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What is the … 
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Why Graduate Gateway

Gain a professional marketing qualification by 
taking advantage of the exemptions Graduate 
Gateway provides.
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Student Newsletter

Sign up now and receive the 
Graduate Gateway 
Newsletter
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How to get involved…

“what a great webinar” #CIMevents



Introduction 
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Data is important, 
but its not insight…



What? 

Moving from something that is ubiquitous (data/observations) to something of 
value (insight). 

Why?

Insight comes from the act of mining and extracting information efficiently from 
a variety of data sources that can be 

Qualitative and/or Quantitative

Primary or Secondary

Internal or External

Difference between data and insight



It’s not what is happening

but why is it happening… the root cause

Insight Definition -The capacity to gain an 



Customer insight:
…helps you to understand how your customers 
behave, but more importantly, why they behave 
that way



“ Marketing is the management process 
responsible for identifying, anticipating and 
satisfying customer requirements profitably.” CIM



• Who they are? (beyond age, demographics and geo demographics)

• What they do? 

• Why they do it?

• What is their decision-making criteria, etc.? 

• Preferences?

• How do they spend their week? What are their values, motivations, 
attitudes and beliefs? 

• Happy with existing product? What would they like to see?

• Pain and gain points?

• How can you satisfy?

How well do you know your customers/consumers?







Amended Five Whys Technique 
This technique to explore the cause and effect relationship underlying a problem to get to the root cause or insight

What you 
may 
observe 
through 
data

What is hidden after you have synthesised

Insight

Data or findingInference

Why?

Why?

Why?

Why?

Why?

So What?

Now what?



Five Whys exampleInference: identified value growth in cat food

Why? Premium brands of cat food are in growth, driving the value

Why? Cat owners are willing to pay a premium for cat food

Why? Because cats are part of their family

Why? Because they like to treat their cats and give them the best

Why? Because they feel bad for leaving them at home all day

So what? Cat owners want to treat their cats because they are part of the family 
and to alleviate guilt from leaving them at home alone

Now what? Use this human truth in future communication and expand your 
premium range

5 Whys Example



Actionable insight 

What?
So 
What?

Now 
What?



“An insight is a significant human truth about our target that 
we can leverage to drive growth”

TARGET – who?

SIGNIFICANT TRUTH – why are they doing or not doing something?

LEVERAGE – what are our capabilities to respond?

GROWTH – what do we prioritise and when do we do it?

A good insight has structure

Source: The Leading Edge
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What is strategy?

But before we do…. 



The SOSTAC® Planning System was created by PR Smith www.PRSmith.org

SOSTAC®

Situational 

Analysis 

Control

Objectives

Actions

Strategy

Tactics

SOSTAC®

Where are we now?

Where do we want to be?

How do we get there?
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Strategic planning process

SOSTAC® was created by PR Smith www.PRSmith.org

SOSTAC®
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• What data sources am I aware of / possess in my 
organisation?

• Have these been mined to uncover true 
customer/consumer insight?

• How well do I know my customer/consumers?

• Do I have a deep-rooted understanding of why they do 
what they do? How they Spend their day and why? 
Motivations and beliefs? Values? Aspirations?

• Have I developed and insight statement that is actionable?

• How can I ensure these are used as the basis of any 
strategic work? 

Questions to reflect on….



•
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Thankyou for watching

Enjoy the rest of your evening

#CIMevents


