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Stakeholders
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Data 
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Methods

External 
Stakeholders
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Concerns & 
Objectives 

BI Solutions Measured 
Results 

Brand Retention

Ø Brands discontinue re-
targeting program due to 
initial false expectations. 
Low program conv. rate
Ø New marketing channel, 
Effectively provide 
measurement on 
Performance 
Ø New Channel: 
Attribution

Key Performance 
Goals

v Set Proper Key 
Performance Indicators, 
building vertical 
benchmarks 
v Performance Review 
Cadence 30/60/90 
days
v Tracking, Attributing 
& Incrementality

Brand Performance 
Review 

ü Actual performance KPI 
has revealed projected 
metrics  
ü Dashboard automation 
of performance
ü Effective tracking 
methods led to brand 
confidence

Marketing System Business Action

decisions

feedback

Objectives

Figure A.



Descriptive Predictive Prescriptive

Math
Ø Statistical Knowledge
Ø Graph Interpretation
Ø Algorithmic Marketing

Computer 
Science

Ø Programming skills
Ø Data Warehouse
Ø ETL process

Domain 
Knowledge

Ø Industry
Ø Vertical types
Ø Brand awareness 

BI - Marketing 
Strategist

Exploratory Process – Explanatory Levels  

A/B Testing: Statistical Method testing

Response Measure: Statistical Methods 

Correlational Models: Spearman 

Linear Models; Regression methods 

Yield curve analysis; Scale Optimization

LTV Model / RFM Model / Propensity Models   

Confident          Familiar

• Data Summarization
• Data quality assessment
• Finding Correlations

Stage 1-3

• Observing correlations
• Attain input features
• Scoring methods, etc.. 

Stage 4
• Optimal decisions
• Price assessment

Stage 5
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Statistical Methods, i.e. 
hypothesis tests, are 

essential in telling the story. 
However, expanding the 
analysis can occasionally 
reveal there to be lack of 

practical significance when it 
comes to insightful decision 

making.

Figure B.



Python

R

1.0 10.0

current *desired

*Greater interest to continue in learning Python with aspirations in 
reaching the desired scale by end of year.

Additional example in expanding data analysis for achieving 
informed insights via R.

Optimize 
• Partition_0 (integer year)
• Partition_1 (integer month)
• Partition_2 (integer day)

Query back to format
• date_format()
• date_add()
• current_date()

Desired Output

Diagram Y.

https://rpubs.com/jgulum/5155


BI’s Universe

Data 
Science

Engineering

DevOps

Technical 
Account 
Managers 
(TAM)

Operation 
Managers 

(OM)

Account 
Executives

Product 
Team

Figure C.

BI  
POD

Supporting Sales 
team with brand 
performance, ad-
hoc analysis and 

strategy

Supporting TAM 
on data ingestion, 

validation and 
query optimization

Supporting OM on 
scale potential and 
campaign tracking

BI 
SQUAD  

Collaborating with 
Data Science in 

propensity models, 
standard query opt. 

YC analysis, etc.

Work with Product 
Team in developing 
forms of proving 

performance, product 
terminology, etc.

Collaborate with 
DevOps on Data 

storage efficiency, data 
visual product needs, 

etc. 

Work with engineers in 
developing data 

process workflow 

0.00 1.00

TAM Support 36%OM 17%POD Scale

SQUAD Scale Data Science 27% Data Engineers 29% Product 19%

Sales Support 47%

DevOps 25%

Main Responsibilities Project Focus

0 ≤ 𝑥 ≤ 1

R&D / Ad-hoc Brand Facing  
“Show and Tell”



Descriptive Predictive Prescriptive

Business 
Challenge

Ø Identify key regional market for home furniture store. Find out 
where product service is most relevant.

Key Finds

Ø Found Key market regions within the tri-state area 
Ø Two Part approach: 1) Spearman Correlation on Consumer Segmentation to RFM 
model. 2) Eight Variable Scoring model.

Decisions 
Taken

Ø Key geo-specific regions and test geo-specific creative against target 
audience.

Ø Measure based on built assumption: furniture demand profit per sqft as 
a function of attained sales over time. 

Fig 1 - Heat map of weighted census 
blocks. Red having the most points and 

blue being the worst.

Market Penetration Research Analysis

Fig 2-The best areas to open a 
new store in each market



Descriptive Predictive Prescriptive

Webinar and Panel Discussion with fellow guest 
lecturers on Q&A related to data informed decisions.

Purchase behavior of New Movers
• Cohort analysis – Latency of Point of purchase
üNew mover propensity model targeting parameters adjusted  

Response Measurement Learnings  
• Stat Sig A/B test strategies reveal what works best
üModify creative and messaging strategy based on results

Geo Targeting as a Primary Condition
• Deeper dive into the effectiveness of performance  
ü Regulate targeting pool radius for propensity model 

Propensity to change 
shopping habits

Measure promotion 
effectiveness in terms 

of the ROI. 

Behavioral data carry 
the most important 
signals needed for 

modeling

https://www.fitnyc.edu/ccps/designing-tomorrow/events.php
https://www.fitnyc.edu/ccps/designing-tomorrow/marketing-design.php

