Metrics that Matter — to the Customer and McCain.

Commercial Acumen =
Metrics that Matter has been created as an input to

evolving Commercial Acumen i.e. stepping up from .
. . s nvestigatin, Developing a scati
product centred conversations to business vt faangaf f b ommeca 4 Aemlication
. . information solution
conversations across the customer’s value chain.

What you'll lear in this module A | |t focusses on the make up of our customers P&L, identifies

their main pressure points before then showing how the “new
- A currencies” under Growth-Efficiency-Engagement can be

* Their connectivity to Growth-Efficiency-Engagement . .

o A T S S D used to positively impact them.

impact different customer metrics and benefit McCain.
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* The metrics that keep customers awake at night and the
causal factors.

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.

The outcome recid They are indicative of what winning suppliers are talking
> e T about and any self-motivated Customer Leader would be

* Hawe broader commercial discussions with customers about their . . .

e e | GPIE O Use their industry, customer and McCain knowledge
Proaclively e L ST to have a point of view that would be sufficient to open a

VA g . .
ik conversation that leaves a customer wanting fo know more
against which a fuller solution could be developed quickly if

it's required.

i Your role as a Sales Leader is to: i
1+ Familiarize with the content. !
i+ Think about how you want to develop this muscle with your teams e.g. If Commercial Acumen Challenge 1 :
i 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. I
i+ Influence internally to ensure your team'’s are supported by other functions (possibly from Finance, Supply :
! Chain and Marketing). :
i+ Coach the team through building their capability by asking them about their customer's priority metrics and i
' encouraging them fo think creatively about solutions. i

What's in the teams learning The shape of the P&L varies

.
material.
Cost breakdown as a %age of sales

dive).
The basic construct of the
100

customer’s P&L and a
representative shape for their

Sales

! . Cost of Goods 65
customer type. This shows their e — : : y " 20
significant buckets of cost and Labor 65
how they vary across Retail, QSR, Supply Chain

MEU, Independents and Utlltes/Occupancy
o o Marketin,
Distributors. S

Net Profit (%age range)

COGS and Labor are typically the cost metrics most focussed on because small changes make a big impact on net profits
but in Distributive the Supply Chain costs are an additional focus.
(“Prime costs” is the name that Restaurants give to COGS + Labour. They target them to be no more than 60% of sales).
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Exploring the P&L headwinds and tailwinds -
Retail

Headwinds Tailwinds

+ Increase in food consumption OOM &fer supplied through + Low unemployment & increasing consumer
Home Delivery confidence.

Costs as a %age of sales

p / Fewer m:r nm-m-n-g‘rjr \w;:?:lgar.:'grm\‘-m; - « Private Label perception improved & share increased. For. eO C h Of Th e C USTO m er Typ eS
Sales ) / N t opp < for “‘:“ of losing them, . I\r;n:;llc, wide challenge rather than customer There ] S O deep dive in To The

* Reduced store traffic may mean slower rates of sale
leading ta more waste on perishable/fresh produce.

headwinds and tailwinds shaping
the P&L structure. This is to provide
e DR CIET A some context about the
L environment the customer is facing
in to so that the Customer Leaders

can step in to their customers shoes
e e G and explore these further.

+ The Retailers brand equity remains high

Cost of Goods

Waste/Shrinkage

Labar

Supply Chain

+ Growthin e-commerce has driven Increases.
+ Increasing fuel costs & lack of drivers.

Utilities/Occupancy

ations for renewable energy

+ Price Increases from service industries e.g. a
ces/energy saving initiatives in stores &

Insurancejutilities and the ability to pass them on in
price to shoppers.

Marketing

Net Profit (%age range)

+ Investment in technalogy and new platforms to
enhance the shopper exparience,
+ More effort required ta retain shopper spend instare.

Working capital is a key M
metric for all ﬁ

Suppliers/ Staff Goods/Ingredients
It’s the amount of free cash-flow a A gliss-paid In
business has to use in its day-to-day
trading operations.

-
The more cash there is in the bank, the \ S;
more possibilities they have - from
promotions to buying businesses.

There's a look at Working Capital,
why it's important and how

Payment . Goods/Meals

Working capital is a Sold

received

Customers take advantage of measure of a company's
a N R efficiency and its short-
suppliers admin errors to improve term financial health.

their cashflow.

The key message here is that this
also impacts on McCain's cashflow
so good housekeeping is important P g §
to eliminate opportunities for | = :‘;\‘}_ g

customers to behave badly! s s

Other “Growth” metrics Other “Efficiency” metrics

Typically looked at as trends, comparisons s time periods Typically looked at as trends, comparisons across time periods

= Footfall/Traffic * Product availability/out of stock/on shelf
availability
+ The availability of praducts for sale to a
“shopper” in the place they expect it and at the
time they want to buy it.

* The number of people entering the business i.e.
crossing the door accessing an e-commerce site.

Buying customers

« The number of pecple who spend e.g. it’s possible + Fill rate
that not all of the footfall/traffic will convert to + Distributive/E-commerce — the percentage of
customers (some turnaround and walk away). orders satisfied from available stock.
Average customer spend/order value/basket. + Rate of sale/sell though/stock turn
* The total sales revenue divided by the total number * The speed at which available stock
of customers/covers. (products/goods/dishes) is sold - the faster the
better.
Sales per square feet o g o
per = + Seat/table turnover A brief overview of other metrics
* Retail/Wholesale - the average revenue from one . .
£ " * Restaurant - The number of times a seat/table is o .
square feet of space. used by different parties during a particular meal ThOT CUSTOmerS mOy hOVG as kpl SIS

period or time.

et o e o e i ns included so that the feams have
to the order e.g. sides, drinks, desserts, appetizers. These |n Thelr ||ne Of S|g hT
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So which metrics can we support and with
which “new currencies”?

GROWTH [l FEFFICIENCY [l ENGAGEMENT I

Sales

Cost of Goods

Waste/Shrinkage

Labor

The currencies under Growth —

Efficiency — Engagement have

been lined up against the P&L. For
: each of these, there's a click

e through to a more detailed

: explanation.

Supply Chain

Utilities/Occupancy

Marketing

The deeper dive pulls out a:

» Description and scope.

* Key principles.

» Food for thought on the kinds of . v Metic impacted: Scies.
topics/solutions that would be : Rt ot |
relevant to different customer types &m" .
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
frust and confidence in McCain as
a supplier who has the customers
best interest at heart. Ulfimately it
leads to McCain being the supplier
of choice and the acceleration of
profitable topline sales.

Take some time to reflect

How many of the customers metrics are you actively
supporting?

How often do you default to lead with a product based

Pl Throughout the module there are
How can you shift the conversation to demonstrate value reflec’rlon pom’rs Ond oppor’runl’rles
beyond product in your next customer meeting? to ca pfure some thin |(|ng

Which metric and solution can you start will you choose?

As a coach, these are areas to
discuss and explore with the tfeam
i.e. their take outs, learnings and
commitment to action.
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Suggested questions to start a coaching conversation

¢ What have we learned about the customers metrics and what there
targets?

e 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?

¢ Asthe 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 | help/support you?
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