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POI State of the Industry Report
As with our previous surveys, the 2020 Promotion Optimization Institute (POI) TPx and Retail Execution
Benchmarking Survey focused on the intersection of the people, processes, and technologies required to
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 strategic
leadership focal points. POI is evolving the report once again to better represent the state of our industry.
POI is now providing a digitally visual document filled with the research you are used to, but in a more
pleasing and digestible format. This report is sectioned into key capabilities and best practices so that you
can select a section when you have 15 minutes to read or have an urgent need. We have also converted
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
organization’s transformation in 2020.
If you are investigating new solutions and want to know what’s possible in the TPx, RGM,
and RetX space, you can review capabilities and vendor offerings in the POI TPx and
Retail Execution Vendor Panoramas at http://poinstitute.com/about/poi-publications/.
Please don’t hesitate to reach out and connect on strategic or tactical aspects for which
you need support. Having led manufacturer sales teams, sales operations & strategy,
BI Analytics, IT projects across the global enterprise, and POI manufacturer, retailer and
vendor advisory, I have a unique background to support your needs. At POI we also
have a network of partners and can connect you with additional expertise as needed.
Sincerely,

Pam Brown
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Promotion Optimization Institute
State of the Industry Survey & Report
Rationale behind the Survey:
POI seeks to serve its members by identifying strategic leadership focal points and streamlining critical
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 and
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 selected
based on the summation of our beliefs about where the challenges exist today and a desire to
socialize the topics and recommendations with industry leadership.
*Note that while most companies in the survey are constant year-over-year, the responders can
change from one year to the next, influencing the research data.

Attribution of the POI Survey Results and Report:
In seeking to serve our members, we have included a non-PDF version of the report on our site.
https://poinstitute.com/about/poi-publications/
This 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 2020 State of the Industry
report for the research and industry insights utilized.
Intellectual Property of POI, all rights reserved.

Whether your role is with a Retailer or Manufacturer, new technology and product
availability has transformed consumer buying behavior. Consumer expectations
have changed the way we plan, source, manage, and innovate our business.
With digital devices in hand consumers have
access to more data and buying options than
ever before. Today’s consumer desires quality,
availability, transparency, healthy, sustainable,
convenient and local---Not to mention
personalized, affordable, and. received quickly

In parallel, manufacturers are working
through the pros and cons of Direct to
Consumer (DTC): Retailer impact,
operations, cost, labor, consumer
relations, and which brands in the
portfolio are best to pilot a DTC strategy.

To meet consumer demand many retailers are
now offering click and collect curbside pick-up
to capture sales. Yet, there are consequences
to incremental sales, increased labor costs, etc.
when the consumer doesn’t enter the store.
Retailers and manufacturers need to partner on
assortment, placement, pricing, promotions,
customer experience, profitability and formats
for online, in-store, and DTC options.

One of the greatest manufacturer
benefits of DTC is the ability to
communicate and build relationships
directly with the consumers. This also
allows manufacturers the ability to test
new innovative products with less risk
(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 colocating these “benefits” within the
store. Cooking classes, online pick-up,
urgent care, and other non-traditional
“white glove” services will bring
consumers into the store.

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
when, how, and what consumer offer to send.
Machine learning technology can recommend
offer timing based on consumer knowledge.

Data is foundational to understanding
what the consumer desires, what
products will stay on trend, and what
new formats are needed. In-store
services are key to drawing the
consumer within the traditional four
walls. Yet, the experience needs to be
inspirational for the consumer to take
the time to enter the store. It’s a
value/time decision for the consumer.
Retailer and manufacturer operating
models were not built to handle today’s
industry complexity. All 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 understand the best

practices of highly effective CPG
organizations and what steps
they are taking to drive efficiency,
effectiveness, and profitability.
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The Time is Now
POI is a firm believer that
partnerships between retailers, manufacturers,
and vendor partners need to be fully maximized
to stem the negative impact of the industry change.
There will always be winners and losers as paradigms shift.
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.
Reaction is not a strategy. As leaders we need to
proactively lean into the change required.
Intellectual Property of POI, all rights reserved.

Transformation 2020
ORGANIZATIONAL TRANSFORMATION IS A STRATEGY, PLAN, AND
PROCESS THAT MIGRATES A COMPANY FROM WHERE IT IS TODAY TO
A DESIRED FUTURE STATE
An excellent way to evaluate your current and
future strategy is to gain a benchmark of the
state of the industry and understand 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 crossfunctional processes, work design, upskilled talent,
or enabling new technologies to advance. An initial
question to ask is “what will make my company
agile and responsive to consumer needs?”

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 reserved.

Holistic Enterprise Transformation– Breaking Down the Silos
Many retailers and manufacturers are continuing to organizationally structure themselves
based on old paradigms. Our number one focus is the consumer; yet roles, processes, and
systems are still internally focused, not optimal, and in many cases broken. Organizations need
to step back and create a “Holistic Enterprise” de-siloed approach.
POI’s recommendation is to
establish an enterprise data and
analytics owner that is
responsible for: data
management, enterprise
analytics & reporting, executive
dashboards, and generating the
critical “enterprise” outputs for
the common denominators
noted in the diagram.
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, cross-organizational work will be done
utilizing consistent foundational data.
Intellectual Property of POI, all rights reserved.

While transforming and de-siloing
your organization takes strategy,
leadership, and courage, it is
critical to compete in our
consumer-focused world where
consumers expect personalized
promotional offers, increased
value, and purposeful engagement.
Companies need end-to-end
coordination, data, planning,
operations, reporting, and visibility.
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To Transform Trade Efficiency and Effectiveness Our Company
Needs to Improve: (Please choose all that apply)
Areas of Transformation:

2019 POI State of the
Industry Survey
Respondents Stated:

Rank –
2019 vs. 2018

Promotion Planning/Optimization (what-if scenarios)

1

1

Pricing Optimization (Everyday and Promotion)

2

4

3
4

3
2

Using Consistent Holistic Baselines,
Elasticities, Lifts Across All Systems/Processes

5

New

Data Cleanliness & Management

6
7

8
5

Post Event Analytics

Volume Planning Accuracy

Analytics

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

When evaluating end-to-end capabilities it is critical to prioritize based
on business need and helpful to understand peer-set best practices.
Intellectual Property of POI, all rights reserved.

7 Best Practices of Highly Effective
CPG Organizations
& What Steps They Are Taking to Move
to the Next Generation of Holistic
Enterprise Planning

Disclaimer: Headlines are not FDA approved and may cause dizziness, fatigue,
body soreness, and the need for a long vacation. But, do not worry. POI has additional
resources: summits, research, share groups, leadership engagements (TLC), and more
to help guide you through the industry change that is taking place.
The POI State of the Industry Report headlines should be considered a catalyst for
additional thought and discussion. POI and our partners are committed to helping you
guide your organization to success. Again, the key is to begin the journey.
Intellectual Property of POI, all rights reserved.

7 Best Practices of Highly Effective
CPG Organizations
1

Data Ownership & Management

2

FOUNDATION:
Leadership,
Strategy,
Vision, and
Commitment

3

6

7

Strategic Revenue Growth Management

Trade Promotion Planning & Optimization Capabilities

4

Execution is Everything

5

Explore Emerging Capabilities

Change Transformation & Management

Upskill Talent and Capabilities

These 7 areas are not the only CPG best practice strategies. POI will delve into additional
areas of excellence as we release more State of the Industry white papers in 2020.
Intellectual Property of POI, all rights reserved.

1. Enterprise Data

In a Digital
World

Data is the foundation
of successful analytics. It is critical to receive,
cleanse, harmonize, and hub the data well. Purchase
power of the Millennials has surpassed that of
the Boomers and they are very digitally engaged.

To offer our consumer personalized offers
in the new paradigm, data is critical.
Clean data enables revenue growth
management practices, customer level
P&L’s, post event analytics, TPO, AI,
holistic enterprise reporting, and executive
dashboards. Data is a strategic asset not a

transactional element and must be
prioritized to maximize current and future
growth potential.

Insights and Intelligence are
the currency of collaboration

Imagine:

Action- Establish Enterprise Data Ownership
that is responsible for: data management, enterprise analytics & reporting, executive
dashboards, and generating critical “enterprise” outputs for the common
denominators above: pricing, lift coefficients, baselines, incremental, etc.

This becomes the foundation for analytics capabilities which drive
enterprise wide alignment, collaboration, and solutions to business
challenges. The goal is one version of the truth and real time insights.

Can you imagine the positive impact to your company’s Integrated Business Planning (IBP) monthly consensus meeting if all teams involved
were using one version of the truth and the same underlying “common denominator data” as they built the forecast? Not to mention the
downstream benefits and cost savings of having an accurate forecast. Imagine the enterprise dashboards and reporting that could be
generated with the total organization using the same data for assumptions, drivers, insights, and action plans.
Intellectual Property of POI, all rights reserved.

In addition, POI research consistently reflects that there are challenges moving capabilities from
transactional to analytical. Ownership of the Data and “common denominators” of analytics provides
consistency and reduces burden across the enterprise. The goal is for the organization to have datadriven “intelligence” and insights based on “one version of the truth.”

Driving insights out of the data & through the organization
has always been the goal. Companies have struggled with
quantity and quality of data available and the
administrative burden of analysis. This work has left little
time to actually generate insights.
The good news is that advanced analytic technologies
are now in the market that enable robust analytics
insights in real-time.
Partnering and innovating with our retail partners will be
how we continue to keep brick and mortar retailers strong
through the change. There is a fragmentation of basket
and trips due to new purchase behavior, and our retailers
and manufacturers need to partner to creatively re-build
lost revenue. “Intelligence” and “whys” come from
analytics and analytics from data. Again, data is
foundational to this partnership and realizing mutual
profitable growth.
Personalization is possible with the available data, but it is
hard with the legacy systems many companies have in place.

When manufacturers were asked if they
have challenges with retailers freely
sharing foundational data (POS, Daily,
Shopper, etc.) with them, 82% (+6) vs.
YAGO) agree that they have challenges
obtaining data.
Manufactures continue to utilize various
types of data and insight sources. Utilizing
syndicated data is the largest data source
with 97% (+3) of companies utilizing. POS
data also has strong utilization at 90% (+9).
Two important call-outs: Direct to
Consumer (DTC) has increased 2pts to 21%
and Sell-In Data has increased 12 pts to
64%.
While these data sources are critical to
analysis, 67% of companies have data
quality issues with external sources and
data anomalies that, when left unfixed,
can lead to inaccurate analysis results.
Intellectual Property of POI, all rights reserved.

2. Strategic Revenue Growth Management
The RGM planning diligence and
profit focus has transformed
episodic, once a year planning into
an ongoing and dynamic planning
practice deeply rooted in
advanced analytics.
RGM governs at the center of the
organization, working closely with
functions such as brand
management, finance, and sales to
develop and implement strategies.
The ultimate goal is transforming
the siloed functions into an ongoing
streamlined effort of balance
across the Enterprise

Imagine:
An organization aligned and focused on growing revenue through
a balanced portfolio and delivering on the enterprises’ strategic
priorities with each action executed.

RGM teams drive a holistic enterprise approach.
Intellectual Property of POI, all rights reserved.

How is Your Organization Approaching Revenue Growth
Management? (Please choose all that apply)
Advancing practices, diving deeper optimized
promotion, pricing, and pack growth analysis

2019 POI State of the
Industry Survey
Respondents Stated:

Adding tools or analytical capabilities to
support new RGM processes
Adding RGM personnel to support

46% (0)
35% (+7)
28% (+6)

Company hasn’t started yet

25% (0)

Same approach, nothing has changed

19% (0)

New titles, yet using the same
processes, tools, and people

8% (0)

If your company is looking to build or advance RGM capabilities, join us at the Global POI
Summits poinstitute.com/events/ to connect and dive deeper on the topic.
Intellectual Property of POI, all rights reserved.

Proper allocation, planning, and monitoring of trade spend is critical.
CPG companies spend between 11% and 27+% of revenues on Trade Promotions, which is
often the second largest expense on the P&L, after cost of goods sold.
When POI survey respondents were asked what
percentage of their company’s annual revenue they spend
on trade promotions, 22% (-4) spend between 11-15% and
49% (-11) spend less than 20%. In addition, 51% (+12) of
respondent companies are spending upwards of 20% with
9% (-5) spending over 27% in trade.
RGM teams work with Sales teams to optimize pricing and
promotions at an account level to maximize ROI.
27% (-3) of respondents noted that RGM teams are
owners of the post event ROI analysis. Centralized
HQ team ownership of 29% grew by 17%, and Sales
ownership is currently 20% (+3).

RGM Teams Help to Shift the Focus & Drive Efficiency:
❖ Achieving more efficient volume through trade
❖ Reducing administrative burden and maximizing cross-functional work & insights
❖ Providing account teams with capabilities & practices to sell smarter
Intellectual Property of POI, all rights reserved.

KPI’s to Measure Promotion Success:
POI State of the Industry survey respondents noted the most
common KPI’s to measure promotion success are:
ROI- incremental profit, incremental volume, incremental
revenue, incremental gross dollar sales, and dollar profit per
incremental case.
With the criticality of trade effectiveness, one can understand
why more companies are investing in Revenue Management
organizations.
90
80
70
60
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40
30
20
10
0

79
63
47
36

35
19
8

4

73% (+5) of POI survey
respondents noted the
amount of time that the
entire process of creating a
promotional plan from
budgeting to execution to
settlement is highly
burdensome for the
organization.
RGM contributions to
reduce planning burden is
highly welcome amongst
commercial teams.
Intellectual Property of POI, all rights reserved.

3. Trade Promotion Planning & Optimization
Multiple automated capabilities are available to
improve efficiency and effectiveness of trade: Trade
Promotion Management (TPM=transactional), Trade
Optimization (TPO=forward looking what-if
scenarios), and post event analytics (TPE/ROI).
Together these capabilities deliver total TPx
functionality. Only recently have vendors been
deploying these capabilities in one seamless holistic
planning platform.
POI survey respondents noted that 38% (+1) of
their organizations will be deploying new TPM
systems. Note that 70% of companies already
have TPM systems and survey data doesn’t
denote if these are Excel based teams moving to
TPM for the first time or if this is a TPM to TPM
redeployment. ROI capabilities are expected to
grow 22%. The largest change year over year is
44% (+14) of companies will be implementing a
seamless holistic planning tool that incorporates
TPM, ROI, and TPO. In addition, 40% (-4) of
respondents note they are looking to deploy
standalone TPO capabilities.
Intellectual Property of POI, all rights reserved.

Realized Benefits of TPx:
As you can see from the chart, TPx benefits to
the organization are transformative. Eliminating
poor performance (56%), process improvements
(52%), and greater visibility to the business &
opportunities/risks (50%) are top benefits
realized.
Improvement to the forecast is important (30%)
as there is a high cost to over/understating the
numbers, and most CPG companies are
struggling in this area.
28% of respondents noted improved
relationships with retail partners for insights
generated.

It is interesting that only 30% of respondents reflected
a return of trade benefit. Some thoughts on this
response: most companies are not “returning” the trade
to the bottom line. In POI conversations with the
manufacturers, the trade is optimized and then
re-invested back into the business.

Again, usage of optimization tools by HQ has
been lagging, yet 22% of respondents have
realized improved go-to-market strategies. This is While it is best practice to set project KPI’s to manage
low hanging fruit for organizations to improve
delivery value of a project to an organization, many
plans year over year.
companies struggle with setting, tracking, and managing
actual % improvements. Respondents may know they
All other respondents noted a 5-10%
have delivered a return, but don’t know the actual %.
improvement on promotion ROI.
Intellectual Property of POI, all rights reserved.

Trade Management:
When respondents were asked if they were
satisfied with their ability to manage trade
promotions, 43% (-2) were dissatisfied,
while 52% (-6) were at least somewhat
satisfied. Only 5% were extremely satisfied.
We all want to know what these companies
are doing…
As shopper, digital, e-commerce, DTC, and
other modern trade elements grow, it is
important to have trade management
capabilities that can evaluate the
opportunities (individually and total
portfolio), appropriate a balanced enterprise
funding allocation, and evaluate execution
results.
Today 87% (+6) of POI survey respondent
companies are struggling with managing
modern trade.

Enabling trade management capabilities
& processes is critical as funding levels
are expanding…
Intellectual Property of POI, all rights reserved.

Trend- Funding is Expanding:

Shopper Marketing

When POI survey respondents were asked the %
change of the three noted fund types, one can see
traditional trade levels are not dropping substantially
at most companies. Yet, with the enhanced focus on
shopper marketing and digital, organizations are
actualizing a total increase in funding support.
This funding increase calls for efficiency evaluation, so
companies improve total effectiveness and ensure
every dollar spent is maximized and used against the
tactics that will generate the best results for the total
organization.

Neg 5 to 0

0-5%

0-5%

5-10%

10-15%

10-15%

15-20%

20%+

Digital

Traditional Trade

Neg 5 to 0

5-10%

15-20%

20%+

Neg 5 to 0

0-5%

5-10%

10-15%

15-20%

20%+
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As more organizations become profit, efficiency, and digitally focused with the consumer at the center of
all decisions, the desire to optimize pricing, promotions, tactics, etc. leads organizations down the path of
implementing capabilities, process, and enabling

TPO – Trade Promotion Optimization.
Historically, many companies didn’t evolve into TPO, as it was a disjointed swivel seat platform and
separate from TPM. Most vendors today enable holistic enterprise planning with TPM/TPO/ROI in one
platform, substantially benefiting the user experience and platform adoption.
As a result, advancement into TPO capabilities is becoming a best practice for the CPG industry.
Based on POI survey respondent feedback to the
provided categories, the ability to use what-if
scenarios to find the best-fit promotion, being able to
build and visualize promotions through a calendar,
and incorporating cannibalization are top priorities.
These aspects are table stakes with TPO vendors.
Some vendors have more robust calendaring
capabilities. Cannibalization, halo effect, EDLP
optimization, and the ability for the model to utilize
daily data or account for week-shift are critical to
accurate analysis outcomes. As stated earlier, many
vendors have invested in their capabilities both in UI
and models. Numerous vendors are utilizing
constraint-based modeling, and a few have taken it
to the next level with Artificial Intelligence (refer to:
Best Practice 5: Explore Emerging Capabilities).
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TPx Enablement Success Factors:
Support manufacturer business case development, (LY 66.7 challenges justifying and building
a business case for TPx) which will expedite decision making and deployment timelines. In addition,
24.1% of POI survey respondents note that they have not moved to a server-based TPM solution (they
use Excel to manage promotions) due to a lack of standardized process, 20.7% due to cost, 17.2%
due to integration issues, and 17.2% because the project hasn’t been internally prioritized. In
addition, 67% (+3) of respondents noted that when they implemented their TPx solution, their vendor
and/or services team provided best practices. Change management is critical to
transformation and implementing new process and platforms. (See best practice section #6).
Understanding vendor supplied best practices is important to a project team as it helps to ensure
company process; “the way we have always done the work” doesn’t stand in the way of progress and
capabilities enablement. It is a lot of work to manage the system, process, and change transformation
needed to deploy well - not to mention courage to stand up to challenge the status quo. Our bet is the
33% of companies that didn’t receive best practices struggled with user adoption, process, and tool
effectiveness, which affects user experience and project ROI.

Imagine:

Executing an automated and optimized top-down, bottom-up annual operating plan and having the
capabilities to internally evaluate, manage, and adjust the plan as needed - quickly. Having trade
allocations, everyday pricing, go-to-market strategies, promotion plans etc. automated and optimized.
Can you imagine the administrative burden eliminated? Can you visualize your teams transforming from
tactical to strategic?

If your company is looking to advance TPx capabilities please refer to the 2019 TPx Vendor Panorama,
http://bit.ly/POI_TPxVendorPanorama_19, to dive deeper on the topic and understand vendor capabilities.
Intellectual Property of POI, all rights reserved.

Per the current capabilities graph on page 19, 27% of surveyed organizations utilize TPO capabilities.
The “work” of optimization and advanced analytics in most companies is completed by the RGM
team (+25) and/or a centralized HQ team (+16). Only 3% of optimization work is completed by sales
teams. Again, 25% of respondent companies haven’t put an RGM practice in place.

HQ Capabilities

Historically, TPx
have taken the back seat to sales planning capabilities. The
panorama of vendor capabilities and what is available via TPx platforms has changed in the last few years.
(See the POI 2019 TPx Vendor Panorama report to dive deeper into specific vendor capabilities
http://bit.ly/POI_2019-TPx_Panorama). Based on the state of the industry and the need for greater
optimization, HQ capabilities have been prioritized and delivered by the vendor community. Yet, many
companies are on older technology platforms, which may not have robust HQ or RGM capabilities.
Based on the latest POI State of the Industry Survey, 63% of respondents state that their HQ support
teams do not have the necessary capabilities to optimize pricing, trade allocations, and go-to-market
strategies.
In addition, when asked if their HQ planning
teams have the ability to monitor and manage
go-to-market strategy compliance, 14% of
companies have automated top down and
bottom up planning & execution monitoring.
54% stated they monitor compliance in offline
trackers and 27% are not monitoring compliance.
Monitoring execution is critical to improving
performance over time.
Intellectual Property of POI, all rights reserved.

4. Execution is Everything
2019

Retail execution of aligned
promotions is improving,
yet needs to be accelerated.

2020

Many manufacturers have provided retailers with
execution incentives to drive compliance, but today’s
industry challenges are enough to focus teams on this
critical low hanging fruit.

Both manufacturers and retailers spend an exorbitant
amount of time planning and negotiating through the deals
process. Yet, at the end of the day, execution is everything.
When retailer aligned promotions are not executed as
planned at the store level, both teams fail to gain the
expected results. POI research reflects that companies
continue to struggle with compliance and in-store execution.
61% (+9) of respondents are in agreement that their
companies are struggling to have retailer aligned
promotions executed at store level). 30% (+9) disagree and
note they are able to execute well.
Dislocations between what is planned and executed has been
a long-term issue in the CPG industry. The time is now to close
the execution gap.
When respondents were asked how their company monitors
in-flight execution, enabling planners to stay on top of
performance and make mid-cycle adjustments, only 10% of
responding companies had automated in-flight capabilities.
Monitoring in-flight promotions is a critical execution gap
for both the manufacturers and retailers. 46% of companies
use a manual communication process to try to close the inflight monitoring process, but this takes a lot of time away
from more strategic work and selling time.

Most concerning is that 57% of respondent teams
note that they do not execute any in-flight monitoring
Intellectual Property of POI, all rights reserved.

Perfect Store Execution Through the Last Mile….

Imagine:
Your field organization activated on the most efficient
route and call plan. Each sales representative has a
Perfect Store mindset and a RetX tool guides the sales
rep pre-during-post call. Every step is optimized to
maximize store impact and profits.

Overall satisfaction with the ability to execute at store
level decreased 11% from the prior year. The “somewhat
agree” respondents were fairly flat year-over-year, but
the largest reduction is seen in the “agree” category. The
group decreased from 38% agreeing in 2019 to 19% in
2020. In addition, 88% (-2.5) of POI survey respondents
say they have challenges moving capabilities from
transactional to analytical. Many Retail Execution
solutions being used today do not enable field-based
users to make required decisions. Only 21% (- 7)
agree/strongly agree that they have the tools they need
to make appropriate decisions at store level.
Intellectual Property of POI, all rights reserved.

Survey Question

Change vs. YAGO
5% decrease in direct store delivery (DSD).

Which routes to market does
your company or
division/geography utilize?

4% decrease in selling through distributors.
2.% decrease in delivering to a warehouse with you or a broker managing in-store execution.
1% increase in selling directly from the truck (van sales).

Challenges having quality
execution and visibility when
working through third-parties
like brokers.
Image recognition

Gamification

POI Perspective
Change year-over-year is minimal. As companies look
for cost savings, many organizations are evaluating the
cost/benefit of DSD. With omni-channel pressure this
is an added concern for brick and mortar retailers who
need to maintain in-stock and service offerings to
delight the customer.

In 2018 & 19 the respondents were indicating solid improvements in 3rd party quality and execution. Yet, Since brokers have proprietary systems that they offer
in 2020, they note a 10% increase in the challenges.
as part of their service, there is a data integration issue
required to get a holistic view of the market. 76% still
have this problem. And, in many cases, they use
multiple brokers across various markets, channels, or
product categories.
2020 maintains a three-year trend with a moderate 5% increase in those utilizing image recognition and Cost and speed are said to be a key issue, which
a 3% lift for those planning image recognition enhancements on their roadmap.
accounts for the 67% who don’t have this capability.

In 2018 respondents noted 14pts. better and a continued trend. In 2019 there was a dramatic -13%
decline. The one negative year has again turned around, for a 5% increase in 2020.

75% (14% increase) still don’t have the capability and
don’t have it as a planned enhancement. We still see it
as a benefit to getting users involved and motivated.

In 2018 there was a 4pt. decline. We see only a 2% decline in 2019. 68% don’t have the capabilities and
don’t have it as a planned enhancement. Planned enhancement levels have dropped substantially by
16%. In 2020, we see a 6% increase in those who have these capabilities, along with a comparable 6%
decrease in those who don’t. Numbers are flat for those who have it as a planned enhancement.

As a tighter definition for what this actually entails has
become more prevalent, some organizations have
recognized that they don’t actually have the
capabilities. POI sees retail activity optimization as
functionality that can have immediate ROI and drives
efficiency and effectiveness in the field, increasing
productivity.

Social selling capabilities

In 2018 there was a 10% decline and reversal of the positive trend. 2019 experienced an 8.3% increase.
Not quite to 2017 levels, but much improved over 2018. In 2020, those who have these capabilities
increased by 3% and there is a 4% decrease in those who have this as a planned enhancement.

Social selling is relatively easy to add to an existing
solution. Nevertheless, 71% don’t have it or plans to
enhance to gain the functionality.

Guided selling

2019 breaks a multi-year positive trend. 24% have guided selling, a decrease of 7%. 2020 shows a
relatively drastic increase to 41%, up 17% from 2019. 4% still have this as a planned enhancement
(although this is a 5% decrease from the previous year).

60% (+5) don’t have or plan to enhance.

Augmented reality

In 2018 there was no change and in 2019 the change was slight. 13% have augmented reality, 76% do
not have this capability and don’t plan to enhance; 11% note this as a planned enhancement. In 2020,
there is a 6% increase, bringing those with this capability up to 20%. 5% continue to see this as a planned
enhancement (down 6% from 2019).

While augmented reality feels futuristic, ordering
household goods, clothes, and food felt futuristic a
few short years ago. POI will keep the pulse on this
technology and CPG engagement.

Crowd sourcing

In 2019 21% of respondents utilize crowd sourcing. 6% decline; no multi-year trend. Up to 33% in 2020, a 67% don’t have it or plans to enhance.
12% increase, with 4% still slating this as a planned enhancement (down slightly from 6.9%).

Retail activity optimization
(what stores to visit, what
sequence, and what to do
when there)
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Top Issues Keeping Your Organization From Having
Exceptional Retail Execution (Please choose all that apply)

2019 POI State of the
Industry Survey
Respondents Stated:

Gaining prioritization with our broker retail execution teams.
Lack of control over what gets executed in-store.

54% (+12)

Lacking retail execution technology

40% (-6)

Not enough lead-time on critical promotion and pricing
levers to make a difference at store level

21% (-3)

Finding skilled resources to work in retail
execution jobs

19% (-10)

Other: Focused priorities, analytic insights, scale
– can’t get to the stores often enough

17% (-5)

Company has moved from DSD to regular retail
model & change has impacted execution

4% (+1)

Note: 2018 survey “other” comments reflected issues with generating ROI
at retail when margins are decreasing, three tier distribution laws (adult
beverage), and global complexity.

If your company is looking to advance RetX capabilities please refer to the POI 2019 RetX Vendor
Panorama, http://bit.ly/POI_RetX_Panorama2019, to dive deeper on the topic and understand vendor
capabilities.
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POI RetX Survey Respondents Note
There is Execution, Analytical &
Integration Opportunity:

RetX solution provides
office based users the
ability to make
analytical decisions:

59%
agree
(-8%)

59%
agree
(-8%)

The lack of connectivity between Trade
Promotion Systems and Retail Execution
Systems is severely impacting execution
and revenue gains.

RetX solution has
sufficient off-line
capabilities to
complete complex
pricing without server
connection:

RetX solution and
TPM solution are
integrated. Changes in
TPM promotions are
automatically synced
with RetX solution for
execution:

22%
agree
(-14%)
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POI Retail Recommendations:
Continue to prioritize capabilities that will help users be more effective, i.e. to “sell more.” These
capabilities include retail activity optimization (RAO), image recognition, guided selling, social selling,
gamification, voice recognition, and in-flight analytics.
Our 2019 survey
Take Bring Your Own Device (BYOD) in Retail Execution seriously, not just as user
preference, but also as a standard if you intend to be active in emerging markets.
Test, script, and test some more to ensure that prospective solutions can meet your
off-line requirements for in-flight analytics and complex pricing/promoting. The
only way to know is to test pilot the functionality yourself.
Recognize that a single solution is not likely going to meet your global needs. There
is just too much disparity in price, suitability to local requirements, and availability
of support. It is typical to have 3-5 solutions for truly global companies.

showed that about
68% of respondents
do not have “sell
more” capabilities,
so they give a
significant
competitive
advantage to those
who attain them.
Begin investigating
how you can
enhance prioritized
selling.

Consider how advanced retail execution capabilities like image recognition, gamification, retail activity
optimization, embedded social capabilities, and guided selling can be added to your sales tool-kit to
provide line of sight to in-store opportunities and execution at the store level.
While the data represents some improvement in specific categories, the overall retail execution
landscape is a “perfect storm” given how aggressive e-commerce players like Amazon and Alibaba have
become. The ability to execute at retail has never been more critical, regardless of your route to
market. The rewards are huge for those companies who get it right.
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5. Emerging Capabilities
With digital devices in hand, consumers have
access to more data and buying options than ever
before. Today’s consumer desires quality,
availability, transparency, healthy, sustainable,
convenient and local--Not to mention
personalized, affordable, and received quickly.
Mobile technology is changing shopper behavior,
brand awareness, and how consumers interact
with brands.
CPG manufacturers and retailers will need to
evolve capabilities to manage the new digital
world we live in and optimize their organization’s
structure & work, pricing, promotions, and
strategies to ultimately offer an excellent
customer experience and win the business.
Consumers are also interested in the security of
their personal data and transparency as they build
their relationship with brands of their choosing.

Digital, e-commerce,
Artificial Intelligence
& Blockchain

CPG e-commerce sales is a
small but growing business.
Nielsen projects that grocery
e-commerce will grow at a
combined average growth
rate of 12.2% through 2020.
CPG manufacturers and retailers will need
advanced analytical and optimization capabilities
to determine which brands and categories are
right for driving e-commerce growth. Not all
brands are a good fit for e-commerce.
Maximizing the profitability sweet-spot will be
important in order to preserve the already tight
profit margins.
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Digital Transformation
In previous years, we at POI noted that most
companies believe that they are behind their peers
in the area of digital marketing efforts. This is
improving with 41% (-15) of the companies noting a
“lagging” response. 38% (+6) of respondents noted
they were on par with peer-set digital marketing
efforts and 11% (+7) of respondents stated they
were leading digital efforts in the CPG industry.

When respondents were asked: “How would you
characterize your current linkage between digital
promotions and traditional trade promotions?”
34% (+7) of company respondents stated they had
no linkage. Other teams also have some limited
visibility and coordination, but what is striking is
that only 5% (nc) are two prongs of a single effort.
This is a direct outcome of our traditional siloed
organizations.
In most organizations there is very little linkage
between traditional trade promotion and digital
promotion teams. Each group is analyzing, creating,
and executing programs they deem are the best fit
for the brands. Both teams have full time jobs
executing their respective promotional plans.
Organizations need to bridge visibility and
connectedness across the two teams. The teams
need help to see how the “total company
promotional plan” fits together and unite the best
practices applied.
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Digital Transformation
POI State of the Industry respondents have
substantial digital needs. Respondents note the
following aspects are necessary to take their
digital practice to the next level:
Of course, a digital practice starts with gaining
necessary digital budgets (54%).
As digital practices build, 27% of respondents
note a need for a dedicated digital team, and
30% reflect a need for dedicated analysts.
To understand the potential, impact, and ROI of
digital enablement (57%) the team needs digital
ROI evaluation capabilities (55%).
These teams are determining how to best
measure digital program effectiveness/KPI’s
(64%) and also determining data availability,
sources, and analyze by component (59%).
39% of respondents note merging brick &
mortar and digital data together for full plan,
end-to-end omni-channel visibility. POI sees this
merger of data and visibility as critical to
advancing enterprise profitability and strategy.

The industry’s digital transformation is driving the
need for advanced analytical capabilities like AI/ML,
BOTS, etc., plus new or upskilled roles to manage
the new capabilities.
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Artificial Intelligence (AI)
AI is here today, and it’s not
bleeding edge. AI can analyze large
amounts of data quickly. AI analysis
detects patterns, opportunities,
issues, evaluates options, and
generates recommendations.
How are you building AI into your
strategy? This is a strategic
question that every retailer,
manufacturer, technology vendor,
and consultant partner should be
asking.
Intelligent automation can perform routine tasks: data mining, web scraping, promotion
optimization, validation, deduction matching, downloading, and more.

Benefits: Potential reduction in labor costs and the opportunity to re-deploy resources to
more strategic functions/work. Intelligent Automation can work 24 hours a day providing
enhanced service hours and scalability.
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CPG Applications of AI

AI is here today

01

Demand Forecast

02

Trade Promotion
Effectiveness

03

Digital Consumer
Offers

04

Pricing
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Deductions Clearing

06

Retail Execution

07

Process Automation
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Artificial Intelligence (AI)
AI allows CPGs and retailers to gather customer insights in an automated fashion and predict next
actions based on previous patterns or images. AI uses predictive patterns to help understand
desires, motivations, and actions across both physical and digital channels. This lets retailers and
suppliers enhance many functions, such as executing more targeted and personalized marketing
campaigns and improving trade promotion efforts. AI can also automate forecasting of inventory
needs, more accurately predict out-of-stock incidences, and ultimately help optimize supply chain.
23% (+6) of POI survey respondents note that their organizations are
working to enable AI capabilities in the TPx promotion cycle.
40% (+7) respond their organizations are 2-3 years out from
enabling AI capabilities. 18% state TPx AI capabilities are 3-5 years
out for their organizations. 9% of respondents don’t see AI ever
happening at their company in the promotion cycle.

POI recommends that if
you are looking at new
planning & optimization
capabilities you
incorporate AI into your
evaluation criteria.
Systems are an investment,
and you don’t want to look
back 3 years from now and
wish you had looked at the
potential.

In 2020, 15% (+5) of the respondents are already working to
incorporate AI capabilities to impact retail execution. There is as
much opportunity in retail execution as there is with promotions,
deductions, inventory, etc. Many retail execution vendors are
working on incorporating AI into their solutions. The need for
increased worker productivity and better decision-making at the store level can be greatly enhanced
with AI. As CPG companies experience declining satisfaction and ability to execute at the store
level, they may be compelled to implement AI and intelligently enable retail execution. It will be
critical for organizations to realize how important it is to be able to work off-line. Off-line
capabilities will bridge where the bandwidth is spotty.
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Artificial Intelligence (AI)
As you look at the elements keeping
organizations from moving from TPM to TPO,
holistic enterprise planning with AI
has the benefit of eliminating the need to
implement TPM prior to TPO. The
administrative analytics and planning burden
that impact time/people is also reduced.
POI recommends organizations address
change management and breaking down the
silos of the organization, as the systems can
be used cross-functionally for AOP top down
planning, pricing (EDLP & promoted), go-tomarket strategy development, promotion
optimization & planning, forecasting,
deductions, and advance analytics across the
company.
As stated earlier, companies will need to look
at how the work changes and make
adjustments to roles, processes, and systems.

Imagine:

Can you imagine if your TPx and RetX systems provided the “best plan,” eliminating the analytical work and
administrative burden from your organization? Thus, allowing them to be more strategic, build relationships
with the retailers, and sell more.
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E-commerce
The industry is experiencing and anticipating a growing shift of sales to online purchases. Many
retailers are now offering click and collect curbside pick-up to try to capture sales. Yet, there are
the ramifications to incremental sales, increased labor costs, etc. when the consumer doesn’t enter
the store. Retailers and manufacturers need to partner on assortment, placement, pricing,
promotion, and formats for both online and in-store options. Data will be the foundation to
understanding what the consumer is looking for and how the new formats will be delivered.
In-store services will be key to drawing the consumer within the traditional four walls. Yet, the
“experience” needs to be inspirational for the consumer to take the time to enter the door.
Entering the store is a value/time decision for the consumer.
When POI survey respondents were asked how they would describe their organization’s current ecommerce capabilities, 9% of companies indicated that they don’t have capabilities yet. The good
news is that 91% of organizations are taking some action. Companies with clearly defined strategy
are few (new category in survey = 16%), yet 27% (-16) of surveyed companies are actively working
on it. 23% of companies note they have some dedicated resources. Only 3.5% of teams don’t know
(+2).
The 11% (-24) that are “opportunistically supporting purchases” often lack a strategy or a dedicated
e-commerce team to manage the workload. The e-commerce teams have the challenge of
generating consumer impressions and programs with their products, while trying to reduce
confusion with consumers who receive offers, pricing, and product positioning that are different
from what they see at a retailer.
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E-commerce - A Balanced Approach for Growth
On the one hand, we like the ease of our own personal online purchases, but we know there is a
direct impact to brick and mortar establishments. Online will continue to grow. Yet, at the same
time, in- store will remain critically important to most shoppers, and consumers will continue to
shop brick and mortar stores. Both retailers and manufacturers need an e-commerce strategy. What
we find is that a balanced approach is best, but the specific approach depends on the product
category. Nevertheless, what is concerning is that the majority of CPG companies don’t have a
strategy based on year-over-year survey data. Most companies establish e-commerce initiatives, but
not necessarily an e-commerce strategy. If 20% of your volume shifted online, what would be the
impact and what would you need to do to stay relevant with the consumer and close the revenue
gap? POI recommends you set a strategy and plan today, so that your organization has a bright
future when predictions become reality.

When a company’s e-commerce business is small an e-commerce team can utilize tactics with limited
impact to the national business and without holistic organizational oversight. As e-commerce grows
within an organization, the size and impact of e-commerce prices and promotions necessitates
additional oversight. To meet the omni-channel need to be nimble yet diligent, organizations are
enabling pricing, go-to-market strategy, and promotion optimization along with RGM oversight.
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Blockchain
As noted earlier, transparency is important to consumers. Blockchain capabilities establish a trusted
environment for all transactions and help provide product transparency by tracing the historical detail
of a products origination and journey to the consumer. Consumers can trace the wine they procure from
organic vineyard to wineglass. Consumer can evaluate the sustainable practices of products on their digital
device as they evaluate a purchase.
One safety benefit is the ability of food processors and journey partners to use blockchain technology to
trace a recalled product to its source and enable its removal quickly.
Blockchain has a digital marketing impact based on its inherent data collection requirements. Today,
personal data can be picked up via web browsers and bought & sold. Blockchain’s verified signature
ensures a user’s data is encrypted and secure. Blockchain users choose to allow access to their data and
give permissions to what advertisements they will see. Users who opt into viewing advertisements can be
compensated with BAT (Basic Attention Tokens) and paid a portion of the advertiser’s spend.

What we know:
Blockchain will be foundational to CPG business practices in the future, and investment in new blockchain
enabled financial capabilities will continue to grow. There are advantages to CPG manufacturers, retailers
and investors as they gain visibility and capabilities to locate, monitor, track, analyze, and validate a
product on its journey. Blockchain will also streamline processes and add simplicity, accuracy, and security.
Blockchain is both exciting and leading edge. Our industry is working to understand specific CPG use cases
that will deliver additional efficiency & effectiveness levers, cost savings, and other benefits.
Intellectual Property of POI, all rights reserved.

Customer Experience--

Is ultimately how the customer
feels about your brand.

Everything starts and ends with the consumer.
The best way to define customer experience is the impression you leave with your customer through
every stage of the customer journey and resulting in how they think of your brand.
To create a great consumer experience, organizations need to: understand the consumer personas so
the organization can fulfill the consumer needs or solve their challenges, build positive interactions and
relationships with consumers, request and act on feedback, create content for transparency,
sustainability, and education, and build opportunities for the consumer to connect with you, your
brands, and your brand community.
Building a great consumer experience is inherently complex and begins with organizational leadership
support and commitment. It is a transformation led with strategic intent, aligned omni-channel business
models, and is technologically and process enabled. As with all transformations, it is critical to engage
the people, process, and systems aspects in parallel.
Customer Experience Management is the process that an organization uses to manage all interactions
with a customer during the brand/consumer relationship. This includes tracking a consumer's crosschannel activity. The goal is to understand the thresholds for consumer decision making and action that
ultimately results in a positive decision for your brand.

All organizational capabilities need to be holistically grounded and consumer centric.
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6. Change Transformation
POI communicates change transformation as absolutely critical to improve all facets of work within a CPG
manufacturer and retailer. People are a dynamic and critical aspect of our organizations. Change is no
longer episodic, but instead, organizations are experiencing waves of change. As a result, we have written
white-papers on the topic for an in-depth review and “how to” for managing organizations through change
and transformation. (poinstitute.com/about/resources).
Based on the 2020 State of the Industry Survey, 81%
(-12) of respondents agree that change management
has been an issue with TPx users.
80% (-8) of respondents note their organization has
challenges with users trusting what they see in TPx
solutions.
Critically, 72% of respondent organizations have
challenges getting their retail customers to trust TPx
solution data and recommendations.
What to do- Change Transformation Headlines:
• Have a visibly supportive executive level sponsor
• Establish a cross-functional steering committee
• Take a before/during/after change approach
• Utilize super-users (workshops, UAT, socialization; training)
• Communicate & socialize all aspects
• Incentives motivate change
• Ongoing training
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7. Upskill Talent & Capabilities
With consumer connectivity, abundant data, digital, e-commerce, advanced analytics, machine
learning, AI, blockchain etc., we know work is changing. We must seek to understand how the work
is changing and what roles, skill-sets, and processes will change. We need to evaluate our current vs.
future state and adapt and prepare our organizations for future growth.
As they prepare for future growth, companies will need to make significant organizational changes as
they address the work and skill shift changes required to stay competitive.
We have already begun to see automation accelerate a shift in analytics, planning, deductions,
accounts payable, autonomous mobile robots, etc.
Technology and leadership skills will continue to be in demand as a result of the automation and the
need to lead through the change and manage differently in this new world. Key personal and company
attributes that will be successful in the future:
•
•
•
•

Strategic in the roadmap; flexible in the
details
Innovation mindset
Agility
Ability to generate insights from the data

•
•
•

Cross-functional business knowledge
Automated – Technologically minded
throughout all functions
Globally minded – single version, yet with
adjustments for region needs

I.T. needs to be a multi-faceted discipline. At the lowest level I.T. keeps the lights on, yet it enables the
organization with the agility to deliver new capabilities quickly. I.T. personnel need to understand and
represent the business. Cross-functional partnerships are critical to execution excellence.
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Upskill Areas of Opportunity
Direct feedback from manufacturer and retailer executive teams reflect they are struggling with the
knowledge necessary to lead, deploy, and drive adoption of automation and artificial intelligence.
This makes sense due to the rapid nature of our industry change.
2020 TPx survey results reflect that 73% (+4) of
POI respondent organizations have challenges
finding qualified personnel who can use and
understand solutions. As TPx user interfaces
continue to advance, easy to use dashboards
become the norm, and AI prescriptive planning is
adopted, the historical tactical planning will
continue to advance to strategic and optimized
planning. As new sales personnel are hired, they
should be evaluated for “total business
management” skills including analytical critical
thinking capabilities.

Regarding challenges training and supporting
TPx user onboarding, respondents reflect that
70% (-7) struggle with training new users as
they onboard TPx tools. Ensure training isn’t
an afterthought and it’s incorporated as part of
your total deployment resourcing and timeline.

For RetX solutions, respondents reflect that
78% (+3) have challenges finding qualified
personnel. As these in-store platforms
generate the ability to present deeper in-store
analytics and sell-more capabilities, the skill-set
for the RetX sales person elevates. At the same
time, the RetX systems on the market are
highly intuitive, and with good training, users
can be up-skilled for success.
Regarding challenges training and supporting
RetX user onboarding, respondents reflect
that 88% (+17) struggle with training new
users as they onboard RetX tools. As training is
critical to user adoption, supporting the
retailers and selling more at store level, training
and onboarding needs to be a focus of the
vendor, manufacturer, and broker
communities.
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POI Offerings to Support Your Organization Today
& Through the Future of Work:
• Certified Collaborative Marketer (CCM)™ Program – Upskill talent in your organization through
POI’s certification for next generation CPG and Retail professionals.

• POI Summits – Advance commercial capabilities, hear peer-set strategies, learn modern approaches,
explore vendor capabilities & services, and optimize the perfect store retail experience.
o Includes pre-conference and Friday summit workshops to dig deeper into practical use
cases.

• Transformational Leadership Council (TLC) – Cost pressures, board demands, omni-channel shifts,
increased consumer expectations, new brand competition, innovation, DTC, aging technology, and
organization structures. Discuss how leadership teams prioritize “first things first” business plans and
set a strategy for growth. Work through issues/opportunities created by the evolution of the new
commercial ecosystem.

• POI Share Groups – Gain peer connection & collaboration, insights into best practice & trends, peer
benchmarking, and access to POI resources.

• POI Manufacturer & Retailer Advisory – Supports the manufacturer and retailer front-end project
development so organizations can move to faster decision making and execution to deliver the
organization’s strategic priorities.

Imagine: Not feeling like you need to know everything and having peer-set partners to collaborate with during your journey.
You have the ability to plug your organization into CPG industry focused support.
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Upskill Talent & Strengthen Capabilities

POI Certified Collaborative Marketer Program
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The Next Generation of CPG and Retail Professional
Training for today &
the future of work.
?
Digital
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Analytics
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Growth
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Syndicated
Data

Retailer Data
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Basic &
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Analytics

Joint Business
Planning

Retailer
Economics
and Supply
Chain
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Planning
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hic and
Behavioral
Data

Shopper
Analytics and
Marketing

to build foundational skills and knowledge or to
certify, enhance or refresh overall category
management expertise across multiple levels

Storytelling

POI CCM
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to see beyond their own functional area and
understand how the organization operates as
a whole
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Upskill Talent & Strengthen Capabilities
POI Certified Collaborative Marketer (CCM)™ Program
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Upcoming 2020 POI Summits

POI Summit opportunities…beyond the amazing
networking and connections:
Delivering an RGM, TPx, and Analytics agenda
developed with an immediate ROI for attendees

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

When registering, be sure to reserve your place at specific
peer connect sessions and deep dive workshops
http://bit.ly/POISpringSummit2019. Contact Joanie at
jhampto@p-o-i.org.
POI Transformational Leadership Council: A changeoriented community of business and technology leaders
activating strategy and transformation (invitation only).
Included with CPG and Retailer registrations are 2 preconference workshops to engage CPG’s and Retailers
around the latest growth areas including RGM or Trade
Optimization across physical and digital commerce.

Best practices for the Canadian retail environment, solving
unique challenges when creating and executing strategies for
planning, executing, and achieving promotional ROI and
sustainable growth https://poinstitute.com/events/

Advance RGM,
promotion, TPX,
analytics and retail
execution strategies
for profitable growth

POI Lightning Talk Sessions – 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

https://poinstitute.com/events/
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Strengthening Connections and Support
In 2019 we added
U.S., Canadian & European
Manufacturer Share Groups
Future Connects:
Europe Jan 23rd, Mar 12th, June 18th
U.S./Canada Jan 24th, Mar 13th, June 19th

• Peer Connection
• Insight into Best
Practices & Trends
• Peer Benchmarking
• Opportunities for
Collaboration
• Resources
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Strengthen & Upskill Capabilities
Manufacturer & Retailer Advisory
POI Advisory supports the manufacturer & retailer
front-end project development, so organizations
can move to faster decision making and execution
to deliver the organization’s strategic priorities
Projects: Strategy Development, Transformation Planning,
RFP Development & Execution, Systems & Process Project
Planning, Organizational Structure, Change Management,
Efficiency & Effectiveness, Strategy & Roadmaps,
Communication & Socialization Plans
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Survey Methodology
Based on multi-year survey results, POI analyzes the data, which is known as a longitudinal
study. It isn’t perfect because respondents change, or sometimes they aren’t able to take the
survey in subsequent years. Nevertheless, this actually provides a richer look at the market
because, across the four years included in this study, we have been able to:
•

•
•

Maintain consistency in survey respondents over the years. POI is engaged with several
dozen people who continue to be at the same companies and have provided ongoing
survey input from 2015-2020. This is one element of the longitudinal analysis.
Continually track progress at 42 of the same companies that took the 2015/2016 survey.
This provides company continuity over time.
Bring in 39 new companies this year to lend a perspective to what we found last year. In
some cases, the results are quite similar, and in other cases we noted the beginning of a
trend.
This document makes descriptive reference to trademarks that may be owned by others.
The use of such trademarks herein is not an assertion of ownership of such trademarks
by POI and is not intended to represent or imply the existence of an association
between POI and the lawful owners of such trademarks.
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Descriptive Study & Participant Statistics
Location of Corporate HQ

Company Annual Revenue

Survey Respondent
Area of Responsibility
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About the Author - Pam Brown
As Chief Commercial Officer, Pam creates and executes POI 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 BI Analytics. She drove
collaborative solutions and change across the organization based on
corporate strategy and with the support of cross functional
partnerships.
cat

Prior to joining Del Monte, Pam worked for Unilever and quickly
progressed through numerous sales positions of increasing
responsibility. She then joined Kayser-Roth 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
children, globally award winning children’s author, and coaches youth
soccer.

pambrown@p-o-i.org
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About the Promotion Optimization Institute
POI brings together manufacturers, retailers, solution providers, analysts, academics,
and other industry leaders with the specific objective of collaboratively improving the
promotion and distribution of consumer goods. Members of POI share crossfunctional best practices in both structured and informal settings. Additionally,
members benefit through our industry alliances, the Certified Collaborative Marketer
(CCM)™ program, share groups, and industry-leading summits around the globe. POI
aims to instill a financial and metrics-based discipline not typically found with other
trade groups. The goal of our innovative approach is collaborative promotion
optimization. The focus is on the customer/shopper through sales, marketing, and
merchandising strategies. Our POI executive advisory boards keep us apprised of
industry needs and help us provide desired outcomes for members, sponsors, and
academia. For more information visit: www.poinstitute.com or contact:

Michael Kantor Founder & CEO Promotion Optimization Institute (POI) 914-319-7309
mkantor@p-o-i.org
Pam Brown, Partner & CCO Promotion Optimization Institute (POI) 707-332-0450
pambrown@p-o-i.org
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