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It’s no surprise that 2020 was the year digital priorities changed. With 
the onset of a global pandemic, digital transformation went from a 
steady trend to a required strategy overnight. Digital product usage 
increased by an order of magnitude. Companies equipped to engage 
with their customers online survived and even thrived—while others 
struggled.¹

In August 2020, Amplitude partnered with researchers to conduct a 
quantitative study surveying over 350 business leaders to learn how 
their businesses are adapting to accelerating digital transformation. 
Some of the results are expected: businesses are highly focused on 
creating digital-first customer experiences. Some are surprising: 
leaders face a large amount of uncertainty on how to achieve their 
digital objectives.
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These leaders’ core business objectives include increasing customer 
retention, understanding user behavior, and improving the digital 
experience—all of which require sophisticated analysis of customer 
data. But most businesses we surveyed aren’t setting themselves up for 
success here. Many don’t have the necessary data or, even if they do, 
they lack the tools to access and analyze the data.

However, those that have real-time insights into customers’ behaviors 
with product intelligence tools are succeeding. They’re able to move 
faster and deliver products that users want. In fact, businesses using 
product intelligence were 5.5 times more likely to see over 25% YoY 
growth in revenue compared to those without product intelligence.

Why the difference? Product intelligence tools combine product 
analytics, data management, and behavioral targeting to provide deep 
insights into why customers behave the way they do, not just what 
actions they are taking. With product intelligence, product teams can 
ask and answer questions they have about the customer journey and 
digital experience. Knowledge is power, and the data in this report bears 
that out. Access to product intelligence tools is correlated with faster 
iterations and increased revenue growth.

1. 
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Key Findings

94% of business leaders say that understanding digital user 
behavior is a priority, but 71% are unsure of how to do so.

When teams cannot access behavioral insights immediately, 59% 
move forward based on instinct, rather than evidence.

Businesses using product intelligence were 5.5 times more likely 
to see over 25% YoY growth in revenue compared to those 
without product intelligence.

Businesses using product intelligence were 6 times more likely to 
ship new releases at least once a week compared to those 
without product intelligence.

Businesses whose product teams have significant autonomy 
were 5 times more likely to see over 25% YoY growth than 
businesses with less autonomous product teams.

Businesses with a product leader at the C-level were almost 6.5 
times more likely to see over 25% YoY revenue growth, 
compared to those whose product leader was below C-level.
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Leaders Say They Want to Prioritize 
Digital Objectives

Business leaders know that they need to win at digital to get ahead. Understanding 
user behavior and retention, improving the digital experience, and becoming more 
product-led are top priorities for the majority of those surveyed. The data shows:



Reality: 

While digital objectives are a priority for leaders, many struggle to find the path to 
actually accomplishing them. A majority of business leaders are not sure of what 
they need to do to retain their users and understand user behavior. The same goes 
for becoming more product-led as a company.

Unlocking the digital experience is challenging, and requires a new way of 
interacting with customers. It also requires a new set of tools to analyze customer 
data. Without them, businesses will inevitably struggle to achieve their digital 
objectives.

Given the urgency of digital transformation, it makes sense that companies are 
focused on improving their approach to digital. They understand the value of user 
behavioral data, retention, and the digital experience. But when it comes to actually 
realizing those objectives, the story is not so straightforward.



62% of leaders reported that they do know what to do to improve the digital 
experience of their users. Fewer leaders were confident in their ability to meet other 
digital objectives. But these other goals—understanding user behavior, how to retain 
users, and becoming product-led—all contribute to the digital experience. This 
demonstrates that many companies do not understand how their digital objectives 
are related.

The uncertainty companies have around achieving digital objectives carries through 
to their approach to behavioral analysis.



Behavioral product data is the key to understanding why people choose a product, 
become engaged, and retain on digital platforms. It unlocks the digital experience.

Most businesses realize the value of this data. 57% say that their customers’ 
behavioral data has a significant influence on their product roadmaps. Other 
significant influences include customer feedback (64%), the team’s perspective on 
best practices (54%), and web analytics data (53%).

Businesses Say They Make Decisions 
Based on Behavioral Data

However, the data suggests that businesses’ focus on behavioral data may be 
more aspiration than actual practice.



Reality: 

Understanding behavioral data requires product intelligence tools, which 
allow teams to explore their customers’ behavioral data and gain insight 
into both how and why people gain value from their product. These insights 
empower teams to build customer experiences that foster loyalty in the 
long run.

But there is a disconnect between what teams say about their 
understanding of customer behavior and what they actually do to track it.

Unfortunately, our study shows that only 20% of businesses use product 
analytics tools with access to real-time behavioral insights. In other words, 
only 20% of businesses use tools that enable product intelligence.



The tools that are popular—such as Google Analytics (57%), 
Adobe Analytics (30%), and business intelligence 
solutions (32%)—don't actually help product teams 
understand why behaviors occur. These tools look at 
surface-level data, such as page views and session metrics, 
or lagging indicators of revenue. They don’t surface insights 
about why customers signed up for a subscription, converted 
on a campaign, or churned after a poor experience.

While helpful in certain contexts, these web analytics and B.I. 
tools offer a limited perspective on user behavior. They can 
tell you which pages your customers visited or how much 
revenue was generated, but not why. In fact:



Product-led businesses are close to the customers. They intimately understand 
where customers derive value from their product, and they’re able to capitalize 
on those insights to build world-class digital experiences that drive business 
impact. Product intelligence tools—which offer the combination of product 
analytics, behavioral targeting, and data management to explore customer 
journeys without limits—are key to helping businesses answer the “why” 
questions about their customers.



Teams That Use Product 
Intelligence See More Growth 
and Ship More Frequently
Product intelligence tools lay the foundation for business growth. With on-demand 
access to behavioral insights, companies see more growth and iterate faster.



Product intelligence tools help businesses understand 
user behavior. Almost double the number of businesses 
confident in their ability to understand behavioral data 
used product intelligence tools compared to those that 
did not.

Unfortunately, these companies are not the norm.

Many product teams don’t have access to proper product 
intelligence tools. Only one-fifth (20%) of product teams 
have access to a tool that is easy to use for quality, self- 
service insights. A few more (34%) have a tool that they 
don’t trust to generate quality behavioral insights, and 
39% must rely on a data scientist to access their data.

Without product intelligence tools, teams face significant 
challenges accessing behavioral insights.

Reality: 





The Fallout

69% of teams are waiting a few 
days to a week to get responses to 
simple data questions.

Only 21% of product teams have 
access to behavioral insights in a 
day or less.



The cost of these delays is steep. 39% of teams wait 
until they get the answers they need, slowing down the 
iterative process. A frightening 59% move forward based 
on instinct instead of data. Businesses end up losing 
time and money.



Product-led Companies 
See More Growth
Product-led practices include having a product leader in 
the C-suite, giving the product teams full autonomy, and 
ensuring product teams are cross-functional. Cross- 
functional teams don’t work in silos—they collaborate 
with different specialties such as engineering, design, 
sales, and marketing. Autonomous product teams are 
aligned around a key metric but have the ability to make 
their own decisions on how to achieve their goals.

Implementing these systems elevates the role of 
product and focuses companies on the digital 
experience—which ultimately boosts their growth.



In addition to being more likely to grow, product-led companies ship more product 
releases. Iterating quickly gives teams even more insights into their customers’ 
experience, more opportunities to experiment, and more ways to prove their value.



In product-led companies, product executives and teams determine how to achieve 
key goals rather than taking orders from above on feature roadmaps. Product-led 
companies drive businesses forward with product leadership, product intelligence, 
and team autonomy.

In practice, many organizations don’t operate with product intelligence and 
product-led growth. They put their product teams in the back seat.



In most companies, product has a low organizational emphasis, and product teams 
have little autonomy. Half of survey respondents said their product teams are either 
completely or quite siloed. Only 13% said their product teams were fully cross- 
functional or not at all siloed.

Product leadership at the executive level was also rare.

Reality: 



This means that many companies limit the role that product teams 
play in shaping decisions about the product, even though the 
product team—by virtue of their function—has a keener 
understanding of why customers use the product and gain value 
from it.

Companies that are product-led know how to create the best 
digital experiences and drive loyalty. Product-led growth requires 
significantly rethinking your company organization and culture and 
taking action to change practices. Becoming product-led is a 
journey, but the results are worth it.



Win Digital with Product 
Intelligence
Businesses still face many challenges in their efforts to become truly 
digital-first. Uncertainty around how to retain customers, understand 
user behavior, and improve the digital experience is everywhere. And 
without product intelligence tools, businesses will struggle to achieve 
digital objectives.

Companies implementing product intelligence and product-led 
practices will win.

Leaders know which direction the wind is blowing. 94% of businesses 
say improving their approach to product intelligence is a priority. This 
goal is a high priority among a majority of B2B SaaS (55%), 
entertainment media (57%), and consumer tech (57%) companies.

As businesses realize the importance of product intelligence, we 
anticipate even more digital acceleration. Product intelligence is the 
cost of entry to growth in the digital era.

Learn how your business can start employing product intelligence:

Schedule a call with Amplitude today

https://amplitude.com/sales-contact
https://amplitude.com/sales-contact
https://amplitude.com/sales-contact


The Amplitude Product Intelligence Report is based on data from an independent 
quantitative study conducted by research consultancy Adience, which surveyed 
359 digital product decision-makers by telephone and online in August 2020. 
Adience specializes in conducting global B2B market research.

These decision-makers were carefully selected to represent all kinds of:

Methodology

Industries: Respondents 
represented the following verticals: 
B2B SaaS, financial services, retail/ 
Ecommerce, transportation/ 
logistics, entertainment/media, 
consumer technology, industrial/ 
manufacturing, professional services 
& consulting, healthcare & 
pharmaceuticals, education, travel & 
leisure.

Roles: Only qualified decision-makers 
at the senior manager level or above 
were surveyed, and 25% of the 
interviews were with C-level decision- 
makers or business owners. These 
individuals represented a mix of 
departments–Product, Growth, 
Marketing, Operations, Data/Analytics, 
Sales/Customer Support, etc.

Countries: Interviews were conducted 
in the UK, U.S., Canada, India, and 
Australia.

Sizes: The survey focused on 
businesses with 100 or more 
employees. 35% of those surveyed 
have more than 5,000 employees. 
Another 36% have 1,000-5,000 
employees.

https://www.hello-adience.com/


Visit blog.amplitude.com to see more reports, explainers, and 
stories about driving business growth with product intelligence.

https://blog.amplitude.com/
https://blog.amplitude.com/
https://blog.amplitude.com/

