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Q How has the  
shift to omnichan-

nel retailing affected 
traditional strategies 
for effective customer 
collaboration? 

ZIMMERMANN: Although 
we have seen technology 
eliminate historical barriers 
to market entry and increase 
opportunity for direct-to-
consumer engagement, product 
manufacturers must maintain a 
careful balance. On one hand, 
they must focus on nurturing 
longstanding relationships with 
retailers — who account for a 
significant proportion of their 
current business. On the  
other hand, they need to 
explore new channels — such 
as social and e-commerce — 
to reinvent their marketplace 
relationships to unleash growth 
opportunities in an otherwise 
stagnant market. 

Successful companies will 
build and collaborate with an 
ecosystem of suppliers, peers, 
distributors, startups, and 
retailers to respond to market 
and consumer demands 
at speed.

In this edition of the Technology Solutions Guide series, CGT presents 
a comparison chart of solution providers on the forefront of customer 
management. To kick things off, a roundtable of experts provides 
thought leadership on navigating the challenges and opportunities 
involved in the effective management of retailer relationships in an 
omnichannel marketplace.
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Sharing POS and consumer 
preference insight data are 
just some of the ways retailers 
and manufacturers can work 
together to avoid out-of-stock 
situations as well as define new 
and faster ways of delivering 
highly relevant products in-
store at the right time and with 
the right buying incentives.

CAI: Regardless of size, 
companies can no longer afford 
to offer a single strategy for 
customer collaboration. They 
must be flexible, offer multiple 
options, and tailor strategies to 
the channel and the customer. 
Over the last 10 years, technol-
ogy has been fully embraced 
and embedded into everyday 
life — both personally and  
professionally. Now, customers 
expect their vendors to  
provide services when and 
where they need it.    

When it comes to collabora-
tion, your sales rep in the field 
is no longer the main point of 
contact. But, in order to be ef-
fective, field reps must have ac-
cess to better information from 
more sources. It’s critical for 
data to be intelligently filtered 
and shared with field sales reps 
in a way that is actionable and 

enables the front line to  
provide proactive services  
and solutions.       

 
KEANE: We view the world 
from a retail execution point 
of view, so omnichannel for us 
means that manufacturers are 
splitting their channel coverage. 
Instead of dedicated field reps 
visiting every store every time, 
manufacturers are segmenting 
their stores, only visiting small-
volume stores occasionally, and 
having the store manager order 
via web portals or having an 
outbound inside sales function 
taking orders. 

The key is to have a single, 
unique view of your customer, 
so it’s best to use one order-
taking solution. The field sales 
rep function starts to look 
more like a hybrid role with 
sales order-taking mixed with 

much more merchandising and 
consultative advice on how to 
sell more.

GOTTLIEB: The move to 
omnichannel has effectively 
multiplied the complexity 
around planning for shopper 
demand and balancing inven-
tory cost with service level. 
Retailers and their CPG trading 
partners have gotten reason-
ably good at understanding 
inventory needs at the store 
level by looking at traditional 
metrics. But the introduction 
of new, less predictable volume 
from e-commerce orders 
fulfilled in-store has created a 
need for the entire ecosystem 
to have better, more timely 
insights about store conditions 
— down to the specific item/
fixture combination in order to 
avoid disappointing shoppers.

Q What stresses have 
these changes placed 

on existing planning and 
management tools?

CAI: I think omnichannel re-
tailing has actually created op-
portunities for companies that 
are willing and able to embrace 
the strategy. Not only does it 

“Field reps must have access to better 
information from more sources. It’s 

critical for data to be intelligently 
filtered and shared.”

 MICHAEL CAI ,  EBEST MOBILE

“CGs can better tailor POS activity 
   thanks to the increasing granularity 
   of data and shopper insights 
   available.”

 STEFFEN ZIMMERMANN, ACCENTURE
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make it easier for customers, 
but it provides an opportunity 
for manufacturers and suppli-
ers to gain insights and react 
quickly to changing market 
conditions.     

Of course, omnichannel 
retailing comes with its chal-
lenges. Building out capabilities 
and continuously monitoring, 
revising, and improving custom-
er collaboration methods won’t 
happen overnight. We’re in 
constant development to meet 
the changing needs of CPG 
organizations, but it’s impera-
tive that we stay focused on 
providing retail execution tools 
that can support today’s needs. 
To be effective today, seamless 
connections across internal and 
external systems is a must. 

GOTTLIEB: Existing tools 
are generally designed around 
the idea that units or dollars-
sold-per-day-per-store is the 
ultimate measure that should 
be used to build an understand-
ing of the shopper and store 
dynamics at an outlet level. The 
addition of e-commerce as a 
demand driver for each store 
means that demand can quickly 
deviate from historical pat-
terns. The shopping time of day 
and day of week can change; 
plus, shoppers may move from 
self-shopping the store to a mix 

of delivery, click-and-collect, or 
all three. 

This increasing complexity 
makes it ever more critical that 
manufacturers and retailers 
have a shared view of the store 
— one that is continuously 
updated, allowing them  
to enhance planning and  
collaboration.

KEANE: With the rise of com-
peting upstart and local brands, 
and consumer shifts to at-home 
delivery and online shopping, 
it’s more important than ever 
to ensure your retail/in-store 
strategy is brand-focused and 
refined. Brick-and-mortar retail 
is still relevant and innovating 
quickly. When consumers do 
shop retail, they expect product 
to be on the shelf and available. 

Prevailing retailers are 
thinking more about the entire 
customer experience, meaning 

the consumer might first view 
the product in-store but then 
later decide to order online or 
vice versa. So the merchan-
dising activities must tie into 
the manufacturer’s marketing 
activities that are going on 
independent of store sales and 
promotion. The product better 
be on-shelf and priced in line 
with any promotion, and the 
e-commerce portal needs to 
be consistent with the in-store 
experience.

ZIMMERMANN: Consum-
ers have come to expect a 
smooth and seamless experi-
ence. This places pressure 
on CG companies to create a 
modern enterprise that can 
meet those expectations across 
digital and traditional channels. 

CGs are looking into retail 
activity optimization, using the 
data gleaned to suggest the 
best course of action. Om-
nichannel insight data can be 
used to decide which retailers 
to visit and where the greatest 
opportunities for commercial 
impact lie. The result? Enhanced 
customer relationships and bet-
ter and more effective use of the 
sales team’s time.

More than ever, it’s crucial 

“We likely will see many AI-driven 
  insights making their way into the 
  standard collaboration process in the 
  coming months and years.”
  DAVID GOTTLIEB,  TRAX 

“It is more important than ever to   
  ensure your retail/in-store strategy  
  is brand-focused and refined.” 

CONOR KEANE,  SPRING GLOBAL
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that the data being used to 
inform selling strategies is high 
quality. Inaccurate or manipu-
lated information threatens to 
compromise the strength of 
insights CGs can rely on when 
planning how best to operate 
and generate profitable sales. 
Connected front-office solu-
tions can pull and aggregate 
data from different omnichan-
nel sources to enhance retail 
activity optimization. When it 
comes to planning and custom-
er segmentation, CGs can  
better tailor POS activity 
thanks to the increasing  
granularity of data and  
shopper insights available. 

Q What role can  
artificial intelligence 

play in improving the 
manufacturer-retailer  
relationship?

CAI: AI, machine learning, 
Internet of Things — these all 
can be used to improve the 
manufacturer-retailer relation-
ship. These technologies can 
ensure the retailer has the right 
products available, at the right 
place and the right price for 
the consumer. They can also be 
used to increase sales, reduce 
out-of-stocks and decrease 
product returns, which creates 
a win-win for the manufacturer 
and retailer.  

To be effective, AI strategies 
cannot be “one size fits all.” For 
example, fast-moving products 
may require IoT to monitor 
stock and ensure availability 
at the shelf. Slower moving 
products can capitalize on AI to 
better understand conditions 

that will improve sales. In some 
cases, AI can provide accurate 
predictive orders to not only 
ensure availability, but to allow 
manufacturers and retailers 
to focus on faster-moving or 
higher-margin products. AI is 
going to be a real game changer 
for the industry.

GOTTLIEB: AI will be the 
mechanism whereby the “base-
line” of shared understanding is 
elevated. Today, many manu-
facturers and retailers have 
begun to use, at a minimum, a 
common set of data for item-
unit and dollar sales. In the 
future, as AI is implemented 
and trusted more broadly, we 
will see this baseline being 
raised by additional metrics and 
insights that will not need to be 
debated but rather can be part 
of the foundation of collabora-
tion. Each retailer may move 
individually down this path and 
at a pace that makes sense for 
their culture and risk tolerance. 
But, we likely will see many of 

these new AI-driven insights 
making their way into the stan-
dard collaboration process in 
the coming months and years.

ZIMMERMANN: AI has 
huge potential to strengthen 
the relationship between the  
manufacturer and retailer.  
By sharing accurate data and 
consumer insights, they can 
work together to train AI to 
deliver better insights, predict 
consumer preferences and 
behavior, enable new busi-
ness models (such as subscrip-
tion services) and, ultimately, 
strengthen brand image 
through enhanced  
personalization.

By taking the data held 
within companies (such as that 
gathered by social media listen-
ing, sentiment analysis and 
POS) and working to unlock the 
valuable insight that it holds, 
AI has the potential to not only 
get a better sense of con-
sumer preferences, but to help 
reimagine and shape offerings 
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available in-store. AI has the 
potential to bring “anywhere 
anytime” insights to CGs and 
retailers, helping them make 
quick decisions in real time. 
But, AI can only be optimized if 
people skills are augmented along 
with the technology. 

KEANE: CPG is a great use 
case for AI because of the huge 
multi-year data sets available. 
Every manufacturer has studies 

underway to optimize stuff like 
out-of-stock, perfect assortment, 
suggested order, and pricing.  
The challenge is making sure 
they’re executed in the field. We 
see adherence ranging from 
0% to 30%, meaning as many 
as 70% to 100% of sales reps 
ignore the algorithmic sug-
gestions. So, we’re focused on 
adherence and compliance. 
You must take a huge data set 
and parse it so that relevant 

suggestions are presented in the 
context of the visit. 

Likewise, the results of their 
action are fed back to the data 
lake to update the data set and 
train the AI engine. Algorithm 
wars? We are already seeing mul-
tiple algorithms being fed into 
the field, often offering conflict-
ing advice. Which ones prevail 
and why? We think that “perfect 
visit orchestration” will become 
more prevalent in 2019.  CGT
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COMPANY/WEBSITE PRODUCT KEY CONSUMER  
GOODS CLIENTS UNIQUE FEATURES/BENEFITS

Accenture 
https://www.accenture.com/ 
us-en/service-solutions- 
consumer-goods?src=SOMS

SEE AD ON PG 29

Accenture Cloud 
Retail Execution • Unilever

Accenture Cloud Retail Execution leverages the power 
of the Salesforce platform with Accenture’s industry 
experience to provide retail execution management, 
cycle planning, visit planning, a 360-degree customer 
view, dashboards, in-store execution, and perfor-
mance monitoring. 

AFS Technologies 
https://re.afsi.com

AFS Retail 
Execution

• Carlsberg
• Nestlé 
• PepsiCo

With AFS RE/DSD, clients serve all channels through a 
single point of execution and administration, sharing 
common master data and a single integration source 
with the ability to deploy differentiated guided 
selling/merchandising activities.

Cierant 
www.cierant.com/ 
explore/shopt/

SHOPT
• LALA
• Mizkan
• Unilever

By automating the creation, execution and analysis of 
retailer-specific shopper marketing, SHOPT empowers 
CPG brands to exceed the growing demands of 
retailers who want more from their supply partners 
— more agility, more personalization, and more 
measurement.

eBest Mobile
www.ebestusa.com
SEE AD ON PG 25

eBest iMarket
• Coca-Cola
• Petronas
• Procter & Gamble

Built on the Salesforce.com platform, eBest Mobile 
solutions offer a fully integrated, 100% frontline-
focused product suite to accelerate productivity and 
mobilize and automate go-to-market operations 
across the globe.

Exceedra
www.exceedra.com

Exceedra Integrated 
Business Planning 
Solution

• ACH Food
• Bayer
• Reynolds Consumer  
    Products

Exceedra provides integrated business planning and 
revenue management solutions that enable clients 
to simplify their sales, finance and demand planning 
processes and gain clearer visibility on trade spend 
ROI. Clients have achieved greater performance in 
TPM/TPO, customer business planning, joint business 
planning, demand planning and S&OP.

2018 CUSTOMER 
MANAGEMENT 
C H A R T
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COMPANY/WEBSITE PRODUCT KEY CONSUMER  
GOODS CLIENTS UNIQUE FEATURES/BENEFITS

Field Agent 
www.fieldagent.net

The Field  
Agent App Did not provide

Brands and retailers look to Field Agent to be 
their “eyes and ears” in places where they cannot  
be physically present, whether that’s in stores with 
their products or in homes with their customers.  
We go on-location to acquire information where  
it’s most needed.

GoSpotCheck 
www.gospotcheck.com

Real-Time  
Execution  
Management 
Platform

• Beam Suntory
• Danone
• PepsiCo

GoSpotCheck is mobile form and execution 
management software that enables team leaders to 
improve workforce operations. Organizations can 
assign tasks, analyze real-time reporting, and drive 
action to accomplish critical goals and objectives.

Ivy Mobility
www.ivymobility.com

Ivy Industry  
Cloud Solutions Did not provide

Ivy’s cloud solutions empower consumer goods 
organizations to unify the sales, merchandising and 
distribution operations in support of multiple routes 
to market, user roles, and products.

Pepperi 
www.pepperi.com

Pepperi
• Dermalogica
• Hallmark
• Heineken

Pepperi is designed for B2B sales and combines 
mobile CRM with mobile order-taking, retail 
execution, route accounting and B2B e-commerce in a 
single commerce platform.

Repsly
https://www.repsly.com

Repsly
• Chobani
• Canon
• KeVita

Repsly’s retail execution software empowers CPG 
teams to make data-driven insights and achieve 
peak performance in the field through a powerful 
manager’s dashboard and mobile app.

RW3
www.RW3.com

Selling 360
• Chobani
• Nestlé
• PepsiCo

Selling 360 provides professionally designed, fact-
based selling presentations that include up-to-date 
sell sheets and reports that account managers can 
create within minutes and share with their grocery 
partners at the store and headquarters level.

SAP
https://www.sap.com/
industries/consumer-
goods-cpg.html

SAP C/4HANA

• Edgewell  
 Personal Care

• New Era Cap
• Pladis

SAP’s in-memory customer experience suite offers 
cloud solutions for marketing, commerce, sales, 
service, and customer data — and uses intelligent 
technologies like machine learning to power  
real-time engagement.

Spring Global
www.springglobal.com
SEE AD ON PG 27

Field Service 
Management 
Application

• Kraft Foods 
• PepsiCo 

Spring Global’s field services solution offers a 
complete library of packaged applications to support 
efficiency in sales, van sales, merchandising and  
data insights.

StayinFront 
www.stayinfront.com

TouchCG

• Kellogg
• L'Oréal
• Mondeléz  

 International

StayinFront has been providing a full suite of mobile, 
cloud-based field force effectiveness and customer 
relationship management solutions for consumer 
goods organizations in more than 50 countries for  
over 20 years.

SYSPRO
www.us.syspro.com

CRM for SYSPRO
• Benchmade Knives
• Seattle Chocolate
• Taylor Guitars

Companies have been interested in knowledge 
management for decades. SYSPRO has evolved 
content management technology to make the 
utilization of knowledge an important business tool.

CUSTOMER 
MANAGEMENT 
C H A R T
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COMPANY/WEBSITE PRODUCT KEY CONSUMER  
GOODS CLIENTS UNIQUE FEATURES/BENEFITS

Third Channel 
www.thirdchannel.com

Retail  
Intelligence  
Program

• New Balance
• The Honest Company
• Samsung

ThirdChannel offers sustained, high-quality execution 
in stores with exclusive, dedicated, on-brand agents 
that use powerful cloud-based technology to  
provide advanced insights that immediately  
impact brand sales.

Trax Retail
www.traxretail.com

Trax Retail  
Execution

• Amatil
• Coca-Cola Co. 

Trax Retail Execution is a computer vision-powered  
in-store execution solution that provides CPG 
companies a comprehensive, real-time view of store 
and field performance across all retail channels.

UpClear
www.UpClear.com

BluePlanner  
Revenue  
Management  
Solution

• Danone
• Ferrero
• Vita Coco

UpClear’s SaaS model, flexibility and speed of 
deployment has made it the revenue management 
tool of choice for CPG companies of all sizes across 
more than 20 countries globally.

Wipro Ltd. 
https://www.wipro.com/
consumer-packaged-
goods/

Integrated Sales  
& Marketing  
Platform

Did not provide

Wipro’s integrated sales and marketing platform 
is focused on driving better insights, thus bringing 
together the various sales and marketing streams 
that graduate someone from knowing a consumer to 
sensing and proactively driving consumer behavior.

2018 CUSTOMER MANAGEMENT 
C H A R T


