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Welcome to the Digital 
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Agenda 

Time Agenda Item 

13:00 Opening of the Day by Martin Hermsen Dicitas Consulting 

13:30 Stand-out Social Media by Mike Lewis 

14:15 Digital Transformation at Office Depot by Neil Maslen 

15:00 Break 

Breakout 1 
Interaction 

Breakout 2 
Operations 

Breakout 3 
Analytics 

15:15 Break-out round 1 

16:00 Break-out round 2 

17:00 Break-out round 3 

18:00 Closing 

18:30 Networking & Drinks 
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4. Your expectations of today 
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5. What does Digital mean to you? 
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Is your company impacted by the digitalization of the market and 
customers? 
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6. Are you impacted? 
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Introducing Digital 
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External Internal 

Quantitative Qualitative 

Digital 
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B2C eCommerce Global Overview 

EU Market Value World wide parcels EU YOY Growth 

Netherlands B2C 
Market Value 

EU vs ROW BRIC Market Value 

€183 bn 4.2 bn 20% 

€7.85 bn €1.10 trillion €220 bn 
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Worldwide eCommerce Sales 

20.1% 
worldwide B2C eCommerce growth  
 

€1.10 trillion  
total retail eCommerce sales in 2014 

Source: emarketer.com Copyright © 2014 Dicitas Consulting 8 

B2C eCommerce Sales Worldwide (trillions) 
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In 2013, the total online sales for consumers in the Netherlands was €10,6 
billion euro. The increase of 8,2% was mainly due to the increase of average 
shopping basket value of 8,9%.  
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Online sales NL grew 8,2% in 2013  

2005 2006 2007 2008 2009 2010 2011 2012 2013 

Sales Internet NL 2820 3600 4970 6325 7415 8213 8980 9754 10585 

Growth 30,0% 27,7% 38,1% 27,3% 17,2% 10,8% 9,3% 8,6% 8,5% 
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Total NL eCommerce market 
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Growth of the online retail, travel & insurance market 
NL for 2005-2012, EUR billion 

Characteristics of eCommerce growth 
NL for 2005-2012 

1.  Increasing number of online buyers 

2.  Higher average online spending 

3.  Increasing number of orders 

4.  Growing number of online shops 

5.  Increasing online share of products 
vs. services 
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Shopping for which consumers won’t go to physical retail anymore… 
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Online share 

Flights and accommodations 

Event tickets 

Insurance 

Vacation packages 

Telecommunications 

Media and entertainment 

Consumer electronics 

Toys 

Books 

Fashion: shoes and personal lifestyle 

Daily groceries 

Home & Garden 

Sporting goods 

Fashion: clothing 

Source: GfK 2013 –  
How will the consumer shop in 2020 

% of customers 
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The number of online buyers has increased dramatically in past 5 years 
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# Online buyers 

•  The Netherlands (74%), Denmark 
(71%) and the U.K. (68%) had the 
highest shares of e-shoppers in 
Europe in 2012 

•  Frequent Dutch e-shoppers are 
often men, between 25 – 44 years 
old and higher educated 

•  With 24%, NL was the fifth country 
when it comes to high-speed 
broadband adoption (>10Mbps) in 
2012 

Internet users & online buyers 

 Internet users   Online buyers 
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Customers are demanding  
better choice and service 

Copyright © 2014 Dicitas Consulting 13 Source: www.eMarketer.com  

Want a clear indication of 
when items will arrive 

83% 

Want the in-store  
inventory of products 

71% 

Want a store locator 

64% 

Want to buy online and  
pick up in store (Click & Collect) 

54% 

Want to reserve online, 
pick up and pay in store 

49% 

Want to buy online and 
pick up at convenience 

location 

41% 
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In 2020 we will shop much more from home, in environments that provide a 
virtual experience, using virtual shop assistance. 

14 Copyright © 2014 Dicitas Consulting 

Consumer behavior is  
fundamentally changing 

Source: GfK 2013 – How will the consumer shop in 2020 
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The Marketing Capabilities Gap 

15 
Source: George S. Day, Wharton, Closing the marketing capabilities gap  

The Marketing Capabilities Gap 
George Day, Journal of marketing July 2011 

•  Deluge of data that is well beyond the 
capacity of organizations to comprehend 
and use.  

•  Strategies are not keeping up with the 
disruptive effects of technology-empowered 
customers; the proliferation of media, 
channels, and customer contact points;  

•  Closing the widening gap between the 
accelerating complexity of markets and the 
limited ability of organizations to respond 
demands new thinking about marketing 
capabilities.  

Copyright © 2014 Dicitas Consulting Source: George Day, Journal of Marketing 2011 
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Adaptive Marketing Capabilities 

16 
Source: George S. Day, Wharton, Closing the marketing capabilities gap  

•  Adaptive processes require balancing 
exploration of new possibilities (through 
experimentation, discovery, risk taking, and 
flexibility) and exploitation of old certainties 
(efficiency, replicability, and predictability of 
processes and routines)  

•  Outside-in orientation makes market sensing 
and customer interaction essential distinctive 
capabilities.  

•  Adaptive capabilities augment and extend 
the existing dynamic capabilities so that 
rapid adjustments can be made.  

Adaptive vs. Dynamic Marketing 
Capabilities 

Copyright © 2014 Dicitas Consulting Source: George Day, Journal of Marketing 2011 
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Adaptive Marketing Capabilities 

17 
Source: George S. Day, Wharton, Closing the marketing capabilities gap  

Three adaptive capabilities are needed:  

•  Vigilant market learning that enhances 
deep market insights with an advance 
warning system to anticipate market 
changes and unmet needs,  

•  Adaptive market experimentation that 
continuously learns from experiments, 
and  

•  Open marketing that forges relationships 
with those at the forefront of new media 
and social networking technologies and 
mobilizes the skills of current partners.  

From Static to Adaptive Capabilities 

Copyright © 2014 Dicitas Consulting Source: George Day, Journal of Marketing 2011 
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As the marketing gap is present amongst most companies we can also 
identify other variations of this capability gap:  

–  The digital performance gap 

–  The mobile communications gap 

–  The service gap 

–  The supply chain gap 

–  The mentality gap between marketers and information technology 

–  The Big Data capability gap 

The Many Capabilities Gap 

Copyright © 2014 Dicitas Consulting 18 



#DIS2014 
The Digital Performance Gap 

Copyright © 2014 Dicitas Consulting 19 

Inspiration Orientation Purchase Use Extend 
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Offered by 
organizations 

Today’s 
Consumer 
Needs  

• Online and mobile 
access 

• Recommendations 
• Social Media 

•  Product comparison 
• Aggregator 
comparison  

• Real-time support 
through customer 
chat 

• Online 
registration 

•  Instant 
activation 

∆ 

• Multi-channel, 
real-time alerts 

• Single view of all 
products and 
benefits 

• Secure message 
centre 

• Customer help/
support through 
social media 

• Account level chat 
support 

•  Personalized offers 
via preferred 
channel 

• Single view of 
offers 

•  Proactive retention offers 
•  Loyalty offers 
• Benefits reinforcement 
• Continued access to servicing 
even with closed account 

• Social media communications 
(e.g. Refer a friend) 
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Capability Development 

20 
Source: George S. Day, Wharton, Closing the marketing capabilities gap  Anne Mulcahy (2009), former chairman and chief execu-
tive officer of Xerox Corporation, who argues that to create
personalized solutions for its data-intensive customers,
Xerox needed to invent new market learning capabilities. In
her view, market learning starts at the top: “The most
important part of my job is listening to customers.” The
marketing organization has overall accountability for what
is learned and how it is used. To keep the management team
focused on the market, the top 500 Xerox accounts are
assigned to senior officers, and each day, one of these offi-
cers is responsible for fixing customer problems.

The likelihood of a successful transformation of the
marketing capabilities goes up sharply when the chief mar-
keting officer takes direct accountability as a top-line leader
(Aaker 2008; Landry, Tipping, and Kumar 2006; McGovern
and Quelch 2004). These are senior and seasoned execu-
tives, widely respected inside and outside the firm, with full
support of the chief executive officer. Their credibility is
enhanced by the depth of talent in their marketing organiza-
tion and their willingness to be held accountable for the
return on investment of marketing spending. They have
enough analytical prowess to hold their own with line man-
agers and the chief financial officer. Indeed, the chief finan-
cial officer is often their ally. The C-suite has clarity about
the strategic role and mission of marketing.

Second, this is a continuous learning process that
requires clear objectives and relentless monitoring to deter-
mine whether the capabilities are improving and the gap is
closing faster than the rivals. This is a significant problem,
given how difficult it is for most companies to actually cali-
brate their capabilities gap. Rather than focus on the size of
the gap per se, the emphasis should be on designing a dash-
board of metrics that (1) looks backward to diagnose the
gap, (2) looks forward to assess the payoff from different
initiatives and reveal the rate of improvement, and (3)
aligns the organization through incentives used to encour-
age and reward desired behavior. From the myriad of possi-
ble metrics the firm needs to select a small set for its dash-
board that reflects its business and its ability to respond
adaptively. Some should reveal what the target customers

Closing the Marketing Capabilities Gap / 193

think and what they actually do, and others should reveal
actual market performance. The key is to combine measures
of ultimate success with intermediate diagnostic metrics
that can be used to identify successes and problems.

Last, these general prescriptions need to be tailored
carefully to the structure of the market and the firm’s strat-
egy. While all markets are subject to greater complexity at
higher velocities—and surprises can always come from the
periphery—the urgency of the response and the adaptive
capabilities to be built or enhanced will differ depending on
whether the firm serves mass markets with millions of cus-
tomers or sells complex systems to a small number of valu-
able customers (Moore 2006).

Opportunities for Researchers

This article’s analysis of the possible organizational
responses to the Internet-induced forces of proliferation and
complexity, compounded by increased velocity, raises
important issues for scholars to consider. The following
topics address how to improve the adaptability of marketing
organizations. 

Understanding the marketing capabilities gap. The
notion of a gap between the accelerating demands of the
market and the capacity of a marketing organization to
comprehend and cope is appealing but speculative. Cur-
rently, a quantitative estimate of the size of the gap is out of
reach. Nonetheless, much can be done to better understand
how fast the demands of the market are expanding relative
to the capacity to respond. 

On the demand side of the gap, there has been a rapid
proliferation of touch points connecting a firm with its cus-
tomers. Which are most important? How are customers
coping with this rich information environment? What cop-
ing strategies are they using, and how should firms take
advantage of this behavior? Which markets are most sus-
ceptible? An understanding of these contingencies could
shed light on when the capabilities gap is unacceptably
large versus simply troubling.

On the response side of the gap, research is needed on
the organizational impediments. What are the respective
contributions of lock-in, inertia, coordination, and talent
limitations? Previous research has regularly implicated
organizational and database silos as impediments. How can
useful market insights be rapidly extracted when databases
cannot be linked because different functions use different
platforms, partners cannot link databases, and the levels of
aggregation are different?

Performance consequences of adaptive marketing capa-
bilities. A significant question is whether firms that are adept
at vigilant market learning, adaptive market experimenta-
tion, and open marketing will outperform their rivals.
Answers to this question will require more precise conceptu-
alization of these adaptive capabilities and an understanding
of the main contingencies. Further research is also needed
on the organizational context of adaptive marketing capa-
bilities, notably the role of business models, vigilant leader-
ship, and organizational alignment. A central presumption
of our adaptive perspective is that the marketing mix or
downstream view of the role of marketing in organizations

Will we
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superior

to rivals?

Assumptions
Assess current

capabilities

Monitor Accept

accountability•Programs

•Objectives

and metrics

•Resources

•What are the drivers?

•Where will our momentum take us?

•Where are the shortfalls?

FIGURE 6
The Capability Development Process
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The Capability Development Process 

Copyright © 2014 Dicitas Consulting 



#DIS2014 

Copyright © 2014 Dicitas Consulting 

Diagnose the Gap 

Masters 
in 

Digital 

1. Deliver a 
superior 
digital 

experience 
2. Use digital 
to create and 

shape 
demand 

3. Use digital 
technology to 

innovate 

4. Organize to 
be digital 

5. Master big 
data to 

enable digital 
engagement 

6. Measure 
your Digital 

Performance 
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1. Deliver a superior digital experience 
•  Deliver digital experience consistently 
•  Deliver a branded digital experience 
•  Enable customer service differentiation and personalization 
•  Have an integrated customer experience strategy towards digital 6. Measure your Digital 

Performance  
•  We review our digital performance 

improvement roadmap regularly  
•  We measure our digital performance 

and know the bottom-line 
•  We monitor our Digital Customer 

Experience  

 
 

3. Use Digital technology to innovate 
•  Execute Pervasive Digital Innovation Agenda 
•  Implement clear, efficient processes 
•  Use digital to improve the efficiency and effectiveness 

of business processes 
•  Master Digital Security  
•  Master Digital Channels  

 
4. Organize to be digital 
•  Articulate a clear integrated strategy towards digital 
•  Integrate digital throughout the organization 
•  Manage, Train, and Retain Best Talent 
•  Ensure Senior Executives are Digital Savvy 

21 

5. Master big data to enable 
digital engagement  
•  Extract and Apply Value-Adding 

Insights 
•  Use Customer Data 

Strategically 
 
 

2. Use digital to create and shape demand 
•  Expand Into New Markets 
•  Have best in class e-commerce capability 
•  Use Channels Strategically 
•  Create High-Margin Digital Products and Services 
•  Use digital to reinforce position in the value chain 
 

The Digital Performance Benchmark 
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Do you believe the Digital Performance Gap exist? 
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7. Does the Gap Exists? 
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8. What causes the Digital 
Performance Gap? 
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How essential are digital channels for your customer interactions? 
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9. Importance of Digital Channels? 
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What about social media? 
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10. What about Social Media? 
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What is your approach towards digital?      
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11. What is your approach? 
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Mike Lewis 
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•  VP of Marketing & Sales at Awareness 
•  Boston native, father of 2, Entrepreneur 

and 'marketing guy' 
•  Active blogger, tweeter, and social media 

enthusiast 
•  Author, Stand Out Social Marketing, 

McGraw-Hill, Nov 9, 2012 



#DIS2014 
Neil Maslen 
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•  Senior Vice President: 
Business Transformation 
and Strategic Business 
Development Office 
Depot 

•  Business leader and 
inspirator 
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Breakout Round 1 

Agenda Item 

Time Interaction Operations Analytics 

15:00 The next generation digital 
customer experience  The digital supply chain  Machine learning, the new 

frontier in data analytics  

Deliver next-generation digital 
customer experiences across 

all touch points 

The digital supply chain in 
multichannel retailing 

Next generation data 
analytics thru machine 

learning 

Speaker Rob in de Maur Pieter Van den Broecke Jörgen Sandig (Scyfer) and 
Martin de Lusenet (ING) 

Case Philips Retail ING Bank 

By Adobe Manhattan Scyfer 
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Breakout Round 2 

Agenda Item 

Time Interaction Operations Analytics 

16:00 Understanding multi-
channel conversations 

Personal Digital Marketing 
Communication 

From a good idea to a 
prosperous online business  

Big Data ‘Understanding the 
opportunity of multi-channel 

consumer conversations’ 

How strong Marketing Content 
Management results in consistent 
communication across channels 

and more sales 

The journey from a good idea 
to a prosperous online business 

model by 

Speaker Theo van der Steen Paul Broersen Sebastiaan van der Greef 
and Kasia Meerman 

Case ANWB, AEGON and SNS 
Bank FMCG/Automotive Justlease 

By Underlined Adnovate Yonego 
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Breakout Round 3 

Agenda Item 

Time Interaction Operations Analytics 

17:00 The Digital Performance 
Benchmark The Digitization of the Shopfloor Monetizing on fast big data. 

today  

How the Digital Performance 
Benchmark can boost your 

digital 

Performance breakthrough by 
the digitization of the shop floor 

Monetizing on fast big data 
through intelligent business 

operations at by 

Speaker Martin Hermsen Kenny van Sleuwen Ricardo Passchier 

Case All industries Akzo Nobel Coatings Royal Dirkzwager 

By Dicitas Consulting Quinso Software AG 
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