of their goals. Of 
course, identifying customers who are most likely 
to attrite is not a new practice, but doing so in 
real-time and getting predictions that are up to 
90% accurate, is.

With the help of machine learning technologies, 
customer analytics tools can analyze data from 
multiple resources and identify dependencies 
that will accurately forecast the potential churn 
of any customer. From there retailers can perform 
preventative actions that will reduce churn, 
thus strengthening relationships with existing 
customers and driving brand loyalty.

“INCREASING CUSTOMER RETENTION 

RATES BY 5% INCREASES PROFITS BY 

25% TO 95%.”
- FRED REICHHLED



Determining customer lifetime value

Customer lifetime value (CLV) indicates the future 
profits each customer is expected to generate, 
thus allowing to identify customer segments that 
are most valuable to the company and determine 
appropriate costs of customer acquisition and 
retention. For retailers this metric is especially 
relevant as it helps identify and nurture high-
value customers, increase average order size and 
shopping frequency, as well as adapt marketing 
campaigns to each customer segment and 
increase return on ad spend.

Personalizing Customer Experiences

With new technologies constantly emerging, 
customers have come to expect personalized 
experiences because they make them feel 
noticed and appreciated. Not to mention, 
oftentimes they can make their shopping 
a lot easier and quicker. Relevant product 
recommendations, personalized marketing 
promotions, and customized in-store experiences 
are some examples of customer experience 
personalization.

How does it work? Machine learning algorithms 
analyze past purchases, data about previously 
successful marketing promotions, browsing 
history (for eCommerce) and more to identify 
customer interests and make predictions of 
future behavior and offers that may be most 
relevant to them. As always, the more quality 
data the algorithms can go through – the better 
the results.

_______

As you can see, customer analytics are invaluable 
for any customer-centric business, especially 
a retailer. By extracting ultimate value from 
your data, customer analytics provide you with 
forward-looking insights that can inform your 
strategic decision-making, propel your business 
ahead of the competition and deliver significant 
returns on investment.

Source: McKinsey

Extensive use of  customer analytics drives corporate performance





CHAPTER 3:

AI-POWERED MARKETING IN RETAIL



There has been a growth in discussions around 
AI in marketing and most experts agree – AI 
is capable of freeing up a marketers’ plate by 
delegating tasks to machines. The result – 
marketing managers are focusing their efforts 
on more creative, strategic tasks that cannot 
be automated and which ultimately drive 
sustainable business growth.

Top picks of how AI technologies enhance 
marketing:

1. Improves user experience

Content remains king for marketers worldwide, 
but personalized content is what can drastically 
improve conversion rates and provide a pleasant 
user experience for potential customers. The 
more tailored and relevant the content the user is 
viewing – the more likely he or she is to convert.

AI can collect data and decide which content 
is most applicable to each specific user based 
on location, historical data and past behavior. 
Probably one of the best examples of providing 
tailored content is Netflix with their movie and 
TV series recommendations. You may have 
realized that behind the “98% match” statistic is 
a powerful AI algorithm that has analyzed what 
types of movies you’ve enjoyed most and why. 
Seeing tailored content regardless of type of 
business will give the user the impression that 
the company fits them perfectly and can answer 
their needs best, thus enticing them to make a 
purchase or initiate conversation.

2. Helps achieve omnichannel strategies

For marketers, data collected about users visiting 
their website can be extremely valuable as it 

provides an opportunity to evaluate which pages 
and content are performing better and why. Now 
imagine, having access to customer behavior 
analytics not just from your website but also 
what that user has done across the internet?

With the help of various data management 
platforms AI can collect information about users 
across the internet, from in-store experiences 
and other channels, thus providing managers 
with information that can help target potential 
leads and not focus efforts on people that are 
unlikely to convert.

3. Facilitates context aware marketing

Context is a crucial part of any marketing 
campaign. Imagine: you are watching a video of a 
car crash when it is interrupted by an automobile 
advertisement. Or, you are reading about the 
worst kinds of shoes to wear in winter and you 
see the ad for one of those shoes on the same 
page. Clearly it was not the intention of the 
company to have their advertisements placed so 
inconveniently, potentially hurting their image 
as opposed to helping it.

To solve these issues machine vision and Natural 
Language Processing (NLP) can be leveraged to 
understand the context of where the company 
ads are to be served. With these technologies 
companies can protect their brand image and 
increase marketing efficiency by making sure 
their message is compatible with the context of 
the website.



4. Drives one-to-one marketing

At this point, consumers are aware that data is continuously being gathered while they browse the web. 
With this awareness comes an expectation – that companies will use their data to provide better user 
experiences through personalization. Hence, marketers are placing a lot of effort in ad targeting and 
customer segmentation – which as you may have guessed can be improved through AI technologies. 

Specifically, AI can target audiences based on their browsing behavior, completed purchases, past 
likes, and comments – allowing companies to identify groups of people with similar interests and tailor 
campaigns to that specific demographic.

Marketers agree that personalization helps their companies not only build meaningful customer 
relationships but also increase sales by making the customer feel understood and hence more eager 
to purchase.

_______

When used efficiently AI technologies have the power to improve user experiences, predict customer 
behavior, and ensure that your marketing efforts are always context aware. However, it is important 
to mention that none of this is possible without quality data, so make sure that your company is 
maximizing its potential by efficiently gathering the data it has access to.

AI IN MARKETING

IMPROVES 
USER 

EXPERIENCE

HELPS ACHIEVE 
OMNICHANNEL 

STRATEGIES

FACILITATES 
CONTEXT 

AWARE 
MARKETING

DRIVES 
ONE-TO-ONE 
MARKETING

“AI IS A MARKETING TECHNOLOGY WITH THE LARGEST 

ANTICIPATED GROWTH.”
- BI INTELLIGENCE





CHAPTER 4:

AI-POWERED DEMAND 

FORECASTING IN RETAIL



What is demand forecasting?

Demand forecasting is a process of using internal 
and/or external data to predict how much of a 
specific product or service customers will want 
to purchase during a certain period of time. It 
is especially relevant in the retail industry as 
it highly depends on demand generation and 
stock availability.

Why is demand forecasting important?

Demand forecasting is an important part of 
retailing as it can drive an organization towards 
high cost-efficiency and improved customer 
experience. Which in turn, both contribute to 
higher profits. While the importance is clear – 
the biggest issue remains to be the accuracy 
of the forecasts. If you haven’t been tracking 
all the necessary data properly, or on the other 
hand, have been tracking lots of data which now 
results in an immeasurable amount – chances of 
having accurate demand forecasts are pretty low. 
It is also difficult to account for external changes 
in the market, not just the weather, but also 
new products coming to market, competitors 
adjusting their strategies, new stores opening 
and what is trending on social media. These are 
also important factors to consider when looking 
for high accuracy of results.

How does AI enhance demand 
forecasting?

AI helps with the above-mentioned issues as it 
can replicate human knowledge of consumers 
and their behavior. Without requiring the help of 
a human, AI technologies like machine learning 
and natural language processing can inform 
retailers on what the customers will buy, when 

and why, all the while considering how outside 
events like new trends, economics and weather 
can affect it. 

AI technologies can build highly accurate demand 
forecasting predictions based on heterogeneous 
data that can seem unstructured and unrelated. It 
finds hidden patterns and complex relationships 
between factors that influence product demand. 
Using AI technologies, a large number of models 
and hypotheses can be tested allowing retailers 
to save time on doing manual analyses and cut 
down costs. One of the greatest advantages of 
AI-powered demand forecasting is that these 
models become more and more precise with time 
as they adapt to new information and changes.

Percentage of retail executives focusing on 
intelligent automation by tasks:

Source: IBM



Benefits of demand forecasting for retailers:

• DETERMINE OPTIMAL STOCK LEVELS: see how much of each product you need to have to avoid 

deficits and out-of-stocks, reduce the likelihood of product going bad and effectively assign 

amounts by channel.

• INCREASE SALES: add in-demand products to your range and make sure your customers are 

consistently having their needs met. 

• BECOME AWARE OF UPCOMING TRENDS: as AI and ML algorithms analyze external data as well as 

internal – they are capable of spotting new trends quicker than a human would.

• REDUCE COSTS: by making sure you only purchase the needed amounts of inventory you will avoid 

the costs associated with holding products.

• INCREASE CUSTOMER LOYALTY: by providing your customers with great experiences (by having 

their desired products on hand for example), you will increase their loyalty and make them choose 

you over the competition.

_______

As you can see, demand forecasting is a necessary process for retailers and the emergence of new 
technologies makes it even better. By leveraging AI and ML, retailers have the opportunity to significantly 
cut down costs, increase sales and boost customer loyalty.

- BI INTELLIGENCE



“ACCURATE DEMAND FORECASTING CAN 
HELP YOU MEET CUSTOMER NEEDS AND 

AVOID DISAPPOINTMENT. 

OVERSTOCKS INCREASE YOUR SPENDING 
AS HOLDING COSTS RISE, WHILE 

UNDER-STOCKS LEAD TO FRUSTRATED 
CUSTOMERS AND LOST SALES. 

HOWEVER, IF YOU LEVERAGE AI AND 
ML EFFECTIVELY, YOU CAN INCREASE 

INVENTORY PRODUCTIVITY AND OPTIMISE 
THE ENTIRE SUPPLY CHAIN.”



CHAPTER 5:

AI-POWERED REPUTATION 

MANAGEMENT IN RETAIL



It is no secret that a brand’s reputation can make 
or break a business, especially a highly customer-
centric one like retail. An issue with a product or 
a poor customer service experience can put a 
huge stain on the reputation of any retailer, and 
it can happen quickly. With customers always 
online and with an ability to instantly share 
their experiences and leave reviews - it is more 
important than ever to monitor your company’s 
reputation and manage it effectively. 

It can be rather difficult and highly time-
consuming for retailers to monitor what is being 
said about their brand and products. Research by 
Clutch revealed that 42% of companies monitor 
their online reputation daily. Can you imagine how 
many labor-hours that amounts to in the long-
run? Luckily, as artificial intelligence, machine 
learning and natural language processing 
technologies have emerged, it became easier 
to manage a company’s reputation and make 
sure that a brand is always portraying the best 
possible image to its customers. These tools 
allow the most time-consuming work to be done 
within seconds by machines so that managers 
can dedicate more time to strategic decision-
making.

Machine learning technologies help retailers 
with reputation management via social listening 
and customer feedback analytics. 

Social listening

Social listening allows you to monitor social 
channels for mentions of your company, 
competitors or products and gain insights on 
the overall state of your reputation. It can also 
help you see how your competitors are viewed, 
what products are most liked and what people 

are saying about your brand. These insights then 
allow you to learn more about your customers, 
their likes and preferences so that you can create 
better experiences for them. 

In short, social listening helps you understand 
the “why” behind customer behavior so that 
you can adjust your strategy. For example, when 
you see a lot of positive reviews about a new 
product launch, social listening can show you 
that perhaps it’s not just about the great design. 
Maybe what resonated with your customer base 
was the personal story you used in your marketing 
campaign. Thanks to this insight, in your next 
campaign, you could test more storytelling 
strategies to further increase your ROI.

Customer feedback analytics

One step further in reputation management 
are customer feedback analytics which help 
employees quickly understand what is being said 
about the company and respond accordingly. 
Algorithms go through comment forms, surveys, 
and reviews in real-time and provide immediate 
insights on reviews that require attention. Thus 
allowing to save significant time on information 
processing. 

How does it work? It all begins with natural 
language processing which is a field of artificial 
intelligence and machine learning that analyzes 
the human language and derives meaning from 
it. The key benefit of which is - not needing a 
human to go through hundreds or thousands of 
text content manually. 

Then, the process of sentiment analysis begins. 
It is used to determine the attitude and emotion 
expressed in a text and categorize it as either 



positive, negative or neutral. After examination, it allows for real-time insights to be provided so that 
employees immediately see any customer complaints that need an urgent response or just so that they 
can get a better understanding of how their customers feel about the company.

As you can see, machine learning and language processing make reputation management even more 
effective, primarily thanks to the speed of access to insights, which leads to:

1. Better customer understanding - by monitoring what is being said about your business and gaining 
quick access to overall review scores, you can get closer to your customers by having a better 
understanding of their preferences. 

2. Improved strategic decision-making - since you better understand your customers, your strategy 
can be driven by true insights instead of hunches and you can be sure about creating products and 
experiences that your customers will appreciate. 

3. Time saved on manual monitoring - as you leverage natural language processing and machine 
learning algorithms - you will no longer need to have employees spend hours on monitoring 
mentions and social media. 

4. Increase brand loyalty - by leveraging the relevant insights you gain with reputation management 
tools, you will be able to quickly respond to your customers and build a thoughtful communication 
strategy, for which you will be thanked with a loyal customer base.

5. Growth in revenue - as your relationship with your customers becomes better and brand loyalty 
increases - customers will be choosing you over the competition, thus driving sales and revenue.

- BI INTELLIGENCE



“BY ANALYZING 
FEEDBACK AND IN TURN, 

LISTENING TO YOUR 
CUSTOMERS, YOU CAN 

INCREASE UPSELLING AND 
CROSS-SELLING SUCCESS 

RATES BY 15%-20%.”
-GARTNER



CHAPTER 6:

HOW TO BEGIN INTEGRATING AI & ML

INTO YOUR BUSINESS?



Every business collects some type of data 
through its operations, but few are leveraging 
the data collected to its utmost potential. If you 
want to prepare for AI & ML integration and lead 
your company through their adoption, there are 
some steps you should consider taking to ensure 
success.

1. Understand AI & ML

It is imperative to begin by educating yourself 
on the AI & ML subject. You do not need to 
gain much technical knowledge, rather enough 
understanding so that you can recognize its 
potential. By looking at how programs learn from 
data, how AI systems can be integrated, and what 
benefits they can bring you will gain enough 
knowledge to make informed decisions and 
determine if your business would benefit from AI.

Start by understanding the potential of artificial 
intelligence and  looking at some resources that 
might help you demystify AI. Once you have 
grasped AI fundamentals, you can go ahead 
and educate your team. Make sure to share the 
resources you’ve found most useful so that they 
can get on the same page quickly and you can 
begin discussing your goals.

By having the CEO and management team 
committed to making the most of AI – data 
culture will begin establishing. It will result in 
an ongoing, informed conversation between 
top decision makers and employees which will 
ensure that your company propels forward and 
leverages AI to its most potential. 

2. Identify business value

After gaining some basic knowledge on data 
transformation, it is time to determine what value 

you hope to add with your data initiatives. You 
can start by identifying what each department 
needs to perform better. For example, your 
marketing department would probably benefit 
from knowing what the customers are saying 
about the brand, so one of your value drivers 
could be obtaining a tool that provides real-
time insights on customer brand perception and 
mentions of company in socials. Essentially, the 
idea is to know where value will be created for 
your business by having clear and measurable 
milestones that you want to reach.

At this stage you should also evaluate whether 
you have enough data to start working with 
implementing AI. If you are a small company just 
starting out then perhaps implementing AI is not 
what you should do yet. Instead you can focus 
on effectively collecting and storing data so that 
when you are ready – the adoption will be quick 
and smooth.

3. Evaluate your processes

Take a look at your current data infrastructure. 
Where is your data being stored? On different 
CRMs or a unified system? Do you gather enough 
personal customer information?

Sometimes, you may bring in a data scientist to 
work on a project but he will inform you that the 

“THE FIRST STEP SHOULD BE 

TO GET THE MANAGEMENT TEAM 

AND SPEND A DAY TO TWO DAYS 

AND REALLY LEARN WHAT TRUE 

ADVANCED ANALYTICS IS.”
- MCKINSEY



right data for your goals was not collected or is 
stored in a database that will not suit future tasks. 
In that case your project may come to a halt or 
be delayed, contributing to time and money 
loss. It may seem overwhelming, but this is an 
imperative step towards leveraging your data.

By evaluating your current processes, you will 
identify the work that still needs to be done 
and the areas that require changes to be made. 
Remember that the key to successful AI adoption 
is using large amounts of high-quality data.

So, in order to make sure that you prepare well 
for integrating AI into your company – plan a 
data collection strategy based on the value you 
wish to create for your team and customers.

Not sure what data to focus on collecting? 
Then collect as much as possible but make sure 
there are no gaps, as it is hard to build a model 
if some variables are missing. We recommend 
you track everything – filtering out what is 
not needed is easier than completely lacking 
needed information. Don’t be afraid to pay for 
that storage space to collect more data. It is best 
to do that than risk that valuable data is lost or 
never collected.Alternatively, you can reach out 
to consultants and AI specialists to advise you 
on the best processes, clean your data and build 
custom solutions that would fit your unique 
business and provide valuable results even if you 
seemingly don’t have a lot of data. 

4. Start small with AI

It’s a good idea to start integrating AI into your 
company in small doses. That way you ensure 
employees are not too overwhelmed by the 
changes and you face less resistance from them.

Be ready and willing to experiment. This is simply 
the case with new technologies and processes. 
Experimentation will allow you to determine 
causation of events and hence optimize processes 
to drive most value.

You need to encourage an experiment culture 
within your organization. Do not punish 
employees for trying things out and coming to 
you with ideas that may seem radical. However, 
remember that the end goal is to make better 
decisions so data collection, analysis and 
deployment need to remain effective and not 
some sort of game. For example, Steve Burke, 
CEO of NBCU is very engaged in his company’s 
data projects according to his employees. He is 
willing to listen and share feedback, but retains 
the picture of the end goal in mind to effectively 
drive his company forward.

WHAT DATA TO COLLECT 
WHEN STARTING OUT?

• SALES AND 
TRANSACTIONAL DATA

• INVENTORY DATA

• MARKETING DATA ON 
PAST PROMOTIONS AND 
CAMPAIGNS

• CUSTOMER DATA OF ALL 
INTERACTIONS



If you don’t want to commit to hiring an in-house AI and data science team, start by consulting 
experts who can give you suggestions and work with you to optimize some of your processes.

5. Maintain a data strategy

Now that you have started integrating AI into your company, you need to stick to your data 
strategy to facilitate future development. According to research, developing a clear data 
strategy is one of the main foundations of successful data analytics performance.

Develop clear processes of data collection and strict accountability so that your employees are 
responsible for the quality of data they collect. Always keep in mind, quality data without gaps 
is what will help drive your organization forward and make the most of AI technologies.

Since you have understood AI, identified where business value can be created, evaluated your 
processes, started implementing AI into your business and are maintaining an effective data 
strategy – you are on the road to creating a competitive advantage within your services.

_______

After all these steps you can look into hiring a data manager, CTO or a consultant who will 
be responsible for your company’s data, help avoid future problems and ensure that you are 
making the most of your data to help you innovate.



GFAIVE

GFAIVE specializes in delivering ML-powered analytics for fashion 
retailers. We build custom tools that cater to your unique data 

infrastructure and provide accurate, predictive insights that help stay 
ahead of competition.

Our deep understanding of fashion retail challenges allows us to 
quickly get on board with business needs and start providing results 

even on short-term projects.  We work in an agile manner, focused on 
delivering value every step of the way.

contact@gfaive.com        www.gfaive.com


