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Dreyer’s, a wholly-owned subsidiary
of Nestlé, manufactures and distrib-
utes a full spectrum of ice cream and
frozen desert products. The com-
pany’s premium products are mar-
keted under the Dreyer’s brand name
throughout the western states and
Texas, and under the Edy’s brand
name throughout the remainder of
the United States. 

In 1994, Dreyer’s became the 
No. 1 packaged ice cream in the United
States. It had the largest market share
in the premium ice cream category, and
overseas sales had tripled. Dreyer’s ice
cream was selling in regions across
South East Asia and the Caribbean.
Dreyer’s Grand Ice Cream Inc. then
combined its operations with Nestlé’s
U.S. frozen dessert business in 1995. 

Rapid growth due to acquisition of
other brands, creation of new prod-
ucts and distribution across multiple
geographical regions created market-
ing challenges for the company. To
market multiple brands of snacks, pre-
mium ice creams and super premium
ice creams across the globe, the organ-
ization needed to create and manage
a significantly increased number of
product images and catalogs, packag-
ing graphics, point-of-sale (POS) mate-
rials and promotional literature. 

It was very difficult to share this
information using manual methods
among different marketing and new
product groups, resulting in poor
communications and repeated art-
work redesigns. In addition, the
process to create the images for pack-
age production was extremely man-
ual, and things were beginning to fall
through the cracks. 

MOVING TO
AUTOMATION
The company realized that it needed
to automate the aforementioned man-
ual processes and began to look for
the solution. After a careful evaluation
of various solutions in the market,

Dreyer’s selected the
Assetlink Marketing
Operations Management
(MOM) solution to
streamline and auto-
mate its marketing oper-
ations. The initial focus
was in two areas: 

•Deploy a central
repository to man-
age all the marketing
related digital content 

•Streamline and automate the mar-
keting process related to packag-
ing production 
Since deployment, the solution

has helped Dreyer’s to achieve these
benefits and significantly reduce the
elapsed time and costs involved in
managing these activities. Here is a
run down of how the Dreyer’s mar-
keting operation works today:

Streamlined Marketing Asset
Management: Dreyer’s uses the solu-
tion to organize digital content related
to graphics, brochures, advertising and
various communications resources in
a centralized, secure repository. This
capability is enabled by a Digital Asset
Manager module. 

Marketing communications man-
agers can easily add new digital assets
to the repository or delete old assets
from it. Authorized employees and
business partners in various locations
can find the digital asset they are look-
ing for in the repository by either nav-
igating the organizational hierarchy or
specifying search criteria. Once they
find the asset, they can download it
for use in their marketing program.
The solution provides the flexibility
for the administrator to specify differ-
ent security policies for different sec-
tions of information or different users. 

The centralized marketing asset
repository has greatly improved the
sharing of marketing assets and has
encouraged the reuse of marketing
assets. This has resulted in consistency,

eliminated shipping and handling
costs, and reduced agency fees. 

The solution also generates sev-
eral useful reports displaying the
usage of marketing assets. This helps
to track the usage and calculate cost
savings and ROI. 

Personalized Access: Dreyer’s uses
the solution to provide its marketing
users with a consistent, single point
of access to disparate marketing con-
tent and other information sources to
the end users through the metaphor
of “channels”. A channel provides a
uniform mechanism to select and dis-
play content on the user’s browser
screen. Users can choose the channel,
specify the channel layout on their por-
tal page, and easily add new channels
or delete existing channels they access. 

The channels have enabled the user
to reduce the information clutter on
the system and provide them with only
the information they are interested
in. A Marketing Dashboard module
enables this channel capability.

Automated Marketing Processes:
Dreyer’s uses the solution to define,
streamline and automate the end-to-
end marketing processes that are
related to packaging. 

A marketing manager can initiate
a request for a new project by submit-
ting a design brief form in their MOM
system. The design brief enables con-
sistent and efficient communication
between the requestor and the proj-
ect manager, and eliminates ad hoc
trickling of information in the form of
e-mails and one-on-one discussions. 
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Managing Marketing
Operations
RAPID GROWTH PROMPTS DREYER’S TO STREAMLINE 
AND AUTOMATE MARKETING PROCESSES

Dreyer’s, a wholly-owned subsidiary of Nestlé,
manufactures and distributes a full spectrum
of ice cream and frozen desert products.
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Arena Brands Inc. is the name behind
many of the most well-known and
respected brands in western apparel,
including Lucchese boots, Stetson,
Resistol and Charlie 1 Horse cow-
boy hats.

Like many suppliers, Arena Brands
has a small IT staff and faced the daily
challenge of too many projects with
not enough staff or resources. 

Its EDI system was no exception.
Arena Brands owned a PC-based EDI
software system that required all com-
munications to be manually entered. 

Furthermore, it required an IT staff
member to monitor it constantly for
inbound EDI transactions from its
retail customers.  

When its retail customers began
requiring Advance Ship Notices (ASNs)
and other advanced EDI requirements,
Keith Ritchie, Arena Brand’s corporate
IT director, realized that something
needed to change, and change quickly.

Arena Brands opted to replace the
PC-based system and completely out-
source its EDI to SPS Commerce. By
outsourcing, Arena Brands would be
relieved of its EDI operations and could

According to Virginia Sanchez,
director creative services of Dreyer’s
Grand Ice Cream, “Without the
Assetlink MOM system, it would take
four project coordinators instead of
two to process the transactions. This
has resulted in annual cost savings of
more than $200,000. In addition, we
had 12,000 artwork downloads per-
formed by a variety users. At stan-
dard agency costs of $250 for sending
artwork, this capability within
Assetlink provided an additional
annual saving of about $3 million to
our organization.”

final approval for the artwork, the
project manager requests the separa-
tor to release films to the printer,
upload the final artwork to the MOM
system and send notification to plants
that the artwork is ready for use. 

This streamlined automation has
reduced the risk of tasks falling through
the cracks and has increased the effec-
tiveness and efficiency of the entire
process. The capability is enabled by
a Workflow Manager module. 

In 2007 alone, more than 2,500
workflow transactions passed through
the system. 

On receiving the approval for the
artwork mechanical, the project man-
ager requests the designer to release the
artwork to the separator. The designer
uses the system to enable the separa-
tor to download the mechanical art-
work. The separator performs several
pre-press steps such as scanning high-
resolution images, color correction,
replacing low-resolution images with
high resolution, trapping, etc.

On completing the pre-press steps,
the separator sends a PDF of the
resulting artwork to the project man-
ager for approval. On receiving the

Once the new project is initiated,
the project manager routes a special
form to gather information related
to all the packaging components,
ensuring that the information is gath-
ered in a comprehensive manner and
automates the follow up with contrib-
utors who have not supplied infor-
mation in a desired timeframe. 

On receiving all the information,
the project manager routes the col-
lected information to the initial con-
tributors to verify the accuracy and
then forwards the packaging infor-
mation to the graphics designer who
creates the artwork mechanical.

Once the artwork is completed,
the project manager then routes it to
appropriate reviewers. The review-
ers download the PDF file and anno-
tate their comments. The system
automatically follows up with review-
ers who do not respond within the
desired time frames and keeps track
of the various revisions of the
approvals document. 

focus on other IT projects, including
implementing a new shipping system. 

EASY INTEGRATION 
When considering outsourcing EDI
providers, Ritchie came across SPS
Commerce’s name in his research in
addition to discussions with his col-
leagues. SPS Commerce’s customer

base included many suppliers with the
same trading partners as Arena Brands.
The EDI mappings for Arena Brand’s
transactions were already created and
in use by these suppliers today. With
its multi-tenant architecture, SPS
Commerce only needed to be inte-

grated with Arena Brand’s ERP system,
Oracle Financials.

Today, Arena Brands has EDI con-
nections with 21 trading partners. It
can also bring on new trading part-
ners in just one or two days. 

These partners include small
mom-and-pop western apparel
shops, which often don’t have their

own EDI capabilities, to large retail-
ers such as Cabela’s, Burlington Coat
Factory, Dillards and LL Bean.

GETTING NOTICED
In 2007, Arena Brand’s IT staff dis-
covered that adding new trading part-

ners quickly isn’t just good for busi-
ness; it turns out that it also enabled
them to shine in front of their exec-
utive management. 

For example, when Arena Brands’
CEO returned from a business trip
to the West Coast on a Tuesday, he
mentioned to Ritchie that one of the
customers he had visited would like
to begin doing EDI with Arena
Brands. By Friday, Arena Brands’ EDI
connections with its retailer were fully
implemented, and they were already
processing orders via EDI. 

“Using a standardized format to
integrate with our Oracle solution,
we can quickly add new trading

partners without taking time or
resources away from other IT proj-
ects,” says Ritchie. “By outsourcing
to SPS Commerce, Arena Brands has
been able to improve our produc-
tivity and enhance our supply chain
relationships.”

Outsourcing to the Rescue
ARENA BRANDS INC. FARMS OUT EDI OPERATIONS 
TO FOCUS ON KEY PROJECTS IN IT

“WITHOUT THE ASSETL INK MOM SYSTEM, IT  WOULD
TAKE FOUR PROJECT  COORDINATORS INSTEAD OF TWO
TO PROCESS THE TRANSACTIONS.  THIS  HAS RESULTED
IN ANNUAL COST SAVINGS OF MORE THAN $200,000.”
- VIRGINIA SANCHEZ, DIRECTOR CREATIVE SERVICES, DREYER’S GRAND ICE CREAM

Arena Brands, the name behind many of the most well-known brands in western apparel, opted to completely outsource its EDI operations.
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