
Whose	
  Calendar	
  do	
  you	
  use?

Sunday Monday Tuesday Wednesday Thursday Friday	
   Saturday
Week	
  Ending 9/11/2016 9/12/2016 9/13/2016 9/14/2016 9/15/2016 9/16/2016 9/17/2016
Syndicated	
   X
Retailer	
  X	
  Promo X
Shipments X



To	
  Move	
  the	
  Needle
Gather	
  ALL	
  the	
  Facts,	
   Integrate,	
  Harmonize	
  à Insights

Master  
Data

Shipment
Data

Consumption  
Data

Forecast
Data

3rd Party  
Distributor  
Data

Merchandiser  
Feedback   Data

Weather  
Trend   Data

Promotion
Data



TPM	
  Data	
  Challenge	
  Example
Mark	
  Horner



Post-­‐Promotion	
  Analysis
• Gain	
  insights	
  around	
  what	
  is	
  working	
  and	
  what	
  is	
  not
• Share	
  with	
  sales	
  organization	
  and	
  incorporate	
  into	
  planning
• Maximize	
  the	
  ROI	
  of	
  trade	
  dollars



Step	
  #1:
Gain	
  financial	
  controls	
  over	
  your	
  trade	
  funds
Implement	
  a	
  fully	
  integrated	
  TPM	
  system

ERP

Connecting	
  Customer	
  Plans	
  to	
  Actual	
  Shipments	
  and	
  Spending

What	
  did	
  we	
  expect	
  to	
  Sell	
  and	
  Spend	
  –What	
  did	
  we	
  Sell	
  and	
  Spend



Step	
  #1: Implementing	
  a	
  Trade	
  Promotion	
  Management	
  System
Requires	
  a	
  lot	
  of	
  data	
  alignment!

Customer:	
  	
  Plan-­‐to,	
  Bill-­‐to,	
  Ship-­‐to,	
  Indirect	
  and	
  Direct
Product:	
  	
   Promotion	
  Group,	
  UPC,	
  Cases,	
  Shippers/Display	
  Pallets
Time: Order	
  dates,	
  Ship	
  dates,	
  Requested	
  Delivery	
  Dates
Metrics: Off-­‐Invoice,	
  Deduction,	
  Check,	
  Shipment	
  Allowances,

Warehouse	
  Withdraw	
  Allowances,	
  Scans,	
  Lump	
  Sums,
Expected	
  Spend,	
  Actual	
  Spend

TPM



Step	
  #2: Incorporate	
  POS	
  data	
  into	
  TPM
Merchandising	
  executed,	
  incremental	
  sales,	
  forward	
  buy,	
  ROI
More	
  data	
  alignment!
Customer:	
  	
  Plan-­‐to	
  vs	
  Banner	
  definitions
Product:	
  	
   Promotion	
  Group	
  vs	
  UPC’s
Time: Ship	
  weeks	
  vs	
  Syndicated	
  Weeks	
  vs	
  Promotion	
  Weeks
Metrics: Case	
  Shipments	
  vs	
  Unit	
  Sell-­‐through



Step	
  #3: Post-­‐Promotion	
  Automation
Create	
  a	
  library	
  of	
  promotion	
  events
Even	
  more	
  data	
  alignment…
Aligning	
  shipment	
  dates	
  and	
  performance	
  dates	
  that	
  match	
  actuals

Planned
Performance

Dates

Missed
Sales



Do	
  not	
  be	
  daunted	
  by	
  these	
  steps

Get	
  help	
  from	
  integration	
  and	
  data	
  management	
  experts

Post-­‐promotion	
  analysis	
  can	
  be	
  done	
  during	
  the	
  journey
…and	
  is	
  worth	
  it!



Leveraging	
  Data	
  to	
  Activate	
  Retail	
  
Sales/Merchandising	
  Teams

Donna	
  Tellam



Start	
  with	
  a	
  long	
  term	
  approach	
  
and	
  take	
  small	
  steps

Automate the	
  process,	
  enrich	
  the	
  data	
  
being	
  collected	
  &	
  begin	
  to	
  leverage	
  data	
  1

Actionable	
   Insights	
   -­‐ Automatically	
  
take	
  action	
  based	
  on	
  data3

Test	
  &	
  Learn	
  -­‐ Use	
  data	
  to	
  
test,	
  learn	
  &	
  improve4

Begin	
  connecting	
   retail	
  execution	
   data	
  to	
  external	
  
systems	
  &	
  expand	
  field	
  communications2

Predict	
  issues	
  and
proactively	
   take	
  action5



“We	
  gained	
  visibility	
  into	
  data	
  required	
  
to	
  optimize	
  operations	
  and	
  identify	
  growth	
  

opportunities.”
When	
  critical	
  stores	
  have	
  performance	
  issues,	
  
they	
  can	
  now	
  shift	
  resources	
  so	
  top-­‐performing	
  
merchandisers	
  are	
  servicing	
  those	
  stores.

They	
  can	
  identify	
  which	
  merchandisers	
  
should	
  be	
  coaching	
  low	
  performers.



Data	
  and	
  insights	
  have	
  been	
  enhanced	
  
down	
  to	
  the	
  SKU	
  level,	
  so	
  analysts	
  have	
  the	
  insight	
  needed	
  

to	
  proactively	
  avoid	
  out-­‐of-­‐stock	
  situations.



Managers	
  can	
  now	
  access	
  pre-­‐
configured	
  reports	
  from	
  within	
  the	
  HQ	
  Portal,	
  so	
  

data	
  is	
  easy	
  to	
  find	
  and	
  understand.	
  	
  	
  	
  



Journey	
  to	
  data-­‐driven	
  collaboration
Achieving	
  retail	
  visibility	
   through	
  data	
  analytics



Challenge:	
  Can	
  data	
  help	
  to	
  assure	
  
Mondelez	
  products	
  are	
  on	
  the	
  shelf	
  at	
  

retail	
  outlets	
  and	
  available	
  for	
  purchase?

Upstream	
  
Causes,	
  
28%

Store	
  
Ordering	
  

&	
  
Forecastin
g,	
  47%

In	
  Store,	
  
Not	
  On	
  

Shelf,	
  25%

OOS	
  Root	
  Causes*

*	
  A	
  Comprehensive	
  Guide	
  To	
  Retail	
  Out-­‐Of-­‐Stock	
  Reduction	
  In	
  The	
  Fast-­‐Moving	
  Consumer	
  Goods	
  Industry	
  by	
  T.	
  W.	
  Gruen and	
  D.	
  Corsten.



What	
  we	
  did

Shipment

Order

Store POS	
  Data ConsumerWarehouse

Inventory

Combining	
   Inventory,	
   Order	
   and	
  Shipment	
   data	
  with	
  POS	
  data	
  =	
  Insights

Step	
  1:	
  Pulling	
  it	
  all	
  together



Data	
  Visualization	
   allows	
   teams	
  to	
  assimilate	
  
data	
  effectively	
   and	
  efficiently

Prescriptive	
   Alerts	
   deliver	
   targeted	
  tasks	
   to	
  
Field	
   Sales	
   Reps

What	
  we	
  did

Step	
  2:	
  Presenting	
  insights	
  and	
  making	
  it	
  meaningful



Sales	
  &	
  
Merchandisi

ng

Retail	
  &	
  
Store	
  

Operations

Supply	
  Chain

Results:	
  Data	
  drives	
  
Collaboration

Mfg.	
  
Account	
  Team

Retailer
HQ

Mfg.
Field	
  Sales

Retailer
Store	
  Mgr.

Retail
Shelf

Result:	
  Stimulated	
   internal	
  and	
  external	
   collaboration	
  to	
  get	
  the	
  shelf	
  right!



Conclusion

• Data	
  can provide	
  visibility	
  at	
  Retail	
  and	
  drive	
  
internal	
  and	
  external	
  collaboration
– But	
  you	
  have	
  to	
  work	
  at	
  it
• Pull	
  it	
  all	
  together
• Present	
  it	
  and	
  make	
  it	
  meaningful
• Change	
  Management

• There	
  is	
  an	
  evolution
– Reporting,	
  Descriptive,	
  Predictive,	
  Prescriptive



Managing  Data
EDM,  DI,  MDM,  
DW,  Big  Data

Provide  a  comprehensive  data  
management   framework,  architecture  
and  governance  to  achieve  a  “single  
version”  of  truth  

Business  
Intelligence

Descriptive  Analytics

Provide  a  comprehensive  data  
reporting/dashboards   framework,  
architecture  and  governance  to  
deliver  appropriate,   timely  and  
actionable   information  

Insight  Generation
Predictive  Analytics

Through  an  integrated   analytics  
framework  and  by  applying   business  
rules,  statistical  models,  visualizations,  
and  industry  specific  context  derive  
actionable   insights  from  disparate   data  

Decision  Science
Prescriptive

Turning  actionable   insights  into  
measurable   outcomes  and  
improving   the  speed  and  quality   of  
decision  making  

Va
lu
e  
to
  th
e  
En
te
rp
ris
e

Data  Driven  Organization  Maturity  

Data	
  &	
  Analytics	
  Continuum
The	
  power	
  of	
  an	
  integrated	
   data	
  and	
  analytics	
  framework	
  


