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The once emergingretail and consumer goods
renaissance, driven by dataand analytics, seemslike
adistantmemory. The global pandemic arrived, and
itnotonlyjustifiedretail’s earlier digital transformation
strategic plans and investments, but catapulted some
preparedretail leadersintorecord settingrevenues and
profits, while forcing rapid bankruptcies forthose who
had not sufficiently prioritized data as a strategic asset.

COVID-19 quickly tested allretailand consumer
goods companies’ readinessintheirindividual digital
transformationjourneysinamatter of weeks.
While retail leaders may have been well positioned,
laggards suddenly accelerated strategic plans,
many stillinthe midst of their three-year execution
horizons. Regardless, those successfully managing
the pandemic’s stress test of e-commerce, in-store
insights, and supply-chainvisibility and fulfillment
capabilities started with afoundation built onconsumer
experience and high-stakes competitive insights.
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The rules of engagement of retail have
changed, but many are still playing
by the rules of 60 years ago.”

SOURCE: IHL Group

Untilrecently, retailand consumergoods technology
primarily served to ensure transactions with customers
were quick and efficient. Now, retailers and brands
have anunprecedented opportunity to enactchange
by leveraging data, analytics, technology, shared
collaboration frameworks and streaming data

to elevate the customer experience and improve
operational efficienciesin muchmore meaningful ways.

91%

of consumers are more likely to shop with
brands thatrecognize,rememberand provide
relevant offers and recommendations.

SOURCE: Personalization Pulse Check Report,
AccentureInteractive

Connected Consumers (Remain)
in Control

Consumers are moreincontrol than ever. Mobile
andsocially connected, they are armed withmore
knowledge than everbefore. They’re curious about
where products come from, how they are made

and the social causes that companies embrace.
They are hardertoinfluence, and they enjoy controlling
theirown shopping experience —redefining the
meaning of “loyalty.”

Asaresult,leadingretailersand brands areintegrating
more tech (data, analytics and devices)into every step
of the consumer purchase path to create aconsumer-
firstapproach. The entireretail experience — starting
with production, replenishment and continuinginto
merchandising, marketing and on to fulfillment and
returns — has an opportunity (and challenge) to shape
customer perception. Loyaltyis becoming more
important now thanever.

35 7

307 E-Commerce Penetration (% of Retail Sales)

E-COMMERCE ACCELERATION DUETO THE PANDEMIC
Retailersrealize ten years of digital sales penetrationin three months.

2009 2010 201 2012 2013 2014

10 years growth
in3months

2015 2016 2017 2018

2019 April2020

Source: ShawSpring Research, Bank of America, U.S. Department of Commerce, Forrester Analytics, McKinsey analysis
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Infact, every aspect of the retail value chain has the
potential to make orbreak the customer experience
today. From developing new products to delivering
personalized campaigns — analytics, artificial
intelligence (Al) the internet of things (loT) and
enterprise data management capabilities are
empowering brands andretailers to betterunderstand
theirshoppers and deliver differentiated products,
services and experiences. As customers’ expectations
forbest-in-class shopping continuestoincrease —
thanks to theimmediate and personalizedrelationships
established by tech giants and retail upstarts —
data-ledintelligence willremain essential for
retailers and their trading partners to thrive in this
competitive landscape.
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Successful response is not about having all
the data, it’s about using it in a meaningful
and “right time” response.”

Leaders Focus on
Four Key Strategies

Leadingretailers and brands today are laser-focused
onoptimizing fourkey strategies crucial to delivering
anext-level shopperexperience built onthe ability
to betterunderstand customers: infusing customer
insightsinto product, upgrading marketing and
merchandising; creating an agile supply chain that
both optimizesin-stock and fulfillment capabilities;
andreimagining brickand mortar stores asacompe-
titive differentiator. More specifically:

e Personalized Experiences: Retailers areleveraging
customer profiles, producing higher customer
engagementresults andreduced marketing costs
by deliveringtargeted, relevant, contextual content
andrecommendations. Leaders are moving
to “segments of one,” defined as tracking and
understandingindividual behaviors and using
the datato customize offers, products orservices
totheindividual customer.

e Customer-Centric Merchandising: Moving from
aproductto acustomer-centric merchandising
strategyrequires adeep understanding of
customertastes and preferences. Granularproduct
attribution andretail execution data shared among
trading partnersis criticallyimportant forboth
to betterrespondthroughlocalized assortments,
tailored promotions, dynamic pricing and product
development foranever-changing, diverse
consumerbase.
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e Supply-ChainAgility: Intoday’s retail environment,

retailersrealize that building demand forecasts
simply based upon historical transaction,
promotional and pricing data alone is not good
enough. Including new data sources like demand
signals — such as weather, social commentary,
competitorpricing, local event calendars, shipping
andreturns policies and demand transferdynamics
— notonlyboosts forecastaccuracy, butit greatly
enhancesinventory visibility, reduces out-of-stocks
andimproves fulfillment optimization capabilities.

e Reimagining Stores: Withmore than78% of global

retail sales projectedto stilloccurin-store by 2023,
traditional retailers are increasingly realizing that
the brick-and-mortarfootprintis a competitive
differentiator. Enabling better pricing and
convenience to consumers than digital pureplays,
physical stores now serve as micro-fulfillment
centers — through BOPIS (buy online, pick-up

in store) or curbside delivery — and drive down
overall cost-to-serve. In-store customerinsights
and engagement opportunities are now possible
using data captured from sensors, video and
beacons. Thistechnology allows retailers to
measure andrespondinreal-time to shopper
behavior, measure geo-location, traffic, dwell
times and conversion metrics. For merchants, the
ability to capture shelf, rack, table and bininventory
levels allows them to prevent out-of-stocks (lost
sales), monitor merchandising (display, pricing,
promo, POG), meet compliance initiatives and
share these new insights with trading partners they
may have. Traditional retailers now have access

to anentirely new data monetization opportunity
that many have been missing out onforyears.

( N\
$1 I] I
annual costtoretail due to out of stocks
andoverstocks
SOURCE:IHL Group
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A Meaningful Response

Retailers moving faster than theircompetition know
thatitisn’tenoughto merely collectall types of data —
internal, external and multi-structured — something
many retailers already do well. They are now making
advancesin analyzing streaming data, embedding
meaningful analytics andrespondinginnearreal time
to “moment of truth” business opportunities. Customer
interactions, digital media, inventory status, supply
chainnetwork and trading partners can all create
insights, events and engagement.

These opportunities movein data streams that demand
rapid opportunistic response times and agile problem
solving. Retailers must have capabilities to analyze
customer browsing behaviorand gaininventory
visibility across the supply chain, fulfillment optimi-
zation, delivery routes and out-of-stocks. In-store
customerjourneyinsights and social commentary can
provide heads up intelligence for customer service
representatives. Successfulresponseisnot about
having all the data, it’sabout usingitina meaningful
and “righttime” response. It’s about sorting, filtering
andidentifying the events that matterinreal timein
ordertorespond effectively.

To competeintoday’s environment, retailers have
embraced anew approach. They are using solutions
thatenableingestion of streaming datafroma
seemingly endless variety of sources, storingand
processing across a hybridinfrastructure and running
analytics andimproving precisioninmachine learning
(ML) algorithms. Atthe same time, leadingretailers are
maintaining strict enterprise data security, governance
and control across allenvironments with no datasilos.
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Challenges to Retail Digital
Transformation

Technologyis dramatically reshaping the face of
shopping and giving forward-thinking retailers

and brands a significant competitive edge. However,
many stillface hurdles onthe road to modernization:

e Culture: Retailershave a profound cultural
resistance to the notion of “vendorlockin.”
Proprietary solutions that leave retailers bound
to asingle solutions providerare distrusted.
Retailers are eagerto owntheirIP (intellectual
property) andleverageitto be masters of their
owndestiny. Put anotherway: Retailisinherently
distrustful of black-box solutions. Leaders would
ratherownthe competenciesthat support digital
transformation than sign onwith avendorfeaturing
avariety of point solutions (and data silos), leaving
retailers withno understanding of the underlying
math, logic orresults.

e Cost: Historically, retailers also have been
conservative withtheirIT spend because they
live withrazor-thin margins, and that cultural
predispositionremains. While the top 50 or
so globalretailers are investing aggressively
innew technologies, therest — partly by habit
and partly by necessity — are wary of pursuing
solutions that come withtoo big aprice tag.
Alongthese samelines, many feel they can’t
investintop-dollardatascientists and software
developers, leaving themunable to make the
most of theiralready available data orintegrate
new and emerging data streams as they arise.

CLOUD=RA



e Infrastructure: Interms of the dataitself, many
retailers are stilllacking an enterprise data strategy
and comprehensiveinfrastructure solution, one
that can handle multi-structured and multi-location
(onpremise or multi-cloud) data. Making this more
challengingis the perpetual growth of disparate
datasources, fromloT devices to external partners
to enterprise data. Easily accessible data must
beleveraged across on-premise and multicloud
environments to drive solutions that deliver answers
to the most complex business questions.

e Real-Time Complexity: Dataisbothretail’s friend
and enemy. Retail has neverhad a problem
acquiring data, it does, however, have a problem
withingesting, analyzing and actingondatainreal
time. To manage the complexity of real-time
information, retail data management platforms
must enable real-time analytics on streaming data,
effectivelyingesting, storing and processing data
toinstantly deliverinsights and action.

e Handling the Volume and Variety of loT Data:
To enable use caseslike supply-chain optimization
ormarketing to “segments of one,” retailers
demand aplatformthat canhandle diverse data
structures and schemas — everything from
intermittent data originating from click-stream
orpoint of sale, tounstructured data(e.g.,images,
video, textand barcodes) fromthe edge, delivered
through avariety of supported drivers and protocols.

e Diverse Analytical Capabilities: Existing platforms
offerlimited ability to provide insights and analytics
into platform usage and performance. Forretail
solutions, adata platform must provide awide
range of analytical options — including everything
from SQL analytics and search capabilities, to tools
to supportadvanced analytics, MLmodelingand
Aldevelopment. To be most effective, it must also
allow fortightintegration withleading business
intelligence (Bl) solutions that offerreporting
dashboards and specialized business analytics
capabilities.

Open Source Technology
Drives Innovation

Retail savvy tech giants have invested heavily in data
analytics as acompetitive differentiator. Data-

driven exemplars like Amazon, Alibaba, Facebook,

and Google are continuing to use data analytics

as acompetitive wedge. Theyrecognize that new
datatypesandadvancedanalytics are not only changing
customerdemand and containing operational costs,
they are driving consumer expectations.

Building andretaining theirown data analytics
competency and owning theirintellectual property
isfundamental towho these technology titans are.

To advance theircompetency, they continue to add
people skillsandimplement change management
initiatives based upon data and analytics. Toleverage
theirintellectual property, they’re organized and
equippedtoinfuse theirown software development
with advanced ML and Al capabilities.

While the largest traditional retailers and brands can
organizeinternalresources and keep the development
of systemsin-house, many others have neitherthe
capacity northe executive commitment toinveston
suchagrandscale. Withan open source data platform,
however, retailers can own and control both theirdata
andtheirintellectual property. Ratherthandepend on
asingle software vendortimeline forupdates and new
releases and face punitive data egress charges from
cloud-based point solutions, retailersrelyingonopen
source solutions are enmeshedin abroad ecosystem
of developers, allgenerating newideas and new

COMMON CONSUMER GOODS BUSINESS INITIATIVES

More effectively connect with shoppers and convertthem
intoengaged, loyal customers

Delivertimely, personalized customer experiences and
informed decisions — at the moment of truth

Deliverrelevant content, knowledge, and communications
toin-store employeesand consumers anytime, anywhere

Deliveronthe brand promise withresponsive fulfillment,
supply chain, customerservice, and field sales visibility

6 Retail Transformation, a Business Imperative

R

Differentiate the brand fromthe competitiontoincrease
sales, volume, and margin

Orchestrate conversations withconsumersto drive
visits, improve retention and up/cross-sell opportunities

Decrease costto serve, empower frontline employees/
field salesrepstoimprove customerexperiences

Improve consumer experience, satisfaction, whilst
reducing defects, out of stocks, and fulfillment costs
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capabilities. Retailers and brands need nolongerrely
on “black boxes” that give them no visibility to the
underlying math, algorithms orresult sets. Open
source puts theretailerand brand closerto the
source of innovation, thanks to some of the biggest
companiesinthe world actively contributing to that
dynamic ecosystem. Inthis environment, retailers and
brands are freed from their biggest cultural concern
arounddigital transformation. Inan open-source
environment, they owntheintellectual property,

the enterprise data and the analytic competencies.
They own the datalifecycleinits entirety.

Clouderais uniquely positioned to help retailers and
brands make the best use of the vast amounts of data
already onhand, operationalizing insights derived
from awide array of emerging data sources. Key to this
advantageisits opensource approach that meets
retailers’ and brands’ practical and culturalapproaches
to corporate digital transformation.
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End-to-End Data Lifecycle
Management with Cloudera

Today, leadingretail organizations worldwide

are adopting an enterprise data cloud strategy
using the opensource-based Clouderaplatform
tomanage the end-to-end datalifecycle. From
collecting data from multiple sources, to storing,
processing, analyzing, serving and predicting to
drive actionable insights and use cases, the platform
handles both datainmotionand data atrest.

With Cloudera, datacanbeingested fromavariety
of sources (including both streaming and enterprise
data sources), enriched and processed across
ahybridinfrastructure. Analytics or ML algorithms
canbe appliedto alldata, all while maintaining strict
enterprise data security, governance and control
across all environments.

Hereisanoverview of the end-to-end datalifecycle:
1. Collect

With Cloudera, retail organizations can easily ingest
data from multiple sources, including both traditional
as wellasnew and streaming data sources such as|oT,
beacons, RFID orassociate-worn connected devices.
Any type of datacanbeingested andloaded without
alteringits format or fidelity, preserving dataintegrity
and enabling security and governance.
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https://www.cloudera.com/products/cloudera-data-platform.html
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ClouderaDataFlow provides ascalable, real-time
streaming analytics engine thatingests, curates

and analyzes dataforkeyinsights andimmediate
actionableintelligence. It caningestand process
real-time datain motion from streaming data sources
(suchasclickstreams, log streams, social feeds, loT
sensors, smart devices, etc.) aswellas from traditional
enterprise data sources, such as databases, data
warehouses as well as enterprise systems that manage
CRM, customer care, inventory and supply chains.
Itaddresses the key challenges enterprises face with
datainmotionincluding:

e Ingestingandenrichingreal-time data streaming
athighvolume and high scale.

e Drivingdataprocessing and predictive analytics
onhigh-speeddatainmotion.

e Tracking provenance andlineage of streaming data.

e Managing and monitoring edge applications and
streaming sources.

e Enablingedgeintelligence withMLmodels and
edge processing.

2. Enrich

Preparingdataforanalysis andinsightsis the foundation
of any data-driven exercise. Cloudera Data Engineering

helpsenrich, transformand cleanse awide variety of
dataand makesit easierthaneverto create and execute
end-to-end datapipelines. ForIT operations, this
means delivering real-time businessinformation
blended with additional datasets that provide context
fordecision-makers. The underlying platform also
delivers the ability to execute a wide range of high-
performance data processing workloads, including
batch andreal-time stream processing using Apache
Spark and Spark Streaming. Itis also supported by
multiple storage data storesincluding Apache HBase,
Apache Kudu and cloud object storage.

3. Report

With Cloudera, retailers have the flexibility to run multiple
analytical optionstodrive insights, intelligence and
actionfromall data. Depending onthe business needs,
organizations cananalyze datainavariety of ways —
includinginteractive SQL, text search, integration with
leading Bl and visualization tools — orrun advanced
analyticsand ML models.
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Traditional datawarehouses are inadequate to meet
theincreased scale, economics and analytics
demands that today’sretailers are experiencing.
Cloudera DataWarehouseis an auto-scaling, highly
concurrent and cost-effective analytics service
thatingests high scale data, whether structured,
unstructured or from edge sources. It supports hybrid
and multicloudinfrastructure models by seamlessly
moving workloads between on-premises and any
cloudforreports, dashboards, ad-hoc and advanced
analytics, includingthose leveraging Al. Cloudera Data
Warehouse offerszero query wait times, reduced
ITcosts and agile delivery, while maintaining consistent
security and governance.
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4.Serve

The Cloudera Operational Database serves traditional
structured data alongside new unstructured data
within a unified end-to-end open source platform.

It enables processing of streaming data andreal-time
analytics onthat continuously changing data, ensuring
the latest data and analysis canbeinjectedinto
decision-making. Users cannotonly serve real-time
dataat scale, with high concurrency andlow latency,
butthey canalsouse datascience at scale to easily
build, score and deploy ML models into production.

5. Predict

Retailers can close the loop on the datalifecycle by
using Cloudera Alto make predictions that will drive
key business outcomes. Cloudera Al can help
organizations accelerate enterprise data science at
scale — fromresearch to production — with self-
service, collaborative workflows for building and
operationalizingML models andinteractive, visual
applications. Withoutinterrupting business
workloads, retailers canrapidly onboard new data
science teams, giving them on-demand access to
governed business data, open-source tools and
auto-scaling computing resources forend-to-end
ML, all without wait time. Using Python, Rand Scala
directlyinthe web browser, Cloudera Al delivers a
powerful self-service experience fordatascience
teams developing, prototyping and deploying new
ML capabilities to production.
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Use Casesin Retail and
Consumer Goods

Analytics, ML, AlandloT are rapidly reshaping the retail
competitive landscape. The mostinnovative retailers
and brands are applying an entire host of data
acquisition concepts not only to dataatrest, butalsoto
datainmotionand streaming data sources, inreal time.
By addinginMLand analytics, theseretailers

are transformingtheironline andin-store customer
experiences, supply chains, merchandisingand
marketing activities. However, in orderto capitalize
onthis fundamental shift, retailers and brands need
the ability toingest, process, store and analyze all
types of data (structured, unstructured and semi-
structured data) regardless of whereit originates —
fromthe consumer, from theretail shelves and aisles
orfrom consumer clickthrough — to the data center,
inany public orhybrid cloud. With these abilities at
hand, retailers canharness petabytes of data toidentify
consumer and supply-chain patterns, detect stock
orsupply-chaindelivery anomalies, identify emerging
consumer trends, optimize fulfillment costs and
interact with consumersin more personalized,
contextual andrelevant ways.

With greatervisibility and insights at the point of
decision, retailers and brands can combine external
datawiththe datathey generate every day to gain
real-time visibility into their operations and supply
chains. These insights allow them toimprove
operational performance and customer experiences
to helpreduce costs and grow revenues — and grab
market share from the competition.

Today, many leadingretailers and brands across the
globe use Clouderato drive connected customer
processes that enable personalizedinteractionsand
improved experiences. They also depend on Cloudera
to optimize their supply chainandinventories across all
fulfillment and delivery channels. See how four major
retailersused Clouderato delivervalue:
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1. Personalized Experiences —
Require ‘Segments of One’

Aleading global drug store chain specializinginfilling
prescriptions, healthand wellness products, health
information and photo services soughttoimproveits
digital personalization capabilities with customers.
Considering that the chainfills 900 million prescriptions
annually, interacts with over 87 million loyalty customers
and sees more than 10 million sales transactions daily,
thiswas truly a big data opportunity.

The business set out toimprove the precisionand
timeliness of personalized, targeted email offers
by moving the email offer closerto the customer’s
lastinteraction.

The drug store chainwas experiencing alag of three
to five daysbetweenitslastinteraction with a customer
and delivering personalized offers due to sluggish
analytic workload performance and high costs
associated withitslegacy data platform. Toimprove
its business capabilities and customerrelevance, the
company turned to Cloudera to establishamodern

10 Retail Transformation, a Business Imperative

data architecture capable of handling massive data
workloads. Anew system based on Clouderaingested
and analyzed 365 days of customer purchase history,
includingin-store point-of-sale and e-commerce data
across all loyalty customers to produce category-
based affinity scores showingindividual customer
preferences. Moreimportant, the platformreduced
the time of insight from three to five days toless than
three hours.

The Cloudera platform allowed secure integration
of alldata across the enterprise from avariety of data
inputs, rapid analytic modeliteration and development.

Theresult: The company deliveredincreased value
to customers with more relevant and timely content
while gaining a scalable and cost-effective data
platform forfurther customerinsights and analytics
across alllines of business. In addition, the
modernization program (anchored by Cloudera)
attracted new IT talent, refreshing and upskilling
the firm for future growth.
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2. Customer Centric Merchandising —
Location, Location, Location

Product placementin apparel and department stores
iswelldocumented as positively affectingretail sales.
Oneleading U.S. department store retailerknown for
clothing, accessories and jewelry wasreceiving sales
data that was not specific enough to suggest changes
tothelayout of its brick-and-mortar stores to maximize
product sales. The company’s online channelhad an
advantage asit could compare what shoppers viewed
with what they bought, aninsightlacking from brick-
and-mortar stores’ data.

To address thisintelligence gap, the retailer built

a Cloudera-based enterprise solution that provided
microdata onin-store shopperlocation, enabling
analysis similarto the insights gleaned fromthe online
business. TheretailerleveragedloT datathat captured
thein-storelocation of shoppersusingthe company’s
mobile app ontheirsmartphones. Datathen streamed
from Cloudera Data Flow to Cloudera providing:

e |Intra-dayinsight onthe flow of customers and
traffic throughout stores.

e |dentification of merchandisinghotand coldspots.

® Insightsleadingtoreal-time, proximity-based
marketing capabilities.

n Retail Transformation, a Business Imperative

Real-time delivery of personalized offers quickly
demonstrated a 40% conversionlift, and the data
was furtherleveraged toredesign and optimize
product placements within stores.

The key to successwas the ability to streamreal-time
datausing Cloudera Data Flow from multiple sensors
and seamlessly integrate thisnew datainto the
retailer’'s platform, where cleansing, furtheranalysis
and advanced analytics could berunto deliver
furthervalue.
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3. Supply Chain Agility — A ‘Last Mile’
Commitment

When enterprise and loT data are leveraged toimprove
forecastaccuracy andreduce out-of stocks, retail
supply chains can demonstrate a significantreturn
oninvestment. Gartner, IDC and ISM have reported
thatincorporating big data helpsimprove demand
forecasts, building supply chain agility that can provide
a2% averagerevenueincrease and al5% average
inventory reduction simultaneously.

Aleading Europeanretailerfocused on groceries

and generalmerchandise — with over 6,500 store
locationsand 6,000 delivery vans — saw costs
spiraling withits delivery services asit tried to keep
its customer fulfillment promise. Existingroute
optimizationtools were not reflecting true delivery
drive times, and prebuilt demand forecast models for
intra-day orders were leading to furtherinefficiencies.
Additionally, fleet maintenance costs were growing
due tounplanned downtime and the necessity for
replacementvehicles.
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Thisretailerleveraged Cloudera to build an analytics
solution for fulfillment delivery thatimproved data
accesstoomni-channel orders, logistics and delivery
capacity and provided advanced analytic modeling,
A/Btesting and optimization. Working with the
incumbent point-solution provider, the retailer brought
the analytic modeling andintellectual property
in-house, improving the accuracy of delivery order
demand forecasts and further optimizing of delivery
routes. By partnering with Cloudera, the retailer
reduced point-solution costs, improved analytic agility
and established anapproachto use with otherlegacy
business applications. Afollow-onuse case of predictive
analytics forvehicle maintenance improved uptime

of the delivery fleet.

lllustrative, measurable businessimpacts
wererealized:

e Improvedintra-day online order fulfilment
demand forecastaccuracy by 3%.

e Improved customerdelivery capacity and speed.

e Cut140 vehicles fromits fleet, saving $21 million
inmaintenance andlabor costs.
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4. Reimagining Stores — Real-Time Pulse
on Freshness, Waste

Supermarkets discard an estimated 43 billion pounds
of food everyyear, accordingto arecent study.

Retail grocers are committed to doing better, but food
wasteis still such a pervasive problemthat only one
supermarket chainearnedaBonthe food waste
“report card” recently issued by the Centerfor
Biological Diversity. Just ahandful of chains earned
Cs,while therest of the country’smostrecognizable
grocery stores scored Ds orFs.

Theleading globalmass merchant — that scored highest
inrankings —recognized aneedtoimprove cold storage
temperature fluctuations on grocery products,
understanding that both high and low temperature
variations couldlead to excessive shrink (waste).

Thisretailerdeployed Cloudera Data Flow to tap
real-time streaming data fromthousands of cold
storage sensors acrossits vast network of brick and
mortar stores. The solutioningested and aggregated
data from these temperature sensors withlocation
and on-handinventory datato predict, monitorand
respond to possible changesinperishable food
products suchasproduce, dairy and meat.

Predictive analytics allowed theretailerto proactively
respond not only to productlife cycle impacts, but
also the potential risk of cold storage equipment
down-time. Automating the closed-loop process
using pre-built businessrules and alerts gave individual
maintenance teams and store department managers
actionableinstructions to ensure product freshness
andreduce waste.

13 Retail Transformation, a Business Imperative

Theresulting application of streaming data and
advanced analyticsis expectedtobe amajorcontributor
toimproving freshness, reducing food waste and
cutting cold storage maintenance costs resulting

in over $500 millionin annual businessimpact.

Data Analyticsis
Transforming Retail

Retailerslive on thin margins. Within the current
business environment, retailers must now more than
everaccelerateinvestmentinto people, processand
technology by leveraging data as a strategic asset.
Dataand analytic capabilities are rapidly becoming

the key differentiatorsin theretailand consumergoods
industry, often definingwinners andlosers.

Digital transformationis often used to describe
atwo-to-three-yearstrategic endeavor. Those who
have already laid the foundation to more effectively
leverage data, analytics and new digital technologies
as acompetitive advantage are seemingly thriving
inthisuncertain environment, even as the pandemic
may force latecomers to make difficult choices.

Clouderaenablesretailers and consumer goods
companies to maintain theirmomentum and
accelerate digital transformation by leveraging data
from any source whetheron-premise, cloud or hybrid
platforms — powered by open-source technology.
Clouderadelivers afull suite of data services addressing
the entire datalifecycle.

Visit our website and learn more at cloudera.com
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About Cloudera

Clouderais the only true hybrid platform for data,
analytics, and Al. With 100x more data under
management than other cloud-only vendors,
Clouderaempowers global enterprises to transform
data of alltypes, onany public or private cloud,
into valuable, trustedinsights. Ouropendata
lakehouse delivers scalable and secure data
management with portable cloud-native
analytics, enabling customers to bring GenAl
models to theirdata while maintaining privacy
andensuringresponsible, reliable Al deployments.
The world’s largest brandsin financial services,
insurance, media, manufacturing, and government
rely on Clouderato be able to use theirdata
tosolve theimpossible — todayandinthe future.

Tolearnmore, visit Cloudera.com and follow
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marks are trademarks orregistered trademarks
of Cloudera, Inc. All other company and
product names may be trademarks of their
respective owners.
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