How industrial companies can
jump-start a rapid revenue recovery

Several areas of industrials saw declining revenue in 2020, making
2021 a critical year for profitable growth. In our experience,
leading industrial companies have focused on five analytics-driven
go-to-market (GTM) strategies to accelerate their recovery.
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Even when digital
solutions are deployed,
issues around reporting
and transparency often
remain, and many
organizations find it
difficult to track real
impact. Companies must
develop consistent
metrics and dashboards
off the data lake. This
data-driven view enables
objective, fact-based
conversations that can
help ensure progress.

Investments in digital and analytics capabilities can give organizations
greater visibility into market trends and customer needs, helping them
move faster and more decisively.

1 Enterprise resource planning.
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