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RESULTS

• Incremental	
  Sales	
  of	
  $3M	
  over	
  9	
  months
• Upward	
  SSIS	
   (In-­‐stock)	
  trends,	
  with	
  upside	
  YTG
• March	
  In	
  Stock	
  (SSIS)	
  Performance	
  at	
  96.35%
• Quality	
  of	
  Forecast	
  improved
• Efficient	
  and	
  Timely	
  VMI	
  orders	
  to	
  Distributors	
  DC’s

Project Title

BUSINESS	
  CHALLENGE
A	
  large	
  customer	
  with	
  7,900	
  retail	
  stores	
  hit	
  an	
  all	
  time	
  low	
  
with	
  their	
  in	
  stock	
  rates,	
  with	
  as	
  many	
  as	
  25%	
  of	
  stores	
  

being	
  depleted	
  completely	
  of	
  inventory.	
  

How	
  can	
  we	
  assure	
  product	
  availability	
  on	
  shelf,	
  
especially	
  around	
  heavily	
  promoted	
  items?

In	
  an	
  effort	
  to	
  improve	
  their	
  in	
  stock	
  rates,	
  Mondelēz	
  
collaborated	
  with	
  the	
  customer	
  to	
  help	
  move	
  them	
  from	
  
direct-­‐ship	
  to	
  3rd party	
  distributor	
  and	
  focused	
  on	
  the	
  
utilization	
  of	
  Retailer	
  Data	
  to	
  improve	
  forecasting.  

PROJECT	
  DESCRIPTION/SCOPE

Mondelēz,	
  Customer,	
  and	
  Distributor	
  teamed	
  up	
  to	
  address	
  
the	
  problem.

Using	
  a	
  Lean	
  Six	
  Sigma	
  approach	
  and	
  store-­‐level	
  POS	
  data,	
  
the	
  team	
  developed	
  an	
  improved	
  end-­‐to-­‐end	
  forecasting	
  
and	
  store	
  replenishment	
  process.	
  	
  The	
  improved	
  process	
  
was	
  introduced	
  on	
  a	
  segment	
  of	
  items	
  and	
  had	
  immediate	
  

results,	
  especially	
  around	
  promoted	
  items.	
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DISCUSSION

Benefits	
  
• SSIS	
   (In-­‐stock)	
  improvement
• Display	
  Sales	
  Growth
• Impacts	
  future	
  forecasts
• Identifies	
  Shelf	
  gaps
• Validates	
  the	
  use	
  of	
  the	
  process
• Improved	
  relationship	
  w/customer

Collaboration	
   was	
  key.	
  	
  Sharing	
  common	
  data	
  kept	
  
everyone	
  aligned	
  and	
  on	
  the	
  same	
  page.

Next	
  Steps:
• Fast	
  Adapt	
  process	
  for	
  Confectionary	
  Business
• Expand	
  process	
  to	
  like	
  Customers	
  
• Replicate	
  process	
  with	
  other	
  POS	
  data	
  tools

LEARNINGS/SURPRISES
Mondelēz	
  had	
  not	
  gone	
  through	
  this	
  process	
  to	
  this	
  

degree. Many	
  of	
  these	
  types	
  of	
  decisions	
  are	
  made	
  with	
  
very	
  high	
  level	
  data	
  and	
  somewhat	
  in	
  a	
  vacuum. The	
  data,	
  

tool,	
  and	
  collaboration	
  allowed	
  this	
  to	
  be	
  successful.

The	
  biggest	
  challenge	
  was	
  believing	
  in	
  the	
  data	
  and	
  
aligning	
  on	
  the	
  process.

Some	
  of	
  the	
  growing	
  pains	
  were: ensuring	
  the	
  data	
  was	
  
clean	
  and	
  accurate,	
  	
  getting	
  “buy	
  in”	
  from	
  the	
  decision	
  

makers	
  that	
   the	
  data	
  was	
  good,	
  and	
  change	
  management. REFERENCES
Key	
  Inputs:
• Retailer	
  POS	
  Data
• Collaboration	
  Team	
  
• Third	
  Party	
  Analytics	
  Tool	
  Provider

Data	
  Centered	
  Collaboration

Dan	
  Woltman,	
  Sr.	
  Manager,	
  Customer	
   Solutions
Kourosh	
  Agahdel,	
  Saint	
  Joseph’s	
  University	
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POI	
  Leading	
  RetailExecution
Workshop	
  Today	
  11:45
Each  company  finds  itself  in  the  throes  of  
transformation
What  was  your  situation  /  what  were  the  
drivers  to  change?
What  did  you  set  out  to  achieve?
What  were  the  challenges  and  how  did  
you  overcome  these?
What  were  some  key  learnings?
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Certified	
  Collaborative	
  Marketer	
  (CCM)™
CCM	
  Executive	
  Training/Certification

• 90%  Online  delivery
• Executive  Program  held  at  St.  
Joe’s  University  in  
Philadelphia,  PSU,  ASU

• Learn  Collaborative  Cultures,  
Skills    &  Strategies

• Two  day  live  kick-­off,  
16-­ week  self  directed  study,  2-­
day  final  collaborative  
workshop  event  December  15-­
16,  2016

• http://www.poinstitute.com/certi
fication/certification-­ccm.html

Analytics	
  &	
  
Optimization	
  

The	
  Only	
  Designation	
  
for	
  Marketing	
  &	
  
Merchandising	
  
Collaboration



Upcoming  Event



Your	
  Retail	
  Execution	
  -­‐ TPM-­‐TPO
and	
  Global	
  Collaboration	
  Journey

POI	
  Research,	
  Events,	
  and	
  
Association	
  Membership

Education
and	
  Certification

Leads to Optimization, Collaboration and 
Profitable Growth!

#POIRetailsummit


