
5 September, 2017

Six areas for developing category 
management capability

Where to focus to better deliver best practice category 
management
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This report is an extract from our supplier and 
retailer survey on category management. 
Over 350 category management practitioners 
working for suppliers and retailers across the 
globe took part.

At IGD, we have identified six key areas that 
are essential for developing supplier best 
practice category management.

Through the survey, we asked suppliers several 
questions on their business capability in each of 
the six areas. From this research we have 
established a picture of where as an industry 
we are in terms of category management 
capability, and what current best practice looks 
like.

Read on to understand

• The six key areas of category management 
best practice

• Where the industry is in terms of supplier 
capability

• The impact of capability on category 
partnerships

Category 
management 
capability
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Six key areas of 
category 
management 
capability 
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Data analysis and insight is at the 
heart of category management.  
What types and range of data are 
purchased? How is it used for 
identifying insights and reviewing past 
activities? Are we getting the most out 
of the data and the data supplier?

In most cases a retailer is the point 
of purchase for suppliers’ products. 
Establishing trust and a strong 
relationship is important in driving the 
joint benefits of category growth.

Influencing shopper behaviour is 
the only way to drive improved 
performance. Do we understand our 
shoppers, and what motivates them in 
the different shopping channels, and 
when on different shopper missions? 
Do we understand who isn’t our 
shopper and why?

Shopper understanding Data and insight Customer engagement
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Are you incorporating category 
management principles into 
business planning? Is there a long 
term plan for category management 
engagement?

In most cases a retailer is the point 
of purchase for suppliers’ products. 
Establishing trust and a strong 
relationship is important in driving the 
joint benefits of category growth.

How influential is category 
management?  Is the business 
focused on delivering plans, 
innovation to unlock future category 
growth? Understanding how changes 
in shopper behaviour effect 
performance and tailoring plans 
appropriately.

Category leadership Strategy and planning Tools and resources



Capability curve for 
category management

Suppliers can be segmented in to six 
stages of category management 
development. 
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Stage 0 Stage 1 Stage 2 Stage 3 Stage 4 Stage 5

Tactical 

opportunists
Informal fixture 

influencers
Planning to engage Lean customers’ 

friend 

Partnering up Proactive 

specialists

9% 16% 20% 27% 18% 11%

0%                 21%  22% 36% 37%                     51%  52% 66%  67%                   81%   82%          100%

The key shopper drivers of category performance

Over the last two years there has been a slight improvement in overall 
capability. Around half of suppliers fall into stages two and three, where 
suppliers have some partnerships and working with retailers. Suppliers in the 
top two stages of capability are more developed in their shopper 
understanding and more likely to have category management leading their 
business processes.



Capability and 
partnerships
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Category partnerships aren’t limited to just the 
higher stages of development. However, 
there is a clear correlation between 
capability and working in partnership.

Partnerships in the lower stages of 
development can be at threat if their
competitors improve their category 
management capabilities.

Where suppliers have limited influence past 
the retail buyer, partnerships are especially at 
risk when the buyer changes role.

Suppliers have to ask themselves what role 
they would like to have with their retailers in 
terms of category management and ensure 
their capability is in line with their 
aspiration.

Source: IGD Category management capability survey 2016 

Stage 4 and 5

Stage 2 and 3

Stage 0 and 1

44%

27%

10%

% of suppliers who believe they are the category partner with 

most of their retailers

Stage 4 and 5

Stage 2 and 3

Stage 0 and 1

% of suppliers who in most cases have multiple points of contact 
with key retailers

91%

44%

7%



Retailers aren’t 
working in exclusive 
partnerships
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Few category partnerships are 
exclusive, retailers are looking to 
work with several suppliers in 
building category plans. 

However, not all suppliers have the 
same influence, retailers are prioritising 
the suppliers they will work with in 
category management.

To be a strategic category partner, 
suppliers need to be clear on the needs 
and strategies of their retail partners 
and ensure all recommendations help 
deliver against them. 

All recommendations need to be 
category focused and be robust enough 
to hold up under interrogation.

Source: IGD Category management capability survey 2016 

Retailers, How does your business work 

with suppliers on category management?



Looking to develop your 
capability in category 
management where do 
you start?
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When looking to develop organisational 
capability within category management it is 
important to understand where you are and 
where you want to get to. 

Suppliers need to identify a realistic 
stage of capability they can attain in a 
realistic time frame based on company 
culture, resources, competitor capability, 
retailer engagement and senior level 
support.

Suppliers need to understand what needs to 
change to improve capability, which 
normally will fall out of five areas: business 
culture, internal processes, company 
and department structure, tools -
including data and research and training 
and development of category and 
commercial personnel.

* Based on adequate sample size for peer group. No individual business results will be disclosed 

If you would like to discuss how IGD can assist you in identifying capability gaps 

in category management, and improving your business’ capability, 

please contact us

Plan to 
improve

Assess 
areas for 

development

- Best 
practice

Identification 
of capability 

gaps

Compare to 
best practice 

& peer 
group*

Self 
assessment

IGD Process of capability improvement

mailto:simon.attfield@igd.com?subject=I would like to improve our category management capability


Want to know more?

Need something else?

FIND OUT MORE

Related workshops and training
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For junior category managers and 
new starters. Understand the 
principles and processes of 

category management.

Email AskIGD@IGD.com 

Or call + 44 (0)1923 857141

Find out about our other category 
workshops on our training website

Want training tailored to 
your business needs? 

igd.com/customised-training

Successful Category 
Management

FIND OUT MORE

For experienced managers, 
looking to develop strategic 

decision making across the suite 
of category management tactics.

Advanced Category 
Management

FIND OUT MORE

For senior category practitioners 
looking to develop vision, 

strategies and improve their 
deployment with retailers

Category Leadership

https://www.igd.com/events/training-events/successful-category-management
mailto:askIGD@IGD.com
https://www.igd.com/training/category-management-and-shopper
http://www.igd.com/customised/customised-training
https://www.igd.com/events/training-events/advanced-category-management
https://www.igd.com/events/training-events/category-leadership

