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Traditional value drivers no longer provide competitive advantage
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Everybody talks about Customer Centricity



But ... does it drive business growth?



Insights2020 focus

HOW 

to achieve 
Customer Centricity?

WHAT

are the drivers of 

Customer Centricity?
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The Insights2020 Coalition
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Largest and most global I&A study ever conducted

60 Markets

337 Vision Interviews

10,495 Survey Respondents

• LinkedIn Behaviorial Analysis

• Wharton Crowd Sourcing

• 8 Global research teams

• Cross-industry, Cross-function



Customer Centricity and Revenue Growth go hand in hand
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Overperformers vs Underperformers



Customer-Centric growth
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Key dimensions of Customer-Centric growth
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Key dimensions of Customer-Centric growth

1. Purpose-led

2. Data-driven customization

3. Touch point consistency
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Driver 1. Purpose-led

Link everything to a 

clear brand purpose

80%
32%



Driver 1. Purpose-led

4

3

2

1

North Star for all 

decisions

Integrated in total 

marketing mix

Brand 

communications

Societal 

movement



Driver 2. Data-driven customization

Creating experiences based 

on data driven insights 

73%
31%



Driver 2. Data-driven customization
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1 One-size-fits all

Segmentation

Micro-targeting

Full 1-to-1



Driver 3. Touch point consistency

I&A to drive consistency 

across all touch points

64%
29%



Driver 3. Touch point consistency
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1
Focus on few ‘moments of 
truth’ (PoS, Advertising)

Marketing mix optimization

Cross-channel consistency 

and optimization

Extend to partners



Key dimensions of Customer-Centric growth

4. Embraced by all

5. Leadership priority

6. Collaboration

7. ExperimentationTOTAL
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Driver 4. Embraced by all

Customer Centricity is fully 

embraced by all functions

79%
13%13%



Driver 4. Embraced by all
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2

1 CC outsourced to I&A

Customer stewardship with 

customer facing functions

CC in all functions, 

processes and decisions

Seamlessly aligned 

with external partners



Driver 5. Leadership priority

Customer Centricity is a 

top priority for leaders

Incentives are based on 

customer related KPIs

91%
48%

45%

24%



Driver 5. Leadership priority

3

2

1 Leadership advocates CC

CC translated into personal 

measures and incentives

CC as key company metric / 

guiding principle



Driver 6. Collaboration

Work closely with 

customers

72%

45%



Driver 6. Collaboration
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1
Collaborate with 

Marketing & IT

Collaborate across 

functions

Collaborate with 

external partners

Co-create with 

customers



Driver 7. Experimentation

Embracing risk and 

experimentation

40%
13%



Driver 7. Experimentation
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1 Risk management mindset

Stimulate occasional 

experimentation

Allocate budget for 

experimentation

Full empowerment



Key dimensions of Customer-Centric growth

8. Leading role of I&A

9. Unlocking the power of data

10.Critical capabilities
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Driver 8. Leading role of I&A

51%
18%

I&A leading the 

business

I&A reports into 

the CEO

29%
12%



Driver 8. Leading role of I&A

4
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2

1 Support

Inspire

Challenge

Lead



Driver 9. Unlocking the Power of Data

THE ECONOMIC GRAPH Linking different data 

sources to distil insights 

67%

34%



Driver 9. Unlocking the Power of Data

4

3

2 Linking multiple 

data sources

On- and offline 

integrated

Predictive, 

Forward looking 

1 Know what data you have



Driver 10. Critical Capabilities

Storytelling
61%

37%

Business Sense
75%

50%

‘Wholebrain’ thinking 71%
42%



Driver 10. Critical Capabilities
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1 Research & Analytics mastery

Business Acumen

Creative solution 

thinking

Storytelling

Direction setting



2016 HBR: Building an Insights Engine
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Building an Insights Engine

3838

How Unilever got to know 
its customers

BY FRANK VAN DEN DRIEST, STAN 

STHANUNATHAN AND

KEITH WEED



Building an Insights Engine – Driving Customer-Centric Growth

ENGAGE PARTNERS
Collaboration

Business

Marketing/Innovation  

Customer

DEVELOP STRATEGIES
Integrate Planning

Go To Market

Digital/Social/Total Experience

In Store

EXECUTE IN REAL-TIME
Affinity for Action

Other Functions

Suppliers

Consumers/Super Users

ACCESS SOURCES
Forward looking

Internal: Care-Line 

Traditional: Focus Groups 

New Data: Wearables ..

INTEGRATE DATA
Data Synthesis 

One version of the truth

DISTILL INSIGHTS
Whole-brain thinking

Analytic, Creative & Empathetic

EMBRACE DISRUPTION
Experimentation 

Test and scale

Incentives

EQUIP for EXCELLENCE
Independence

Structure, Operating Model

KM Infrastructure

Training, Tools

WHO:

Insights Leaders

Business Acumen 

Storytelling

©2016  Copyright Kantar Vermeer



45%

53%

61%

+8%

+2%

+3%

Total Experience

Supporting scorecard

• Purpose-led

• Data-driven customization

• Touch point consistency

• Leading role of I&A

• Unlocking the power of data

• Critical Capabilities

• Embraced by all

• Leadership priority

• Collaboration

• Experimentation

Customer Obsession

Insights Engine

Revenue Growth 

Potential

+2.8%

ILLUSTRATIVE NUMBERS

73%

49%

53%

+2%

+5%

+3%

+9%

-6%

-2%

+3%

-7%

-9%

-6%

-2%

SCORE

GAP vs 

BENCHMARK AMBITION

SCORE

GAP vs 

BENCHMARK AMBITION

SCORE

GAP vs 

BENCHMARK AMBITION

+5%

63%

75%

61%

34%

+5%

+3%

+4%

+6%-2%
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Thank you



1. Access sources

32%

28%

Insights teams employ 

forward looking 

analytics techniques



2. Integrate data

67%

34%

Ability to link different 

data sources to distil 

insights



3. Distill insights

71%

42%

Insights functions are 

skilled at whole-brain 

thinking



4. Develop strategies

61%

46%

Insights leaders are 

involved in all key stages 

of the planning cycle



5. Engage partners

67%

52%

Insights functions that 

work closely with 

customers and other 

functions



6. Embrace disruption

40%

13%

Insights teams embrace 

risk & experimentation



7. Equip for Excellence

29%

12%

Insights team leaders 

report directly to C-suite 

executives



8. Execute in Real Time

So 

what?

Now 

what?

79%

47%

Insights functions pro-

actively participate in 

(strategic) decision 

making



9. Business Acumen 

75%

50%

Insights functions with 

people with business 

sense



10. Storytelling 

61%

37%

Insights teams convey 

messages through 

engaging narratives



PROVIDING INSPIRATION & 

PROVOCATION TO ENABLE 

TRANSFORMATIONAL 

ACTIONS

BEYOND INSIGHTS



Risk Mitigation Imagining the Possibilities

Tried and Tested Tools Innovative Approaches

Studying Consumers
Building relationships 

with People

Generating Insights Driving Outcomes

Predicting the future Shaping the future

From To



TECH ENABLED 

PLATFORMS



Partner Reward & 

recognition



CAPABILITY 

PROGRAMMES

Creative Leadership

Inspiring Leadership

CMI Academy

Business Partnering



…OR BE CHANGED


