
THE EXECUTIVE’S GUIDE TO

BUSINESS ANALYTICS



A SEA-CHANGE IS

ON ITS WAY

Business analytics can transform your 
business—if it is pervasive enough. 
Business Analytics is no longer used 
to just explain the past, now it is 
applied to the present and even to  
predict the future. Therefore, it is high 
on the list of investment priorities  
of forward-thinking companies, 
and analytics projects generally have 
the support of the C-suite.

The famous quote by the Red Queen from 
‘Through the Looking-Glass’ by Lewis Carroll 
could well describe today’s competitive  
business scene. Many executives are finding 
that business analytics provides them the extra 
boost needed in the race. The less savvy are 
reduced to playing dirty, which in today’s world 
can ruin brands, topple C-suites and bring  
down business empires, while the smart players 
finish first, immaculate. 

Now, here, you see, it takes 
all the running you can do, 
to keep in the same place. 
If you want to get 
somewhere else, you must 
run at least twice as fast 
as that!

Management Events has identified
5 areas of special interest regarding 
the current state of business 
analytics. We asked our experts
to give their thoughts on them.

•	 Self-Service Analytics Is for Everyone
•	 The Techies Are Sitting with You Now 
•	 Analytics Teams Need Renaissance People
•	 What Big Data and Business Analytics
	 Can Do for You
•	 How to Make Your Analytics Project
	 Succeed and Not Fail



SELF-SERVICE ANALYTICS

IS FOR EVERYONE

To succeed, a company must keep its analytics 
on the forefront of its operations, effectively 
integrated into its daily business. Companies also 
have a need to share the fruits of this  
sophisticated analysis with an ever-growing  
number of employees, not just the finance,  
IT and BI teams. 

Subsequently, either the IT team must come up 
with their reports much faster than hitherto,
or larger numbers of people must have access to 
self-service business intelligence tools.
This means building self-service analytics  
capabilities for management and specialists, 
embedded analytics in business solutions for  
all functions, data visualization, and mobile  
analytics solutions. The tools must be easily 
available and usable. 

Peter Jonsson, Director Strategic Marketing 
& Intelligence at Ericsson AB, gave a talk at 
Management Event’s Business Analytics event in 
Switzerland on using a company’s internal
BI data as a marketing asset in brand-building.  
He also has an idea of how the business drivers 
for analytics investments are changing.  
As the world becomes more connected, data is 
pouring in from every corner.

“There are more people and devices getting 
connected to the communication network.  
This is what we call the network society; 
we see anything that benefits from the 
connection becoming connected in the future. 
This means there is a huge amount of data
generated by people, cars, devices, business 
processes, buildings and what-not. So any 
business with an ambition to prosper in the 
future and be competitive needs to understand 
this: Invest in analytics and make use of that 
information!” 

In projects of the near future, real-time and even 
anticipatory analytics will take central stage.  
Self-service business intelligence will gain 
ground. As more and more executives and 
experts need access to data, they will acquire the 
skills necessary to produce their own analyses 
when needed. Business intelligence will become 
a commonplace, much the same way typing has 
evolved from a profession of its own into an  
essential workplace survival skill.



Analytics today should go 
across the entire enterprise 
and not just be focused on 
separate departments or 
divisional reporting.

The business intelligence team may need to 
leave its comfy lair along the corridors of the IT 
department or the finance function and get its 
feet wet in the mainstream of the corporation. 
In the future, the head of the BI team may report 
directly to business management, even to the 
CEO. Also, plain number crunching may not cut 
the mustard anymore. Soon we will be working 
in virtual teams, where a whole new set of skills 
and leadership is required.

Mads Bukballe doesn’t think it matters much 
under what department BI is placed in the 
administrative sense. He is the head of the BI 
Program of TDC A/S, and gave a talk on Building 
an Analytical Factory at a Management Events’ 
Business Analytics event in Zurich, Switzerland.

“I think what’s important for Business Intelli-
gence is not the organizational position. Whether 
that is in IT or Finance or Marketing, that doesn’t 
really matter.”

What really matters, then, is a mindset where BI 
is part of the mainstream. 

“Hopefully, what I’m seeing is that analytics is 
both a central task – you need to have some sort 
of data warehouse putting everything in one 
place, but you also have your analysts sitting as 
close to the business as possible.”

A prerequisite for all these wonderful things 
taking place is that business analytics take its 
rightful place in the very fabric of the business.



“Analytics today should go across the entire 
enterprise and not just be focused on separate 
departments or divisional reporting.”

“It’s more about being a part of an organiza-
tion that’s willing to invest in analytics, and that 
analytics has a right sponsor that can see the 
business possibilities in business intelligence and 
analytics. Something could be central, be it IT, 
Finance or wherever. And other parts of BI being 
as far into the front as possible,” Bukballe adds. 

Thomas Dressendörfer, Executive Advisor New 
Businesses at Straumann Holding AG is adamant 
the BI team will not stay put in the place it now 
holds in the organizational structure.

“Definitely, it’s going to change. Business intelli-
gence is a very small part of the IT organization. 
It has been evolving over time. Finance is using 
much more of their time to get financial insight 
into the business.” 

“If you see many of the big companies, like 
Ericsson, they use data even for branding, for 
totally different needs. So my feeling is that the 
more sophisticated business intelligence gets, the 
more sophisticated resources you will have on 
this team. You’re going to have an organization 
setup where this department is going to report 
to the C-level. Be it directly to the CEO or the 
COO, but it’s not going to stay with IT and it’s 
not going to stay with finance.” 

Ivan Canestrari, Head of Data Intelligence UG 
at Helsana Versicherungen AG, concurs with the 
other experts.

“I’m sure it will change. It’s not important where 
BI is located organizationally. It’s more impor-
tant how they work, how they act, and what 
they connect. I mean they have to connect IT to 
business and in the future that can also be virtual 
teams and not a fixed structure as today.”



analytics teams need 

renaissance people

Curious people are able to 
find more trends.

A general understanding of business and 
people skills will gain prominence in the analytics 
operations of the future. Data Scientist may 
be the most hyped-up job title in the realm of 
technology, yet the need is real. Extracting 
actionable intelligence from Big Data is what it
is all about.

Our experts compiled the following list of the 
key properties of a good Data Scientist, in no 
particular order:

Thomas Dressendörfer, Executive Advisor New 
Businesses at Straumann Holding AG, has an 
unconventional view on the crucial skills needed 
in the analytics team in the future. Earlier on, 
the IT department was responsible for business 
intelligence, hence IT managers would look for 
someone in their own image; a person with good 
IT skills, but limited business skills. All that has 
changed. Now, we need a Renaissance Person;  
a polymath. 

“Now, over time, the responsibilities, the skill set 
has changed. The organization usually reports 
to the finance department. The skill set there 
is more finance- and business-driven and less 
IT-driven.”

Dressendörfer hopes for a completely different 
skill set for the future.

“It’s going to be more about a neutral person,
a person with common sense with a good 
feeling about people, with a good business 
understanding, but also IT understanding. 
More trying to understand the logic of lead for 
the special requirements and trying to moderate 
between the two departments; what is business 
lead and what can we try to do on the IT side.”

Much depends also on at what stage the
company is in.

Key Properties of a 
Good Data Scientist



“If you are in the beginning of a business
intelligence set-up, you will most probably need 
more IT skills. If you are at the higher end of 
business intelligence, you will need much more 
of a service-oriented, neutral person managing 
the whole process.” 

Vinayak Gadgil, Head of Business Applications, 
Responsible for IT Finance, HR & BI at Nobel Bi-
ocare Management AG, stresses the importance 
of knowing your company and what it does 
inside out. 

“I think the most important part, when it comes 
to analytics, is knowing the business processes. 
It is very important for any analyst to go to the 
process and understand what happens in the 
shop floor, what happens at the service center, 
what happens at the finance. Once you really 
understand the business process, you can
really correlate it with the data and what you 
want to do with the data. With that, you really 
help the business.” 

Martin Nyhuus, Head of Performance 
Management at Unifeeder A/S, definitely wants 
a Business Scientist or Data Scientist. 

“They have the right combination of analytical 
skills, business knowledge, statistical skills and 
mathematical skills. That’s very sought after in my 
business at least. And that is very hard to find. 
You can easily find people with the mathematical 
knowledge or the business knowledge, but not 
both in one package. And that is definitely a 
challenge for us to find those kind of people.”

Lene Kjærem Nielsen, Business Intelligence 
Manager at Falck A/S, comes up with a surprising 
#1 quality.

“We are primarily looking for people who 
are curious, who are able to find trends, who 
are analytical in their behavior and their way 
of analyzing or scrolling through data in our 
data warehouse. But the curiosity part is really 
important, because curious people are able to 
find more trends and important information. 
Therefore [they are] able to help the business to 
become smarter and work smarter.”



There is a lot of waste in 
uninteresting customer

WHAT BIG DATA AND
BUSINESS ANALYTICS

cAN DO FOR YOU

Benefit your customers and create
added value for them.

So, you have been hoarding all this data all these 
years, and now your data warehouse is splitting 
at the seams, enough so to make the NSA pale 
in comparison and green with envy. How can you 
benefit from all that data?

•	 Learn to really know your customers. Ole Busk 
	 Poulsen, Head of BI & Analytics at BEC, assures 
	 that digital footprints now provide the same 
	 knowledge of customers that earlier could 
	 only be obtained through meeting them 
	 personally. As face-to-face contact becomes 
	 increasingly uncommon, Big Data steps to 
	 the challenge.

•	 Get a grip of your processes. Big Data provides 
	 an invaluable insight into your processes. 
	 You then use this knowledge to improve
	 your processes, and make them more
	 efficient and less costly.

•	 Make do with less sales staff.

 	 “We could save a lot of money in 
	 our sales personnel [expenses], 
	 because we can advise our 
	 customers digitally instead of 
	 meeting the customers,” says 
	 Thomas Kristiansen, Chief Business 
	 Controller at Nordea Liv & Pension A/S.

•	 Target your marketing. 

“We could save a lot of money in our marketing 
budgets, because we can be better in targeting 
the interesting customers. Because as it is, right 
now, there is a lot of waste in uninteresting 
customers,” Kristiansen admits.

On the other hand, Ashley Latham, CIO at Saxo 
Bank A/S, when asked on how to use customer 
data to company benefit, challenges the whole 
premise of the question:

“I actually think the question is wrong at its 
heart. I don’t think the question should be how 
we can use it for our benefit, I think the question 
is how can we use customer data for the benefit 
of the customer. If we can take the data, 
feed it back to improve the customer experience, 
to benefit the customer, then that will of course 
benefit our business.”



Improved visibility of financial 
and operational performance

Source:	 Management Events Executive
Trend Survey 2015

45%

Ability to predict trends and
new business opportunities 37%

Improved view of customer
activities across channels 31%

Faster Response to changing
market environment 41%

Increased employee productivity 34%

Improved view of product or 
service demand 23%

Improved customer engagement 39%

Better risk recognition and
management 33%

Better regulatory compliance
and governance 18%

“Analytics is focusing on how can we influence 
the market and our customers, how can we
persuade them to stay and how we can make 
better products,” says Mads Bukballe.

“The whole social media thing is maybe still a 
bit of a hype,” Bukballe adds, but maintains 
that companies are already gaining insight into 
customers’ feelings about the business and a 
company’s products. The very real, practical 
applications of business analytics are what has 
convinced executives of its usefulness.”

“There is willingness to invest in analytics, 
because now it is actually changing things, 
where going back, it was just explaining things,” 
Bukballe concludes.

What are the top three goals for analytics
investments in your organization?

As evident from the graph, new goals for busi-
ness analytics are emerging in addition to the 
traditional monitoring and analyzing of 
performance and profitability. Business analytics 
is of great help also in the detection of changes 
in the market and speedy reaction to them. 
Also, a better understanding of the customer 
can be gained, leading to an improved customer 
experience and stronger customer loyalty. 
Analytics helps identify future trends, opening up 
a cornucopia of novel business opportunities.



HOW TO MAKE YOUR

ANALYTICS 
PROJECT
SUCCEED AND
NOT FAIL
Sometimes analytics projects go south.
Especially so, if the CIO is fighting a lonely 
battle. For analytics projects to succeed, the 
entire business management must be 
engaged. Business analytics is a strategic 
development project that can enhance overall 
company success. Analytics combines many 
functions, which is something that makes it a 
challenging project.

Asked about the most common reasons 
why analytics projects fail, Andreas Bühlmann, 
CFO Valora Trade at Valora Schweiz AG, 
has this to say:

“Analytics projects are in many cases very 
complex projects. Complex meaning that a lot 
of departments are involved. Obviously, there is 
IT, which delivers the data, but there is also the 
finance department, sales department, 
marketing... There is the management team at 
the end, who wants some numbers.”

Too often, companies give up in the face 
of adversity.

“There are a lot of departments, and all
departments have different ideas and different 
wishes, and bringing these different wishes to 
one table very often is an issue [where] you don’t 
get a result. This complexity often leads to a lot 
of cost. IT can’t give a good solution that satisfies 
the management, and then, very often, 
management gets cold feet and they step back,” 
Bühlmann concludes.

Vinayak Gadgil has a very clear idea of what 
makes for a successful analytics project.

“I think the most important factor for a 
successful analytics project is the involvement 
of your top management and ensuring that 
everyone in the organization understands that 
it is a strategic initiative which the organization 
needs to take.”

So top-down insistence and some arm-twisting 
may be needed, but also for people to genuinely 
comprehend the necessity of change. In our day 
and age, analytics is a prerequisite for remaining 
competitive. If the competition has better insight 
on the customer or their company’s workings 
than you have, too bad for you.



In 2016, we will organize events for Business Analytics decision makers in 11  

countries. The event in Switzerland will be held on September 28th 2016 in  

Marriott Hotel in Zürich. If you are interested in attending and even having a  

direct influence on the content of the event, please visit the event website.

Barry Feldon
T:	 +41 43 508 51 01 
E:	 barry.feldon@managementevents.com

managementevents.com

For more information, please contact:

http://managementevents.com/events/switzerland/business-analytics/56/

