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Introduction
Benchmarking is a marketing process used to measure business’s performance against competitors and industry standards. Benchmarking is key to companies to understand which path to follow and to make better decisions. The company chosen for this task is a French textile brand: Le Slip Francais. This report will include the recognition of the market leading organisation, the best practices of this organisation and a comparison to understand how can Le Slip Francais improve using benchmarking.
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I- Recognition of the market-leading organisation

The market in which Le Slip Francais is operating is quite small and narrowed. This market is the French market of underwear and clothes products made in France. This market divided in 3 categories, the specialized, the designer and the made in France brands. 
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The specialized and designer brands are indirect competitors whereas Arthur, Garcon Francais and Armor-lux (Made in France brands) are direct competitors. In fact, Armor-lux is the leader in this market, way more implanted than the 3 others brands. Le Slip Francais have a challenger position on this market. Armor-lux weights 90M€ of sales revenue (77M€ more than Le Slip Francais), 550 employees and 80 years of experience. Armor-lux promote quality, social cohesion, innovation and ethics. Furthermore, there is discrepancies between the 2 brands. Armor-lux revenues are made up to 40% thanks to B to B (private and public organisations) when Le Slip Francais are made up to 100% with B to C. In addition, Armor-lux does not have the same amusing positioning than Le Slip Francais because they target a larger and older audience.





II- The best practise of the organisation 
Armor-lux is an organisation created in 1938. They are not a social media generation organisation. Although they use social Medias, their marketing strategy is not based on them. They use Facebook, Twitter and Instagram which is a prerequisite for any brand nowadays but they are not depending on them. For example they only have 13k subscribers on Instagram which is very low. Indeed, they are not much known, they are not active on those channels because of their target audience is broader than the one of Le Slip Francais which is a young and connected audience generation. However, what makes the company's success in part is that she has been able to seize the opportunity of an important B to B market. Armor-lux capitalized on this market by developing customer relationship management tools like a telephone reception platform for B to B clients that allows a personalized service. Also, the investment in customer relationship management tools for Armor Lux is also one of the factors behind its success. They make it possible to know more about the customers, build loyalty with them and limit the risk of customers escaping to the competition. This good knowledge of the customer makes it possible to implement a more personalized service: thanks to the database containing all customers and their consumption habits. Targeted actions can be implemented in order to offer services that meet customer expectations. They also allow the different departments of the company to collaborate through the sharing of information regarding any interaction with the client. The communication of Armor-Lux is based on the Brittany culture, ethics, fair and sustainable trade. The use of the commercial relationship management system makes it possible to generate and manage a customer file that can lead to an appropriate communication policy based on the standard profiles of identified customers. The competitive advantage of Armor-Lux is due to the fact that the company is always one step ahead. The sources of Armor Lux's competitive advantage are: 
Its innovation policy which guarantees a technological lead over its competitors in terms of textiles and material. 
Its logistics: One production unit makes possible to carry out all phases of the production process and to make products available in a very short time period (delivery throughout France in 72 hours. For professional customers such as the train line public company (SNCF), a reception platform also allows the agents to place their direct orders and to be delivered in 8 days. 
One of the strengths of Armor-lux is also the distribution. The company has set up an integrated distribution network based on 2 types of points of sale: city centre shops adapted to the wealthiest customers. There are also original medium-sized urban shops that target a smaller audience for products with lower added value. This distribution network is controlled and allow to avoid the downward pressure on prices imposed by the mass retail sector.




III- Channel to improve for Le Slip Francais
[bookmark: _GoBack][image: ][image: C:\Users\James\Desktop\téléchargement (1).png]he figures below show that the engagement of the customers of Armor-Lux is higher than the one for Le Slip Francais when the brand Le Slip Francais only sell online unlike Armor-Lux, that’s an improvement point for the brand.
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Le Slip Francais is outperforming Armor-Lux in term of visibility on social medias because of the differences of communication strategy due to the different audience. However, there are sectors where Armor-Lux got way more experience. The two channels where Le Slip Francais can improve by taking inspiration from Armor-Lux are the e-mailing and the press (public relation). 
Below is the traffic source from similarweb.com for Armor-Lux in blue and in orange for Le Slip Francais. We can see that Le Slip Francais attract way more customer from social Medias than Armor-Lux. Furthermore, the e-mailing campaign of Armor-Lux is effective (22% of their traffic source) whereas the one of Le Slip francais is weak (8%). 
[image: ]












Action to plan for Le Slip Francais :

· E-mailing: Undertake an e-mailing communication policy using CRM tools to create a customer database. Also implement other tools such as an email Recovery Campaign that increases the conversion rate. By trying to achieve the same successful results of the leader

· Press: In fact on the graphic above we can see that the traffic source from “Search” is 17% lower for Le Slip Francais compared to Armor-Lux. This is due to the fact that people are talking way more about Armor-Lux. Trends are relayed by social medias but also by the press (TV, newspapers) and Armor-Lux in France is highly represented in the press. In fact, reports are regularly devoted to them on national channels and articles are frequently written on newspapers such as “Ouest France” which is a Breton newspaper. It improves the brand awareness and gives customers’ confidence. Le Slip Francais needs to start a public relation campaign in order to earn more notoriety to increase their search traffic source and perform with a multi-channel communication strategy.


Conclusion

This 2 organisations are from different generations. Le Slip Francais is young and digital and puts everything in social Medias whereas Armor-Lux is experienced and opts for a multi-channel communication, knows how to diversify and catch opportunities. Thanks to this benchmarking we were able to sort out some improvement points that Le Slip Francais could follow such as an e-mailing campaign and a public relation campaign to follow the path of their leading organisation Armor-Lux.
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