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Introduction
WHAT:
Big Data Toronto Conference held at the Metro Toronto Conven5on Centre June 14–15,
2016.
WHO:
Big Data Toronto aAracted more than 2,000 aAendees, including 50+ speakers from
several industries—ﬁnancial services, banking, academia, media and entertainment,
and technology. The event also aAracted a wide range of technology players, including
DELL, IBM, SAS, and pure analy5cs and management consul5ng companies, such as
Dextro Analy5cs and DeloiAe.
At Big Data Toronto, Manmit Shrimali, founder of Dextro Analy5cs, presented “From
Analy5cs to Decision Making.” The session revealed the blind spots of big data, best
prac5ces for big data analy5cs, and ways to bridge the gap between big data and
decision-making. If you missed the session, please email at
insights@dextroanaly5cs.com for a copy of the presenta5on.
ABOUT US:
Dextro Analy5cs is a fast-growing analy5cs provider that blends analy5cs, technology,
intui5on, and behavioural science to help organiza5ons make beAer decisions and
solve complex business problems. Dextro Analy5cs helps companies:
• Uncover discrimina5ng knowledge from big and complex data
• Find beAer—and diﬀerent—answers to complex business problems
• Create intelligent ecosystems to see the business and customers as never before
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The event showcased examples and pragma5c solu5ons on how leading organiza5ons
are not only transforming their businesses with big data and analy5cs but also
uncovering new value within their industries to remain compe55ve.
Our observa5ons and perspec5ves can be summarized in essen5ally three areas:

How to Gain a
Competitive Advantage
Through a Big Data
Strategy

How to Build a Datadriven Culture

How to Leverage Big
Data Technologies
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How to Gain a Competitive Advantage
Through a Big Data Strategy
In today’s business environment, big data is no longer just hype or a novelty. Most
companies recognize that they have opportuni5es to use data and analy5cs to increase
produc5vity, improve decision-making, and gain a compe55ve advantage. Big data
users, management, analy5cs consul5ng companies such as Dextro Analy5cs, and
technology providers such as IBM and Dell, showcased examples of how analy5cs is
deﬁning the diﬀerence between proac5ve and reac5ve companies. Shown below are a
few 5ps on how companies can gain a compe55ve advantage through a big data
strategy.
1. BIG DATA JOURNEY IS COMPLEX BUT IT’S WORTH: Collec5ng, managing,
processing, and transfer ming big data into intelligence for decision-making is much
easier said than done. Through several engagements across industries, from
cra_ing the big data journey to a data-to-decision road map, we have learned that it
is a complex and resource-intensive process. In our successful engagements, we
learned you need to do three things:
•

Ask the right ques5ons and iden5fy the right problems to solve

•

Aim for small wins and share use cases across organiza5ons

•

Build an enterprise-wide strategy around data, governance, transparency,
and collabora5on across business func5ons, informa5on sharing, and a
structured approach to connect the data with decisions

Companies commiAed to this journey share wins across diﬀerent areas, including
understanding their customers through a sharp new lens, reaching their customers
faster, making the right oﬀers at the right 5me, and improving opera5onal
eﬃciencies to drive produc5vity. For example, Vandana Saini of TD Bank Group
shared how big data is empowering ﬁnancial analysis, trading, and fraud detec5on.
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2. DON’T LET THE SIZE OF THE DATA OVERWHELM YOU: Big data is o_en deﬁned by
volume, velocity, veracity, and variety, but big data is best measured by its depth,
not its size. Manmit Shrimali, founder of Dextro Analy5cs, explained, “Big data on
its own is not big insights. It requires tremendous amounts of unique skills,
resources, management buy-in, asking the right ques5ons, and a structured
approach to gedng beAer and diﬀerent answers to proﬁt from big data.”
3. FROM COMPLEXITY TO SIMPLICITY: Einstein stated, “Everything should be made as
simple as possible, but not simpler.” This concept certainly applies to extrac5ng
insights from big data. It is very easy to fall into the trap created by massive volumes
of data, hundreds of tools, and thousands of techniques. Manmit Shrimali explained
that in order to leverage data for decision-making the
focus should be on conver5ng complex data into simple
“Big data on its own is not big
insights but not necessarily simpler or generic insights.
insights. It requires tremendous
Execu5ves care less about algorithms and more about
amounts of unique skills,
how these translate into business solu5ons and impact.
resources, management buy-in,
asking the right ques.ons, and a
4. HYPOTHESIS FIRST: Begin with a hypothesis before
structured approach to geEng
mindlessly exploring the data. It is very in5mida5ng to
beFer and diﬀerent answers to
start mining the data and expec5ng insights or answers
proﬁt from big data.”
to magically appear, and it’s a sureﬁre way to fail in any
big data ini5a5ve. “Businesses should ﬁrst formulate a
hypothesis before venturing into a big data journey. Companies need both an
insight strategy and a data strategy to make the most out of big data.” - Dextro
Analy.cs presenta.on on “From Analy.cs to Decision Making”
5. UNCOVER LATENT INSIGHTS: Some companies cited that they are leveraging a wide
range of data, including IoT, data generated from human interac5ons, and
geospa5al data, to uncover hidden paAerns and insights. Such data is not only
helping businesses make beAer decisions but also helping them build smart ci5es
and alleviate poverty.
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How to Build a Data-driven Culture
1. SHOW THE IMPACT TO DRIVE CHANGE: It is rightly said that change is hard at ﬁrst,
messy in the middle, and gorgeous at the end. Analy5cs leaders should not only
focus on building a data strategy but also on crea5ng a road map for how their
organiza5on will embrace the change. Have clear answers on how analy5cs will
drive revenue and/or reduce cost when senior management asks, “Why do we need
to do this?”
2. COLLABORATE TO ASK THE RIGHT QUESTIONS: To sell the cure, one ﬁrst needs to
know the disease. Instead of struggling alone, engage execu5ve involvement and
collaborate at all levels to ask the right ques5ons and to understand short- and longterm pain points.
3. CENTRAL DATABASE: To achieve a holis5c view of both the business and the
customer, ﬁrst create a central database following the product and services life
cycle. Second, allow access to power users, and third, gradually expose everyone to
the data gold mine. Get people excited about seeing numbers.
4. DATA SCIENTIST: Virtually all agree that sourcing data-science talent is becoming
more challenging. Simply running tradi5onal models, such as regressions, is not data
science. Don’t underes5mate the eﬀort and investment required to retain, train,
and scale a data science team. While many companies do have such teams, they are
also using external vendors and management consul5ng companies to help them
partner on their data science journey.
5. EVANGELIZE ANALYTICS: Analy5cs leaders also have to sell the analy5cs across the
organiza5on. Create and promote a culture where every data and analy5cs ini5a5ve
is 5ed back to a business context.
6. DATA GOVERNANCE: While gleaning insights from big data is very exci5ng, it is
equally important to establish data governance and privacy standards to gain trust
and credibility. Increase trust in data by increasing transparency.
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How to Leverage Big Data Technologies
1. SCALABILITY & OPEN SOURCE: Think about scalability and how much 5me it will
take to demonstrate a return on investment (ROI). Many organiza5ons are moving
to open-source plamorms to help scale internally and access to a wide range of tools
and techniques. Learning the lessons the hard way, companies realize that to ﬁnd
pearls, you have to dive deeper. There is no shortcut. You need to get your hands
dirty to get it right. Don’t be fooled by claims that data science does not require
data scien5sts. Tools cannot replace the art and science of gaining insight.
2. 360O ARCHITECTURE: Create a data-to-decision architecture—from transac5ons,
streaming, and backend inges5ons to querying and analy5cs engines—and create a
simpler way to enable users to visualize the intelligence. Start collec5ng and
processing the exis5ng data ﬁrst. Don’t wait for “perfect” data.
3. DATA ON CLOUD: More and more companies are moving to the cloud for data
management, processing, and queuing. Addi5onally, novel tools, such as graph
databases, go beyond tradi5onal SQL-based database querying. Many companies
are s5ll on legacy systems, which are deeply rooted across business func5ons. There
are approaches that allow old technologies to coexist with new ones, minimizing
disrup5on and preserving value while enabling cudng-edge approaches.
4. TECHNOLOGIES: Use of Hadoop was frequently cited. Companies are embracing
Apache Spark at a much faster pace. Although “IT” s5ll owns the data, the journey
to insights requires collabora5on from both the IT and business func5ons.
5. NEW DATA: Companies are trying to determine how to integrate the new varie5es
of data, par5cularly IoT and geospa5al data. Storing, processing, and conver5ng into
insights is a tall order even for large and established companies, but having more
data is not enough. Knowing how to use it is equally if not more important, said
Manmit Shrimali. Nick Necsulescu of PC Financial summarized it nicely - “Pulling
powerful insights from data requires a deep understanding of the diﬀerence
between predic5ve and prescrip5ve analy5cs.”
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To reproduce or transmit one or more Dextro Analy5cs ar5cles or materials by
electronic or mechanical means (including photocopying or archiving in any
informa5on storage or retrieval system) requires wriAen permission.
To request permission, please E-mail: media@dextroanaly5cs.com
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