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Revolutionising retail

Vic Bageria, founder and CEO of Sdvant Data Systems, opens up on evolv-
ing consumer behaviour and the importance of technology in retail

stablishing a successful business, along with foster-

ing a reputation in the market, as any business leader

would know, is a long and trying affair. Such has been

the case with Vic Bageria, founder and chief executive

officer of Savant Data Systems, a UAE-based retail in-
telligence provider.

Though the company has found success with its

retail insight platform, which has seen widespread

adoption across 40 countries, there was time where the plat-

form was not received well by the retail sector. In fact for the

first three years following the start of operations in 2004, the
company had zero business.

“Traditionally, retailers did not look at data. For them, data
was go to the store and to ask what the sale of the day was,”
explains Bageria, who has spent almost four decades living in
the UAE.

“Retailers are more concerned and more focused on moving
their inventory fast ... when we introduced the system, we had
a basic software that would deliver you just conversion report.
‘We wanted to offer more to the customer.”

Over time, SDS’ platform evolved, adding new capabilities
around counting retail traffic, and evaluating staff to customer
ratios and its relation to a store’s success. Bageria shares that

“THERE IS A LOT OF COMPETITION
COMING, WHICH GIVES CUSTOM-
ERS MORE CHOICES, AND THEY
ARE VERY PRICE CONSCIOUS. THEY
WANT DEALS — THEY DON'T BUY
A PRODUCT, THEY BUY BISCOUNTS.
THEY ALSO HAVE SEVERAL
SOURCES OF CHANNELS T0 GET
THIS INFORMATION.”
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data generated from his platform showed that in most cases,
there were too few sales represntatives to match shopper foot-
fall. Studying this dynamic, retailers were able to identify where
to distribute their resources and soon enough, they saw a posi-
tive change in their sales. SDS quickly became reputed name
in the global retail market.

As the years past, consumer behaviour began to evolve, be-
coming more tech-savvy and selective. This development pre-
seted a whole new set of challenges.

“As the time changed, the consumer changed. Before we did
not have cell phones or social media. We did not have e-com-
merce, though it has been there in the West for so many years ...
retailers are now hit with a lot of challenges,” comments Bageria.

“They were loyal before but they are not loyal now. There is
alot of competition coming, which gives customers more choic-
es, and they are very price conscious. They want deals—they
don’t buy a product, they buy discounts. They also have several
sources of channels to get this information.

“Retailers have been suddenly hit with this challenge where
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they have to cater to the next generation. They only way they
can do that is to understand the buying behaviour and under-
standing the path to purchase,” says Bageria.

While there is certainly a need for retailers to understand
this change in consumer behaviour, the speed at which the mar-
ket is constantly evolving, often makes it tricky for retailers to
identify the best technologies to invest in. Bageria argues that
“it doesn’t justify for a retailer to invest in a technology that is
changing as rapidly as the consumer behaviour.”

Despite this however, SDS has noted an increase in demand from
the business market for both hardware and software, as well as the
desire to run everything in-house. The challenge for many retailers
though is that such investment would prove too costly, both in terms
of the systems needed and IT expertise to maintain it.

Recognising an opportunity in the market, the company
moved to develop a new business model centred on leasing. Of-
fering their clientele a turnkey solution based on a monthly sub-
scription base, SDS delivers the full package, overseeing instal-
lation, reporting and maintenance as well.

“The business intelligence tool that we unveiled in the last
quarter was more in line with a new business model. It is an
ongoing process. As the market evolves, our software is going to
evolve,” explains Bageria.

SDS’ founder and CEO went on to highlight other potential
features being introduced to its platform, which includes adding
the capability of identifying the gender, age group, and national-
ity of shoppers in the store. Such data could prove invaluable for
ing future marketing schemes.

Recent additions to SDS platform comprise of a new function
that enables retailers to track repeat shoppers and the same indi-
viduals visiting multiple stores of the same brand. The company
also added heat mapping, which allows store owners to examine
which areas of the shop customers spent the most time in.

Commenting on the firm’s 2017 strategy, Bageria shares that
while last year’s focus was centred on brining key management
and sales talent on board, rather than expanding its technical
expertise, the New Year will see SDS pushing forward on its new
subscription-based model. Additionally, the company will also
look to expand its presence into new territory, targeting new op-
portunities in different sectors.

“We are looking at the SME market, to educate SME re-
tail. This year we are also going to look at the banking and fi-
nancial sector, we want to figure out how we can help banks,”
explains Bageria.

“The region is going to see a boom in Fintech ... that is defi-
nitely the way to go for the next couple of years.” m
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