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Data Opportunity Workshop

Tangible outcomes for both the organization and the
participants




Data opportunity workshop key outcomes )
Tangible outcomes for both the organization and the participants

Create a backlog of Evaluate and prioritize Learn how to use proven Learn how to evaluate
data and analytics the use cases for frameworks to describe opportunities from a
use cases development your data opportunities value/effort and strategic

fit perspective



Data opportunity workshop overview (example structure) )

Introduction

Ideation

Evaluation

Closing




Data opportunity workshop approach )

We leverage a comprehensive repository of robust yet

It starts with a systematic, impact driven sourcing of business
opportunities addressing clear pain points

straightforward frameworks and methodologies, all

Analytics Playbook

Operationalization Tracking &

oooooo (post MVP) Monitoring

of which have demonstrated success in both virtual

Busines:
systema

q The Data Opportunity Canvas consolidates all relevant information

and in-person WOI"kShOp SettlngS These tOOIS serve to develop solutions to solve the identified pain point
as the foundation of our approach, ensuring we deliver = renrom | delsattion Measuring e mpac

How does it solve the nain boint described? + How will we know if

DAIN
Ston

consistent, effective, and engaging sessions that Additional tools to think use case value flow

Users suffering from ¢ Value-tree

Thinking through what s the flow

drive meaningful outcomes. o s et

DN
Information/data r SN

Value flow illustration example

Customer Case

Value hypothesis

Our consultants bring a wealth of experience in e e ettt

have the highest propensity on converting into actual sal e would i rate and business

conducting data opportunity workshops, engaging with

n enabling KPIs
crements on impacted value elements/KPls

stakeholders across various organizational levels,

ental € impact on targeted value elements/KPls

and catering to a diverse range of industries and e ot g

Proposal: Selected sales teams will test the predictions, with test-control group approach to demonstrate the model lift and assure other sales teams of the model

- - Test & control group setting: Select sales teams (A, B and C), split salespeople into 2 grou el prediction scores in contacting opportunities, one
g e og ra p I c oca I o n s proceeding as per usual. Compare the results after decided timeframe (depending on the ontact to order)

-
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The corporate learning triangle )
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Our training principles

Business Goals 15t Principle 2"d Principle
Training needs to deliver tangible,
measurable outcomes to be ROI positive Focus on a change in Focus on job-aids solving
e behavior. real business challenges.
‘ = Knowledge transferis only a = Focus on methodologies and
minor element of the learning tools needed for the job
journey
= Solving real business challenges
= Training for a new behavior that with data, based on their
supports business goals business challenges (e.g. data

visualizations, use case
identification.)

DAIN'’s

Training Triangle 3" Principle

Make it measurable and

tangible.
‘ = Focus on tangible business
outcomes (e.g. new dashboards,

. .. use case backlog, platform usage

Learning Strategy Goals Learners’ Motivation & ge)
. . . -

The learning journey needs to comply with Job relevancy of the training Augmentatlon Vf”th traditional
existing learning strategies for data needs to be clearly developed training evaluations (e.g. surveys,
literacy at the organization with learnings. self-assessment
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