
AREA METRIC EXPLANATION SCORE 10 = 
excellent

STRATEGY & STRUCTURE

Overall Performance As CEO of your company, how satisfied are you with your last three years’ results? (     /10)

Bullet-proof Strategic Plan Strategic Plan : provides for growth even through the tough times, is future / trend / change focussed, 
provides a clear competitive position and competitive strategy and offers clear goals, strategies and 
measures

(     /10)

Optimal Business Model Business Model is optimal for the business you are in NOW and for the future (not the past). Innovation 
pipeline, focus on thinking and growth (not just firefighting), productivity and morale is high, growth is 
faster than costs are rising

(     /10)

Structures & Processes Processes and structures match business model, fit for the future, minimize wastage and 
maximise value

(     /10)

Measures & Reporting Reporting is proactive, signals progress and trends, eyes firmly on the numbers, openly 
communicated through the company & used to motivate and change

(     /10)

STRATEGY TOTAL SCORE Total your scores for the first five questions: (     /50)

FINANCIALS

Current Position Sound cash position (     /10)

Bottom Line Are you satisfied with your bottom line? Do you believe you have unidentified projects to deliver better 
results?

(     /10)

Immediate Focus Understanding of how the financials read: does your immediate focus need to be cost control or 
growth?

(     /10)

Future Focus Sales and marketing budgets intact and adequate to drive future growth (i.e. not attempting to 
‘save yourself rich’). Resources for innovation pipeline and people development.

(     /10)

FINANCIALS TOTAL SCORE Total your scores for these four questions: (     /40)

NEW PRODUCTS & 
MARKETS

Pipeline Pipeline is full. You have enough regrowth to generate stronger growth than costs. (     /10)

Growth You have a clear process to grow your business. (     /10)

Market Understanding You are crystal clear on where and who your target market is. (     /10)

SHOPPER TOTAL SCORE Total your scores for the last three questions: (     /30)

CULTURE & 
COMMUNICATION

Positive Culture A business culture you can be proud of. Aligned to your unique point of difference, single-minded 
business purpose and supporting strategies. Staff are adding value (not detracting).

(     /10)

Organisational Structure Appropriate number of layers from top to bottom (i.e. not cumbersome). Reporting structure built for 
management decisiveness and clarity.

(     /10)

Communication Ongoing internal communications plans, strategies and initiatives that allow for feedback and input and 
build a level of comfort with change.

(     /10)

ALIGNMENT SCORE Total your scores for the last three questions: (     /30)

TOTAL SCORE ADD THE SUBTOTALS FOR EACH SECTION (     /150)

Shopper Insights Scorecard
Are your shopper research insights getting out of the boardroom and in 
to store? Are you using and applying the results for commercial 
success? Use our handy ShopAbility scorecard to measure past projects 
and as a checklist for future use. Flip the page to learn more.

AREA METRIC EXPLANATION SCORE                             
10 = 
excellent

CURRENT  
KNOWLEDGE
What you already know What do you already know about the category and its shoppers (not just your brand and 

consumers)? Do you have the shopper behaviour fundamentals? (Who, what, when, where, why, 
how, how much, how many, how often, how long)?  Do you understand usage occasions vs 
shopper missions? Do you have the shopper purchase decision hierarchy for the category?

                    (/ 
10)

Using what you know To what extent have you mined what's already available to you in data - scandata, homescan, and 
basket view? Have you mined your current and previous insights projects and data for key 
shopper metrics and commercial applications? How long ago were your last shopper research 
projects run, and to what extent were the results used?

               (/ 
10)

Desired knowledge Do you have hypotheses about the category and shopper behaviour in it you want to test and trials 
you want to run? Do you have a list of the shopper behaviour metrics and behaviour knowledge 
gaps you'd like filled?

                    (/ 
10)

KNOWLEDGE TOTAL 
SCORE

Total your scores for the first three questions:                     (/ 
30)

RESEARCH BRIEF 
Business Objective Clear Do your shopper research projects have crystal clear business objectives? What is the commercial 

problem you are trying to solve?         Good examples: 'we want to demonstrate category 
leadership with customers', 'we want to minimise the risk of a pack change', 'we want to 
understand why we are losing share in this category'.                                                                        

                    (/ 
10)

Research Designed with the 
Business Application in 
mind

How clear are your briefs on exactly how the research will be used and applied? E.g. new shelf 
layouts and planograms? Pricing strategy? POS materials? Determine where to put displays? Trial 
a new display? 

                    (/ 
10)

Research Type and 
Methodologies Matched to 
Business Problem

Are you clear on whether your research is generic  or specific? Do you want to understand 
generally how shoppers think and behave while shopping your category (generic),  or do you want 
to deep dive with a narrow focus such as price optimisation and sensitivity, optimum pack mix per 
channel, shopper movement tracking for a particular trial display etc (specific). Do you understand 
which research methodologies will give you what types of answers?

                    (/ 
10)

BRIEF TOTAL SCORE Total your scores for the first three questions:                     (/ 
30)

RETAILER 
ENGAGEMENT 

Retailer view of your 
category knowledge

How do retailers view your knowledge of the category and shopper behaviour within it? Are you 
considered a category thought leader or laggard? Do you add tactical value but not strategic value 
based on insights? Do they think you're only interested in your brand's agenda, rather than the 
category?

                    (/ 
10)

What retailers want to know Have your asked your retail customers what they want to know about the category and its 
shoppers? Do you know what their hypotheses, myths and assumptions about the category are? 
Do you know what they'd like to trial or test?

               (/ 
10)

Retailer insights project 
engagement

Are your retail partners involved from the get-go? Are their objectives included in your brief and 
research design? Are they continually engaged at every step of the research project by you and 
your research agency so that the relationship is deepend and strengthened as a result? Do the 
results speak their language and can retailers action them easily?

                    (/ 
10)

RETAILER TOTAL 
SCORE

Total your scores for the last three questions:               (/ 
30)

BUSINESS 
APPLICATION 
Clear Commercial 
Implications

Do the results of your previous data and research show clear commercial implications?                     (/ 
10)

Applications and Actions 
Plan

Have you married each research implication to a commercial application and action arising? Have 
you identified what is nice-to-know information vs what is game changing insight and what the 
implications and potential activities are? 

                    (/ 
10)

Internal Engagement Do you engage your senior team, sales, category, marketing and field teams who are involved 
in/activate the results and implications of your research projects? Is everyone clear on who is 
going to do what with the results and why / what the benefit is?

                    (/ 
10)

APPLICATION SCORE Total your scores for the last three questions: (/ 30)
TOTAL SCORE ADD THE SUBTOTALS FOR EACH SECTION (/ 120)

Do you want better results? Are you maximizing your potential? 
Use our handy Business Success scorecard as a measure and 
checklist for future use. Flip the page to learn more.

Business Success 
Scorecard

www.shop-ability.com.au


