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Across the globe, enterprises are making huge 

investments to leverage data analytics tools to provide 

customised offerings and improved digital engagement 

with customers. 

In the past few years, predictive analytics has gone from an 

exotic technique practiced in just a few niches, to a 

competitive weapon with a rapidly expanding use case list. 

The increasing adoption of predictive analytics is fueled by 

converging trends: the Big Data phenomenon, ever-

improving tools for data analysis and a steady stream of 

demonstrated successes in new applications.  

The way predictive models produce value is simple in 

concept - they make it possible to make more right 

decisions, more quickly, and at lower cost. They can 

provide support for human decisions, making them more 

efficient and effective, or in some cases, they can be used 

to automate an entire decision-making process. 

Using Machine Learning and Artificial Intelligence 

algorithms, businesses can optimize and unearth new 

statistical patterns which form the backbone of predictive 

analytics. As part of its Industry Connect series, Imarticus 

recently conducted a webinar on demystifying Machine 

Learning for the average user, featuring Dr. Nisha Arora. 

Read about the key takeaways from the webinar in this 

edition, and as always do reach out to us to co-host 

upcoming webinars with Imarticus.

Some speak of actionable insights to stress the purpose of 

insights derived from mining Big Data. When we do so, 

various levels of analytics maturity can be distinguished, 

depending on how much of the decision process is 

automated, and how much is left human intervention.

To extract tangible business value from mounds of data, IT 

and the business must partner to create an operating 

model that solves specific business problems, invests 

wisely in employing the right technology for each phase of 

the data lifecycle, and delivers self-service analytics with 

reduced development time and costs. To get there, you 

need to know where you’ve been and where you are in 

your data maturity.

The challenges to remaining data-driven and realizing the 

competitive advantages are embedding analytics 

seamlessly into business processes, scaling beyond 

databases and Hadoop, and moving up the analytics 

maturity curve from descriptive and predictive analytics 

into prescriptive analytics.

When the organisational and business needs are in 

synergy, you move up the analytical value chain, leaving 

the management to answer just one question, “Are we 

aware of the next big thing?” In this edition, Gaurav Vasu 

from HCL demonstrates how you can derive significant 

business value by leveraging analytics tools and 

technologies without worrying about maturity models. We 

hope you find his opinion insightful!

As always, I look forward to hearing from you. Please do 

get in touch with us at corporaterelations@imarticus.com 

for any requirements or suggestions to serve you better.  

Best Wishes Always,

Nikhil Barshikar
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DELIVERING BUSINESS VALUE USING
ANALYTICS WITHOUT WORRYING 
ABOUT MATURITY MODELS
By Gaurav Vasu

DELIVERING VALUE THROUGH ANALYTICS

Organisations across industries are in the process of increasing digital engagement, closely integrated with 

analytics, for their candidates, employees and customers. When we meet organisations attempting to do bigger 

and better things, we often turn to the maturity model concept, both as a means of diagnosing the level of the 

organisation’s capabilities in a given area, and of explaining how that capability can be enhanced to ever greater 

heights. 

Maturity models describe the characteristics of maturity across a multi-point scale, from zero or one (typically a 

chaotic state), through to say five, where the capability is at the highest level of maturity and creates a genuine point 

of difference for the firm. For analytics, the journey has many layers and pushes from transactional reporting of lag 

metrics to proactive reporting of lead measures to prediction and prescriptive analytics/insights in various business 

scenarios.

LEVEL 4: PREDICTIVE ANALYTICS

n Development of predictable models, scenario planning

n Risk analysis and mitigation, integration with strategic 

planning

LEVEL 3: STRATEGIC ANALYTICS

n Segmentation, statistical analysis, development of “people models”

n Analysis of dimensions to understand cause and delivery of

actionable solutions

LEVEL 2: PROACTIVE - ADVANCED REPORTING

n Operational reporting for benchmarking and decision making

n Multidimensional analysis and dashboards

LEVEL 1: REACTIVE - OPERATIONAL REPORTING

n Ad hoc operational reporting

n Reactive to business demands, data in isolation and difficult to analyze

4%

10%

30%

56%

(Circle denotes what % of organizations are at what stage of analytics)

Source: Bersin by Deloitte / DUPress.com 
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THE MYTH OF MATURITY MODELS 

In the domain of advanced analytics and big data, large analytics consulting providers or core analytic firms use a 

variety of factors to pin-point a firm on the analytics maturity scale:

Let us first break the myths of traditional maturity models and share learnings from not so successful digital 

transformation & analytics journeys of mid to large size organisations. For confidentiality reasons, I would not 

provide specific names, but will share two examples from my research, observations and interactions with senior 

leaders at large IT services firms across India.

QUESTIONS

TO ASK

Is the firm dealing with the basics or is it in the realm of solving

complex questions using algorithms that don’t just analyse internal

data, but also data from outside the firm? 

Depending on where the firm sits, what would the next generation 

of sophistication look like? 

Do organisations especially large ones who are PE funded,

listed on stock exchanges or even entrepreneur-driven,

have the patience to wait for the results? 

Being a numbers-driven professional, do I feel it’s worth the

wait for the investment to reap benefits? 

EXAMPLE 1: 

A few years ago, a top multi-national IT services firm with large offshore presence took a bold step to automate 

descriptive business and HR reporting completely through Qlik, assuming it would be able to expedite decision 

making to positively impact business and HR metrics. In the third year of its journey, full-scale execution of all 

business and HR reports is still on with very little impact on decision making. Full credit to the organisation for 

reducing reporting TAT (click of button vs. reactive) and optimising the reporting & analytics team which resulted in 

cost savings. However, this is a notional saving given the investment made into vendor evaluation time, leadership 

time & cost and internal team deployment time & cost which would easily take another 2 to 3 years to recover. 

CHALLENGES/LEARNINGS FROM THE LONG EXECUTION CYCLE:

n Technology integration capabilities (Synergies of buyer & vendor systems)

n Vendor domain knowledge for faster transition/automation

n 100% reliance on reporting automation can stall short-term benefits of semi-automated descriptive reports

EXAMPLE 2: 

A large multinational IT & consulting services firm looked to optimise talent acquisition cost & time through 

advanced algorithms and analytics three years back. The firm started the journey by automating candidate 

screening process through NLP & artificial intelligence technology platforms, followed by integrating predictive 

analytics to score candidates on employability/fitment, forecast probability of offer accept to even candidate 

performance/stickiness through Big Data. 



OPINION 06

The false belief was that being a PCMM level 5 company, their hiring processes, candidate data, job descriptions, 

hiring manager behaviour and historical employee data for like-to-like profiles was structured, clean and fully 

reliable. The pilot and actual launch showcased that while candidate data was rich, the internal data to derive key 

insights from predictive analytics was extremely weak. As a result, benefits were reaped only on auto screening.

CHALLENGES & LEARNINGS FROM THE PILOT & EXECUTION EXPERIENCE:

n Capabilities – Running a pilot to test predictive analytics capabilities on small scale (Capabilities of not only 

vendor but also buyer data quality, data environment & availability. Any variables with less than 30% data 

availability cannot be used for any predictive or prescriptive analytics)

n The vendor failed to assess descriptive reporting in buyer organisation (Organisations without matured 

descriptive reporting/analytics capabilities find it difficult to move to predictive analytics)

n Cutting-edge Artificial Intelligence technology with weak data points will yield little or no impact at all

ORGANISATIONAL MATURITY & OTHER CAVEAT

It is necessary to issue a caveat here: The maturity model of your analytics practice needs to marry the 

organisational maturity level. Key questions to consider here are:

ORGANISATIONAL MATURITY & OTHER CAVEAT

It is necessary to issue a caveat here: The maturity model of your analytics practice needs to marry the 

organisational maturity level. Key questions to consider here are:

Is there 

leadership 

buy-in for 

prescriptive 

actions from 

predictive 

analytics? 

Are there 

sufficient 

processes in 

place to 

capture clean 

data?

Does the 

organization 

have a central 

data 

warehouse?

Do we have 

technology to 

support 

advanced data 

analytics?

Does the 

organization 

have data 

required to 

accurately 

predict?

Leadership buy-in is comparatively easier in financial analytics where we deal with numbers and predict numbers  

Whereas, it is an uphill task when the management problem revolves around human behaviour and the attitude 

ranges from completely predictable to absolutely undecipherable! 

Also, it is important to understand that statistics is only a means to an end which prevents a helter-skelter approach 

to service delivery. Without doing predictive modelling and creating causation frameworks, there’s still much value 

that can be delivered to businesses. A leap in the analytics value chain without the same lever in the organisational 

maturity would render the outcome useless. 

Here are a few examples to demonstrate the value delivered at different maturity levels without the constraints of 

sticking to gradual movement up the analytics value chain:

AIR BNB AND INDIAN BED-LINEN INDUSTRY

Nearly a decade back, a handful of financial analysts supporting HNI’s ran simple descriptive & correlation analytics 

(graphs and dashboards) on the growth of bed-linen industry in India and merged with causation analytics to 

identify possible indirect sources of demands for listed bed-linen companies. This sort of data can be a goldmine for 

decisions about community growth, product development, and resource prioritization.
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This led to a conclusion that growth in the number of rooms listed on Air BnB by home owners and the push towards 

cheaper good alternatives to the established hotel industry would push the demand for bed-linens from 

manufacturers in India. Five years down the line, both listed and unlisted players have seen a huge surge in both 

top-line and bottom-line and a decade down the line a few players become multi-baggers.

FINANCIAL ANALYTICS FOR END HNI CUSTOMER

The financial services industry in developed nations are truly leveraging the power of prescriptive analytics, 

providing prescriptive actions to customers on banking and investment decisions, based on factors such as 

personal health, financial status, weather conditions in cities they live in, political or ecological changes and many 

more such direct derived data.

PRESCRIPTIVE ANALYTICS AND CONSULTING FOR GOVERNMENTS

Most matured countries who have connected systems, high-end technology and citizen data captured over the 

years are, in fact, in a better position to leverage prescriptive analytics in policy, political and economy related 

decisions. Virtual Singapore is one of the best examples where policy makers, statesmen and citizens can build or 

test decisions through use of IoT and prescriptive analytics. The US government has a team of data scientists testing 

various decisions to outcomes of various policies implemented around the world to help enhance the decision 

making process. This is a classic example of going from descriptive reporting to descriptive insights generation and 

finally slowly moving towards predictive reporting, which is extremely mature and requires huge investments.

HOW TO DERIVE VALUE?

Value comes from things that matter at that point in time and for the overall organisational purpose. Almost 80% of 

the reporting done in most organizations is transactional with metrics that are of little value —that’s where we 

should start. 

The right metrics provide a context around which performance can be analysed. With the wrong metrics, an 

executive summary gets reduced to an anecdotal commentary. For instance, reporting employee attrition by 

various bands/locations/skills etc. renders little or no value unless key employee clusters/groups to be retained are 

identified, reported, predicted and prescriptive actions taken on this cluster to impact employee attrition as a 

metric.

Such outcomes presented in a compelling fashion win over the management’s trust and get them to rethink 

processes and workflows, invest in technology and infrastructure, and adapt to the organisational changes that 

arise out of your analytical frameworks. And when the organisational and business needs are in synergy, you move 

up the analytical value chain, leaving the management to answer just one question, “Are we aware of the next big 

thing?”

Analytics teams need to deliver descriptive and predictive models with Intelligence, Insights and Prescriptive 

Actions to drive value and not just good looking dashboards or statistical models. This is where a combination of 

statisticians, data scientists and domain experts can collectively add value to answer the question of the next big 

thing.

INSIGHTS TO ACTION

It is important for analytics teams to focus on results but it is equally imperative for the firm’s leadership to be ready 

to convert prescriptive insights into measureable actions.

Significant untapped value lies in data that already exists in most organisations, and analytics teams need to assess 

the capabilities required to effectively exploit this data. However both the leadership team and the analytics team 

needs to establish a clear focus on tangible business value.
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Further, analytics teams need to establish an agile analytics data architecture and methodology to address ever-

changing business requirements and opportunities in a way that can evolve along with the business to become a 

source of genuine strategic value (that is, link it back to the balanced scorecard or organisation goals). Business 

users and leadership needs to be prepared to act on insights from descriptive to predictive analytic models to see 

the true value of investments made. 

Gaurav Vasu is Global HR Market Intelligence & Analytics lead at HCL. 

He works with CHRO and senior HR leadership to shape the business 

strategy, identify human capital implications and design people 

practices to enhance performance and productivity. He is one of the 

top industry experts in the Research, Consulting and Analytics 

domain.

He also specializes in Growth Consulting (IT/ITES), Industry 

Landscaping, Industry Analysis & Assessment (India, China & 

Philippines) Market Entry Strategy, Talent Supply Mapping, Vendor 

Analysis, Peer Group Benchmarking, Financial Analysis (Discounted 

Cash Flows, Relative Valuations, Simulation, etc.) and Wargaming. 

During his 12+ years of experience, Gaurav has helped grow the value 

chain in companies such as Accenture, Zinnov, and Knowledge Faber & 

Nirvana.

ABOUT THE AUTHOR

Gaurav Vasu
Global Market Intelligence and Analytics Lead at HCL Technologies
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MACHINE LEARNING
DEMYSTIFIED
Expert Faculty: Dr. Nisha Arora

Imarticus Learning conducted a webinar on Machine Learning with Dr. Nisha Arora, an industry leader in analytics. 

In this webinar, we discussed Machine Learning and why it matters. Machine Learning is a term trending not only 

within the IT industry but also in industries such as healthcare, marketing, finance, human resource and education.

In simple words, Machine Learning is the science of getting computers to act without being explicitly programmed. 

It is concerned with the question of how to construct computer programs that automatically improve with their own 

experiences and outcomes. 

MACHINE
LEARNING

ARTIFICIAL
INTELLIGENCE

STATISTICS

STATISTICAL
PHYSICS

NEUROSCIENCE

COGNITIVE
SCIENCE

INFORMATION
THEORY

SIGNAL
PROCESSING

OPTIMIZATION

In traditional programming, the computer accepts data components and a program and creates the output.
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However, in Machine Learning, the data and output are used as key information components and the program 

becomes the eventual output. This image helps understand this concept. 

Improved Machine Learning algorithms, access to more data via sensors, better computing and processing 

capabilities and the demand for self-customisation have contributed significantly to its growth over the past few 

years.

DATA

OUTPUT

PROGRAM

COMPUTER

DATA

PROGRAM

OUTPUT

COMPUTER

TRADITIONAL PROGRAMMING MACHINE LEARNING

APPLICATIONS OF MACHINE LEARNING:

FINANCE

Credit Scoring and Fraud Detection Analytics

RETAIL 

Market Basket Analysis and Customer Relationship Management

HUMAN RESOURCES 

Skills Management and External Recruitment

OTHERS

Stopping Malware, Self-driving Cars, Weather Prediction

MARKETING 

Customer Segmentation and Customer Churn Prediction
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PREREQUISITES FOR CAREERS IN MACHINE LEARNING:

CATEGORIES OF MACHINE LEARNING ALGORITHMS

POPULAR TOOLS FOR MACHINE LEARNING:

STATISTICS

LEARNING STYLE

CALCULUS

SIMILARITY IN
FORM AND
FUNCTION

PROGRAMMING

THE TARGET
FUNCTION

Machine learning algorithms are segmented on the basis of:

The Machine Learning Demystified webinar was part of the #ImarticusLive initiative that reaches out to the 

Imarticus ecosystem of students, trainers, corporate partners and well-wishers to conduct regular live webinars. 

These webinars are conducted fortnightly and the participation has grown to over 100 participants.

R PYTHON HADOOP RAPIDMINER ORANGE

KNIMEH20WEKA

JAVA
MACHINE 
LEARNING
LIBRARY

WINNER:
OVER 3 OUT OF 4 ANALYTICS PROFESSIONALS USE R
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GOOD READS

GOOD APPS

GOOD TALKS

THE HUMAN FACE OF BIG DATA

The brainchild of photographer and author Rick Smolan, 

"The Human Face of Big Data" app offers a well-curated 

collection of tantalizing essays and photographs delving into 

Big Data, a revolution in information and analytics that is 

changing the very world we live in.

You've never seen data presented like this.

With the drama and urgency of a sportscaster,

statistics guru Hans Rosling debunks myths

about the so-called "developing world."

https://tinyurl.com/zdkay43



ABOUT IMARTICUS LEARNING

Imarticus Learning is formed to bridge the gap between academia and the industry. The firm provides a 

range of Corporate Solutions designed to assist firms in meeting their skill set requirements.

Headquartered in Mumbai, Imarticus has delivery capabilities across India with dedicated centres at 

Mumbai, Bangalore, Chennai, Delhi, Coimbatore, Hyderabad and satellite centres at Pune and Jaipur.

Preferred sourcing and 

corporate training delivery 

partner for leading Global 

Banks, Consulting, KPO, 

Technology and Analytics 

firms.

Range of customized delivery 

methods such as instructor led 

training, e-learning, workshops 

and seminars for optimal 

training effectiveness.

HIGHLIGHTS

CONTACT US

AGILE HIRING
Ready Placements
at No Cost

2-3 Month Programs
Targeted Towards Onboarding

SOURCING TO PLACEMENT

STAFFING
6-9 Month Resource
Staffing in Analytics

2-10 Day Programs Targeted
Towards Employee Skill
Development

CORPORATE TRAINING
HEAD OFFICE

th5  Floor, B-Wing, Kaledonia,
HDIL Building, Sahar Road, Andheri (E), 
Mumbai - 400 058

Tel: 022-42422016 / 42422017

BANGALORE
stNo.143, B 1  Floor,

60 feet Road, 5th Block,
Koramangala Bangalore - 560 095

Tel: 080-45129914 / 45129924
Mob: +91-9008668548 / 8971729953

CHENNAI
nd2  Floor, East West Centre,

128, Nelson Manickam Road,
Chennai – 600 029

Tel: 044-43558466 / 45642104
Mob: +91-9789879741

VISIT US: www.imarticus.org/corporateEMAIL US: corporaterelations@imarticus.com

DELHI - NCR

HYDERABAD

COIMBATORE

Plot No.10, Dakshin Marg,
DLF Phase-II, Gurugram - 122008

Tel: 0124-4874030

504/1, 5th Floor, Block 1, White House, 
Begumpet, Hyderabad - 500016

Tel: 080-45129924 / M: +91-9515110300

1055, Gowtham Centre, First Floor, 
Avinashi Road, Coimbatore – 641018

Tel: +91 9952168073

Training and content delivery 

capability, across the areas of 

Investment Banking, Finance & 

Treasury, Capital Markets 

Operations, Business 

Analytics, Technology and 

Consulting.

ONLINE
e-Learning Solutions That
are either Self-Paced or
Instructor-led
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