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Cannabis POS Data Customer Experience

Trevor Branch

Marketing Writer

LinkedIn

The recent legalization of recreational and medical cannabis 
use in many states has spurred a significant influx of point-of-
sale (POS) data. This data contains a vast amount of potential 
that can be analyzed and translated into real-world outcomes 
and used in driving fact-based decision-making. As with other 
industries, data harnessed from cannabis sales can be used 
to enhance and power innovation in customer experience and 
establish strategies that reflect consumer purchasing trends.

Streamlining and optimizing e-commerce
Although many industries had already been 
implementing e-commerce features for a few years 
now, the COVID-19 pandemic vastly accelerated 
the world’s transition to online shopping. Now, 
with many organizations relying on e-commerce 
platforms to facilitate their business operations, 
it’s critical that establishments utilize POS data in 
designing consumer-friendly shopping experiences.

By implementing an effective POS system that 
integrates data from many online marketplaces, 
businesses can streamline digital transactions and 
ensure that their customers aren’t obstructed by 
unnecessary obstacles and challenges. Data achieved 
from POS systems can also be used to custom-tailor 
product recommendations based on pricing, strain, 
and THC content. Demonstrating that your business 
understands its consumers and is working to provide 
them with a superior shopping experience not only increases 
the likelihood of a potential sale, but also aids in developing a 
stronger seller-buyer relationship and gaining a loyal customer.

Providing consumers with the products  
they want
The underlying engine beneath any successful 
sales strategy is developing a product inventory 
that reflects consumer demands. POS data allows 
dispensaries to gain a better understanding of their 
customer demographic and, in turn, provide a superior 
selection to their patrons. Due to the psychoactive 
nature of cannabis, customers must have access 
to the product that best suits their needs.

With hundreds of different possible combinations of 
cannabinoids, terpenes, and flavonoids, each strain of 
cannabis has a unique psychoactive profile. Such a wide 
variety of combinations means each strain can have a 
significantly different effect from one another, and this 
disparity is only compounded by the variations in how 
individual consumers respond to cannabis.  
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Using POS data, cannabis cultivators and 
dispensaries can determine which strains 
are best suited for certain demographics 
and direct customers to products that 
will maximize their user satisfaction.

But having the right products will do little good 
if they’re difficult to find. Visual merchandising 
plays a huge role in generating product appeal 
and guiding purchasing decisions. How and where 
products are displayed, along with general interior 
layout, are integral when it comes to dispensary 
design. POS data allows dispensaries to track 
information such as which products are frequently 
purchased together, and then use this information 
to ensure that these items are displayed next to 
each other. Furthermore, dispensaries can use 
this data to determine which items should be 
made most readily available so that customers 
don’t have to wait on popular products.

Promotions and customer loyalty 
programs
Non-surprisingly, dispensaries see a significant uptick 
in business during weekends, holidays, and other 
special occasions. By using POS data in their decision-
making, dispensarie can coordinate promotions with 
their inventory to assist in managing traffic on busier 
days. Furthermore, offering promotions that align with 
holidays and special occasions also incentivizes recurring 
interest in your dispensary from repeat customers.

Loyalty and rewards programs can also play a significant 
role in establishing strong seller-buyer relationships 
and creating long-term patrons. Satisfied customer 
experiences tend to grow exponentially, as one 
recommendation and good review often leads to another.

So where do I start?
Meaningful and actionable data requires a 
comprehensive end-to-end solution that can 
provide your business with reliable data integration, 
governance, analytics, and visualization. 

To learn more about what data analytics can do 
for your cannabis business, check out Dimensional 
Insight’s cannabis website.

CHECK IT OUT
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Maximize ROI with Collaborative BI

Trevor Branch

Marketing Writer

LinkedIn

Every year, industry standards in all areas of business evolve as 
new methodologies and technologies arise. Business intelligence in 
particular is subject to rapid change due to the influx of increasingly 
advanced systems of operation. Companies of all sizes from local 
coffee shops to giant corporations are constantly trying to keep up with 
technological innovations to increase their return on investment.

With many organizations competing to adopt the newest breakthroughs 
in technology, new trends in business intelligence are always emerging. 
Howard Dresner, one of the leading industry analysts in business 
intelligence, identifies many of these trends in his recent release of 
Dresner Advisory Services’ 2021 Self-Service Business Intelligence Market 
Study. Businesses keep an eye on the constantly evolving industry data 
to better understand the best strategies for maximizing their ROI.
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Email and virtual meetings are the most desired methods of collaboration
Effective collaboration and teamwork have always been central to successful business conduct. 
However, organizations often fail to make the most of their potential due to inefficient or outdated 
methodologies. Business executives and other higher-ups aren’t always in tune with the needs of 
their staff, and as a result, don’t provide the tools necessary to succeed. Thankfully, the 2021 Self-
Service Business Intelligence Market Study gives us some insight into what these needs may be.

According to the study, nearly 80% of users reported using email constantly or often, with close 
to 20% of users reporting occasional use. Virtual meetings were the second most popular form of 
collaboration, with more than 70% of users reporting constant or frequent use, and close to 20% 
reporting occasional use. As expected, virtual meetings overtook all other forms of collaboration except 
for email during the pandemic, with both forms of collaboration now rated as “very important.”

The increase in popularity of built-in collaborative features is also worth examining, as it may be indicative of a 
rising preference for ecosystem-based communication as opposed to relying on multiple avenues. A particularly 
noteworthy finding was that organizations who reported “complete” or “somewhat successful” business intelligence 
also reported significantly higher use of built-in collaborative features compared to other organizations.
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Collaborative BI is gaining more and more recognition
With the unrelenting progress of technology in every passing year, the value of collaborative BI features is 
witnessing a continuous increase in industry recognition. According to the 2021 Self-Service Business Intelligence 
Market Study, collaborative BI features have been rated as “critical” or “very important” by more than 70% of 
respondents since 2019, with more than 90% of respondents rating collaborative BI as at least “important.”

It’s also worth noting that sentiment towards collaborative BI varies between functions, indicating that the 
specific needs of different departments and business may require unique approaches to ensure each makes 
the most of their ROI. The 2021 Self-Service Business Intelligence Market Study found that one third or more 
of respondents in Operations, R&D, and Executive Management rated collaboration as “critical.” Across all 
departments, between 60% and 90% of respondents found collaborative BI to be at least “very important.”

Interestingly, the study also found that the perceived importance of collaborative BI correlates 
positively with the size of the organization. This may be a result of the increased technical 
requirements necessary to successfully run a more complex and spread-out company.
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To learn more about how your organization can make the most 
of current trends in BI, check out our whitepaper

”5 Analytics trends and how Dimensional Insight is helping customers respond to them.”

DOWNLOAD NOW

Search and navigation features are the most popular requirements
To ensure your organization is providing the tools necessary for your staff to succeed, you first 
must understand what requirements those tools need to fulfill. According to the 2021 Self-
Service Business Intelligence Market Study, “search and navigation for content” and “share content 
and commentary” were the top BI collaborative requirements amongst respondents.

Similarly to perceived importance, the preference for different collaborative features varies between functions as 
well. BICC (business intelligence competency center) had the most requirements across the board, with particular 
interest expressed in “search and navigation for content,” “annotate content,” “share content,” and “co-author content.”

Executive management also demonstrated a heavy demand for “annotate 
content,” and “share content,” along with “user-defined groups.”

Operations shared similar requirements to both BICC and Executive Management, with an 
emphasized demand for “search and navigation,” and “user-defined groups.”

Learn more to make the most of your BI
Like with any important and emerging technology, organizations have to keep a watchful eye 
on trends in BI to better understand how they can adapt to the evolving industry. 
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The emergence of the COVID-19 virus presented the 
world with one of the greatest healthcare challenges 
ever seen in the modern era. Devastating countless 
communities regardless of race, sex, or class, COVID-19 
did not discriminate in the lives it ruined.

However, in amid of so much tragedy, the perseverance 
of mankind shone through as healthcare systems across 
the planet experienced an unprecedented level of industry 
collaboration. Healthcare leaders dropped their ambitions and 
dismantled bureaucratic barriers to establish a united front 
in fighting the pandemic. Now, it’s worth investigating if and 
how this transition to collaborative care may persist into the 
future, even after the public health emergency has subsided.

The emergence of team-based care
Under traditional pretenses, different departments within 
an organization often worked independently of one another 
due to the logistical challenges of integrating so many 
supporting roles. Despite evidence indicating that team-
based care can enhance the patient experience, improve 
population health, and decrease the per capita cost of 
healthcare, organizations still struggled to coordinate care 
delivery across multiple providers and settings. However, 
that all changed with the introduction of COVID-19.

The onset of COVID-19 channeled all frontline healthcare 
efforts into treating the sick, testing those exposed to 
the virus, and ultimately flattening the curve. COVID-
19’s rapid onset time and severe virality demanded that 
providers respond to new developments quickly and 
efficiently. In addition to the patient-centered approach to 
care induced by the pandemic, many departments broke 
down their silos to facilitate more efficient operations 
in response to the urgency of the public health crisis.

Trevor Branch

Marketing Writer

LinkedIn

Pandemic Healthcare Collaboration 
Lessons Learned
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From competitors to collaborators
The onset of COVID-19 introduced a common 
enemy for the healthcare industry to unite 
against. To properly protect not only their 
patients and staff but the community as a 
whole, many organizations had to extend their 
response beyond their facility and coordinate 
with other healthcare systems that would 
normally be considered their competition. 
Healthcare providers at every level worked 
together to exchange knowledge, share 
equipment, and even assist one another with 
facilitating care for infected individuals.

Industry collaboration also accelerated 
innovation in healthcare as organizations 
coordinated their efforts to meet the needs 
of those on the frontline. Having one specific 
provider challenge to focus on encouraged 
stakeholders to work together in finding 
a solution. Advancements in telehealth 
applications along with the development of 
a vaccine were two notable results of what 
could happen when multiple organizations 
come together to approach a common goal.

Data sharing
One of the biggest instruments in 
fighting COVID-19 was the extensive 
data sharing between organizations. 
Even before the pandemic, community-
driven data was vital to implementing 
public-health initiatives. With the onset 
of the pandemic, many organizations 
relaxed their data-sharing restrictions 
to facilitate treatment research and 
help protect other communities. The 
sudden influx of data sharing fueled 
innovation throughout the industry 
and paved the way for new medicines, 
equipment, and even methodologies.

Data sharing played a pivotal role 
throughout the pandemic, from 
predicting early outbreaks and 
tracking supplies shortages, to 
developing and distributing a vaccine. Previously competitors, 
many hospitals came to rely on sharing data to better understand 
critical metrics such as capacity constraints. Even now, data 
from the pandemic is still being used to evaluate new strains 
and better prepare for future public health emergencies.
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To read more about what the healthcare industry learned from the pandemic, check out our whitepaper 

“Forrester Q&A. Lessons learned by healthcare organizations during the COVID-19 pandemic.”

READ NOW

Looking to the future
Success stories in fighting the pandemic demonstrated 
what the healthcare industry was capable of 
accomplishing when working together to overcome a 
common obstacle. But how will these new collaborative 
trends age as we move forward from the pandemic 
and providers adapt to the “new normal?” In some 
communities, different hospitals/offices operating 
under the same healthcare system now operate as 
a single integrated and united care network after 
working together during the height of the pandemic.

The progress achieved from the data sharing between 
organizations also paved the way for future advances 
in interoperability. There is a vast amount of potential 
embedded in data that can only be fully realized 
when distributed across groups that can effectively 
utilize it. The unprecedented level of innovation 
witnessed during the pandemic depends on the 
continued data collaboration within the industry if it 
is to carry its momentum into the upcoming years.

In other cases, collaboration during the pandemic 
highlighted weak links in certain healthcare supply 
chains as other organizations were forced to 
provide aid to compensate for shortages. To best 
prepare for future crises, the healthcare industry 
needs to take advantage of the collaborative 
opportunity presented by the pandemic and use 
it to address major weaknesses in healthcare.

Learn more
Although COVID-19 prompted many healthcare organizations 
to work together in fighting the pandemic, it’s still yet to 
be seen how this may translate to future collaboration.
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Infrastructure Bill’s Impact on  
the Supply Chain

When President Biden signed a $1 trillion infrastructure bill into law on 
November 15, several industries stood to benefit. Organizations that 
rely on America’s role in the supply chain were chief among them.

With billions of dollars already aimed at American ports, the hope is that 
some of the bad news that has dogged the supply chain for months 
will turn to some good news. Here are some of the issues the supply 
chain has been facing and how the infrastructure bill could help.

Issues exposed
When each link of the supply chain is 
intact, everything moves along efficiently. 
Products are made and shipped because 
all of the necessary components for 
those products get where they need to 
be, and all of the moving pieces to get 
the product to the consumer are in place. 
Often this has been done on a “just in 
time” basis, where everything gets where 
it needs to be in a way where goods are 
never stored for too long. The pandemic, 
though, caused a major disruption.

When factories were forced to close 
down, workers’ schedules were changed 
to accommodate social distancing, and 
some workers chose not to return to work 
facing similar conditions they faced pre-
pandemic. That meant products weren’t 
where they needed to be when they were needed.  

by John Sucich,
Contributing Writer

Computer chips that were needed to complete the 
production of certain appliances and vehicles were in 
short supply. Backups formed at ports because there 
weren’t enough people to unload goods, or there weren’t 
enough trucks to transport goods away from the ports. 
While much of the focus has been on bare shelves 
in grocery stores due to problems importing goods, 
American businesses trying to export goods have also 
faced issues. Shipping companies would rather get their 
containers back to Asia to be loaded with inventory at a 
higher price than waiting to be loaded again in America 
with goods that won’t get them as much money.
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What billions of dollars can do
The infrastructure bill has already earmarked funds to 
help ease these issues. The most immediate impact 
is in funding for pop-up yards that will provide more 
space for containers being unloaded in Savannah, 
Georgia, one of the nation’s busiest ports. That 
storage will allow ships to move in and out of the 
port more quickly, and hopefully, also get products 
to consumers rather than sitting around the port.

Another aspect of the bill that will help, though it 
remains to see how long it takes to see the benefit, is 
in funding to improve railways, roads, and waterways. 
The places that clog up the movement of goods once 
they are in the country should see improvements that 
will ease the strain on domestic shipping. Similarly, 
the bill lowers to 18 the age of truckers who can cross 
state lines. This will allow more efficiency in domestic 
shipping, and the hope is that it will also attract more 
workers to the job. Trucking as an industry is facing 
worker shortages due to an aging workforce as well 
as workers seeking more desirable conditions.

How data can help
In all of these instances, companies have used data to figure 
out how to run most efficiently. That’s where the “just in 
time” model developed. Rather than spend money on a 
warehouse, companies could ship goods directly to where 
they needed to go when they were needed. But the recent 
developments have made that untenable, and experts 
predict that’s not going to change any time soon — even 
with the implementation of the infrastructure bill.

Organizations can still figure out the most efficient approach 
to the supply chain using data —they just need to adjust the 
data they are looking at. The cost of shipping containers is 
going up, so more of an emphasis might need to be placed on 
domestic production than what used to be cheaper overseas.

It’s the same approach the American government is 
taking. Although some of the greening initiatives in 
the new bill had to be cut back in negotiations, there is 
still an increased emphasis on a shift to lower-emission 
cars and trucks. In the future, the Biden administration 
would also like to see more domestic production of the 
computer chips that the auto industry relies on that are 
currently produced overseas. The time to rethink how 
your organization uses the supply chain is now. The 
data can help guide you to make the right decisions.
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4 Hard Seltzer Trends to Watch

Trevor Branch

Marketing Writer

LinkedIn

With the introduction of White Claw in 2016, the world saw an 
explosion in demand for hard seltzer products. The category 
saw tremendous growth over the next couple of years, quickly 
becoming one of the fastest-selling RTD (ready-to-drink) 
beverages in stores. Already experiencing success across the 
country, hard seltzers catapulted into astronomical levels of 
expansion during the COVID-19 pandemic, growing a whopping 
130% in 2020 alone. Although these numbers will eventually 
slow as the category matures, hard seltzers are still showing 
promising signs of potential opportunities within the industry.

1. Hard seltzers are still experiencing more 
growth than other alcohol categories
Hard seltzers (and RTDs in general) are still growing 
at a significantly greater rate than most other alcohol 
categories in the U.S. According to the IWSR, almost 
300 new hard seltzer brands were launched in the 
year leading up to July 2021 in the U.S., up more 
than 60% on the year before. Even though the triple-
digit growth seen in 2020 isn’t sustainable long-
term, the hard seltzer category has proven itself 
to be more than just a trend and is here to stay.

One of seltzers’ greatest strengths compared to 
other RTD options and beer is its unparalleled 
versatility. On top of being able to deliver alcohol 
to a wide variety of palates, hard seltzers are also 
easily adaptable to current trends like premiumization 
and health and wellness. This makes them ideal for 
the fast-paced culture of the modern digital age.

2. Everybody wants a piece of the pie
The unparalleled success of hard seltzers has attracted 
attention across the alcohol and beverage industry. Companies 
across the spectrum from Mountain Dew to Bud Light have 
introduced hard seltzer products in an attempt to capitalize on 
the market’s recent success. Even Hallmark — better known for 
its iconic greeting cards — announced its Cheers Rosé Seltzer 
for National Wine Day back in May of 2020. The fast-paced 
nature of such an explosive market means many trends within 
the industry are short-lived. Poorly selling products are quickly 
removed from shelves as businesses make subtle changes 
to reflect the ever-changing demands of their consumers.

Meanwhile, other seltzer-like RTD products have also started 
to gain traction as spirits brands take advantage of the 
recent market trends. Partially to blame for the hard seltzer 
category’s slowing growth, RTD cocktails provide consumers 
with another option for convenient and health-conscious 
drinking. Vodka, with its relatively neutral flavor profile, has 
seen particular success as a base within RTD beverages.
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3. Premiumization is the future
As with many other RTD categories, hard seltzer brands 
are looking to premiumization to maintain relevance with 
their consumers. Across the industry, companies are now 
prioritizing quality over quantity. Larger established brands 
like White Claw and Truly are continuing to build upon 
the market’s recent growth by expanding their portfolios 
with new flavors and variations in alcohol content.

Meanwhile, smaller brands are capitalizing on the recent 
interest in craft products by placing an increased emphasis 
on local flavors and small-batch producers. Driven by a 
mostly millennial consumer demographic, the category 
has also witnessed a significant increase in healthier 
beverages along with more sustainable business practices.

The demand for more premium products has also driven a 
surge in spirit-based seltzer-like drinks. Building upon the 
same consumer trends as hard seltzers, RTD cocktails provide 
an alternative to malt-based beverages for those seeking 
a more premium drinking experience. The introduction of 
spirit-based RTD options has allowed many businesses 
to expand into drinking occasions that hard seltzers have 
traditionally struggled to gain traction in. According to 
data from IWSR, spirit-based RTDs accounted for 40% of 
SKUs of all RTD products launched in the U.S. in 2020.

4. Sales are mostly driven by younger 
consumers
The unprecedented growth of the hard seltzer category can 
mostly be attributed to its popularity within the younger 
consumer base. More health-conscious than prior generations 
and desiring a lighter product than beer or cocktails, 
millennials, and Gen Z quickly adopted hard seltzers as one 
of their primary go-to alcoholic beverages. While many other 
alcohol categories are also experimenting with lower- or even 
zero-ABV options, seltzers already had a strong foundation in 
the market with the established success of sparkling water.

Furthermore, the category’s increasingly innovative 
packaging and low price tag satisfy the younger generations’ 
need for a more convenient and versatile drinking experience, 
especially when compared to traditional mixed beverages. 
With such a large spectrum of flavors and styles available, 
hard seltzers can easily adapt to a variety of formats and 
occasions, and continue to experience success year-round.

Future market opportunities
Although hard seltzers may not reach the same levels 
of growth seen during 2020, the category is still loaded 
with potential. To capitalize on this unique opportunity, 
businesses must continue to use effective data analytics 
solutions to track and predict key market trends. 

To learn more about the current state of the beverage 
industry, check out our whitepaper 

”5 trends in the beverage alcohol industry for 2021.”

READ NOW

Credit: jetcityimage — stock.adobe.com
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A letter from our CEO,  
Fred Powers

As 2021 draws to a close, I’d like to take a moment 
to reflect on the past year and share a few of 
my thoughts as we head into 2022.

We all hoped the COVID-19 pandemic would be behind us at this 
point, but it’s unfortunately sticking around a bit longer than 
we hoped. While this has obviously presented some challenges, 
I’m pleased that our customers have used the data they have on hand to make 
better, smarter decisions in the face of the uncertainty of the last two years.

This past year, we hosted our second virtual Dimensional Insight Users 
Conference, and it was a great success. In 2022, we are planning to 
go back to an in-person event in September in Washington, DC. Please 
be assured that we have the health and safety of our customers top 
of mind, and we are working to plan a fun and safe event.

From a technology standpoint, in 2022, we are working on improvements 
to Diver Platform that will provide easier and faster access to individualized 
data. Our goal is to enable greater adoption throughout organizations so that 
everyone can benefit from the power of making more data-driven decisions.

Happy holidays to you and your families, and best wishes from all of 
us at Dimensional Insight for a healthy and prosperous 2022.

Fred Powers,
CEO and co-founder
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