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Welcome to Benchmarking AIP™  
and your journey toward best practice! 
 
Doonn’’tt  mmiissss  tthhiiss  yyeeaarr’’ss  uunniiqquuee  ooppppoorrttuunniittyy  ttoo::  
  

oo  FFiinndd  oouutt  wwhhaatt  yyoouurr  ppeeeerr  ggrroouupp  aarree  ddooiinngg  bbeetttteerr  tthhaann  yyoouu  
  

oo  PPrriioorriittiissee  yyoouurr  ssttrraatteeggiicc  ffooccuuss  &&  rreessoouurrccee  aallllooccaattiioonn  ttoo        
                ddeelliivveerr  mmaaxxiimmuumm  rreettuurrnn    
  
 
 
This booklet provides you with all the information required to make your wise and 
informed decision to take participate in the 2006 Benchmarking AIP™ FMCG Sales 
& Marketing program: 
  
22000066  PPRROOGGRRAAMM  KKIICCKKIINNGG  OOFFFF  NNOOWW  ……  
 
To confirm your participation please: 

 phone (02) 8873 0801 
 email AIP@realworldmarketing.com.au 
 fax the order form (last page) to (02) 8873 0999 
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22000066  BBeesstt  PPrraaccttiiccee  BBeenncchhmmaarrkkiinngg  SSttuuddiieess::  
  
  
  
  
  
  
  
  
  
  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

4/ NEW PRODUCT DEVELOPMENT 
 

Fewer, better, faster.  Can you keep up? 
 

The pressures on manufacturers to demonstrate leading edge thinking be innovative have 
never been greater.  The continual delivery of successful new products is a key success factor 
in fighting for market share growth. How effective are you at Innovation and how can you 
improve efficiency in your process? 

5/ INSIGHTS MANAGEMENT 
 

Sound strategies geared for results. Do insights under-pin your thinking? 
 

To be effective in sales and marketing in today’s competitive environment, strategies must 
be based on needs-based insight (consumer and shopper).  How does your business 
integrate insight into strategy and are you getting the right types of insight to drive effective 
strategy implementation & outcomes? 

2/ CUSTOMER MANAGEMENT 
 

Filling increasingly bigger shoes: The Account Manager’s valuable role 
 

Today’s Account Manager is a long way from the hard nosed negotiator or relationship visitor 
of old.  Today they manage sizeable business units with full accountability for all aspects of 
the ‘mix’ and need to be a valuable source of advice and support to your customer’s business.  
Where can you work to maximize your effectiveness in dealing with your key customers? 

3/ CATEGORY MANAGEMENT 
 

Now a “must do” business practice in Australia 
 

Successful development of longer term strategic partnerships based on shopper needs is 
becoming central to business success.  This requires the understanding and engagement of 
category management principles and practices right across your business.  Where do you 
need to improve to ensure you are the partner of choice with your key customers? 

1/ BRAND MANAGEMENT 
 
Amplifying performance: The constant challenge for today’s Brand Managers 
 

Successful development and leverage of brands is the core driver of long term profit growth 
for most manufacturers.  The effectiveness of your marketing team has never been more 
critical to your performance.  Where should you focus your efforts to help the whole team 
“raise their game”? 

Note: these Benchmarking studies are best completed by the Functional Team as team learning exercise. 
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KKeeyy  DDeelliivveerraabblleess::  
 

Each Best Practice Benchmarking Study will deliver the following: 
 
 
1. Overall findings of the study area: 

 

 What Best Practice is across each functional practice. 
 

 What the industry and your Peer Group*: 
o Does well vs best practice 
o Does poorly vs best practice 

 
 

2. Your results: 
 

 What your business does well / poor and how you 
compare to: 

o best practice 
o your peer group 
o the broader FMCG industry 
 

..supported by insights and hard metrics. 
 
3. Your weak spots hindering your performance 

 
 

4. Your priorities for strategic focus & resource allocation 
 

…3. & 4. presented in the format of report an interactive decision tool, 
matrices and action planning templates 

 
5. Tailored Workshop an “Action Planning” session with your 

team & cross-functional business 
 

6. Study Group Seminar chance for all participants to come 
together and discuss best practice 
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KKeeyy  BBeenneeffiittss  ttoo  YYoouurr  BBuussiinneessss::  
 

 
 Expose critical issues to in a constructive way to cut through 
internal debate 

 

 Provide external peer group comparisons as hard metrics 
 

 Access a solid information base for making strategic decisions & 
resource allocations 

 

 Engage the cross-functional business – ensuring commitment and 
follow-through of your action plan 

 
  

KKeeyy  QQuueessttiioonnss  AAnnsswweerreedd:: 
  

 What are our peer group doing better than us, and where 
do we fall short versus Global Best Practice? 

 

 How should we prioritise our focus & allocate our 
resources for maximum improvement in effectiveness as 
fast as possible? 

 
Under-pinned by an understanding of: 

 
 What is best practice within each study area? 

 
 How is each study area evolving in my industry? 

 
 What do the most successful companies do differently? 

 
 How do we compare against our peer group? 

 
 Do we have the right infrastructure and resource to achieve the best 
outcome by the most efficient means? 

 
 Do we have the right people with the right skills and capabilities? 

 
 Do we have the right balance of internal vs external focus i.e. do we 
give enough consideration to our customers and competitors? 

 
 Do we know enough about consumer & shopper needs? 

 
 Do we have the best processes and the right tools in place? 

 
 Do we manage our processes for improvement? 
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SSttuuddyy  MMeetthhooddoollooggyy::    
  

Each Best Practice Benchmarking study takes the form of a quantitative questionnaire 
which is completed on-line via a web link. 

 
Data collection, processing and protection is managed by Australia’s highly reputable and 
leading Independent Market Research Agency - Colmar Brunton Research (CBR). 

 
Most questions in each study seek two responses: 
 

 
a. Importance Rating - How important you perceive this question area to be in 

affecting your business performance over the next 12 months: 
 

High Importance   o      o      o      o      o      o      o      o      o     o   Low Importance 
                                1         2        3         4         5        6         7        8         9       10                                       

 
(in this way we can report not just where you differ from the average in performance,, but where you 
differ from the average on what participants agree are the most commercially important issues). 

 
b. Company Performance Rating – From a set of statements provided, you will 

be asked to select which best describes the practice as applied in your 
organisation  (actual not desired): 

Statement A 5 

Statement B 4 

Statement C 3 

Statement D 2 

Statement E 1 

 
 
Your importance and performance factor scores are then benchmarked against 3 
comparisons: 

 

1. Best Practice 
 how close are you to ideal practice? 

 

2. FMCG Industry Average 
 how close are you to the average performance of all participants? 

 

3. Peer Group Average* 
 how close are you to the performance of your self-selected peer group of 

companies? 
 

Peer Group Benchmark: 3-5 companies you select as a more focused comparison alongside 
the FMCG Average comparison e.g. perhaps of ‘like companies’ or companies to which you 
aspire. 
 
Note: FMCG Average and Peer Group responses are reported in aggregate to protect individual 
company performance scores - you will of course see you own specific scores. 
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SSttuuddyy  CCoonntteenntt::  
  
Each Best Practice Benchmarking Study is based on Global Best Practice, 
designed by functional/discipline experts, piloted internationally and 
executed locally by some of Australia’s leading FMCG companies. 
  
 
Each study follows a comprehensive structured format – assessing six 
fundamental focal areas around the core of your business function: 

  
 
 
 
 
 
 
 
 
 
 
 
 

Within each of these six fundamental areas, an in-depth assessment of the 
practice and performance is acquired: 
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TThhee  BBeenncchhmmaarrkkiinngg  AAIIPP™™  AAddvvaannttaaggee::  
 

  
 Best Practice - each study not only shows you how you are performing 

relative to other companies but to best practice – providing you with a 
Best Practice road map. 

 
 

 Peer Group comparison - you get to self-select for a more direct 
comparison to companies you are specifically interested in comparing 
your performance too. 

 
 

 Depth of Content - each study area is assessed in-depth, giving you 
high quality, detailed learning and top line benchmarks. As well as hard 
measures, we explore attitudes, opinions and experiences. 

 
 

 Self validation - practices are weighted according to ‘how important’ 
each issue is amongst participants – allowing you to assess how you 
compare on the areas that most impact commercial performance.  Put 
simply, it shows you where you perform worse than your peer group on 
the most important issues. 

 
 

 Highly useable outputs – hard Metrics reported via an Interactive 
Decision reporting tool, Matrices and Action Planning templates. 

 
 

 Developed for FMCG companies - by experienced FMCG 
practitioners and based on global best practice. 

 
 

 Internal Workshop – a fully personalised, cross-functional workshop 
will vibe facilitated by Real World Marketing based on the findings. 
These workshops have proved essential is deriving Action Plans from 
the data. 

 
 

 Study Seminar – a unique opportunity to gather with your peers from 
participating companies to share and learn best practices and 
experiences in the particular area of focus. 
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PPrreevviioouuss  PPaarrttiicciippaannttss::  
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BBuussiinneessss  EEnnggaaggeemmeenntt  SSuurrvveeyyss    
  
 “Clarity of action plans, team alignment and business engagement are 
keys to leveraging the lessons learned and effectively managing the 
value from Benchmarking”.  Fortune 500 Magazine, 1996 
 

The “Business Engagement Surveys” are three short & simple surveys that 
will give you the powerful support you need to protect your Benchmarking 
investment and ensure your results.  
 

 These surveys require participation from your team and cross-
functional business. 
 

  
  
  
  
  
  
  

 
 
 
 
 
 
 
 
 
 
 
 
 

A/ COMPETENCIES & TRAINING (completed by Functional Manager) 
 

Are your people operating at the right level? 
 
The pressures you face in getting more out of less means that your people 
need to be the best.  Understanding the current skill & capability levels of your 
staff across the fundamentals will allow you to make efficient decisions around 
training & support.  Are your team operating at peak performance? 

B/  FUNCTIONAL TEAM ASSESSMENT  
completed by each individual within the functional team)  
 

Are the views of your team aligned to maximize your performance? 
 

Do your team hold the same perspective toward their practice & performance to 
each other and to you?  How do they rate their own competency levels? What 
are their views with respect to the organisational culture – does it support 
them? What is their view on their engagement with the cross-functional 
business?  Do you have internal issues to manage before you can get the best 
from your benchmarking insights and action plans? 

C/ CROSS-FUNCTIONAL TEAM ASSESSMENT 
(completed by a senior manager from relevant function) 
 

Is your business in support of your endeavours?  
 

Your ability to perform as a function is largely dependent on the level of 
understanding and support you have from your broader business. In order to 
manage the way in which the business supports you, you need to be aware of 
how your cross-functional peers perceive the competencies, practice, 
performance of your function and engagement of your team with their own. 
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Data Analysis 
Your Results 
Benchmarked vs 
• Best Practice 
• Industry Average 
• Peer Group 

Data collection 

     Overall 
      Study 
      Report

Data  
Processing
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Your 
Benchmark 

 Report 

Study 
Seminar  

(all participants) 

Process Starts 

Process Complete

 2006 Process Overview

 Benchmarking  
 Study 

 Engagement  
 Surveys 
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Program Investment: 
 

 
 

Key Deliverables 
Total 

Program 
(all 5 

studies) 

Two 
 Studies 

Singular 
Study 

 
Best Practice 
Benchmarking 
Study  

 
- Study Report  
(Average findings & implications) 
 
- Customized Benchmark Report  
(your scores vs Best Practice, 
Industry & Peer Group) 
 
- Study Seminar 
 
- Tailored Action Plan Workshop 
 

30% 
discount 

15% 
discount

List 
Price 

 
Engagement 
Surveys 

 
- Competencies & Training 
 
- Functional Team Assessment 
 
- Cross-Functional Assessment 

30% 
discount 

15% 
discount

List 
Price 

 
 
For List price details, please contact us on (02) 88730801 or email 
AIP@realworldmarketing.com.au. 
 
 
Payment terms 
 
50% of your participation fee will be invoiced on your written agreement to 
take part, payable before the survey takes place and 50% will be invoiced on 
issue of the report. 
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CCaassee  SSttuuddyy  
  

PPrriioorr  NNPPDD  SSttuuddyy  
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The Weak Spot – Stage Gate 
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Drilling down to ‘Launch & Follow-up’ 

Key Areas Undermining Stage Gate 
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No Process or Guidelines 
The worst offender! 

‘Launch & Follow-up’ – 2 culprit areas 
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Extremely Poor Post Launch Review 

Poor Process with little Sales Input 
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Benchmarking Action Plan 
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Our People and Resources 
 
Project Design and Management – Real World Marketing 
 
Real World Marketing are specifying, planning and managing the Benchmarking AIP™ 2006 
FMCG Sales & Marketing Program.  Real World Marketing are about responding to real world 
business challenges and helping our clients improve their commercial performance.  
Benchmarking is a real world tool to help deliver real world focus and continuous improvement. 
 
Real World has been operating in the UK since 1998, and has a track record of brand and 
customer management, innovation and category strategic thinking working in FMCG markets with 
retailers including Tesco, Sainsbury and Asda Walmart.  Real World has recently set up offices in 
Sydney as a joint venture with Australia’s largest Independent Market Research company Colmar 
Brunton Research. For more information visit www.realworldmarketing.com.au  
 

 
Project Manager 

 
 
 
 
 
 
 
 

Project Directors 
 

Roger Jackson, Managing Director of Real World in Australia, specializes in 
consulting on category management strategy, marketing strategy and shopper 
research. He has 20 years experience of sales and marketing issues in FMCG 
with UK companies including Unilever, United Biscuits and Kraft Foods 
preceding 5 years in consulting practice. He is a member of the Chartered 
Institute of Marketing, the Market Research Society and has an MBA from the 
Open Business School 
 

 
John Mcloughlin, Director, Real World Marketing, Australia possesses 17 years 
sales, marketing and category experience. John’s career began in 1989 with 
Rothmans UK. John then worked in various international markets in general 
management before joining The Coca-Cola Company in 1995. 
 
At Coca-Cola John lead Customer Business Development, then developed 
Coke’s Category and Channel Marketing Strategy, after which he lead the 
Innovation function before moving into marketing and General Management. In 
his most recent role John was responsible for leading Coke’s Non-Carbonated 
Business Unit with the primary goal of broadening Coke’s beverage portfolio 
John led category entry and innovation strategies that helped to achieve No 1 or 
two market positions in Water, Sports, and Ready to Drink Teas and to 
successfully enter the highly competitive Juice market. 

 
 
 
 

As a Senior Consultant with Real World Marketing, Annaliese has enormous practical 
experience in a wide range of commercial marketing and sales roles.  Annaliese  
manages our Benchmarking AIP™ program which is designed to assist businesses 
identify their key issues and opportunities to enable them to focus and prioritize their 
resources, build continual improvement into their business and strive toward best 
practice process and outcomes. 
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Research Management – Colmar Brunton Research 
 
Colmar Brunton will be undertaking the fieldwork for this project, including final questionnaire 
design, internet management, data analysis and reporting. Colmar Brunton are one of Australia’s 
leading full service research companies with wide experience of leading edge practice in 
consumer and business to business research. 
 
Their Marketing Science division bring unique approaches to converting data into useable insight 
and learning.  
 
Research Project Leader 
Adrian Morgan MA (Otago), QPMR | Account Director (Sydney) 

 
Adrian is a services specialist and has been responsible for the design and 
analysis of several major business-to-business and consumer research projects 
for clients including Westpac, Nestlé, Pfizer, See Australia, Campbells Consumer 
Products and IBM. 
 
Adrian completed a Master of Arts majoring in Human Geography at the 

University of Otago in New Zealand.  Adrian has over six years marketing research experience 
and has been involved in a variety of research projects including ad and concept testing, 
advertising and brand health tracking, and customer satisfaction research.  
 
Marketing Science 
  
Chris Howden | Marketing Science 
 

Chris graduated from Macquarie University in 1999 with a Bachelor of Science 
(Hons) majoring in statistics and ecology.  

 
As one of Colmar Brunton's most experienced marketing scientists, Chris 
specialises in the FMCG and Service sectors. He has special areas of expertise in 
multivariate analysis techniques such as Cluster Preference Mapping, Brand 
Mapping, Needs Based Segmentation, Market Segmentation and Cluster analysis.  

 
As well as univariate modelling techniques such as Driver, Threshold and Conjoint Analysis. Chris 
has also constructed a variety of statistical programs and software tools for our clients, including 
strategic evaluation tools, conjoint analysis tools, concept screening tools, customer 
satisfaction/perception indices suitable for tracking and sales and forecasting models. 
 
During his time at Colmar Brunton Chris has spent considerable time working in the FMCG space 
and has the aptitude for selecting the advanced quantitative technique/s most suited to meeting 
the specific research brief. Wether this be NPD, product optimisation, pack design, concept 
screening or customer satisfaction/perception tracking. 
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Program Confidentiality 
 
An important aspect of this study is its’ complete confidentiality. Colmar Brunton will be 
collecting the data.  Your individual data will not be revealed to any other company but used 
for the purpose of constructing the benchmark averages and to prepare a report for your eyes 
only.  
 
Reporting will be down to sector level where at least 4 companies in that sector have taken 
part (ie yours and 3 others). 
 
The Business Engagement surveys are also data protected with individual responses within a 
company remaining anonymous. 
 
This survey is a tool for genuine constructive business change. 

 
Terms & Conditions 
 

1. Acceptance - Real World Marketing agrees to conduct the work outlined in the project 
proposal on the express condition that the client agrees to accept and be bound by all of 
the terms and conditions outlined below. 

 

2. Suitability of Products/Services - Colmar Brunton undertakes all research projects to 
the highest possible standards, and in accord with the principles detailed in the ESOMAR 
Code of Conduct for Market Research. 

The information and advice contained therein is believed to be accurate at the time of 
publication.  However, no warranties in relation thereto are given and no liability is 
accepted for any loss arising as a result of a client acting thereto. 
 

3. Payment - 50% of the study is payable upon commissioning, 50% is payable upon 
completion (issue of Report Documents).  Payment Terms: Strictly Seven Days. 

 

4. Indemnity - The client indemnifies and agrees to keep Real World Marketing and Colmar 
Brunton indemnified against any claim, damage, loss or costs made, suffered by or 
incurred, whether the same arises in tort (including negligence), contract, statute in law or 
the equity and whether such claim, damage, loss or costs relates to property damage, 
personal injury, death, economic or consequential loss arising directly or indirectly out of 
the conduct of market research. 

 

5. Copyright - The content of this proposal and all findings contained in subsequent reports 
are provided solely for use by the client.  Copyright is reserved by Real World Marketing. 
The Real World name or trademark or the Colmar Brunton name or trademark must not be 
used in publications without prior written consent of Colmar Brunton or Real World 
Marketing as appropriate. 

 

6.  Participation - The completion of this survey is of necessity dependent on an acceptable 
number of companies taking part. Should the level of participation fall below this level then 
all fees paid will be refunded. 
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………aaannnddd   DDDooonnn’’’ttt   MMMiiissssss   OOOuuuttt   ooonnn………   
   
                  ………...TTTHHHEEE   IIINNNAAAUUUGGGRRRUUUAAALLL   
   
 
“2006 FMCG State of the Nation Report” 
 
 

A powerful management tool which will tell you: 
 
 

 What’s happening in the FMCG industry around key 
performance metrics.   

 
 If you are getting appropriate levels of return for your 

sales & marketing investment.  
  

 The views of senior FMCG executives on what’s driving 
change today. 

 
 What FMCG executives say are the “Top 10 Critical 

Success Factors” for their future business success. 
 
 
 
Provided free of charge upon enrolment in one of the studies from the 
Benchmarking AIP Program Suite, or at an individual cost of $4,950. 
 
 
The 2006 FMCG State of the Nation Report is a short survey which will 
be issued along with your Best Practice Benchmarking Study Link. 
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Order / Interest Form: 
 

To express interest in participating in the 2006 Benchmarking Annual Integrated 
Program, you can: 

 Email: AIP@realworldmarketing.com.au 
 Phone: (02) 8873 0801 
 Fax (this form): (02) 8873 0902 

Name: _____________________________________ 

Company: _____________________________________ 

Position: _____________________________________ 

Phone: _____________________________________ 

Email: _____________________________________ 

 
I would to PARTICPATE in…(please tick as many as apply) 

[    ] Brand Management Best Practice Benchmarking Study 

[    ] Customer Management Best Practice Benchmarking Study 

[    ] Category Management Best Practice Benchmarking Study 

[    ] New Product Development Best Practice Benchmarking Study 

[    ] Insights Management Best Practice Benchmarking Study 

[    ] FMCG State of the Nation Report 

 
I would like MORE INFORMATION on…(please tick as many as apply) 

[    ] Brand Management Best Practice Benchmarking Study 

[    ] Customer Management Best Practice Benchmarking Study 

[    ] Category Management Best Practice Benchmarking Study 

[    ] New Product Development Best Practice Benchmarking Study 

[    ] Insights Management Best Practice Benchmarking Study 

[    ] FMCG State of the Nation Report 
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 CATEGORY MANAGEMENT 
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