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FutureView™ Thought-Leadership  – formulating growth 

strategies in today’s disruptive marketplace 
FutureView™ Thought Leadership is proprietary research developed by the partners of 

InsightTech Advisors to help the leaders of Marketing Insights firms better define and 

understand the disruptive forces that are shaping the evolution of the marketing insights 

market and the players driving these changes. The goal is to provide the relevant context as the 

first step towards formulating growth strategies for this new era. 
 

The market assessment presented in this research draws upon the leadership and operational 

experiences of the partners as well as a wide range of curated third-party sources. These sources 

include interviews with industry influencers, information from industry blog posts, company and 

issue analyses, CMOs and financial analysts, have also shaped the thinking about key trends, 

implications and recommendations. These sources are noted at the end of this document for 

proper attribution.  

 

Our Point of View 

We believe it is essential for Marketing Insights firms to understand the dynamics that are 

occurring with the brand marketer and their customers as a first step towards defining how to 

respond to any new requirements.  FutureView™ Thought-Leadership 2018 - 2020 is, therefore, 

focused on the three stakeholders in the Marketing Insights marketplace: the customer, the 

brand marketer and the Marketing Insights firms.  Our objective is to provide an understanding 

of the key trends impacting these stakeholders.  

 

 Customers represent the end-users for B2B brand 

marketers and consumers for B2C brand marketers.  

  
 Brand marketers represent the enterprises that 

market to end users and consumers. 

 

 Marketing Insights firms support B2B and B2C brand 

marketers. 
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Two independent macro forces are disrupting the marketing insights market: 

 

 Customers are now demanding brand marketers to deliver a personalized customer 

experience, anytime, anywhere. 

  

 There is an explosion of next-generation data, analytics, technology, and cloud 

computing platforms that delivers a new class of marketing insights and has permanently 

altered the marketing insights landscape.  

 

 

The FutureView™ Thought- Leadership 2018 – 2020 highlights a number of core implications that 

result from these two macro forces – for both Brand Marketers and the Marketing Insights firms 

that support them.   

 

Brand marketers are transforming their operating model to focus on delivering a superior 

personalized customer experience, anytime, anywhere, as the new mode of competing to 

acquire and retain customers – these are the new table stakes.  To achieve this goal, they now 

have new and different requirements for marketing insights than in the past.  In parallel, next 

generation data, analytics and technology to meet these needs are available and affordable.  As 

a result, these new requirements are attracting a new breed of marketing insight firms, thereby 

expanding and reshaping the marketplace and disrupting the traditional set of firms.    

 

Our focus is ultimately on the how Marketing Insights firms will need to address these changes 

in order to better serve their brand marketer clients in the new environment.  Key insights for 

action include: 

 

 Personalization will become the Fifth “P”, expanding the foundational Four P’s marketing 

model 

 

 Five forces of change are driving a new operating model and culture for the marketing 

function. 
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 A new breed of tech-enabled firms that we are calling InsightTech™ firms, are responding 

to brand marketers’ new mandate.  These firms are expanding and reshaping the 

traditional marketing insights market to form the InsightTech™ ecosystem.   

  

 Four Waves of Innovation are shaping the InsightTech™ ecosystem and defining 

characteristics of future competitors.  

 

Transformative growth is in our DNA 

We at InsightTech Advisors are recognized C-level executives from the marketing information 

services industry with a combined 60 years of relevant operating experience. We believe that 

growth is the outcome of a disciplined and integrated set of processes which start with a system 

to maintain a current understanding of your clients’ priorities, innovations in data and technology 

as well as the changing market landscape. Together, this knowledge provides the insight to 

anticipate and respond to changing client needs and market innovation - to unlock new value 

and growth. This combined thinking and experience is embedded in our FutureView™ Thought-

Leadership 2018 – 2020.  
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Executive Summary 
 

The model for how customers are being served is permanently disrupted  

The power of the customer has never been greater than it is today. No longer are they exclusively 

dependent on brand marketers for information regarding purchase decisions. They are now also 

likely to gather desired information via many online sources, as well as from reviews from other 

customers. These customers can and do publicly share their satisfaction or dissatisfaction with 

their purchases and usage experience via social media, surveys and satisfaction ratings, thus 

putting brand marketers on notice in real time in a whole new way. 

Moreover, there is a real gap today between the perception that brand marketers have 

concerning how effective they are in engaging their customers and the end user consumer’s 

belief that brand marketers fall significantly short of being able to actually provide value to them.  

The Marketo 2017 State of the Engagement Study of both brand marketers and customers clearly 

indicates the importance customers are now placing on being heard and serviced as unique 

individuals. Importantly, customers are currently dissatisfied with the experience that brand 

marketers are providing them. Those brand marketers who figure this out first and adjust their 

strategies will be the winners. 

 
There is a critical gap between marketer and customer perceptions 

 

 
 

Figure 1 

Marketo 2017 State of the Engagement Study (among B2B & B2C customers and marketers) 
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Brand marketers are responding by personalizing the customer experience (CX) 

They are acting at the enterprise level by aggressively transitioning to a more customer-centric 

model, where delivering a superior personalized customer experience at the individual level, and 

at scale, will be the new model by which to compete and grow. To achieve this goal, brand 

marketers will have to establish a continuous relationship with their target customers along their 

decision journey – from discovery to purchase to renewal to advocacy. This relationship must 

engender a personalized understanding as to where each customer (or potential customer) 

resides along this path and the ability of marketers to answer questions and to serve up relevant 

content to inform and influence this journey in real time. Delivering a superior personalized 

customer experience at each touchpoint will be the basis by which customers buy, renew and/or 

advocate, or not. 

“By 2017, 89% of marketers expect customer experience to be their primary differentiator.”  

Gartner 

 

Marketing insights will be key to delivering a personalized customer experience 

We believe that the effective use of marketing insights that drive consistently solid decision 

making at each touchpoint of the customer decision journey will be the essential element to 

delivering a superior personalized customer experience. The quality and importance of these 

insights will continue to grow rapidly, taking advantage of the wealth of online and offline, 

structured and unstructured data, in combination with more powerful analytics and technology 

that produce them.  

Brand marketers and the marketing insights services firms that serve them will determine how 

best to logically organize and link this data so that more is known about individual target 

customers, their paths to purchase and how they respond to marketing programs in real-time. 

As more is learned, brand marketers will be able to develop better marketing, customer and 

competitor insights to drive more effective planning and improved performance across all 

marketing activities. The use of these insights will be the key to consistently delivering a superior 

personalized customer experience and driving profitable top-line enterprise growth.  
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Personalization (the 5th “P”) is the game changer in this new market 

To address this new focus, we have expanded the traditional 4 Ps foundational model of 

marketing – product, pricing, promotion and placement – to now include personalization as the 

5th P.  This model is the framework for the four broad areas of decision making (4 Ps) that are the 

growth drivers for a company.  Personalization will become the filter that organizes and 

integrates the 4 Ps into a personalized customer experience for the target consumer. 

 

Next-generation data and analytics are enabling a superior personalized CX 

The role of marketing insights and how they drive better decision making has never been more 

important to brand marketers than it is today. These new data-driven tools will be needed to 

create new personalization-based insights for enhancing personalized customer experiences. 

 

New players are reshaping the marketing insights market to respond 

This transition to a personalized customer experience focus is changing relationships between 

brand marketers and traditional marketing and commercial insights firms, opening opportunities 

for non-traditional, tech-enabled players to compete. To be successful, marketing insights 

services firms will need to understand why and how the market for their services is changing and 

be able to respond appropriately to add value and deliver against these evolving customer 

expectations.  

 

What it takes to win in today’s market 

As brand marketers move to a business model of delivering personalized customer experiences 

anytime, anywhere, marketing insights services firms must demonstrate how their portfolio of 

services helps the brand marketer achieve this goal.   

InsightTech Advisors believes this is where these firms must rapidly adapt their service offerings 

in order to align with their client’s new mandate to achieve their growth ambitions. 
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Understanding the New Mandate for Brand Marketers 

Challenge: Deliver a superior personalized customer experiences – the new basis for 

competing 

1. Customer purchase decision journey will be the focus for marketing activities 

Delivering superior personalized customer experiences to current and prospective customers 

across all online and offline touchpoints of their purchase decision journey is the new basis for 

competing and growing the business. Brand marketers and CMOs are embracing this as the 

new formula for top-line growth. 

 
The Customer Lifecycle Map 

 

Figure 2 
Adapted from Robert Allen, former editor of Smart Insights, May 2017 
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2.  Marketing will change to adapt structure and workflow to this new strategy 

Delivering superior customer experiences will change how brand marketers and CMOs 

organize to do the work and the pace by which they implement innovation to improve their 

performance. These personalized customer experience marketing initiatives will be an 

enterprise-level effort, sponsored by the CEO and most likely led by the CMO. This initiative will 

focus on continuously understanding the dynamics of a brand marketer’s key market 

segments, coupled with defining their target buyers’ path to purchase through to loyalty.  

Marketing departments will evolve from operating in functional silos to establishing multi-

functional teams with well-defined and integrated processes to deliver their marketing 

programs. Marketing will move from being reactive to becoming proactive, metric-driven and 

agile in order to connect in real time with today’s customer, thus spawning a culture of innovation 

and growth.  

3. Speed of response will become a new requirement – tech will be the enabler 

The increasing “need for speed” to address the demand to deliver personalized customer 

experiences and the response requirements will drive brand marketers and CMOs to better 

leverage technology and streamline how marketing activities are organized and run. 

Understanding your target customer’s decision journey (see figure 2) and aligning your marketing 

processes to deliver will be critical. 

4. Individual people data will be the foundation and currency for marketing 

Emerging individual people-data management tools, data and processes will enable 

personalized marketing programs to be targeted and delivered at the individual level and at 

scale. 

Integrating the online and offline purchase, demographic, behavioral, digital, identification and 

location data at a person level is now possible. This integrated data will enable personalized 

marketing programs to be developed, launched and fulfilled – and at scale. These marketing 

efforts will focus on providing “one voice to each customer” across all touchpoints and channels 

of communication. 
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5. AdTech, MarTech & InsightTech platforms will come together in one system  

New technologies are driving the growth of multi-functional platforms (AdTech, MarTech and 

now, InsightTech™). Cross-functional marketing teams will integrate these platforms over time 

into a comprehensive customer experience marketing system (see figure 3), with the goal of 

delivering omni-channel, customer-specific acquisition, retention and experience programs. AI  

and machine learning will be accelerants to improving the quality of decision making leading to 

better performance outcomes. 

 

The Always-On Customer Experience Marketing System 

 

 

Figure 3 
Source: adapted from Mayur Gupta, VP Growth, Spotify  

Ad Age IQ Conference - Marketing & Technology Conference – January 2017 
 

The goal is to design a system that will enable planning and deployment of marketing programs 

(see figure 3). These systems will be interoperable across data and analytic requirements, 

scalable and operating in real time. These new tech-enabled capabilities will give brand 
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marketers the ability to provide a seamless, real-time customer experience, engaging them 

across all touch points. 

 

A New Definition for How Marketing will Operate 
 

Moving to the 5th “P” (personalization) 

The frame of reference, or organizing principle for the marketing insights marketplace, is based 

on the insight-related services that drive decision-making around the core marketing activities. 

These marketing and commercial insights (M&CI) services will be divided between those that 

drive marketing planning decisions and those behind performance optimization decisions made 

after marketing programs have been delivered. 

 

We define marketing as the business function concerned with activities that drive demand and 

lead to revenue growth. The traditional definition of marketing has been organized around the “4 

Ps,” which are the pricing, product, placement and promotional-related activities that drive 

growth.  

As we move into this new world of customer experience marketing, the definition of marketing 

will expand beyond the “4 Ps” to also include the 5th “P” (personalization).  It will become the filter 

through which the traditional 4 Ps activities will operate. Specifically, these initiatives will focus 

on generating competitively superior personalized customer experiences at the individual level 

across all online and offline touchpoints and at scale. Delivering a superior personalized 

customer experience will be the key to brand marketers’ growth strategies going forward.   

The core activities (see figure 4) in this new, expanded definition of marketing include: 

 Customer knowledge/customer experience. Developing a 360-degree understanding of your 

prime customers and prospects, including how they behave across each stage of their 

customer decision journey, and understanding the levers that drive a better, more 

personalized customer experience. 
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 Product innovation & portfolio optimization. Developing an understanding of the levels of 

customer satisfaction (or dissatisfaction) with individual products, as well as the portfolio 

overall, and designing a continuously updated roadmap of enhancements to improve 

customer satisfaction will be critical. This workflow will include how target customers are 

engaged to co-create these enhanced offerings.  

 

 Content and messaging. Developing a clear inbound and outbound content and messaging 

plan and tactics across the stages of the customer decision journey. Staying connected and 

delivering a personalized approach will be keys to success. 

 

 Pricing & revenue optimization. Understanding and leveraging the role that pricing plays for 

each product and across the portfolio, including short- and long-term elasticities, as well as 

competitive or cross-elasticities, will be important. Developing a pricing architecture aligned 

to your product and portfolio strategy will be key. 

 

 Omni-channel/go-to-market execution. Understanding the role and strategic importance of 

each customer touchpoint, channel and how they interact with each other is critical. The next 

step is developing the appropriate programs that reflect this understanding and investing 

accordingly.  

 

The Marketing Activities Framework That Drives Growth 

 
Figure 4 

InsightTech Advisors – FutureView™ 2018 – 2020 
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Innovation and getting the “product right” will be where it begins for the marketer 

 

The role of innovation will continue to be a critically important activity for brand marketers in 

order to enhance the quality and relevance of their product and/or service offerings to create a 

loyal customer base and drive growth. Getting the product and the personalized customer 

experience right is where everything begins. Marketing support that includes communication, 

pricing and distribution initiatives will continue to be geared towards driving awareness, 

increasing sales and repurchasing of the product and/or service.  

 

The work and process to deliver marketing programs will change 

 

Marketing activities will be integrated into tech-enabled workflows that are focused on delivering 

a superior customer experience to satisfy real-time customer response, personalized 

communication and technology-infused innovation. 

 

Marketing teams will adopt an “agile” mode of behavior, leveraging experiences from how 

technology is currently developed; i.e., using a “minimum viable product (MVP)” philosophy, to 

expose customers to product concepts in progressively rapid-cycle releases. In this way, 

marketers get customer feedback faster for influencing the development of products and 

services that better meet customer needs.  Incorporating agile thinking and rapid-cycle Test & 

Learn programs will be the process to evaluate and prove product concepts, as well as 

developing the full range of marketing innovation hypotheses. These include communication, 

pricing and distribution initiatives, with the goal of achieving incremental growth and world- class, 

personalized customer experiences.  
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Understanding the New Market for Marketing Insights  

Challenge: Leverage the explosion of next-generation, tech-enabled data and 

analytics to help brand marketers deliver superior personalized customer experiences 

 

The new mandate for brand marketers requires new and different marketing insights services to 

deliver a personalized customer experience anytime, anywhere.    A new breed of Marketing 

Insights firms are stepping in to support brand marketers.  They are expanding and reshaping the 

market into an ecosystem of firms focused on the data, analytics and process requirements for 

the new mandate and disrupting the traditional Marketing Insights firms. 

 

We define marketing insights as the enterprise process for defining, gathering, analyzing and 

distributing accurate and relevant insights regarding the products, customers, competitors, 

business environment and the organization itself. This methodical program enables the 

organization's decision making for the strategic, tactical and operational marketing activities that 

will ultimately drive growth. This process is usually led by the marketing function in most 

enterprises (source: Wikipedia). 

 

Investopedia defines “ecosystem” as the network of organizations  – including firms, distributors, 

customers, competitors, government agencies and so on – involved in the delivery of a specific 

product or service through both competition and cooperation. The idea is that each business in 

the ecosystem affects and is affected by the others, creating a constantly evolving relationship 

in which each business must be flexible and adaptable in order to survive. We chose the term 

“ecosystem” vs. “market” as it more aptly describes the dynamics present and growing among 

and between the Marketing Insights firms operating here.  
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The marketplace for marketing insights is expanding to include new players 

 

The implication for this ecosystem framework is that the marketing insights market map (see 

figure 7) will expand beyond the traditional marketing research and advanced analytics firms. It 

will now include three new segments:  

 InsightTech™ service firms (the new technology-enabled data, analytic, workflow and insight 

firms). 

 

 Consulting companies (traditional management consulting and digital transformation 

consulting) who have entered this market to compete with traditional firms for strategic 

marketing research assignments. 

 

 

 Cloud-based marketing service firms (digital marketing hub firms and multi-channel campaign 

management companies). This last set of companies are included as they are creating people 

datasets and engagement capabilities that will generate insights that drive marketing planning 

and optimize decision making. 

 

InsightTech™ firms are the new players shaping the marketing insights ecosystem 

InsightTech™ is the new term we are using to describe the Marketing Insights firms that are taking 

advantage of the explosion of data, advances in analytics and enhanced “cloud” computing 

power to deliver personalization-based marketing insights. These insights will drive better 

decision making that will lead to better, more personalized customer experiences for brand 

marketers’ current and prospective customers across all online and offline touchpoints. In 

addition, these insights will be derived from online, offline, structured and unstructured data 

sources. Finally, these insights will be generated in shorter cycle times and empower marketing 

workflow activities, thereby accelerating time-to-action for optimized customer experience and 

improved business performance outcomes. 
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The Marketing Insights Market is Transforming to the InsightTech™ Ecosystem  

 

 

Figure 7 

InsightTech Advisors – FutureView™ 2018 – 2020 

 

InsightTech™ firms will be integrated with AdTech and MarTech firms  

Three technology-enabled marketing systems are outlined in figure 8. InsightTech™ firms are 

similar to AdTech firms (programmatic delivery of media) and MarTech firms (programmatic 

delivery of marketing programs) in that technology, automation and decision rules are critical for 

creating and delivering a result. However, InsightTech™ firms are different in that they are 

focused on leveraging technology, data and analytics to deliver unique and powerful marketing 

insights that enable better decision making for planning marketing programs and optimizing 

performance.  

Over time, we believe these three capabilities (AdTech, MarTech and InsightTech™) will come 

together in the customer experience marketing system (see figure 3). 
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The Three Primary Technology-Enabled Marketing Systems 
 

 
 

Figure 8 

Insight Tech Advisors – FutureView™ 2018 - 2020 

 

The bottom line is that all marketing activities (see figure 4) will become increasingly tech-

enabled and integrated into platforms to execute marketing programs and generate the insights 

that drive better planning and performance optimization decision making. Over time, all of these 

platforms will come together into customer experience-focused marketing systems that better 

leverage the insights that InsightTech™ firms provide to better inform and improve the 

executional performance for the range of marketing programs being driven by brand marketers. 

This approach will become the new model to generate top-line growth for Marketing Insights 

firms. 
 

Four Waves of Innovation for the InsightTech™ Ecosystem 
 

New business models are emerging and competing with traditional firms 

The disruptive forces affecting brand marketers, business leaders and their marketing teams are 

driving notable changes across the market map of Marketing Insights firms who serve them,  
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thereby changing the competitive landscape. New tech-enabled entrants are emerging and 

disrupting traditional methodologies by which insights are developed and presented. New 

business models that are data-driven, technology-enabled and analytically-oriented are 

emerging and competing with traditional firms for the attention of brand marketers and the 

marketing insights budgets that they deploy.  

We believe there are four waves of innovation transforming the marketing insights ecosystem 

depicted in figure 5. The graphic displays the two axes that show the transformational changes 

that are occurring in the ecosystem – the vertical axis shows the continuum or degree to which 

marketing insights services are “technology- and/or analytically-enabled.” The horizontal axis 

shows the continuum or degree to which “data and/or data management practices are complex.” 

 

Four Waves of Innovation:  New Business Models Are Emerging 

 
 

Figure 5 
InsightTech Advisors – FutureView™ 2018 – 2020  



 

   

 

The Tipping Point for Insights 

 

20 

1. Self-Serve and automation – displacing basic market research offerings 

Self-service and tech-enabled marketing research solutions are displacing basic market 

research offerings and capabilities. New SaaS platforms will fully automate basic marketing 

research. 

Implications: 

Real pricing will decline in this sector of the market, while speed of delivery will increase and 

consistent levels of quality will be maintained. This traditional segment of the market will 

contract as these solutions get integrated into broader workflow-driven solutions. 

 

2. Consultancies vs. strategic MR – consultancies will leverage C-level relationships 

The market for strategic marketing insights research is being disrupted by strategy consulting 

firms (e.g., McKinsey, BCG, PwC, Deloitte) that are entering the market, competing for strategic 

marketing insights- oriented project work and winning opportunities from traditional players (e.g., 

Kantar, Ipsos, GfK, LRW).  Strategy consulting firms will leverage their C-level relationships and 

installed client base to move into this space and compete for this type of work to create a new 

source of revenue. Traditional custom marketing insights research firms need to apply a mergers, 

acquisitions and partnerships (MAP) approach to evolve and strengthen their value proposition 

in order to compete more effectively in the future. Partnerships can be made with both external 

and/or internal partners; i.e., with other divisions of their existing enterprise. 

 

Implications: 

These new competitors are here to stay and view this new market as a natural extension of the 

traditional consulting work they do at the C-level. It is a growth opportunity for them to expand 

their client footprint and gain more market share. There is a risk that the traditional players in this 

space may be excluded from the Requests-For-Proposal (RFP) process as the consulting firms 

leverage their C-level relationships to bypass them for work. 
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3. Integrated workflow solutions – New InsightTech™ guidance will be the norm 

Traditional marketing insights activities will be integrated into newly developed and deployed 

tech-enabled, workflow-driven solutions to accelerate speed-to-market for these providers (e.g., 

Periscope by McKinsey, Neustar MarketShare, Google Analytics 360, Kantar Consulting, 

KantarTNS & Qualtrics). This new model, which we call InsightTech™, will become standard over 

time and is becoming the new battlefield for the delivery of marketing insights offerings to drive 

personalized customer experience initiatives for brand marketers. 

 

Customer journey mapping solutions are emerging and will be the foundation for customer 

experience program development. Workflow solutions for each of the core marketing disciplines 

(refer to figure 2) will be tech-enabled and align with these new marketing processes and 

activities. Leveraging InsightTech™ capabilities, brand marketers will be able to increase the 

speed to actionable insights, enabling them to deliver more personalized customer experiences 

in real time. 

 

Implications: 

Brand marketers and CMOs will need to make significant investments and evolve their 

organizations to implement these new workflow-driven processes and systems. Marketing 

Insights firms will need to develop product platform and service model strategies in order to 

easily integrate into these new systems and add value. 

 

The emerging enterprise-wide customer experience marketing systems (see figure 6) will 

become the new standard for the delivery and support of customer experience marketing 

programs. Marketing Insights firms will need to define how and where they “fit into” the new 

customer experience marketing system to add value. Issues to be addressed include: 

 Understanding their client’s marketing technology strategy to determine how to evolve their 

service and service integration value proposition. 

 

 Ensuring the required insights are being integrated into the appropriate workflow platform(s). 
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 Making certain they are included in relevant Test & Learn programs to support innovation 

initiatives. 

 

 
4. AI-driven marketing platforms – will act as accelerants for market change 

 
AI and machine learning will be accelerants for the deployment of InsightTech™ solutions. 

 

They will accelerate the move to predictive insights and more rapid adoption of new learning, 

which will improve marketing decision-making effectiveness along the customer decision 

journey and impact overall business outcomes (see figure 6). 

The adoption of AI and machine learning tools and applications will become a critical ingredient 

that will enable the brand marketer’s insight engine and power the customer experience 

marketing system, thereby speeding the transition to an “always-on customer experience 

marketing system” for brand marketers (see figure 3). 

AI/Machine Learning Customer Lifecycle 

 

Figure 6 
Robert Allen, former editor of Smart Insights, May 2017 
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Implications: 

Marketing systems and processes will become progressively more automated and faster, 

processing larger sets of data, which will provide real-time personalization and better ROI. 

AdTech, MarTech and InsightTech systems will be integrated over time into one comprehensive, 

always-on customer experience marketing system (see figure 3).  

 

New data sources; e.g., social media, IoT sensor data, customer- level digital transaction data, 

and the use of AI and machine learning tools, will enable the development and utilization of more 

powerful insights, disrupting and replacing much of the traditional ad-hoc custom research 

market as it currently exists today. 
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Winning in Today’s Market 

As brand marketers move to a business model of delivering anytime, anywhere, personalized 

customer experiences, Marketing Insights firms must demonstrate how their portfolio of 

products and services helps the brand marketer achieve this goal. InsightTech Advisors believes 

this is where Marketing Insights firms must rapidly adapt their services in order to align with their 

client’s new mandate to achieve their growth ambitions. 

 

For Marketing Insights firms 

1. Develop a deep understanding of where your brand marketer customer insights needs are 

evolving, and how they will impact the relevance of your current products and services. 

2. Create a plan for how you will develop and sustain a hyper-focus on your customers’ insight 

needs and keep them at the center of the transformational work you do to deliver the outcomes 

that brand marketers need. 

3.  Develop a plan for involving your employees from the beginning to empower and enable 

strong ownership of the new solutions to support a personalized customer experience anytime, 

anywhere for your customers. 

4. Rethink your competitive frame of reference in the context of real-time, personalized customer 

experience – the Total Addressable Market (TAM).  

5. Redefine your product and services innovation strategy to consider a broader mergers, 

acquisition, partner (MAP) approach because no InsightTech™ firm will have everything needed 

to scale quickly.  

In order to unlock new value and sustainable growth, your approach to these challenges and 

opportunities outlined in this document will require you to develop a system for growth that 

addresses the following:  employee ownership for change, customer engagement, embedded 

and disciplined innovation, talent development and structure to support innovation and culture 

for continuous and fearless innovation.  How will you respond? 
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About InsightTech Advisors 

 

We are growth activists – a next-generation growth advisory firm enabling InsightTech™ firms to 

unlock new value and growth in this radically disrupted marketplace.   

 

InsightTech Advisors brings an agile innovation model to empower business leaders with the 

confidence to act – our Growth Activation Playbook for product, sales and operating innovation. 

First, we work with you to “Activate” your organization – aligning your team to co-architect growth 

solutions. Second, we collaborate to “Transform” your value proposition – leveraging insights 

from clients and employees to unlock new customer outcomes.   Third, we help you drive results 

– to “Perform” with the benefit of an ingrained discipline for go-to-market and continuous 

innovation, delivering sustained growth. 

 

We are C-Level operating executives with substantial experience and success guiding market-

leading information services companies through transformative change and sustained growth. 

Now we focus on helping marketing insights companies unlock new value and growth. 

 

Close mo                                                                                            dal                                                                                                                                                                                                             

 
Jim Follett 

 

Elaine Riddell  Terry Waters 

I believe that break-through 
potential exists in every  
organization.  I help to unlock this 
potential by anticipating market 
changes that will influence client 
priorities and build organizational 
confidence and competence to 
deliver new value.  The results 
have been annual organic 
revenue growth at three times 
the market rate over a 15 year 
period. 

I believe companies grow and 
create value when they operate 
with purpose —when teams 
believe that new outcomes are 
possible and then act to achieve 
them. I have re-engineered five 
marketing information services 
companies since 2001, which 
resulted in an increased growth 
trajectory for all five companies 
and sale transactions for three of 
them.  

I believe the combination of 
customer driven innovation and 
scalable business model drives 
successful outcomes for all 
stakeholders. I am an expert in 
subscription-based models and 
successful go-to-market 
strategies for B2B information 
services firms.  I have produced 
double digit growth results in PE 
backed businesses, start-ups, 
and global enterprises. 
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