Only 30% of companies have
segmentation models distinct
from their competitors’.

18% of executives report they are not
aware of any segmentation model in
use at their company.
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channel and product choice—factors
better suited to a product-centric
strategy than a customer-centric one.

A roadmap to creating a strategically

actionable customer segmentation model

“The Customer” is not a statistical
average. Market leaders take a more
nuanced view.

In the age of customer experience (CX), companies must deeply understand their
customers—better than anyone else does—and share a common view of those
customers across the organization. But, our research found that the majority of
companies have a long way to go. Here’s a roadmap that shows the path to building
a customer segmentation model that fuels effective CX design and delivery.

85% of companies base their
segmentation model on intuition
or qualitative research only.

90% of companies lack a single, shared
segmentation across their organization.

A robust segmentation model is both
art (conceptually valid) and science
(statistically reliable).

Those who understand how a
segmentation model was built are
9 more likely to embrace its use.

Just 15% of companies use statistical
clustering to drive the definition of their
segmentation model.

FINISH

Talking about customer-centricity
doesn’t distinguish leaders from the
rest. Being customer-centric does.
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