
TRAINING

This is a 1 ½ - day program to assess the Revenue Growth  
Management (RGM) maturity, accelerate RGM concepts and best 
practices followed by a hands-on workshop to identify key RGM 
opportunities in the Organization. 

This is a unique learning opportunity to enhance your skills and 
knowledge! 

STRATeGIc  
ReveNue  
GRowTh  

MANAGeMeNT  
foR coNSuMeR  

GoodS

https://www.pricingplatform.com/pricing-academy/open-training-programmes.html


Learning Objectives 
•	You	will	learn	a	Pricing	&	Revenue	Growth	
Management	approach,	fully	specific	to	Con-
sumer	Goods.	This	approach	typically	brings	
+4%	to	+17%	of	Net	Sales	and	Margin	growth	
acceleration.

•	The	training	and	workshop	will	enable	you	
to	understand	and	identify	the	most	effective	
Revenue	 Management	 levers,	 to	 effectively	
mitigate	current	inflation	prices,	along	actio-
nable	RGM	Interventions,	bridging	Consumer	
Value,	Brand	Building,	Pack	Price	Architectu-
re,	 Consumer	 Pricing,	 Mix,	 Shopper-based	
Promotion	 Effectiveness	 and	 Omnichannel	
Commercial	planning.

This will be achieved via:
•	RGM	Training,	reviewing	each	Levers	of	
Value	Extraction

•	The	Revenue	Growth	Equation,	Consumer	
Goods	Value,	and	the	5	levels	of	RGM

•	Case	studies
•	Self-assessment	(pre-work)
•	Hands-On	Workshop.	

For Whom?
This	training	is	targeted	at	the	following		
functions:
•	Pricing	&	RGM	managers,	directors
•	Commercial	managers,	directors
•	Marketing	managers,	directors
•	Innovation	managers,	directors
•	Key	Account	managers,	directors

This training is targeted at the environments/
sectors:
Consumer	Goods,	CPG,	F&B,	Health	OTC,	
FMCG,	Retailers,	Luxury	Goods.
This	training	does	not	cover	services	nor		
Horeca.

STRATeGIc ReveNue GRowTh 
MANAGeMeNT foR coNSuMeR 
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Apply Now!!! 
pleASe vISIT 
www.pRIcING 
plATfoRM.coM
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learning opportunity  
to enhance your skills  

and knowledge! 

https://www.pricingplatform.com


STRATEGIC	REVENuE	GROWTH	MANAGEMENT	FOR	CONSuMER	GOOd

dAy 1
•	Price	Pack	Architecture:	optimal	line	up	and	assortment,	
including	optimal	incremental	Innovations,	to	maximize	
growth.

•	Consumer	Pricing:	right	price	strategy,	and	consumer	
value-based	tactics

•	Mix	Optimisation:	How	to	leverage	optimal	Mix	across	
product,	brand,	channel	and	retailer	dimensions.

•	Introduction	to	Promotion	Effectiveness,	in	line	with	brand	
and	pricing	strategy.

•	Introduction	to	Commercial	Plan	by	Retailer.

pRoGRAMMe

MeeT youR fAculTy 
JI-HOON	dIERCKx
Chairman & CEO, PRICINGOne

Ji-Hoon	 dIERCKx	 comes	 with	
more	 than	 20	 years	 of	 experi-
ence	in	CPG	RGM.	At	Procter	&	
Gamble,	 he	 has	 been	 leading	
Revenue	 Growth	 Management	
(RGM)	and	Pricing	Strategy.	Now	
CEO	 and	 Founder	 of	 PricingO-
ne,	a	Pricing	&	Revenue	Growth	
Management	 consulting	 firm,	
specialized	in	Consumer	Goods.	
His	 consumer-centric	 RGM	 ap-
proach	 consistently	 brings	 sig-
nificant	 Net	 Sales	 and	 Margin	
growth	 across	 consumer	 goods	
sectors.

Learning Goals:
1		Why	RGM	is	important
2		 The	concept	of	RGM,	and	opportunity	for	Consumer	
	 Goods
3		 The	Revenue	Growth	Equation
4		 5	levers	of	RGM	&	examples	to	support	each	lever
5		 Answering	to	key	business	questions	via	Self-assessment	
	 (pre-work).	This	allows	to	identify	in	a	quick	and	easy	way		
	 the	level	of	maturity	the	company	has	across	the	key	RGM	
	 levers.	Helps	to	identify	where	to	focus	during	the	imple-
	 mentation	of	RGM.
6		 Identify	potential	RGM	opportunities,	via	RGM	Levers	
	 teamwork.

Samer	GABR	brings	20+	years	of	
experience	 in	Consumer	Goods	
and	RGM.	At	Procter	&	Gamble	
he	has	led	business	model	trans-
formation	 across	 Europe,	 Africa	
and	 Asia,	 guiding	 several	 busi-
ness	 units	 to	 achieve	 best-in-
class	revenue	and	profit	growth,	
as	 well	 as	 leading	 the	 develop-
ment	of	cutting-edge	Pricing	and	
Revenue	growth	analytics	soluti-
ons.	Now	 co-founder	 and	Chief	
Product	Officer	of	PricingOne	-	a	
Pricing	 &	 Revenue	 Growth	 Ma-
nagement	 consulting	 firm.	 Hel-
ping	CPG/FMCG	companies	un-
lock	 growth	 where	 others	 can’t	
through	 consumer-centric	 RGM	
approach.

SAMER	GABR
Chief of Product, PRICINGOne

dAy 2

•	General	recap	of	RGM	levers
•	Business	review	(external	factors,	Brands,	Trade,	Finance)
•	Self-assessment	review
•	RGM	levers	teamwork
•	Pricing	confidence
•	Market	growth	analysis
•	Team	discussion	based	on	key	RGM	questions	supported		
by	self-assessment	and	pre-work

•	Brainstorming	ideas
•	Presentation	to	group
•	Mapping	of	opportunities
•	Business	Impact,	revenue	generation
•	Enabler/	Accelerator	of	RGM	best	practices



Online registration: 
Quick and easy! 

pRAcTIcAl INfoRMATIoN

REGISTER	ONLINE	VIA
www.pRIcING 
plATfoRM.coM

In company – Customised
All	programs	can	also	be		
delivered	as	an	in-company		
programme	–	or	customized		
on	demand.

For	more	information	on	the	
in-company	and	customized	
training	programmes,		
please	contact	
academy@pricingplatform.com

Contact ePP 
European	Pricing	Platform	bvba	
Izegemsestraat	7	box	301	
8860	Lendelede	
Belgium	

VAT:	BE0833186151
ING:	363-0823518-28	
IBAN:	BE37	3630	8235	1828	
BIC:	BBRu	BE	BB	(ING)

STRATEGIC	REVENuE	GROWTH	MANAGEMENT	FOR	CONSuMER	GOOd

EPP Prime (pricing platform.com)

Subscription

EPP	Prime	Subscriber?	
Log-in	to	get	your	member	discount	on	the	training.

Additionally,	get	direct	access	to	the	best	resources,	weekly	
updated	with	new	content,	webinars,	dynamic	talks,	tools	
from	the	EPP	Community.

Subscribe	your	team	and	benefit	from	important	group	
discounts.

Find	all	your	benefits	in	the	membership	area:

https://www.pricingplatform.com
https://www.pricingplatform.com/epp-prime

