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Market Data Availability Grid (Understanding and 
Using Data Online Course)
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Other Considerations Questions to Address

Market:
Category Size 1 3 0 0 0 2 0 0

Channel Results 

(Food/Drug/Mass/etc)*
1 3 0 0 0 2 0 0

Regional Results* 1 3 0 0 0 2 0 0

Category Growth 1 3 0 0 0 2 0 0

Comparative Category Sizes 1 3 0 0 0 2 0 0

Brand & Segment Results 1 3 0 0 0 1 0 0

Competitive Brand & Segment 

Results
0 3 0 0 0 1 0 0

Retailer:

Category Size 1 0 3 3 0 2 0 0

Category Growth 1 0 3 3 0 2 0 0

Comparative Category Sizes 1 0 3 3 0 2 0 0

Brand & Segment Results 1 0 3 3 0 1 0 0

Supplier Competitive Brands & 

Segment Results
0 0 3 3 0 1 0 0

Retailer's Competitors' Brand & 

Segment Results*
1 0 3 0 0 1 0 0

Consumer:

Category Consumer Profile 0 0 0 0 3 0 2 2

Brand & Segment Consumer 

Profiles
0 0 0 0 3 0 2 2

Retailer Target 

Shopper/Consumer Profile
0 0 0 0 0 0 0 0

Shopper Purchase Behavior 0 0 1 1 0 3 3 0

Data Availability Grid:  Where can you get the insights?

How does the category consumer profile compare with 

brand & segment profiles?  What are the strengths & 

opportunities?

How do these demographics match with the retailer's 

target consumer?  What are the strengths & 

opportunities?

How will your business opportunity or issue impact the 

target consumer?

Is the category growing or declining?  In which 

channels/regions?  Driven by what brands & segments?  

What are the key strengths & opportunities in the 

category, and how do they align to my business issue?

What is the retailer's share of market?  What are their 

biggest opportunity gaps?  Is the retailer benchmarking 

against the right "market"?

Is the category growing or declining?  In which 

geographies?  Driven by what brands/segments?  

What are the key strengths & opportunities, and how do 

they align to my business issue?

Is there seasonality in the category?  At which times of 

year?

How do regional results compare to a larger geography?  

One channel to "all channels"?

* If a retailer doesn't have access to market data, they 

need to rely on suppliers to give them market, channel & 

regional insights.  This will give the retailer benchmarks to 

work against that are outside his POS sales.

* Suppliers can create a "market" for retailers, in the 

absence of market data. 

* Look for Internet releases and trade magazines that may 

capture market insights across categories.

* Ensure that you have both retailer & market data 

segmented based on the key category segments.    As a 

supplier, include category & segment insights - not just 

brand insights.

* Retailer interaction data is available across categories 

& retailers through some panel data -- captures what % of 

"lost dollars" are leaving the store & to which competitive 

retailers.

* Channel  & regional breakouts depend on data being purchased & geography

* Competitive retailer information must be masked to maintain confidentiality -- NEVER openly share proprietary data.

* Alternate Data Sources:  Consumer surveys; Location 

intelligence (mapping software + census data); Shopper-

centric insights & strategies; Industry studies.

* Retailer's target shopper/consumer profile is typically 

defined by the retailer as part of the retailer strategy.

* Insights like penetration, trips, basket size, and loyalty 

are measures available in panel and/or loyalty card data.

http://www.cmkg.org/u/CMKG008.aspx

