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95-96

Advertising: Facebook’s Beacon,
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ing, 201
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tiating, 20-23; distinguishing
service with, 25-27; Google’s
breakthrough in, 25; improving
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Analytics: about, 2; automating deci-
sions with, 27-29; blending with
marketing, 106-107; building cus-
tomer loyalty via, 51-53; captured
with MyCoke Rewards, 61; corpo-
rate differentiation and, 143, 144;
creating feedback with, 123-124;
current uses of, 23—24; customer-
centricity and, 34; decision,
138-140; decision management
vs., viii; defined, ix; descriptive,
128-131; designing project’s,
196-197; determining model for,
207-208; evaluating purchasing
behavior with, 45-46; expanding
uses of, xvii; finding best approach
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with, 37-42; Google’s use of, 25;
ICICI, 118-119, 167; importance
of, 102; improving, 203; infra-
structure for, 150; media interest
in, xi—xii; methods for organiz-
ing, 116-117; models using, 86;
predictive, 811, 131-138; profes-
sional opportunities in, 103—-104;
profitability of, 48; startup’s use of,
66-67; spread of, xii—xiii; Tesco
Clubcard, 38-42; using for follow-
up product sales, 47-49; See also
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Architecture. See Decision architec-
ture; I'T infrastructure
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Credit cards
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at, 176, 177; strategies for per-
sonalizing customer experience,
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lytics and technology for, 26-27;
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tive, 35-37
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194-196; for decision architec-
ture, 209
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loyalty with analytics, 51-53;
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profiles for, 37; See also Reward
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Card Lab website, 64
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Cashless economy, 153-154
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model, 44, 117-119; business
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ing in decision environment, 223;
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178-179; preparing employees for,
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rate, 113-115

Charge cards, 9, See also Credit cards
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Christensen, Clayton M., 23

Cinematch, 37, 41
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CitiGroup, 165-166
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opt-out choices with, 70-71;
privacy of data and, 65-66; social
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159-160

Coca-Cola, 59, 60-62, 75, 174
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titles in, 111-113; co-creating
with customers, 63-67; competi-
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profit seekers, xvi—xvii, 88-89;
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and actions, 123-124; decision
management journey for, 80-82;
decision-making styles, 124-125;
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20-23, 143, 144, 149-150; disci-
plines for data use, 82-87; effect
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122-123; finding revenue base,
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to, 81; managing trade-offs,
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virtual, 160—-161; See also
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and Ramaswamy), 55, 56
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(Drucker), 24
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97, 197; measuring, 200-201
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163-166; credit card decision mod-
els for, 139-140; credit scoring and,
7-8, 13-14, 22-23; ICICI, 166-168;
identifying high- and low-risk cus-
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92-93; See also Credit scoring model
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ing, 201-202
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ations using, 9-10; first expense
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innovative business effect of, 23;
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also Credit scoring model
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score, viii—ix; current uses of, 14,
22-23; development of first, 7-11,
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humanizing, 46-49
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ing approach of, 44; Best Buy,
xiv—xv, 42-49, 53-55; Harrah’s,
50-53; Netflix, 34, 35-37; organi-
zational changes toward, 117-119;
questions focusing, 33-34;
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relevant loyalty programs for, 50;
Tesco, 25-27, 34-35, 3842
Customers: analytics for e-grocery,
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profitability, 77; co-creating value
with companies, 63-67;
creating value from data about,
vii; data privacy and, 57-58,
65-66, 71-74; data shared by
companies, 154-157; expectations
of, 27-28; exploring with descrip-
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on, 42-45; how they think, 55-56;

humanizing segments of, 46-49;
identifying high- and low-risk,
87-88, 89; predicting video selec-
tions, 26; purchasing behavior of,
45-46; questions focusing

service on, 33-34; relevant loyalty
programs for, 50; strengthening
relations with, vii, xvii; support
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175-177; tracking behavior of,
153-154; unique shopping experi-

ences for, 25-27; See also Customer
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experience; Reward programs
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third-party, 215; addressing gaps
in, 215; amassed by Cap One,
18-19; benefits of data mining,
121; building environment for,
187, 188, 211-215; captured with
MyCoke Rewards, 61; co-creation
and privacy of, 65-66; collected
with Tesco Clubcard, 39-42;

consumer responses to privacy of,

73-74; defined, ix; designing flow
of, 211, 214; disciplining use of,
82-83; electronic medical records,
172-173; emergence of mass
consumer, 13-20; execution gap
between actions and, 122-123;
exploring with descriptive analyt-
ics, 129-131; finding valuable
information in, vii; gathering for
mathematical models, 216-217;
growth and costs of collect-

ing, 23-25; handling sensitive,
71-72; Harrah’s use of customer,
51-53; importance of using, X—xi;
improving infrastructure for, 203;
information architects’ use of,
105; integrity when using, 75-76;
measuring credit bureau, 17;
obtaining from social networking
sites, 158-161; organizational bar-
riers to accessing, 115; security of,
57-58; sharing for common cus-
tomers, 154—157; size of data sets,
22-23; from social networking
sites, 158-161; strengthening cus-
tomer relations with, vii, xvii; tap-
ping into unstructured, 157-158;
tracking consumer transactions,
153—-154; using descriptive ana-
lytics with, 128-131; using Web
browser, 25, 72; See also Analytics;
Data environment; Privacy

Data environment: about, 187, 188;

addressing data gaps, 215; con-
sidering data source and quality
required, 211-214; designing
data flow, 211, 214; key questions
for, 211; requirements for data
access, 214

Data General Nova, 15
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Data-driven decisions, 125

Data-guided decisions, 125

Data-informed decisions, 125

Davenport, Thomas H., xii, 78

Davis, Ian, x, 2, 101

Debit cards, 154

Decision analytics, 138-140

Decision architecture: about, 187,
188; describing business processes,
209; designing decision environ-
ment, 208-209; determining ana-
lytical model for, 207-208; finding
best analytic approach, 206-207;
identifying analytic opportunities
of, 207; infrastructure design for,
210; outlining roles, responsibili-
ties, and rights of, 210; questions
for designing, 206

Decision environment: adding feed-
back to, 223; changing, 223; data
flow within, 211, 214; designing,
208-209; identifying new deci-
sions to improve, 224; operating
in new, 222; See also Decision
architecture

Decision inventory, 194-196

Decision leaders: basic questions
for, 100; boldness and creative-
ness of, 86-87; continual learning
and improvement of, 86; defined,
76; disciplines of, 82-87, 102;
impact of decisions by, 101-102;
IT technology vs., 144-145; role
in decision management, 78-79;
systematic and quantitative deci-
sions of, 83-86

Decision logic, 203

Decision making: across multiple
dimensions, 82; automating work

vs. decision flow, 127-128; compa-
ny’s style of, 124—125; customizing
for customers, 66—67; decision
analytics for complex, 138-140;
human, 3; identifying roles and
individuals in, 195-196; improv-
ing decisions, 187, 188, 221-224;
made by frontline workers,

85-86; measuring decision yield,
83-84, 200-202; planning areas to
improve, 203; rules-based systems
for, 81; simplifying with analytics,
27-29; trying alternative deci-
sions, 89-91; working with con-
flicting objectives, 93, 95-96; See
also Operational decisions

Decision management: analytics

and, viii, 20-23, 27-29; applying,
Xv—xvi; assessing business oppor-
tunity with, 191-192; balancing
consumer need with profitability,
77; building blocks of IT architec-
ture, 143-144, 149-150; building
infrastructure for, 79-80; busi-
ness intelligence vs., 140-142;
Carte Blanche’s early steps in,
12-13; components of, ix; con-
necting decisions across multiple
dimensions, 82; creating feed-
back between data and actions,
123-124; decision leader’s role in,
78-79; defining corporate strate-
gies with, 148; delivering differen-
tiation with, 149-150; evaluating
decision yield, 96—100; execution
gaps between action and data,
122-123; Fair Isaac’s impact on,
4-7; identifying business oppor-
tunities, 189-191; journey of,
80-82; making changes in indus-
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tries, 168—170; managing trade-
offs with, xvi—xvii, 178; next
wave of automation in, 126-127;
operations research and, 29-30;
overcoming resistance to,
113-115; pioneers in, 3—4;
planning strategies for, 192-193;
spread of, xii—xiii; used at Capital
One, 17-20; using adaptive
control for credit accounts,
16-17; viewing how companies
and customers think, 55-56; See
also Analytics; Decision manage-
ment project methodology; Future
trends

Decision management project meth-
odology, 187-226; building data
environment, 187, 188, 211-215;
building mathematical models,
187, 188, 216-217; creating
operational environment, 187,
188, 218-220; designing decision
architecture, 187, 188, 206-210;
identifying decision yield, 187,
188, 194-205; illustrated, 188;
improving decisions, 187, 188,
221-224; setting decision strat-
egy, 187, 188, 189-205; stages of,
187-188, 225-226

Decision models: about, 138-140;
replicating GE’s culture with, 145;
selecting, 207-208

Decision natives: about, 109;
defined, 104; Harrah’s hiring of,
109, 110-111; joining senior man-
agement, 119-120

Decision rights, 210, 219-220
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ing, 106-107; decision natives as,

104; financial mathematics for,
108; increasing productivity of,
151-152; information architects’
use of data, 105; joining senior
management, 119-120; math-
ematics skills used by, 121-122;
new frontiers for, 103—104; skills
and programs for, 107-109

Decision strategies: about, 187, 188;
assessing scope of opportunities,
191-192; creating high-level plan,
192-193; identifying business
opportunities, 189-191; key
questions for, 189

Decision yield: analyzing current
business with, 198-200; creating
decision inventory and business
process flow, 194-196; dimensions
of, 96-100; identifying for poten-
tial strategies, 194—205; improv-
ing, 202-204; key questions for,
194; measuring, 83-84, 200-202;
profit seeking and, 89; quantifying
potential benefits, 204-205; real-
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129-131; predictive analytics vs.,
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Diners Club, 11, 12
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sion environment, 223; changing
decision environment, 223; iden-
tifying new decisions to improve,
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agement application for, 218-219;
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