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Our Family of Brands

OUTDOORACTIVE WORK



Imperative shift
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In Market downturn

Sustaining Innovation 
improve performance, 
maintaining relative growth 

Make things that make the 
old things obsolete

Doing NEW things

In Growing economy

Doing the same thing a little bit better

Disruptive innovation 
emerges faster and previous 
business models fails

From “Clayton Christensen” HBR

https://en.wikipedia.org/wiki/Clayton_Christensen
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What happened?

Disruptive analytics to drive distinguished advantage

Prescriptive

Predictive

Forecasting

Monitoring

Analysis

Cognitive

Reporting

Analytics Maturity
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Automated Decisions
And implication of each options

Predictive Statistics
Patterns and trends based on relationships 

Inquisitive Analysis
Analytics and regressions on historical data

What is next best action? 

What will happen?

Organizations that amplify acceleration, chart a path that leads them to the top right quadrant of activity.

Business Intelligence
Describes and summarizes data

Why did it happen?



Master the 
Fundamentals

to

Enable Disruptive 
Decision 

Intelligence
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Master the Analytics fundamentals…

BE CONSUMER CENTRIC

RESPECT HETEROGENEITY AVOID GARBAGE IN, GARBAGE OUT

KPI SETTING

Spend time understanding why consumers 
care about our digital product(s) and jobs 
to be done and points of differentiation 

from our competitors

The consumer base is not homogeneous 
and shouldn’t be treated as such. and 
leverage in analytics and insights for 

performance in core segments

Avoid the risk of the “KPI Salad”.  Define 
the right measurement framework and 
pick a primary KPI that capture biggest 

driver of revenue and retention

Do not underestimate the importance 
of capturing good telemetry on digital 

products and yet is often an 
afterthoughts. 

CONSUMER UNDERSTANDING ANALYTICS STANDARDS
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CONSUMER MODELLING ADVANCED ANALYTICS CAPABILITIES

CUSTOMER LIFETIME VALUE

CREATE 360 VIEW INTO SIGNALS FOCUS ON PREDICTION

MULTIVARIATE SPACE PROBLEM

In retail it’s easy to focus on what’s 
driving in quarter/season sales, but it 
cannot be at the cost of driving true 

loyalty and longitudinal value.

Don’t just rely on behavioural and sales 
data to drive analytics, create an holistic 

view into your consumer and product 
through leveraging survey, NLP on app 

review, social, competitors, etc..

Inferential modelling to understand 
driver of your primary KPIs and what 

levers can be pulled to move those KPIs, 
can inform your product strategy.

Dashboard and rear-view mirror report 
on KPIs do not help inform future looking 
strategy. Think about anomaly detection 

and predictive models on drivers.

…To enable disruptive decision intelligence
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 REAL-TIME 
DIGITAL 

ANALYTICS

CONSUMER 
MODELLING AND 

LTV

VOICE OF 
CONSUMERS

 SUPPLY CHAIN 
ANALYTICS

MARKETING 
MODELLING

PRICING 
ANALYTICS

Advanced Analytics examples in retail industry

Drive loyalty and consumer equity Increase conversion rate Increase Lifetime value

Increase marketing efficiency Increase Margins and sell through Increase Margins and sell through

1 2 3

4 5 6
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CONNECT 
VALUE PROPOSITION AND 

COMPETITIVE PRICE POSITION 
SHAPE PRICE 
PERCEPTION

KILL BAD PROMOTION 
AND FOCUS ON CONSUMER 

PRICE SENSITIVITY  
PRICE WHERE AND WHEN 

IT MAKE SENSE

FOUNDATIONAL CUTTING EDGE

Pricing Analytics strategic focuses

STRATEGIC 
CAPABILITY

TACTICAL 
CAPABILITY
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Ability to execute, in a 
privacy first environment

Scalable platforms, 
balancing buy vs build

All great.. but value comes only through scaled adoption
Holistic approach to data as-a-second-language, across the org, is key to create space for analytics 
to catch on, and succeed across enterprise strategies

Matured data literacy
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THANK YOU!
ANY QUESTIONS? 


