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IRI’s special C-Suite Conversations Series features notable 

leaders talking about the future of CPG and retail. In this 

episode, we talk about Church & Dwight’s transformational 

journey and the lasting impact the pandemic has had on 

the company’s innovation, social reach and strategies for 

continued growth. 

Church & Dwight is a leader in household and personal 

care products, home to Arm & Hammer™, the original 

power brand that goes back 175 years, plus a diverse 

portfolio that includes Vitafusion™, Trojan™, First 

Response™, Nair™, Spinbrush™, OxiClean™, Orajel™, 

Zicam™ and many more. Since its inception, Church & 

Dwight has been a friend of the environment, exercising 

sustainable business practices before it became a focus 

of the business community. Church & Dwight proudly 

sponsored the first Earth Day and was the first company to 

remove phosphates from laundry detergent. It is currently 

working to be carbon-neutral by 2025. 

The following conversation features Paul Wood, Church 

& Dwight’s chief customer officer, who joined the 

company in 2018 to lead its sales efforts. Prior to Church 

& Dwight, Paul was executive vice president of Acosta, 

overseeing a cross-functional team spanning multiple 

consumer packaged goods categories. In addition to 

other CPG leadership experience, Paul also worked at 

Samsung Electronics as vice president of sales and then 

general manager of the company’s AT&T business unit. 

Available as a videocast and as a podcast, here we 

feature an edited version of this conversation between 

Paul Wood and IRI’s KK Davey, president of strategic 

analytics, and Russ Dunham, executive vice president of 

IRI’s strategic solutions group.

www.iriworldwide.com/en-us/insights/publications/csuite
https://www.iriworldwide.com/en-us/insights/publications/csuite
https://www.iriworldwide.com/en-us/insights/podcasts/
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KK Davey: Welcome, Paul. Before we jump in, could you 
highlight some of your big brands in both personal  
and household care for the benefit of our readers? 

Paul Wood: At Church & Dwight, we’re nearly split down the 
middle between household and personal care. Our legacy 
or flagship business and brand is the Arm & Hammer brand. 
It started with baking soda but today actually cascades from 
laundry detergent to cat litter. You also see the logo across a 
lot of things in any given store, as it’s licensed. We also play 
broadly across the store. In vitamins with Vitafusion. We sell 
dry shampoo, Trojan condoms, Orajel. We recently bought 
Zicam, which is cold and flu. We’re a pretty diverse company.

We operate all these brands that we’ve acquired over the 
past 20-plus years, but really, we’re probably best known 
from our legacy as the yellow box of baking soda. But it’s 
much more than that, as we’ve approached a $5 billion 
business between household and personal care. 

BUILDING  
LEGACY 
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KD: Wow, that’s quite a big portfolio. All of us are looking to 
life beyond the pandemic. Before we talk about the future, 
we would love to understand a little bit about what you 
consider to be some of the lasting impacts of COVID-19  
on your business. 

PW: We could probably do a whole interview on just that question. 
I think we’ve learned a lot. It’s interesting with the brands that 
we play across — COVID affected some of our brands and not 
others. It’s been a little easier for us because of the diverse 
portfolio we have. We can start to see what is more cyclical 
based on things reopening and people coming back to work, 
and then what seems like it might stick.

If you think about vitamins and health, some of those trends 
are becoming a little more obvious. Certainly, e-commerce 
and what a subscription model might do on some of your 
businesses versus maybe what were impulse businesses 
before. We’re starting to see some of that evolution. So, 
certainly by brand, it varies, but we’re starting to get a good 
rhythm and cadence to understand it.

I would also say that we’ve learned a lot about ourselves 
on operations, on forecasting, on trying to understand 
retailers. I think our partnerships with retailers have really 
been fruitful. We’re all in this together. In the beginning, it 
was more of a panic around the pandemic. Now it is truly 
a partnership to understand what is possible. And that 
collaboration with retailer partners has been outstanding as 
we all work to ultimately get more product on the shelf.



5

KD: Has the pandemic affected any strategic directions that the 
company is taking? 

PW: Yes, I think we already had felt we were pretty far ahead on 
e-commerce and where things were going, and certainly 
with our international business. And we kept a very keen 
eye on trends in China and the UK. The pandemic just 
accelerated some of those trends and the speed at which 
they came. So, I think we were ready. 

I think the partnership with retailers might be the new learning 
on just how to understand where we’re fragile. Each of us are 
fragile in some of the supply chain, and we learned how we 
can plan differently and work collaboratively there. I would say 
it wasn’t disruptive for our business in a bad way, but more  

and understanding of the inner workings of the business.

How consumers are shopping and getting their information 
and the platforms they’re using are different today than they were 16 
months ago when this started. And I think we’re all reading the 
same headlines. We’re all adapting and learning really, really fast.

DISRUPTIVE IN GOOD WAYS that strengthened our relationships 

STRATEGY 
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Russ Dunham: Paul, you and I have talked many times about your 
sales team and your company reputation. You’ve got a small 
but strong team and a large portfolio. Tell us a little bit about 
those challenges and how you’re viewing your sales team in 
today’s environment.

PW: One of the cultural aspects that makes Church & Dwight who 
we are is we are asset-light, and we are lighter than many 
other companies from a dollars-per-headcount perspective. 
But I believe that is a competitive strength because it allows us 
to focus, and it allows greater ownership and accountability. 

At the same time, we can’t do everything ourselves. It’s 
critical that our partners, in this case Advantage, are not just 
somebody we hired to help us. We treat them as allies. And I 
think that’s really important if you are lean. 

I think we have an incredible sales team, and I like our 
leanness because we are scrappy and we use data. We 
certainly rely on our relationship with IRI and other sources 
for data that drive the insights that lead us to actions.

RD: You’re obviously proud of your team. How do you motivate 
your team? What’s your single focus area?

PW: For me personally, it’s listening to them and then unlearning.  

It’s easy to fall back on what I did 10 years ago, five years ago, 
etc. Things are changing so fast, and so listening is key. And 
that culminates in two ways. First, we really have to be adaptive. 
Second is overcoming the fear of failure of trying something 
new. In some ways, the pandemic has given us the freedom to 
look at things differently and to really ask ourselves, why are we 
doing this? Why have we done it that way? And then really allow 
some of our folks to test and learn. Those are the fun parts. And 
we move quickly when they don’t work, and we share them 
broadly when they do. Encouraging that is probably the best 
thing I can do. But it starts with listening. 

When you are lean, you have to TRUST THE DATA. 

The speed at which we’re changing makes it just as IMPORTANT 
TO UNLEARN.
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KD: We noticed that acquisition is one of your key strategies. 
Particularly with cold and allergy relief, you added some 
brands to your portfolio. Could you talk a little bit about 
some of your recent acquisitions and what drives your 
acquisition teams? 

PW: If you look back at Church & Dwight’s history, it was 
really around the turn of the early 2000s when we started 
acquiring companies. And since then, we’ve continued to 
buy some really big businesses almost every year. The most 
recent one you referred to was Zicam, which we bought in 
the middle of COVID. And because we’ve done so many 
acquisitions and we can integrate them so well, it was fairly 
seamless because we’ve gotten so good at focusing on 
them and how the handoffs are happening. And yet these 
are acquisitions that are outside of our area. We didn’t play 
in cough, cold and flu to this degree previously. 

And so, it forces you again back to data. As we’re making 
these acquisitions and as we’re doing due diligence, we really 
force ourselves to learn and become students of that category 
because we’re sometimes walking into it, in the case of Zicam, 
without that prior [category] knowledge. In some ways we 
don’t have the prejudice or the biases walking in there.  
So maybe we don’t have to unlearn as much, but we are 

ACQUISITIONS
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soaking in a lot more. We come into it eyes wide open, and 
I think that’s one of the secret sauces. I really do. We don’t 
have an approach of “I got this” because a lot of times we’re 
walking into areas in which we haven’t played before. 

KD: How do you then maintain the focus on the existing portfolio 
versus acquisitions if you are acquiring one a year or two or 
a year? 

PW: I think that’s the partnership with our marketing partners 
and understanding the brand strategies, at least the channel 
strategies and how we show up. And then also, to your point, 
not getting distracted with a bigger business or maybe 
something that’s more profitable but giving every business 
its equal deserve. 

And I think the other thing for sales, as the world’s changing, 
is coming in with other folks.  Maybe it’s R&D, maybe it’s some 
marketers that come with you. It’s a team approach. It’s near 
impossible for one salesperson to know everything about the 
14 different buyers we might interact with in a store, so  

I believe that is a secret sauce at Church & Dwight too, and 
because we’re lean, we do it really well. And we get to know 
people in that process too. 

we rely on that COLLABORATION and COOPERATION among 
our cross-functional partners. 
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RD: Let’s talk a little bit more about the Arm & Hammer approach 
to innovation and how that plays across the rest of your 
portfolio. We know in 1846, Arm & Hammer pretty much 
formed Church & Dwight. And now you see that round logo 
on deodorant, pet supplies, laundry detergent, etc. Tell us 
about the innovation approach and how you’re thinking 
about it going forward.

PW: We have an incredible R&D arm that my counterpart Carlos 
Linares [Executive Vice President, Global R&D] runs and just 
does a great job of really looking ahead of how the shopper 
is shopping, where they are shopping and those dynamics. 
And they’re trying to stay multiple years ahead. 

In fact, there are some things that had been ideas on a 
whiteboard that we brought to light. Like sanitizer for the 
laundry aisle, which we just launched and didn’t exist pre-
pandemic. We also did some other products with Flawless 
[the company’s women’s electric hair removal brand]. 

INNOVATION 

Even as we went into the pandemic, WE DIDN’T BACK OFF  
on innovation. 
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Innovation for us is our lifeblood. In the recent environment, 
the marketing aspect of it had to be throttled down a little 
bit. But in terms of the product, the package and the offering 
itself, I think my counterpart in R&D would say things are 
moving as fast as ever. 

RD: That’s good to hear. It doesn’t sound like you lost a lot of 
momentum during the pandemic. It sounds like moving 
forward, same approach.

PW: Same approach. The needs of the consumer, if anything, 
are starting to bifurcate a little bit, because there’s more 
platforms where they can see your product and how you 
show up. And certainly, on the marketing front, the materials 
you needed pre-pandemic versus post-pandemic have 
escalated as well, with different platforms and ways to get 
our products and innovations out.  

But as for R&D, the pedal is down for us. That’s what Church 
& Dwight is, and we’re not going to let up on that. 

So how you talk to the consumer is still changing, as RETAILERS 
ARE DEFINITELY ENGAGING DIFFERENTLY. 
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KD: Paul, you talked a little bit about how the pandemic 
accelerated your e-commerce strategy. Could you talk a little 
more about how you have accelerated e-commerce? 

PW: The e-commerce conversation for us starts at the top. Matt 
Farrell, our CEO, has been very adamant on what he sees 
changing as he manages the company and sees trends 
internationally in China and in Europe and other places. 
During the pandemic, we leveraged that time to listen to 
experts from around the world. And even at prior sales 
meetings before COVID, we were bringing in folks that saw 
the world differently.

When COVID hit, it became obvious that as fast as we were 
moving, we had to turn that dial up. If there’s a way to get 
past 10, we’re past 10. And so we’re absolutely committed. 
And part of that is getting the right data, understanding 
the retailer, understanding these platforms. Everything’s 
coming so fast and quick, and at the same time, partnering 
with the retailers; and everybody’s on a different journey. 
Some of the retailers, we all know, were ready for it or 
further ahead, and others are catching up. At Church & 
Dwight, we have to play to everybody’s strengths.  

E-COMMERCE
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And I think, six months and six years from now, that we’ll be 
prepared, given Matt’s leadership.

KD: You mentioned subscription models earlier. Are you pushing 
heavily on subscription models yourselves, or with retailers 
or both?

PW: I would not say that that’s an area where we’re really pushing 
to be more direct to consumer directly. We certainly do that. 
Without giving away secrets, I think the learning from that 
is what can we learn from the shopper and what do they 
value and what is important to them? And that’s just another 
vehicle to get that direct feedback and interaction. 

You know, whether it’s engaging on ratings, reviews — maybe 
directly with people giving ratings reviews — or getting it 
through a direct-to-consumer relationship, you know, 

We’ll do DTC where it makes sense. But our retail partners 
are doing a great job talking to their shoppers and their 
customers. And I think we’ll continue to go down that path, 
but certainly we use all these new tools and vehicles to learn 
more about what people want, how they’re shopping and 
how we can meet their needs.

KD: In the past couple of months, do you still see the same level 
of e-commerce engagement that you had before? 

PW: We certainly expect it, like everybody does, to soften a little 
bit in the percentages. But in some of our businesses, it was 
picking up pre-COVID, and we don’t suspect any reason 
why it’ll slow. As a shopper, it sure is nice to lay in bed or sit 
at the office or wherever and order something. And then on 
your way home, pick it up. I think that convenience is really 
interesting. 

But WE BELIEVE IN E-COMMERCE, and that is a stickiness that 
is going stay in place.

the real spirit of that is you’re GARNERING INSIGHTS that 
otherwise you couldn’t have gotten.
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They say a habit forms after 66 days. We’ve all had more than 
66 days to form some habits. And they’re pretty addictive 
because of the convenience and the speed. And now you 
know, it’s a stop on the way home as opposed to a diversion 
on the way home. I know it’s certainly changed my family’s 
life and most of the folks here. So, we do believe it’ll stick. 

and others will be a little slower. We have impulse items that 
we don’t expect to ever convert to the full extent. But we 
have some that are absolutely off to the races. 

Some of our businesses are just going to CONTINUE TO 
EXPLODE [in terms of e-commerce] 
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KD: How are your retail relationships changing, and how do you 
go to market differently now? 

PW: As you dig into our portfolio, you can take something like cat 
litter, which is heavy in a big box. And even that shows up very 
differently on a Chewy or an Amazon subscribe-and-save. 
While it might be the same product, there’s some dynamics of 
how it shows up differently than what you might buy in a big-
box store, a Walmart or a Target or a club environment. 

In a lot of our personal care businesses, how you show 
up in a drug account or in a beauty account like an Ulta 
would be at the display or the point-of-sale material or the 
marketing materials. 

We know the value of how you show up and whether 
someone’s doing click & collect or researching your 
product; that absolutely has been a quick change. And I’d 
say our content is better than it’s ever been, and that was a 
concerted effort during the pandemic to really get ahead of 

RETAIL & 
DISTRIBUTION 

I’d say CONTENT IS probably AN UNDERCURRENT of how you 
show up differently.
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that trend. So that’s one way we’re showing up. Then there’s 
how you show up on shelf, what your packaging says, and 
how important that package facade is to really be your silent 
salesperson in a very fast-paced environment. 

KD: One thing that you had mentioned in our conversation 
earlier before this recording was phantom inventory. Can 
you talk a little bit about what’s going on in retail? Are you 
able to build distribution as quickly as you were before the 
pandemic, or does everything showing up on shelf face 
supply chain constraints? 

PW: Just the speed of what was happening back in March and 
April, it was as fast as you could get product off a truck onto 
the shelf, it was out the door. And through that process, 
whether it was human error or just speed of people working, 
we believe that the phantom inventory or the inventory levels 
may not be adjusted correctly to recover in the same order.

If you buy 20 jars of yogurt all in different flavors at self-
checkout, do you scan every single flavor or just take that 
one that happened to be strawberry and multiply it by 20? 
If you do the latter, before you know it, your inventory is off. 
We’re looking at things like that and understanding how the 
retail world is working that maybe got exacerbated in the 
pandemic. 

It’s always been there, but that might be a trend that we’re 
seeing that says, what are we going to do to test it, validate 
it? And then, most importantly, what’s the now what? What 
are we going to do to fix it? 

We’re LOOKING at that THROUGH A DIFFERENT LENS, and 
that helps our retailers, as well.
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RD: You mentioned a little bit about direct-to-consumer. What’s 
the thinking these days, and what kind of things are you 
talking about relative to DTC?

PW: It starts with the purpose of what we’re trying to accomplish 
with direct-to-consumer. I’ll use Flawless as a best-in-class 
example. As we got to know them through the acquisition a 
few years ago, they were reaching consumers through ratings 
and reviews, and they were forming these relationships. And 
before you knew it, the relationships were so strong in the 
ratings and reviews, it became almost a focus group. 

On other brands, it’s easier to do a direct-to-consumer where 
you offer something different. Maybe it’s a limited-time offer, 
maybe it’s a special pack. But ultimately what you’re trying 
to do isn’t so much for the sales side as much as it’s for the 
relationship and the learning. So, two different examples. 
And I think our brands, you know, from Waterpik and the 
professional side of the business, they could do something 
different than maybe vitamins would do, and very different 
than laundry detergent. I think naturally in some ways we 
don’t foresee a DTC laundry environment per se, but certainly 
vitamins where there’s personalization probably lends itself. 

We’ll be agile and flexible, but it’s really to UNDERSTAND THE 
CONSUMER AND THE SHOPPER. 
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KD: How do you leverage data and insights to guide your sales 
and Church & Dwight’s business decisions in general?

PW: The data’s really important for us. And I know everybody says 
that, but we really believe it in our DNA. And again, it starts 
at the top. And I think this is a competitive advantage where 
Church & Dwight, under Matt’s leadership a few years ago, 
really got ahead of it and made a concerted effort in the 
Center of Excellence and really focusing on data.

And so now as the pandemic and other trends have shown, 
we have to rely on the data. It’s coming in so fast and it’s 
coming in from so many different sources. I have a saying 
that it’s the what, the so what, and the now what. I think 
with data advances, there’s more what coming in than ever 
before. And then you have to emerge at the next level, which 
is, so what does it all mean? So, what do we do?  

And the real question we ask ourselves is based on what the 
data and the insights are saying. Are we holding ourselves 
to execute on what they’re saying? And I think that’s a 

DATA & 
EXECUTION

Ultimately, it’s the NOW WHAT, and are we executing on it? 
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relationship and a conversation with the retailers, as well, 
as we are seeing more data, more granular data and more 
personalized data. When we get that, what can we do with it? 

And I think that’s where we are in our journey. We’ve got the 
data. Now how do we turn it into actionable insights and 
actually execute on them?   

I think we’re down the path on that as a company. 

KD: Do you leverage a lot of analytics to make sense out of 
that data to drive your decisions? Or do you start with what 
decisions you want to take and what data you need? Is it like 
decision-backed, is it analytics-backed, is it data-forward?

PW: That’s a great question and I’ll not do it justice, but I’ll 
simplify it. We’re really trying to start with the question of 
what we’re trying to get to and then turn to the people who 
are experts at data. Ask me a question and I will find the 
data that answers it the way I want to answer it. If you ask a 
question and hand it to a data scientist, you’re going to get 
what you really wanted, which is the unfiltered, “and here’s 
what the data says. And oh, by the way, here’s three or four 
parallel data paths that lead to this conclusion.” 

Back to the ally comment from earlier, we are relying on 
other companies to help us synthesize the data. To help 
us look at it the way a data scientist would, not somebody 
who’s grown up in the industry, but truly taking two or three 
sources of data, putting them together and really finding the 
key nuggets and insights. And we’re not afraid to find those 
partners, and we have some great ones helping us now. So 
that’s a tangible difference in how we’re treating it. Because 
it is hard to digest all that data within our current skillset on 
top of the workload we already have. That’s why we have 
trusted partners and allies.

WE’RE NOT AFRAID to leverage and trust the data.
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KD: Are there any examples of anything unique that you’re doing 
in the market with data and insights that your retailers or 
your partners would say, hey, Church & Dwight is cutting-
edge there?

PW: As I came in the door a few years ago, I was impressed with 
how we were using data and how we’ve since evolved that 
even further into forecasting and really trusting the data and 
having multiple algorithms working in our favor. And then 
starting to challenge some traditional ways of thinking or 
seeing the business or assumptions, and really looking at it 
through a different lens. 

Everybody’s done a post-promo analysis in sales, but we have 
a very different way than a data scientist would look at post-
promo because their scope and their depth of work or insights 
are going to come from a different angle. I think it’s just that 
evolution of 101 to 202. I’m really impressed with what I 
inherited a few years ago and the direction we’re going.

And again, there’s people out there in other industries that 
we’re relying on that are showing us maybe how a banking 
industry or a finance industry — a completely unrelated 
industry — is using data. That’s the lens we’re looking at 
versus just within the CPG landscape. 

KD: That’s helpful. One final question on data: Do you think we 
will be able to deliver an endless aisle via e-commerce from 
a practical perspective as a sales leader? Do you think you 
would be in a position to do that a year from now, two years 
from now, five years from now? Or are we doing it already? 

PW: The challenge with endless aisle, and I think on behalf of 
our retail partners too, is that the e-commerce pendulum 
is swinging so far so fast, and it has some components that 
are just not as profitable. While everyone’s intention is to 
go to an endless aisle, and it makes a lot of sense, in some 
ways the retailers now are having to do the work that the 
consumers used to have to do. Selection and picking and 
packing and putting it in a cart and taking it. They’re having 
to do that work, and that’s labor. And we certainly know in 

We are really LOOKING BROADER because it’s really about the 
data, it’s not about the industry. 
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today’s time, and even in the projected future time, that’s an 
added cost. Dual inventories and the carrying cost of having 
those inventories. 

The challenge is how do you have an endless aisle 
experience of the right SKUs? And then when you don’t 
have them, what does transfer? And I think back to your data 
and other data sources, understanding that transferability. 
You don’t need all 10 SKUs, maybe six SKUs or six variants 
of that are enough to capture the 80%, 90%. And I think 
that’s where the data has to come in. And I think that’s the 
partnership with the retailers we’re all working toward.

RD: Paul, let’s talk about social purpose. It’s a really important topic 
today, and we know Church & Dwight’s long been a friend of 
the environment. You were the first major company to support 
Earth Day. You were the first company to take phosphates out 
of detergent. What’s your firm working on today?

PW: I should’ve known that before I joined Church & Dwight, but 
they were the first corporate sponsor of Earth Day in 1970. 
And you know, as I was interviewing with them, that really 
jumped out at me and it just showed their commitment, 
because we’ve not lost that commitment. It’s one thing to say 
you were the first, but the real question is, have you stayed 
with it? And the answer is yes. And since then, we’ve just 
continued to build on that legacy and heritage. 

As that’s evolved through some of the social commitments, 
obviously the sustainability pieces that were mentioned 
earlier, I think all companies are doing that. But it’s really 
the culture and what are you doing maybe, when it’s not as 
public and behind the scenes. It’s really built into our DNA 
and the culture and how we’re working.   

And as we mentioned a few times, we’re a very lean 
organization, so you have to be inclusive to get the best 
work and to partner and collaborate. That’s the bloodline, 
the DNA. It’s in our systems, and there’s certainly things we 
can do better and learn from others.

So, the social aspects blend into the sustainability. IT IS ABOUT 
INCLUSION AND INVOLVEMENT.
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On the sales front, we’re leading from the front on that, too. 
At our sales meeting that we just had virtually, which was 
new for all of us, the very first topic we had was we brought 
outside speakers from a great company called Hollaback! 
that did an outstanding job. [Hollaback! provides training 
to end harassment of all forms.] That was by design for our 
first session, because we wanted that to set the tone for the 
entire week of events.

And so those are easy ways that you can set the tone. And 
that was incredible training. And I’m learning just like we all 
are together on this. This is where the industry can all share 
ideas about what works well. And I’m certainly open to learn 
or experiment or do anything if anyone has ideas. You can 
probably tell, based on my voice and the topic, but I’m really 
excited. And again, it starts at the top of leadership. And you 
know, this is where Matt, our CEO, deserves a lot of credit, 
and you know, we’re all trying to live up to the expectations 
he’s set and given us as the guiding force. 
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KD: Paul, you have had a tremendously successful career in 
sales and CPG. What advice would you have for aspiring 
young folks who are joining the industry today and want to 
become a Paul Wood 20 or 25 years from now? What would 
you say are the key traits? How should they manage their 
experiences and career to become a chief customer officer 
in a leading CPG company? 

PW: KK, you hit on a personal note for me. I spend a lot of time 
working with college students and interns, because I feel like 
a lot of people have helped me and gave me good counsel 
and advice. A couple of things I would share with you that 
I’ve shared with them is that earlier in our careers, when we 
are younger, we focus too much on the here and now, or 
we’re worried about the next job. And I think at some point 
I had some good mentors that said, the role you’re in now 
might be the only time in your life you’re going to be in that 
role. This is your chance to build your information and your 
Rolodex of knowledge. And I can’t tell you how true that is. 

MENTORING
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Over my career, I’ve done jobs that weren’t linear, moving 
into operations or into a marketing role or sales role. I 
think the more diversity of experiences, the more diversity 
around the state of the business, the better you are longer-
term when you’re leading folks that come from very diverse 
backgrounds and face diverse challenges. 

The difference today versus when I was growing up in the 
industry was that it was more traditional. You did this type of 
account, then you went here. You did a lot of rotations. The 
rotations today are very different. We talked a lot today about 
data, and I believe that to be successful in the next 10 years, 
there will be roles required within sales that aren’t currently 
on my team. I think I’m going to have folks touching data in 
ways beyond just the data scientists that we generalize today. 
And I think that’s a skillset that is going to have to evolve 10x, 
100x from where we are. And so that’s a new learning. And I 
think we’re going to have younger folks, newer in the industry, 
teaching us how to do that, because that’s not an inherent 
skill. Adaptability comes today in a very different way. 

Diversity of THOUGHT, diversity of EXPERIENCE, knowledge of 
DATA and CURIOSITY are all essential.
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I’ll share a quote that I absolutely love that I shared recently 
in a fireside chat with my team. Albert Einstein said that if 
he had an hour to solve a problem, he’d spend 55 minutes 
thinking about the problem and 5 minutes thinking about 
solutions. I think that was a great reminder. I think we’re 
ready, aim, fire in sales.

With all of today’s data, you really have to stop and pause. 
What is the question I’m asking? And that is not a skillset that 
we’re taught in college, or in our careers. And I think it will 
separate the future leaders that I’m going to work for down 
the road — the ability to stop and listen, and really define 
the question and then rally the troops to solve with the right 
answers.

I think my sales force in 10 years will have titles and 
structures that don’t exist yet. We’re going to have to be 
agile and flexible, and the successful sales folks of tomorrow 
have to understand that it’s about having a general manager 
mindset and solving the broader questions.

And that’s certainly how our retailers look at our retailer 
structures and how they come together. They are almost 
certainly ahead of CPG in terms of their structure and their 
thinking, and combining omnichannel and how they’re 
leveraging data. There’s a lot to learn, and I’m watching and 
observing the retailers right now on how fast they’re moving. 

RD: I love the part about the young person. I had a chance to 
meet Mark Cuban at an event. And I asked him, what would 
be the one thing you would do as a leader? He said, I’d 
hire a millennial and let them tell you what you should be 
working on.

PW: Well said.   
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