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Overview of Data and Analytics
for Business Planning
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Why Data?
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at the data.

If all we have are opinions,
t SUQa 3I2 VAUGK
¢ JimBarksdale

FormerNetscape CEO
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What Is Data?

Facts and information used to calculate,
analyze or plan
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What's the Difference
Between Data and Analytics?



Data I1s raw Information.

Analytics are descriptive or
predictive insights, derived from
data, that help inform behavior
and decisions.
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Data Visualization:
Family Size / Life Expectancy



Dr. Hans Rosling

Ahttps://www.youtube.com/watch?v=hVimVzgtD6w
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https://www.youtube.com/watch?v=hVimVzgtD6w

Data Visualization
For Business Planning
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HOURLY VARIATION IN STORE TRAFFIC
Sales by Day Of Week A retail chain’s customer arrival pattern based on normalized
data from 35 stores.
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What Can You Do With Data and
Analytics?

G ! &@a&a to convert
experience and intuition into
iInformation, diagnosis and

recommendationsp €
Peter Drucker, The New Realiti¢989
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What Can You Do With Data and
Analytics?

Understand what converts a prospect into a customer
nA Facebook user reaching 7 friends within 10 days of signing up

¢ 3 Dropbox user who puts at least one file in one folder on deece
@

Twitter user following a certain number of people, and a certain
© percentage of those people following the user back

m A Linkedlnuser getting to X connections ind#ys

SourcesChamathPalihapitiyaChenLWang, Josh Elman, Ell&thmukler MangoTango



What Data Should | Collect?

Thatdepends on what gquestions you want to
answer
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What Questions Should | Ask?

Questions should have answers that drive a business
decision, such as:

Als this person likely to become a customer?

AShould we open d&usinessn this location?
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If a measurement won't change
behavior, It's probably not worth
collecting.
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A good metric Is:

Understandable
Alfé 2 dzQNB o0dzaé SELIX FAYAYy3 (KS RIFGF

A Ratioor a Rate

ATheonly way to measure change andderstand thetension
between twometrics

BehaviorChanging
AWhatwill you do differently based on the results you collect?
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Soé Wibaa Should |

Collect?

Collect Data That Answers Questions
YouWant to Answer
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Example Scenario

AYou are an employee of a
Cambodian coffeshop
company.

AYour boss wants to expand the
business.

AYou are considering Laos
Vietnam,Myanmar, and other
locations in Cambodia.
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YouoOre going to want
questions:

AWhatdo my current customers look like, how much
do they spend?

AWhatdo customers in prospect markets look likare
they the same?

AHowmuch competition is there in the new market?
Alsthe prospectmarket growing or shrinking?

AHoweasy is it to find workers in the prospect market
location?

MangoTango



What Data Do You Need to
Answer These Questions, and
Where Do You Find It?



The data will come from different places:

INTERNAL Data Evaluation
AWhatdo my current customers look like, how much do they spend?
EXTERNA4 Market Research

AWhatdo customers in prospect markets look likare theythe
same?

AHowmuch competition is there in the new market?
Alsthe prospectmarket growing or shrinking?
AHoweasy is it to find workers in the prospect market location?

MangoTango



Sources of Data

INTERNAL EXTERNAL

AAverage Purchase Size AProspect Customer Match
AFrequency of Purchase ACompetition Density
ATimeSpentin Store AEconomic Trends
AHourly, Weekly Spending Rates Alndustry Surveys
Alnventory Tracking AUnemployment Rate
ASocial Media AWorker Education Level

ACustomer Service
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Understanding the Results
Interpreting the Data is Hard Work
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Data Can Be Deceptive

Bill Gates
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Correlated

Two variables that  An independent
are relatedg but variable that

may be dependent directly Iimpacts a
on something else  dependent one.

lce Cream & Summertime &
Shark Attacks Shark Attacks
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Putting the Data to Work
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"If you want to persuade the
boss, you need the data."



Putting the Data to Work

ah LISNI GA 2y I f using yhaigsighisis$he &riglé |
hardest task in an organization.

Managementmust have the ability totransform the
organization based on the data and analytics.

& | | &kear Vision of the desired businegsY LJ O €
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To Summarize:
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Digital Data: Analytics and Social
Listening
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Digital Data: analytics and social
listening
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DanZarrella social media scientist and author «f‘l
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What digital data do you have?
What digital data can you get?

Internal (your own) data
AWebsite logs
AFacebook
ATwitter

External datdo inform your planning
ASocial listening
AHashtag and keyword search
AGoogle and Facebook tools
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What do you want to know?

Your Website

Facebook

Twitter

Who 'E
What o @)
When

Where QAW
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Web logs (Google Analytics)




