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An introduction to Collinson Grant

We work on

Our approach

Organisation
Acquisition, business integration, restructuring,
organisational design, roles and accountabilities,
and employee relations
Costs
Direct costs, overheads, supply chain and
operations, working capital, procurement, and
managing complexity and performance
Business Process
Business process re-engineering, managing
change programmes, Lean and Six Sigma,
exploiting ERP, and installing business controls

Client’s close
involvement

General
managerial
perspective

Pragmatic
approach

Small teams
Economic
Value

Seasoned
consultants

Real
insight

Collinson Grant focuses on sustainable results
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What we do – the varying scope of our work

Restructuring the organisation
and reducing overhead cost

Improving service at lower cost
by using Lean, Six Sigma and good
managerial practice throughout
supply chain operations

2

Cutting costs and applying good
practice throughout the supply
chain, designing better processes
and contracting out

3

Making changes to the
business model by defining the
customer proposition, restructuring
operations, and supporting
acquisitions

Reducing the
number of sites

Improving
C
productivity
Reducing
complexity

Optimising
distribution

Defining and developing the
customer proposition
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Streamlining
business-wide
processes

Supporting acquisitions
with operational due diligence

1

3

Our consultants’ experience in retailing
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Typical ‘headaches’ for retail managers …

Emptier high
streets – 14% of
shop space is
vacant
Excess stocks and
obsolete inventory

Deteriorating
working capital
metrics

Internet eliminates
former ‘category
killers’

Expansion of ‘value
retailing’

Increased risk,
deteriorating
performance by
customers and
suppliers
Lack of ownership
and accountability
for profit
performance

Rising property and
staff costs

Lack of
transparency on
contribution of
indirect staff
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Inaccurate forecast
and demand
planning

More, not less,
regulation

Slowing stock turn
Managing
complexity across
products, channels,
and formats

Deteriorating terms
from suppliers

Deteriorating
customer service

Proliferation of
stock keeping units

Proliferation of
suppliers

Lack of
connectivity
between online
and store trading
strategies

Falling productivity
from store space
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Driving up shareholder value

- The shareholder value tree -

Revenue
Profitability
Costs
Shareholder
value
Working
capital

 Market share
 Gross margins
 Customer service






-Typical targeted
benefits -

Fewer lost sales

Cost of goods sold (COGS)
Asset productivity
Cost of business operations
Manufacturing, conversion and sourcing
costs

 Inventories of raw, part-finished and


Invested
capital

finished products
Order-to-cash cycle time

1 - 2%
margin

10 - 15%
costs

10 - 20%
inventory

 Physical assets – plants, warehouses,
Fixed
capital
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- Supply chain impact -

trucks, office and support locations

10 - 20%
assets
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Defining the retail offer

Number of stores

Merchandise assortment and variety

Store locations
Remote shopping

Changes to the range
Loyalty programmes

Merchandise assortment and variety
Number of
customers

Brand positioning
Trading format
Promotions

Pricing policies
Price points
Amount purchased by
each customer

Product information
Reducing purchase risk
Promotions
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Retention programmes
Pinpointing activities that add
value

Price positioning

Store layout
Space allocation
Cross merchandising
Product adjacencies
Merchandise presentation
Impulse purchases
Merchandise assortment and variety

Trading hours

Promotions
Trade-up merchandising
Selling skills
Seasonal merchandising
Reducing stockouts
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Making it happen - turning the retail offer into reality



Where
dreams
become real

Often, the attributes of the stores do not
support the personality the retailer hopes to
convey

Proud to
wear the
T-shirt

Proud to
tell people I
got it here

Inspiration



Meet
customers’
needs

The visioning pyramid is a way
of capturing all the main
elements of a personality and
tying them together to highlight
gaps,
inconsistencies
and
relationships

Store laid out
around projects
Trade and
customer
balance
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Always
in stock

Provide
solutions

Stimulated to buy
things I didn’t
know I wanted
Good relationship
between price and
quality

Depth of
range

Customers’ values

Feel staff
really care
Build customers’
confidence

Store recognised
as best service
provider in the UK
Customers
consider us
their tutor

Personality

Post-sale
service

Emotional benefits
Fun

Ease of
shopping

In-store
excitement

Service that
flexes to
customer needs
No-quibble
return policy

Rational benefits

A place to
bring the
family
Interactive in-store
displays and
demonstration areas
Easy to find
products

Attributes

Ease of
paying
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Clarifying the offer and delivering the goods

Defining requirements for staffing – the
rules we apply
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Specific skills required in each department



Number of experts and customer advisers



Number (and percentage) of full-time and part-time
employees



Expected salary ranges for given skills



Expected ratio of staff cost to sales
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Making it happen – aligning the buy side and sell side

New product development
Demand and supply management
Deliver

Source/buy
Move/store

Manufacture
Assemble
Move/store

Channel partners
Logistics providers
Distributors

Suppliers (tiers 1-n)
Wholesalers
Distributors
Logistics providers

Contract manufacturing
Co-packers
Manufacturing plants
Logistics providers

Customer service
and support

Consumers

Transform

Sell side

Customers

Supply

Move/store
Order fulfillment
Final operation
Customer segmentation

Channels

Channels

Private label suppliers

Branded suppliers

Buy side

Break/fix/repair
Spares logistics
Managing returns
Reverse logistics
Channel partners
Logistics providers
Third-party maintenance

Supply chain execution and visibility
Retailing – Maximising operational excellence
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Finding opportunities to improve the supply chain

An understanding of the competitive landscape
+
Insight into the retailing business
+
Knowledge of best practice in the supply chain
Using these we can quickly define and deploy more effective supply
chain structures, reduce costs and improve service
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Realising opportunities to improve the supply chain

2

Develops recommendations for new processes,
systems and organisation that will provide a
basis for improving overall supply chain
performance

3

Prepares a quantified case for making
improvements to processes in the supply chain

4

Defines a pragmatic implementation plan
 to realise quick wins and longer-term
strategic improvements
 to achieve specified benefits (for example,
lead time, reductions in operating costs and
inventory, improvements in on-shelf
availability, et cetera)
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TO-BE

Provides an overall assessment of the process,
systems and organisation of the current supply
chain based on mapped and documented
process descriptions, analysis of strengths and
weaknesses, defined responsibilities and
accountabilities, and measured performance

Best Practices

1

AS-IS

A four-step approach
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Finding opportunities for savings at head office

1 Aims of the work

3 Critical factors for success

 To provide an objective,
data-rich, unambiguous baseline
that can be used to support
modelling
 To set measures for current
effectiveness, efficiency and
operational service quality, and
to track benefits
 To be able to review planned
changes, their impact, and help
shape a new approach

The work must use:

2 Approach
We should:
 collect data to compare current
performance against peers and
top performers so as to spot
potential for improvement
 work with your functional teams
to customise our questions
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 standard definitions to make the
data consistent and comparable
 the right amount of support and
expertise/insight
 data structured to fit into the
business case model

Organisation
Money
Money

Inputs
Inputs

Outputs
Outputs

Outcomes
Outcomes

4 Main outputs
This work will produce:
 information on the current state
of all functions with internal and
external benchmarks as
appropriate
 the design of a business case for
change
 analysis to inform opportunities
and other hypotheses for
improvement

Economy
Economy

Efficiency
Efficiency

Effectiveness
Effectiveness

Zero-based
approach to sizing and shaping
Cost-effectiveness / value for money
Cost-effectiveness
/ value for money
requirements
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Realising the plan for savings at head office

1 Aims of the work




To explore the ideas and options
proposed and to model the likely
cost of the effort and capability
required to implement options
To work with senior managers to
define the preferred option and
then build the blueprint for
change

2 Approach

3 Critical factors for success


Understand the capability
required to achieve the business
strategy



Understand and quantify the
interaction between processes,
structure and capability



Ensure that the leadership team
communicates the right things
about the proposals

4 Main outputs



Workshop(s) with the senior team
to explore the proposals from the
project team in the broader
context of business strategy



Detailed blueprint of how the
business will be managed,
organised and developed in
future



Build and define options, select
those preferred, and build a
blueprint detailing interfaces, unit
accountabilities, and the size of
population by functions



Future size of the organisation is
defined, accountabilities clarified,
and main roles described



A business case is created to
support the change

Retailing – Maximising operational excellence
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Finding opportunities for savings in procurement of
goods not for resale (GNFR)

Typical Retail GNFR Expenditure Breakdown







After working on procurement with a
number of retailers, we have used
this experience to develop a generic
cost model of indirect expenditure.
By comparing and tailoring this model
we can substantially accelerate the
process of data gathering and get a
much more accurate view of potential
opportunities and targets for savings.
Our knowledge and experience
greatly increases the speed at which
benefits are realised

Warehousing / Fullfillment
Carlease
6%
1%
Creative
Temp staff
4%
3%
Utilities
Telemarketing / Call centre
1%

3%
Freight
11%

Telecomms
1%

Insurance
2%
IT Hardw are
1%
IT Lease
1%
IT support
1%

Store refits
23%
Mailing / Post costs
8%

Marketing / Advertising
12%
Rates & Rent
2%
Print
18%
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Finance charges
1%

Packaging
1%
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Savings on procurement (GNFR)

Typical categories of indirect spending and the potential for savings
Cleaning services

14-19%

Office supplies

27-63%

Consumables

5-16%

Print (business, marketing)

10-41%

Courier services

15-42%

Recruitment and temporary labour

15-50%

IT maintenance

15-30%

Reprographics

15-28%

IT hardware and software

10-30%

Telecoms (fixed, mobile)

21-47%

Legal services

5-10%

Travel (air, hotel, taxi)

9-31%

Marketing services

5-15%

Utilities and fuel (including cost avoidance)

5-20%

MFDs (print, copy, fax)

14-22%

Workwear

20-38%

Office supplies
 Consolidate suppliers
nationally and regionally
 Negotiate cost-plus pricing
 Develop a ‘core list’ of items
 Switch to non-OEM products
 Control demand for non-core
items
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Hotels
 Structure demand to match supply market
 Select single, preferred properties for high
usage cities
 Select national chains to cover lower usage
cities
 Mandate preferred hotels and use of
corporate credit card for all hotel-related
expenses
 Monitor demand

Telecoms
 Measure rates to determine costsaving opportunities
 Evaluate specifications for
additional line features
 Consolidate spend with a single
primary carrier
 Seek competitive bids
 Obtain sign-on rebates
 Consolidate billing and payments
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Making it happen – programme management

Steering groups

Project teams

Projects about
customers








Store layout
Store services
Training
Staff management
Loyalty management
New channels (call centre)

Projects about
operations





Range management
Inventory management
E-commerce integration

Projects about support
functions






Head office processes
Organisation – shape and size
Procurement (GNFR)
Communications support
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Critical factors for success


to articulate the vision



to build a single, coherent plan



to optimise the benefits



to secure engagement and support



to manage risks to the programme



to prepare communications



to set up a programme management office
(PMO) to run, not administer, the programme
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An outline of our approach to managing change

Determine the
direction

Set a baseline for
the business

Define the
solution

Build the
capabilities

Review the external
environment and business
positioning

Specify the requirements of
the market, customers and
the business

Secure the senior team’s
commitment

Confirm the vision and
prepare the route map

Define the current
strategy and business
architecture

Align corporate, unit and
segment and
product/service strategies

Define corporate, unit and
segment and
product/service strategies

Implement corporate, unit
and segment and
product/service strategies

Define the SWOT, risks and
mitigating strategies

Formulate a blueprint for
the business architecture

Define the business
architecture (process, IS
and people)

Implement the business
architecture

Profile the organisational
structure, deployment and
cost

Profile the required business
capabilities (process, IS and
people)

Define business capabilities
(process, IS and people) in
detail

Implement the business
capabilities

Assess the impact of
change on business
rules and reporting

Assess requirements for
skills and training

Manage approaches to
stakeholders (unions,
partners, suppliers)

Assess the business
challenges and current
responses/initiatives

Develop and implement
immediate ‘situational
strategies’

Detail the business case

Manage risks and put the
business case into effect

Define initial hypotheses,
opportunities, outcomes and
benefits

Outline the benefits, costs
and strategy for
implementation

Prepare a detailed plan
for implementation

Conduct continuous
improvement

Determine cost and
performance baselines and
financial position

Project and change management*
Phase 1

Phase 2

*Planning,
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Phase 3

Phase 4

reporting, resourcing, communication, impacts/ responses, business risks/mitigations, skills
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Maximising operational excellence

Managing the business
Develop
strategy and
propositions

Manage
business
performance

Manage
brand

Plan
categories/
assortments

Develop
products

Operating the business
Source
Replenish
and buy
and allocate
products
products

Manage
customer
relationships

Distribute
products

Sell to
and serve
customers

Manage promotions/events
Manage content
Supporting the business
Manage
people

Manage
information
and systems
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Manage
operations

Manage
property

Manage legal
and regulatory
affairs

Provide
financial
services
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Our skills and expertise in retailing

Managing the business


Customer strategy





Repositioning





Range planning



Merchandising

Multi-channel marketing
and operations
E-commerce



Integrating acquisitions



Direct marketing



Developing formats



Call centres

Operating the business


Private brand
development



Sourcing
and buying



Supply chain
management



Distribution



Warehouse
management



Business process improvement



IT programme management /ERP system replacement



Store
operations



Call
centres

Supporting the business


Organisational design 

HR strategy



Restructuring



Portfolio management



Cost reduction

Managing change



Business integration



Procurement (GNFR)
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Forecasts and recommendations in a proposal, report or letter are made in good faith and
on the basis of the information before us at the time. Results depend on the effective cooperation of the client and the client's staff. Therefore, no statement in a proposal,
report or letter is a representation, undertaking, warranty or contractual condition. This
Company shall not be liable for any losses which were not reasonably foreseeable on
acceptance of a proposal or for indirect or consequential losses including loss of revenue,
expected profits and claims by third parties.
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33 St James’s Square London SW1Y 4JS United Kingdom Telephone +44 20 7661 9382 Facsimile +44 20 7661 9400
Ryecroft Aviary Road Worsley Manchester M28 2WF United Kingdom Telephone +44 161 703 5600 Facsimile +44 161 790 9177
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