
Arijit	
  Sengupta	
   Founder	
  and	
  CEO,	
  	
  

Is	
  Your	
  Dashboard	
  Driving	
  You…Nuts?	
  
“The	
  tempta:on	
  to	
  form	
  premature	
  theories	
  upon	
  insufficient	
  

data	
  is	
  the	
  bane	
  of	
  our	
  profession”	
  
-­‐Sherlock	
  Holmes	
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Do	
  you	
  Dashboard?	
  Ask	
  20,000	
  Ques?ons!	
  

Confiden:al	
  



3	
   Confiden:al	
  



There	
  are	
  simply	
  too	
  many	
  places	
  to	
  look	
  in	
  any	
  dataset!	
  
Assume	
  there	
  are	
  10	
  fields	
  in	
  the	
  data	
  +	
  the	
  outcome	
  variable	
  

2	
  variables	
  at	
  a	
  :me	
  (90	
  graphs)	
  1	
  variable	
  at	
  a	
  :me	
  (10	
  graphs)	
   3	
  variables	
  at	
  a	
  :me	
  (720	
  graphs)	
  

Who	
  wants	
  to	
  review	
  820	
  graphs?	
  



Customer	
  Example:	
  Fortune	
  500	
  Marke?ng	
  Department	
  
Objective: Predict the most valuable customers based on their activity in first three months 

7.5	
  X	
  more	
  valuable	
  
5	
  X	
  more	
  valuable	
  

1st	
  Order	
  Analysis	
   2nd	
  Order	
  Analysis	
  (8000	
  combina:ons	
  in	
  4	
  mins.)	
  

1.3	
  X	
  more	
  valuable	
  

Do	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  campaign	
  in	
   Do	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  campaign	
  in	
  

1.2	
  X	
  more	
  valuable	
  
Completely	
  
unprofitable	
  



Ask	
  Every	
  Ques?on	
  and	
  Test	
  Every	
  PaNern	
  



Do	
  you	
  Dashboard?	
  Whack	
  a	
  Mole!	
  

Confiden:al	
  



Confiden:al	
  

But,	
  WHY	
  is	
  it	
  
Red	
  or	
  Yellow?	
  



Leading	
  CPG	
  Firm	
  Promo?ons	
  Effec?veness	
  
Objective: Understand which promotions are effective and why Average	
  Quan:ty	
  when	
  

Promo:on	
  is	
  Coupon	
  

The	
  part	
  of	
  the	
  lia	
  that	
  is	
  
due	
  to	
  Coupons	
  alone	
  

Anonymized	
  and	
  generalized	
  for	
  confiden:ality	
  

This	
  part	
  of	
  the	
  lia	
  is	
  due	
  to	
  
Coupons	
  in	
  November	
  

Coupons	
  did	
  badly	
  in	
  April	
  

Adjusted	
  for	
  370	
  unrelated	
  
factors	
  that	
  affected	
  the	
  
results	
  for	
  Coupons	
  


