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Today’s Speaker 

Ben YoKell 
Principal, Integrated 

Demand & Supply 

Planning 

Ben YoKell oversees the Demand Planning 

Intelligence Consortium where he combines his 

background in mathematics with his passion 

for the application of quantitative modeling 

techniques to real world planning problems to 

help to create and deliver repeatable, scalable, 

and high-value supply chain optimization and 

solutions. 

 

Ben has spent the last decade and a half 

delivering supply chain strategy, inventory 

optimization, and other S&OP related projects 

for clients in the CPG, Food and Beverage, 

Retail, and Chemical industries.  

 

Ben holds a B.A. in Mathematics and a M.E. in 

Operations Research from Cornell University  
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Today’s Agenda 

Who is Chainalytics? 1 

2 

3 

4 

Is Your Forecast Stuffed? 

How Do You Trim the “Fat”? 

Time to Serve the Meal! 
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Who is Chainalytics? 

MORE THAN 

500 served 
CLIENTS 

7 offices 
GLOBAL 

18 
TOP 25 

supply chains 
of Gartner’s 

80 
of the 

FORTUNE 500 180 
worldwide 
FTEs 

11 
YEARS 

GREAT SUPPLY 
CHAIN PARTNER 
SupplyChainBrain 

ATLANTA 
BANGALORE 
MILAN 
MINNEAPOLIS 
HELSINKI 
STOCKHOLM 
SYDNEY 

8 
PROS TO KNOW 

Supply & 
Demand Chain 

Executive 

2001 
FOUNDED 

2013 
COOL VENDOR 
in supply chain services 

Gartner 
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Descriptive & Diagnostic Analytics 

Predictive & Prescriptive 
Analytics 

Strategic Alignment 

Transformation 

Performance Improvement 

Intelligence Networks 

Decision Support Technology 

Fact-Based 
Transformation 
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Some of Our Clients 
RETAIL 

FOOD & BEVERAGE 

 

 

HOME & OFFICE NON-DURABLES 

HIGH TECH & TELECOM 

HOME & OFFICE DURABLES 

LSP 

Packaging 

OTHER INDUSTRIES Automotive & Industrial Healthcare Chemical & Process 

http://images.google.com/imgres?imgurl=http://www.techgadgets.in/images/apple-logo-dec07.jpg&imgrefurl=http://www.capitolvalley.net/iphone/&h=320&w=320&sz=22&hl=en&start=5&um=1&usg=__WO3JoTh6ep6WKHeeuF1PFhMdwag=&tbnid=i3nM1jJw4oiWVM:&tbnh=118&tbnw=118&prev=/images?q=apple+inc.&um=1&hl=en&rlz=1T4ADBR_enUS256US256&sa=X
http://www.philips.com/global/index.html
http://images.google.com/imgres?imgurl=http://www.fashionunited.it/gfx/news2004/fedex_logo.jpg&imgrefurl=http://www.turbohoses.com/Turbo Hose.htm&h=163&w=324&sz=8&hl=en&start=2&tbnid=IYNz5MLzeAPrlM:&tbnh=59&tbnw=118&prev=/images?q=fedex+logo&svnum=10&hl=en
http://www.moduslink.com/index.cfm
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Integrated 
Demand & Supply 

Planning 

Supply Chain  
Design & Strategy 

Supply Chain 
Operations 

Transportation 

Sourcing 
& Supplier 

Management 

Packaging 
Optimization 

Service 
Supply Chain 

Supply Chain 
Intelligence 

& Technology 

Value-Driven 
Supply Chain Decisions 
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Integrated Demand & Supply 

Planning 

Can we reduce costs or improve service 
with other planning approaches, policies or techniques? 

Opportunity Assessments WHY WE ARE DIFFERENT 
 
Fact-based plans for 
pragmatic results 

More than 15 years of 
experience implementing 
supply chain planning 
processes and systems 

Strong analytical skills in key 
supply chain planning areas 

Proprietary content, methods 
and tools 

How can we establish “one truth” across sales, 
production, sourcing and finance? 

Executive S&OP 

How should we design and implement our 
planning processes and solutions? 

Demand-Supply Planning 

Is our forecast accuracy and bias reasonable  
compared to our peers? 

Demand Planning Intelligence 
Consortium (DPIC) 

CHAINalytics powered by 
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Whose Turkey is This Anyway? 

 There can be many different forecasts inside the organization 

 Demand Planning and Supply Chain 

 Sales and Product Management  

 Production and/or Sourcing 

 Finance and Accounting 

 and more… 

 Which one do we serve up? 

 Best practice is an integrated S&OP 

 Allows for separate yet aligned forecasts 

 But Demand Planning is where it all starts 

 DP must be done right – GIGO applies 

 

 So which inputs should demand planning use, and in what way? 
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Spot Poll 

Do you use your customer’s (downstream) 
forecasts directly in your Demand Planning 
process?  

A. Yes  

B. No 
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 There is a dizzying array of potential inputs to Demand Planning today 

 Big Data, Demand Signal Repositories, and Demand Sensing, oh my! 

 What is actually working, and how can you be sure? 

 Our DPIC gives unique insights into Industry Leading Best-Practices 

 

 

 

 

 

 

 

 DPIC finding: companies who regularly employ Forecast Value Add and 
Demand Segmentation significantly outperform those who do not! 

Best Practices in Demand Planning 
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Cranberry Sauce, Gravy, Stuffing … and FVA 

 What is Forecast Value Add? FVA is a data-driven technique which: 

 Quantities the impact of inputs to the forecast 

 Identifies sources of error and bias 

 Helps optimize planning approach  

 In other words… 

 FVA tells you where and how much 

 your forecast is being stuffed! 

  stuff-ing   noun    \’sta-fin\ 
 

      : soft material that is used to fill a cushion, etc 

 

      : a seasoned mixture of food that is put inside 

 another food and cooked 
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Case Studies: How Not to Cook a Forecasturkey 

 Example #1: Add the top-down FP&A 
ingredients too early into the recipe 

 

 

 

 

 

In most Integrated Planning processes, 

Demand Planning develops a plan which is 

then constrained by supply, and then later 

compared to financial / budget projections. 

  

Leading Manufacturer “C” structured their 

process to combined a bottoms-up demand 

forecast with a top-down financial forecast 

as part of their initial Demand Planning.  

 

This had the effect of preempting a proper 

S&OP process, and FVA revealed that it 

drastically degraded the forecast accuracy.   
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Case Studies: How Not to Cook a Forecasturkey 

 Example #2: rely only on your Sales 
thermometer to check the temperature 

In the majority of DPIC members, inputs 

from the Sales organization were found to 

be the leading source of forecast bias.  

  

Leading Distributor “S” didn’t need FVA for 

them to know that the Sales guidance was 

creating massive positive bias overall. 

 

But through the use of FVA, they were able 

to identify the segments where Sales 

inputs were improving FA and where DP 

was able to predict without guidance, 

thereby reducing effort and building trust. 
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Key Forecasturkey Ingredients (Your Recipe May Differ) 

 What ingredients are in most recipes? 

 Finance and Business Planning  

Sales and Product Management 

 Marketing and Promotions 

 Baseline Statistical Forecast 

 KPIs: 

 Accuracy – is the flavor just right? 

 Bias – underdone? overcooked? 

 Effort – how many hours did it take? 
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Carving the Forecasturkey: Identifying the Cuts 

 The basic idea of FVA is to measure the effect each input has on KPIs 

 This requires being able to separate the inputs in the first place 

 Often these are not carefully separated and put into Tupperware for the day after 

 The first step in implementing FVA is to begin rigorously capturing during prep time 

Note level of 

granularity 

Archived history of 

data to use 
 May be given in %, 

in $ or in units 

 From TPM, causals, 

marketing, etc 

Business insights 

and exception mgmt 

Net result of all 

inputs to forecast! 
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Carving the Forecasturkey: Separating the Pieces 

 Once the important cuts are identified, it’s time to separate the pieces! 

 

 

 

 

 

 

 

 

 

 

 

 How did it come out? Seasoning just right? Not overcooked? 

1 2 

3 4 

80% FA  

-13% Bias 

74% FA   

+6% Bias 

80% FA   

+15% Bias 

86% FA  

+11% Bias 
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The Good, the Fat, and the Stuffing 

 Thinking in terms of incremental (e.g. value-add) change, what happened? 

 

 

 

 

 

 

 

 

 

 Extending this to all Item-Locations and Lags provides the basis for the “meal” 

 

 

 

 

 

Sales inputs degraded accuracy 

and created large positive bias 
Planner adjustments increased 

accuracy and lowered bias 



21 CHAINalytics powered by 

Let’s Eat 

 Now that everyone is seated at the table, it’s time to carve and serve! 

 Analyze results across Item-Locations 

 Analyze results by input source 

 Find the extra “Fat” and Stuffing 

 Trim it out and serve the rest! 

 What do you do with the trimmings? 

 Make gravy of course! 

 Boil it down, and let cool 

 Serve it separately, add it back later 
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 How exactly do you dig into this feast? 

 Remove an input entirely from the DP process (then compare in S&OP)  

 Adjust planner allocation of effort to where Planner FVA and ROI is highest 

 Create differentiated approaches for different parts of the portfolio and segments 

The Main Course: Forecast Value Add Analysis 

Sales guidance for 

PG100 is valuable 

(The Meat) 

Sales guidance for 

PG200 is not helpful 

(The Stuffing) 

Finance inputs are 

generally detrimental 

(The “Fat”) 
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A Favorite Side Dish: FVA and Differentiated Planning 

Active Planning  

Allocate Planners more 

heavily here, where effort 

provides a high ROI 
Autopilot & Exceptions 

Actively manage statistical 

forecast engine tuning, do 

minimal adjustments and 

manage only by exception   

Collaborative Planning  

Focus on guidance from 

business and sales, and 

information sharing 
(Other segments and 

strategies exist as well) 
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Turkey Sandwich Leftovers for Days: A Summary 

 The head of the household carves the turkey 

 FVA is a proven industry-leading practice 

 Quality ingredients and proper preparation are key 

 The first step is to collect and store the different inputs 

 Identify the cuts and separate the parts 

 Measure FA and Bias for each key process step 

 You may want to start with a simple Stat vs. Final 

 Additional cuts can be made later down the road 

 Serve and enjoy (and please pass the cranberry sauce) 

 Analyze the impacts and then take action to improve your process! 

 

 What’s next? Time to put up the holiday lights  

 We’ll have more webinars in Integrated Demand & Supply Planning soon! 
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Ben YoKell 
Principal 

O: 678.384.3619  

E: byokell@chainalytics.com 

Stay connected! 

www.facebook.com/chainalytics 

www.linkedin.com/company/chainalytics 

@chainalytics 

thesupplychaingang 

Join the Supply Chain 
Intelligence Network 

on LinkedIn 
http://bit.ly/areyouIN 

Questions?  

CHAINalytics powered by 

Happy  

Thanksgiving! 

http://bit.ly/areyouIN

