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Is Your Dashboard Driving You...Nuts?

“The temptation to form premature theories upon insufficient
data is the bane of our profession”
-Sherlock Holmes

Arijit Sengupta Founder and CEO, ¢ \/ONCCORE
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There are simply too many places to look in any dataset!

Assume there are 10 fields in the data + the outcome variable

1 variable at a time (10 graphs) 2 variables at a time (90 graphs) 3 variables at a time (720 graphs)
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Who wants to review 820 graphs?
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Customer Example: Fortune 500 Marketing Department
Objective: Predict the most valuable customers based on their activity in first three months

~

( . . .
15t Order Analysis 2"d Order Analysis (8000 combinations in 4 mins.)

1.2 X more valuable

Completely
unprofitable

1.3 X more valuable

7.5 X more valuable

[ H‘mmﬂ 5 X more valuable

Do campaign in HMI]A] Do Campaign in | NEW YORK




Just specify the variable
tt derstand
| want to understand Tond BeyondCore does

the rest

Rows represent Purchases and the unit is Dollars :
(Purchases, Patient Visits, Transactions, ...) (Dollars, Days, Returns, ...)
My story's name is RetailRevenue A

Story name defaults to the name of the dataset

BeyondCore asks every

question, validates

" . every answer, and
Save and Exit O Schedule - creates the Story

Beyondcore



Beyondcore Confidential
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Leading CPG Firm Promotions Effectiveness
Objective: Understand which promotions are effective and why Average Quantity when

Promotion is Coupon
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Contributors Of Daily Quantity

Month is November may be affecting Daily Quantity when Promotion is Coupon.
Promotion is Coupon by itself explains 40 Units of the change in Daily Quantity.

The following factors involving Promotion is Coupon may be related to an increase in Daily Quantity:

- Month is November occurs 8.2% of the time globally but it changes to 32.8% when it is known that Promotion is Coupon. Because of these cases, the
Daily Quantity increases by 94 Units per Transaction|
- Discount is 0.1 occurs 29% of the time globally but it changes to 32.6% when it is known that Promotion is Coupon. Because of these cases, the Daily
Quantity increases by 24.3 Units per Transaction




