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Thanks for being here!



WHAT’S THE 

PROOF?

WELCOME TO THE age of relevance



Insights2020 Report*
Quantifies the impact of Customer Centricity 

12%

78%

*Research conducted by Kantar Vermeer, Sept 2015

In 78% of over-performing companies (revenue growth), customer 

centricity is fully embraced by all functions

whereas this is only true in 12% of under-performing companies

WELCOME TO THE age of relevance

13%

51%

51% of over-performers indicate that Insights & Analytics are 

leading their business.

Only 13% of under-performers claim the same.
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BRANDS ARE STRUGGLING

THE NEED OF A DIFFERENT LENS

A BRAVE NEW WORLD

OUTSIDE-IN COLLABORATION

INSIDE-OUT ACTIVATION
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EXTREME BRAND EXPECTATIONS
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Extreme expectation 1

FROM PROMISE

TO PURPOSE
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“Combined, sustainable living 

brands grew 50% faster than the 

rest of the business and delivered 

more than 60% of our growth in 

2016.”

Keith Weed, CMO, Unilever
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WELCOME TO THE age of relevance

Extreme expectation 2

FROM BRAND IDENTITY

TO BRAND IDENTIFICATION
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Extreme expectation 3

WELCOME TO THE age of relevance

FROM EXPERIENCE

TO ‘ME-XPERIENCE’
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ILLUSION OF LONGEVITY
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ILLUSION OF DIFFERENTIATION
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ILLUSION OF ATTENTION
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ILLUSION OF LOYALTY
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THE HOLE IN THE WALL
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SOLUTIONS

PURPOSELIFE

NEEDS

MOMENTS TOUCH POINTS

RELEVANCE

SWEETSPOT
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CONSUMER

CENTRIC

BRAND

CENTRIC



BRAND

CENTRIC

CONSUMER

CENTRIC
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MOMENTS TOUCH POINTS
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MOMENTS OF TRUTH
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NEEDS

WELCOME TO THE age of relevance

CONSUMER

CENTRIC

BRAND

CENTRIC

SOLUTIONSRELEVANCE

SWEETSPOT
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ZOOMING OUT



PURPOSELIFE

WELCOME TO THE age of relevance

CONSUMER

CENTRIC

BRAND

CENTRIC

RELEVANCE

SWEETSPOT
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IN THEIR SHOES



Did you 

use your own
brand or product?
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Did you 

read an online review of 

a consumer?
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Did you directly 
talk to a consumer about your 

brand or product?
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Did you learn

something new about 

your market?
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Did you 

start a meeting 
with a story

on a consumer or end-user? 
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Do you have any mechanisms to 

‘continuously’ 
engage in conversation with 

your consumers or end-users?
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Stage 3

Responsive

to consumers

Stage 4

Engaged

with consumers

Stage 5

Powered

by consumers

Stage 2

Targeted

on consumers

5 MATURITY STAGES 

OF CONSUMER

RELEVANCE

WELCOME TO THE age of relevance

Stage 1

Neglecting

consumers
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YOU ARE

NOT

YOUR

CONSUMER 
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A PERFECT STORM FOR

WELCOME TO THE age of relevance

CONSUMER COLLABORATION
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#MINDS#HEARTS #ACTIONS
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GOING TO THE real place
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BREAKING THE silos
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WELCOME TO THE age of relevance

JOIN THE COPERNICAN

BRAND REVOLUTION!

EMPOWER CONSUMERS TO 

SHAPE YOUR BRAND

ACTIVATE EMPLOYEES TO 

EMBRACE CONSUMER INSIGHTS





WHAT IS AND IS NOT AN INSIGHT?

INSIGHT DEFINITION AND QUIZZES

WHY AN INSIGHT?

HOW TO CHOOSE INSIGHTS

WHAT IS an insight@tomderuyck



Not an 

observation

1

WHAT IS an insight@tomderuyck



More than big 

data

2

WHAT IS an insight

More than big 

data

2

@tomderuyck



Not a product 

solution itself

3
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Not linked to only 

one idea

4

2005 2013
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Not trying to 

solve multiple 

problems

5
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68

Recap WHAT AN INSIGHT ISN’T

NOT A PRODUCT 

SOLUTION

NOT AN 

OBSERVATION
MORE THAN 

BIG DATA
NOT ONLY 

LINKED TO 

ONE IDEA

NOT TRYING TO 

SOLVE MULTIPLE 

PROBLEMS

Big data in itself is 

not an insight as 

once again you 

probably do not 

have a confirmed 

explanation for the 

phenomena.

Insights are only 

used as a 

springboard for 

ideation, leading to 

many potential 

solutions.

Great insights are 

enduring and can 

generate business 

and equity growth 

over many years.

Keeping the needs 

single minded 

means a more 

focused and clear 

proposition for the 

consumer.

1 2 3 4 5

We need to 

understand the 

motivations

behind the 

observation.
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In-sight |’in.sit|
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It’s me!

A good insight has a context 
that is recognizable and real 
to a consumer.

It resonates.

They can identity.

Relevance
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The light goes on

A fresh, new way of looking at 
your behavior.

Something latent rises to the 
surface.

Aha!
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Is there a ‘fresh’ insight

behind this product?
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Not emotionally 
neutral

Insight should refer to a 
situation that a consumer is 
motivated and excited to 
change!

Emotion

WHAT IS an insight@tomderuyck



In-sight |’in.sit|

Relevance

A good insight is 

recognizable & real 

to a consumer.

Freshness

A good insight is a 

fresh way of looking 

at things.

Emotion

A good insight 

creates an 

emotional desire 

to change.

Key to success

A good insight creates 

the foundation for 

actionable marketing 

decisions; ultimately 

leading to a 

competitive advantage

WHAT IS an insight@tomderuyck



In-sight |’in.sit|

short ‘consumer story’ articulating an unmet 

need that can drive (category) behavior change; 

ultimately leading to a competitive advantage.

WHAT IS an insight@tomderuyck



“When I travel I want to experience 

my trip through the eyes of a local 

and get to places where (almost) no 

hotels are, but I do not want to 

spend too much money. It would be 

great if I could really experience my 

holiday in a unique place but in an 

affordable way” 

WHAT’S 

THE BRAND 

BEHIND THIS

INSIGHT?
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WHAT’S 

THE BRAND 

BEHIND THIS

INSIGHT?
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“When I travel I want to 

experience my trip through the eyes

of a local and get to places where 

(almost) no hotels are, but I do not want 

to spend too much money. It would 

be great if I could really experience 

my holiday in a unique place

but in an affordable way” 

ARE THE

INSIGHT

INGREDIENTS

PRESENT?

WHAT IS an insight@tomderuyck



When I travel I want to 

experience my trip 

through the eyes of a local 

and get to places where 

(almost) no hotels are, but 

I do not want to spend too 

much money. It would be 

great if I could really 

experience my holiday in 

a unique place but in an 

affordable way 

RELEVANCE
ARE THE

INSIGHT

INGREDIENTS

PRESENT?

FRESHNESS

EMOTION

WHAT IS an insight@tomderuyck



More likely aspirational More likely friction solving

WHAT IS an insight@tomderuyck

In DNA insights are all the same, 

but the content or story being told can be different.

BRAND

Can be category 

related or a 

general life 

ambition

Highly emotional

PRODUCT

(SERVICE)

PACKAGINGCOMMS SHOPPER

Tends to be more 

category related 

but can be 

general life 

ambition

Tends to be 

category related

More functional

Can be category 

related or a 

general life 

ambition

Highly emotional

Tends to be 

category related

More functional



PRODUCT

Consumers like irregularities 
and imperfections in their 
candy.

M&M’s
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PRODUCT

Consumers like to see the 
result of their vacuuming 
work, it reassures them.

Dyson

WHAT IS an insight@tomderuyck



COMMUNICATION

"You're Not You When 
You're Hungry" campaign 
tapped into the simple truth 
that when you're hungry, 
you're not yourself. 

Snickers

WHAT IS an insight@tomderuyck





SHOPPER

It would be great if I could 
already be chilling my beers 
on the way to the party!

Heineken

WHAT IS an insight@tomderuyck



Quick

Insight Quiz

WHAT IS an insight@tomderuyck



What is this?

“the volume of coffee consumption among 18-

25 year old consumers is declining for 

2 years now”

Hypothesis Insight

A B C
Observation
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What is this?

“I think that young people are drinking less 

coffee cups per day than 2 years ago 

because they are concerned with the negative 

health effects of too much caffeine”

Hypothesis Insight

A B C
Observation
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What is this?

“I really love the great tastes and experiences that 

modern coffee brands provide at home and work, 

however I do have some concerns over the effects of 

too much caffeine. It would be great to enjoy rich 

coffee experiences in a slightly more healthy way.”

Hypothesis Insight

A B C
Observation
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What is this?

“Men aged 25-40 seem to be using more 

expensive beauty products such as 

moisturizers and eye creams as they think 

modern women don’t appreciate wrinkles”

Hypothesis Insight

A B C
Observation
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What is this?

“In ethnographic research we noticed that 

many consumers were putting extensive 

efforts into cleaning their home (floors) before 

receiving visitors.”

Hypothesis Insight

A B C
Observation

WHAT IS an insight@tomderuyck



What is this?

“In ethnographic research we noticed that 

many consumers were putting extensive 

efforts into cleaning their home (floors) before 

receiving visitors.”

Hypothesis Insight

A B C
Observation

WHAT IS an insight@tomderuyck



What is this?

“I do not like to dance with a drink in my hand. I wish 

there was a way to avoid that when I go dancing and 

leave my drink on the table, that my drink is gone 

when I come back to take a sip.”

Hypothesis Insight

A B C
Observation
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What is this?

Hypothesis Observation Insight

A B C

“I do not like to dance with a drink in my hand. I wish 

there was a way to avoid that when I go dancing and 

leave my drink on the table, that my drink is gone 

when I come back to take a sip.”

WHAT IS an insight@tomderuyck


