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INTRODUCTION 

Many articles and papers have been written about the benefits and value of analytics. Over the last 
several years, leaders have realized the impact effective analytics can have on their organizations. As 
these leaders attest, the benefits are indeed real. However, the process to achieve effective and 
comprehensive predictive analytics capabilities is a journey. And, as with any journey, the best way to 
understand where you would like to go is by first knowing where you are. 
 
 
OUR PERSPECTIVE 
 
The process for developing the leading-edge analytics capability typically involves four key stages of 
maturity, described in detail in the ScottMadden Analytics Maturity Model shown on subsequent pages. 
Each stage has defined characteristics and organizational behaviors that highlight where an 
organization is in its journey. Each stage provides a foundation for the next (i.e., it is hard to skip a 
stage in the evolution of analytics capabilities in your organization.) This model can provide your 
organization a roadmap to enhance your current analytics capabilities. 
 
 
THE EVOLUTION OF ANALYTICS 
 
In 2012, Gartner’s Rita Sallam estimated that today’s growth in predictive analytics would reach 50 
percent by 2014, and 75 percent by 2020. This eclipsed Gartner’s 2011 study that suggested “by 2014, 
30 percent of analytical applications will use proactive, predictive, and forecasting capabilities,” 
emphasizing just how quickly this space is growing. CFO Research Services conducted a study in 2011 
identifying non-financial data and predictive analytics as a high priority to incorporate and facilitate 
decision-making. The results are shown in the figure below. 
 

 
Source: “Gearing up for Growth,” CFO Research Services, March 2011; results based on 231 responses 
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While companies consistently report that data analytics is a high priority, the truth is that the recent 
economic downturn and other business priorities have delayed most companies’ analytics efforts. 
ScottMadden’s Analytics Maturity Model can help organizations assess where they are and provide a 
roadmap for further development. 
 
 
THE SCOTTMADDEN ANALYTICS MATURITY MODEL 

This table describes the stages of the ScottMadden Analytics Maturity Model: 
 

Stage Novices Users Leaders Masters 
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 What? 

 Where? 

 What? 

 Where? 

 Why? 

 What? 

 Where? 

 Why?  

 What’s next? 

 What? 

 Where? 

 Why?  

 What’s next? 

 Changes based 
on anticipated 
future? 
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 Is data correct  How data and 
metrics relate 

 Growing demand 
for insight 

 What is driving the 
changes in results 

 Growing demand for 
actions based on 
insight 

 How to initiate 
changes to drive 
the results 

 Growing demand 
for greater 
strategic 
partnership 
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 Historical data 

 Data from discrete 
systems 

 Data is poor 
quality; requires 
massaging and 
transformation 

 Focus on 
reporting and 
metrics; limited 
analysis 

 Data pulled from 
multiple systems 
and functions 

 Data warehousing 
provides cleaner, 
more accessible 
data 

 Focus on telling a 
story 

 Data is on-demand 
and available 

 Dashboards are 
user-oriented and 
dynamic 

 Predictive models 
create scenario-
based data 

 Data is on-
demand and 
available 

 Dashboards are 
user-oriented and 
dynamic 

 Predictive models 
create scenario-
based data 

 Unstructured data 
is available and 
analyzed 
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 Spreadsheets and 
ad-hoc databases 

 Some functional 
data warehouses 
or Business 
Intelligence (BI) 
tools 

 Cross-functional 
use of Electronic 
Data Warehouse 
(EDW) 

 Experimentation 
with BI tools 

 Enterprise-wide 
EDW 

 BI tools 

 Predictive analytical 
tools 

 Experiments with 
Cloud computing 

 Enterprise-wide 
EDW 

 BI tools 

 Predictive 
analytical tools 

 Cloud computing 

 Unstructured data 
analysis 
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 Experience on 
developing 
standard reporting 
tools 

 “Scorekeepers” 
not “storytellers” 

 Functionally silo-
ed experience 
only 

 Learning to ask 
“why” about the 
data 

 Building cross-
functional 
understanding 
and expertise 

 Some 
“storytellers,” but 
mostly 
“scorekeepers” 

 Experts in root-
cause analysis 

 Majority have 
cross-functional 
experience 

 Majority are 
“storytellers” 

 Focus is on the 
future and 
predicting the 
changes in results 

 Analytical experts 

 Majority are 
knowledgeable 
about the whole 
business 

 Strategic partners 
with the business 
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The illustration below provides a walk-through example to help identify the potential progression 
predictive analytics may have as an organization goes from being a “novice” to a “master.” 
 

A Retail Example – Walking Through the Maturity Model 
 

 
Upon reading this roadmap and the example, are you able to gauge where your company is in analytics 
maturity? Can you determine where you want to be and by what timeline? 
 
If you are in the early stages, you are not alone. In October 2012, ScottMadden conducted a survey of 
HR professionals at the HR Shared Services & Outsourcing Summit hosted by IQPC. The results 
showed 53 percent of surveyed companies had a formal HR analytics function, but 75 percent of 
respondents were in the process of creating an analytics function or would do so within the year. Of 
those that had established an analytics organization in the last year, most were still in the “novice” 
category. 

Mat. 
Stage 

Novices Users Leaders Masters 
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 Pro-forma reports 
by store are 
created in Excel 
for prior month’s 
activities and 
forecasts for this 
month 

 Material is put 
together by a 
finance reporting 
team 

 Reviewed in the 
finance silo and 
(possibly) the 
Operations 
Managers 

 Focus is on profit 
margin 
assessment and 
verbal 
explanations of 
last month’s 
performance  

 Pro-forma 
financials are 
produced through 
a BI tool; included 
in the reports are 
employee 
engagement 
levels at each 
store as well as 
product lead-
times from 
factory-to-shelves 

 Material is put 
together by a 
cross-functional 
reporting team 

 Reviewed by a 
cross-functional 
team including 
finance, 
operations, HR, 
and supply chain 

 Focus is on 
correlating the 
data and seeing if 
there are patterns 
to understand why 
certain stores are 
performing better 

 Financials, HR 
metrics, and 
supply chain 
metrics are all 
available via one 
dashboard 

 Data is forecasted 
into the future 
using predictive 
models rather 
than senior 
management 
“belief” 

 Dashboard and 
underlying data is 
maintained and 
driven by 
analytics “experts” 
in the company – 
technical experts 
to ensure data is 
integrated and 
analytics experts 
to interpret the 
data and 
correlations 

 Reviewed by a 
cross-functional 
team including 
finance, 
operations, HR, 
and supply chain 

 “What if” 
scenarios can be 
done in almost 
real-time 

 Focus is on 
determining which 
stores will likely 
perform better 
next month 

 Financials, HR 
metrics, and 
supply chain 
metrics are all 
available via one 
dashboard 

 Data is forecasted 
into the future 
using predictive 
models rather 
than senior 
management 
“belief” 

 Facebook “likes” 
and trending of 
comments/produc
t reviews are 
included by store 
as part of the 
dashboard 

 Dashboard and 
underlying data is 
maintained and 
driven by 
analytics “experts” 
in the company 

 Reviewed by a 
cross-functional 
team including 
finance, 
operations, HR, 
and supply chain 

 Focus is on 
determining 
exactly how a 
proposed change 
in approach will 
impact a store’s 
performance next 
month 
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It is clear that the majority of companies are still in the early stages of developing and incorporating 
robust analytics into their strategic and operational decision-making processes. However, many 
organizations are accelerating their investments in this area. These organizations can use the Maturity 
Model to develop a roadmap for growth in 2013, further accelerating their journeys. 
 
 
MORE INFORMATION 
 
For more information or to provide comments on this article, please contact the following ScottMadden 
employees: Tina Krebs (for HR-related inquiries), Trey Robinson (for Finance-related inquiries), or 
Adithya Mathai (for general inquiries). Contact ScottMadden in Raleigh at 2626 Glenwood Ave. Suite 
480, Raleigh, NC 27608; call 919-781-4191; or e-mail info@scottmadden.com. More information about 
ScottMadden's practices can be found at www.scottmadden.com. 
 
 
ABOUT SCOTTMADDEN, INC. 
 
ScottMadden is a management consulting firm delivering customized, practical solutions for clients in 
energy, clean tech & sustainability, and corporate & shared services. Our collaborative, small-team 
approach, coupled with deep content knowledge, experience, and insight delivers an exceptional 
consulting experience and superior results. To learn more, visit www.scottmadden.com | Twitter | 
Facebook | LinkedIn 
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