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EyeOn helps large companies in running the best possible planning 

process

This is EyeOn:

• 40 specialists in realizing forecasting and 
planning improvements (Projects, 
Interim+, systems, Outsourcing )

• Consultants with specific functional 
backgrounds

Specialized in:

• Demand management

• Forecasting

• Account planning

• Collaborative planning and forecasting

• Sales and Operations Planning (S&OP)backgrounds

• All consultants have line management 
experience and are university educated

• Cross functional & hands-on mentality

• Strong focus on design and 
implementation

• System independent

• Sales and Operations Planning (S&OP)

• Budgeting

• Rolling Financial Forecast

• Management information systems

• Master planning

• R&D planning

• Material planning

Visit us at:

www.eyeon.nl
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S&OP: Relevance

GBP growth

S&OP publications
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• New product introductions / 

product life cycles

• Multiple (new) distribution 

channels

• Niche marketing

Product portfolio
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Forecasting differentiation



Start with statistical baseline for 

all mature products

Focus on what is important: Enrich the baseline 

forecast: promotions and low forecast-able items 

Forecasting differentiation

Apply dedicated 

process for new 

products

Improve forecastability by 

collaboration / consumer data



Improve forecastability

1. Social media forecasts to optimally deploy stocks in a region

2. Google Searches to improve new product forecasting

3. Use communities to forecast demand for new products

4. Control towers:  joined forecasting and planning

5. Statistics does not mean a high quality plan!



Terabytes of information are available to manage the  supply chain

750 million 

115 million users 

(100% growth on last 

year)

More information will become available to manage supply chains. Retailers providing POS information, 

consumer participating through social media. Estimated 45GB of data currently exists for each person on 

the planet, that's a mind-blowing 281 Billion Gigabytes in total.

750 million 

users, 50% log 

in every day

250 million users

POS data

Loyalty program



The amount of data available to manage supply chains increases
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Google searches and Twitter

communication have predictive value and 

can be used to deploy goods from a 

central stock keeping point. This lowers 

safety stocks and increases customer 

service. 

1. Social media forecasts to optimally deploy stocks in a region



Managing new products key success factor for High Tech Companies

●Decreasing product life cycles and more frequent product introductions 

●Traditional statistical forecasting techniques

●Forecast typically prepared by product marketer that developed the 

product (will always be a success!)

46% of product development $ is spent on products that fail 

in the marketplace 

Average forecast accuracy NPI new products  40%, line 

extensions 50% (Kahn, 2002)

Getting NPI forecasting improved has the highest priority in 

the High Tech and Electronics industry  (4.8 on a scale of 5) 

(Aertsen, 2008)



2. Google Searches to improve new product forecasting

●Use searches for a new product to predict the sales of that product

o High levels of pre-launch marketing activity

o Heavily advertised launch dates

Kulkarni al, 2011

4 weeks 

calibration

No pre-

launch search

No search covariates 7.19

No advertising effect 7.28

With advertising effect 7.66

With only movie covariates 11.97



3. Use communities to forecast demand for new products

?? SUCCESS FAILURE



3. Use communities to forecast demand for new products

By motivating the team to answer questions, share insight and make 

accurate predictions about new products you receive an analytical, real-time 

view into the true state of your new products.



4. Control towers:  joined forecasting and planning

ForecastForecast Forecast
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4. Control towers:  joined forecasting and planning

Consumer

Forecast

Customer Forecasting

Value chain Dashboard

Calculate

GoodsGoodsGoods

Info



4. Control towers:  joined forecasting and planning

Promotions
Phase in Point of sales

Specialised baseline & 

event algorithms

Phase out

Seasonality Events

Cross-influences between 

products & categories 

event algorithms



5. Statistics does not mean we end up with a high quality plan!



• Anchoring

• Seeing systematic patterns in randomness, and the human race is 

brilliant in ‘explaining’ these  random movements in hindsight

• Decision making in groups

Understanding humans

• Decision making in groups

• Politics



● 26

Politics!



• Anchoring

• Seeing systematic patterns in randomness, and the human race is 

brilliant in ‘explaining’ these  random movements in hindsight

• Decision making in groups

Understanding humans

• Decision making in groups

• Politics

• Role of the planner
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Planners tend to make adjustments because it is their job!
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Many  small adjustments, 

Very few large adjustments



• Predominance of small adjustments suggests forecasters were tweaking 

forecasts just to show they were doing their job
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Their job does not necessarily mean improving the forecast!

• Only adjust for important reasons …and document these reasons 

-5

0

5

10

Smallest 25% Q1 to Median Median to Q3 Largest 25%

Im
pr

ov
em

en
t

Size of adjustment

Goodwin et al, 2010



0,0040000

0,0050000

0,0060000

0,0070000

Volume sold year to 

date

A

B

High volume –

Low volatility (8% 

of SKUs, 55% of 

profits)

Low volume –

High volatility (2% 

of SKUs,

10 % of profits)

In summary: increase forecast ability through consumer connected 
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