
1It’s the weather! There’s nothing you can do about it. 
Many businesses feel that planning for 
weather’s impact on sales is an exercise 
in futility. After all, it’s a notoriously 
fickle and uncontrollable external factor 
and no forecaster can reliably predict 
it beyond the next week or two. That 
may be the reality, but it doesn’t mean 
the weather’s impact on your business 
cannot be effectively managed.

Companies address uncontrollable 
outside variables all of the time and the 
weather should be no different. No one 
knows with certainty how the value of the 
dollar will change or how strong GDP 
growth will be over the next year. Yet, 
companies employ hedging programs to 
manage foreign exchange risk and they 
incorporate macroeconomic assumptions 
into their plans. So clearly, ignoring the 
weather is not the answer.

There are some historical realities and 
statistical probabilities you can use to 
your advantage when dealing with the 
weather. Decades of analysis confirm a 
key fact – the weather and its impacts 
across a business only repeat from one 
year to the next about 15% of the time. 
However, it is common for plans to be 
heavily based on or influenced by last 
year’s sales. As a result, many companies 
unwittingly embed last year’s weather 
variations and sales impacts into their 
business forecasts. 

You can remove much of this built-in 
error by “deweatherizing” your sales. 
This process uses weather-driven 
demand calculations by market and 
by category to systematically remove 
weather-based sales distortions and to 
provide a cleansed, normalized baseline 

for planning. Deweatherizing improves 
forecast accuracy and typically returns 
20-80 basis points of revenue to the 
bottom line each year by reducing lost 
sales and inventory carrying costs.

The annual inventory optimization 
gains are just the tip of the iceberg. 
Planning for demand shifts with weather 
analytics can also drive improvements 
in marketing, markdowns, and other 
operational areas. So there are quite a 
few things you can do about the weather. 
The first step is to stop putting yourself at 
an unnecessary disadvantage by ignoring 
weather volatility. 

Three Myths About the Weather  
and Its Impact on Sales 
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2Weather doesn’t matter! It all evens out in the end. 
“Sometimes the weather hurts me, 
sometimes the weather helps me.” This is 
true but it does not mean the positive and 
negative impacts simply even out over the 
course of a selling season, fiscal quarter, 
or even the year. The timing, location, 
strength, and duration of favorable or 
unfavorable weather impacts make a big 
difference. 

Consider the following examples:

� �PROFITABILITY: A negative 25% 
weather-driven demand impact on 
winter coats in November is not offset 
by a 25% weather-based demand boost 
in January. There is a lot more profit in 
a November sale compared to the end 
of the season when the merchandise is 
marked down heavily for clearance.

� �LOST SALES: When a winter storm 
keeps people at home there are some 
sales that are never made up. Yes, the 
weekly grocery run will be made up a 
day or two later; but if someone doesn’t 
stop for a cup of coffee on the way to 
work because a snowstorm keeps them 
at home, they don’t buy two coffees the 
next morning to “make up for it”. 

� �T IM ING: Warme r - t han - no rma l 
temperatures in the early spring can 
be great for DIY retailers as consumers 
head to stores for live plants and other 
lawn and garden items. However, if 
these retailers have a less favorable 
start to the season, improved weather 
in May or June will not have the same 
effect. For many consumers, the optimal 

“window of time” has passed for certain 
outdoor projects (or apparel or other 
seasonal merchandise). DIY projects 
will be downsized or skipped altogether 
as the calendar shifts attention to other 
priorities or activities (e.g. graduations, 
weddings, beach weekends, etc.).

So, unlike Newton’s third law of motion, 
you cannot really expect “an opposite 
and equal reaction” when it comes to 
weather and its business ramifications. 
Weather analytics can provide both 
pre-season and in-season visibility into 
consumer demand changes and the 
resulting shifts in opportunities and risks 
across a business and across time. 

Weather’s influence is obvious! We know how it impacts the business. 
Some companies collect and use weather 
data and forecasts in an effort to explain 
performance or predict near-term effects.  
Some even include weather data in their 
internal reports. However, beyond the 
basic statements of “the warm weather 
killed us last month” or “we expect 
strong sales next week with the drop in 
temperatures” many companies still fail 
to truly understand or precisely measure 
the impacts. Perhaps it is understandable 
that these companies do not take any 
decisive actions given the lack of clarity 
and quantification.

There is also a danger of creating false 
answers through an oversimplified 
approach. Without analyzing weather 
and sales information at market-

by-market, week-by-week levels to 
understand the weather sensitivities 
(% of sales influenced by the weather), 
weather drivers (e.g. rain, maximum 
temperatures, etc.), and volume impacts 
at each time and locations intersection, 
it is easy to get it wrong. For example, 
an assumption that every 1 degree 
temperature increase delivers a 7,500 
unit sales increase will be way off track 
when you look at different locations, 
different times of the year, and different 
merchandise.

Weather’s influence on consumers is 
complex and nuanced. Buying behavior 
on a cloudy, 14 degree day is different 
in Chicago than it is in Charlotte. The 
answer changes again if it is a day in 

March vs. June vs. September. It depends 
on the product or service. Is it an in-store 
or online purchase? There are no single 
or simple answers. 

But there are answers. Demand models 
developed from multiple years of lower-
level sales results and the corresponding 
historical weather do provide an 
understanding of when, where, and 
how much the weather is affecting your 
customers and your business. 
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