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Overview
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Advantage ReportTM is a leading indicator of sales growth. 

Suppliers who utilize Advantage Report experience an 

increase of 4.9% sales growth1 in the following year.

Advantage Score Percentile Score Range

Upper Quartile 
Performance (25%) 75th - 100th 26+

Mid-Range Performance 
(50%) 25th - 75th 13 – 26

Lower Quartile 
Performance (25%) 0 - 25th <13

4.9%

Increased Sales Growth1

Core Benchmark Set: 54 Top Global 
Suppliers over 5 years (2012 – 2016)
in Overall Performance at Market Level

Advantage Markets: North America, Central America, South America, Europe, Middle East & Africa, Asia / Pacific
1Based on Annual Gross Revenues in US Dollars
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As consumers become more demanding and tech savvy, the importance for delivering an integrated           
e-commerce strategy is critical to your Customers as they compete to win and sustain consumer loyalty 
across their brick and mortar and online portals.

Where your strategic approach is not aligned to your Customers’ needs for digital capability and unified 
messaging to the consumer, this will critically impact your business relationships and prohibit new 
opportunities for growth in a highly competitive marketplace. Barriers tend to exist when transparency and 
collaboration are not a key focus between business partners and across their organizations. 

Advantage can provide your teams with the guidance needed to navigate today’s dynamic and fast 
moving industry landscape. Here's how…
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A Best In Class Company…

Examples of: Having an Integrated E-commerce Strategy

Demonstrates an omnichannel or 360° approach through integration of digital and traditional marketing venues to reach 
consumers. A company that is best in class for their integrated e-commerce strategy ties everything together. Their message is 
the same, whether it is online or in-store POS. Whether you see it on their website, ours, or via social media, they come with the 
same message. It is not a bunch of messages jumbled together based on the consumers. There is one message to push to the 
customer what they are trying to say.

According to Customers:

Is a thought leader in e-commerce and proactively embraces and focuses on it. A company that is best in class for their 
integrated e-commerce strategy is a company that is not afraid of digital. A lot of companies are afraid of digital. Best-in-class 
companies recognize that it is a huge opportunity, so they embrace it. They have marketing dollars targeted toward digital. A lot of 
suppliers will not have marketing dollars towards digital…

Supports Customer e-commerce strategy and partners with them on e-commerce initiatives. What makes a company best 
in class for having an integrated e-commerce strategy is when they support that piece with an overwhelming number of offers and 
opportunities to see their product in our digital couponing and our social and our e-fly sheets. They are best in class mostly 
because they participate with such a large number of items.

“ “
“ “

“ “
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Have a plan/strategy for digital; are 
engaged and focused as a company on 
digital 

Are thought leaders in e-commerce and 
ahead of others in using it effectively

Stay current on trends, changing 
demographics and communication 
avenues available

Demonstrate an omnichannel approach 
by using both traditional marketing 
methods and digital to reach consumers

Invest in digital; have their own 
infrastructure in place, e.g., online 
purchasing; e-commerce venues

Provide custom/unique offerings for e-
commerce

Provide us with relevant and actionable 
data/insights and solutions for digital 

Provide us with skilled resources who 
work specifically against e-commerce

Provide accurate and timely digital 
content

Best In Class Suppliers…

Customers identify the following positive behaviours demonstrated by Best in Class Suppliers who deliver an Integrated
E-commerce Strategy.

These behaviours are highly influenced by Support for Shopper Marketing, a key driver in linking your products and your Customer
with the end consumer.

Are creative and innovative; willing to try 
new things, e.g., run tests with us on 
social media

Provide us with new and creative ways to 
go to market, e.g., digital, social media, 
couponing

Support our digital strategy and 
participate in our digital programs

Provide consistent messaging and 
product offerings across bricks & mortar 
and e-commerce 

Allocate dollar resources appropriately 
across traditional marketing and digital

Leverage social media to engage with 
and educate consumers

Help us to differentiate by adapting their 
strategy to meet our particular digital 
needs
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A Poor Performing Company…

Examples of: Not Having an Integrated E-commerce Strategy
According to Customers:

Lacks integration with bricks & mortar. We would like them to come up with a holistic e-commerce strategy and execute on that. 
They could come up with JBP's, growth targets, and building blocks on how to get there. Pretty much what they would do on the
store side is what we would like them to do for e-commerce as well. They need to make sure everything is online and available for 
purchase, which involves having enough inventory.

Lack of engagement or focus on digital; lags behind competition. They need to engage in our e-commerce side more than 
they currently are. They may need to dedicate a person to that or just increase their involvement in that side of the business. They 
are behind in this area. They need more engagement in this area.

Lack of participation and support of our e-commerce initiatives. They are one of the worst at supporting our e-commerce 
strategy. We do a lot of business with the largest online retailer and we do a lot of digital within our own realm.  Their category is 
something that is really bought online, and they do not really come to say they want to put this information on social media about 
their new line or they want to do some digital coupons. Category buyers already do much buying online, so doing something digital 
will not be crazy. They are just not bringing a lot to the table…

“

“
“

“
“

“
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Poor Performing Suppliers...

If your Customers see you as lagging behind your competitors in providing an Integrated E-commerce Strategy, it is highly likely that 
you are demonstrating behaviours that are negatively impacting their perception of your performance in this area. 

Customers identify the following behaviours to avoid which will help you understand where to improve. Reference these behaviours 
as a guide for what 'not' to do in your business relationship.

Have a disjointed effort between
e-commerce and bricks & mortar

Lack internal collaboration or integration 
between parties responsible for bricks & 
mortar and those responsible for digital

Do not help us differentiate; provide only 
‘standard’/global programs 

Are not proactive in e-commerce; lack of 
strategy, engagement and/or investment

Are not forward thinking in the digital 
space; do not have an effective planning 
process

Do not include us in their digital programs 
or initiatives

Lack the appropriate number of skilled 
people resources dedicated to e-
commerce

Provide inaccurate, inconsistent or 
untimely digital content

Do not provide data and insights on current 
trends in e-commerce or digital

Do not leverage social media or participate 
in our social media platform

Do not adapt their strategy to meet our 
needs; brings products that do not work 
for us   

Do not tailor offerings for e-commerce

Do not support or participate in our e-
commerce initiatives

Are not transparent with their e-commerce 
strategy

Have searchability issues making it 
difficult for consumers to shop online 

Are not innovative and creative; do the 
same old thing and are unwilling to try 
new things 
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The following 6 positive behaviours support having an Integrated E-commerce 
Strategy. Critical to this is Support for Shopper Marketing. When effectively applied, these 

behaviours may help improve your business relationships and commercial outcomes.

1. Demonstrates an Omni channel 
approach 

2. Is a digital thought leader

3. Supports our digital strategy

4. Leverages social media effectively

6. Provides relevant and actionable 
data, insights and digital solutions

5. Helps us differentiate by adapting their 
strategy to meet our digital needs
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1) Demonstrates an Omni channel/360°/integrated approach

Why is this critical? Best in class Suppliers use both traditional and digital marketing methods to reach consumers. 
Their approach includes a strong communications plan which drives a consistent message and product offerings to 
the consumer wherever they choose to browse and shop. A focused and integrated approach provides a means for 
partnership in a space where dynamic and tech savvy consumers are only one click away from a purchase.

“A company that is best in class for an integrated e-commerce 
strategy has a separate e-commerce plan but is 
also consistent with the message and the 
offers. If they are doing something in an ad, that should be 
consistent online. There should be a consistent message.” 

“A company that is best in class in support for shopper marketing 
would have a 360 marketing plan in place for new 
products and innovative products, whether 
that is social media, displays that are 
available for in-store, or commercials. Also, they 
are driving it from all different avenues.”  
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Why is this critical? The digital landscape continues to evolve and advances quickly. This requires being proactive in 
staying ahead of the trends and where the market is going in the future. It means bringing creative solutions to keep 
up with competitors as they jockey for more share in an omnichannel environment. Being a thought leader with a 
willingness to experiment will help make you an invaluable partner and will incent co-creation and new opportunity.  

“What makes best-in-class companies for 
integrated e-commerce for us is that they are 
proactive. They have people on their team that do nothing but 
look after e-commerce, which is very important to us. They 
are forward thinking; they know what the web 
is going to bring for them.” 

“A company that is best in class for support for shopper marketing 
stands out by being innovative, being creative, 
trying to stay up on all the trends and the 
communication avenues that are out there. 
There are so many. They try to touch on at least as many as 
possible with the changing demographics that we have, that we 
are all facing right now. They are just as innovative and as flexible 
as possible.”   

2) Is a digital thought leader; forward thinking, creative & innovative; looks ahead at trends; willing to try new things
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Why is this critical? Having an integrated e-commerce strategy with an emphasis on digital is important. But, to be a 
stand out with your Customers, there is an expectation that you participate and invest in Customer platforms and 
programs to leverage their data and enhance their offerings. This demonstrates your desire to partner to grow your 
collective businesses in the omnichannel space.

“From an e-commerce perspective, they are probably one of the 
best. They come to the table with the plan. They try to 
leverage all of our online metrics and keys 
that they can, starting from our data system to our loyalty 
programs and our click-and-collect website. They come to 
the table asking what else they can do."

“What makes a company stand out as best in class for integrated 
e-commerce strategy is, they have learned how to tie 
into all the extra opportunities our company 
has as far as advertising with Facebook, 
Twitter, and all the electronic options. They have 
figured out and consistently tap into those 
opportunities that a lot of other 
manufacturers do not."

3) Supports our digital strategy; participates/invests in our digital programs
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Why is this critical? Effective use of social media is the life blood of the e-commerce space. Marketing across 
various social media platforms, integration with traditional forms of advertising, retail websites and apps all provide a 
pipeline of information to the consumer. The more accurate and harmonized these vehicles are, the stronger their 
ability to draw the consumer in for a visit and bring them back the next time as you and your Customer race to gain 
share of market and bolster the online shopping cart.

“Companies that support shopper marketing invest in marketing. They 
are also the companies that are up to date in marketing. 
Everything is happening on social media. 
Today's marketing is not like it was before; it has changed. For us, the 
companies that do it well are companies for whom the marketing is an 
integral part of their business strategy… They invest in 
social media, virtual or with signage and 
mass marketing. They are companies that invest, and that 
have a good marketing budget.”

“A company that is best in class for integrated e-commerce 
strategy is proactive and gets engaged on the social 
media side of our business. They try to integrate 
within our website and within our app and 
throughout their own apps and websites. At this 
point, the ones that are embracing this change and 
championing it from the start instead of being reactive are 
best in class.”  

4) Leverages social media effectively



14

Why is this critical? Your Customers have the same need to differentiate themselves from competition as you do.  
An expectation of the best partners is that they not only adapt to meet the strategic requirements of their Customers 
but even integrate their digital strategies so they operate as one. They also bring unique and customized offerings that 
set them apart from other retailers. Adjusting and responding to a Customer’s strategy will go along way in building 
trust and partnership with your Customers.

"The best in class are essentially integrating their 
e-commerce strategy as a company with 
our e-commerce strategy as a company, 
and the two are almost indistinguishable 
online…”

“A company that is best in class for support for shopper 
marketing is engaged in all aspects of digital and social 
marketing. They get involved in everything we are trying to 
do, and they bring us solutions that are 
different and unique to everyone else.”   

5) Helps us differentiate by adapting their strategy to meet our digital needs
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Why is this critical? Insights and solutions that are relevant and actionable are requisite to understanding the retailer 
landscape in an omnichannel world and to advancing Customer capabilities and growth in digital. Whenever you can 
provide insights that are specific to a Customer needs and that reflect a forward looking perspective in this fast paced 
environment, the discussion will be elevated. Sound research, data and recommendations will also enable you to 
demonstrate leadership and earn respect as an innovator as you and your Customer work to fully integrate 
e-commerce into your business plans.

“Companies that are best in class for having an integrated e-commerce 
strategy have the right people in the room at every single meeting.          
They have people who can bring the insights on the 
front side. They look at digital as a way to unlock additional resources that 
may be separate from either brand or shopper marketing programs. They 
are at the forefront of bringing insights to help us 
advance our digital and Omnichannel capabilities as 
a retailer.“ 

“…They are a step ahead of everyone else in looking at the digital space and 
what our company can do to partner to deliver the best guest experience. As an 
example, they recently did a deep dive study into the 
consumers that are shopping our categories digitally 
and came with great insights into who is the guest, 
what they are looking for, and what some of the 
barriers are that they encounter as they navigate our 
site. We were able to come together with some solutions and opportunities 
that we could work with together internally with our company and with their 
company to try to improve the overall experience. We were able to gain a better 
understanding of how the guest that is pointing and clicking on their mobile or 
desktop computer differs from the guest that shops directly in our store.” 

6) Provides us with relevant and actionable data, insights and digital solutions
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It is recommended that you closely evaluate how you are perceived by your Customers. 
They will appreciate and reciprocate your willingness to improve the weak points in your 
business relationship. 

In combination with your Advantage ReportTM feedback, you will find the following 
checklists insightful in improving how your Customers view your ability to deliver an 
Integrated E-commerce Strategy and Support for Shopper Marketing.

There Are Always 
Opportunities To Improve.
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 Do you have an e-commerce strategy or plan? Are you actively engaged and 
invested in digital?  

 Are you considered a leader in e-commerce and ahead of your competitors in 
leveraging and taking advantage of it?

 Are you managing your business in a 360º, Omni channel way with a consistent, 
seamless approach between your bricks & mortar and your digital businesses?  

 Do you effectively leverage social media avenues to communicate with 
consumers, engage them and educate them on your product offerings?

 Are you participating/investing in your customers’ digital initiatives and taking 
advantage of opportunities they provide you in this space?

 Are you helping your customers to differentiate by adapting your strategy, or 
aligning with theirs, to meet their digital needs?

 Are you willing to partner with your customers to experiment in the digital space, 
e.g. ‘test and learn’ on social media?

 Do you do research on digital and provide relevant data and insights to your 
customers to help them advance in this area?

 Do you have the appropriate number of resources with digital expertise working 
on the digital business?

 Is the digital data content that you provide accurate and on time?

 Do you have a 360º marketing plan and effectively utilize both traditional marketing, 
e.g., television, as well as digital approaches to reach and engage consumers?

 Are you supporting your customers’ digital initiatives and investing in their 
platforms?

 Are you taking advantage of opportunities customers provide you in this space 
including digital coupons, email blasts and their loyalty programs? 

 Are you effectively leveraging social media to promote your products?

 Are you allocating your dollar investments wisely and appropriately across traditional 
and digital marketing? 

 Are you actively looking for newer and more creative ways to go to market, engage 
consumers and enhance their shopping experience?

 Are you open and flexible, willing to not just keep doing the same old thing, but to try 
new things in the digital area?

 Are you providing your customers insights on current trends and changing 
demographics?

 Are you forward thinking and planning in advance, i.e., looking years out and staying 
ahead of the trends?

 Do you provide your customers with unique digital offerings, tailored to their 
business needs that enable them to differentiate themselves from competition?

1. Your Checklist for:
Integrated E-commerce Strategy

2. Your Checklist for: 
Support for Shopper Marketing
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Want to Know What your Customers think 
About your Business on This Practice?
Contact Us Today:

Dwight Konings
VICE PRESIDENT, GLOBAL CLIENT 
DEVELOPMENT, NORTH AMERICA

dkonings@advantagegroup.com
+1 416 863 0685 x215

Leandro Zalc Bonder
VICE PRESIDENT, GLOBAL CLIENT 
DEVELOPMENT, EUROPE

lbonder@advantagegroup.com
+41 787 79 0095

Nestor Sanajko
DIRECTOR, GLOBAL CLIENT 
BUSINESS DEVELOPMENT

nsanajko@advantagegroup.com
+1 416 863 0685 x 289
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W: https://www.advantagegroup.com/locations/

Argentina
Juan Carlos Traverso 
jctraverso@advantagegroup.com

Australia
John McLoughlin
jmcloughlin@advantagegroup.com

Belgium
Bart Laumans
blaumans@advantagegroup.com

Brazil
Ana Fioratti
afioratti@advantagegroup.com

Canada
Vincent van der Heijden
vvanderheijden@advantagegroup.com

Central America
Sofia de Grajeda
sdegrajeda@advantagegroup.com

Chile
Roberto Vega
rvega@advantagegroup.com

China
Jason Gao
jgao@advantagegroup.com 

Colombia
Liliana Congote
lcongote@advantagegroup.com

Czech Republic
Pavel Pichler
ppichler@advantagegroup.com 

France
Thierry Garcette
tgarcette@advantagegroup.com

Germany
Lutz Anderie
landerie@advantagegroup.com

Hungary
Gábor Erdö
gerdo@advantagegroup.com

India
KK Srivastava
kksrivastava@advantagegroup.com

Ireland
Mike Doole
mdoole@advantagegroup.com

Italy
Carlo Bosio
cbosio@advantagegroup.com

Japan
Atsushi Hosoda
japan@advantagegroup.com

Mexico
Ramón Ricoy Ibarrola
rricoy@advantagegroup.com

Netherlands
Bart Sep
bsep@advantagegroup.com

New Zealand
Dan Meiklejohn
dmeiklejohn@advantagegroup.com

Peru
Roberto Vega
rvega@advantagegroup.com

Poland
Magdalena Jarus
mjarus@advantagegroup.com

Portugal
Jaime Navarro
jnavarro@advantagegroup.com

Puerto Rico
Yanina Lebron
ylebron@advantagegroup.com

Romania
Mihaela Gavris
mgavris@advantagegroup.com 

Russia
Dmitry Sevalkin
dsevalkin@advantagegroup.com

Saudi Arabia
Jean-Marc Gilg
jmgilg@advantagegroup.com

Slovakia
Zuzana Rydziová
zrydziova@advantagegroup.com

South Africa
Marie-Helene Wood
mhwood@advantagegroup.com

Spain
Jaime Navarro
jnavarro@advantagegroup.com

Thailand
Clem Chan
cchan@advantagegroup.com

Ukraine
Nikolay Parkhomenko
nparkhomenko@advantagegroup.com 

United Arab Emirates
Jean-Marc Gilg
jmgilg@advantagegroup.com

United Kingdom
Andy Kemp-King
akempking@advantagegroup.com

United States
Marc Hubbard
mhubbard@advantagegroup.com

Malaysia
Clem Chan
cchan@advantagegroup.com

Philippines
Clem Chan
cchan@advantagegroup.com

Indonesia
Clem Chan
cchan@advantagegroup.com

Turkey
Yavuz Bolgi
ybolgi@advantagegroup.com

Connect With Our Local Representatives Today
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