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Preface

Business	analytics	refers	to	the	skills,	technologies,	applications	and	practices
used	by	business	organisations	to	gain	insight	into	their	past	performance	and
consequently	to	drive	futuristic	business	planning.
Thomas	Davenport,	in	his	best-selling	book,	Competing	on	Analytics,	defines

analytics	 as	 the	 extensive	 use	 of	 data,	 statistical	 and	 quantitative	 analysis,
exploratory	 and	 predictive	 models,	 and	 fact-based	 management	 to	 drive
decisions	and	actions.
Analytics	 can	 be	 applied	 virtually	 to	 any	 business	 or	 business	 process.

Whether	a	company	is	dealing	in	a	niche	product,	a	commodity,	a	monopoly,	or
a	 competitive	 market,	 there	 is	 a	 huge	 potential	 for	 an	 effective	 analytical
application.
However,	 some	 industries	 are	 clearly	 more	 amenable	 to	 analytics	 than

others.	 If	 a	 business	 generates	 a	 lot	 of	 transaction	 data,	 such	 as	 financial
services	(banks,	credit	cards,	insurance,	loans),	telecom,	retail,	travel,	logistics,
gaming,	hospitality,	etc.,	competing	on	analytics	is	a	natural	strategy.
The	 interest	 and	 awareness	 to	 Business	 Analytics	 has	 been	 quite	 a	 recent

phenomenon	in	India.	Even	a	couple	of	years	ago	it	did	not	emerge	as	a	field	of
study	 with	 high	 visibility.	 A	 few	 big	 companies	 such	 as	 GE	 and	 American
Express	 had	 started	 widespread	 applications	 of	 modelling	 procedures	 falling
under	Business	Analytics,	applying	them	to	a	huge	databases	they	had	created.
All	the	same,	 industry	by	and	large,	though	waking	up	to	the	fact	of	creating
extensive	business	databases	which	could	perhaps	be	harnessed	to	help	optimal
decision	making,	was	not	really	thinking	of	an	entirely	new	field	of	managerial
decision-making	 based	 and	 rooted	 in	 quantitative	 modelling,	 which	 could	 be
termed	Business	Analytics.
In	our	country,	the	widespread	use	of	computers	and	the	Internet	was	leading

to	 an	 explosion	 of	 data.	 Besides	 the	 Internet,	 retailers,	 telecom	 companies,
healthcare,	airlines,	hotels	and	even	the	sports	 industries	were	collecting	and
analysing	massive	amounts	of	data.
Today	most	of	the	biggest	international	companies	have	centres	in	India	and

many	 Indian	 companies	 have	 sprung	 up	 to	 offer	 analytics	 to	 global	 clients.
Analytics	 is	 one	 of	 the	 fastest	 growing	 segments	 in	 the	 KPO	 (Knowledge
Process	Outsourcing)	industry	in	our	country.	However,	proper	harnessing	the
data	has	become	a	challenge	for	business	organisations.	To	meet	this	challenge,
Business	 Analytics	 has	 emerged	 as	 a	 solution	 to	 help	 companies	 synthesise
data	that	can	be	applied	for	the	benefit	of	the	business.
Why	Analytics



Analytics	 can	 range	 from	 a	 simple	 evaluation	 of	 sales	 achieved	 in	 preceding
year	 for	 a	 particular	 product,	 employee	 turnover	 in	 that	 year,	 to	 a	 complex
mathematical	model	 predicting	which	 customers	 to	 target	 for	 the	 next	 year’s
marketing	campaign.
All	the	same,	for	Analytics	to	apply,	data	should	be	available	and	in	today’s

world	this	availability	of	data	is	being	assured	in	every	sense.
However,	proper	harnessing	the	data	has	become	a	challenge	for	companies.

Analytics	can	help	 them	synthesise	data	 into	 insights	 that	can	be	applied	 for
the	benefit	of	the	business.
This	 is	 the	 reason	 why	 professionals	 with	 the	 right	 analytics	 skills	 are	 in

much	demand.
There	are	immense	possibilities	for	analytics	to	continue	to	grow	and	evolve,

driven	by	innovations	in	underlying	technologies,	platforms	and	analytic	tools,
in	consonance	with	the	growing	levels	of	the	businesses	that	drive	this	use.
Business	professionals	need	to	evolve	at	the	same	rate	as	the	business	grows

and	to	develop	analytic	skills	is	also	a	key	part	of	this	evolution.
In	 view	 of	 the	 above,	 this	 book	 has	 been	 written	 with	 the	 objective	 of

familiarising	 business	 professionals	 and	 management	 students,	 who	 would
soon	 join	 the	exciting	world	of	business,	with	 the	 immense	opportunities	 that
Business	Analytics	offers	to	them	—	bringing	them	into	the	wonderful	world	of
Business	Analytics.
The	book	presupposes	basic	knowledge	of	statistical	inference,	multiple	linear

regression	and	probability	distributions.	So,	ideally	it	would	make	sense	if	the
reader	 is	 already	 familiar	 with	 statistical	 concepts	 and	 basic	 managerial
principles	in	marketing	and	finance.
The	 modelling	 approaches,	 presented	 in	 the	 book,	 have	 used	 popular

statistical	softwares	such	as	EXCEL,	SPSS	and	AMOS.	However,	the	concepts
and	procedures	used	in	the	book	may	be	applied	to	any	other	software	which	is
commonly	used	in	the	industries	and	business	schools.
The	text	is	well	supported	with	the	case	studies	and	real-life	examples.
These	 case	 studies	 are	 adaptations	 of	 the	 author’s	 own	 academic	 research

and	also	the	emperical	projects	which	the	students	had	conducted	as	a	part	of
their	Business	Analytics	course	under	her	guidance.
The	author	would	welcome	any	constructive	 feedback	or	suggestions	 for	the

improvement	of	text.

Purba	Halady	Rao
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CHAPTER	1
Product-Market	Fit
Gap	Analysis

GAP	ANALYSIS
…	to	determine	attributes	which	are	significantly	important,	to	determine
where	are	we	and	where	we	want	to	be.

Consider	 a	 product	 or	 a	 service	 as	 a	 bundle	 of	 attributes.	 These	 attributes
define	 the	 product.	 A	 manager	 needs	 to	 identify	 all	 such	 attributes	 and	 to
determine	which	 are	 the	 attributes	 considered	 significantly	 important	 by	 the
market,	 which	 are	 the	 attributes	 found	 to	 be	 satisfactory	 in	 the	 existing
products	 in	 the	market	 the	manager	 is	 looking	 into,	 and	 also	 assess	 the	 gap
between	the	importance	levels	and	satisfaction	levels	within	each	attribute.	If
the	 manager	 is	 looking	 into	 a	 new	 product	 where	 there	 are	 no	 competing
products	in	the	market,	the	satisfaction	levels	would	not	be	available.	However,
the	 importance	 levels	 still	 need	 to	 be	 determined	which	would	help	 to	 define
the	 product	 design	 so	 that	 it	 addresses	 the	 needs	 and	 preferences	 of	 the
market.
For	 any	 business	 to	 succeed,	 consumer	 is	 considered	 at	 the	 center	 of	 all

processes	 forming	a	 focal	point	around	which	 the	business	 revolves.	The	 firm
creates	products	and	services	keepings	the	needs	and	wants	of	the	consumer	in
mind,	 without	 a	 thorough	 understanding	 of	 which	 no	 firm	 can	 survive	 or
compete	 in	 the	 real	 world.	 In	 fact,	 the	 marketing	 strategy	 starts	 with	 the
identification	 and	 evaluation	 of	 product	 or	 service	 opportunities,	 determining
the	 significant	 needs	 and	 preferences	 of	 the	 consumer	 and	 extent	 to	 which
these	needs	are	satisfied	in	the	current	market	by	the	different	brand	offerings.
Thus,	whether	the	firm	is	thinking	of	bringing	out	a	new	product/service	in	a

certain	industry	or	trying	to	evaluate	the	performance	of	an	existing	product,	it
needs	to	determine	the	significant	attributes	in	a	product	or	service	which	are
considered	 important	 by	 the	 consumer.	 Thereafter,	 these	 attributes	 could	 be
evaluated	 and	 checked	 if	 they	 are	 getting	 satisfied	 in	 the	 industry.	 This	 is
categorized	as	gap	analysis,	 comparing	 levels	 of	 importance	 to	attributes	and
the	extent	to	which	these	attributes	are	satisfied.

CARRYING	OUT	GAP	ANALYSIS
…	quantifying	importance	levels	and	satisfaction	levels.

In	any	organization	strategy	 is	 concerned	with	making	decisions	which	affect
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