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Welcome to PwC’s US retail and consumer deals insights for 
the fi rst quarter 2013. Deal activity in the retail and consumer 
sector declined in volume from the highs in the fourth quarter 
of 2012 which was anticipated given the pressure to execute 
deals in 2012 before the fi scal cliff.  The potential negative 
impact of the fi scal cliff on transactions was more subdued 
than anticipated as deal values were up signifi cantly during the 
quarter, and we believe the overall trend for deal activity in the 
sector remains positive. In Q1-2013, the deals landscape was 
defi ned by several large transactions, the most signifi cant of 
which being the Berkshire Hathaway & 3G Capital Partners/HJ 
Heinz Co. transaction, and alternative deal structures employed 
to achieve strategic objectives, such as the Walgreens/
Alliance Boots/AmerisourceBergen long term distribution 
and collaboration arrangement and the Conagra/Cargill/CHS 
joint venture.  The Heinz bid has also been associated with 
in an uptick in stock prices for consumer brand companies as 
investors view the transaction as a positive indicator for the 
sector and potential further M&A activity to come.  

Quarter in review

• Total transaction value is up substantially: Total 
transaction value of $39.8B was almost seven times greater 
than the $5.8B prior year due largely to the proposed 
purchase of HJ Heinz Co (Heinz) by Berkshire Hathaway 
Inc &  3G Capital Partners Ltd for $23.5B (total value of 
$28.0B including the assumption of approximately $4.5B of 
debt).  Excluding the Heinz deal, the value of Q1-2013 deals 
was still more than double that of Q1-2012.   

• Deal volume slowed from prior quarter, but 
remained up year over year: Q1-2013 activity for 
announced deals >$50M is up 59% in volume year 

over year and down 39% from Q4-2012.  The sequential 
quarterly volume decline from Q4-2012 was partially driven 
by abnormally higher deal volume during Q4-2012 as many 
deals were pulled forward in an effort to close deals before 
the impending fi scal cliff at the end of 2012 and anticipated 
tax increases. The total number of transactions (disclosed 
and non-disclosed value) in Q4-2012 was the highest 
volume quarter since 2008.  

• Private equity buyers remain active: Private equity 
buyers continued their positive momentum from 2012, as 
announced deals >$50M were up 18% from Q4 2012 with 
deal values increasing to $31.3B in Q1-2013 compared to 
$3.8B in Q4-2012 and $0.8M in Q1-2012.  The increase was  
largely due to the Heinz deal; however, private equity deal 
value excluding Heinz was $7.8B which was just below the 
recent peak seen in Q2 of 2012.  Since 2007, we have only 
had six other quarters with PE deal value exceeding $7B.

• Large corporate to corporate deals slowed from 
prior quarter: Q1-2013 saw only three corporate 
transactions exceeding $1.0B, with the greatest value being 
the proposed $2.9B Constellation Brands acquisition of US 
brand rights for Corona and other brands in conjunction 
with Anheuser-Busch’s revised acquisition of Grupo 
Modelo.  In Q4-2012, there were nine transactions which 
exceeded $1.0B and only one in Q1-2012.    

• R&C IPO volumes were up 50% from Q4-2012 and 
triple that of prior year:  Led by the Pinnacle Foods 
IPO ($580M), the total R&C IPO proceeds were $1.8B for 
the fi rst quarter, up from $1.2B in Q4-2012 and $431M in 
Q1-2012.

Multibillion dollar deals drove the activity during 
the quarter, anchored by the Heinz deal which 
was one of the largest R&C deals in history
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Consumer indicators

Consumer confi dence rebounded during the quarter after 
the precipitous decline seen during December 2012 as 
consumer optimism around job growth early in the quarter 
overcame any lingering caution due to increasing payroll taxes 
and pending governmental spending cuts.  The Thomson 
Reuters/University of Michigan Consumer Sentiment Index 
reached 78.6 at March 2013, which was up 7.8% from 72.9 at 
December 2012.  However, the three month moving average 
continued to trend downward, falling 3.4% to 76.7, since its 
most recent peak in November 2012.  

The three month average retail sales (excluding autos) 
increased 0.8% from Q4-2012 to Q1-2013 and 3.0% compared 
prior year; however, monthly retail sales dropped 0.4% from 
February to March, which marked the fi rst time there was 
a month over month decline since June 2012.  The drop in 
retail sales from February was primarily due to a 2.2% decline 
in gasoline sales as gas prices retreated in March from their 
recent peak in February.  Excluding autos and gasoline sales, 
retail sales were essentially fl at from February to March 2013.  
The positive quarterly trend in consumer confi dence and 
average retail sales were primarily the result of improving 
household fi nancial conditions which were driven by a strong 
stock market during the quarter coupled with continued 
increases in home values. Additionally, the unemployment rate 
fell from 7.8% in December to 7.6% in March, the lowest level 
since December 2008 which contributed to the upward trend 
in confi dence on a quarterly basis. Nonstore retailing was up 
4.0% over Q4-2012 and 13.5% year over year and continues 
to be a big component driving the overall increase in average 
retail sales. 

There is cause for optimism with quarterly trends in US stock 
market and retail & consumer data; though the recent retail 
sales report in March suggests that consumers may be pulling 
back slightly as they continue to digest the return to higher 
payroll tax levels, react to the recent spike in gas prices seen at 
the end of February and beginning of March and pause to see if 
the positive trends in the stock and housing markets hold. 

Key trends and insights

The largest M&A activity of Q1-2013—regardless of industry 
classifi cation—was the proposed Heinz acquisition.  The 
transaction represented a ~20% premium paid above market 
price driven in part by the signifi cant brand recognition of 
the Heinz ketchup brand which is mostly insulated from 
commoditization.  Insulation from commodity exposure is an 
ongoing challenge for retail and consumer companies as they 
continuously seek out better leverage in passing raw material 
price increases onto customers.  Additionally, the Heinz deal 
is an avenue for its investors to potentially take advantage of 
the growing middle class in emerging markets, as this class 
trades up to pay for established brands.  This can provide 
buyers alternative ways to expand in emerging markets with 
name brands.   

In addition to the proposed Heinz acquisition and dissolving 
of Hostess brands, consumer space deal activity continues to 
be partially driven by large CPG companies selling non-core 
operations/brands (e.g., Unilever’s divestiture of Skippy 
Peanut Butter Brand, and Dutch company CSM’s divestiture 
of their bakery supplies business).  This trend is expected to 
continue throughout the year as CPG companies continue 
to look to sell underperforming assets and reinvest in higher 
margin/growth products and markets.

The fi rst quarter also saw two ground breaking and 
unusual transactions, the Conagra/Cargill/CHS fl our-
milling joint venture and the Walgreens/Alliance Boots/
AmerisourceBergen arrangement.  These alternative structures 
were avenues for each party to achieve a strategic objective 
which may historically have been completed solely through 
an acquisition; however, factors such as increased pricing 
on deals and the operational challenges facing companies 
trying to compete globally are forcing companies to consider 
alternative deal structures. 
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Within the retail sector, apparel, footwear and accessories 
was an active sub-sector during the quarter with six deals 
during the quarter compared to three in the prior year led 
by Sycamore Partners acquisition of Hot Topic, a music and 
pop culture infl uenced apparel retailer, for $625M, Altamont 
Capital / VF Corp’s proposed acquisition of Billabong 
International for $552M, Eland World’s (of South Korea) 
proposed acquisition of K-Swiss Inc for $169M and Gap’s 
acquisition of Intermix, a New York based operator of apparel 
stores, for $130M.

The trend towards omnichannel retailing continues to drive 
deal activity as retailers continue to look at acquisition 
opportunities to more quickly transform their businesses by 
expanding their e-commerce technology capabilities and 
gaining access to alternative business models (e.g., Target’s 
March 2013 acquisition of Cooking.com, Home Depot’s 
December 2012 acquisition of Black Locus Inc). We expect 
to see continued activity in this area as companies attempt 
to gain a competitive advantage in using technology for data 
analytics to increase insight around pricing, product line-ups 
and consumer behaviors.

Key announced domestic transactions

Q1-2013 has continued a strong overall trend of larger deals, 
with six greater than $1 billion.  While off from the recent 
high in Q2-2012 (ten), it is up signifi cantly year over year as 
there was only one deal which exceeded $1B in Q1-2012.  Key 
announced transactions during the quarter include:

• Berkshire Hathaway & 3G Capital Partners/HJ 
Heinz Co:  In February 2013, Berkshire Hathaway and 
3G agreed to acquire the entire share capital of Heinz.  The 
equity value of the proposed transaction is $23.5B (total 
enterprise value of $28.0B including the assumption of 
approximately $4.5B of debt).  

• Cerberus Capital Management/New Albertson’s 
Inc: Supervalu sold off fi ve of its grocery chains for $3.3B, 
including Albertson’s and Jewel-Osco to an investor group 
led by Cerberus.  

• Offi ce Depot/Offi ceMax:  Offi ce Depot and Offi ceMax 
agreed to merge in a transaction that values Offi ceMax 
equity at $1.2B.  The combined business will have $18B 
in sales.

• Walgreens and Alliance Boots/
AmerisourceBergen: Walgreens and Alliance Boots 
entered into a long-term partnership arrangement with 
AmerisourceBergen (“ABC”), one of North America's largest 
pharmaceutical wholesalers. The arrangement has four 
components:

 – Walgreens has entered into a 10-year distribution 
agreement with ABC for branded and generic 
pharmaceutical products. 

 – ABC will gain access to generics and related 
pharmaceutical products through the recently 
established Walgreens and Alliance Boots joint venture. 

 – Walgreens and Alliance Boots have the right to purchase 
a minority stake in ABC through the open market 
(7% interest) and warrants (16% interest) with an 
agreement not to acquire additional equity outside of this 
agreement. 

 – Walgreens and Alliance Boots will each gain a board seat 
upon meeting certain equity ownership milestones. 

The three companies believe this arrangement will enhance 
the supply chain function for each company through cost 
reductions and increased patient access to pharmaceuticals.  

• Various buyers/Hostess Brands:  In conjuncture 
with Hostess’ announced bankruptcy, there were sales of 
multiple brands for an estimated $860M cumulatively.   
The most signifi cant of which were the sale of Wonder, 
Butternut, Home Pride, Merita and Nature’s pride to Flower 
Foods for $360M and the sale of Twinkies, Mini Muffi ns, 
Cup Cakes, Ho Hos and other Hostess Snacks to an investor 
group led by Apollo for $410M.  

• Hormel Foods Corp/Unilever: Hormel acquired the 
Skippy peanut butter brand and business for $700M.  The 
transaction includes domestic manufacturing facilities as 
well as facilities in China.

• Sycamore Partners LLC/Hot Topic Inc: Sycamore 
agreed to buy Hot Topic, an owner and operator of US 
clothing stores for $625M.
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• Conagra/Cargill/CHS: Conagra, Cargill and CHS agreed 
to combine their North American fl our-milling businesses 
into a joint venture with over $4.3B in annual revenue, 
marking the milling industry's biggest merger in years.  
The new venture will be called Ardent Mills, and it will 
be the industry's biggest player, selling fl our products to 
customers in the baking and food industries and offering 
services such as product development.  The total deal value 
was not disclosed and was not determinable given the 
structure of the deal; however, the owners intend to receive 
cash distributions from Ardent Mills at closing, with initial 
estimates of the total proceeds to be $800M to $1B.

• Richard Schulze and a consortium of private equity 
backers also withdrew their $7.1B offer to acquire the 
majority stake in Best Buy during the quarter as they were 
unable to get the necessary leverage from the fi nancial 
markets.

Cross border activity

Overall, cross border activity has been trending up in the 
sector and represented 44% of deal volume in Q1-2013 
compared to 40% on average over the last fi ve years.  
Outbound deal activity has been more prevalent thus far in 
2013.  Signifi cant cross border activity in Q1-2013 included (in 
order of largest to smallest): 

• Outbound—South America: Constellation Brands, 
Anheuser-Busch InBev (“AB InBev”) and Grupo Modelo, 
the Mexico based maker of Corona beer, reached a fi nal 
agreement with the US Department of Justice (“DOJ”) to 
resolve the DOJ’s antitrust concerns challenging AB InBev’s 
previously announced purchase of the remaining interest 
of Grupo Modelo.  Constellation Brands agreed to purchase 
the US brand rights to Corona and other Grupo Modelo 
brands from AB InBev for a proposed $2.9B.  AB InBev will 
retain the ownership and rights to the non-US markets.

• Outbound—Europe:  Rhone Capital LLC agreed to 
acquire the bakery supply business of CSM NV, a Dutch 
producer and wholesaler of baking and food ingredients, 
for a proposed $1.4B, as CSM plans to focus on more 
profi table food ingredients. 

• Inbound—Europe:  Swatch Group AG of Switzerland 
acquired Harry Winston, a domestic manufacturer and 
retailer of diamond jewelry and watches, for $1B. 

• Outbound—Australia:  A US private equity investor 
group comprised of Altamont Capital Partners LLC and VF 
Corp made a tender offer to acquire the entire share capital 
of Australian based Billabong International Ltd for $552M. 

• Inbound—Canada:  The Canada Pension Plan 
Investment Board (“CPPIB”) and Kainos Capital LLC 
completed a secondary transaction acquiring primarily food 
assets from HM Capital (e.g., MSG Nutrients, Earthbound 
Foods, Advanced Refreshment) for $468M. Kainos Capital 
is a Dallas-based private equity fi rm formed by the food and 
consumer team from HM Capital.  

Corporate spin-offs and divestitures

In recent quarters, R&C sector has also seen continued activity 
in corporate restructuring and spin-offs, as companies reassess 
their portfolios and position in an increasingly competitive 
environment.  Recent corporate spin-offs have generally 
focused on realigning businesses to distribution channels 
or high versus low growth product segments.  Only one 
spin-off was noted during Q1-2013, as Leucadia National 
Corp completed the spin-off of its Crimson Wine Group Ltd 
unit, a Napa-based producer and wholesaler of wines.  On 
completion, Crimson listed in OTC under the symbol CWGL.

Divestitures, as a percentage of deal volume, were up slightly 
to 31% during the quarter versus 30% in Q4-2012 and Q1-
2012.  Additionally, there were several large divestitures 
during the quarter which included Supervalu’s divestment 
of fi ve of its grocery chains to Cerberus for $3.3B, CSM NV’s 
sale of its bakery supplies business to Rhone Group, LLC for 
$1.4B, and Unilever’s sale of Skippy peanut butter to Hormel 
for $700M.

Overall, we expect consumer branded companies to continue 
to evaluate their portfolios and divest or spin-off product.

IPOs

Total R&C IPO proceeds raised in the US in the fi rst quarter of 
2013 came in strong, far exceeding the comparative period in 
2012.  Total proceeds raised during the fi rst quarter of 2013 
were $1.8B, up 50% from proceeds of $1.2B in the fourth 
quarter of 2012 and more than 300% percent from the $431M 
raised in the fi rst quarter of 2012.  Volume in the fi rst quarter 
of 2013 was on par with the fourth quarter of 2012 with six 
IPOs closing and up slightly from the fi rst quarter of 2012 
which had fi ve IPOs close.

Cross border activity remains strong in the sector 
as companies continue to seek international 
growth through acquisitions
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The overall IPO market was punctuated by a strong start 
and fi nish to the quarter, with a three week pause from mid 
February to early March, demonstrating the importance of 
new issuers being ready to tap the equity market when the 
IPO window is open.  January 2013 experienced 50% of the 
volume and proceeds for R&C IPOs in the quarter and the 
Pinnacle Foods IPO closed out the quarter with proceeds of 
$580M at the end of March.  In the overall IPO markets, the 
R&C industry was second in total proceeds with three of the 
quarter’s top 10 IPOs, signifi cantly up from its ranking in 
previous periods. 

The R&C pipeline, however, continued to decline during 
Q1-2013 compared to 2012; there was a 53% decrease in 
companies in the pipeline with 8 companies having fi led for 
an IPO in the last 12 months with the expected proceeds of 
$1.8B down by 36%. One notable withdrawal in Q1-2013 
was Toys “R” Us who withdrew its registration statement for 
proceeds of $800 million citing unfavorable market conditions 
and a recently announced executive leadership transition.  
Additionally, a signifi cant portion of the decline is likely due 
to the JOBS Act, which did not go into effect until April 2012 
and allows Emerging Growth Companies (EGCs) to work 
confi dentially with the SEC. In the fi rst quarter of 2013, 67% 
of the R&C IPOs that priced qualifi ed as EGCs. The use of 
the confi dential fi ling provision of the JOBS Act continued 
to increase in the fi rst quarter as 33% of the R&C IPOs had 
previously fi led confi dentially with the SEC, compared to 18% 
of the 2012 R&C IPOs.  The election to confi dentially fi le can 
mask the actual IPO pipeline trend and is likely to result in 
increasing numbers of potential registrants throughout 2013.   

The fi rst quarter of 2013 saw strong R&C IPO pricing 
performance, as 67% of IPOs priced above the range, 
compared to 40% in the fi rst quarter of 2012. The average fi rst 
day return for IPOs pricing  in the fi rst quarter of 2013 was 
17%, down from the 30% gain for IPOs that priced in the fi rst 
quarter of 2012 which was largely driven by the success of the 

2012 Annie’s IPO.  Overall, fi rst quarter 2013 IPOs are up an 
average of 31% from their IPO date, outperforming the S&P 
500, which returned 10 percent during the fi rst quarter 
of 2013. 

The US IPO pipeline remains strong and given the improving 
economy, there continues to be optimism about the US IPO 
market for the remainder of 2013. Considering fourth quarter 
seasonality and a January year-end for many R&C companies, 
the second quarter of 2013 is prime for R&C companies 
seeking an IPO.  There has also been a notable uptick in the 
number of companies electing the JOBS Act exemptions 
permitting 2 years of fi nancial statements or eliminating a 
portion of the usually required 5-year presentation of selected 
fi nancial data. This affords companies a shorter timeframe to 
prepare for an offering and contributes to candidates’ critical 
ability to take advantage of open IPO windows on short notice.

Conclusions

Although deal volumes were down this quarter on a sequential 
and year over year basis, this quarter saw one the largest 
consumer products deals in history with the $23.5B Heinz deal 
coupled with fi ve other deals greater than $1B.  Additionally, 
we saw several alternative deal structures during the quarter 
which suggest retail and consumer companies are pursuing 
creative alternatives to grow and improve operations 
strategically.  The positive trend seen amongst large cap deals 
during the quarter, combined with strong corporate balance 
sheets, continued low interest rates and relatively high funds 
available for investment at private equity funds should allow 
for the retail and consumer deal activity to continue to trend 
positively in 2013.   We expect companies to continue to focus 
on expanding internationally, expanding capabilities across 
omnichannels and looking for avenues to improve profi tability 
through divestment of non-core operations.
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About PwC Deals business

PwC’s Deals practitioners help corporate and private equity 
executives navigate transactions to increase value and returns. 
In today’s increasingly daunting economic and regulatory 
environment, experienced M&A specialists assist clients on a 
range of transactions from smaller and mid-sized deals to the 
most complex transactions, including domestic and cross-
border acquisitions, divestitures and spin-offs, capital events 
such as IPOs and debt offerings, and bankruptcies and other 
business reorganizations. First we help clients with strategic 
planning around their growth and investment agendas and 
then advise on the business-wide risks and value drivers in 
their transactions for more empowered negotiations, decision 
making and execution. Clients can then expedite their 
deals, reduce their risks, capture and deliver value to their 
stakeholders, and quickly return to business as usual.

Our local and global deal strength is derived from over 1,400 
deal professionals in 21 cities in the US and over 9,800 deal 
professionals across a global network of fi rms in 75 countries. 
In addition, our network fi rm PwC Corporate Finance can 
provide investment banking services within the US.

Companies who do not follow a disciplined approach to 
integration usually are not as successful with their deals as 
those who do. A disciplined approach to integration helps 
achieve early wins, build momentum, and instill confi dence 
among stakeholders. An integration roadmap can be helpful in 
pinpointing and executing a clear integration strategy before 
a deal is fi nal. Adherence to some fundamental tenets of deal 
integration can guide companies along the path to a successful 
integration and allow managers to focus their efforts on sound 
strategy execution. Although every integration effort is unique, 
a company’s integration process should not be.

Data and methodology

The information presented in this report is an analysis of deals 
in the retail and consumer industry where the target company 
or the acquiring company was located in the Unites States of 
America. Deal information was sourced from Thomson Reuters 
and includes deals for which buyers or targets have target mid 
industry code that fall into one of the following mid industry 
groups: Apparel Retailing, Automotive Retailing, Computers 
& Electronics Retailing, Discount and Department Store 
Retailing, Food and Beverage Retailing, Food and Beverage, 
Home Furnishings, Home Improvement Retailing, Household 
& Personal Products, Internet and Catalog Retailing, Other 
Consumer Products, Other Consumer Staples, Other Retailing, 
Textiles & Apparel, and Tobacco. Certain adjustments have 
been made to the information to exclude transactions which 
are not specifi c to the R&C sector.

This analysis includes all individual mergers, acquisitions, 
and divestitures for disclosed or undisclosed values, leveraged 
buyouts, privatizations, minority stake purchases, and 
acquisitions of remaining interest announced between April 
1, 2011 and March 31, 2013, with a deal status of completed, 
intended, partially completed, pending, pending regulatory, 
unconditional (i.e. initial conditions set forth by the buyer have 
been met but deal has not been withdrawn and excludes all 
rumors and seeking buyers). Additionally, all spin transactions 
have been removed from the numerical and graphical 
presentations herein. 



In the rough and tumble of today’s shifting business environ-
ment, far-reaching changes are taking place faster than ever. 
As a result, “expect the unexpected” has become the mantra of 
CEOs around the world. 

That’s the takeaway from our 16th Annual Global CEO Survey, 
which polled 1,330 CEOs in 68 countries to fi nd out how they 
are dealing with this deluge of disruption and change. The 
survey includes responses from CEOs from the retail (79) and 
consumer goods (204) sectors. 

Uncertain economic 
conditions are top of mind 
for retail and consumer 
goods CEOs. Most expect 
economic growth will be 
fl at in 2013, yet signifi cant 
numbers of consumer 
goods CEOs (42%) and 
retailer CEOs (38%) are 
very confi dent that their 
company’s revenue will rise.

But they do have some concerns... Around three-quarters of re-
tail CEOs (74%) worry that changes in consumer spending and 
behaviour may hurt revenues, although only about half (53%) 
of consumer goods CEOs are similarly concerned. But nearly 
three-quarters (72%) of consumer goods CEOs see the cost of 
energy and raw materials as cause for worry, compared with 
just 54% of retailers. They’re working on the issue—more con-
sumer goods CEOs (67%) are investing 
in securing the natural resources that 
will be critical to business, as compared 
with retailers (39%). 

Some issues that cause high levels of 
anxiety for both groups include govern-
ment response to defi cits and debt, over-
regulation, and increasing tax burdens. 
Despite these worries, the majority of 
retail and consumer goods CEOs don’t 
expect the coming year will bring truly 
dire events, such as a drop below 7.5% 
in China’s GDP growth rate, a recession 
in the US, or a cyber attack or major 
disruption to the Internet. 

How CEOs are coping with change 
Our survey shows that retail and consumer goods CEOs have 
three goals in dealing with disruption: focusing on carefully-
selected initiatives to stimulate organic growth, exploring new 
ways to attract and keep customers, and balancing effi ciency 
with agility. 

CEOs are targeting pockets of opportunity—at home, but also 
in foreign markets. Many retail and consumer goods CEOs view 
organic growth in existing domestic markets as their primary 
opportunity for growth in the next year (39% and 29%, respec-
tively). For consumer goods CEOs, new product development 
is next on the list, while for retail CEOs deals—M&As, joint 
ventures, and strategic alliances—are more important.

CEOs are also counting on growth in emerging markets, with 
China ranked as the number one prospect over the next 12 
months by both sectors. But the US and Brazil are important 
too, followed by Germany, India, and Russia. 

To attract and keep customers, CEOs understand the impor-
tance of connecting with the multiplying masses of online 
shoppers and social media users. They know that many cus-
tomers—and potential customers—are hooked on the partici-
patory experience that social media provides. 

Spotlight article

Dealing with disruption: PwC’s Global CEO Survey
Key fi ndings from CEOs in the retail and consumer goods industries

72%
of consumer goods CEOs are 
concerned about the cost of 
energy and raw materials

32%
39%

29%

17%
24%

13%

17%
9%

18%

25%
22%

26%

8%
6%

11%

New operation(s)
in foreign markets

Organic growth in
existing foreign market

New M&A/joint
ventures/strategic alliances

New product or
service development

Organic growth in
existing domestic market

Consumer goods Retail Total sample

Q: Which one of these do you see as the main opportunity to 
grow your business over the next 12 months?
Base: All respondents (Total sample; 1330, Retail, 79; Consumer goods, 204)
Source: Pwc, 16th Annual Global CEO Survey 2013
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So it’s not surprising that 57% of consumer goods CEOs and 
61% of retail CEOs said users of social media are affecting their 
strategy, and most of these CEOs plan to increase efforts to 
reach out to connected consumers. We think many CEOs see 
this type of technology as more opportunity than risk. That’s 
borne out by the fact that fewer retail and consumer goods 
CEOs see the speed of technological change as a threat to 
growth, compared to the overall sample. 

CEOs are rallying their organizations around the customer in 
other ways as well. Survey respondents identify growing the 
customer base as the top investment priority for the next 12 
months, while enhancing customer service was the third most 
important investment priority. 

They’re also changing course to serve customers better and 
win their loyalty. More than 80% of both retail and consumer 
goods CEOs said they are altering their customer growth/re-
tention/loyalty strategies over the next 12 months.

Almost as important as a renewed commitment to customers 
is keeping costs in check. We found that 53% of retail CEOs 
and 49% of consumer goods CEOs said that improving opera-
tional effi ciencies is a top investment priority over the next 
12 months. In fact, they’ve already begun: 79% of consumer 
goods and 73% of retailers CEOs say they have implemented 
a cost-reduction initiative over the past 12 
months. In the coming year, fewer con-
sumer goods CEOs (63%) say they will 
implement cost-reduction initiatives, while 
around the same number of retailers plan 
to focus on cost-cutting measures as did so 
last year. 

 Most retail and consumer goods CEOs say 
supply chain partners are infl uencing their 
business strategy. In the year ahead, two-
thirds of retail and consumer goods CEOs 
plan to strengthen engagement with sup-
pliers. That should help to minimize costs 
and maximize supply-chain fl exibility and 
delivery performance. 

As we’ve shown, retail and consumer goods 
CEOs are working hard to make their 
organizations more agile, more appealing 
and more profi table. To succeed in, and 
align, these three goals, CEOs know they’ll 
have to repair the bridges between business 

and society. CEOs also recognize the important role that busi-
ness can play in addressing social challenges and improving 
national outcomes.

Creating and fostering a skilled workforce is a top priority for 
consumer goods CEOs (59%) and retailers (61%). And many 
retail and consumer CEOs say keeping those workers healthy is 
high on their list. 

CEOs are also working hard to developing leadership skills 
among employees. To do so, they are involving managers 
below the board level in strategic decision-making, proactively 
implementing executive development programs, and support-
ing succession planning, among other initiatives. 

Beyond the workforce, CEOs also understand the importance 
of being a good corporate citizen. They say they are involved in 
key initiatives that include improving the country’s infrastruc-
ture, addressing climate change and protecting biodiversity, 
and reducing poverty and inequality. 

This article is a condensed version of Dealing with disruption: 
16th Annual Global CEO Survey, Key fi ndings in the retail and 
consumer goods industry, PwC, February 2013.

79%
73%

73%

24%
34%

34%

18%

20%

16%
16%

24%

Insourced a previously
outsourced business

process or function

Outsourced a business
process or function

Implemented a
cost-reduction initiative

Consumer goods Retail

Past 12 months:

63%

Insource a previously
outsourced business

process or function

Outsource a business
process or function

Implement a
cost-reduction initiative

Coming 12 months:

Q: Which, if any, of the following restructuring activities have 
you initiated in the past 12 months? Which, if any, do you plan 
to initiate in the coming 12 months?
Base: All respondents (Retail, 79; Consumer goods, 204)
Note: Not all restructuring options are listed.
Source: PwC 16th Annual Global CEO Survey 2013
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