
A Road Map For Change



• Underline the need for a TPM 
solution

• Understand the dynamics behind 
process changes and software 
application

• Provide a roadmap for a successful 
TPM implementation

What We Will Accomplish



• Background and experience
• How to identify the need
• Process for change
• Measure success
• Learning's

Agenda



Background

• Over fifteen years in Consumer 
Products sales and trade planning
–Nabisco
–Fujifilm USA
–Kraft Foods
–Pinnacle Foods
–The Hain Celestial Group

• Trade Promotion Management

Matt Bennett



• Headquartered in Melville, NY
• Sales in North America and Europe
• Leading natural and organic food and personal 

care products company
• Brands include: 

– Health Valley®
– Terra®
– Garden of Eatin’®
– WestSoy®, Earth’s Best®
– Spectrum Naturals® and Spectrum Essentials®

BackgroundThe Hain Celestial Group



Why a TPM Solution?

• Checkbook to manage our funds
• Need to be savvy to our environment

– Retailer
– Distributor
– Sales Person

Identify
the Need

““Manage your business like you manage your Manage your business like you manage your 
personal checkbookpersonal checkbook””



Real-Time View and Access
• More Profit Focused

– Mature sector
– Not only focused on volume
– Bonus-driven

• Maximize strategy
– Exploit opportunities
– Shift tactics where needed
– No surprises

Identify
the Need

“One Stop 
Shopping”



The Need to Shift Paradigm
• Before

– Volume driven
– … at any cost
– Bonus structure

• Now
– Closed-Loop TPM solution
– Profit driven
– Bonus structure

Identify
the Need



Efficiency of Trade Spending

• Not necessarily reduce trade spending
• Drive profitable volume with same $ spend
• Identify & Eliminate Poor Performing events
• Exploit/replicate high profit building plans
• Need “Closed-Loop” system

Identify
the Need

“Bigger Bang for the Buck”



Complexity of the Business

• Categories
• Accounts

–Go to market
• Flexibility to grow—

Acquisitions

Identify
the Need



Organization

• Senior Management Support
• Strong Project lead
• Be prepared to make difficult decisions
• Cross functional involvement
• Need right people

– Entrepreneurial spirit
– Profit driven

Process for
Change



Need for Consulting
• Before, During and After
• Tunnel Vision
• Upper Management listens to experts
• Conduct a Business Process 

Assessment
– Measure against industry best practices
– Adopt process recommendations to close 

industry gaps

Process for
Change

“Streamline the Chaos”



Training is Critical
• Hands on training

– Preparation
– Execution
– Reinforcement

• Follow-up training
– New personnel
– “Train the Trainer”
– Advanced training including best practices
– Software enhancements and process changes

Process for
Change



Closed-Loop Benefits

• Visibility
“One View of the Truth”

• One-Stop Shopping
– Reduce Silos and Confusion
– Improve Workflow

• Category Leadership status
– Fact-Based

Measure
Success



What Customers Drove 
the Profit?

Measure
Success



How are We Projecting to finish
the Quarter?

Measure
Success



Learnings

• Utilizing spreadsheets
• Manual Planning process
• Fragmented visibility
• Limited ability to analyze activity
• Many versions of the Truth
• Human Error
• Communication Breakdown

Where Were We?



• Trade spending remains a large line 
item

• Account P&L capability
• What-if scenarios
• Analyze promotional activity
• Ability to adjust strategy & tactics
• Planning the business, not just 

planning promotions

Where Are We Today… Learnings



• Consistent look
• One truth—same system for all
• Automated process
• Visibility of plans and results

How Did We Get Here? Learnings



• A need for a Closed-Loop 
system

• Forced Discipline
• Plan the business and not just 

promotions
• Paradigm shift

LearningsLearn From the Experience



Questions???


