
Business Requirements
An important first step, often overlooked, is to get clear on where and how data 

analytics will support competitive advantage for your business. 

The question of where to apply data analytics within your organization starts with 

an understanding on the key drivers of success and where performance in these 

areas needs a lift; what are we trying to achieve? Where could we be more focused? 

What, if we could anticipate better, would help us stack the cards in our favour? 

An obviously place to start is with your customers. Predicting how customers will 

behave and respond is strategically valuable when used within the correct context. 

This application cuts across industry sectors. For instance, if you’re customer 

management strategy includes pro-active campaigning and contact, you should 

be using data analytics to target this activity to ensure the highest cut through, 

optimal customer experience and best value for your spend.

To derive value from investments in data analytics, organizations must start with a clear vision and 
unified focus on the goals they want to achieve, according to FTI Consulting’s Mark Higgins. Here, he 
offers advice about how to develop a solid game plan to derive sustainable value.
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Effective use of data analytics is proving strategically valuable for 
organizations across industry sectors. However, achieving that value, 
with adequate return on investment has been difficult for some. Progress 
is often constrained by infrastructural legacy issues, a disjointed 
approach to adoption and a lack of understanding on what is required to 
operationalize analytical insights across one’s business processes.

Data analytics 

Getting to ROI

Predicting how customers 
will behave and respond is 
strategically valuable...



Examples of customer 
behaviour prediction:
1.  Which customers will leave? Churn is a major issue 

for many sectors, especially those that are subscription 

based like Telco’s and Utilities. Many businesses are simply 

‘running to stand still’ as they continually turn over their 

book with new sales, not achieving any sustainable growth 

or customer tenure.

2.  Which customers are most likely to buy my new

product? The ability to effectively present relevant, timely 

product offers to existing customers, for both up and cross 

sell is a valuable capability, but needs to be informed by 

customer propensity to be truly effective.

3.  Which customers could I win back? Leaving the door 

open and contacting those customers who you’ve modelled 

to have the highest likelihood to return, when you know 

they’ll be back in the market in 12, 18 or 24 months’ time.

4.  Which customers are most likely to be fraudulent? It 

is estimated that in the Ireland alone €250m of insurance 

claims made are fraudulent (ref: Insurance Ireland). Savings 

in this space fall straight to the bottom line.

Predictive analytics can also highlight the important 

transactions in your business operations that require 

special attention. With typically millions of transactions 

being processed annually, automation and straight through 

processing are key efficiency drivers; however suspect cases 

can and do slip through:

1.  Which loans will likely default? According to the 

Central Bank of Ireland 14% of personal loans and 17% of 

mortgages defaulted last year. Predicting these cases to 

inform and implement tailored collection strategies is a 

real profit driver.

2.  Which insurance claims will include certain costs

(e.g. bodily injury)? Predicating these claims to direct 

early settlement strategies can save insurers significant 

legal costs, again with this falling straight to the bottom line. 

The average bodily injury claim in Ireland is €15k, with up 

to 60% of this being legal costs. 

3.  Which broker submissions should I prioritize? With 

limited resources how do I focus on those most likely to 

convert and most likely to generate profitable returns?

Technologies, Tools 
and Techniques 
Historically, organizations have made use of diagnostic 

or descriptive analytics to search for and analyze data for 

anomalies in order to find trends and insights that could 

improve operations. More recently, the need to anticipate and 

predict, combined with the emergence of big & fast data, has 

given rise to the adoption of complex predictive models and 

related technology.

The big data analytics universe consists of a variety of 

complementary components that are reducing the barrier 

to entry and enabling faster adoption of advanced analytics 

platforms by a broader base of users. For example:

• Cloud computing and storage enables software as a 

service (SaaS) capability and reduces the need for 

in-house infrastructure, thus improving time to value and 

lowering fixed costs.

• Advanced computing/database platforms have overcome 

the scaling limitations, speed and functional constraints 

of older systems, enabling integration with knowledge 

discovery and analytics capabilities.

• Knowledge discovery and analytics capabilities have 

advanced in terms of tools and techniques, such as 

semantic searching, artificial intelligence, neural nets, 

deep machine learning. Related algorithms have enabled 

a variety of sophisticated capabilities, including image 

recognition, speech-to-text / text-to-speech and real-time 

fraud detection.

A variety of data analytics technology and tools are available in 

the market, with vendors that provide standalone modules or 

embedded suites delivering analytics on premises or via SaaS 

(Software as a Service) that can serve needs. Determining 

which option best fits one’s business requires an informed 

view of your enterprise information and analytics needs, driven 

by commercial objectives, with alignment to your existing IT 

infrastructure. This will allow for initial development of a short 

list of prospective technology partners.

Data Management is key
Analytics is data-driven. Without the raw material of sufficient 

amounts of usable data, investments in advanced analytics 

such as predictive modeling will not pay off. Most organizations 

have data gaps, whether this is in quality, completeness or 

reliability. If you haven’t looked, then you can be certain they 

exist. Informed by your business goals for analytics, your data 

gap analysis should focus on aspects such as:

• What data your business systems acquire, use, 

transmit and store.

• How your data is structured and stored. 

• Quality and completeness of required data points 

and sources.

• How data and information is protected and controlled.

• Where and how is data and information used, 

presented, consumed.

In addition, one’s data assessment should consider the state 

of your business systems and information systems in terms 

of people, process and technology. What are the critical 

weakness, strengths and opportunities, and what can be done 

to address them?
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Gaining Value From Data 
Analytics; Typical Pitfalls
A properly executed data analytics initiative can provide 

valuable insight into how business activities can be made more 

effective and efficient, improving outcomes and performance 

of the bottom line. effectiveness in this regard is driven from 

the top down, starting with the Ceo’s vision and advanced 

throughout the organization with a unified focus on corporate 

goals and objectives.

Competitive advantage is not achieved if the insight is 

not effectively translated into measurable action. In other 

words, don’t rush straight into the “cool stuff” of building the 

analytical models without clarifying why you want to do this 

and what is going to be involved in realizing the associated 

benefits. 

For example, one our clients, a large general insurer had 

initiated a data analytics project to predict customer and policy 

churn but did not give appropriate attention to the underlying 

requirements and design of retention propositions and 

proactive retention campaigns. This resulted in the generation 

of high quality retention leads but with no corresponding 

improvement in churn scores. In this instance, the correct 

approach to ensure return on investment was:

1.  Clarify what is needed to predict—“Which customers are 

likely to leave at the next policy renewal?”

2.  Gain stakeholder buy in and agreement on the corrective 

action to take to improve the predicted outcome, i.e. design 

and execute a proactive customer contact, in advance 

of renewal, with an appropriate, compelling retention 

proposition. This implies a cross-functional process, with 

stakeholders from product underwriting and pricing, 

marketing, distribution/channel management, and IT.

3.  once assured that an agreed plan to implement the required 

corrective action is in place, proceed with the investment 

and effort required to develop the predictive insight, i.e.

a)  Understand and gather required data.

b)  Cleanse and structure the data for analysis.

c)  Perform basic, one-way analysis to identify 

predictive variables.

d)  Develop the predictive model.

e)  Test and calibrate the model.

f)  Apply model scores to generate campaign 

leads from your customer base.

g)  Implement, measure and continuously fine-tune 

your pro-active outbound campaign.

Following this repurposed approach, we also helped the 

client streamline their processes and increased overall 

strike rate. Strong stakeholder engagement was maintained 

by including representatives from underwriting, claims, 

marketing, distribution and IT at every stage of the data 

sourcing and analysis phases. once the model was launched, 

the organization was prepared to “own” the model’s outcomes, 

improving it with active feedback and regular updates.

More than just technology…
Gaining value from data analytics requires more than just 

a focus on technology; an obvious point which is too often 

overlooked. Across sectors, we continually see organizations 

taking a technology led approach to such initiatives, often 

triggered by the sales practices of technology vendors. 

Attention must be given to the commercial drivers within ones 

business for investing in data analytics, plus how the resulting 

insights will be ‘weaponised’ across related operations to 

drive the value. In addition, the mechanics of effective data 

management to enable this value need to be covered. 

The good news is that when approached correctly, businesses 

can unlock remarkable commercial value from their data 

assets. Significant, in year return on investments are 

achievable. Paying attention to the points and pitfalls outlined 

here will help ensure that investments in data analytics pay off 

for your business in a meaningful and sustainable manner.
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