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Metrics that Matter – to the Customer and McCain.

Metrics that Matter has been created as an input to

evolving Commercial Acumen i.e. stepping up from 

product centred conversations to business 

conversations across the customer’s value chain.
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It focusses on the make up of our customers P&L,  identifies 

their main pressure points before then showing how the “new 

currencies” under Growth-Efficiency-Engagement can be 

used to positively impact them.

For each “currency” there is “food for thought” on the type of

solutions that could be considered by different customer 

types. These are not definitive and not yet all available in 

McCain’s core ammunition. 

They are indicative of what winning suppliers are talking 

about and any self-motivated Customer Leader would be 

able to use their industry, customer and McCain knowledge 

to have a point of view that would be sufficient to open a 

conversation that leaves a customer wanting to know more 

against which a fuller solution could be developed quickly if 

it’s required.

Your role as a Sales Leader is to:
• Familiarize with the content.

• Think about how you want to develop this muscle with your teams e.g. If Commercial Acumen Challenge 1 

has been completed the team could use the knowledge gained about the customer’s priority metrics in 

conjunction with this content to work up a solution that doesn’t start with product.

• Influence internally to ensure your team’s are supported by other functions (possibly from Finance, Supply

Chain and Marketing).

• Coach the team through building their capability by asking them about their customer’s priority metrics and 

encouraging them to think creatively about solutions.

What’s in the teams learning

material.

The basic construct of the

customer’s P&L and a

representative shape for their

customer type. This shows their 

significant buckets of cost and 

how they vary across Retail, QSR, 

MEU, Independents and 

Distributors.
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For each of the customer types 

there’s a deep dive in to the 

headwinds and tailwinds shaping 

the P&L structure. This is to provide 

some context about the 

environment the customer is facing 

in to so that the Customer Leaders 

can step in to their customers shoes 

and explore these further.
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There’s a look at Working Capital,

why it’s important and how 

Customers take advantage of 

suppliers admin errors to improve 

their cashflow. 

The key message here is that this 

also impacts on McCain’s cashflow 

so good housekeeping is important 

to eliminate opportunities for 

customers to behave badly!

A brief overview of other metrics

that customers may have as kpi’s is

included so that the teams have 

these in their line of sight.
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The currencies under Growth –

Efficiency – Engagement have 

been lined up against the P&L. For

each of these, there’s a click

through to a more detailed

explanation.
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The deeper dive pulls out a:
• Description and scope.

• Key principles.

• Food for thought on the kinds of

topics/solutions that would be 

relevant to different customer types 

that McCain could use to fuel 

business conversations.

This should be used to inspire the 

thinking of Customer Leaders and 

show the breadth of sales 

ammunition beyond product. Using 

a broader range of solutions builds 

trust and confidence in McCain as 

a supplier who has the customers 

best interest at heart. Ultimately it 

leads to McCain being the supplier 

of choice and the acceleration of 

profitable topline sales.

Throughout the module there are

reflection points and opportunities 

to capture some thinking.

As a coach, these are areas to 

discuss and explore with the team 

i.e. their take outs, learnings and 

commitment to action.
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• What have we learned about the customers metrics and what there 
targets?

• Which metrics are important to your customer?

• What evidence have you seen or heard from customers that 
supports these being the metrics that matter to them?

• Which ones are causing the customer real tension? What are the 
underlying causal factors?

• How are they trying to solve for this? How effective is it being?

• If you were the customer, what would you be doing to try and solve 
these tensions?

• As the GM of the McCain business with the customer how should we 
be supporting the customer to positively impact their challenges?

• What actions are you taking to eliminate their bad behaviors 
towards us across Orders to Cash?

• What difference are these actions taking?

• How can I help/support you?

Suggested questions to start a coaching conversation


