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$



The	
  Kellogg’s	
  Journey

• Limited	
  visibility	
  to	
  
post	
  analysis

• Ad	
  hoc	
  analysis	
  
(one	
  off	
  crisis	
  
management)

• Simple	
  KPI	
  analysis	
  
utilizing	
  
consumption	
  data	
  
only

• Harmonized	
  data	
  
in	
  one	
  real-­‐time	
  
database

• Robust	
  post	
  
analysis	
  capability
o Accurate	
  

incremental	
  
volume

o Accurate	
  
ROI/profit

• Continue	
  to	
  add	
  
data	
  intelligence	
  to	
  
post-­‐event	
  database

• TPO	
  integration
o Merchandising	
  

scenario	
  
optimization

o Annual	
  
customer	
  plan	
  
optimization

FuturePresentPast



Date	
  Harmonization	
  &	
  Cleansing

?
What	
  is	
  data	
  cleansing?

How	
  do	
  you	
  harmonize	
  the	
  data?

Where	
  does	
  cleansing	
  and	
  harmonization	
  occur?

T-­‐Pro	
  database	
  houses	
  data	
  intelligence	
  
for	
  PEA	
  (i.e.	
  ECRM,	
  Nielsen,	
  spending,	
  shipments	
  COG’s)

Identify	
  all	
  data	
  sources	
  and	
  automate	
  the	
  
collection	
  process

Review	
   for	
  accuracy

Define	
  a	
  best	
  in	
  class	
  data	
  integration	
  process

Validation	
  of	
  data	
  with	
  Kellogg’s	
  sales	
   team

ü

ü

ü

ü



Master	
  Calendar

Before	
  Alignment
ROI	
  and	
  KPIs	
  Unknown

After	
  Alignment
Quantifiable	
  ROI	
  and	
  KPIs



KPEL	
  Visualization	
  Approach
Striving	
  for	
  Post	
  Event	
  Analysis	
  Excellence

• Organizational	
  buy	
  in
o C-­‐Level
o Sales	
  leadership

• Generation,	
  distribution	
  
and	
  tracking	
  of	
  insights

o Actionable
o Quantified
o Tracked
o Accountable

• Strong	
  technical	
  process
• Strong	
  commercialization	
  process



373%

196%
231%

445%

20% 30% 35% 25%

$1.99	
   $2.50	
   2	
  for	
  $5 Buy	
  5	
  Save	
  $5

Lift	
  &	
  ROI	
  by	
  Price	
  Tactic:	
  Customer	
  X

Lift ROI

• $1.99	
  and	
  Buy	
  5	
  Save	
  $5	
  drive	
  the	
  best	
  lifts
• ROI	
  is	
  highest	
  at	
  $2.50	
  and	
  2	
  for	
  $5
• Run	
  Buy	
  5	
  Save	
  $5	
  instead	
  of	
  $1.99	
  to	
  drive	
  lift
• Use	
  2	
  for	
  $5	
  instead	
  of	
  $2.50	
  to	
  maximize	
  ROI

Insights
&

Recommendations



$300

$200

$265

$425

$375

31% 37%

18% 22%
15%

Super	
  Bowl Spring 4th	
  of	
  July Back	
  To	
  School Holiday

National	
  Event	
  Performance

Net	
  Sales	
  (000s) Profit	
  %

• Back	
  To	
  School	
  and	
  Holiday	
  events	
  were	
  effective	
  at	
  
driving	
  Net	
  Sales

• Profit	
  %	
  was	
  best	
  for	
  Super	
  Bowl	
  and	
  Spring,	
  but	
  Net	
  
Sales	
  were	
  not	
  as	
  high

Insights
&

Recommendations



TPO/Joint	
  Business	
  Planning	
  Excellence

• Maximize	
  the	
  PEA	
  intelligence	
  residing	
  in	
  KPEL	
  to	
  Optimize the	
  
future	
  trade	
  spend	
  investment

• Partner	
  with	
  T-­‐Pro	
  to	
  build	
  out	
  a	
  TPO	
  planning	
  portal	
  utilizing	
  
constraint	
  based	
  modeling

o What-­‐if	
  predictive	
  
merchandising	
  scenario	
  
capability

o Annual	
  customer	
  planning	
  
optimization	
  by	
  PPG/SKU	
  
rolled	
  up	
  to	
  the	
  total	
  
customer	
  plan



The	
  Power	
  of	
  Partnership

Jon	
  Vasatka
Executive	
  Vice	
  President	
  T-­‐Pro	
  Solutions



Scenario	
  Planner

Optimize	
  Revenue	
  &	
  Profit	
  for	
  each	
  Brand’s	
  Item	
  



Customer	
  Optimization

Generate	
  Business	
  Plans	
  that	
  Optimize	
  
Brand	
  &	
  Financial	
  Objectives.	
  	
  



Wrap-­‐Up


