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When on-demand is the norm, 
can your supply chain respond?

Three-quarters of consumer products and retail companies say 
traditional methods of value creation are increasingly disrupted, 

1 
Supply chain is one of the top questions our clients are grappling 
with: 81% of senior supply chain executives say their company’s 
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In the era of omni-channel shopping, supply chain management 

capability has the potential to determine the ultimate shopper’s 

ubiquitous products and services, companies are turning to service 

EY  
EY in collaboration with the CGF: Re-engineering the supply chain for the omni-

channel of tomorrow

The digital world has shattered two fundamental assumptions of 

Connected shoppers, devices and objects have enabled real-time 
demand to be known and assessed, while a web of connected 
carriers, contractors, service providers and suppliers make capacity 

To succeed in this omni-channel world requires companies to evolve 
their supply chains into demand response networks (DRNs) — 
demand-driven, data-rich networks, built to motivate, sense, modify 

Supply chain management must evolve

acknowledge the need 
for changes 68%

admit their supply chain 

omni-channel 
81%
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What shoppers expect today …

Anytime or anywhere Personalized interactions and products 
Anytime, anywhere shopping: 
Shoppers engage with brands and 
products through multiple channels at 

to them and they respond with only 

Personalized interactions and products: 
Consumers expect their favorite retail and 
consumer brands to curate the products they 

interactions with brands, for example, 
through co-created events, online and off-line 

Holistic information: Consumers conduct thorough 

on every aspect of the product or service, including price, 
positive and negative recommendations, and authentic 

Delivery to suit them: Shoppers expect 
not only free shipping and returns but also 
for their purchase to arrive at a time and 

Transparent, holistic information 
throughout the path-to-purchase 

Delivery to suit them

Anytime or anyhow 

Anytime, anyhow 
shopping: Shoppers 

choose, buy and 
consume products 
in both physical and 

Service expectations 
are high, seamless 
and consistent 
across all channels 
and devices, and 
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global survey of consumer products global survey of consumer products global survey of consumer products 

The cost of getting goods to omni-
channel consumers on their terms 

Traditional routes to market are 

rush to develop mobile commerce 
capabilities, companies have often 
bolted on systems and processes 
without fully integrating them with 

a result, many consumer goods 
manufacturers and retailers are 
experiencing continued margin 

able to understand cost to serve at 
3 

… and the challenges of meeting those expectations

Controlling the 
cost to serve 

Only 20% of CP companies are 

supply chain activity with changes 
4 They are struggling to 

address questions of where best to 

orders from any shopper in any 
channel to any destination in the 

like apparel, the dressing room 
has moved from the store to 
the shopper’s home, meaning 
companies’ handling of the returns 

dynamically 
Digital enables direct contact 
with shoppers in real time and in 

shoppers, equipment and 
devices all generate petabytes of 

These data can explain demand 
behaviors and calibrate the impact 
of marketing and commercial 

CP companies say they are able to 
collaborate with partners to get a 
real-time, end-to-end view of the 

5 Big data can 

box for a company depending 
on the extent to which cognitive 
analytics drive smart decision-

Understanding big data

18% say they 
understand the 
cost to serve. 

18% 

they can align their 
supply chain with 
changes in demand.

20% 

20% feel they are 
able to collaborate 
with partners to get 
a real-time, end-to-
end view of the value 
network chain.

20% 



The new supply chain approach must be centered on sustainability, 

that are interconnected and working toward a common objective: 

In such a network, every node is connected and smart, allowing 

each member of the network is aware of every other member’s 

highly collaborative in nature, allowing their members to reduce 
waste and free up resources to be invested in innovation, marketing 

The DRN model enables companies to be much smarter at 

to overstocked stores, reducing the need for markdowns and 

providing rapid access to all inventory across the business, 

Manufacturers can leverage the transportation and warehousing 

The formulation of a demand response strategy and the 

offers superior levels of service, enables service innovation, and 

happens at a cost to serve that can easily be managed, boosting 

It is not just in the consumer products industry that building 

connects its network of distributors with its internal network of 

rule unique responses that dynamically allocate which party is 
in the best position to respond to a single order from its point in 

based on members’ resource consumption and contribution to the 

From a linear chain to a dynamic network

A dynamic web of companies, technologies and business processes that 
are interconnected and working toward a common objective of sustainable 

When on-demand is the norm, can your supply chain respond? 5
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Reinventing your supply chain: 
three essential tasks 

consumer products companies must evolve their supply chains into 

forecasting to a position where they can sense and shape demand 
6 

There are three essential tasks for completing this evolution:

Harness real-time demand 
signals

harvest and interpret them, so they become meaningful to the 

to order triggered by a connected appliance, device or other 

it should not be a surprise that demand and supply cannot 

7 They must break 
with their old habits and enable the functions to collaborate closely 

Align operational and 
commercial functions

what they need, how much they are willing to pay, what choices 
they are making and the overall context in which these decisions 

global survey of consumer products 

Tomorrow’s winners will tune in to 
consumption patterns well ahead of 
traditional point-of-sale data. 

Harnessing real-time demand signals 
in context allows companies to explore 
new strategies to shape and respond to 

Too many consumer products companies 
still have an organization where the 
commercial and supply chain functions 
operate in silos.

operations and IT must lead the digital transformation of the 

demand behaviors as needed and to use the information to drive 
decisions for the next iteration — not just to prepare historical 

01 02

Processes have to be redrawn so demand 
signals and contextual information arrive 
clearly and swiftly.

10% feel they can sense and 
shape demand in real time. 10% 

22% feel they are able 
to balance go-to market 
objectives with supply 
chain capabilities. 

22% 
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A continuing evolution

must change their paradigms in order to accommodate new 

levels of service is a “nested” purpose that must be aligned with the 

Disruptive trends including omni-channel, “endless aisle”, growth 

Actively manage the 
capacity network for 

The ability of the commercial and supply 
chain functions to collaborate will help 
the company focus its investments for the 
short, medium and long term to generate 
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There is an urgent need to properly 
measure and understand unique “product-

make sure the true cost to serve is known 
and can be optimized.

This is likely to involve going back to basics but with better 
information, planning and executing forecasts that integrate the 
demand and capacity sides of the business to ensure the right 

When companies integrate go-to-market commercial strategies 
with route-to-market supply chain strategies, they can face demand 

13% say they can segment 
channels based on 
service requirements and 
commercial value. 

13% 

About the author
Maria Rey-Marston is a Partner 
Principal in EY’s Global Supply 
Chain and Operations and 
Performance Improvement 

leads teams across EY to 
help clients innovate and 

that deliver superior market 
response and improved 

Maria has worked with leading beverages and consumer goods 
companies around the world, supporting them to execute 
strategies that connect supply chain operations, innovative 

business strategic transformation, performance management, 

is passionate about sharing her knowledge with the next 

To handle the demands of emerging channels and markets, 
companies can plan and execute projects that integrate the demand 

accounts and channels, both existing and new, with the biggest 

Segmenting channels based on service requirements and 
commercial value is vital; today, 13% of companies say they are able 

8

and cost implications of requests from channels and customers, 
and undertake joint value-creation initiatives, will witness a major 



EY

About EY
EY is a global leader in assurance, tax, transaction and advisory 

develop outstanding leaders who team to deliver on our promises to all 

the member firms of Ernst & Young Global Limited, each of which is 

How EY’s Global Consumer Products Sector can help your business 
Consumer products companies are operating in a brand-new order, a 
challenging environment of spiraling complexity and unprecedented 

consumer behavior and expectations are evolving, and stakeholders 

Consumer Products Sector enables our worldwide network of more 
than 17,500 sector-focused assurance, tax, transaction and advisory 
professionals to share powerful insights and deep sector knowledge with 

experience, can assist you in making more informed, strategic choices 

 

 

ED None

This material has been prepared for general informational purposes only and is not 

ey.com

About EY
EY works with many of the world’s leading consumer 

tools, methodologies and data to help them reinvent 

enable businesses to identify opportunities and implement 
solutions that will drive competitive advantage and create 

With more than 2,400 supply chain and operations 
professionals across 150 countries, EY is a truly global 

businesses such as Procter & Gamble, means we combine 


