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Enormous forces of change are challenging existing business models

Dramatically rising customer expectations to innovate and adapt faster

Success and competitive edge driven at national and global level and 
through local and personalised experiences that unleash loyalty

A new generation is finding their voice through digital, further changing 
expectations and choices

Trust remains the greatest issue

Can we make rational decisions?

The Context for Decision Making



Customers are making normative and 
rational decisions all of the time…

We’re better informed 
and more demanding 

We have personal 
relationships with shops and 

brands we trust

We’re looking for 
more local solutions 

particularly for healthcare 

When we go 
to a shop we want it to 
be an experience not a 

chore 

We’re comfortable combining 
the digital and physical world 

without thinking about it

We want it 

NOW

!



Decision Making

• Normative and  / or Rational

Influencing decision makers
• Vision

• Empathizing and reflecting

• Assertion

• Persuasion



Decision Making

• Normative or Rational

Influencing decision makers
• Vision

• Empathizing and reflecting

• Assertion

• Persuasion



Great Data Analysis, but persuading……



The daily commute – but helpful?



What the experts say…….
W. Brian Arthur, Citibank Professor, Santa Fe Institute, Santa Fe, New Mexico
For the big decisions in life, you  need to reach a deeper region of 
consciousness.  Making decisions then becomes not so much about ‘deciding’ 
as about letting inner wisdom emerge.  We’ve been bamboozled into 
believing that cognition is rational – that our mind is a gigantic computer, or a 
blackboard on which we can reach a decision by calculating pluses and 
minuses.  Recent research on cognition shows that our minds rarely make 
strictly logical deductions.  Instead, we rely on patterns – and on feelings 
associated with those patterns.

Max Bazerman, Professor of Organisations, Kellogg Graduate School of 
Management, Illinois
When making a decision, don’t listen to you intuition.  Intuition will lead you 
astray; it’s drastically overrated.  The desire to follow intuition reflects the 
mythology of people who don’t want to think rationally and systematically. 
They tell stories about how their intuition guided them through a decision, 
but they don’t understand how or why. Often, when you hear about intuition, 
what you’re really hearing is a justification of luck.  Intuition might be fine for 
the small decisions in life – like what kind of ice cream to buy.  But when you 
get to the biggies, you need a more systematic thought process.

Source : HBR  July 1999



Should we 
have bought?
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MAP

North East Manchester - Total Advantage Card spend
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Beauty (Belleza)

Average Spend per Adult 
(Blue is below National Average, 
Red is above National Average)
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Monterrey Expansion? (September 2015)Stage 5

Large City – Monterrey
Currently contains 192 Stores.

The map shows the postcode locations
for the 50 best sites for new Stores.



Intensely Rational:Gaining Confidence in 

Decisions

APT 6 noise-reduction algorithms, confidence metrics, and 

detailed drill-downs allow for decisions with greater certainty

• Comparison between APT control 
algorithms and Boots reveals a 
noise reduction that allows for the 
same trial learning with 40% fewer 
trial stores (and a lack of slope-
bias)

• Dis-aggregation of metrics (as in 
Flagships below) reveals impact on 
sales / margin / transactions / 
price paid / units / etc.

• Automatic category-level 
disaggregation and statistical 
validation provides clarity of 
impact – down to the SKU level

Phase II SAG-C Lifestyle Lift

• Lifestyle lift in SAG-C Phase II was 
driven by statistically significant lift in 
Baby and Food (primarily in the four 
stores where Food was added) …

• … With lift in Photo and Electrical 
Beauty being insignificant
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But it isn’t always rational……



When it wasn’t rational……
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How good analysis and its 
presentation mostly drives locational 
decisions at Boots, as long as the 
context is understood and as long as 
the decision maker (and it really is 
them making the decision) is 
receptive to being persuaded, 
understanding the constraints that 
they are under.


