
Can your 
portfolio of 
brands provide 
the answers 
you need? 
Five questions consumer products 
companies should consider to 
optimize their portfolios
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Changing consumer needs, stagnant mature markets, 
volatile costs and disruptive new competitors demand 
a portfolio strategy that can deliver sustained, 

companies have a highly complex portfolio that 

dragging down overall corporate performance and 

Allocating scarce resources away from non-performing 

perceive that the return from this process is unlikely to 
 

Given the revenue growth pressures that consumer 

that a strategic approach to portfolio optimization is 

Consumer products companies must take a more 
strategic approach to portfolio optimization

 

We have observed recurring failures in the portfolio management process:
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Five questions for management

Although most consumer products companies conduct 
some form of portfolio review, very often it is policy-

perform a regular review, typically on an annual 

divested, or that there is a gap in the portfolio that 

a more strategic approach, in which they assess 

means assessing the consumer opportunity and the 
competitive landscape across the entire portfolio, 

developing a clear rationale for capital allocation 

needs or demographic changes, might affect 

A more strategic approach requires companies to 

understand what we want and why it is challenging, 

really understand what we want and why it is challenging, 

 

Are we treating portfolio management as a 1.
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perceived as a core part of the portfolio, are no 

divert resources toward assets with a higher growth 

plans and these roll up into a category or divisional 

resources can get allocated to the teams that make 

inconsistencies requires companies to adopt a top-

 2.

63% internal alignment on the value 
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Good data lies at the heart of an effective portfolio 

not have the data at the level they need to make 

historical data; they also need the tools and 
technologies, including sophisticated analytics 

performance, and map these against external 

potential opportunities and ensure that they start 

to understand the implications of the decision 

Allowing a company to understand the impact of 

assessment of the potential outcomes of acting on 

 
 3.
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Source: Global Divestment Study — Consumer Product and Retail Highlights, EY, 2016 
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companies should allocate greater 
resources in order to maximize its 

Grow Sustain

is not growing rapidly or is facing other 
challenges, it still could make sense for 

especially vigilant in determining the appropriate level of 

management team or marketing plan, or 

meet performance metrics that have 

selling it outright, or folding the assets 

 4.
Five questions for management
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acquire its most attractive targets on a certain date at a 

to take a long-term approach to deal-making to have a 

relationships with targets, which sometimes makes them 

“It is not realistic to assume a company can acquire its 

A structured, data-driven approach to evaluating 
different scenarios extends to tax as well. 
Early analysis of the tax impacts of various exit 

the ultimate cash proceeds from a deal and 
the divestiture path to be pursued. Failing to 
understand the numbers and tax consequences 
puts the seller at a disadvantage in negotiations, 
results in delays in the process, and potentially 
leaves money on the table.



for this: they may lack the resources to execute; they 
may spend so long on the analysis stage that they lose 

Five questions for management
Are we moving quickly enough from analysis 
to action?5.
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and create innovative strategies that put you ahead 

network of assurance, advisory and tax specialists 
includes 37,000 people focused on your industry, 

strategy formation, to tactical management planning, 
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your optimal 
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