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Marketing Logistics

Production

Fulfillment 

Inventory 
Management

2003 Overview:
Partnered with APCC (Allstate Print and Communication Center) to

revamp print/fulfillment procedures resulting in reduced headcount, 
cost/cycle time saving and improve quality
Printed 7,200 marketing jobs
$142,000 savings in 2003; $2.6 million savings since 2001

Introduced web-based ordering system (Arasys) for the enterprise that 
provides agents/producers with a single, search, order, confirmation tool
Currently adding Property & Casualty and Workplace Division marketing 

materials to system
Established monthly activity report with performance metrics for channel 

management. 

Transferring most inventory to APCC for print and fulfillment 
Significantly reducing warehouse/shipping costs & gaining inventory 

management efficiency 
Establishing ratio between material usage vs. sales – leading to 

segmenting top producers/agents



The Allstate Print Communication Center (APCC)

Largest in-plant print and fulfillment facility in U.S.— (second only to the 
U.S. Government); 429,000 square feet

Produced 1 billion sheets in 2003

7 web, 10 sheet-fed, 17 digital presses run up to 6 colors/aqueous       
coating.   Maximum sheet—28” x 40”; 4-color process, electronic pre-
press/computer-to plate; comprehensive bindery/finishing; spot colors; 
PMS and Toyo inks

Fulfillment/Distribution Services:  Fulfillment, Kit Assembly, Record 
Retention

Tracking to produce 4 billion kits in 2004



Supply Chain – Pain Level

The Supply Chain The Demand Chain



Allstate Financial
Entry Portals vs. Distribution Centers

SAP
Alstar
Flagship (vendor system)

Fax (eliminated)

Janna
Life70
AIM/GA

APCC

ACT+ (external vendor)

SalesLink (external vendor)



Ordering/Fulfillment Process Problems
Producers didn’t always get marketing materials on time resulting in 
lost sales opportunity, productivity & customer satisfaction

Order input, fulfillment and distribution were not differentiation 
factors in the marketplace for Allstate – no competitive edge here

No centralized order entry point; no ability to see image of item

No central database to control and manage inventory 

Inventory reports were costly, paper-based & outdated upon receipt

The back-room process to manage order entry and inventory levels 
was not integrated and therefore reactionary and manual

Technology was not being leveraged to best utilize print-on-demand 
or PDF downloading of black and white forms to the desktop.



Objectives for Logistics Re-engineering

Establish a “best in class” system to manage the ordering, fulfillment, 
distribution and inventory levels of marketing materials

Fix problems that included frequent back-orders, poor activity  
reporting, inaccurate shipping addresses, expensive warehousing/
fulfillment costs

Create a single Web-based order-entry point, a repository of all order 
information and inventory data to forecast and manage inventory

Provide functionality for the orderer to: search, view, order, download 
to print at desktop and get order confirmation

Integrate with existing Allstate Information Technology systems 

Drive significant cost and time efficiencies into the process



Looking For A Solution

Front-end (ordering) fully integrated into the back-
end (fulfillment and inventory management)

System focused on the unique and complex 
requirements of financial services marketing 
fulfillment

Quickly deployable Web-based ordering system

Ability to integrate with a number of distribution 
centers (internal and external)

Ability to integrate with existing corporate computer 
systems as necessary (AccessAllstate.com, SAP, 
Life 70)

Ability to customize various elements for the 
administrative users and end user

Functionality for the orderer to: search, view, order, 
download to print at desktop (forms/apps only) and 
receive confirmation



Solution

Implement an integrated marketing order and fulfillment 
management system to meet our needs in for the following:

A web-ordering portal that can integrate with AA.com for all 
distribution sales channels and their agents, producers, 
wholesalers, customer service and marketing representatives

Capability for real-time control of inventory planning and 
management

On-line uniform reporting across vendors for proactive 
supply/demand decisions

Enable more efficient utilization of APCC to reduce    
dependencies and costs from other  vendors

An integrated view for production and warehouse suppliers



Accomplishment to Date 

Time-to-Benefit 
– Deployment for Lincoln Benefit Life (independent 

broker/dealers) in 90 days
– Subsequent rollouts by distribution channel:  Allstate 

Agency, Financial Institutions (Workplace Division and 
Broker Dealer)  

Integrated Supply Chain
– Integration to Third Parties = SalesLink, and Allstate In-plant

Financial Success: $3 Payback for every $1 Spent
– Shipping Costs, Obsolescence, Supplier Optimization

Recognition from Dalbar WebMonitor - #1 Ranking Q4-2002
– “Allstate launched a new financial professional web site that 

immediately leapt to #1 spot…(AccessAllstate.com) 
concentrates on providing advisors with extensive sales and 
marketing resources…”



Benefits

View orderable materials in an easy, 
user-friendly manner

Faster delivery because of process 
automation & fewer back-orders

Confirmation of order emailed to 
person who ordered

Ability to track; direct link to shipper

Can see recent order history and 
easily replicate as a re-order

Ability to download materials and 
print to desk-top

Real-time ability to procure and 
manage inventory

On-line, uniform reporting across 
vendors for proactive 
supply/demand decisions

Better utilization of APCC; reduce 
dependencies & costs from other 
vendors

Integration with current enterprise IT 
architecture

Allows one-stop shopping for PDF, 
print-on-demand, kits, promotional 
items, applications and forms

Obtain e-reports that reflect real-
time and cost less

For Producers For Allstate



Initiative Timeline and Estimated ROI
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Order Entry / Inventory Management Workflow

accessallstate.com

Browse materials

Place orders

All Agents 
and 

Producers

Agency Gateway Site

Allstate Business
Services



Fulfillment
Vendor 2

Fulfillment
Vendor 3

Web-Based Ordering,
Inventory and Fulfillment

Management          
ARASYS

Fulfillment
Vendor 1

RecipientRequester

E-Mail

Order Confirmation

Shipping Confirmation w/Carrier/Tracking #

Start Here to 
Place Order

Order Workflow



This Screen Has a Prompt and a Drop Down for 
“Order Marketing Materials” 



AccessAllstate-Web Log-in Screen



Select “Order Marketing Materials”



This is the Home Page for Ordering Marketing Material



This screen allows agents to Search for items or View
a Previously Placed Order



Screen Shows Item Search Results



Producers Can View PDF Files
of Marketing Materials



Confirmation & Place Order



Coming Soon – New Interaction Design



Advance Item Search Capabilities



Easier and Faster Order Process



86%20%0% of orders placed online  (Expect 99% by 2004)

6,7616,1224,350Number of SKUs*

92%87%69%% of orders shipped same day

182,404157,113120,278Orders placed

200320022001Fulfillment:

142,00031.2 million2$1.1 million1Annual production cost savings

80%50%25%% of jobs printed at APCC vs. outside vendor 

7,2033,435 1,034Total # of print jobs  

200320022001Allstate Life Print Production:

Marketing Logistics

TOTAL ACTIVE SKUS:    6,761

N/A1,700 workplace items will be added in 2004AWD

N/A182BDD

2,1281,314LBL

1313,079FID

241486  (1,800 Protection items will be added in 2004)AFS

Killed in 2003Active SKUs by channel*

1. Savings realized with purchase of numbering machine allowing APCC to number FID applications
2. Savings realized through transition of  print production to APCC 97% of AFS in 2002; savings includes increase in Print-on-Demand
3. Savings from transition of 20% more LBL Print to APCC


