
How to Make Advanced 
Analytics & Insights More 
Actionable



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.

Ratan Tadiparthi
VP, Head of Data & Analytics 
Fifth Third Bank
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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 BI 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. 

Phanii Pydimarri
Global Data, AI & Analytics 
Executive
Stanley Black & Decker

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.

Sarah Nabelsi 
Data Lead, Revenue Strategy 
Snap Inc.



Data & Analytics Maturity Model
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Data-Driven

Strategy

Execution

Value

Source: NewVantage Partners’ Data and AI leadership Executive Survey 2022

Culture Success



Data Driven Value
Know your WHY

• Priorities
• Strategic Growth
• Digital Transformation
• Operational Excellence

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

• Tactical Focus
• Improve Efficiency
• Increase Effectiveness
• Embed Data Mindset

• Business Domain-Driven
• Sustained data quality
• Simplify data management
• Increase data literacy
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ServicingSales AnalyticsUnderwriting Funding

Data & Insights – Making “it” Happen
How to? TOGETHER, We Can!

Data & Insights
Customers & Ratings

Products & Contracts

Organizational

Line of 
Business 

IT 
Enterprise 
Data Office

Line of 
Business

Modeling, 
Reporting

Risk

Operations

Business 
Controls

Finance

Data is everyone’s job!
Everyone’s job IS Data!!

Data Literacy

• Data University

• Analytics Guild

• Office Hours

Friction-less Insights 

• For You (Centralized)

• With You (Hybrid)

• By You (Self-Serve)

Trusted Data

• Domain Data Councils

• DMAIC-based data hygiene

• Change Management

Data is everyone’s job!
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Question(s) for Ratan

Q: Ratan, I 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?



ANALYTICS VALUE CHAIN

Data Insights Action Outcomes

Feedback



ANALYTICS IS EVERYWHERE

• Avg. LTV of Customer

• NPS

• YoY Revenue by Mkt.

• Revenue from New 

Customers

• Revenue from 

Existing Customers

• Competitive 

Intelligence

• Customer 

Acquisition Ratio

Sales 
Analytics

• Customer 360 

Analytics

• Brand Analytics

• Campaign Analytics

• Spend Optimization

• Social Media Ad 

Success Rate

• Hyper Personalization

Marketing 
Analytics

• Call Center Analytics

• Customer Sentiment 

Analytics

• Agent Sentiment 

Analytics

• First call Resolution 

Rate

• Churn Rate

• CSAT Score

• VOC Analytics

• Social Media

Customer Service 
Analytics

• Product Activations

• OTA

• Feature Usage

• Classification/Segm

entation

• Smart Messaging

• Telemetry

Product 
Analytics

• Sales and Revenue 

Forecast

• Return Rate Forecast

• EBITDA

• Sales Driver Analytics

• Line-Item 

Forecasting

• Risk Analytics

Financial 
Analytics

• Predictive 

Maintenance

• Predictive Return 

Rate

• Warranty Analytics

• Condition Monitoring

• Quality Monitoring 

and Alerts

Manufacturing &
Supply Chain 

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

People 
Analytics

• Conversion Rate

• Shopping Cart 

Abandonment Rate

• Click-Through Rate

• Revenue per Click

• NPS

• Bounce Rate

• Pageviews per 

Session

Digital 
Analytics



Crop

INSERT IMAGE

If necessary, delete the existing image. Click 
on the pictogram to insert an image.

Select the image you want to use 
and click on ‘Insert’

2

If you want to scale or drag the image go to 
‘Picture Tools’ and click on ‘Crop’

3

Insert

1

Text & Image 50%/50%

IT ALL STARTS 
WITH A 

QUESTION
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Recommendation Engines

Trend Forecasting

Demand Forecasting

Price Optimization

Route Optimization

Dynamic PricingTargeted Marketing

Weather Based Optimization

Improved Product Quality

Enhanced Customer Experience

Inventory Prediction

Voice Of Customer Insights Reduced Cart Abandonment

Supply Chain Optimization Innovation Opportunities

WHAT DO YOU MEAN BY A QUESTION?

Employee Engagement

Hyper Personalized Content

Sales Forecasting



IMAGINE IF…

Top Notch 
Customer 

Experience

“We can understand and 
Target customers based

on their individual Persona”
Hyper-Personalization

“We have a 360 degree 
View on our Customers”
Proactive Customer Engagement

“Understand Voice of 
Customer from all sources”

Reviews, Social Media, Blogs

“We know when a Product is 
going to have an issue”

Product Experience, Predictive Maintenance

“Proactive Customer 
Service”

Customer Support

“Understand end to end 
Customer Journeys”

Customer Journey Maps

“We understand our Brand 
value in real time”

Strategy & Vision

“We are able to accurately 
forecast our product Demand”

Inventory Planning, Forecasting

“These cover a wide range of 
analytics opportunities”

Insights to Actions to Outcomes

Actionable 
Insights



INPUT METRICS VS OUTPUT METRICS

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

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


THREE STEPS TO SUCCESS

Highly important to ask the right questions to identify right opportunities. These will enable 

analytics to drive the expected outcomes.

RIGHT QUESTIONS 🡪 RIGHT OPPORTUNITIES

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.

DESCRIPTIVE – PREDICTIVE - PRESCRIPTIVE

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

attributing analytics’ part in driving key organizational outcomes.

MEASURABLE QUANTIFICATION

1

2

3
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Question(s) for Phanii

Q: I 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? 
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Question(s) for Sarah

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



Where does a Semantic Layer fit in the data stack?

37

DATA CONSUMPTION

SEMANTIC LAYER

DATA API LAYER

DATA PREPARATION

RAW DATA

BI TOOLS AI/ML TOOLS APPLICATIONS

CLOUD DATA 
WAREHOUSE

DATA LAKE 
ENGINES SAAS APIs

DATA 
TRANSFORMATION 

TOOLS

DATA LAKES SAAS 
APPLICATIONS

DATA 
CATALOG
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Traditional

w/ Semantic Layer

Legend

5b. New, enriched 

data made available 

for further analysis

5a. More decisions 

made

Infrastructure

Modeling

Consumption
Insights

2. Logically modeled, 

“analytics ready” data

4. More people able to leverage “analytics 

ready” data via many tools (incl Excel)to 

make decisions

3. More time spent on 

analysis, less on data 

prep = more actionable 

data

SEMANTICLAYER

Decisions

Access

1. Agile access to “live” 

data w/o ETL

Flywheel Effect of a Semantic Layer
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