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“Data is the New Oil” 

2 

Data is the new “Oil”… 
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Percent of CEOs who believe their organization 

is good at driving value from information 

Outperformers Underperformers 

As Analytics has evolved from business initiative to business imperative, 

Outperformers are seizing the opportunity 

  

26% 

54% 

Access 
to data 

Draw insights 
from data 

Translate insight 
into action 

108% more 

108% more 

86% more 
31% 

57% 

26% 

54% 
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New insights and  
new possibilities 1 

New revenue 
opportunities 3 

Process and performance 
improvement 

2 

Future relevance requires  

integrating traditional data with  new 

sources and types of information  to 

power 

transformation  

Transaction 

Social 

Documents 

Machine 

Application 
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Big 

Data 
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The emergence 
of big data 

Creating the need for 

organizations to 

understand and anticipate 

customer behavior and 

needs based on customer 

insights across all 

channels 

Creating new 

opportunities to capture 

meaningful information 

from new varieties of 

data and content coming 

at organizations in huge 

volumes and at 

accelerated velocity 

Creating the need for all 

parts of the organization 

to optimize all of their 

processes to create new 

opportunities, to mitigate 

risk, and to increase 

efficiency 

1 The shift of power 
to the consumer 2 Accelerating 

pressure to do 
more with less 

3 

Today‟s organizations are facing many DISRUPTIVE FORCES 

fueling the need for analytics 
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Business Optimization Growth  

is 2 Times Faster than 

Business Automation 

Application 

Agenda 

New Investments Increasingly Focus on Optimization 
Organizations Striving for Competitive Advantage 

Faster Processing, Reduced Costs 

Competitive Advantage 

ERP & 
Financials 

Supply Chain 
Management 

Call Center 
Operations 

Information 
Agenda 

Financial Risk 
Insight 

Dynamic Demand 
Planning 

Customer 
Profitability 
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Three Questions for Business Insight 

Why? How are 
we doing? 

What should  
we be doing? 

Rear View Forward-Looking View 

Examples of 

Business 

Insight 

Current View 

• Balance sheet, profit 

and loss, and cash 

flow statements 
• Revenue and cost 

variance analysis 

• Customer, product 

and market 

profitability 
• Spend optimization 

• Working capital analysis 

• Market, customer and 

channel pricing 

• Sales and supply chain 

effectiveness 

• Cash forecasting 

• Scenario-based planning 

and forecasting 
• Strategic investment 

decision support 

• Volatility and risk-based 

predictive and behavioral 

modeling 

• What happened? 

• How many, how often? 

• Where exactly is the 

problem? 

• Why is this happening? 

• What actions are needed? 

• What will happen next?  

• What if these trends 

continue? 

• What are the risks or 

opportunities? 

Key 

Business 

Questions 

Source: 2010 IBM Global CFO study 
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 Improve competitive 
positioning 

 Prioritize profitable 
product delivery 

 Drive greater demand  

 Maximizing pipeline 
effectiveness and customer 
profitability  

 Reduce customer churn 
 Increase satisfaction  

and loyalty 

 Improve production 
capacity 

 Reduce buffer inventory 

 Reduce portfolio gaps 
 Reduce development 

risk 

  Optmize staffing mix 
  Benchmark benefits 

 Align resource plans for 
intelligent growth and profit 

 Comply with confidence 

Business 
Analytics 

Across the Enterprise 

IBM Business Analytics 
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Actionable insights to optimize business outcomes 

Message 

sources 

Relational 

sources 

Application 

sources 
OLAP 

sources 

Modern and 

legacy sources 

Business user Line manager 

. 

Executive Business manager Financial analyst Business analyst 

Dashboards Scorecards Reports Queries Analysis 
Content 

analytics 

Predictive 

modeling 

Planning/ 

budgeting 

IBM Business Analytics platform 
Data-agnostic, service-oriented architecture (SOA) platform  

How are we doing? What should we be doing? Why? 

Immediate, visual insight into  

business performance 

Self-service analysis of  

 trends and patterns 

Insight to determine strategy, allocate 

resources and set targets 

Develop once, deliver in a variety of formats 

9 
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ANALYTIC-DRIVEN ORGANIZATIONS are distinguished by 

their ability to leverage … 

 

All perspectives 
Past (historical, aggregated) 

Present (real-time) 

Future (predictive) 

At the point 
of impact 

All decisions 
Major and minor 

Strategic and tactical 

Routine and exceptions 

Manual and automated 

 

All information 
All information 

Transaction data  

Application data  

Machine data  

Social data  

Enterprise content 

All people 
All departments 

Experts and non-experts 

Executives and employees 

Partners and customers 
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• Advanced client segmentation 

• Leveraging customer sentiment analysis  

• Reducing customer churn  

• Optimizing the supply chain  

• Deploying predictive maintenance capabilities 

• Transform thread & fraud identification processes 
Operations 

• Enabling rolling plan, forecasting and budgeting 

• Automating the financial close process  

• Delivering real-time dashboards  
Finance 

• Making risk-aware decisions 

• Managing financial and operational risks 

• Reducing the cost of compliance 

Risk 

4 

2 
3 

Examples: 

…and focusing on high-value initiatives in core BUSINESS AREAS 

1 Customers 



© 2012 IBM Corporation 12 

Consumer Experience Framework – 10 years ago 

Marketing 

Sales 

Support/Services 

Use 
Product 

Purchase (More) 
Products 

Get Customer  
Service 



© 2012 IBM Corporation 13 

Customer Experience Framework Today where analytics can play a role 

13 

Research  
Product 

Marketing 

Customer segmentation 

Lead management 

Channel optimization 

Optimal trigger marketing 

Research 
Product 

Purchase 
Product 

Use 
Product 

Advocate 
Product 

Get Customer 
Service 

Support/Services Retention risk management 

Support channels monitoring 

Proactive activation service  

Buying process optimization 

Competitive value assessment 

Feedback Management 

Employee empowerment 

Value perception communication 

Loyalty value assessment 

Prescription/recommendation services 

Customer dialog management 

Brand monitoring 

Social Intelligence  
Social feedback analysis 

Influencers program management 

Customer insight analysis 

Up/Cross 
Sell 

Sales 

Prospect assessment 

Value pricing optimization 

Next Best Offer 

Share of wallet analysis 

Market Basket Analysis 

Assortment planning 

Up-sell/cross-sell management 
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Data at the heart of customer analytics 

Behavioral data 

• Orders 

• Transactions 

• Payment history 

• Usage history 

Descriptive data 

• Attributes 

• Characteristics 

• Self-declared info 

• (Geo)demographics 

Attitudinal data 

• Opinions 

• Preferences 

• Needs & Desires 

• Market Research 

• Social Media 

 

Interaction data 

• E-Mail / chat transcripts 

• Call center notes  

• Web Click-streams 

• In person dialogues 

“Traditional” – CRM Mentality 

High-value, dynamic - source of competitive differentiation 
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Customer experience framework – From the enterprise viewpoint 

Prescription/ 

Services 

Recommendation 

Up/Cross Sell 

Analysis 

Price 

Optimization 

Customer 

Feedback 

Analysis 

Customer Loyalty/ 

Advocacy 

Customer 

Satisfaction 

Market 

Segmentation 

Lead  

Optimization 

Customer 

Lifetime Value 

Influencer 

Network 

Optimization 

Customer Analytics 
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Insight & acquisition – Techniques & solutions 

 RFM Analysis 
– Cheap (low overhead) way to segment a 

database of customers 

– Example:  determine the groups of people 

for a coupon marketing offer 

 Segmentation 
– Ability to find hidden clusters / groups of 

people 

– Example:  identifying the people that are 

likely to buy 

 Reporting & Analysis  
– Provide historical and current views of 

business operations 

– Example:  provide insight into how a 

current sales campaign is performing 

 Planning & Forecasting  
– What-if analysis to drive timely decision 

making 

– Example:  determine the optimal 

marketing plan based on a set budget 

Customer 
Segmentation 

Cross-Channel 

Campaign Optimization 

Optimal Trigger 
Marketing 

Lead Management 

Budget Optimization 
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Customer lifetime value – Techniques & solutions 

 

Association 

• Finding the things done in tandem 

• Example:  market basket analysis, 

students curriculums, insurance policies 

that are bought together 

Classification 

• Identifying the attributes that are causing 

something 

• Example:  give the cascading predictive 

attributes of purchase behavior 

Scorecards & Dashboards 

• Translate strategy into accountability & 

measure progress 

• Example:  monitor the continued success 

of cross-sell campaigns 

 

Market Basket Analysis 

Next Best Offer 

Prospect Assessment 

Value pricing 
Optimization 

Buying Process 
Optimization 

Proactive Activation 

Service 
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Customer satisfaction & loyalty – Techniques & solutions 

 

Net Promoter Score 

• Survey technique to determine customer 

satisfaction 

• Example: a question to determine whether 

a customer is a promoter detractor 

Sentiment Analysis 

• Taking unstructured data and put it into an 

organized, structured format 

• Example: sentiment analytics for customer 

satisfaction in surveys & social media 

Anomaly Detection (outliers) 

• Finding data points that are statistically 

significant in their difference from others 

• Examples: understand the best performing 

customer group / comment that doesn’t fit 

/ behavior that doesn’t follow the norm 

 

Brand Monitoring 

Social Feedback Analysis 

Competitive Value 

Assessment 

Loyalty Value Assessment 

Customer Dialog 
Management 

Retention Risk 

Management 
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What are 
consumers 
hearing about 
our brand? 
 

How do 
consumers 
feel about our 
new 
message/ad?  

 What are the most talked about 
product attributes in my product 
category? Is it good or bad?  

Is there negative chatter that my 
PR team should respond to? 

What is my competitor 
doing to excite the 
market?  

What is my competitor 
doing to excite the 

market?  

Tap into Consumer generated content 

Are my business partners 
helping or hurting my 

reputation?  
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    Product Capabilities 

 

IBM Social Media Analytics 

BLOGS 

DISCUSSION FORUMS 

TWITTER 

NEWSGROUPS 

FACEBOOK 

Source Areas 

 Dimensional 
Analysis 

 Filtering 

 Voice 

 

 Keyword Search 

 Dimensional 
Navigation 

 Drill Through to 
Content 

 Relevant Topics 

 Associated Themes 

 Ranking and Volume 

 Relationship Tables 

 Relationship Matrix 

 Relationship Graph 

COMPREHENSIVE 
ANALYSIS 

SENTIMENT 

EVOLVING TOPICS AFFINITY ANALYTICS 

Business Drivers 

Customer Care Corporate Reputation 

Campaign Effectiveness 

Competitive Analysis 

Product Insight 

MULTILINGUAL 
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Marketing Campaign Analysis - Adidas 

Overwhelming 
positive response 
to high-profile 
sponsorship 

Design 
feedback 

Campaign 
effectiveness 

Significant sponsorship investment in Global event and high-profile athlete.  Company 

wanted to assess the impact of their investment on consumer perceptions. 
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WHAT HAPPENED? 

• Balance sheet, profit and 

loss, and cash flow 

statements 

• Revenue and cost variance 

analysis 

HOW ARE WE DOING? 

• Customer and product profitability 

• Spend optimization 

• Working capital analysis 

• Market, customer, & channel pricing 

• Sales and supply chain 

effectiveness 

WHAT WILL HAPPEN NEXT? 

• Cash forecasting 

• Scenario-based planning and 

forecasting 

• Strategic investment decision 

support 

• Volatility and risk-based 

predictive  

and behavioral modeling 

 

As finance evolves, organizations need to understand WHAT 

happened, HOW they are doing, and WHAT the future may hold 
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CFO Performance Insight 

CFO Performance Dashboard - Insight Metrics 

Enhance Total  

Shareholder  

Value 

Grow 

Revenues 

Improve 

Margins 

Use Capital 

More Effectively 

Channels 

Customers 

Products/Services 

Pricing 

Total Delivered  

Cost 

Sales & Marketing Spending Efficiency 

General & Administrative Costs 

Fixed Capital 

Working Capital 

Markets 

Inventories 

A/R 

A/P 

ROIC 

EBITDA 

Net Income 

Operating Profit  
% of Sales 

Capital Efficiency 

Gross Sales 

Gross Margin 

Labor 

Materials 

Production Efficiency 

Dist Efficiency 

DSO 

Days Inventory 

DPO 

SG&A % 

Market/Selling Price Realization 

Market Share 

Material Cost % 

Headcount (FTE) 

Average Sales Value/Unit 

Dist Cost % 

Bad  
Debt Quick Ratio 

Performance metrics 
Risk indicators 
 

Channels 

Order Backlog 

Customer Turnover 

Capacity Utilization 

Warranty Expense 

Trouble Tickets 
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CFO Performance Insight 

CFO Performance - Finance Scorecard Quadrants 

Financial Management Operational Revenue Management 

Are we performing to shareholder 

expectations? 

Are we driving revenue growth effectively? 

Operational Expense Management Capital Management 

Are we managing operational expenses 

effectively? 

Are we managing fixed and working capital 

effectively to increase future revenue and 

expense management capabilities? 

 

Are we managing the risks of sustaining this performance? 

 

Embedding Risk Management in the Quadrants 
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Executive 

Dashboard 

Traffic light 

indicators 

Place holders for News 

Feeds and Company Info 

Company 

Logo 

Report List 

Financial 

reports 

CFO Performance Insight Portal Page 

Link to ERP 

Web Interface 

“What-if” 

analysis 

Metric 

trending 

Actual vs Budget 

vs Forecast 

Risk Status 

indicators 

Temporal Causal 

Model Analysis 
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Integrated what-if analysis: Provides an in-depth view on impact of 

alternative business forecast assumptions, all on a single page view 
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Change DSO for Nov & 

Dec from 78.92 and 82.47 

DSO to 35.00 and 35.00 
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Refresh after running what if analysis 
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Analytics for Operational Excellence 
Product Lifecycle Management 

Process Control 

Quality Control 

R&D Optimization 

Development 

Equipment Maintenance 

Condition Monitoring 

Energy Planning 

Asset Management 

Capacity Planning 

Employee Performance 

Inventory Management 

Assortment 
Planning 

Seasonal 
Decomposition 

Inventory Allocation  

Intelligent Logistics 

Claims Processing 

Inventory Planning 

Distribution 

Service Management 

Returns Management 

Warranty Analysis 

Call Center Optimization 

Support 

Forecasting 

Commodity Planning 

Finished Goods Planning 

Cost Forecasting 

Working Capital Forecasting 

Debt Management 

Customer Research 

Planning 

29 
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Business Analytics Roadmap 

Based on: Competing on Analytics, Davenport and Harris, 2007 

Descriptive 

Prescriptive 

Predictive 

How can we achieve the best outcome  

including the effect of variability? 

How can we achieve the best outcome? 

What will happen next if ? 

What if these trends continue ? 

What could happen..? 

What actions are needed? 

Stochastic Optimization 

Optimization 

Predictive Modeling 

Forecasting 

Simulation 

Alerts 

What is exactly the problem 

How many, how often, where ? 

What happened ? 

Query/Drill down 

Ad Hoc Reporting 

Standard Reporting, Scorecards 

C
o
m

p
e

ti
ti
v
e

 A
d

v
a

n
ta

g
e
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Autonomic Operations 

Developer Productivity 

Deep Compression 

pureXML 

pureScale 

Pervasive Content 

Stream Computing 

Content Analytics 

Advanced Case Management 

Workload Optimized Systems 

Social Analytics/Consumer Insight 

2012 

2005 

Decision Management 

• $14B+ in Acquisitions Since 2005 

• 10,000+ Technical Professionals 

• 7,500+ Dedicated Consultants 

• Largest Math Department in Private Industry 

• 27,000+ Business Partner Certifications 

• 8 Analytics Solutions Centers 

• Optimized hardware and software offerings 

•  100 analytics-based research assets; 
almost 300 researchers 

• Significant marketing investment  
worldwide through Smarter Planet 

IBM is Helping Clients Maximize Results with  

Innovation That Matters 
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IBM delivers the broadest Business Analytics portfolio to drive better 

business outcomes 

IBM Business Analytics 

Financial  
Services Public Sector Distribution Industrial Communications 

Risk Customer 

Industry  

Solutions 

Finance Operations 

Risk 
Analytics 

Business 
Intelligence 

Software  

Categories 
Predictive 
Analytics 

Performance 
Management 

Functional  

Solutions 

Core  

Capabilities 

REPORT MODEL PREDICT COLLABORATE 

Budgeting & 
Forecasting 

Financial 
Consolidation 

Disclosure 
Management 

Risk 
Identification 

Risk & Control 
Assessment 

Resource 
Optimization 

Social Media 
Analytics 

Profitability 
Modeling &  

Optimization 

Production 
Planning  

Asset 
Management 

Customer 
Acquisition 

Customer 
Lifetime 

Value 

Customer 
Loyalty 

 & Retention 

Risk Mitigation  
Planning 

Risk Aware  
Decisioning 

Sales Performance 
Management 

PLAN ANALYZE 

Visualize Discover 

Forecast Mine 

Govern 

Decide Score 

Simulate Contribute 

Survey 

Decision 
Management  
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And has the industry experience to help clients address key 

imperatives  

 

Customer 

Operations 

Finance 

Risk 

Banking/Insurance Government Retail Industrial Telecommunications 

Reduce 
Customer 

Churn 

Optimize the 
Shopping 

Experience 

Create a 
Customer-centric 

Enterprise  

Manage 
Operational 

Risk 

Manage 
Operational 

Risk 

Improve Citizen  
Services 

Plan & Forecast 
Demand 

Reduce Fraud 
and Waste 

Optimize Risk 
and Manage 
Compliance 

Streamline 
Operations 

Improve Store 
Operations 

Enable Predictive 
Maintenance 

Measure 
Program 

Performance 

Build Smarter 
Networks 

Manage 
Resources 
Effectively 

Ensure Financial 
Transparency 

Demand 
Planning 

Sales and 
Operations 
Planning 

Optimise 
Capex and 

Opex 

Manage 
Operational 

Risk 
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Business analytics from IBM  

Actionable insights for better business outcomes 

 

• Business intelligence 
− Instant information about how the business is doing and why 

• Financial performance and strategy management 
− Financial and operational planning, budgeting and forecasting to put 

resources in the right place and set targets 

• Advanced analytics  
− Predictive modeling and what-if analysis to predict opportunities and 

threats and confidently take action 

• Analytic applications  
− Best practice–based industry solutions and accelerators 

• Governance, risk and compliance 
− OpenPages and Clarity acquisitions build IBM‟s capabilities in 

governance, risk and compliance 
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 Scorecards 

 Dashboards 

 Reports  Real-Time  
Monitoring 

Ad-hoc  
Query 

Analysis  
& Exploration 

Trend &  
Statistical 
Analysis 

What-If 
Analysis 

Predictive 
Analysis 

Introducing Cognos Business Intelligence 
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The Evolution of Analytics for Business Users 

The only  

desktop product  

that empowers  

decision makers to 

independently take 

insight to action 

.com 
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Planning Areas 

Primary Use Horizon/Frequency Who? 

Strategic Plan Define vision, SWOT, high level corporate 
goals and objectives and strategies for how to 
attain them 

Horizon: 3-5, sometimes 10 years 
Frequency: 1/year 

Corporate Execs 
Senior Mgmt.  
Strategy 
Finance  

Budget/ Annual 
Operating Plan 

Financial guide for the current year: control 
expenses, evaluate performance and 
determine bonus compensation 

Horizon: 1 year, across months, Qtrs,  
weeks 
Frequency: 1/year  Infrequently updated 

Corporate Planning  
LOB Managers  
Cost Center mgrs 

Forecast Provides the most current estimates for the 
balance of the year/horizon 

 

Horizon: Balance of the year or Rolling 
week, month, quarter, Annual.   
Frequency: Refreshed often 

Corporate Planning  
LOB Managers 

Modeling What-If Analysis 
Acquisition modeling 
Scenario Analysis 
Define contingency plans 

• Ad-hoc 
 

Corporate Planning  
Strategy 
Sales/HR/IT 

Reporting Comparison with actual 
Cause & effect Analysis 

Horizon: Various  
Frequency: Monthly, Qtrly, Annual, Ad-
hoc 

Corporate Planning 
Reviewed at all levels 
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IBM Cognos TM1 helps answers Why? 

 

 

 Replaces manual, error prone 
spreadsheet-based practices  

 

 Offers high performance, real-time, 
read-write capabilities.  

 

 Analyzes and optimizes large, highly 
complex, rapidly changing data sets 
with real-time response.  

 

 Analyzes profitability, sales mix, and 
price/volume variance.  

 

 Improves planning, analytics, and 
"what-if" scenario modeling.  

Financial Analytics 

 Analyze and optimize performance  
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IBM SPSS Predictive Analytics 

Predictive 

Operational Analytics 

Manage 

Maintain 

Maximize 

Predictive 

Threat & Fraud Analytics 

Monitor 

Detect 

Control 

Decision 
Management Statistics Modeler 

Collaboration and Deployment Services 

Etc… 

IBM Research 

Predictive 

Customer Analytics 

Acquire 

Grow 

Retain 

CCI Data Collection 

Optimized decisions made possible by pervasive, predictive, real-time decisions at the point of impact 
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Breadth of Applications across industries 

 Campaign Response Prediction 

 Customer Churn Modelling 

 Profiling and Segmentation 

 Fraud and Anomaly Detection 

 Credit Scoring 

 Demand Prediction/Forecasting 

 Basket Analysis 

 Text Analysis 

 Predictive Maintenance 
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Challenges  
The manufacturer and supplier had a reputation for 

reliability. Any downtime caused by heavy-duty machine 

failure would cost their customers millions of dollars. They 

wanted to minimize machine downtime in the field to 

identify potential problems – before the problems occurred.   

At a Glance: Construction equipment 

manufacturer and supplier 

Location: North America 

Employees: 1,700 

Products:  IBM SPSS Modeler Premium 

 

Customer Success Brief:  Industrial 

Solution 
Purchased IBM SPSS Modeler Premium to analyze data 

and determine patterns to identify key indicators for 

equipment failure and develop improved maintenance 

schedules and services.   

Results 
•Saved $1 million in repair costs in less than 2 weeks 

•12-14x ROI in 4 months 

•Improved maintenance schedules to decrease overall 

machine downtime by 20% 

 

 

http://www.google.com/imgres?imgurl=http://edu.jccm.es/ies/sanisidro/images/stories/TECNOLOGIA/inkscape_1tic/BMW_Logo.png&imgrefurl=http://edu.jccm.es/ies/sanisidro/index.php?option=com_content&view=article&id=423:46-tema-7-logotipo-de-bmw&catid=308:tic-1obach-pendientes-08-09&Itemid=305&usg=__7jmlsj9pwOViFI_yzget8jf50gA=&h=564&w=564&sz=109&hl=en&start=4&um=1&itbs=1&tbnid=DV7coe8lDUQynM:&tbnh=134&tbnw=134&prev=/images?q=bmw+logo&um=1&hl=en&sa=N&rlz=1T4GFRC_enUS214US214&tbs=isch:1
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Answering key questions across industries 

Which of my insurance policy holders are unlikely to 

renew next month? How could I persuade each one to stay 

loyal? 

Which products do my customers tend to buy together? 

Can I leverage that knowledge to create combination offers 

and promotions that increase basket size and revenue per 

customer visit? 

Which of our students are performing below their 

predicted potential?  How should we intervene to get them 

back on track and avoid the possibility of their dropping out?  

Which of my overdue debtors are likely to pay? How much 

can I recover from them, and which treatment will be most 

effective for each? 

 
42 References to potential future products are subject to the Important Disclaimer provided earlier in this presentation 
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The Path Of A Credible Analytics Strategy 

Focus first on 

the biggest 

and highest 

value 

opportunities 

1 
Start with 

questions, not 

with data 

2 
Embed insights 

to drive actions 

and deliver 

value;  

3 Develop an 

analytics plan 

for the future 

5 

4 

Keep existing 

capabilities 

while adding 

new ones 

Information is exploding whether you like it or not; companies 

that leverage this will outperform. 
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Marketing & Cross-Selling 
ECS Debit Transactions 
1.77 Lac potential Leads provided to 
Business for Loans Take Over 
Inward Clearing Transactions Analysis 
Potential leads Bank & Beneficiaries wise 

Alternate Channel 
NEFT / RTGS Transactions Analysis 
Bank Network Analysis, Funds Management 
Analysis, Income Leakage Analysis, 
Customer-Beneficiary Analysis 
 
Cash Deposits v/s GCC Txn Analysis 
Study on Usage of GCC, Potential Branches 
for GCC machines installation 

Merchant Acquistion 
Debit Card Usage in POS 
Locations for POS machines, Merchant Tie-
Ups, Loyalty Reward 
SBI POS Machine Merchants Analysis 
Performance Analysis SBI v/s Non SBI POS 
Machines 

Asset Quality Management 
Cheques Returned Unpaid 

Early warning signal for 19100 SMA/NPA 

accounts to Branches 

Recent Analytics 
 
SB Accounts Profitability Analysis 
CGTMSME Analysis 
Channel Preference Analysis 

Productivity Analysis 
Branch Productivity Analysis for NBG 
-Teller (award staff) Performance 
- Branch Performance : voucher analysis 

Predictive Analytics 
Default Model for Home Loans 
Logistic Regression Model for 
predicting default behavior 
ATM Analysis 
Credit Risk Analysis 

State Bank of India 
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Performance Management @ Asian Paints – Drivers  

Enablement of critical planning & consolidation processes 

Consolidation of 20 subsidiaries  

Monthly Financial Planning - P&L Planning & Reporting   

Annual Business Planning - Top line planning, Overheads, manpower costs, other income, depreciation  

Sales Planning - Annual Sales Planning (Retail Audit) & Monthly Sales Planning 

Sales Budgeting  

Actionable Insights 

Ability to proactively identify and adapt to changing market needs based on history/trend and predictive 

analysis leveraging integrated data across multiple sources 

Planning and tracking Market and Sales growth and performance along multiple dimensions to enable 

designing new strategies for growth e.g. Product/ Planning Cluster/ Town /Locality / 

Robust performance management through analysis around “Plan versus Actual” and also “Impact of action 

taken” for  

Financial Plans (Overhead/ CAPEX/ Overheads/ Depreciation) 

Sales Plans  

Intelligent Dealer engagement (deepening, retention and perpetuation strategies)through powerful insights 

around 

Dealer life cycle (Regular to Critical Retailer to Premium Retailer) 

Dealer TCO Sense check (CR ROI) 

Empowered Sales Force with a “single window” of integrated analytics from “Sales to Service”, rendered 

role-wise (Stocks, Schemes, Service Metrics) 

Insightful market spend analysis to track scheme and promotion efficiency/effectiveness 

 

 

 

www.youtube.com, search for “asian paints cognos” 

http://www.youtube.com/
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Marico 

 Brief profile 

• Present in almost every FMCG market segment – 

hot oils, hair, skin, weight management, beauty and 

wellness amongst others 

• Marico has also been rated one of India‟s „Top 8 

Global Challengers‟ by Standard & Poor 

 

 

 

Challenge 

 

Solution Results 

 Inflexible planning 

through spreadsheets 

 Seamless integration 

across multiple data 

sources including 

mySAP and SAPBW 

 Cognos TM1   Reduces the time 

required for budgeting, 

planning and reporting. 

 Increases flexibility, 

accuracy and efficiency. 

 Easy to use and 

maintain. 

“IBM Cognos TM1 has helped us 

streamline and take our planning 

and budgeting processes to a new 

level. This tool has enabled us to 

shift our focus from data crunching 

to data analysis.” 

Girish Rao, IT Head , Marico 
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ICICI Prudential AMC 

 Brief profile 

• ICICI Prudential AMC, a joint venture between ICICI Bank 

and Prudential PLC., is into asset management business 

since 1998.  With a present workforce of around 800 plus 

employees, the company has more than160 branches 

across the country 

• It is one of the largest Mutual Fund houses in India. As on 

30th November 2009, the Asset under Management is Rs. 

82138 Crores. 

 

 

 

Challenge 

 

Solution Results 

 Enabling management team 

with the information needed to 

get a deep understanding of 

business performance for 

effective decision making 

 Was not possible to generate 

daily sales reports and as a 

result, sales performance 

reviews could not have 

happened daily 

 IBM Cognos 8 BI  Reduce the time to prepare 

monthly MIS reports from  8-10 

days to just two days, resulting in 

business efficiency and cost 

saving 

 Sales information is now 

available on a daily basis with 

the result that the organization 

can drive business growth more 

effectively and can respond to 

emerging market conditions with 

greater agility 

“Cognos was able to meet the challenges faced 

by ICICI Prudential AMC in terms of reducing 

the time taken to prepare the MIS from 8 - 10 

days to two days a month. Business users were 

able to perform analysis on their own. 

Implementation of the Cognos solution helped 

MIS drive sales” 

Kalyan Prasath, Head - IT, ICICI Prudential 

AMC 
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Ashok Leyland 

 

 Brief profile 

• One of the largest commercial vehicle 

manufacturers in India – flagship company of the 

Hinduja Group 

• Their buses carry over 70 million passengers 

everyday 

 

Challenge 

 Ashok Leyland sought a robust 

financial planning and analysis 

solution that would address the 

needs of multiple departments 

and corporate functions 

 The overall objective was to 

simplify, streamline and 

establish an integrated finance 

information structure across key 

decision-support processes. 

 

 

 

“IBM Cognos TM1 has helped us 

streamline and take our planning 

and budgeting processes to a new 

level. This tool has enabled us to 

shift our focus from data crunching 

to data analysis.” 

Girish Rao, IT Head , Marico 

Results 

 Extensive, faster, standardized 

and better-presented 

management information across 

the organization 

 Easier communication and 

implementation of strategic 

initiatives 

 Responds more effectively to 

changes in its own financial 

condition as well as to strategic 

opportunities identified in the 

marketplace 

 

Solution 

  IBM® Cognos® 8 Planning 

software was identified as the 

preferred solution because it 

offered the flexibility and 

complex “what if” modeling 

capabilities the client desired. 

 Implementing the IBM® 

Cognos® 8 Planning software 

ensured that the client improve 

analytical and planning process 

efficiency across several key 

areas. 
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 Brief profile 

• Part of the Aditya Birla Group conglomerate 

• Currently one of the leading life insurance 

companies in the country.   

 

Challenge 

  Needed a solution where they 

could identify existing customers 

who were at risk of not renewing 

their policy when their premium 

was due. 

 Additionally, wanted to identify 

customers who would be good 

candidates for cross-sell 

opportunities. 

Results 
 Extensive, faster, standardized 

and better-presented 

management information across 

the organization 

 Easier communication and 

implementation of strategic 

initiatives 

 Responds more effectively to 

changes in its own financial 

condition as well as to strategic 

opportunities identified in the 

marketplace 

 

Solution 

 Deployed predictive analytics 

software to enable its marketing 

team to efficiently execute its 

outbound campaigns. 

 By using predictive analytics, 

the insurance company 

automatically identifies groups 

that are likely to respond to a 

cross-sell offer 

 The operations team identifies a 

group of customers most likely 

to not renew for whom attractive 

offers are designed 

Birla Sunlife Insurance 
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Ultratech Cements  

          

 

Challenge 

 

Solution Results 

 The fluctuating cost of raw 

materials and power 

sources has always made 

cost-effective cement 

production a challenge. By 

combining near-real-time 

data visibility and analytics, 

it‟s possible for managers to 

routinely procure the 

optimal materials for quality, 

cost-effective production. 

 

 IBM Cognos® Business 

Intelligence V10.1 

 

 IBM Cognos TM1® 

 

 IBM DB2® for Linux, UNIX and 

Windows 

 

 IBM® Software Services for 

Information Management 

 

• Accelerates the production 

planning process by 50 

percent 

• Integrates data across all 

manufacturing plants, which 

helps improve the efficiency of 

decision making across the 

entire enterprise 

• Delivers analysis and alerts 

that help managers determine 

the precise blend of materials 

and power sources needed to 

optimize production costs 

 Brief profile 
• By embracing a corporate performance-management 

system driven by robust analytical tools, this cement 
company gained he ability to pinpoint the exact blend of raw 
materials and power sources it needs to promote cost-
effective production 
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A mobile communications service provider 
 

 Brief profile 
• A mobile communications provider in Asia uses an 

improved, centralized, standardized data warehouse and 
business intelligence to help it unlock insight into what 
customers really want. 

 

 

 

Challenge 

 

Solution Results 

 23 different 

communications regions in 

23 different data systems. 

As the company began to 

consolidate the regions 

under a national umbrella, it 

needed a faster, more 

accurate, more 

comprehensive data and 

analytics system that each 

marketer and executive 

could operate with ease. 

 IBM® Cognos® 10 

Business Intelligence  

 IBM InfoSphere® 

 IBM Power® 750 Express 

 IBM AIX® 5 

  Saved more than USD1.6 million 

in the first year, and expected to 

provide another USD3.3 million 

in savings in the next two years 

  Eliminated more than 100 

redundant reports, decreasing 

the number of reports by 16%  

  Increased the number of users 

who can access the system 

concurrently from 5 to 50, an 

increase of 900%  

  Gave the marketing team the 

ability to target specific customer 

segments with highly desirable 

offers 

 

When your main source of revenue is driven by 

doctors, it is critical to have a deep 

understanding of what’s happening in the 

field—how sales teams are performing, what 

the competition is doing and what you need to 

do to improve. 
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A pharmaceutical company in India 
 

 Brief profile 

• A mobile communications provider in Asia uses an 

improved, centralized, standardized data warehouse and 

business intelligence to help it unlock insight into what 

customers really want. 

 

 

 

Challenge 

 

Solution Results 

 Top managers lacked the 

insights needed to guide 

field teams effectively, 

sifting through stacks of 

outdated and often 

inaccurate reports to make 

decisions. They needed a 

new way to look at data, 

with a clear view of the field 

and a deeper 

understanding of the 

dynamics that influence 

business performance. 

 IBM® Cognos® Business 

Intelligence V10 

 IBM InfoSphere® Warehouse 

 

  Helped enable executive 

managers to make competitive 

decisions based on marketplace 

realities instead of gut instinct 

  Increased marketing ROI by 

reducing overlap and focusing 

campaigns on doctors with the 

highest revenue potential 

  Boosted field productivity and 

sales performance by allowing 

better coordination among 

regional teams 

Before, employees had no confidence in the 

reliability of the company's data. Now, with 

more timely, accurate data that gets into their 

hands much faster, employees can use the 

insights they gain to do their jobs better and 

make customers happier. 
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What if you could gain insight into your financial data to predict and proactively respond to trends that could negatively impact company 

growth? 

IBM Cognos BI and Planning 

IBM Global Business Services (GBS): 

BAO: (Business Analytics and 

Optimization) Services 

The solution gives companies an integrated, accurate view of financial numbers, enabling them to plan, 

respond and implement financial decisions that will help them maintain or achieve leadership positions in 

their marketplace. 

This independent telecommunications tower company is one of the largest in India. Despite its size and continued growth, 

it was still managing its financial planning and reporting via electronic spreadsheets. Its regional sub-companies (called 

Circles) would prepare their reports and send them to the corporate level, where the finance department had to manually 

consolidate them and extract data with which to create profit and loss (P&L) statements and the annual operating plan 

(AOP). The process was cumbersome, but more importantly, it did not allow the company to make any meaningful 

projections or forecasts for target-setting goals, and was very limited in identifying cost or revenue trends to which the 

company could respond.  

The Opportunity 

Indus Towers 

Real Business Results 

Shortens preparation time for Annual Operating Plan (AOP) development by 30 to 35 %  

Improves data accuracy by more than 20 to 25 %  

Decreases turnaround time for gathering information and data to do financial analysis by 50%  

Provides a significant improvement in data and business analysis in terms of various costs like 

rent, network and energy costs 

Solution Components 

 

This communications infrastructure company implements a game-changing financial planning process that uses “what-if” simulations, and trend, 

target-setting and variance analysis to make financial decisions that keep it on a strong growth trajectory 

 Communications | BAO | India 
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Large ITES organization in India 

 Headcount Planning 

 Revenue RGFTE Plan 

 C&B – Country Specific 

 Driver Based Cost 

 TopUp Cost 

 Projected P&L – ( BPO & ITO) 

 

 Capex – Infra & IT 

 Recruitment 
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