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Praise for Analytics Across the Enterprise

“Few major high-tech companies eat their own dog food. But give IBM credit: It
practices what it preaches. This book provides an inside look at how IBM has
applied analytics to nine business functions, the lessons it has learned, and the value
it has derived. This book is valuable for anyone in a large company who wants to
know how to apply analytics profitably.” 

—Wayne Eckerson, Principal Consultant, Eckerson Group, and author, 
Secrets of Analytical Leaders: Insights from Information Insiders

“Analytics Across the Enterprise shows how even the most complex enterprise can trans-
form itself with analytics. A powerful collection of real-world projects shows that
using analytics to improve decisions, especially operational decisions, drives effi-
ciency and innovation. The stories in this very readable book show the importance of
actually taking action, not just developing insight; of caring about the end user con-
text, not just the model; of gaining buy-in and managing organizational change; and
much more. A great guide for anyone transforming their own organization with 
analytics.”

—James Taylor, author, Decision Management Systems: A Practical Guide to Using
Business Rules and Predictive Analytics (IBM Press)

“Analytics Across the Enterprise is the only book on analytics written by three world-
class experts ‘standing on the shoulders of a giant’ analytics powerhouse: an impres-
sive first-hand account of nine breakthrough analytic journeys from 70 top
executives and practitioners, the largest private math department in the world, and a
leading consulting think tank. This is an unprecedented tour de force showing how
a best-of-breed analytics company revolutionized its own business model.”

—Gonçalo Pacheco de Almeida, Associate Professor of Strategy, Head of the
Business Analytics Initiative, and Academic Director of the MBA Strategy
Specialization, HEC Paris Business School and the French National Scientific
Research Center–HEC Lab



“A thoughtfully written collection of stories from within IBM, with proven
techniques that are valuable for all current and future business leaders. IBM
has been doing analytics since before it was ‘cool’ and, for the first time,
shares an inside look at the very pragmatic, inspiring approach complete
with lessons learned. Analytics Across the Enterprise not only changes the
game, it explains how to win.”

—Lawrence G. Singleton, PhD, CPA, Dean, School of Management,
Professor of Accounting and International Business, Marist College

“Organizations are awash in data. Many have transformed this data into
information, yet few have identified patterns of insight from this informa-
tion. A rare number of organizations can take the insight to action, but
even fewer can create a pathway from data to decisions. In Analytics Across
the Enterprise, Dietrich, Plachy, and Norton definitively chronicle what it
takes to apply big data and analytics in the transformation of enterprises.
The results: Successful leaders create competitive advantage in smarter
workforces, optimized supply chains, and predictable sales performance.
Organizations will learn how to move not only from gut-feel intuition but
also to powerful fact-based decision making.”

—R “Ray” Wang, Principal Analyst and Founder, 
Constellation Research, Inc.

“The growing demand for analytics is a priority for business and IT to col-
laborate on the processes and technology required to gain the insights to
guide organizations to be effective. This book helps organizations gain a
perspective on what operating analytics across the enterprise is all about
and most importantly why it is crucial across lines of business where the
outcomes can be achieved from making continuous investments.” 

—Mark Smith, CEO and Chief Research Officer, Ventana Research



“Glimpses of the IBM vision of the future for analytics have regularly
appeared in the literature, and now for the first time we have a comprehen-
sive inside account of how IBM uses advanced analytics to compete globally.
Using examples from many functions (HR, marketing, finance, supply
chain), this book provides a fascinating view of IBM as an intensively data-
driven corporation. Senior executives familiar with analytics and data appli-
cations will find many ideas in this book on how they can harness analytics
to improve their corporation’s performance. Executives less familiar with
analytics may experience some ‘shock and awe’ in reading how far data- and
analytics-driven corporations have progressed and what formidable 
competitors they have become.”

—Peter C. Bell, Professor, Management Science, Ivey Business School 
at Western University

“Analytics Across the Enterprise is a live chronicle of how the practice of ana-
lytics transcends the business functional boundaries and how it benefits all
the business functions.”

—Dr. Adam Fadlalla, Associate Dean for Academic Affairs and Professor of
Information Systems, College of Business and Economics, Qatar University

“The use of data and analytics to generate value is a journey for all organiza-
tions: a journey of technology, operational self-awareness, and culture. The
joy and challenge of data and analytics is that it is difficult, and as such, it is
a source of sustainable competitive value. This book tells the story of the
journey of adoption of analytics for IBM and how we became a company
driven by data and analytics. It explores the technical and mathematical
complexities of the journey, the different business use cases, and the value it
delivered to our clients, our employees, and our shareholders.”

—Fred Balboni, Global Managing Partner, Strategy and Analytics, Global
Business Services, IBM Corporation



Analytics Across 
the Enterprise



This page intentionally left blank 



Analytics Across the
Enterprise

How IBM Realizes Business Value 
from Big Data and Analytics

Brenda L. Dietrich, Emily C. Plachy, 
and Maureen F. Norton

IBM Press
Pearson plc

Upper Saddle River, NJ • Boston • Indianapolis • San Francisco
New York • Toronto • Montreal • London • Munich • Paris • Madrid
Cape Town • Sydney • Tokyo • Singapore • Mexico City

ibmpressbooks.com



The authors and publisher have taken care in the preparation of this book, but make no
expressed or implied warranty of any kind and assume no responsibility for errors or omis-
sions. No liability is assumed for incidental or consequential damages in connection with or
arising out of the use of the information or programs contained herein.

© Copyright 2014 by International Business Machines Corporation. All rights reserved.

Note to U.S. Government Users: Documentation related to restricted right. Use, duplication,
or disclosure is subject to restrictions set forth in GSA ADP Schedule Contract with IBM
Corporation.

IBM Press Program Managers: Steven M. Stansel, Ellice Uffer
Cover design: IBM Corporation
Associate Publisher: Dave Dusthimer
Marketing Manager: Stephane Nakib
Executive Editor: Mary Beth Ray 
Publicist: Heather Fox
Development Editor: Allison Beaumont Johnson
Technical Editors: John Lucas, Ken Sloan
Managing Editor: Kristy Hart
Designer: Alan Clements
Senior Project Editor: Betsy Gratner
Copy Editor: Kitty Wilson
Indexer: WordWise Publishing Services
Compositor: Nonie Ratcliff
Proofreader: Debbie Williams
Manufacturing Buyer: Dan Uhrig

Published by Pearson plc

Publishing as IBM Press

For information about buying this title in bulk quantities, or for special sales opportunities
(which may include electronic versions; custom cover designs; and content particular to your
business, training goals, marketing focus, or branding interests), please contact our corporate
sales department at corpsales@pearsoned.com or (800) 382-3419.

For government sales inquiries, please contact governmentsales@pearsoned.com.

For questions about sales outside the U.S., please contact international@pearsoned.com.

The following terms are trademarks of International Business Machines Corporation in many
jurisdictions worldwide: IBM, IBM Press, IBM Watson, Global Business Services, Smarter
Planet, Smarter Commerce, System p, Cognos, TM1, SPSS, QRadar, Q1 Labs, IBM Social
Business, Smarter Cities, PureSystems, ILOG, WebSphere, DB2, Global Technology Services,
and DemandTec. Kenexa is a registered trademark of Kenexa, an IBM Company. Other prod-
uct and service names might be trademarks of IBM or other companies. A current list of IBM
trademarks is available on the Web at www.ibm.com/legal/copytrade.shtml.

http://www.ibm.com/legal/copytrade.shtml


xi

UNIX is a registered trademark of The Open Group in the United States and other countries.
Intel, Intel logo, Intel Inside, Intel Inside logo, Intel Centrino, Intel Centrino logo, Celeron,
Intel Xeon, Intel SpeedStep, Itanium, and Pentium are trademarks or registered trademarks
of Intel Corporation or its subsidiaries in the United States and other countries. Other com-
pany, product, or service names may be trademarks or service marks of others.  

Library of Congress Control Number: 2014934177

All rights reserved. This publication is protected by copyright, and permission must be
obtained from the publisher prior to any prohibited reproduction, storage in a retrieval sys-
tem, or transmission in any form or by any means, electronic, mechanical, photocopying,
recording, or likewise. For information regarding permissions, write to:

Pearson Education, Inc.
Rights and Contracts Department
501 Boylston Street, Suite 900
Boston, MA 02116
Fax (617) 671-3447

ISBN-13: 978-0-13-383303-4
ISBN-10: 0-13-383303-8

Text printed in the United States on recycled paper at R.R. Donnelley in Crawfordsville,
Indiana.
Second Printing: August 2014



For the many pioneers at IBM who are breaking new ground 

to realize business value from big data and analytics.
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Like many of our clients, IBM® itself is focused on becoming a smarter
enterprise. Connected people, integrated processes, and instrumented data:
These form the foundation for “smarter.” A smarter enterprise makes deci-
sions differently, creates value differently, and delivers value differently…and
it all starts with the creative application of analytics.

In my conversations with clients about transformation, they often ask how
IBM has approached analytics. Where should we get started? What are you
doing inside IBM? What advice would you offer from your experience so far?

To help answer these questions for clients, our analytics practitioners
inside IBM collaborated to develop this book. IBM has moved aggressively
the past several years to build our analytics capabilities—through hiring tal-
ent, developing software, and acquiring firms with analytics tools that
enhance our portfolio. IBM itself has been the alpha and beta for the deploy-
ment of these new technologies across our operations—from how we manage
finance and marketing to how we optimize our supply chain and attract,
retain, and develop talent. Indeed, we’ve found that in virtually every aspect
of your organization, you can make smarter, more informed decisions by
embedding analytics into how you do business. 

I hope you will find our experience relevant and useful as you consider
how to best seize on the power of big data, the world’s newest natural
resource for competitive advantage. Progressive leaders are putting big data
to work in fields ranging from finance to farming, from presidential politics
to professional sports. It’s not just the data; it’s the insights gained from ana-
lyzing data that give organizations an edge over the competition. 

As I tell clients, transformation is hard; it takes ongoing commitment and
leadership from the top of the organization. But if there’s one truth I’ve
learned about transformation over the years, it’s that you should always move
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faster than you think you should. That’s the only way to stay ahead of today’s
unrelenting pace of change. 

This principle holds true for the adoption of analytics, the centerpiece of
the next wave of our transformation. Don’t wait for your data to be perfect.
The time to start on this journey is now…and we hope our own experience at
IBM will help you accelerate the benefits that accrue when you unlock the
hidden value and power of your data.

—Linda Sanford
IBM Senior Vice President, Enterprise Transformation
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The genesis for this book came when Doug Dow, Vice President, Business
Analytics Transformation, observed that a number of good analytics books
were being published, written by experts in analytics, and that IBM had
experts with significant experience solving business problems by applying
analytics. Dow approached Brenda Dietrich, an IBM Fellow and an eminent
operations research and analytics expert. Dietrich was receptive to the idea
but was reluctant to sign up to write the book alone. Dow later approached
two of his Business Analytics Transformation department members, Emily
Plachy and Maureen Norton, who both jumped at the chance to tell IBM’s
story. Another motivation for the book is that Dow receives frequent requests
from clients to learn how IBM is using analytics to elevate business results, so
we know that IBM’s story is of interest. 

As we embarked on the journey to write this book about analytics, we
were mindful of the rising tide of materials touting the value of analytics. So
what would cause someone to cast his or her net and catch this one? Would a
book about the challenges and triumphs, to continue the analogy, of one of
the largest global ships on the sea have insights and lessons that others could
benefit from, or at least find entertaining enough to read? We decided that
this is a story that needed to be told. We decided that C-level executives in
Fortune 500 companies, small business owners, and MBA students and fac-
ulty would see themselves and their challenges on these pages, and we needed
to write this book. Introducing readers to a wide spectrum of ideas about
how analytics is much more than a technology and instead is a smarter way of
doing business would be reason enough to sail forward.

When we started planning for the book, we decided to organize it by busi-
ness function. We identified analytics projects within a business function
that were realizing value. Next, we interviewed the key members on the
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projects. Then, one of the authors volunteered to be the lead writer for that
chapter.

We authors made heavy use of IBM Connections, IBM’s collaborative soft-
ware, to interact as we wrote the book, creating a Connections Activity for
the book, organized by chapters. During reviews, we added Connections
Folders and Files, which helped us keep track of the many reviews and ver-
sions of each chapter. With three authors working in different locations, effi-
cient collaboration was essential. 

As the writing journey progressed, a common phrase kept coming into
our conversations: “All roads lead to the book.” The book became a seminal
part of our work, feeding and enriching every aspect of our day jobs. We were
able to leverage insights from the work to improve insights and results, effect
connections between teams that were tackling similar problems, and help
other transformation teams tell their stories. 

Another very exciting aspect to this book is that we wanted it to be useful
to the business leaders of today and tomorrow; reaching students and faculty
is a high priority. During the development of the book, two of the authors,
Maureen and Emily, developed and taught an innovative three-day pilot
workshop at a premier MBA program in Europe, HEC University. Working
with Dr. Hammou Messatfa, Technical Leader, European Government
Industry, IBM Sales and Distribution, they held a very successful big data
and analytics workshop, which led to additional analytic educational initia-
tives. Just as the book was in the final editing stages, Maureen had the
opportunity to teach at a big data and analytics workshop for MBA students
in the Middle East as well.

Color Images

PDFs of the color images for this book can be downloaded from the com-
panion website. Go to www.ibmpressbooks.com/title/9780133833034 and
click the Downloads tab.
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