


Setting the scene
REALITY CHECK



Your world is changing




We live in the Digital Economy
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“In today’s society,

is the primary resource for individuals
and for the economy”

— Prof Adeline du Toit
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The 215t Century Competitive Environment

== THE RETAIL STORE TECH MARKET MAP

BEACON-BASED ANALYTICS & MARKETING | IN-STORE POINT-OF-SALE FINANCING VISUAL SHELF CONNECTED SHOPPING
BEE SwipLe | R divido blispay MONITORING CARTS
. ilNext ucli / » .
¥ Retail @Euct : Q R R A(?UI'I storeFlhe 0 o E. =
: # ight
.‘ wimoe %) Shelfbucks bfonics i ieversig
/ STORE MANAGEMENT SOFTWARE o | DIGITAL SIGNAGE
A ; ; g o 1 S0 ENPLUG
B FOOTMARKS  MIiNODES sensorber bindoPOS () lightspeed ¥ SHOPKEEP o(zt &
‘| EEE et Revel | 5 aiClerie
rgte uadle
B eszU 8 shopadvisor shelv sconife .. ®
[
INTERACTIVE AISLE DISPLAYS
> GreyJean pulsate WSS E— E
°e » el rmm Ocloudtags  ege(y MOKI
; 0%e® ; — e Y % = :
PILEXURE nal Inc. Ty 3 &
A Scamlytics nc. o e W = EEIT alo  pommmE  Vee
Q®rERCOLATA (® Radius Networks vou CUSTOMERLOYALTY
o oz 3 =
OKMETRIC beabloo \/ Movvo Biicishel  CEEN Dealyze Sta rt_u pS
erkville .8 APP | bell
MideoMinne SEWIO 2 Viewsy LevelUp - (chro e ,: Y -
A\ . — : (3 xouron 3 M
O A oo [— ransformin
2. . POINT-OF-SALE REVIEWS & MARKETING
IFINITY : walkbase TAMECCO
= al:’ “truRating w 3crebo . .
AUGMENTED/VIRTUAL REALITY TOOLS I ‘ - YN ftiexreceipts b I Ck & m O rt a rr et a I I
GAUGMENT M) TRiLENUM __ﬂ= S SMART DRESSING ROOMS
| -
jInContext T 14 ?i -
INDOOR MAPPING
N Y > EMPLOYEE TOOLS [ DIGITAL IN-STORE ASSISTANTS
NexTNav IndoorAtias Parmar
(cartogram @indoora #disiedn @predictspring  [Wheatro (32, Shyft | felggyy simbe
2 Zinc
OMNICHANNEL ANALYTICS ®Salesfloor @ Proxidyne () branch siEshifrlaoning” || [ INVENTORY MANAGEMENT
Aindex 4D ShoppinPol T oneview| || gugsT WIFI Staprteyy, ([P © BLUBIRCH
D NEWSTORE “’welcome h O 3 g AL -
PAYMENT PLATFORMS s cheerfy 1281 @ stitch @ vsasweo blueyonder
oy .| MUSIC MANAGEMENT
Gpeyworks (@) POYNT [3fattmercho ] e €2 CBINSIGHTS :
wimwne  rrcepovear (mobeoy || IO QLD BROCKEOT  Arup @maritzacurryl 6



The 215t Century Competitive Environment
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The State of the Data & Analytics Industry

$17.1 billion

For the past few years m'“ worawise susness (T [T (1) (1 IR (O (D () (1 (D

analytics and business intelligence Intelligence ~ revenue
forecasted for 2016 Failure rates for Bl projects are in the
have been the

top CIO technologg 30-90% range
priority

40% of business executives base

their major decisions on judgment
instead of on business analytics

Global Bl and analytics softwar
market expected to increase fro

|
517.9 billion (2014) l Fewer than 30% of BI initiatives
A w o initiativ
to $26.78 billion (2019) : S .

| 5 ’ will succeed in aligning analytics | ‘ ‘ ‘
- IOf = [ ‘a with enterprise bu5|.r'ess drivers . I I I
=4l — ¢ —

The Bl software and analytics software market in Middle )
East and Africa will grow at 8.3% in the next 5 years to

reach $4.1 billion by 2020 _f
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$4.1
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WHY is there this contradiction in the industry?

?
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DATA &
ANALYTICS

can change your
business....

-.BUT

your organisation
has to change first

’
® ’
,
’
’




WHO is responsible for formulating a Data Strategy?

?
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Data Strategy
should be dictated

SS5>55>>>>

by
IT / Business

TEAM SPORT

SSS>5>>>>




Alignment, Alighment, Alignment

Innovative
thinkers

08
"

BUSINESS

Bl/Analytics
Community

BI/DATA

Traditional
thinkers

Non-
Bl/Analytics
Community

-2 YR

C-level
executives

3rd Parties &
Vendors

IT Security &
Governance

@maritzacurryl 13



CURRENT REALITY

Data Management,
Governance & Analytics
INTERVIEWS

' ¥

Maturity
Assessment

¥

AS IS & TO BE
picture

@maritzacurryl

Data Strategy is a process, not an event

People
Process
Governance
Technology
strategy Strategic
formulation
Framework
workshop
Capability Map esot
Data Principles (Goals
Strategies
Objectives
Tactics)

Opportunity Matrix

Business & IT (technical feasibility +
strategy alignment business value =
' . prioritisation)

Measure,
evaluate,

tation rethink,
Roadmap realign

¥

Conceptual Implemens

design

¥

¥

Data Architecture 3 Year Plan Data Strategy
People Structure v Scorecard

Operating Model 365 Day Plan

v
100 Day Plan

SHARED
VISION

14



WHAT is a Data Strategy?

?




VIEW 1

Data Strategy is
about

TECHNOLOGY

DATA, PEOPLE,
PROCESS &
TECHNOLOGY

SS5>55>>>>
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Bl / Business Analytics / Data Trends

Advanced
analytics

Q
{. Dﬁ Data discovery &
. visualisation

Collaborative
analytics

Self-service Bl

Artificial intelligence &
machine learning

Data complexity

@maritzacurryl




The 3 Pillars of a Data Strategy

}ﬂ DATA &
Data Governance

TECHNOLOGY

PEOPLE &
PROCESS

Strategy

V

CONSISTENCY

STRATEGY ()C% 2

. Data
Data Analytics ENABLEMENT Management

DATA & Strategy %gy Strategy

TECHNOLOGY

@maritzacurryl 18



WHAT should be included in the Data Strategy?

?
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Data Strategy is
about getting

SS5>55>>>>

EVERYTHING
right

RIGHT THINGS

SSS>5>>>>




Data Strategy Framework

ORGANISATIONAL ENABLERS OUTCOMES CORE DISCIPLINES SYSTEM/TECH ENABLERS

Value Management & Measurement

Organisational Strategy

SRS G_rowth Productivity Strategies People Strategies BES Comphance
Strategies Strategies
Data Governance Data Analytics
8
3 Guiding Principles Data Management
W %]
> ~
5 8 S
£ . : = 2
2 Decision-making o3 Data Architecture Data Quality Data Modelling & 2
a Bodies 3 Management Management Design Management S
g g 3
= . . Data Integration & o
o - . % Data Storage & Data Privacy & Security Inter opegr ability ©
Decision Rights 5 Operations Management Management =
& Management =
z ®
& Document & Content Reference & Master Metadata 3
Processes % Management Data Management Management ]
D -+

Policies & Standards
Solutions / Technology
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Understand the Problem

HIGH focus - - LOW focus

Organisational Strategy
37%

Data Governance Data Management

Program Objectives Data Architecture Management

40%

Data Privacy & Security
Management

66%

Guiding Principles

Decision-making Bodies

%69
juawafeueyy apiaaj eleq

43%

Data Stewardship Roles & Tasks
63%

People
51%

Process

54%
Policy & Standards

43%

Technology

Ownership - Data Governance is everyone's responsibility
34

Solutions
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WHO is responsible for executing the Data Strategy?

?
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Data Strategy is
EVERYONE’S

SS5>55>>>>

IT’s/Business’s
responsibility
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Data Ownership & Stewardship

Executive Executive Level
Enterprise Data Governance Steering Committee
BU1 BU1 | FINANCE MARKETING BU3 BU4 IT
Strateg.ic Data Governance Forum (Executive Data Stewards)
Ciltegprise ﬁ ﬁ i ﬁ i ﬁ ﬁ WHY are we doing this?
Tactical Technical Committee (Data Domain Stewards)
: ® [ 4 o [ 4 [ [ [ 4
Cross Business n ﬂ ﬂ n n n n WHAT should be done?

BUSINESS ANALYTICS CoE (Business Data Stewards) EA FORUM|(Technical Data Stewards)
[ 4 [ ) [ d

Operational
Cross Business & Business Unit Specific

HOW should it be done?

@maritzacurryl 25



Data Stewardship story

/‘ This is ridiculous! I'll have to )
work late to catch up the “.
~ hours that | wasted standing~

inline... \) il

BRANCH STAFF OPTIMISATION

Clients faced with LONG queues
due toincorrect forecasting of
“Required staffing”

Forecast of Client demand is
calculated based onincorrect
historical service volume

Legacy business rules in the code
result in closed branches being
included

Business rules are built into

Client service data is
complex code which runs daily

uploaded into <system>

DATA QUALITY MANAGEMENT
_{ That was quick! Time for

lunch before I have to go )
back to work.

BV s 2N .
( D) é\ 4 ) G 3) - O e Sl .
/\l\ /J:l >\ | I3
gg- L_ 6 00 - r |
i : ; i Team targets the variables with . . :
BusmessPata steward Key variables are defined and A}:(tomated;est prCkS UprUddﬁn the lar. e%ariances and exclude Clients experience more optimal
and Business unpack selected for daily monitoring SPIkE '? m;m croropen ralsnc €3 gclosed g wait times, and knows a visit to
or forecastingmode <company> is smooth and efficient
26

staffing forecasting model
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HOW do you ensure the longevity of the Data Strategy?

?
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Build it and they

SS5>55>>>>

will use it

CHANGE

SSS>5>>>>
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“Of Bl success is determined by factors other than

DATA & CORE ANALYTICAL TECHNOLOGY”

— Information Age

29



Change Management

T.Knoster Model \/

CHANGE Vision Skills + Incentives + Resources + Action Plan

Confusion
Anxiety

Resistance

Frustration

False starts

@maritzacurryl



Non-intrusive Data Governance & Management Practices

The
Data
Administration
Newsletter
DANI'I? 233!332’§cs Since 1997

and Greatest Success

Published by Robert S. Seiner

ROBERT S. SEINER

@maritzacurryl
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Non-intrusive Data Governance & Management Practices

Formalise
existing Data
Governance &
Data Management
practices

@maritzacurryl

Embed Data New practices must
practices in existing deliver value to the
Business & IT organisation &
processes individuals

32



Quantify the WHY

DEFENSE h OFFENSE
FINES BUSINESS GAINS
OPPORTUNITY COST COMPLIANCE OPPORTUNITIES
COST - PRODUCTIVITY HOURS GAIN - PRODUCTIVITY HOURS

- »
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FINAL
THOUGHTS



Data is ¢ %
everyone’s "
responsibility @:
C)

” Q Do the

& right things

An overarching, clear
strategic vision for data
within the organisation —
co-authored by IT &
Business

@maritzacurryl

Data Strategy is about
data, people,
process &

technology

Manage

CHANGE

35



How to contact me

Maritza.Curry@pbtgroup.co.za

+27 083 460 5636

za.linkedin.com/in/maritzacurry/

@MaritzaCurryl
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