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CASE STUDY: OPTIMIZING RETAIL SERVICING

A leading confectionary
manufacturer leveraged Test &
Learn® to optimize retail servicing

Context and Challenge

Retail servicing is one of the largest expenses that CPGs face.

Looking to minimize costs, a confectionary manufacturer was
considering reducing service visits. Reductions could increase
profits but could also have a negative impact on sales and
retailer relationships. The CPG wanted to find the optimal
servicing cadence to maximize profitability.

Approach

Using Test & Learn®, the CPG designed a test in which the
frequency of servicing visits would be reduced by 50% across
four key grocers and mass merchants. This design enabled
the CPG to "right size" the test by minimizing the initial
intervention while maximizing learnings.

Using this analysis, the CPG accurately assessed the
investment's impact before rolling it out.
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Solution

Three Test & Learn® capabilities enabled the CPG to accurately
assess the impact of the servicing frequency reduction

v Proprietary Control Matching Methodology
v Flexible Breakouts and Deep Segmentations

v Precise Targeting for Maximum RO
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Test & Learn® identified
which stores to include
in the test, determining
that a 295-store test
was the optimal size

. New Analysis ~ Tools ~ Data ~ Help and Training ~ My

Frequency Reduction

@Event » @ Settings > Sefup > Clean > Control > Evaluate > Finalize > @ Results

Test Details

Select a group that contains all pessible candidate Sites for the test. Then, select the approximate timing and duration of the test. (D How do | determine the eligible site group?

Eligible Site Pool The eligible site group should contain clean sites,
meaning they do not have other tests or major
Select a group v initiatives geing on around the anticipated time of this.
test
Test Dates Leam how to find a clean site group
(i) How do | determine expected test dates?
Begins on Analysis Period Length
07/24/2021 B3 an Days It's okay to use an approximate date or duration if
you're unsure.
Leamn why

A Test timelines are recommended to be dates in the future.

@ How are test sizing dates determined?
Test sizing dates
By default, Test Design assumes that your selected
Test Design will analyze performance around 07/25/2020 to determine how many sites you need for your test. sites' performance one year ago will be representative
of performance you expect during your planned testing
period
Leam why you might change these dates

Change test sizing dates.

Test variations

single Scenario (Only test one scenario against control) v

—, Help us improve
= Rate your experience on this page

Profile ~
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Without Test & Learn®, the CPG would have used a "group-to-group"” control strategy,
which often results in mismatches that could lead to misleading results

Test Stores Matching Randomized Control Group Potential Control Stores

* 000 ®
® 2900,
@0'0'.
Leads to ‘ ‘ ‘

B Test
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Test & Learn® created a custom control group to compare each test store with similar
stores from the same retailer, leading to a better test vs. control match

Test Stores Matching Randomized Control Group

Potential Control Stores

Leads to ‘
Revenue
B Test
/\/\ / Contr0| . ’

Time

Q@ Q Q

Performance

A
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Test execution was @D v e om- epmsTang -
SUCC@SSfUl, with most Frequency Reduction
stores in compliance Otus - @ g » O
Some store managers Compliance in Frequency of Visits by Retailer
did not allow a full 50% = 50%+
reduction, given its 25-50%
potential impact to 2 = 0-25%
retailer relationships & Sk\
o
o
g The analysis
2 included stores
that decreased
visit frequency
- - by at least 25%. §
— —
Retailer 1 Retailer 2 Retailer 3 Retailer 4
Retailers j
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Overall, retailers did @D v s o repmerews-
not see a significant Frequency Reduction
decline in sales from S —
the reduction in
servicing frequency Test vs. Control Revenue
10.0% ]
S L
< sow = ,._
8 P :
5 — N\l . — : S
£ 0% [ . .
E | . . >
5 -5.0% P >
a =
Baseline period 1 1 Analysis period k
-10.0%
Date On average, revenue saw
a small -0.96% decrease,
while quantity sold
experienced a negligible
0.12% increase.
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Test & Learn® analyzed
hundreds of drivers to
identify which were
most influential in
stores' performance

Sales Volume
Significance: 94.3%
3.9%
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Stores with low to medium
sales volume (3.6-6K) saw
greater performance.

Stores in regions 3-4 (the south
and southeast) also saw
greater performance.
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Combining these [ T —
drive rs, Test & Learn® Frequency Reduction
built a model to predict Ot @ e Ot rercese
the sales impact of
introducing the Actual vs. Predicted Sales Lift
frequency reduction
14.72% 15.30%
5.699% ©.48%
2
Hj
2.57% -1.13%
-12.84%
-14.72%
Quartiles
B Actual T&L Predicted
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The model revealed
that there were certain
store profiles in which
reducing servicing
would hurt sales

11

. New Analysis ~ Toots. ~ Data ~
Frequency Reduction

@Evem : @ Senings + O Results

Help and Training ~

Rollout Model

Projected Profit Impact

Best Stores

Breakeven line

= Rollout cutoff

Number of Stores

Worst Stores

My Profile ~

+ Add output
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Results

By targeting the
frequency reductions
using the Test & Learn®
model, the CPG could
save over $2.6MM,
freeing budget for
other initiatives
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Retailer Number of Stores Averag:aeef:g:ct)rseavings UG C;s:;z;;lrings per
Retailer 1 118 $4,644 $213,600
Retailer 1 702 $5,190 $1,800,000
Retailer 3 22 $2,731 $49,200
Retailer 4 167 $6,556 $537,600
Value Added L
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Next
Steps

For more information,
please contact your
account representative.
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CASE STUDY: OPTIMIZING RETAIL SERVICING

A leading confectionary manufacturer
leveraged Test & Learn® to optimize
retail servicing

Context and Challenge

Retail servicing is one of the largest expenses that CPGs face.

Looking to minimize costs, a confectionary manufacturer was
considering reducing service visits. Reductions could increase
profits but could also have a negative impact on sales and
retailer relationships. The CPG wanted to find the optimal
servicing cadence to maximize profitability.

Approach

Using Test & Learn®, the CPG designed a test in which the
frequency of servicing visits would be reduced by 50% across
four key grocers and mass merchants. This design enabled the
CPG to "right size" the test by minimizing the initial
intervention while maximizing learnings.

Using this analysis, the CPG accurately assessed the
investment's impact before rolling it out.
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Results

-0.96

The CPG found that reductions did not, on average,
result in lost sales, having less than a 1% impact.

$2.6

However, there were specific store profiles where
reducing servicing did negatively impact sales. By
targeting frequency reductions and excluding these
stores, the CPG could save over $2.6MM.
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