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Business segmentation

40%Falling behind

9%

16%

Less or unprofitable play

Efficiency play

33

35%Highly profitable

Base: all responding (137)



Revenue and EBITDA

4



Company revenue in 2010

55%

13%

Less than $200m

$200m - $500m

7%

9%

5%

5%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $7.5bn

55

7%Over $50,000m

Base: all responding (413)

Q. What was your company’s revenue in 2010?



Company revenue in 2010 – falling behind

62%

5%

Less than $200m

$200m - $500m

5%

7%

4%

9%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $8.8bn

66

7%Over $50,000m

Base: falling behind only (55)

Q. What was your company’s revenue in 2010?



Company revenue in 2010 – less / unprofitable play

75%

0%

Less than $200m

$200m - $500m

Please view %’s with caution due to low base

8%

8%

8%

0%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $1bn

77

0%Over $50,000m

Base: less / unprofitable play only (12)

Q. What was your company’s revenue in 2010?



Company revenue in 2010 – efficiency play

41%

5%

Less than $200m

$200m - $500m

Please view %’s with caution due to low base

14%

9%

5%

23%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $11bn

88

5%Over $50,000m

Base: efficiency play only (22)

Q. What was your company’s revenue in 2010?



Company revenue in 2010 – highly profitable

60%

15%

Less than $200m

$200m - $500m

4%

4%

9%

6%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $4.4bn

99

2%Over $50,000m

Base: highly profitable only (47)

Q. What was your company’s revenue in 2010?



Company revenue in 2011

55%

12%

Less than $200m

$200m - $500m

7%

9%

5%

6%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $7.7bn

1010

7%Over $50,000m

Base: all responding (399)

Q. What was your company’s revenue in 2011?



Company revenue in 2011 – falling behind

65%

4%

Less than $200m

$200m - $500m

6%

6%

2%

10%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $9bn

1111

8%Over $50,000m

Base: falling behind only (52)

Q. What was your company’s revenue in 2011?



Company revenue in 2011 – less / unprofitable play

75%

0%

Less than $200m

$200m - $500m

Please view %’s with caution due to low base

8%

8%

0%

8%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $2.9bn

1212

0%Over $50,000m

Base: less / unprofitable play only (12)

Q. What was your company’s revenue in 2011?



Company revenue in 2011 – efficiency play

41%

5%

Less than $200m

$200m - $500m

Please view %’s with caution due to low base

14%

9%

5%

23%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $11bn

1313

5%Over $50,000m

Base: efficiency play only (22)

Q. What was your company’s revenue in 2011?



Company revenue in 2011 – highly profitable

59%

13%

Less than $200m

$200m - $500m

9%

4%

4%

9%

Over $500m - $1,000m

Over $1,000m - $1,500m

Over $5,000m - $10,000m

Over $10,000m - $50,000m

Average: $4.9bn

1414

2%Over $50,000m

Base: highly profitable only (46)

Q. What was your company’s revenue in 2011?



Average revenue growth over the past 3 years

2%

4%

3%

Decrease 20%+

Decrease 10% - 19%

Decrease 1% - 9%

Average: +15.1%
6%

21%

13%

27%

17%

0%

Increase 1% - 5%

Increase 6% - 9%

Increase 10% - 19%

Increase 20% - 49%

Average: +15.1%

1515

5%

1%

Increase 50%+

Decrease (unspec.)

Base: all responding (193)

Q. What has been your company’s average revenue growth over the past three years?



70%

80%

90%

100%

Decrease No change Increase

Average revenue growth over the past 3 years by seg mentation
* Please view %’s with caution due to low base

16% 14%

15%

69%

100%

86%

100%

0%

10%

20%

30%

40%

50%

60%

70%

1616

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Q. What has been your company’s average revenue growth over the past three years?

Base: 55
Average: +1.8%

Base: 12
Average: +15%

Base: 22
Average: +3.4%

Base: 48
Average: +34%



Company EBITDA in 2010

65%

11%

Less than $50m

$50m - $199m

7%

5%

7%

2%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $959m

1717

4%Over $10,000m

Base: all responding (386)

Q. What was your company’s EBITDA in 2010?



Company EBITDA in 2010 – falling behind

69%

7%

Less than $50m

$50m - $199m

2%

5%

9%

5%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $1bn

1818

2%Over $10,000m

Base: falling behind only (55)

Q. What was your company’s EBITDA in 2010?



Company EBITDA in 2010 – less / unprofitable play

75%

8%

Less than $50m

$50m - $199m

Please view %’s with caution due to low base

8%

0%

0%

8%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $683m

1919

0%Over $10,000m

Base: low / unprofitable play only (12)

Q. What was your company’s EBITDA in 2010?



Company EBITDA in 2010 – efficiency play

50%

14%

9%

Less than $50m

$50m - $199m

$200m - $500m

Please view %’s with caution due to low base

9%

5%

23%

0%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m
Average: $891m

2020

0%Over $10,000m

Base: efficiency play only (22)

Q. What was your company’s EBITDA in 2010?



Company EBITDA in 2010 – highly profitable

70%

11%

Less than $50m

$50m - $199m

2%

4%

11%

0%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $709m

2121

2%Over $10,000m

Base: highly profitable only (47)

Q. What was your company’s EBITDA in 2010?



Company EBITDA in 2011

62%

11%

Less than $50m

$50m - $199m

8%

4%

8%

2%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $1bn

2222

4%Over $10,000m

Base: all responding (370)

Q. What was your company’s EBITDA in 2011?



Company EBITDA in 2011 – falling behind

69%

8%

Less than $50m

$50m - $199m

4%

4%

8%

6%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $1bn

2323

2%Over $10,000m

Base: falling behind only (51)

Q. What was your company’s EBITDA in 2011?



Company EBITDA in 2011 – less / unprofitable play

75%

8%

Less than $50m

$50m - $199m

Please view %’s with caution due to low base

8%

0%

0%

8%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $683m

2424

0%Over $10,000m

Base: low / unprofitable play only (12)

Q. What was your company’s EBITDA in 2011?



Company EBITDA in 2011 – efficiency play

43%

24%

Less than $50m

$50m - $199m

Please view %’s with caution due to low base

10%

5%

19%

0%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $776m

2525

0%Over $10,000m

Base: efficiency play only (21)

Q. What was your company’s EBITDA in 2011?



Company EBITDA in 2011 – highly profitable

62%

15%

Less than $50m

$50m - $199m

6%

2%

11%

2%

$200m - $500m

Over $500m - $1,000m

Over $1,000m - $5,000m

Over $5,000m - $10,000m

Average: $870m

2626

2%Over $10,000m

Base: highly profitable only (47)

Q. What was your company’s EBITDA in 2011?



Average EBITDA growth over the past 3 years

3%

5%

5%

9%

Decrease 20%+

Decrease 10% - 19%

Decrease 1% - 9%

0% Average: +20.9%9%

26%

10%

22%

15%

4%

0%

Increase 1% - 5%

Increase 6% - 9%

Increase 10% - 19%

Increase 20% - 49%

Increase 50%+

Average: +20.9%

2727

2%

1%

Decrease (unspec.)

Decrease (unspec.)

Base: all responding (200)

Q. What has been your company’s average EBITDA growth over the past three years?



56%70%

80%

90%

100%

Decrease No change Increase

Average EBITDA growth over the past 3 years by segm entation
Please view %’s with caution due to low base

24%
17%

20%

83%

100% 100%

0%

10%

20%

30%

40%

50%

60%

70%

2828

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 55
Average: -1.3%

Base: 12
Average: +1.8%

Base: 22
Average: +26.6%

Base: 48
Average: +43.4%

Q. What has been your company’s average EBITDA growth over the past three years?



Strategy

29



Allocation of strategic planning efforts

37%Maximising growth

31%

20%

Improving efficiency

Managing risk

3030

12%Other

Base: all responding (242)

Q. Please indicate approximately what percentage of the company’s strategic planning efforts is allocated to the 
following areas?



21% 16%
17%

20%

11% 13% 8% 12%

70%

80%

90%

100%

Maximising growth Improving efficiency Managing risk Other

Please view %’s with caution due to low base

Allocation of strategic planning efforts by busines s segmentation

36%
46% 43% 41%

32%

25% 31%
28%

0%

10%

20%

30%

40%

50%

60%

70%

3131

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 38 Base: 6 Base: 19 Base: 36

Q. Please indicate approximately what percentage of the company’s strategic planning efforts is allocated to the 
following areas?



Percentage of total growth expected to come from …

58%Increasing core businesses

26%

16%

Developing into adjacent 
businesses

Moving into new businesses

3232

16%Moving into new businesses

Base: all responding (236)

Q. Thinking about the company’s approach to growth approximately what percentage of the total growth is expected to 
come from …



25% 32% 34%
26%

18% 17% 14% 14%

70%

80%

90%

100%

Increasing core businesses Developing into adjacent businesses Moving to new businesses

Please view %’s with caution due to low base

Percentage of total growth expected to come from …

57%
52% 53%

60%

25% 32% 34%

0%

10%

20%

30%

40%

50%

60%

70%

3333

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 37 Base: 6 Base: 19 Base: 36

Q. Thinking about the company’s approach to growth approximately what percentage of the total growth is expected to 
come from … 



Expected methods of total growth

63%Organic

23%

15%

Partnerships

Acquisitions

3434

15%Acquisitions

Base: all responding (233)

Q. Again, thinking about the company’s approach to growth, approximately what percentage of the total growth is 
expected to come from the following areas?



23%
15% 14% 28%

18% 19% 20%
13%

70%

80%

90%

100%

Organic Partnerships Acquisitions

*Please view %’s with caution due to low base

Areas total growth is expected to come from by busi ness 
segmentation

59%
66% 66%

59%

23%

0%

10%

20%

30%

40%

50%

60%

70%

3535

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 36 Base: 5 Base: 18 Base: 36

Q. Again, thinking about the company’s approach to growth, approximately what percentage of the total growth is 
expected to come from the following areas?



Primary internal drives of growth

82%

66%

Products and services

People

61%

27%

22%

Strategy

Service

Organisational structure

3636

5%Other

Base: all responding (261)

Q. Which of the following does the company see as the primary internal drivers of growth?



Primary internal drives of growth – falling behind

88%

59%

Products and services

People

59%

27%

24%

Strategy

Organisational structure

Service

3737

5%Other

Base: falling behind only (41)

Q. Which of the following does the company see as the primary internal drivers of growth?



Primary internal drives of growth – less / unprofita ble play

67%

50%

Products and services

People

Please view %’s with caution due to low base

50%

33%

33%

Strategy

Service

Organisational structure

3838

17%Other

Base: less / unprofitable play only (6)

Q. Which of the following does the company see as the primary internal drivers of growth?



Primary internal drives of growth – efficiency play

95%

89%

Products and services

People

Please view %’s with caution due to low base

89%

63%

37%

Strategy

Service

3939

5%Organisational structure

Base: efficiency play only (19)

Q. Which of the following does the company see as the primary internal drivers of growth?



Primary internal drives of growth – highly profitabl e

92%

73%

Products and services

People

Please view %’s with caution due to low base

65%

30%

30%

Strategy

Service

Organisational structure

4040

8%Other

Base: highly profitable only (37)

Q. Which of the following does the company see as the primary internal drivers of growth?



Degree of change required in company’s growth strat egy

30%Minor tweaking

64%

7%

Significant changes

Disruptive change

4141

7%Disruptive change

Base: all responding (254)

Q. Generally, how would you describe the degree of change required in the company’s growth strategy for the next few 
years?



59%

5% 6% 8%

70%

80%

90%

100%

Minor tweaking Significant changes Disruptive changes

Please view %’s with caution due to low base

Degree of change required in company’s growth strat egy by business 
segmentation

37%

17%
22%

59%

100%
78% 70%

0%

10%

20%

30%

40%

50%

60%

70%

4242

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 41 Base: 5 Base: 18 Base: 37

Q. Generally, how would you describe the degree of change required in the company’s growth strategy for the next few 
years?



Percentage of resources allocated to the following 

62%
Managing day-to-day 

business as usual

30%

8%

Executing the growth 
agenda

Other

4343

8%Other

Base: all responding (254)

Q. Approximately what percentage of the company’s resources are allocated to the following?



28% 33% 26%

35%

8% 6% 10%

70%

80%

90%

100%

Managing day-to-day business as usual Executing the growth agenda Other

5%

*Please view %’s with caution due to low base

Resources allocated to the following by business se gmentation

64% 63%
68%

55%

0%

10%

20%

30%

40%

50%

60%

70%

4444

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 39 Base: 4 Base: 16 Base: 37

Q. Approximately what percentage of the company’s resources are allocated to the following?



Organisation

45



Areas where the corporate centre can make the most impact 
on the business

44%

39%

30%

30%

Guidance on business direction and strategy

Identifying and fostering cross-business 
revenue opportunities

Co-ordinating customer / account management

Achieving business effectiveness

26%

24%

23%

20%

16%

13%

Promoting enterprise-wise thinking and 
behaviour and cross-business opportunities

Deploying controls

Developing talent as corporate assets

Mitigating risk

Unified face / market presence

Acquisitions

4646

12%

12%

Corporate development

Brand management

Base: all responding (253)

Q. In which of the following areas do you believe the corporate centre can make the most impact on the business?



Areas where the corporate centre can make the most impact 
on the business – falling behind

35%

35%

35%

35%

Guidance on business direction and strategy

Identifying and fostering cross-business 
revenue opportunities

Promoting enterprise-wise thinking and 
behaviour and cross-business opportunities

Mitigating risk

33%

30%

25%

23%

18%

10%

Co-ordinating customer / account management

Achieving business effectiveness

Unified face / market presence

Acquisitions

Deploying controls

Developing talent as corporate assets

4747

10%

3%

Brand management

Corporate development

Base: falling behind only (40)

Q. In which of the following areas do you believe the corporate centre can make the most impact on the business?



Areas where the corporate centre can make the most impact 
on the business – less / unprofitable play

60%

40%

40%

Co-ordinating customer / account management

Identifying and fostering cross-business revenue 
opportunities

Promoting enterprise-wise thinking and behaviour 
and cross-business opportunities

Please view %’s with caution due to low base

20%

20%

20%

20%

20%

20%

Guidance on business direction and strategy

Deploying controls

Brand management

Achieving Business Efficiencies

Developing Talent as Corporate Assets

Corporate Development

4848

20%

20%

Corporate Development

Unified face / market presence

Base: less / unprofitable play only (5)

Q. In which of the following areas do you believe the corporate centre can make the most impact on the business?



Areas where the corporate centre can make the most impact 
on the business – efficiency play

56%

50%

39%

28%

Identifying and fostering cross-business 
revenue opportunities

Guidance on business direction and strategy

Developing talent as corporate assets

Promoting enterprise-wise thinking and 
behaviour and cross-business opportunities

Please view %’s with caution due to low base

22%

17%

17%

17%

17%

17%

Co-ordinating customer / account management

Achieving business efficiencies

Unified face / market presence

Deploying controls

Corporate development

Acquisitions

4949

6%

6%

Brand Management

Mitigating risk

Base: efficiency play only (18)

Q. In which of the following areas do you believe the corporate centre can make the most impact on the business?



Areas where the corporate centre can make the most impact 
on the business – highly profitable

46%

46%

30%

30%

Identifying and fostering cross-business revenue 
opportunities

Guidance on business direction and strategy

Developing talent as corporate assets

Co-ordinating customer / account management

Please view %’s with caution due to low base

30%

30%

27%

27%

16%

14%

11%

Co-ordinating customer / account management

Achieving business efficiencies

Promoting enterprise-wise thinking and behaviour 
and cross-business opportunities

Deploying controls

Mitigating risk

Unified face / market presence

Corporate development

5050

11%

8%

Brand management

Acquisitions

Base: highly profitable only (37)

Q. In which of the following areas do you believe the corporate centre can make the most impact on the business?



Centralised in 
Pushed down 

the 

Accountability in company’s management model

Centralised in 
a "command 
and control" 
model, 57%

the 
organisation, 

43%

51

Q. Which of the following best describes accountability in your company’s management model?

Base: all responding (251)



Accountability in company’s management model

56%
44%

60%
40%

Falling behind Less / unprofitable play

67%

33%
56%

44%

Efficiency play Highly profitable

Centralised in a 
“command and 
control” model

Pushed down the 
organisation

Base: falling behind only (39) Base: less / unprofitable play only (5)

52

Q. Which of the following best describes accountability in your company’s management model?

Base: highly profitable only (36)Base: efficiency play only (18)



Agreement with whether accountabilities and perform ance 
measures well-defined across the company

39%

36%

Agree strongly

Agree slightly 36%

14%

9%

Agree slightly

Neither agree nor disagree

Disagree slightly

5353

2%Disagree strongly

Base: all responding (250)

Q. How far do you agree that accountabilities and associated performance measures, whether individual or shared, are 
well-defined across the company?



Agreement with whether accountabilities and perform ance 
measures well-defined across the company – falling b ehind

33%

41%

Agree strongly

Agree slightly

15%

10%

Neither agree nor disagree

Disagree slightly

5454

0%Disagree strongly

Base: falling behind only (39)

Q. How far do you agree that accountabilities and associated performance measures, whether individual or shared, are 
well-defined across the company?



Agreement with whether accountabilities and perform ance 
measures well-defined across the company – less / 
unprofitable play

20%

40%

Agree strongly

Agree slightly

Please view %’s with caution due to low base

40%

40%

0%

Agree slightly

Neither agree nor disagree

Disagree slightly

5555

0%Disagree strongly

Base: less / unprofitable play only (5)

Q. How far do you agree that accountabilities and associated performance measures, whether individual or shared, are 
well-defined across the company?



Agreement with whether accountabilities and perform ance 
measures well-defined across the company – efficienc y play

28%

39%

Agree strongly

Agree slightly

Please view %’s with caution due to low base

39%

22%

6%

Neither agree nor disagree

Disagree slightly

5656

6%Disagree strongly

Base: efficiency play only (18)

Q. How far do you agree that accountabilities and associated performance measures, whether individual or shared, are 
well-defined across the company?



Agreement with whether accountabilities and perform ance 
measures well-defined across the company – highly pr ofitable 

43%

32%

Agree strongly

Agree slightly 32%

3%

19%

Neither agree nor disagree

Disagree slightly

5757

3%Disagree strongly

Base: highly profitable only (37)

Q. How far do you agree that accountabilities and associated performance measures, whether individual or shared, are 
well-defined across the company?



Support functions structured as “shared services”

74%

60%

IT

Finance

53%

50%

45%

36%

Logistics and distribution

HR

Procurement

Site services

5858

7%Other

Base: all responding (247)

Q. Which of the following support functions in your company are structured as “shared services”?



Support functions structured as “shared services” – fa lling 
behind

90%

64%

IT

Finance

Please view %’s with caution due to low base

64%

44%

41%

28%

HR

Logistics and distribution

Procurement

Site services

5959

3%Other

Base: falling behind only (39)

Q. Which of the following support functions in your company are structured as “shared services”?



Support functions structured as “shared services” – le ss / 
unprofitable play

60%

60%

Finance

IT

Please view %’s with caution due to low base

40%

40%

20%

HR

Logistics and distribution

Procurement

6060

20%Other

Base: less / unprofitable play only (5)

Q. Which of the following support functions in your company are structured as “shared services”?



Support functions structured as “shared services” – ef ficiency 
play

88%

59%

IT

Logistics and distribution

Please view %’s with caution due to low base

53%

53%

53%

18%

Finance

HR

Procurement

Site services

6161

12%Other

Base: efficiency play only (17)

Q. Which of the following support functions in your company are structured as “shared services”?



Support functions structured as “shared services” – hi ghly 
profitable

78%

72%

IT

Logistics and distribution

Please view %’s with caution due to low base

47%

44%

44%

42%

Site services

HR

Procurement

Finance

6262

11%Other

Base: highly profitable only (36)

Q. Which of the following support functions in your company are structured as “shared services”?



What company’s business model is primarily designed  around

57%

27%

Products / services

Customer segment 27%

9%

5%

Customer segment

Geography

Channels

6363

2%Other

Base: all responding (246)

Q. Which of the following is your company’s business model primarily based around?



What the company’s business model is primarily desi gned 
around – falling behind

54%Products / services 

30%

11%

Customer segment

Geography

6464

5%Other

Base: falling behind only (37)

Q. Which of the following is your company’s business model primarily based around?



What the company’s business model is primarily desi gned 
around – less / unprofitable play

60%Products / services

Please view %’s with caution due to low base

40%Customer segment

6565
Base: less / unprofitable play only (5)

Q. Which of the following is your company’s business model primarily based around?



What the company’s business model is primarily desi gned 
around – efficiency play

65%Products / services

Please view %’s with caution due to low base

29%

6%

Customer segment

Geography

6666

6%Geography

Base: efficiency play only (17)

Q. Which of the following is your company’s business model primarily based around?



What the company’s business model is primarily desi gned 
around – highly profitable

51%

32%

Products / services

Customer segment 32%

8%

3%

Customer segment

Channels

Geography

6767

5%Other

Base: highly profitable only (37)

Q. Which of the following is your company’s business model primarily based around?



What the company’s back office is primarily designe d around

50%

21%

Products / services

Geography 21%

20%

9%

Geography

Customer segment

Channels

6868

1%Other

Base: all responding (241)

Q. And which of the following is your company’s back office primarily designed around?



50%Products / services

What the company’s back office is primarily designed around 
– falling behind

33%

11%

Geography

Customer segment

6969

6%Channels

Base: falling behind only (36)

Q. And which of the following is your company’s back office primarily designed around?



60%Products / services

What the company’s back office is primarily designe d around 
– less / unprofitable play

Please view %’s with caution due to low base

20%

20%

Geography

Customer segment

7070

20%Customer segment

Base: less / unprofitable play only (5)

Q. And which of the following is your company’s back office primarily designed around?



44%Customer segment

What the company’s back office is primarily designe d around 
– efficiency play

Please view %’s with caution due to low base

25%

19%

Geography

Products / services

7171

13%Channels

Base: efficiency play only (16)

Q. And which of the following is your company’s back office primarily designed around?



38%

24%

Products / services

Customer segment

What the company’s back office is primarily designe d around 
– highly profitable

24%

24%

11%

Customer segment

Geography

Channels

7272

3%Other

Base: highly profitable only (37)

Q. And which of the following is your company’s back office primarily designed around?



Relationship between marketing and sales

57%They are integrated functions 
with shared responsibilities

21%

15%

Separate functions with 
shared leadership

They are completely 
separate functions targeting 

the same segment

7373

7%
They are completely 

separate fuinctions using a 
different segmentation

Base: all responding (244)

Q. Which of the following best describes the relationship between marketing and sales in the company?



50%
40%

59%70%

80%

90%

100%

Completely different functions targeting the same segment Completely different functions using a different segmentation
Separate functions with shared leadership Integrated functions with shared responsibilities

*Please view %’s with caution due to low base

Relationship between marketing and sales by busines s segmentation

25% 20%
12% 14%

14%

40%

3%

11%

29%

11%

59%

73%

0%

10%

20%

30%

40%

50%

60%

70%

7474

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 36 Base: 5 Base: 17 Base: 37

Q. Which of the following best describes the relationship between marketing and sales in the company?



Innovation

75



Key drivers of innovation strategy

66%

54%

New product development

Customer feedback 54%

51%

44%

Customer feedback

Process improvement

Existing product 
development

7676

28%New business model

Base: all responding (241)

Q. Which of the following are the key drivers of the company’s innovation strategy?



Key drivers of innovation strategy – falling behind

54%

54%

New product development

Customer feedback 54%

51%

43%

Customer feedback

Existing product 
development

Process improvement

7777

27%New business model

Base: falling behind only (37)

Q. Which of the following are the key drivers of the company’s innovation strategy?



Key drivers of innovation strategy – less / unprofit able play

75%New product development

Please view %’s with caution due to low base

75%

50%

Customer feedback

New business model

7878

50%New business model

Base: less / unprofitable play only (4)

Q. Which of the following are the key drivers of the company’s innovation strategy?



Key drivers of innovation strategy – efficiency play

71%

65%

New product development

Customer feedback

Please view %’s with caution due to low base

65%

53%

41%

Customer feedback

Existing product 
development

New business model

7979

41%Process Improvement

Base: efficiency play only (17)

Q. Which of the following are the key drivers of the company’s innovation strategy?



Key drivers of innovation strategy – highly profitab le

76%

62%

New product development

Customer feedback 62%

62%

32%

Customer feedback

Process improvement

Existing product 
development

8080

27%New business model

Base: highly profitable only (37)

Q. Which of the following are the key drivers of the company’s innovation strategy?



Percentage of current innovations expected to deliv er in …

27%Less than 1 year

39%

21%

Between 1 and 3 years

Between 3 and 5 years

8181

13%More than 5 years

Base: all responding (218)

Q. Approximately what percentage of current innovations are expected to deliver in the following time frames?



21%
23%

17%

23%

13% 18%
6%

13%

70%

80%

90%

100%

Less than 1 year Between 1 and 3 years Between 3 and 5 years More than 5 years

Percentage of current innovations expected to deliv er in the 
following time frames by segmentation

*Please view %’s with caution due to low base

24%

5%

28%
35%

42%

55%

49%
29%

0%

10%

20%

30%

40%

50%

60%

70%

8282

5%0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 33 Base: 4 Base: 16 Base: 35

Q. Approximately what percentage of current innovations are expected to deliver in the following time frames?



Mechanisms used by the company to foster disruptive  
innovation

48%

42%

In-house

Open innovation

22%

14%

10%

Funding of external startups

Spin-offs

Incubators

8383

23%None

Base: all responding (235)

Q. What mechanisms, if any, are being used by the company to foster disruptive innovation?



Mechanisms used by the company to foster disruptive  
innovation – falling behind

42%

39%

In-house

Open innovation

17%

14%

14%

Funding of external startups

Spin-offs

Incubators

8484
Base: falling behind only (36)

36%None

Q. What mechanisms, if any, are being used by the company to foster disruptive innovation?



Mechanisms used by the company to foster disruptive  
innovation – less / unprofitable play

50%In-house

Please view %’s with caution due to low base

50%None

8585
Base: less / unprofitable play only (4)

Q. What mechanisms, if any, are being used by the company to foster disruptive innovation?



Mechanisms used by the company to foster disruptive  
innovation – efficiency play

65%

53%

In-house

Open innovation

Please view %’s with caution due to low base

18%

18%

12%

Spin-offs

Funding of external startups

Incubators

8686
Base: efficiency play only (17)

12%None

Q. What mechanisms, if any, are being used by the company to foster disruptive innovation?



Mechanisms used by the company to foster disruptive  
innovation – highly profitable

50%

42%

In-house

Open innovation 42%

25%

14%

Open innovation

Funding of external startups

Spin-offs

8787
Base: highly profitable only (36)

25%None

Q. What mechanisms, if any, are being used by the company to foster disruptive innovation?



Business Excellence

88



Factors of most importance in formulating account s trategies

74%

63%

Extensive understanding of 
customer needs

Profitability 63%

47%

36%

Profitability

Potential

Economics

8989

27%Buying processes

Base: all responding (231)

Q. Which of the following are the factors of most importance in formulating account strategies?



Factors of most importance in formulating account s trategies 
– falling behind

77%

60%

Extensive understanding of 
customer needs

Profitability 60%

46%

31%

Profitability

Potential

Economics

9090
Base: falling behind only (35)

Q. Which of the following are the factors of most importance in formulating account strategies?

26%Buying processes



Factors of most importance in formulating account s trategies 
– less / unprofitable play

Please view %’s with caution due to low base

100%
Extensive understanding of 

customer needs

50%

25%

Profitability

Potential

9191
Base: less / unprofitable play only (4)

Q. Which of the following are the factors of most importance in formulating account strategies?

25%Potential



Factors of most importance in formulating account s trategies 
– efficiency play

Please view %’s with caution due to low base

94%

59%

Extensive understanding of 
customer needs

Profitability 59%

47%

41%

Profitability

Potential

Economics

9292
Base: efficiency play only (17)

Q. Which of the following are the factors of most importance in formulating account strategies?

18%Buying processes



Factors of most importance in formulating account s trategies 
– highly profitable

81%

69%

Extensive understanding of 
customer needs

Profitability 69%

50%

44%

Profitability

Potential

Economics

9393
Base: highly profitable only (36)

Q. Which of the following are the factors of most importance in formulating account strategies?

42%Buying processes



Percentage of sales / commercial effort focused on …

55%Key accounts

29%

17%

Medium accounts

Small accounts

9494

17%Small accounts

Base: all responding (210)

Q. Approximately what percentage of sales / commercial effort is focused on the following size of accounts?



29% 24%
29% 29%

16% 21%
14% 16%

70%

80%

90%

100%

Key accounts Medium accounts Small accounts

Percentage of sales / commercial effort focused on size of 
accounts by segmentation

Please view %’s with caution due to low base

55% 55% 57% 55%

29% 24% 29%

0%

10%

20%

30%

40%

50%

60%

70%

9595

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 33 Base: 4 Base: 14 Base: 34

Q. Approximately what percentage of sales / commercial effort is focused on the following size of accounts?



Methods currently used to size the company’s sales f orce

54%

51%

Comparison with last year

Aggregated methods such as 
cost / revenue 51%

36%

33%

cost / revenue

Sizing analysis based on the 
comprehension of the market 
behaviours and the response 

to promotion

Sizing based on the workload 
to ensure the target number 

of visits by customer 
category

9696

18%Calibration with changes in 
competitors' sales force

Base: all responding (226)

Q. What methods are currently used to size the company’s sales force?



Methods currently used to size the company’s sales f orce –
falling behind

54%

51%

Comparison with last year

Aggregated methods such as 
cost / revenue 51%

31%

31%

cost / revenue

Sizing analysis based on the 
comprehension of the market 
behaviours and the response 

to promotion

Sizing based on the workload 
to ensure the target number 

of visits by customer 
category

9797
Base: falling behind only (35)

11%
Calibration with changes in 

competitors' sales force

Q. What methods are currently used to size the company’s sales force?



Methods currently used to size the company’s sales f orce –
less / unprofitable play

75%Comparison with last year

Please view %’s with caution due to low base

25%

25%

Sizing analysis based on the 
comprehension of the market 
behaviours and the response 

to promotion

Sizing based on the workload 
to ensure the target number 

9898
Base: less / unprofitable play only (4)

25%to ensure the target number 
of visits by customer 

category

Q. What methods are currently used to size the company’s sales force?



Methods currently used to size the company’s sales f orce –
efficiency play

56%

50%

Comparison with last year

Aggregated methods such as 
cost / revenue

Please view %’s with caution due to low base

50%

38%

38%

cost / revenue

Sizing based on the workload 
to ensure the target number 

of visits by customer 
category

Sizing analysis based on the 
comprehension of the market 
behaviours and the response 

to promotion

9999
Base: efficiency play only (16)

Q. What methods are currently used to size the company’s sales force?

19%
Calibration with changes in 

competitors' sales force



Methods currently used to size the company’s sales f orce –
highly profitable

58%

53%

Comparison with last year

Aggregated methods such as 
cost / revenue 53%

33%

33%

cost / revenue

Sizing analysis based on the 
comprehension of the market 

behaviours and the response to 
promotion

Sizing based on the workload to 
ensure the target number of 
visits by customer category

100
Base: highly profitable only (36)

Q. What methods are currently used to size the company’s sales force?

19%
Calibration with changes in 

competitors' sales force



Acquisition

101



Areas where the company prefers to grow via acquisi tion 
rather than organically

54%

48%

Product diversification

Reaching new customer 
groups

41%

37%

28%

21%

Filling in missing capabilities

Expanding distribution 
network or footprint

Acquiring new intellectual 
capital

Protecting against competitors

5%Other

Base: all responding (222)

Q. In which of the following areas does the company prefer to grow via acquisition rather than organically?
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Areas where the company prefers to grow via acquisi tion 
rather than organically – falling behind

58%

42%

Product diversification

Reaching new customer groups

39%

33%

31%

19%

Filling in missing capabilities

Acquiring new intellectual capital

Expanding distribution network or 
footprint

Protecting against competitors

Base: falling behind only (36)

Q. In which of the following areas does the company prefer to grow via acquisition rather than organically?

6%Other
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Areas where the company prefers to grow via acquisi tion 
rather than organically – less / unprofitable play

75%Product diversification

Please view %’s with caution due to low base

50%

50%

Reaching new customer 
groups

Filling in missing capabilities

Base: less / unprofitable play only (4)

Q. In which of the following areas does the company prefer to grow via acquisition rather than organically?

50%Filling in missing capabilities
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Areas where the company prefers to grow via acquisi tion 
rather than organically – efficiency play

73%

60%

Reaching new customer 
groups

Product diversification

Please view %’s with caution due to low base

60%

40%

33%

27%

Expanding distribution 
network or footprint

Filling in missing capabilities

Acquiring new intellectual 
capital

Protecting against 
competitors

Base: efficiency play only (15)

Q. In which of the following areas does the company prefer to grow via acquisition rather than organically?

7%Other
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Areas where the company prefers to grow via acquisi tion 
rather than organically – highly profitable

56%

53%

Product diversification

Reaching new customer 
groups

47%

36%

28%

17%

Filling in missing capabilities

Expanding distribution 
network or footprint

Acquiring new intellectual 
capital

Protecting against 
competitors

Base: highly profitable only (36)

Q. In which of the following areas does the company prefer to grow via acquisition rather than organically?

3%Other
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Culture

10
7



Key values that define the desired company culture

76%

46%

41%

41%

40%

36%

Customer orientation

Process excellence

Corporate responsibility

Ethics

Entrepreneurial spirit

Personal responsibility 36%

33%

27%

26%

21%

20%

16%

15%

10%

Personal responsibility

Adaptability

Future orientation

Co-operation

Learning orientation

Enthusiasm

Action orientation

Openness

Autonomy

10%

5%

3%

Diplomacy

Informality

Other

Base: all responding (233)

Q. In your view, what are the 5 key values that define the desired company culture?

108



Key values that define the desired company culture – falling 
behind

72%

47%

47%

44%

42%

36%

Customer orientation

Process excellence

Corporate responsibility

Ethics

Entrepreneurial spirit

Personal responsibility 36%

33%

28%

22%

17%

17%

14%

14%

8%

Personal responsibility

Adaptability

Co-operation

Future orientation

Autonomy

Diplomacy

Enthusiasm

Action orientation

Openness

Base: falling behind only (36)

6%

6%

3%

Learning orientation

Other

Informality

Q. In your view, what are the 5 key values that define the desired company culture?
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Key values that define the desired company culture – less / 
unprofitable play

75%

75%

50%

50%

Customer orientation

Process excellence

Personal responsibility

Corporate responsibility

Please view %’s with caution due to low base

50%

50%

25%

25%

25%

25%

Corporate responsibility

Learning orientation

Ethics

Entrepreneurial spirit

Adaptability

Future orientation

Base: less / unprofitable play only (4)

25%

25%

Enthusiasm

Openness

Q. In your view, what are the 5 key values that define the desired company culture?
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Key values that define the desired company culture –
efficiency play

82%

59%

53%

41%

41%

Customer orientation

Process excellence

Entrepreneurial spirit

Adaptability

Corporate responsibility

Please view %’s with caution due to low base

41%

35%

35%

29%

24%

24%

18%

18%

Corporate responsibility

Learning orientation

Ethics

Personal responsibility

Future orientation

Enthusiasm

Action orientation

Openness

Base: efficiency play only (17)

18%

12%

6%

Openness

Autonomy

Diplomacy

Q. In your view, what are the 5 key values that define the desired company culture?
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Key values that define the desired company culture – highly 
profitable

75%

47%

47%

47%

44%

42%

Customer orientation

Process excellence

Ethics

Entrepreneurial spirit

Adaptability

Corporate responsibility 42%

33%

28%

25%

22%

19%

19%

14%

8%

Corporate responsibility

Personal responsibility

Enthusiasm

Future orientation

Openness

Co-operation

Action orientation

Learning orientation

Autonomy

Base: highly profitable only (36)

8%

6%

3%

Diplomacy

Informality

Other

Q. In your view, what are the 5 key values that define the desired company culture?
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Type of content the CEO uses in messages to communi cate 
with employees

73%

64%

Financial results

"Company values" 
reinforcement

46%

44%

16%

Innovation

Customer stories

Legal issues

5%Other

Base: all responding (232)

Q. What types of content does the company CEO use in messages to communicate with employees?
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Type of content the CEO uses in messages to communi cate 
with employees – falling behind

78%

61%

Financial results

"Company values" 
reinforcement

36%

33%

11%

Customer stories

Innovation

Legal issues

Base: falling behind only (36)

6%Other

Q. What types of content does the company CEO use in messages to communicate with employees?
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Type of content the CEO uses in messages to communi cate 
with employees – less / unprofitable play

100%Financial results

Please view %’s with caution due to low base

50%

50%

"Company values" 
reinforcement

Customer stories

Base: less / unprofitable play only (4)

25%Innovation

Q. What types of content does the company CEO use in messages to communicate with employees?
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Type of content the CEO uses in messages to communi cate 
with employees – efficiency play

76%

65%

Financial results

"Company values" 
reinforcement

Please view %’s with caution due to low base

65%

53%

47%

reinforcement

Innovation

Customer stories

Base: efficiency play only (17)

12%Legal issues

Q. What types of content does the company CEO use in messages to communicate with employees?
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Type of content the CEO uses in messages to communi cate 
with employees – highly profitable

75%

75%

Financial results

"Company values" 
reinforcement

56%

42%

25%

Customer stories

Innovation

Legal issues

Base: highly profitable only (36)

3%Other

Q. What types of content does the company CEO use in messages to communicate with employees?
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Transformation

118



Typical approach to transformation

58%The process is more iterative 
with continuous adjustments

28%

13%

Organisation is quite stable and 
only requires minor tweaking

There is a disruptive 
transformation around a single 

event

1%Other

Base: all responding (229)

Q. How does the company typically approach transformation?
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28% 25%

6%

25%

70%

80%

90%

100%

Disruptive transformation around a single event Iterative with continuous adjustments Organisation is quite stable and only requires minor tweaking

Typical approach to transformation by segmentation
Please view %’s with caution due to low base

17%
25%

18%
11%

53%
50%

76%

64%

0%

10%

20%

30%

40%

50%

60%

70%

0%
Falling behind Less / unprofitable play* Efficiency play* Highly profitable

Base: 36 Base: 4 Base: 17 Base: 36

Q. How does the company typically approach transformation?
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Most recent major organisational redesign

27%

30%

Less than a year ago

Between 1 and 3 years ago

18%

13%

5%

Between 3 and 5 years ago

Between 5 and 10 years ago

More than 10 years ago
Average: 3 years

6%Never

Base: all responding (231)

Q. When was the last time that a major organisational redesign involving a significant portion of the company occurred?
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Most recent major organisational redesign – falling behind

36%

19%

Less than a year ago

Between 1 and 3 years ago

25%

8%

6%

Between 3 and 5 years ago

Between 5 and 10 years ago

More than 10 years ago
Average: 3 years

Base: falling behind only (36)

6%Never

Q. When was the last time that a major organisational redesign involving a significant portion of the company occurred?
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Most recent major organisational redesign – less / u nprofitable 
play

75%Less than a year ago

Please view %’s with caution due to low base

25%Between 1 and 3 years ago

Base: less / unprofitable play only (4)

Q. When was the last time that a major organisational redesign involving a significant portion of the company occurred?

Average: 1 year
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Most recent major organisational redesign – efficien cy play

24%Less than a year ago

Please view %’s with caution due to low base

59%

6%

Between 1 and 3 years ago

Between 3 and 5 years ago

Average: 2 years

Base: efficiency play only (17)

12%Between 5 and 10 years ago

Q. When was the last time that a major organisational redesign involving a significant portion of the company occurred?
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Most recent major organisational redesign – highly p rofitable

33%

22%

Less than a year ago

Between 1 and 3 years ago

17%

11%

6%

Between 3 and 5 years ago

Between 5 and 10 years ago

More than 10 years ago
Average: 3 years

Base: highly profitable only (36)

11%Never

Q. When was the last time that a major organisational redesign involving a significant portion of the company occurred?
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Key rationale for change in the most recent transfo rmation

40%

28%

Strategic positioning

Financial performance 28%

15%

12%

Financial performance

Ineffective organisation

Merger / divestment 
consequence

5%Employee dissatisfaction

Base: all responding (227)

Q. In the company’s most recent transformation, what was the key rationale for change?
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25%

25%

Strategic positioning

Merger / divestment 
consequence

Key rationale for change in the most recent transfo rmation –
falling behind

25%

22%

19%

consequence

Financial performance

Ineffective organisation

8%Employee dissatisfaction

Base: falling behind only (36)

Q. In the company’s most recent transformation, what was the key rationale for change?
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50%Strategic positioning

Key rationale for change in the most recent transfo rmation –
less / unprofitable play

Please view %’s with caution due to low base

25%

25%

Ineffective organisation

Merger / divestment 25%Merger / divestment 
consequence

Base: less / unprofitable play only (4)

Q. In the company’s most recent transformation, what was the key rationale for change?
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50%Strategic positioning

Key rationale for change in the most recent transfo rmation –
efficiency play

Please view %’s with caution due to low base

31%

13%

Financial performance

Merger / divestment 
consequence

6%Ineffective organisation

Base: efficiency play only (16)

Q. In the company’s most recent transformation, what was the key rationale for change?
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33%

31%

Strategic positioning

Ineffective organisation

Key rationale for change in the most recent transfo rmation –
highly profitable

31%

25%

8%

Ineffective organisation

Financial performance

Employee dissatisfaction

3%
Merger / divestment 

consequence

Base: highly profitable only (36)

Q. In the company’s most recent transformation, what was the key rationale for change?
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How often the company benchmarks itself

45%

19%

Every year

Every 2 years 19%

10%

5%

Every 2 years

Every 3 years

Less than once every 5 years

21%Don't know

Base: all responding (230)

Q. How often does the company benchmark itself against industry and world-class best practices?
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How often the company benchmarks itself – falling be hind

44%

19%

Every year

Every 2 years 19%

8%

3%

Every 2 years

Every 3 years

Less than once every 5 years

Base: falling behind only (36)

25%Don't know

Q. How often does the company benchmark itself against industry and world-class best practices?
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How often the company benchmarks itself – less / unp rofitable 
play

25%Every year

Please view %’s with caution due to low base

25%

50%

Every 2 years

Don't know

Base: less / unprofitable play only (4)

50%Don't know

Q. How often does the company benchmark itself against industry and world-class best practices?
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How often the company benchmarks itself – efficiency  play

47%

35%

Every year

Every 2 years

Please view %’s with caution due to low base

35%

6%

6%

Every 2 years

Every 3 years

Less than once every 5 years

Base: efficiency play only (17)

6%Don't know

Q. How often does the company benchmark itself against industry and world-class best practices?
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How often the company benchmarks itself – highly pro fitable

44%

22%

Every year

Every 2 years 22%

6%

6%

Every 2 years

Every 3 years

Less than once every 5 years

Base: highly profitable only (36)

22%Don't know

Q. How often does the company benchmark itself against industry and world-class best practices?
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Respondent profile

13
6



Company segment

36%

34%

21%

21%

16%

16%

Petrochemicals

Polymers & elastomers

Coatings, inks, adhesives

Other specialty chemicals

Consumer chemicals

Distributor / logistics / shipping 16%

15%

15%

14%

14%

9%

8%

7%

7%

Distributor / logistics / shipping

Diversified

Inorganic chemicals (not fertilizers)

Fertilizer

Packaging

Crop protection

Fibres

Food processing

Industrial gases

7%

5%

4%

Life sciences

Consultancy / financial

Machinery supplier

Base: all responding (232)

Q. In which of the following segments does your company operate?
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Job title

13%

9%

CEO, Chairman, President

Executive Vice-President 9%

7%

27%

Vice-President

General manager

45%Other

Base: all responding (230)

Q. Which of the following job titles best reflects your position?
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Where company is headquartered

42%

12%

11%

8%

Europe

North America

India

Southeast Asia 8%

7%

6%

4%

3%

3%

Southeast Asia

Middle East

South & Central America

China

Africa

Oceania

1%

1%

Central Asia

Japan

Base: all responding (229)

Q. Where is your company headquartered?
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