ATSCALE

How to Make Advanced
Analytics & Insights More
Actionable



Today’s Speakers
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Ratan Tadiparthi

VP, Head of Data & Analytics
Fifth Third Bank

Ratan is passionate about driving
data strategy and leading
execution to manage risk and
deliver business value. He does
this by leveraging 20+ years of
data, technology, and business
background, to help solve complex
problems through broad coalitions.

Ratan is versed in end-to-end data
and analytics, with focus on data
strategy, management,
engineering, and analytics. Ratan
strongly believes execution and
culture eat strategy for breakfast; it
has never been truer, as we
increasingly use data as an asset,
scale data-driven risk
management, value-creation, and
digital transformation.

Phanii Pydimarri
Global Data, Al & Analytics
Executive

Stanley Black & Decker

A

Phanii is a Global Data Analytics
Leader with over 17 years of
experience in end-to-end Data
Management with key focus
areas in Artificial Intelligence,
Data Strategy, Data Analytics,
Data Science, and transforming
organizations into data, analytics,
and insights-driven.Phanii started
his career as a Bl Consultant,
traveling across the US and
working for various clients in
different industries.

He is a strong believer in
economies of scale, is
outcome-driven, and is
passionate about solving key
business challenges by using
Data as a key corporate asset.
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Sarah Nabelsi

Data Lead, Revenue Strategy
Snap Inc.

Sarah is a lifelong learner and
data geek. Over the years, she
has garnered a following as a
personality on LinkedIn through
her efforts to give back to the
community— hosting meetups,
blogging, presenting at
conferences, and leading
organizations like WiBD and
GLAD.

This, coupled with her ability to
effectively simplify problems, lead
teams, and implement
exceptional data-driven solutions
has allowed her to deliver value
to the city of LA through her
recent role as Product Manager
for two HFLA projects around
data literacy and synthesizing
SEIE survey data.



Data & Analytics Maturity Model
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Capabilities II-;\::: ; |
Infrastructure Data Marts
Access Data Extracts
Modeling Dataset
Consumption Dashboards
Insights Descriptive

Level 1
Centralized

Data
Warehouse

Data Pipelines

Physical Tables

Self Service

Diagnostic

Level 2
Proactive

Cloud Data
Platform

Direct Query

Logical Views

Data as Product

Predictive

Level 3
Leading

Data Ops

Data Sharing

Dimensional

Embedded

Prescriptive
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Data-Driven

Culture === Success

Principal Challenge to Becoming

DataDriven

Culbural Factors | People | Proces
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Source: NewVantage Partners’

Data and Al leadership Executive Survey 2022



Data Driven Value

Know your WHY Actionable
Insights

* Priorities

* Strategic Growth

* Digital Transformation
Value * Operational Excellence

Business

* Operational Targets
* Feedback on Strategy
* Provide Insights
* Drive data-driven culture

Business Metrics

e Tactical Focus
* Improve Efficiency
* Increase Effectiveness
*  Embed Data Mindset
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e Business Domain-Driven

* Sustained data quality
Trusted Data « Simplify data management
* Increase data literacy

Data
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Data & Insights — Making “it” Happen

How to? TOGETHER, We Can!

Sales Underwriting Funding Servicing Analytics

Line of
Business

IT

Enterprise
Data Office

o ’ [ ]
[

Data & Insights .
Business Line of Everyone’s job IS Datal!

Controls Customers & Ratings Business

Products & Contracts

Organizational

Modeling,
Reporting

Operations

/Friction-less Insights ) 4 Data Literacy ) ﬂl‘ rusted Data )
* For You (Centralized) e Data University * Domain Data Councils
e With You (Hybrid) * Analytics Guild  DMAIC-based data hygiene

\_* ByYou (Self-Serve) ), \° Office Hours ), \° Change Management Y,




Question(s) for Ratan

Q: Ratan, | love your focus on people and process to drive a data-driven culture. It’s not
just about technology. What’s the one thing you’ve done in building a data-driven culture
that has had the biggest impact?
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Sales

Analytics
Avg. LTV of Customer

NPS

YoY Revenue by Mkt.
Revenue from New
Customers

Revenue from
Existing Customers
Competitive
Intelligence
Customer

Acquisition Ratio

Marketing
Analytics

Customer 360

Analytics

Brand Analytics
Campaign Analytics
Spend Optimization
Social Media Ad
Success Rate

Hvoer Pereconalization

Customer Service

Analytics
Call Center Analytics

Customer Sentiment

Analytics

Agent Sentiment

Analytics -
Product

First call Resolution Analytics

« Product Activations
Rate

« OTA
Churn Rate - Feature Usage
CSAT Score + Classification/Segm

entation

VOC Analytics

+ Smart Messaging

Social Media - Telemetry

Financial
Analytics

Sales and Revenue

Forecast

Return Rate Forecast .

EBITDA
- .
Sales Driver Analytics Manufacturing &
Supply Chain
Line-ltem

. Anglykics

Forecasting Maintenance

Risk Analytics
« Predictive Return

Rate
+ Warranty Analytics
« Condition Monitoring
+ Quality Monitoring

and Alerts

People
Analytics

Revenue per
Employee

Turnover Rate

Cost per Hire

Time to Hire

Cost per HRBP
Predictive Employee
Turn Over

Employee Happiness
Index

Employee

Productivity Index

&

-
Digital

Analytics
Conversion Rate
Shopping Cart
Abandonment Rate
Click-Through Rate
Revenue per Click
NPS

Bounce Rate

Pageviews per



IT ALLSTARTS
WITHA

QUESTION

lssues

Shrinking market share

Pricing
pressures

Customer defection

Fragmentation and
complexity

Inefficient operations

Aged platforms and
systems

Employee engagement

Data

What?

Gaining insights
from enarmous
amounts of diverse
data.

How?

We combine
technical and
business expertise
to unlock the value
from big data using
advanced Analytics
platforms, open
source technologies
and a strong
alliances network.

1 Analyhbs In 51'911/3

What?

Driving insights
discovery through
the right
combination of
quantitative
techniques,
analytical talent
and new
technologies.

Our global
network of
Analytics experts
apply a broad
spectrum of
Analytics-based
assets and
market-tested
approaches to find
and create
opportunities for
significant impact.

What?
Generating
actionable insights
to drive improved
customer
acquisition,
retention and
capital
efficiency:

How?

We have a highly
relevant portfolio
of issue-based
industry and
function solutions
to drive insight
driven business
outcomes.

Achowns

- Oulcomes

What?

Fhis-is-the-moment
of truth-making
the leap to
adoption as insights
are integrated into
our decisions and
processes.

How?

Our Analytics
experts deploy new
programs, tools and
processes, turning
insights into actions
and driving
outcomes at scale

Expanding market share

Enhanced cost and
cash advantage

Customer loyalty

| Speed-to-insights

Operational excellence

Leading edge platforms
and systems

Winning the war
for talent

; Reduced risk and fraud




WHAT DO YOU MEAN BY A QUESTION?

Demand Forecasting

. . ; Dynamic Pricin
Recommendation Engines Targeted Marketing Yy g

Voice Of Customer Insights Reduced Cart Abandonment

Price Optimization

Trend Forecasting
Hyper Personalized Content

. Weather Based Optimization
Enhanced Customer Experience

Employee Engagement Route Optimization
Improved Product Quality
. <. Sales Forecasting
Supply Chain Optimization . -
PPYY P Innovation Opportunities

Inventory Prediction



Top Notch

Customer
Experience

Actionable
Insights

IMAGINE IF...

“We have a 360 degree

View on our Customers”
Proactive Customer Engagement

“We know when a Product is

going to have an issue”
Product Experience, Predictive Maintenance

“Understand Voice of

Customer from all sources”
Reviews, Social Media, Blogs

“We understand our Brand

value in real time”
Strategy & Vision

“We can understand and
Target customers based

on their individual Persona”
Hyper-Personalization

“Proactive Customer

Service”
Customer Support

“Understand end to end

Customer Journeys”
Customer Journey Maps

“We are able to accurately

forecast our product Demand”
Inventory Planning, Forecasting




INPUT METRICS VS OUTPUT METRICS

Source: sketchplanations, AMZN 2009 January 17,2022

Letter to Shareholders wWww. factofthedayl.com
Published: December 2021, April 2010

Focus on the inputs, measure the outputs

“Senior leaders that are new to Amazon are often surprised by
how little time we spend discussing actual financial results or
debating projected financial outputs... We believe that focusing
our energy on the controllable inputs o our business is the
most effective way fo maximize financial out puts over time.”

—=Jeff Be20s

Most leaders and businesses focus on output metrics and aim
toimprove them. At Amazon, leaders focus on improving input
metrics instead.

Input metrics (e-g., selection, price, app store rating, page
loading time) are factors that can be controlled and changed.

Output metrics (e.0., profit, customer retention, app
downloads) are the outcomes that a business wants to achieve.

For example, if you're frying to lose weight, inputs are diet
(calories per day) and exercise (workouts per week) which
resultin an output of weight loss (weight).

INPUT OUTPUT
HETRICS METRI(S
Focus on these To influence these

@ This Photo by Unknown Author is licensed under CC BY-NC

DIET t EXERCISE —»—»—> WEIGHT LOSS

CALDRIES WORKOUTS (WEIGHT)
PER DAY PER WEEK


https://www.pngall.com/amazon-png
https://creativecommons.org/licenses/by-nc/3.0/

THREE STEPS TO SUCCESS

RIGHT QUESTIONS [0 RIGHT OPPORTUNITIES
Highly important to ask the right questions to identify right opportunities. These will enable

analytics to drive the expected outcomes.

DESCRIPTIVE - PREDICTIVE - PRESCRIPTIVE

There is and will be room for all, descriptive, predictive and prescriptive analytics. Identifying the

right solution is key to success. Do not fall for the hype.

MEASURABLE QUANTIFICATION

Invest in models that help you quantify the value delivered from analytics. This helps with

attributing analytics’ part in driving key organizational outcomes.



Question(s) for Phanii

Q: | love your presentation’s focus on outcomes. In your experience, what’s the best way to
measure whether an analytics investment was worth it the effort?

15



NLP ANALYSIS
INACTION




RAGIAL EQUITY

ON JUNE 19,2020,
MAYOR GARCETT!
ISSUED EXECUTIV
DIRECTIVE #2710
ADDRESS RACIAL
EQUALITY INCITY
OVERNENT




THE DEPARTMENT OF NEIGHBORHOOD
EMPOWERMENT PUT OUT A SURVEY




QUANTITATIVE AND QUALITATIVE SURVEY(S)
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WHEN YOU'RE A HAMMER,
EVERYTHING LOOKS LIKE A NAIL




WE RUSH TOBUILD SOLUTIONS WITHOUT A DEEP
UNDERSTANDING OF 3 THINGS: T
1. DOMAIN 1 /
2 DATA
2 DELIVERABLE







“TOGETHER, WE'RE LA”

Granada Hills

_ Porter Ranch )

Sunland - Tujunga

b= il Foothill Trais'\
Northridge™ ) N\ District

Chatsworth

Canoga|

Park |

= 99 Neighborhood Councils _JM
= Department of Neighborhood Empowerment | e, P
= Mayor’s Office i e

Brentwood

epauum

|
| Tarzana
/ Encina

Pacific Palisades

. H a C k fo r LA 1!-'-47 LM\I.?EE"W ‘;'::‘l:: .!

JEC North
South

NEIGHBORHOOD COUNCILS

EMPOWER LA

Department of

NEIGHBORHOOD EMPOWERMENT

Westchester/Playa

Region 1 - North East Valley
Region 2 - North West Valley
Region 3 - South West Valley
Region 4 - South East Valley
Region 5 - Central 1
Region 6 - Central 2
Region 7 - East

Region 8 - North East LA
Region 9 - South LA 2
Region 10 - South LA 1
Region 11 - West LA
Region 12 - Harbor
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JAIA

= 13 Fixed-Choice Questions

= Ex. “For how many years have you
been a member of your NC Board?”

= 6 Open-Ended Questions

= Ex. “How might civic engagement be
built into the development of City
programs”

Please check all that apply in each of the categories below - and please answer without regard as to the
cost or source of funding for these possible initiatives.

HOUSING

|:| Address rent control and evictions

D Home ownership

D Address the unhoused

D Identify/support those in danger of becoming unhoused

|:| Preserve & increase supply of affordable housing

D Other:

JOBS / BUSINESS / ECONOMIC DEVELOPMENT

[T1 Assistance with lendina and financial institutions



Of the 665 Neighborhood Council Board Members

who responded to the survey, 575 wrote at least one
open-ended response.

All together, respondents submitted +3K open-ended
survey responses.

The combined word count of the responses to the

open-ended questions is “O0K (Twice as long as the
Great Gatsby).

L_T‘l /Mr \\
|




i LIMITATIONS

Quantitative Data
Dashboard

Qualitative Data
Count Vectorizer

Word Clouds
NLP Techniques

SELECT A NEIGHBORHOOD
COUNCIL

SELECT A REGION

SELECT A GENDER

LECT A RACE/ETHNICITY
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SELECT A BOARD SERVICE

o

What sort of programs, services, or other
mechanisms could be deployed to put the
initiatives you selected above into action.

mental heaith
affordable housing
low income ¥
health services -
los angeles [N
City needs
quality life
neighborhood councils
social services

social workers
small business
programs services
affordable units
defund police -

law enforcement 4
new developments
school programs -
emergency preparedness -
job training

lower income

)
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o
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listen
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UELIVERABLE




QUESTIONS WE NEEDED ANSWERS T0:
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= What were the intended outcomes? s AP "

= Who is the audience for the final deliverable? (NC
Board Members, General Public, Leadership at
EmpowerLA, the Mayor, etc)

= What does our audience care about? ST .
'gl“,‘ i 2 ~T . ".‘}lr‘l
— Do we have all the data? ""Q‘Wﬁ:";f,ﬂ; .

0 Malibu e

= Got region mapping




FEEDBAGK GYGLE S
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= After building this view, we got to ask i
questions like:
= |Is this sufficient? B
= What'’s the end deliverable look like? §




FEEDBAGK GYGLE

% Research
Use bi-grams / tri-grams :
related to these themes to &/ Came up with 10 themes
quantify number of unique . e B
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FINDINGS

= We were able to quantify the number of NC Board members cared about these 10
themes by:

= Gender
= Region
= Produced a widget that would return comments related to different themes or topics

= Produced a visual representation in the form of a map of LA city and the themes that
mattered most to each region



PROPOSAL T0 SGALE?
HOW DO WE SCALE 3K TO 100K? OR IN?

AMIX-MODEL APPROAGH WITH A STRATIFIED RANDOM SAMPLE" OF READ-




AEFERENGES

= Together we are LA

= Bi-grams and Trigrams reference

= A lot of times I’ve seen very cool applications built out and the tool isn’t used by the
end user. This could be for several reasons:

= Not the right time
= Not the right solution



Question(s) for Sarah

Q: Sarah, | love your 3 D’s: Domain, Data and Deliverable. In your experience, which ‘D’ do
people tend to get wrong the most?

36



Where does a Semantic Layer fit in the data stack?

DATA CONSUMPTION BI TOOLS

Al/ML TOOLS APPLICATIONS

SEMANTIC LAYER ATSCALE

CLOUD DATA DATA LAKE DATA
DATA API LAYER WAREHOUSE ENGINES Sl A CATALOG
DATA
DATA PREPARATION TRANSFORMATION
TOOLS
RAW DATA DATA LAKES SAAS

APPLICATIONS

A

37



Flywheel Effect of a Semantic Layer

Modeling

% \ 2. Logically modeled,

“analytics ready” data

Infrastructure Access

Z - 1. Agile access to “live”
\\ data w/o ETL
.

SN >

Decisions

3. More time spent on

analysis, less on data
5b. New, enriched

data made available

prep = more actionable
data

5a. More decisions

made
for further analysis

4. More people able to leverage “analytics
ready” data via many tools (incl Excel)to

make decisions é@

: ——
—_— Consumption
Insights -—

Legend

Traditional

w/ Semantic Layer
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