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1. Setting the Course for Growth: CEO Perspectives

Greater confidence about prospects for growth in the next three years

• Last year, KPMG in the US published the first edition of Setting the Course for

Growth: CEO Perspectives, a survey of 400 US CEOs providing extensive

insights on what they saw ahead for the economy and their organizations – not just

in the next quarter or six month period, but over the coming three years.

• This year, we are broadening and deepening our study by surveying three times as

many chief executives, and seeking responses from around the globe.

• We have surveyed over 1,200 chief executives from many of the world’s largest and

most complex companies, and obtained in-depth perspectives from a number of

them on the major issues facing the global economy over the next three years —

everything from cyber security and regulation to growth and hiring

expectations.

• The findings provide powerful insights into the thinking and strategies that will shape

business decisions for years to come.

Global CEOs told us that they are more optimistic about what 

lies ahead, with a majority expressing greater confidence 

about prospects for growth in the next three years, and fewer 

than one-in-ten feeling less confident
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1. Setting the Course for Growth: CEO Perspectives

Key findings of CEO Perspectives 

Ottimismo

Crescita 

Acquisizioni 
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1. Setting the Course for Growth: CEO Perspectives

Key findings of CEO Perspectives – cont'd

Customer Centric

Manage Risk

HR



© 2015 KPMG Advisory Spa, an Italian limited liability share capital company and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative ("KPMG International"), a Swiss entity. All rights reserved. 5

1. Setting the Course for Growth: CEO Perspectives

Confidence diverges in global growth
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1. Setting the Course for Growth: CEO Perspectives

The tougher operating environment
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1. Setting the Course for Growth: CEO Perspectives

Re-talenting to meet the skill gap

About 30% of CEOs expect a talent gap in the next three years, 

what can be done to get the right talent in place to drive business 

success?

• Understanding your talent needs. 

• Predict your business’ future.

• Look at industry trends that will influence your business 

• Consider how you will make your revenues and profits. 

• Forecast your talent needs (skills – number). 

• Determine how best to borrow or buy those skills. 

How can CEOs maximize their talent to serve the needs of their organization?

• Motivated people to capitalize on their skills. 

• The new generation wants 

• sense of meaning at work and more feedback. 

• very different career path, more variety and out-of-the-box experiences, rather than simply 

progressing up the ladder.

• Need to really understand their people— what do they want and need to feel good about coming to 

work—and then give it to them. 

• It may be simplistic, but fully engaging people on all levels (rational, emotional and decision- making) will 

prove invaluable in developing and retaining the specific skills your business needs today and tomorrow.
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1. Setting the Course for Growth: CEO Perspectives

Aggressive growth imperative

Strategie
Sfide
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1. Setting the Course for Growth: CEO Perspectives

Aggressive growth imperative – cont'd
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1. Setting the Course for Growth: CEO Perspectives

Geographic expansion
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1. Setting the Course for Growth: CEO Perspectives

Geographic expansion – cont'd
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1. Setting the Course for Growth: CEO Perspectives

Inorganic growth rises in importance

• Past period with significant cost-cutting and 

straightforward organic expansion. 

• Inorganic growth is already a key focus 

with volumes returning to pre-crisis levels.

• Half of CEOs plan to grow their companies 

through acquisition

• Companies are under more pressure than 

ever before to deliver better 

• Transformative engagements are taking 

place cross-border deals becoming the 

norm
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1. Setting the Course for Growth: CEO Perspectives

Transformations taking place – Driving loyalty through innovation
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1. Setting the Course for Growth: CEO Perspectives

Strategy and Management – The power of alliances

Aggressive growth and influence the approach to alliances

• From a cost-preservation mode to focus on new markets, new 

products.and delivering smarter solutions. 

• No one organization can constantly deliver that in today’s fast-

changing environment. 

• They have to partner with third parties that complement their core 

capabilities—this is mission critical.

• Alliances are not a replacement for organizational capabilities. 

Alliances differentiate an organization’s core capabilities, and can lead 

to acquisitions.

• Alliance can help reduce the risk of a potential acquisition, as the two 

organizations figure out how to work together.

• Two essential reasons of partnerships/alliances succeed:

• very strong strategic alignment between the two organizations and 

a clear definition of success.

• very strong alignment of culture and values; common view on joint 

customer success, how to measure success and the value of the 

partnership.

• Business leaders issues globalization, disruptive technologies (e.g. 

cloud, big data, mobile and social) as well as the impact of regulatory 

change. 

• Highly differentiated solutions to solve needs of their customers. 

Require bringing together multiple players working together in an 

ecosystem to deliver to customer needs. 

• Alliances strategic component of business and business strategy, not a 

tactical set of relationships around the edges. 

• CEOs and organizations increasingly focus on innovation, alliance 

partners—often viewed as market innovators and sources for ideas—

can also be the source of additional insight into what’s happening in 

the market.

The CEO should be saying: How do I create and 

manage an ecosystem and be seen as an 

orchestrator of end-to-end solutions for my 

customers?
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1. Setting the Course for Growth: CEO Perspectives

Conclusions

• Looking out on the next three years, CEOs plan to focus on more aggressive growth strategies
• Heavy impact by the still uncertain global economic growth and the regulatory environment.
• Growth in this tough new environment will require new strategies, new tools and new thinking

1.Growth needs to be carefully
calibrated with risk taking.

The fact that CEOs describe their strategies as aggressive, and at the same time state
they are not taking enough risks as it relates to growth, points to the lack of
sophisticated risk-management practices. There may be more room for growth once
such processes are put in place.

2.Consumer demand needs to
drive transformations

Customer loyalty is top of CEOs’ mind. Since last year, CEOs have become much more
concerned about new entrants disrupting their business models.The main effect these
new entrants have had on all companies is how they connect with customers. As a
result, companies from all industries need to stay competitive by upgrading their
connectivity with customers, even if their products or services stay the same.

3.Regulations need to be
approached as a potential for
competitive advantage. Growth
and the intensity of regulatory
environment are correlated.

While last year it was regulatory that was ranked as the most impactful issue on

business, this year, CEOs view global economic growth and regulations as the top two

issues, underscoring the correlation between the two areas. The importance of

regulatory is now having a

pan-industry effect, as CEOs from many industries report increased

compliance requirements.

4.The pressure on CEOs to
deliver results is intensifying

Secular changes in many industries mean business leaders must evolve or

transform business models to stay relevant. No one has the luxury of thinking

in terms of decades. CEOs must find ways to accelerate implementation

much earlier in the strategy development process.
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2. Digital disruption

Digitalizzazione
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2. Digital disruption

Thriving disruption - capabilities
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2. Digital disruption

Thriving disruption – three actions

• To optimize the value from their investments, clients need to
develop a digital business strategy at the enterprise level
with sub-strategies that account for varying needs across
business units, geographies, functional area and for
different classes of employees, customers and business
partners.

Develop a digital
business strategy

• By taking a more active role in defining and driving the 
implementation of their digital business strategy, CIOs 
can reduce risk and increase the likelihood of success.

Defining and driving
the implementation

of their digital
business strategy

• Shift from ‘big bang’ projects to the use of agile
development processes, which see IT and the business
working together on discrete digital initiatives in an
incubator or lab-type environment.

• This allows the organization to move ideas from design to
testing to reality much more quickly.

Agile development
processes
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Per essere competitivi nel B2B è 
ripensare le esigenze del cliente 

"business" per supportarlo nel percorso verso il mondo dei servizi "consumer“

1 2

3. Ricadute sulla gestione dei clienti e la logistica

Il customer centric sta avvicinando B2B e B2C
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• Network e infrastrutture logistiche 
• Spedizioni e flussi 
• Servizi a valore per il produttore
• Servizi a valore  per il consumatore

• Infrastrutture e Piattaforme Fisiche

Uffici/Filiali/Siti di prelievo

Centri di Consegna

Veicoli
- Addetti

• Rete di recapito e raccolta capillare e sistemi 
di pagamento digitali e diffusi 

• Possibilità di consegne differenziate (casa vs 
filiali)

• Partnership vettori aerei per cargo export
• Accordo internazionale per semplificazione 

transazioni doganali

• Infrastrutture e piattaforme digitali
• Tecnologie (web + mobile) + Distretti 

d’impresa  = Ecosistemi digitali
• Multi-canalità

attraverso: 

3. Ricadute sulla gestione dei clienti e la logistica

Value Proposition e potenziali attori
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integrandoli nell’ecosistema digitale della 

piattaforma (e relativi sistemi legati). 

di più produttori 

destinati a punti di consegna comuni….. 

…

– in 

grado di 

economici ed efficienti  

per migliorare 
l’esperienza di acquisto dei consumatori  

(verso il cliente finale) per accedere a nuovi 
segmenti di mercato

B B Cto tousiness usiness onsumer

3. Ricadute sulla gestione dei clienti e la logistica

Un nuovo modello per sviluppare il B2B2C
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Prevedere l'adeguamento della 

a supporto 
dell'integrazione della fileira

Identificare i logistici / 
informativi che arricchiscono la collaborazione 
funzionale al'interno della fileira

Ridisegnare i 
impattati dalla 

trasformazione digitale

Evidenziare i 
delle strutture coinvolte, affidando nuove 
responsabilità e competenze ai vari attori

#2pannello di controllo

#3Provider

#1

3. Ricadute sulla gestione dei clienti e la logistica

Abilitatori del nuovo modello - processi customizzati per le filiere
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con approccio "business 
partner"

secondo un 
approccio customer centric (stesso cliente 
su più Industry)

con un “DNA” 
comune e interfacce personalizzate

Provider

3. Ricadute sulla gestione dei clienti e la logistica

Abilitatori del nuovo modello - ecosistemi fisico-digitali integrati con gli asset
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3. Ricadute sulla gestione dei clienti e la logistica

Esempio di Framework del network logistico

1. Unico HUB di magazzino 

prodotti finiti per servire in 

modo differenziato i diversi 

canali / mercati 

2. Utilizzo delle prassi più 

avanzate per gestire la 

logistica interna ed il 

coordinamento delle 

spedizioni

3. Massimo sfruttamento delle 

sinergie tra la gestione 

dell'ordine e le attività di 

pianificazione dei flussi 

logistici

4. Network deposito / giri 

ottimizzato rispetto alla 

domanda in essere e alle sue 

possibili evoluzioni

5. Digital Platform per gestire 

prodotti e promozioni e 

raccogliere richieste di 

consegna

6. Utilizzo degli asset per offrire, 

anche tramite il supporto di un 

provider esterno il servizio 

"Logistica secondaria" ad 

altre aziende del settore

Stabilimenti 

produttivi

Plant 

Plant

Plant 

Hub logistico Canali 

• Logistica Inboud

• Gestione ordini Italia + 

Estero

• Logistica Outbound

• Coordinamento 

spedizionieri

• Pratiche amministrative 

(dogane, etc…)

GDO

Ho.Re.Ca.

Export

…

• Gestione richieste di 

consegna

• Coordinamento venditori
Digital 

Platform

• Gestione stock in transito

• Pianificazione giri

• Gestione piattaforma 

Ordini

Partnership on 

fornitori 

specializzati che 

abilitino il 

servizio ad altre 

aziende con 

prodotti 

"complementari"

Depositi

Elementi chiave del 

Target Model

1

2

3

4

5

6

Pubblicità prodotti / 

Promozioni

4

Tracking - tracing dei 

giri

3
Presa in carico / 

Pianificazione giri 

rispetto a consegne da 

effettuare

2

Attivazione di una 

richiesta

1

 Invio diretto al punto 

vendita dei listini / 

promozioni giornaliere

 "Anticipo" rispetto alla 

concorrenza, benchmark 

per acquirente vs offerte 

alternative e possibile 

richiesta di "rilancio"

 Possibilità di tracciare 

l'avanzamento del giro, 

verificando efficienza ed 

efficacia del padroncino

 Pianificazione e 

smistamento all'addetto 

interno / esterno (anche in 

logica di saturazione / geo 

localizzazione / 

accorpamento richieste)

 Possibilità di smistare 

automaticamente le 

richieste

 Menù guidato per aiutare 

l'utente a scegliere il 

servizio più appropriato alle 

sue esigenze

 Sistema intuitivo più veloce 

di una telefonata

 Richieste emesse con dati 

completi

Step1 

Step2

Step 3

Step 4
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3. Ricadute sulla gestione dei clienti e la logistica

Esempio di Piattaforma digitale a supporto dello svoluppo del Normal Trade

Plug & Play clienti (PdV) su piattaforma

Fidelizzazione clienti

Pubblicazione prodotti / 

Promozioni

4

Tracking - tracing dei 

giri

3
Presa in carico / 

Pianificazione giri 

rispetto a consegne da 

effettuare

2

Attivazione di una 

richiesta

1

 Pubblicazione su WEB per 

il punto vendita dei listini / 

promozioni giornaliere

 "Anticipo" rispetto alla 

concorrenza, benchmark 

per acquirente vs offerte 

alternative e possibile 

opportunità di confronto

 Possibilità di tracciare 

l'avanzamento del giro, 

verificando efficienza ed 

efficacia del venditore

 Pianificazione e 

smistamento "adattiva" in 

funzione delle richieste 

ricevute (es. stop in 

Calabria)

 Possibili logiche di 

saturazione / geo 

localizzazione / 

accorpamento richieste

 Menù guidato per aiutare 

l'utente a scegliere il 

servizio più appropriato alle 

sue esigenze

 Sistema intuitivo più veloce 

di una telefonata

 Richieste emesse con dati 

completi

Step1 

Step2

Step 3

Step 4



© 2015 KPMG Advisory Spa, an Italian limited liability share capital company and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative ("KPMG International"), a Swiss entity. All rights reserved. 26

5. Evidence-based HR

Statements about organization's HR strategy

Do you agree or disagree with the following statements about your organization’s HR strategy (percent of all respondents n=375) 
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5. Evidence-based HR

Obstacle to the use of evidence in people management

Which of the following presents the biggest obstacle to the use of evidence in people management in your organization?
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5. Evidence-based HR

The Case for Evidence-based HR
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5. Evidence-based HR

The Case for Evidence-based HR cont'd

• Aware of the importance of visualization of 
data analysis in order to lead the viewer to the required 
decisions. Able to tell a story with data using facts, 
opinion, anecdote and metaphor. Makes the analysis come 
to life

• Able to frame hypotheses with business 
leaders. Doesn’t need to be a data scientist, but will want 
access to someone with those skills. 

• Capable of understanding how people 
drive value in the organization and can distinguish cause 
from effect, as well as able to interpret the downstream 
consequences of past, present and future interventions. 

• Ability to look at a problem in a variety of 
ways – including visualization. Understanding that 
answers exist outside of basic metrics. Being able to 
identify hidden internal/external variables impacting 
people and the organization. Asking questions outside the 
normal realm. 

What skills are required?




