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FOREWORD
Today, we live in a constant period of uncertainty, fuelled by factors such as globali-
sation, worldwide economic challenges and climate change, to name but a few. 
Many organisations and indeed, senior level executives, are struggling to manage in 
what is increasingly being referred to as the VUCA nature of today’s global business 
environment.

Growth today is largely about the next unforeseen move rather than merely perfect-
ing what has already worked. For years, beating a rival or outdoing a peer through 
e�ciency, cost, talent or technology worked to deliver growth . However, the real 
growth is now beyond these commonly accepted metrics.  

With the global economy facing headwinds and dampened local sentiments, Indian 
corporates are challenged to keep their growth momentum going. And, with compe-
tition becoming intense and markets getting more complex, sustainable growth is 
now occupying the mind space of corporate India like never before. 

As your long-term partner in growth, WPP took the initiative to understand and iden-
tify what it takes to deliver sustained business growth through its Initiative for Real 
Growth. Senior members of WPP & Kantar conducted vision interviews with over 500 
senior business leaders across 73 countries. This study; designed and led by the team 
which had spearheaded Marketing2020 and Insight2020, was conducted in partner-
ship with the ANA, Google, Facebook, Spencer Stuart, LinkedIn, Saïd Business School 
at the University of Oxford, New York University School of Professional Studies, WARC, 
MMA and leading publications worldwide.

We are pleased to share with you the �ndings from this global survey. 33 vision inter-
views were conducted with leading Indian business leaders spanning across indus-
tries and �ndings were validated with a quantitative survey amongst 600 business 
professionals.
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As an outcome of the study, The Institute for Real Growth (IRG) - a not for pro�t and 
independent institute - has been founded to help growth leaders measure and drive 
sustained, long term “Real Growth”. IRG seeks to connect growth leaders to their 
peers and share expertise through live action leadership programs. It has developed 
a practical framework for building e�ective growth leadership strategies – with land-
marks, guidelines and case studies – as well as to provide opportunities for leaders to 
connect and discuss what di�erentiates overperformers.  

We do hope that this report will help you in tackling your growth challenge and also  
provide a fresh and stimulating perspective.

We, at WPP and Kantar, are committed to helping and partnering our clients in this 
journey.

With best regards,

CVL SRINIVAS
Country Manager,
WPP India

PREETI REDDY
CEO, South Asia, Insights Division
Kantar
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What drives business growth today? How do I grow my business and brands? These 

are some of the key topics of debate and discussion that forms the bulk of the 

chatter in the corner rooms globally. 

With growth being led exclusively by companies outside the established top 25 in 

many categories, answering these questions has taken on a new urgency.  

Traditional FMCG marketing and sales models are losing relevance, even tech giants 

are being challenged - as start-ups disrupt the disruptors and consumers evolve 

towards newer channels and more personalized experiences. The Chief Marketing 

O�cer (CMO) is often the �rst to go when growth targets aren’t met – and more 

companies are experimenting with the B2B and new economy approach of 

consolidating insights, strategy, marketing, innovation and sales roles into a Chief 

Growth O�cer (CGO). 

SETTING 
THE CONTEXT
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GROWTH: 
Globally, we have noticed that the traditional formula for driving growth is now 

following short. Typically, corporates have been relying on steadfast growth models 

for decades: 

• When the product/business did well in one market the most common 

approach was to extend it to newer markets. 

•  Or a successful product was “value – engineered” to make it more e�cient and 

pro�table.

• Another approach was to add incremental features and move it into an 

adjacent category 

And we had all these practiced formulas for how we would grow. But, in today’s 

world, what is interesting is that these formulas are failing us.

What it takes to win in this role is unclear. There’s a plethora of siloed expertise out 

there, but leaders are lacking an integrated strategy to deliver sustained triple 

bottom line results.

The new age Indian business community has left its imprint on the global landscape 

across industries – pharmaceuticals, information technology and precision 

manufacturing. There is a growing acceptance of the solutions o�ered by India. 

Indian Space Research Organisation (ISRO) is the best case to talk about. The 

developed nations have chosen the services of ISRO to launch their satellites into the 

space. As ISRO emerges as the preferred global choice, it talks highly about the 

cost-e�ective solutions India o�ers in a highly tech-savvy domain. 

However, all Indian companies are not in that league and many �nd it di�cult to 

grow.

Therefore, IRG India tried to understand the factors that drive growth. It also looked 

at what Indian corporates are doing to grow in a meaningful manner. It also looked 

at identifying factors which separate over-performers from under-performers.
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INHIBITORS TO 
GROWTH
We examined the reasons of why the time-tested 
growth formulas are not as e�ective as before. 
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1. BARRIERS TO ENTRY ARE FAST DISAPPEARING 
The old paradigm of might and size does not hold true its sway anymore. For 

example., the new technologies and consumer mindsets have created a level playing 

�eld for start-ups as well as global giants. The sharing economy have further added 

to this challenge. Airbnb, for example, has rede�ned the hospitality industry as we 

traditionally knew and knocked many hospitality giants o� their pedestals. 

2. AND NEW PLAYERS ARE BREAKING THE RULES. 
New age players are re writing the rules of the game. How they brand themselves, 

how they communicate, their business models etc. are transforming the way 

businesses operated. Reliance Jio is a shining example of this new breed of disruptive 

thinking and business models.

3. DISRUPTORS ARE BEING DISRUPTED
Finally, disruptors are being disrupted themselves. Whether it’s Google with Waze or 

Facebook with Instagram, companies can’t rely anymore on their reputation as 

disruptive and expect growth to follow. 

4. GROWTH IS HARDER TO MAINTAIN 
Adding to the turmoil is the slowing down of growth. It is harder than ever to 

maintain the growth momentum.

Partly this, we believe, is a result of globalization losing its shine. We are increasingly 

seeing across borders that investment, trade, loans, and supply chains are all 

shrinking or stagnating – what the Economist termed as ‘Slowbalization’.

5. MARKETS ARE REACHING MATURITY
Maturity is starting to place limits on traditional expansion and growth. Many 

categories which have rolled across the world, are �nding it hard to �nd new pockets 

of consumption. For example, the traditional FMCG categories such as detergents, 

oral care, cooking media etc. have universal penetration in a country like India and 

can only grow by moving the premiumization ladder.
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WHAT IS HOLDING 
GROWTH BACK?
Stakeholders are pushing back on growth:
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1. TALENT CRUNCH
There’s a war for talent like there’s never been before. Marketing and sales keep 

dropping down the ladder of careers to enter.  

2. TRANSPARENCY OF CORPORATE CULTURE
There’s also a growing demand for transparency from both internal (employees) and 

externals stakeholders. Several leading corporates in India have fallen short of 

stakeholders’ expectations and seen challenges in growing their business and 

bringing in fresh talent to support growth. 

3. ‘LICENSE TO OPERATE’ BEING CHALLENGED
Consumers are �exing their muscles when they see corporates growing at the 

expense of environment and ecology. For instance, several power and infrastructure 

projects in India have been stalled due to citizen activism. 

4. THREAT OF HYDRA MONSTERS
The rise of new one stop shops e.g., Amazon, Reliance Jio is further compounding the 

challenge for existing businesses. With consumer centricity at the core of their 

operating philosophy, “Serving every consumer need” gives these hydra monsters 

the license to encroach and break the boundaries between business segments. 

Therefore, the erstwhile compartmentalisation of product segments is fast 

disappearing and leading to entry of unexpected competitors.
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YET, THERE
IS GROWTH 
TO BE FOUND
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The growth de�nition seems to have evolved in the ways that many corporates are 

unable to recognize growth anymore. If we look at the FMCG space we �nd that the top 

25 global players today are now accounting for only 3% growth. And their smaller 

competitors are capturing the 97%.

A study from the Worldpanel division of Kantar shows that there is plenty of headroom 

for growth available for brands simply by growing the penetration. 

The study also highlighted the role of repeat buyers and “fringe” or infrequent buyers in 

driving brand growth.

The growth today is to be found in what we call “uncomfortable” places. 

For instance, partnerships with newer channels like Chemists can help deliver 

incremental growth. Worldpanel India analysis shows that chemists can deliver 8-10% 

incremental sales for some personal care categories.

Growth can also be found by embracing niche brands which cater to segments which are 

often dismissed as too small and therefore unimportant to focus on. For example, with 

the growing awareness of organic foods even in a category like Liquid Milk, brands like 

Pride of Cows, Milkbasket have found niche market willing to pay a premium for organic 

milk.

Another way in which companies are harvesting growth is by developing new channels 

to reach consumers directly. For instance, Hindustan Unilever has cracked open the rural 

market by rolling out its Project Shakti. 

It trained thousands of women in villages across India on basic tenets of distribution 

management and familiarisation with the Company’s products. HUL has a team of rural 

sales promoters (RSP’s) who coach and help Shakti Ammas in managing their business. 

This includes help in business basics and troubleshooting as well as coaching in softer 

skills of negotiation and communication which enable them to run their business 

e�ectively.
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THE NEW GROWTH 
ARCHITECTURE
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With growth becoming harder corporates today can’t a�ord to play by the old book they 

need to develop a new Growth Architecture. It was this conviction which led WPP to 

embark on the Initiative for Real Growth.

We employed tested and proven methodology like Marketing2020 (2014) and 

Insights2020 (2016). A core team from 15 WPP companies along with industry 

practitioners was formed to steer and guide this global initiative.

We also roped in ANA, Linkedin, SpencerStuart, Mobile Marketing Association etc as 

global partners for the IRG. We also had WARC which has the biggest repository of 

marketing case studies globally and the Cannes Lions also supporting this endeavour.

In the �rst phase, we conducted one-hour interviews with almost 600 C Suite leaders in 

15 markets which spanned di�erent business cultures, like China, India, Western Europe, 

the United States etc. To get a wide range of perspectives, we interviewed leaders from 

established businesses to emerging unicorns across disciplines and di�erent levels of 

experience and seniority.

In India, 33 vision interviews were conducted by senior Kantar researchers with C Suite 

leaders from FMCG to manufacturing, from fast growing family businesses to established 

giants, from brand directors to CMOs and CEOs.

In the second phase, an online survey was conducted amongst professionals with varying 

experience levels and across functions and industries. In India, we polled 600 such 

professionals.

On top of that we added an AI analysis to understand the drivers of business growth. The 

input for this analysis comprised published material, academic research, case studies 

and the transcripts of all the interviews conducted across 73 markets. 

We also partnered with LinkedIn to get an insight into who people are and how they 

connect with each other, and how that di�ers across companies. We analyzed data from 

over 3 million employees at overperforming and underperforming companies. This adds 

up to over 800 million connections and provides a high level of quantitative rigor.
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The analysis helped us in identifying the 7 building blocks of real growth. We also 

looked at how companies are organized, how does their culture operate, and how do 

they work with data?

THE 7 BUILDING 
BLOCKS OF REAL 
GROWTH

1

ABUNDANT 
MARKETS

EVOLVING 
EXPERIENCES

OPEN 
CULTURE

MULTIPLE
MODELS

WHOLE-
BRAINED

ANTICIPATIVE 
ORGANIZATION

HUMANIZED GROWTH
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BLOCK 1: ABUNDANT MARKETS
Taking an abundant view of the market is the �rst ingredient for growth. The growth 

leader’s mindset is re�ected in how they de�ne the category in which they operate. 

They widen the lens from what they produce to the demands spaces they serve, 

based on underlying human needs, motivations and occasions.

For instance, a soft drinks player with a growth mindset de�nes the category as 

“Share of throat” and not as the carbonated soft drinks market. Thus, they de�ne the 

category they’re in so they can be one of those small, hungry, niche player capable 

of great growth.

Our analysis shows that overperformers are much better at assessing and 

understanding where the market will go. These companies have long term plans, 

they study long term trends, and they revisit those trends every few years to make 

sure that they still apply. And those plans seep into their corporate strategies, into the 

category strategies, into the brand strategies. They become wired into the 

organization, and there becomes one understanding of where we operate and where 

we’re going.

Another characteristic of overperformers is their vision: they focus on long term 

growth and make big bets about the future. And they then stay committed to it. For 

instance, not many remember Google Glass today. However, Glass, wasn’t the big 

bet - Augmented Reality was. And that’s what Google has continued to pursue even 

moving on from Glass. They might move on from a given innovation project, but the 

innovation project is not their objective. If they fail, they try a di�erent way, but don’t 

stray from the main objective.

We also noticed that over performers are twice as able to stick to long term bets that 

the under performers making their marketing investments accordingly.

And what do underperformers focus on instead? They focus more on their market 

share and on winning share from competitors. 

Whereas overperformers took much more of what I’d call a wide-angle lens, looking 

at the de�nition of the category itself, or even beyond the category. 

BLOCK 2: MULTIPLE MODELS
To succeed in bigger marketplaces, companies can’t work the way they used to. They 

need to succeed with very di�erent business models. 
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We found that overperformers have a willingness to willingness to accept new 

business models twice as more as compared to underperformers.

Last November, Coke announced its entry into retail by buying Costa co�ee. While it 

is a natural extension, but it is a completely di�erent business model to the sale of 

bottles of Coke in supermarkets and mom n pops. Coincidentally Pepsi also 

announced its acquisition of Sodastream a few days later. These are examples of 

mega players willingly adopting new business models which o�ers them many new 

things - personalization, subscription, an environmentally-friendly solution.

If you look at Reliance Jio, they understood that they were not in the business of 

telephony but they entry into telecom business allowed them to explore multiple new 

models across verticals, channels and segments. 

We also noticed that a lot of overperformers have created innovation centres to meet 

the emerging needs of the consumers. This include the Foundry, Snack Ventures at 

Mondelez, the Creators’ League at Pepsi, or The Design Studio at Godrej. These allow 

their teams to work more freely or innovate harder. In some cases, where the 

corporates don’t want to build those innovation centers in-house, they are acquiring 

or investing in the innovators, as Emami has done with its investment in The Male 

Company.

BLOCK 3: EVOLVING EXPERIENCES
The last and probably most important building block in the ‘What’ category is, 

“What do we actually deliver?” And a real characteristic of winners is that they 

delight with ever-evolving experiences. 

The overperformers embrace the fact that their customers will always be beautifully 

dissatis�ed. Their mantra seems to be “What’s the next thing? What’s the next 

improvement? What’s the next way we’re going to delight these people? They never 

rest on their laurels.

Their focus is always on resolving and eliminating the friction in their market. 

Delivering ever-evolving experiences is a huge di�erence that we observe between 

overperformers and underperformers. They know the things that people think can’t 

be done di�erently but they do it di�erently anyway.
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Hyatt Hotels is a very simple example of this principle: they rede�ned their purpose 

to delivering a full-service business travel solution to the traveler, starting at the 

airport. So, they moved from a lobby check-in to meeting people in the terminal, 

they simpli�ed and streamlined their check-in process, and they even reinvented the 

business center in their hotels.

Another great example is Spotify, who were the �rst to bring the complete music 

library of the music of the world, then they started adding new features. First, by 

building all kinds of playlists and allowing you to personalize yours. Then they took it 

a step further and created ‘Discover Weekly’, a playlist that o�ers roughly 80% songs 

you like to listen to, and then another 20% of songs that �t your algorithm but that 

you’ve never listened to before.

Consumers who have started to use these Discover Weekly playlists, and to rely on 

them, are probably thinking, “Why aren’t the other services doing this for me?” 

That’s what is meant by the customer being ‘always beautifully dissatis�ed’. To 

delight a customer in the moment is easy; however, to remove friction, day after day 

and year after year, is much more di�cult and more transformational. This is where 

overperformers score over the underperformers.

BLOCK 4: OPEN CULTURE
Overperformers realize that culture is just a script. They don’t subscribe to the myth 

that cultures can’t be changed. 

Satya Nadella at Microsoft took over the biggest technology company in the world, 

which in the era of Bill Gates was all about technology. Today, Microsoft is completely 

about the customer. This company has completely changed its culture. This proves 

that if you �nd it important, you can change your culture.

A big part of building an open culture is the ability to connect with partner 

ecosystems outside your organization.  This was clearly re�ected in the LinkedIn data. 

Employees at over-performing companies have 29% more external connections 

than those at underperforming companies. These inspired ideas at times come from 

employees starting conversations with people they know, their connections, their 

friends at other companies. 
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The next question is we tried to address is what kind of cultures work? Our analysis 

shows that underperformers are over indexed (+33) towards cultures and processes 

and quality and quantity.

On the other hand, over performers index higher on a culture of change, of 

innovation and of entrepreneurship.

They are also over indexed on a culture of diversity especially at the strategic 

decision-making levels. They recognize the importance of having diversity in terms of 

personal background, education and in the roles and levels.

Winners train more. Cultural shifts don’t happen overnight. We see overperformers 

investing signi�cantly more – up to 20% more – in education and capability building. 

They invest not in isolated training module but real learning programs that reach 

across the business and make sure everyone is equipped with this knowledge.

BLOCK 5: ANTICIPATIVE ORGANIZATION
We analysed how the corporates are organized and found a clear trait across all over 

performers. We call this as ‘Anticipative organization’. We found that overperformers 

win the war in micro battles. They create �t-for-purpose teams that are brought 

together because they’re the right eight people for the job. They work together until 

their goal is accomplished, and then they disband. And then they move onto the next 

micro-battle.

We are increasingly seeing more companies acting like �ocks of birds. Their 

organizations overperform on working together while maintaining agility. They act 

like constellations, moving in sync towards an opportunity or around a threat. There’s 

clearly coordination, and a sense of every individual member tailoring their actions 

based on the same vision as the rest of the group, but there’s a �uidity, a sense of 

anticipation, and an understanding that they are not going to crowd each other out.

So, what is the biggest impediment to growth? A study conducted amongst senior 

executives of $5bn+ companies by Bain & Co showed that the internal, dysfunctional 

organization was the biggest barrier to growth.

Driving internal priorities therefore was the top priority of overperformers. They 

consider making connections very important.
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Our LinkedIn data analyses show that employees at overperforming companies are 

more connected both horizontally and vertically. Sales and marketing professionals 

are more connected to other internal functions –  like HR, IT, �nance etc. – at 3.5 times 

the average rate; while non-managerial employees are 5.5x more connected to their 

senior leaders – directors and above.

BLOCK 6: WHOLE BRAINED
Data, today is a key factor driving growth. Our vision interviews indicated that most 

of the organizations have a data road map in place and a plan to get the right data 

to the right place for decision making.

Overperformers don’t necessarily prioritize having more or better data. Instead, they 

recognize that to truly unlock the value of data, they need to pair it with human 

insights and creativity.

They also need to bring the right brain and the left brain together. Not only within 

teams but even within people. They value having colleagues with a whole-brain 

mindset, and are twice as e�ective at recruiting those whole-brain colleagues to their 

companies as compared to underperformers. They also put data at the heart of 

decision making and leverage them to build more creative solutions.

People like to consume content of varying lengths, however, if you look at traditional 

TV, there is only 14% variance in the length of episodes they air. Net�ix, using human 

insights and creativity, and coupled with powerful data and AI solutions, has been 

able to address the consumer need of content of varying length. Today they produce 

content which has a 30% variance in its length. 

Overperformers create whole-brained teams that aren’t hierarchical, and don’t 

place the left-brain insights over the right-brain ones, but treat them equally. They 

bring together all their data sources and foster ‘one version of the truth’. And �nally, 

they don’t just focus on the ‘what’ but turn that data into exciting and tangible 

solutions.

BLOCK 7: HUMANIZED GROWTH
Everybody, overperformer or underperformer, is interested in topline growth. There’s 

no real di�erence between them, and that’s not surprising.
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But interestingly, underperformers are much more interested in bottom line growth. 

Perhaps understandably, because they’re trying to hold onto the small amount of 

success they have. 

Overperformers, however, focus signi�cantly more on people growth. They focus on 

tangible improving things for the people they work with, the people they serve, and 

the communities they sit within. When you look at the stated objectives of 

overperformers vs. underperformers there is a stark di�erence in how they de�ne the 

success metrics.

Google tracks things like how often users came back, how long they used each 

service, how loyally they stayed. These are all very people-centric metrics. They’re not 

about the bottom line. They have con�dence that if they take care of the people, the 

top line and bottom line will follow.

So, it’s about serving three constituencies. For one, your consumers. Are you actually 

delivering something that your consumers love, or are you just keeping them 

reluctantly along for the ride? 

Second, it’s about serving employees – they can’t be taken for granted anymore. 

More and more companies are building robust employee happiness dashboards to 

understand how to keep their teams truly engaged and inspired. It’s not enough 

anymore to scrape by on bare minimums of retention and productivity – it’s the 

employees that truly love working at a company that are most able to develop and 

implement the transformational ideas we’ve seen throughout this study.

And �nally, it’s about serving communities. AkzoNobel uncovered a human truth – 

that color has a positive impact on our mood and lifts our spirit. It also recognized 

that a lot of the poorest and most underserved places in the world are devoid of that 

kind of color. So, they went to the favelas in Brazil and started painting houses in 

beautiful bright colors, for free, to spark that sense of optimism and help the 

residents feel, for the �rst time, proud and hopeful about where they lived. 

21



HUMANIZED GROWTH:
6%

EVOLVING
EXPERIENCES:

14%

MULTIPLE
MODELS:

4%

ANTICIPATIVE
ORGANIZATION:21%

ABUNDANT
MARKETS:

26%

OPEN
CULTURE:

12%

WHOLE-
BRAINED:

17%

Hence, it is important to link business growth with people growth KPIs and 

incentives. The purpose that needs to be articulated is one that has a direct impact 

on people and the world around them. We also ran regression analysis and 

calculated the contribution of each building block to real growth. Below in the 

current state, based on over 2000 quantitative respondents.
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INDIA VS REST 
OF THE WORLD
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We now examine the similarities and di�erences between Indian corporates and their 

global counterparts. We have focussed on decoding Indian companies’ growth 

mindsets on the seven key myths which we have explored earlier in this report

MYTH 1: GROWTH IS ABOUT WINNING 
MARKET SHARE FROM COMPETITORS 
Global Trend: 

Overperformers excel at spotting and choosing the right wave.

80% of the global Overperformers are good at assessing and understanding market 

developments. They have 10-year plans, they study 10-year trends and they revisit 

those trends every three years to make sure that they still apply.

They make a bet about the future and stick with it.

Nine out of ten Overperformers bet big about the future and almost eight out of ten 

sticks with it.

Underperformers focus more on market share.

42% of Underperformers focus more on winning market share from their 

competitors. This number stands at 38% for Overperformers.

How do Indian corporates stack up?

We see di�erent interpretations and de�nitions of growth amongst Indian 

companies and CEOs. While it is customer satisfaction for some, it is revenue for 

others. Growth markers can also be internal – about how a company has prospered 

and crossed internal milestones. 

However, in line with their global counterparts, Overperformers in India too, look at 

the larger picture and are focused on long term goals; whereas Underperformers are 

more focused on establishing themselves and being stable in the industry. 
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Though winning market share is important, most CEOs feel growth is not limited to 

an increase in their market share. It is measured on other metrics such as staying 

connected with consumers, understanding their needs and delivering accordingly. 

Overperformers tend to focus on their people while Underperformers are in a 

survival-mode with focus on top-line growth.

MYTH 2: IF IT DOESN’T FIT IN THE ROI MODEL, 
THE SPREADSHEET MAFIA WILL KILL IT
Global Trend: 

Overperformers are open to accepting newer business models.

72% of the Overperformers are willing to accept newer business models. This number 

stands at 27% in case of Underperformers. They also work across verticals, segments 

and culture.

How do Indian corporates stack up?

Indian overperformers are more likely to adopt innovative business models. As 

markets and consumers’ demands evolve, they recognise that it is imperative to 

migrate to newer business models. They feel that with the hyper competitive Indian 

market, it is critical for them to adapt and absorb new corporate cultures. 

CEOs in India are trying to strike a balance between the new and evolving versus the 

old, established traditions> However, most of them are open to innovation and 

change. 

Category expansion is usually adopted when a company believes that its category is 

niche and/ or when there is a need to drive incremental growth in that category. As 

categories and businesses mature, ‘moving into new spaces’ is seen as an 

opportunity for growth. 

However, for most Indian enterprises, getting into new categories is not a priority if 

they have an existing business which still o�ers them a possibility to increase the 

market share or to grow the market itself.
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MYTH 3: GROWTH IS ABOUT INCREASING 
CUSTOMER SATISFACTION
Global Trend: 

1. Overperformers embrace the ‘Always Beautifully Dissatis�ed’

    77% of the Overperformers deliver ever-evolving experiences. 

2. Focus on eliminating friction

An Overperformer organisation knows the market, its customers and their needs. It 

also knows that people think that things cannot be done di�erently. An 

Overperformer; thus, focuses on doing things di�erently and eliminating friction. For 

example, Net�ix has launched a mobile only version in India recognising that most 

consumers are mobile �rst online users and the penetration of Smart TVs at homes 

is very low. 

Globally, consumer satisfaction has remained the cornerstone of business/ brand 

success. Consumer satisfaction is also considered as one of the pillars of growth in 

India. This is particularly true for Overperformers. Most CEOs do believe that one of 

the ways to grow is to increase consumer satisfaction. 

However, unlike their global counterparts, Indian companies lack in the ability to 

access trends and be the �rst movers.

MYTH 4: OUR CULTURE CANNOT BE CHANGED, 
IT’S IN OUR DNA
Global Trend: 

Overperformers re-write the culture script. 

Underperformers more often de�ned by procedures, structure and quality. Almost 

one out of �ve Underperformers exhibit this characteristic.

Overperformers are marked by innovation, change and entrepreneurship.

Almost one out of four Overperformers relies on innovation, change and 

entrepreneurship to drive growth and business success.

More diverse strategic decision makers.

77% of Overperformers bring in diversity at the strategic decision-making table. They 

26



strongly believe that diversity in education, role, personal background and 

organisational level helps in better decisions. Only 27% of Underperformers do this.

How do Indian corporates stack up?

Corporate chieftains believe that Indian businesses have changed over time and a 

lot of e�ort has gone into driving this change. Flattening the organisation, creating 

more open and non-hierarchical cultures are some of the changes that they have 

driven. They believe that their organisations are somewhere in the package of the 

past and the vision of the future stage. They also believe that Indian corporate culture 

is more “people-centric and warm” as compared to their global counterparts.

Most Indian CEOs agree that while it is di�cult to change an organisation’s culture, 

they also believe that it is not impossible to do so.

Agility is often hampered by processes and sheer size of organizations. Larger the 

size tougher; greater is the challenge. 

Diversity is acknowledged as important but most companies still struggle to put it 

into practice. In the Indian workplace, organization is more often hierarchically 

structured, and lower rungs of management have limited decision-making power. 

They tend to follow closely the instructions of superiors.

MYTH 5: ANTICIPATIVE ORGANIZATION AGILE IS 
FORCING US TO REDEFINE OUR RACIS     

(Responsible, Accountable, Consulted, and Informed)
Global trend:

Breaking down internal barriers and bridges.

1. Connecting and collaboration across departments

More companies act like a �ock of birds - constellations, moving in sync 

towards an opportunity or around a threat. 81% of the Overperformers do that. 

Only 25%of Underperformers can achieve this feat.

2. Marketing & sales collaboration is key

Almost three out of four Overperformers treat it this way. Only three out of ten 

Underperformers believe in e�ective integration of sales and marketing.
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Overperformers are great at anticipating big trends and grasping them with strong 

agility. Prioritizing the breakdown of internal barriers and embracing change comes 

naturally to them. 

Internal Barriers are slowly being overcome. On the global landscape, however, 72% 

of Overperformers are e�ectively removing internal barriers to communication. 77% 

of Overperformers in the global study believe in building internal bridges. It enhances 

communication and increases employee engagement.

How do Indian corporates stack up?

Changing the culture of an organisation is the biggest internal barrier, to get people 

to adopt new practices and discard old one which have been prevalent for years. 

CEOs in India are actively looking for out of the box solutions o�ering exciting work 

and challenges to people. However, they do believe domain speci�c functions like 

�nance should remain the same.

MYTH 6: IF ONLY WE HAD STRONG 
DATA ANALYTICS
Global trend:

Overperformers unleash the power of data with human insights and creativity.

Almost eight out of ten Overperformers exhibit their ability to attract whole brain 

talent. Whole-brained teams of equals with a right mix of creativity & rigour are 

recognized as being critical to delivering against the demanding nature of today’s 

businesses.

How do Indian corporates stack up?

Most of the corporates in India claim to have data strategy and employ data 

analytics. However, it is still seen as a challenge to leverage this data e�ectively. Also, 

not all functions use data analytics today. 

Indian corporates claim to struggle to recruit the right talent.  While the hiring 

process has moved to a more strategic level, the real challenge is in formulating and 

implementing right strategies to retain this talent. 
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MYTH 7: OUR OBJECTIVE IS TO BOOST 
PROFITABLE GROWTH
Global Trend:

1. Everyone focuses on top line growth

    Both the Overperformers and the Underperformers are equally interested in this.

2. More underperformers focus on the bottom line

   43% Underperformers focus on the bottom line, as compared to 39% of over 

performers

3. Focus signi�cantly on people growth & communities

    More than one third of the Overperformers are focussed on the people they serve.

How do Indian corporates stack up?

For most Indian companies, both topline and bottom line growth remain equally 

important. Revenue growth is the most important objective; followed by meeting 

the pro�t expectations.

Focus on growth is balanced between long-term and short-term. Long -term 

for Indian corporates means a three to �ve years’ timeframe; unlike their 

global counterparts where it is 10 years.

Companies believe that though driving long-term changes is important; but 

they cannot a�ord to lose sight of the short-term growth and revenue 

commitments.

Humanizing growth is important for most Overperformers; both globally and 

in India. They are very aware of their societal impact and the responsibility in 

creating a link between people internally and externally. 

However, not all Indian corporates are as focussed on driving societal impact 

as their global counterparts.
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