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• Analytics that are both visually appealing and 
fundamentally intelligent hold great value for 
assortment, supply chain and customer 
information

• Retail over-performers have clearly set the stage 
for the use of these newly infused technologies 

• One critical differentiator is the ability to attract 
data scientists to help manage complexity, and 
turn that complexity to simplicity

• Retailers that have human and data 
infrastructures in place have a leg up on others

• Overall, we find that traditional retail over-
performers (“Retail Winners”) have made the 
necessary investments to start taking advantage 
of AI. Others are lagging but trying to educate 
themselves.

The possibilities both Artificial Intelligence (AI) and Machine 
Learning (ML) bring to analytics are genuinely mind-blowing, 
particularly now, when the world seems more unpredictable 

than ever. 

The question we wanted to answer is “Are retailers ready to 
start to take advantage of these capabilities?” This report reveals 

the results.

Top Level Notes:
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Research Overview
Why Study AI Now?
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RSR and 
Analytics...
Now with 

AI

• RSR conducted research on Business Intelligence and 
Analytics every year from its inception in 2007 through 2015. 
By 2015, the glacial pace of change we were seeing from 
year to year caused us to step away from the topic, choosing, 
instead, to focus our research efforts elsewhere. 

• We thought we were done, but then along came the 
broadening usage of AI and ML in retail.  And along came the 
year of disruption

• In the context of 2020’s chaos we had to discover: do 
retailers see value in AI-infused analytics, and can these 
analytics help them weather the storm of uncertainty 
around the world? That’s how this study was born, and our 
findings unfold on the following pages.
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Retailers Have 
A Measured 
Approach To AI

• On the surface, when it comes to 
AI-enabled analytics, retailers really 
do know what they don’t know. 
They’re certain it will help them in 
customer interactions, product 
buying decisions, the supply chain 
and store performance, but they 
also recognize that there’s a lot yet 
to become clear.

• More than half acknowledge they 
have no real idea how it will impact 
their operations, and over 40% 
think the value is simply overblown. 

22%

36%

42%

47%

55%

55%

21%

23%

49%

46%

38%

36%

33%

17%

6%

4%

5%

8%

24%

24%

2%

2%

2%

1%

The value of AI-enablement in retail is
overblown

My company has no idea how AI-enabled
analytics will impact our own operations in

the next 3 years

AI-enabled analytics will fundamentally
change the way retailers evaluate store

performance in the next 3 years

AI-enabled analytics will have a profound
effect on supply chain planning in the next

3 years

AI-enabled analytics will fundamentally
change the way retailers will create buying
plans and manage Open to Buy in the next

3 years

AI-enabled analytics will have a dramatic
impact on how retailers interact with

consumers in the next 3 years

Rate Your Reaction To The Following Statements

Strongly Agree Agree Disagree Strongly Disagree
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But Then 
We Look At 
“Retail 
Winners”

Over the years, RSR has found significant differences between 
retailers who over-perform in year-over-year comparable sales 
and their competitors. 

These differences are highlighted in our benchmark reports; 
consistent sales performance turns out to be an outcome of a 
differentiating set of thought processes, strategies and 
tactics. While some might argue that comparable sales are a 
dated metric, they remain the best measure of retailer success. 
Of course, we must also look at retailer earnings. In general, 
but with a few notable exceptions, retailers who don’t make 
money don’t survive for long. In that context, we call 
comparable sales over-performers “Retail Winners.”

RSR’s definition of these Winners is straightforward. Assuming 
industry average comparable store/channel sales growth of 4.5 
percent in 2019, we define those with sales above this hurdle 
as “Winners,” those at this sales growth rate as “average,” and 
those below this sales growth rate as “laggards” or “also-rans.” 
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..And 
Differences 

Emerge

Winners are clearly more bullish on AI analytics for 
merchandise and supply chain planning. In an age of 

disruption, reaction time is critical
7

19%

35%

27%

54%

27%

43%

24%

36%

52%

55%

60%

62%

The value of AI-enablement in retail is overblown

My company has no idea how AI-enabled analytics will impact
our own operations in the next 3 years

AI-enabled analytics will fundamentally change the way retailers
evaluate store performance in the next 3 years

AI-enabled analytics will have a dramatic impact on how
retailers interact with consumers in the next 3 years

AI-enabled analytics will have a profound effect on supply chain
planning in the next 3 years

AI-enabled analytics will fundamentally change the way retailers
manage merchandise plans and Open to Buy in the next 3 years

Please Rate Your Reaction To The Following Statements ('Strongly 
Agree')

Retail Winners Others
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30%

8%

24%

22%

24%

32%

46%

24%

49%

41%

7%

9%

26%

28%

31%

33%

38%

41%

41%

47%

Helping us compete more effectively

Gaining a better understanding of the markets that we
operate in

More effectively plan and execute

Putting actionable information into the hands of our
operators

Managing our relationships with trading partners

Managing our relationships with consumers

Optimizing price, promotion, assortment

Uncovering new market opportunities

Monitoring and optimizing our operations

Identifying trends that impact our future objectives

What Are The Three (3) Most Important Uses For Data 
Analytics Within Your Company?

Retail Winners Others

How Can 
Analytics 
Make A 

Difference?

Winners look forward, others still back at the basics…..
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How Much 
Have They 

Been 
Working On 

It?

22%

5%

22%

19%

19%

14%

5%

7%

17%

19%

24%

28%

We aren't doing anything related to AI-enabled analytics

Different internal organizations are piloting,
implementing, or rolling out AI-related projects, but there

is no central management of the capability

We are undergoing education on the opportunities
(including some pilot projects)

We have successfully implemented at least one project
that uses AI-enabled analytics, and are actively seeking

new projects

We have multiple, mature AI-enabled analytics projects
and use them to drive capabilities that differentiate us

from our peers

We have a comprehensive strategy in place for using AI-
enabled analytics, and are beginning to implement that

strategy

What Is Your Company's Current Level Of Experience When It 
Comes To AI-Enabled Analytics? (Choose ONE)

Retail Winners Others

Winners move, others lag behind. But what are the details behind this data?
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Business Challenges
Long-term Challenges Take On A New Urgency
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COVID-19: 
The 

Elephant In 
The Room

An overwhelmingly US-based respondent pool tells us just how much traditional 
concerns have grown in country

Elections and weather events will create further disruptions. This only exacerbates 
business stresses.  And we’ll see the impact on the following page.

16%

24%

57%

49%

24%

43%

41%

46%

22%

33%

33%

34%

40%

41%

43%

53%

Competition seems able to “read our minds”, undercutting the 
effectiveness of our tactics

Consumer demand can be generated “anywhere”

Consumers’ "paths to purchase" are many and varied – we need 
to understand them better

Competitors are nimbler than we are in responding to market
conditions

We need to be able to detect Supply chain disruptions as early
as possible and react more quickly

Consumer demand changes rapidly, undercutting our ability to
place big buys and lower our costs

Customers demand offers that are relevant to their lifestyle
needs

As a business users we need more intelligent process
automation and digital assistants to reduce day-to-day workloads

Please Identify The Top Three (3) Business Challenges Your Company 
Faces That Create Interest In Expanding The Use Of AI-Enabled 

Analytics

Retail Winners Others
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How Much 
Can “Non-

performance” 
Related Data 

Help With 
Analytics?

27%

22%

38%

46%

51%

54%

41%

65%

62%

65%

48%

53%

57%

57%

64%

67%

69%

71%

71%

71%

Weather

School schedules

Commute patterns

Business schedules

Real-time environmental and social incidents

Location demographics and psychographics

Community health (the progression of seasonal flu,…

Competitor information

Market metrics

Sudden and significant changes in customer behavior

Rate The Importance Of The Following 'Non-Performance 
Specific' Data In Your Decision-Making Processes ('Very 

Important')

Retail Winners Others

It turns out, it can help a LOT.
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A “Watch 
Out”

• Retail Winners, in particular, see opportunities across the entire 
enterprise from AI-driven insights during large disruptions like the 
COVID-19 pandemic. We do think that to some extent, the nature of 
these disruptions are unpredictable, by their very nature. By the 
time AI or ML can grasp what has happened, product is likely in flight 
and buying decisions made. 

• However, we do believe that Winners and others all under-
estimate the opportunity for AI to support store operations. Once 
the disruption is in flight, store operations can and should change 
the way they execute their businesses. Determining the best way to 
support in-store employees who are in the front lines, or otherwise 
unable to safely come and go from their homes to their jobs and back 
again is a better use of the technology.

• And so, as we look at the next page, it is partly with a jaundiced 
eye, as we get a sense that there’s more hope than actual 
opportunity for the most frequently cited benefits, and partly with 
disappointment for those opportunities that may well be missed.
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Inventory 
Re-Emerges 

As A Key 
Issue

51%

30%

30%

38%

43%

62%

59%

43%

51%

59%

53%

53%

55%

55%

59%

60%

67%

71%

72%

81%

Store operations

Executive management

Human resource planning

Finance

Merchandise assortment planning

Marketing

eCommerce operations

Merchandise financial planning

Supply Chain planning & execution

Demand planning

In The Event Of Market Disruptions Like COVID-19, How Much 
Would The Following Business Areas Benefit? (% Citing A Lot Of 

Benefit)

Retail Winners Others
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Without 
Data, Under-
performers 

Are Stressed 
To Perform

27%

35%

30%

46%

35%

27%

41%

38%

51%

16%

24%

26%

26%

29%

29%

31%

34%

38%

Nothing balances to anything else (different versions of 
‘the truth’)

We get few (if any) exception-based alerts for
operations management

Inefficient or confusing access methods

We use too many spreadsheets

Too much aggregated data – can’t get to root cause 
analysis

Frequency of analysis doesn’t match our operational 
needs

“Dirty” and/or incomplete data

Analyses are based on past performance, not predictive
of future actions

We spend too much time reacting, not enough time
anticipating

Please Rate Potential Operational Challenges Associated 
With Your Company’s Current Business Analytics 

Capabilities ('Big Problem')

Retail Winners Others

Under-performing retailers are simply not as bullish on the data-driven enterprise as Retail Winners. Is it any 
surprise then that they spend more time reacting, rather than anticipating? Or that they’re using spreadsheets 
as a primary source of business analytics? Of course, as anyone who has worked in an environment where 
spreadsheets are a primary source of decision-making can tell you, nothing balances to anything else, the data 
used is incomplete or otherwise incorrect and, of course, exception-based alerts are hard to come by.
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Opportunities
Seeking The Holy Grail – Knowing The Customer
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Overall, 
Traditional 

Opportunities 
Dominate

18%

21%

23%

26%

27%

27%

33%

40%

40%

44%

More effective corporate planning

Improve ability to model future-state scenarios

Improve reaction to supply chain shocks

Ability to test the impact of proposed decisions on
the business

Better "what if" capabilities for matching demand to
assortment, price, and promos

Gain a better understanding of who our customers
are, their buying habits and their preferences

Improve reaction to sudden shifts in consumer
demand

Better ability to identify opportunities to optimize
operations

More intelligent allocation and optimization of
products based on customer insights

Deliver relevant products, services and marketing
messages that resonate with today's consumer

What Are The Top Three (3) Opportunities From 
Greater Use Of AI-Enabled Analytics Within Your 

Business?
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But Digging 
Into Details, 
Differences 

Emerge

Under-performers lag in customer understanding, Winners see the 
need for speed. There is definite opportunity for under-performers to 
leapfrog!

18

22%

41%

24%

14%

24%

43%

16%

19%

28%

29%

38%

38%

More effective corporate planning

Gain a better understanding of who our customers
are, their buying habits and their preferences

Ability to test the impact of proposed decisions on the
business

Improve reaction to supply chain shocks

Improve reaction to sudden shifts in consumer
demand

More intelligent allocation and optimization of
products based on customer insights

Top Three (3) Opportunities From Greater Use Of AI-Enabled 
Analytics Within Your Business (Selected Differences)

Retail Winners Others
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The Road Is 
Long, But 

Winners Far 
Ahead

19

38%

35%

43%

22%

35%

43%

46%

24%

54%

48%

50%

50%

53%

57%

57%

59%

62%

74%

Optimize local assortments

Better track customer satisfaction (eg. NPS,
CSAT)

Simulate the effect of decisions on sales,
profitability

Model future market segments

Optimize promotional plans

Compare labor expense to budget, by store,
region, enterprise

Optimize store layouts

Understand customer “paths to purchase”

ID “best”/ most profitable customers

Please Rate Your Company’s Current Marketing And Other 
Customer Facing Business Analytics Capabilities ('Full 

Capability')

Retail Winners Others

This is the CURRENT state
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The Bottom 
Line:

Retail Winners Are Far Ahead In 
Understanding Their Customers

Even as non-winners struggle to understand 
their customers, we can see that Retail 
Winners have made great strides. 

Hearkening back to 2008, we discovered at 
that time that Retail Winners saw a lot of 
opportunity to understand the shifting tides of 
consumer sentiment through analytics. Their 
efforts have been successful. This year we 
asked retailers to rate their current marketing 
and business analytics capabilities. Their efforts 
have met with a lot of success.

This data is from our 2008 study on analytics. Retail 
Winners’ efforts have paid off!
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Organizational Inhibitors
There’s A Lot For Retailers To Swallow. Can They Get There?

www. retailsystemsresearch.com © Retail Systems Research. All Rights Reserved. 



22

The Top Line
• Retailers (especially Winners), still struggle being inundated by 

more and more data

• The IT department is still viewed as a roadblock. By the way, 
data scientists are expensive!

• There’s a real demand for tools that collate data into 
something easier to use, preferably in a mobile world

• This is especially painful in the mid-market, who can’t afford 
the staff it takes to care and feed big data
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Old And New Concerns….
Top Organizational Inhibitors (Selected Differences 2015-2020)

2015 2020

Budgetary constraints 37% 36%

The volume of data is overwhelming our ability to sift through it 28% 36%

It's hard to quantity ROI for new BI & Analytics capabilities 20% 33%

“Budgetary constraints” remain the top roadblock for retailers; there is an enduring concern about the
potentially high cost of getting into the game with new analytics. The cost of adoption was the top
concern 5 years ago as well, when retailers were just learning how to use then-new non-transactional
data without considering future-state AI technologies.

But other concerns have become more pressing since 2015. As retailers gain more experience in
handling the volume and complexity of new non-transactional data, they have become more - not less -
worried about being overwhelmed by the sheer volume and variety of it (and we’ll see in a moment that
retail Winners are even more concerned that average and under-performers).
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The Full 
Monty Of 
Inhibitors

20%

21%

23%

23%

24%

27%

27%

29%

33%

36%

36%

Business leadership is in denial over the potential value of AI

Our corporate culture values experience and intuition over "fact
based" decision making

Our technology is not equipped to handle new data and analysis
techniques

Our IT department is not equipped to work with new complex
analysis tools

We don't believe that we can react quickly enough to the
information that predictive analytics could tell us

We have a limited understanding of how to practically use non-
transactional data from digital sources such as search engines,…

The data has to be "pulled" from our operational systems

Lack of available talent

It's hard to quantity ROI for new AI-enabled analytics capabilities

Budgetary constraints

The volume of data overwhelms our ability to sift through it

Top Three (3) Organizational Inhibitors Standing In The Way Of Taking 
Advantage Of Opportunities
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But An 
Interesting Set 
Of Differences 

Between 
Winners and 

Others Across 
Time

While more Winners express confidence in the capabilities of their internal IT 
organizations, they are also much more concerned about the volume and frequency 
of new data. This is a more sober assessment, likely the result of a more aggressive 
adoption of new AI capabilities. Anecdotally, we know that data scientists spend the 
majority of their time (one source said 80%!) dealing with data quality issues. 
Retailers who are on the front edge of AI adoption have learned this lesson, while 
average and under-performers may be thinking of AI as the latest “silver bullet” to 
solve myriad problems. 

Top Organizational Inhibitors (Selected Differences 2015-2020)
Winners Others

Our IT department is not equipped to work
with new complex analysis tools

16% 35%

The volume of data overwhelms our ability to
sift through it

41% 27%
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…And 
Interesting 
Differences 

Across Retail 
Verticals

Retailers in fast-moving-consumer-goods (FMCG) and in General Merchandise 
(GM), are much more concerned about drowning in new data. Given their big 
assortments, continuous replenishments, and high transaction counts, this is 
understandable. Compounding this concern, more FMCG operators (grocers, 
drug stores, c-stores) are also worried about the state of their legacy IT portfolios. 
This is a clear reflection of years of deferred technology investments that FMCG 
retailers are now dealing with on multiple fronts.

Top-3 Organizational Inhibitors 
(Selected Differences)

FMCG Fashion GM

The volume of data overwhelms our ability to sift through it 55% 27% 43%

Our technology is not equipped to handle new data and 
analysis techniques

40% 33% 20%

It's hard to quantity ROI for new AI-enabled analytics 
capabilities

35% 40% 30%

Budgetary constraints 35% 40% 40%
Our IT department is not equipped to work with new 
complex analysis tools

10% 33% 20%
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Do We 
Care About 

Tools Or 
How To 

Use Them?

43%

32%

43%

32%

30%

22%

11%

16%

41%

30%

16%

17%

26%

28%

29%

29%

34%

36%

36%

48%

Executive mandate

Outsource production of AI-enabled
analytics

Enact pilot programs to demonstrate the
value of new advanced AI-enabled…

Hire new talent into the company

Obtain hosted solutions (on-demand,
commercial "cloud" based, etc.)

Data cleansing: Get cleaner and more
timely data from operational systems

Provide mobile access to analytics for
front line employees

Mobile access to AI-derived insights for
executives

Implement analytics tools that are simpler
to use

Provide tools that can collate all the
unstructured data we gather into…

Top Three (3) Ways To Overcome The Inhibitors You 
Identified (Winners vs. Others)

Retail Winners Others
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The 
Bottom 
Line

• The largest retailers press their financial clout
• Still, the amount of data extant is overwhelming, 

especially for Retail Winners
• It’s imperative to think of AI analytics as tools to 

solve a problem, not just the latest thing retailers 
can frustrate themselves with
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Technology Enablers
The Race Is On To Infuse Analytics With AI
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The Top Line
• The race is on.  Retail Winners are already leading in 

learning and using AI analytics
• Traditional transactional analyses are still important. It’s 

very clear that retailers still like/want/need legacy analytics
• New data analytics are generally more appealing to Retail 

Winners. They are comfortable with their legacy analytics 
but want to infuse them with more algorithmic intelligence

• Average and under-performers are not ceding the field to 
Retail Winners. They have plans, and recognize a leapfrog 
opportunity when they see one
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Retail 
Winners 
Take The 

Lead On AI-
Analytics

As is so often the case, over-performers are early adopters and are 
already taking advantage of the insights that AI can generate. 

3%

19%

19%

11%

30%

19%

0%

3%

7%

10%

36%

43%

This is “technology looking for a problem”, and a non-
starter

We are talking about the need to develop or acquire this 
kind of expertise, but haven’t decided on a direction

We’re waiting for practical technologies and use cases 
using new AI-enabled data analytics before investing any 

time on it

We have bought a software package from a vendor that
has AI/ML embedded

We have committed budget to developing our own in-
house data scientist capabilities

We have data scientist(s) on board that have competency
in mathematical data analysis and modeling tools and

techniques

Choose The ONE Statement That Most Closely Describes AI Readiness At Your 
Company

Retail Winners All Others
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How Will AI 
Insights Be 
Presented?

While a majority of retailers want improved daily KPI reports delivered to their management 
team, Winners differ from average and under-performers in the emphasis they put on the 
human interfaces to the technology. Beyond improved KPIs, every interface that we 
presented had more than 50% of Winners indicating that it was “very important”. But only 
dashboards and the related visual data representations are “very important” to more than 
50% of average and under-performers. It’s all a matter of emphasis – more over-performers 
feel strongly about how to use insights derived from AI analytics.

46%

35%

46%

57%

51%

46%

49%

54%

53%

53%

55%

60%

60%

62%

62%

71%

Online queries using “canned” rules (“playbooks”, etc.)

Natural Language Interface

Role-based mobile access

Daily KPI reports

Visual data representations

Exception alerts

“Google-like” search

Dashboards

How Important Are The Following Interfaces In Your Company? 
('Very Important')

Retail Winners Others
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How Much Progress 
Has Been Made?

• While a majority of retailers want improved daily KPI 
reports delivered to their management team, Winners put 
more emphasis on human interfaces. Beyond improved KPIs, 
every interface that we presented had more than 50% of 
Winners indicating that it was “very important”. 
• But only dashboards and the related visual data 
representations are “very important” to more than 50% of 
average and under-performers. It’s all a matter of emphasis –
more over-performers feel strongly about how to use insights 
derived from AI analytics.

33%

52%

38%

38%

40%

41%

46%

52%

46%

51%

52%

56%

57%

57%

59%

64%

Natural Language Interface

Online queries using “canned” 
rules (“playbooks”, etc.)

Role-based mobile access

Exception alerts

“Google-like” search

Visual data representations

Daily KPI reports

Dashboards

Analytics Interfaces
Very Valuable vs. Implemented And 

Satisfied

Very Valuable Implemented/Satisfied
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Once Again…Winners 
Take The Lead As we noted earlier, a 

majority of average and 
under-performers don’t see 
that opportunity yet. That 
finding is further underlined 
in the table above; only 27% 
of non-winners have 
satisfactorily implemented 
roles-based mobile access to 
actionable insights derived 
from AI analyses.

“Implemented & Satisfied” 
(Selected Differences) Winners Others

Visual data representations 53% 22%
Daily KPI reports 52% 38%
Exception alerts 50% 19%
Role-based mobile access 45% 27%
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Traditional 
Transaction Analyses 
Still Matter
Even though there is a lot of enthusiasm for the 
promise of AI analytics, more traditional analyses are 
not losing their importance. 

The only traditional capabilities that are beginning to 
lose importance to retailers are spreadsheets, “drill 
down” capabilities, and rules-based queries. 

While it’s a stretch to say that these capabilities are on 
the way out with, what can be intuited is that time-
intensive analyses of data are losing favor. 

In a world where real-time responsiveness is a critical 
success factor, spinning tables in a spreadsheet isn’t 
fast enough

Winners cite structured data extracted from 
operational systems, real-time data aggregations, ETL 
from systems of record and stored data aggregations 
more frequently than their poorer performing peers.

58%

58%

60%

66%

67%

69%

71%

72%

78%

35%

32%

38%

29%

28%

27%

23%

27%

22%

7%

11%

2%

4%

4%

3%

6%

1%

0%

Rules-based analysis

”Drill down” capabilities

Data analyzed with spreadsheets

Data organized by Product,
Location, Time

Stored data aggregations

Realtime data aggregations from 
“facts” tables

Data extract/transform/load from
data of record for analysis

Analytics based business cycles
(daily, weekly, monthly, quarterly)

Structured data extracted from
operational systems

How Important Are The Following Legacy 
Capabilities At Your Company?

Established/ Important Established/ Losing Importance Not Important
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And What Will 
Retailers DO With 
This Data?
The most glaring disconnect between how 
Winners and others rate these capabilities 
is when it comes to math-based (or 
algorithmic) analysis capabilities.

This is the capability that makes AI what it 
is. More than anything, this is a clear 
indicator of where average and under-
performers are along the adoption trail.

54%

35%

32%

46%

51%

46%

51%

43%

70%

65%

35%

52%

53%

57%

59%

60%

60%

62%

62%

71%

72%

74%

Simulation (What-If analysis)

Natural Language queries

Video Analytics

Supporting robotics with AI

Unstructured data

“Google-like” search

Pattern recognition in disparate data

Supporting IoT with AI

Predictive/modeling methods

Realtime and adhoc inquiries

“Math-based” (or algorithmic) …

How Important Are The Following New Data 
Analytics Capabilities To Your Company? ('Very 

Important')

Retail Winners All Others
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What’s Next 
In AI-

Analytics?

62%

57%

62%

54%

65%

62%

57%

62%

51%

51%

51%

36%

40%

47%

48%

50%

52%

52%

53%

53%

55%

55%

Unstructured data

“Google-like” search

Pattern recognition in disparate data

Natural Language queries

Predictive/modeling methods

Realtime and adhoc inquiries

Video Analytics

Simulation (What-If analysis)

“Math-based” (or algorithmic) analysis capabilities

Supporting robotics with AI

Supporting IoT with AI

AI-Related Technologies Under Active Consideration
(Implemented/Considering a Change, Piloting, Budgeted, or Planning)

Winners Others

Taken as a whole, it’s apparent that average and under-performers aren’t ceding
competitive advantage to Winners. Where this becomes most clear is in the emphasis
they place on predictive modeling and pattern recognition to be obtained from
unstructured data.
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Where Should Retailers Go From Here?



39

RSR 
Recommends

• Accept the “meta-challenge” – Achieve agility without 
sacrificing efficiency

• The race is on – use AI analytics to achieve the Holy Grail: the 
right product in the right place, at the right time

• Consider decision automation: hyper-local decision-making 
cannot be achieved without intelligent process automation 
and digital assistants

• Non-performance specific data is a must – Consider market 
metrics, community health information, weather, and other 
exogenous factors…this is more than can be done by the 
human mind

• Consider AI to support store operations – We found retailers 
really under-estimate the value. In disruptive times, AI-based 
support for in-store employees is valuable

• Remember, there are no silver bullets. Continue using legacy 
analytics as an adjunct to AI-infused analytics. Retail Winners 
use all the tools at their disposal
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Read The Full Report At:
https://www.rsrresearch.com/research/getting-past-the-hype-what-can-ai-analytics-really-accomplish-for-retailers
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