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IRI’s Growth Insights’ C-Suite Conversations feature 
insights and best practices from CPG and retail 
industry leaders. The experiences of these executives 
and their companies demonstrate the agility and 
foresight that keep our industry dynamic. CPG and 
retail companies have faced unprecedented challenges 
from the pandemic and have had to reengineer supply 
chains, launch new go-to-market strategies, maintain 
innovation, and invest heavily to ensure that shoppers 
and consumers can be confident in the safety, quality and 
integrity of the products they choose. 

Further, CPG and retail companies have had to navigate 
e-commerce and online demand at a far faster pace of 
acceleration than ever expected. Partnerships between 
CPGs, retailers, and sales and marketing organizations 
have been critical and have evolved to become even 
more important as companies navigate change and 
anticipate life and business as the pandemic continues to 
ebb and flow.  

The insights we learn from executives navigating this 
environment are invaluable. Available as a videocast and 
as a podcast, here we feature an edited version of the 
conversation with IRI’s CEO and president, Kirk Perry, 
and Tanya Domier, chief executive officer at Advantage 
Solutions, a leading provider of outsourced sales and 
marketing services to CPGs and retailers.   

In this episode of IRI Growth Insights C-Suite 
Conversations, Perry and Domier discuss the strength 
and commitment of front-line workers, changing CPG 
retail landscape, opportunities for collaboration, the 
evolution of virtual capabilities, physical and omnichannel 
services to support hybrid shopping, the transformation 
of sales and marketing firms, and the philosophy of 
strong leadership when captaining on stormy seas. 

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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Kirk Perry: Let’s start with a couple of fun facts to share with 
people. One is that you started your career at The J.M. 
Smucker Co., where I sit on the board today. On Strawberry 
Lane in Orrville, Ohio. I know that place well. And another 
thing is that you started at Advantage the same year I started 
at P&G. I am certain at some point our paths crossed. Don’t 
know where, but at some point we were in the same store 
location at various points in time. 

Tanya Domier: Absolutely! We both carried a bag so we 
probably were. 

KP: You have tens of thousands of associates at Advantage. 
We’ve all been under incredible stress, duress — whatever 
word you want to use — during the pandemic. What have 
Advantage associates done recently that has inspired you?

TD: There’s so much! We’ve talked about the resiliency of what 
we’ve seen in our teams, and I think for me, it’s particularly 
the frontline workers. I look at how much they’ve given of 
themselves during this pandemic from the very beginning, 
and the sacrifices that they’ve made. I’m so impressed by 
how they were able to pivot to do whatever was needed — 
whatever the retailers needed, whatever brands needed. 
One of my favorite examples of that is early in the pandemic 

INSPIRATION 
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when our marketing services and demo had to shut down, 
and our associates transformed overnight from demo 
ambassadors to people who were in the store sanitizing carts 
for consumers. Whatever the retailer needed, we were there 
to support them.

When I think about individual associates and what’s 
inspired me, it’s the progress of our Employee Resource 
Groups during the pandemic. I feel like it’s brought out 
this empathetic side of humanity to understand each other 
better. I look at the leaders of these eight ERGs that we’ve 
focused on during the pandemic particularly, and how 
they’ve grown and how the stewardship has grown. Just last 
week we had one of our associates talk about the fact that he 
was born with cerebral palsy. He shared the story with 1,000 
people on one of our webinars and talked about how he’s 
been embraced in our culture, supported, and has been able 
to really build his career and grow. Before you hear stories 
like that from your associates, you don’t understand how 
important these ERGs are. So I’ve really been inspired by all 
of them and particularly that one last week.

KP: I tell our teams that crisis reveals character. The examples 
you use here bring that to life. Whether it’s helping retailers 
and sanitizing carts or stepping up ERGs in ways they hadn’t 
before. You can never waste a good crisis, and we’ve got so 
many good examples of that in your company, my company 
and others where people rise to the occasion. 

TD: That’s absolutely right, and in epic proportions.  

KP: I think we would all say that in early 2020, we were deer in 
the headlights. There were so many things coming at us. We 
didn’t have a playbook for it. In your case, I imagine there 
was this mix of headwinds and tailwinds. As you talk about 
your business, obviously events disappeared, sampling 
disappeared for some period of time, and that significantly 
impacted you, and we’re not quite out of this yet. As you 
look at the current climate, as you think about things going 
forward, what are you seeing as we get closer to hopefully 
the end of this, and how optimistic are you about what the 
future looks like?

TD: I’m very optimistic about the future, but I like what you 
said that we’re not all the way through this yet. During the 
pandemic, we saw unprecedented declines in away-from-
home consumption, experiences and platforms built around 
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live experiences. We responded by scaling up a business 
that we had already developed, which was online-grocery 
pickup services, online-grocery sampling from people who 
were ordering. We rapidly expanded digital solutions, demo 
solutions — ways to really engage shoppers with content 
and educate them. We really learned and built muscle to 
do things in different ways. Fortunately, we invested ahead 
of time so these services were sitting on the sideline. We 
thought they would grow 5%-10% a year, but we basically 
made 15 years of progress in 15 months just by necessity.

What we end up with at the end of this is the “and.” So we 
ended up with one way, for the most part, being all physical 
in the store. We then set out very deliberately to be able 
to replicate everything we were doing in a physical store, 
whether it was sales and headquarters, all the way through 
our marketing and technology services, to be able to do it in 
a virtual environment. What we found during the pandemic, 
it was all virtual. What we found before the pandemic, it was 
primarily all physical with a little bit virtual. And now we see 
the “and.” What we believe is that  

We’ve got great scaled services in omnichannel, and we’ve 
got all of the physical services. So we think that as elevated 
demand continues in the home, we’re going to see a lot of 
the behaviors that we’re seeing right now, which is more 
lunches will be made at home. Most people are not back 
in offices five days a week, so we think elevated demand 
continues. And we think all of the behavior of convenience 
and path to purchase in an omnichannel way — whether 
somebody wants to pick up their groceries or have them 
delivered — continues, too. And we’re excited to enable it all.

KP: I love how you articulated that. What I would call the power 
of “and,” not the tyranny of “or,” right? A lot of times we think 
in a very bifurcated way, that will be this or that. But I think 
your point is, and what I’ve seen as well, is that the pandemic 
has really brought out the power of “and.” We are going to 
live in these hybrid worlds that we’re in. 

we all end up on the other side of this with a BETTER BUSINESS 
because we’ve got the “and.” 
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TD: I think that’s exactly right.  

And that’s great. Both of us have built our organizations to 
evolve, and we evolve to the pain points in the market as they 
occur. I think we end up stronger as a result. When you’re in 
the eye of the storm, you don’t always see it, but as it subsides, 
you see how much progress we’ve made because we had to. 

KP: If I stay on that and tease it out a little bit more, one of the 
things that I said with my previous employer, Google, was that 
early on in the first six months of the pandemic we said there’s 
not a lot that’s new going on in terms of what companies 
are doing; it’s just accelerating what they were working on. 
E-commerce is one of those things. Everybody talked about 
it being important, but actually building the systems and 
solutions and really driving it — it was a matter of survival. And 
so it accelerated the pace of e-commerce. A good friend of 
probably both of ours, Doug McMillon, talks about the fact 
that even before the pandemic, 90% of people still walked 
through a retail outlet every single week in the U.S. And so as 
we think forward and you’re talking about the power of “and,” 
when we think about shopping in this hybrid world, what’s 
going to be different and what’s going to be the same as you 
think about where we were and where we’re going?

TD: Well, I think what we’re really finding out is the in-store 
experience really matters. In fact, you could argue that 
it matters most if people are doing a little bit less of it. If 
they’re spending their dollar in different places — but we 
know the in-store experience matters because when people 
go to the store, they want an experience. So I think  

How do we help convert that consumer from a shopper to a 
buyer? And how do we use that experience to make it special? 

I think HYBRID SHOPPING IS THE NEW NORMAL, and I 
don’t think we’re going to ever see a return to pre-pandemic 
shopping or behavior. 

we’re seeing brands and retailers FOCUS ON THE 
FUNDAMENTALS of what that experience should be and how  
we make that experience special when a consumer is in the store.
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I think another change driven by the pandemic, if you really 
think about it, was a bit of an erosion of brand and retailer 
loyalty. Or to look at it on the flip side, more trial outside of 
a shopper’s preferred brands and retailers. So as you look 
at the playing field being changed, how do we help brands 
and retailers capture their fair share anytime a shopper wants 
to shop, whether virtually or in-store? But when they’re in 
that store, we need to make sure it’s a great experience. And 
that’s something that we’re working together with brands 
and retailers to do.



8

KP: Do you have any thoughts on tools that are going to be 
critical to delivering on this experience? And what tools are 
going to be necessary as we go forward through the other 
side of the pandemic? What are your thoughts about how 
brands will continue to drive this relevancy going forward?

TD: What we’re really thinking about, talking about and pushing on 
is this need for unified commerce solutions. We see those as 
integrated sales and marketing and e-commerce solutions that 
are scaled and customized for each client. We believe that both 
brands and retailers need our help and your help to reach the 
omnichannel shopper and provide a fluid shopping experience  

And I think there’s a need more than ever to provide data-
driven, integrated campaigns to reach shoppers both in-
store and online. One of the things that we’re doing with 
our omnichannel experience is making sure that all of our 
agency activities from sales to marketing to technology are 
interwoven in their recommendations and seamless so that 
the omnichannel shopping experience can be seamless. 

UNIFIED 

— the shopping EXPERIENCE OF YESTERDAY, where those 
things could be disconnected, NO LONGER WORKS. 
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Recently, our AMP agency created a campaign for a juice 
brand to drive awareness to a targeted audience. They 
had to make sure — as in all of our campaigns — that it was 
seamless from online to in-store, so we created a new 
brand website so that consumers could find the product 
descriptions and the locations of the stores. We know there’s 
a pre-shop online that didn’t always happen before. Then 
there was a social media campaign that had a video series 
and paid digital ads that drove the shopper back to the 
store or online, wherever they wanted to make that shopper-
to-buyer conversion. In that mix were digital ads, hubs of 
recipes and craft content, and things that previously would 
only be in-store — strategic sampling of products to an online 
community, mobile coupons that drove somewhere around 
80,000 purchases. So, again, it’s tying those tactics together 
for a seamless experience. I think every road leads to that; 
every tool has to lead to that. 

KP: One of the things we all talk about as leaders is the changes 
we make and why we make them. But one of the interesting 
things, at least about me, is that a lot of times we don’t 
change before we have to — we’re pushed into changing. 
They always say necessity is the mother of invention, so we 
figure it out. But one of the things I’ve read about you is 
that shortly after you became CEO in 2014, you made some 
significant investments in digital-technology solutions that 
were really critical for you, for the industry, to address the 
whole omnichannel challenge. Not everybody made that 
leap when you did. Can you talk about what drove you to 
do that? And how do you look forward and think about the 
changes that have to come down the road?

TD: What drove us to do the transforming before we had to 
transform really started back in 2010 when we looked at the 
business and we said, “Everyone’s doing just fine, but we 
think the world will change.” And we really believed that we 
needed to start changing both people and technology. We 
had a legacy business just like most of the players in our 
space, and we really believed good enough wasn’t good 
enough. So we did some really difficult things in 2010. We 
parted with 18 of our top 23 executives to try to find new 
competencies, new experiences, people who could really 
work from the inside out with brands and retailers to be 
partners and consultants rather than look at things in legacy 
ways. We had the conviction in 2010 that we had to be 
different. In 2014, we looked and said, “We really don’t think 
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we can meet brands’ and retailers’ needs if we’re just a sales 
and marketing partner; we need to be a sales and marketing 
and technology partner.”

We looked ahead, and we really simply went through the 
journey of what we provided in-store and in both our sales 
and our marketing functions. How do we replicate all of 
these functions to be able to scale these when they need 
to be in a virtual environment? We started to put together a 
strategy of build vs. buy, with test-and-learns to understand 
how to be able to offer these services. We put together a 
collection of technology offerings that would be able to 
make that journey seamless for brands and retailers. What 
we didn’t know was that it was going to accelerate so quickly. 
What we did know was that we needed to be ready for 
change when it came.

KP: So the notion of “change before you have to” is alive and 
well, for sure. 

TD: We operate by “only the paranoid survive.” So, yes, we’re always 
on a journey of continuous improvement. We always will be. In 
fact, we love change and disruption. We’re crisis experts. We love 
that everybody’s battle-tested because we really believe that  

Because the problems of brands and retailers change, we have 
to be willing to evolve and not be the same in order to really 
meet opportunity and growth. If we stay the same, our services 
will be for the past, not for the future. So we actually thrive on it.

KP: I love that. And I love how you talk about the democratization 
of data. As you talk about the build vs. buy with the focus 
on cloud-based solutions, it’s something that is in our 
wheelhouse as well. As you look forward, as you think about 
that, are there any roadblocks you see in making data more 
accessible and actionable as we go forward?

while it’s painful at the point of pain, that CHANGE IN THE 
INDUSTRY IS GOOD FOR US and it’s good for providers that 
are willing to change. 
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TD: I think privacy is one, and I think security. They are the  
two that we have to be most careful about. But I think  

You and I have talked about some of those. A lot of times 
we’re looking at what happened, but in this world of 
information and technology, and having the feet on the street 
and the technology, what can we gather in real time that 
actually might present more insight than what we see today?

KP: It’s funny you say that. We recently hosted a C-Suite 
Conversation with Paul Wood, who’s the chief customer 
officer at Church & Dwight Co., and he specifically called 
out you guys as a fantastic, collaborative partner, not only in 
helping them sell product, but in keeping it on the shelves. 
One of the things we talked about was data and analytics. 
How do you think about the use of data and analytics in 
these situations? How do you leverage those in a world that 
is privacy-constrained and security-concerned? How do you 
continue to leverage the data analytics to help customers 
like Paul?

TD: That’s a great question. And I love that Paul’s always 
intellectually curious and pushes us for the next thing. I 
think collaboration and understanding where brands’ and 
retailers’ pain points are is always what leads us to those 
new solutions. A great example of that is how the pandemic 
amplified inventory-management challenges and out-of-stocks 
as demand rapidly increased as people were chasing to get 
products during that time period. And the challenges were 
exacerbated by the surge in e-commerce orders at the same 
time, which were mostly fulfilled in-store. Then we had store-
labor shortages, which also exacerbated it. Keeping products 
on the shelf — physical and digital ones — is table stakes in 
our industry, and there was no time more challenging than at 
the height of COVID to do that. 

there are so many interesting and NEW WAYS TO GATHER DATA,  
and possibly even to share data, at different points of the consumer’s 
journey that might inform brands’ and retailers’ actions in different 
ways than we do today. 
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One of the things that we’re able to do through technology, 
thankfully, is dynamically route our retail associates to 
thousands of stores segmented based on 300 million points 
of continually refreshed data that direct us to where we can 
make the most impact. You can imagine how important that 
was in the middle of the pandemic — having that data to be 
able to understand where the out-of-stocks were, how to clear 
phantom inventory caused by products not being scanned, 
recording damaged inventory. We are able to feed retail 
teams with point-of-sale data, supply-chain data, advanced 
algorithms to target and really correct those out-of-stocks 
before they occur. That technology was critically important at 
the height of the pandemic, though it’s always important. 

Also, I think the supply chain still isn’t as stable as anyone in 
the industry would like. We’re hearing this on earnings call 
after earnings call, and that’s one of the biggest pain points 
of brands today. In our recent survey of manufacturers and 
retailers, we found 90% of retailers are changing their supply 
strategy as a result of that. And one-fourth say they couldn’t 
handle an increase in demand. I think we’re at that point again 
where consumers are hearing about shortages and outs, 
and I think we’re all wondering if we are going to see that 
again. So we’ve been using technology to, again, tackle that 
as an evolving problem by adding data-driven, supply-chain 
services. We’re helping to really improve retailers’ DC and 
in-store stock levels by collaborating on order forecasting, by 
monitoring data and analytics, inventory, promotion and sales. 
Those are just a couple of ways that technology is helping us 
solve the pain points of brands and retailers.

KP: Well, I, for one, am thankful you guys are around because 
who would’ve thought two years ago that we’d be chasing 
toilet paper around the city. Thankfully you’re here to help us 
have that in stock when we need it. On behalf of all of us, we 
greatly appreciate that. 

As you think about that, Advantage sits at such an 
interesting intersection between your retail partners and 
the manufacturers. You just talked about how that plays 
out. What do you think are some additional opportunities 
for collaboration? There are always areas of improvement. 
What do you think are opportunities for retailers and 
manufacturers to come closer together?
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TD: You know, it is interesting sitting at that position as a strategic 
intermediary because you hear it all and you try to figure out 
where the common themes are. And in our June survey of 
manufacturers and retailers, we found that there are heightened 
expectations from both sides on things that are pretty much 
now table stakes — e-commerce plans, retail media spending 
is a big one and activities around that, and in-store events — in 
their joint business planning. And I think shopper-facing brand 
and retail messaging, we’re hearing a lot about that. The need 
for that to be consistent and to go back, products have to be 
available, they have to be visible wherever consumers are, and 
we talked about that before, too. That means  

And that’s not always easy. 

To be able to achieve that, there are really three areas where 
we see the need for closer collaboration, transparency and 
new thinking. One is managing the digital shelf. We’ve talked 
about how the physical and the online journey need to be 
unified; we need a unified strategy there. The second is really 
price optimization — with price pressures along the supply 
chain and increases in packaging, everybody’s looking at 
price. And the third is trade-promotion optimization, and new 
approaches are also needed there. We’ve heard from brands 
that are really frustrated and need more than ever a return on 
that trade spending because a lot of things happened during 
COVID. Just because you won in percentage of sales doesn’t 
mean that you won in share. We’re looking at all of those 
things, but from what we hear, those three in particular are 
pain points in terms of being at the center of both brands and 
retailers; those are pain points for everyone.

KP: You talk about those three particular things, but also the single 
version of the truth concept, which I love because a lot of times 
you’re pulling data from so many different places. Being able to 
pull it together to be able to make decisions, and in these three 
areas in particular, we’re dealing with unprecedented price 
increases for consumers. In our old worlds, we’d run pricing 
studies and price elasticity. Who knows what that is now when 
you’re taking multiple price increases a year and everything’s 
inflating — it’s a crazy time. So I think your whole concept of 
“How do we have one single version of the truth?” is so critically 
important. I 100% agree with you on that. 

both in-store and online WITH A SINGLE VERSION OF THE TRUTH.
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Another important thing for retail partners is private  
label, private brands. You guys made a strategic acquisition  
back in 2017 with Daymon Worldwide, which is a  
private-brand-building organization. Tell us about that and why 
that was important to you then, and important going forward.

TD: I absolutely love that business, and despite supply chain 
shortages, it is a great business and a really important 
business for consumers, retailers and brands in the future. 
We typically buy adjacent and complementary capabilities, 
and that was one. They were the industry leader in retailer-
centric merchandising. We’re really excited about the Daymon 
business. We did make that acquisition in 2017 and three 
years later, we’re really happy with what we’ve been able to 
do with that business. Daymon is the leader in private label. 
They were the pioneers in the business, and they brought 
us a private-label business that we could have never built to 
scale on our own, which enabled us to capitalize on another 
accelerating trend. This allowed us to really serve the retailers 
in a different way — all the way from determining what 
products are on trend, how to source those products, how  
to market those products and how to come up with a  
private-label strategy to complement and augment what 
the retailers are doing. Anything from a la carte, where we’re 
helping with the strategy, to being on-site with 100 people at a 
retailer and actually doing all of the functions from soup to nuts.

KP: Very interesting. As you think about all of our training as 
brand marketers, in my history my DNA would tell me that 
fiscal 2020, 2021 should have been boom years for private 
labels, but they haven’t really. I thought they’d be much 
stronger. So why aren’t they and what can retailers do there?

TD: I think that’s a great question, and I don’t think we exactly 
know the answer. But I think one hypothesis might be that 
consumers have had quite a few dollars in their pockets 
from stimulus, and some consumers who typically buy 
private label may have been trying other brands as they’ve 
had more dollars in the wallet. I think the other thing is just 
supply. I don’t think any of us can really know what’s on 
trend to grow until we have full shelves and until shoppers 
have the ability to buy anything they want, whether it’s 
branded or private label. What we’ve found during the 
pandemic, and still now, is that if you go out and you look in 
the stores, there are a lot of out-of-stocks because of supply 
chain. So it’s really hard to say who’s winning, who’s losing 
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and why beyond supply. We expect that private label will 
continue to be an important part of both retailers’ strategies 
and consumers’ shopping habits. But I think it’s very 
hard for anybody to Monday-morning quarterback what 
happens on the other side and what the impact has been.

KP: I think this is upending so many of our conventional-wisdom 
learnings from the past. I think we’re rewriting so many 
playbooks now, and I think this is one area in particular that 
we’ll have to see as we come through this on the other side 
when supply normalizes and we’re not seeing stimulus and 
we’re not seeing the other things that are floating in the 
marketplace. We will see what happens. It’s going to be an 
incredible next year or two, for sure.

TD: I always say it’d be a fascinating movie if we weren’t right in 
the middle of it.

KP: Very true. It seems more like a bad dream sometimes. 

Your business has incredible global reach to 45 countries 
— we’re across the globe as well. I’ve worked on global 
businesses for the last 30 years, but I’d love to get your 
perspective on some of that because each country in the 
world is reacting to the pandemic differently, and so there 
will be different sales and marketing challenges for some 
of our global partners. How do you find the commonalities 
when some of the businesses are so dramatically different 
from one market to the next? How do you find the consistent-
as-possible, as-different-as-necessary balance that you really 
need in today’s world?

TD: What we’ve learned is that we would love it to be as 
consistent as possible, but it’s really not. So it’s not what 
we want. We’re seeing business dynamics vary greatly by 
market. It varied before, but in terms of COVID and where 
people are in stages, it makes it even more different. And 
now it’s not just by country, but within regions. Just within 
Europe, there are markets that are similarly consolidated 
to North America with large, established and sophisticated 
branded retailers that are changing their strategy during 
COVID in ways that they never thought they would before. 
The fragmentation makes it even more difficult in markets 
like that. In Asia and Africa, we also see this full spectrum plus 
new retailing concepts that are leapfrogging into pure online 
and direct-to-consumer solutions.
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I went to South Africa right before the pandemic and just to 
see the difference in what was happening in technology in 
South Africa and China vs. where it was two years ago — huge 
differences. I think that what we know is everyone faces the 
same sales and marketing challenges, but I think you can’t 
look at the market as just Europe or Asia. It’s now down to 
regions, which is even more difficult. It’s why the whole whack-
a-mole makes it even harder during the pandemic. I mean,  

sometimes even ZIP codes.

KP: Great point. If you look across the world, but also look at 
the United States, we have counties right next to each other 
that have different mandates for things. So playing out on 
a global basis makes it even more challenging because 
you’re trying to get that consistency. I love the whack-a-mole 
analogy. But, again, unprecedented times for all of us, and I 
imagine your business is even that much harder. 

business is just much harder to do because we’re having to 
ADAPT NUANCES in more localized regions,
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KP: As we wrap up our time together, I’d love to pick your brain 
on leadership because you’ve had the opportunity to run 
your company for a while. You’ve grown up in it in a lot of 
ways, and you’ve seen multiple industries in your time. I 
really want to pick your brain on this because I think a lot of 
us can learn from you. When you look at yourself starting out 
at J.M. Smucker to today, how has your leadership style been 
shaped or changed over time? What are some good lessons 
for all of us to learn?

TD: I think my favorite lesson is  

When I think about my career, the first 20 years of my career 
I was pretty perfect. I never missed a number, always had 
assignments where I could excel quickly and could always win. 
It really wasn’t until I stepped into the COO role at Advantage 
where I really had to withstand battles that I couldn’t just go 
in with a magic wand and outwork and outmaneuver to win.  
It was during those times that I really came to value how much 
battle-testing and adversity shapes leadership. 

LEADERSHIP

ADVERSITY is a gift. Being BATTLED-TESTED is a gift. 
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In fact, it’s even changed how I look at and value talent, 
both externally and internally. Ten years ago, if somebody 
sat in front of me I would want to hear why they could never 
lose. And today, I want to hear about the worst thing that’s 
ever happened to them in business and how they scratched 
and clawed their way out of it to emerge victorious. I want 
to hear how you failed and then you rose from the ashes 
because you have to be brave to lead, and you have to be 
courageous. I think that the confidence that you build and 
the confidence that I’ve been able to build through adversity 
has been 10 times more important than all of those years of a 
perfect track record.

KP: So two nuggets of wisdom in there for me, amongst many. 
One is adversity as a gift. And the second is you have to be 
brave and courageous to lead. That is excellent insight and 
wisdom, for sure. As the old saying goes, a piece of coal is 
a piece of coal until it has pressure and then it’s a diamond. 
And so I think you’ve articulated that in a great way.

As you think about the last couple of years and those 
leadership philosophies, how much has that enabled you to 
get through this and have the perspective that you have? Has 
there been anything you’ve picked up in the last couple of 
years? Have you been able to take the principles that you’ve 
got around adversity, bravery and courageousness and bring 
that to bear during the pandemic?

TD: It was almost like all of that adversity was preparation for this 
day — and a lot of evangelization to the team that this isn’t a 
time for fear, this is a time to lean in. It’s a time to capitalize 
on everything bad that comes our way and figure out how  
to get out of it, how to end up on the other side stronger,  
more resilient, and again, it goes back to 

who wants to follow a leader that is only captain on calm seas? 
Everybody’s had the chance in the last year to BE A CAPTAIN  
ON STORMY SEAS.
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We can all look at our teams. And I think what I want for 
all of our teams and leaders of people is to have gained 
managerial courage from this. If I can lead through this, I can 
lead through anything. There’s always a way out. There are 
always multiple paths to victory, as long as you’re looking 
at your business and saying we’re in a state of continuous 
improvement. We’re evolving, and we’re in this for the long 
term. To me, those are the most powerful leadership lessons. 
If you have the right talent and you have that mindset, 
ultimately you’re always going to win.

KP: I love that thought and how critically important leadership 
is, particularly during tumultuous times. Cream rises to the 
top, and it’s so important. I was always taught growing up 
as a leader that people quit their boss, not their company. 
And during the pandemic, we’ve heard the expression the 
“great resignation” as people start to reevaluate life and look 
around and say I’m not sure I want to be doing this. I just saw 
a stat the other day that said something like 35% of people 
are actively considering leaving their current job/career 
path in the next year. And we’ve seen this have a significant 
impact in the industries that we work, a particularly heavy 
impact on females. As you think about this as a leader in 
the industry, how do you view this impact on both CPG and 
retailers? And is there anything we can do about it?

TD: I think it’s really hard. I’m not sure that there’s an easy 
answer. I don’t think there’s a magic bullet. What I’m trying to 
encourage people to do, in particular women because we’ve 
found women exiting the workforce in greater proportion 
than men, is to try to encourage women and men not to 
make any decisions now. This is a time of disruption. This is 
not a normal time, and this too shall pass. So sometimes just 
the freeing mentally of saying “I’m going to go to something 
else” might sound great because this is a really tough time, 
but what is on the other side? I think that people are going 
to make changes and reevaluate their priorities and their 
work-life balance, and whether they’re willing to do some of 
the things that we all did before the pandemic. I think that’s 
a good thing because that’s human progress. But the notion 
of making big career decisions right now doesn’t serve the 
associates well, so my counsel has really been: Let’s try to 
help and support you through this time, and then let’s talk 
about this at the end and figure out what’s best for you.
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KP: So one of the things I’ve taken away from our conversation 
today and others we’ve had is that you are definitely a 
glass-half-full person. I love that. It’s been a very energizing 
conversation. I thank you for your partnership, for your 
leadership in this industry, and I really appreciate your time 
today. I know you’ve got a lot going on and a lot of things 
pulling at you, but I think everyone who has been listening to 
this today is really going to take away some pretty important 
things and I really appreciate the gift of your time.

TD: Thanks so much. I really appreciate your partnership and 
thanks for the time. I look forward to continuing on this 
journey, to evolve and figure out together how we serve our 
brands and retailer partners even better in the future than we 
do today.   
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