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OUR NEXT 
40 MINUTES
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+10.7%* growth 

No. 2 worldwide

Baby Nutrition

+4.6%* growth

No. 1 worldwide

Fresh Dairy Products

+15.7%* growth 

No. 2 worldwide (by volume)

Waters

+9.4%* growth 

No. 1 in Europe

Medical Nutrition

*Like-for-like sales growth by division (2011)

19% 17%

6%

58%

Les Métiers DANONE
WW Figures
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DANONE STANDS FOR
Bring Health Through Food To As Many People As Possible

provides specialized 

products to meet the 

specific nutritional needs

of babies from 0-3

is the only drink  

essential to human life

products provide 

solutions to fight 

against malnutrition in 

the elderly

Consuming is at 

the heart of nutritional 

recommendations and 

contributes to a balanced 

diet
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DANONE ITALY
Within the Fresh Dairy Division

PCC for Europe

*1 SERVING = 100 g.
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MARKET CONTEXT 
2 Growth Engines: the Call for Demand Shaping

 DIT top 5 media FMCG investors

 DIT top 10 TV market investors

 DIT SoV of UF dairy market ~ 80% 

 Promo Pressure (PP) UF Market ~40% 

 PP UF market x2 in the last 3 years

 @ DIT >15.000 promo events yearly 
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OUR NEXT 
30 MINUTES
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DISC’OVER THE PROJECT 
The Technology Enablers

Scalability

High Frequency Control  

Self-Learning & Adaptive 

Automated Forecasting

Open to Multiple Demand 

Signal Sources

Wide and Accurate  Demand 

Shaping Capabilities

Quick Response 

to Market Changes
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DISC’OVER THE PROJECT
MLE works with PROMO

PROMO 01 PROMO 02 PROMO 03 PROMO 04 PROMO 05 PROMO 06

FUTURE

PROMO 01

FUTURE

PROMO 02

Actual 
Demand

Baseline
Baseline
Forecast

PAST | LEARNING FUTURE | FORECASTING

Event
Forecast

1 2 3 4 5 6 7
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A DAY IN LIFE
Turn Demand Insights into Business Savvy Decisions

TPM

Ex Ante Promo Plan (Quarterly) 

in compliance with Finance OBJs 

set at lowest detailed level

HDQ & Sales Team Members

validate Promo events which 

best fits with Financial OBJs

TPM
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DEMAND SHAPING “NEW NORMAL”
Results AND Performance

DEMAND SHAPING 

KPIs (PROMO)

“TRADITIONAL” 

SUPPLY CHAIN KPIs

…BEYOND

NUMBERS…
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OUR NEXT 
20 MINUTES
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Consumption1 Trend

-1,6 

1,5 

0,1 

-4,3 
-3,4 

2009 2010 2011 2012 Q1 13

Source: ISTAT , May 2013. 
1 HH consumptions. 

MARKET “NEW NORMAL”
MAXIMISE TOP LINE FUEL OR DIE
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HARDER TIMES EXPOSE DISC’OVER LIMITATION
The (last?) call for comprehensive PRGM approach

PROMO FORECAST 
ACCURACY STILL POOR IN 
MID-TERM HORIZON

ROI CALCULATION GET 
SKEWED BY SALES TERMS 
EVOLUTION

RETAILERS MARKET GET 
BLURRED DUE TO PLAYERS 
CONSOLIDATION

Profitable Revenue Growth Management

PRICING & 
PROMO

TRADE 
TERMS

&
TCTS

ATL&BTL 
INVESTMENT

CHANNELS

PRGM

PORTFOLIO
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PRGM to support decision makers
MAXIMIZE Top and Bottom Line Growth

PRICING & 
PROMO

TRADE 
TERMS

&
TCTS

ATL&BTL 
INVESTMENT

CHANNELS

PRGM

PORTFOLIO

Y1 Y2 Y3 Y4

EBIT

NET 

SALES

Volume
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DISC’OVER ONGOING EVOLUTION 
TRUE BLUE Project: Build PRGM’s ROBUST LEGS

INFRASTRUCTURE

TECHNOLOGY support
Roles and ORGANIZATION

PROCESS and KPI

RM
STRATEGIC

IMPROVEMENT

DECISION MAKING
IMPROVEMENT

ROI calculation
REVIEW

ORGANIZATION & 
PEOPLE ALIGNMENT

S&OP+ & PRGM 
INTEGRATION

TECHNOLOGY 
UPGRADE

IMPROVE M/T Promo FA
PROVIDE stable & accurate ROI by event

ASSURE S&OP+ & PRGM day-by-day integration

CCM Implementation
(MARKET DYNAMIC MODELLING)

DCH Implementation
(DEMAND DECOMPOSITION M/T PLAN)

M/T UPLIFT ALGORITHM 
(SO99+ evolution)

NEW PROCESS AND BUSINESS KPI 
MONITORING

INCENTIVE POLICY  

New Process Description (RACI)
JOB DESC & GAP ANALYSIS
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OUR NEXT 
10 MINUTES
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CONCLUSION
Lead the Business RelevanceTrajectory

DISC’OVER
(2011-2012)

TRUE BLUE 
(2014)

?
(20xx)
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CONCLUSIONS
Q&A (if any)


