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Something has changed in the world of Business Intelligence (BI) and Data 

Warehousing. It is no longer acceptable to think that an organisation's full extent of 

insight can be gained purely from the data stored in core business systems. In some 

circumstances, the data warehouse may still be the appropriate choice but in others a 

new approach is required to exploit challenging data sets that were once out of reach. 

Streaming data from IoT enabled devices, analysing text from chat sessions or 

identifying social sentiment can now be combined with powerful algorithms, 

consumer style user experiences and the ubiquitous mobile device to ensure analytics 

has more relevance and power than ever before.

But this paradigm shift can only be turned into real advantage if an organisation can 

accept a wider belief in the new innovative ways of accessing, sharing and using data. 

The reality is that most organisations still do not reap the full potential of their 

analytics capability, with outdated processes and a lack of insight on how to make 

data meaningful. To avoid wasted efforts and subsequent loss of potential financial 

gain, organisations need to break down complex data silos and remove process 

barriers that prevent business users and IT from working together.

The importance of actionable insight needs to be linked to the business ambitions. 

A clear focus on your objectives, combined with an agile approach to delivery and a 

desire to capitalise on technological innovations will increase the penetration of 

analytics in your organisation and empower more business users to make informed 

decisions. This paper will cover the 3 important areas that will open your mind to the 

possibilities of modern analytics, and lead to true data-driven insight that is capable 

of solving many of the business challenges facing you today:

I.) The “Why” (Your goals and objectives)

ii.) The “How” (Your approach to delivering analytics) 

iii.) The “What” (The technology at your disposal)
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Total worldwide data will swell to 163ZB by 2025, 
10 times the amount today.

               Data Age 2025, IDC 
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Delivering Analytics for All

Empowering your Business

Organisations that will win in the modern business environment are the ones that 

can give all their employees, partners and customers' immediate access to the most 

relevant information they need. 

Recent research from Forrester suggests an ROI of 171% based on risk-adjusted ROI, 

NPV, and payback period values when Analytics Solutions are adopted.

However, only a small percentage of people in an organisation have access to 

analytics that deliver tangible benefits. The causes for this are clear:

§ Tools have been difficult to use and challenging to deploy, keeping insights 

hidden from the business users who could take action on them.

§ Limited-capability, point solutions have created disconnected data silos which 

burdened organisations with unnecessary cost and complexity.

§ Most analytics products only access stale results based on the last batch update 

versus real-time information and they do not provide predictive analysis. This 

“rear view” mentality hampers decision-making with no ability to anticipate 

and act on the future.

§ The lack of alignment on what is reported and what makes the organisation 

successful is caused by the inability to process different data sources (e.g. adhoc 

data, unstructured).

§ Responsiveness and user experience are important factors for encouraging the 

users to utilise the BI system and must feature prominently in your BI strategy.

The ‘Why, How and What of Modern Analytics’ will help you to develop new ways 

of thinking, and focus on what drives value. When done correctly, analytics is not 

just a project: It is a strategy to help your organisation use data and information 

effectively in ways that improve your business. A mature analytics capability will 

drive a different and more innovative way of thinking about challenges, enabling 

the data driven organisation. Successfully implementing this strategy requires a 

methodology that underpins everything all employees do. 

Accessing the right information when you need it

2ROI of 171%
when adopting 
analytics

It is clear that information-driven organisations are more productive:

30% Reduced safety issues with predictive analytics

97% Reduction in report creation time
The Forrester Total Economic Impact of SAP BusinessObjects Analytics.

5

2

2

60% lower 
costs related 
to business 
processes and 
repeated tasks
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Having the End in Mind

It is surprising how many analytics initiatives begin by focusing on the technical 

challenges rather than the desired organisational and behavioural outcomes. You 

should start by thinking about the change you want to effect within your 

organisation, this should be founded on an identification of the 'drivers for insight'. 

This means understanding the value that delivering insight to your organisation can 

bring. Your goal should be to deeply understand the organisations objectives in 

order to ensure that your analytics strategy not only aligns or supports, but also 

empowers and drives the organisation. In our experience, this is by far the most 

determinant cause for a successful project.

When considered in this way, most organisational initiatives can be quantified and 

illustrated across four components when determining their drivers for insight:

1. Maximising business opportunity and reducing inefficiencies: Here 

driving revenue is key with analytics aiding you in identifying, understanding and 

influencing these opportunities. Analytics can also be used to determine how 

efficient or inefficient your processes are. Doing so can help you identify and 

promote best practices thereby reducing the cost of running your operations.

2. Improving compliance, risk and governance: This aspect is all about 

stability. All industries have regulations they must follow or report on. With the 

right analytics, you can gain insight and create capabilities to better manage 

compliance issues more effectively. 

3. Lowering analytics TCO: It is not always simple to illustrate whether your 

analytics investment provides a high level of ROI, often there are too many 

intangibles involved. However you should always be looking to control the overall 

costs of your analytics delivery capability. Wider adoption of self service and easy-

to-use analytics can help to drive BI and reporting through your organisation 

without increasing costs.

1. The Why?

By 2025, an average connected person anywhere 
in the world will interact with connected devices 

nearly 4,800 times per day – basically one interaction 
every 18 seconds.
Data Age 2025, IDC 

Self-service BI 
adoption will 
reduce ROI

1
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Analytics needs differ from organisation and industry and of course from project to 

project. By plotting these four components on an axis you can gain an 

understanding of what aspects to focus on, pinpoint what you need to do in terms 

of analytics, and help prioritise how you work through this as part of an overall 

strategy. 

This outline and agreement of your drivers for insight will help you constantly 

ensure that you never lose sight of the key organisational outcomes of your 

analytics initiatives.

Figure 1: Value - Understanding the Drivers for Insight

Reducing
Inefficiencies

Reducing
Total Cost

Compliance and 
Managing Risk

Maximising Business
Opportunities
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2. The How?

Delivering Value Quickly

In today's fast-paced world, the drivers for insight are constantly evolving so 

opportunity realisation must occur as quickly as possible. If for example, you are a 

retailer and you want to vary product stock and placement in reaction to events 

such as the weather or current affairs, then you cannot spend six months 

completing an analytics project to gain the necessary insight. By then, the drivers 

for insight may not be the same, and your project will be irrelevant and ineffective 

resulting in a lost business opportunity. 

Slow delivery often delays, or in some cases removes any value derived from 

analytics, often resulting in a perception of failure from the wider organisation. This 

perception can undermine capabilities and result in reduced collaboration which 

clearly hurts all involved and erodes the confidence in analytics. Effective analytics 

requires mastery of the art of managing conflicting priorities and an approach to 

delivering value quickly, because your business changes, politics change, and people 

change. It is essential that you adopt an approach that can identify and react to 

changing priorities while still ensuring the delivery of value. Adopting design-led, 

agile frameworks allow you to keep the business close so that you can respond to 

opportunities when they appear. This enables you to be proactive in managing 

resources and identifying how to deliver value.

Design Thinking

Design Thinking is a new, fresh way of engaging to find human meaning and use 

for technology. The flexible and collaborative Design Thinking approach will help 

you think differently about your business, address known pain points, explore the 

unknown and innovate! Design Thinking has 2 guiding principles:

I. User empathy: the process and outcome is based on the situation, pain points 

and needs of the involved user(s).

II. Prototyping: drawing, or sketching a rough idea of how the solution may look. 

Delivering agile analytics projects incorporating a Design Thinking methodology 

allows an organisation to be experimental with analytics. This approach results in 

significantly increased collaboration between business users and IT which in turn 

delivers higher user adoption and satisfaction. You can get analytics out to the 

business fast, gain feedback, try new things and get value quickly. Failing fast and 

learning from experiences with quick iterations will lead to measurable business 

improvements. Through creativity and co-creation, we translate the individual user 

needs and align with context mapping, data design, sprint reviews and interactive 

modelling to prototypes and implementation. We can incorporate virtual schemas, 

project data onto source and run reports to demonstrate potential outputs quickly, 

iterating at each stage to ensure you get what you really need from analytics. 
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Don't Get Left Behind

The goal of an analytics strategy is to enable your organisation to become more 

informed and to make the most of its information. To build a data driven culture. 

This includes making teams as self-sufficient and effective in analytics as possible. 

Doing so promotes analytical thinking in organisations - not just as a task, but also 

as an inherent part of what they do.

It's crucial that you are innovative and are leveraging technology advances. Working 

closely with the business, you should continually challenge your approach to 

technology. For example, is your IT managed BI platform adopted as widely as you 

would like within the organisation or are you facing a rebellion at a departmental 

level where other BI solutions are being adopted? This is usually a symptom of a 

disconnection between IT and the business, resulting in a mismatch between the 

technology being pushed by IT and the day to day requirements of the business. 

This situation can result in further silos of data and disconnect from organisational 

objectives and its alignment to the analytics strategy.

Do not ignore the concept of “Technical Debt” where your previous investments are 

holding back your ability to innovate and deliver real value to your organisation. 

Ensure you have a detailed understanding of the roadmaps for the technologies you 

already have in place and objectively assess their fit against the organisations 

requirements. (You should consider hiring an external expert for an objective 

assessment).

If you are responsible for planning IT budgets then remember to invest time and 

resource in your existing products. You must ensure you are fully aware of and able 

to take advantage of new capabilities, don't sleepwalk into running an 

unsupported, burning platform. Technology is changing so quickly that you need to 

ensure you understand the latest developments. Don't ignore big data and don't 

ignore IoT. It's important that you are not seen by the business as 'the reporting guy' 

but moreover the 'Data Custodian' who is instrumental in driving insight and 

moving the business forward. Additionally, for the modern enterprise and the wider 

data ecosystem, referred to earlier in this paper, it is no longer acceptable to lock 

data all up in rows and columns of a data warehouse.

3. The What?

9
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From modern data platforms to big data and machine learning, and advanced and 

predictive analytics, to mobile BI, you can leverage technology to provide value for 

both the wider organisation, specific departmental needs and beyond 

(e.g: customers, suppliers, partners etc.)

The analyst, Gartner, has popularised the concept of bi-modal IT where IT is 

effectively able to operate in two very different yet complementary ways - in order 

to best serve and support the demands of a modern transformational organisation.  

This model is highly relevant to analytics programs where one mode is optimised 

for predictable, core BI and regulatory reporting that is well-understood and rarely 

changes. The other for exploratory and experimental analytics to solve more 

dynamic business challenges. Both modes are essential for creating substantial 

value and driving significant organisational change, and neither is static. 

Digital change requires you to innovate and transform your business without 

slowing down. For example, many organisations are extending or enhancing their 

existing Analytics and Data architectures with Cloud based technologies since they 

can be quickly provisioned, are updated more frequently and can be scaled to 

match demand. This is just one example of why it is important you stay informed 

of technology to drive fact-based decision making throughout your organisation. 

Innovate and 
transform your 

business without 
slowing down
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Summary

The demand for analytical insight has never been greater. Changing business 

models, the explosion of data and a growing endorsement of the fail fast culture are 

all increasing the need to deliver trusted, timely data to support decision making. 

In addition the rise of Machine Learning is leading to Intelligent Processes that run 

on complex statistical models that must be trained on carefully curated data sets in 

order to unlock their true value.

While, the 'Why, How and What of Modern Analytics' does not provide a magic 

formula that ensures seamless analytics at your organisation, the content will help 

to provide a framework within which you can make achievable and noticeable 

analytics improvements.

Make 
achievable 

analytics 
improvements
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About itelligence
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optimise all information-related processes, match the pace of change and step 

confidently into the digital future. Through our award-winning SAP Support 

Services and our certified SAP Training Courses, we truly offer a 'one stop shop' for 

your analytics requirements.

As part of the NTT Data Group, we can draw upon a global network of over 9,000 

SAP specialists. And our presence in 24 countries around the world ensures we are 

always close to your business. We are the IT partner for your digital transformation.


