Analytics, Analytics, Analytics, the Future of HR



FERRAR:
 Welcome, and thank you on behalf of IBM, to this, the opening session.  Thank you very much.

[APPLAUSE]

Analytics, analytics, analytics ‑‑ The Future of HR.  With me today there's going to be several experts helping talk about this topic.  We have four different people:

‑‑ the business leader, Debbie Landers;

‑‑ the guru, Jeremy Shapiro;

‑‑ the analyst, Jim Lundy, and...

I put myself down as the HR guy with 20 years in the HR world, myself.

In IBM's history, we've got a long history of thinking about people and the impact that people can have in an organization.  This is a quote from Thomas Watson, Jr., who was a CEO of IBM back in the 1950s era.  And here, "I believe the real difference between success and failure in a corporation can often be traced to the question of how well the organization brings out the great energies and talents of its people."

Now, that's, you know, 60 years ago, but really the same thing is said almost every day in every type of business everywhere in the world.  At the heart of every company, even though we're in the middle of a technology conference, at the heart of every company is a person, and how that person responds and reacts to their environment inside and outside of the company to the marketplaces they operate in, that is what makes the difference between one company and another in its industry.

Bersin by Deloitte wrote this article in 2013.  It's called, High Impact Talent Analytics: Building a World‑Class HR Measurement and Analytics Function.  The three quotes from it or three pieces of data from it, you can see them there.  More than 60 percent of companies are investing in big data and analytics tools.

Only four percent of companies have achieved the capability to perform predictive analytics ‑‑ so, the higher end advanced analytics, only four percent, one in 25 companies.  And only 14 percent have done significant statistical analysis ‑‑ you know, about one in seven companies.  That's not much, really, when you think about the amount of data that there is in the world.

SHAPIRO:
HR from four years ago to today feels different than it was, and I think it's going to be even more different as we approach 2020.  So, what we are hoping to do in just a few minutes is talk about what some of those...what some of these forces are.  And I'd be like to talk about four of them just to kind of get us rolling as we start the conference.

How many of you had a very random request from someone very senior where just kind of comes out of the blue, something happens, and you get the request to run this and it's got to be done immediately?  Notice my hand is raised, too.  About a third as well.  Notice that, it was very, very close inside of there.

So, the first area and the force that I have seen that's beginning to impact and I think will begin to change HR is the reason behind some of these items.  Now, the first one really is that there is demand for our data, for HR data, in unprecedented places, many of which we in HR don't even see.

And the first place I'd like to suggest is with the investment community.  Now, if you happen to be a day trader, if you're a quantitative trader, you don't look a lot at data beyond what's happening in the market on that day.

But there are new groups of investment individuals and investment teams that are looking increasingly at nonfinancial measures to influence financial decisions.  This is primarily happening in the long‑horizon investor, so you're talking about pension funds, you're talking about life insurance companies ‑‑ those that are interested in return over the long time period.

Now, just to kind of give you a feel on how this is developing, Michael Bloomberg ‑‑ Mayor Mike, for those of you who are New Yorkers ‑‑ and Mary Shapiro, the former chairwoman of the SEC are now cochairing something called the Sustainability Accounting Standards Board, something that many of us don't really work with on a day‑to‑day basis.

They are building material standards for public companies that are traded to disclose new bits of information about themselves that are demonstrated to be material.  You know, as public companies, you are required to disclose any material information, and SASB's trying to put some structure around what this looks like.

Both Mayor Bloomberg ‑‑ former Mayor Bloomberg ‑‑ and Mary Shapiro have said, and his is the guy that runs Bloomberg, right?  Have said that in the past, purely financial information is what investors made decisions on, but that is not the full story, and we need to know more.

Now, pension funds are becoming even more engaged in these topics.  CalPERS ‑‑ this is the California Pension System ‑‑ has $190 billion today invested in equities globally, and that's, by the way, only half of their investment portfolio.  They rewrote their investment philosophy in 2013, and in 2013, they said explicitly that performance and how they judge an investment is going to be tied to how management manages three different kinds of capital.

It wants to know how they're managing their financial capital, how they're managing their physical capital and how they're managing their human capital.  It is a specific requirement within CalPERS pursue those three goals as they're talking to potential investments for the long term.

Now, look, if that's not a signal for what's going on, it's a tough one, because as CalPERS goes, a lot of pension funds do tend to follow, as has been recently with some other announcements that they've made.

So, one of the third places, the third place that's interesting in here, too, is in the board of directors.  So, in boards, there's increasing pressure to understand more about the inner workings of organizations.  The National Academy of Corporate Directors has been working through their goals for 2020 on what they think boards need to know about the companies in which they sit on.  Increasingly all of this data is about HR.

There was released about two weeks ago, a European company, multinational, released, I don't know if anyone has worked with their sustainability reports, but in sustainability reports there's always a little section about people, usually two or three pages; 36 pages of more data than you would ever imagine.

We're talking about length of service, we're talking about diversity at the role level, at the country level, learning data, tenure.  The amount of information that companies are beginning to disclose, voluntarily has skyrocketed, particularly over the last 36 months.

So, why talk about this at all?  Well, one, it helps to explain a couple things about what's happening when we get these random phone calls.  But two, if when I think about okay, there's this new pressure to talk to the outside world, be more transparent about what's going on inside of companies as going with the people, the second question that's asked by senior management is why?  Why is this happening to us.

So, we're now talking to the outside world about our diversity data, but what's driving our numbers right now, and how can you help recommend a change, how can you recommend something new to happen inside of it?  It's a very, very powerful motivator that's changing the way that we think about these things.

Some of you might have had arguments in the past about headcount, and who owns headcount ‑‑ is it finance, is it HR in there, too.  That era of not being able to decide what version of the truth is the truth, is rapidly coming to a close whether we like it or not, because the outside world wants to know, and we're going to have to provide it to them at least in this public context, as we're looking through it.  So, that's the first theme, is outside pressure that seems to be mounting towards us.

Now, the second force seems to be about analytics and big data.  This chart was actually, actually Tom Davenport wrote this particular chart.  I thought it was really helpful.  When big data first started to become a term not that many years ago, it was, they called it big data but small analytics.

You know, you were able to gather lots and lots of bits of information, but really using serious analytical tools behind that big data was not as prevalent.  In the past 12 months, that's completely reversed where big data and analytics and different analytics techniques are now becoming more a part of what's going on.

Now, immediately for HR there's ways in which we are already benefiting from this without having to do a thing.  If you're used LinkedIn Recruiter, you're a beneficiary of this work today.

And so, particularly when generalists ask, well, do have a big data strategy, sometimes just to comfort them I say, well, you're using LinkedIn Recruiter, that's good right now.  You're okay.  You know, give them some confidence in doing this because it sometimes can get pretty scary in looking at it.

But the number of tools that are out today ‑‑ and really, you know, I've just started to see some of the Watson analytics work coming in, and this is absolutely in the class that we're talking about ‑‑ helps to solve the problems that we didn't know we could solve as easily as we could.

There are solutions out there where you load the data and the solution makes the PowerPoint for you and narrates it.  This is a different world, and it feels a little different today than it did even 12 months ago as we're moving in this journey and how this actually impacts HR is going to be fascinating over the next few years to see what's happening with it.

So, third force, hang with me on this one.  Anyone fans of neuroscience, kind of the neuroscientist, the neuroscience movement or positive psychology?  Isn't it amazing that we know more today about how our brains process information, how decisions are made inside of our own heads than we ever had in the past.

Now, one of the outcomes of this is we can now track new bits of information on how leaders actually become greater leaders and how managers become good or maybe not so good managers and help influence their decisions in very different ways.  We have more information now than we ever had.  So, this is good and bad, right?  It kind of feels a little, I don't know, sci‑fi ish of knowing things about how the chemicals in our brain are helping to make decisions.

I want to suggest one quick way that neuroscience can help us today and influences us in the future and I'll do this through a quick story.

So, this is about a Stanford professor and an experiment that he ran a few years ago, his name is Baba Shiv, and Baba Shiv ran an experiment ‑‑ and always with college students because they're plentiful and want the stipend ‑‑ on...and here was the basic experiment.

He asked a group of students to memorize seven numbers, and he asked a different group of students to memorize three numbers in a room.  And then after the one student memorized, say, seven numbers, they were asked to walk down a long hallway and enter a different room and report back whatever the seven numbers were.  And that's what the students thought the experiment was, but that wasn't the experiment at all.

In the hallway, every single time, a research assistant came out ‑‑ you know, coincidentally but wasn't ‑‑ with a piece of cake and a fruit bowl and said, oh, are you doing this project for Baba Shiv?  We just broke up this meeting and we've got some extra fruit and some extra cake.  Do you want some?  And then they measured the choices between those that wanted the fruit and those that wanted the cake.

And it turns out that Professor Shiv uncovered something really interesting, and what he uncovered was that when we're memorizing more numbers in our head ‑‑ the technical term is cognitive load, when we're literally, our frontal cortex is chugging, we make less rational decisions.  And so, it was much more likely if you were memorizing seven numbers you chose the cake and not the fruit.  Interesting, right?  It's kind of cool.

So, okay, this is interesting.  So, I've got this thing going on, and as analytics professional I'm very interested in this, because I'm constantly bombarding executives with numbers, with new insights.  And as I was talking to a friend of mine on this topic where we realized that the more we were loading on to each page, it actually could make it less likely that they made a rational decision based on the data that you see.  I mean, all of our work is about influence.  HR analytics is about how to influence other people to make a better decision.

And so, through neuroscience, through these concepts, you can actually change the way that you present this information to others and give them a better experience.  So, literally tomorrow, try it.  Go...well, after the conference.  Try to put analytic together where there's less data on the page, see what happens.  And what I am pretty sure is going to happen is you're actually going to get better outcomes from looking at it.

And this is just the tip of the iceberg on what neuroscience is beginning to provide to us.  There's a game that I have loaded on my phone that after playing it, it can tell me about my personality and my work habits.  It's a game that can do that.  That's just mind‑blowing to me.

And that's the world that we're beginning to live in now where this type of science is now melding with what we're doing today, and this has great ramifications for leadership, has great ramifications for how we select, how we work with, how we work with our staff.

Okay, final force.  I hope I am...I'm going to tell a story about a mattress company; I hope I'm not the fifth story about the mattress company during the sessions for the next few days.

So, there was a career day, it was a few years ago, and sophomores, juniors were coming in and we were interviewing them, just kind of practice interviews, but they had real resumes.  And I don't know if you've experienced this, but many times I experience, you know, college student has their resume, and it always looks very impressive, but when you peel back the layers a little bit, it's not always as impressive as what you may see.

And this one student who wasn't especially, didn't have an especially high GPA, had SPSS down on her resume.  And I always like to just kind of casually ask, well, what do you SPSS for?  And it seems like you're saying you did it for this internship, and the internship was for regional mattress retail establishment, right?

So, they were taking a look at some pieces there, she said, oh, well, here's what I did.  You know, they let me play with some of the data on reasons why our mattress salespeople are leaving the company because we do a lot of benchmarking on, are our hourly rates competitive?  You know, so if we're losing too many mattress salespeople to the local mattress they might actually the...they may change the rates, they may change the incentive plans and so forth.

But I dug down a little deeper and did some research, and I realized that when people...our best mattress salespeople were leaving us, they weren't leaving us to work at other mattress companies; they were leaving us to become used car salespeople.

And I looked at her and said, whoa, okay, hold on.  So, first of all, you've uncovered something that has huge ramifications for this one group, but you've also found the career path that aspires to become a used car salesperson, which is actually pretty cool.  You know, I was a used car salesperson for a short period of time.  This is very interesting, that this is, there's actually a path going on here.

She was a millennial, 19 years old, found this out, did the tour with all the regional managers on this one point.  What do we usually do when we hire our new talent in HR?  Sit them at a desk, give them Excel, make them work out an ER issue.

These are exactly the people that can actually ‑‑ and some of you are millennials, I know who you are in here ‑‑ where these are the folks that can actually revolutionize the way that we think about analytics inside of HR.

Millennials are already comfortable working like this and thinking in a data driven way where it may not be as much for ‑‑ I'm a Gen Xer ‑‑ in the Gen X and in other generations, too.  Millennials are going to radically change the way that HR is managed, the way that HR works today.

Now, that being said, hope is not lost inside of HR for this, and I just wanted to suggest a few different ways that we inside of HR can make true progress for the next few years.  So, a few things to think about.  One is, HR teams need an understanding of organizational strategy.  We needed that anyway, even if analytics wasn't involved, right?  You have to understand your business, making sure that you understand what's going on.

Fearlessness is not a trait bred into HR.  Would you agree?  You know, we're the folks that actually fix mistakes.  We're not going to...encouraging a mistake?  Encouraging directionally being okay on something isn't always in our operating system to look at.  But to use analytics well, you have to be a little bit more fearless at least in that context and in that right way.  More comfort with statistics and numbers.  They don't have to run regressions; it's fine, but just working in that way.

And I think, finally, talking about root cause analysis and also storytelling, which I think is the number one thing that I'm hearing right now is, well, you've got the data, but how do we tell the story, once upon a time this happened, here's what the data is saying, and here's my recommendation of what's happening next.

That being said, my view and my hope for HR is that in five years' time, the best parts of HR get to stay.  And this is sometimes what helps in change management, because all of the empathy ‑‑ Jonathan, you said it,  you said it actually earlier.

All the empathy and all of the recognition that behind every statistic there's a human, and that human might have kids and that human's got skills, and sometimes when I look at the data, I don't just see the data, but I see pain, or I see a bad manager that's causing some pain to occur.  And if I correct that bad manager's actions, then I get to really fix a whole bunch of people's lives at the same time.

That stays, and that's the core mission, I think, of where HR can go and where it will be in just a few years' time.  And 2020 is not a long time away, but I'm very, very hopeful, and I'm excited to see how it...how we pan this out.

LANDERS:
Probably one of the most overused terms out there right now.  So, let me ask each one of you, what do you think "big data" means in HR?  So, let's start with you, Jeremy.

SHAPIRO:
Thanks.  So, I think a lot of times confusion, and much to your point of they hear the word, it's a scary word ‑‑ it's "big" and "data," which they didn't like to begin with ‑‑ the value proposition to HR feels like it needs to be demonstrated.  And that doesn't mean demonstrated that big data...proving big data is there, but it's showing them that they may already be using it and here's what it is.

Just using the standard terms of "velocity, variety and volume" doesn't always resonate with a generalist.  But when you actually start to say, well, you know, that glassdoor.com thing?  Well, when you use that and you see that there's an upwards trend in customer satisfaction or in employee satisfaction in this area over these few months, show them what that end point is of big data, and then it immediately clicks.  And I think that's what's the most helpful.

FERRAR:
So, if you want the technical answer ‑‑ volume, velocity...so volume, lots of it; velocity, coming at speed; variety, structured/unstructured; and veracity, you know, some of it's useful, some of it's not useful.

I mean, that's the technical definition, but you know, the reality is that when you're sitting there and you've got one of those questions that someone senior asks you and it comes from, you know, the left side and you think, well, what is that, you have to amass data from a variety of sources.

So, I think big data in the human resource area is any data about employees coming from any source which could provide any insight when amalgamated with any other piece of data anywhere in the organization.

And that's a little bit of an "anything" type answer, but the reality is that you don't know where the answer is going to come from, and data is getting bigger and bigger, such that it's about pulling it together at speed and being able to sift through it.  So, you know, I think there's a quote, something like, you know, as much data in the world since 2003 as there was in all the years before 2003.  And it's expanding at something like, you know, every two or three years or something like that, it's doubling.

So, I think big data is a small world...small word.  I think big is small, and it's just going to get bigger.  But I think it's about how to use data, irrespective of the size or the speed or where it's coming from.

>>
And [Jonathan]?

LUNDY:
The big data thing I think is similar to the whole thing around analytics, because as soon as you hear it many of you know because we spend a lot of time with business executives, not just the IT people.  Any IT people in the room?  All right, so we'll talk your tech in just a second.

So, what I say when you say "big data" is "think predictive."  It is applications going to be able to look at information and help you make better decisions.  If you're an IT, say, well, I'm going to go talk to my IT guy and say, what does big data mean, well, it means they're going to take machine learning or some kind of algorithm, it's going to look at the data and give you a faster answer to your problem.

And so, predictive applications are really the way forward, which means the software is going to get smarter, which means as an HR practitioner you're going to be able to do your job faster because you're going to have more information at your fingertips.

LANDERS:
Thank you all.  And so, one of the challenges in this is what do you see are the game changers for adoption and acceleration and really enabling all the folks out here to have that business impact?

>>
I think the...HR wants to serve and we want to not just add value to the business, be true partners with the business itself.  And whether you happen to be in business or in governmental work, it's a core of what we do.

The demand curve from the C suite on analytics in itself is going to help drive some of this because HR, use the thing that HR is good at, which is responsiveness in this way, and it's really going to help to change the way that we work because they want to help to serve, and I think that's where the value is going to come from.

FERRAR:
Jim, do you want to...?  Jut to mix it up a little.

[ LAUGHTER ]

LANDERS:
Very circular, right?

FERRAR:
The thing, you know, I think of it as two ways in the human resource profession: one is skills and one is technology, neither you can do without the other, in my view.

The technology one is relatively easy in that you need some technology to help you, whether that be infrastructurally on an integration level or whether it be software to help, you know, sift through and present things or whether it be visualization, you know.  And of course, it's different things, and you come down to the IBM booth and say wow, that's the commercial.  But that's the technology piece.

I think the one that a lot of people are not focusing on is the skills piece, and I don't think this is just true in HR, Jeremy.  In my experience, I've seen it happen in procurement, in finance, in marketing, as three other functional entities in business where the skills of the individual, they aren't used to thinking about data and using the new technologies.

And they aren't used to consorting with their business leaders on the topics.  So, they aren't used to framing the question, understanding the underlying hypothesis, and thinking about the...what the business leader is trying to get as an end result.

I've seen so many people go in, take the question, go and scurry off, do some work, come back, and then present and say, yes, actually move on that.  What about this question?  And they just move on, rather than peeling back and understanding the business problem that is behind the analytical questions being asked.  And I think that's an important skill.

LUNDY:
I would totally agree on the skills thing.  And I mean the way to maybe look at this if you're, you know, the HR practitioner is, you know, from a sports analogy, I was a soccer coach for me years.  Are you putting your best field on the team...your best team on the field?

And so, when you say that, it means, well, do I have the right skills, are we practicing the skills?  And for example, you know, the rise of the video in learning is one of the trends we see.

On the analytics thing, we think that there's fundamental shifts relative to how you get started, which is asking your providers here this week, what's your roadmap, how are you going to change analytics to be actually predictive.  Can you show me your roadmap?  That would be absolutely one of the things I would ask when you go to the exhibition hall, what are you doing?  Because the world is really changing.  This is a fundamental shift in how computing and software applications are going to work together.

And if you don't think in two years you're going to be talking to your wearable asking about information like who are my high‑risk turnover people right now so that you could get back to your line manager, that's really where the future is going to go, and the starts today this week by asking, hey, where are you going as a provider, and how you going to get there?  You might get some interesting stares back from some of your providers.

LANDERS:
How do you think that analytics around people are evolving?

SHAPIRO:
Hmm, I think the core thing that I try to center myself on is, when we're talking behavioral analytics, when we're talking about, if you want to go to neurosciences, it's still people behind this, because it can get cold really quickly in this space.

The variety of different types of observations that we can make today is very different than it was a few years ago.  At M.I.T., Sandy Pentlan has developed a badge.  It kind of looks like a little iPod.  And that little iPod, when teams wear it, it kind of follows them around and tries to figure out, which are the high performing teams and which are the teams that are kind of average performers?

And it turns out that in the analytics that they've been tracking, without recording a word of what is actually going on inside of the team interactions, they can determine who the high performing teams are and the low performing teams just through that.

Social network analytics is a realm that just wasn't available, particularly inside of organizations, just a couple of years ago, but now we can take a look how chat functions are being used and are collaborations happening the way that we expect them to happen and not.  It's just a whole new world for us to look at.

FERRAR:
I think there's three types of analytics: the simple, complex and stupid.

[ LAUGHTER ]

You know, simple analytics is a lot of what's been around for years and sort of dashboards and reports and things like that.  My experience is that if you try and cut your hundred dashboards down to 30 ‑‑ which almost every company tries to do ‑‑ you'll end up back at a hundred anyway because someone wants some information.  They don't use it to get insights from; they use it as a crutch.

They take it into a meeting just in case they get asked a question and don't want to be shown up.  Or, they use it because they've always looked at one particular statistic and they use it as a historical trend, and it helps them navigate probably because as a manager they found that that's been useful for many years.  And that's how I find the dashboard's used.  That's the sort of simple.

The complex can be split into a number of different areas but it could be complex because it's a complex analytical project, it's be complex because there's multiple sources of data, it's complex because the question underlying the analytics is incredible hard.

It could be complex because you're bringing in vast amounts of social data.  It could be complex because it's behavioral science and it's looking at the neuroscience, the behavioral aspects of what makes a human being tick.  So, that's the complex.  The stupid is really when people do analytics without asking why.  And if you don't ask why, then you end up with a lot of rubbish out.

Now, fortunately, with technology has moved forward dramatically, to the extent you can ask a lot of why's until you get to one that is really, really good.  So, I do think that sometimes you ask questions because you don't really know what you're looking for, and so I think there's a whole new world coming in what is being termed as data discovery.

And it's that sort of, you know, how to turn the stupid into very insightful discovery, so you can play...in fact, I was over at the Luxor just checking in, and I turned round, and I saw this big sign behind me, I mean, huge, as big as that wall, and it said, "drink, play, discover."

And I thought, that's analytics.  Drink, okay, water, coffee.

[ LAUGHTER ]

But if you get the right technology now, you can play, and then you can discover.  And I thought that that's where analytics is going, drink, play, discover, so.

SHAPIRO:
That's getting tweeted, I'm sure right now.

[ LAUGHTER ]

LUNDY:
The thing I would say is I see a lot of demos, and you probably do, too, right?  So, a lot of times when I see a demo in human capital management, a lot of times people start with, let me show you all my reports.  And I ask, well, can I see the dashboards that are out of the box?

And I think we're shifting, I mean, business people love dashboards, right?  That's how some software companies grow, which is, I've got a better dashboard so you should buy my product.  And again, I think that's shifting.  But you know, if you're in HR, are you giving the right dashboards to your executives, to your partners?  Because I can tell you, former line manager, that was a real struggle, and even running a small analyst firm, I live on dashboards as an executive.

But, the thing Jeremy, I want to pick up on, Jeremy mentioned something really interesting, which is the whole social network analysis.  Anybody familiar with social network analysis?  Which is connecting all the people in your organization, you sees the lines and dot, you know, there's a number of products that do that.

So, when you talk about hi high performance in connecting people which means you probably have to have a social profile.  When I was at the technology company, we actually, I had a product built, was a prototype, and we ran an analysis on the company, the social network analysis, and we found some interesting things, which were some pods of organizational groups were not connected with the other ones.  And guess what?  There was a performance problem, there was a productivity problem with the people that weren't communicating.

So, that would be one of the things I would encourage you to do is look at, how can you connect the people analytics and get started with that, because that gives you tremendous insight, like, hey, I didn't know that the person that connects those two groups together is actually your next high‑potential candidate because that's usually, those performers are the ones that are driving teams.  So, if you can identify those, you've got high...

LANDERS:
People will conceived that by doing analytics we're dehumanizing the worse.  Any comments?

SHAPIRO:
You know, it really isn't  I've heard the same thing, and it's, this is real, and this is something that, as professionals, we need to...we need to take to heart.  We're in HR.  This is our job.  Our job is to work and create performance, but people are our engine for that and we have to be good stewards of what that is.

So, as we try to move through the fear, some of the best ways to move through it is to show through the data where there is pain, to actually turn it on its head where you can actually see in data where there are management problems and where there might be motivation problems.

And when you look at that you can see that there are people that are very human; in fact, it's predictably human in how they're reacting to certain things.  And once you show just a few of those used cases, the fear dissipates, because now it's not just Big Brother looking at different things, but it's really about performance management, performance optimization inside of organizations.

LUNDY:
Yes, I'd pile on a little bit and agree that there's a lot of data out there, and sometimes when you're at the center of the universe, particularly at HR, you know a lot and you see a lot.  It doesn't mean that everybody else needs to know that much.

So, it can be a huge demotivator, if you say, you know, by the way, you know, there's a stack rank, and in some consult organizations, there's a stank rank.  That's how a business is run.  And when some of the line employees find out about that, you know, no matter what I do I'm going to be maybe in this level of the stack.

So, you know, be careful how much you share and then again, you know, how can you turn actionable information versus telling everybody like we have this data on you, isn't that great?  Employees don't really like to hear that, so I think managing the flow of information is important.

LANDERS:
So, we've starting to introduce cognitive analytics within IBM, and we believe this is the next wave.  I'd just like you to expand a little bit on why that's a differentiator and what we think that advantage is going to bring to HR leaders.

FERRAR:
Cognitive has a little bit of a mystified name, and let's keep it a bit mystified, but let's just break down sort of the next level of analytics.  I was just thinking the previous question, "lots of data."

I think people have this perception, in any function, particularly in human resources because typically people tend to be a little bit fearful of data, is the amount of data is ‑‑ and Jeremy, I know you see this in your business as well ‑‑ people get almost scared off because of the amount of data.

So, have almost got to strip data out of it and provide technology that allows you to get around the data.  Don't look for perfect data.  You'll never get perfect data.  That's number one.

Number two is, look for technology that allows data to be easily almost drag and drop in, like we have in many different applications, in all walks of life now.  And if you can find that sort of thing, then I think you can get away from the big data, too much data, but then you can move into the intelligence side of analytics so you don't have to preload questions.  You know, a dashboard is literally preloaded questions.  That's all it is.  It's preload and then churns out things.

Predictive is essentially a preloaded hypothesis, you know, and then you find out what the algorithm is and then you preload that in and it comes out.  And cognitive is, it's sort of leave and go to that next level saying you don't need pre‑ anything, you don't...you can allow the data to help you navigate the best insights, the best types of stories to tell, the best visualizations, the best types of stories to tell, the best visualizations, the best next questions to ask, and let it almost intelligently find things in it.

There is, I mean, certainly, I mean, Debbie I know you primed the question to me and it's not surprising the response of this session, but you know, come down to our booth and we'll show you our talent insights along those lines.  I'm sure there's other organizations that do similar elements of it.

But where you really want to get to I think for a human resource professional or a finance professional or a marketing professional or whatever, is to be able to forget about the data side, drag it in, put it in, and then let the technology guide you into the most intelligent aspects.  And then you can create the story, then you can do what I think all of us want to do ‑‑ Jeremy, we've talked about this ‑‑ which is, don't tell me what keeps me up at night.

Tell me what should keep me up at night.  Look for those things that should keep me up at night.  That's what a business executive really wants.  They want to be one step ahead.  They don't want to be thinking about what keeps them up tonight; they want to be aware of what's going to keep them up tomorrow night.

So, let me just wrap up and allow you to get a coffee before the main opening session, although this really is the opening session, let's face it ‑‑ interesting that you have a preconference session.

But let's just look at this, just a little bit on IBM, Debbie already mentioned a little bit, but we as a company have been around 103 years, we've been working in the human resource space for a number of years on the consulting side of the business.

But in 2012 ‑‑ December, 2012 almost two years ago ‑‑ we purchased a company called Kenexa.  That company, together with IBM, we formed this business called IBM Smarter Workforce.  In building it we've developed a number of things along the way, one of which was in January of this year the Kenexa, the IBM Kenexa talent suite which looks over recruiting on board, conversation planning, learning, performance management, succession management, you know, the sort of talent management cycle in a suite format.

That's the talent suite.  Then as Debbie said, in August this year we launched three predictive prepackaged, essentially, predictive solutions for the HR function: one is on recruitment, one was on skilled and one was on retention.  And now, last week, and here in all its glory we've got a new product which is called IBM Kenexa Talent Insights.

It does some of the things that we just talked about up here.  It's very far into the data discovery territory.  I'd encourage you to come down to the booth and look at it.  But I just wanted to start off by showing a video to whet your appetite about IBM Kenexa Talent Insights, if we could play the video, please.

[VIDEO VIGNETTE]

[ MUSIC ]

Let me, I'm going to really simplify it and then I'm going to wrap up.  When I was the...when I led the Workforce Analytics team in IBM for three years, I got asked by the CEO on a number of occasions, but I distinctly remember three very specific occasions where there was a request for some answer to a question, a deep question.

In an organization of over 400,000 people, big data takes on quite a new meaning.  And Jeremy was quite true, often what happens is you get asked this question, you don't know where to start and everything.  And I had a team of people, and we got off.  I negotiated for a month to do each one of these three.  Typically there's monthly meeting, they came up at that meeting, so I sort of qualified that I had a month.

I ran, in analytics, in the old world, this is 2011 and '12, the month went something like this: three weeks cleaning the data, five days trying to get the right answers and visualizing it, and two days actually writing a presentation.

Where we've gone with Kenexa, the IBM Kenexa Talent Insights is to take away the three weeks of data gathering and data cleansing, strip down the five days of presentations to a matter of minutes, stroke, hour; and then, allow you to concentrate on the two days where you actually get the story and the presentation right.

That's where I think the future of analytics is.  It's not about 75 percent of your time on data cleansing.  It's not about 20 percent of your time on just fishing around for questions and presentations, visualizations.  It's actually about the story and the answer behind the question that was asked.

But I'd like to just finish.  Thank you very much for attending this.  It's been a pleasure talking to you about analytics, analytics, analytics, the future of HR.  Thank you very much, everyone.

[ APPLAUSE ] [END OF SEGMENT]
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