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Look both ways: 
How to eliminate 
data blind spots and 
gain a competitive 
advantage



© 2021 Nielsen Consumer LLC. All Rights Reserved. 2

Because omnishoppers evaluate products and make purchases across multiple digital and in-person channels, brands 
and retailers have more opportunities than ever to engage and persuade. However, this expansive shopping universe 
creates challenges when it comes to data collection and evaluation — namely, gaps in data collection and presentation 
that create big picture inaccuracies.

The reality is  there’s no longer a straightforward path from promotion to purchase, and shopping patterns are 
continually evolving. Having multiple, varying purchasing outlets can make shopping behavior difficult to track, 
resulting in data blind spots. These blind spots have the potential to cause massive problems for CPG manufacturers, 
especially for those who aren’t aware of data gaps to begin with. 

The best solution is to use an omnichannel sales measurement tool like NielsenIQ Omnisales, which eliminates the data 
blind spots that can happen in an omnichannel purchasing environment. It does this by differentiating between online 
and offline sales and eliminating repeating data on curbside pickup and click to collect purchases. 

Once these two data gaps are addressed, manufacturers can be confident that the numbers they are looking at are 
accurate, unbiased, and comprehensive and will better enable them to:

 ■ Strategize their marketing approach based on online vs. offline product performance.

 ■ Gauge the popularity of curbside pickup by looking at click-to-collect data collectively and individually.

 ■ Use granular data to get to know the category and biggest competition within it.
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Determine online vs. offline growth
Take a look at the following data on chocolate products in comparison to the total food category. Most data sources 
will only show you the dollar share of a product in different channels and not expand or contextualize those numbers. 
Here we see that chocolate follows a similar pattern as total food—sales of chocolate online make up just 16% of 
the category while in-store sales make up the other 84%. 

A chocolate brand only looking at those numbers may assume their online presence is less important and should 
focus more on their traditional brick-and-mortar efforts. However, NielsenIQ Omnisales can dig in deeper and show 
you more granular data. To wit: Omnisales reveals that the online channel for chocolate has grown rapidly by 51% 
over that last year, while the in-store channel for chocolate sales only grew 3%. 

While in-store is the dominant channel for chocolate right now, the category’s future lies in e-commerce. The right 
third-party source provides the complete picture so you can make the best data-driven decisions for your brand.

Total omni dollar share: Food Total growth ($ % Chg) YA: Food

Total omni dollar share: Chocolates
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Only those looking at both online and offline sales and share — together 
— will be equipped to win

Data from NielsenIQ Omnisales, 52 weeks ending 06/26/21
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Separate click-to-collect data from 
the pack
In addition to understanding offline vs. online sales and purchase drivers, brands need 
access to objective, specific data about the click-to-collect channel, which has been 
difficult to measure. 

The popularity of click-to-collect orders during the pandemic resulted in the explosive 
growth of an entirely new distribution system. Shopping online, or within an app.

However, the data on this channel is still catching up. Most sources lump click-and-
collect sales in with the online channel, frequently double-counting it. But the reality 
is these are distinct from each other. Consumers order products online to have them 
delivered to their home and order other products online to pick  up in-store for different 
reasons and under different circumstances.

NielsenIQ provides the only omnichannel sales measurement tool that de-duplicates 
click-and-collect purchases and separates them from all online purchases. 

In  another data example for wine, Omnisales reveals that over the last year, curbside 
pickup sales for wine grew by 86% while shipped and delivery sales  grew slower by 
63%. Having this insight clearly communicates to a brand where it should invest its time 
and resources to drive sales.

Data from NielsenIQ Omnisales, 52 weeks ending 06/26/21
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Duplicate data and why precision matters

Pickup growth

As Pickup continues to grow, duplicated 
data will continue to make up even more 
of the total reported data.

And Pickup is growing quickly — faster 
than shipped and delivery for alcohol:

Non-NielsenIQ solutions double 
count Pickup transactions in both 
online and xAOC data.

Why it matters

When comparing to 
competition, our deduplication 
methodology ensures you’re not 
misunderstanding $80M of total 
wine sales 
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Understand the category and 
competition
NielsenIQ Omnisales reports also come in handy for brands that want to keep an eye 
on their competition and know what’s happening in the markets they sell in. Food and 
beverage brands, especially those that are small and trying to establish themselves in 
a category, should know how they measure up to the big players and how they can fill a 
need for consumers. 

How are your competitors performing in each channel? What gives your brand an edge 
over other brands? What trends are your customers following? These questions and 
more can be answered with a reliable source that uses objective retail sales data. 

Data from NielsenIQ Omnisales, 52 weeks ending 06/26/21

Total omni dollar share: Food Total growth ($ % Chg) YA: Food

Total omni dollar share: Food coloring
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Only those looking at both online and offline sales and share — 
together — will be equipped to win

The following data that represents the food coloring category shows that food coloring 
already has a much stronger audience of online customers in comparison to the food 
category at large, with 38% of its share coming from ecommerce sales. With online 
sales growing by 59% over the last year, you can see that digital is an important 
channel for food coloring products now and will continue to be in the future. A food 
coloring manufacturer can use this intelligence to inform its marketing decisions, retail 
partnerships and assortment strategies.
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How NielsenIQ Omnisales can help brands like yours
With NielsenIQ Omnisales, manufacturers in any industry can identify and respond to trends faster with more 
insights into the way consumers shop across channels. This knowledge helps brands develop and implement 
strategies to capitalize on the most accurate shopping insights, and stay ahead of competitors. 

Brands can also depend on NielsenIQ’s verifiable and reliable consumer data to make business decisions more 
confidently and better understand their customers’ needs and wants. Additionally, NielsenIQ data helps brands 
understand the patterns behind their brick-and-mortar sales as well as the fast-growing ecommerce channel.

Learn more about the NielsenIQ Omnisales data and tools with a product demo.

https://go.nielseniq.com/l/271912/2021-09-03/2hdc5k

