SECTOR

Consumer Packaged Goods

Change is the order of the day as
companies look to drive growth and
profitability.

In the Consumer Products (or Fast Moving Consumer Goods) sector, as
companies look to drive growth and profitability while reducing their environmental
impact – which brings great challenges but also great opportunities.
With massive growth in product assortment, there is money to be made in this
complexity – but only by actively understanding and optimising the right products,
pricing, pack formats, mix, promotions and trade spend, all at a more granular level of
geographies and channels than ever before. As an example, if you look at soft drink
cans, 5+ years ago some 80% of the business was the ‘one size fits all’ standard 12
oz / 330 ml can. Today it’s a fraction of that, as product assortment and variety has
exploded to find the right products, packs and prices to fill every niche.

Customer collaboration and planning:

Partnering with retail customers is getting ever closer, to become much more flexible
and dynamic to change, drive greater synergies across the end-to-end product lifecyle,
and take integrated business planning (Sales & Operations Planning, S&OP) to a whole
new level through better analytics and insight.

Digital and eCommerce:

Traditionally B2B companies in this sector are being increasingly drawn to B2C, as
they open new Direct-to-Consumer sales channels (both on-line and physical), and
increasingly interact directly with Shoppers and Consumers through digital channels like
social media. Companies are starting to tackle the daunting task of bringing together
all their consumer touch points – across owned brand web sites, product carelines,
social media, and on-line advertising – to get a 360 degree view and drive much
deeper consumer insight than ever before. Digital is also changing routes to market,
as the capability of field salespeople, merchandisers and distributors is increasingly
transformed through technology.

“I feel lucky to have spent the
last 10 years working with many
of the world’s leading CPG
companies; it’s a fascinating
business that touches literally
everyone’s lives. The pace of
change and the stakes are high with the scale of both opportunity
and challenge being formidable.
We’ll bring our strong sector
experience to bear, but we’ll
never assume we know your
business better than you do.
Working as an embedded part of
your team, we’ll help you quickly
define and deliver the change you
need to succeed.”
Jon Bradbury 
Partner
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Shift to emerging markets:

The growth powerhouse continues to be developing and
emerging markets - but winning in these markets requires a
different approach in a range of key areas, for example in terms
of routes to market (with these markets being largely distributor
led, and dominated by General Trade, or only localised Modern
Trade), and in terms of the competitive landscape (with more
local brand domination requiring a different ‘local vs. global’
mindset and organisation structure).

Insight, analytics and big data:

by modern analytics and big data approaches. Increasingly,
traditional structured data from Enterprise Resource Planning
(ERP) manufacturing, sales and finance platforms is being
augmented by external data (from retail customers, external
provides like Nielsen, or open sources) - and by data from
consumer digital channels (as above) - to drive fundamentally
more insight and improve business performance. This is being
applied to almost every area of the business from marketing,
category management and brand building; to customer
collaboration; to supply chain and logistics; and to sales, retail
execution and eCommerce.

Consumer, shopper and customer insight is being revolutionised

How we can help

We can help in a number of areas that are directly relevant to
the industry challenges discussed above, such as:
Digital & Cloud Transformation – from launching new
eCommerce and Direct-to-Consumer channels; to transforming
consumer insight and relationship management; to optimising
digital asset and product information management; to
delivering the latest and best on-line consumer experience;
to transforming the role of salespeople, merchandisers and
distributors; to moving infrastructure to the Cloud – wherever
there’s an opportunity for Digital to drive your business, we can
help you achieve it.
Insight, Analytics and Big Data – with deep experience in
customer and consumer insight, analytics, Big Data, and data
warehouse initiatives, we can help you drive the change needed
to really understand your customers and consumers, and
optimise your business around them.
Finance, HR and IT Transformation and Shared Services –
we can help you set the right strategy and deliver the necessary
transformation to your key ‘back office’ functions in order to

best align and support the new business reality. We can help
you to drive efficiency, but also get the ‘local vs. global’ balance
right, and partner the business optimally to support all the
business changes described above.
It’s about doing it fast and doing it right, which suits us down to
the ground. With our ‘low volume, high value’ model, we won’t
overwhelm with large teams or take months to produce results.
Typically only using one or two highly experienced and
high calibre people, we can assess and turn around major
programmes in weeks, or help you cut through to a core
strategy in a matter of days. Above all, this is about sound
judgement – doing enough analysis and drawing on our
experience to help our clients make a confident call on what’s
right for them.
We work as close knit part of your team, doing the work ‘with
you, not to you’, and getting to results that have real ownership
and buy-in. The full suite of ways in which we can help can be
found on our website.

We are often asked to:

•
•
•

Set executable Finance, HR, IT, Digital and Business Strategies.
Lead Finance, HR, IT, Digital Transformation.
Make your technology work for you through maximising use of Big Data and
Analytics, Leveraging the Cloud and Implementing Major Technology Programmes.

•

Facilitate transformation through delivery, mobilisation, turn-around, Change
Management, Portfolio Management and selecting the right suppliers.

•

Maximise business performance through developing and embedding Business and
Financial Modelling, Target Operating Models and post-merger Integration.

•

Lay the right foundation for success through Investment Appraisal, Operational
Due Diligence and Programme Assurance Reviews.

•

Get the most out of your people through Coaching.

The full range of our services can be found on the website.
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Our experience
gain greater insight and business value from information and
analytics. This was essential to support many key business
priorities, such as Net Revenue Management. In a matter of
weeks, we helped them define their future vision and goals,
target operating model, team capability requirements, and
transformation roadmap.

Below are some examples of current and recent work
across the Consumer Packaged Goods Sector:

•

We helped a leading, global consumer goods company
define, mobilise and run their global information and analytics
programme. A core part of our contribution was to work
with them to shape the strategy and business case, then select
suppliers and mobilise the programme to roll out 17 key
analytics capabilities. These included, for example, combining
their own data with retailer loyalty and point of sale data to
drive sales growth.

“This programme is one of our top strategic initiatives, not just
for IT but for the business worldwide. It will transform the way
our businesses around the world access and use information,
bringing enhanced insight and consistency.”

“The team understood the goals we had set and really
challenged us to think differently about how to go
after them.”
Global Data & Information Director

•

Chief Information Officer

“We knew we needed help to mobilise such a large, ‘game
changing’ programme - especially in the Information and
Analytics area, where there was little industry precedence
for acting on such a strategic, global scale. We know
from experience that if we involve Berkeley early on in a
programme’s lifecycle, they can add tremendous value by
helping us ‘set it up for success’ from the outset.”
Vice President of Business Intelligence

•

A global Consumer Goods company had launched a tactical
pilot of an eCommerce marketplace play in India, where a
single web front end drove orders to be fulfilled through a
large network of small, independent retailers. The model was
recognised as having huge potential in terms of incremental
turnover, consumer insights and equity value from the new
business. We were brought it to help understand how to take
the model to new markets outside of India and how best to
deliver a strategic solution at scale. We helped the client to
quickly established global control of the programme, define
and select the right strategic solution, and mobilise
full delivery.

“They were effective and adding value from Week 1, playing
the role of an internal Senior Director with my full trust to
work in this model. Berkeley bring a great breadth and depth
of experience to any role.”
Global eCommerce Director

•

We helped a leading global manufacturer of alcoholic
beverages define their end-to-end strategy for data and
analytics. They wanted to transform their Data & Information
team from being focussed primarily on master data, data
quality reporting and data standards, to being responsible
for all information and unlocking the strategic opportunity to

We helped one of the world’s largest manufacturers of
beverage cans define their overall IT Strategy when a new
CIO came into post. One key part of this strategy was to
move all of their IT infrastructure (their Global Data Centre)
to the Cloud, and we supported them through the end-toend delivery of this programme - on time and on budget.
Finally, when the company was subsequently acquired by their
largest competitor, we were retained to help with postmerger integration of the combined IT functions, and support
definition of the IT strategy for the newly merged company.

“The Berkeley team quickly developed a good rapport and
credible presence with our executive leadership team…
The support they brought raised the level of professionalism
in the team, and I believe has set a new benchmark for future
projects.   An added benefit of working with Berkeley was
the strength of the back-office team - it was clear there was
a pool of skills and knowledge behind the scenes to assist
when needed.”
Director of Global Enterprise Architecture

“The main benefits of Berkeley’s involvement were focus,
structure, delivery, knowledge and guidance. It has been an
excellent project and I think the most organised and structured
in my 17 year history at this company.”
Chief Procurement Officer

•

We helped a global consumer goods organisation deliver a
significant Finance transformation across over 100 countries.
This involved both implementing a new suite of SAP systems
for financial consolidation and all group management and
financial reporting, and streamlining their financial reporting.

“Berkeley did an outstanding job. The key factors that made
them successful were the rigour of their project management
skills; their willingness to ‘roll up their sleeves’ to really
understand the issues and deal with them; and the way they
collaborated seamlessly and successfully with our people. We
simply could not have done it without them.”
Vice President of Finance Performance & Analytics
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