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By Ed Finkel

Third-party logistics companies say
they're increasingly the go-to solution
for brands looking to ensure that dis-
plays get up on time and in the right
pace. But with responsibility comes
more accountability — particularly
now that shopper marketing has helped
brands hone the list of targeted stores,
and technology continues to provide
more relianhle ways to measure.

“In general terms, execution has im-
proved because there's better controls
in place, better tachnalogy in place, and
[ think there®s a muoch grenter empha-
eis an post-promotion analysis, so the
measurements of success and failure
are more sophisticated,” says Todd
Baird, division vice president for retail
teams at Advantage Sales and Market-
ing, Dallas.

“If you look further into the history
of the business, it was, "Stack it high,
wabeh it fiy. A loaded customer t2 a loyal
mstomer,” he adds. “It used to be one-
size-fits-all. Today, thered a laser-like fo-
s on a specific consnmer, for a product
ar trade event. The programming is far
more customized than it used to be”

The days of sending out endeaps tied
to the Super Bowl and assuming they

want up are over, agrees Jim Rose, CEOQ
of Mosaie, Irving, Texas. “The reality is
80 max got set up appropriately,” he
says, "We put it up and don’t just say we
put it up. We take pictures: Herek what
it looked like when I left.™

Retailers are looking to CPGs for
those customized solutions to ncrease
basket sive, frequency and loyalty, says
Alison Hopkins, field marketing direc-
tor, national accounts - off-premise for

“We rely on distributor third parties
for all of our displays. It's a strength
for our industry to have these execu-
tional arme,” she says. “The coverage
is a huge advantage — being on-site,
in the stores, weekly or biweekly or po-
tentially more, gives us the strength of
execntion.”

More Than Labor

Logistics companies were once looksd
at as primarily labor providers, and
usually the lowest bidder won. But
CPGs too often got what they paid for,
says Ethan Charas, treasurer of the
National Association of Retail Manu-
facturing Services (NARMS) and CEO
of StratMar, Port Chester, N.Y.
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“We're coming earier in the relation-
ships, acting as the complete solution, ot
they're demanding a lot more for it” he

Among the specific requests by
CPGs are fully background-checked
employess with proper training rather
than cheaper subeontractors, complete
transparency with photographs of dis-
plays ence they're installed, and next-
day reporting, Charas says.

Employess at StratMar take an online
test that they only have two chances to
pass, tailored to a client’s particular
assignment, Charas says. *We can then
say toa client, "They may not be perfact,
but they have been trained specifically
toyour assignment”” Then, third-party
logistics companies can and should feel
more comfortable owning up to less-
than-perfect installations. “It's a people
bosiness, Clients know that mistakes
happen,” he says,

The next-day reporting with pho-
tographs gives clients assurance that
mothing is being kept fram them, Cha-
ras says. Everybody wants proofl °1
want to be able to look at photographs
in the store. [ want to look at raw data,

CPGs rely more

on third-party
companies to
execute programs
—and prove they
did them right

the next day. Ité speed, speed, speed —
and accountability. The way we can af
ford to do that is by the mannfictorers
saying, Tm willing to pay more.™

Buat the research involved in shop-
per marketing helps keep costs reason-
ghle by enabling hrands to narrow their
seope, Charas says. “People are now
saying, T only want you in the stores
where I want you. I want you in 312
CVS stores, in this two-week window,
and I'm not gaing to pay you to go any-
whereelse,” he says, “Instead of paying
816 or $17 a call, they're paying $24 a
call, for a lot leas ealls. And [ have to
prove that I actually did the work.”

Third-party providers need to build
heavy-duty analytics into their process,
Charas says. “You can no longer go in
with a canned set of questions,” he says,
“Ewery project has a unique objective.
The analytics need to be collected to
prove a case of some kind, We've put a
lot more money into data guys. All they
do s data analysis. The labor-provider
model didn't need that.

ROTis king, more than ever” ha adds,
“If you can't prove you have moved the
needla, if you cant prove the work is done,
if you ean’t prove you'ne not cheating and
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“If you can’t prove you have moved the
needle, if you can’t prove the work

is done, if you can’t prove you're not
cheating and stealing and lying, | hate
to say it, you're not going to survive
very long. Ultimately, only those
companies that do this will survive.”

American Grestings have "a dedicated
group going into stares on a regular
basis.” (Pepsi field marketing coordi-
nator Tara Coleman confirms that her
mmpa.m"n bottling division handles all
transportation and setup.}

But overall, *Big brands are realiz-
ing that's not their area of expertise.
We certainly hope that continues,” Lee
says, “There is a move toward third

parties. We are definitaly seeing that

Ethan Charas,
m|
StratMar

there quick,” he says. "The Procters of
the world, the Krafts of the world, they
have the depth and the muscle to spend
in a down economy, 50 when we turn,
they'll be in a great position to pick up
market share.”

Third parties provide a responsive,
varighle cost that ean handle a large
project with two weelks notice and don't
carry the continuing costs of perma-
nent employees, says Rushton MeGarr,
viee president of and commu-
nications at Market Force Infiemation
Ine., Loutsville, Calo.

“We're an efficient, cost-affective
way for businesses to have touchpoints
across the country,” he says. “We've
worked with a lot of these fuolks for a
bng time® On the down side, MeGarr
adds, *You can't exert as much contrel
over the i contractor as you
conld an employes network.”

Part of the push to-
ward third parties has
mme from retailers,
says Mark Sadock, ex-
ecutive vice president
of sales at Alliance, a
divizsion of Rock-Tenn
Co., Winston-Salem,
N.C. “A lot of those
third parties do a Jot
afwork at retailers fal-
ready]. They probably
get some synergy or
advantage by having that same com-
pany do the work.” That can present
challenges, though, when a CPGhas a
preferred vendor. *How do they make
sure everything gets synched up?™ he
says, “Thatk the risk”

Fewer and fewer retailers have the
resources to handle sets them-
selves, which has led some CPGs to turn

DMi Ristall Design, St Charlas,
B has ataam that can handle
complete shora bud-cuts.
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Rand Diversified, Edison, .,
has its own co-packing and

Ll flment facdity, adivision it
caks Rand Direct.

to third parties while others try to place
added responsibility on their salespeo-
ple, says James Flattum, marketing
manager for Lawrenre Merchand ising
Services, Minn.
“It kind of ebbs and flows,” he

“The vendors are realizing that itls very
important to get their merchandise on
the flnor, and they're proactive in not
expecting retailers to take responsibil-
ity. That’s our business. We're in major
retailers on a regular basis. We know
the ins and outs”

Measuring Parformancea

CPGs with which Advantage works
typically include set-up directions and
rely on the third-party firm to handle at
least some measurements of ROL dur-
ing the campaign and to taks the dis-
plays down at the end, Baird says.

“It’s typically very prescriptive.
There's a set of requirements that go
with the praject,” he says, “Therels data
that we capture and feed back as proof
of performance to the mannfactorer.
T}'m,thamha.hn third-party measure-
ments that most mamifacturers look at,
like IRT and Nielsen,”

How best to measure display per-
formance and ROL is the “864 million
guestion,” Sadock says. “Some of these
detailers have pretty sophisticated
systems, whether it a hand-held tele-
phone or some other PDA. Others, it's
very intangihle. Theyre just walking
aronnd and

The Store Attribute Manager from
Baesman a store-centric Web-
based database that can collect and
custom-sort a wide variety of data,
Kirkman says,

“How many windows, pants racks,
whether itd in a mall or freestanding,
how many exterior entrances it has, fix-
tures, types of product lines, marketing
categaries,” he says, giving examples
of the raw inputs. Then, one can ask,
“Show me all of my mall stores in the
top 50 by valume that have this kind of
pants fixtnres and more than one street
entrance. The system reveals how many
stores they have in that category, That
Hist can be e-mailed to any vendaor.”
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stealing and lying, [ hate to sayit, you're
not going to survive very long. Ultimate-
Iy, emly those compandes thet dothis will
rvive”

Dave Kirkman, vice president of ap-
erations at Bassman Precision Mar-
keting, Hilliard, Ohio, says prabably
anly 20% of third-party field service
partners provide such a sophisticat-
ed assessment and feedback process.
“There's a wide range of people in this
murket, based an price and how many
places in the country they ean touch for
you,” he says. “The top tier has a fead-
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back loap so you know that the job got
dane, and got dane right, and the people

in the location agree”

Third-Party Advantages
For CPGs, the largest advantage of
nsing third-party eompanies is the
ability to scale up and scale down for
seasonal or other intermit tent efforts,
Baird says. "It's typically not sustain-
ableneeds they have,” he says. “It's also
significantly less expensive for them
o hire us ar our competitors than for
them to recruit, hire, train and deploy e
alarge number of associntes.” g
Kevin Lee, vice president of Foolprint
Retail Serviees, Lisle, I11., still sees
amix of brands with their own field
service personnel and those that use
third parties. He says major com panies
hke Coca-Cola, Pepsi, Frito-Lay and
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e provides a shone-centric Weh
datahase that bets retadars
track whea the Tdtures and
P-0-5 materials aa in any of
e stores.
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Advantage’s performance measure-
ments come via hand-held devices that

capture both store-level and SKU-Jevel

data and are fiad into an anline proj-
ect-tracking system, Baird says. “We
can answer varions survey questions,
mmuch i can in
the form of a qlmmn,m-n“’ E:‘usayn " ,'.m“ mn:f::
Footprint brings tablet PCs to the - hias a Web-basad
store floor, takes befire and after pie- . planog ramining
tures, and asks store personnel to fill ﬂma e
out a survey about the experience, Lee |~ al =l
says. “Inthe past, it was, ‘Come up with hg“‘;;::“
a great plan, and then execute it and E?[?a‘.amm
get it out there That was the finish herejusa 1o
lne. Now, it's become a base expecta- track displays and
tion,” he says. “People are definitely | sheves,
asking mare pointed questions about,
How do we determine snccess?™
Mosaie provides a Web-based inter-
face to show what went up and where, R
o Yo an Tt .ty axd HARBOR
and you can invest in technology and
other rescurces, [execution] has gotten % S-DIVC Pl‘Ob IEIII.S Tlll‘OlJ.gI'l INDUSTRIES. INC
aasfer® he says, “If you're still paper Innovation and Creativity S
n.n&cliphm:ﬂ. % move difRenlt® isplayssFiniures
Bacardi® distributors use PDA tech-
nology to measure execution levels,
which Hopkins says vary by channel
and by store, Sales managers who man-
age the distributors do quarterdy store
andits, and “they’re pretty much re-
sponsible for the end result” she says.
“In a chain enyironment, there plano- Innavative 'by DEjEn
grams, and we fllow those. In the inde-
pendents, ith a little bit different. F S A
Remaining Challengas and durability without added weight
Execution varies not so much by prod- or need for over sized cartoning,
Phereh s cndle variey o shors B e ol
an W - . .
mts,nﬁspmemsﬂaim,an&mﬁm g:“msy‘;l:mc —
sives” hmp.'Thaam.ntufspamde- ety bnar:
voted to particular entegrories is a huge
variahle by stare. The Na. l.ehn]hngun Ar Harbor we believe in creating
ﬂn;]m_ 1nmﬂ mm_“ﬁ i solutions that help minimize the time
iance, sees variation ;
detail eaptured in measuring perfor- s Lt s

mance, "There is a lot of expense in-
yolved,” he says. “Some products, you
ean afford to collect that data because
they have high margins, Other products,
you couldn't spend another nickel”

Lee doesn’t see munch customization
when it. comes to execution. “If you are
talking aboat a 6,000-store rollout or
more, there might be some variation,
based on store size, store setup, the
age of the store,” he says. “Other than
that, it might be costomized by chain.
I by an expensive prospect for
the hrands”

Baecardi has found execution more
difficult with the advent of clean-store
palicies, but the ability to partner with
retailers through joint shopper mar-
keting efforts provides an opportunity,
Hopkins says. “The retailer’s knowl-
edge of the shopper has increased, and
they're definitely looking for sohutions”
she says,

Mosnic's Rose is encouraged that ef
Betively measuring retail execution
has become front burner for CPGs and
retaflers but sees room for refinement.
“Did it get executed? How? What did
we learn from that? he says. “Closing s
that follow-up, analytic piece is still ) B = i
ot there, Tt on agendas now, which i % e BEOP
good. We'll see where that goes” [ ol Reratoeint

Call us or visit our website to learn
mare about the products and services
Harbor has to offer
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616.842.5330
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