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- Agenda J ANALYTICS

e Introduction

 What is Predictive Analytics?
 Who needs Predictive Analytics?
e How to build Predictive Models?
 Demonstration: IBM SPSS

e Questions and Answers
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1. Introduction

The emergence of Increasing consumer Accelerating pressure
big data analytics expectations to do more with less

e )

65% 320

of business are not using big of consumers rely on social Organizations using advanced
data for business advantage networks for purchase decisions analytics enjoy 32% higher
return on invested capital
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- 1. Introduction J

« Would you like to increase your customer
retention?

« Would you like to increase your sales and
acquisitions?

* Would you like to increase your direct
marketing response?

« Would you like to decrease your
campaign spending?

b ® ‘,.
VIRIAN

MINDSTREAM



ANALYTICS

. . J\ MiNDSTREAM
- Analytics Quotient AR

STEP 1: STEP 2: STEP:3: STEP 4:
Novice _» Builder ‘ Leader Master
+ Inflexible * Departmental + Cross-functional * Enterprise alignhed
« Spreadsheets * Task automation = Applied analytics * Enabling strategy
. . ) . through execution
* Extracts * Silo KPIs, metrics + Aligned KPls, metrics
) . ) * Highly collaborative
* Manual Intervention + Some standards * Trusted information
. ) » 360 degree insights
+ Static Reports * Some self-service + Common standards
) ) * Analytics-driven culture
* No governance * Emerging CoEs * Full self-service
. . *» Strong analytics program
* Minimal governance * Aligned CoEs & governance

* Formal governance

ry
v
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Analytics Quotient

STEP 1: STEP 2: STEP 3: STEP 4:
Novice = Builder . Leader ‘ Master

64%

22
5% 9*

Manual, slow, error prone, Automated, instant, accurate,
cumbersome, fragmented seamless, converged
Data quality concerns Data governance is in place

n = 5748 organizations
IBM Study of AQ respondents, 2012
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- 2. What is Predictive Analytics?

« Empirically-derived models used for predicting future
outcomes

Analyze Forecast Collaborate | Simulate

Better predict
| customer
Predict behavior,
Increasing
profits and
revenue

Survey Govern Discover Model

Visualize Decide
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- 2.1 Goals of Predictive Analytics

 Bring key business insights into our decision-making
processes

 Solution to our biggest challenges with data mining

* Integration of predictive analytics with data driven
decision making

- Positive ROl and superior outcomes =

MINDSTREAM
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- 2.1 Goals of Predictive Analytics

« Advanced client segmentation
» Leveraging customer sentiment analysis
» Reducing customer churn

Customer

« Enabling continuous planning and forecasting
« Automating financial and management reporting
« Improving visibility, insight and control

Finance

« Making risk-aware decisions
« Managing financial and operational risks
» Reducing the cost of compliance

Risk

» Optimizing the supply chain
» Deploying predictive maintenance capabilities
» Transform threat & fraud identification processes

Operations

QEOQ
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- 2.1 Goals of Predictive Analytics

Finance
Banking Government Industrial Banking
.« Increase account . = Effective budget -+ Predict maintenance issues |+ Align risk strategy and
~ profitability ~ management - before they occur - financial planning
. Insurance . Retail . Retail .« Improve compliance &

*» Improve store performance . regulatory response

» Develop dynamic
p ey with P&L reports

e Retain policy holders merchandise plans

with better service & Insurance

Telecommunications

marketing Industrial  + Understand & manage = Irgﬂpdlc;;cc::sphg:g: &
" Retail * Plan and forecgst . network traffic g y resp

- sales & operations . 5

- * Understand sales . Banking

. patterns . *» Measure branch performance

Telecommunications Insurance :

- «Reduce churn with .= Streamline claims process

custom retention offers Government

: i -« Reduce fraud and waste

[ ] L] [ [ ]
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- 3. Who needs Predictive Analytics?

« Companies that need to:

secure their competitiveness

Increase sales and grow customer base
manage fraud

meet customer’s expectations

Improve core business capacity

N

Acquisition: Customer Defection:

New customers /\h&'_u/\ Lostcustomers

MINDSTREAM
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- 4. How to build Predictive Models AMINDSTW.

« Hypothesis testing using econometrics and predictive
analytics
1. Assumptions validation and defining hypothesis
2. Data description and data collection

3. Data exploration with easy-to- access procedures and
algorithms

4. ldentification of key factors for analysis

5. Predictions and forecasting using linear and non-linear
regression models

6. Presentation of the results using charts and graphs
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- 5. Demonstration: IBM SPSS & ipses

Analyze: Cognos Workspace
Forecast: SPSS Statistics

Mine, Model, Predict: SPSS Modeler
Plan: Cognos TM1

Visualize & Decide: Cognos Insight and SPSS
Decision Management
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- Data on Airlines in SFO J

 Collected monthly via customer interviews held at all

airport terminals and boarding areas from July 2005
through March 2011

* Interviews were done using a stratified random
sample of flights selected by airport staff

e The questionnaires were available in English,
Japanese, Chinese, and Spanish.
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- SPSS Modeller

R i 1
File Edit Inset View Tools SuperNode Window Help Mlmmae;

-

NESHE AR e HBFTODPS KA RO T

o—8—%

5 CHURN =
Type i l.— .
cust_status xisx ! CRISP-DM ‘ M
i S —————
i B | (unsaved project)

\| Business Understanding
----- |= | Data Understanding
----- J Data Preparation
..... _—I Moﬁellng
----- =] Evaluation
----- “ =] Deployment

1

=2 8 = A H‘J wa \@. ®

Tabda Matrox  Amalysiz  Dats Audit Transform Statisbes  Means Report  Set Globals
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- Airlines in SFO — Bar Chart

» Passengers by Origin or Destination

“Outputt [Document] - 1BM 5psS Stat{iE) Chart Editor - o3
form Insert Format Analyze Direct Marketing Graphs Utlities Add-ons Window Help - — -
= = = = = = = = File Edit View Options Elements Help
N o~ - EBF 2 T ————( - -
A = 9@ &5 o0 EXYEARS B LEY CEBL EElimn &l
™ IS L Ak IBF =—r
B L B a9
500000
* Chart Builder.
GGRAPH
/GRAPHDATASET NAMF="graphdataset" VARIABLES=GEORegion PassengerCount MISSING=LISTWI 400000
/GRAPHSPEC SOURCE=INLINE.
BEGIN GPL E
SOURCE: s=userSource (id("graphdataset”)) g
DATA: GECRegion=col (source(s), name("GECRegion"), unit.category()) 9 300000+
DATA: PassengerCount=col (scurce(s), name("PazzengerCount"}} g
c
GUILE: axis(dim{l), label ("GECRegion")) 3
GUILE: axis(dim{2), label("PassengerCount"}} b4
SCALE: linear(dim(2), include(0}) o 200000
ELEMENT: interval (position(GECRegion*PassengerCount), shape.interior (shape.sguare))
END GPL.
100000+
GGraph E
[DataSetd] E :
[ |
0 I e I B B e T
e T B TS P e S 3 P \ Asia  Australia /| Canada Central Europe  Mexico Middle East South us
. Oceania America America
GEORegion
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- Airlines in SFO — Pie Chart

« Passengers by Airlines

*Qutput1 [Document1] - IBM SPSS Statistics Viewer —
Insert Format Analyze Direct Marketing Graphs Utilites Add-ons Window Help

e APLA OO E s M €s += Bl 0o

b File Edit View Options Elements Help
o0 EXY'ABe BILEY Cl=mL Bl kU
N : = TR Properties
| B i Ll LY
e == Airlines
B slaska Airines Element Type: I. Pie = |

B American Airlines

O continertal Airlines

el Sl
orthwe: Irines - irlii -

B Skywest Ailines & OperatingAirline Style: Color

[ Southwest Airlines

Ounited Airlines

O Us sirways

B virgin America

Eother

pUBEST MM Y.
SsauILNy E)SElY.
ayoey feye:

=

¢ Sum PassengerCount X Ads

hart Builder.
LPH
SRAPHDATRSET NAME="graphd
SRAPHSPEC SOURCE=INLINE.
IN GPL

JURCE: s=userSource{id("g
ATA: ATRLINENAME=col (souxr
ATA: COUNT=col (source (=),
JORD: polar.theta(startin
JIDE: axis{dim(l), null{))
UJIDE: legend{aesthetic{ae
CALE: linear(dim{l), dataM
LEMENT: interval.stack(po
GFL.

rlement (10f1) ‘

Previous

A
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Airlines in SFO - Crosstab

» Cross Tabulation of Destinations and Incomes

*Qutput1 [Document1] - IBM SPSS Statistics Viewer — C
‘orm  Insert Format Analyze Direct Marketing Graphs Utilities Add-ons Window Help

o ] e = Q) € € = Bl "Dz

CROSSTABS
/TRABLES=DEST BY Q21
/FCRMAT=DVALUE TABLES

/STATISTICS=CHISQ CORR =) Crosstabs
/CELLS=COUNT COLUMN
/COUNT ROUND CELL Row(s):
SRBRERRRL. & RUNID = & DEST e
& RESPNUM g Statistics...
DEST * 021 Crosstabulation & CCGID 3 Cells. ..
= . ’ Column(s): —
a1 &> OnTimeStausofFlight — Esnnad
0 1 2 3 4 5 Total & DESTMARK @ Q21 =
DEST  TOKYO-NRT 10 8 20 20 13 5 76 & DESTGEQ Bootstrap...
1.3% 1.2% 21% 31% 1.6% 16.7% 2.0% & TERM
SEATTLE 26 32 46 : 3 2 170 & STRATA i Crosstabs: Statistics H
3.5% 4.7% 4.8% 4.5% 4.4% 6.7% 4.4% & ATYPE
PHILADELPHIA 26 13 28 18 36 2 123 A W Chisquare | Wl Cotrelations
3.5% 1.9% 2.9% 2.8% 4.5% 6.7% 3.2% i : =
NEW YORK-JFKC 45 % 53 33 &4 2 222 & GATE -Nominal- | rOrdinal
% INTDATE = : - =
L0N 4% ki ] i 7% A éj“\ = x [[] Contingency coefficient | | [[] Gamma
LOS ANGELES 39 53 2 43 32 1 245 N i
5.2% 7.8% 7.5% 7.4% 4.0% 3.3% 6.3% _ EE ad Cramers ¥
LONG BEACH 5 16 20 3 Tl 1 ] |¥! Display clustered bar charts Lambda
0.7% 2.3% 2.1% 1.4% 1.4% 3.3% 1.6% [Tl Suppress tables [T] Uncertainty coefficient
LOMDON-HEATH 21 14 19 2 17 2 85 8 — =
2.8% 2.0% 2.0% 1.8% 21% 6.7% 2.2% & -Nominal by Interval
LAS VEGAS 33 34 35 2 23 2 152
[
4.4% 5.0% 3.6% 3.8% 2.9% 6.7% 3.9% [0 Eta
KLAMATH FALL 5 3 5 0 1 0 14
0.7% 0.4% 0.5% 0.0% 01% 0.0% 0.4% o
i : S
ARULD] T 3 2 5 1 0 2% "] Cochran's and Mantel-Haenszel statistics
0.7% 0.4% 0.8% 0.9% 0.5% 0.0% 0.7%
HOUSTON 15 20 23 19 24 0 101 -
20% 29% 24% 2.0% 20% 0.0% 26% [.C'Gm”“‘e][ Eancel J[ Help J
HONOLULU 24 26 24 7 16 0 a7
3.2% 3.8% 2.5% 1.1% 2.0% 0.0% 2.5%

e Q21 _Income Group column: 1=Under 50,000, 2=$50,000 - $100,000, 3=$100,001 - $150,000, 4=0ver $150,000, 5=0Over $500,000
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- Airlines in SFO — Crosstab (cont.)

DEST * 021 Crosstabulation . . . .
* It is obvious that Airlines
0 1 2 3 4 5 Total . .
TOKYO-NRT 10 3 20 20 13 5 76 h Id p d F t
1.3% 1.2% 21% 31% 16% | 16.7% 2.0% snou rovide IrS
SEATTLE 26 32 46 29 35 2 170 .
| ar| we| am| | om| <] Class and Business
PHILADELPHIA 26 13 28 18 36 2 123
3.5% 1.9% 29% 28% 45% 6.7% 3.2% CIaSS On the top 8 routes
NEW YORK-JFK 45 25 53 33 64 2 222
6.0% 37% 5.5% 5.1% 8.0% 6.7% 5.7% . .
LOS ANGELES 39 53 72 48 32 1 us || © On the remalnlng routes
5.2% 7.8% 7.5% 7.4% 4.0% 3.3% £.3%
LONG BEACH 5 16 20 g 1 1 62
0.7% 2.3% 24% 1.4% 1.4% 3.3% 1.6% It IS nOt necessary
LONDON-HEATH 2 14 19 12 17 2 85
2.8% 2.0% 2.0% 1.8% 24% 6.7% 2.2%
LAS VEGAS 33 N 35 25 23 2 152
4.4% 5.0% 3.6% 3.8% 2.9% 6.7% 3.0%
KLAMATH FALL 5 3 5 0 1 0 14
0.7% 0.4% 0.5% 0.0% 0.1% 0.0% 0.4%
KAHULUI 5 3 8 5 7 0 26
0.7% 0.4% 0.8% 0.9% 0.5% 0.0% 0.7%
HOUSTON 15 20 23 19 24 0 101
2.0% 2.9% 2.4% 2.9% 3.0% 0.0% 26%
HONOLULU 24 26 24 7 16 0 97
3.2% 3.8% 2.5% 11% 2.0% 0.0% 25%

Q21_Income Group column: 1=Under 50,000, 2=$50,000 - $100,000,
3=$100,001 - $150,000, 4=Over $150,000, 5=Over $500,000
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Conclusion

Challengers Leaders
. ( R
Magic Quadrant for 4
Business Intelligence & Tablesy Software - Microsof
Analytics Platforms ) S
T Oracle . 1BM
_ #—SAS
.. o .7 MicroStratagy
B

¥ \ Tibco Spotfire

= Lnglxlﬂé.l ® . ll’lndurrnuﬂun Builders

L ral

.i s SAP

- Pfa MOz —a Act —

= clu

= Board hTamatiqml . mﬂ

= ¢ Panocrama Soltware

<L Alteryx o

- da“;;:ﬂ:mﬂ \ Sallent Managemeant Company

Targit o » GoodData
srcplan ©
L /
MNiche Players Visionaries
\ i Completeness of Vision F———p
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- ConCIUSIOn J ANALYTICS

By the end of Have you planned your journey?
the day, you Or are you just letting it happen?

should be p decidi _— ther th ote?
prepared to re you deciding on capabilities rather than products:
answer tI'_lese « Do you think of analytics in a holistic way?
questions

Is your current approach sustainable and cost effective?

Will you be ready to support your business teams’ demands?
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Thank You !
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