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Investing in analytics can be costly unless done right. The technology changes rapidly, and 

delivering solutions to address real business problems with data can be challenging and slow. 

So many businesses today are facing complex 
challenges that prevent them from achieving their 
goals but with so many analytics solutions on the 
market, it can be hard to know where to begin.

Done correctly however, Analytics promises the 
ability to tap into a wealth of knowledge hidden in the 
vast amount of ever-expanding data, enabling most 
organisation to make faster, smarter decisions.

Embarking on an Analytics programme presents 
interesting challenges, how you find the data,  
how you use the data and how you communicate  
the insights from the data are all key hurdles to 
overcome. Our Analytics experts have gathered their 
insights to bring to you the key areas of Analytics 
that need your attention, and how your business can 
successfully gain insights from your data to create 
profitable growth.
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There is a lot of recent data surrounding the COVID-19 
pandemic: daily updates regarding case numbers and 
the devastating fatalities. Alone, the statistics appear 
confronting. However, it’s not until we consider the 
data as part of a broader picture or newsworthy story 
that it starts to reveal important and very compelling 
information:   

•   How many people caught the virus in one country, 
versus another?  

•   How quickly did the rate increase in one country, 
versus another?  

•   Is there any other data that may affect the case 
numbers in a country – e.g. the number of tests 
conducted, or how fatalities are reported?  

•   Which age groups are most at risk of catching  
the virus? 

•   What impact did early border closures or quarantine 
measures have on each country’s case numbers?   

•   How likely are we to see a second wave of 
infections based on experiences in other countries?  

Recently, newspaper articles have delved into many 
of these statistics relating to the pandemic – all 
highlighting some interesting trends and asking 
critical questions.  

The pandemic itself is an extremely compelling story, 
and in the current climate, people are hungry for 
statistics and insights. However, it also indicates the 
value in constructing a ‘narrative’ when presenting 
data or analytics of any kind.  

In this recent article, James Richardson, a Senior 
Director Analyst at Gartner, suggests that the  
‘ways in which organisations deliver business analytics 
insights are evolving, notably in the rising use of what 
is called data storytelling.’  

‘It’s the context around the data that  
provides value, and that’s what will make 
people listen and engage,’ 

he says.  

At Modis, we have a strong focus on community 
projects and have been working with several 
government agencies and departments to develop 
capabilities that may be used to reduce the incidence 
of family and domestic violence in Australia.  

In one such project, we leveraged analytics to better 
understand the leading factors of a domestic violence 
incident: specifically, for high harm, repeat offenders. 
This involved analysing a wealth of data – from the 
1960s through to 2015 - and we found some very 
surprising and interesting results. 

We uncovered statistics regarding offence rates,  
their frequency, the types of offences, their 
percentage accuracy and had detailed information 
about the algorithms that we used. On their own, 
the statistics were very compelling – but to deliver 
information to the key stakeholders it is important  
to have them engaged in the outcome via a story-
based approach. 

On their own, numbers can be downright boring. Even for data analysts, or people who relish 

spreadsheets and formulas, data isn’t always awe-inspiring. However, using data to tell a story 

- shedding light on a trend, providing insight, or giving context - this is where data becomes 

interesting and extremely valuable.  

HOW STORYTELLING CAN HELP  
BUILD THE CASE FOR DATA  
AND ANALYTICS
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To structure your data storytelling, we have outlined 
an example below; 

Over the last few weeks (time/place), I’ve been working 
on an important project to help us better understand 
domestic violence in Australia.  

We wanted to see if it was possible to predict the 
likelihood of a domestic violence offence occurring, 
and we’ve found some interesting results (who/what).  

When we analysed the data from the 1960s through to 
2015, we discovered something extremely interesting: 
weather is influential! In fact, out of nearly 500 factors 
we identified that may contribute to trigger a domestic 
violence incident, the amount of rainfall and the phase 
of the moon are consistently in the top 12.

Using this information (with the complete results 
of our analysis) we can recommend intervention 
approaches in advance of an event occurring – and 
hopefully prevent it occurring in the first place. 

While this is just one very specific example, 
businesses of all kinds can benefit from data 
storytelling such as this. On their own, statistics  
don’t tell us much. However, when they’re shared  
as part of a compelling story, they can have a  
much larger impact. For stakeholders looking to  
drive a new initiative, or convince board members 
to back an initiative, telling a story with data is 
particularly crucial.  

So, what does it take to tell a good story? 

Creating a compelling, fact-based story is not always 
as easy as it sounds. 

Here are a few common principles to keep in mind:  

•   Always use real, everyday language: don’t try to 
make the story too technical or convoluted. Use 
normal, authentic terms that your audience can very 
quickly and easily understand. 

 •   Be short and sharp. Don’t drown your audience in 
dry, boring detail. Pull out the most interesting and 
relevant statistics and focus on those. You’re telling 
a short story, not writing War and Peace.  

•   Use visual tools. According to the article from 
Gartner, ‘visualisation’ is a key part of the 
storytelling process: ‘Data and analytics storytellers 
must choose a fitting visualisation based on the 
kind of data they want to present and the audience 
to which they want to present it. Arranged into a 
time or conceptual sequence, these visualisations 
can be shaped into a narrative to help reveal 
findings, trends or underlying patterns.’ 

Know your audience. It may sound obvious but be 
sure to always craft your story according to the people 
you’re presenting to or sharing information with. 

‘The sales team may love the story of the gifted 
salesman who snatched the contract from a 
competitor with a single well-chosen data point to 
the prospect’s CEO while in an elevator. However, 
this will not have the same appeal for the finance 
team, who wants to hear about predictable outcomes 
from efficiently executed processes and contract 
negotiation,’  
says James Richardson from Gartner.

Put simply, give your data stories a solid premise, a 
good structure, and make them interesting. Put the 
detail in the appendix and pull out the facts and stats 
that are the most meaningful and relevant.   
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The value and function of data and analytics 
can differ from business to business. Whether 
it’s helping not-for-profits better identify at-risk 
Australians, enabling a large mining firm to cut 
its vehicle maintenance costs, or assisting police 
departments in solving crime faster and more 
effectively, investing in data analytics can add 
enormous value.  

However, while most organisations recognise the 
vital importance of data – and of leveraging it to 
make smarter, better decisions – many are also 
unsure exactly where to start, or what steps to 
take next.  

YOU’VE GOT BUY-IN FOR AN  
ANALYTICS PROJECT. WHAT NOW? 
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YOU’VE GOT BUY-IN FOR AN  
ANALYTICS PROJECT. WHAT NOW? 

What do you want to achieve? 

It may sound like an obvious consideration, but a 
great number of businesses embark on analytics 
projects without first understanding their broader 
organisational goals or objectives for doing so.  

Yet only when you have a solid understanding of  
your strategic objectives, can you realistically start  
to think about how you will achieve it. This means 
asking straightforward questions such as:  

•   Do you want to develop your own analytics 
capability, or do you simply want the outcomes? 

•   Have you chosen a delivery methodology  
suitable for analytics projects? 

•   Do you intend for a distributed analytics capability,  
a centralised one, or something in-between? 

•   Do you intend to hire capability, develop capability 
in-house, or use partners to fill skills gaps? 

•   What does a successful analytics capability  
look like?

How have you prioritised your initiatives? 

Like many things, taking a steady, step-by-step 
approach often works best for developing an analytics 
capability. Rather than taking a ‘big bang’ approach – 
and completely revolutionising the way in which your 
business or organisation tackles data, it can be wise 
to focus on a single area first.  

As we discuss in this blog, an early success can 
also give you a ‘lighthouse’ project – which you 
can reference as a basis for future projects.  Your 
analytics methodology should include a mechanism 
to prioritise your initiatives according to metrics 

that are important to your business.  Being able to 
prioritise initiatives, from the beginning, is a key part 
of ensuring long-term success. 

Do you already have the data? 

Again, this may sound like an obvious question – but 
many businesses don’t have a firm grasp on how 
much data they collect, or where it resides. Many 
businesses already use data to some extent, but don’t 
know how far they could take their analysis, or where 
the parameters of their data lie. Understanding the 
whereabouts, depth and scope of your available data 
is a vital initial step.  

What tools do you use, or intend to use? 

Data can be captured and interpreted in a myriad of 
ways, and every data analyst will have a preferred 
system, method or platform. Before you get started, 
be sure to understand what systems you use 
currently, if any, and determine if this needs to change 
in any way.  

This can be particularly challenging because: 

•  The technology landscape is evolving rapidly 

•  All tools have their strengths and weaknesses 

•   A tool’s ability to analyse different types of data can 
vary from another 

•   There may be limited availability of skilled resources 
in your employment zone 

Choosing the wrong technology might also leave you 
with an expensive technical debt. Seeking guidance 
from an expert can help put you on the right track in 
terms of knowing which tools and technology are the 
right fit for your business.  

At Modis, we often help businesses get started by asking a few key questions:   

6Data Analytics - What You Need to Know



WHY INCREMENTAL CHANGE IS  
BETTER THAN ‘BIG BANG’  WHEN IT 
COMES TO YOUR ANALYTICS PLATFORM 

An energy utility that lacks in-depth understanding 
of its customers’ needs and asset operations may 
miss new product opportunities, continue inefficient 
manual processes, and compromise the experience  
it offers customers.  

A not-for-profit that doesn’t measure outcomes of 
its activities may find it hard to continue to secure 
enough government funding.  

A large consulting firm that doesn’t track or measure 
its staff satisfaction levels may end up with high 
turnover rates and a de-motivated, unproductive 
workforce.  

However, despite the vital importance of investing 
in an adaptable, scalable and advanced analytics 
capability, we typically recommend businesses opt 
for an ‘iterate and grow’ approach over a ‘big bang’ 
analytics strategy and program. This is due to several 
key reasons:  

Small wins generate momentum

By starting small and creating quantifiable business 
value, teams can get some solid projects under their 
belt, which they can use to showcase the benefits of 
analytics to the wider business.  

Early exploration and business context is essential

The nature of data and analytics, particularly with 
hard problems, requires an experimental approach up-
front to create good solutions. Working side-by-side 
with business subject matter experts when exploring 
and experimenting can be a massive boost to your 

chances of delivering great analytics outcomes. Your 
solution and approach may change along the way, but 
an incremental and experimental approach will help 
you either deliver what the business needs or identify 
initiatives that need to stop. 

Change is hard 

Changing how people work using data and analytics 
is hard. Giving employees the chance to familiarise 
themselves with analytics, in their own context and 
language, allows them to see how it can improve 
their day-to-day work. Senior stakeholders will likely 
be sceptical about a solution that threatens their 
team’s years of experience. However, when they can 
see the ‘art of the possible’ and new opportunities for 
productivity, safety and risk, which they can drive, they 
will start to realise the benefits.    

Technology moves quickly – only build what you 
need  

Advanced analytics technology is essential for 
success, and changes rapidly.  Some organisations 
fall into the trap of building out large analytics 
technology stacks before any outcomes are delivered. 
As the technology improves quickly, the plumbing you 
built six months ago will likely now be out of date, 
slowing progress. We recommend a roadmap for your 
analytics platform, but suggest you only build the bits 
you need right now to solve business problems with 
data. Start small and build out your platform over time 
– based on what you need, and what’s working for 
your business.     

In this digital age, investing in data and analytics is essential. Regardless of their size or industry, 

businesses that aren’t using data to underpin their decision-making, customer relationships and 

employee experience, are missing significant opportunities to improve and get ahead.  
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However, that doesn’t mean that the decision to invest 
in an analytics platform or project is always easy 
to justify. In fact, it can be a significant headache 
for a person or team who is responsible for putting 
together a pro-analytics business case. This is due to 
several key reasons.  

Some outcomes are hard to measure 

In many businesses, the return on an investment from 
an analytics solution can be obvious. A large mining 
organisation that uses a data and analytics system to 
fine-tune its maintenance processes can very rapidly 
save millions of dollars. The return on investment can 
be immediate and very easy to predict.   

However, for a not-for-profit that uses data and 
analytics to identify at-risk youth, the investment can 
be much harder to measure. Social benefits – such 
as improvements in mental health, reduced drug 
use, or greater employability, are much harder to 
track and define than financial ones and can often be 
influenced by a range of other factors. While having 
measurement in place is essential for many not-for-
profits, it can be harder for stakeholders to clearly 
demonstrate the benefits.   

A new solution is more expensive than no solution  
(or so it may appear) 

Even though an analytics platform or solution will 
deliver immediate and demonstrable returns, it still 
requires an up-front investment of some kind. For a 
business replacing an old and ineffective analytics 
solution with a new and powerful one, the productivity 
and efficiency gains may be obvious and easy to 
explain. However, for a business with no solution at 
all, measuring the gains can take longer and be a little 
more complex.       

How do you measure the impact of something you 
stop from happening? 

One of the great benefits of a sophisticated data/
analytics solution is that it can deliver predictive 
insights that help businesses to prevent things from 
happening in the future. These things may end up 
being very costly or bad for the business, but also 
impossible to measure definitively.  

By tracking the performance of a building’s air-
conditioning units, for instance, a maintenance firm 
may be able to detect – very early on – when a piece 
of equipment needs a service, rather than waiting for 
the air-conditioning unit to fail. While we can estimate 
the cost savings of early intervention, it’s impossible 
to know with any degree of certainty, what the full 
impact would have been had the equipment been left 
unchecked.  

Similarly, by providing housing options to vulnerable 
young Australians when their social and employment 
data reveals they are most at risk, a not-for-profit may 
help prevent some young Australians from getting 
involved with drugs and ending up in the public 
hospital system. However, these outcomes can be 
extremely hard to track and measure.    

Social analysis is not always definitive 

Analytics can certainly go a long way in helping 
not-for-profits respond to social needs – particularly 
when it comes to health, domestic violence and 
homelessness. However, the data relating to such 
issues can often be difficult to capture in its entirety. 
While there are approximately 250,000 cases of 
domestic violence reported in Australia every year, 
experts also know that this is likely to be the tip of the 
iceberg – with a huge percentage also unreported.  

It’s becoming increasingly important that businesses of all sizes, and across all industries, put 

data and analytics at the centre of their decision-making. In fact, in this digital age, not doing 

so carries a huge amount of risk.  

WHY JUSTIFYING AN ANALYTICS  
INVESTMENT ISN’T ALWAYS EASY.
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DATA ANALYTICS:  
DO YOU REALLY NEED TO  
CALL IN THE EXPERTS? 

Given this, when it comes to embarking upon larger 
more in-depth analytics solutions, many often ask the 
question: do we really need to outsource, or can we 
do it ourselves?  Usually, the answer comes down to  
a few key factors:  

Are you prepared to train your people? 

While great data scientists are often adept at 
making the complex seem simple, the reality is that 
understanding data and analytics – and making sense 
of trends and extracting insights – is technical work. 
Having an employee or team that can provide insights 
can be extremely beneficial - yet it’s also important 
that they’re qualified and able to interpret the data to 
the level you require. For this reason, it’s important to 
ensure you’re prepared to give your existing team the 
in-depth training they will need.  

How will you make analytics non-exclusionary? 

In order to have the most value, it’s important that 
data and analytics is widely accessible across the 
business. It’s essential that you strike a balance 
between making data available for those who need it 
and ensuring the integrity of the information when it’s 
used to make decisions. In many ways, this comes 
down to having the right tools in place – and firm 
rules and processes for how data is used.   

Which option is the most cost/time effective? 

Investing in an internal data analytics solution 
and team, can require a considerable investment. 
Employing a new data analytics team can also make 
it difficult to scale analytics initiatives up over time. 
Relying on an outsourced expert partner – even to 
some degree – can be a more cost-effective option.    

Do you require niche knowledge or expertise? 

Sometimes, data analytics initiatives will require very 
specific knowledge or skills. In these instances, it can 
be worth outsourcing to an external provider who can 
offer guidance and specific expertise.    

Over the last few years, data analytics has become commonplace in most businesses –  

at least to some extent. Whether it’s measuring the success of a B2B marketing campaign 

or tracking the difference between in-store and online sales, most businesses are tackling 

analytics to a certain degree.       

If you’re unsure whether you should outsource your organisation’s analytics, we can help. 

Putting together a business case for an analytics solution is a complex task. It’s something 

that our team here at Modis have helped several our clients with, and we have built several 

strategies to overcome many business problems.  If you’re interested in finding out more,  

get in touch with our team today.   
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Brisbane
Level 19
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Brisbane QLD 4000
(07) 3000 1577 
infoAU@modis.com

Sydney
Level 4
123 Angel Place
Sydney NSW 2000 
(02) 8028 3100 
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Canberra
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6/3 Sydney Ave  
Barton ACT 2600  
(02) 6103 1800 
infoAU@modis.com

Melbourne
Level 16 
28 Freshwater Pl  
Southbank VIC 3006   
(03) 9626 2600 
infoAU@modis.com

Adelaide
Ground Floor 
165 Grenfell St 
Adelaide SA 5000    
(08) 8306 8282 
infoAU@modis.com

Perth
Level 12 
108 St Georges Tce 
Perth WA 6000     
(08) 9324 8400 
infoAU@modis.com
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