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At Dechert-Hampe & Co., we under-
stand how important selling organiza-
tions are, since helping to improve 
their performance is what we spend 
the majority of our time doing. We 
also thought it would be of significant 
benefit to our clients to help them 
understand how they could make their 
sales organization great. With that goal 
in mind, we undertook research to 
uncover the characteristics of a great 
sales organization. 

To our surprise, while everyone agrees 
that it is important to have a great 
sales organization, very little research 
exists on how to make that happen. 
As a result, we decided to tap into the 
creativity and knowledge of our client 
base, and do some pioneering research 
on this very important topic. The result 
is our initial study on what it takes to 
have a great sales organization. 
 
Methodology 
Our study is based on a survey taken 
by our extensive and diverse group of 
Viewpoint readers during the Summer 
and Fall of 2004. The survey consisted 
of 35 questions, focusing on the most 
important results (6 questions) and 
characteristics (29 questions) of a sales 
organization. Respondents were asked 
to rank each on a scale of 1 to 3, with 3 
being most important, 2 important and 
1 least important.

Respondents were also asked to tell 
us about their position and the size of 
their organization. Those completing 
the surveys self-identified themselves 
as a Manufacturer (sales or marketing), 
Retailer or Third-Party Service Provider. 
They also indicated the dollar sales of 
their company as less than $500MM, 
$500MM-$1B or greater than $1B. 
Manufacturing respondents were also 
asked to specify the type of sales force 
in their organization: direct, broker, 
hybrid or distributor/manufacturer 
representative.

The results questions were intended 
to evaluate the importance of six attri-
butes or “Results” a sales organization 
could achieve. The “Characteristics” 
questions explored things such 
as specific selling skills, systems, 
processes and the structure required to 
achieve business success.

The results presented here are based on 
64 completed surveys.  

 
Respondent Composition 
The majority of respondents, 70%, 
worked for Manufacturing organiza-
tions and 64% of that group indicated 
that they had a Sales role. Twenty-three 
percent of total respondents worked for 
Third-Party Providers.

Great Selling Organization 
Survey 2004
BY DAN GRAHAM

Every company that is in the business of selling knows that having a 
great sales organization is the only way to be really successful. Your 
sales organization is where the rubber hits the road; it is where all 
of the hard work from throughout the company faces the moment of 
truth; the decision to buy – or not to buy – by the customer.
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Great Selling Organization Survey 2004

Only 15% worked for medium size 
companies. Smaller companies (under 
$500MM in sales) were represented by 
36% of respondents and larger companies 
(over $1B in sales) by 48% of respondents.

Of the Manufacturing responses, the  
most common type of sales force repre-
sented was hybrid at 52%.

 
Results of a Great Selling  
Organization 
Overall, participants said the most 
important results of a great selling  
organization were:

— Better speed to market

— Achieve sales quota

— Share of shelf and activity  
exceeds market share

— Higher return on promotional  
investment

The same four attributes were consis-
tently ranked on top across all respon-
dents, with very little difference due 
to Industry Role or Company Size. Low 
cost to acquire was found to be the least 
important attribute in all instances.

Retailers, in particular, felt below 
average cost of sales and higher return 
on promotional investment also ranked 
very low in importance.

Characteristics of a Great Selling 
Organization

MOST IMPORTANT CHARACTERISTICS 

Overall, the five most important charac-
teristics of a great selling organization 
were determined to be:

— Leadership

— Builds customer relationships

— Creativity and innovation

— Effective account executives

— Strong team management/teamwork

In each case, over 63% of all respon-
dents rated these characteristics as 
most important. Virtually no one rated 
any of these five attributes as least 
important. 

There was very little variation on the 
selection of the five most important 
characteristics across the different size 
organizations.

Both Retailers and Third-Party Service 
Providers rated leadership as more 
important than did most Manufacturers. 

Retailers also rated creativity and inno-
vation and strong team management/
teamwork as less important than did 
Manufacturers and Third-Party Service 
Providers.

LEAST IMPORTANT CHARACTERISTICS 

The characteristics established as least 
important were: 

— Having a global perspective

— More mobile employees

— Tight management controls

— Being multicultural

— Having stability (longer tenure 
employees)

There was however, less consensus on 
the least important attributes as only 
27% of all respondents agreed that all 
five of these rated least important. In 
fact, at least 33% of all respondents 
rated each these five as important and 
at least 9% of all respondents rated 
each of these as most important.

 
CHARACTERISTIC GROUPINGS 

The 29 individual characteristics can 
be grouped into 5 categories: 

— Personal/Interpersonal Skills

— Execution Excellence

— Organization Capabilities

— Use of Technology

— Organization Structure

The characteristics ranked as most 
important were consistently from the 
People/Interpersonal Skills category. 
Respondents overwhelming rated this 
group of characteristics as most impor-
tant – 65% of the time – and as impor-
tant 32% of the time.

Characteristics associated with 
Execution Excellence also ranked high. 
Respondents rated this group of attri-
butes as most important 52% of the 
time and as important 39% of the time.

The least important characteristics 
were found in the Organizational 
Structure category.

MOST IMPORTANT RESULTS  
OF A GREAT SELLING ORGANIZATION
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Conclusion & Recommendations 
Organizations apparently feel the path 
to success is to hire the right kind of 
people, give them the organization 
specific knowledge they need, put them 
in the right environment so they can 
excel, and reward them so they will stay.

To gain a competitive edge and make 
your sales force great, first focus on 
getting and retaining the right people, 
and then support them with clear direc-
tion and leadership, modern technology 
and effective support services. v

To view the detailed results of the Great Selling 
Organization Survey, please visit our website 
at www.dechert-hampe.com or contact info 
@dechert-hampe.com

Implications 
Despite the recent industry focus on 
technology, people remain the key 
to winning. The characteristics rated 
“most important” focused on personal 
capabilities and interpersonal skills. 
Superior people and interpersonal 
skills are still the keys to a Great Sales 
Organization.

Technology and organization capabili-
ties were rated as important, but these 
characteristics are the “price of entry,” 
not the key to gaining a sustainable 
competitive edge.

While personal capabilities are critical, 
long tenure and mobility are not 
considered to be important, implying 
experience is not as important as 
ability. Organizations are much better 
off with the right talent level, rather 
than an “experienced” organization.

MOST IMPORTANT CHARACTERISTICS  
OF A GREAT SELLING ORGANIZATION BY INDUSTRY ROLE Lifting Sales and Profits

When it comes to sales practices, it  
really	does	matter	how	CPG	organiza-
tions play the game.

Companies that excel on at least three 
of eight sales performance levers 
achieve faster sales and profit growth 
than their peers. These levers are pric-
ing, trade spending, retail execution, 
headquarters selling effectiveness,  
supply chain, innovation, post-merger 
management and talent management.

Winning companies are anything but  
homogeneous. Winners include large 
and small, food and non-food compa-
nies, some with number one brands  
and some without leading brands. Some 
winners use direct sales approaches  
 and some rely on sales agents. 

The differences are in the practices  
winners adopt. They share three behav-
iors: they create strategies that center 
on their top customers, they break the 
silos	that	often	lead	organizations	to	
work at cross purposes and they invest 
their time, resources and capital to  
generate profitable results.

Source: McKinsey & Co., Customer and Channel 
Management Survey as published in First Quarter  
2003 FORUM.
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ORGANIZATIONS INTUITIVELY KNOW 
that remarkable sales growth is due in 
part to a remarkable sales force. That 
perception is validated by Dechert-
Hampe & Co’s 2004 Great Selling 
Organization Survey, which revealed the 
top five characteristics of great selling 
organizations to be:

1. Leadership 

2. Ability to build customer relationships

3. Creativity and innovation 

4. Effective account executives

5. Strong team management & teamwork

Note that all but one of these five char-
acteristics are directly linked to pro-
ficiency in personal or interpersonal 
skills. DHC’s survey indicates that supe-
rior people and interpersonal skills are 
the key to success and winning with the 
customer. 

 
What’s New? 
Rapid and significant changes in the 
competitive marketplace have caused 
a shift in the dynamics of the manu-
facturer–customer relationship. The 
new learning is that success with the 
customer demands significantly greater 
personal and interpersonal skill and 
that sales people must apply these in a 
broader context than ever before.

One of the most significant factors sup-
porting a sound working relationship 
between a manufacturer and customer 
is alignment – the degree to which the 
two parties understand each other’s 
business imperatives and capabilities 
and leverage these to mutual advantage. 
Alignment becomes more important and 
powerful the more strategic the interac-
tion. For the sales force, this means they 

must focus on strengthening the align-
ments and synergies rather than focus-
ing on points of difference. 

To outpace competitors, manufacturers 
must develop sales people with broader 
and deeper skills to: 

(a) Go beyond the traditional interactions 
so they can not only influence but also 
collaborate with their customers; and 

(b) Apply personal/interpersonal skills 
internally – within their own team and 
cross-functionally – to engage their 
organization in delivering against the 
customer’s needs and expectations

 
Impact on Development Curriculum 
Manufacturers have long offered devel-
opment in customer-facing personal 
skills like communication, influencing 
and negotiating, but this has typically 
focused solely on aspects necessary to 
making a sale. A new twist to these tradi-
tional capabilities is required in today’s 
marketplace. Sales people must now also 
be adept at building strong, long-term 
relationships.

Until recently, organizations offered 
training/development in these skills only 
as individual or stand-alone courses. 
Progressive organizations now offer 
a curriculum that pulls together the 
individual skills. Their sales people 
can see how they are inter-related and 
inter-dependent for developing more 
effective customer relationships. For 
example, consider how negotiating skills 
are linked to conflict management skills. 
Both are linked to an ability to adjust 
to different work styles. All of these are 
underpinned by good communication 
skills matched to the situation at hand. 

Creating A Stellar Sales Force
BY SUSANNE CONRAD AND BOB MONAGHAN

ABOUT THE AUTHORS  Susanne Conrad is a Director in our Northbrook, Illinois office. Susanne works 
with	clients	to	develop	business	strategies	to	enhance	organizational	performance.	Prior	to	joining	Dechert-
Hampe, Susanne was the principal of The Paragon Group, Inc.  Bob Monaghan is Executive Vice President of 
Dechert-Hampe & Company in our Trumbull, Connecticut office. Bob has extensive experience working on 
organization	design,	structuring,	change	management	and	development	projects.	Prior	to	joining	Dechert-
Hampe, Bob was a Vice President at two major consulting firms and has management experience with 
Wilson Sporting Goods and Procter & Gamble. 
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Additionally, not only must the relation-
ship between skills be understood, but 
participants must now be able to apply 
these skills in a way that goes beyond 
traditional teaching. For example, sales 
communication training typically 
focuses on conveying “presentations” 
to customer decision makers and then 
to “handling objections” in order to 
learn to “sell to them.” But in today’s 
environment, customers demand sig-
nificantly more two-way communication 
in order to “work with me so we both 
win.” Communication skills training has 
needed to progress into and incorporate 
a more sophisticated questioning and 
listening skill set than was required in 
the past. 

Similarly, negotiation skills were once 
primarily directed at convincing the 
customer to agree to the manufacturer’s 
plans aimed at achieving their specified 
short-term sales objectives. Progressive 
organizations today go one step further 
and teach their sales force to also con-
sider the negotiations’ impact on the 
long-term manufacturer-customer rela-
tionship, rather than solely the short-
term sale.

Likewise, traditional influencing skills 
training was directed at teaching sales 
people the tactics that convince custom-

ers to take action. Today’s organiza-
tions realize that sales people must 
know not only these tactics, but also 
how to engage in difficult conversa-
tions. They know the relationship with 
the customer can be preserved and 
even strengthened by constructive 
conflict. They provide their sales force 
with techniques and skills to influence 
customers from a position of power and 
assertiveness rather than aggressive-
ness. They encourage their sales force 
to recognize and work in the customer’s 
preferred style and culture to create 
a positive experience the customer 
wishes to repeat.

 
Applying Interpersonal  
Skills Internally 
The survey results also indicated that 
effective teams are incredibly important 
to “great” sales organizations. Sales 
people must acquire the ability to apply 
interpersonal skills within their own 
organization, in addition to their inter-
actions with customers. The sales per-
son skilled at influencing or convincing 
their organization to take action with-
out direct authority to require action 
can better achieve objectives.

Sales people must understand how to 
work with others on their team, with 
other functions, with headquarters and 
with management to achieve results 
with the customer. To do so, they 
must create alignment with others in 
their organization who are charged 
with different goals and often allocate 
resources in ways that are unfavorable 
to the sales person’s needs. 

For success, they must be able to openly 
discuss and resolve goal conflict and 
facilitate consensus. In addition, they 
must be skilled at negotiating and clari-
fying responsibilities and authority to 
ensure follow through and action. 

The sales person’s ability to work cross-
functionally within their own organiza-
tion is critical to developing customized 
tactical solutions to support their strate-
gic customer alignments.

 
In Conclusion  
Interpersonal and personal skills 
required to develop solid, collaborative 
and cooperative relationship with cus-
tomers has become vital for the sales 
force. The need for this is immediate as 
the customer will not wait for gradual 
change in the relationship with manu-
facturers – they wield too much influ-
ence over manufacturer success. In fact, 
customers have morphed from being 
a conduit to consumers to allowing 
manufacturers access to the retailer’s 
shoppers. 

Sales training and development must 
focus on the breadth and depth of inter-
personal skills. Organizations must 
develop these skills via planned, holistic 
training and development curriculums 
that clearly demonstrate the inter-
dependency of these skills and capa-
bilities. The result will be a sales force 
ready, willing and able to apply those 
skills both with the customer and within 
their organization. v

DHC helped a pharma-
ceutical company with a program that 
integrates conflict resolution and influenc-
ing with decision making, styles analysis 
and communications strategies. These 
inter-related personal skills were coupled 
with traditional selling skills programs 
under the umbrella of developing high 
performance sales teams. Participants in 
this program can better see the relation-
ship between these topics and the impact 
changes and best practices have on the 
outcome as a whole. They are then better 
equipped to practice what they encounter 
everyday – situations that require balanc-
ing all of these skills.

DHC helped a Fortune 
100	organization	clarify	the	roles	and	
responsibilities assigned to the Sales, 
Customer Development and Marketing 
departments. There had been gaps and 
overlapping role expectations, which 
resulted in inter-department resentments 
and misperceptions that hindered team-
work and ultimately, effectiveness at the 
customer. The resulting consensus on 
goals and roles gave clear direction for 
process and procedure owners and out-
comes that supported a highly effective 
“one face to the customer” approach.

Recent Success

Recent Success
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New Geo-Demographic 
Solutions For Effective 
Micro-Marketing

• Why do some stores outperform others 
in certain categories?

• Which competitors impact my sales the 
most?

• Which locations will generate the 
highest sales of new products and how 
should we stage our inventory?

• Which retailers are surprisingly 
immune to competitive impact?

• Where should I put my promotion, 
display and retail coverage resources?

Leading businesses are always looking 
for a better understanding of the varia-
tions in their performance. They know 
that analysis of the retail competitive 
environment can lead to a greater under-
standing of sales patterns, profitability 
and logistical issues. However, the 
standard approaches using household 
surveys/panels, neighborhood or zip 
code demographics, and store ranking/
clustering are limited in what they can 
discern. Still missing are things like 
actual store-level sales data, competitive 
impact from all channels or store traffic 
from non-residential populations, so 
companies are not seeing the complete 
picture. In addition, the large amount of 
data needed, and disparate data sources 
often required for such analyses have 
limited the frequency and depth of 
investigation. 

There are powerful new systems now 
available that enable new ways to link 
consumer profiles and the competitive 
environment with store performance, 
store location and in-store product 
placement. Geo-demographic informa-
tion and systems allow for the integra-
tion of syndicated and internal company 
data into powerful, customized micro-
marketing solutions.

For example, a U.S. retailer was aware 
that their sales in some key categories 
were significantly lower than their 
overall market share, but they were 
unsure of the root cause. DHC utilized 
sophisticated geo-demographic tools 
from SRC, a leading developer of market 
analysis tools and systems, to analyze 
the retailer’s sales versus competitors 
in each store’s marketing area. Due to 
the software’s open design, we were 
able to use a number of different data 
sources to understand the competitive 
environment around each store. Since 
the system can also quickly analyze 
very large data files, we were able to run 
numerous “what if” scenarios.

The resulting analysis clearly showed 
that the “types” of competition around a 
store had a major influence on category 
sales. Further, the competitors that 
had the most impact were ones that 
the retailer had not really considered 
to be a threat. The main learning was 
that the competitors that were stealing 
sales were not doing any discounting in 
the categories being studied. It became 
clear that the keys to driving category 
sales were improved merchandising 
and product assortment. Based on 
these findings, a significant strategic 
shift was indicated, focusing on aggres-
sive merchandising and improving 
the consumer shopping experience. 
Assortment and inventory levels were 
also analyzed based on each stores 
potential to generate category sales.  
The retailer executed different merchan-
dising configurations based on their 
understanding of consumer segments 
and the competitive environment 
around each store. 

New Capabilities 
This is just one of many ways in which 
new geo-demographic tools and inte-
grated data can be utilized to develop 

EDITOR’S VIEWPOINT

actionable micro-marketing solutions. 
Because of project experiences like these 
with both retailers and manufacturers, 
DHC has extended our capabilities 
through a partnership with Demographic 
Consulting Inc. (DCI) and Talon Computer 
Associates, Inc.

DCI helps companies acquire and effec-
tively use micro-marketing systems by 
offering a unique mix of in-depth knowl-
edge of geo-demographics, advanced 
quantitative methods, and sophisticated 
analytical consulting services. DCI is also 
a value-added reseller of SRC products.

Talon has been developing software appli-
cations and integrating complex business 
intelligence solutions for over 10 years, 
with expertise in customization and inte-
gration of SRC products to meet specific 
client needs.

By focusing on location of customers, 
consumers and competitors, our part-
nership enables us to offer much more 
powerful capabilities for the following 
types of projects and services:

• Store, market and chain rankings by esti-
mated consumer potential

• Store clustering analysis

• Competitive impact analysis

There is no longer the need to rely on 
simple demographics alone. By overlaying 
store/shopper data, companies can now 
identify high potential stores and execute 
things like:

• Targeted product distribution 

• Focused retail coverage and promotion 

• Store segmentation based on potential

• Tailored assortment

 
For more information about our capabilities in these 
areas, please contact Dan Graham in our Mission 
Viejo, California office at dgraham@dechert-hampe.
com or 949.282.0035. Additional information on SRC 
products can be found at www.extendthereach.com 
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Reaching Your Consumer: A 
New Game of Hide & Seek?

For advertisers it is going to get harder 
and harder to reach consumers. In 
many ways, it will be similar to the old 
children’s game of hide and seek – “you 
know they’re out there, but connecting 
with them is a whole different matter.” 
For example, let’s take a group of 
consumers who will represent 21% of 
the population in 2010 – “Generation Y.” 

These are the children of the “Baby 
Boomers” who will be between the ages 
of 15 and 29 in 2010. This is the ethni-
cally diverse segment of the population 
that in less than 5 years will be going 
away to school, graduating, “starting 
out on their own,” getting jobs and 
starting families. “Generation Y” is a 
huge group and their numbers will grow 
7%, from 62.6 million today to about 67 
million. It’s a prime group of consumers 
for advertisers to connect with, but 
reaching them is only going to get more 
difficult.

“Generation Y” is the first generation 
to grow up on line. They’re comfort-
able with new technologies and they 
respond best to brands that connect 
with their lifestyles. Today, 86% of their 

homes have computers versus 73% just 
5 years ago and 74% of those homes 
have internet access versus 47% just 5 
years ago. As a result they are spending 
over an hour per day on the computer 
– excluding homework – versus less 
than 30 minutes per day just 5 years 
ago. And 73% still read for pleasure, 
but they do have over 6,000 magazines 
to choose from.

Based on research recently completed 
by the Kaiser Family Foundation and 
Stanford University, kids who are now 
between the ages of 8 and 18 are multi-
tasking more than ever which increases 
their total media consumption to about 
8.5 hours per day – that’s 59.5 hours 
per week or over 3,000 hours of media 
exposure per year. It’s no surprise, 
then, that experts estimate that 
Children are being exposed to as many 
as 40,000 commercials per year. 

Here’s the really concerning part, 
though. We’ve probably all read 
recently about new digital technolo-
gies. Things like the rapid growth 
of Digital Video Recorders (DVRs) – 
devices like TiVo® and others projected 
to be in use in 20% of American homes 
by 2008. But for that large growing 
segment of the population we’ve been 
talking about, 34% of their homes 
already have DVRs according to the 
Kaiser Study. And, if you consider the 
estimates that 65% to 75% of DVR users 
typically fast forward through the 
commercials,... that means the impact 
of perhaps as much as 6 billion dollars1 

of advertising is already probably being 
minimized. DVRs and other digital 
technologies like Podcasting appeal 
to the consumers desire for media on 
demand, whenever and wherever they 
want it. So for marketers, the issue of 
reaching these consumers isn’t one 
to be thinking about for 2010, or even 
2008, it is here, now today!

Shift in spending expected to 
result from more consumer control

Over 89% of respondents to an exclu-
sive survey conducted jointly by 
Advertising Age and the American 
Marketing Association said they have 
changed their media mix to respond to 
new technologies and an environment 
where the consumer is more in control.  
A three year forecast shows significant 
spending reductions expected for 
mass-media vehicles – 69% and 29% 
of respondents projected reduced 
spending for network TV and print 
advertising, respectively. Conversely, 
61% of respondents are expected to 
increase spending at point of sale, and 
66% of respondents expect increased 
spending on event marketing.

Source: 3/4/05 Advertising Age

As the consumer marketplace splin-
ters into smaller and more disparite 
segments and as lifestyles, values, 
attitudes, and ethnicity become more 
diverse, consumer buying behavior 
will become more complex, as will our 
means of communicating with them. 
This will have a profound impact on 
marketers and also on retailers.

For years, we’ve all been reading 
about these trends. And, perhaps, we 
have become conditioned to thinking 
about these trends as something that 
is still a long way off, or something 
that “my successor” will have to worry 
about. In fact, the new multidimen-
sional consumer is here now, and they 
are rapidly customizing their media 
consumption to their own personal 
needs.

 
This article was adapted from a speech given  
by Lee Nichols, President, Dechert-Hampe & 
Company, at the JDA FOCUS 2005 Global 
Conference at Disney World in Orlando, Florida.  
With more than 4,700 retail, wholesale and manu-
facturing customers in 60 countries, the JDA 
Software Group is a global leader for integrated 
demand chain software.

Sources: The Kaiser Family Foundation, 2005
American Demographics, 2004;  
IDC 2004-2008 DVR Forecasts; U.S. Bureau of Census;  
The Yankee Group; Business Week, 2004

MEDIA CONSUMPTION: 8-18 Year Olds 

(1) DHC estimate

1999 2004

Media Time Per Day 6:21 6:19

Media Multi-Tasking 16% 26%

Total Media Consumption 7:29 8:33

Home Computer 73% 86%

Home Internet Access 47% 74%

Time on Computer 0:27 1:02

Homes with DVR N.A. 34%  
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Many business remain focused on their 
efforts to move to that “next level” of 
performance. We are continuing our prac-
tice of setting aside this space to share 
with you some of our more interesting 
projects with these leading companies. 

 
Customer Discovery Meetings
Assignment: An international HBC 
company wanted to create a structured, 
team-based, problem-solving workshop 
that: 
a) Included team members from the 

company as well as their customers
b) Solved a significant, real-life problem 

impacting both the company and the 
customer

c) Resulted in a process that could be 
applied by both the manufacturer and 
retailer in other situations to improve 
results.

Result: DHC worked with the client’s 
internal team to develop and implement 
a 3-day workshop to reduce shrink. The 
company partnered with its largest 
customer in South Africa, and the 
outcome of the workshop not only 
resolved the shrink issue, but also led to 
improved on-shelf availability. In addi-
tion, the open communication and 
strengthening of the manufacturer-
retailer relationship proved to be among 
the more valuable results of the work-
shop. The retailer, in fact, found the 
process to be so beneficial that it plans 
to require it of other manufacturers in 
the future.

What Others Are Doing

Automated Flexible Agenda  
Scheduling
Assignment: An international manufac-
turer, wanted to improve the value of 
their annual managers meeting.
Feedback from their audience base indi-
cated that year after year the meeting 
seemed the same, and that the content 
of many of the sessions was too general 
and was not tailored to indivdiual audi-
ence segments. As a result, the audience 
wasn’t receiving the specific informa-
tion they were looking for to achieve 
improved results.     

Result: Working with the client and our 
sister organization, MossWarner 
Communications, we radically rede-
signed the way the meeting was struc-
tured and a “back-to-school” approach 
was developed. The week long annual 
meeting now consists of only one large, 
brief general session, and the balance of 
the meeting is devoted to small group 
sessions with content tailored to the 
individual audience segments. While 
this approach greatly improved the rele-
vance of the content, it also greatly 
increased the complexity of planning the 
meeting and scheduling the sessions. An 
automated scheduling tool was devel-
oped that: 
1) scheduled each attendee individually 

for the “ required courses” that were 
tailored to specific job functions;

2) allowed each attendee to sign-up for 
“elective courses” to meet their indi-
vidualized learning requirements; 

3) ensured that sessions were not over-
booked and production resources 
were properly assigned to rooms and; 

4) printed almost 1,000 personalized 
“class schedules”. 

The result was a meeting that met the 
specific needs of the different audience 
segments, provided relevant and action-
able content for the participants, and 
much greater return on investment for 
the organization.

Internal Collaborative Planning 
Assignment: A major packaged goods 
manufacturer was suffering from poor 
service levels and high inventory. They 
had plenty of inventory, but it always 
seemed to be the wrong inventory or in 
the wrong place. Their goal was to move 
from “just in case” inventory to “just in 
time” inventory by replacing safety 
stock with information.

Result: A key first step was to get 
improved information from the client 
personnel closest to the customer, their 
account teams. DHC worked with an 
internal client team to design a process 
for effective collaborative planning 
between the centralized operations, 
marketing and logistics functions and 
the major account teams. The process 
consisted of one to two day sessions 
where the groups reviewed results for 
the past two years, discussed key trends 
for both the account, company and key 
categories, and then together developed 
volume estimates and promotional plans 
for the coming year. To assist with the 
process, DHC developed a straight 
forward planning tool, which included 
volume history, allowed quick volume 
adjustments based on customized 
growth factors and captured planned 
activities in a calendar format. At the 
end of the sessions, the tool “rolled up” 
the input from all of the account teams 
to give the company a view of expected 
growth in total, by customer, and at any 
level in between. The client is now in the 
second year of using the new process, 
and has made significant progress in 
closing information gaps – now with 
both more information and higher 
quality information. Early results 
include improved service levels and 
more focused and effective trade 
spending.
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New Product Route-To-Market (RTM)
Assignment: An ongoing part of our 
work at Dechert-Hampe & Co. involves 
helping leading CPG Companies develop 
the most successful route-to-market for 
their new products. The DHC Route-to-
Market ModelSM has been helpful in 
working with clients to select the most 
effective route-to-market for any new 
product or channel. The Model starts 
with the Consumer Proposition and a 
product design that best meets that 
need. The Model then looks at all the 
potential Channels and store locations 
within those channels that the selected 
product design might fit. How 
consumers shop that section of the store 
then becomes a critical driver of package 
design, shelf location, promotion 
strategy, and so on. 

After these critical Consumer Driven 
elements of the Model are addressed,  
we move on to the Customer Focused. 
Matching the product design and 
delivery system to the Customer Busi-
ness System is imperative for optimizing 
today’s new product launches. And 
doing so is often more complex than 
simply selecting warehouse versus 

direct store delivery vehicles. Similar to 
the delivery system, Selling Systems 
often need to be rationalized and/or re-
designed as well, depending on the 
product or category. The final stage of 
the model – Demand Generation – is 
where all of the various elements of the 
marketing mix come together synergisti-
cally, and should include things like an 
in-store marketing and merchandising 
plan.

Result: In the last three years alone, we 
have worked on five new product 
launches that ranked in the Top Ten of 
the New Product Trendsetters Report, 
published by IRI. This included the 
explosive launch of the Sara Lee® Brand 
into the fresh bread category, where Sara 
Lee® is now the leading branded bread 
nationally after less than four years in 
the market. The DHC Route-to-Market 
ModelSM has proven useful in working 
with manufacturers to reach the market 
more effectively and efficiently across a 
wide-range food, OTC drug, frozen food, 
general merchandise and perishable 
categories. (see model above)

Consumer-focused Innovation 
Empowered consumers and emerging 
markets are requiring brands to not only 
respond but to also anticipate consumer 
needs. While most CPG companies know 
the value of listening to the consumer they 
don’t	have	the	organizational	structure	
or technology to turn consumer insights 
into profits. As a result, four out of five 
new products fail within the first 3 years 
of introduction. Here are some suggested 
ways for brands to remain relevant and 
inspire loyalty. At the heart of all of these 
efforts are collaboration and/or the sharing 
of new sources of data, both internally and 
externally. 

1) Co-Innovation – Instead of “pushing” 
innovation “to” consumers, more and more 
companies are using consumer insights to 
shape innovation from concept through 
market testing. In France and Japan, Nestle 
staffs “relationship centers” with a cross-
functional team of nutritionists, marketers 
and senior executives. They field over 
200,000 consumer inquiries a year and 
ideas from these conversations feed their 
product development and relationship 
marketing efforts.

2) Consumer Discovery – Consumers 
latent needs are just as important as their 
explicit needs. Looking beyond demand, 
P&G has teased out many consumers’ pow-
erful but unarticulated desires for new lux-
ury products priced for the mainstream. 
A couple examples of these successes are 
Crest® Whitestrips® and Swiffer®.

3) “Experience” focus – Consumer prod-
ucts firms can try to avoid becoming com-
modities by selling experiences, not prod-
ucts. Harley Davidson is one example of 
this. If a brand does not control the point 
of purchase, retailer collaboration is the 
key to a “good” experience for the shop-
per. Whirlpool has partnered with Lowe’s 
to co-market GladiatorTM GarageWorks 
appliances. Lowe’s online and offline mer-
chandising reinforces the entire GladiatorTM 
GarageWorks experience of designing and 
building a dream garage – not just the indi-
vidual products.

Source: 3/21/05 Forrester Consumer Packaged Goods First 
Look Newsletter, Christine Overby

           I N F O  A N D  I N S I G H T SDHC ROUTE-TO-MARKET MODELSM
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