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Fundamental shifts in our industry are challenging consumer products companies to 
consider evolving mechanisms for growth….
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Activity at an all-time high, 

challenging organizations 

to effectively integrate 

acquisitions

M E R G E R  &

A C Q U I S I T I O N

Consumers expect what

they want, where they 

want it, and when they 

want it 

D I V E R S I F I E D

R E T A I L  C H A N N E L S

$18 billion market share 

shift from large-size to 

small and mid-size 

businesses since 2012

D I M I N I S H I N G

B A R R I E R S  T O  E N T R Y

$ 1 8  B I L L I O N
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….and to leverage improved trade systems and processes to more effectively partner 
with retail customers and engage with the consumer
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M A N U F A C T U R E R  

L E V E R A G E

R E T A I L E R  

L E V E R A G E

A G E  O F  T H E  

C O N S U M E R

▪ National Brand Loyalty

▪ Direct Advertisements

▪ Supply Chain Control

▪ New Product Innovation 

Success

▪ Private Label

▪ Assortment Allocation

▪ Promotional Timing

▪ Shopper Preference Data

▪ Category Optimization

▪ Promotion Optimization

▪ Strategic Pricing and Modeling

▪ Consumer and Shopper Insights

Retail Expansion

Consumer Loyalty Shift

Margin Pressures

Increased Data Access

Informed Consumers

Product Specialization
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….requiring a comprehensive view of trade management and 
optimization to open the path to profitable growth
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T R A D E  P R O M O T I O N  O P T I M I Z AT I O N
Drive profitable growth through a comprehensive understanding of trade spend effectiveness, 

increased visibility and post-event analytics

C R O S S - F U N C T I O N A L  A L I G N M E N T
Collaborate across sales, marketing and finance to ensure transparency, common 

performance indicators and cohesive insights  

R E TA I L  P L A N N I N G  &  E X E C U T I O N
Enhance growth by boosting sales productivity & effectiveness and enabling more purposeful 

retail customer engagements  

D E D U C T I O N  M A N A G E M E N T
Focus on the right deductions at the right time by re-assessing automatic threshold levels 

and realigning teams around customers

A C T I O N A B L E  &  F O C U S E D  A N A LY T I C S
Leverage the growing volume of available data to drive strategic insights and activate them to 

drive tangible business value
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Change Management - Consider a Holistic View
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Alignment around WHY 

the business is looking 

to change

What skills and 

capabilities are going to 

be required in the future?

Understanding of 

future state changes   

in business process

What systems are going to 

be deployed to effectively 

enable change?

S T R A T E G Y P R O C E S S O R G A N I Z A T I O N T E C H N O L O G Y

S U C C E S S



Clarkston Consulting Confidential & Proprietary. Reproduction by any method or unauthorized circulation is prohibited without prior approval. Copyright ©. All rights reserved.

Change Management– Keys to Success

9

▪ Executive sponsorship 
– Ensure that leadership is aligned and drives key messaging

▪ Consider activities around organizational alignment 
– Engage organization early to drive ownership and adoption

▪ Focus on opportunities for process improvement
– Technology is not the sole enabler of success

▪ Ensure value and benefits drive requirements design
– Define and align around success metrics early in the process

▪ Create ownership through iterative design
– Maintain business engagement throughout

CROSS  

FUNCTIONAL 

IMPACTS

EXECUTIVE 

ALIGNMENT

AGILE 

METHODOLOGY

PROCESS 

FOCUS

SALES 

ENGAGEMENT

BENEFIT 

REALIZATION

OWN INITIATE

UNDERSTAND

ENGAGE

ADOPT
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Change Management - Approach
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Understand the 

existing state and 

readiness for change. 

Identify stakeholders 

and assess to 

determine risks and 

impacts of the 

change.

A N A L Y Z E  

C H A N G E  

R E A D I N E S S

Develop a detailed, 

executable action 

plan to overcome 

barriers that may 

prevent a successful 

change 

implementation and 

adoption.

D E S I G N

C H A N G E  

S T R AT E GY

Execute the overall 

OCM strategy and 

implement a 

feedback process to 

evaluate the 

strategy’s 

performance 

against stated 

goals.

I M P L E M E N T

C H A N G E  

S T R AT E GY

System Go-Live is 

not the end game.  

Continue to focus 

on communication 

and emphasis of 

system and process 

benefits. 

E V A L U A T E +  

S U S T A I N

C H A N G E
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Learning & Development – Keys to Success
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Collect the right data to actively track behaviors and measure outcomes; identify deficits 

that are affecting performance; and design and adjust training and tools as needed 

M E A S U R I N G  S U C C E S S

Building a community of learners & SMEs after the formal learning events for continued 

support and learning, allowing the learner to become sought after for those skills

S U S T A I N A B L E  L E A R N I N G

Think about the difference between knowledge and skills, with an emphasis on practical 

application and starts from the will/need to learn a new skill to the application and 

mastery of the skill 

P R A C T I C A L  A P P L I C A T I O N
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Learning & Development - Approach
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SME

PRACTITIONER

FOUNDATIONAL

ADVANCED

IDENTIFY STRATEGIC INSIGHT S 

▪ Working with analysts (e.g. asking the right 

questions)

▪ Creating insights through data analysis

▪ Understanding the fundamentals of data 

visualization

APPLY STRATEGIC INSIGHTS 

▪ Leveraging customer, consumer and shopper 

analytics to drive more strategic promotion, pricing 

and category decisions

ROLE-BASED STORY TELLING WITH DATA

▪ Enabling collaborative business planning through 

both the manufacturer and retailer perspective

▪ Creating category selling stories

UNDERSTANDING CORE PLANNING CAPABILITIES

▪ Leveraging trends in consumer products

▪ Knowing the business intelligence context / 

landscape

▪ Gaining familiarity with new system and process
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Summary
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Key

Takeaways

Don’t underscore the transformative change and potential 

resistance associated with a shift in ways of working

Take into account the holistic view of all stakeholders involved, 

TPM is not simply impact sales

Don’t think of training as a one-time activity, instead think of the 

long-term process for continuous improvement

Create a sense of ownership from day one, that ensures all 

involved have an equal and vested interest in success


