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INTRODUCTION

Retailer Consolidation 
through purchase or merger 
forces CPG manufacturers 
into situations where they 
have to defend historical 
practices between the 
transaction partners.

CHAPTER ONE

There are various headwinds which are forcing manufacturers to sharpen their ability to 
understand every penny that is being spent with retailers. Not just above the net sales line, 
but below the line where retailers are starting to make demands. Those headwinds include:

The Declining Center Store
Center store categories are 
declining at high single digits 
rates and manufacturers are 
being challenged to spend 
more under the guise of 
growing revenue. In the end, 
sales lifts are not sustained 
and bottom line profit is 
suffering.

Source: AC Nielsen, Acosta (Tipping point for center, 2015)

Health and Wellness  
Less processed, healthier 
foods

Shopping Experience
Customer service,  
meal planning, quality

Eating at Home
Economy, family time

“Race Track” Effect
More shopping time spent 
in store perimeter

Turf Protection Strategies
Whole Foods, Fresh Market, 
Farmers Markets

1

2
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Deep Discounter Growth
Aldi and Sav-A-Lot have had 
a marketplace impact here 
in the U.S. for some time.  
As Lidl enters, private label 
will continue to put pressure 
on brands to create value 
that supports a favorable 
price gap. Price architecture 
management becomes more  
and more critical.

Acceleration of On-Line
Servicing the needs of
on-line business has resulted 
in margin pressure on the 
lower end of the P&L in the 
form of higher logistics costs, 
requests for extended terms 
and increasing pressure
on discounts.

Expanding U.S. Footprint

CPG companies are facing challenges that they have never faced before and the solutions will 
require a broader set of Trade Revenue Management capabilities then have ever been present 
within those companies. This white paper will advise on the current state of CPG companies 
relative to progress against critical Trade Revenue Management competency.

Further, we surveyed CPG companies against some of the issues they face relative to these 
headwind issues. Lastly, we will review several of the more challenging areas within the survey 
and provide solutions and guidance based on our experience in helping manufacturers.

&

3

4
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BACKGROUND ON THE CHALLENGE 

CHAPTER TWO

Dale Hagemeyer and Mike Kantor at the Promotion Optimization Institute (POI) have continued 
to remind us, based on their recent survey results, that Trade Revenue Management challenges 
persist. The needed capabilities within organizations, despite investment, better technology/data 
and continued effort, have yet to provide sustained excellence.

In a recent survey conducted by POI, the following reminders persisted against building Trade 
Revenue Management capabilities to sustain CPG companies against these industry headwinds.
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FACT 1 Companies still are unsatisfied with their ability to manage trade promotions.
Survey question: You are satisfied with your ability to manage trade promotions

FACT 2
Post event analysis is a continued challenge.
Survey question: Your post event analysis process is automated so that reports 
are automatically populated and you can view as many promotions as you want as 
often as you want.

FACT 3
Even when a “good plan” is put together, execution and compliance is an issue.
Survey question: Putting together a good plan, but not getting retailers to 
execute it as agreed upon (in other words, having compliance issues).

8%

38% 40%

12%

2%

Extremely Dissatisfied Dissatisfied Somewhat Satisfied Satisfied Extremely Satisfied

Extremely Dissatisfied
Dissatisfied
Somewhat Satisfied
Satisfied
Extremely Satisfied

29%
34%

18%
14%

4%

Strongly Disagree Disagree Somewhat Agree Agree Strongly Agree

Strongly Disagree
Disagree
Somewhat Agree
Agree
Strongly Agree

1%

9%

29%

48%

13%

Strongly Disagree Disagree Somewhat Agree Agree Strongly Agree

Strongly Disagree
Disagree
Somewhat Agree
Agree
Strongly Agree

Source: The POI  2018  TPx and Retail Execution Report
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EXCEEDRA/TPG JOINT TRADE REVENUE 
MANAGEMENT SURVEY CONSTRUCT  
AND RESULTS

CHAPTER THREE

Exceedra and TPG fielded a survey during the late September to mid-December time period in 
2017. This survey reviews the capabilities and practices that we believe should be in place at CPG 
organizations to effectively address the headwinds we discussed at the outset of this paper.   

Given the industry pressures, these core practices expand beyond classic trade investment 
to include other areas. For example, eCommerce may not be a large part of the business for 
companies in core CPG categories, but the effort to service this business and the impact on trade 
strategy and P&L’s, we can tell you first hand, is already being felt.
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More details regarding the survey can be found in the Survey Report Notes section at the end of  
this paper. The survey consisted of 17 questions. Respondents were asked to rate their  
company’s performance from 1 to 4 with 1 being Poor and 4 being Excellent. The questions  
covered were as follows:

• Q1 Brand and promoted group pricing 
guidelines: Clearly defined relative to brand 
targets and competition across all channels. 
(aka Price Architecture) 

• Q2 Volume, net sales targets and trade rate 
budgets: Are provided to sales at least 4 
months prior to the start of our fiscal year. 

• Q3 Customer Segmentation/Prioritization: 
Drives the allocation of trade investment and 
other financial resources at our company.    

• Q4 Shopper Marketing: Is directed  
toward strategically important accounts 
and well planned with trade events at the 
account level. 

• Q5 Incremental funding: The criteria for 
evaluating it is analytical and ROI driven with 
post event analysis concluding the process. 

• Q6 eCommerce: Planning is integrated into 
the annual process and as clearly defined as 
any other customer plan. 

• Q7 Effective Customer Terms Mandate 
Negotiation: The company’s ability to 
effectively negotiate customer requests for 
extended terms and/or larger net discounts. 

• Q8 The company’s skill at controlling 
distribution related mandates, fines and  
fees from customers. 

• Q9 Settling customer claims: Our capability 
is well managed, timely and integrated and 
sales is appropriately involved in the process.

• Q10 Product, customer and sales  
hierarchy data: Are well maintained across 
our systems. 

• Q11 Trade Systems: Are effective at helping 
us maintain the financials around our trade 
plan (promotion dates/rates, etc) 

• Q12 Everyday Price: Our salespeople’s 
capability for managing and evaluating  
the correct price positioning in  
the marketplace. 

• Q13 Post Event Analysis: Clear internal 
process for completing and acting upon  
post event analysis (what’s working/ 
not working). 

• Q14 Trade Systems pre and post analysis:  
Systems are efficient and effective at helping 
us evaluate our trade investment, pre and 
post event. 

• Q15 Customer Promotional Practices: 
Our salesperson’s capability for managing, 
evaluating and improving customer 
promotional practices in the marketplace. 

• Q16 Trade Investment KPIs: Success KPIs are 
clear across the organization. 

• Q17 Upper management understands: 
The processes around Trade Investment 
Management and they are actively involved in 
organizational improvement in this area.
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We also asked respondents to rank the top 5 most critical areas by level of excellence and level of 
importance. The image below illustrates how this was presented in the survey:

Respondents answered as follows:

Far and away, respondents indicated low performance on Q14 Trade system pre and post 
event analysis as well as on Q13 covering the Process of Post event analysis. At a 67% and 56% 
dissatisfaction ratings respectively, clearly this shows both System based and Human based  
issues exist.

Question Percent Scored as 1 or 2 Rank
1.  Brand and promoted group priding guidelines 40% 11
2.  Volume, net sales and trade rate budgets 35% 14
3.  Customer Segmentation/Prioritization 35% 13
4.  Shopper Marketing 45% 7
5.  Incremental funding 40% 10
6.  eCommerce planning 52% 5
7.  Effective Customer Terms Mandate Negotiation 55% 4
8.  Controlling Distribution related mandates, fines and fees 56% 3
9.  Settling customer claims 31% 15
10. Product, Customer and sales hierarchy data 25% 17
11. Trade Systems 30% 15
12. Everyday Price 42% 8
13. Post Event Analysis 56% 2
14. Trade Systems pre and post analysis 67% 1
15. Customer promotional practices 42% 8
16. Trade Investment KPIs 48% 6
17. Upper management understands 38% 12

1. Brand and 
Promoted 
group pricing 
guidelines (1)

Rank #1 Rank #3Rank #2 Rank #4 Rank #5
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Controlling Distribution and Terms Mandates is another highlighted area of importance. For 
example, fees related to Retailer fines for missed or late appointments, truck unloading or 
lumper fees have been in existence for years. But new mandates related to Terms, Discounts and 
other non-distribution costs have begun to put significant pressure on P&Ls. 56% of Q8 Controlling 
Distribution related mandates, fines and fees respondents and 55% of Q7 Effective Customer 
Terms Mandate Negotiations are apparently feeling the pain.

Q6 eCommerce planning increased in importance since the early review of this survey presented 
at the POI conference in November 2017. Post POI respondents drove eCommerce solidly into 
5th place with a 52% poor execution score. We believe a portion of the root cause has elements 
that are people related as well as systems related. The people related elements include issues 
in properly placing eCommerce responsibility within their structure. We see eCommerce 
responsibilities within Shopper Marketing, Innovation or Marketing functions, many of whom are 
not familiar with developing a customer plan. From a systems perspective, we’ve shown that the 
highest ranking issues are related to trade systems so it is no surprise that as the business shifts 
between channels, there is no systematic way at many companies to plan, track, and analyze this 
effectively the impact to pricing, promotion, and profitability. Additionally, cost to serve charges 
such as increased Case Pick costs are creating uneven playing fields for e-retailer’s vs traditional 
brick and mortar type opportunities relative to cost to serve.

One other interesting take-away from the responses:         

0%

5%

10%

15%

20%

25%

30%

Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q13 Q14 Q15 Q16 Q17

Q2 Volume, net sales targets 
and trade rate budgets - 
TIMELINESS

Q10 Product, Customer and 
Sales Hierarchy Data (27%)

Q11 Trade Systems: are effective at helping 
us maintain the financials around our trade 
plan (promotion dates/rates, etc)

Respondents claimed above 25% excellence in only 3 areas
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The survey respondents reported that Q12 Everyday Price: Our salespeople’s capability for 
managing and evaluating the correct price positioning in the marketplace and Q15 Customer 
Promotional Practices: Our salesperson’s capability for managing, evaluating and improving 
customer promotional practices in the marketplace were middle of the pack at 42% each for 
combined bottom 2 box scores. We see, within many organizations, that sales people:

• Don’t believe the data due to issues with syndicated baseline and incremental or with the 
trade spend associated with ROI analysis 

• They have a hard time understanding the data well enough to explain alternatives to current 
practice and/or they are having difficulty determining the negotiables to  
use with accounts that will improve results 

• Don’t hold accounts to the performance requirements that were mandated for a given level of 
event trade investment.  

Clearly, despite the advances in system capability within the marketplace and the increase of 
data available,  manufacturers are still struggling to achieve excellence across the spectrum of 
Trade Revenue Management.

As stated, areas of struggle or excellence are different than importance. Given that reality, here 
is the way each question was scored from a CRITICALITY perspective. The “Most Important” areas 
listed in the grid below were scored by adding up the percentage of time that the question was 
scored highes as 1st or 2nd most critical. The Importance ranking was as follows:

Question Most Critical Top 2 Box Critical Rank
1.  Brand and promoted group priding guidelines 25% 9
2.  Volume, net sales and trade rate budgets 40% 6
3.  Customer Segmentation/Prioritization 24% 12
4.  Shopper Marketing 40% 6
5.  Incremental funding 8% 17
6.  eCommerce planning 44% 5
7.  Effective Customer Terms Mandate Negotiation 46% 3
8.  Controlling Distribution related mandates, fines and fees 15% 15
9.  Settling customer claims 25% 9
10. Product, Customer and sales hierarchy data 20% 13
11. Trade Systems 25% 9
12. Everyday Price 15% 15
13. Post Event Analysis 75% 1
14. Trade Systems pre and post analysis 65% 2
15. Customer promotional practices 17% 14
16. Trade Investment KPIs 29% 8
17. Upper management understands 44% 4
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The good news is that there seems to be an increasing Financial Management Acumen within the 
industry. Q9 Settling Customer Claims and Q11 Trade Systems dealt with the ability to manage 
finances through systems and close claims in a timely manner. Financial acumen is the primary 
concentration of most organizations relative to trade spend. CFO’s and Trade Managers do not 
want to be under accrued.  Despite the scores, we still see a high level of very conservative 
liability accounting to ensure that there isn’t a shortfall. But it often leads to “dead money” 
or money being returned to the company because it was being held for a liability that never 
materialized. This money could have been reinvested to drive sales.
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SOLUTIONS

CHAPTER FOUR

Our concentration from here on will focus on solutions to the top issues that we raised in  
the survey. Namely, those things that were deemed to be poor in competency and critical to  
the organization.

We will discuss the pathway to improved Post Event Analysis and a more complete approach to 
insure a clearer path to organizational and P&L transparency to improve Mandate Negotiations.

LOW Performance – 5 areas
(Composite of 1&2 Score) Ranked Top 5 Most Critical

Q14 Q13Trade Systems pre 
and post analysis Post Event Analysis 67% 75%

Q13 Q14Post Event Analysis Trade Systems pre 
and post analysis 

56% 65%

Q8 Q7
Skill at controlling 
distribution related 
mandates

Effective Customer 
Terms Mandate Negotiation

56% 46%

Q7 Q6Effective Customer Terms 
Mandate Negotiation eCommerce planning55% 44%

Q6 Q17eCommerce Planning Upper Management 
understands…

52% 44%

Q16 Q4Trade Investment KPIs Shopper Marketing48% 40%
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IMPROVING POST EVENT ANALYSIS (PEA)

23% of survey respondents reported that their companies were POOR and over half responded in 
the bottom half of the scale. This is directly in line with POI’s survey results.  Clearly, process is 
an issue here.  In our experience, some of the top issues include a process fragmentation in which 
there are limited to no insights used in the planning process to drive better plans.   When we 
say limited, this means where post event analysis is occasional or a point in time analysis when 
management asks “how did this specific promotion perform”.  We have seen some companies 
attacking the problem with “bolt on” or standalone tools or with manual brute force spreadsheet 
work using HQ teams to do the work and push to field sales.  This approach is very tough to 
sustain and doesn’t get the capability embedded in the sales planners process which is where it 
provides the most value.

This issue relates closely the response received on Q 14 on trade systems were we asked if your 
systems are efficient and effective at helping evaluate trade investment both pre-planning and 
post event analysis. 

The response was consistent with Q13.  21% stating this was POOR and 2/3rds responded in the 
bottom half of the scale; Clearly this remains an issue for many.

Q14. Systems are efficient  
and effective at helping us 
evaluate our trade investment, 
pre and post event.

Q13. Post Event Analysis
Clear internal process for 
completing and acting upon 
post event analysis (what’s 
working/not working).
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Clearly there is a need and desire to improve the process the systems supporting it. We suggest 
the following areas are important to consider: 

• Make it easier to enter and keep TPM up to date. The promotion entry also needs to be 
accurate based on how it will be actually be executed. This can be a challenge depending on 
how things are captured in the system. Part of the solution is  establishing rules on how to 
handle the entry, for instance situations like overlapping promotions.  

• Improve the ability to manage the base volume forecast. From an accuracy and ROI analysis 
perspective, the best practice is a statistically generated base forecast at the planned 
customer level. Many companies don’t have a good handle on this which can lead to after the 
fact manipulation to improve ROI.  

• Better transparency of EDLP spend when overlaying promotional activity. Promotional overlays 
drive incremental volume that you must also pay EDLP allowances, this additional spend needs 
to be part of the ROI analysis.  

• Get the right data sets for the major accounts to support customer business planning,  
this means adding consumption data.  This is an ever-evolving process that must be  
managed on-going.  

• Correcting the event detail after the fact can be a major challenge.  From a process 
perspective, there needs to be a balance and realization that what is entered should align to 
the desired post analysis. If you short cut the entry, it takes more effort on post analysis to 
truly understand resulting in a gap between what was planned vs actual. Correcting the process 
will improve misalignment but there will always be some retailers or buyers that will not stick 
to the agreed dates or suggested promotional pricing.

When you attempt to integrate a traditional TPM with  
Bolt On solutions it can lead to many integration issues  

or simply a non-sustainable process for the sales planners.
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One of the reasons these issues are so persistent is because of the legacy process and systems 
that remain at many companies. When you attempt to integrate a traditional TPM with Bolt On 
solutions it can lead to many integration issues or simply a non-sustainable process for  
the sales planners. 

The traditional TPM system communicates the internal view of the trade plan based on 
shipments. This has forced field sales to manage customer business planning outside of TPM 
typically in spreadsheets using POS or Syndicated consumption data. The result is a fragmented 
process in which often the TPM plan is often not kept update. This makes it difficult to reconcile 
post event analysis after the fact, and even more difficult if the analysis done by someone other 
than the account manager.

I’ve seen some companies take the “bolt on” tool approach for Trade Promotion Optimization 
(TPO) or post event analysis (PEA) with limited success. Both TPO and PEA, require consumption 
and shipment data which if not properly mapped and aligned to the planning, results in 
misalignment. Though this approach can provide some insight, it is not a sustainable approach 
because swivel seat duplicate entry, difficulty managing the base volume forecasts, date 
misalignment from TPM, or difficulty reconciling and mapping separate solutions with different 
data sets and hierarchies.  

As a result, we’ve seen companies using HQ analytics resources to provide post event analysis 
to the field instead of the field sales that is closest to the customer doing this analysis. In 
other words, the person doing the planning is not responsible for PEA limiting ownership and 
accountability.

Traditional TPM +“Bolt On Approach”= Issues and Non-Sustainable Process
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Case Study – Best Practice Approach For Integrated Business Planning
We worked with a client to resolve the issues mentioned above by integrating business planning 
process which combines the improvements inprocess and systems capability. The first order of 
business was to fix the process. 

Process Improvements
• Move from a volume focused business to a profit focus, which meant changing the mindset and 

KPIs to measure performance. 

• Review the end to end process, streamlining the top down communication of budget and the 
bottom up plan, along with the reconciliation of the two. 

• Shift from a planning cycle mindset to a continuous planning aided by embedding TPO and PEA 
as well as supporting the Sales and Operations Planning (SandOP) 

• Customer planning spreadsheets were eliminated and Customer Business Planning is done in the 
system. 

• Planning process changed so that known promotion changes are analyzed in the system 
reducing date misalignment in PEA. Some of this was simple confirmation pre-event as well as 
workflow support such as adding a status for Confirmed promotions.

System Improvements
• Get the right data set for customer business planning and post analysis. This included 

syndicated and POS, and wholesaler depletions or SPINS where you can get it for the top 
indirect planning customers. 

• Deployed TPO or predictive planning in consumption that is converted to the shipment plan  

• Automated post event analysis. 

• Promotion and business plan scorecards that show not only the manufacturer but also the 
retailer impact and ROI for both preplanning and post event analysis. 

• Integrated to the demand planning system and supports the SandOP process with snapshots  
and scenarios.  

Results
The result was a transformational change in the way this company manages the business today. 
This includes streamlining the overall annual planning process as well as providing a new level 
of visibility and decision-making agility in their monthly SandOP meetings. The reporting and 
analytics uncovered some surprising results which displaced the “urban myths” about certain 
promotional strategies that were thought to be profitable.
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Although Trade Systems effectiveness for maintaining plan financials around the trade plan (dates 
and rates) scored high on the excellence scale in the survey, the reality is that this information 
is not as up to date or clean as manufacturers believe. The Traditional TPM system is the vehicle 
to communicate the trade and shipment plan and to settle claims. As pointed out in the section 
above, the Traditional TPM does not have automated post event analysis capabilities so the ability 
to understand where the dates and rates our misaligned are never truly uncovered and in many 
cases cleaned up in the settlement process with no KPIs to track against the misalignment. A 
true planning system supports a continuous planning process with promotions being evaluated 
and updated as changes happen. Then analyzed from an embedded post event process to use 
the learning for future plans. The human process supporting the systems are as important as the 
systems themselves.

Key Learnings From Various Case Studies

As you journey through this process improvement, make sure you have Organizational Ownership, 
that you have established Governance for compliance purposes and that Data/Measures that are 
consistent with your vision of success are in place and aligned to organizationally.
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70%Q11. Trade Systems:  
are effective at helping 
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Organization 
Ownership

• Trade – benchmarks, targets, 
funds and decisions

• Sales – completion and insights
• Sales Finance - accuracy of 

financials
• Analytics/Trade – the process 

(Tools, metrics)

• HQ Sales/Trade/Brand should: 
• Create Price Architecture

• Panel goals
• Channel goals
• 4 P’s very specific

• Adjust across accounts 
based on performance 

• Change Management: 
• Gives/Gets, Financial, Key 

Element Analysis 

• Move Baseline cautiously 
• Fund / Plan at one level of the 

customer hierarchy
• 3 Metrics

• Profitability
• Return
• Retailer based 

Data and  
MeasuresGovernance
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CUSTOMER MANDATE AND INCREASING DISTRIBUTION CHARGES 

Items below the Net Revenue line are starting to be negotiated by Retailers. Payment terms 
including both cash discounts and net due date are common examples of areas that retailers 
are increasingly looking to improvein their favor. We see millions of dollars being siphoned off of 
the manufacturers bottom line via distribution costs, penalties, damages, returns, and scores of 
other charges. Many manufacturers are yet to create the appropriate level of visibility into their 
customer P&L’s to be able appropriately identify where the issues exist. One of the biggest issues 
holding back this level of analysis is the manufacturers inability to properly attribute these costs 
to the customer and product level.  

Q3. Drives the allocation  
of trade investment and other 
financial resources at  
our company
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Customer Segmentation is important in this conversation which is the process of separating 
your customer base to align with the appropriate trade funding and profit expectations. Many 
manufacturers have some level of customer segmentation in place. But negotiating mandates, 
paybacks, trade and any other customer investments starts with a detailed understanding how 
you view the partnership. For example, a strategic customer may be provided more room to 
negotiatewhereas a tactical customers should be given very little room to make demands.

We see that although many companies have customer segmentation, mandate problems arise 
because funding and performance requirements don’t flow from it. We often see that Tactical 
customers get the same treatment as Strategic customers, regardless of intent. The desire to 
improve trade spend often results in using the customer segmentation to drive a more complex 
funding approach. This leads to an overly complicated fund designs which can be technically 
accomplished today in a modern TPM system (and that is a big difference vs. 5 yrs ago) but are 
impossible to execute .
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Case Study – Best Practice Approach For Improving Preparedness For Mandates
On a recent project, we started with finding the disconnects between the desire outcome 
expressed in a segmentation and the actual performance.

After reviewing the customer 
segmentation strategy, 
weprovided guidelines for each 
customer quadrant at 10 levels of 
the desired P&L, including many 
elements below the net revenue 
line.

This created the necessary 
visibility and the next step was to 
create the appropriate dialogue 
with the customer. The training 
provided the basis for sales  to 
either react to a customer 
mandate or better yet provide 
the analysis and story necessary 
to perhaps bring customer in line 
on damage fees or distribution 
penalties.  

With improved visibility and training, sales was able to better negotiate each level of the P&L 
that was being attacked.

TPG and Exceedra recently worked together on a system implementation that includes the 
customer segmentation and the right below the line elements to insure better reporting of a 
detailed customer P&L.

We have also work with clients to improve the funds management process establishing simplicity 
of fund design while still enabling the detailed tactic level promotion analysis .

Our approach is to clearly outline the guidelines so that sales can clearly delineate performance 
requirements. Then, through better contract writing, quicker settlement and higher system 
visibility, the sales team can hold customers accountable with confidence. It helps clients avoid 
embarrassment when dealing with customer mergers and acquisitions. Different promotions may 
have been offered, but if performance requirements were well communicated and documented 
the differences can be substantiated in the post promotion analysis review.

  Example Guidelines for each Quadrant

• Price: Competitive Price (everyday and promotionally)

• Distribution: Full distribution expectations and 
investment

• Margin: High absolute return, expected lower margins

• Shelf: Perfect store alignment

• Shopper: Event build brand equity not pricing
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The system supports our clients funding strategy as in this example below which has  
fund buckets for trade spend, strategic spend, new items, and close-outs. The system should  
enable the allocation of this down to the customer level as well as provide the real-time view 
into checkbook.

From the customer team to 
the HQ team, this maintains 
the visibility into every dollar 
that was allocated, what is 
open, committed, cleared 
and available to spend.

The system also allows for 
the redistribution of funds 
to other customers who are 
willing to perform or the 
support of the incremental 
fund request process. In 
our opinion this is a much 
better way to manage funding and performance. Set simple funds, rigorous but clear direction 
and guidelines and then manage compliance and reallocate through the system. Often the reason 
companies have a complex allocation model is to attempt to establish control when visibility is 
limited and there are system and process gaps.

Finally, detailed Performance Guidelines should be in place. Often, we see performance 
guidelines exist in most companies (with acronyms like MAPS or DSMPs. etc) however, they reside 
in static PowerPoint presentations. Our recommendation is to provide guidelines that clearly 
delineate among channels, types of retailer models (EDLP vs Hi-Lo) and any regionality of the 
business. Ensure that KPIs used within the system are set up to track and report against the 
appropriate guidelines at the right level.

As mentioned above, TPG 
and Exceedra have worked 
on an engagement to transfer 
as many of the ”non-visible” 
customer expenses that are 
non-trade today into the Trade 
Management system.  These 
are being processed through 
Exceedra so that they are 
visible at the customer and 
product level in reporting.

Fix the 
Visibility

• Process all payments 
at the Customer/
Product level

• Strive for total 
Customer P&L 
visibility

• Coupons

• Customization Costs

• Distribution/Freight 
charge backs

• Accessorial Fees

• Fill Rate violations

• On-time/Pickup 
charges and payments

• Load Quality charges

• Label Issues

• CPU Discrepancies

Also Tracking
• Days to Pay
• Case pick costs
• Terms violations

 Visible in Exceedra - Detailed Customer P&L

Get a System that provides Easy Visibility and Funds Management
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This will then allow for the organization to train the sales team on how to respond to customer 
requests, to help them monetize those customer requests so that they can then negotiate  
every penny.     

Using this process and system approach, any company should be able to better choose battles and 
to know where to negotiate, at what value,or where to draw a hard line because of the tactical 
nature of the relationship.

Notes:
• Educate sales on first response
• Monetize every request
• Negotiate every penny 

Conclusion 

Business challenges, as a result of the headwinds we all face, are increasing. The desire effect 
real Revenue Management change will require:

• Clearly developed Strategy: Who we win with and How?
• Process orientation that is cross functional
• A commitment to the discipline of constructing a plan within the trade system and measuring 

results – CONSTANTLY!
• Management commitment to provide capability and training to see it through

Our business fundamentals have not changed much over the years. The data and systems we have 
available to improve our performance has. It just takes a sound Revenue Management strategy 
and commitment to make it happen.

Good luck on your journey!
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SURVEY REPORT NOTES

CHAPTER FIVE

This survey was conducted over a three-month period in October/November/December 2017 by 
The Partnering Group and Exceedra.

The survey responses were obtained by sending an E-mail invitation to subscribers of  
Consumer Packaged Goods manufacturers in North America. The invitation contained a link to 
a web-based survey form. The survey was offered to the mailing lists of both TPG and Exceedra 
and was also exposed via social media sites. This exposure was in excess of 5,000 e-mail or 
social media contacts. Minor gift card incentives were offered (but in most cases not accepted) 
to complete the survey. Survey responders were not tracked unless the respondent expressed 
interest in additional interview time and/or in receiving a gift card.  

95 respondents entered the survey.
• Any surveys with less than 3 questions answered were eliminated from the final results
• The answers attributed to the responses within the survey are concentrated around a response 

range of 48 – 53 respondents <form action="http://go.pardot.com/l/674473/2018-12-19/g8" 
method="post">

<form action="http://go.pardot.com/l/674473/2018-12-19/g8" method="post">
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