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			Preface

			A maths-based discipline that seeks to find patterns in marketing data to expand practical knowledge that can be used in marketing strategy and improve marketing performance. Analytics uses statistics, predictive modelling, and machine learning to generate insights and answer questions. 

			Weather forecasts, batting averages, and life insurance are all the result of analytics. In the world of digital marketing, analytics are essential to understanding marketing impact, predicting marketing trends and user behaviour, and optimising user experience (UX) to increase sales.

			We live in an age of accessible data. At home, you can use your smartphone to access data about your exercise habits, sleep habits, and even your medical records. At work, we may use text files called cookies and other similar tools to collect information about our customers.

			You can find out just about everything you need to know, from the types of products your customers buy to the age groups that visit your website most often. You can also drill down into that data to individual levels as needed.

			In the end, it’s not the data that matters, but what you do with it. Its power lies in the aggregation and interpretation of data, a framework for a process known as marketing analytics.

			High Impact Marketing Analytics brings analytics to marketing to improve marketing performance and increase the analytical IQ of companies less successful in marketing analytics.

			This book shows why marketing analytics has not yet delivered on its promise, and clears up the confusion and misconceptions surrounding marketing analytics. Highly Effective Marketing Analytics is a very practical and actionable guidebook.

			The authors walk you through many innovative, practical, and cost-effective ways to solve the toughest real-world problems facing marketers in today’s competitive omnichannel environment. doing.
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			Chapter 1 Why has Analytics missed the mark?

			1.1	Why has Analytics missed the mark?

			Analytics is the scientific process of turning data into insights to make better decisions. Since Professor Tom Davenport published his seminal book Competing on Analytics, he said:

			The New Science of Winning More and more executives see analytics as the new wave of competitive advantage. The use of analytics is well established in marketing.

			Investments in analytics are steadily increasing. A 2018 Chief Marketing Officer (CMO) study conducted by Duke University’s Fuqua School of Business reported that the percentage of marketing budget companies plan to allocate to analytics will increase from 5.8% to 17.3% over the next three years. . A whopping 198 percent increase. 

			However, in the same CMO study, leading marketers reported that analytics still had a small impact on overall company performance, with an average performance score of 4.1 on a 7-point scale. where 1 = not at all effective and 7 = very effective. It is worrisome that the impact on analytical performance has barely increased over the past 5 years when it was rated 3.8 on the same scale.
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			Fig 1.1 Google Analytics

			https://www.impactbnd.com/hubfs/google-analytics-shortcomings.jpg

			According to the 2015 Forbes Insights report, only 22% of marketers have data-driven initiatives that are producing meaningful results. According to ITSMA and Vision Edge Marketing, 74% of marketers are unable to measure or report how their efforts are impacting their business. 

			These numbers are staggering given the importance and prevalence of analytics for demonstrating marketing success and return on investment (ROI). So why did analytics fall short of its goals? Here are eight of the most common reasons.

			

			Data Problems

			Data makes or breaks your business because that data drives marketing analytics. Common issues with data include:

			•Poor data quality.

			Poor quality data includes inconsistent, missing, incorrect, duplicate, and outdated data. Some reasons for poor data quality are:

			•Lack of budget for timely data merges and hygiene. For example, a customer may have multiple records with different names in the database.

			•Outdated POS systems fail to capture important customer information.

			•Human error. For example, a salesperson entered the wrong name in the database.

			•Only the IT department updates some databases, so the data values are not consistent across all databases.

			•External data feeds were not imported into the database in a timely manner.

			•Data dictionaries were created by IT, not business people. 
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			Fig 1.2 People Analytics Practitioners

			https://media-exp1.licdn.com/dms/image/C5612AQGlkMuxsEyp5A/article-cover_image-shrink_600_2000/0/1520129823715?e=2147483647&v=beta&t=VH0uqsIsNpk8XM_yZ1lk1JIZ7OGuyCKYAWnxyN21jkQ

			•Scattered and disconnected data. 

			Data is typically owned and maintained in separate systems by separate departments across organisational silos. There is no common variable that can hold them together. For example, CRM databases, social, e-commerce, and call centre data are stored in different databases and isolated from each other.

			•Unable to access data. 

			Data is not available to all parties involved. Data is segregated across different systems and locations, preventing marketers from accessing some of the most important information about their customers. A classic example is if your e-commerce, call centre, and marketing teams are three separate business units, and your email marketing team typically doesn’t have access to your CRM database and vice versa.

			•Insufficient data width. 

			Many people say we live in the age of big data. Organisations may appear to have more data than they can handle, but in reality, due to budgetary constraints or technical challenges, there is not enough useful data to analyse and act on. . Useful data includes both structured and unstructured data. Structured data is data stored in a relational database, such as: Customer demographics, behaviour, campaign responsiveness, product usage, cross-channel interactions, etc. 

			Unstructured data is data that is not stored in fixed record length format. Examples include documents, social media feeds, digital images and videos, call centre interactions, onsite interactions, and survey opinions. Narrow data limits a company’s ability to gain deeper insights into its customers. 
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			Fig 1.3 Business Analytics

			https://learn.g2.com/hs-fs/hubfs/Screen%20Shot%202020-01-24%20at%208.01.03%20AM.png?width=555&name=Screen%20Shot%202020-01-24%20at%208.01.03%20AM.png

			•No external data is used. 

			There are two reasons why some companies do not use external data. First, I don’t have a budget. Businesses, especially small businesses, do not have the budget to capture external data such as customer demographics, geography, and attitude data. Second, while a great deal of data (e.g. economic, employment, population, weather, housing, etc.) is freely available to the public for use in research and modelling, some analysts I don’t recognize or don’t know where I can find them from the public domain. 

			•Poor data management and governance. 

			Many companies do not have effective data governance strategies. There are no proper QA and QC procedures to ensure data integrity. Data dictionary was not created or updated immediately. Data handling procedures are not properly developed and archived. Knowledge lost during a key person’s post-retirement transition or due to a change of service provider for him.
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			Fig 1.4 Missing data on analytics

			https://t4.ftcdn.net/jpg/05/44/26/33/360_F_544263323_AcZ8gaQ5qS8FiGQjK1HVxLLMCHP3I9Jp.jpg

			•Common issues include, but are not limited to:

			•Outdated and rigid legacy data system

			For example, his outdated point-of-sale system at a branch does not allow him to store important customer data. It costs a lot of money to replace such a system. In some cases, databases are so old that database administrators dare not make changes to tables for fear that a breaking change will cause the entire database system to collapse.

			•Lack of IT support 

			The IT team does not allocate enough staff to support the marketing and analytics team.

			Lack of effective communication. Marketing treats IT as a back office function. There is no consistent and meaningful communication between IT, marketing and analytics. For example, the Marketing and Analytics department decided to purchase new analytics software without consulting IT. Later, we found that we needed more servers to host our servers, but neither our marketing nor IT departments had the additional budget to purchase them. 

			•Lack of Effective Communication

			Marketing treats IT as a back office function. There is no consistent and meaningful communication between IT and marketing, marketing and analytics, and analytics and IT. For example, the marketing and analytics department decided to purchase new analytics software without consulting IT. Later, we found out that we needed an additional server to host it, but neither the marketing department nor his IT department had the additional budget to purchase one. The analytics software sat dormant for several months until marketing secured additional funding for the next fiscal year.

			•Poor Investment Decisions

			Poor investment decisions waste limited marketing dollars. This is one of the main reasons why her ROI of analysis is unsatisfactory.

			[image: ]

			Fig 1.5 Embracing Data Silos

			https://dv-website.s3.amazonaws.com/uploads/2019/05/mk_leapsemanalytics_051419.jpg

			•Taking the wrong approach when choosing tools and software.

			Organisations with low analytical IQs typically do not choose tools or software based on their capabilities, but rather on how the vendor claims the tool can solve the key problems facing the organisation. Select. These companies often don’t have the right protocols, standards, and procedures in place to compare and evaluate tools from different vendors. As a result, you cannot objectively compare the pros and cons of each provider to make the right purchasing decision. 

			•Buy vanity software or tools that add little value to your business.

			A good example is a multi-channel campaign management system. This could easily pay the retailer $500,000 annually. For example, many retailers consider a campaign management system to be a must in order to run campaigns, but in reality this is not the case, especially for businesses that do not have many customer records.R or Basic SAS, etc. free tools to create an in-house campaign management system with zero annual costs or thousands of dollars. An in-house campaign management system not only saves you up to $250,000 a year, but it also greatly improves your work efficiency and cuts your campaign creation turnaround time by at least a day or two. 

			•You’re wasting on tools and data, not people.

			Some companies spend over 80% of his analytics budget on tools and data and less than 20% on people and training. They tend to buy tools and technology that have more features than they need. 

			For example, a data her provider wants to suggest to a marketer two compelling things:

			First, the data should be comprehensive. In short, developing a true hero 360-degree view of the customer requires capturing every touchpoint and nuance of the customer throughout her journey. 

			Next, we need to collect real-time data so that we can act on their behaviour immediately. Both sound very appealing and seem to make perfect sense. The problem, however, is that capturing every touchpoint is very costly and arguably unattainable. Data is only as valuable as it is used. If you don’t use it, you are wasting a lot of time and money.

			•IT, not business, drives software search. 

			IT project managers typically don’t fully understand what the business wants. They choose products based on their technical needs rather than their business needs.
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			Fig 1.6 Analytics

			

			https://www.researchgate.net/profile/Cameron-Gray-6/publication/337826973/figure/fig8/AS:833871767695361@1575821930418/Recreation-of-the-original-display-in-Bangors-analytics-for-student-attendance-This.ppm

			•Don’t let IT get involved in tool selection.

			Ignoring the input of your IT partner or completely ignoring IT in your choice of analytics tools can also lead to problems. For example, one client’s analytics team decided to purchase an analytics tool without consulting the IT team. It was only later that I realised that IT lacked the knowledge to maintain and support this device.

			•Falling into the “user-friendly” trap.

			Software vendors love to provide executives with easy-to-use features, and this trick always works like a charm. Don’t get me wrong; we all want tools that are easy to use. The problem is that most of the time you get these so-called user-friendly features at the expense of the functionality and flexibility you need. 

			Worse, many so-called user-friendly tools aren’t user-friendly at all. . And even a tool that is truly user-friendly doesn’t necessarily mean that people will use it. For example, many companies purchased expensive Tableau Viewer licences for executives in the hope that they would view reports daily. But what we found was that only a minority of executives would. I still love to have insights presented.

			•Lack of Analytics Marketers

			To stay competitive in analytics, companies urgently need to connect their left and right hemispheres. The fusion of marketing and analytics, which was once a “nice to have”, is now a new trend and becoming a business imperative. An analytical marketer is an individual who is knowledgeable about analytics and also speaks business terms. 

			Translate business her needs into terms that analysts and technologists can understand. Conversely, English can also be used to demonstrate the value of data to companies, justify their investment in analytics, and transform data insights into easy-to-understand stories for better decision making. Analytical marketers are essential to improving a company’s competitive advantage. 
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			Fig 1.7 Data Analytics

			https://www.scnsoft.com/blog-pictures/business-intelligence/4-types-of-data-analytics.png

			The more analytics marketers a company has, the more likely it is that it will adopt an analytics-driven culture and use analytics to make better decisions than its competitors. Many companies do not have qualified analytics marketers. Not ready for the age of insight-driven marketing.

			•Lack of Executive Support

			As with any project, executive support is critical to the success of your analysis. Organisations need analytical leaders to set and articulate strategic goals and secure appropriate project funding. Analytics leaders secure resources, provide project governance, gain high-level organisational buy-in from all stakeholders, manage risk, and help make key decisions. Large analytics-oriented companies often have a handful of executives sponsoring analytics initiatives. They raise awareness and analytical IQ within the organisation and create and nurture a culture of excellence.

			•Scarcity of Analytics Professionals and Skills

			•Lack of experienced analysts.

			Analytics teams are made up of different types of analytics professionals, including data scientists, data engineers, statisticians, and business analysts. As more and more companies use artificial intelligence and machine learning technologies to gain a competitive advantage, they need good analysts, especially deep data and statistics knowledge and strong SAS/R/Python programming skills. Demand for well-equipped analysts is increasing. Finding the right analytical talent is a challenge for every company.

			•Lack of knowledge and experience in the business field. 

			Most analysts have a background in mathematics and statistics and little or no knowledge of business domains. As a result, some of the “smart insights” they discover have no real business value. Some analysts are only able to spot patterns, but are unable to form assumptions or hypotheses to further identify the root cause.
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			Fig 1.8 Data Revolution

			https://miro.medium.com/max/611/0*LD0EKcJmUgv72xKz.png

			•Lack of innovation in analytical techniques and methods.

			Many organisations continue to use approaches and methods that once worked very well and either don’t try to improve or don’t know how to improve. For example, over the past decade, response rates and ROI for many traditional marketing channels such as direct mail, print catalogues, and email have remained flat or even declined compared to the previous year. 

			One reason, of course, is that the marketer’s attention and resources have shifted to his marketing on mobile and online. In mobile and online marketing, marketers see more growth opportunities. However, the lack of innovation in analytical methods and the slow adoption of new technologies such as machine learning are the two main reasons for the low effectiveness of his marketing initiatives.

			•Poor communication skills.

			Some analysts are unable to use plain English to effectively communicate results, insights, and actionable recommendations to marketers.

			•Company Silos

			Corporate silos occur when certain departments or departments do not want to share knowledge and information with other departments within the same company. This lack of information flow leads to departmental isolation and territorialism. Corporate silos can lead to negative customer experiences, inefficiencies, duplication, and the demise of productive, data-driven cultures.

			•Negative customer experience.

			Negative customer experiences are often caused by operational silos, channel silos, or both. Operational silos occur when different business units within an organisation act autonomously without knowledge of each other’s operations and decisions and without insight from related business units. For example, I recently called customer service for a carpet cleaning company to make an appointment. Because I got a great email offer from them. 

			An agent at Cole’s centre searched the database and could not find her offer code in the database. Supervisors have permission to view additional data in the system. She was able to find her code for the coupon, but told me the email was sent by another franchise company that has service in her area other than where I live. So she couldn’t use the coupon code. Customers don’t care how the franchise system works. They see every franchisee as one of the same brand. At a minimum, emails should include a disclaimer to remind recipients that offers in specific regions are subjective.
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			Fig 1.9 Market Research, Analytics

			

			https://i0.wp.com/crowdol.com/wp-content/uploads/2022/01/cms.png?fit=572%2C436&ssl=1

			•Double Work.

			In some large organisations, it is not uncommon for departments to hold similar positions with similar functions. Their duties overlap greatly. Silos between departments also cost companies money, but they can be avoided. For example, one client’s credit found that the card department spent a lot of money and hired a consulting firm to create her report package. What I’ve found is that the company’s analytics team could have developed this report pack much more quickly if the credit card department had asked them for help.

			•Inconsistent branding. 

			Retailers today recognize the importance of omnichannel marketing. An omnichannel strategy focuses on providing a consistent brand presence across all channels during the consumer’s buying process, making that buying process a seamless and consistent experience. Channel silos prevent the continuous flow of contextual and historical information across channels, resulting in inconsistent brand image and different customer experiences across channels.

			•Not Using the Right Metrics and Key Performance Indicators

			Metrics are quantifiable metrics used to monitor and evaluate financial performance, revealing the truth about performance and providing actionable pathways to achieving overall business strategy and goals . Key performance indicators (KPIs) are a subset of metrics that provide a simple and insightful snapshot of an organisation’s overall performance as well as reliable real-time information for effective decision making. 

			Continuous tracking of KPI trends over time can reveal problems that would otherwise go unnoticed and uncover hidden opportunities to further grow your business. But in reality, some companies make decisions without using proper metrics, resulting in low ROI for him on marketing initiatives. 
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			Fig 1.10 Analytics

			https://plsadaptive.s3.amazonaws.com/eco/images/channel_content/images/service_capacity.png

			For example, some multi-channel retailers have recently repositioned their print catalogue as a branding tool to increase brand awareness and drive traffic to other channels. Did all of these retailers base their decisions on KPIs like customer lifetime value and incremental margins? Probably not. Some of them I know have taken that step just because other retailers have done so.

			So how can we solve these problems and improve the ROI of marketing analytics investment? Of course, the first step is to establish a relationship between you and these analytically competitive companies to identify gaps. Below, I would like to share four analytics maturity models that not only help you see where you are on the analytics maturity curve, but also point you on the right path to analytics success.

			1.2	Davenport’s Five-Stage Analytics Maturity Model

			In 2007, Thomas H. Davenport and Jeanne G. Harris published the five stages of their famous analytics maturity model. This categorises companies into his five maturity levels based on his five success factors.

			Data, Business, Leadership, Goals, Analyst.

			Davenport describes his five stages of analytics maturity as follows:

			•Analysis failure:

			Tissues fly blind and react. They suffer from missing, inconsistent or poor quality data, multiple definitions of data and poorly integrated systems. Management doesn’t recognize the importance of analytics or simply isn’t interested in it. Analysts have less analytical skills and are usually associated with specific roles.

			•Localised analysis:

			Data is available, but in a functional or process silo. Organisations collect transactional data efficiently, but often lack the right data to make better decisions. Lack of communication between various departments and teams makes analytics work slide, opportunistic, and function-specific. Management is done only at the function or process level. Objectives may be irrelevant and not strategically important.

			•Analysis requirements:

			The company has various business intelligence (BI) tools and data marts, but most of the data remains unintegrated, unstandardized, and inaccessible. Organisations are beginning to create centralised repositories of data. The first phases of a company-wide approach are beginning to emerge. Executives recognize the importance of analytics. Analysts are employed in many key areas, and their analytical efforts are clustered behind a series of small goals.

			•Analysis company:

			Leaders embrace analytics and support analytics initiatives. Data quality is high. Organisations develop an enterprise-wide analytics plan, implement appropriate IT processes and governance principles, and incorporate some automated analytics. They hire good analysts. Organisations begin developing enterprise-wide analytics capabilities that are considered a business priority. Our analytical activities focus on several key domains.

			•Analysis Competitors:

			Executives have a strong passion for analytical competition. They hire the best analysts. The company is in a constant search for new data and metrics and has a full-fledged analytics architecture that is fully automated and integrated into processes across the enterprise. The company regularly makes extensive use of enterprise-wide analytics capabilities and is focused on regenerating its business benefits.

			Most organisations are now in the second or third stage of the Davenport model. A recent survey by Gartner found that nearly 90% of companies said his BI and analytics maturity was low.
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			Fig 1.11 Missing data on analytics

			https://t3.ftcdn.net/jpg/05/16/54/54/360_F_516545410_TxOWUw0aMyARVsAWkQsB7EuiJNY8yT9L.jpg

			

			1.3	Davenport’s DELTA Model

			In his 2010 book Analytics at Work, he states:

			Smarter Decisions, Better Outcome, Tom Davenport, Jeanne Harris and Bob Morison presented his DELTA model. If the five-level analytics maturity model is the industry-standard framework for assessing analytics maturity, the DELTA model is your compass for analytics success. As Davenport explains, the DELTA model has his five attributes (later his two new elements of technology and analytical methods were added to create the DELTA Plus model).

			D (Data) – 

			You need large amounts of consolidated, high-quality, easily accessible data about your business and markets. Technically, robust hardware and software are required to do serious analytical work.

			E (Enterprise) - 

			Requires an enterprise-wide approach. Rather than managing analytical resources in discrete silos, highly analytical companies manage these data, technologies, and analysts in a coordinated manner across the enterprise.

			L (Leadership) - 

			Needs leadership to support analytics initiatives. One of the key ingredients to successful analytics is strong, dedicated leaders who understand the importance of analytics and are constantly committed to developing analytics and using them in decision-making and action.

			T (Target) – 

			You should identify the target project that is important to you. The analytical race requires a clear business strategy optimised with data and analytics. Leaders should start thinking about what key processes and strategic initiatives would be driven if the right analytics were available.

			A (Analysts) - 

			High quality quantitative analysts and data scientists should be recruited and trained.
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			Fig 1.12 Delta Model

			https://miro.medium.com/max/1400/1*I4ZAASu1RQ5J9Mz13almMg.png

			1.4	The Gartner Continuum Model

			In addition to Davenport’s Analytical Maturity Model, two other analytical maturity models are worth noting: Gartner’s Analytics Continuum Model and Wayne Eckerson’s Analytical Maturity Model.

			The Gartner Continuum model was developed based on the difficulty and sophistication of the analysis. In Gartner’s model, the analysis was divided into his four phases:

			Descriptive analytics, diagnostic analytics, predictive analytics, prescriptive analytics.

			Descriptive analytics describes the past and present of the world. it answers:

			What happened? What’s going on now? How many, how often and where? What exactly is the problem? What are the necessary measures?

			Diagnostic Analytics analyses historical data to gain insight into future events. it answers:

			Why did that happen? Why is that happening? What is the trend? What kind of pattern do you have?

			Predictive analytics analyses past data to predict future outcomes. it answers:

			What happens next? What about next year’s sales? How will people react to this marketing initiative?

			Prescriptive analytics answers optimization questions such as:

			What should I do? How can I make it happen? What if you try? What’s the best that can happen?
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			Fig 1.13 The Analytics Continuum

			https://i0.wp.com/rickbouter.com/wp-content/uploads/2018/11/The-analytics-continuum-gartner.png?resize=780%2C532&ssl=1

			1.5	Wayne Eckerson’s Analytics Maturity Model

			Gartner’s Analytics Maturity Model focuses more on the technical side, but Wayne Eckerson seeks to combine Davenport and Gartner to provide a comprehensive and holistic approach to achieving analytics maturity. . In his book, Secrets of Analytical Leaders, Eckerson presents an analytical maturity model to help organisations assess their analytical capabilities and also provides a clear path to analytical maturity. Eckerson’s model has four axes.

			Analytics Maturity – Analytics evolves from reports to analytics, then from analytics to dashboards, and finally from dashboards to modelling.

			Data Maturity – Data ranges from spreadsheets to standalone data marts, from on-premises warehouses to enterprise data warehouses, and eventually expands into big data ecosystems that integrate both internal and external data. increase.

			Analytics Culture – Organizations treat analytics first as a cost centre, then as a tactical resource for mission-critical assets, and finally as a strategic resource. Scope and Scope – The scope and scope of analysis moves from individuals to departments, then departments to companies, and finally to Enterprise Plus.

			Like Davenport, Wayne Eckerson has created a roadmap to analytical success. He has developed a very comprehensive analytical framework that highlights the key steps required for a successful analytical program. Wayne argued that to be successful in analytics, an organisation must have the right architecture and data, the right processes, the right organisation, the right people, and the right culture. He warned that the ideal path for companies to achieve analytics success is to go straight from the flying blind to their analytics competitors. 

			Both the Davenport and Eckerson Analytics Maturity Models are great tools to help organisations see where they are on the analytics maturity curve. These models not only reveal the key ingredients needed for successful analytics, but they also provide marketers with clear direction on how to transform their organisation from an analytically weak organisation to an analytical competitor. provide.
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			Fig 1.14 Wayne Eckerson’s Model

			https://tdwi.org/Blogs/TDWI-Blog/List/~/media/TDWI/TDWI%20Portals/Waynes%20Blog/Maturity%20Model.ashx

			Paul Mauschbaugh, Group CIO for Services, Distribution and Digital at Caterpillar Inc., confirmed the accuracy of Davenport’s maturity model. Paul shared a success story of following the maturity process and implementing analytics in Caterpillar’s business. 

			Paul said he was the first to introduce predictive modelling to the company, but it was not widely accepted by the business. He found that business people don’t trust the reliability of their data. So Paul realised that his first hill climb was to take responsibility for data quality in the business world. Paul points out that taking ownership of the process discipline, and thus the data output from that process, is a leadership challenge. 

			Establishing his KPIs for each business unit and automating data reporting based on those KPIs is an effective way to promote such accountability. Paul also shared insights from his incredible journey to analytics maturity at Caterpillar.

			•Data He establishes warehousing/standards to democratise data to the technical community.

			•Gain and leverage data visualisation capabilities to democratise data for your business.

			•When creating and using appropriate KPIs that measure the performance of these business users.

			1.6	Challenges and Opportunities

			While these analytical maturity models have been very effective for Caterpillar, small business marketers are concerned about the widening gap between their companies and their larger competitors. The reason for this concern is clear.

			First, smaller organisations lack the best databases, high-quality data, analytical talent, and analytical tools necessary to perform analytical work. 

			Second, the biggest problem is money. Small and medium-sized businesses typically have smaller budgets to spend on improving data and technology, hiring and training the best analytical talent. And third, neither Davenport nor Wayne provide detailed guidance on how small businesses can make analytics successful. Their model is more like a compass than a detailed roadmap.

			While it is true that lack of funding is a significant barrier to reaping the benefits of analytics, it is best known that small businesses benefit more from analytics than their larger competitors. It’s a secret. Analytics is the leveller that democratises competitive advantage between large and small organisations. 

			Small businesses have some advantages over their larger competitors. 

			[image: ]

			Fig 1.15 Embedded Analytics

			https://tdwi.org/-/media/TDWI/Upside/newsletters/2016/09/090816BIEvolution.jpg

			First, there are typically fewer business units and organisational layers, which allows analytics leaders to accelerate the decision-making process and reach consensus from various stakeholders more quickly, but leaders are still unable to tie analytics initiatives to corporate policy. must match. 

			Second, SMBs are faster and more agile than large enterprises, so they can implement analytics initiatives faster and respond to risks and learnings faster. Finally, analytics in small organisations is less a question of data and technology than of people and analytical IQ. Money is certainly an obstacle, but there is always a solution if you are creative enough, so it’s not as big a problem as you might expect.

			

			1.7	The ALADA Model

			In general, Davenport’s DELTA model and Wayne’s IQ model can be adapted and used by organisations of all sizes. However, these models were developed primarily for large organizations. Therefore, adjustments are necessary when applying to small and medium enterprises. Inspired by Davenport’s DELTA model and based on his successful experience using data-driven strategies to improve small business marketing, he Developed the ALADA model of success.
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