rade Promotion

Marketing strategies incentivizing retailers with

sales, and enhance brand awareness. Promotions
typically include:

» Physical displays in stores

» Price discounts or offers

» Bulk purchases

» Onsite events

Trade Promotion management framework

®

AN
il

[ Develop the } Build the plan } Activate }

guidelines promotions

discounts & rebates to boost product demand, drive

Performance Organizational Data Toolset and
culture and set-up and availability and analytics
enablement processes integration capabilities

Key Challenges

implementing trade promotion

01 Lack of Transparency

due to inherent complexities &
manual manipulation of data

02 Inconsistent Implementation
due to difficulty in linking the
impact of promotional spend
to revenue

03 Lack of Collaboration

between manufacturer,
retailers & distributor

POLEST R

How to effectively allocate

[
Promotion Spend
Promotion Promotion
Strategy Excellence
Transparent Optimized
approach to for ROl once
budget analytics are
allocation Promotion in place
Playbook
Linking
strategy to
execution

Percent of annual gross sales spend on trade terms

& trade promotions

20-40% of gross
sales spent on
Trade terms

Over 50% of
respondents
increased their

trade spend budget
in the last five years

An average of
10% of gross sales
spent on Trade
promotions

Promotion spend
is widely dispersed
amongst players

Source - Trade_Promotion_Optimization_Deloitte

www.polestarllp.com
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Trade promotion Best practice promotion management Trade Promotion X Data Analytics

KPIs to track process PLANNING

Sales planning include,
© simulated results for

Set targets Simulate & select

Incremental Sales Lift .t future events ‘" Demand Optimized I
(Incremental/Base Sales)*100 .. Data — Potential — > promotion plans read

o .. /]\ Forecasts ,I\ (scenarios) y
Trade Spend

Demand

Promotion history,

(Revenue/Trade)*100 Optimization

Prediction Visualization,

INSIGHTS NEGOTIATIONS

models T Libraries
Review promotion Standardized
Return on Investment performance through condition structure
(Profit on incremental reporting and analytics and maintenance
revenue/Trade spend)*100 . ] : 66 O T Promotion Promotion
: ‘ effectiveness cost
* Distribution Gains ". . 9 /()
(Distribution After Promotion . s . Sales Lift Inventory
- Distribution Before 4 : of businesses (0 carrying cost
oot Dt outor lose money on
- 3 promotional T Acquisttion Churn
. o EXTERNAL DATA EXECUTION aCtiVitieS that are
* Promothn Efficiency Integration of Point-of-sale End-to-end process from .
{(Promotion Sales - volume and pricing sales order to success not data-driven 99 T Cross-selling Promotion
Promotion Cost) / information based payout and up-selling response time
Promotion Cost}*100 e .’ Infosys

-
® e, e ®
- o
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Enterprise-grade TPM tool . Advanced ML algorithms to
. . Successful analytics . .
equipped with SKU/customer . . simulate the incremental
implementation for 50+

A level granularity and best-in impact of your trade promotion
vantagae , CPG brands iy
class baseline models. management initiatives
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