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EXECUTIVE SUMMARY

A newly appointed Middle East regional marketing manager for a major sanitary ware producer is ex-
ploring options to improve sales forecasts. The old forecasting method, which was based on historical
sales from distributors 'retail stores, performed very poorly. Regional sales were driven mainly by large
construction projects in the Gulf countries. A new approach that explicitly considers the status of each
project and the stock-keeping units (SKUs) demanded shows promise.

INTRODUCTION

Inlate 2008, Mohammed Nada joined Kohler Co.,
a leader in bathroom and kitchen sanitary ware
products, as the company’s Regional Marketing
Manager stationed in Dubai. One of Mr. Nada’s
mainresponsibilities was to prepare the company’s
periodical regional sales forecast in cooperation
with the Supply Chain Group in Paris, France. The
forecast was used to determine the quantities of
the components and raw materials to be purchased,
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and the production plan required to ensure that the
ordered products were delivered on time.

Kohler Co. was experiencing good growth in
sales, mainly from construction projects in the
Gulf countries. In one case, the demand for one
slow-moving product from one project alone was
equivalent to 12 years’ worth of the demand for
this product in Europe.

The old forecasting approach relied on histori-
cal demand at the company’s retail stores. This
approach produced poor results when applied
to Gulf sales. It resulted in tremendous pressure
related to the procurement of components and the
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production of final products to ensure that project
orders were met on time.

Top management was very concerned about
the large forecast errors at the stock-keeping unit
(SKU) level and the resulting impact on purchas-
ing and production. A new forecasting approach
had to be developed that explicitly reflected the
needs of the main demand driver in the region:
construction projects.

COMPANY BACKGROUND

Kohler Co. is one of America’s oldest and largest
privately held companies. Kohler Co. has a global
presence, with 30,000 associates, 51 plants world-
wide, and a diverse portfolio of leading brands in
plumbing, engines and power generation systems,
fine furniture, hospitality and world-class golf
destinations.

Kohler Co. is a recognized leader in kitchen
and bath products. The company offers a diverse
collection of products that continually sets new

Figure 1. Formilia product model/range

standards in design, technology, craftsmanship,
and innovation, covering a broad price range.

Kohler Co. owns two brands for sanitary ware:
Kohler, a brand based in the United States (US),
produced and manufactured in facilities across
the US, China, India, and Thailand; and Jacob
Delafon, a French brand with manufacturing
facilities in France, Spain, Morocco, and Egypt.
In the 1980s, Kohler acquired Jacob Delafon to
improveits position in markets where ithad a weak
presence. Jacob Delafon’s production facilities
and sales operations were retained.

PRODUCT LINES

Kohler and Jacob Delafon offer customers a di-
verse range of bathroom products. The following
eight product categories/lines are offered:
Ceramics: These are products made from vit-
reous china or fireclay material. In a bathroom, a
complete set of ceramic products would be a toilet,
toilet seat, bidet and washbasin. Figure 1 presents
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