


Jim is disgruntled by Daze's lack of support in
helping Keen to develop plans to meet their
category objectives. As a result, the business
relationship between Daze Supply Co. and Keen
Convenience is suffering.
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Daze Supply Co. products are sold at Keen
Convenience stores across the country.

Meet Jen, 
an Account Manager at Daze Supply Co.  

Meet Jim, 
a Category Manager at Keen Convenience. 



For Over 30 years, clients have looked to Advantage for insight into strengthening their business
relationships across a broad range of business performance areas.
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Jen: 

Help! Our Customers 
do not see us as 
partners in helping 
them meet their 
category objectives!

Anna:

There are always 
opportunities to 
improve! 
Advantage will 
provide your 
teams with the 
guidance needed 
to manage 
success in the 
relationship 
space!

Meet Anna, 
a Client Service Representative for 

Advantage Group International. 



Better collaboration leads to better business results. High
performing suppliers in Advantage ReportTM achieve 5%
higher sales performance on average in the following
year than low performers.
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Suppliers identify ways to improve 

via feedback from their customers

Retailers identify ways to improve via 

feedback from their supplier partners 

Advantage Score vs. Sales Change in the Following Year
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ADVANTAGE SCORE AT THE MARKET LEVEL

Low

(0 to 25th Percentile)

NF = 0 to 13

Medium

(25th to 75th Percentile)

NF = 13 to 26

High

(75th to 100th Percentile)

NF = 26+

4.9% 

(Benchmark: Top 54 Global Suppliers over 5 years)

Advantage ReportTM is a 360° benchmarking and performance
evaluation program based on two-way feedback that facilitates
collaboration, creates more rewarding business relationships
and aids in driving higher sales performance.

Advantage brings powerful insights: 

To over

countries 

40

Representing the 

voices of over

industry

professionals

70,000

To help 

suppliers and 

retailers create 

leaner, more 

robust and agile 

partnerships
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Anna:

One of the key 
drivers of top 
performing 
suppliers in 
Advantage 
ReportTM is 'works 
with retailers to 
develop plans 
that help meet 
their category 
objectives.'

Therefore, it is 
imperative that 
you recognize this 
as a weakness 
within this 
business 
relationship.

Top 5 Drivers of Overall Performance*: 

(In order of influence)

2. Communicates effectively with us.

3. Creates and sustains a climate of 

cooperation and trust.

4. Personnel are appropriately qualified, skilled 

and experienced.

1. Provides easy to reach, responsive customer 

support service.

5. Works with us to 

develop plans that help us 

meet our category 

objectives.

*Source: 2017 Advantage Global Scorecard Program
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Jen: 

Anna, what should we do 
to improve our category 
partnership with Keen 
Convenience? 

Anna:

According to 
Advantage, 
providing 
valuable 
insights is the 
most influential 
practice you can 
employ to have 
your Customers 
hold you in high 
regard for 
helping them to 
meet your 
category 
objectives.

Here are some 
examples of what 
Customers have 
to say…
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“What makes a supplier best-in-class is their 
ability to interpret and present their data in a 
fact-based approach. We value when they 
come in with actual data and present their 
findings in an impartial perspective about the 
category, and then relate that to how their 
products perform in the mix...” “Their biggest strengths are the insights they 

have to offer. They are constantly incoming. If 
there is an issue from a promotion that did 
not do so well, or displays not executing well, 
they always have insights as to why it did not 
happen, how we can do better, or how we 
can fix it to make it work out. That is 
something that we certainly appreciate 
getting from them because it is something 
that we may not always be able to reach on 
our end.” 

A Best in 

Class 

Company

A Best in 

Class 

Company
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“We cannot think of any insights that they 
have provided that were not obvious and that 
we did not already know the answers to. We 
do not need anyone to regurgitate data that 
we already know. We need them to come in 
and say something we do not know. They 
should tell us, 'Here is an opportunity gap 
and here is how you are going to fill it for us."

"When they visit, the total category is not a 
focus. They are more focused on their own 
brands. They want to tell us how well their 
own brands are doing and that we should 
drive them harder. They keep pushing to add 
another event or area… Their decks are 
focused on them, but we need them to be 
more category-driven."

Not a 

Best in 

Class 

Company

Not a 

Best in 

Class 

Company
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Anna: 

We have 
identified 10 
competencies 
that Best in 
Class 
Suppliers 
demonstrate in 
helping their 
Customers 
meet their 
category 
objectives.

These are 
supported by a 
robust 
approach to 
insights. 

Demonstrates an 

objective, 

unbiased and 

fact-based 

category 

perspective

Presents in a clear and 

concise way and translates 

insight into action

Brings forward 

innovation and 

new ideas to 

fuel growth
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Jen:

Wow, this gives us some very 
helpful insight to reflect upon. 

I wonder how our Customers 
view our behaviours in 
helping them meet their 
category objectives… 

Keeps 

bringing 

the same 
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Anna:

We hope this 
list of 
behaviours to 
avoid, will 
really help 
you identify 
where to 
improve. 

Use this list 
as a guide for 
what 'not' to 
do in your 
business 
relationship. 

Helping Your Customers Achieve their Category Objectives 

Negative Supplier Behaviours

▪ Are not up to speed with the market, our business or our customers

▪ Develops products or makes suggestions that are not supported by 

objective insight

▪ Keeps presenting the same material and does not bring anything new

▪ Force-fits "one size fits all" initiatives on us

▪ Does not share their knowledge or invite feedback

▪ Skews data to their favour, does not show the whole picture, data is not 

trustworthy

▪ Lacks category focus and only talks about their own brands

▪ Only presents surface level data which lacks insight 

▪ Does not leverage insights data to support conclusions and 

recommendations

▪ Provides too much information that cannot be digested or is not relevant 

to our business

▪ Adds work rather than alleviating it 

▪ Does not provide skilled insights analysts to support our business

▪ Too rigid and cannot adapt fast enough

▪ Only thinks in terms of the here and now and not in to the future 

▪ Brings suggestions that are not feasible to execute
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1. Proactivity

Show your Customers 
you are invested and 
thinking about their 

business. Bring them 
ideas you are prepared 

to qualify and do not 
wait for them to ask for 

your help.

Anna: 

Impressions are everything! How your Customers see you is heavily impacted by how 
difficult or easy you are to work with. Consider Proactivity and Objectivity, these are key 
themes within our findings on Providing Insights. 

2. Objectivity

Your Customers need 
to know they can trust 
you, and the insight 

and recommendations 
you make.

Demonstrate a desire 
to do what is best for 
their business, the 

category and not just 
your own brands. 
Consider multiple 

sources of data and be 
prepared to make 

some tough decisions.
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Anna: 

Now let’s dive deeper into 6 of the competencies 

that Best in Class Suppliers demonstrate in helping 
Customers meet their category objectives. The 
following is a sample of what Customers are saying 
about Suppliers who employ these positive 
behaviours…
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"Best-in-class Suppliers invest a lot of 
effort into understanding consumer 
trends, especially when it comes to item 
profiles and expanding their product 
assortment in growing categories. They 
do a lot of customer intercepts testing 
new products and concepts. There is a lot 
of great investment into research and 
development, and a lot of great attention 
to consumer trends and truly 
understanding the marketplace. They 
understand their customer and they can 
marry that to our customer and how fast 
our customer sees things and wants to 
see things."

"Best-in-class vendors are on the forefront of 
innovation. They understand the customer and 
what their needs are. They make items that 
satisfy unmet needs. They think more about what 
the customer wants instead of shifting things 
around."

"What makes a company stand out for category 
development is when the product they are 
bringing to us is new innovation, or something 
new to the category that is going to drive the 
category, versus just another line extension or 
flavour extension. We always look to see 
something new and innovative in the category. In 
our category, the innovation keeps coming, 
growing, and changing. We always look at 
whether something is unique and if our 
customers will be engaged with it. If it is just 
another me-too item all it does is take one 
product off the shelf and replace it with another, 
and the sales pretty much stay the same. It is 
important for consumers to be up with the latest 
trends, opportunities in the market, and cutting 
edge innovation. Those things are always 
important for us."

"A best-in-class company looks at long-
term vision of what the category should 
look like. Not just what the shopper is 
doing today, but where they see the set 
going in five years. Targeting that long-
term vision is where suppliers win with us 
and create the most value and benefits."

Competency

1
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"They appear to have not only their needs at 
heart. They also try to work out what will work 
for our business, which obviously in turn will 
work for them. They take a wholistic view of the 
specific categories within their business and 
they make recommendations to us for how to 
improve the category for us. They do a lot of 
work around this and tell us why. This does not 
necessarily benefit them because it might 
mean that an item of theirs has to come out or 
be changed, but they are prepared to take that 
risk. There are obvious benefits for them as 
category leaders in some of those categories. 
We quite like that approach. They are not 
arrogant like some suppliers; they look at what 
is right for us for the category and then they 
benefit also. We do not mind that if the overall 
category is being improved for us."

"Best-in-class suppliers look at things from a 
category standpoint. They act as if they are 
looking at it from our viewpoint, using only 
the facts. They use only the data that is 
presented in front of them, and they do not 
try to skew the data. It does not look like they 
are presenting to sell their item. They are 
looking at it from what is in front of them, and 
what is coming out of the actual numbers 
instead of trying to put a spin on it to sell the 
product they have coming in to the market at 
that point."

"Best-in-class suppliers provide the data and 
have the insight on not just their brand, but 
the entire category. They look at the 
category as a whole versus just pulling out 
how their brands are doing. They are looking 
at all the brands of the entire category, what 
is driving and affecting them, not just 
showing bias toward their brand."

Demonstrates an 

objective, unbiased 

and fact-based 

category 

perspective

Competency

2
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"Best-in-class companies have 
category knowledge. Also, they know 
our business and the markets we do 
business in. The one thing that drives 
us crazy is when somebody comes in 
and says, 'Here is how the total 
country is doing.' Showing us 
information elsewhere does not help or 
benefit us. They know our market and 
know who we are competing against, 
and we have some of the biggest 
players there are. From a market share 
standpoint, what do we need to do? 
That makes them best in class."

"Best-in-class companies tell us what 
we are missing that the rest of the 
marketplace is carrying. They look at 
pricing. They show us voids where 
other people are running promotions 
that we are not. They tell us what we 
can do at our stores to make it easier 
for the customer to shop and to be 
more competitive."

"Best-in-class companies know our business and 
the markets we do business in and know who we 
are competing against. If they do not know their 
market, then they develop products which just will 
not sell. Knowledge of the market is something that 
is very important in the development of a category 
or a product." 

"Manufacturers who are best in class for category 
development need to know their market. That is the 
first thing. If they do not know their market, then 
they develop products which just will not sell. 
Knowledge of the market is something that is very 
important in the development of a category or a 
product. Also, there is a general market and then a 
targeted market; they are two different markets. It 
is like having a product that performs well in one 
country that does not perform well in another 
country. The most important thing is for them to be 
able to understand their market and its needs."

Competency

3
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"They make extremely good use of our 
customer insight data. ….The thing that 
sets them apart from others is that they 
leverage the data that we provide. They 
make full use of the resources that are 
made available to them through our 
tool, which is what we mean by 
leveraging……They also have good in-
house analytics. They have people who 
mine their own data. They mine it 
across different platforms. They do not 
just use our tool, but they use others 
that they subscribe to as well. It is a 
multi-platform analytics perspective that 
they give us. The data comes from a 
number of different sources."

"What makes a supplier best-in-class is their ability to interpret and present their data in a fact-
based approach. We value when they come in with actual data and present their findings in an 
impartial perspective about the category, and then relate that to how their products perform in 
the mix."

"Best-in-class suppliers have the insights 
and the data to support what they are trying 
to do but do so in a fact-based way. A lot of 
times we get presented data that is skewed 
or there is an agenda to push their products 
or information ahead of their competitors… 
The biggest piece, though, is their plan to 
enhance the category that makes us different 
from the competition. They have an overall 
strategy to drive that category that works for 
us both; they have the data and they are 
able to make those decisions and give us the 
support in terms of funding."

Competency

4
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"Our Best-in-class suppliers provide not 
only resources dedicated to our account 
that understand, but effective resources. 
These are people that understand the 
business and have analytical capabilities to 
access information and to measure and 
interpret that information correctly."

"Our Best-in class Vendor is genuinely interested in 
our business and will look up nuances and things 
that are different between us and other retailers, as 
well as things we would see in the market. They 
really take initiative on their own to look at what 
other people are doing and how that compares to 
what we are doing. ….We look at everything, 
including planograms, shopper data, off-shelf 
display, and vendor service level to our stores and 
whether it needs to be improved by extra 
appointments. We feel they person really consider 
everything when they give us suggestions, whereas 
some of the other vendors are just looking at basic 
data that is in front of them."

"The best-in-class manufacturers have people who 
understand the data. The manufacturers are able to 
interpret the data. They come to sit with us to do 
the full review for the month. The biggest thing that 
they do is they have the right skill set. The people 
that we deal with are good with their data."

"Our trust of our best-in-class Vendor's 
personnel is extremely high, we see them 
as strategic partners in the category. They 
have great analytics. They have resources 
dedicated to helping us really understand 
the customer and category performance, so 
we can improve and grow the business."

Competency

5
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Presents in a 

clear, concise 

manner and 

translates 

insight into 

action. 

"Our best-in-class 
Vendor is world class 
in taking information, 
adapting it, analysing it 
and then giving it to us 
in a very easy way."

"Our best-in-class vendors provide quality data and translate it 
into actionable results. It is not good enough to report on trends. 
Best-in-class suppliers determine a course of action based on the 
trends. They also have insight into how we can apply the action 
to our other categories."

"Best-in-class companies know the results, and 
they are prepared to address them and react to 
them if something needs to be changed. If 
something is not working, they work to fix it right 
away; they have a plan. They are not coming to us 
asking what they should do; they come with 
something to make it work."

"The insights they bring are very digestible. 
Sometimes we get insights and we have to dig 
deep to understand what it is telling us or validate 
it. They give very inclusive, thorough and easy to 
digest insights, in a quick manner."

Jen: 

This really clarifies things! I can't 
wait to share your findings with 
the rest of my Organization!  

Competency

6
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Jen: 

There's a lot more 
to helping our 
Customers to 
meet their 
category 
objectives than I 
expected… 
However, if I use 
your insights, I am 
likely to increase 
my sales! 
Therefore, this is 
important 
information that I 
need to act on!

Anna:

That's right! We recommend closely evaluating how you are 
perceived by your Customers. Along with Advantage ReportTM

results, you'll find the following checklists insightful in 
improving how your Customers view your category 
partnership.
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Checklist for:

Providing 

Valuable Insights

❑ Do we present objective and unbiased 

insights without holding anything back or 

skewing to our advantage?

❑ Are we open and honest so Customers know 

they can trust what we put in front of them?

❑ Do we leverage data from multiple sources? 

❑ Are our recommendations fact-based?

❑ Are our insights presented in a clear way with 

the right balance of relevant information so 

we do not overwhelm?

❑ Do we connect insight with recommended 

action?

❑ Do we have the right level of resource and 

capability to drive growth through insight 

with our Customers?

❑ Do we make our Customers' life easier?

Checklist for: 

Helping Customers Achieve their 

Category Objectives

❑ Do we really understand our Customers' business, 

their competitors, our competitors and the market?

❑ Do we collaborate and seek our Customers' input 

and ensure our plans are mutually beneficial for win-

win outcomes?

❑ Are we proactive in our approach to category 

development or do we wait to be asked for support?

❑ Are our recommendations unbiased and best for our 

Customer and the Category?

❑ Do we bring forward new ideas and innovation?

❑ Are we prepared to take some risks to try new 

things?

❑ Are we focused on closing gaps and growing the 

business?

❑ Are we flexible and willing to make compromises?

❑ Are we up to speed with Consumer needs now and 

in the future, are we forward thinking?

❑ Do we have strong execution plans to support our 

initiatives?



W: www.advantagegroup.com 

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



Connect With Our Local Market Representative Today

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
Maria E. Gonzalez
mgonzalez@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 Laumans
blaumans@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
mwood@advantagegroup.com

South Korea
Jong Joo Jung
jjoojung@advantagegroup.com 

Spain
Jaime Navarro
jnavarro@advantagegroup.com

Thailand
Clem Chan
cchan@advantagegroup.com

Turkey
Yavuz Bolgi
ybolgi@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



@AdvantageGroupInternational www.advantagegroup.com

W: https://www.advantagegroup.com

Visit our Website, YouTube channel or LinkedIn 

page to view video commentary from our 

partners demonstrating how we add value.


