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Competitive Landscape;
what’s happening in your

Marketplace?

Few organisations combine
external sources of research with
internal knowledge to provide a
qualified market perspective for
their shareholder reporting.

Market insight is strategically critical
in clarifying business strategy — it helps
you shareholders understand why it

is you do what you do. Market context
informs business strategy, brand
strategy, market proposition and future
vision. Market context helps to identify
approaching threats, challenges, trends
and opportunities.

Given the vital role market intelligence
plays in the life of an organisation,

it’s disappointing that most annual
reports deliver such a limited view

of the competitive landscape.
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Best Practice Principles

« What is the context/environment in which the
organisation operates and what are the main
challenges and opportunities?

» What is the market positioning of the
organisation? What is its competitive
market proposition?

« Who are your organisations major competitors?
What is the market share of the organisation
and its major competitors?

« What major events and trends affected the
organisation’s performance during the year?

« Have you provided benchmarking comparisons
through the report with the performance results
achieved by competitive organisations?

« Has your market intelligence been verified
by external sources or supporting evidence?

‘The OFR should include discussion of matters such
as the entity’s major markets... and the significant

features of the legal, regulatory, macroeconomic

and social environment.’ Reporting statement:
Operating and Financial Review. Accounting
Standards Board (UK).

‘The report allows comparisons with... the
achievements of other comparable organisations.’
Criteria statement: NSW Premier’s Public Sector
Annual Reports Award.

© Truly Deeply 2010



World Tobacoo Murket
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= In the emerging markets volumes
are growing and consumers are
uptrading to intemational brands.

> Diversification across tobacco
products is an increasingly

common strategy.
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TV pic Repest and accounts 2008 arket contect

Penetration of UK televizion platforms
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Thie transition Lo digital has contineed to erode
the avdience shares of the frve man terestrial
channels - BECY, BBC2, IV, Channel & and
five = all of which experienced audience share
redhctions in 2008, However this has been
mitigated by continuing growth in sudiences
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Accounts 2008
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ITV plc Report and

Accounts 2008



If you would like to
know more about
our methodology for
transforming good
annual reports to
ogreat shareholder
communications
and how it may

be applied to your
report, call our
client services
director Malcolm
on (03) 9693 0000.





