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Review & Outlook 2011
CGT’s Board Members Examine Big Changes to come in Consumer Goods

o m e e x p e r t s p r e d i c t e d t h at 2 0 1 1
w o u l d b e t h e y e a r o f t h e r e c o v e r y.
But, at almost half way through, it may be more accurate
to call it a year of transition. We’ve seen consumers turn
thriftier than ever before, word-of-mouth marketing spread further
with social media, and drastic cost-cutting measures taken at major
consumer goods (CG) firms. To overcome these challenges, leading

What Should be on your
Company’s Check List?
Plan for Rising Commodity Costs
	Embrace Social Media/Commerce
	Invest in Consumer Insights
Perfect Business Process Management

CG companies are starting to invest in strategic initiatives that leverage data and insights. Technology projects that were put on hold are
being re-invigorated, and companies are optimistically enthusiastic.
Yet even more change lays on the horizon — like increasing commodity costs, the rise of social commerce and mobile marketing, etc.
In CGT’s first annual Review & Outlook report, we tapped into the
collective brainpower of our Research and Editorial Advisory Board
members to get answers on how to best navigate the market chal-

	Optimize Trade Promotions

lenges of today and tomorrow. As some of the most well-respected

	Empower your Salesforce

and experienced individuals in this industry, they offer thought leader-

	Sell Direct to Consumer
	Deliver Meaningful Innovation

ship gained from the front lines of leading CG, consultant and research
firms. We asked each of them to answer a simple question: What one
change do you expect to most largely impact the CG industry in 2011
and what can companies do about it?
What we found is that there is no one answer. But while the responses vary from one person to another, the overall sentiment of this
group comes through loud and clear. As long as the members of the
CG industry commit to understanding and adapting to this new way of
doing business — and engaging customers and consumers with new
strategies and technologies — the future will be bright and limitless.
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VP & CIO
Alberto Culver Company

“Let’s not forget that business processes provide the backbone for what
constitutes ‘running’ the business.”
2011 will be a challenging year for the
Alberto Culver Company and the consumer products industry as a whole.
Like many industries, ours continues
to evolve. Companies are constantly in
search of revenue and profit growth organically, as well as through acquisitions,
to drive shareholder value. Consolidation has picked up significantly as the
economy grows stronger. During the
past two years, many CG organizations
accumulated significant cash reserves
that are now being deployed to facilitate
growth and generate shareholder value.
As a result, there are renewed signs that
CG companies are stepping up investments in technology.
There are many new and emerging,
areas of technology to consider for investment. Social networking, mobility
solutions, e-couponing and social merchandising can offer significant insights
into shopper and consumer behavior
and to influence product trial and repeat
while improving brand loyalty. On the
infrastructure side, Cloud Computing,
virtualization, memory resident applications and advanced analytics have the
potential to reduce IT costs, improve
organizational agility and bring new insights to problem solving.
All of these technologies are worthy
of exploration. However, sometimes it’s
easy to lose focus of one of the most important aspects of IT enablement, which

is business process management (BPM).
Understanding how business processes
work is essential to drive value within
the enterprise and to improve collaboration with business partners.
Business process excellence is a continuous journey of improvement. Few
organizations are truly excellent at continuous improvement. Governance is
crucial to your journey toward optimizing business processes.
As we survey the landscape for new
technology that will drive value within
our business, let’s not forget that business processes provide the backbone for
what constitutes “running” the business.
Let’s start here!

Partner
Altimeter Group

computers. Of the 43 companies that I
interviewed, only one had constructed
a social program to build collaborative
relationships with retail partners.
• Break Old Rules. Companies don’t
have customer service organizations.
Instead, they have an order management group, a customer complaint
call center, and a service and support
group. But with new sentiment analysis tools, we now have the capability
to listen to customers; to tie feedback
on offers and new product launch directly to research and development
teams; to get first-hand feedback on
new promotions and offers; and to
understand why our products matter
the most to the most loyal customers.
We can only do this if we learn to listen
cross-functionally.
• Pull, Don’t Push. As social programs
encompass enterprise applications,
new product launch, marketing and
supply chain flows become more pull
and less push. Processes need to be
designed from the outside in not from
the inside out. This obsoletes most of
the technology and processes implemented over the last 15 years.

“With the rise of social commerce…
CG companies have the ability to have
a direct conversation with shoppers
and shape demand in new ways.”
With the rise of social commerce, power
is shifting from the retailer to the shopper. As this happens, CG companies can
have a direct conversation with shoppers
and shape demand in new ways. However, this will not happen in a traditional
CG organization. Why? They are not prepared to embrace the transition. Rather,
companies need to be:
• Open. Encouraging direct dialogue
can have the greatest impact. Instead,
we tend to wall off employees. I have
been to 18 organizations in the last
month where employees cannot access
social technologies from their work

Practice Director, Supply
Chain Strategies; BOVC
IDC Manufacturing Insights

“BOVC manufacturing supply chain
organizations will begin to recognize
the importance of responsiveness in an
unpredictable business environment.”
If there’s one thing the global recession of
2008 and 2009 taught us, it’s that demand
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fluctuations are hard to predict. Consequently, Brand Oriented Value Chains
(BOVC) manufacturers and retailers are
working hard at improving forecast accuracy for both branded and privatelabel products.
This response makes perfect sense,
or does it? In a recent supply chain survey of U.S.-based manufacturers and
retailers, we asked about top supply
chain initiatives. At the very top was
improving product quality (certainly
consistent with stated supply chain
goals), but the second and fourth (third
for retail) priorities reflect an interesting
interrelationship between improving
demand forecasting and improving responsiveness that we’ve been advocating for some time now.
Certainly, it should be important to
improve demand sensing and forecasting capabilities (particularly if your company lags behind competitors), but it’s
equally important to respond quickly
to the inevitable unanticipated changes
to that forecast. In other words, it’s increasingly important, given market and
demand volatility, to have the ability to
be more responsive to demand changes
in the marketplace.
In 2011, BOVC manufacturing supply
chain organizations will begin to recognize the importance of responsiveness in
an unpredictable business environment
and begin to make both structural and
IT changes to facilitate flexibility. Investments in improved responsiveness will
drive greater business returns.
S&OP has a critical role to play
here, given its ability to drive a consensus plan from both the demandside forecast and the supply-side constraint planning, as do more adaptive,
short interval planning capabilities
for quick response and scenario development (gap closing or “what-if”
modeling). But it is also about having
visibility into inventory productivity
and capacity trade-offs.
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EVP, Sales & Customer Marketing
Fusion Brands

“We have a huge number
of options that make developing, collecting and exchanging ideas as easy as
typing on your keyboard and
hitting enter.”
How companies market to consumers is
going through an evolution of epic proportions. New capabilities, like social
media, have put consumers in charge
but have also given us the ability as marketers to speak directly and in a very
personal way to consumers. The challenge is to best take advantage of the
opportunity to get closer to consumers
than ever before.
At Fusion Brands, we’re making
our first foray into the mass market
with Veripur. It’s a new hand sanitizer
that not only kills germs instantly but
protects you against germs for up to
four hours. And rather than drying out
your skin, Veripur is a fantastic moisturizer. Really! So we clearly have a
terrific story to tell through traditional
media. But we’re complimenting traditional media with a big digital and
social media campaign. We also have a
great story to tell with Veripur via word
of mouth. It’s been amazing to see the
Veripur story spread virally through
the most influential Mommy bloggers
and authorities, like Dr. Jim Sears from

the TV show “The Doctors”. The results
are outstanding. After launching exclusively at Walgreens, virtually all of the
display and open stock merchandise
sold before the end of the week!
I’m not saying traditional media
no longer works or doesn’t have an
important place in an overall marketing strategy. But now we have a huge
number of options that make developing, collecting and exchanging ideas as
easy as typing on your keyboard and
hitting enter.
These technologies can no longer be
overlooked and companies need to devote equal if not more time and effort
to digital and social media as they do
to traditional media. Are you exploiting
these new technologies, or are you fearing them and watching your competitors
gain market share?

Director of Business Solutions, Consumer Markets
Tata Consulting Services

“The business of doing
business has never been
so tough. A good business
strategy is dependent upon
a good information strategy.”
Information as a business resource is the
most important asset you can have. Yet,
business in this so-called “Information
Age” will not get any easier. Changes in
the way we work, communicate, create,
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promote, deliver products and services
will be profound. The management, utilization and communication of corporate information and the knowledge that
comes from it are now critical to success.
Information, well used, can provide
tangible P&L results. In CG, consider
the following:
1. Companies implementing trade
promotion optimization (TPO) are
seven times more likely to increase
profitability.
2. Retailers lose approximately 6 percent of sales due to out-of-stock
conditions. External and internal
information-driven supply chain
optimization can offer real, low-cost,
revenue opportunities for both retailers and suppliers.
3. Studies show that knowledge workers spend 15 percent to 30 percent of
their time seeking specific information, with fruitless searches costing
the Fortune 500 alone as much as $8.5
billion a year!
The asset value of information depends
upon a viable “information strategy”. The
question we must now ask ourselves is:
“What is that strategy?” An information
strategy, well thought through and clearly
articulated, could be the most important
trend for the second decade of the 21st
century and demands urgent attention.
A short checklist includes:
• Data throughout the enterprise should
conform to common standards.
• Integration and scalability are critical
considerations.
• The data platform must deliver a
universal and consistent customer
experience.
• There should be a balance between
business needs and IT capabilities,
meaning business and IT stakeholders must agree on vision, alignment,
phasing, socialization, maintenance
and support.
So, what is your company’s information strategy?
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Leader, Global Consumer
Products, Retail & Distribution Sector
Capgemini

“The exponential growth
and adoption of consumer
technologies will drive
new levels of service
demands by shoppers
and consumers.”
The following questions are intended
to challenge your company’s strategy
toward engaging with consumers:
• How would your company survive a
negative social network viral attack?
• Is your company really differentiating between “shoppers” and “consumers”?
• Who else is providing information
about your brands or stores to consumers and shoppers?
• How do you create transparency with
consumers while maintaining control?
In 2011 and beyond, shoppers
will become even more empowered
through the use of new technologies.
The growth of mobile features and device convergence such as smart phones
will drive mobile commerce. At the
same time, store visits will be enhanced
by dynamic digital displays and personalization through hand-held devices or consumer phones. The use of
these tools will impact not only consumer behavior but also the buying

behavior of other consumers as the use
of social media spreads.
The exponential growth and adoption
of consumer technologies will drive new
levels of service demands by shoppers
and consumers. We will see the rise of
a stronger Web-based service economy,
giving consumers greater choice of shopping options and improved transparency. In this environment, consumers
will demand services 24/7.
Keys to success will be selecting the
right social communities to interact with,
managing communication on the sites,
and determining how to leverage the
huge amounts of online consumer data.
Consumer products and retail companies will need to become more transparent and collaborative in their interactions
with shoppers while keeping a close eye
on privacy concerns.
The consumer will be in the driver’s
seat, and the challenge will be to maintain
a true two-way dialogue with consumers
and shoppers — and to be responsive to
their changing needs.

Research Vice Presidents
Gartner, Inc.

“Yes, social media is here to stay.
Just know that some of your spaghetti
is going to stick, but a good chunk is
going to end up on the floor.”

Review & Outlook 2011
Social media has been thrown against
the wall in rapid-fire fashion as eager marketers seek to energize their
brands on a shoestring budget. Like
railroads during the industrial revolution and transoceanic phone lines in
the dotcom era, there will be a portion
that will remain. However, we believe
that more will peel than will stick.
Top reasons for “the peeling”:
• The newness will simply wear off.
• ROI will prove elusive.
• Social media is driven more by marketers than consumers.
• Privacy will become important again.
Top reasons for “the sticking”:
• The Personal Touch. Social media that
is “context aware” or delivers relevant
messages depending on what you are
doing will always be new and fresh.
• Online communities that facilitate
meeting in the offline world. More live
interactions within social media communities, called “Meet Ups”, are popping up all over the country. Think of
them as modern-day salons.
Here is what we recommend you attempt in your social media efforts:
• Stay focused on your brand strategies and not the latest social media
platform. Different social media platforms lend themselves to different
objectives and applications.
• Be authentic in your use of social
media. Focus on delivering personalized content and content that offers value to their lives.
• Stay current on vendors who are developing social media analytics tools.
• Think about risk management. Viral
campaigns, like human behavior, can
be uncontrollable.
Yes, social media is here to stay. You
can’t afford to ignore it, but there is also
risk in being overly speculative given its
constantly evolving nature. Just know
that some of your spaghetti is going to
stick, but a good chunk is going to end
up on the floor.
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VP, National Retail Sales
Coca-Cola Refreshments

“As CG suppliers, we must
put the retailer’s business
challenges front and center
when developing solutions
that meet consumer
demands.”
As CG suppliers, we must put the retailer’s business challenges front and
center when developing solutions that
meet consumer demands. To be a retailer’s most valued supplier, we must find
answers to these challenges:
Expanding to New Markets: Many
retailers are making moves into new
markets, like China. At the same time,
others are pulling back and focusing on
their home markets. What products and/
or experience can the CG supplier offer
in a retail partnership to generate a successful foray globally?
Online Shopping: E-tailing is viewed
as a compliment to brick-and-mortar
outlets and must be part of a retailer’s
strategy. How can CG suppliers facilitate
growth of this channel for the retailer?
How do your social media activities link
to the retailer’s?
Differentiated In-Store Experience:
Retailers are investing in superior customer service, in-store product sampling/education, additional service staff
and over-the-top value adds. How can
CG suppliers enable this strategic prior-

ity (differentiated packaging, product
sampling, testing programs)?
Differentiated Social Media Experience: Retailers are investing in social
media platforms to develop one-to-one
relationships with the consumer and
build brand, product and service awareness, among other things. This is an opportunity for CG suppliers to help build
consumer awareness and engagement
about its products/services.
Raw Material Costs: There is a need
among retailers and suppliers to raise
prices to address input costs yet offer perceived value to the shopper at
a price that will move product. What
best practices can you share with the
retailer? What steps can be taken to
manage costs that are typically passed
to the consumer?
Mergers & Acquisitions: M&A activity is picking up in retail. How can
suppliers flexibly adapt to a changing retailer landscape? How do you react when
a partner is acquiring or being acquired?
Green: Retailers and CG suppliers
alike continue to look for ways to demonstrate environmental awareness. What
best practices can be shared between
partners? How is the partnership making a difference in the community and
environment? What are the metrics?

CIO
Maple Leaf Foods

“As Canada’s leading meat and bakery
company, we have an important role
to help our customers realize business
goals and deliver high-quality, innovative products to consumers.”

To build sustainable value, Maple Leaf
Foods is focusing efforts in two key
areas: establishing a competitive cost
structure to strengthen profitability,
and driving innovation and deeper
customer partnerships to deliver sustained growth.
The significant rise in the Canadian dollar has leveled the playing field with U.S.
food companies, and Canadian manufacturers must maintain strong competitive
advantage through increasing productivity. We are implementing a plan that will
significantly improve efficiencies by building scale in our plants and enabling us to
access world-class technologies.
On the innovation front, health and
nutrition is a primary focus for product
development to meet consumer demand
for healthier, convenient meal solutions.
Maple Leaf is the first Canadian national brand to address the consumer
trend toward simple, preservative-free
foods with the introduction of Natural
Selections — sliced meats made with
simple ingredients and no added preservatives. On the bakery side of business, Dempster’s is the leading brand of
higher nutrition bakery products. Dempster’s Rye bread was recently launched to
deliver a softer, fresher tasting rye bread
that is low in fat and a source of fiber and
eight essential nutrients.
As Canada’s leading meat and bakery company, we have an important role
to help our customers realize business
goals and deliver high-quality, innovative products to consumers. We built
ThinkFOOD!, a state-of-the-art product
development facility, to drive innovation
and build deeper customer and consumer insights through hosting customer
ideation sessions, working together on
product development and merchandising concepts, and learning about new
food ideas. It is the only facility of its kind
in Canada and reflects our commitment
to turning consumer insights into exciting and relevant new products.

US Technology Practice
Leader, Consumer Products
Deloitte Consulting LLP

“While no sub-sector will
be spared, the food and
beverage sector appears to
be the most likely to incur
significant cost increases.”
The global CG industry is expected to
face continuing volatility in product input
costs. While no sub-sector will be spared,
the food and beverage sector appears to
be the most likely to incur significant cost
increases.
Corn prices have more than doubled
over the past six months. Food ingredient
commodity staples are at historically high
price points. Weather pattern shifts have
put fresh produce crops under strain. And
rising fuel costs drove up the cost of network distribution.
Compounding the situation will be an
increased pressure from consumers and
retailers to hold prices steady, driven by
the slower than anticipated recovery of
jobs and a stagnation of wage increases.
The net result is that CG companies are
going to face significant pricing and margin pressure.
So what options exist? CG companies
should take action on four fronts.
1. Carefully and comprehensively evaluate all commodity sourcing options
and contracts. Keep in mind food and
product safety, potential reformulation and packaging considerations.

2. Understand the economics and total costs of serving customers and
consumers.
3. Rationalize the portfolio of products
and services to leverage product mix
and margin.
4. Undertake a strategic pricing and
margin management program, taking into account customer segmentation, promotional intensity, impact
and return, and where price increase
thresholds exist.
An organization will require ready
access to deep analytical information to
enable decisive action. Business intelligence tools that provide insight and
leading indicator access to all decisionmaking levels of an organization will
be essential. Executive KPI monitoring
via dashboards, modeling and analysis
tools, and an instantaneous ability to
view cost, margin and volume information by functional management, are
expected to become the new normal for
CG companies.

VP, Sales & Marketing - Retail
Precision Foods

“Consumers are requiring
a value proposition, but
they are not willing to
compromise in quality.”
The following are the drivers of concern
for the consumer packaged goods business at Precision Foods:
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Food inflation: The cost of food
has changed for the foreseeable future.
Food inflation is here and will stay
for as long as we use traditional food
crops for energy as sources. The cost
of food has been taken for granted so
much that the cost to feed a family is
now a low-cost option. Not likely an
option for the future. We are to some
degree at the mercy of commodity
pricing. We are trying to smooth this
cost issue.
Government Mandates in Labeling of Ingredients: Consumers are
looking for simplicity in their lives
and their food. Thus, simplicity in label ingredients is an option that consumers are looking for. If manufacturers and the government can work
together on this without a mandate,
the consumer will win. However, if
labeling is mandated, the cost to meet
this mandate will ratchet up the food
inflation problem already boiling. We
are watching how larger CG companies are addressing this point.
Value Proposition: Value proposition is a consumer demand. Consumers are requiring a value proposition,
but they are not willing to compromise
in quality. Pack size in the short term is
an option that we see many CG companies taking. Longer term, consumers will have to pay for the qualities
and trade off in other parts of their
lifestyle demands to enjoy a higher
quality food at a reasonable part of
their operating budget.

President
Innovationedge LLC
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“Leveraging the crowd…
is a very powerful, emerging
capability that differentiates
companies from their
competitors and increases
business value.”
In 2011, we expect “target marketing” to
be more important than ever. Successful
businesses understand that a limited
number of people will buy their product
or service. Profitable businesses work
hard to determine who their customers
are and who will buy their product. They
will then “target” their marketing efforts
and dollars toward them.
Many industries, including the CG
industry, have been changed forever by
emerging networks. These networks allow people to:
• Learn about your products and services in a new way
• Rave or complain about your product
or service at the point of interaction
• Show their loyalty for or protest
against your product or service
Smart businesses are learning to
use these networks to improve their
products and services and to hone
their target market. Companies can
now go beyond traditional marketing
services, like print ads, TV and radio
commercials, and static Web sites, to
connect directly to their customers.
Services, like Facebook, Foursquare,
Gowalla, Yelp and Groupon, allow
for enhanced relationships especially when it comes to local commerce.
Crowdsourcing is becoming more
than just a buzz word. Leveraging the
crowd, or crowd-derived product/
service development, is a very powerful, emerging capability that differentiates companies from their competitors and increases business value.

Recently, Innovationedge collected
data from our biannual “Innovation
Industry Pulse Poll”, sent to a highly
targeted group of executive and management-level innovation professionals
from global organizations. The results
point toward a greater shift in collaboration and crowd sourcing than ever before. 53 percent of those surveyed also
believe their company will be more innovative in the way they market in 2011.
It is evident that there has been a significant shift in the way organizations are
marketing today compared to past years.
New marketing strategies will be focused
on online marketing tactics, including social
media, robust Web sites, blogs, online advertising, search engine optimization, mobile marketing and Quick Response codes.
One survey respondent even indicated that their organization will “integrate
digital and social media into their overall
product designs”, indicating a shift in the
market place that will have a significant
impact for the CG industry this year.

AVP, Consumer Packaged
Goods
Infosys Technologies

“Digitally-enabled
organizations will be the
real winners with digitallyenabled consumers in
this volatile and changing
business environment.”

The business environment today is challenging and changing. Companies are
faced with both economic adversity and
consumer adoption of digital and mobile
technologies for buying decisions. Imminent price inflation will add to this
complexity. Success in this environment
requires understanding of a new consumer behavior focused on value and the
power to compare, contrast and decide
with information from a digital world.
In order to be successful with this new
breed of informed consumers, companies must quickly adapt to the needs of
technology-savvy and increasingly socially aware consumers. The ability to
engage, convert and retain consumers at
home and in store using conventional and
digital media will determine the winners.
To successfully engage and engender
loyalty with this new consumer, companies need to successfully execute multichannel strategies and take advantage of
tools that allow them to create a smarter
and more efficient business model. Analytics are critical to understanding target
consumer habits and behavior. Companies are progressively using tools, like
Infosys’ ShoppingTrip360, to understand
and adapt to shopper trends and behaviors in real time at the point of purchase.
This knowledge then must be integrated
with the other technologies and tools
that support the entire value chain from
sourcing to point of sale.
To be truly competitive, CG organizations must now be able to collaborate
seamlessly across the value chain, shorten the time to launch innovation, and
reach out to the consumers with targeted
and relevant information through evolving and non-traditional channels. This
will require prioritizing IT investments
as well as leveraging an ecosystem of
partners.
Digitally-enabled organizations
will be the real winners with digitallyenabled consumers in this volatile and
changing business environment.

Consumer Products Practice
Leader
Clarkston Consulting

“Rising commodity costs
are having a huge impact
on pricing strategies and
are forcing CG executives to
walk a tightrope, balancing
top-line sales growth versus
bottom-line margin growth.”
Looking ahead, with grain prices increasing before the first seeds have gone
into the ground and fuel costs rising well
ahead of the summer driving season,
indications are that commodity prices
are on their way to all-time highs. For
example, Coca-Cola’s recent earnings
report highlighted that higher prices for
sweeteners, aluminum, juice and plastic
will translate to costs rising up to $400
million in 2011.
These rising commodity costs are
having a huge impact on pricing strategies and are forcing CG executives to
walk a tightrope, balancing top-line
sales growth versus bottom-line margin
growth. While leading companies such
as P&G, Sara Lee, Hershey, Colgate-Palmolive and General Mills have recently
announced plans to pass along price increases, they are doing so at a time when
salaries are basically stagnant and, with
living costs climbing, real wages are actually falling. Without true product inno-

vation and differentiation, raising prices
increases the likelihood of consumers
trading down to store brands.
In light of these market dynamics,
companies will need to consider alternative options to maintain their margins. Most will need to cut costs to keep
margins from slipping, finding efficiencies in other areas of their organization.
Short of simply accepting lower margins
on certain products, executives could
use rising commodity costs as a reason
to rationalize lower margin products,
strategically hedge prices with longterm contracts for core commodities,
or focus innovation pipelines on higher
margin products. This could include
improving product and portfolio management, increasing ways to collaborate
with suppliers and customers to drive
reductions in inventory, cost and waste
and improvements in lifecycle management tools and processes to more effectively bring products to market.

Global Head of CPG Consulting
Wipro Business Advisory Services, Wipro Limited

“As CG companies continue
to create one-to-one
relationships with consumers
and shoppers, they have
a unique opportunity to
directly sell their goods
and services.”
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Direct-to-Household (D2H) will start
to become a reality for CG companies. It’s already occurring in electronics, apparel, beauty supplies and
the list of segments will continue to
grow. Why have these segments led
the charge? Many also own retail outlets and understand the power of the
main decision maker — the shopper.
Why will this spread throughout the
rest of our industry? As CG companies
continue to create one-to-one relationships with consumers and shoppers,
they have a unique opportunity to
directly sell their goods and services.
In the past, the lack of available data,
proper systems and an understanding
of consumers inhibited this opportunity.
These items are no longer the hurdles.
The ability to directly reach the shopper, educate them, sell to them, crosssell/up-sell additional goods and services, and deliver it to their doorstep
within a few days is a 2011 reality. The
know-how in people, process, technology and organizations are available.
Social media, analytics-driven
consumer insights, better integration
and alignment of sales and marketing
functions, and the reality of a demanddriven value chain are all becoming
one holistic end-to-end approach to
better reach the shopper. Now that
shipping costs are minimal, another
hurdle is diminished.
D2H will occur in three areas first:
1. In major cities where getting to the
grocery store is time-consuming, expensive and usually a hassle.
2. In rural areas where getting to the
store is a destination.
3. Working parents who want to regain
time and give it back to their families.
Considering all this, the main hurdle
to adopting a D2H strategy is using “old
thinking” for new opportunities. Future
leaders will embrace and innovate in
these areas. Those that don’t will fall significantly behind their peer groups.
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Senior Executive
Accenture Customer
Innovation Network

“In 2011, high performers
in the CG sector will be
striving for credibility with
the consumer.”
Today’s consumers are more conscious
of value, savings, quality, convenience
and their own aspirations. Increasingly,
what they find relevant is based less
on mass communication and more on
what friends and colleagues say. Thus,
credibility with consumers will be crucial in 2011, both in products and communications.
Social networking and digital media
can build awareness at a lower cost than
traditional methods. Consumers advocate and market a credible product or
service. Equally, they make it known if
your offering is not credible.
The levers used to drive consumer
awareness will matter less as new mechanics emerge. Distribution of products to every store in every market is
less essential to reach consumers. Historically, 15 percent of sales went to consumer and trade promotion for brand
awareness and distribution. As the cost
of that brand awareness marketing and
demand generation shifts, CG companies will need to understand where the
next dollar is best spent, whether the
current allocation of resources is aligned
to that spend, and if they can improve

ROI by focusing on innovating credible
products or offerings.
To deliver credibility, CG companies
need to: leverage more sophisticated
analytics throughout the enterprise; deliver a clear strategy for the allocation
of resources and measurable goals to
deliver ROI from investments in new
marketing channels; and articulate the
value of new marketing investments to
retail customers, and internally, which
requires an operating model change and
tighter integration of sales and marketing functions and metrics.
Technology will be needed to provide flexibility and quick response time
for promotion planning and inventory
management, and to track and trace information throughout the value chain.
This will deliver credibility, not just in
compliance with food safety, but consumer satisfaction as well.

VP of Supply Chain, Wal-Mart
Division
Newell Rubbermaid

“We are making significant
investments in consumer
insights, product innovation
and marketing to build our
brands and differentiate
them in the marketplace.”
Optimizing the flow of product to the
shelf in line with consumer demand is one

of Newell Rubbermaid’s key focus areas
from a technology standpoint in 2011.
In order to achieve growth, optimize the flow of goods and continue
to gain space within retailers we must
look upstream in the supply chain to
understand key demand signals and
the consumer criteria behind those
signals. To make this work, we are emphasizing greater collaboration with
our retail partners. This drives better
transparency on the forces shaping demand and the supply chain processes
enabling successful execution at the
point of sale.
At the heart of this process is developing better consumer insights. By
increasing our dialogue with retailers about our brands’ value propositions, understanding purchase timing,
consumer profiles and a host of other
consumer insights, we can equip them
with better data to develop informed
merchandising strategies.
In return, as our retail customers
share deeper information on operational processes and are more transparent
about supply chain challenges, we can
codevelop better execution plans. The
result is better decisions, reduced risk
and increased sales.
To capitalize on this growth opportunity, Newell Rubbermaid is significantly
investing in consumer insights, product
innovation and marketing to build and
differentiate our brands in the marketplace. We are training associates to have
more consumer insights-based dialogues
with customers around this information
through a new strategic selling program.
Our goal is to create a win-win by
providing retailers with insights into
the target consumer for our brands and
integrating them with their merchandising strategies and shopper data. By
helping our retailers connect the dots
with more data, they will be more successful and see Newell Rubbermaid as a
more valuable business partner.

Director, Cognizant Business
Consulting, Consumer Goods
Practice
Cognizant

“If there is one business
improvement initiative that
CG companies need to look
at in 2011, it is trade promotions spend effectiveness.”
The economic downturn caused a dramatic shift in the business landscape
for CG companies. Cognizant’s trade
promotion research indicates shoppers
are far more choosy, sophisticated, and
knowledgeable about products. And
today’s shopper is not averse to switching brands in the pursuit of better value.
CG companies are also dealing with
retailers that are putting tremendous
pressure on them to absorb margin
shrinkage. Retailers are looking more
like competitors than partners thanks
to increasing private-label brand range.
Lastly, CG companies are dealing with
a complex landscape of multichannel
integration, game-changing technology
innovations and a complicated regulatory environment.
Under these circumstances, CG companies need to improve effectiveness and
optimize costs in areas of their business
that matter most. Industry studies indicate that close to 15 percent of CG companies’ revenue is spent on trade promotion. Much of this spend — more than 60
percent based on our research — is not

analyzed or poorly analyzed, leading to
undercontribution and wastage.
If there is one business improvement
initiative that CG companies need to look
at in 2011, it is trade promotions spend
effectiveness.
We know effective trade promotion
optimization (TPO) drives top and
bottom-line performance. As trade
promotion spending is optimized,
non-performing trade promotions are
scaled down and eliminated. CG companies need to apply the same level
of rigor to below-the-line marketing
tactics as above-the-line marketing
programs. They also need to go beyond tactical simulation and look at a
broader optimization strategy based on
powerful analytics and business rules.
CG companies that embrace TPO will
build global views of optimized overall
trade spend across promotion events,
customer accounts and product mix to
collectively deliver superior ROI and
shareholder value.

Senior Executive Advisor
Booz & Company

“Companies that enhance
the capabilities of their
salesforce create an
asset that yields competitive
advantage regardless of
economic or competitive
conditions.”
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As CG companies head toward mid-year
2011, it’s clear that rising commodity prices coupled with higher gasoline prices are
forcing CG manufacturers to consider
price hikes to protect their bottom lines.
These price hikes, set against a backdrop
of continued pressure in the housing and
job markets, will undoubtedly increase
consumer price sensitivity. These challenging circumstances have many executives searching for ways to generate topline growth by winning market share.
During the recession, many CG companies began to address the growth
challenge by investing in technologies
designed to increase sales force effectiveness. A Booz & Company survey conducted in 2010 revealed that a significant
number of CG companies were investing in technologies designed to increase
salesforce efficiency, productivity and
effectiveness. They have been concentrating efforts on four key areas:
• Improving in-store business intelligence through higher quality, more
timely data enabled by mobility solutions and improved processes
• Increasing the speed and quality
of decision-making through adoption of analytics software, delivering improved post-event analysis
tracking and trade promotion optimization tools
• Leveraging shopper marketing initiatives to increase the effectiveness of
account teams at major retailers
• Looking for ways to improve and
harmonize global trade promotion
processes and systems
A large number of CG firms have initiatives underway across several of these
categories, potentially overwhelming
the salesforce with too many programs
at once. However, the research indicates
that executives are actively trying to
manage this risk. Specifically, executives now appreciate the need to support
software implementations with business
process improvement, skill set develop-
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ment and internal change management
programs, resulting in a higher degree of
user acceptance and adoption.
Firms who follow a considered, deliberate approach to increasing salesforce
effectiveness are more likely to realize
financial objectives. These benefits will
likely last for years, as companies that
enhance the capabilities of their salesforce create an asset that yields competitive advantage regardless of economic or
competitive conditions.

SVP, Consumer Products Practice
Hitachi Consulting

“Consumers are taking an
active role in stating not
only what products they
want, but how they should
be made and where they
should be provided.”
This is the year that CG companies must
recognize and respond to more sophisticated customers. As rising prices for
food, energy and other commodities
reduce disposable incomes, customer
awareness is at an all-time high with online resources and social media driving
real-time feedback on virtually everything imaginable.
Recently, manufacturers hunkered
down in an effort to financially survive
a devastating economy. Those companies that fared well did so largely from a

combination of brand recognition, product differentiation and operational efficiencies. With revenues flat or declining,
many focused on operational efficiencies
of cost cutting and process improvement.
Now, these companies need to switch
some energies and investment dollars
from toward external areas that directly
benefit customers.
We’re seeing that consumer sophistication is at an all-time high. Through
the emergence of real-time information
tools, global online access and online
social networking sites, consumers have
near-immediate access to information on
virtually anything they seek. In addition,
they have a direct communication channel to manufacturers.
Leading brands are not only being
evaluated on the quality of their products
and innovation, but also on the services
and experiences they offer. When a product is purchased and brought home it is
no longer the retail/distribution outlet
that is expected to provide support, but
the manufacturer, which must respond
to questions through vehicles that are
expected to be fast, effective and friendly.
As we move into 2011, we’re seeing
that consumers are not waiting until they
make a purchase to communicate what
they want. They proactively communicate expectations for product quality,
price, service and even related purchases
to the manufacturer. Clearly, those desires
do not just end with product quality. They
also provide feedback on product innovation, nutritional benefit, environmental
impact and community responsiveness.
Consumers are taking an active role
in stating not only what products they
want, but how they should be made and
where they should be provided.
Manufacturers that embrace technologies that help listen to consumer
feedback, respond quickly to demand
signals, and provide products and services that address customer’s desires,
will emerge as leaders of tomorrow.

