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This year the Digital Dominance Benchmark has 

been executed for the third consecutive year. The 

benchmark shows the digital competitiveness of a 

brand among different digital channels. 

Compared to the previous benchmark in 2017, 

Dutch companies and brands improved 

themselves slightly with regards to their digital 

visibility and strength of their brands. However, a 

significant part of brands has shown a decreased 

digital performance. 

This year there is still a large gap visible between 

customer expectation and experience of a brand in 

today’s digital world. Many brands are struggling 

to maintain their digital competitiveness 

compared to previous years.  The drive to be more 

digitally dominant than the competitor remains 

challenging for most brands. If the digitally strong 

brands do not keep priority to their digital 

development, they might be surpassed by the 

competition.  

 

The Digital Dominance 

Benchmark 

The benchmark itself 

The Digital Dominance Benchmark is conducted 

yearly by Dicitas Consulting, which has merged with 

Sia Partners since 1 September 2018. 

In the benchmark, companies are assessed on five 

different categories: website, social channels, 

online video, SEO (search engine optimisation), and 

apps. Within these categories, more than 50 

performance indicators have been measured that 

aggregate into a total score. 

Some examples are the average number of page 

visits on a website, the percentage growth of the 

social channels, the use and ratings of apps, and 

search engine components such as meta 

descriptions and broken links. The total score per 

category translates into the total Digital 

Dominance Index, which makes it possible to 

compare brands, industries and periods among 

each other. Figure 1 gives an overview of the 

categories and key performance indicators used in 

the research. 

Per industry, the difference between the highest 

and lowest scoring brand (the dispersion) and the 

average scores are provided.  As can be seen, the 

dispersion per industry differs significantly. One 

would expect that the dispersion becomes smaller 

over time. However, this is not the case. This year 

multiple brands show a deterioration in their digital 

performance.  

Figure 2 visualises the dispersion and average score 

of the total Digital Dominance Index per industry 

compared to last year.  

Below we will summarise the most important 

findings: 

• The dispersion of the telco industry and 
the energy industry has shifted to the left 
compared to last year. Because these 
industries mainly consist of the same 
group of brands we can conclude that the 

 

FIGURE 1: CATEGORIES AND KEY PERFORMANCE INDICATORS USED IN THE RESEARCH 
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usage

Branded websites
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Number of web visits, time visitors spend on website, number of 
pages visited per visit and how many people leave after seeing one 
page.

• Total visits last 6 months
• Average time on site
• Average page views per visit
• Bounce Rate

How does the company score on the mobile readiness and other SEO 
components such as speed? What is the company’s score against 
keywords used by customers?

• SEO score
• Mobile readiness
• Web findability and structure
• Tagging

How many fans does the company have and how is the fan base 
growing, how much does the company interact with customers and 
how effective is the content (and advertising) on Facebook,Twitter 
LinkedIn and Instagram?

• Total page likes [date]
• Fangrowth YTD
• Total interactions YTD (likes, shares + comments)
• # posts YTD
• Average engagement per post YTD
• # of interactions per 1000 fans YTD

How many videos does the company have on its YouTube channel, 
how many customers have watched them, and how many 
subscribers does the company have?

• Subscribers
• Video views

How does the company creatively use apps to get close to the 
consumer and how do consumers rate the company’s effort?

• App usage
• App review score
• App ranking

http://www.digitalinnovationsummit.com/digital-dominance-award/
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digital dominance of these industries 
deteriorated;  

• The dispersion of the insurance industry 
has increased compared to last year and 
shifted to the right. The reason for this is 
the fact that the highest scoring brands 
scored lower and the benchmark includes 
new brands that score lower; 

• The kitchen appliances industry and the 
health insurance industry are among the 
few industries that show a positive 
development. The highest scoring brands, 
as well as the lowest scoring brands, show 
improvement of their digital dominance, 
which translates in a shift of the dispersion 
to the right. We can conclude that both 
industries make a move forward. Although 
the industries take a step forward, there is 
still room for improvement; 

• The food retail industry and the banking 
industry show a dispersion that shrinks. 
The lowest scoring brands show 
improvement whereas the highest scoring 
brands show a decline in score. The top of 
the industry needs to give priority to their 
digital strategy to stay ahead of the 
competition. 

 

 

Winners and losers 

As is the case in previous editions, this year the 

benchmark has winners and losers, some important 

trends and shifts. The top 3, de highest and the 

average score of companies per industry are given 

in table 1. 

The most remarkable insights are: 

• Apart from a couple of outliers, the 

average results are close in line. The 

difference between the highest scoring 

brand and the lowest scoring brand is 

substantial. The airline industry scores on 

average the highest and the kitchen 

appliances industry scores on average the 

lowest, even though the leap forward; 

• The e-commerce industry contains the 

highest scoring brand. The highest scoring 

brand in the cosmetics & personal care 

industry scores slightly above the average 

of all industries. The difference between 

both industries is significant. 

 The annex contains a more detailed analysis per 

industry. 
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FIGURE 2: THE AVERAGE SCORE AND DISPERSION PER INDUSTRY 2017/2018 
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The Digital Dominance Award 

On the 23rd of May, the results of the Digital 

Dominance Benchmark will be presented during the 

fifth edition of the Digital Innovation Summit. In 

addition, the “Digital Dominance Awards” will be 

given to the winners per industry. The event takes 

place on the 23rd of May 2019 in the Rosarium in 

Amsterdam.  

  

TABLE 1: THE TOP 3, BRANDS, HIGHEST SCORE AND AVERAGE SCORE PER INDUSTRY 

Industry Top 3 per industry 
Highest DDI 
Score 2018 

Average DDI 
Score 2018 

Airlines KLM, Ryanair, Transavia 66% 60% 

Airports Frankfurt Airport, Rotterdam-The Hague Airport, 
Schiphol Airport 

64% 44% 

Banking ABN AMRO, ING, Rabobank 67% 53% 

Cosmetics & Personal care Dior, Dolce & Gabbana, L’Oréal Paris 49% 40% 

e-Commerce Bol.com, Coolblue, Zalando 73% 46% 

Energy & Utilities Eneco, Greenchoice, Nuon 56% 46% 

Food & Beverages Campina, Chocomel, Heineken 59% 39% 

Food retail Albert Heijn, Jumbo, Lidl 62% 52% 

Health insurance  CZ, VGZ, Zilveren Kruis 53% 50% 

Human Resource Indeed, Randstad, Young Capital 55% 45% 

Insurance Aegon, ANWB, Centraal Beheer 56% 43% 

Kitchen Appliances Bosch, Miele, Siemens 51% 38% 

Lifestyle Levi’s, Tommy Hilfiger, Boss 56% 44% 

Retail H&M, Ikea, Wehkamp 70% 50% 

Telco T-Mobile, Vodafone, Ziggo 60% 56% 

Travel & Booking Booking.com, Corendon ,NS International 61% 51% 
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Annex 

Airlines 

The airline industry has the highest average DDI 

total index and scores the best in the categories 

website, social media and SEO. In the other 

categories, they score well above the country 

average. It shows that the industry makes good use 

of its social media channels. Twitter, for example, is 

used as an extension of the customer service line 

and Instagram is used to give more insights into the 

industry. However, the industry should invest 

further in mobile app usage. 

Airports 

The airport industry shows a significant variance 

between the most important airports for Dutch 

tourists, which contributes to the size of the 

dispersion. There is a substantial difference 

between the highest scoring and the lowest scoring 

airport. On average the industry scores below the 

country average.  Interesting is the fact that 

Eindhoven Airport is missing in the top 3 as one of 

the Dutch airports. The reason for this is the fact 

that they do not have a mobile app. The highest 

scoring brand scores significantly higher compared 

to the other two brands in the top 3.  

Banking  

Most banks score above the country average. 

Together with the health insurance industry, the 

industry scores the highest in the category apps of 

all industries. However, apart from mobile app 

usage, the industry scores lower on the other 

categories compared to the previous edition of the 

benchmark. Mobile banking contributes to the rise 

and popularity of app usage. The best banks update 

their mobile banking app regularly and innovate 

their web portal continuously. The dispersion has 

shrunk compared to the previous edition of the 

benchmark. We can, therefore, conclude that it has 

become more difficult for banks to distinct 

themselves digitally from the competition. The 

highest scoring bank confirms this trend.  

 

Cosmetics & Personal care 

Most brands in this industry score below the 

country average and many of these brands are not 

active on the mobile app market for consumers. 

With regards to Online video, the industry scores 

above the country average. On average the industry 

scores below the country average and the highest 

score is just slightly above the country average. For 

the largest part of the industry, the total scores are 

close to each other. We can conclude that 

competition among the brands is quite intense.  

Most of the brands in the industry use a global social 

media account to reach their customers. However, 

the use of a global social media page can negatively 

influence the engagement of Dutch customers as 

posts become less personal.  

e-Commerce 

The e-commerce industry score below the country 

average but also contains the highest scoring brand 

of this years’ benchmark. There is a significant 

difference between the highest and lowest scoring 

brand. The dispersion in this industry is, together 

with the industry retail and insurance, the largest of 

the benchmark. Interesting to mention is the use of 

social media channels in this industry. Both Bol.com 

and CoolBlue are quite dominant on social media 

and Zalando uses Twitter the best by utilising it as 

an alternative to their customer service line.  

Energy & Utilities 

The energy & utility industry shows a decline in 

score for the main categories, with an exception to 

the rating for social media usage. On most 

categories, the industry scores slightly above or 

below the country average. The industry struggles 

to innovate and expand their traditional services 

digitally. The shift of the dispersion proofs this, the 

highest as well as the lowest scoring brand score 

this year lower compared to the 2017 benchmark. 

Food & Beverages 

Dutch brands mostly dominate the food & 

beverages industry.  Remarkable is the fact that the 

industry only scores above average in the category 

of social media.  The DDI total score is below the 

country average.  The dispersion of this industry is 

high compared to other industries.  

Food retail 

The top 3 of the food retail industry consists of the 

same brands as found during the last benchmark 

and shows the heavy competition among them. The 

industry scores second-best in the category of social 

media. On average the top 3 scores well above the 

country average.  Compared to the (non-food) retail 

industry the food retail industry has a leap to take. 
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The lowest scoring brands leap forward as the 

scores of the top 3 decline. The competition is 

increasing in the industry, especially with regards to 

home delivery. A shift towards home delivery is 

noticeable with new entrants, such as HelloFresh, 

entering the market. The industry could benefit 

from this shift if it invests in its digital dominance 

with regards to web and apps. 

Health insurance 

The health insurance industry took a significant leap 

forward compared to last year. The scores on 

almost all categories increased. On average the 

industry is, together with the banking industry, the 

most dominant industry in the category of apps. The 

industry should invest in its websites and social 

media presence to further increase in digital 

dominance. The lowest, as well as the highest 

scoring brands, show an increase in their digital 

dominance. 

Human Resources 

The human resource industry (recruitment, staffing 

and HRM services) scored a lower score in most 

categories compared to last year. However, the 

score for social media usage increased, and most 

brands are active on all social media channels. On 

the other hand, the dispersion is more extensive, 

increasing the inequality among brands. 

Insurance 

The insurance industry scores below average. Its 

total average score decreased compared to last 

year. The dispersion of the industry also shows a rise 

and is compared to other sectors relatively high. 

The more dominant brands utilise their media 

channels better compared to last year. 

Opportunities arise in these channels for the other 

brands in the industry, especially with regards to 

apps, online video and social media. 

Kitchen appliances 

The average scores of the kitchen appliance 

industry are striking, as all of them, except for the 

category web and online video, rose. Both the 

highest as the lowest scoring brands show 

improvement compared to last year. The average 

score of mobile apps, apart from the increase in 

score this year, is still well below the country 

average. Further investment in the industry’s 

mobile apps could increase its future score 

substantially. 

Lifestyle 

International brands mainly dominate the lifestyle 

industry. Most brands in the sector score below the 

country average and many are not active on the 

mobile app market for customers. The brands score 

relatively low in the category of web. An investment 

in these two factors could lead to an improvement 

in the industry’s competitive advantage with 

regards to the retail industry. 

Retail 

Clothing retailers and international retailers 

dominate the industry’s top 3. There is a significant 

difference between retailers specialised in clothing 

compared to retailers specialised in DIY products. 

The industry scores above average on all categories, 

even though the average scores decreased 

compared to last year. Together with the e-

commerce and insurance industry, this industry has 

one of the highest dispersions. 

Telco 

The telco industry scores on average slightly below 

the airline industry. Of all considered industries in 

the benchmark, the telco industry has the lowest 

dispersion. This indicated the heavy competition 

amongst the brands.  Remarkable is the absence of 

KPN in the top 3 of the industry. The telco industry 

shows a decrease of the total score of both the 

highest scoring and the lowest scoring brand.  

Travel & Booking 

The travel & booking industry scores above average 

on most categories.  However, they should invest in 

their online video dominance. For this category, 

they score below country average. The top 3 shows 

a variety of booking organisation based on hotels, 

train travel and air travel.  
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FIGURE 3: OVERVIEW OF THE 179 BRANDS ACROSS THE 9 INDUSTRIES 
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FIGURE 4: AVERAGE SCORES PER INDUSTRY 
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ABOUT SIA PARTNERS 
 
Sia Partners is a next generation consulting firm focused on delivering superior value and tangible results to its 

clients as they navigate the digital revolution. With over 1,200 consultants in 15 countries, we will generate an 

annual turnover of USD 230 million for the current fiscal year. Our global footprint and our expertise in more 

than 30 sectors and services allow us to accompany our clients worldwide. We guide their projects and initiatives 

in strategy, business transformation, IT & digital strategy, and Data Science. As the pioneer of Consulting 4.0, we 

develop consulting bots and we integrate the disruption of AI in our solutions. 
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