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Your order’s
ready in-store: 



Brick-and-mortar has a new role to fill in 
modern retail. The pandemic facilitated a fast-
moving consumer shift to online shopping, 
altering how people view and use the 
institution of physical stores. More shoppers 
now buy online for curbside and in-store 
pickup, and they’re able to have more items 
delivered faster from local storefronts than 
ever before. At the end of Q1 2022, 86% of 
consumers reported buying FMCG products 
both in-store and online, with only 14% of 
consumers solely shopping inside brick-and-
mortar locations. Two years before, 81% of 
consumers had never even bought groceries 
online before.1 

But if brick-and-mortar locations are 
transforming into de facto fulfillment centers, 
CPG brands must find ways to manage new 
expectations that come along with that 
evolving role, including how to handle out-of-
stocks and their position on the digital shelf.

Precise omnichannel data can help brands 
and retailers avoid these challenges by 
maintaining online and in-store product stock 
and managing these
processes at scale.  

2 1 Source: NielsenIQ Omnisales, 52 weeks ending 06/26/21Copyright 2022 Nielsen Consumer LLC. All rights reserved.
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Balancing online and 
offline shopping behavior
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Over the last few years, consumer shopping 
patterns—especially click and collect—have 
continued to evolve, increasing the importance 
of having brick-and-mortar locations stocked 
and ready for the curb.

NielsenIQ has found that 22% of consumers 
now plan an in-store shopping trip combined 
with a prior online order. And for those who 
continue shopping when they go into the store 
to pick up their order: 60% said they browse for 
anything that looks interesting; 52% said they 
shop for specific items that they didn’t order 
online; and 44% look for seasonal items.2 

As it has become easier and more efficient to 
complete an order online for curbside pickup 
or delivery from a local store, retailers 
have had to adjust how they manage 
their brick-and-mortar locations. 
When a store must function as both 
a fulfillment center and a welcoming 
environment for in-store shoppers, multiple 
operational strategies are required. 

2 Source: NielsenIQ Click + Collect + Complete data  
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Take the total wine category: online sales 
account for just 14% of the category, while 
in-store sales make up 86%, according to 
NielsenIQ Omnisales data.3 However, online 
is the channel that brands should be paying 
attention to in total wine because it’s growing 
much faster at 65% year-over-year versus in-
store’s 4% growth.4

The dramatic rise of online wine orders 
means brands need to help brick-and-mortar 
locations be prepared for delivery and click-
and-collect orders. Managing and optimizing 
online and in-store stock levels, by store, 
by region, and throughout the day can be 
very difficult. Omnichannel data can help 
brands and retailers inform channel targeting 
strategies and keep them balanced. It can 
also help them optimize their digital shelf by 
providing visibility into how different products 
perform in various e-commerce, click-and-
collect and brick-and-mortar assortments.

3; 4 Source: NielsenIQ Omnisales, 52 weeks ending 06/26/21
Copyright 2022 Nielsen Consumer LLC. All rights reserved.

Managing wine growth
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Managing the digital shelf
Visibility into various channels and an 
understanding of who is shopping for what 
and where helps brands serve omnichannel 
shoppers. But there’s also a need to carefully 
manage inventory on the digital shelf, as 
physical stores transition to fulfillment 
centers. A mismanaged approach could
be detrimental to a brand’s business and
relationship with a retailer, leading to a spiral 
of out-of-stock products on digital shelves. 
For example, e-commerce algorithms de-
prioritize products that are low in inventory, 
which causes lower search rankings and less 
product visibility online. This leads to lower 
sales and, ultimately, lower replenishment by 
the retailer. A rise in online orders means physical 

stores need to be tapped for fulfillment

+4% in-store+65% online



It’s not a small task, considering how one 
brand must monitor and manage out-of-
stock levels across retailers. Walmart, for 
example, has 4000+ stores that prioritize 
fulfilling local online orders quickly.  This is 
where e-commerce analytics, powered by AI-
driven solutions, enable CPGs to monitor and 
manage localized inventory data at scale.
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5 Source: Redman, Russell. “Kroger debuts first Ocado automated fulfillment 
center.” Supermarket News, Informa, 14 April 2021
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Double duty staff, stores, 
and strategies
Some retailers with brick-and-mortar stores 
have responded to the growth in online 
shopping by introducing dark stores, which 
are used solely for online orders. Others are 
building tech-heavy fulfillment centers to 
handle the online channel. Stores have been 
reconfigured to do double duty, and staff have 
been retrained to learn new responsibilities.

Kroger is leaning into online growth and 
recently signed a partnership with Ocado for 
automated fulfillment centers that will bulk 
up the retailer’s ability to fulfill e-commerce 
orders more efficiently—especially fresh 
foods.5 Three centers have already opened in 
Ohio, Florida, and Georgia, with plans for over 
a dozen more.

From a more "retailtainment" view, brick-and-
mortar is also trying to elevate the in-store 
experience. Dollar General, for example, is 
focusing on a physical expansion in more rural 
and suburban areas, planning to open 1,000 
locations of its Popshelf store by the end 
of 2025.6 The Popshelf concept is a higher-
end discount store and a departure from the 
brand’s traditional dollar stores.

For NielsenIQ, the company’s digital shelf 
analytics solution captures data from 
every e-store, every SKU, every day. The 
solution provides brands inventory data 
of their products at each online storefront 
and shares insights that enable them to 
take action proactively and optimize their 
distribution. As e-commerce sales grow, 
and competition grows more fierce, you 
can’t afford to leave money on the table 
with empty digital shelves, and digital 
shelf analytics will play a critical role in 
executing your omni strategy.  

Our solution
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CPG brands and retailers are innovating to 
balance brick-and-mortar and the digital shelf; 
although consumers love the ease of online 
shopping, they’re not abandoning in-person 
shopping as it remains the primary way people 
buy products. Consumers still visit brick-and-
mortar stores for their convenience, inventory, 
and a tangible experience with products in 
person before buying.

With the flexible nature of shopping today, it’s 
critically important that brands can distinguish 
precisely where sales are coming from. Having 
comprehensive and accurate retail data can 
reveal who is buying online for in-store pickup 
and delivery—feeding brick-and-mortar’s new 
role in fulfillment—and who buys from CPG 
brands online directly.

Brick-and-mortar’s new fulfillment role

With the flexible 
nature of shopping 
today, it’s critically important 
to distinguish exactly where 
sales are coming from. The 
right retail data can reveal 
who is buying online for in-
store pickup and delivery—
feeding brick-and-mortar’s 
new role in fulfillment.

6 Source: Unglesbee, Ben. “Dollar General plans to build 1K new Popshelf 
stores over next 4 years.” Retail Dive, Industry Dive, 2 December 2021

Accurate omni sales data 
gives brands an edge
Duplicated sales data as a result of poor 
integration of online and offline data sources 
will likely continue to make up even more of 
the total reported data as pickup grows.
Non-NielsenIQ solutions typically double 
count pickup transactions in both online
and in-store data.

Unlike the competition, NielsenIQ’s 
deduplication methodology ensures that 
industry stakeholders won’t misunderstand 
sales figures. Omnichannel data from 
NielsenIQ can highlight how the online 
channel is impacting offline shopping and 
enable consumer goods companies to 
optimize their strategies for serving their 
omnichannel shoppers. It’s another example 
of how having the most accurate and reliable 
data will help brands prepare for brick and 
mortar’s new role.
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For the 52 weeks ending 
June 2022 vs the year prior:

Learn how NielsenIQ Omnisales 
and Omnishopper solutions can 
help your brand or retail operations 
overcome data challenges and drive 
market share and sales growth.  

growth total wine 
shipped and delivery 

A non-NielsenIQ data source 
would double count pickup 
transactions in shipped/
delivery data. In this case, that 
would be a miscalculation of 
$80m in total wine sales.

growth total wine 
curbside pickup  

+86%

+65%

For example, curbside pickup sales for wine 
are growing ahead of shipped and delivery. 
For the 52 weeks ending on June 26, 2021, 
total wine curbside pickup grew by 86% over 
the previous year.7 Shipped and delivery 
sales of total wine grew in that period too 
by 65%, still an impressive number and 
one that brands want to have accurate. A 
non-NielsenIQ source would double count 
pickup transactions in that data, providing 
a false look. In this case, that would be a 
miscalculation of $80m in total wine sales.

As consumers become more fluid across 
channels, and the marketplace more complex, 
using the right measures and analytics will be 
critical as brands execute their omnichannel 
strategies. This means sales and shares 
data that are comprehensive and accurate, 
an in-depth understanding of omnichannel 
consumer behavior, and digital shelf metrics 
to optimize e-commerce performance. As the 
role of brick and mortar continues to evolve, 
taking on a bigger part of the fulfillment 
process, brands need to be on top of how 
their shoppers are buying their products and 
how they can maintain product is in stock 
online and fulfilled at the nearest store.

7 Source: NielsenIQ Omnisales Total US 52 w/e 1/29/22



NielsenIQ, a global information services company, delivers the 
gold standard in consumer and retail measurement, through 
the most connected, complete, and actionable understanding 
of the evolving global, omnichannel consumer. NielsenIQ is 
the source of confidence for the industries we serve and is 
the pioneer defining the next century of consumer and retail 
measurement. Our data, connected insights, and predictive 
analytics optimize the performance of CPG and retail 
companies, bringing them closer to the communities they 
serve and helping to power their growth. 

NielsenIQ, an Advent International portfolio company, has 
operations in 90+ markets, covering more than 90% of the 
world’s population. For more information, visit NielsenIQ.com.

Who is NielsenIQ? 
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