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Efficiency and Differentiation through
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The 5-Step Digital
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Who We Are
Global Commerce & MDM Services
Providing leading brands with comprehensive Commerce
& MDM strategies, robust implementations, and on-going
application support.

Strategy

Design

Implementation

Managed Services

A clearly defined plan to align
with your business objectives
and ensure future flexibility

An outline of your solution
architecture, infrastructure
design and integration roadmap

An implementation process
that is tightly engineered for
the long-term

A mix of services that delivers
the performance and security
required by your environment
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A Five Step Journey From Loading Vendor to
Vendor Digital Engagement
1
Internal
Ingestion of
Data &
Digital
Assets

2
Providing
Automation
to Your
Suppliers

3

4

Providing
Value –
A Reason to
Return to
our Portal

This is how
we work
together

5

Full Digital
Enablement
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The Product Information Portal
• Key focus is to provide a tool to suppliers
where they can upload product data and
related digital assets into a portal and
receive automated feedback related to
the completeness and validity of product
information.

• The benefit to the receiving organization is
a reduction in labor and an implied faster
time to product information acquisition and
ultimately a reduced time to market.

• The benefit to the sending organization is
an assumed faster time to market and
a reduction in effort as the feedback is
immediate
TM
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Step One:

Internal Ingestion of Data & Digital Assets

•

Customer Service Representative works with Supplier to capture the information and digital assets
required to sell that Supplier’s products.

•

The process is labor intensive on both sides, highly manual, error prone and not easily repeatable for
new or updated products.

•
•
•
•
•
•
•

Labor intensive in that a CSR needs to work with each supplier
Low repeatability as there are no standards that can be communicated and enforced
Relatively slow time to market
Product Data Information Completeness is Questionable
Product Data Information Updates are Sporadic
Changing Needs are not easily communicated
Multi Step Effort to ensure completeness and accuracy

Key Outcome:
Successfully captured information
needed for commerce.
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Step Two:

Providing Automation to Your Suppliers

•

Providing a portal to allow Suppliers to self service the upload of data into your organization
decreases effort on the Purchasing side but can have an impact on the frequency of updates due to
the loss of personal contact with the supplier.

•

The process is labor intensive only on the Supplier side, less error prone and more easily repeatable
for new or updated products.

•
•
•
•
•
•

Time to market should be faster
Product Data Information Completeness is much improved
Product Data Information Updates may remain sporadic
Changing Needs are communicated when the supplier “logs in”
Less personal engagement but effort still required to entice partner to use the portal to perform their “task”
Digital Engagement is one sided: Benefit is to the receiving entity who wants the information in their format using their values

Successfully Pushed Work Back into
the Information Supply Chain.
Adoption hovers around 60%
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Digital Engagement For Suppliers
How Did We Miss This????
As Tim Lloyd puts it…

• This is about Aligning our

thoughts regarding our interaction
with Suppliers with our thoughts
regarding our customers
• Can you imagine:
• Telling a customer that they need to
email or call us regarding updating
their contact information?

‘Digital Engagement’
is anything and everything
that involves a
conversation online.
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Step Three:

Providing Value
A reason to return to our portal

• Deepen the relationship by pushing value driven opportunities to the portal such
as limited participation promotions to the portal. Stepping beyond data
acquisition and into a value-added conversation
Some Examples:
• Promotions that require Enrollment

• Suppliers now invented to visit the portal and that should lead to:
• More frequent product information updates
• Earlier recognition of changing requirements

Two-way communication – Purchasers now engaging Supplier in bi-lateral communication
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Step Four: Digital Engagement –

This is how we work together

•

Expanding the use of the Portal to not only collect product information and to provide
program incentives, but also to include Supplier Information

•

Begin capturing information regarding the supplier such as contact and location
information (names, addresses, email, phone numbers, etc.,).

•

The number and types of interaction with Suppliers increase along with the number of
roles that visit the portal. This is now how we do business, swapping contact information,
addresses as well as policies and procedures.

•

CSR contacts become more business focused and less about capturing information
Two way communication – Purchasers now engaging Supplier in two way communication
and lowering the cost of obtaining information on both sides
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Step Five: Full Digital Engagement
• Take full advantage of the tool set to proactively engage suppliers (or prospects)
on a variety of topics that are beneficial to both you and them. Engagement no
longer only involved the portal. Emails, Texts, Calls and other means of
communication can be used to inform and prompt behavior
Some examples:
• Certificate renewals
• Contract Renewal or Initiation
(site inspections, food certifications)
• Promotions
• Request to refresh contact information
• Collateral Refresh (Logos, Company Descriptions)
• Campaign to move Suppliers to GDSN
• Additional Product Information requests
• Scorecard
(360 degree images, new statutory fields)

We are now engaging our Suppliers in a manner similar to engaging our Customers.
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Taking the First Steps
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Taking the First Steps
If you do not have a
Supplier Portal in
place –
GET ONE NOW
Securing and
expanding your
supply chain is
more important
than ever as
companies
begin to look at
creating
revenue
opportunities to
make up for the
loss of revenue
that they are
encountering
today

Plan on the need to
not just train but
educate your
suppliers. Don’t
assume that they
understand these
concepts without
some effort on your
or a third parties
effort

Create a roadmap to
take you from
whatever stage you
are in now and begin
moving towards full
digital engagement
with your suppliers

Look to externalize
some resourcing.
One lesson learned
by many companies
is that there are
situations that lead to
down-sizing. Make
sure that should this
happen again that
you have access to
resources to support
this key function

TM

Private and Confidential

16

About Pivotree
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About Pivotree
Company Snapshot

 20+ years in business
 300+ team members
 8 offices in North America,




Europe, and APAC
70m annual revenue
250+ satisfied customers
worldwide
95% of tickets responded to
within 15 minutes

Our Relationship
with EnterWorks

Our MDM Focus

 MDM as a core business
 MDM to eCommerce skill sets
 The most experience





implementing Enable
One company for hosting,
implementation, managed
services, customer support
Disciplined application support
process
Global support with users around
the world
Dedicated security team

 Trusted EnterWorks partner with






25+ joint customers
Multiple delivery models including
EnterWorks iterative model
Dedicated EnterWorks practice
Co-innovation lab - testing,
optimizing, and automating
deployments and monitoring
Integrated DIVE AI solution with
the EnterWorks system
Member of EnterWorks solution
architect exchange program
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Questions?

EnterWorks MDM Virtual Conference
Join us for Upcoming Webinars in the Everything MDM Virtual Conference Series

enterworks.com/virtual-conference-mdm/

Week 5: Best Practices and Workshops
April
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Agile in MDM – How to
Deliver MDM in an Agile
Environment and
Maximize Value and
Adoption

April

23

Presented by Allyson Taft
and Libryia Jones of
Amplifi

Presented by Rusty
DiNicola of Pivotree

Break Through Digital
Walls & Drive Sales with
Automated Data
Syndication to Your
eCommerce Channels
Presented by Emeka
Nwosu of Productsup

Week 6: Best Practices and Workshops
April

28

Building Your MDM
Journey – Everything
From Aligning Data with
Business Objectives to
Use Cases and More
Presented by Steve Ruff
of Infoverity

April
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Multi-Domain MDM: 5
Key Ingredients of a
Successful MDM Program
Presented by Rusty
DiNicola of Pivotree

April

30

MDM Implementation
Styles – Learn the
Differences Between
Them and Which Style
Works Best for Your
Organization
Presented by Ramesh
Prabhala of IntelliTide

THANK YOU FOR JOINING!
We are excited to help you take the next step in your data management journey.
sales@pivotree.com
1.877.767.5577
www.pivotree.com
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