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Deloitte has long recognised that the ability to sift, make 
sense of, and leverage data and insight are key market 
differentiators. Our team has spent the last year working 
closely alongside the full span of industries, geographies, 
and organisation types and sizes to understand what 
the ‘Insight Economy’ means for them in practice.

In 2017, recognising that data and analytics are now as important to an organisation’s 
bottom line and business operations as more traditionally recognised departments, we 
launched our first annual Insight Driven Organisation (IDO) Survey. The aim of this was to 
begin to quantifiably understand what business challenges organisations are facing, and 
specifically how they are – or are not – using data to shape their future. Have they been 
able to embed analysis and reasoning into their decision making processes? Do the right 
people have the right data at the right time? If not, why not?

This year, we are pleased to present the results of our second IDO Survey. The world 
is changing faster than one may expect – in just a year’s time, our respondents have 
undergone a significant shift. Their priority no longer tends towards proving the value of 
analytics and getting stakeholder buy-in to set up an analytics capability – the problem 
statement has moved swiftly into delivery. No longer are people questioning the why 
behind analytics – they want to know how they can get more insights, better insights, faster 
insights. This is underpinned by a whole host of technical, organisational, and strategic 
transformations and difficulties – and we thank our respondents for their willingness and 
openness in sharing where they are, how they are addressing these challenges, and where 
they see themselves going.

As ever, we hope that the results of this survey will help you ask the right questions, assess 
(or perhaps re-assess) your current analytical capabilities, and make the competitive 
advantage yours.

Andy Gauld
IDO Global Proposition Leader

Building on from last year’s survey, it is 
pleasing to see the adoption of Analytics, the 
building of capabilities, and the delivering of 
value and insight is starting to make a real 
difference and is improving the maturity within 
organisations. Organisation are now clarifying 
and answering the ownership question, and 
have a broad spectrum of activities tackling 
the fundamental data challenges through 
to introducing new ‘agile’ iterative processes 
for developing business changing insights. 
Moving forward, the next wave of disruption 
has arrived and organisations are now faced 
with how to integrate and utilise AI into their 
organisations, “how do I combine this with 
our maturing analytical capability?” and 
“how do I continue to culturally change my 
organisation?”

Introduction

Methodology
The first annual Insight Driven 
Organisation (IDO) survey report was 
released in April 2017 by Deloitte UK. 
This is the second IDO survey, conducted 
online from November 2017 –June 2018, 
and at our flagship Experience Analytics 
event. close to 150 respondents 
participated, from across a wide spread 
of industries, organisations, and 
countries.

Our respondents are largely based in the 
UK, with some from the Netherlands, 
Belgium, Sweden and Norway. To join 
our panel of respondents for next 
year or for more information on the 
survey, please contact Andy Gauld at 
agauld@deloitte.co.uk.
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Providing the right analytical strategy and operating 
model

Analytics Value and Ownership Established
Last year, we learnt through the 2017 Insight Driven Organisation report that analytics 
adoption tended to be dispersed in most organisations, with analysts scattered across the 
business with little coordination. An overwhelming 75 per cent of our survey respondents 
characterised their analytical state as siloed, with ‘Ad-hoc’ or ‘Localised’ Analytics. This 
year, the median has moved up: we see an equal split between organisations who consider 
themselves as running ‘Localised Analytics’ (Stage 2- 35 per cent) and those who harbour 
‘Analytical Aspirations’ (Stage 3- 35 per cent), with another 17 per cent of respondents 
considering themselves even higher on the maturity curve (Stage 4 or 5). This definite rise 
in maturity comes through concerted effort – not just as a function of time. We think that 
business leaders are more likely than ever now to put their money, time, and effort where 
their data is.

Whereas we noted both years that Financial Services, Technology, Media and Telecom 
and Healthcare and Life Sciences respondents were most likely to have nascent centre of 
excellences to coordinate analytics, the Consumer and Industrial Products industry has 
shown the greatest average rise in maturity between the two years.

Figure 1. Insights Maturity Curve, showing the five key stages against which an 
organisation can assess its current analytical competencies
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Becoming an IDO is 
about evolution not 
revolution
In many ways, creating an IDO is 
analogous to building a house. 
You need an owner who sets out 
a vision for the dwelling and who 
remains ultimately accountable for 
decision-making at every stage. You 
also need a strategy in the form 
of an architect’s drawing, which 
describes what the house will look 
like once built. A set of processes 
needs to be agreed, which take into 
account everything from the order 
in which the building goes up to 
the steps required to meet building 
regulations. A skilled team of builders 
and project-managers is critical to 
oversee the construction, as well 
as all the materials needed, many 
of which may have to be sourced 
separately. Finally you need the 
tools and equipment to slot them all 
together.

If any element is missing, the owner’s 
original vision will not be met and 
costs may spiral. It’s the same 
with becoming an Insight Driven 
Organisation.”
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There are two noteworthy factors we believe can be attributed to this rise in competency. 
Firstly, we are now at a point where the majority of organisations recognise the strategic 
importance of analytics – less than 9 per cent of our respondents reported their 
organisation’s senior leadership disagreeing. 21 per cent of the remaining respondents 
still face challenges where the proponents of analytics and its value receive no support 
from the corporate or functional level, but this is also significantly lower than last year. 
This strategic importance is quantifiable and measureable – significantly, the organisations 
who reported not having met their corporate goals in the last 12 months strongly tended 
to locate themselves only in stages 1-3 of the maturity curve. This suggests a correlation 
between organisations higher up the analytics maturity curve, and those that have met, 
exceeded, or signficiantly exceeded their corporate goals.

Secondly, in 2017 we had observed wide variations in analytics ownership models. 
15 per cent of our 2017 respondents had a Chief Data Officer or a Chief Analytics Officer, 
but the most common analytics champions remained individual business unit heads, at 
40 per cent. 6.67 per cent of respondents were unable to identify an owner of analytics 
at all. We felt that this lack of clearly defined, communicated and empowered owner for 
analytics, crucial to its success, was a fundamental missing building block. Favourably, 
in 2018, almost 70 per cent of our respondents report having a clear, senior executive 
formally leading the analytics agenda. 17 per cent of respondents this year report having 
a C-suite or senior analytics champion without a formal mandate, and only 13 per cent 
of respondents observed analytics being championed informally with no boardroom 
presence. We believe that this is further enabled by many boardroom leaders and senior 
executives being analytically aware, and driving analytical insight. We have always observed 
a strong and visible boardroom presence championing analytics to be crucial to its 
successful embedment in an organisation, and are not surprised that improved ownership 
models this year correlate with higher overall analytics maturity.

Figure 2. Stacked column chart to show correlation between characterisation of  current 
analytical state on the Insights Maturity Curve and responses to the question, ‘How would 
you classify your organisation’s achievement of its corporate goals in the last 12 months?’
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Chief Digital Officer
Intrinsically linked to evolving experiential demands of 
customers, CDiOs also drive the internal digital agenda.

Chief Analytics Officer
Driving a data vision with analytics at its core, the CAO 
transforms the organisation’s culture to become Insight-Driven. 

Chief Information Officer
Rapid technology progressions require CIOs to act with agility 
to meet the requirements of a digital business.

Chief Data Officer
CDOs bring critical thinking, data science, a keen grasp of 
data ethics, and ownership of internal and external data 
communities to the table.

% of responses (2017 and 2018)

Figure 3. 2017 and 2018 responses to the question, ‘Which best describes who champions 
analytics at your organisation?’

17%
13%

2017 2018

25%
15%

20%
34%

37%

15%

14%

10%

0% 10% 20% 30% 40%

Chief Data/Chief Analytics Officer sits on the executive
committee, has a full time role and ensures that

analytics is driven using a people, process,
technology, data and strategy lens

C-suite member has formal mandate to drive analytics
across technology, people, process, data and strategy

C-suite or senior leadership champion analytics
without a formal mandate

Visible and active analytics leadership at functional
level (business unit/group)

Analytics informally championed in organisation

However, of the 70 per cent of our respondents with a clear senior executive formally 
leading the analytics agenda, we are aware that only a subset of 15 per cent have a Chief 
Data Officer or Chief Analytics Offier. This year we will be keeping an eye out on the 
success and challenges of having varied C-suite members take on analytics as an additional 
role. This can be challenging, especially in successfully navigating and collaborating with 
existing business transformation portfolios, leveraging pre-existing operating models, and 
balancing growth and risk requirements across company siloes.
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Data provides answers; 
people ask the questions

Attracting, growing and retaining analytical talent and 
knowledge

Hiring and retention strategies
Last year, we heard our respondents report a wide variety of challenges in obtaining the 
right analytical talent and professionals to deliver data-backed insights useful to their 
business. The supply gap they reported was multi-disciplinary: across technical, analytical, 
business, storytelling, visualisation and digital skills.

We knew organisations were struggling – but why? In 2018, we followed this up to 
understand how organisations find the right analytics talent – and it is clear the challenges 
lie not only in short supplies of top talent, but also in the recruitment process. 8 per cent 
of our respondents told us that analytics skills are not taken into consideration for hiring 
or development to begin with. The vast majority – 55 per cent of respondents – have taken 
the first steps and defined the analytical skills that they need, and are starting to use these 
definitions for hiring and development of roles. Only 13 per cent of organisations have 
successfully broken down their analytical needs to the capability level, and proactively 
embedded these into hiring and talent development strategies and processes. These 
effectual organisations see analytical skills and an analytical mindet as essential, and have 
strong processes to hire ‘purple people’ (see box below).

People

Build or Buy?
As a key strategic business decision, 
there are a multitude of options 
to consider when building internal 
analytics capability. Understanding 
what is core to the organisation 
as well as what gives competitive 
advantage is key to supporting 
sourcing decisions, especially when 
it comes to analytics talent. Here are 
some questions to think about when 
considering retaining or outsourcing 
analytics capabilities:

 • Are there sufficient resources with 
the right skills internally to deliver 
analytics?

 • Is a flexible resource model 
required to scale with fluctuation in 
demand?

 • As an organisation, do we want 
to focus our efforts in becoming 
experts in delivering analytics?

 • How do we assure quality for an 
outsourced solution?

Purple People and Purple Partnerships
Being able to ask the right business questions, interrogate and model data to 
answer these questions, and then present the insights in a compelling way are 
important skills to have, either in a single individual or as complementary skills 
within the analytics team. “Red” employees bring critical thinking, problem-solving 
and mathematical skillsets, while “blue” people’s strengths lie in creativity, soft 
skills, and ability to visualize and draw business insights from data.

 A Purple Partnership is a long term engagement where Deloitte partners with our 
clients to supply resources with the relevant skills and capabilities to deliver an 
analytics programme. The objectives of this are to enable organisations to become 
insight driven, address market and internal challenges which impede our clients’ 
ability to staff the right resources, offer flexibility and scalability of resourcing 
requirements, and demonstrate the value of analytics through embedding quality 
and innovation into analytics work. This approach delivers a range of benefits, 
enabling a flexible resourcing model, deep business and technical capabilities, 
effective knowledge transfer, proven scalability and continuity, quality and 
innovation, and cost efficiency.

Technical & 
Analytical

Business & 
Communication

Purple People
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Knowledge Management
Managing a knowledge base is important as analytics teams grow and work with an 
increasing breadth of data and analytical models. There are change and cultural factors 
that often prevent knowledge transfer from being as successful as it could be, alongside 
longevity, time and ‘priority’ constraints. Incentivising knowledge sharing using efficient 
centralised tools is the first step in retaining knowledge amongst analytics team(s) and 
more broadly across the organisation.

Our survey found that 10 per cent of our respondents have no centralised location to 
share details of previous analytical endevours across the firm. 48 per cent report the 
existence of a central repository, but with varying degrees of accessibility to the analytical 
community. The Finance and Insurance sector is particularly susceptible to extant but 
inaccessible knowledge centres, with 41 per cent of respondents in that industry reporting 
difficulties of access, suggesting dispersed pockets of analytical capability that are not 
centrally coordinated. Nevertheless, we were pleased to learn that the remaining 42 per 
cent of our overall respondents spoke of not only a centralised and accessible knowledge 
management repository, but also standards and guidelines issued across the business. 
Some of these respondents even told us of frequent enterprise-wide conferences and 
networking events hosted to socialise good practice, learning and innovation.

Such events and a centralised knowledge management capability enable employees, 
stakeholders and ecosystem partners to collaborate better, and work more efficiently 
through powerful, user-driven enterprise tools. Setting up such a capability often involves 
re-imagining enterprise user interfaces and engagement models to drive adoption, 
productivity, and stakeholder sentiment. Examples of such capabilities include Yammer 
group, a SharePoint site, algorithm repositories, visualisation hubs. These all require 
ongoing management and maintenance, but the effort is well worth the returns in building 
insight capabilities.

Multi-channel 
engagement
The recent trends in mobile, social 
and cloud technologies coupled 
with the availability of rich-media 
content have raised the expectations 
of employees on how information 
is delivered to them. The ability to 
find content quickly and easily, and 
“watch their way to knowledge” is 
becoming the norm. An intranet site 
will no longer suffice – more engaging 
content should be explored such 
as external training and ‘field trips’, 
‘lunch and learn’ sessions, blogs, 
videos, programming competitions 
and crowd sourcing.

Digital and user-friendly hubs of 
analytical solutions and ideas also 
help to drive enterprise-wide buy-in 
for the IDO journey and visually 
communicate the difference data-
driven decisions can have on the 
business.

% of responses

11%

38%

37%

31%

19%

Figure 4. All cross-industry responses to the question, “What statement best describes 
how analytics is embedded in the talent life cycle?”
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% of responses
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27%
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Figure 5. All-cross industry repsonses to, “How do you leverage the knowledge and skills you 
develop as you become more analytical?”
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No centralised location with documentation of previous analytical endeavors

Centralised classified repository with standards, guidelines, good practice
and documentation of all analytical endeavors accessible to all within the

enterprise. Frequent enterprise-wideconferences/networking events
organised to socialise best practices, new learnings and innovation
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The devil is in the process
Process

Overcoming challenges to build sustainable and 
repeatable insight delivery

Barriers to becoming insight-driven
We are yet to meet the providential organisation that has effortlessly achieved its journey 
to becoming insight-driven with no resistance. Our survey respondents too highlight 
challenges in deploying analytics across the board, each industry with its own unique 
biggest barrier: repondents from Financial Services and Insurance find data management 
most challenging, whereas communicating value is the top challenge for Consumer and 
Industrial Products and Energy and Resources. Public Sector respondents tend struggle 
with implementing, tracking and measuring analytics, whilst getting analytics embedded 
into processes is a significant barrier for Lifesciences and Healthcare and the Technology, 
Media and Telecom industries.

While each of these represent one of many of the wide variety of barriers that 
organisations may encounter at one point or another on the analytics journey, for us they 
also represent potential cross-industry learnings: no challenge, and therefore no solution, 
is unique to a particular sector. We often observe relunctance to take on board messages 
from organisations seen to be operating in different spaces – but in analytics, organisations 
are brought together and can work together to break some of these boundaries.

Other common barriers
Cultural Change
The bigger and older the 

organisation, the more difficult it is 
to drive a cultural change or analytics 
transformation

Inaccurate Metrics & Models
Over simplistic models, 

overconfident analysts, ill-defined 
outcomes/ assumptions lead to 
incorrect results

Technical Perception
Image is ‘Techy’, complex, and 

related to math and statistics, and 
hence difficult to comprehend or 
thought to be IT-only

Big Data Deluge
Organisations are distracted 

by the hype and are confused by 
what Big Data really means to them 
and how best to apply it

Poor Implementation
Analytics is developed in 

silos and data is duplicated. It lacks 
implementation vision and strategy 
for enterprise wide integration

% of responses

Figure 6. All-cross industry repsonses to, “In what step of the analytics process is your organisation 
most likely to experience challenges?”
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Demand Prioritisation
At the same time, as organisations begin to work towards bringing together analytical 
teams from across the business under clearly defined analytics leadership, we wanted 
to understand what the analytics demand process looks like for most businesses. We 
found that 31 per cent of respondents report having a formal analytics intake process, 
and another 45 per cent with some level of defined prioritisation criteria used in formal 
demand management processes. A significant 23 per cent of respondents, however, told 
us that the prioritisation of analytics is mostly based on personal interest and influence. 
This is not surprising for organisations who have a relatively informal analytics leader 
or leadership team: but we expect the volume of casual and unofficial prioritisation and 
demand management of requirements to decrease once this leadership capability is 
well-established. As these new organisation-wide analytics owners and teams get to know 
their analytics customers and begin to form working relationships with the business units 
requesting analytics projects, we expect to begin seeing more formalised and structured 
demand management frameworks that improve visibility of work pipelines, better identify 
bottlenecks, and allow for open dialogue on constraint to begin to generate group 
consensus on what matters.

Analytics prioritisation
High volumes of cross-departmental 
demand makes it difficult to 
effectively prioritise projects which 
are attempting to deliver both direct 
and indirect benefits to the business. 
Understanding the answers to the 
following 3 questions is a good place 
to start:

 • Who is the sponsor?

 • What is the value for the business?

 • What data & skills are required to 
capture the value?

An objective prioritisation process 
needs to be put in place, with cross 
departmental representation, to 
identify those projects that deliver 
the greatest value with the least risk 
and achieve business input and ‘buy-
in’ on their execution. A prioritisation 
process has 3 key outcomes:

 • Measure the value and risk for each 
potential project

 • Cross departmental agreement of 
project prioritisation

 • Clear list of projects for the delivery 
team to progress

% of responses

Figure 7. All cross-industry responses to “which statement best describes how developed your 
prioritisation criteria and model are to determine the relative importance of analytical requests?”
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Know your data
Data

Well-governed and well-architected data to enable 
trusted decision making

Managing and trusting data
In the 2017 IDO Survey, an astonishing 92.5 per cent of respondents indicated a lack of 
root cause analysis, trusted insight, and overall data governance capabilities within their 
organisations. We observed similar themes this year, but at a much lower scale. 41 per cent 
of our respondents report a lack of defined ownership and stewardship roles throughout 
their organisation, or data quality issues being addressed reactively.

On the other hand, 44 per cent of respondents have defined and assigned data 
stewardship and ownership roles, and standardised data quality processes across the 
entierprise. An additional 15 per cent report data quality being proactively measured and 
monitored. These respondents were most likely to be working in Consumer and Industrial 
Products, especially Retail, and unsurprisingly, part of comparatively smaller organisations 
of <10, 000 employees.

Though the number of respondents with significant data quality management challenges 
remains too high to ignore, it is a significant improvement over the last year as 
organisations begin to realise how crucial good data governance and good data quality 
can be. Managing the end-to-end information lifecycle is a necessity to maintain and 
grow analytical capability and insight delivery within the organisation. Having effective 
enterprise information management and a series of capabilities to control data across the 
organisation increases efficiency, transparency, accuracy, governance and trust to support 
better decision making.

Clean as you go
Resistance to analytics can often 
come in the form of stakeholders’ 
lack of confidence in the data – 
either as a means to not attempt 
an analytics project or in the form 
of challenging the results of the 
analysis. Whilst it is important 
that data is clean and reliable, 
organisations should not take the 
approach of back‑cleaning masses 
of data before embarking on the IDO 
journey. As the saying goes; if you’re 
waiting for perfect data, you’ll be 
waiting forever…

Instead, a policy of identifying data 
sources over set time periods should 
be adopted, allowing data quality and 
improvement initiatives to progress 
incrementally. Getting comfortable 
with 80% accuracy at the outset of 
analytics, and taking ownership for 
this figure with stakeholders and 
internal customers, will help build 
comfort in using analysis as a steer 
to decision making rather than an 
unquestionable directive.

% of responses

Figure 8. All-cross industry responses to Q31, “Does your organisation struggle to achieve the 
desired levels of data quality and trusted insight”
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Data Modelling
Part of this move towards better quality data and trusted insight might be as a result of 
increasingly standardised data models, essential in bridging gaps and reducing blind spots 
– the excel spreadsheets, desktop databases, and ungoverned analytics applications that 
emerge to operate many parts of an organisation. We observe blind spots starting out as 
an innovative approach to solving a business problem, and then ill-advisedly becoming 
the long-term solution for delivering repeatable reports and content. 17 per cent of our 
respondents report having dispersed data across multiple systems, for whom data and 
information is not always available when needed for insight and decision making. 34.5 per 
cent of respondents report that some users or business units have a centralised managed 
repository for generating insights. A major 48.5 per cent of respondents report having 
a centralised, standardised enterprise-wide data model beginning to be used by their 
organisation to access, add, modify, or delete structured and unstructured datasets. We 
observed a strong correlation between those respondents who reported having better 
managed data and those that have the architecture and underlying data structuring 
capabilities to support this, bringing to life the importance of information management and 
data governance.

This data modelling needs to consider both structured as well as unstructured data, 
adopting a process-driven and user-driven approach. It is important to note that any 
analytics architecture needs to be reimagined from the viewpoint of the end users and 
decision makers, innovators and analysts – not solely the technology stack – to understand 
all of the components that support decision-making across their landscape. End users 
expect that this content is in a usable, clean and desirable UI based on a consumer grade 
expectations.

Evolving approaches
Traditional reporting platforms had 
stabilised in recent years around a 
simple ‘layered’ architectural model 
following a linear data flow from 
source to end user. This model 
is increasingly out‑dated by the 
advent of disruptive technologies 
and vendor offerings. The target 
market for these disruptive 
technologies is increasingly broad 
- traditional analysts, consumers 
(both operational and board level), 
centralised functions (Finance, IT, 
Programme Management) and newly 
emerged specialisms (data scientists).

A successful architecture for 
analytics needs to be reimagined 
from the viewpoint of the end user to 
address these concerns.

% of responses

Figure 9. All cross-industry responses to the question “which of the following statements best 
describes how your information management strategy delivers against your business objectives?”
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Data dispersed across systems without formal
enterprise data model
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Use, not abuse, technology
Technology

Partnerships to support analytical innovation and insight 
delivery

Vendor Landscape
Almost a third of our respondents this year report having a strong vendor ecosystem to 
exchange data for analytics and insight delivery, with close to half of these respondents 
also having established meet-ups with their vendors to discuss objectives, analytics 
requirements and plans. 27 per cent of our respondents have some vendors supporting 
their analytics agenda, but executed without a formal vendor ecosystem or vision.  
A converse 36 per cent have an established and formalised vendor vision for analytics  
that is yet to be implemented.

A final 6.6 per cent of respondents –more likely to be smaller organisations by reported 
revenue and headcount – report having no existing relationships with vendors specifically 
deisgned for analytics.

Analytics Ecosystems
As the IDO journey progresses, it 
is easy to feel overwhelmed by the 
amount of capabilities required to 
keep up with the rapidly changing 
market, especially for smaller 
organisations. Developing a network 
of vendors and partners from a cross 
section of industry, government, 
research and technology faculties 
can take some of the pressure off 
constructing all these capabilities 
internally. Some examples include:

 • A data eco-system includes 
both the data suppliers and 
data brokers, and also the data 
distribution networks.

 • An analytics eco-system includes 
both the technology, but also the 
people and related organisations 
performing similar analysis.

 • A business eco-system is based on 
the data and analytical capabilities 
being offered across the value 
chain and can be fundamentally 
different from past customer/
supplier relationships, including 
regulatory impacts

 • A talent eco-system is made up 
of relationships with universities, 
business schools, professional 
associations and innovation hubs

 • A crowd-sourced eco-system 
obtains its services, ideas, or 
content from contributions from 
a large group of people, especially 
online, rather than traditional 
employees or suppliers

 • An AI ecosystem may include 
machine learning, deep learning, 
and neural networks to optimise 
and enable intelligent deicison‑
making

% of responses

Figure 10. All-cross industry responses to, “What kind of vendor ecosystems supports your 
analytics programme?”

49%

37%

23%

18%

9%

0% 10% 20% 30% 40% 50%

Common vision with vendors to generate value
from data to support business objectives.

Committee exists for vendors to meet

Strong existing vendor ecosystem to exchange data
for analytics and insight delivery

Clear vision for a vendor ecosystem for analytics that
has not been built. Limited vendors currently provide

or receive data, with no clear objectives

A few vendors who support an analytics programme,
but no clear vision of a vendor ecosystem

No existing relationships with vendors for analytics
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Innovation and sandboxing
An analytics sandbox, which can be built on an organisation’s core infrastructure stack 
or accessed via a partnering organisation or vendor, is an environment which enables 
exploration using various analytical techniques to identify new insights. This environment 
is separate from the production for standard BI and reporting to enable resource intensive 
analysis to be conducted without impacting critical production activities. The sandbox can 
be enhanced to enable users to load their own data for more advanced ad-hoc analysis 
using new internal and external data sets. In addition, in some more advanced cases users 
can install their own technologies into their own sandbox environments to enable truly 
customised analytical insight to be generated – and potentially industrialised later.

In 2017, 33.33 per cent of our respondents were looking to build sandbox, or pilot 
environments as an effective way to prove the value of analytics for minimal cost in a short 
timescale. In turn, our respondents recognised the value of sandboxes in supporting their 
organisation’s innovation agenda by providing a platform for experimentation around 
building new insights and capabilities.

We followed up with our respondents to understand how this went. This year, we observed 
that a major 58 per cent of our respondents have successfully built out a centralised 
innovation platform or innovation hub where all business teams can develop and test 
analytical models safely and securely. Of these, 32 per cent still reported some challenges 
in defining governance and clear guidelines for this capability, with another 11 per cent 
reporting a lack of monitoring of their innovation platform. However, this is a significant 
step ahead of the 28 per cent of respondents who report having limited sandboxing 
capabilities and limited datasets, and indeed the 13 per cent of respondents for whom 
all experimentation is done in a production environment (most commonly seen amongst 
our TMT, as well as some public sector respondents). We believe that innovation is not for 
innovation’s sake: part of the innovation agenda needs to address a longer-term ‘change 
in mindset’, and encourage the embedding of supporting processes to create innovations 
and Proof of Concepts that rapidly generate and prove their value.

% of responses

Figure 11. All cross-industry responses to “which of the following best describes your development
platforms outside of your safeguarded production environment?”

43%

38%

22%

18%

15%

0% 10% 20% 30% 40% 50%

Centralised innovation platform or innovation hub exists with clear
guidelines and governance for all business groups. Use and

expansion ofplatform is well‑monitored and developed as needed

Centralised innovation platform or innovation hub exists with
clear guidelines and governance for all business groups.

However, use and expansion of platform is not well‑monitored
and developed as needed

Centralised innovation platform or innovation hub for all
business groups, but without clear guidelines

Innovation platform or innovation hub exists with limited
datasets, for limited groups

All experimentation done in a production environment
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Summary
Last year, we wrote that organisations needed to embark on their analytics programmes 
despite high stakes, because the stakes of staying in harbour were even less favourable. 
We are pleased to see that this advice has not gone unheeded and our colleagues across 
the board have experienced noteworthy achievements due to their bravery and pioneering 
spirit.

Whereas in the past, the focus of our respondents has been in deploying up these nascent 
capabilities, ensuring that the right leadership was in place and stakeholders were bought-
in, and then proving the value, we are excited to see that the overall maturity of analytical 
departments and insight-driven organisations has progressed to a level beyond this. 
Our respondents have indicated that analytics has truly arrived, from the boardroom to 
the front office, and their ships have traversed the most important, and one of the most 
difficult, legs of their journey. Our respondents are now looking to build, scale, and improve 
their capabilities and encountering the efforts that come with expansion.

We warmly welcome and look forward to hearing your thoughts.

Actionable Advice
What’s next? Becoming an Insight Driven Organisation is about evolution, not revolution. 
We recommend you:

1. Assess: Conduct a deeper, tailored analysis of current analytics capabilities and identify 
of a long list of challenges and opportunities

2. Design and Roadmap: Create a long term strategy and vision for analytics, the 
services and capabilities required and the structure of the operating model, and define 
ownership. Then, plan the programme and change process, including prioritisation and 
dependencies between your business and technology aspects

3. Test: Build Proof of Concept(s) around prominent business questions which need 
answering, to tackle specific, priority business challenges. This drives quick wins and 
organisational buy in, whilst informing your target state design

IDO Lab

IDO Labs are designed to help 
you kick off the IDO journey 
in an interactive manner. 
The IDO Lab will outline some 
of the innovative analytics 
trends, help to understand 
your organisation’s capabilities 
and provide direction for 
your IDO journey as well as 
generating alignment on the 
analytics vision amongst senior 
executives and stakeholders.

Capabilities Assessment

A capabilities assessment 
is essential to start the IDO 
journey in the right manner. 
The assessment will take 
a step back to assess current 
capabilities across Strategy, 
People, Process, Data and 
Technology elements. This will 
help to reduce a long list of 
opportunities for improvement 
to a selection of prioritised and 
manageable projects.

Insights Strategy

The enterprise-wide analytics 
strategy should align to your 
corporate strategy and support 
corporate goals and objectives. 
The IDO framework can help 
to create a heat-map of where 
efforts should be focused 
to ensure a holistic strategy 
that balances technical, 
organisational and people led 
initiatives, as well as define 
an Insights Target Operating 
Model and next steps.
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Contacts
Get in touch

Natalie Williams
Senior Manager
Financial Services Insight Driven 
Organisation Lead
020 7007 7473
natalwilliams@deloitte.co.uk

Tom Bevan
Senior Manager
Private Sector Insight Driven 
Organisation Lead
020 7007 7384
tbevan@deloitte.co.uk

Kostas Krommydas
Senior Manager
Public Sector Insight Driven 
Organisation Lead
020 7007 9097
kkrommydas@deloitte.co.uk

Andy Gauld
Partner
Global Insight Driven Organisation Lead
020 7007 9426
agauld@deloitte.co.uk
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Endnotes
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This publication has been written in general terms and we recommend that 
you obtain professional advice before acting or refraining from action on any 
of the contents of this publication. Deloitte LLP accepts no liability for any loss 
occasioned to any person acting or refraining from action as a result of any 
material in this publication.
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