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SPSS is the Leader in Predictive Analytics 

 “Predictive analysis helps 

connect data to effective 

action by drawing reliable 

conclusions about current 

conditions and future 

events.” 

– Gareth Herschel, Research 

Director, Gartner, Inc., Feb. 

2003 

 



What are Predictive Analytics? 
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Is there a 
formula for the 
quality of a 
new year of 
Bordeaux? 



Wine Quality = 
 

12.145  

+ 0.00117 x (winter rainfall) 

+ 0.0614 x (avg. growing 
temp.) 

- 0.00386 x (harvest rainfall) 
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Robert Parker was not amused … 

• „A Neanderthal way of 
looking at wine“ 

• „An absolute total 
shame“ 

• „It‘s so absurd as to be 
laughable.“ 

 

 

7 



Four Families 



Four Families 



SPSS Enterprise Platform for Predictive Analytics 

SPSS Enterprise Plattform –  
a modular Ecosystem 

Act Understand & Predict 

Statistics 

 
Data mining 

Modeler 

Model 

Builder 

Reporting 
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Reporting 

OLAP 

Showcase 

C & D 

Services 

Customer 
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Data 

Collection 

Optimization 

engines 

Event, 

Interaction, 

Risk Control 

Builder 

Operational data Call Center data Marketing databases Attitudinal data Interaction data Webdata 

Mail Call Center Internet Branches 

Unified Customer View Text Mining Web Mining 



IBM® SPSS® Modeler 

Data Mining Workbench 
The market leader in integrated data mining tools 
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Gartner … 
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© 2009 @ SPSS.CH  
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Modeler Data Mining System 

Working problem 
oriented, focussed, 
quick 
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Modeler In-Database Mining 

• Modeler 3-tier architecture 

– Client, Server, Database 

• SQL Pushback 

– Translate data manipulation 
& scoring into SQL 

– Execute in database 

• In-database modelling 
 & scoring 

– Use database vendor’s 
built-in data mining algorithms 

– And scoring 
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Modeler SQL Pushback 



• IBM SPSS Modeler 14.1 
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C&DS Platform – the Integration 

“… a collection of generalized engines configured via 
metadata to solve specific business problems.” 

Front Office LOB UI’s 

Platform Services 

Clementine 
workbench 

Predictive 
Enterprise  
Manager 

Repository 

Authentication 

Authorization 

Analytical Process Management 

Scoring 

Visualization Optimization 

Reporting 

Search 

Analytical Engine  

Interaction Builder 

Model Builder 

Call Center UI Claims Processing UI 

Expert User Configuration UI’s 

Business 
Analyst UI’s 

Visualization 
Workbench 

Business Processing 

BPML Script 

Data Access Services 

Rules 

External Web 
Services 

Executive Dashboard 

Notification 



BMW and Predictive Analytics 

Predictive Analytics in an industrial Environment 



 

© 2009 @ SPSS.CH 20 



 

© 2009 @ SPSS.CH 21 



 

© 2009 @ SPSS.CH 22 



 

© 2009 @ SPSS.CH 23 



 

© 2009 @ SPSS.CH 24 



Predicting is about Decisions 
What’s in your way! Where you want to be! 

A decision with a favorable outcome 

Data? Process? Policy?  
People? Knowledge? Time? 
Location? Politics? Legal Constraints? 



Decisions vary in scope 
• Strategic decisions 

– Set the long-term direction for the organization.  An initiative which 
results in guidelines within which operational decisions are made. 

• Tactical decisions 

– The formation of policy or process.  Focused on a specific project or 
objective which is executed at a tactical level. 

• Operational decisions 

– Applying a policy, process, or rule set to a specific case.  Lends itself to 
automation 

Scope of Decisions 

Quantity of Decisions 

Operational 
Execution 

Tactical 
Policy 

Strategic 
Objective 



Who makes decisions? 

• Different kinds of people 
– Consumers 

– Call Center Reps 

– Sales People 

– Line of Business Managers 

– Executives 

• Different kinds of systems 
– The IVR / Phone system 

– The website 

– The CRM system 

– A custom risk management database 



Analytics are used in different ways to optimize 
decisions 

“NOW” 

Traditional BI and Conventional Analysis: 
• KPIs and metrics provide insight 
•Aggregate data up to and including  current point in time 
• Self guided exploration of data 

KPI 

KPI 
KPI 

KPI 

Insight Driven Predictive Analytics: 
• Algorithms automatically discover significant patterns 
• “Learn” from historical data – create predictive models 
• Valuable insight into behavior improves strategic and  
operational decision making 

“NOW” 

“NOW” 

Deployment of Predictive Models: 
• Leverage current data to drive better decisions 
• Make robust predictions on current and future cases 
• Embed predictive models into points of interaction 

M 

Sense &  
Respond 

Predict &  
Act 



The End Game of Predictive Analytics = Deployment 
Applying predictions at the point of interaction 

What should I 
do Now??? 

DO 
THIS! 

What should I 
do Now??? 

DO 
THIS! 

Help People Take the Best Course of Action 

Help systems Take the Best Course of Action 



• The power of predictive analytics: 

– In the hands of the business 
• Combine analytic results with business 

knowledge 

– In language they can understand 
• Completely configurable solution templates 

• Focused on the point of impact 

– Automated decisions become part of the 
business DNA 

– Best practices decision making for industry 
problems 

The next wave of predictive analytics – built on convergence 

IBM SPSS Decision Management 



Configurable Decision Management Solutions Based 
on Business Problems 

Decision Management for 
Claims 

Decision Management  
for Customer Interactions 



From the back office to the point of interaction 

First Notice of Loss 
<context data> 

<customer  
data> 

Possible 

Actions 

Valid in 

this 

case? 

Cost 
Fraudulent 

Probability 

Expected 

Risk 

Refer - 

investigate 
No 

Standard 

process 
Yes 90 34% 54 

Fast Track Yes 85 12% 25 Fast Track 
Fast Track 

Optimizing the Insurance Claims Process 



Structured analytical decision making 

1. Connect to data 

2. Define scope of decisions 

3. Define desired outcomes 

4. Define business rules / models  

5. Optimize the decisions 

6. Deploy / Score 

7. Report 

Best practices approach based on 
our experience in the marketplace 



Defining Desired Outcomes… Step 3 

Typically with all decisions there is a finite set of desired 
outcomes that can be achieved. 



Define Rules and Models… Step 4 

Business user defines 
rules that embody their 
priorities and 
experiences 

Existing Models are 
leveraged – or new ones 
are created by the 
business user 



Optimize / Prioritize Outcomes… Step 5 
The decision outcome is optimized and balanced between the predictive 

models that provide real time insight and the rules that govern the 
policy and practices of the company 

Flexible What-if and Simulation tools for Optimization and Prioritization 



Deploy… Step 6 

• The project is ready to move 
into production (for real time 
inbound decisions) or score in 
batch to deliver outbound 
communications 

• Model Management 
capabilities allow ongoing 
monitoring / improvement of 
the models in production 
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Report on outcomes… Step 7 

 

 

The Report tab allows you to monitor  
the status of deployed applications 



Predictive Analytics 
& Optimization 

Collaboration Environment 

Business Rules  
& Events 

Operational Systems & Point of Interactions 

Process, Event & Case Orchestration 

Information and Analytics Technology Stack 

Data & Content Infrastructure 

Key 
Technologies 
for optimizing 
the  point of 
Interaction 

Business Intelligence 
Planning & Forecasting 



Customer Interaction Management – 
Scenerio 

• Goal: Make marketing offer 
recommendations when customers 
contact company via their call center, 
branch and website 

– Choose the best offer for each customer 
based on expected profit 

– Balance the needs of retention and 
cross-sell campaigns  

• Solution: Process incoming interactions 
in real time, and recommend the best 
offer to the customer 
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Define Desired Outcomes… 
Campaigns 

Offers 



Define Outcomes: 
Rules and Models … 

Decide who is eligible for 
each campaign and offer, 
and through which 
channel, and simulate 
results 



Prioritize the best offers... 

When customers are eligible for multiple offers, use 
probabilities, costs and revenues to determine 
which offer maximizes profit, then simulate the 
impact 



Customer requests 
specific information 

Customer’s current 
details are displayed Estimated Satisfaction: 64% 

Customer Interaction Management – Telco 



£15 

£15 

Optimization engine 
generates an offer in real 
time 

Offer is accepted 
and bonus value 
calculated 

Estimated Satisfaction: 68% 

Customer Interaction Management – Telco 



46 

Using Risk Points 

Border Risk Analysis 

Business Rules 

Types of searches 
– and possible 

actions 

Propensity 
Model 
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Fraud propensity 
model 

Tax Audit 

Rules 

Different actions 
for individuals vs 

businesses 
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Customized 
equation 

Tax Audit - Prioritize 

Adjusting 
priorities shows 
impact on audit 

teams 



Typical analytic applications 

How to: 

Attract more and  
better customers 

Retain profitable 
customers 

Grow customer value 

Mitigate risk 

Detect and prevent 
fraud 



Application Areas 

Banking 

•Customer Intimacy 

• Integration into 
Enterprise Risk 
 

Insurance 

• Cross-sell &   
Retention 

• Claims Processing 
 

Government 

• Safety / Crime 
Prevention 

•Analytics for Smarter 
Cities 
 

Education 

• Student Retention 
and Performance  
 

Retail 

• Market Basket  
Analysis 

• Assortment 
Planning 
 

Telco 

• Churn  
Management 

Industrial 

• Predictive 
Maintenance 



Contact 

SPSS (Schweiz) AG 
Schneckenmannstrasse 25 
CH-8044 Zürich 
 
+41(44)266 90 30 
info@spss.ch 
www.spss.ch 
 

mailto:info@spss.ch
http://www.spss.ch/

