Business Intelli
Analytics and Dat
for Efficient Bus
Management

[l



Some people will be using
Business Intelligence without

even knowing It.
- Kurt Schlegel




What I1s Business Intelligence?
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Business Intelligence Is not just about
turning data into information, rather
organizations need that data to impact
how their business operates and

responds to the changing marketplace.
- Gerald Cohen



Why Business Intelligence?

Helps in defining growth strategies

Gaining insights from huge data sets
Better decision making leading to higher revenue

Better understanding of customers

Competitive advantage



Business Intelligence Process
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Business Intelligence functions
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Descriptive Analytics
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Predictive Analytics
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Prescriptive Analytics




Business Intelligence vs Business Analytics

Business Intelligence Business Analytics




Business Intelligence vs Business Analytics

Business Business
Intelligence Analytics

Descriptive analytics: Creates
summary of historical data to
visualize

Diagnostic analytics: Determines
the source of issues discovered by
Descriptive analytics

Predictive analytics: Makes
predictions based on collected
data

Prescriptive analytics: Offers
solutions for issues found by
descriptive analytics
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Importance of Data
Driven Insights in
Effective Egms!'on ot
Making .




The goal Is to turn data into
Information, and information
Into Insight.

- Carly Flarina



Act today for better results tomorrow
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Early View Customer first Data vs. Gut Identify pattern




Information iIs the oil of the
21st century, and analytics
IS the combustion engine.

- Peter Sondergaard



Data will talk if you're willing to listen!

Step | Step 2

Step 3




Hypothesis

* Dummy data that talks about a bank’s customers
* Tool used: Power Bl
* 4 steps to represent our data and analyze

* Unfolding the advantages of Data Driven Insights



Step 1: Understanding the data

A B C ] E F 5 K L M N O P
Customer 1 Customer 2 Customer 3 Customer 4 Customer s Customer 6 Customer 7 Customer 8

Balance Age Balance Age E-'I;anc-r-_- Age Balance Age Balance Age Eal-'nc-r-_- Age Balance Age Balance Age
510,000 20 520,000 30 40 540,000 45 550,000 50 S60,000 55 570,000 60 580,000 70




Step 2: Re-arranging the data
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Customer Name Balance
Customer 1 510,000
Customer . 520,000
Customer: 530,000
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Step 3: Analysing the data

Geographical concentration
Distribution by Balance
Distribution by Age

Distribution by Gender
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Distribution by Profession



Step 4: Representation of data

Distribution by Account Balance
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Act today for better results tomorrow
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Data visualization tools
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