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In the new era of Retail – exploration of the unknown is 

crucial…
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In the new era of Retail - digitalization is a journey… a long 
journey
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The journey just started for most of the Retailers



The “situation” in consumer industries on a page…

Technology 
forces…

Cognitive & analytics CloudMobile Internet 

of Things

…are creating new 
experiences…

Experience journey Digital ubiquity Omnichannel

…and disrupting 
business and 
operational models

Traditional value chain Ecosystem

SecuritySocial
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The “situation” in another industry…



The Consumer Industry has evolved from a linear, push-based value chain…

The Past 

• Two moments of truth

• Structured, linear path to purchase

• Clearly defined value chain roles

• Retailer owns relationship with consumer
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Illustrative



Source: World Economic Forum, Top 10 emerging technologies of 2015

…to a consumer-driven ecosystem
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Illustrative

Consumer preferences are 
changing and expectations 
are soaring

Value chain roles are blurring

New entrants are increasing 
competitive intensity

Transformative technologies 
are enabling entirely new 
business models
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Social Network
= Example of industry disruptors

Today



of the world’s 
data was 

created in the 

last two years.

of the worlds 

data is 

unstructured.
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…with a new resource to be used for smarter decisions



Unstructured Structured
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”Facebook of data”

The ”want to have” view for the players in the new era of retail



Digital Reinvention requires different drivers versus 
Traditional Approach

Digital ReinventionTraditional

Single point solutions with independent ROI targets

System-centric

Internally focused

Risk management focused on cost

Focus on incremental improvement

Operating model is primarily internal and owned

Point solutions negotiated with procurement and CIO

Comprehensive program aimed at reinventing the firm

Experience Led

Externally focused

Risk optimization focused on opportunities and threats

Bias towards experimentation

Operating model spans the ecosystem

Holistic program agreed upon by senior executives
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IBM beliefs in general and priorities in Retail in detail



IBM
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Watson at ”play” in Industry Solutions 











Dev Ops (Cloud) Partner EcosystemIndustry Solutions

How to engage with Watson?
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IBM Metro Pulse 

2. Assortment Optimization
Identify neighborhood optimal product mix 
recommendation by product family & SKU

Product Mix Alert Examples

Optimal 

PoS 1

PoS 2

PoS 3

PoS assortments 

deviate > 25% 

from target

1. Category Expansion 
Opportunities

Develop geo-spatial clusters to 

identify “hotspots”, or optimal 
locations to target

Neighborhood 103
Store ID: #2458
Footprint: 10%

Net Imact: $xx 

3. Marketing & Promotion
Identify target neighborhood personalities to 
customize marketing and promotion efforts

Personality Insights

3 day music festival

Local Events

Drive performance across multiple functions by leveraging hyper-local insights

Product Visibility Alert
 Shelf 13b assortment not in compliance 

with planogram 043689

Stock-out Alert
 Release in 8 weeks
 Anticipated traffic: 127 customers
 Stock-out rate: 9%

Store Traffic

Analyze store patterns and performance 
metrics to target underperforming locations

4. Store Performance Optimization
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Hyper Local Retail + Cognitive
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IBMWatson
Examples of use

Watson Industry Solutions

Watson Products
Watson Health
Watson for Education
Watson for Cyber Security

Watson IoT

Watson & SAP
Watson & Salesforce (Watson        Einstein)
Research

Creativity



Watson at work in the world.
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IBM Watson for Oncology
Trained by Memorial Sloan Kettering





What about AI and Machine Learning in Agribusiness…



Smarter Agribusiness means:

• enabling end-to-end visibility across the global supply chain through more connected, 

instrumented and intelligent systems that provide more and better information across 

the global web of input suppliers, growers, packers, shippers, processers and retailers

So that:

• resources are managed more efficiently and sustainably

• people have more confidence in the quality and safety of their food

• agriculture productivity increases

• the whole world can put healthy meals on the table

IBM’s vision for “Smarter Agribusiness” involves the innovative 
use of technology to improve food science, safety, sustainability, 

production and supply chain efficiencies 



Knowledge
Sharing

Equipment &

Supply Chain
Management

Smarter, Greener
Agriculture

 Improve environmental impact and reduce 
costs with smarter water and energy 
management

 Leverage state-of-the-art tools for better land 
management

 Exploit sensor networks to optimize operations

 Maximize equipment up-time by 
predicting failures and optimizing 
maintenance

 Optimize supply chains for financial 
and environmental considerations

 Exploit social networking and 
crowdsourcing to share knowledge, 
find experts, determine best answers

 Use voice and picture 
communication to improve 
agriculture in developing regions

 Improve decisions and 
operations through more 
accurate, hyper-local weather 
prediction Real-time business 
analytics

 Trend identification via 
structured & unstructured 
data analysis from multiple 
sources

 Faster, easier visualization of 
analytics results

Analytics
for

Smarter
Decisions

Smarter Agribusiness



IT tools across the agribusiness cycle facilitate information 
gathering, information processing, and decision making

IT in 
Agribusiness
Cycle
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• Data Mining
• High Performance Computing
• Genetic Modeling and Simulation

• Sensing
• GIS
• Machine Automation

• Sensing
• Communication
• Optimization
• Decision Support
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3
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7

Genetics
Seed 

Develop-
ment

Planting Harvesting Distribution Processing Consumer1 2 3 4 5 6 7

Chain of processes for agricultural crops:  In the pre-field state, much of the work in crop science and genetics is 
associated with bio-informatics. In the in-field state, much of the work depends on agricultural mechanization. In the post-field 
state, logistics, large-scale processing, and supply chain management are key factors.

Cloud and Big Data
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Examples of IBM Research capabilities 
in Agriculture

32

Genomic Research
•Genomic sequencing

•Seed development 

using genomic analytics

•Disease monitoring 

and analysis

Crop Planning
•Multi objectives 

decision making

•Yield optimization

•Weather modeling for

optimized crop 

planning 

•Sustainability

Smart Farming
• Sensor based physical 

analytics 

• Precision irrigation

• Precision agriculture

algorithms (fertilizers, 

spraying, pesticides)

• Remote sensing

Coupled Modeling
• Deep Thunder

• Hydrology simulation

Farmer Services

• Spatio temporal 

insights

• Sustainability 

Logistics
• Smart agri-logistics 

including intelligent 

transport and real-time 

logistics of crop 

products

• Predictive asset 

management

Farmer Services
• Spatio temporal 

insights

Storage efficiency
• Optimized storage 

planning 

• Spoilage reduction 

Logistics
• Smart agri-logistics and 

integrated supply chain 

across farm-to-fork 

processes

• Predictive  farm asset 

management

Traceability
• Food traceability to  

consumers

Food safety
• Food safety consortium 

Finance
• Financial services, 

insurance

Pre-planting Planting & growing Harvesting & Store Distribution & Process

Mobile Services Platform for Agribusiness Ecosystem (IoT)

Massive Scale Analytics (Cloud, Big Data, Analytics)



EZ Farm



Some words about DRONE FARMING







Some final words…



Q1: We have a digital transformation strategy

Q2: We are already benefiting from business model change (e.g. multiple-revenue streams)

Q3: Senior leaders have backgrounds that prepare them for digital transformation

Q4: Consumer engagement over digital channels is agile and positive

Q5: The company has embraced the new world of hyper-personal media                                                

Q6: Digital is used to create a direct-to-consumer commerce channel

Q7: Digitalization of core processes is underway

Q8: The company invests in open innovation and ecosystems to bring promising innovations 
to the business

A Quick Test
1 = Not really; 2 = To some extent; 3 = To a large extent; 4 = We are 

the Uber of FMCG!



Thank You!

Stay in touch? 


