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Executive Summary
Business Description

This upcoming summer | will begin employment with The Hershey Company in a brand management role.
Brand Managers often spend a lot of time analyzing data within their respective categories and
specifically for their brand. Brand managers are expected to produce weekly and monthly reports
describing the health of the business and trends that they find within the category, channel, consumer
preference, and competition from a data source known as AC Nielsen. AC Nielsen is a data aggregator
that collects scanner sales data points from manufacturers, such as Hershey, MARS, and Nestle, within a
category from retailers such as Walmart, Grocery Stores, Sam’s Club, and 7 11’s. The data analysis
brand managers currently do is an extremely manual and cumbersome project. This project is intended
to reduce the time that brand managers manually sift through data by automating data analysis and
thereby allow these individuals to spend more time in more strategic, value added activities.

System Built

The project | created, “Brand Report”, analyzes brand performance within a given time period from AC
Nielsen data. “Brand Report” has 5 main points of functionality. The predominant functionality is that it
takes a large amount of raw AC Nielsen data and quickly analyzes a brand's performance. Other points
of functionality includes importing category trends, doing a competitive analysis, importing trends within a
marketing analysis framework known as “PEST”, and finally the ability to send the report via email.

Implementation
Step 1 — Analyze Brand Performance

The project, “Brand Report”, analyzes raw data and quickly highlights the performance of a brand within a
given category. The tab, “Brand Analysis”, acts as a reporting dashboard to give the brand manager a
quick and easy portal into the health of his/her brand. Here is a summary of how the process works (see
Exhibit 3): The way a brand manager recognizes a business problem with his or her brand is by first
looking for a change in a brand’s volume. Once the manager notices a change in volume, the next
question is what is driving those changes in volume. The manager will then look at the volume spilt
between base (when the brand’s product is sold at regular volume) and incremental (when the brand’s
product is sold at a discount). From there a manager would need to consider driver or changes in base
and incremental volume. He or she would do this by considering the next level in the chain described in
Exhibit 3.



Exhibit 1 — Brand Analysis Dashboard
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1. The Brand Analysis tab is initiated by a user form that allows the user to select the brand that
he/she would like to analyze. This is a simple dropdown button that selects all of the available
brand options that an AC Nielsen report would contain. After the user selects the brand, he/she
selects “Analyze” to retrieve the data points that the models then generates. Exhibit 1 contains
an image of the dashboard.

2. This model is built from a decision tree that many brand managers in the industry use. Itis a
suggested model from AC Nielsen that helps bring a methodical and systematic approach to
large data sets. The decision tree will help the user approach a raw data export such as the one

included in Exhibit 2 and will follow the analytic path as shown in Exhibit 3. | designed my “Brand
Analysis” dashboard to follow this decision tree.



Exhibit 2 — Raw AC Nielsen Data Export
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Exhibit 3 — AC Nielsen Decision Tree
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3. The “Brand Analysis” dashboard also includes data about a brand’s performance over a 52 week
period as well as performance within given retailers, such as Walmart, Sam’s Club, Kroger, or 7
11.



Step 2 — Analyze Competitive Activity

Once a brand manager has been given the opportunity to analyze his/her own brand, it is wise to look at
the performance of the brand compared to other brands in the category. The Competitive Analysis
functionality allows the user to view multiple brands at once in a table format.

How it works:

1. The user selects the ability to perform a competitive analysis through the “Brand Analysis” tab in
the ribbon and by selecting “Competitive Analysis”.

2. The user is then presented with a user form that allows the user to select as many brands to
compare as he/she would like. Once the user has selected the brands that he/she would like to
analyze, the “Analyze” button will execute the command.

3. Atable then represents the data of all of the selected brands.

4. The buttons on the tab allow the user to edit the brands that were selected for the competitive
analysis as well as the ability to return to the “Brand Analysis” sheet.

Exhibit 4 — Competitive Analysis
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Step 3 — Identify Consumer Trends within the Confection Category

In addition to understanding the performance of a brand within scanner data such as AC Nielsen, brand
managers are also expected to “keep a pulse” on industry trends. The “Trends” functionality allows the
user to quickly import and recognize industry trends.

How it works:

1. The user selects the ability to import industry trends through the “Brand Analysis” tab in the
ribbon and by selecting “Trends”.

2. Through an XML Map, various news articles are brought into the spreadsheet in a fashion similar
to an RSS feed. The user is able to see the Title, Link, Description, Category Tag, and Date of
publication in the table.

3. The user is able to directly access any article through selecting the “Link” on the corresponding
cell of the desired article. Exhibit 6 demonstrates an example of the type of information that
would be helpful.

L — Exhibit 5 — Import Industry Trends
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Demand for ‘natural’ drives Europe’s food colouring growth Link  Growing demand for natural food colouri . and will continuet  Ingredients  Mon, 13 Apr 2015
Report and industry clash over artificial sweeteners' role in childhood obesity Link A new research report has said that artificial sweeteners may not help reduce obesity in childi Ingredients Mon, 13 Apr 2015
What does ‘responsible innovation’ really mean? Link  Many food firms talk about the need for s ible i ion’, but what does this buzzwor R&D Mon, 13 Apr 2015
Wrigley to boost Africa business with $63m Kenya factory Link  The Wrigley Company is constructing a $63m plant in Kenya, which global president Martin Ra Markets Mon, 13 Apr 2015
Beer flavoured chocolate on its way, says Mintel Link  Latestinnovations in the global chocolate market include beer and yogurt flavoured products Markets Mon, 13 Apr 2015

osh chocolate manufacturer and retailer Hotel Chocolat has withdrawn its ‘Milk Free Milk’

Hotel Chocolat withdraws products on allergen fears

¢ Regulation & Safety Fri, 10 Apr 2015

legal cocoa farming is an i ing threat on primate lations in Cote d'Ivoire’s protecte  C di Fri, 10 Apr 2015
razil’s biscuit, pasta and industrial cake and bread industry has seen annual sales increase 11 Markets Fri, 10 Apr 2015

Bitter chocolate: Primates wiped out in many Céte d'Ivoire areas — where illegal cocoa farm
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Food labels: Using emoticons better than using colour? SRt moticons on nutritional labels could have stronger impacts on perceptions of snacks than co Regulation & Safety Thu, 09 Apr 2015
Confectionery: the perfect marriage of art and science? Link  Chemistry and art would be good subjects for aspiring confectioners to study —as well as devi  Manufacturers  Wed, 08 Apr 2015
How has social media changed food marketing? Link  The rise of social media has led to a shift in the way consumers view food brands — and the w Markets Wed, 08 Apr 2015
Mars Drinks strikes deal with Taylors of Harrogate Link  Mars Drinks has sealed an agreement with Taylors of Harrogate to include its premium coffee Markets Wed, 08 Apr 2015
Machu Picchu Foods scoops Peruvian rival to enter the wafer cone market Link  Machu Picchu Foods (MPF), a Peruvian cocoa processor/exporter and chocolate manufacture  Manufacturers  Wed, 08 Apr 2015
Wrigley UK eyes new chewing occasions with refreshed Extra gum Link  Wrigley UK hopes to tap into new eating end drinking ions with its reformulated and rep  Manufacturers  Tue, 07 Apr 2015
Who is responsible for battling the big issues in food? Link  From obesity to malnutrition and water searcity, the world is facing an ever-growing number < Manufacturers  Tue, 07 Apr 2015
Slump in sugar prices driving down overall food prices: FAQ Link A sharp drop in sugar prices is the main factor behind a fall in overall global food prices, sayst  Ingredients  Tue, 07 Apr 2015
What exactly is chocolate? Stricter definition of chocolate debated in Brazilian Senate Link  Authorities in Brazil are planning to ramp up the quality of chocolate products sold in the cour Regulation & Safety Tue, 07 Apr 2015
Nestlé files patent for cocoa extract allergy treatment Link  Nestlé has filed an international patent for cocoa polyphenols as a treatment or prevention o R&D Fri, 03 Apr 2015
Easter baskets 2015: Innovations from the top confectioners Link  R&D teams at Mars, Nestlé, Hershey and 2 have developed a series of new products©  Manufacturers  Fri, 03 Apr 2015

Directly source fine flavor cocoa to expand premium chocolate segment, says Duffy’s Link _Chocolate companies should buy fine flavor cocoa directly from growers and pay greater prer _Commodities _Thu, 02 Apr 2015




Exhibit 6 — Industry Trend Example
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Beer flavoured chocolate on its way,
says Mintel

Related tags: Chocolate, Mintel, Beer. Yogurt

Latest innovations in the global chocolate market include beer and yogurt flavoured
products and non-traditional flavours and textures, according to a new report by Mintel.

Step 4 — Identify Political, Economic, Social, and Technological Drivers in the Macro Economy

During my internship with The Hershey Company, | was asked to perform an analysis of the confection
category for the 2013 Halloween season. Of the many frameworks | wish | had known about during that
time, the PEST framework is one of them. PEST is a systematic approach to understanding macro-
economic impacts that Political, Economic, Social, and Technological items are having on an industry.

How it works:
1. The user selects the ability to import PEST trends through the “Brand Analysis” tab in the ribbon
and by selecting “PEST Trends”.
2. In a manner very similar to the “Trends” functionality, this acts as a news aggregator to provide a
quick, easy view into macro-economic impacts on an industry.



Exhibit 7 — PEST Trends
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What LGBT Americans think of same-sex marriage Link  Nearly all LGBT Americans support same-sex marriage, but

2015 is shaping up to be a significant year forreligion atthe  Link
5 facts about abortion
On MLK Day, a look at black and white America

Here's a rundown of the Supreme Court's busy docket, whif
January 22, 2015 is the 42nd anniversary of Roe v. Wade, th

Chapter 1: Overview Second-generation Americans—the 20
With an aging population and a generation of young adults s°
As President Barack Obama negotiates with Republicans in

Despite a slowly improving economy and a three-year-old st

The Sandwich Generation
A Bipartisan Nation of Beneficiaries
Mare Americans Worry about Financing Retirement

Technology
Link Description

The Islamic Food and Nutrition Council of America (IFANCA)
Fewer than one-fifth of India’s farmers are insured, a practi
Through partnerships with small farmers, non-governmental
While their sophisticated flavor profile and branding might

From the purveyars of banana flour to chickpea pasta, barrel
A new form of non-GMO plant-based protein boasting an ai

A new research report has said that artificial sweeteners ma
New York based International Flavors & Fragrances (IFF) has
According to the March 2015 report of the Dietary Guideline:

DSM named ‘Company of the Year’ by the Islamic Food and
Only 20% of India's farmers are insured, with many unawar:
General Mills nears goal of 100% sustainably sourced palm
Brewla ‘craft-brewed" ice pop founders: “We've sold more |
Food & beverage entrepreneurs to watch: From chickpea pi
Could the water lentil be the next big thing in plant-based |
Report and industry clash over artificial sweeteners' rale in
Flavars & fragrances giant IFF strikes deal to acquire Henry |
SFA outgoing chairman: The lines between meals & snacks.

Nearly 47 years after Martin Luther King Jr.'s assassination,

Step 5 — Send a Copy of the Brand Report via Emall

Moody microbes? Gut bacteria found to play key role in sei Our gut microbiota may play a vital role in driving our mood

The user can email the selected brand’s performance from the “Brand Analysis” sheet by selecting the
“Send Report” button on the “Brand Analysis tab. This allows the brand manager to send the
performance of a brand to any stakeholder in the organization.

How it works:

1. The user selects the “Brand Analysis” tab in the
2.

ribbon and selects “Send Report”.

The user is then presented a user form to enter the email address of the recipient. The email

feature will work with any Gmail account. The email is distributed from an account named
vbabrandanalysis@gmail.com. As shown in Exhibit 9, the user will receive an email with the
attached report and the message, “Hello, Please find the attached Brand Analysis report. Feel
free to contact me with questions. Best Regards.”
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Exhibit 8 — Send Email
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Exhibit 9 — Email Example
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Learnings and Conceptual Difficulties

I learned more than | ever thought possible during this project. | believe that the greatest thing | learned,
however, was the ability to find a solution via free resources. | was able to make progress on challenging portions
of this assignment by looking “Googling” what | was looking for. This has given me much more confidence about

being able to solve problems with VBA in perpetuity.

A few specific key points | learned were:
e Leveraging VBA and Excel Formulas
o Aslbegan the project, | initially tried to do everything through code. | was attempting to do
simple calculations and | realized that it was redundant and not efficient. Once | found the
balance in which | could use Excel formulas, and then automate with code, | found that | was
making significantly more progress, and was leveraging synergies between the two.
e XML Map
o XML Maps were something that | was not familiar with prior to this project. They are, however,
an extremely easy way to import and aggregate key data points that allows the user to quickly
and efficiently use their time looking for relevant news sources.
e Sending Emails with Attachments
o | struggled figuring out how to send an email with an attachment of the brand report. Dr. Allen
helped me understand how the report could be saved to my local drive and then referenced via

code and attached to a given email.

Conceptual Difficulties:
e Ideally, | would have liked the ability to connect the functionality of this macro directly to The Hershey
Company’s AC Nielsen connection. As that is not currently feasible, | designed the project to work

independent of a database connection.

Assistance

| received assistance from a few key folks throughout this project.

e Austin Johansen — Austin is a VBA veteran as was able to coach me through the logic flow of a project such
as this. He did an excellent job of helping me understand the conceptual design and then | would try and
figure out what type of code will help me achieve that. | am particularly grateful for his mentorship
through this project.

e  Dr. Allen — Dr. Allen helped me understand how to attach a sheet to an email. He was fantastic in helping
me understand the logic flows to execute code to do that.

e Homework assignments, Book, and Google. Throughout this assignment, | referenced much of the
material that we reviewed in class and via homework to help me continue making progress. When | got

stuck, | found assistance through the book and via Google searches.



