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Where Are We At Risk??

• Where are we at risk for missing plan?

• Where are we at risk for losing a wine club 
membership?

• Where are we at risk for losing a point of distribution in 
a chain retailer?

Risk Factors Solutions Partner



Our Analytics & Insights PARTNERS

• Distributor Management
• Nielsen/VIP Data Set Integration

• Custom Syndicated Product Attribution 
• Advanced Promotional Insights
• Revenue Growth Management

• Syndicated Baseline enhancements

Full suite CPG analytics firm focused 
on syndicated data excellence

Strengths
• Predictive Modeling

• Unique Data Resources
• Platform functionality developed 

in partnership with clients
• Digital Ninjas

“Wine-centric” analytics services 
with consumer lens in addition to 3-

tier and DTC insights 

Strengths



Where are we at risk for losing a point of distribution in 
a chain retailer?

Scenarios To Consider:
• How is our brand doing in comparison to its direct 

competition (price segment, varietals, etc)

• How is our brand doing in comparison to the wine 

category

• How is our brand doing based on it’s share of the shelf

• How is our brand doing against specified Retailer KPI’s



Partnering with TABS Analytics, we evaluate risk based 
on 3 factors: Sales Performance, Productivity, & Velocity



Aggregating risk factors for any given brand against it’s
category counterparts can quickly identify hidden dangers 

You don’t have to 
run faster than 
the bear to get 
away. You just 

have to run faster 
than the guy next 

to you.” 

• Positive growth trends don’t always mean you’re out of danger…



Where are we at risk for losing a valued customer?

Scenarios To Consider:

A year ago wine club retention marketing 
was focused on a wine club’s average 
tenure. 

By leveraging customer data, now there is 
a model that predicts what members are 
most likely to cancel based on their 
behavioral queues and demographics. 



Using machine learning, we are now able to analyze 
consumer behavior to predict wine club attrition

• Subtle signals in the way in which 
customers interact with our brands can 
be aggregated to forecast consumer 
drop off.

• Our partners at Emetry analyzed these 
signals and developed a model that 
places a multitude of predictive factors 
into a learning model, which self 
adjusts over time. 



Regressive testing has proven 90% accuracy in predicting 
whether a member will/would cancel

Path To Perfection:

• Determine behavioral factors indicative of 
wine club cancelation 

• Build a learning model to adapt and respond 
based on factor importance

• Run the model and compare the results to 
what occurred

• Tune the model and repeat the process till the 
accuracy rate is acceptable



Where are we at risk for missing sales plan?

Scenarios To Consider:
• Granularity of planning attribution

• Speed to insight generation

• Timeliness to act

Tabs Delivered Solution:

• Integrated Sales Forecast Tracking  



Syndicated Data 
& Multi Period 
Depletion Data

• Provide guidance For Market, Category, & Brand 
historic performance to more accurately forecast sales 
and gain wholesaler buy-in. 

Hyper Granular 
Sales Planning

• In partnership with TABS, we plan at a hyper 
granular level in order to more accurately track 
performance and act on variances.

Intuitive Phasing
• Monthly sales phasing driven by 

historical and categorical insight, 
devoid of promotional modifiers

Intuitive sales goal’s built in partnership with 
wholesalers & grounded in data



Harmonizing market, product, and time delimited sales planning 
with real time depletion data enables us to instantaneously 
diagnose source of variance and quickly act upon it
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State/Wholesaler Brand SKU, Premise, Channel, Account… 

ACTION IN SECONDS
Promote, Demo, Incentivize, Realign Budget, etc



Thank you!

Alex.Kessler@oneillwine.com
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