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can no longer use historical practices
to grow a profitable business due to

_ industry paradigm shifts. New strategy
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The Time is Now Pam Brown, CCO POI

Organizational Transformation

7 Best Practices of Highly Effective CPG Organizations:

Best Practice 1: Enterprise Data

Best Practice 2: Strategic Revenue Growth Management (SRM)

Best Practice 3: Trade Promotion Planning & Optimization Capabilities

Best Practice 4: Execution is Everything

Best Practice 5: Explore Emerging Capabilities

Section 6: Change Transformation

Section 7: Upskill Talent & Capabilities

Survey Methodology and Respondent Statistics

About the Author

About the Promotion Optimization Institute
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POI State of the Industry Repo

As with our previous surveys, the 2020 Promotion Optimization Institute (POI) TPx and Retail Execult
Benchmarking Survey focused on the intersection of the people, processes, and technologies requir
be a suitable collaboration partner in the promotion and distribution of consumer products.

In 2019 POI shifted the State of the industry report from relaying tactical implementation tips to strate
leadership focal points. POl is evolving the report once again to better represent the state of our indu
POI is now providing a digitally visual document filled with the research you are used to, but in a mor
pleasing and digestible format. This report is sectioned into key capabilities and best practices so the
can select a section when you have 15 minutes to read or have an urgent need. We have also conve
the document into PowerPoint, so your teams can insert the research and insights directly into their
presentations By delivering impactful thought leadership headlines on the best practices of highly
effective CPG companies that are faster to read, relevant, and actionable, we hope to support your
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and RetX space, you can review capabilities and vendor offerings in the POI TPx ¢
Retail Execution Vendor Panorama$tip://poinstitute.com/about/poi-publications/
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you need support. Having led manufacturer sales teams, sales operations & strate
Bl Analytics, IT projects across the global enterprise, and POI manufacturer, retaile
vendor advisory, | have a unique background to support your needs. At POl we al

have a network of partners and can connect you with additional expertise as Need:| ror s e reenes ot

Pam Brown

pambrown@p-o-i.org

Sincerely, (707)332-0450
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Promotion Optimization Institute
State of the Industry Survey & Report

POI seeks to serve its members by identifying strategic leadership focal points and streamlining ci
leadership success factors on hot issues and emerging trends, while incorporating the 2020
benchmarking survey results. We look at both the successes and challenges in the promotion anc
distribution of consumer products and then analyze them at global events and through written
research, share groups, webinars, and advisory services. The focal areas of this survey were sele
based on the summation of our beliefs about where the challeregest today and a desire to
socialize the topics and recommendations with industry leadership.

*Note that while most companies in the survey are constant y@maar-year, the responders can
change from one year to the next, influencing the research data.

For a norPDF version of the report please email Joanie Hamptg@maatpto@po-i.org

This noAPDF version will enable your organization to utilize the report content with ease. When
report information is used, it is critical for you & your organization to attribute POI and the POI 202(
State of the Industry report for the research and industry insights utilized.

Intellectual Property of POI, all rights reserved.
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With digital devices in hand consumers have
access to more data and buying options than
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In parallel, manufacturers are working
through the pros and cons of Direct to

availability, transparency, healthy, sustainable, operations, cost, labor, consumer

convenient and locak-Not to mention

personalized, affordable, and. received quickly portfolio are best to pilot a DTC strategy.

relations, and which brands in the

To meet consumer demand many retailers are  One of the greatest manufacturer

now offering click and collect curbside pigg
to capture sales. Ygethere are consequences

benefits of DTC is the ability to
communicate and build relationships

to incremental sales, increased labor costs, etc. directly with the consumers. This also
6KSYy GKS O2yddzySN R2 S alowsimarsifdutenihe akiBy tatese NIpdhaijler and manufacturer operating
Retailers and manufacturers need to partner on new innovative products with less risk

assortment, placement, pricing, promotions,
customer experience, profitability and formats

for online, instore, and DTC options.

Retailers and manufacturers can utilize data,
advanced analytics, new technologies, and

innovation to maximize effectives with the

consumers and maximize store productivity.

Many shoppers are fulfilling their needs as they
occur which is changing market basket habits.

Customer experience strategy is key to knowing ¢ 2 | § A y 3
when, how, and what consumer offer to send.
Machine learning technology can recommend
offer timing based on consumer knowledge.

(incubator) before selling them to
retailers.DTC can help build brand
portfolio awareness and boost overall
channel sales, but manufactures will
need to manage the retailer and
consumer balance well to maximize the
value of both.

Retailers, manufacturers, and
vendors will need to stretch beyond
traditional data and better
understand what services the
consumer desires and start eo
GKSas
store. Cooking classes, online pigg,
urgent care, and other netraditional
G KAGS 3Af 20S¢
consumers into the store.
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Data is foundational to understanding
what the consumer desires, what
products will stay on trend, and what
new formats are neededln-store
services are key to drawing the
consumer within the traditional four
walls. Yet, thexperience needs to be
inspirational for the consumer to take
GKS GAYS G2 SydSNI
value/time decision for the consumer.
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industry complexityAll CPG partners

will need to be agile and faster to
innovate. New digital savvy brands are
typically less matrixed, more agile, and
many are taking share from larger
retailers and manufacturers.

To compete, traditional CPG players will
need to transform their holistic

enterprise and
GNUKAY“HIKS
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Transformation

For the full POI State of the Industry Report:

http://bit.ly/POI 2020 SOlreport

Intellectual Property of POI, all rights reserved


http://bit.ly/POI_2020_SOIreport

POl is a firm believer that
partnerships between retailers, manufacturers,

and vendor partners need to baully maximized
to stem the negative impact of the industry change.

There will always be winners and losers as paradigms st
What is known is that

winners will be the ones who
lay new strategy, partner, and think differently.
They will be the ones who have the courage to
try something different.

As leaders we need to
proactively lean into the change required.

Intellectual Property of POI, all rights reserved



Transformation 2020 POI

ORGANIZATIONAL TRANSFORMATION IS A STRATEGY, PLA
PROCESS THAT MIGRATES A COMPANY FROM WHERE IT IS
A DESIRED FUTURE STATE

An excellent way to evaluate your current and
future strategy is to gain a benchmark of the
state of the industryandunderstand the best
practices of highly effective organizations.

Some CPG industry changes may require only a
small modification of process, but many of the
disruptive industry changes will require new cros
functional processes, work design, upskilled tale
or enabling new technologies to advanée initial
jdzSadAz2y (G2 | al A& doK
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Important Question:

Are you driving the change required of your organization or is something else
driving it for you?

Intellectual Property of POI, all rights reservec



Holistic Enterprise TransformatigyBreaking Down the Silo

Many retailers and manufacturers are continuing to organizationally structure themselves
based on old paradigms. Our number one focus is the consumer; yet roles, processes, a
systems are still internally focused, not optimal, and in many cases broken. Organization:
G2 addSL) 6FO1 F YR ONXIisiioes agproatH. 2t AAGA O 9y !
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establ ISh an enterprlse data an dDuplicative work effort is exerted across the organization & hinders “one version” of the truth

analytiCS owner that iS cCMO CCco CFO Varies by Or CoO0 cilo
o arketin inance e echnolo,
responsible for: data EN 1 EX

i * Pricing & lift = Pricing & lift +  Pricing & lift = Pricing & lift -« pricing & lift =« Partnerto
management’ enterprlse coefficients coefficients coefficients coefficients coefficients develop &
1 1 1 + Baseline + Baseline + Baseline * Baseline + Baseline ddeploy business
analytlcs & reportl ng ] exeCUtlve * Incremental * Incremental = Incremental * Incremental technology
. + Discountdepth =+ Spend = Discount depth requirements
dashboards, and generating the & frequency & frequency
Asgortmgnt
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the common denominators .
noted in the diagram. |

1: Holistic Data Transformation and Management

tion 2: Enterprise Data and Analytics - COE

This Holistic Enterprise approach will drive transparency, consistent process, and
accuracy across the organization, while enabling the functional business unit work
below. With the Holistic Enterprise approach, crosganizational work will be done
utilizing consistent foundational data.

Intellectual Property of POI, all rights reservec



While

it is
critical to compete in our
consumerfocused world where
consumers expect personalized
promotional offers, increased

value, and purposeful engagement.

Companies need entb-end
coordination, data, planning,
operations, reporting, and visibility.

Intellectual Property of POI, all rights reservec



To Transform Trade Efficiency and Effectiveness Our Comp
Needs to Improve: (Please choose all that apply)

- Rankc
Areas of Transformation: 2019 vs. 2018

Promotion Planning/Optimization (whidtscenarios)

Pricing Optimization (Everyday and Promotion)

2019 POI State of the
Industry Survey
Respondents State

‘ Volume Planning Accuracy
Analytics

Note: In the 2018 survey #6 Automated Systems & Capabilities and #7 Promotio
& Pricing Execution at Retail dropped in respective rank to #8 and #9 in 2019.

When evaluating endo-end capabilities it is critical to prioritize base
on business need and helpful to understand pesgt best practices.

Intellectual Property of POI, all rights reserve



Manufacturer & Retailer Advisory

POl Advisory supports the manufacturer & retailer
front-end project development, so organizations

Projects: Strategy Development, Transformation Planning,
RFP Development & Execution, Systems & Process Project
Planning, Organizational Structure, Change Management,
Efficiency & Effectiveness, Strategy & Roadmaps,
Communication & Socialization Plans

Intellectual Property of POI, all rights reserv



Propel Your Transformation Success

202 _I_?OI Summits

* Analytics & Optimization
» Data Management ¢ Pricing * Revenue
Growth Management * Trade Promotion
* eCommerce * Digital * Retail Execution

| April 1-3,2020 | JW Marriott Chicago

.P()I

PROMOTION OPTIMIZATION INSTITUTE

Centering Commercial Capabilities to Deliver Sales
& Revenue Growth, Drive Customer Engagement &
Optimize the Consumer Experience.

POl Summit Opportunities:

When registering, be sure to reserve your place at specific
peer connect sessions and deep dive workshops
http://bit.ly/POISpringSummit2019. Contact Joanie at
[hampto@p-0-i.org.

POI Transformational Leadership Council: A change-
oriented community of business and technology leaders
activating strategy and transformation (invitation only).

Included with CPG and Retailer registrations are 2 pre-
conference wor kshops to
around the latest growth areas including RGM or Trade
Optimization across physical and digital commerce.

POI Lightning Talk Sessions i The point of each lightning
talk is not to give a detailed talk but rather to present briefly
the latest and most interesting technological advancements.

POI and CMS Full-Day RGM Share Group for Executives
Next meeting: April 2020 More Information and Join Here

BEPOI

PROMOTION OPTIMIZATION INSTITUTE

POl European Promotion
tion Summit

Successfully Nawgatmg Growth
in the New CPG and Retail World
18-20, May, 2020 | Berlin, Germany

@EPOI

PROMOTION OPTIMIZATION INSTITUTE

European companies and divisions advance their go to
market, RGM, promotion, and retail execution strategies for
profitable growth https://poinstitute.com/events/

The POI Canadian Summit

Driving Profitable
Growth North!

B=POI

PROMOTION OPTIMIZATION INSTITUTE

= eCommerce Q
swawwmnnnﬂmm INTELLI[IENBE

June 10-11, 2020 * Toronto, Ontario

Best practices for the Canadian retail environment, solving
unique challenges when creating and executing strategies for
planning, executing, and achieving promotional ROl and

e n g a g SUS@ipaBle aowty hitgs://poinstityte qom/pvents/

POI FALL ANNUAL SUMMIT
DVEMBER 4-6, 2020

: W oy Advance RGM,

' S LS promotion, TPX,
O s e PO = analytics and retail
execution strategies
for profitable growth

Throughout the POI Summit
Agenda Includes: Vendor Lightning Rounds

« Deep Dive Workshops =« Exhibits & Meetings

E=POI

PROMOTION OPTIMIZATION INSTITUTE

Intellectual Property of
POI, all rights reserved.
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- Pam Brown

As Chief Commercial Officer, Pam creates and executes POl strategy,
research, advisory, plus elevates practices and CPG and Retailer
relationships.

Prior to joining POI, Pam was the Director of IT Governance for Del
Monte Foods. In her role she led IT Governance and the PMO. In her
previous role as the Director of Sales Operations, she led: Sales
Strategy & Operations, Sales Systems and Bl Analytics. She drove
collaborative solutions and change across the organization based on
corporate strategy and with the support of cross functional
partnerships.

Prior to joining Del Monte, Pam worked for Unilever and quickly
progressed through numerous sales positions of increasing
responsibility. She then joined Kayd®oth and became the Western
Division Sales Director for all Retail CPG business west of the
Mississippi. Pam has 28 years of Sales & Systems experience and
demonstrates a passion for creating a competitive advantage through
high-performing teams. Pam earned her BA in Business
Administration from the University of California at Riverside.

She also serves in a broad array of community and industry leadership
roles, including the Network of Executive Women & Deloitte Advisory
¢ Women to Watch Program.

Outside the industry, she is a wife of 27 years, mother of three
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