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What does it take to be a leader in analytics?
First of all, you need to have that business context. If you don’t know what you are
trying to solve for, then it’s difficult to come up with any analytics. Having been in
different sales roles, having seen different parts of the industries within GE, even
different parts of businesses — business management, marketing, sales — provides
you with a lot of business context.
Number two, you need to be close to the data — so, my studies in IT, knowing how the
data warehouse systems works, knowing how the BI system works. I guess this also
helps to manage expectations with the end customer. What needs to be fixed first?
How important is data governance?
The third step: You need to create actionable insights, not just build another report
in a different system. So, again, you need to know what you’re trying to solve for
to actually, with that visualization, lay out the answer and not just provide a bunch
of data.
What does analytics let you do now that you couldn’t before?
Pipeline trending is something that I wish I had three years back when I was in my
sales role. With that insight, you save a lot of time on the conversation with your
management because it literally tells you what new opportunities you’ve created and
what happened to the existing ones.
Previously you had to review changes with management verbally. You really had
to sit together, because either way you write everything down or you kind of talk to
your manager about it. So you basically have to go deal by deal. Now it’s really
understanding the big picture. If nothing really sticks out with what you’re seeing,
then you don’t have to go into the details.
Tell us about a challenge you encountered working with analytics.
There’s probably a couple of angles to look at. From an end user’s perspective, it’s
driving change. No matter if you are coming up with a much better solution, if an end
user has to change by looking at some different information, looking at how to interpret
information, questioning the data, doing some data validation up front — change has
always been the most time-consuming issue.
Then even before you create the insights, stitching data together from different
systems, you realize, okay, the data isn’t perfect. So you realize that data governance
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is an important part and sometimes takes up 80% of the work, and the remaining
20% is just the easy dashboard building. No matter what tool you use, it’s totally
independent from Einstein Analytics. In that case, change, data governance,
adoption are key.
What advice would you offer to someone at the beginning of a career in analytics?
First of all, always question, “Why are you asking me to do this?” Don’t just execute.
Try to totally understand the underlying business context. If you don’t do that, then
chances are you’re not really coming up with the right solution. You might come up
with an answer and you might come up with a solution that is meeting exactly the
need, but if you want to go above and beyond, it’s always helps to fully understand
the business context, to take it to the next level.
And then, be open to other people’s opinions. It might sound obvious, but if you have
a specific solution in mind that you know works, you might just want to go forward.
But on diverse teams, you’ll always have someone with a great idea. You’ll always have
someone who comes up with something that’s useful maybe for performance
improvement, maybe more effective ways of communicating, maybe an appealing
design for an end user to easily navigate around the application.
And, ultimately, deliver quickly. If you feel there’s a big problem you can solve with
analytics, use that momentum and deliver quickly. If you do that, it’s much easier to
get the wow effect.
Tell us about an unexpectedly big impact analytics had on an organization you
worked with.
When we do our order forecasting, every week we usually have a number which is
slightly moving up because you expect the forecast to grow or to be at least steady.
So you have very minimal movement of that orders forecast for quarterly forecasting
purposes.
Now, what pipeline trending unveiled was how that number came together. So let’s
say, out of 100 million, there were 20 million that moved out of the quarter and
10 million new opportunities created and maybe another 10 million where the size
of an existing opportunity increased due to cross-selling. So all of that insight you
did not have before, and therefore you did not talk about pulling in those 20 million
which got moved out of the quarter — now you can actually do that.
So it’s not changing the strategy or direction, but what you can do is, as a leader,
at least have a conversation and understand why certain deals got pushed out to
the next quarter, and, more importantly, what you can do to pull them back in.
So ultimately, it drives your revenue and your bottom line.
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