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We live in a data rich environment. Even so, many companies still struggle to transform their data 

into meaningful and actionable insights. In fact according to a Forrester study, only about 29% of 

companies are actually successful at connecting analytics to action. Driving outcomes from your 

data takes turning knowledge into action. In reality, yielding big insights doesn’t take as much data 

as you think. Here’s a personal example of how a company could use a little data to provide a better 

customer experience. 

My sister recently lost her beloved cat, Blue. He had been failing in health for awhile and was on a 

variety of medications. She purchased the medications from an online pet pharmacy. She had 

placed an order for a particular medication a week before Blue died. Blue passed away over the 

weekend and first thing Monday morning she called the pharmacy to cancel the order. The 

pharmacy confirmed that the order had not yet shipped and also informed her that there would be a 
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$25 restocking fee. She said in between tears, “but he’s died and I’m calling you as soon as 

possible.” The customer service person said, “that’s our policy.” Let’s put personal interaction aside 

and look at how this company could use a little data to create a different customer experience that 

would benefit both the company and the customer. 

When my sister first began using this pharmacy she completed a registration that provided 

information about her and her pets, the type of pets, their ages, whether she has pet insurance, and 

so on. In this case, two pets, because she has two cats. When she submitted the prescription for the 

medication in question it included a diagnosis. With very little data this company now has information 

about my sister, her pets, and their condition. They know she is a caring pet owner because she is 

going through the effort of securing medication that is expensive and she doesn’t carry pet 

insurance, so she is willing to spend money to help extend her animal’s life. A big insight from a few 

fields of data. With this information, the company can begin cross-selling products they carry that 

don’t require a prescription, such as vitamins that might help improve Blue’s condition. 

Fast forward to the recent incident. There is a field “reason for cancelling or returning” on the order 

cancellation form. One of the options in the menu is “pet died.” With a little data review, the company 

could learn how many orders are cancelled due to the loss of a pet. Many pet owners think of 

themselves as pet parents (personas in the making here – pet owners, pet parents/grandparents, 

pet advocates/fosters – I can see the field in my mind on the registration form). Pet parents are 

extremely affected by the loss of their pet family member. For the sake of conversation, let’s imagine 

that cancelling medications for pets who have passed happens frequently. This little piece of data 

could have big implications to policies, such as restocking and customer service. A big insight from a 

little data that doesn’t take myriads of systems and heavy lifting analytics. 

How Can Your Company Best Use This Information? 

Here’s how a company might use this insight. Perhaps the restocking fee would be less or even 

mitigated in the loss of a pet (yes, I suspect you are thinking we might need some verification from 

the vet). Then imagine that a final part of the process would be to send the pet parent/owner a 

“sympathy card/email” that also thanks them for their business. Now we have created a different 

experience. 

Since my sister has another cat she will likely continue to use this pharmacy, although she might be 

tempted to do a bit shopping around. But if the company had employed a different process, this 

experience might have made her an advocate for the company. One fact about pet owners, they 

tend to adopt more pets. My husband and I have now been parents to six dogs. I can’t imagine we 



won’t have another when our current two pups are gone. My pups are both seniors, so medication is 

in their future. My sister would have been a good resource for where to buy medications. Imagine 

how much stronger her recommendation would have been had she not been talking through tears on 

that Monday about Blue’s passing and her situation with the online pharmacy restocking fee. 

How to Pivot from Insight to Action 

Marketing is more than program development and implementation. Customers are our focus. 

Marketing with a capital “M” includes creating and improving the customer experience. Avoid getting 

swept up in the complexity of data, analytics, and technology. The data in our arsenal doesn’t have 

to be extensive to be actionable. We can derive customer and market insights to inform brand and 

product strategy, competitive decisions, and anticipate customer needs and solve problems from 

relatively small amounts of data. We know from Tom Davenport’s work that companies with 

analytical muscle are stronger competitors. 

 

Decide what your team needs to do to function as an insights-driven organization and craft your 

action plan. Identify opportunities where you can bring big insights to the conversation and gather 

the necessary data. Be clear about the vision and outcome. For example, I recall back in the 1990s 

(yes, a lifetime ago) the organization I was with had an initiative to reduce the time from product 

order to delivery from 26 weeks to 7 days. To do this we needed to understand the journey of the 

product. Turns out there were lots of trucks, planes, ships, and holding areas along the course of the 

product’s journey. We were able to ascertain how long the product was in each stage of its journey. 

This was the 1990s and yet we were able to obtain this data with a relatively minimal effort. 

With a little analysis we could see where the product spent its time and decide how to chip away at 

reducing the cycle time. We didn’t get to 7 days, but we did get to under 2 weeks! The point is we 

had clarity around the customer needs and the data necessary to address the need. Once we had 

https://www.amazon.com/Competing-Analytics-New-Science-Winning/dp/1422103323
https://www.amazon.com/Competing-Analytics-New-Science-Winning/dp/1422103323


the data we optimized for identifying big insights that we could act upon to produce better results. 

Reducing the cycle time became a competitive advantage directly improving the customer 

experience and the likelihood for repeat purchase. 

In their Insights-Driven Business report, Forrester claims that by 2020, the combined annual revenue 

of insights-driven businesses will be $1.2 trillion and that insight-driven businesses will grow faster, 

at 27 percent for public companies and 40 percent for startups, than the projected global GDP 

growth of 3.5 percent. No business today can afford to not be insights-driven. Learn more about how 

to transform your data into actionable insights with the complimentary white paper Intuition to 

Wisdom: Transforming Data Into Models and Actionable 

Insights https://visionedgemarketing.com/enhance-your-know-how-with-white-papers/. 
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