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Introduction: Assessing the New Frontier of
Strategic Retail Forecasting

The retail calendar is punctuated by key promotional events that drive consumer
spending and help companies shape their production and revenue forecasts.
Understanding these periods allows companies competing at retail to better prepare
for fluctuations in demand and refine their strategies.

With more data available than ever, companies should be well-equipped to plan
for consumer demand. Yet gaps remain, creating pain points for companies trying
to accurately forecast what to produce and distribute and when, and how to plan
their marketing investments.

Stitching data together from disparate sources introduces privacy risk

and complexity for brands competing at retail. Managing data redundancy,
mismatched data, and consumer consent—all while keeping pace with growing
data volumes—make it difficult to adapt to a quickly changing marketplace.

AnthologyAl believes gaining holistic insights into consumer shopping behavior
across categories and across retailers—beyond a company’s own customer data and
research—is critical for accurate retail forecasting. Consumer Packaged Goods (CPG)
companies and others competing at retail need to expand their insights capabilities

to include competitive data that is not only consent-driven, but considers behavioral
data across various categories that provide clues into consumer purchase decisions.

Challenges in the Battle for Retail Success

A complex distribution landscape creates plenty of pain points for both retailers and
product manufacturers. AnthologyAl has identified some key challenges that can
be addressed by tapping insights beyond what has traditionally been available.
Four of these challenges to consider are:

1. Under-delivering on Personalization Expectations

Retailers face significant obstacles to effectively segment customers for targeted
promotions. According to a Deloitte! survey, 80% of consumers want brands

to provide a personalized retail experience. While the vast majority of retailers (92%)
believe they deliver great personalized shopping experiences, only 48% of shoppers
agree. It's clear many retailers struggle with personalization strategies, impacting
their ability to maximize promotional effectiveness to key segments. This gap in
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meeting customer needs can lead to missed opportunities, increased customer
acquisition costs, and reduced customer loyalty.

2. Inaccurate Demand Predictions

Demand forecasting is complex during peak promotional periods, as major sales
events don’t always align with expected performance. Inconsistent sales during
events like Black Friday can result in both overstock and inventory shortages.
This volatility underscores the need for data-driven insights to improve forecast
accuracy and minimize operational disruptions.

3. Data Complexity

In today’s data-driven retail landscape, the challenge isn’t just collecting data,

but accessing privacy-compliant, high-fidelity, multidimensional data. Retailers need
to integrate consumer behavior across multiple channels and touchpoints to form
a complete picture of shopping habits and preferences. However, stitching together
this high-quality data in a way that respects consumer privacy and meets regulatory
standards is increasingly complex. This complexity can hinder the ability to leverage
insights for precise customer targeting and personalized promotions, leading to
potential gaps in understanding and engaging with the customer base effectively.

4. Losing Sales to Store Brands

CPG companies face challenges when competing with store brands, especially

in categories where private-label items are increasingly popular. Store brands often
succeed based on lower prices and premium shelf space, forcing CPG companies

to innovate faster and prop up brand preference. But with direct access to consumer
purchasing data, retailers have a significant advantage. CPG companies must adopt
more data-informed strategies to retain market share.

Lessons From Deep Retail Insights

Driven by a mission to deliver deep consumer insights and more powerful decision
intelligence, AnthologyAl analyzes billions of multidimensional data points.
Here we explore insights from the “Power Three” retailers—Amazon, Target,
and Walmart—whose sales volumes, product breadth, and customer bases provide
a proxy for the retail landscape. We analyze actual spend data from an ethically-
sourced hyper-panel of consumers.
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Insight 1: An Apparel Boom and The Shoppers Who Made It Happen

AnthologyAl’s insights reveal a significant outlier in apparel sales last holiday.
Target’s Black Friday apparel sales showed the greatest holiday sales growth of

any category from 2022 to 2023, more than double the prior year (a 114% increase).
Contrasted against Adobe’s? prediction of a modest 5.8% growth for the category

in 2024, such spikes highlight the importance of tracking these patterns to capitalize
on shifting consumer behaviors.

Digging deeper into these, Target apparel shoppers demonstrate some of the
predictive powers of data not available to individual brands. Black Friday apparel buyers
at Target were significantly younger (44% between 25-34), female (80% of buyers)
and more likely to have children (80% of buyers) than everyday buyers, indicating that
Target performs extremely well with young mothers at the holiday season kickoff.

Apparel Buyers at Target . Black Friday Rest of Year
Age Income
1820 5% $0-520K
9% 18%
25-34 o $20K-$50K e
35-44 35% $50K-$90K e
45-54 = $90K-$150K e
|5
55-64 50 $150K+ =
Gender Children
.
Female Yes Children
75% 66%
20% 20%
Male No Children
25% 34%
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Insight 2: Fighting for Shelf Space: What to Know About the Store Brand Surge

Brand strength has always been important, but as big-box retailers see success in
their private labels, pressure mounts for retail brands to better understand which
shoppers are likely to remain loyal and serve them accordingly.

AnthologyAl’s consumer data shows a strong preference for store brands in select
categories. In 2024, Home goods, Food, and Apparel are leading the way, creating
challenges for shelf space and purchases for CPG brands.

Home Goods (durable items, such as furnishings and bedding), led the pack
at 36% of total items purchased being store brands

Home Essentials (consumable items such as cleaning products) were next at 25%
Store-branded Food items represent 24% of total Food purchases
Apparel follows closely behind at 21%

Store-branded Beauty items don’t perform well, representing just 4.5% of the total

Key promotional periods see some category shifts, but store brands excel. On Prime Day,
Black Friday, and Cyber Monday, private labels across the Power Three retail group of
Amazon, Target, and Walmart take the top two sales spots and consistently dominate

the top 5 spots.
Top Black Friday Brands by Retailer A
amazon OTARGET Walmart
*Amazon © 'Good & Gather © *Great Value
@ *Amazon Basics O *up&up @ Fresh Produce
O Apple @ *Wondershop @ *Mainstays
@ Fisher-Price © *Cat & Jack @ Freshness Gtd.
@ Hanes e *Room Essentials @ *Marketside

*Store Brand
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Insight 3: Key Lessons from Major Sales Events

Each major retailer has developed distinct seasonal promotion patterns, and in order
to remain competitive, CPG brands need insights to understand how to successfully
compete during these seasons.

AnthologyAl’s platform provides category breakdowns during the largest
promotional periods (on Prime Days since 2015 and Black Friday/Cyber Monday

since 2022):

o Walmart dominates in Food

« Amazon sells almost three times as many electronics items as Walmart or Target
« Amazon also outpaces Walmart and Target on Health and Personal Care items

« Both Walmart and Target sell significantly more Household Essentials
and Beauty products

Average Purchase Share, by Category A
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Amazon has effectively created its own promotional holiday with Prime Days

in July. Since 2021, Prime Days have generated a 37.8% increase over other days.
This success led the retailer to supplement its July Prime Day with a second Prime
Day Big Deals event in October, starting in 2023, in an attempt to seed the start

of the holiday shopping season. While still outpacing both Black Friday and Cyber
Monday in each of those years, the past two October Prime Day Big Deal events
don’t have the same sales volume as the July Prime Days.

Despite Amazon’s success with Prime Day, it doesn’t appear to cannibalize sales at
Walmart and Target, both of which see sales almost exactly on par with their average
retail days, maintaining 99.8% and 100.4% of average sales, respectively.

Both year-round and during promo periods, Target and Walmart still dominate
Amazon in terms of average cart value and average item volume. Promotional
periods do show some interesting variations, including:

« Prime Day closes the gap somewhat, with an average cart value of $49.40,
compared to an average daily cart value of $50.19 at Target and $69.22 at Walmart

« Despite average cart value increases during Black Friday and Cyber Monday,
Target and Walmart experienced lower item volume on those days

« AnthologyAl’s data shows Target performing exceptionally well on Black Friday,
with average order size increasing 73% over other days

These insights emphasize the power of timing and targeted promotions across

the retail calendar. Supplemented with deeper analysis of shopper behavior across
dimensions—demographics, location, media consumption, travel, dining, and more—
unlock even more advanced predictive capabilities.

The Promotional Retail Landscape

Everyone loves a deal, and the retail ecosystem is powered by promotions.
Following a period of higher inflation and with increasingly sophisticated omnichannel
marketing methods, today’s shoppers have become well-tuned to deal-seeking.
In addition to driving sales, key promotional periods provide insights that can
improve inventory management, pricing strategy, and sales performance.
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2024 Year-to-Date Retail Spending Trends

According to the Adobe Digital Economy Index,? retail spending
throughout 2024 has been relatively flat, indicating a cautious
consumer mindset amidst economic uncertainty. Average U.S.
monthly retail e-commerce from January through September
2024 was $81.2 Billion, ranging from a high of $93B in March to
alow of nearly $73B in August; the months in between hovered
steadily around $84B. Each month’s online spending also showed
relatively consistent growth year over year, between 6.6% and 8%
each month.

Holiday Shopping Closes this Year...While Setting the Tone for Next

Any analysis of retail promotional periods must start with holiday
spending. Black Friday and Cyber Monday have long been the
backbone of holiday retail promotions, capturing the attention of
consumers eager for deals.

Historically, these events kick off the holiday shopping season with
aggressive discounts across all categories, leading to a substantial
spike in both online and in-store sales. For the 2024 holiday
season, Adobe forecasts U.S. online sales to reach $240.8 billion
from November 1 to December 31, 2024.

Cyber Monday is projected to be the year’s largest shopping day,
with expected sales of $13.2 billion (up 6.1% YoY). Cyber Week in
total is expected to drive $40.6 billion in online spend, representing
16.9% of the overall season. Black Friday and Thanksgiving Day are
anticipated to show even higher year-over-year growth of 9.9% and
8.7%, respectively.

Adobe’s forecast for the upcoming holiday season highlights the
importance of strategic promotions and targeted inventory planning.

The Rise of a New Retail Holiday: Amazon Prime Day

Prime Day, Amazon’s proprietary sales event, has become another
powerful retail holiday—one created by the online giant presumably
to counter slower summer retail months.
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By the Numbers

2024 Forecast

$240.8Bin U.S.
online holiday sales

Cyber Monday

Sales projected at
$13.2B, up 6.1% YoY

Cyber Week

Accounts for 16.9%
of holiday sales,
totaling $40.6B

Peak Days Growth

Black Friday (+9.9%),
Thanksgiving (+8.7%)

Prime Day Impact

Sales doubled those

of Black Friday/Cyber
Monday by 2022




Since 2016, Prime Day’s popularity has surged each year, reaching the point where
it's Amazon’s biggest promotional day.

I AnthologyAl’s data shows that by 2022, Prime Day sales had doubled those of
the traditional Black Friday and Cyber Monday retail events.

This trend illustrates Amazon’s strength in creating consumer demand outside of
conventional shopping seasons.

The Retail Landscape Demands More Accurate
Customer Insights

Certainly, many shoppers have become more budget-conscious, so if economic
pressures persist, the holiday season can serve as a barometer for the following year.
Retailers’ focus on well-coordinated inventory management to avoid shipping delays
and out-of-stock items during the holiday rush can inform inventory strategies for
the following year.

Accurate consumer insights are crucial for optimizing product distribution

and marketing efforts beyond just the holiday season, as retailers become more

creative and promotional periods become more competitive. And understanding
the dynamics between online retail and brick-and-mortar purchases will continue
to influence omnichannel strategies.

To compete, retailers and manufacturers need to go beyond existing data sources
and dependencies. They can reach new levels of decision intelligence and
predictive capabilities by tapping more real-time consumer transaction data
across retailers and other dimensions, such as:

— . 111 9

Banking
Transactions

= = 2 $

Streaming and
Entertainment

Travel Retail Location

Rideshare Demographics Spend
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AnthologyAl’s Strategic Recommendations

To optimize promotional outcomes, AnthologyAl recommends that retailers:

Supplement existing data infrastructure to capture real-time consumer behavior:
Accurate demand forecasting and segmentation are essential for managing
promotions effectively. Leveraging insights from a more comprehensive set
of consumer actions across retail channels is critical. First-party data and
research no longer suffice.

Incorporate multidimensional consumer data: Uncovering consumer purchasing
patterns at the basket level is critical to maximize sales and boost profitability.
Retailers and manufacturers need to understand shopper behavior across both
competitive products and highly correlated, predictive purchases

in other categories.

Connect shopper behaviors across channels: How, what, and when consumers
purchase can be dramatically different in traditional brick and mortar locations,
modern e-commerce sites, and on social selling shops like TikTok and Instagram.
By creating a fuller picture of your consumer across all these channels and
touchpoints, you can better predict which products will successfully sell and what
your teams will need to create to promote and market those products.

Boost personalization efforts: Armed with a deeper understanding of purchase
behaviors, brands can better customize offers and messages to compete with
store brands and capitalize on promotional periods.

Optimize inventory and promotion strategies: Retailers and manufacturers
can improve efficiency and reduce costs by aligning inventory with anticipated
demand during peak seasons. Real-time insights across categories and retailers
are critical.

Adopt a balanced promotional calendar: Retailers can maximize engagement
by balancing traditional sales events with unique offerings, leveraging insights
into consumer preferences, location, demographics, and purchase behaviors.

Increase data captured with consumer consent: To remain prepared to adapt
to technological and regulatory changes, companies should expand their sources
of permission-based data.
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About AnthologvAl

Our Technology

We create Artificial Intelligence software that is built on a complete
understanding of consumer behavior—powered by proprietary models
trained on billions of real-time behavioral signals, all sourced directly
and ethically from users.

Our technology is able to understand the past, inform the future, and deliver
previously unobtainable levels of intelligence about consumer behavior.

Direct First-Party Data

Unlike traditional data providers that offer
only aggregated or sampled data, based
on customer surveys, AnthologyAl sources
the most accurate data directly from
consumers and the places and businesses
they engage with.

Billions of Multidimensional Consumer
Data Points

We connect billions of multidimensional
consumer data-points in near real-time
across retail, spend, location, transport,
travel, entertainment, demographic,
political affiliation and more to deliver
unmatched decision intelligence and
predictive capabilities to our customers.

AN AnthologyAl

| Read About Us

WSJ Forbes

Ethically-Sourced

AnthologyAl ethically collects accurate
data through the consent-based data
collection app Caden to ensure compliance
with evolving privacy regulations.

Zero Data Dependencies

With AnthologyAl, the limitations of in-
house data capabilities are a thing of the
past. Our platform enables customers
to either create entirely new datasets or
significantly enrich their existing ones,
eliminating the dependency on internal
data resources and opening up new
possibilities for insights and strategy.

Get in touch: Sales@anthology.ai
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