
Tech Trends 2017: 
A consumer products perspective
We live in an age of disruption. Small, nimble organizations are challenging 
major consumer products players across their brand portfolios, and industry 
behemoths are struggling to keep pace1. Consumer products companies can no 
longer continue with the status quo; they must evolve and adapt. Organizations 
who embrace change and innovate are reaping the benefits, those who don’t 
are losing their foothold with 90% of the top 100 consumer brands losing 
market share2.

How do the other 10% maintain the strength of their market position? 
By adapting to embrace disruption and stave off would be competitors through 
their own evolution. Deloitte center for the edge has identified five catalysts 
that drive disruption: the economy, enabling technology, platforms, consumer 
mindsets and public policy3. When viewed independently, these five catalysts 
are not new areas of focus for consumer products. In fact, all five were referenced 
in our industry assessment in Tech Trends 2016: a consumer products perspective—
Innovation in the digital era4. What has evolved, however, is our perspective 
on the ways to help future-proof the organization by preparing for and even 
embracing disruption. One way to do this is to embrace the Kinetic Enterprise.

The Kinetic Enterprise
The first known use of the word ‘kinetic’ was in 1864: 
when horse and buggy was the dominant mode of 
transportation, and branding was nascent, at best, 
during the ‘production’ era where mass production 
was rapidly expanding the availability of products 
and options in the marketplace6. This was a time 
where cultural and technological change brought 
new challenges and opportunities, creating new 
products and markets. Given the current state of 
technological, consumer and cultural change, it is fitting 
that this word has reemerged to describe the next 
evolution of business.

As used in this document, “Deloitte” means Deloitte Consulting LLP, a subsidiary of Deloitte LLP. Please see www.deloitte.com/us/about for a detailed 
description of our legal structure. Certain services may not be available to attest clients under the rules and regulations of public accounting.

Kinetic (adj.) of or relating to the motion 
of material bodies and the forces and 
energy associated therewith. Active. Lively. 
Dynamic, energizing5.
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The kinetic Enterprise describes 
companies that are developing the 
dexterity and vision required not only to 
overcome operational inertia, but to thrive 
in a business environment that is, and 
will remain, in flux7. These organizations 
are not only embracing the multitude of 
technological and operational changes, but 
rewriting their very DNA to become more 
agile, flexible and adaptive. 

The Kinetic Consumer Products 
Organization
For Consumer Products companies, the 
definition of the kinetic Enterprise is very 
much aligned with the speed of Consumer 
Demand. When opportunities are so 
dynamic—often with a lifespan as fleeting as 
a social media trend—CP companies cannot 
afford to take months to respond. As a 
result, we are witnessing an active transition 
from foundational (2-5 years lead time) to 
flexible capabilities (up to 1 year lead time) 
and flexible to hype-change capabilities (up 
to 10 weeks lead time).

To respond to this pace, we view the Kinetic 
CP Enterprise as a virtual ecosystem of 
services that extend beyond the walls of the 
organization. This paradigm shift reimagines 
the organization not as functional silos and 
a collection of distinct technology solutions, 
but rather refocuses on developing the 
net new capabilities required to be able to 
orchestrate a collection of services to deliver 
these functions.

The Kinetic Enterprise perspective allows 
an organization to access skillsets and 
technologies and harness brainpower that 
the organization may not have internally 
or choose not to maintain as a core 
competency. The capabilities required to 
succeed in this environment are flexible, 
dynamic…and evolving. 

Enabling the Kinetic Enterprise
To enable the kinetic enterprise, consumer 
products companies will need to build new 
muscles (while continuing to feed their core), 
and re-wire the ‘nerves’ that orchestrate 
movement in those muscles.

 • Build Core Emerging Capabilities
 – Consumer products companies should 
develop the ability to orchestrate an 
ecosystem of players; not just existing 
external partners and advisors, but 
new technologies and providers, on-
demand talent pools and resources and 
flexible, shared supply chain networks. 
These organizations should embrace 
data agility and analytics that will 
evolve, adjust and learn. And the kinetic 
consumer products enterprise should 
persistently pursue innovation and 
evolution in the pervasive atmosphere of 
zero based budgeting. 

 • Establish an Ecosystem-driven 
Infrastructure
 – In order to nurture and sustain the new 
ecosystem, the organization should build 
infrastructure aligned to the new service 
paradigm. As technology rapidly evolves, 
the organization should establish clear 
processes and criteria to support build 
vs. buy decisions. Delayed adoption 
and inability to move at the speed of 
the market at the hand of outdated, 
burdensome evaluation requirements 
may cost the organization dearly.

 – Operationalizing the ecosystem should 
balance speed and sustainability. 
Speed to market alone will not ferry the 
organization into the future; successful 

ecosystem orchestration must ensure 
compatibility of players and stability of 
core technology infrastructure 

 – Metrics and incentives will need to 
be realigned to reflect the ecosystem 
approach. In the last fifty years 
corporations were defined by roles, 
processes and tenure. But now, in the 
kinetic enterprise, it’s not physical assets 
and owned resources that matter, but 
rather the ecosystem as a whole. Tenure 
no longer reigns supreme, but rather 
merit and (near-term) impact. It is the 
realization of meritocracy. 
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The only constant is change—and never has that adage rung more true for consumer products than it does now. When the rules of the game 
are changing, you can’t afford to sit idly on the bench. 
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The Kinetic Consumer Products Enterprise

To help make sense of it all and 
to help you build a roadmap 
to the Kinetic Enterprise, we 
present Deloitte’s Tech Trends 
for Consumer Products, an 
annual in-depth exploration 
of six trends that are likely 
to challenge consumer 
products companies in the next 
18–24 months.
From Dark Analytics to a framework 
for building innovation capabilities to 
tackle the Exponential Watchlist, these 
articles embody the spirit of the kinetic 
enterprise, represent key capabilities 
required for the consumer products 
industry to embrace and adapt in an 
environment of disruption.
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Exploring D2C and B2C blockchain 
use cases for consumer products
“The technology most likely to change the 
next decade of business is not the social 
web, big data, the cloud, robotics, or even 
artificial intelligence. It’s the blockchain, 
the technology behind digital currencies 
like Bitcoin8.” –Harvard Business Review.

Blockchain technology is complex, but the 
idea is simple. At its most basic, blockchain is 
a vast, global distributed ledger or database 
running on millions of devices and open to 
anyone. Anything—not just information but 
anything of value, including money, titles, 
deeds, music, art, scientific discoveries, 
intellectual property, and even votes—can 
be moved and stored securely and privately. 
On the blockchain, trust is established on 
the basis of mass collaboration and smart 

code rather than powerful intermediaries 
like banks, governments, and technology 
companies. Blockchain is designed to ensure 
integrity and trust between strangers.
Rather than rely on traditional, internally 
integrated and externally isolated IT systems 
and communications channels, consumer 
products companies should consider 
the adoption of blockchain as a means to 
streamline execution and administration 
activities across the value chain. Blockchain-
enabled, near real-time, accurate and secure 
data and payment processing can offer 
transformational benefits to participants in 
both business to business (B2B) and direct to 
consumer (D2C) relationships.

Blockchain has the potential to increase 
certainty in financial reporting, payment 
processing, operational execution, and 

promotional monitoring. While blockchain 
itself is not a new technology, it has yet to 
gain widespread traction largely due to a 
dearth of widely accepted use cases beyond 
financial services. Nonetheless, there is 
a very strong benefits case for consumer 
products. In this article we identify some 
of the typical operational improvements 
measures and discuss operational concerns 
for both B2B and D2C transactions.

Blockchain: Putting the trust economy to 
work for consumer products

While blockchain itself is not a new 
technology, it has yet to gain 
widespread traction largely due to a 
dearth of widely accepted use cases 
beyond financial services. Nonetheless, 
there is a very strong benefits case for 
consumer products.
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Blockchain for business to 
business (B2B): Collaborative 
promotion payments 
and monitoring
For consumer products organizations, 
managing and validating payments for 
goods and trade agreements demands a 
significant amount of time and money. For 
many consumer products organizations, 
trade spend is the second largest expense, 
trailing only the manufacturing cost of their 
products9. According to Gartner10, in order 
for trade promotions to be successful, 
they must work for both the consumer 
products manufacturer and the retailer. 
Impacts to both companies’ profitability 
are the highest priority, but collaboration 
is essential, in terms of a broad portfolio of 
products, timing, and execution. Data is the 
key to improvement, efficiencies, and better 
decision making. Blockchain can facilitate 
improved data management for trade 
promotions in two specific ways: Alignment 
of demand and sales forecasting and 
simplification of revenue collection. 

Alignment of demand and sales 
forecasting
While many organizations use a demand 
planning-generated forecast as a starting 
point in trade and account planning, it is 
rare for that collaboration and information 

sharing to flow both ways. This unidirectional 
data flow can lead to functional areas within 
the same organization working from very 
different and asynchronous forecasts for the 
same customers, products, channels, and 
time periods. 

Breaking down organizational silos can 
effectively create change in an organization, 
yet more than half of companies admit that 
channels are managed in silos today. These 
structural and cultural separations may have 
unintended consequences with regards 
to how information and data are shared 
and managed; in 42% of organizations, 
data is not shared between teams11. This 
information segregation may lead to missed 

opportunities by limiting the data accessible 
to teams and therefore the insights that 
they may generate and act upon. Blockchain 
can help solve this problem by creating an 
infrastructure through which to democratize 
data, making information available across 
functional areas and organizational silos. 
One application of Blockchain to facilitate 
information sharing within consumer 
products is sales and demand forecasting. 

Blockchain can enable a single source of 
truth, a common forecast between sales and 
demand planning. This could significantly 
reduce costly production overruns and 
sales-impairing out-of-stock incidents by 
facilitating collaborative forecasting.

Trade Efficiency Matrix
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Simplification of revenue reconciliation
Blockchain could simplify the gross-to-net 
revenue reconciliation process through 
a distributed ledger approach. Tracking 
all values and total net amounts though 
automated blockchain processing would 
help generate significant cost (and time) 
savings through reduction of back office 
costs and processing errors. A blockchain-
driven ledger would provide a clear picture 
of real-time financial position at all times, no 
longer dependent on human information 
gathering, free from holiday and vacation 
calendars, and unburdened by human error. 

According to Harvard Business Review, 
“Blockchains may radically drop many 
transaction costs. For example, a global 
searchable database of all transactions 
would dramatically lower the costs of 
search. Smart contracts (software programs 
that self-execute complex instructions) 
on blockchains will plummet the costs of 
contracting, enforcing contracts, and making 
payments. Autonomous agents (bundles of 
smart contracts acting like rich applications) 
on the blockchain hold the promise of 
eliminating agency and coordinating 
costs, and can perhaps even lead to 
highly distributed enterprises with little or 
no management.12”

A Blockchain solution, boasting both 
low-cost and real-time payments, offers 
advantages over traditional processes for 
tracking amounts due, and could also be 
used to settle payments in real time, at a 
very high level of granularity. Blockchain 
enabled real-time, automated and highly 
granular payment processing could reduce 
risk of price discrepancies, post-audit 
actions, and trade disputes, all while 
simplifying the settlement process.

The combination of advanced trade spend 
monitoring and faster payment processing 
can influence a company’s placement in the 
trade efficiency matrix, enabling a consumer 
products company to become a cash-rich 
organization. This shift is triggered by 

increasing cash flow, reduction of working 
capital, and increased liquidity. The overall 
financial health of the organization improves, 
which enables increased efficiency in trade 
spend and sales lift to drive a growth 
agenda—critical to consumer products 
companies. As a result, the consumer 
products organization can become more 
flexible and better positioned to react to 
market changes and an ever-changing 
customer base.

Further, using Blockchain to track shipments, 
process payments, and execute promotions 
offers a reliable, internally sourced data 
set for consumer products companies—
an alternative to the long-time practice 
of obtaining data from syndicated data 
providers. Syndicated data is availability 
is limited by what data a retailer elects to 
report and the time lag between when a 
sale is transacted and when that sale is 
reported to the syndicated data provider 
and then redistributed to data customers. 
While channels outside of brick and mortar 
stores represent increasing share of sales 
for some channels and product segments, 
syndicated data coverage of non-traditional 
channels may not be exhaustive. Data 
sourced through Blockchain can offer 
greater visibility and customer/store 
coverage including information that drives 
key decisions in critical areas such as 
shipping processes, customer service, 
promotions, and payments for consumer 
products organizations.

In a time when corporate reputations 
are tied to data security, creating trust is 
essential. From a data security perspective, 
a remarkable capability of Blockchain is 
that once data is confirmed and a “block” is 
closed, it can no longer be changed. Every 
transaction is also reported by the counter 
party for validation. Confidence that all 
balances are correct, closed, and cannot 
be altered can increase trust for all parties 
involved in payment processing, as well as 
financial reporting accuracy. 

Direct to consumer: Trust-based 
trading through blockchain 
security of consumer information
In recent years, several retailers have 
experienced high-profile data breaches 
that severely damaged their brand and 
reputation. The retailers then also had 
to manage costs to mitigate hard dollar 
expenses related to the incident. Beyond 
secure financial transactions, blockchain 
is proving a viable option to store unique 
customer identification information through 
various encryption methods to help prevent 
fraudulent transactions and personal 
data vulnerability.

In an environment where the number of 
transaction options, sources, and 
payment methods available to most 
consumers grows exponentially, trust 
based on security of payment is a 
differentiating factor driving purchasing 
decisions: In other words, a customer 
might choose to purchase from you just 
because the purchasing process is 
trusted and positive (or vice versa).

Trust in consumer transactions
While there are obvious advantages to 
creating positive connection at all steps 
on the path to purchase, “a positive 
payment experience is more essential 
than ever to a successful purchase,”13 
according to Loyalty360. Payments are 
no longer just a functional step; instead, 
payment experiences now influence where 
consumers shop and when and what they 
buy. In an environment where the number of 
transaction options, sources, and payment 
methods available to most consumers grows 
exponentially, trust based on security of 
payment is a differentiating factor driving 
purchasing decisions: In other words, a 
customer might choose to purchase from 
you just because the purchasing process is 
trusted and positive (or vice versa).
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Transparency and tracking of 
purchase and product information
Blockchain’s tracking of purchases not 
only offers promotional capabilities, but 
also offers warranty tracking and product 
recall information. This is important for 
any food purchase and it is easy to imagine 
tracking food freshness for production and 
delivery. In many incarnations of current 
D2C grocery models, a vendor selects items, 
including “fresh” produce and delivers 
them without disclosing dates of harvest or 
expiration dates (“Best by”). A blockchain 
solution can help identify and track when 
and where grocery items were sourced 
and the time to delivery, shedding light 
on the process from farm to table. This 
higher level of transparency and accurate 
information could help improve customer 
satisfaction and loyalty, reduce food waste, 
and increase food product quality and 
margins simultaneously. 

Secure consumer transactions
Customer payments are the linchpin of the 
customer relationship; ease and security 
are differentiators that can strongly 
influence product choice and a willingness 
to pay. Blockchain provides a viable and 
potentially advantageous alternative to 
current payment options. As consumer 
products organizations evaluate their desire 
and ability to address the D2C channel, 
they should consider the opportunity to 
leapfrog antiquated payment methods and 
implement leading-edge technologies like 
blockchain to help reduce fraud risks and 
speak to consumers’ growing desire for trust 
and security in transactions.

Deloitte has piloted a blockchain payment 
solution in the U.K. developed by a startup, 
SETL, and the payment system has been 
efficiently integrated in the customer 
shopping experience where payments 
are tied to a unique digital ID on a Deloitte 
blockchain14. This multi-currency institutional 
payments and settlement infrastructure 
leverages blockchain to improve the 
efficiency of transactions while providing 
more complete information through a single 
source of data.

Facilitating transactions in 
emerging markets
In emerging markets, a blockchain solution 
could reach and interact with large 
populations that do not bank in a traditional 
way. Blockchain could transform the way 
societies function, shifting economies away 
from currency or bartering-based trade. A 
blockchain solution could encompass years 
of market dynamics, customer behavior, and 
technological improvements to introduce 
a cutting-edge and customer-centric 
payment platform.

Business to 
Business (B2B)

Direct to 
Consumer (D2C)

 • Demand and Sales data 
Synchronization

 • Sales Data sharing between 
manufacturer and retailer

 • Security of Consumer Information
 • Consumer Transaction Trust
 • Transparency and Tracking of 
Purchase and Product Information

 • Simplification of Revenue 
Reconciliation

 • Improved Trade Efficiency 

 • Secure Consumer Transactions
 • Facilitating Transactions in 
Emerging Markets and new 
D2C channels

Data Payments
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