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THE ABILITY 
TO SIMPLY 

ACCESS POS 
DATA IS NO 

LONGER 
ENOUGH. 



When sales executives of consumer product 
companies look to improve the effectiveness of their 
organizations, enabling data-driven decision making 
is a rich target. In fact, we found that when executive 
teams regularly use Point-of-Sale (POS) data in their 
decision making, their companies were more likely to 
report positive sales growth.

In addition, most retail vendors have significant 
opportunities to improve their use of POS data to 
drive sales, reduce inventory issues and improve 
relationships with retail buyers. Nearly all respondents 
in the 2019 POS Data Study (92%) believe their team 
can make better use of POS data.

However, squeezing more insight out of POS data is 
not easy. As data sets grow in size and complexity, 
analysis slows down. Most companies lack dedicated 
resources for conducting the analysis required to 
identify problem areas, as they are usually found at 
the product, store, and SKU level.

In this report, we explore the results of the 2019 POS 
Data Study, the 3rd edition of our annual industry 
survey. Over 350 brands have revealed how they are 
(or are not) using data to drive faster sales growth and 
greater ROI for their field sales activities.

FOREWORD
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As part of our annual industry survey, Askuity invited individuals employed 
by brands across North America to take part in a 51-question survey 
designed to understand how their companies are currently managing POS 
data and how POS analysis is impacting their business. 

The survey period spanned six weeks in total, from August 16th to 
September 28th. In order to participate in the study, respondents were 
required to confirm that their company sells products into at least one 
retailer and that their team currently reviews POS data in some capacity. 
As an incentive to participate in the study, respondents were offered a USD 
$5.00 coffee gift card for their participation.

SURVEY BACKGROUND & METHODOLOGY

The brands represented in the survey span all major product categories, 
with particularly strong representation in Home Improvement (44%), 
Housewares (16%) and Beauty & Personal Care (12%). 

RESPONDENTS BY PRODUCT CATEGORY 

665 
TOTAL 

PARTICIPANTS
SPORTING GOODS 4%

PET PRODUCTS 1% 
OFFICE SUPPLIES 2% 

HOUSEWARES 16% 

FOOD & BEVERAGE 7% FASHION & APPAREL 3% 
ELECTRONICS 2%  

HOME IMPROVEMENT 44%

BEAUTY & PERSONAL CARE 12%

BABY & CHILDREN 7%

AUTOMOTIVE 1% 
ALCOHOLIC BEVERAGES  1%
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Respondents were grouped by the 
number of national retailers their 
brand sells into. Note: only brands 
selling into at least one national 
retailer were included in the study.

RESPONDENTS BY NATIONAL 
RETAILER PRESENCE

This year, the study had roughly 
equal representation from 
companies of all sizes, as indicated 
by the number of employees.

RESPONDENTS BY COMPANY SIZE

There are a wide range of job 
functions represented in the 2019 
POS Data Study. The majority of 
respondents have a role in sales. 
This included any respondents with 
the following titles: National Account 
Manager, Field Representative or 
Director/VP Sales. 

RESPONDENTS BY JOB FUNCTION  

1-25 EMPLOYEES

26-50 EMPLOYEES

51-200 EMPLOYEES

201-500 EMPLOYEES

500+ EMPLOYEES

Fig 2. Respondents by Company Size

22%

21%

25%

13%

18%

SALES

OTHER

ANALYSTS

C-SUITE

MARKETING

18%

17%

10%

8%

47%

Fig 3. Respondents by Job Function

1-3 RETAILERS

4-6 RETAILERS 7-9 RETAILERS

10+RETAILERS

Fig 4. Respondents by National Retailer Presence

23% 21%

23% 32%
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18%
COSTCO

36%
AMAZON

19%
TARGET 9%

BEST BUY

21%
MENARDS

16%
MEIJER

9%
CVS

14%
KROGER

36%
LOWE’S

44%
THE HOME

DEPOT

10%
TRACTOR
SUPPLY

32%
WALMART

Fig 5. % of respondents who indicated that they manage the following accounts NB: Map indicates home offices of national retailers 

When respondents indicated that they managed retail accounts, they were 
asked to name those accounts. The top retailers that respondents manage 
are The Home Depot (44%), Amazon (36%), Lowe’s (36%), and Walmart 
(32%).

RESPONDENTS BY ACCOUNTS MANAGED
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The retail landscape is changing at a blistering 
pace. It’s no wonder that 92% of brands realize they 
could make better use of data. As this report has 
shown, the ability to get faster insights helps brands 
stay agile in an incredibly dynamic market.

The rise of Amazon is forcing brands to pivot their 
strategy before they experience any losses.

Brands who are still using human-error-prone    
spreadsheets are craving the efficiency that 
automation offers so they can spend less time 
managing data and more time analyzing it.

Data-driven corporate cultures are supporting         
better, more profitable retail relationships that sell 
more. Brands that bring insights to buyer meetings 
more often are getting the attention of retail buyers 
who trust their data-backed suggestions.

There is a true cost to being complacent. Those 
brands using less sophisticated tools for POS 
reporting are falling behind the competition, reporting 
lower forecasting abilities, lost shelf space, lower 
sales growth and higher out of stock rates vs. those 
who do.

REPORT HIGHLIGHTS
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"Analysts aren't doing much analysis. They are 
collecting, collating, and cleansing data. They are 

pumping out standard reports that people just look 
at and then move on. The focus isn't on analysis, 

but it should be." 
- Eric Green, CEO and founder of Askuity

ARE SPREADSHEETS 
HOLDING YOU BACK?

As users still struggle with error-prone 
spreadsheets, survey respondents confirmed 

that purpose-built solutions and automation offer 
a better, faster way to POS data insights.

Chapter One

https://www.linkedin.com/in/ericgreenaskuity/


MORE BRANDS THAN EVER ARE 
LOOKING AT THEIR DATA
In addition to learning that 70% of 
respondents are actively reviewing* 
POS reports and analyzing their 
POS data, we found that just 9.4% 
of survey participants are not 
analyzing data at all. This is down 
significantly from 28% in 2017. Of 
these respondents, just over half 
claimed that retailers did not share 
POS data, or that they did not 
have the right people to analyze it 
properly. 

SALES DEPARTMENTS LEAD THE CHARGE IN POS DATA MANAGEMENT
Sales departments source and manage POS data for their companies 
50% of the time, which is on par with what we saw in both 2017 and 
2018. However, the accountability for reporting and analysis of POS 
data has changed markedly since last year. This year, fewer brands are 
using analysts for POS reporting and analysis, with analysts (or a team of 
analysts) conducting POS analysis only 56% of the time versus 65% a year 
ago.

POS reporting and analysis is being shifted from analysts to the sales 
department, which includes Account Managers, Directors of Sales and VPs 
of Sales.

However, shifting accountability from trained analysts to sales departments 
is concerning for those brands that are not yet using a purpose-built 
solution to find the meaningful insights buried in weekly POS and inventory 
reports. 

WEEKLY DAILY MONTHLY NEVER QUARTERLY ANNUALLY
Fig 6. How often does your team review POS reports and analyze 
POS data?

47%

23%

15%

9%
5% 1%

A GROUP OF ANALYSTS ACCOUNT MANAGERS SINGLE ANALYST
DIRECTOR OR

VP SALES

DEDICATED
ACCOUNT
ANALYST OTHER

Fig 7. Who conducts POS reporting and analysis at respondents’ organizations

24% 23% 22% 13% 11% 8%

* actively reviewing is defined as reviewing POS data either daily or weekly
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11%

15%17%

15%19%

22%

24%

25%
31%

IT'S SLOW

THE INTERFACE IS 
CONFUSING/DIFFICULT TO USE

IT'S NOT MOBILE FRIENDLY REPORTS TAKE 
TOO LONG TO RUN

DATA IS NOT 
LOADED AUTOMATICALLY

DATA IS NOT
 GRANULAR ENOUGH

IT CRASHES

REPORTS ARE
 EXPENSIVE

REPORTS ARE
 NOT CUSTOMIZABLE

Fig 8. Which issues do you experience with your current solution

OLD-SCHOOL ANALYSIS METHODS 
MEAN THE SAME FRUSTRATING USER 
ISSUES
The idea that brands are spending 
too much time managing data 
is corroborated by the usability 
issues they report with their current 
solution. Last year, we reported that 
82% of brands told us they were 
currently experiencing issues with 
their EDI data and/or retailer portals, 
and their top issues were that:

1.	 It is overly time-consuming to 
format the data 

2.	The data is difficult to manipulate 
and analyze

3.	The retailer portal is difficult to 
navigate 

4.	Retailer portals do not easily allow 
for the comparison of multiple 
metrics at the same time 

This year we asked a different, 
and perhaps even more pressing, 
question: 'Which issues do you face 
with your current POS reporting 
solution?' We found that 89% of 
brands reported at least one major 
issue with their POS reporting 
solution.

Brands are demanding faster load 
times (31%), an uncomplicated user 
experience (25%), mobile access 
to data (24%) and automation of 
manual data loading (22%).
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BRANDS ARE STILL USING 
SPREADSHEETS FOR POS DATA 
ANALYSIS
The amount of time brands spend 
downloading, formatting and 
analyzing data has not changed 
much over the years. Remarkably, 
64% of respondents are spending 
three or more hours every week 
downloading and formatting their 
POS data. Additionally, we found 
that nearly 1 in 10 respondents 
indicate that this process typically 
takes them 11+ hours to complete 
each week. Based on these findings, 
we can safely conclude that brands 
are still spending too much time 
downloading and harmonizing POS 
from their retail partners. 

Once again, this presents an 
opportunity to improve productivity 
and refocus energy from the 
collection of data to the analysis of 
it. 

This also presents a strong case for 
brands to invest in a purpose-built 

Half of brands are still 
using spreadsheets to 
analyze data.52%

POS analytics tool that automates 
the collection and harmonization 
of data, allowing teams to spend 
less time building their weekly POS 
reports, and more time analyzing 
data to find profitable insights.

SPREADSHEET USE IS STILL 
WIDESPREAD
When we asked brands whether 
they use a solution for their POS 
data needs, 92% of respondents 
indicated they are actively using 
some sort of software (including 
spreadsheet software) to analyze 
their data. 

Of that group, half of respondents 
are still using spreadsheets to 
analyze the data they receive. This 
suggests that there is an opportunity 
for brands to move to software 
solutions that can automatically 
collect and harmonize their data, 
affording them more bandwidth 
to analyze POS trends and find 
valuable recommendations for their 
retailers and buyers.
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In addition to optimizing productivity, 
automation is also a highly effective 
way to reduce the rate of human 
error when data is being managed 
and manipulated by your team.

This is supported by the findings of 
a report entitled Capitalism’s Dirty 
Secret by financial modeling firm 
F1F9 (one of the world’s largest 
financial modeling firms). In this 
report, they studied responses 
from 1,200 Senior Managers and 
C-suite Executives and found that 
33% of large businesses report poor 
decision-making due to spreadsheet 
errors, and nearly 1 in 5 large 
businesses have suffered direct 
financial loss due to error-prone 
spreadsheets.

Even the world’s spreadsheet 
experts found these numbers 
startling. “Poor ‘spread-sheeting’ is 
causing financial loss, poor decision 
making and enormous wasted 
time in these businesses,” says 
Kenny Whitelaw Jones, Managing 
Director at F1F9. This further 
supports the case for automating 
the collection and harmonization of 
data. The reduction of human error 
in spreadsheets means cleaner data 
and a lower risk of financial losses 
due to mistakes.

MICROSOFT EXCEL

GENERIC BUSINESS 
INTELLIGENCE TOOLS

ASKUITY

LEGACY POS REPORTING TOOLS

NO TOOL

52%

16%

14%

10%

8%

Fig 9. Which software solution does your team primarily 
use to report on and analyze POS data?
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FEATURE TREND:
OPERATING 

IN THE SHADOW 
OF AMAZON

Our survey respondents chose the growth of e-Commerce and 
Amazon as the #1 retail trend that is having the most significant 

impact on their sales.



Brands can choose to view Amazon 
as a competitor, or perhaps 
as a business partner. In the 
United States alone, Amazon’s 
e-Commerce market share is 
projected to reach 50% by 2021. 

Amazon is unique in that they 
warehouse their own products, as 
well as facilitate transactions for 
third-party merchants. 

They take advantage of massive 
amounts of browsing and purchase 
data to create a 360-degree profile 
of their customers and recommend 
items that customers with similar 
profiles have purchased. 

Truthfuly, there is little 
Amazon doesn’t do. On the 
business-to-business side, they 
are a powerhouse in cloud-hosting 
server technology. 

On the retail side, they have made 
investments across the board from 
search and advertising technology 
to two-day order fulfillment, 
groceries, music, e-readers, smart 
home devices and more. 

Interestingly, even though the 
growth of Amazon is the number 
one trend affecting respondents’ 
sales, it’s also the second 
most-represented retailer when we 
asked Sales teams which accounts 
they oversee. 

GROWTH OF E-COMMERCE /
AMAZON

BIG BOX STORE CLOSURES
& BANKRUPTCIES

IMPORT TARIFFS

IN-STORE EXPERIENCES

RETAILERS IMPOSING FINES FOR
SHORT OR LATE SHIPMENTS

INFLUENCER MARKETING

IN-STORE 
RETURNS ON THE RISE

BUYER AMERICAN 
/ MADE IN AMERICA

ONLINE 
RETURNS ON THE RISE

Fig 10. Retail trends having a significant impact on sales in 2018

68%

29%

32%

29%

27%

25%

12%

11%

10%
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What’s most telling is that Amazon 
is rarely managed exclusively by a 
dedicated Account Manager. 

We found that 82% of the time, 
Amazon is managed by an Account 
Manager who also manages other 
accounts -  suggesting that Amazon 
is potentially being treated as an 
afterthought.

According to a recent article on 
Digital Commerce 360, brands are 
encouraged to look at Amazon as a 
tool, rather than a sales channel, to 
promote their storefront in front of 
millions of Amazon shoppers.

By changing the lens through which 
they perceive Amazon, brands 
are able to leverage an extremely 
powerful set of marketing tools 
to attract the interest of browsing 
customers. 

Retail isn’t going anywhere, but 
Amazon is certainly forcing brands 
to think beyond what’s in front of 
them.

On the next page, we offer three 
ways you can take advantage of 
Amazon's reach to drive more 
browsing traffic to your brand.
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THREE WAYS BRANDS CAN TAKE 
ADVANTAGE OF AMAZON'S REACH

Create a brand profile on your Amazon store and 
use it as a landing page. List a few products and 
link back to your own site for more choices.

DIVERT TRAFFIC

Amazon’s product pages will likely outrank your 
own SEO. Use this as an opportunity to optimize 
your product listings and gain more visibility.

LEVERAGE SEO

Use Amazon Marketing Services’ (AMS) 
Sponsored Product Ads and Headline Search 
ads to pop up where users are searching.

ADVERTISE ON AMS

17



Brands using purpose-built solutions are reporting that their 
buyers actually listen to what they suggest - and they're 

selling more as a result.

BRANDS WHO REGULARLY LEVERAGE POS 
DATA HAVE MORE PROFITABLE BUYER 

RELATIONSHIPS

Chapter Two



 
"My success as a buyer is all about 
minimizing risk. If you want to 
change something, prove to me that 
it isn't too risky."
Anonymous Buyer - 10 Things Your 
Buyer Hates About You

BRANDS WHO ARE MORE SATISFIED 
WITH THEIR SOLUTION BRING 
INSIGHTS INTO BUYER MEETINGS 
MORE OFTEN
We found that brands are 66% 
more likely to regularly bring POS 
insights into buyer meetings if they 
are highly satisfied with their current 
POS analytics solution. This speaks 
to the importance of making sure 
that users are happy with their 
current solution, otherwise there is a 
risk that POS data is not being used 
to influence buyer meetings.

BRANDS USING A PURPOSE-BUILT 
SOLUTION LOOK AT DATA MORE OFTEN
In fact, respondents using a 
purpose-built solution for POS data 
analysis were twice as likely to look 
at their POS data on a daily basis as 
compared to brands currently using 
spreadsheets. 

BRANDS WHO BRING DATA TO BUYER 
MEETINGS MORE OFTEN REPORT THAT 
THEIR BUYERS ACTUALLY LISTEN TO 
WHAT THEY SUGGEST
74% of respondents who say that 
they bring data into buyer meetings 
'regularly' also say that their buyers 
listen to their recommendations 
either 'regularly' or 'always' 
versus those brands who reported 
that buyers do not listen to their 
suggestions.. 

In addition to this, brands reporting 
that their buyer 'regularly' or 'almost 
always' listens to their suggestions 
also report higher sales growth 
versus buyers who do not listen 
to their suggestions. Furthermore, 
respondents who reported that their 
buyers 'almost always' listen to 
their suggestions reported strong 
sales growth (>10%), outpacing 
those brands that do not have their 
buyer’s ear by a factor of two.

SPREADSHEETS 
22%

PURPOSE-BUILT 
TOOL 40%

Fig 11. % of respondents who reported strong YOY sales growth
based on the type of tool they’re using to analyze their
POS Data. 
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WHAT HAPPENS WHEN BRANDS DON’T 
BRING DATA TO BUYER MEETINGS
When brands meet with buyers less 
often, they are less likely to listen to 
their suggestions. In addition, when 
brands do not bring data-backed 
suggestions to these meetings, 
buyers are even less likely to listen. 

It may seem like common sense, 
but we can now definitively say 
that retail buyers are more likely to 
listen to a vendor when they come 
prepared with POS data insights 
and present data to support their 
recommendations. When we asked 
respondents how often their buyers 
listen to their suggestions, we found 
that buyers are 61% more likely 
to listen to a vendors’ suggestions 
when they 'regularly' bring POS 

"You have to build credibility 
with your buyer. And you 
can only do that through 
smart recommendations that 
are backed by data." 

- Eric Green, Co-Founder, 
Askuity

insights to buyer meetings (74%) 
compared to when vendors 
'infrequently' bring POS insights 
into buyer meetings (46%).

Naturally, this leads us to the 
ultimate question… How much 
does an attentive buyer influence 
a company’s revenue? We found 
that when respondents reported that 
their buyers ‘almost always' listen 
to their suggestions, they were far 
more likely to report strong YoY 
sales growth (defined as 10% or 
more in the 2019 POS Data Study). 

In fact, a brand was 2x more likely 
to report strong YoY sales growth if 
they reported that their buyers are 
listening to their suggestions vs. 
those reporting that their buyers do 
not listen to their suggestions.

WEEKLY 

MONTHLY

QUARTERLY

SEMI-ANNUALLY

ANNUALLY 

Fig 12. The % of respondents who grew sales by more than 10% based 
on their frequency of buyer meetings

72%

68%

59%

55%

49%
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A DATA-DRIVEN CULTURE SUPPORTS 
STRONGER BUYER RELATIONSHIPS 
THAT HELP YOU SELL MORE
The vendor-buyer relationship has 
gone through a transformational 
change in the past 20 years. 
As categories have expanded 
and buyer responsibilities have 
grown, buyers are appreciative of 
vendors who come to the table with 
valuable insights and data-backed 
recommendations that move the 
needle from a sales and margin 
perspective. 

This has completely changed the 
game. Buyers are choosing to listen 
to those vendors that are actively 
managing their business in a 
data-oriented manner to help them 
achieve mutual success.

This is supported by the fact that 
brands using a purpose-built 
solution are 40% more likely 
to report that their buyer either 
'regularly' or 'almost always' listens 
to their suggestions as compared 
with those brands not using a 
solution.

Buyers don't have a lot of time to 
waste. Brands who attend buyer 
meetings prepared with concise, 
actionable insights are able to 
suggest useful ideas to grow sales 
and improve margins. Buyers, as a 
result, will actually listen - especially 
if the insights are backed up by 
data. 

Of those brands experiencing strong YoY 
growth... 

Say their buyers 
'sometimes' listen to their 

suggestions

42%
Say their buyers 

'rarely' listen to their 
suggestions

33%

Say their buyers 'almost 
always' listen to their 

suggestions

54%

Say their buyers 'do 
not' listen to their 

suggestions

25%

 
"Bringing data to your buyer 
meetings starts a data conversation 
so that you’re collaborating with 
your retailer about what mutual 
success looks like." 
- Phil Chang, Retail Consultant
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THE IMPACT OF 
MOBILE POS DATA ON 
FIELD SALES
Brands putting POS data in the hands of 
field sales teams experience stronger sales 
growth than those who do not.

Chapter Three



BRANDS WHO MAKE POS DATA 
AVAILABLE IN THE FIELD ARE 
ENABLING FASTER, MORE STRATEGIC 
DECISIONS ON THE FRONT LINES.
Although up 12 percentage points 
from last year, less than half (46%) 
of brands are providing their field 
team with access to POS and 
inventory data on their mobile 
devices. Even so, more than half 
(60%) agreed their teams would 
benefit from having up-to-date POS 
and inventory data by store and 
SKU on their mobile devices.

The good news? The data certainly 
backs up this sentiment. We 
discovered that brands experience 
stronger sales growth when they 
indicated that they DO provide their 

field sales teams with anywhere, 
anytime access to POS data on their 
mobile devices.

For example, beauty and personal 
care brands make use of field data 
on the fly to assist with in-store 
training that influences assortments 
and merchandising at the store 
level. 

Having data like this allows field 
sales teams to address any 
issues (like low stocking levels) 
before they become lost sales. 
Additionally, field sales teams using 
a purpose-built solution are able to 
access store-level data from their 
mobile devices before even entering 
the store, thereby enabling them to 
make the most of their time once 
there. 

NEUTRAL

AGREE

STRONGLY DISAGREE

DISAGREE

STRONGLY AGREE 

Fig 14. Do you agree with the following statement: We have a clear understanding of the return from our field team investment

27%

9%

 6%

 14%

 44%
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The brands who are not able to get meaningful insights from their data are 
falling behind those brands actively making data-driven decisions. In fact, 
Askuity conducted a study earlier in the year which showed that brands 
using a purpose-built solution were growing sales 89% faster than their 
categories at a top 5 U.S. retailer.

LESS 
SHELF 
PRESENCE

HIGHER OUT 
OF STOCK 
RATES

LOWER 
FORECASTING 
ACCURACY

LOST SHELF 
SPACE IN 2018

LOWER 
SALES 
GROWTH

LOWER % OF 
SHELF SPACE IN 
THEIR CATEGORY

Those brands that are not using a purpose-built POS reporting tool were 
more likely to report...

THE COST OF DOING NOTHING
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This study has shown that brands who continue to 
use outdated tools are no longer at risk of falling 
behind the competition, they are already behind. In 
three short years, we’ve witnessed a tremendous 
transformation in how POS data is being used by 
brands across the retail spectrum. In 2017, we saw 
brands warming up to the idea of using data in their 
daily operations. In 2018, brands were beginning 
to use technology to turn this data into something 
useful. And now in 2019, we have definitive proof that 
purpose-built POS reporting solutions are enabling 
Sales teams to strengthen buyer relationships and 
effectively grow top line sales.

This is great news for brands who have already 
invested in a comprehensive solution to turn their 
POS data into profitable insights. For those brands 
continuing to scramble with a mess of spreadsheets 
and stale reporting methods, the writing is on the wall. 
Buyers have indicated that they want to partner with 
industry-leading brands who help them achieve their 
joint business goals. With this in mind, it may be time 
to question whether or not your team is doing enough 
to lead your buyers with data.

The 2019 POS Data Study has made one thing 
very clear: don’t expect your company to reach its 
full potential without leveraging POS data in your 
day-to-day operations. Downloading data from portals 
and running spreadsheet-based reports was enough 
to be ahead of the curve in 2009. In 2019, it’s about 
moving beyond spreadsheets and transforming POS 
data into a source of competitive advantage and new 
sales opportunities.

C0NCLUSION
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Askuity enables the world’s brands to grow their retail 
business through profitable insights.

ABOUT ASKUITY

LEARN MORE ABOUT OUR INDUSTRY LEADING PLATFORM

DISCOVER ASKUITY
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