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Insight = Knowledge that

= Interpreted = Useful R
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decision-making
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Visualization
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Analytics Human Input

Descriptive
What happened? 4

Diagnostic .

Why did it happen? y
Predictive . )
What will happen? y .

» Decision

Decision Support
Prescriptive
What should | do?

Decision Automation

Source: Gartner (QOctcber 2014)
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Distribution Automation

Move your product portfolio online
to protect your market share and
reduce physical inventory /
infrastructure cost

Enhance productivity of
existing processes - e.g.
robatics, self-service

Data Monetisation

Supply Extension Digital Feature

Widen the supply base - e.g. -
used product marketplace

Add digital / wireless
capability to a legacy
hardware product

Platform

Digitally integrated platform
to create and/or distribute
physical and digital products
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afayarlvil sutanisaiislenanisnisnainlval 19w Omni-channel experiences

What CX Data do we need?

Awareness Low Ad click results PS
engagement Focus groups 3rd parly brand index .. .
onsM Gustomer surveys Decision Modelling Tools
Low NPS
Lack of
forward
searches cluﬂm"g
Consideration Low A.B tesfing results Bounce rate
conversion Keyword analysis Time spent on web Segment observation
High Email Confent mefrics pages into similar groups
quesries Social media shares Increased engagement
High bounce on social channels
rate Increased engagement
on emails
_ + Linear regression + Logistic regression + k-means clustering
Purchase Abandobed Focus groups Store fraffic « Regression trees + Classification tress
shopping cart  A/B Testing results Sales data h + k-Nearest neighbours
Social Media
complaints
Use Call center Sensor data Sales data
records NPS
3rd party
reviews
Sensor data
Post Purchase Support center  Support center records Call center volume
data SM mentions Chatbots
SM mentions Customer surveys Website visits fo
NPS customer support
Loyalty scores pages
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Data-Driven O ing Model

DDOM is a new way of working,
designed to align and drive the

business toward strategic objectives

across the customer journey with Data KPIs Process & Org
VP-level

minimal business intervention to single source of aligned to each sccounability i

ensure continued growth. truth for metrics stage of customer .
stage owners to drive

across business Jjourney .
action
G.O.A.L DDOM Stack
Goals refer to the organisation’s performance
01 Goals KPls

Operations refer to the organisation’s business
processes which drive the performance KPls.

Analytics refer to the data-driven models /

O 3 Analytics solutions that connects the processes and the
levers (i.e. data drivers).

O 4 e Levers refer to the organisation’s data used to

calculate the KPls.

: : Agile

O Operations
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