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The history of our brands goes 
back 200 years

19th Century  family founders start businesses

1948 United Biscuits publicly listed on London Stock Exchange

2000 UB sold to Private Equity

2014 UB acquired by Yildiz

1831 188818861885



Nearly a year ago, pladis was 
born!
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$5.2bn
Total revenue

26,000
Employees

“we promise happiness to the world with 

every bite.”



Number 1 Biscuit Manufacturer 
in UK producing over 100 million 
biscuits a day!

Focus on 3 Masterbrands



Market, Strategy & Planning team 

We create profitable growth solutions & build the 
capability to deliver them

DELIVERABLES 

Strategy 
Development

We will lead the business’s Pack, Price & Promo 
Strategy 

DELIVERABLES 

Execution 
& ROI
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Process & 
Capability

Our Deliverables: 

1
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We will own brand level P&L delivery and Promo ROI 
driving against budgeted execution standards

We will provide the Sales team with the tools, processes 
and training to improve functional capability & 

execution

Our Purpose: 



Three areas to cover today
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“Making 
Promotional 

Management & 
Optimisation a 

Competitive 
Advantage”

Development of 
TPM & TPO 
Capabilities 

Challenges 
faced and the 
lessons learnt 

(so far)



GOAL Making Promotional Management and 
Optimisation a Competitive Advantage 

BUILD Insight
BUILD

Capability
BUILD

Influence

Approach

Project
Theseus



There is a clear case for change

55%15% 

65%

5,300

4pts



One Commercial 
Plan

P&L
Reporting

Scenario
Planning

Accurate
ROI

JBP
Planning

Demand
Forecast

Customer 
P&L

New capabilities to optimise and 
align on one commercial plan 

BETTER & 
QUICKER TRADE 

SPEND 
DECISIONS

TRANSPARENCY 
& ACCURACY OF 

PROMO ROI

SIMPLIFIED 
WAYS OF 
WORKING



#1 Simplified Ways of Working

Resulting In……..

One version of the truth in one system1

50% reduction in time taken to manage promotions2

‘Live’ numbers with freezes aligned to review cycle
3



#2 Accuracy & Transparency of 
ROI

Resulting In……..

Day level forecasting with EPOS post evaluation1

Cannibalisation & Recovery2

Transparent Promo ROI 3



#3 Better & Quicker Trade 
Spend Decisions

Resulting In……..

Sharing of reports & sign off via common platform1

Live view of pladis and customer P&Ls2

Streamlined sign off process based on pre-set conditions3



We have ensured the right level 
of business focus and resource
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Project Board –
Sales/Finance/S&OP/IS

Project Sponsor -
Sales Director

UK Exec

Project 
Team

S&OP
Sales 
Ops

Finance Sales

Project Lead (Sales)

IS

3 x Part Time IS Support Roles 

IS



Mobilisation 

Hello

Build

i

UAT
Analysis & 

Design
Test Go Live

20wks 18wks 10wks12wks 12wks Go Live

We have allowed enough time to get 
it right



This is not just a systems project, it is 
business transformation
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In Summary……. 21

Don’t be the boiling frog, create the burning platform1

Recognise it’s business transformation, not a systems project2

Align on the scope and flush out the emotion at the start4

Be clear on what you will and won’t compromise on5

Make sure its well resourced, well sponsored, well planned3




