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Transformation — The goal of predictive analytics

Traditional Approach

) Sense and respond
Velocity

Lack of Insight

. - Instinct and intuiti
Inefficient Access nStine: Al

Volume
Skilled analytics experts
Variety
Back office
Inability
to Predict
Automated

-

New Approach

Predict and act

~

Real-time, fact-driven

Everyone

Point of impact

Optimized
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Predictive Analytics in a Nutshell: Statistics )
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A Sample of Data A Universe of Data
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Getting a More Accurate Picture
All the Data Matters

High-value, dynamic
- source of competitive differentiation

Interaction data Attitudinal data

~ E-Mail / chat transcripts - Opinions

~ Call center notes "~ Preferences

~ Web Click-streams ~ Needs & Desires

" In person dialogues %91’ " Survey results
P Eeg

Q K
- Yst N\ .
Descriptive data Omer Behavioral data
" Attributes - Orders
~ Characteristics - Transactions
" Self-declared info ~ Payment history
" (Geo)demographics ~ Usage history
“Traditional”
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Predictive Analytics in a Nutshell: Data Mining )

A Predictive Model

A Universe of Data

,e\ttributes:
‘Married, 1 kid
Lives in Suburbs of Chicago
Owns two Cars
38 years old
Drinks Scotch

.Predicted Attributes
~ Likes Guns n Roses
Likes Johnnie Walker Black
Works long hours
Commutes
Upper Middle Income

.Predicted Behavior

Wants to Buy a Sportscar!
Buys Car Washes!
Buys Chardonnay
Vacations where it's warm
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The End Game of Predictive Analytics

Deployment: Apply Predictions at the Point of
Interaction

Help People Take the Best Course of Action What should
| do Now???
O
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Help systems Take the Best Course of Action
What should
| do Now?7??
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Predictive Analytics in a Nutshell: Better Outcomes )

% Desired °
Outcome 8\3
Received o
—
70%
50%
20%
. ~ Sample Size
0% 20% 100%
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How do analytics get into the DNA of an organization? )

Predictive analytics IS A small number of individual
used in three ways to analytic professionals to use

liver rforman Ad Hoc business analytics for ad-hoc
deliver performance Analytics analysis, and understanding of

enterprise data

Centers of
Excellence

Departmental centers of

. . Enterprise
excellence provide analytic Transformation

foresight for use in key
business decisions

Operational outcomes in one or more domain
specific points of interaction use the results of
business analytics in the context of business process
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Different Approaches All Provide Value

Sector

Company

Need
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Results

Keep the wheels turning.

Market Mix Analysis

Insurance

PaINEINTTY

Insurance Abrogation

Consumer Goods

PeG

Product Design &
Customer Sensitivity

Telecommunications

>t

cablecom

Customer Intimacy

Analytic Center of Excellence

Improved inventory turns, and
optimized product availability to
move SKUs at stores

Enterprise Transformation

Found overpayments and collected
millions

Ad Hoc Analytics

Researched key product features to
drive increased differentiation

Enterprise Transformation

Reduced customer churn from 19%
to 2%
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How you’ll know if it’s time to move beyond ad-hoc s
analytics i

° Tough Analysis

— My analysis is really complicated, and IT won’t " E %
get me a new laptop... |~ &

— I've got other things to do other than this
analysis....

° Big Data

— I've got large data sets in my data
warehouse.... ....

— My data is messy and needs a lot of work...
— I've got too much unstructured content

* Governance
— Sometimes our analysts work from home...

— My analysts don’t seem to work together
effectively...

— We waste a lot of time doing grunt work
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Business Considerations ll"!l

* What are you trying to accomplish
— The Goal

— “Improve claims processing via fast tracking of claims,
automate fraud analysis and improve subrogation
process.”

— “Reliably predict the areas with the highest likelihood for
violent crime, thereby enabling the Department to make
Informed deployment decisions and proactively prevent
crime. Automatically incorporate new patterns of crime.”

q.‘ ‘.:.: - O Information OnDemand 2010



&

Data Considerations i
* What data is important to the problem and do you
have It?

— Understanding of existing data
° Structured vs. Unstructured data
* Number of sources
* Centralized vs. Geographically dispersed

* Warehouse vs. Operational
— What other data will help improve the analysis?
— Centralize data for performance
— During model deployment, will I have the relevant data available?

— Enterprise View for consistent semantics and view of data across
uses

v—
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Design Considerations )
What techniques are available and useful for your analysis?
° Analytical Considerations
— The analysis designed around available data to accomplish your goal
— Designing the process / model so it's repeatable
— Updating analysis to reflect new patterns
— Automating all or part of the analysis process
* Technical Considerations
— Dependencies between processes
— Development vs. Production environment
— Integrating results into operations: real-time / batch
— Deployment Targets
* Database
* Self-service web portal

* QOperational line-of-business system
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Output considerations:
What deliverables help you meet your goal?

Complex Visualizations

New Mobile Applications

Reports
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clustor-3
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cluster-a

cluster-7

clustar-g-

Means

clustar-6

KoK

Cluster-10°

cluster-s-

cluster-s-

cluster-1:
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Point of Interaction Systems
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Business Performance Overview

ManzTgement Portals / Dashboards
ATents & Trails

Product Variance Analysis
0n

N. A. - Margin by Region
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Sales Reps
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YTD Product Category Sales

Bicycles _Camping _Clathing
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Skilng

LastYaarhey
4,301

58,315
43133
36,118
35611

Top 5 Customers Likely To Ghum |

Prebability
o8

Line of Business Sales - Last Year

.

Balance Sheet

Gash and Short Term Iavestments
Receivable, Net of Non-Carrent
Other Current Assets
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The Predictive Analytics Process

* CRISP-DM

— Cross Industry Standard
Process for Data Mining

° Business understanding

Data understanding
* Data preparation
* Modeling

Evaluation
° Deployment
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Understanding

Deployment

Data
Understanding

Evaluation

hY

Data

Preparation

Tl
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Modeling
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It must be iterative.... ll’"’ll

Analytics aren’t an end point

* How Often WI” yOu need 110 they are an iterative process
update the solution?

°* How do you want this
done?

Business (
Understanding

Data
Understanding
'\H’

Preparation

Tl
|4

Modeling

— Automatically

— By an analyst

Deployment

°* Time to market of the new
solution is critical

— Solutions can quickly
become outdated
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What is Deployment? )
° |It's about how it gets into the DNA of your organization

* A predictive analytics ‘solution’ is more than just creating
analytic output.

* Think about how the entire process will be deployed |n your
organization.

Deployment Portal - - .
Wome | ¢ Content Repostory | () Preferences () MyJobs | Model Management (5] About & Hew Consumer faClng
Search [—_!mnmmh Welcone guanben Logot . . .
ot B St oo S points of interaction?
= 7coor] Al fte: Customer Status Report it g 450PM
goe IS BIS
e ""-'."‘.....""-.... s T cm e e g

& Reports? el e
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e = B Deployment | =
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Degrees of deployment )

)

Visualization & Reporting

R

Ad-hoc Discovery

Optimized
Decisions

s Do
= R
T

Crowm

Manual Scoring Automating Decisions
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Integration to Enterprise Data Infrastructure b

MDM Server @
\\-—¢
m InfoSphere Warehouse SN
CDI/PIM
S~ \ Warehouse ’

S
E_ | J = ETL
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Enterprise Transformation in Action

Example

Valid in
this
case?

Potential
Campaign

Cross-sell?
<context data>

==

ALy
[

nl
i
[y

I"I
[l
[pn]]

Leveraging Service Calls as Sales Opportunities

Response Expected
Probability Value

<customer data>

62% 64 }

v

‘0 0)0 0 0. 0 8¢ u

InformationOnDemand 2010



vl

Transformation at the point of interaction.... i

LAVCBIF - |BMB136b1

Bestand Beweken Beeld Commuricalie fcties Wenster Help

E e}
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FKCRGO30 Cross-sell information screen srasmnre )

W, Bargsana
2an

SPaannrLG
Links
Relation nr : 1409797 Mr. HM van Ee
L T T — S ST
e ws Wesnplasts  Linot
Product Cross-sell entry Sales arguments o 2mtmeie [ — i Eomail
Cont. Travel RPP - 25 pt Protection against trip cancellation oy o —
Insurance Emergency Medical Expenses |7 Dimtes

For travellers with more than 4 wk/year
RPP-member : Yes Group contract : K60
Age : 32 (18-04-1970) Customer since : 04 years 05 Months

ey ey T — Overdag ©30) 2451911
Avends —

[T —

Family topelogy :Married/children fo e e
Products in use : e ||

Third party liab. | Line of Credit | Gold 5 Polis

Property Insurance - -
Products in use in same household : "

Orange Investment Fund | Savings account , _rﬂ
Contact information Dit b5 wom rest die aantoont hoo eevedig Beimatie i de agent gotooud ks worsdon. - |
Cont date Product / Campaign Summary Contacten: _ Overcenstemming FProduct Begindatun Bron  Emddatun
2002-11-18 Log on website IEC ""“"““"!‘ RenteRch
2002-11-15 WVA upsell OLP Brochure send by marketing ﬁl :‘:::”“""" —
2002-11-15 Log on website PERSOON Bezoek Spambelesser FenteRekening 2

POST  Inechuijving EendementPlon

BenteRelening

014319 EentePokening

Risk Profiling on Legacy System s —

Real Time Cross Sell Recommendation

Mobile Secondary Screening Notification

InformationOnDemand 2010

"o CL 05 0%



SPSS Fits in the I.T. Governance Model

\‘ E

Data Mining Analyst

3

‘+.

—

Statistical Analyst

B

Report Creator

E

Questions Author

000 0 0.0 8¢

i
LT
I|II'-
1T
I"I
(il
[pn]]

PuBLISH

Business Analysts

Business Users
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Predictive Analytics in the IT Stack )

Operational Systems & Point of Interactions

Key Technologies
for optimizing

the point of
Interaction

Predictive Analytics Business Intelligence Business Rules
& Optimization Planning & Forecasting & Events

Process, Event & Case Orchestration

Collaboration Environment

Data & Content Infrastructure
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Remember:
Predictive Analytics Context

Scenario Modeling
What-if

Predictive Analytics
What might be

Analytical Reporting Trending
Drill Slice and Dice
: Top down view : Personal exploration
N Drillable reports , Compare & contrast
, Sorttop & bottom , Rotate and nest
Review then query Work disconnected
® Market shifts : Sales trend analysis
Product ranking Market analysis

V\/

Model scenarios
Reorganize, reshape
Compare scenarios
Save versions

® Financial analysis
Profitability analysis

Uncover patterns
Apply algorithms
Mine data and text
Predict outcomes

: Fraud prevention
Churn analysis

\/
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SPSS Technology is Iterative and Collaborative .!I'n
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o Automated Modeler Streams
Sophisticated Modeler Streams Built by Non-Professionals
Built by Professionals

IBM® SPSS® Decision Management for Claims
IBM® SPSS5® Modeler Advantage

Model type: (8 Auto medel (O Interactive model

Data source Target @

Isdbank customer data lz‘ b@ Accepted Personal Loan lz‘

Records used t

Point and Shoot Modeling

for the Business Outcome Optimization for the Business
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Real World Example

| Ele Edit view

@:tv |g http:Hcugnosd2gfcugnusﬂﬂcgi-bmﬂcognus‘cg\?b_actionzxts‘run&mzpurta\ﬂcc‘xts&m_tab:\DUEEF465FCBE4C4DAC61EEF4515j 41| K ILiveSearch

Market Basket Analysis

° Example: a retail dashboard within in

.= a Cognos Bl Tool

©% ¢ @@ RPARC- 8M Cognos Connection

Favorltes  Tools  Help

IBM Cognos Connection

J@.Q-p;g-,-_;}-gage-;rjmnlsv >

EF  PublicFolders

My Folders

i Retail Overview
News Headlines
NEW: Y¥TD Comp Sales are dow

n compared to last vear!|

INEW: Inventory Out of Stock Alert for the Cosmetics Sub Department.

Recurring: Web Sales are down for the Current Week vs, Last Year.

Sales >

Multi Channel Supply Chain - SCOR

YTD Customer Loyalty Comparison
2008 2008 Variance || Variance %

EXTRREE NP (s102,257) | -1.75%
loyalty card | 8,654,471 | 8,554,971 [Baxan] R

Sales

2008 YTD Sales by Store Type

-
W

Gross Margin ¥

2008 YTD Gross Margin by Department

YTD Customer Segment Profitability
1,200,000.00 @ 2008
& 2007

-» Key questions: Who is purchasing

snacks and what else are they
purchasing with those snacks?

' Breakdown of sales into customer

segments which have been built into
this dashboard using a data mining,

cluster model generated by IBM
SPSS Modeler
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Transformation is Limited Only By Your Creativity

Identify Store Locations?

Reduce Maintenance costs for truck
fleets?

Reduce fraudulent claims?

Recruit the best employees?

Choose the right Product Features?

Optimize Campaign
Effectiveness?

Reduce Border incursions?

Retain Frequent Flyers?
Catch smugglers?

Reduce Churn? )
Prevent crime?

‘o) 0 0 0 8¢ -

Optimize product mix?
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Questions to Ask

° What usage patterns fit best in your organization?
° Who has the data that you need?

* How will your solution evolve?
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Thank Youl!
Your Feedback is Important to Us

====%Z: Rob Risany

Program Director, Enterprise Solutions

+1-312-651-3408
rrisany@us.ibm.com
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