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“POI research reflects that CPG leadership can no 
longer use historical practices to grow a profitable 

business due to industry paradigm shifts. 
New strategy needs to be created & executed.” 

Pam Brown, CCO POI
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As with our previous surveys, the 2022 Promotion Optimization Institute (POI) Enterprise planning (EPx) and                 
In-Store Retail Execution (RetX) 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. 

Throughout 2021 our CPG industry began digitally transforming in our new reality. New levels of leadership
and strategy emerged and are being demonstrated from all levels in the organization. As we enter into 2022, 
Supply Chain, Enterprise Planning, Omni-Channel balance, and finding areas of efficiency with people, process, 
and systems are critical to future growth. Digital, blockchain, crypto, and artificial intelligence are no longer 
“coming,” they are impacting the global CPG industry today and are in the early stages of revolutionizing the 
global market akin to what computers and the birth of the world wide web did in the mid-to-late 1980’s.  

If you are investigating new Holistic Enterprise Planning solutions and want to know what’s possible across                  
EPx (TPM-TPO-ROI), RGM, and the RetX space, you can review capabilities and vendor offerings in the                             
POI EPx and Retail Execution Vendor Panoramas at:  https://poinstitute.com/membership

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 expertise & resources as needed.  

Chief Commercial Officer,
POI can be reached at:        
pambrown@p-o-i.org

(707)332-0450

Intellectual Property of POI, all rights reserved, 2022.
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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 2022 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, 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 CPG 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 POI Member portal. 

https://poinstitute.com/membership

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 2022 State of the Industry report for the research and industry insights utilized.

Intellectual Property of POI, all rights reserved, 2022
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Included in this report are industry insights gained from the 
2022 State of the Industry Survey, POI 1:1 manufacturer 
interactions, and the POI Manufacturer Connect Share Group.  

The POI Manufacturer Connect has consistently met every    
6-8 weeks over the past 3 years and amid the pandemic.  

This report and insights will help you understand how          
your peers are navigating the complexities of the             
rapidly changing retail landscape as they                       

Transform in the New Reality. 

For more information on joining the       
POI Manufacturer Connect please   

contact Joanie Malin, jmalin@p-o-i.org

Intellectual Property of POI, all rights reserved, 2022.



With 
Inflation, 
Price Is A 

Factor

Health 
Conscious

Consumers’ Expectations And Behaviors

Have Changed Dramatically & They Are Still In Control…

Slightly 
Less 

Demanding 
Based On 
Scarcity

Digital & 
Automation Is 
Fundamental

Desire To 
Support 

Local 
Brands & A 

Greater 
Purpose

Connected-
Share, 
Inform, 

Engage & 
Buy

Anywhere

Omni-
Channel
Journey

Leaning
To Trusted

Brands
Desire 
Self-

Service 
Options

Click &
Collect

Personalization/ 
Interaction

Trust Peers & 
Influencers 

vs. Big 
Business & 

Government

Intellectual Property of POI, all rights reserved, 2022.



As We Continue To Navigate The Pandemic: 

Many consumer behaviors 
are continuing to stay the 
course as we navigate new 
Covid-19 variants.

The longer we stay in pandemic 
conditions the more digital our 
consumer’s become.

• Consumers continue to use technology for work, entertainment, and staying 
connected to family, friends, and news. Digital technology continues to 
bridge isolation factors.

• At the end of 2021, some workplaces began flex-work schedules with time in 
the office and time working from home.  

• Unemployment is down to 5% (half the 2021 levels), and the job market is 
hot, resulting in companies feeling the pain of the great resignation. Many 
organizations are implementing new incentives to keep valued employees.

• Yet, workers continue to feel increased pressure:
• Loss of business/closures
• Feel 24/7 on-call 
• Are often managing work and family
• Don’t want to give up flexibility gained during the pandemic 
• Many workers resigned due to Covid vaccine requirements             

(Note: In Jan 2021, 62.5% of Americans and 50.3% globally have been 
fully vaccinated. 60.1% globally have received at least one vaccine 
dose. Data source 1/18/22: https://ourworldindata.org/coronavirus)

• As we begin 2022, consumers are engaged in a hybrid omni-channel 
approach as they shop, eat out, work & play. They balance safety, 
convenience, product availability, cost, and experience when evaluating 
where to purchase goods. 

• Supply Chain disruptions and inflationary price increases have             
shoppers trying a variety of brands, including private label.

Intellectual Property of POI, all rights reserved, 2022.
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The Retail Impacts of the Pandemic 

As the COVID 19 Pandemic continues CPG Companies are dealing with challenges that ultimately 
effect consumer experiences, enterprise planning & retail execution.

Supply Chain Issues

Ongoing shortages of raw materials, 
transportation delays, and other supply 

chain impacts continue to impact the CPG 
industry’s ability to keep retailer shelves 

full and meet consumer demands.

Changes in Shopper 
Trips

Consumer behavior has changed       
throughout the pandemic. Most shoppers 
have continued to shop fewer times and 
with larger basket sizes. Governments, 

Retailers, and Consumers are continuing to 
take safety measures, and have benefitted 

from fewer lock downs and closures.
Consumer anxiety has reduced

with vaccine distribution. 

Shopper Experience 
Expectations Increasing

As consumers continue to prepare meals at home, 
they are looking for inspiration and convenience 

during each of their shopping trips. They are looking 
for recipes, new foods & flavors to try, and ways to 
create the restaurant experience at home. Yet, they 

are also time pressed and leading more complex 
lives as they juggle in-office/home flex schedules 

and kids back in school with after school activities.  
Consumers are leaning to healthy prepared foods 

that fulfil these needs and desires.

Increase in Online Shopping 
& Shopping Services

Many consumers are taking an     
omni-channel approach to how they 

shop. As the pandemic has 
progressed, there is a mix of online,   

as well as in-person and click & 
collect shopping taking place.  
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The Pandemic Has Accelerated

Focus on health & safety of employees,

retention, incentives, wage equality, and flexibility

Culture Change (People Focused) 

Paradigm shift in enterprise data, 

analytics, consumer behavior and how 

we engage & fulfill consumer needs--

the right offer…

at the right time,

at the right place,

& focused on convenience and a 

frictionless experience

Digitalization & The 

Intelligent Enterprise

Companies and Employees 

are adjusting to levels of 

remote work & balancing 

24/7 availability

Remote Work

Finding constraints across the organization

(people, process, technology)

and deploying automation to drive efficiency:           

Artificial Intelligence, robotics, chatbots, augmented reality, 

beacons, SaaS cloud platforms, DTC, and telesales 

Automation
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Spending Trends: 
• Spending is directly related to vaccine 

efficacy and speed of distribution. As a 
result, economic recovery  and spending 
will vary by country and region.  

• Many CPG companies are re-engineering 
trade practices. As consumer preferences, 
markets, and business models shifted   
with the pandemic, many companies      
are developing new commercial spend 
strategies and taking action.

• Spending insights vary between consumers    
that are mindful regarding discretionary 
purchases to consumers that have Covid    
fatigue and are willing to spend more. Most   
CPG consumer purchases continue to be strong. 

• Subscription services have increased and many 
consumer purchases are on autopilot, which  
will have a post-pandemic impact.

• Entertainment, dining out, travel, and recreation 
are increasing as markets are increasingly open. 
Consumers have begun to increase occasions 
and invest in each of these spending areas.

With inflation, prices are forecasted to 
rise and continue to advance through 
waves of additional pricing in 2022.  
Coupled with the continuing pandemic 
supply issues, many  shoppers have 
begun to stock up on essentials when 
they can find and afford them.   



Redefine Strategy – Whether product assortment, supply chain, trade 
strategy, work from home practices, M&A, etc.

*  Consumer   *  Retailer   *  Supply   * Internal organization

*  Manufacturers/Retailers   * Trade Associations (i.e. POI)

*  Consumer   *  Retailer   *  Supply   * Internal organization

Redevelop an Enterprise Execution Plan – Resources focused on 
delivering the holistic strategy

Prioritize I.T. Investment Plans For Post-Covid Business – Digital,                                                       
Holistic Enterprise Planning, ECommerce, DTC, Optimization &                                         
Advanced Analytics (Intelligent Enterprise Data & Analytics Driven Model)

How do these relationships and partners need to be enhanced?

Create an Organization That Can Respond Agily

Share and Learn From Industry Peers

Establish Internal & External Collaboration

Transformation 
Accelerators

Intellectual Property of POI, all rights reserved, 2022.



C-Suite Focus: (Managing Risk & Adjusting Strategic Direction)
❖ Cost Management- Includes pricing to manage inflation, declining profit margins, and recession proofing the business).
❖ Holistic Enterprise Planning & RGM capability advancements- End-to-end planning maximizing cross-functional insights to deliver 

strategic objectives & efficiencies.   
❖ Digital Supply Chain- Focused on resiliency and agility, not only efficiency. From higher inventory levels to efficient distribution.  

Develop partnerships to improve the fulfillment experience.
❖ Omni-Channel Balance & Execution Excellence- Includes RGM practice development, winning the digital shelf, evaluating and 

updating go-to-market strategies (GTMS), Direct to Consumer (DTC). Ensure a frictionless, seamless consumer experience, especially 
between the physical store and online. Focus on convenience: auto replenishment subscriptions, and faster/easier delivery options. 

❖ Customer Experience- 360-degree view of the consumer, including personalization & the entire consumer journey. Incorporates 
consumer buying behavior changes, impact on specific brands/categories, and mobile driven store and set designs.

❖ Support Employee and Consumer Personal Needs: Safety (including vaccine or oral medication availability), personal & mental health, 
self care, work-life-balance, diversity, wage equity, and social goals. Includes recruitment and retention.

❖ Streamline Internal Processes
❖ Organization Pre-Covid Carry Through Priorities:

❖ Disruptive Innovation (including increased ready prepared meals)
❖ Right Brand Portfolio & Assortment (Omni-channel lens & balance)
❖ Competition: Defend against new agile challenger brands & increase in Retailer Private Label (likely to gain ground with     

brands taking price)
❖ Multi-faceted marketing & Promotions (spend is blurring): Traditional, digital, and influencer, etc.
❖ Sustainability & clearly communicated brand values
❖ Acquisitions, mergers, and divestitures

Ability to be comfortable, strong, and decisive even with global uncertainty and Speed to Change
Growth Area

For 
Organizations

Intellectual Property of POI, all rights reserved, 2022.



WE ARE 
CALLED 
TO LEAD 
THROUGH
DYNAMIC 
CHANGE

Intellectual Property of POI, all rights reserved, 2022



The number one focus is the consumer; yet models and systems have been 
internally focused and not optimal

Organizations need to step back and create a “Holistic Enterprise” de-siloed approach 

to make faster decisions, meet consumer needs, and capture the value across the Enterprise.

Today’s CPG Manufacturer & Retailer Organizations
Are Looking To 

Digitally Transform Their Organizations

To offer our consumer personalized offers
in the new paradigm is critical. 

Insights and Intelligence are
the currency of collaboration.

based on one foundational data model 

Intellectual Property of POI, all rights reserved, 2022.



Is your organization set up the same way it was 10-15 years ago?

This Holistic Enterprise transformation drives transparency, consistent process, and accuracy across the organization.
With the Holistic Enterprise approach, cross-organizational work will be done utilizing consistent foundational data 

and approach. Manufacturers will be able to deliver on the multifaceted options needed for the retailers, 
all while balancing product availability, supply chain ramifications, profitability, and ultimately, delivering the right 

product, at the right time, with the right offer to the consumer.

Transforming From Business Unit Silos to a Holistic Enterprise Agile Team

Organizations need to step back and create a “Holistic Enterprise” de-siloed approach to make 

faster decisions, meet consumer needs, and capture the value across the business units.

POI’s recommendation is to establish an 
enterprise data and analytics foundation 

encompassing: data management, enterprise 
analytics & reporting, executive dashboards, 

and generating the critical “enterprise” 
outputs, insights, and action needed for the 

common denominators like baseline, lift 
coefficients, etc.; noted in the image.

Intellectual Property of POI, all rights reserved, 2022.



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, 

greater on-shelf availability, increased 

value, and purposeful engagement.   

Companies need end-to-end 

coordination, data, planning, 

operations, reporting, and visibility 

across the full Enterprise value chain.

Intellectual Property of POI, all rights reserved, 2022.



• Enterprise
Dashboards & 
Reporting

Gain Efficiency Enterprise Visibility

• Data Management

• Enterprise  trade & 
volume planning (CD)

• Set Monthly cross-
functional connects

• IBP and JCBP

• TPx/RetX Connectivity 
for in-flight monitoring

• RetX Perfect Store

• Insights consolidation 
and socialization

• Baselines

• Lift Coefficients

• Enterprise 
Reporting & 
Financials

Improve Process One Version Of   

The Truth

What Manufacturers Are Trying To Solve With
Holistic Enterprise Planning Capabilities:

Automation–

Reduce Burden

• Total Spend
• Enterprise planning
• In-flight & in-store  

execution
• Omni-Channel pricing
• Price elasticities
• Price/Pack Architecture
• Assortment
• Volume Forecasts
• Supply Chain

• Planning (AOP/HQ/Sales & 
Demand Planning)

• Baselines

• Enterprise Reports

• Analytics/ROI/TPO

• RetX  Perfect Store, Image 
Recognition & Connectivity

• 360 Consumer Insights

• Inflation & Cost 
Management  including 
Total Spend (Trade +)

• Supply Chain

• Omni-channel balance 
including pricing

• Enterprise planning

• Customer Experience

• Price/ Pack Architecture

• Assortment

• Volume Forecasts
Intellectual Property of POI, all rights reserved, 2022



Global dilemmas & pressures: Covid-19, social strains, raw material costs, tariffs, higher fuel costs.  
• Manufacturers look to capabilities to provide visibility, insights, and next best action to take based on current industry dynamics.  

• Understanding consumer sentiment is critical. How brands need to be represented, promoted, and also resonate during 
troubled times is critical to supporting our consumers through the global dilemma and pressures.

• Manufacturers need to have multiple promotion and pricing scenarios built and presented to the retailers during the pandemic 
so retail partners have options depending on how Covid-19 is behaving in the moment. Companies with optimization capabilities 
have been able to demonstrate increased levels of responsiveness and partnership with retailers.  

The manufacturers that haven’t deployed optimization and/or an RGM practice

are now looking to add these capabilities to their enterprise planning portfolio to maximize 
efficiency and effectiveness across the organization.

Solution Providers have come to market with exceptional capability advancements to support these 
dynamic times:

• Enterprise Planning (TPM/TPO/ROI/RGM): Automated Baselines, advanced analytics, optimization in the planning flow (TPx) and 
Revenue Growth Management (RGM) capabilities around pricing, promotion, assortment, and strategy.  Some have included 
Integrated Business Planning (IBP/S&OP) inputs, support and communication linkage.

• RetX: Telesales, Advanced Perfect Store capabilities, AI/ML recommendations truck loading, call routing, in-store orders, etc.

CPG Industry Drivers & Advancement of 
New Enterprise Planning Capabilities & Approaches:

Intellectual Property of POI, all rights reserved, 2022



Planning Capabilities Evolution: TPM--> TPx--> EPx--> Future
• Historical --> 2018

• 2019

• 2020/21

• 2022+  Evolving to Digital/Omni-Channel

Excel                                    TPM             ROI or TPO

Excel      TPX (TPM/TPO/ROI) – Day in the life of a sales planner

Improved ROI
Through post event analysis and other 

promotion & pricing efficiencies.

Enterprise visibility across the functions.  

Goal is one version of the truth. 

Optimization/RGM  (AI/ML)

Enterprise promotion, pricing, trade 

architecture/segmentation, mix management 

and assortment (not just the KAM lens).

User Interface (Ux) 
Robust yet intuitive platforms with improved 

visualizations, interactive calendar planning, 

fewer clicks, dashboards & reporting.

Excel         RGM Suite     EPx  (Many vendors/capabilities with AI)      

RGM Suite     Enterprise Planning (EPx) +     Digital & Omni-Channel      

Intellectual Property of POI, all rights reserved, 2022

Evolution to TPx 

TPM systems were separate platforms from ROI or TPO capabilities and 
planning required duplicative re-entry of ROI or TPO data into the TPM tool. 

Solution providers improved user experience by incorporating TPM/TPO/ROI in 
a single or modular platform eliminating duplicative re-entry of planning data. 
Solution providers began to add standardized reporting out of the box. 

Solution providers advanced planning beyond traditional sales roles and released HQ 
Planning, some Marketing incorporation, as well as RGM and IBP capabilities. Data 
Management capabilities released with the goal of improving data for Advanced Analytics.  
Artificial Intelligence (AI/ML) was imbedded to advance modeling and reduce planning 
burden in many platforms.

Evolution to EPx 

Improved Visibility

Utilizing consumer data to drive Sales and Marketing planning.  Increasing focus on   
developing an Enterprise, Omni-Channel, full value chain approach.



• Pre & Post Promotion 
ROI Analysis

• Base vs Uplift - ROI 

• Analysis of Promotion 
Tactics 

• Advanced Baseline 
Modelling

• Promotion Predictions -
Multi Causal Modeling

• Pre & Post Effects

• Halo/Cannibalization 
Effects

• Transactional TPM

• Basic ROI and 
planning capabilities

• Financial Control

• Forecasting/Demand

• Holistic Enterprise 
Approach to Data 

• “One Version of the Truth”

• Real Time Insights

• Profit Focused

• Consumer is the Channel

TPM Insights Prediction Optimization

Strategic
Revenue 
Growth 

Management

• Constraint based 
optimization - Optimum 
Annual Plan simulation 
and prediction

• Category level analytics 
and modelling

• Prescriptive Planning

Together these capabilities deliver total Enterprise Planning (EPx) functionality.

Data

Intellectual Property of POI, all rights reserved, 2022

Journey to Improve Efficiency and Effectiveness of 
Holistic Enterprise Planning & Trade



Holistic Enterprise Planning (EPx)  

Multiple automated capabilities are available to improve efficiency and effectiveness of trade:                              
Trade Promotion Management (TPM=transactional), Trade Optimization (TPO=Automated, what-if scenarios), and Post Event Analytics 

(TPE/ROI). In the last few years, vendors have been deploying these capabilities in one seamless holistic TPx planning platform.
With recent dynamic industry changes RGM capabilities have been increasingly utilized by companies to uncover 

efficiencies, especially around promotion and pricing effectiveness, which have become a critical priority.  
TPx and RGM capabilities combine to create the Holistic Enterprise Planning Ecosystem (EPx), 

which has the potential to transform the organization’s end-to-end value chain. 

Which of the following 
Enterprise Planning (EPx) 
technologies does your 

company currently use to 
manage and drive
efficiency of trade? 

(Select all that apply). 

Intellectual Property of POI, all rights reserved, 2022.

77%

38%

55%

5%

33%

52%

83%

20%

5%

2%

42%

5%

0% 20% 40% 60% 80% 100%

TPM - Trade promotion transactional capabilities

TPO - Price and Promotion What-if Scenarios

ROI - Pre & Post Event Trade Analytics

Holistic CROI - all commercial enterprise levers

RGM Suite of Pricing, Promotion and Assortment Analytics

Pricing capabilities: (Standalone vs. RGM suite) Price Pack…

Excel

Trade & or Pricing Analytics - As a service

FoodService specific capabilties

Marketing Mix

Home Grown Tools

Other (please specify)

Primary “Other” Response:
• AO responses were general 

comments and not relevant to EPx 
and efficiency of trade



POI survey respondents noted that 40% of their organizations will be deploying new TPM systems. Note that 77% 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. Notably, 40% (-7) of companies plan to implement a seamless holistic planning tool that incorporates TPM, ROI, and 
TPO. The largest change year over year is 42% (+21) of companies plan to implement TPO (a reversal of last years significant drop). In 
response to a new category last year, 23% of respondents note they are looking to deploy RGM specific capabilities. RGM capabilities 

include many optimization uses and can be found in various TPx and standalone RGM suites.

Which of the following 

EPx technologies will 

your company be 

embarking to deploy

in 2021/22?
(Select all that apply).

40%
42%

34%

4%

40%

26% 25%

15%

5%
2%

14%
17%

4%

15%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%
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Primary “Other” Response:
• AO responses were not relevant to 

new EPx deployment.  Ex:  ERP 
migration, etc.  

Advance Planning to the Next Level - Holistic Enterprise Planning (EPx)  



To Transform Trade Efficiency and Effectiveness 
Our Company Needs to Improve: (Select All That Apply)

2021/22 POI State of the Industry Survey Respondents Stated:

Promotion Planning/Optimization (what-if scenarios)

Automated Systems and Capabilities

Advanced Revenue Growth Management 
Capabilities & Advanced Analytics

Analytics

Data Cleanliness & Management

Post Event Analytics

1                 1

Rank –
2021/22   vs.  2020/21

2                 2

3                 4

4                 6

5                10

6                 8
Pricing Optimization 7                 7

When evaluating end-to-end capabilities, it is critical to 
prioritize based on business need and 

understand peer-set best practices.  
Intellectual Property of POI, all rights reserved, 2022.

As teams continue to 
work through Covid, 
Enterprise priorities  

have shifted:

Pricing optimization 
slid from 2-7 last year, 
yet pricing capabilities 
are a hot topic in POI 

share groups.
Teams are looking at 

price (everyday/ 
promoted), mix, pack, 

and frequency.  

Covid has driven the 
need for automation 

to be agile and 
responsive to retailer 
and consumer needs

Data Management 
has grown in focus

Increased 
focus on Post 

Event ROI 
and volume 

planning



Realized Benefits of TPx:
(TPM – TPO – ROI)

As you can see from the chart, TPx benefits to the 
organization are transformative. Greater visibility 

to the business & opportunities/risks (38%), 
eliminating poor performance (36%), and process 

improvements (32%) are top benefits realized.  

Improvement to the forecast is important (25%)       
as there is a high cost to over/understating the 

numbers, and most CPG companies are       
struggling in this area year over year. 

13% of respondents noted improved relationships 
with retail partners for insights generated.    

Again, usage of optimization tools by HQ has     
been lagging, yet  21% of respondents have    
realized improved go-to-market strategies.           

This is low hanging fruit for organizations to 
improve plans year-over-year.  

All other respondents noted a 5-10%    
improvement on promotion ROI. 

It is interesting that only 28% of respondents reflected a return on trade benefit. 
Thoughts on this response: Many 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.  

32% of companies don’t have TPx capabilities enabling more seamless and 
automated planning for their users.  

While it is best practice to set project KPI’s to manage delivery value of a project 
to an organization, many companies struggle with setting, tracking, and managing 
actual % improvements. Respondents may know they have delivered a return, but 
don’t know the actual %.

Intellectual Property of POI, all rights reserved, 2022.

19%

9%

36%

17%

25%

32%

21%

38%

13%

32%

6%

0% 5% 10% 15% 20% 25% 30% 35% 40%

2-5% return on annual trade spending

6-10% return on annual trade spending

Eliminated poor performing promotions-…

Increased net sales

Improved Forecasting

Process Improvements

Improved go-to-market strategies

Greater visibility of our business and…

Improved relationships with our Retail…

We don't have TPx  (TPM/TPO/ROI)…

Other (please specify)
Primary “other” responses:  Recently implemented; Too soon to tell



When respondents were asked if they 
were satisfied with their ability to manage 

trade promotions, 43% (+5) were 
dissatisfied/extremely dissatisfied, while 

58% (-3) were at least somewhat satisfied.

Enabling trade management capabilities 
& processes is critical as spending is 

blurring and expanding across internal 
departments and industry channels.

As shopper, digital, eCommerce, 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 69% (-17) of POI survey respondent 
companies are struggling with 

managing modern trade.  

Trade Management: 

Intellectual Property of POI, all rights reserved, 2022.

2%

41%

34%

24%

0%
0%
5%

10%
15%
20%
25%
30%
35%
40%
45%
50%

Extremely
Dissatisfied

Dissatisfied Somewhat
Satisfied

Satisfied Extremely
Satisfied

2%

29%

43%

14% 12%

0%

10%

20%

30%

40%

50%

Strongly
Disagree

Disagree Somewhat
Agree

Agree Strongly Agree

You are satisfied with your ability to manage trade promotions.

Your company is struggling with how to manage modern trade
and incorporate digital, shopper, Ecommerce, DTC, etc.



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, dollar profit and spend per incremental case, incremental gross dollar sales, and market share gains.   

With the criticality of trade effectiveness, one can understand why more companies are investing in Revenue Management organizations. 

59% (-10) of POI survey respondents 
noted the amount of time that the 
entire process of creating a 
promotional plan from budgeting to 
execution to settlement takes is highly 
burdensome for the organization.

RGM contributions to reduce planning 
burden is highly welcome amongst 
commercial teams. 

KPI’s to Measure Promotion Success: 
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72%

59%

36%

12%

53%

38%

29%

0%

10%

7%

14%

0% 10% 20% 30% 40% 50% 60% 70% 80%

ROI - Incremental Profit (For total trade including…

Incremental Volume

Incremental Gross $ Sales

Incremental Trade

Incremental Revenue

$ Profit and Spend Per Incremental Case

Market Share Gains -Non promoted item base

% Increase of Subscribe N Save Consumers

New to Our Brand Consumers

Website "click" increase

Other (please specify)

Primary “Other” Responses:
• Incremental tonnage sales; Net $ Sales/kg
• Consumer acquisition (Could be new to brand)
• Base trajectory (short vs. long term organic 

growth)



When POI survey respondents were asked the % change between Traditional Trade, Digital and Shopper Marketing fund types, one can see the pandemic 
affect and shift in how consumer offers were delivered. The overall traditional trade change was +/- 5% or flat overall. Yet, there were some organizations 
that were +6-10% and invested in traditional trade. Manufacturers have been making trade offs based on supply availability, specific brand strength within 
the total portfolio, and maintaining long term retailer partnerships. While Shopper Marketing was generally +/-5% or flat overall, there were decreases as 
in-store shopper marketing which was pulled back in sync with brick and mortar foot traffic.   

The pandemic enhanced focus on digital and online shopping, and as a result, most organizations invested digitally to support the dramatically changing 
consumer behavior. While digital investments are up substantially, the increase is over a small historical basis.  

Throughout 2021 and amidst the pandemic, the entire enterprise has been focusing on efficiency evaluation and improving total effectiveness. Top 
Priorities: consumer needs, digital capabilities, supply chain, maintaining revenue, and ensuring every dollar spent is maximized and used against the 
levers that will generate the best results for the total organization.  

Funding Types Shift Based on How Consumer Offers Are Delivered:  

-6 to -10%

0 to -5%
0

1 to 5%

6 to 10%

Traditional Trade

-21%+

-11 to -15%

-6 to -10%-1 to -5%

0

1 to 5%

6 to 
10% 11 to 15%

21%+

Shopper Marketing

-21%+

1 to 5%

0

-1 to -5%

6 to 10%

11 to 15%

16 to 20%

21%+

Digital
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Based on POI survey respondent feedback to the provided categories, pre 
and post event ROI evaluation, the ability to use what-if scenarios to find 
the best-fit promotion, incorporating cannibalization, and being able to 
build, visualize, and optimize promotions through a calendar are top 
priorities. These aspects are table stakes with TPO vendors. 

Points of vendor differentiation: Some vendors have enhanced calendar 
capabilities. Cannibalization, halo effect, EDLP optimization, and the ability 
for the model to utilize daily data or account for week-shift vary by vendor 
and are critical to accurate analysis outcomes. 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.  

On the horizon POI anticipates optimization with computational analysis 
combined with semantic reasoning and symbolic logic, including
sensory, behavioral and lifestyle data will be utilized as the data          
foundation for Enterprise Analytics. This advanced modeling will 
be the catalyst for unifying Marketing, Innovation, Sales, Finance,
Supply/Operations consumer & product strategies, while also 
improving Enterprise efficiencies across the full value chain.

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. 
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80%

82%

61%

70%

27%

61%

68%

41%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Use what-if scenarios to review and…

Pre and Post Event ROI Evaluation…

Build a library/list of optimized…

Incorporate cannibalization…

Daily data utilized in the…

Ability to optimize pricing;…

Having "calendar optimization"…

AI capabilities that generate…

Other (please specify)

When optimizing promotions through predictive models, 
Which of these are important to you?

(Select all that apply)

CPG Industry Focus
–Customer 360 –

This modeling delivers
consumer insights!
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provide insight into promotion effectiveness and inform future activity 

Enterprise Planning Optimization Tools 

Reporting
• Solutions analyze and report across each promotion (customer/product) 

leveraging internal and external data sets

• Automated post-promotion analysis shows quantifiable ROI on activity

• Visualization of data such as dashboards and calendar views showing 

volume and pricing trends lend visibility to actionable insights

• Analytics enable root cause analysis of actions that led to success or failure 

of promotions

Predictive Planning
• Predictive analytics leverage insights on promotion 

effectiveness and simulate results for future 

promotions such as lift to forecast

• Comprehensive views of promotional activities support 

holistic planning

Optimization
• Constraint-based modeling enables accurate future promotion creation

• Stakeholders can generate budget-centric plans that are optimized for 

revenue, profit, volume, etc.

• Solutions deliver identifiable lists of opportunities for increased profit 

generation through improved promotion pricing, structure, and timing 

across customers and product hierarchies

Prescriptive Planning
• Optimization paired with AI allows for 

the prediction promotions in a 

prescriptive manner with system 

suggesting opportunities for promotion 

based on data

Master Calendar
Integrated, enterprise-wide            

view including marketing and 

promotional events

Dashboarding
Visualization of KPIs for quick 

decision making 

What-if Scenarios
Comparative look at possible 

promotions and the preview of KPIs 

they would generate 

Optimization
Recommendations of promotional 

activity based on data and 

constraints. More advanced 

Prescriptive Planning utilizes AI/ML

CAPABILITIES

FOR

INSIGHTS
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Advancing Analytics to Understand the Next Best Action 

Cleansed, Harmonized & Staged Data

Business Intelligence and Reporting

Foundational

What Has Taken Place - Where and When

User Generated Insights Uncover Trends and Casual Factors (Why) 

What Is Most Likely To Happen Next

What is the Recommended Next Best Action

Predictive Analytics

Prescriptive Analytics
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Based on Consumer Behavior & Lifestyle   
What is Recommended Next Best Action 

Computational Analytics
with Human-Like Reasoning 



System 
recommendations 
that lead to direct 

action

Cross-functional 
use of uniform  
foundational 

data and 
insights

Leadership 
understanding of 
new technologies 
to enable speed 

to market

Holistic 
Enterprise 

Capabilities
---

Value Chain 
Planning

Underlying 
drivers of 
business 

outcomes

Cleansed, 
harmonized 
and staged 

data

What’s Missing in Today’s CPG Analytics Transformation:

Users understand 
why and how to 

act on the 
recommendations

Transformative
Change

Management

Speed to 
Market with 
enterprise 

scalability and 
activation

Culture-People
Data-Insights
Automated Decision Science
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Based on the latest POI State of the Industry 
Survey, 33% of respondents state that their HQ 
support teams do not have the necessary 
capabilities to optimize pricing, trade 
allocations, and go-to-market strategies. 

Historically, TPx HQ Capabilities have taken the back seat to sales planning capabilities. The panorama of vendor capabilities and 

what is available via TPx platforms has substantially changed in the last two years. (See the POI 2021 EPx Vendor Panorama report to dive 
deeper into specific vendor capabilities poinstitute.com). 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.    

Per the current capabilities graph on page 21, 38% (+1) of surveyed organizations utilize TPO capabilities. The “work” of optimization and 
advanced analytics in most companies is completed by the RGM team (44%, +17) and/or a centralized HQ team (12%,-3). Only 7% of 
optimization work is completed by sales teams. Seven percent (pg. 38) of respondent companies haven’t put an RGM practice in place.  

In addition, when asked if their HQ planning 
teams have the ability to monitor and manage 
go-to-market strategy compliance, only 3% of 
companies have automated top down and 
bottom up planning & execution monitoring.   
29% stated they monitor compliance in offline 
trackers, 26% have some automated guardrails 
but still utilize manual review, and 34% are not 
monitoring compliance. Monitoring execution is 
critical to improving performance over time.

3%

29%

26%

0%

34%

7%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Yes, planning execution monitoring is automated
through systems.  May have exception outlier

alerts to user landing page dashboards.

Yes, execution is monitored via off-line
process/tracking.  Manual but it works.

In between 1 & 2 - Automated guardrails through
the systems, yet there is manual review and

oversight that takes place.

Yes, strict contract and controls due to type of
products managing (tobacco/alcohol, etc.).

No, we aren't able to monitor execution of go-to-
market strategy compliance.

Other (please specify)

Primary “Other” Responses:  Unsure; Implementing in 2022 Intellectual Property of POI, all rights reserved, 2022.



Total Enterprise 
Spend Management

& Optimization

Enabling trade management & 
optimization capabilities is critical 
as funding levels are expanding… 

Today 69% of POI survey 
respondent companies are 

struggling to manage 
Enterprise spend.

2%

29%

43%

14%
12%
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40%

45%

50%

Strongly
Disagree

Disagree Somewhat
Agree

Agree Strongly Agree

Your company is struggling with how to 
manage modern trade and incorporate digital, 

shopper, Ecommerce, DTC, etc.
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Holistic Enterprise Planning Enablement Success Factors:              
Support manufacturer business case development, as 27% (+3) of responders cited challenges justifying and building a 

business case for TPx, which expedites decision making and deployment timelines. The ability to nimbly analyze, adjust, and report on 
the business have been critical during the pandemic. Companies utilizing TPx capabilities have an optimization and response advantage.  

In addition, 29% (+12) of POI survey respondents note that they have not moved to a server-based TPM solution (use Excel to     

manage promotions) due to a lack of standardized process, 21% due to cost, 17% due to integration issues, and 23% because          

the project hasn’t been internally prioritized. In addition, 77% (+15) 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. 

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. Our bet is the 23% of companies that didn’t receive 

best practices struggled with user adoption, process, and tool effectiveness, which affects user experience and project ROI. 

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? 

How would these capabilities have enabled your organization to be responsive during the Covid pandemic?      

If your company is looking to advance Enterprise Planning capabilities please refer to the 2021 EPx Vendor Panorama, 
https://poinstitute.com, to dive deeper on the topic and understand vendor capabilities. 
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Imagine: 



Your Guide to 
EPx Vendor Capabilities

(TPM, TPO, ROI, RGM, 
Foodservice & Pricing)

Current and relevant 
insights to help you on 

your Enterprise Planning
journey



Revenue Growth Management  

RGM touches each of the cross-functions and provides a 
central governance for the organization, working closely with 
functions such as marketing, finance, supply-chain, and sales 
to develop and implement growth, savings & profitability 
strategies, ultimately transforming the siloed functions into 
an ongoing streamlined effort to balance goals and needs 
across the Enterprise.

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. 

Companies with established RGM teams have had an advantage 

during the Covid crisis to better reset & re-plan.

RGM teams drive a holistic enterprise approach.

Imagine: 
An organization aligned and focused on growing revenue 

through a balanced portfolio and delivering on the 

enterprises’ strategic priorities with each action executed.    

The agility enabled by an established RGM team that can 

respond quickly to consumer, retailer, and enterprise 

needs through crisis or other external factors.  
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Proper Allocation, Planning, and Monitoring of Trade Spend Is Critical  

When POI survey respondents were asked what percentage of their company’s
annual revenue they spend on trade promotions, 26% (+6) spend between 11-15%
and 64% (+9) spend between 16-20%. In addition, 36% (-9) of respondent companies
are spending upwards of 21% with 14% (+6)  spending over 27% in trade. 

RGM teams work with Sales teams to optimize pricing  and promotions at an account 
level to maximize ROI. Through the Pandemic there has been a shift in where the
work takes place.      

With substantial post event ROI and promotion comparison evaluations needed,                                     
55% (+16) of respondents noted that RGM teams are now owners of the post event ROI analysis.  

Centralized HQ team ownership is 8% (-7) and sales ownership of ROI evaluation
is 3% (-8).

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.
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How Is Your Organization Approaching Revenue Growth Management?  
(Select All That Apply)

2021/22 POI State of 
the Industry Survey 

Respondents Stated:

Advancing practices, diving deeper optimized promotion, 
pricing, and pack growth analysis

Adding tools or analytical capabilities to support new RGM 
processes

New titles; utilizing same processes, 
tools, and people

Global Pandemic has been a catalyst for 
organization’s enhanced focus

Same approach, nothing has changed

72% (+26) 

66% (+20)

Adding RGM personnel to support 46% (+19)

18% (new) 

13% (+5)

9% (-6)

If your company is looking to build or advance RGM capabilities, join us for POI’s Live/Virtual Summits & workshops, POI/CMS RGM
Share Group and webinars poinstitute.com/events/ to connect and dive deeper on the topic. 

Throughout the pandemic, RGM teams met through the POI Manufacturer Connect Share Group. Teams shared peer set strategies on how
their organizations were resetting and replanning the business. Overall feedback is that these companies are substantially investing in 
RGM teams and capabilities in 2022.  
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Our company hasn’t started yet 7%  (-20)



For Your Organization the RGM Practice Includes: 
(Select All That Apply)

57% 57%
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What Are the RGM Levers You Utilize That 
Provide the Greatest P&L Impact?

2021/22 POI State of 
the Industry Survey 

Respondents Stated:

Pricing (Pack Architecture, Ladders, Curves, Elasticities, Everyday, EDLP, 
trends/progression)

Trade spend optimization (including customer segmentation, 
trade allocation, promotion planning & what-if scenarios) 

Marketing Optimization

Other

Demand Planning and Supply Chain Optimization

52% 

34% (-2)

Portfolio Optimization 9% (+2) 

2% 

2% 

0%

Whether it’s through POI Summit workshops and presentations, POI Manufacturer Connect Share Groups, or 1:1 conversations 
with manufacturers and retailers, new pricing and promotion strategies are essential. As Nielsen stated at the November 2021 POI
Hybrid Summit,* most manufacturers are contemplating waves of pricing in 2022. Net, these dynamic times call for more 
diligence than a one and done pricing study. POI agrees that the best action is to plan ahead and mitigate risk – inflationary 
impacts and supply constraints are not going away soon and will continue to fuel shifts in consumer buying behavior.

(*POI Summit Nielsen Recording on How to Land Price Increases In Turbulent Times is on the POI Member Portal) https://poinstitute.com/membership
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(Rank From Highest to Lowest)

https://poinstitute.com/membership


How is Your Company Evolving Its Pricing Practices?

25%

77%

47%

40%

11%
7%
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Our primary focus is the cost lever

Analyzing the optimal price point and index thresholds

Greater understanding of pack attributes as drivers of demand; impact to category growth

Evaluating supporting levers like marketing and sustainability to achieve new margin accretive price points

Utilizing automated AI/ML capabilities to optimize pricing

Other (please specify)
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Primary “other” responses:
• Need to start this work
• Identify pricing risks
• Consumer willingness to pay studies
• Understanding elasticities
• Distribution of product size/attributes



How Is Your Organization Moving the Needle on RGM Efficiency 
and Effectiveness…How Do You Need to Improve?

2021/22 POI State of 
the Industry Survey 

Respondents Stated:

Promotion planning/optimization (what-if)

Analytics

Advance Revenue Growth Management 
Capabilities & Advanced Analytics 

Volume planning accuracy

Promotion and pricing execution at retail

63% *

66%

Data cleanliness and management 61% 

60% 

60%

60%
*Respondents selected all that applied and ranked from highest to lowest. Percent based on number of respondents ranking
each answer in the top 2; overall ranking based on weighted average.
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RGM capabilities are improving dramatically, and companies are embracing revenue growth management practices. With the advancement of capabilities and practices, 

organizations will be able to transition from siloed independent marketing, finance, sales planning, and demand plans to a more holistic enterprise planning effort. 

Pricing, go-to-market strategies, planning, and forecasting will all be utilizing the same data and analytics. 

In the 2021 Enterprise Planning Vendor Panorama (EPx) Report we expanded reporting on each vendor’s RGM & Data Management capabilities.   

https://poinstitute.com/membership to access the EPx report.

https://poinstitute.com/membership


63%

78%

45%

38%

45%

3%

0% 20% 40% 60% 80% 100%

Indvidual activity impact analysis

Standardize basic RGM tools
across customers/markets

Link RGM analytics to consumer
insights & research (Shopper,…

Precision RGM - highly tailored
price/promo/assortment…

Develop category growth stories
for customers

Other (please specify)

Which of the Following Advanced RGM Capabilities 
Does Your Company Currently Utilize? 

(Select All That Apply) 
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2021/22 POI State of 
the Industry Survey 

Respondents Stated:

Excel

Price elasticity modeling

ROI- Post Event Analytics 

TPO

RGM Suite of Pricing, Promotion, and 
Assortment Analytics

85% *

78%
TPM 61% 

59% 

34%

29%

Today’s solutions are highly configurable, and 
set-up is based on the client’s specific KPI’s and needs.
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(Select All That Apply) 

Which of the Following Enterprise Planning Technologies Does Your
Company Currently Use to Manage and Drive Efficiency of Funding?



RGM KPIs and Performance Management

For an RGM practice to have impact on the organization there need to be 

Performance Management Metrics (KPIs) that are tied to compensation and incentives.

Volume 
growth

Sales 
growth

Margin 
Expansion

Profitable 
Growth

Share 
growth

All KPIs and Analytics need to pass 
the “reasonability” check and take 

into consideration supply 
availability and constraints.

Spend, Pricing, Forecast & 
Portfolio Efficiency/Optimization

(Tie into areas of RGM ownership)
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Identify the metrics that will drive the desired behaviors and financial outcomes

Revenue Expenses Profit



What Are the Top RGM KPI’s Your Team Utilizes? 
(Select All That Apply) 

Other:

• ROI
• Contribution Margin
• Price/Mix 

Contribution
• Incremental Sales &  

Gross Profit
• Promotion 

effectiveness
• Net price 
• Gross profit 

realization
• Net Sales
• Gross Margin $ and %
• Trade Rate %
• Conditional trade 

investment vs. 
unconditional

• Break even & Payback 
Period

72%

59%

36%

12%

53%

38%

29%
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What Metrics Did You Use to Determine The Best Time To                      
Re-enter the Marketplace With Traditional Trade Promotions 

Throughout Covid Recovery?

“Other” responses included: Dependent on supply/production issues; didn’t pull 
promotions, so didn’t need to re-enter market; watched and followed competition
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Intellectual Property of POI, all rights reserved, 2022

As the Foundation of RGM Analytics and Modeling Is Data, How 
Would You Evaluate the Quality of Your Company’s Data? 

(Organized/Cleansed/Harmonized)

Very Poor, 5%

Somewhat Poor, 
15%

Average, 45%

Somewhat Good, 
28%

Very 
Good, 

8%

Data is foundational.                                      

Yet companies are struggling to access, 

cleanse, harmonize, and hub the data.

Purchase power of the Millennials is 

surpassing that of the Boomers and they 

are digitally engaged. To offer our 

consumers personalized offers in the 

new paradigm, data is critical. Clean data 

is a foundational enabler for revenue 

growth management practices, customer 

level P&L’s, post event analytics, TPO, AI, 

Holistic Enterprise reporting, and 

executive dashboards. 
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What is the Primary Background of Your Organization’s 
RGM Full-Time Employees?

Sales- Key 
Account 8%

Sales - Trade Marketing, 
Customer Development, Field 

Customer Marketing 24%

Finance 46%

I.T. 3%

Analytics and 
Insights 11%

Other (please 
specify) 8%

Primary “Other” Response:

Externally Buy Talent

If you are establishing a Revenue Growth 
Management practice, ensure you search for a 

seasoned leader to head the department. These 
leaders should have finance, sales, and analytics 

acumen, and also must exhibit “people” leadership 
due to the cross-functional nature of the work and 

need to drive organizational alignments.    
RGM leadership talent is in high demand, as many 

organizations are building teams in 2022.        
Expect to invest in your RGM team and practice.  

If you have an established RGM practice, evaluate the 
needs and career path for each individual and 

establish a growth plan that is in alignment with the 
individual's values. Some RGM leaders value special 
projects, flexibility, leadership opportunities, etc., 

over pure income increases. You may need to incent 
with both to keep the best RGM talent.
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Your RGM Practice Reports Into:

Commercial Sales 
Organization 

(including 
Headquarter 

Customer 
Marketing/Custom
er Development), 

61%

Finance 
Organization, 13%

Operations, 0%

Marketing, 8%

Analytics and 
Insights COE, 0%

Global Growth 
Organization, 3%

Other, 16%

Primary “Other” Responses:

• Insights/analytics or Strategy & Analytics
• Chief Admin Officer
• Varies by Market



14%
8% 8%

44%

17%

8%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Global
training

Global
training,
crafted

specifically for
localized
nuances

Peer training Business Unit
RGM expert
(super user)

Immersive
project driven

training

Other (please
specify)

How is Your Organization Developing and Progressing the 
RGM Capability Throughout and Across the Enterprise?

Driving an RGM mindset across the 
business units in an organization is 
critical. As stated earlier, the most 
successful RGM practices work in 

partnership with the cross-functions. 

Embedding RGM skills for each role  
works toward the organizational 

objective of  transforming the siloed 
functions into an ongoing streamlined 

effort to balance goals and needs 
across the Enterprise.

What is your plan to broaden RGM 
skillsets beyond your RGM team?

As you can see from the POI survey 
responses there are many approaches 
to upskilling the RGM mindset across 

an organization. The key is to 
determine an approach based on 

your  business needs and resources…        
and get started training. 
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Primary “other” response:
• Local RGM is leading RGM training 

with a strong focus on change 
management



Who Makes the Decisions Around Trade Investment Allocation 
in Your Organization? (Please Pick the Primary Decision Maker) 

Individual Sales 
teams 24% Revenue 

Management teams
22%

Finance (Sales or 
HQ) 22%

Marketing 5%

Centralized HQ team (Trade 
Marketing, Customer 

Development, Field Customer 
Marketing) 14%

Other (please 
specify), 14%

Primary “Other” Responses:

• Multiple groups making it difficult

• Sales Leadership & GM combo

• Finance sets rates for brand P&Ls and 
HQCM builds bottom up segmentation 
and allocation

• Finance & RGM

• HQ targets cascade to RGM then out to 
sales key accts
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What Sources Are Being Used For 
Integrated Business Planning (IBP/S&OP)? (Select All That Apply) 

2%

4%

12%

58%

46%

49%

93%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Other (please specify)

One enterprise system for…

Marketing drivers loaded into…

Financials from finance system

Reporting/Analytics from Excel

Promotions from TPM

Volume forecast from…
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For many manufacturers the 
IBP process is using numerous 

disparate sources of information.  
This creates opportunity for 
streamlining data sources, 

automating key workstreams,      
and utilizing TPM inputs                  

to support the IBP process           
and gain cross-functional      

insights and drivers.   



CoE/global team: Dir/VP level 5+ FTE
Regional teams: Mgr/Dir/VP level 2-3 FTE/region
Local market teams: Analyst/Mgr/Dir/VP level    
1-8+ FTE/market

CoE/global team: Sr Mgr/Dir/VP level 3-6 FTE
Regional teams: Mgr/Dir/VP level 2-3 FTE/region
Local market teams: Analyst/Mgr/Dir/VP level 1-8  
FTE/market

CoE/global team: Dir/VP level 1-3 FTE
Regional teams: Mgr/Dir level 1-2 FTE/region
Local market teams: Mgr/Dir level 1-4     
FTE/market

Advanced Consumer Segmentation: Link RGM 
analytics to consumer landscape with insights & 
research (Shopper, Occasions, Trip Mission, etc.) 
to uncover retail and shopper dynamics.

Deduce industry and category trends and develop 
category growth stories for customers
Trade architecture
Evaluate innovation potential and execution

Competitive strategy & war-gaming
Personalized Consumer Offers

Farm to Table – Value Chain Forecasting

Utilize Predictive and Prescriptive Analytics 
(*Phase 2 & 3 combined depending on the vendor 
or capability of choice and manufacturer roadmap 
& phasing approach).

Sale capability. Enable the organization. Integration 
into business processes. Top down drive from Senior 
Leadership on business priorities linked to RGM (e.g., 
drive profitability). 
End-to-end alignment on key organizational metrics 
enabled by RGM (e.g., gross Profit, Gross Margin, 
Cash Flow, etc.)

Standardize basic RGM Tools across 
customers/markets.

Utilize more Advanced Analytics/Tools/Capabilities:
Price Elasticity
Trade Promotion Optimization (TPO)
Mix Analysis
Purchase Structures
Market Segmentation
Trade Analysis (Gross to Net, Margin Pools, etc.)
Channel Management
Advanced Scientific S&OP Planning

Build capability. Proof of concept. Focused on 
quick wins in key countries, customers, and 
brands.
Gain Senior leadership support. Identify key 
metrics. Drive Joint Value Creation.

Pricing Diagnostics
Price Ladders
Price Pack Curves
Pricing Trends/Progression

Promotion Diagnostics
Trade Promo ROI
Promotion what-if scenarios
Improved inputs into S&OP Planning

Assortment
SKU Profitability/Priorities (Power Rankings)

Automated RGM capabilities* (RGM suite or TPx with 
RGM capabilities). Ensure model and tools are 
updated on a regular basis.

Excel
Tableau

Investment Architecture & 
Pay for Performance

Promo Strategy & 
Management

Price Architecture
Mix/Assortment

Management
Portfolio & Brand Strategy 

Including Innovation

PHASE 1: NEW RGM PHASE 2: INTERMEDIATE RGM PHASE 3: ADVANCED RGM 
Operational Cross-functionally Champion, Expand, Imbed, Incent Strategic End-End Value Chain

Organization/People   
Including # FTE  

Regional & Global 

Process Including:

Mindset changes-
Process of moving
the mindset of the 

organization

Types of Analysis 
and Reports

System & 
Capabilities

RGM Lever

Revenue Growth Management Evolution

Many manufacturers ask 
how to start or evolve an 
RGM practice.

POI has broken down the 
RGM evolution into three 
phases based on POI 
Manufacturer Connects 
and share group input.

It is critical to focus on 
imbedding the people 
and process aspects 
across the organization 
in addition to the 
technology enablers.

Whether you are getting 
started today or have an 
established RGM 
practice, there are POI 
resources and also 
solution provider best 
practices to help you           
on your journey.

https://poinstitute.com/revenue-
growth-management/

Data- The RGM practice typically isn’t the Enterprise data owner, yet core work is dependent on a quality data foundation 

Intellectual Property of POI, 
all right reserved, 2022.
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Drives sustainable Revenue Growth through Enterprise Holistic Planning: 
Pricing, promotions, assortment, and trade strategies that create joint value          

for shoppers, retailers, and manufacturers

RGM Delivers

Joint 
Value

Creation
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Planning Evolution from TPM--> TPx--> EPx--> Future 

• Historical --> 2018

• 2019

• 2020/21

• 2022+

Excel                                    TPM             ROI or TPO

Excel      TPx(TPM/TPO/ROI) – Day in the life of a sales planner

Excel         RGM Suite     EPx  (Capabilities with AI + HQ capabilities)      

RGM Suite     Enterprise Planning (EPx) +     Digital & Omni-Channel      

Farm to Table: Full End-to-End Digital 
Enterprise Planning & Analytics  

Farm to Table, End-to-End value 
chain capabilities will be the 
next wave of CPG Industry 

Planning Innovation 

Including but not limited to: 
Ingredient sourcing, pricing, marketing strategy, 
omni-channel and consumer driven promotion 

strategy, trade architecture, assortment 
management, enterprise forecast, foodservice, 

export, and demand & supply positioning.  
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Foodservice Trends: 

Share of wallet will continue to shift, as Covid variants 
influence consumer habits.  Consumers have continued 
personal and family health concerns as a result of the COVID-
19 pandemic.  

Families are balancing hybrid work schedules, kids back in 
school/daycare, and a resurgence in extracurricular activities. 

While most consumers are still eating at home, they                
have endured numerous lockdown waves and are             
excited to entertain, dine outdoors, and expand their                  
horizons experientially.  

Net, consumers need support with healthy, quick snacks       
and meals.

This change in consumer behavior has been a 
catalyst for Foodservice innovation that balances              

safety, health, and experience including:

• Continued takeout and delivery, including packaging that is durable, 
individually portioned, and safe.   

• Meal kit and family size meals.

• Expansion of grab and go offerings. 

• Reviving comfort food with an innovative approach/experience.

• Menu transparency with a focus on sourcing premium ingredients, 
preferably local, and that are sustainably sourced. 

• Advancing plant-based meat alternatives.

• Balance of automation (robots) with personal experience & service. 

Many consumers are supporting brands that align 
with their personal values and beliefs, including:    

fair trade, sustainability, safe & ethical harvesting & 
sourcing, water conservation & distribution, 

reducing food waste, and socially just. 
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Challenges:  

• Ability to maintain service levels due to staffing issues

• Ingredient and supply chain disruptions

• Rising wages

• Surprise and delight guests with experiential restaurant 
quality food that will taste delicious off-premises 

Foodservice Innovation & Long-term Opportunity: 

The Foodservice industry is turning challenges into seeds of opportunity.

Opportunities:  

• Reduced or flexible menus

• Acceleration of automation: Ordering recommendations                                  
(Based on Artificial Intelligence) & improve data flow between 
manufacturer systems and their customer (distributor) systems

• Adoption of robotics/technology: Product ordering, preparation, 
cleaning  (Partial remedy for social distancing, labor shortage, and 
increasing wages)  

• Reset pricing based on rising wages and sourcing costs; in ratio 
with increasing consumer demand and experience provided

• Increase delivery options/services as restaurant delivery continues 
to provide increased profitability

Many companies are investing in technology to better 
understand consumer behavior and patterns.  

CRM capabilities can integrate product, customer, and 3rd

party data, reducing sales cycle complexity and delivering 
improved experience and offers for the end consumer.

Leverage insights for greater opportunities to connect 
consumers and all meal occasions to experience brands

While the Covid-19 Pandemic was a catalyst for                      
incredible change in the Foodservice industry, 

there are numerous innovations and 
seeds of opportunity that will be maintained long term 

and build a strong foundation for the future.  
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When You Are Searching For New Foodservice Capabilities, 
Which of the Following Do You Look For?

17%

10%

21%

48%

50%

57%

0% 10% 20% 30% 40% 50% 60%

Other (please specify)

Automated deductions with AI/ML

CRM within the Foodservice platform to manage
complex relationships/connections

The ability to handle complex pricing

Flexible planning that reduces the complexity of
distributor/outlet planning

Visibility to distributor/outlet volume, funding, spending

Primary “Other” Responses:

• Retail pricing and consumer info – 3rd party 
(alcohol) distributor data process broken

• N/A: No internal visibility to Foodservice 
business



What is Retail Execution?

Retail Execution is the final leg of the sales process for in-store purchases. It’s the last opportunity for 
consumer packaged good (CPG) companies to capture their customer’s attention and seal the deal. In 
the simplest terms, it’s the retail activities (from merchandising to order replenishment) designed to 
bring the brand strategy to life in-store and increase sales.

Seems simple, right?

Where it can get complicated is in the transition from CPG brand managers to field teams – the ones on 
the ground who are responsible for store displays, inventory management, and product knowledge.  
They’re the final steward of the brand.

And while a well implemented in-store strategy can set the customer experience apart, the hard reality 
is that poor retail execution is responsible for 25% of lost sales.
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• KPI Tracking

• To-Do Management

• Sales Material 
Management 
(Content)

• Guided Selling

• Plan-o-gram 
Management

• Physical Asset 
Management

• Audit Surveys

• Visit Execution

• Time Information

• Real Time Insights

• Route Management

• Image Recognition

• Augmented Reality
• Gamification

• Retail Activity 
Optimization (RAO)

• Order Recommendations 
and Sales Predictions

Complexity of Capability

V
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u
e
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n
Retail Execution Capabilities Needed by CPG Manufacturers
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Retail Execution is Evolving …
The Pandemic has forced manufacturers and retailers alike to evolve and 

rethink what retail execution is and how to keep up.

• More customers are choosing to shop through alternative means, less people 

are shopping in traditional brick-and-mortar retail locations. COVID has driven 

the use of apps like Instacart and Shipt as well as increasing the number of 

consumers that are choosing online shopping with drive-up pick-up options. It is 

important that brands have a digital presence, and that manufacturers and 

retailers alike are thinking about how to execute digitally.

• Workforce shortages continue to plague manufacturers and retailers.  

Automation of processes and easier ways to execute in store are needed as 

workforce shortages continue to cause shelf condition and product availability 

issues.

• Supply chain challenges have impacted shelf conditions and the ability to 

display products. Issues both in raw material sourcing, workforce shortages, and 

transportation hiccups have made it difficult to keep store shelves full and all 

products available.

Collaboration is the key to positive consumer experiences, and everyone has a role.

• Manufacturers – Provide more meal ideas and bundling as more people are cooking at home, make things simple for the consumer.

• Retailers – Work with brands to expand digital shopping experiences for consumers, bring the shelf to life in a digital world.

• Technology Vendors – Innovate using AI and ML to provide accurate orders to ensure product availability and  make the work of the 

frontline easier and faster. Bring technology to life for the digital experience of consumers.



Planned Promotions to In-Store Execution
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13%

2%
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2021

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. 58% of respondents are in agreement that their companies are struggling to have 

retailer aligned promotions executed at store level. 42% have positive compliance, and they are executing well. Dislocations between what is planned and 

executed has been a long-term issue in the CPG industry. Given the priority and costs associated with planning, 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 11% of responding companies had automated in-flight capabilities. Monitoring in-flight promotions is a critical execution gap for both the manufacturers and 
retailers. 43% of companies depend on sales ability to manage through reporting best they can and 20% use a manual communication process to try to close the in-
flight monitoring process, but this takes a lot of time away from more strategic work and selling time. Most concerning is that 27% of respondent teams note that 
they do not execute any in-flight monitoring.

Your company struggles to get retailer aligned promotions executed in-store.

Intellectual Property of POI, all rights reserved 2022



Perfect Store Execution Through the Last Mile….  

2%

8%

42% 44%

4%

0%

10%

20%

30%

40%

50%

Strongly
Disagree

Disagree Somewhat
Agree

Agree Strongly Agree

Your company is satisfied with your ability to 
execute at the store level.

Overall satisfaction with the ability to execute at store 
level remained static, reflecting last year’s reversal of a 
two-year downward trend and 21% increase from the 
prior year. The “strongly agree” respondents dipped 

6%, but the “agree” category remained high. This 
group increased from 19% agreeing in 2020 to 42% in 

2021 and 44% in 2022. This is an interesting YOY 
statistic with the Covid-19 challenges experienced at 
store level. With store calls shorter and focused on 

managing in-stock levels, rationalized SKUs, and 
creating orders, companies feel more satisfied with 

how they executed at store level considering the 
pandemic environment.  

In addition, 84% (+2) 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 38% (+8) agree/strongly agree that they have the tools 

they need to make appropriate decisions at store level.

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.
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POI RetX Survey Respondents 
Reflect on 2021

Capabilities Advancements:

Plus, POI’s Perspective by Capability:



Top Issues Keeping Your Organization From Having 
Exceptional Retail Execution (Select All That Apply) 

Limited data and insights (availability and/or usage)

Lacking retail execution technology

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

Finding skilled resources to work in retail 
execution jobs

64% (new)

44% (-2)

33% (+5)

27% (+11)

4% (-4)

13% (-15)

2021/22 POI State of 
the Industry Survey 

Respondents Stated:

If your company is looking to advance RetX capabilities please refer to the biennial POI 2021 RetX Vendor 
Panorama, https://poinstitute.com, to dive deeper on the topic and understand vendor capabilities. 

Our organization has good retail execution- no issues

Data and insights not fully leveraged

Intellectual Property of POI, all rights reserved 2022
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POI RetX Survey Respondents Note There Are 
Execution, Analytical & Integration Opportunities:  

RetX solution 
provides office-
based users the 
ability to make 

analytical decisions:

RetX solution has 
sufficient off-line 

capabilities to 
complete complex 

pricing without 
server connection:

62% 
agree
(-1%)

33% 
agree
(-15%)

RetX solution and  
TPM solution are 

integrated. Changes 
in TPM promotions 
are automatically 
synced with RetX 

solution for 
execution:

31% 
agree
(-4%)

The lack of 
connectivity between 

Trade Promotion 
Systems and Retail 

Execution Systems is 
severely impacting 

execution and 
revenue gains.
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19%

62%
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9%

17%

32%
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Your Organization Has the Following Capabilities to 
Gain Efficiencies in Retail Execution? (Select All That Apply)

None of the above

Store calls are prioritized and scheduled based on need and constraints

Store activities are prioritized

System determines best resource to address retail need (rep, Merch,
Telesales, other)

Image Recognition to collect data

Guided Selling based on POS and/or in-store responses

Augmented Reality to help sell-in incremental items and POS

Telesales support to engage retail decision makers virtually (chat, online,
phone)

Crowdsourcing

Other (please specify)



19%

13%

66%

2%

Yes

Yes, & we need POI's help with
business case, what's possible  and
selection

No

Other (please specify)

Are You Looking Into New In-Store Sales Execution Solutions to Advance 
Your Organizations Capabilities, In-Store Performance, and Revenues?
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Selling more is one of the 
most common reasons we 

hear of manufacturers 
looking for new retail 

execution software.  It is not 
surprising that 58% of 

survey respondents are not 
currently seeing ROI from 

Sell More capabilities.  This 
leads for a lot of room for 

improvement.

2022 is a great year to seek 
out sell more capabilities, 
features like retail activity 
optimization and guided 

selling are readily available 
from the top Retail 

Execution vendors and can 
really make a difference in 
the efficiency and ROI of 
each retail in-store call.

Your Company’s Retail Sales Execution ROI is
Bolstered by Sell More Capabilities



While the data shows that many manufacturers are improving in their ability to execute in-store, there is still vast room for improvement in
overall execution, including direct to consumer, e-commerce, and through shop for you apps like Instacart and Shipt. The manufactures that
are executing across all shopping channels will have the most success in 2022 and beyond.

POI Retail Recommendations:  

Consumers are shopping outside of traditional brick-and-mortar stores more than ever; this is an opportunity for 
manufacturers, retailers, and technology vendors to work towards a new version of retail execution that includes a 
digital experience that marries up with in-store execution within the physical stores. 

Use your data, use your data, use your data! Now more than ever manufacturers and retailers have access to more 
data on their consumers and their habits. Use the data to drive execution and create promotion bundles and meal 
ideas that help the consumer with their shopping and also improve their daily life.

Use innovation to improve the lives of sales reps in the field. Implementing capabilities like image recognition, 
gamification, retail activity optimization, social capabilities, and guided selling help to motivate and focus 
employees. Importantly, it can also give you an edge as your organization navigates the ongoing and difficult labor 
market. Remember, attracting top talent is not just about paying higher wages, it is about so much more. Job 
attraction can be about culture, best-in-class training, top technology, and anything making the job more efficient.

Across the globe not all things are equal. POI finds that many of the largest CPG companies in the world don’t just 
use a one-size fits all mentality for Retail Execution software. The largest CPG’s look to ensure that they have the 
right fit for each of their markets, this often leads them to have 3-5 different vendor partners globally. Ensure you 
are finding a solution that provides the right fit for each of your markets, think about cost, available features, and 
available support.

Our 2021 survey 
reflects that 69% of 

organizations 
don’t connect retail 

execution systems with 
TPx planning 

capabilities.  This 
limits enterprise 

visibility to actual 
retail shelf conditions, 
in-flight monitoring, 

and  promotion & shelf 
compliance.  
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Your Guide to 
RetX Vendor Capabilities

Current and Relevant 
insights to help you on 

your In-Store Retail 
Execution Journey



ECommerce

With Covid-19 there has been a massive shift to online purchases. Many retailers have continued to scale click-and-collect curbside pick-up to 

support ongoing pandemic needs. 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. 

With the release of vaccines and pandemic fatigue, consumers have begun shopping brick and mortar retailers in mass again, and recent 

consumer data is the foundation to understanding what the consumer is looking for and how the new formats will be delivered. 

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 door. Entering the store is a value/time decision for the consumer, especially since consumers have 

become used to online convenience shopping.  

When POI survey respondents were asked how they would describe their organization’s current eCommerce capabilities, 5% (+3) of 

companies indicated that they don’t have capabilities yet. The good news is that 95% (-3) of organizations are taking some action. Many 

companies now have a clearly defined strategy  (26%, +3) and 41% (+24) of surveyed companies are actively working on it. Twenty-one 

percent of companies note they have some dedicated resources. Only 2% of teams don’t know the status of their eCommerce capabilities.  

The 17% (+9) that are “opportunistically supporting purchases” often lack a strategy or a dedicated eCommerce team to manage the 

workload. The eCommerce 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 across 

retailers and channels.

ECommerce growth statistics show that sales worldwide are expected to reach        
$5 trillion by 2021. ECommerce sales accounted for 14.1% of global retail sales.           
ECommerce is projected to reach 22% in 2023 (Statista, 2020). (Source: Statista) 
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What have been your ECommerce Challenges? 

28%

30%

43%

36%

38%

34%

21%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Pricing

Margin accretive promotions

Balance of promotion and pricing and
impact to omni-channel price slopes

Ability to measure performance

SKU determination & management

Supply

Other (please specify)
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• Increased Competition: With global, online, 24/7 availability the 
vast number of competitors in the marketplace has substantially 
increased.  

• Dynamically needing to monitor offers for omni-channel cross-
effect

• Maintaining product information, content, marketing assets & 
collateral

• Having data to generate the level of personalization based on 
shopper preferences

Primary “Other” eCommerce Challenges:

“Other” from POI Manufacturer Connects:

• Fulfillment

• DTC

• Managing shared mfr/retailer shipping costs

• Incremental investment in search

• Organizational silos



ECommerce - A Balanced Approach for Growth

Both retailers and manufacturers need an eCommerce strategy. What we find is that a balanced approach is best, but the specific approach 
depends on the product category. As organizations build out their omni-channel strategy and brands are represented in numerous 
channels, the organization must ensure a “frictionless” and seamless customer experience. 

Is Your Brand’s Messaging, Product Content, Pricing, Buying Options, Service  
Consistent Across All Impressions & Channels?

What is concerning is that 74% of CPG companies don’t have a clear eCommerce strategy based on year-over-year POI survey data. Most 
companies establish eCommerce initiatives, but not necessarily an eCommerce strategy. POI recommends you set an eCommerce strategy 
along with a 3-5 year roadmap, so that your organization has a bright future. 

When a company’s eCommerce business is small, an eCommerce team can utilize tactics with limited impact to the national business and 
without holistic organizational oversight. As eCommerce grows within an organization, the size and impact of eCommerce 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, RGM oversight and MDM content management solutions.  
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Managed by 
internal team, 

63%

Managed by 
external service 
provider, 13%

Managed within 
the current TPx 

(or TPO) 
solution, 0%

No current 
process to 
cleanse, 

harmonize and 
stage the data, 

20%

Other, 
5%

How Is Your Company Currently Handling Data Cleansing, Harmonizing  
& Staging to Prepare Data for Enterprise Planning Utilization?

Data is a strategic asset not 
a transactional element 

and must be prioritized to 
maximize current and 

future growth potential.

Action:
1. Establish Enterprise Data Ownership  

2. Automate Data Management Processes
3. Don’t wait for perfect data to begin the analysis. 

Start and then improve…

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.
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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 data-driven “intelligence” and insights based on “one version of the truth.” 

Organizations 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 

dynamic change taking place. Increased fragmentation of baskets and 

trips due to Covid and new purchase behavior make it even more 

important to derive the “Intelligence” and “whys” from data and 

analytics.  

Again, data is foundational to retailer partnerships and realizing 

mutual profitable growth.  

Driving insights out of the data & through the organization

When manufacturers were asked if they have challenges 
with retailers freely sharing foundational data (POS, Daily, 
Shopper, etc.) with them, 64% (-18% vs. YAGO) agree that 
they have challenges obtaining data.

Personalization is possible with the available data, but most 
planning, optimization, and RGM solutions today don’t address 
consumer buying behavior.

Manufactures continue to utilize various types of data and 
insight sources. Utilizing syndicated data is the largest data 
source with 96% of companies utilizing. POS data also has 
strong utilization at 89%. 
Two important call-outs: Direct to Consumer (DTC) remains 
at 21% and Sell-In Data has increased 2 pts, to 66%.   

While these data sources are critical to analysis, 64% 
of companies have data quality issues with external 
sources and data anomalies that, when left unfixed, 
can lead to inaccurate analysis results.
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Data Foundation Enables…

Organizations need to consolidate data and build 
the automated capabilities and processes 

needed to analyze the vast amount of       
consumer data available.

This will enable organizations to offer 
personalized recommendations and targeted 
content to enhance the customer experience.

Omni-Channel
Data

Advanced Modeling, 
Behavioral Sensing; 
AI/ML

Personalization

16

Advanced Analytics
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The Connected Consumer

Your Consumer 
is Always On…

Is Your Brand’s Messaging, 
Product Content, 

Pricing, 
Buying Options, 

& Service  
Consistent Across All 

Impressions & Channels?

Technology has revolutionized physical retail and eCommerce and             
is a catalyst for rapid change and innovation. Intellectual Property of POI, all rights reserved, 2022



Developing A Modern Customer Experience (CX)

Redesign Enterprise & Customer 

Engagement processes for a 

digital, contactless world

(Retailer & Manufacturer).

Map customer journeys and develop 

cross-functional CX playbooks.  

Redesign CX Processes 

De-silo cross-functional organization, 

data, analytics, and process under     

strong transformative leaders. Focus 

organization on reimagining how we 

engage the consumer. Set, monitor & 

incent on Enterprise CX KPI’s. 

Connect CRM and customer 

journey mapping with 

marketing, sales & customer 

service. Customer 360 view 

across the Enterprise. Complete 

view & evaluation of customer 

offers to maximize effectiveness. 

CX & CDO Leadership Customer Journey

Redevelop Customer 
Engagement Strategy
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Emerging CapabilitiesCPG 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.

Blockchains are being used to streamline supply chains,  improve 
the sharing of healthcare records, increase privacy on the internet, 
and is being evaluated for government voting. The blockchain 
ledger is split across all computers on the network. Each of these 
computers is constantly verifying that the blockchain is accurate. 
There is no one central source of data, organization, or entity that 
can be manipulated, hacked, or stolen. 

Crypto enables transfers of value online without the need for a 
middleman. A cryptocurrency blockchain is similar to a bank’s 
balance sheet or ledger and allows near instant global transfer of 
value. There is no wait for a bank’s doors to open or global currency 
exchange needed.

The Metaverse will merge our digital and physical activity in all 
facets of our lives: social, work, entertainment, and shopping. Intellectual Property of POI, all rights reserved, 2022.

The Pandemic has accelerated 
global conversations around 
digital privacy, but even pre-

pandemic, the need for  greater 
control around personal data and 
increased protections was gaining 

importance as a critical priority 
and the center of strategic 

conversations and investments.  

Digital, 
Artificial Intelligence,

Blockchain, Cryptocurrency,         
& Metaverse



Digital transformation enables an omnichannel 
shopping experience for customers, 

products and brands accessible online 24/7 around the globe, 
integrating cutting-edge technologies for an immersed, personalized 

virtual shopping experience. 

Advanced models and analytics deliver the ability to                         
sense things and quickly capture the learning to impact decision 

making plus adapt to new
consumer behavior and market conditions. 

Social selling and superior customer service can be delivered as the 
consumer has one profile utilized across the Enterprise.

Utilization of emerging capabilities like AI/ML, extended reality 
(Virtual & Augmented), touchless interactions, and robotics/chatbots 

are the foundation for the personal digital experience at scale.
Intellectual Property of POI, all rights reserved, 2022.



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 

has been improving significantly over the past couple of years, however 

this year notes a slight increase to 33% (+5) of companies noting a 

“lagging” response. 47% (+11) of respondents noted they were on par 

with peer-set digital marketing efforts and 13% (-8) of respondents 

stated they were leading digital efforts in the CPG industry.   

23% of company respondents stated they had no linkage. 

Other teams also have some limited visibility and 

coordination, but what is striking is that only 9% (-4) 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.

When respondents were asked:                  

“How would you characterize your current 

linkage between digital promotions and 

traditional trade promotions?” 

33%

47%

13%

7%

0%
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10%

15%

20%

25%

30%

35%

40%

45%

50%

Lagging On par Leading Not sure

Do you feel like your company's digital 
marketing efforts are on par with the market 

and your peer set?
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Digital Transformation

The industry’s digital transformation is driving the need for
consumer behavior modeling, advanced analytical capabilities like AI/ML, 

BOTS, etc., plus new or upskilled roles to manage the new capabilities. 

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 (48%).

As digital practices build, 22% of respondents note               

a need for a dedicated digital team and 24% reflect a need 

for dedicated analysts. 

To understand the potential, impact, and ROI                        

of digital enablement (63%), the team needs                          

digital ROI evaluation capabilities. 

These teams are determining how to best measure    

digital program effectiveness/KPI’s (54%) and                   

also determining data availability, sources, and         

analyze by component (59%).  

41% 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.

2%

48%

59%

22%

24%

63%

56%

41%

54%

52%

2%

6%

0% 10% 20% 30% 40% 50% 60% 70%

Global Pandemic necessity catalyst for…

Budget

Data and ability to analyse impact by…

Dedicated digital team

Dedicated analytics team

Understand the potential, impact, and ROI…

Visibility across departments (Marketing,…

Merging of brick/mortar and digital data…

How to measure digital promotion…

Post digital promotion analytics

Relaxation of State/Governmental laws…

Other (please specify)

What is necessary to take your organization to the 
next level with respect to digital promotion 

capabilities? (Select all that apply).

Intellectual Property of POI, all rights reserved, 2022.

Primary “Other” Response:  
• Unsure



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.  

Intellectual Property of POI, all rights reserved, 2022.



Product 
Development & Marketing/HQ

Features 
and Benefits

In-Market
Execution

Pricing, Promotion, 
Assortment, Distribution

(Next Best Action & Targets)

Identify
Demand

Products, Consumers, and 
Customer Experience  

Need States

Communication, 
Targeting, Channels; 

Develop Pricing & 
Promotion Strategies

Planning & Deployment
(Right Product, Right Place, Right Time)

Supply Chain 
Balancing

Typical Use of Artificial Intelligence &
Value Chain Creation in the CPG Industry:

Strategy, Product, Pricing, Promotion
Value Creation

+ Clearing of Deductions;
Account Payables

Joint business planning has historically been a labor-intensive and relatively slow annual process between retailers and suppliers. As market                  
dynamics require rethinking total portfolio strategies, retailers and manufacturers must be agile and respond quickly to win in the marketplace. 

Intellectual Property of POI, all rights reserved, 2022.



Historically, AI and machine learning reduce burden and increase speed & scale for organizations. As the CPG industry data 

continues to grow, organizations will need advanced analytics technology to distill insights.  

Again, those with advanced analytics capabilities, including AI, ML, and optimization, have an advantage through the 

pandemic. Many organizations that did not have these capabilities in place at the start of the pandemic turned to strategic 

vendors and began the investigation/deployment process, or they utilized vendor capabilities as a consultative service. As 

leading-edge companies continue to invest in AI/ML technology there will be a greater divide between those 

manufacturers with and without capabilities to support  inter-organizational and retailer analytics needs. This will continue 

the advantage for early adoption.   

While technology has been an asset through the pandemic, it does have its challenges.  Unpredictable consumer demand, 

supply shortages, etc. have caused havoc with the best models. Yet, many analytics teams have dug deep into historical 

analytics and also utilized inter-industry peer sharing to pull together strategies that blend the art and the science to 

deliver revenue increases.  

Intellectual Property of POI, all rights reserved, 2022.

While the Covid-19 crisis has been challenging across the CPG industry, one 
seed of opportunity in the adversity --- Accelerated AI Capabilities 

Artificial Intelligence (AI)  



Artificial Intelligence (AI) 

21% (-5) of POI survey respondents note that their organizations are working to 
incorporate AI capabilities in the TPx promotion cycle. 46% (+8) respond their 
organizations are 2-3 years out from enabling AI capabilities. 18% (-5) state TPx AI 
capabilities are 3-5 years out for their organizations. 12% of respondents don’t see AI 
ever happening at their company in the promotion cycle.    

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.

POI recommends that if  you 

are looking at new 

Enterprise planning & 

optimization capabilities you 

incorporate AI/ML into your 

evaluation criteria.  

Systems are an investment, 

and you don’t want to look 

back 3 years from now       

and wish you had considered 

the potential.

In 2021, 16% (-8) 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. Most retail execution vendors are working to 
incorporate 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 is 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.

Intellectual Property of POI, all rights reserved, 2022.



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, meet specific consumer needs, and sell more. 

Advancing Planning & Optimization: 
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-to-market 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.  
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25%
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19%

33%

30%

14%

4%

2%

9%
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Already have TPO

Nothing holding back - We will be…

Implement TPM first

Proper Data Cleansing and Harmonization

Available data

Time/People Resources

Organizational readiness, including…

Leadership Buy-In

Change Management

Budget/Cost

Financial justification

Currently use a 3rd party service provider…

Interested in a 3rd party solution provider…

Other (please specify)

What is keeping your organization from moving 
from TPM to TPO/TPx? (Select all that apply).

Intellectual Property of POI, all rights reserved, 2022.

Primary “Other” Responses:

• Currently evaluating providers
• Unsure why we aren’t moving 

forward with TPO



On the horizon POI anticipates optimization with computational analysis 

combined with human-like reasoning and symbolic logic, including
sensory, behavioral, and lifestyle data, will be utilized as the data foundation                      

for Enterprise Analytics. This advanced modeling will be the catalyst
for unifying Marketing, Innovation, Sales, Finance,

Supply/Operations consumer & product strategies, 
while also improving Enterprise efficiencies across the full value chain.

The way of the future is to 

sense things and quickly capture the learning to impact decision making 
for both manufacturers and retailers, and ultimately offer    

consumers the right product, at the right time, and with the right personalized offer.

The path forward is a blend of art and science.
The combination of skilled employee knowledge and artificial intelligence, in the form of 

semantic reasoning with symbolic logic, will provide a competitive advantage for organizations 
who will be able to agily adapt to new consumer behavior and market conditions. 

The Intelligent Holistic Enterprise
Executing New Strategies At The Speed Of Marketplace Change. 

Intellectual Property of POI, all rights reserved, 2022.



Blockchain
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. Consumers 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.  

CPG supply chains were impacted quickly with the Covid-19 pandemic. There is potential for blockchain to support impacted supply chain 
networks by processing and validating transactions securely & 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 in to 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 on specific CPG use cases that will deliver additional efficiency & 
effectiveness levers, cost savings, and other benefits. The next sections on cryptocurrency and metaverse utilize blockchain capabilities as a 
foundational layer of access, evaluation, processing, security and control.

Intellectual Property of POI, all rights reserved, 2022.



Cryptocurrency
As mentioned earlier, cryptocurrency enables transfers of value online 
without the need for a middleman. A cryptocurrency blockchain is 
similar to a bank’s balance sheet or ledger and allows near instant global 
transfer of value. There is no wait for a bank’s doors to open or global 
currency exchange needed. Crypto can be used to purchase goods, 
transfer funds, or utilized as part of an investment strategy.

Yet, unlike a singular central bank, a crypto blockchain is distributed 
across the digital currency’s entire network of extensive participants.

Since no government, bank, country, company, or third party is in control 
of cryptocurrency anyone can participate. In many countries, citizens 
don’t have access to banking, services, or infrastructure stability.       
Crypto provides portability of funds, universal access, and security.     
Intra-country or global transactions can be completed quickly and with 
minimal fees. Many travelers utilize crypto to have one fund type for the 
duration of their itinerary; with the benefit of eliminating currency 
exchange fees.

Crypto supporters believe this digital currency is secure, as all 
transactions are accessed, evaluated, processed, and controlled via 
blockchain technology. Every transaction is published publicly, and this 
transparency eliminates the opportunity for manipulation.

No personal or financial information is transferred to third parties or sent 
over the internet, so cryptocurrency limits the chance of identity theft. Intellectual Property of POI, all rights reserved, 2022.

cryp-to-cur-ren-cy
Noun

“A digital currency in which transactions
are verified and records maintained by

a decentralized system using cryptography*, rather than 
by a centralized authority. Decentralized cryptocurrencies 
such as bitcoin now provide an outlet for personal wealth 

that is beyond restriction and confiscation.”   

Google dictionary Jan ‘22

Cryptocurrencies allow individuals 
to manage and have full control & 

security over their assets.

*Cryptography is the study of secure communications techniques that allow
only the sender and intended recipient of a message to view its contents.



Metaverse

Intellectual Property of POI, all rights reserved, 2022.

met-a-verse
Noun

“A virtual-reality space in which users can interact with a 
computer-generated environment and other users.”

Google dictionary Jan ‘22

This Metaverse section is completely attributed, 
unlike any other section of the POI State of the 

Industry report. POI has not surveyed or connected 
with POI members for community input.

This future state environment is being built, and it 
is important for the CPG industry to understand 

what is on the “digital” horizon.  

The Metaverse will merge our digital and 
physical activity in all facets of our lives:      

social, work, entertainment, and shopping. 

Time- What is the Metaverse:
https://time.com/6116826/what-is-the-metaverse/

[Whether in virtual reality (VR), augmented reality (AR), or simply on a screen, the promise of the metaverse is to allow a greater overlap of our 
digital and physical lives in wealth, socialization, productivity, shopping, and entertainment. These two worlds are already interwoven, no headset 
required: think about the Uber app telling you via location data how far away the car is. Think about how Netflix gauges what you’ve watched 
before to make suggestions. Think about how the LiDAR scanner on newer iPhones can take a 3D scan of your surroundings.      

At its core, the metaverse (also known to many as “web3”) is an evolution of our current Internet.
“You’ve got your goggles on, 10 years from now, but they’re just a pair of sunglasses that happens to have the ability to bring you into the 
metaverse experience,” says John Riccitiello, CEO of Unity, maker of a video game engine that is increasingly used to develop immersive 
experiences on other platforms. “You’re walking by a restaurant, you look at it, the menu pops up. What your friends have said about it pops up.”]

https://time.com/6116826/what-is-the-metaverse/


Metaverse
https://www.nytimes.com/2022/01/18/technology/personaltech/metaverse-gaming-definition.html

“The metaverse is the convergence of two ideas that have been around for many years: virtual reality and a digital second life.
For decades, technologists have dreamed of an era when our virtual lives play as important a role as our physical realities. 
In theory, we would spend lots of time interacting with our friends and colleagues in virtual space. 

As a result, we would spend currency there, too, on outfits and objects for our digital avatars.  

In what techies like Mr. Zuckerberg call the metaverse, virtual reality serves as a computing platform for living a second life 
online. In virtual reality, you wear a headset that immerses you in a 3-D environment. You carry motion-sensing controllers to 
interact with virtual objects and use a microphone to communicate with others.”

“It’s moving into what people call ambient computing,” he said about the metaverse. “It’s about being within the computer 
rather than accessing the computer. It’s about being always online rather than always having access to an online world.”

“National Basketball Association player and recent crypto convert Stephen Curry released a collection of 2,974 
non-fungible tokens featuring digital replicas of the shoes he wore when he broke the 3-point scoring record 

this month, allowing owners to show them off across three different metaverses.” 
Google report: Dec 22, 2021

What new products, product extensions, services and experiences do you see your organization 
bringing to the Metaverse?  How will you market and promote throughout this unique opportunity.

Intellectual Property of POI, all rights reserved, 2022.

Imagine:

https://www.nytimes.com/2022/01/18/technology/personaltech/metaverse-gaming-definition.html
https://www.nytimes.com/2021/07/10/style/metaverse-virtual-worlds.html


Metaverse

Intellectual Property of POI, all rights reserved, 2022.

Walmart Appears Poised to Join the Metaverse With Launch of Its Own Crypto and NFTs (msn.com)

“Details of the Walmart trademark applications
One of the filings specifically mentions intentions for Walmart to create and sell virtual goods such as electronics, home decor, toys, 
sporting goods, and personal care products. Those types of products would make the most sense in a virtual- or augmented-reality
setting such as the metaverse.
Additionally, an excerpt from one of the applications had this language regarding Walmart's proprietary software specifically designed to 
manage blockchain related coding applications: “Downloadable software for use in managing portfolios of digital currency, virtual 
currency, cryptocurrency, digital and blockchain assets, digitized assets, digital tokens, crypto tokens, and utility tokens, downloadable 
software for electronic wallet services, downloadable e-wallets."
While the ultimate uses of these applications are unclear, the blurb description above conveys a lot of the functions most commonly 
associated with a cryptocurrency trading exchange, especially when you factor together the intent to manage "portfolios of digital 
currency" and e-wallet services, which could include custodial storage as well as crypto payment options.”

If the Metaverse seems far fetched, check out the latest Walmart News, released January 2022.        
Remember how futuristic the internet seemed in the late ‘80’s! The Metaverse is in development…

“Microsoft acquired the VR company AltspaceVR in 2017, and has since implemented metaverse features such as virtual avatars and 
meetings held in virtual reality into Microsoft Teams. (Business Insider, News)

Proposed applications for metaverse technology include improving work productivity, interactive learning environments, eCommerce,    
real estate and fashion.” (Time- What is the Metaverse)

https://www.msn.com/en-us/money/companies/walmart-appears-poised-to-join-the-metaverse-with-launch-of-its-own-crypto-and-nfts/ar-AASRU2W?ocid=msedgdhp&pc=U531
https://www.fool.com/the-ascent/cryptocurrency/articles/into-the-metaverse-your-guide-to-crypto-and-virtual-worlds/?utm_source=msnrss&utm_medium=feed&utm_campaign=article&referring_guid=ab5fbf08-4846-465d-846c-fe5042c4bc99
https://www.fool.com/the-ascent/cryptocurrency/best-cryptocurrency-apps/?utm_source=msnrss&utm_medium=feed&utm_campaign=article&referring_guid=ab5fbf08-4846-465d-846c-fe5042c4bc99


Change Transformation 
POI communicates change transformation as essential 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. 

Based on the 2021 State of the Industry Survey, 81% (+2) of respondents 
agree that change management has been an issue with TPx users.

74% (+8) of respondents note their organization has challenges with 
users trusting what they see in TPx solutions.

Critically, 60% (-12) of respondent organizations have challenges getting 
their retail customers to trust TPx solution data and recommendations.  

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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Change management has been an issue among 
your TPx users.
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Your company has challenges getting users to trust 
what they see in the TPx solution, whether it is the 

calculated profit from a past promotion, a prediction 
of a future outcome, or something else.
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Upskill Talent & Capabilities
With consumer connectivity, abundant data, digital, eCommerce, 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.

I.T. needs to be a multi-faceted discipline. At a foundational 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. 

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

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:

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

regional needs

Intellectual Property of POI, all rights reserved, 2022.

CPG companies that have a virtual working strategy demonstrate that they value their employees, their safety, and importantly
acknowledge the many facets of a person’s life that need to be balanced.  



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 & post summit workshops to dig deeper into practical use cases.

• Transformational Leadership Council (TLC) – Cost pressures, inflation, board demands, omni-channel shifts, increased consumer 
expectations, new brand competition, innovation, DTC, aging technology, digital and organizational 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, workshops, and 
access to POI resources.

• POI Manufacturer & Retailer Advisory – Supports manufacturer and retailer front-end project development so organizations can 
move to faster decision making and execution and 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.  

Intellectual Property of POI, all rights reserved, 2022.



CPG & Retail 
Analytics & 

Optimization 

CCM Executive Training/Certification:

• 100% Online delivery

• Included with POI Membership

• Executive Program held virtually, or at St. Joseph’s 
University, Western Michigan University, and others

• Learn Collaborative Cultures, Analytics & 
Optimization,  RGM, Pricing, Omni-Channel planning, 
CatMan, Digital, and many more skills & strategies

• One day virtual kick-off, 6-week self directed study, 
exercises, and final collaborative project

https://poinstitute.com/certification-ccm/

The Only 
Designation for 

Marketing & 
Merchandising 
Collaboration

All rights reserved, Promotion Optimization Institute, 2022.

The POI Executive Certification Program is specifically designed to develop 
the skills of current and future leaders in CPG & Retail in the New Reality

https://poinstitute.com/certification-ccm/


To build foundational skills and knowledge or to  

certify, enhance or refresh overall category  

management expertise across multiple levels

To see beyond their own functional area and 

understand how the organization operates as a whole

LE Cat Man Certification

The Next Generation of CPG and Retail Professional

Training for Today
& the Future of Work

?

POI Executive Certification Program

Digital  

Commerce

Trade
Analytics

Redefined  
Performance  
Measurement

Function-
agnostic Skills

Storytelling

Retail  

Operations

RGM



POI Certified Collaborative Marketer Program –
Where every graduate has advanced personally and professionally, adding more value to their organizations!

Contact Joanie Malin at 
Jmalin@p-o-i.org for 
details on enrollment

Or visit HERE
All rights reserved, Promotion Optimization Institute, 2022

https://poinstitute.com/certification-ccm/


How will you reboot professionally and personally in 2022?
Join POI Summit to network, peer share and learn, as the POI agenda delivers best practices for today’s challenges across RGM, Omnichannel, AI, Trade 
Promotion, ECommerce, Data and Advanced Analytics, Digital Transformation and Customer Experience.  Your peers will also share leadership examples 
on how to adapt strategies for success and transform your organization for growth in the New Reality.

POI 2022 Event Opportunities                     
Leading Transformation in the New Reality!

Delivering relevant subject matter and best practices for today’s 

challenges across RGM, Omnichannel, AI, ECommerce, Trade 

Promotion, Data and Analytics, and Customer Experience.

Agenda Here

European companies and divisions advance their go-to market, RGM, 

Promotion, and Retail Execution strategies for profitable growth. 

https://poinstitute.com/events/

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/

Delivering an RGM, EPx, and Analytics agenda developed with 

an immediate ROI for attendees! https://poinstitute.com/events/

All rights reserved, Promotion Optimization Institute, 2022.

https://bit.ly/POI_FallChicagoLive2021
https://web.cvent.com/event/c2c34603-899b-4b50-819c-3571f1e7bdcd/websitePage:83282a5f-e463-4b72-b4fd-2dd1826c02b0
https://poinstitute.com/events/
https://poinstitute.com/events/
https://poinstitute.com/events/


U.S., Canadian & European
Manufacturer Connect Share Groups

Meets every 6-8 weeks….Join Today!

• Peer Connection 

• Insight into Best 
Practices  & Trends

• Peer Benchmarking

• Opportunities for 
Collaboration

POI Strengthens Connections and Support

Intellectual Property of POI, all rights reserved.



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

Advisory Capabilities Include (but not limited to): 

Intellectual Property of POI, all rights reserved, 2022.

Leadership Vision: Sharing State of the Industry/What’s Possible Today, Guide 
Strategic Internal Alignments, Strategy Development, Efficiency & 
Effectiveness, Transformation Planning, & Organizational Structure 

Business Case Development, RFP Development, Vendor 
Determination & Execution, Systems & Process Project Planning, 
Change Management, Strategy & Roadmaps, Communication & 
Socialization Plans

People
Process

Capabilities/System

Vision Execution: 



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 2015-2022. This is one 

element of the longitudinal analysis.

• Continually track progress at the 42 companies that participated in the inaugural  2015 survey. This provides 

company continuity over time.

• Tracks continuity of over 82 companies that have taken the survey in the last 3 years, spanning 2018 - 2021.

• Bring in 12 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. 

• Capture the feedback of over a 100+ CPG companies in the industry.

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
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About the Author
Pam Brown

Pam Brown

02

Chief Commercial Officer,
POI can be reached at:        
pambrown@p-o-i.org

(707)332-0450

Add new 
headshot 

here
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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.

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 29 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 Board– Rising Leaders Program.  

Outside the industry she is a wife of 28 years, mother of three children, globally award-winning 
children’s author, and coaches youth soccer.  

mailto:pambrown@p-o-i.org


POI brings together manufacturers, retailers, solution providers, analysts, academics, and other industry 

leaders with the specific objective of collaboratively improving enterprise planning, promotion management 

and distribution of consumer goods. Members of POI share cross-functional 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 consumer/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

About the Promotion Optimization Institute
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