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South
Australian
Leaders

- , ' Artificial Intelligence and
AI is the car that's being driven

Machine Learning

ML is the engine inside the car
that powers it and makes it move

ML is a subset of AI that
includes statistical
techniques that enable
machines to improve at
tasks with experience.

AI is a wide-ranging branch of computer science
concerned with building smart machines capable

of performing tasks that require human
intelligence

ML is best for identifying
patterns in large sets of
data
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Volume of data
created, captured,
copied, and consumed
worldwide

| The volume of data generated, consumed,
copied, and stored is projected to exceed 180

zettabytes by 2025

200 Volume of data in zettabytes 181
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Region Rep item  Units [Unit Cost |Total

Central Smith Desk 2| 125.00 250.00

Central  Kevin Desk 5/ 125.00 625.00

Central  Gill Pencil 7 129 9.03

Central Jamie Binder 11 4.99 54.89

Central Andrews  Pencil 14 1209 18.06 WATCH VIDEO
Central Gill Pen 27 19.99 539.73

Central Morgan Binder 28] 8.99 251.72

Central Andrews

Central Jamie

Central  Kevin

Central  Gill

Spreadsheets, databases, tables Text, Images, Videos, Social Media Posts, Emails, Documents

Spreadsheets, databases, tables Text, Images, Videos, Social Media Posts, Emails, Documents
Customer Financial Operational External Business
Sales Data P Market Data
Data ‘ Data Data Data Knowledgebase
Data
Sources of
Data
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A data analytics framework for
better business decisions

Decisions

g:ne which business
ision(s) to support.

Determine the decision-

makers’ requirements

for accuracy and

interpretability.

Valve

Verify the value of

the analytics-enhanced
process as compared
to the status quo
baseline and
implement.

Data about customers

Name

Address

Contact info (email address, telephone)
Payment methods used

Loyalty scheme membership/tier

Social media IDs

Customer service history

Payment history
Business-specificinfo (e.g. pets)

Data about things customers do
Product sales

Subscriptions

Loyalty points earned/redeemed

Channels purchased through
Self-purchase or gifter
Complaints

Returns

20% 40.0% 60.0% 80.0%
Percentage of customers we have this data on

Pemﬁaf:ﬁmsweh:ndﬂam that we can tie back to a customer
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- Making decisions with data often comes down to finding a purpose for the data at
hand.
- Instead of finding a purpose for your data, find data for a purpose

Data-Driven Versus Decision-Driven Data Analytics

DATA-DRIVEN DECISION-MAKING DECISION-DRIVEN DATA ANALYTICS

Anchor on data that is available. Anchor on a decision to be made.
Find a purpose for data. Find data for a purpose.
Start from what is known. Start from what is unknown.

Data Driven: Focus on available data  Decision Driven: Starts with a proper

often leads to focusing on wrong definition of the decision that needs to

questions be made, frames the problem and the
data needed to make the decision.

LOOKIN G UNDER. THE. LAMPPOST

e, A decision-driven mindset treats

Lost fous | LoST THEM OVER the decision as the focal point
=X [
KEXS ] JRERE BOT e instead of data.

LIGHTS BETTER HERE.
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Ask a simple question -

Four components of IWIK

1.

2.
3.
4

Ask - Get the right people to think about the right

guestions

Brainstorm - Optimise the discovery of information

Capture - Lead IWIK discussions
Deliberate

Urgent
Person Have Data (must have
Reference No. |Category |IWIK Statement or Team (YIN) Inice to have)
1A Who are our best customers? abc Y Must Have
What is the impact of increasing advertising spend
2|1B on Google? abc N Nice to Have
XXX XXX XXX xXxx XXX XXX
XXX XXX XXX XXX XXX XXX
XXX XXX XX XXX XXX XXX
XXX XXX XXX XXX XXX XXX
XX o XXX XXX peed XL
X peed XX peed p ey peed
XXX XXX XXX XXX XXX XXX
XXX XXX XXX xxXx XXX XXX
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A data analytics framework for
better business decisions

Decisions Value

Define which business Verify the value of

decision(s) to support. the analytics-enhanced
Determine the decision- process as compared

makers’ requirements to the status quo
for accuracy and baseline and
interpretability. implement.

A decision driven data analytics framework for
better business decisions

So=

. LY
| Experience

4 . Y
! Intuition )

——————

Value
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Total Spend

IWIK: The impact of Ad Spend in different marketing
channels on Lead Volume

QLD Leads

Channel Coefficient * 1000 Coefficient

tv_linear 0.66600 0.00067
bvod -0.40000 0.00040
radio 0.43800 0.00044
paid_search_brand 10.14900 001015
paid_search_non_brand 7.05600 0.00706
social_facebook -10.94000 -0.01094
social_organic 0.00000 0.00000
display_prospecting 0.00000 0.00000
display_remarketing -20.53000 0.02053
youtube -3.32000 0.00332
youtube_trueview 21.52000 0.02152
lprogrammatic_playground 2.04200 0.00204
bing_brand -4.32000 -0.00432
bing_non_brand 23.44600 0.02345
national_radio 0.00000 0.00000
paid_search_performance_max 63.18900 0.06319
out_of_home 0.00000 0.00000
social_linkedin -471.86000 0.47186
(Intercept) 40859.25000 40.85925
Total Spend 0.00000

IWIK:The impact of a 1000$ increase in Ad Spend for each

channel

Enter Weekly
Ad Spend Increase

Per Channel Per State (in$) =

$1,000

SA vIC aLp NSW WA Total Weekly
Expected Expected Expected Expected Expected Expected
Lead Volume Lead Volume Lead Volume Lead Volume Lead Volume Lead Volume

Marketing Channel Increase Increase Increase Increase Increase Increase

tv_linear g 1! 1 1 2 3
paid_search_brand 9 13 10| 8 8 48|
paid_search_non_brand Inconclusive 10 iz 10 10 37
paid_search_performance_max 77 58 63 60 Inconclusive 259)
bvod -4 -3 Inconclusive -2|Inconclusive -9
radio Inconclusive. 2 Inconclusive Inconclusive | Inconclusive 2)
display_remarketing -33 -14 -21 -26 -29| -122|
youtube_trueview -19 Inconclusive Inconclusive| 26 | Inconclusive -45
social_facebook I ] I reond 1 0
social_organic Inconclusi Inconclusive | Inconclusive 0|
display_prospecting Inconclusive Inconclusive. Inconclusive’ Inconclusive | Incenclusive 0|
youtube Inconclusive Inconclusive ve | Inconclusive | Inconclusi 0
programmatic_playground { I s Inconclusi { 0|
bing_brand Inconclusi Inconclusive | Inconclusive 0|
bing_non_brand Inconclusive Inconelusive Inconclusive Inconclusive | Inconclusive 0|
national_radio Inconclusi Inconclu ive, Inconclusive | Inconclusive [i]
out_of_home I lusive | Inconcl 0)
social _linkedin Inconclusive Inconclusive Inconclusive Incenclusive | Inconclusive 0
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IWIK: How much revenue my business would generate in

the next 2 years?

Quote Value - Month Forecast

Forecast indicator

Lower Prediction

Upper Prediction]

LT T Predicted Revenue Interval Interval
January 2023 -

February 2023
March 2023

§921,074 $622,356 $1,219,792)

$871,209 $548,016 $1,194,583)

$1,033.214 $687,103 $1,379,325

$1,005,791 $638,268 $1,373,313)

$1,309,137 $921,383 $1,696,891)

$1,222,166 $815,185 $1,629,147]

$559,685 $134,345 $985,024|

$12,133,465 $9,577,755 $14,689,174|

Quote Value - Seasonality

15.8M

average

$9.5M  s9.2m

$7.3M

Fob _Mar _Ap A
M Actual
Estimate
Measuring Accuracy
% Difference between 2400000
Actual Forecasted actual revenue and 2200000
Month Revenue ($) Revenue ($) forecasted revenue  (Absolute Value) —
Apr-22| 1,062,649
May-22 1,298,671 1,245,250 1.05% 1.05% b
Jun-22 1,275,647 1,230,401 0.90% 0.90% 100000
Jul-22| 1,581,219 1,319,352 3.88% 3.88%) 1400000 e
Aug-22| 1,817,881 1,335,448 7.65% 7.65% -
Sep-22 1,567,875 1,358,682 3.57% 3.57%|
Oct22. 1,823,355 1,427,500 6.09% 6.09% 100008 Akt
Nov-22| 1,678,493 1,395,371 4.61% 4.61%) w0000
Dec-22 927,504 1,098,454 -4.22% 4.22%) -
Jan-23 1,582,084 1,480,053 1.67% 1.67%)
Feb-23 1,430,092 1,476,456 -0.80% 0.80%) SIS
Mar-23| 1,342,635 1,502,043 -2.80% 2.80% 000
Apr-23| 1,172,289 1,454,033 -5.36% 5.36% !
May-23 1,291,462 1,546,067 -4.49% 4.49%)| s PRSeTE e e e R e actisi i el ek
Jun-23 1,193,088 1,531,218 -6.21% 6.21%
Jul-23| 1,411,094 1,620,169 -3.45% 3.45%
Aug-23| 1,449,624 1,636,265 -3.02% 3.02%
Sep-23 1,283,488 1,659,499 -6.39% 6.39%
Oct-23| 1,544,229 1,728,317 -2.81% 2.81%| Seasonal Effect Contribution
Nov-23|  1437,067 169,187 -4.13% 4.13% High October T Trend 66.4%
Ahsa\u(::::gr: 32.85% Low December -17.1% Seasonality 33.6%

Over the last 19 months, our predictions for this client were about

10
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Who are my most valuable customers?

IWIK

Who are my most valuable customers?

IWIK

Segments
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IWIK: Who are my most valuable customers?
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T

Original unclustered data

Clustered data
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IWIK: Who are my most valuable customers?

ting Campaigns for Each Segment

a. Goal: Increase frequency of engagement
b. Marketing Campaigns:
Applications: Lookalike Audiences on FB, Identify comm

a. Goal:Increase freg
b. Marketing Campal

c. Applications:

a. Goal: Increase AQV
b. Marketing Campaigns:
program, Bulk Discount

¢ Applications: Look

a. Goal: Increase engagement, increase AOV
b. Marketing Campaigns:

Applications: iden

Unique Avg.
Items Revenue
Avg. Avg. per per Aonetary Valu: Customer
| Cluster Cluster Name Recency Frequency Purchase AOV  Customer (Total Spent)  Count
1 Bulk Order Plumbers 48.1 3 20 $2256 $4,712  $580,000
2 Average Plumber 285 4 7 $465  $1,575 $1,190,000
3 Regular Pipeline Patrons | 93 20 7 $766/  $9,048  $900,000
4 Inactive Plumbers | 132 2 6 5363  $533  $180.000

Average Order Value

5225595

Average Frequency

Average Recency

113

s
l -—

Average Revenue Per
Customer

saours8
samize
e
.5 $533.37

Items Per Purchase

IM 692 5o

= i ==
= | CuUSTOMERS WHO
Q m* TUNS TTEM:

IWIK: What products/services are bought most frequently together?

Frequently bought together

proe e

Brave New World
$1185 vprime

This item: 1984:
New Edition of the
Twentieth Centur...

52225

+ h

Animal Farm: New
Edition

57559

13
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IWIK: What products/services are bought most frequently together?

Number

INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10024
INV-10014
INV-10014
INV-10004
INV-10004
INV-10004
INV-10004
INV-10004
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017
INV-10017

InvoiceDati DueDate

5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
s/12/2022
5/12/2022
s/12/2022
5/12/2022
5/12/2022
s/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022
5/12/2022

Productiabel
5/12/2022" Hose Bib Brass 1/4 [HBBM20] 20mm Mi Ho: product
5/12/2022"Gas Ball Valves FI » [GBVF15] Gas Ball Valve product
5/12/2022" Bayonet and Cap F [BF15] Bayonet and Cap product
5/12/2022 Washing Machine : [WMSs20M] Washing Mz product
5/12/2022Flexi Flange Cupbc [FF4060] Flexi Flange Ci product
5/12/2022" Cover Plate Raised [CPRS] Cover Plate Rais product
5/12/2022"HB Fuller Plumber: [5300T) HB Fuller Plumt product
5/12/2022" HB Fuller Plumber: [S300W] HB Fuller Plum product
5/12/2022" Hex Nipple DR Bra: [HN15] Hex Nipple DR € product
5/12/2022"15mm Stainless St [FH1S1S0MF] 15mm Sta product
5/12/2022" Kee Seal Rubber 5([KS508] Kee Seal Rubbe product
5/12/2022 MIXX Sink Mixer S\ [MX225] MIXX Sink Mix« product
5/12/2022 Forge Pressure Re«[FPR20] 20mm Pressure product
5/12/2022" Compression Unio [CUCBMC2020] Compre product
5/12/2022" 16mm Water Pex-f [PXW16-50] 16mm Wati product
5/12/2022" eFlex Solar High Té [HT1-13] eFlex Solar Hig product
5/12/2022" Forge Pressure Re« [FPR20] 20mm Pressure product
5/12/2022" TurboBORE Spade [T50822] TurboBORE Sp product
5/12/2022" TurboBORE Spade [TS0816) TurboBORE $p product
5/12/2022" 15mm Stainless St [FH15150FF] 15mm Staii product
5/12/2022”15mm Stainless St [FH15225FF] 15mm Stali product
5/12/2022" 15mm Stainless St [FH15300FF) 15mm Stal product
5/12/2022" AVG Tempering Vz [FTV15HP] AVG Temper product
5/12/2022" FREE - Forge Plumt [NOTEBOOK] FREE - For product
5/12/2022" Mini Cistern Stop 1[C5155V] Mini Cistern $ product
5/12/2022" Dual Isolation Stop [DSM15205V] Dual Isola product
5/12/2022" Flexi Flange Cupbe [FF0922] Flexi Flange Ctproduct
5/12/2022" Flexi Flange Cupbe [FF4060] Flexi Flange Ct product
5/12/2022" Dishwasher Cover [CPPDI] Dishwasher Con product
5/12/2022" Cover Plate Flat St [CPF15] Cover Plate Fla' product
5/12/2022" Cover Plate Raised [CPR9] Cover Plate Rais product
5/12/2022 DWW Pan Connect([PC100] DWV Pan Conni product
5/12/2022 DWV Pan Connect« [PC10020] DWV Pan Cor product
5/12/2022" Adaptor Mi x FI Brz [AB15] Adaptor Mi x FI E product
5/12/2022" Screwed Plug Hex [SP15] Screwed Plug He product
5/12/2022 Screwed Cap Hex E[SC15] Screwed Cap He» product

Journal items/Product Journal iter Journal iter ProductCoc

3 [HBBM20]

1 [GBVF15]

1 [BF15]

1 [WMS20M]

2 [FF4060)
20 [CPRI)

1 [s300T]

2 [s300W]
10 [HN15]

10 [FH15150M

2 [Ks508]

1 [Mx22s]

1 [FPR20]

2 [cucBmc(

1 [PXW16-50
20 [HT1-13]

6 [FPR20]

3 [TS0822]

3 [TS0816)
10 [FH151S0FF|
10 [FH15225FF
10 [FH15300FF)

1 [FTV1SHR]

5 [NOTEBOOI|
20 [C5155V]

4 [DSM15205

2 [FF0922)

2 [FF4060]

3 [cPPDI]

20 [CPF15]
20 [CPRI)

2 [PC100]

2 [PC10020]

6 [AB15]

10 [SP1S]
10 [sC15]

IWIK: What products/services are bought most frequently together?

Support Confidance Coverage

[ RHS
(1 {TRUST IBUPROFEN TAB 200MG 96) => {APH PARACETAMOL CAPLET-BLIS S00MG 100} 0.11%
[2] {TRUST IBUPROFEN TAB 200MG 96} > {PANAMAX TAB S00MG 100} 0.11%
(3] {TRUST IBUPROFEN TAB 200MG 48) => {PANAMAX TAB 500MG 100) 0.06%
(4] {NUROFEN CHILD 5YRS-12YRS STRWBRRY 200ML} => {PANADOL CHILD LIQ 200ML 5-12YR S/BRY} 0.05%
[S] {PAMADOL CHILD LIQ 200ML 5-12YR S/BRY} => {NUROFEN CHILD SYRS-12YRS STRWBRRY 200ML}  0.05%
(6] {NANO 3 PLY DISPOSABLE MASK S0PK) => {NANO RAPID H/SANITISER SOOML} 0.04%
[7) {TRUST IBUPROFEN TAB 200MG 48} => {APH PARACETAMOL CAPLET-BLIS 500MG 100} 0.04%
(8] {EGO-QV-SKINLTN 5% 1L} => {EGO-QV-WASH-GENT 15% 1} 0.03%
[9] {EGOQV GENTLE COND 200G} => {EGO QV GENTLE $/POO 200G} 0.03%
[10] {EGO QV GENTLE $/POO 2006} => {EGO QV GENTLE COND 200G} 0.03%
[11] {NANO RAPID HAND SANITISER S9ML} => {NANO RAPID H/SANITISER S00ML} 0.03%
[12) {DERMAVEEN OATMEAL COND 1L} => {DERMAVEEN OATMEAL S/POO 1) 0.03%
[13] {DERMAVEEN OATMEAL $/POO 1L} => {DERMAVEEN OATMEAL COND 1L} 0.03%
[14] {TRUST IBUPROFEN TAB 200MG 24) => {APH PARACETAMOL CAPLET-BLIS S00MG 100) 0.02%
[15] {TRUST IBUPROFEN TAB 200MG 24) => {PANAMAX TAB S00MG 100} 0.02%
[16] {SUNSILK 5/POO LONG&STRONG 200ML} => {SUNSILK COND LONGESTRONG 200ML} 0.02%
[17] {SUNSILK COND LONG&STRONG 200ML) => {SUNSILK 5/POO LONGESTRONG 200ML} 0.02%
(18] {MASKIT PM2.5 MASK FILTER PK 10} => {MASKIT FACE MASK CLASSIC BLACK} 0.02%
(19] {NANO 3 PLY MED GRADE TYPE 2 DISP MASK 50}  => {NANO RAPID H/SANITISER S00ML} 0.02%
[20] {MOOGOO CREAM COND 500ML} > {MOOGOO MILK 5/POO S00ML) 0.02%
[21] {MOOGOO MILK S/POO 500ML} => {MOOGOO CREAM COND S00ML} 0.02%
[22] {EGO QV NOURISH S/POO 200G} => {EGO QV NOURISH COND 200G} 0.02%
(23] {EG0 QV NOURISH COND 200G} => {EGO QV NOURISH $/POO 2006} 0.02%
[24] {DONMATAB TAB-BLIS 50} > {GASTRO STOP LOPERAMIDE CAP 20} 0.02%
(25] {NUROFEN CHILD 5YRS-12YRS ORANGE 200ML]  => {PANADOL CHILD LIQ 200ML 5-12YRS ORNGE) 0.02%
[26] {PANADOL CHILD LIQ 200ML 5-12YRS ORNGE]  => {NUROFEN CHILD 5YRS-12YRS ORANGE 200ML} 0.02%
[27] {G/CROSS SENEGARAMMONIA APF S00ML) => {TRUST DOUBLE ACTION CHESTY COUGH 200ML}  0.02%
(28] {DOVE COND HT COL RDNCE 320ML} => {DOVE $/POO HT COL RDNCE 320ML} 0.02%
(29] {DOVE $/POO HT COL RONCE 320ML) => {DOVE COND HT COL RONCE 320ML} 0.02%
(30] {DOVE COND HT INTENSE RPR 320ML} =>_{DOVE S/POO HT INTNSV REP 320ML) 0.02%

20.20%  0.56%
19.20%  0.56%
17.40%  0.35%
2150%  0.24%
16.70%  0.31%
15.30%  0.28%
11.40%  0.35%
19.10%  0.16%
66.70%  0.04%
33.90%  0.09%
1200%  0.25%
79.20%  0.04%
61.30%  0.05%
11.00%  0.23%
11.00%  0.23%
84.20%  0.03%
69.60%  0.03%
24.60%  0.10%
10.50%  0.22%
SL70%  0.04%
44.10%  0.05%
50.00%  0.04%
51.70%  0.04%
22.40%  0.10%
16.50%  0.13%
17.00%  0.13%
10.80%  0.20%
66.70%  0.03%
56.00%  0.04%
60.90%  0.03%

ift
14.72
873
7.92
70.02
70.02
6.93
8.33
29.57
770.09
770.09
5.44
1740.47
1740.47
8.04
5.03
24953
24953
46.09
475
1036.81
1036.81
1175.05
1175.05
62.28
127.66
127.66
22.49
1817.41
1817.41
1481.59

Count|

aroenr
Paracetamol Pain Relief

Cararax
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IWIK: What products/services are bought most frequently together?
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IWIK: Who are my most loyal customers?

2 email ~ [frequer - [ recent - monetary value | -|  predicted clv .| probability alive - Probability Customer is Alive,

3 » 7o4 1716.405758 2077502787 0.997218937) by Frequency and Recency of a Customer
157957 164 1005 377.4143902 1796484222 0999115985

12981 13 e 1705.141083 9567.12784 0982384825

316395 s B 316.104881 9107211159 0.9986015

asa3r 0 am 5062311333 8326.983531 0992307428

145708 % B0 o12.922786 0997626913

271000 1o oam 6995757907 0.97sarzes

72116 2 ™ 5661.301436 0989274786

184055 n 5% 5547196884 0.963380647]

285156 3 sn 5219.002799 0996525555

126455 1 1 4852972679 0.61325014

361902 3 e 3501.203333 4755.854452 0308340045

23845 1 26 437.8784615 4266.80911 0992328253 g

87554 10 1 495.128 418.503066 0983317419 ¢
428604 “ 69 47436875 4156.829288 0985025655 <

143672 PR 1534.7875 3904.484535 0.501560147] g

270505 s 2n 198.084 3852.166618 0979306581 £

141577 1 ] 534175 3545.084021 0972699857/ 2

133871 s um 27681011 3513.298369 0998247015 0.

19627 st sn naassana 3299.308187 0.99576175

187558 15 6 505.9613333 3220553684 0934016768

Statistical Probabilistic Models might often be
a better choice than ML models at predicting

lifetime value of customers for transactional
e-commerce data Customers Hitoical Frequency

160
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IWIK: Which countries to expand my business to?

IWIK: Which countries to expand my business to?

Existing Markets
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IWIK: Which industry segments do my clients/customers

belong to?

IWIK: How to simplify this complex chart
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IWIK: How to simplify this
complex chart

Five Principles of Data Ethics

Ownership
Transparency
Privacy
Intention
Outcomes
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1. Instead of finding purpose for your data, find data for a
purpose

2. Utilise the IWIK (I Wish | Knew) framework

3. For better business decisions, move to a decision driven
data analytics framework
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