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By Bernadette Casey

ME&M’s, Skittles and Starburst
have been mainstays at checkout
counters and in candy aisles

for decades. Now the Mars Retail
Group, which for the last three
years has had responsibility for
licensed product, is looking to bring
the excitement it has created in its
M&M World stores to retailers across
channels—an integral part of that effort
is the company’s new One Voice strategy.

MRG is part of Mars Inc., a privately owned
company that generated 522 hillion in sales in 66
countries for 2008 across its snack food. pet care,
drinks and food divisions via about 64 diverse
brands including Snickers, Dove, Pedigree and Uncle
Ben's. The company operates three retail stores, one
each in New York, Las Vegas and Orlande, Fla.

“We've built our licensee network from 12 to just
under 50 at this point. We've really gotten a great
response from the product and from our ability to
hoth put the brand and the charaecters out there. With
that growth, we wanted to put some structure behind
the program so we've recently expanded our team
and came up with a strategy called One Voice,” says
John Capizzi. general manager of licensing for MRG.
“On our retailer calls, we have buyers that are

saying ‘How can [ bring some of that fun and
excitement in the M&M World stores into our
stores” and now we have designed a team
and a strategy around that.”
Another part of the
One Voice strategy has
mermbers of the retail
group participating in pitch
meetings with potential
retailer clients alongside
the snackfoods division. “We
bring in licensed product
and let the buyers know
! how the
differentiate
from their
competition
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and really make a big statement,” says Capizzi.

He sees some of Mars' major licensee partners
as playing a role in furthering the One Voice

strategy “by making the program bigger

and better and trying to figure out what the

opportunities are. Every customer wants

to differentiate themselves, whether that's
with product or price. We could go as low
as dollar stationery product if that is where

SOMeons wWants to go or create a theme for
BTS,” says Capizzi. "Our message to retailers is ‘We
could make you different than anyone else in the
marketplace and our licensees are really nimble
enough to make those adjustments.™

One of Mars™ largest licensees is Summit
Resources. The licensee has the majority of apparel.
housewares and plush categories and a portion of
the candy-gifting segment. Another strong partner,
CandyRific, handles a lot of Mars’ novelty and
collectible items, Both vendors are having success
specializing for customers and are extending the One
Voice strategy in some initial first steps with retailers.

MRG developed a back-to-school program at
Cincinnati-based Kroger featuring various products
across its M&M's, Snickers, Skittles and Starburst
brands. The customized kiosks offered a variety of
price points and went beyond the traditional BTS
offering of pencils and notebooks. Select Kroger
stores also featured apparel, loungewear and
kitchen/home products. Options for students heading
back to the dorm included M&M's-branded digital
alarm clocks, desk lamps, USB-powered desk fans
and blankets and pillows—products created in
partnership with Summit Resources.

For holiday last year, MRG set up a program at
Walgreens in conjunction with its snackfood group.
MRG got placement at vee-standing bins near
the checkout offering candy on the larger, lower
portion of the bin and used the upper portion for
promotional items such as M&M's dispensers and
tied it together with an in-store coupon for $2 off for
purchasing both items. Walgreens kept the program
in store for a few months and has committed to
repeating a SJ:.’I_QilHI' program for this holiday season,







