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Deloitte CFO Survey 2014

Introduction

Methodology

Last year, our Deloitte CFO Survey focused on what is,
for the CFO, a daily challenge in a difficult economic
environment: cash and finance management. We polled
CFOs on how they manage corporate finance and their
relationships with banks and investors, as well as the
impact of the economic crisis.

We received over 80 responses to the survey from a
range of non-financial and financial sector companies
based in Luxembourg and with a minimum of 50 fulltime equivalent employees.

The 2014 Deloitte survey focuses on the
implementation and use by companies of dashboards
and performance indicators as strategic tools.
We wanted to tackle this issue to understand how
important management tools are for the professionals
who implement them: what indicators are used by
companies and to what extent are they useful in
improving performance?

Company size

As the following tables show, the responses received this
year come from a relatively diverse population, both in
terms of business sector and company size.

Business sectors

16%

> 1.001
employees

6%

501 - 1.000
employees

5%

251 - 500
employees

41%

19%

25%

16%

101 - 250
employees

10%

10%
5%

48%

50 - 100
employees

Financial
sector

Other
services

Industry

Transport &
logistics

Retail

Technology,
Media &
Telecommunications
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Dashboards as a source of information
for company management

The Finance Department must be considered a
trusted business partner, a provider of quality
information and a driver for the supervision of
financial and operational performance.
According to our survey, dashboards are regarded
by companies as synthetic documents that provide
operational staff and managers with the data necessary
to monitor the business. They contain financial and
non-financial performance indicators which can be used
to fine-tune the company’s key activities.

The Finance Department produces dashboards or
defines performance indicators in 93% of companies
surveyed. Nearly 50% of Finance Departments manage
more than three dashboards. In addition, the survey
also shows that, in the majority of cases, other
departments are producing these tools, particularly the
Human Resources Department.

However, the survey also reveals that the Finance
Department is still not sufficiently perceived as the
main driver of the company’s financial and operational
performance. There is room for improvement in order
to boost the impact of reports generated within the
organisation.

Who produces dashboards?

Finance Department

93%
Human Resources

49%
Operations

41%
Production

36%
Sales

34%
General Management

30%
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For just 14% of respondents, performance indicators
are defined by the Finance Department alone, without
consulting other departments or stakeholders in
the company. Finally, it is clear from the survey that
dashboards are updated on a monthly basis for the
majority of companies surveyed.

Frequency of dashboard updates

60,5%

15,5%

Monthly

Depending on the dashboard

9,8%

2,8%

Quarterly

11,2%

At least weekly

Not regularly updated
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Dashboards are necessary and relevant
tools, however, they are sometimes
considered too complex
Dashboards represent the relationship between
strategic planning, budget forecasts and reporting.
They must contribute, at every level of management, to
an understanding of business performance and facilitate
the analysis of results and the adoption of corrective
action where necessary.
The study showed that all departments follow
dashboards that are in place, while nearly all
respondents see them as relevant tools for the business
since they are useful, usable and regularly used.

For over a third of respondents, the management has
already had to take emergency decisions that could have
been anticipated by monitoring a particular indicator.

Conversely, 7% of companies surveyed believe that the
differences between indicators’ objectives and actual
levels are not easily identified or explained. In 6% of
cases, dashboards are not analysed and therefore do not
trigger actions or concrete decisions.

The process for defining indicators and their objectives is clear, effective and well understood

4 out of 5 CFOs consider
that the process of defining
performance indicators
and their objectives are
clear, effective and well
understood
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Totally agree

14%

Agree

Disagree

65%

Totally disagree

19%

1%

When asked what barriers there are, if any, to the
establishment of a performance measurement process,
over a third of CFOs cited lack of time and resources and
the presence of other priorities.
Although the CFOs surveyed mention the existence of
barriers to establishing a performance measurement
process, the vast majority of them say they would expect
reduced costs, improved productivity and optimised
investments and asset use to be the main results of
implementing such a process.

Barriers to the establishment of a performance measurement process
Lack of time and resources

37%
Presence of other priorities

37%
Lack of perceived interest

10%
Management unwillingness

6%

37% of CFOs state
that lack of time and
resources as well as
the presence of other
priorities as the main
barriers with regard
to the establishment
of a performance
measurement process

No identified barriers

39%

Expected impact of an efficient performance measurement process based on the definition and monitoring of indicators

79%
Cost reduction
(purchases, overheads, etc.)

47%
Improved quality perceived
by customers

60%
Productivity improvement (marketing,
distribution, administration, etc.)

50%
Investments and
assets optimisation

41%

4%

Turnover increase
(sales, etc.)

Other

For 4 out of 5 CFOs,
the expected impact
of a performance
measurement process
would be cost reduction
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Financial and operational performance
indicators are varied, but not updated
regularly enough?
1

2

3

52%

4

5

15%

6

7

...

16%

16%

Information is the key to knowledge, and thus the ability to
act. Finance Departments can provide the rest of the company
1
3
4
5
6
7
with
information2that combine strategic
financial
and
15%
16%
operational data.52%
The information provided
must
meet16%
four
key criteria: it must be reliable, timely, relevant and clear.
The survey shows that 60% of the respondents include
between 1 and 10 indicators in the dashboards used,
while 26% include between 10 and 20 indicators and
11% take into account more than 20 indicators.
The Finance Departments surveyed said that they
monitor various changes (real vs budget vs year Y-1)
based on these dashboards, particularly between
“actual” and “budget” (90% of respondents), or
between “actual” and “previous year” (Y-1), for 77% of
respondents.

Number of indicators used in dashboards

3%
1 to 10

11%

10 to 20
> 20
N/A

26%

60%

In terms of the type of indicators used, all respondents
stated to use financial and quantitative indicators.
However, for other types of indicators, including
operational indicators, non-financial companies tend to
use qualitative indicators more frequently.

Type of indicators used

120%
100%

% Financial sector
100%

100%

% Non-financial sector

91%

80%
60%

51%

40%

54%

46%

37%

23%

20%
0%
Financial and
quantitative
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Financial and
qualitative

Operational and
quantitative

Operational and
qualitative

So-called “qualitative”
indicators tend to be
rarely used by the
panel of respondents

We see a clear difference in the nature of the indicators
used depending on the business sector. While turnover,
operating costs and revenue are the indicators
monitored most frequently by all sectors, it makes sense
that purchases, margins and production are monitored
more closely by the non-financial companies in the
panel.
Finally, although the vast majority of respondents believe
that the indicators currently used are clearly identified
and communicated within the company, 1 out of 3 CFOs
surveyed think they could be updated more frequently.

Types of indicators measured

95%

Sales + turnover

85%
84%

Revenue

93%
84%

Operating costs

89%
80%

Margins

56%
57%

Human Resources

Production

Purchases

Other

48%
Purchases and
production are
monitored more within
companies from the
non-financial sector

57%
30%
55%
15%
20%
19%

% Non-financial sector
% Financial sector

The Finance Department regularly identifies new indicators to monitor the company’s operations and performance

Totally agree

9%

Agree

60%

Disagree

Totally disagree

30%

1%
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Performance indicators as a link
between strategy and operations

The financial or operational performance indicators used
to measure business performance should be defined in
relation to the business strategy and linked to medium or
long-term objectives. This will enable them to apply the
strategy to core operations.
In practice, the survey reveals that while nearly all CFOs
surveyed confirm that the objectives set are consistent
with the company’s overall strategy, some say that
indicators are not always reliable measurements of
business performance (efficiency of the processes,
operations and activities of the organisation): more than
a third of companies surveyed confirm that they use
indicators linked to more short-term objectives.

There is a focus on the definition of medium or long-term objectives rather than short-term objectives

Totally agree

7%
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Agree

57%

Disagree

Totally disagree

36%

Nevertheless, 85% of respondents confirm that the
objectives are generally focused on the key drivers of
performance rather than on details of the activity.
70% of the panel said that there were incentives to
achieve the defined objectives.
Finally, the survey shows also that external impacts
(market, economy, customers, distributors, etc.) are
not systematically taken into account when setting
performance targets, as indicated by a significant
proportion of respondents, particularly among
non-financial companies.

The objectives include external impacts (markets, economy, customers, distributors, etc.)

63%

53%
Agree

37%

47%
Disagree

% Financial sector

% Non-financial sector
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Processes for updating dashboards are
clear and well documented, but the
reliability of data and tools is insufficient
The information available is the key to success. The Finance
Department must therefore ensure that these are reliable,
relevant and up to date, so that they are actually useful
for decision-makers and investors in the company in an
increasingly changing environment.
The survey shows that, for 90% of respondents, the
data used to populate the dashboards are available, of
good quality and regularly updated based on a clearly
documented and respected process. The data also allows
the management to adapt operations to environmental
changes.

However, the companies surveyed report that they
mainly use manually filled in spreadsheets to produce
and monitor their dashboards and indicators. Only a
small proportion of the companies surveyed say that
they use automated and secure commercial solutions
(SAP, Cognos, Oracle, etc.) or an internally developed
tool.

Tools used to produce and monitor dashboard or performance indicators

41,65%
2 out of 5 CFOs only
use manually filled in
spreadsheets

30,56%
15,27%

A spreadsheet
only
(Excel or other)

Primarily a
spreadsheet
but the data
is imported
into a
consolidation,
reporting
and analysis tool

An internally
developed tool

12,50%

A standard IT
solution
(SAP, IBM Cognos,
Oracle, etc.).

This demonstrates that there is a certain margin for improvement in the
implementation and monitoring of dashboards, particularly for the third of CFOs
surveyed who reported not having effective and appropriate tools or a sufficient level
of reliability.
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In conclusion

While dashboards and key performance indicators
do exist in Luxembourg companies, they do not yet
allow systematically a sufficiently precise enough
management of the company.
Our survey reveals that while dashboard indicators
might not be updated regularly enough and while their
objectives might not include external factors, dashboards
are still generally associated with clear and robust
processes for performance monitoring. They encounter
little resistance when implemented within the company
and the potential results for the management of the
company are significant.

Indicators must therefore be relevant for the business,
adapted to the activity and the monitoring of indicators
must become a priority.
The only real issue that emerges from this Deloitte
CFO Survey 2014 is the lack of security of the tools
and systems used to develop these dashboards and to
monitor the performance indicators they contain. This
aspect is of strategic importance and should therefore
feature among the CFO’s priorities.
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“CFOs, trusted business Partner and provider
of quality information”
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