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What do you look for? 

Categories? Solutions? 

• Shopping Goals: Holistic, Interrelated 

• Store Visits: Savvy, Agile, Just-in-time 

• Principal Guides: Shopping Missions 

• Shopping Goals: Individual, Isolated 

• Store Visits: Bulk, Scheduled, Structured 

• Principal Guides: Shopping Lists 
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Strategic Alignment & Collaboration 
• POS Scanner Data 

• Loyalty Cardholders’ Information 

• Pilot Store Renovation 

 

• Focus Group Infrastructure 

• Expertise and Infrastructure for 

3D Virtual Experimentation 

• Shopping Mission Identification 
Methodology 

• Experimental Design Expertise 

• Academic Neutrality 

Common Goals: 

 Basket Growth 

 Superior 
Satisfaction 
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How? An End-to-end Approach 

Business  
Analytics 



Step 1: Business Analytics 

Cluster 

1 

Cluster 

2 

Cluster 

3 

Cluster 

4 

Cluster 

5 

Cluster 

6  

Clusters 

Chocolate, Confectionery 17 %

Coffee, Tea 14 %

Biscuits, Sweets 14 %

Packaged Bakery 14 %

Fresh Vegetables 100 %

Chicken 30 %

Olive oil, Vinegar 27 %

Bread 13 %

Milk 100 %

Cereals 19 %

Fresh Fruit 17 %

Packaged Bakery 16 %

Soft Drinks 100 %

Dry nuts 26 %

Chips 20 %

Juice 20 %

All Purpose Cleaners 100 %

Toilet Roll 29 %

Dish Washing Liquids 27 %

Detergents 21 %

Sliced Cheese 86 %

Sliced Charchuterie 80 %

Toast Bread 73 %

Milk 43 %

Categories 

Basket 
• # 
• % 
• Volume 
• Variety 
• Value 

vs. 

Descriptives 

Store 
• Format 
• Size 
• Assort. 

Missions 

Meal 

Breakfast 

Snack 

Cleaning 

Toast 

Dessert 

Baskets 

4 Million 

6 Stores 
3 Formats 
17 Months 



Step 2: Focus Groups 

52 shoppers 



 
Store Virtualization (P&G) 



Mission-based  
Assortment Organization 















Step 3: Laboratory Experimentation 
(P&G Innovation Center) 



Step 4: Field Implementation 



Step 5: Business Analytics (2) 



Outstanding Results in all Major KPIs 

Original Layout Mission-based Layout 

Products 

Unplanned Buying 

+38,9% 

1,8 

2,5 

+21,4% 

Basket Size 

Products 

12,6 

15,3 

Visit Duration 

Minutes 
-24,4% 

10,7 

8,6 

Monthly Spending* 

+5,8% 

€ / Month 

44,8 

47,4 

*per cardholder 



Scaling up to the Store Network 

8 stores already 
and more to come 



Per Store Decision Support System  
All Cluster 1 Cluster 2 Cluster 3 Cluster 4 Cluster 5 Cluster 6 Cluster 7 Cluster 8

Basket Average Basket Variety (Categories) 16.42 15.89 21.49 9.66 18.56 16.82 17.04 14.1 17.93

Descriptives Average Basket Size (Items) 28.31 25.49 27.02 26.83 29.21 28.58 31.08 34.77 34.86

Average Basket Value (€) 35.22 34.14 30.13 32.27 29.31 36.48 51.74 58.82 31.56

Total Share of Baskets (%) 100% 21% 18% 17% 15% 11% 7% 6% 5%

Number of Baskets 732,110 153,743 131,779 124,458 109,816 80,532 51,247 43,926 36,605

Product Fresh Vegetables 411,590 72 % 51 % 47 % 64 % 53 % 43 % 49 % 51 %

Categories Fresh Chicken 353,388 40 % 37 % 34 % 97 % 40 % 67 % 34 % 35 %

Milk 348,190 35 % 37 % 100 % 29 % 38 % 65 % 32 % 31 %

Fresh Meat 344,969 100 % 32 % 28 % 40 % 34 % 37 % 32 % 27 %

Detergents and Washing 336,988 41 % 100 % 19 % 21 % 42 % 32 % 88 % 18 %

Fresh Fruit 316,343 46 % 41 % 42 % 45 % 42 % 38 % 45 % 46 %

Household Cleaning 297,052 19 % 94 % 21 % 38 % 10 % 18 % 92 % 52 %

Juice 233,601 30 % 4 % 91 % 23 % 42 % 7 % 10 % 8 %

Shampoo and Shower Gel 222,414 38 % 46 % 18 % 8 % 13 % 1 % 100 % 46 %

Packaged Cheese 201,322 56 % 4 % 64 % 5 % 15 % 13 % 6 % 59 %

Canned Food 174,607 66 % 3 % 9 % 47 % 6 % 43 % 8 % 8 %

Carbonated Drinks 192,251 15 % 5 % 10 % 46 % 98 % 18 % 16 % 17 %

Pasta 188,027 12 % 18 % 12 % 85 % 14 % 23 % 24 % 14 %

Cereals 180,991 8 % 32 % 76 % 4 % 8 % 16 % 18 % 15 %

Chips and Snacks 219,156 12 % 23 % 16 % 26 % 72 % 18 % 17 % 13 %

Rice 176,408 39 % 13 % 10 % 46 % 9 % 36 % 11 % 11 %

Freshly Cut Chartuterie 144,847 49 % 2 % 7 % 34 % 1 % 21 % 5 % 65 %

Packaged Bakery 161,678 3 % 3 % 77 % 4 % 17 % 14 % 11 % 57 %

Eggs 155,221 5 % 12 % 48 % 36 % 11 % 9 % 8 % 16 %

Chocolate and Confectionary 131,208 7 % 9 % 3 % 8 % 73 % 73 % 10 % 26 %

Biscuits and Sweets 131,903 27 % 5 % 8 % 3 % 43 % 69 % 8 % 11 %

Coffee and Tea 144,525 32 % 5 % 14 % 5 % 8 % 78 % 8 % 13 %

Oral Care 138,595 9 % 30 % 12 % 13 % 1 % 7 % 70 % 36 %

Spirits 73,562 4 % 8 % 7 % 11 % 6 % 1 % 63 % 8 %

Market Sensing 

Joint Promotions 

Behavioral Segmentation 

Affinities vs. Margins 

Cross-selling Insights 

Decision Makers: 

- Store Manager 

- Sales Director 

- CMO 



Shopping Missions 
Thank you! 

Maria Gavriilidi (Marinopoulos) & Panagiotis Sarantopoulos (ELTRUN/AUEB) 
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http://www.eltrun.gr/shopping_mission/ 
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