
Susan: Hello, and welcome to Apparel's Web Connection series. Today's session is titled, 

“Retail PLM: Best Practices for Rapid Time to Value.” I'm Susan Nichols, the 

publisher of Apparel, and I'll be serving as a moderator, and I'd like to thank our 

sponsor of today's event, PTC. We're going to be exploring how retailers and 

brands, and particularly Brooks Brothers, are realizing a rapid value through a 

comprehensive PLM solution. What we're going to do today is look at some 

current industry trends and business opportunities relative to leveraging out-of-

the-box capabilities.  

 

And as I said, we're also going to get a firsthand perspective from Brooks 

Brothers on its implementation and some of the best practices that it’s discovered 

along the way. We're very pleased to have four seasoned experts with us today. 

Those include Leslie Hand, Research Director IDC Retail Insights; Sahal Laher, 

EVP and CIO Brooks Brothers; Joe Dixon, Senior VP Production and Technical 

Services Brooks Brothers; and also, Quach Hai, Director of Solution Management 

for PTC.  

 

Now, we're going to start things off today with a quick poll question, which I'm 

sending to you right now, and the question, you're going to see it on the right-

hand side of your screen and you can take about 15 seconds to answer that. And 

the question is, "Which PML capabilities will be a priority for your investment in 

2014?" And your options there are, Merchandising, Product design, Product 

development, Sourcing, Quality and Compliance, and Supply chain.  

 

Once you have answered that question, if you'll just simply click on the slides, the 

slide tab, that'll take you back to the presentation. I'd also like to take a moment to 

explain how we’ll do Q&A today. Anytime during the webcast, you can email me 

any questions you have for our panelists; you just simply use the area left-hand of 

your screen to type in these questions. I'm going to hold all the questions until the 

conclusion of all of our presentations, and they we'll post them on your behalf. 

Please do know that your anonymity does remain confidential to the audience, 

and also, if by some chance we don't have time to get to each one, we will have 

someone get back to you directly. So, you could also use this section, if you have 

any technical questions about the webinar itself, and you'll get a direct reply from 

our producer.  

 

So at this time I'd like to introduce you to our first speaker, Leslie Hand. As 

Research Director for IDC Retail Insights, Leslie provides fact-based research and 

analysis for IDC Retail Insights Omni-Channel operation strategies. Her research 

coverage starts at the product conception, and it goes all the way to both retail 

execution and customer order fulfillment. And the Omni-Channel customer 

experience, enabled by interactive mobility and analytics driven, effective process 

execution, have really been recurring components of her current research.  

 

And in her 25 plus years and retail information technology, Leslie has guided 

strategy, development, and implementation efforts across the retail application 



portfolio. She's been an industry analyst for six years, and she was a 2013 

recipient of IDC's prestigious Peacock award for research excellence. She actually 

coined the term 'Omni-Channel' in 2008 while in this position at IDC, and she was 

recognized in 2013 as a top ten retail influencer. So you should be able to see now 

the poll results - kind of a mixture of things there. You can take a look at what 

your peers have said. And, Leslie, with that, at this time, I'd like to welcome you 

to the program. 

 

Leslie: Thank you, Susan, and hello, everybody. And thank you so much for taking some 

time out of your day to join us for this webcast. What I'm hoping to kind of, I feel 

like I'm the warm- up band, here, and I hope, from my portion of this 

presentation, you take away three things. And that is, first, how current global 

customer behaviors are amplifying product development challenges. Secondly, 

how PLM supports better brand different differentiation and value optimization, 

and ultimately, the leads to better performance. And then, thirdly, what you need 

to focus on when you're selecting a PLM partner.  

 

So, first, I'll cover the current product development challenges. And just as a 

baseline, here's a chart that IDC Retail Insights has created. It's a five-year Omni-

Channel retail technology roadmap. Essentially, what this demonstrates is that as 

you mature on your Omni-Channel journey, you're going to have to have greater 

and greater levels of localization, contextualization, personalization - all your 

interactions with consumers. And this impacts those customer interactions, but it's 

also interacts, or affects, product flow and placement, and this elevates the 

importance of supply chain responsiveness and agility.  

 

So, for example, if a product's introduced in all eight stores and it proves to be 

unsuccessful in a subsection, or even just an individual location, you can use your 

analysis to figure out where you should put that product so you can shift that 

product to a more productive location, or maybe you can fulfill online orders with 

it. And then this information, combined with information from your customers 

and internal product experts, is going to be used to change future allocations for 

the next cycle. You're going to iterate faster, you're going to iterate more 

frequently, and you're going to know more about the attributes of success in 

specific stores, regions, markets.  

 

You'll know more about cost structures, so that you can always ensure 

profitability across the board. Now, we just completed our predictions last week. 

I'm not going to cover this interesting chart. But they’re available for replay if 

you're interested. But, essentially, I wanted to talk about three predictions. There 

are three supply chain predictions. We believe that supply chains going to get 

higher levels investment over the next several years, there'll be a large number of 

transformation projects, supply chain planning's going to get a lot of investment, 

and they're going to start gearing up for same-day delivery.  

 



But most importantly and pertinent to this presentation, PLM is going to have 

increasing investments next year; we estimate that 25% of retailers will initiate 

new projects next year. And that's because consumers expect faster cycles, fresh 

product, and that's fresh from a concept perspective - they expect product 

assortments to be localized and personalized. And this is going to drive a lot of 

your product development and sourcing priorities. All of these predictions link 

back to one thing, and that is, the changed consumer.  

 

Brand identities are changing, and what's really critical is that it's important to 

reflect how much you respect your customer in every single interaction you have. 

So, you need to respect their time by engaging them with relevant interactions, 

you need to make them reciprocal interactions demonstrating that you're listening, 

inviting them to engage in responding with styles that reflect their needs at price 

points that honor the relationship. And more important, the lowest price isn't 

always the right answer. It's all about the right value and quick communication 

regarding your value proposition.  

 

If you combine right value with differentiated product sets and brand identity, 

then you have a winning combination. But brand isn't a created just once and 

forgotten; it needs to be adaptive. Increasingly, that means you're paying attention 

and you're able to respond to consumer sentiment. So, tough challenges that have 

been reported have changed over the years. Challenges now are very much 

focused on real values to growth. We essentially need to redefine the path to 

growth, redefine how we grow our brands, and this has a lot to growing loyalty 

one market at a time. Not all brands have the cachet of simple luxury brands, 

where their identity precedes their physical presence.  

 

For some, it's about aligning product assortment with local markets, dealing with 

product innovation and assortment complexity. For others, it's very important to 

be really focused on costing, as product value, ultimately, needs to meet each 

market's expectations. So the product needs to be built to be profitable to market 

appropriate price point. Cost that needs to be accounted for include things like 

materials, labels, shipping.  

 

You might also need to consider facility capacity and market risk, and related to 

this is factory compliance. This has been top of mind this year, particularly, since 

the Bangladesh accident and this leads to the topic of compliance, and that 

includes a lot of different things, including things like regulatory policies, city 

preferred trade areas, transfer pricing, local tax rates, tax policy complexity. And 

all of this requires supplier transparency and collaboration. And in the end, 

collaboration is really all about improving the economics and efficiencies by 

which products are brought to market.  

 

So, let's move to the next set of slides, how to leverage PLM technology to 

improve performance. Now this slide, I've presented this slide before, and it's 

always been well received, and so I used it again. But this is essentially what 



you're not supposed to do. And if you're doing this today, this is a very linear 

process that doesn't really have any consistent or shared basis for data storage. 

The processes are disconnected, it's heavily reliant on individual performance and 

individual actions, feedback loops and automatic status is pretty much 

nonexistent. So this is what you're not supposed to do.  

 

What you're supposed to do is clean that up, right? And you're supposed to have 

this more or less linear process, but this is oversimplified; it's not really linear. 

What it is, is linear in parallel, and that means the right hand always knows what 

the left hand's doing. There's an integrated critical path, so that helps you make 

sure that everybody's doing what they're supposed to be doing to make sure the 

product, ultimately, is delivered on time.  

 

The walls between functional areas for every business come down, and the value 

of working in parallel becomes very clear. But it always needs to be driven from 

the top of your organization, so if you're not doing this yet, you really need to 

make sure you have executive sponsorship. And, you know, and ultimately, since 

this is all about brand, it's all about protecting and promoting your brand and kind 

of surviving and thriving through this change in consumer behavior, and in the 

current retail competitive environment. So you'll need to work on underlying 

platforms that enable this kind of coordinated activity.  

 

And one of the things that's really important is we're talking about really 

involving more people in the discussion of how to innovate your brands, how to 

develop your brands. And I don't know if you've ever seen those signs in transit 

stations or at the airport, “If you see something, say something.” Well, you can't 

say anything if you don't see it, right? And so we talk a lot about early visibility 

and forming better, more profitable decisions. And those, you really need to take a 

step back and say, "Who can add value to each one of these steps?" So when we 

think about product development, we think about starting with a funnel of a lot of 

ideas, and those ideas funneling to just a few of the products that we produce.  

 

And with the advent of social listening and analytics capabilities, we may actually 

have a broader set of initial ideas. We might even produce more so that we can 

localize products more. We might have smaller runs of products, but we test them 

in certain markets; it's kind of like the way Zara does things. We can definitely 

integrate more. We can gather intelligence and be more responsive to market 

demand. But this all has really big implications on our supply chains, and a lot of 

retailers really can't even imagine how they would do this in their companies.  

 

So we recommended that you do a bit of brainstorming on this. Identify what's 

working, what's not working, and then when you're in this product development 

cycle, you'll be able to cut your losses faster and improve your profitability. In the 

end, it's all about leveraging technology to do the more menial tasks, and that 

allows you to tap into the creative aspects of your brain to develop better 

products. But they're really pragmatic reasons why we do this and retailers tell is 



over and over again that they ultimately improve cycle times, they reduced cost. 

In fact, I think Brooks is going to tell you later that they were able to double the 

number of seasonal cycles that they do each year.  

 

So, the last section of my piece of the presentation is about selecting a PLM 

vendor. I've talked a bit about how important PLM is; essentially, it enables 

companies to fulfill their brand promise. And as such, it needs to be considered a 

cornerstone of the supply chain. And in the digital age, it's all about connecting 

the dots and not dropping the ball, right? It's all about leveraging technology to 

enable a more trustworthy, efficient and effective process. So how do we compare 

vendors? It really all starts with understanding your own needs, and then 

benchmarking your needs against vendor capabilities.  

 

One of the most important things that you can do as you go down this road is to 

talk to other retailers, talk to each vendor's customers that truly understand 

whether the vendors you're looking at have the experience, the market strength, 

the feature functionality, and the aptitude to help you. You can read down the list 

of baseline expectations, but some of the most important things to look for are 

things like out-of-the-box ability to apply those practices, that the application is 

flexible and configurable, and that you can get faster return on your investment. 

So those are some of the things we really recommend you look at.  

 

And, of course, it all comes down to industry expertise and availability. Does the 

organization you're planning on going down the road with have the ability to 

support your efforts? So now I'll go into my summary and, actually, I'll make this 

really short. What is the ultimate message? Focus on your brand, create, make and 

sell differentiated and value-optimized products. In order to do that, you should 

have a PLM sourcing application to help you down that road. So if you haven't 

looked at product development and sourcing as a part of your near-term strategy, 

the time to act is now. Thank you very much. I'm going to pass the ball back over 

to Susan. 

 

Susan: Great. Thank you so much, Leslie. We really always do appreciate your insights, 

and that was a great way to kind of set the stage for us today so that we can now 

move into looking at the Brooks Brothers implementation. We're going to be 

hearing from both Joe Dixon, Senior VP of Production and Technical Services, 

and Sahal Laher, who's the EVP and CIO. Before he came to Brooks Brothers, he 

joined Marks & Spencer in 1983, and that was after completing a postgraduate 

year of specializing in textiles and apparel. And his early days were spent as a 

garment technologist responsible for product specification, quality assurance and 

the technical development of the vendor base.  

 

And then he had went on to gain valuable experience in various ladies and men’s 

buying departments before he joined a Brooks Brothers in New York in 1989. 

And here, he set up a technical team and he introduced the [M & S] specification 

buying process to the newly-acquired company, and he became Vice President of 



the company-owned shirt and tie manufacturing facilities in 1993. Then in 1995, 

he joined the company's executive committee as EVP of Manufacturing and 

Sourcing. And today, Joe's responsible for the sourcing of all products for the 

Brooks Brothers brand globally, through offices in Hong Kong, South Korea and 

Milan, in addition to the New York-based production and technical design teams.  

 

On the personal side, he's also quite the self-described sports nut; he enjoys 

squash, rugby, tennis, golf and skiing. Joe, I feel pretty inadequate after seeing 

that long list of sports that you can do. I'm going to have to step up my game.  

 

At Brooks Brothers, Sahal Laher is responsible for ensuring that the company's 

information technology investments, resources, and project execution are aligned 

with its strategic business objectives. That's a pretty simple sentence to describe a 

very big job. Prior to joining the iconic retailer, he was CIO for Stride Rite 

Corporation. 

 

And Sahal's experience is deeply rooted in enterprise technology transformation 

dating back to an ERP consulting background at both Deloitte and Accenture. So, 

Joe, Sahal, welcome, and I'll turn the program over to you now. 

 

Joe: Okay. Thank you, Susan. It looks like I may use a little of those skiing techniques 

to get home this evening with the snow we're having here in New York. Okay, so 

we'd like to spend a little bit of time talking to you about our experience with our 

PLM implementation. Before we do that, we just remind you that we are one of 

America's oldest, if not the oldest, specialty store, founded in 1818. We've 

become an institution that has helped American style through fashion innovation, 

fine quality, personal service and exceptional value in our products.  

 

Our mission statement today is the same mission statement that Henry Sands 

Brooks created for the company way back when, which is, "To make and deal 

only in merchandise of the best quality, to sell it at a fair profit, and to deal only 

with those who seek and are capable of appreciating such merchandise." We've 

looked at that statement many times to improve upon it and we always come back 

and say, "He probably had it right when he built it."  

 

So our situation: over the past few years, we're a private company, but we have 

exploded in terms of our global growth. We have over 500 stores now in more 

than 20 countries. We have sourcing offices, as Susan mentioned, in Hong Kong, 

Korea and Milan. We have three distribution hubs–one in the USA, one in Milan, 

and a new one that we're opening in Hong Kong.  

 

And quite an enormous assortment; we pride ourselves on having one of the 

widest assortments of a company of our size, which just makes it more fun being 

a production person in that world. We've been confronted, or we have the 

opportunity now, to enter the wonderful world of wholesale, and we have started 

to establish some really good and encouraging relationships with some of the fine 



department stores in the USA. We also have relationships, wholesale relationships 

in Europe and in China. We produce some high-end, sort of prestigious uniforms 

for businesses. And I think we currently operate today with every business model 

that's ever been invented–joint venture, licensed, wholly owned, wholesale.  

 

And we have our own domestic manufacturing; we make suits in Massachusetts, 

ties in Long Island City, and shirts down in North Carolina, so we've got a pretty 

complex little business. The business has become too complex; we just couldn't 

continue to use the Excel-based processes that we had been using. And to just 

reemphasize what Leslie said earlier, the fear of ball-dropping was enormous–and 

I have to say we probably dropped a few–and clearly, not sustainable if we were 

to effectively manage such a diverse and growing business. So we needed 

visibility, we needed transparency and we needed the famous “one version of the 

truth.” We bought into that tagline and, indeed, I think it's very accurate.  

 

So we needed a PLM solution. And to start the ball rolling, however, what we 

needed from an IT infrastructure was more than just PLM. And so we formed 

BBGT, which is Brooks Brothers Global Transformation, which was a 

companywide initiative which was led by the highest level of the business to 

radically improve our IT infrastructure and to change our business processes. So 

we laid the foundations that we can build a big business on.  

 

The goals for PLM, which is a part of BBGT, was that it must transform us; it 

wasn't just to be business as usual. That it must allow visibility of product 

information and consistency across the world; it must improve the speed of 

product design and development.  

 

It should reduce product development cost; something that, I'm sure, many of you 

will relate to as you become more complicated with a wide assortment; the cost of 

product development can be enormous. It should enable the capture of local 

tastes, local preferences and product needs across the markets with which we 

trade. And it should be quick to deploy, quick being a relative term. We deployed 

ours in just under eight months. Must integrate efficiently with SAP solutions; so 

our PLM solution is at the front-end and was the first system we implemented, 

and it is hooked up to PLM and is the driver of attributes into the PLM system. 

So, Sahal, I'll let you take the solution criteria. 

 

 

Sahal: Our overall strategy, as it relates to the Brooks Brothers Global Transformation 

project, was to take an approach where we went with market leaders that can 

bring best practices to the table. And, really, when you look at the overall 

footprint of what it is that we do, and what it is that we want to achieve in terms 

of our strategy, the fundamental concepts are really very simple. And if you get 

down to that lowest common denominator, we really want to introduce a solution 

that would continue to apply the level of finesse, sophistication, detail, etc., that 

makes us unique.  



 

So, while our products, our customer and our go-to-market strategy each have 

very unique components, the overall facet of a PLM implementation are pretty 

standard across the board, and as a result, there's no reason for us to overly 

complicate the situation. We did want to have a market leader, as I mentioned, 

that can bring to the table and number of industry best practices and has a product 

that has been innovated over time and continues to be innovated through the 

investment in R&D as well as partnership with consumers and customers, such as 

ourselves. And I think the other piece is, really, having a high degree of 

confidence in the out-of-the-box capabilities.  

 

From where I sit in the IT world, there's a very important balance that we need to 

strike in terms of being able to deliver rich capabilities to the business, but we 

need to do that also while managing our total cost of ownership in terms of what it 

is going to take to run these systems. And, fundamentally, the situation that many 

folks go into is that they go with so many different best-of-breed systems across 

every single function of the business that the integration [or qual] of those 

systems then becomes very complex. So, we selected [SAP] as kind of our anchor 

system for all of the ERP side, and PTC as the system, really, from a PLM 

standpoint.  

 

And by integrating those two and going fairly close to out-of-the-box, we can 

have a very rich solution, and over time we will also have very low total cost of 

ownership. 

 

Joe: Okay. Thanks, Sahal. So what have we realized? What rapid value have we 

realized? I think that when all is said and done, we are at 95% out-of-the-box. As 

I said, from selection to go-live was at eight months. And we took a big bang 

approach across all departments of our business, which is quite ambitious but 

seems to have worked. Our international offices today have real-time visibility, 

and they can make changes, updates. We're using the philosophy, "They work 

while we sleep." And I added, "And vice versa," just in case my team gets the 

idea that we could sleep while they work.  

 

Our PLM solution has created visibility and enabled management of the design 

and product development process, which has facilitated our move to four seasons. 

We were previously a very simple two-season company. We've moved to four 

seasons and, for sure, we couldn't have managed that without the PLM help. 

Visibility and reduction of duplication continues to increase as the solution is 

adopted across all parts of the organization. And significant efficiencies in 

relocating work tasks between regional offices, accelerating the product 

development cycle time, and, for sure, that starts to happen as libraries are 

completed and filled, things can happen much more quickly.  

 

Better visibility is enabling fabric platforming and that's, obviously, where some 

considerable amounts of money are. Better cross-functional information sharing; 



we're able to share information about products with our [e-com] team. Marketing, 

overseas partner markets, Brooks Brothers Japan, Brooks Brothers Europe, are 

able to see source data. And so when they come to market to see and choose the 

product, they've already got a really good idea of what we're going to show them, 

which speeds up the market process. And then linkage with selling tools such as 

[vMaps], is all enabled and flows seamlessly from PLM to these tools, that help 

us as we start to become a bigger wholesaler. So from a key conclusion 

standpoint, Sahal? 

 

Sahal: Yep. So from a key conclusion standpoint, I think the biggest learning is really 

around adoption and change management. And that's not certainly the first one 

listed up here, but what I always say, for all of these transformation efforts and 

projects, is that at the end of the day, from a technology standpoint, given enough 

dollars and resources, we can really deliver any kind of system that we want. The 

most challenging part is not whether or not we can deliver the capabilities into the 

system but, really, how do get the users and the business to adopt that system.  

 

And so I think it's really critical that we have a strong change management 

discipline that focuses on not just the training piece, which is kind of the table 

stakes piece, but really engaging the customers of their actual solution, from a 

very early stage, to get their feedback and get their buy-in and, in turn, create an 

army of advocates that can take this system out onto the road and take it, really, 

across the entire company.  

 

So in addition to that, I think it's also very critical to select a PLM provider 

carefully because it's as much a function of the strength of their solution as much 

it is a relationship and a cultural fit between the two parties. What we were really 

looking for, in addition to just a provider of the system, fundamentally, we were 

looking for a partner and a partnership relationship where we can co-innovate and 

we can continue to grow, and ensure that as business needs evolve, the product 

continues to grow as well.  

 

I think out-of-the-box, we talked little bit about this already, but that's another one 

that can be a common pitfall for any of these projects, is over-customization. And 

I think the key message here that I always try to bring to the table is that if we 

really just try and make this a technology project and say we're going to take 

exactly the same system that we have, the same process we have today and 

shoehorn it into a new system, and [qual of] the day, we haven't advanced the dial 

at all.  

 

And, if anything, we've taken old process and put it into a new solution, and 

highly customized in the process and really missed the mark in terms of the value 

that we can achieve. So this was as much an understanding of looking at our 

process, looking at the best in class at industry-leading practices that are in out-of-

the-box solution.  

 



 

And looking at the gap analysis to say, "Which of these can we not live with, and 

which of these are we willing to modify our business?" And in the process, in 

addition to getting a technology tool at the end of it, we'll have a much more 

effective process by reengineering how it is that we do this with [function.]  

 

So, industry best practices, a lot of times, and I've been in a number of different 

environments, including my days in consulting, and you go into a lot of 

organizations and everyone says, "Well, we're very unique and we're very 

complicated, and that tool isn't going to work for us off the box because we're just 

very different to the average retailer or the average apparel manufacturer."  

 

But, really, I think when you look, really [inaudible 00:34: 23] common 

denominator, no one is really that unique. There are pieces of the brand and pieces 

of the customer side of it that are unique, and our kind of secret sauce and DNA is 

obviously very critical. But fundamentally, the way that a PLM system works for 

one organization, it should not be that drastically different to how it works for 

someone in this apparel space as well. So, I think that's as much an education 

piece of it as much as it is, really, kind of that value reengineering piece to say, 

"We really have to challenge everyone to think outside of the box and look at new 

ways of doing things."  

 

So overall, as Joe mentioned, we have the system live, we tend to do significant 

further innovation and rollout of additional capabilities as we get into 2014. And I 

think that's another key learning is that it's not a one-and-done thing; if you want 

to be successful and really drive this to get the most value, then we really need to 

look at it as an overall program that drives continuous improvement along with it. 

So, as much efficiency as we've gained already, we definitely want to keep dialing 

it up further and getting more and more improvements for our business. So, I 

think the secret sauce one we did mention but, again, I would just encourage 

everyone to maintain that balance.  

 

And that as much as it's important to stay out of the box and so on, it's also very 

important to not lose your identity as a brand and lose your secret sauce of what it 

is that makes you unique and what it is that makes your product and your brand 

appealing for your customers. So, there'll always be components where you have 

to make some configurations, and so on, to accommodate that, but, at the end of 

the day, you can be very successful by driving a lot of your business through 

some of these best practices. 

 

Susan: Okay. Thank you so much, Sahal. And thank you, Joe. We appreciate you sharing 

your implementation approach and sharing some of that advice with us. I've just 

sent you another quick poll question that you're going to see there on your screen. 

And again, take just about 15 seconds to answer the question, which is, "Do you 

believe your company is familiar with industry best practices for PLM? Yes or 



No?” And then after you answer, you can just simply click back on Slides to get 

back to the presentation.  

 

Also, having now heard from both Leslie Hand and Brook Brothers, just want to 

remind you that you can email me with any questions for these speakers, and we'll 

get to those after our next and final speaker, Quach Hai, who is Director of 

Solution Management. He's responsible for PTC's retail PLM solution. And 

Quach Hai's been with PTC for 15 years and he's implemented retail PLM as a 

services architect, and he's delivered retail PLM releases as a product manager. 

And he's also had ten years in retail working with retailers and brand owners, 

realizing value with PTC products.  

 

Quach, so good to have you to the program. I'm sending out those results to the 

audience now, and with that, I'm going to ask you to put a little perspective 

around some of the comments that we've heard thus far today. 

 

Quach:  Hey, great. Thanks for the introduction there, Susan. And thank you to Sahal and 

Joe for providing your insights into your challenges as a retailer, as well as how 

you address them. For everyone else on the phone, as leaders and contributors to 

your company's product development process, your primary goal is delivering 

desirable, profitable products at the right time.  

 

Now, there are complications and issues, though, which can prevent you from 

achieving this. Those problems could be misalignments of organizations involved 

in product developments, as well as the lack of visibility and flexibility and agility 

in being able to manage development of [the spare] product [lines] using different 

business models.  

 

Now this can lead to missed delivery deadlines or product quality, and eventually, 

missed product cross targets. Here at PTC, we believe that a comprehensive PLM 

system can provide better collaboration between merchandising, design, product 

development, and sourcing organizations. So in this part of the presentation today, 

I urge that you consider how PLM can be deployed in your company across 

different organizations. I think you'll find improved collaboration and visibility 

will lead to reduced risk, and also, improved sales and margins.  

 

Again, I'd like to first introduce who we are. PTC is a publicly traded company 

with over $1 billion in revenue. We are a focused team with experience in 

delivering retail solutions for over ten years, and we have a history of innovation. 

We, in fact, were the first to provide a completely web-based PLM solution for 

the retail industry. We also have a proven track record; the top two-thirds of the 

Fortune 500 retail, footwear and apparel customers use PTC's solutions.  

 

We all know that it's difficult to deliver products on trend, on time, and on cost, 

because while doing so, you need to handle a wide variety of challenges. Earlier, 

we heard Leslie and IDC mention some of those challenges, such as moving into 



emerging markets and then managing cost and compliance for delivering into 

different channels.  

 

Here are some other challenges that we've heard from different retailers and brand 

owners. Please review them and consider if you face them as well. For example, 

"How can you ensure time-to-market, yet maintain high product quality while still 

delivering fast fashion products? And what's your approach to assortment 

planning, product development, and sourcing for Omni-Channel sales?" Also, 

"What can your organizations do to ensure revenue and margin growth as you 

face globalization?" 

 

 We believe PLM is critical to addressing all of these challenges. However, we've 

heard that retailers want more. Improving time-to-market won't be that beneficial 

if it takes you two-plus years to implement PLM. The bar really needs to be set 

higher. We've heard retailers want faster payback that is supported by a robust 

solution. We've also heard that a PLM solution should be deployable in a phased 

approach to adapt to your various business needs and to adapt to the different 

processes that are important to your organization.  

 

Now, what kind of problems do you want to avoid during a PLM implementation? 

We've heard that retailers want to avoid lengthy projects that prevent fast return 

on investment, as well as avoid costly customizations that lower total cost of 

ownership. Retailers that have implemented a comprehensive PLM solution are 

able to realize many benefits. For example, we've worked with retailers who have 

been able to increase their design hit ratios by 50%. We've also worked with 

companies that have been able to reduce their time-to-market by 45% and reduce 

their material cost by 3% to 5%. Now, that may actually result in millions of 

dollars saved annually as they consolidate materials.  

 

Lastly, we've also seen retailers gain 20% to 30% in end-user productivity in 

being able to develop and source their products. Here at PTC, our mission is to 

help all of you deliver products that are on trend, on time, and on cost, and we do 

that by transforming the way your value chain collaborates, plans, designs and 

develops, and sources products in a four month time period. Our PLM solution 

can be implemented in a standardized manner using our best practices in this four-

month window. We can help retailers achieve on time, on trend, and on cost goals 

with our retail PLM solution. It is one platform with broad process and 

stakeholder coverage.  

 

We have capabilities that will cover planning, all the way through to QA and 

delivery. In addition to that, our retail PLM system can help you manage 

planning, development, and sourcing of products that are meant to be delivered in 

multiple channels. So if you have products that are sold in brick-and-mortar stores 

versus online, or perhaps purchased online but picked up in-store, we can help 

you manage the planning, as well as the development and costing of those kinds 

of products. We can also help you effectively manage product development 



regardless of your business model. Whether you do private label development, or 

source nationally branded products, or even have exclusive product, our retail 

PLM solution can be flexible enough to manage all those different scenarios.  

 

We can also cover many different product types. Our retail PLM solution isn't 

targeted just for apparel; we also have capabilities for footwear product 

development, [hard lines] product development, and formulated products. 

 

PTC's retail PLM solution can be implemented via our Value Ready 

Deployments, or VRD for short. The VRD is a delivery methodology that 

combines our software with a set of best practices. These best practices have been 

developed based on our decade of experience implementing at leading retailers. 

All VRDs, or Value Ready Deployments, are industry specific, and they provide 

coverage for multiple processes and multiple stakeholders.  

 

In other words, not only is our solution comprehensive, but the way we deploy 

our solution's also comprehensive. As I mentioned earlier, we have a standard 

four-month deployment process that provides preconfigured software, coupled 

with best practices and adoption services for companies that wish to realize value 

quickly. Now, the best way to implement PLM is through what we call a value-

driven approach.  

 

As a retailer, when you implement our PLM solution, you'll be introduced to this 

approach, and it starts with a value roadmap that enables you to align business 

drivers with different business processes. We also have a [inaudible 00:47:25] 

landscape that provides you with the ability to align different processes across 

different roles, and then each process can be decomposed, or is decomposed, into 

best practices that will help you realize your business drivers. For example, one of 

your business drivers may be to reduce product cost. Using our value roadmap, 

you would see that to reduce product cost, we believe one of the processes you 

should implement is materials management.  

 

Within that materials management process, you'll see different best practices, and 

one of those best practices is material standardization and reuse. So with the 

ability to reconcile and consolidate your materials, and the ability to have 

visibility into material usage across all of your products within given seasons, 

you'll be able to lower your product cost by driving down your material cost. With 

a comprehensive PLM system and a value-based approach to implementation, you 

can realize your business goals quickly.  

 

Or to find out more information about our retail PLM solution, please visit us 

online. You can discover more information about the solution, but also review 

other customer success stories. You also have access to data and topic sheets, and 

you'll also be able to view product demos. At this point, if we have questions, 

Susan, if you don't mind coordinating those questions for us, I think we can open 

it up. 



 

Susan: Absolutely. Thank you so much, Quach. And also, right before we head into 

questions, I'm sending a final survey to the audience, and that's whether you feel 

there's value in a PLM solution relative to little to no customization. So that's been 

sent to you. Just take your time on that and wrap up before we finish here. We 

have a lot of questions. So we're going to do as many as we can, here. And, Joe or 

Sahal, we'll start this first question with you. Joe, I'll ask you to start and then 

Sahal can jump in if you want. The question is, "How does PLM enable local taste 

and product needs to be captured?" 

 

Joe: Okay, good question. We've opened up our PLM system to our partners, as I said, 

in Japan and in Europe. And I can't tell you that we're actively using it yet. We're 

obviously still relatively new in our implementation. But we will allow comments 

to be, as the line is developed, at certain points of the line…you don't want people 

jumping in before the line has been developed to a certain point. To comment on, 

"Like it. Don't like it. Want more of it. Need more for my market. It's cold over 

here in northern China; we need more of this." So, it becomes a collaborative 

design tool, which gives feedback to the global merchandising team and enables 

them to adjust costs as they go along. I think that's going to be a real important 

part for us to really understand what the needs are globally. 

 

Susan: Okay. Sahal, you want to add anything to that, or should we go to the next 

question? 

 

Sahal:  No. You can go to the next question. 

 

Susan: Okay. Sahal, why don't you maybe take this next one? "What type of costing 

modules are you integrating with PLM, and how important is it costing solution 

within PLM to you?" 

 

Sahal: So, I mean, we're integrating with SAP, fundamentally. And in terms of the 

costing module and how important it is, Joe, do you want to comment on that? 

 

Joe: Sure. We built a custom costing piece. It's one of the few customizations we did. 

And so we attempted to build it so it would capture all of the various costing 

scenarios that we might encounter. We made the decision to only operate in two 

currencies–euros and US dollars. But I do think we don't use any other type of 

costing package, and I do think, as we get more sophisticated in how we use it, we 

may need to look at that. But at the moment, it's just a customization that we built 

within PLM. 

 

Susan: Okay. Either Joe, or Sahal, or both of you, "Can you provide more detail on the 

implementation process? And in hindsight, would you approach anything 

differently?" 

 



Joe: Yeah, I would've taken the whole month off. No. The implementation process; we 

had had a large consulting company give us an opinion of our business and the 

infrastructure we needed to go forward. Not surprisingly, they recommended an 

ERP system, and a PLM system if we were to manage the complexity. So it 

became very obvious that we needed to do something to support the weight of the 

building that we planned to build. We then had a number of companies bid on the 

process, the implementation, and we selected a small little consulting company, 

and we're very pleased with the results.  

 

Worked very closely with ITC, who did all the configuration, both on site and out 

of their offices in Bangalore. And so it was a combination of an individual 

consulting company and ITC. Would I have done any differently? No. We made it 

very clear to the consultant what our expectations were, you made it very clear 

that “thou shalt not customize without senior approval,” and hence, I think we got 

the whole thing in. In a pretty complex business, we got the whole thing done on 

time, and obviously, we had very, very tight timelines because we had to be [end] 

tested, integration built prior to SAP go-live. So I always felt that I had a 

juggernaut coming towards me and was under great pressure to have it done on 

time, but wouldn't have done it any other way. 

 

Susan: This question is really, I think, very much related to it, particularly since you were 

just talking about trying to stay away from the customization, and maybe, Sahal, 

you'd like to take this one. "What type of change management challenges did you 

face shifting to an out-of-the-box solution, and what was your biggest learning 

from the shift?" 

 

Sahal: So I think this one comes back to the overall piece around the importance to 

engage your customers and end-users as early as possible and really bring them 

on the journey, and have them really feel like they're as much a part of the journey 

as the other model that people use is really kind of designing it with just a core 

team of users and then trying to do a big fire drill at the end with a lot of training, 

and adoption, and road shows and things like that at the end. But by then, if 

people haven't had a chance to give their take, then it's too late.  

 

And so, really, I think the biggest challenge is really just, quite frankly, the time 

to do that and getting people on board early, and getting their feedback, and 

balancing that with the project timelines. But then, also, I think we had something 

called the change network, which was basically people from across the entire 

company, whether or not they have uses of PLM or not, that were asked to kind of 

really be part of this team that drives the change and the adoption, and drive some 

of the buzz around the system and why we're doing that. So I think those are some 

of the key pieces there. 

 

Susan: Great, thank you. We have time for one last question, and Joe, or Sahal, that you 

decide who should answer this. But the question is, "Did your implementation 



include data migration? And if so, how was that handled and how did it impact 

the schedule? And if you did that, what system did you migrate from?" 

 

Joe: Okay. The answer is, yes. And as you go through these things you're faced with 

questions of whether you should migrate data. And we had a legacy system, 

which was a JDA legacy system. All of our other product development tools were 

all Excel, so that wasn't an issue. But we did do some mapping of purchase 

orders, obviously not related to PLM. So I guess the answer in PLM, pure PLM 

terms, is not much. But there was a lot of data migration in the rest of the 

infrastructure that we were putting in, but more related to SAP, I think.  

 

So I'm not sure if that answered the question. I think PLM, we started from 

scratch. I would say one of our learnings was we probably, in hindsight, would've 

left a little more time to load the libraries. We had a frantic library loading effort 

to get the libraries up and running because those of you that use PLM know that 

the users gets really irritated if materials are not there–zippers, fabrics to be used, 

and to populate the BOMs, so that was something that was quite a significant data 

entry. But once they’re there, it becomes an invaluable library of materials. 

 

Susan:  Okay, great. 

 

Joe:  New materials. 

 

Susan: All right, you were pretty succinct on that, so we'll throw one last one at you. We 

just had so many questions, and again, if we didn't get to your question, someone 

will contact you. So last question, Joe or Sahal, "Did you consider SAP PLM 

during vendor selection process?" 

 

Joe: Yes. I think it's fair to say I have been looking–this might make the PTC guys 

laugh–we had been talking to PTC for several years. I had recognized them as 

best-of-breed out there. We had identified the need for a huge enterprise system 

SAP, and then, what became very important was to make sure whoever, 

whichever PLM provider we selected, that they had experience of integrating with 

SAP. And PTC has plenty, and that was very important to us. So, yes, the two 

were selected in tandem. 

 

Susan: Thank you so much. Well, we have come to the conclusion of today's web event. I 

wanted to thank you all for attending. We will archive this webinar should you or 

your colleagues wish to access it. And again, I wanted to give a very sincere thank 

you to our panelists, especially this busy time of year, Leslie Hand, Joe Dixon, 

Sahal Laher, and Quach Hai. Of course, as well as our sponsor, PTC. Have a 

wonderful day. 


