
Scientific Retailing  
and advanced analytics



What is Scientific Retailing? 

Most analytics is descriptive 
(understanding the past and present) 
or predictive (projecting a current 
operation into the future). Scientific 
retailing is prescriptive and identifies 
the best course of action, helping 
companies formulate the right strategy. 
This is critical where a step-change in 
performance is needed or ‘business as 
usual’ is no longer possible.

Use advanced modelling and 
econometric analysis to: 

 ► Develop a model of the operation 
that will allow specific questions to 
be answered.

 ► Capture the data, objectives for the 
business and appropriate business 
and practical constraints.

 ► Develop scenarios and apply the 
model to determine how to reduce 
cost or maximise profitability.

 ► Hand over the model for your 
ongoing use, integrated with your 
IT systems for ease of data refresh.



Why use Scientific Retailing? 

Scientific Retailing is an advanced 
modelling and analytics based means 
of delivering significant performance 
improvement and it provides you with 
the enduring capability to improve as 
the future evolves. Our clients have 
successfully used Scientific Retailing 
to deliver the following benefits.

Top line and profit enhancement Cost reduction

Optimising the retail network increasing 
annual profit by around

2%  
of turnover

Recasting distribution channels through 
improved vehicle scheduling reducing 
logistics  
costs by 

up to 15%
Price optimisation, leading to an increase in 
revenue on selected products of 

over
Scheduling staff optimally to make the 
best use of full-and part-time staff (within 
operational constraints) reducing staff  
costs by 

up to 25%
Optimising promotion strategy improving 
total annual revenue

by 1–2%

10%

Key questions Scientific Retail modelling can help answer… 

 ► How can I maximise store performance in the context of direct 
competition and sales dynamics across my own store portfolio?

 ► How do I minimise supply chain and logistics costs?

 ► Currently, which locations present the best opportunities to 
capture new customers?

 ► What is the profit-optimal store footprint?

 ► What is the mix of products and prices by outlet type that 
would maximise my profits?

 ► What is the optimal promotion strategy to achieve desired 
level of sales and maximise profitability? How often should this 
be undertaken?

 ► Which are my most valuable customers and how can 
I retain them?

 ► What is the appropriate level and mix of staff that will maximise 
the customer experience while reducing operational costs?
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Retail Network Optimisation
A national retailer witnessed a step change in performance by 
implementing a bespoke network optimisation tool developed by 
EY. The tool allowed them to fully investigate the mix of outlets 
and test the impact of opening and closing stores on profitability 
and demand for services across the country. The outcome 
was a new future proof strategy that resulted in a step change 
in profitability.

Cost to Serve
A global consumer product firm reduced distribution costs through 
adoption of our leading edge Cost to Serve Model. EY developed 
a bespoke user friendly decision support model covering the 
supply chain from factory warehouse to shelf, storage, handling, 
movement and inventory costs. The model enabled our client to 
evaluate strategies involving new distribution networks, minimum 
order quantities and direct delivery options. Our client was able to 
identify millions of dollars annual benefit and identify a strategy 
that is win-win for supplier and retailer alike with no reduction in 
customer service levels.

Promotion
Global drinks retailer saw an increase on total annual revenue of 
2% through deploying a new optimised promotion strategy. EY 
created an unconstrained view of consumer demand by removing 
the effects of non-promotional factors on sales and analysing the 
impact of various promotion types on sales volume, following this 
specific promotional levers were identified to drive sales such as 
volume uplift, brand building and margin improvement. Pricing

EY developed a proprietary Consumer Pricing Optimisation Tool 
for a global retailer; the tool evaluated own-price and cross-
price elasticities taking into account both physical and business 
constraints. The model analysed nine markets to give our client a 
detailed understanding of the pricing dynamics between various 
channels and how best to respond to price changes in the market. 
The analysis resulted in a new pricing strategy for our client which 
enabled them to increase market share and revenue by more than 
10% for certain products.



Scientific Retailing 
can deliver significant 
performance 
improvement.
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Scientific Retailing enables 
you to continually improve 
as the future evolves.
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About EY
EY is a global leader in assurance, tax, transaction and advisory services. 
The insights and quality services we deliver help build trust and confidence 
in the capital markets and in economies the world over. We develop 
outstanding leaders who team to deliver on our promises to all of 
our stakeholders. In so doing, we play a critical role in building a better 
working world for our people, for our clients and for our communities.

EY refers to the global organization, and may refer to one or more, of 
the member firms of Ernst & Young Global Limited, each of which is a 
separate legal entity. Ernst & Young Global Limited, a UK company limited 
by guarantee, does not provide services to clients. For more information 
about our organization, please visit ey.com.

Ernst & Young LLP
The UK firm Ernst & Young LLP is a limited liability partnership registered in England and Wales 
with registered number OC300001 and is a member firm of Ernst & Young Global Limited.

Ernst & Young LLP, 1 More London Place, London, SE1 2AF.

© 2014 Ernst & Young LLP. Published in the UK.  
All Rights Reserved.

ED None

1488512.indd (UK) 11/14. Artwork by Creative Services Group Design.

In line with EY’s commitment to minimise its impact on the environment, this document 
has been printed on paper with a high recycled content.

Information in this publication is intended to provide only a general outline of the subjects covered. 
It should neither be regarded as comprehensive nor sufficient for making decisions, nor should it be 
used in place of professional advice. Ernst & Young LLP accepts no responsibility for any loss arising 
from any action taken or not taken by anyone using this material.

ey.com/uk

EY | Assurance | Tax | Transactions | Advisory


