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EXPERIENCE 1: BUILDING SOMETHING THAT DOESNT BRING VALUE
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EXPERIENCE 2: DIGITAL TRANSFORMATIONS WITHOUT DATA
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EXPERIENCE 3: DATA IS NEEDED BUT CAN’T BE FOUND




EXPERIENCE 4: FEAR OF MISSING OUT CYCLE




FROM WHAT | READ: EXAMPLE 1

DataNews Nieuws VY Analyse vV Opinies Reviews Carriere v  Events

Al-tools boosten vooral de
productiviteit van de
individuele medewerker, niet
die van het bedrijf

Charles Boutens

Mede-oprichter en CEO van de Gentse scale-up Uman ¢ 10:50 + Bijgewerkt op: 10:51 =
Bron: Data News *



FROM WHAT | READ: EXAMPLE 2

The media skepticism around generative Al can be roughly broken down into 4
distinct crises developers face:

* The data crisis: The vast troves of data used to train LLMs are diminishing in
value. Publishers and online platforms are locking up their data, and our demand
for training data might soon exhaust the supply.

* The compute crisis: The demand for graphics processing units (GPUs) to process
this data is leading to a bottleneck in chip supply.

* The power crisis: Companies developing the largest LLMs are consuming more
power every year, and our current energy infrastructure is not equipped to keep
up with the demand.

* The use case crisis: Generative Al has yet to find its “killer app” in the enterprise
context. Some especially pessimistic critics suggest that future applications might
not meaningfully extend beyond “parlor trick” status.

[Gen Al: Believe the Hype, but also not the Anti-Hype] &S}



https://www.ibm.com/blog/with-generative-ai-dont-believe-the-hype-or-the-anti-hype/

FROM WHAT | READ: EXAMPLE 3

Is Your Company’s Data
Ready for Generative Al?

by Thomas H. Davenport and Priyanka Tiwari

Summary. While CDOs and data leaders are excited about generative Al, they have much work
to do to get ready for it. A recent survey of 334 CDOs and data leaders — and a series of
interviews with these executives — reveals that companies have not yet created new data
strategies or begun to manage their data in the ways necessary to make generative Al work for
them. Despite excitement, companies have yet to see clear value from generative Al and need to

do significant work to prepare their data. close

[Is Your Company’s Data Ready for Generative Al?] S


https://hbr.org/2024/03/is-your-companys-data-ready-for-generative-ai
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High-Level Al Introduction
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High-Level Al Introduction
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2.

DATA STRATEGY?



WHY is it HARD to MAKE
A DATA STRATEGY?

STRATEGY LEVELS
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[Wikipedia, Consulted October 2024] B & ' TR \
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PLAN (intended) PATTERN (Realized)

A@?p i

[Strategy Safari: The Complete Guide Through the Wilds of Strategic Management, Mintzberg]
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A Company has Strategies on Many Levels
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EXERCISE: WHAT ARE THE GOALS OF YOUR ORGANIZATION?

1. List max 3 goals of your organization
2. Explain these goals to the other participants
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A data strategy is a highly dynamic process employed to support the
acquisition, organization, analysis, and delivery of data in support GartneI;
of business objectives.

A data strategy is a long-term plan that defines the technology, aWS
processes, people, and rules required to manage an organization's
information assets.

Data Strategy is a master plan or blueprint for confronting day-to-
day business challenges and meeting pre-defined business goals
using data. To that end, the Data Strategy spells out the
interrelationships between technologies, processes, and people —
all linked through their data roles and responsibilities.

)

L DATAVERSITY

S



highly dynamic process G
acquisition, organization, analysis, and delivery of data artneﬂ
business objectives.

a long-term plan technology, aWS

processes, people, and rules manage

information assets. )

master plan or blueprint
meeting pre-defined business goals

using data 1L DATAVERSITY

technologies, processes, and people -
roles and responsibilities.
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DATA STRATEGY LEVELS’




A Company has Many Strategic Levels
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WHY is it HARD to MAKE

A DATA STRATEGY?
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Varying Data Literacy
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Data Strategy Framework
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Data Strategy Framework
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Data Strategy Framework
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<<YOUR COMPANY>>
realizes its Business
Goals with the
following Use Cases...

... Which need the
following Data
Objects ...
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https://martinfowler.com/bliki/BoundedContext.html
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CORPORATE GOALS

KEY BENEFITS OF ISO 27701

:

Safeguard and
Reputation

By protecting and building
trust in consumer/personal
information.

By facilitating effective
business agreements.

®

Target and
Compliance

By assisting in demonstrating
compliance with GDPR and
other Data Protection laws,
Regulations, and Standards.

Q

Identify and Mitigate
Risk

By implementing rigorous
privacy controls.

vy E—

Inspire Stakeholder
Trust

By establishing data protection
at the heart of your business.

By providing transparency
between stakeholders.

By integrating the industry-
leading information security
standard I1SO 27001 to reduce
complexity.
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DATA USE CASES
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Data Strategy Framework

<<YOUR COMPANY>>
realizes its Business
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following Use Cases...
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Data Use Cases

e Value Streams
e Data & Al Use Cases
* Business Value Pyramids

e Exercise



Data Use Cases

e Value Streams



Value Stream

Trigger

1

REPEAT FOR PRODUCT LIFETIME
© Scaled Agile, Inc.




Value Stream

* The sequence of activities needed to deliver a product or
service to a customer.

* Components:
* Trigger - A request for a product or service, initiates the flow.

» Steps — Activities needed to process the order. Each step takes time to
complete.

* Lead time - The sum of all the processing-step times, plus the delay periods
between them, is the ‘total lead time’

* Value — The delivered added value by the product or service for the customer



Value Stream

Trigger K
STep -
A o MpRe
PILOCESSES

REPEAT FOR PRODUCT LIFETIME
© Scaled Agile, Inc.




Value Stream: Examples

¥

Loan need

A Quick Complete Eligibility Extend Award
e rate Ipan_ deC|S|on.e'1nd loan loan
quote application underwriting terms

Fulfillment operational value stream for a consumer loan

Setup
payment
terms

Repay
money

Close
loan

Loan repayment
with interest



Value Stream: Examples

¥

Loan need

¥

Order
received

Quick Complete Eligibility Extend Setup
le;ttt;?ﬁér rate loan decision and loan /'l\;\::d payment
quote application underwriting terms terms
Fulfillment operational value stream for a consumer loan
Procure Manage Manufacture Assemble final Validate
materials inventory subassemblies product product

Manufacturing operational value stream for a vehicle

Repay
money

Package
and ship

Close

loan °

Loan repayment
with interest

Gl

Vehicle



Value Stream: Examples

Quick Complete Eligibility Extend Setup
le;ttt;?ﬁér rate loan decision and loan /'I\;\:'nrd payment ,ﬁgﬁ:y ICc!gﬁe
quote application underwriting terms terms y °

Loan repayment

Loan need Fulfillment operational value stream for a consumer loan
with interest

Procure Manage Manufacture Assemble final Validate Package
subassemblies product product and ship

materials inventory
Vehicle

Order Manufacturing operational value stream for a vehicle
received

, Sales cycle Colri'nér;cst;;nd Provisioning Customer care Renewals ‘ | .

Order Software product operational value stream Software
received product



Value Streams & Data
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Data Use Cases

e Data & Al Use Cases



Data & Al Use Case (UC)

e = A specific scenario in which data is leveraged to achieve a Particular
Business Objective or solve a business problem.

 Demonstrate how data can Improve the Value Chain of an organization to
add Measurable Business Value.

* Business Value = The overall benefit that an organization derives from its
value chain ( activities, processes, or assets) encompassing both tangible
and intangible outcomes.

e Business Value is created for company stakeholders:
* Customers,
 Employees,
e Shareholders,
* Society



Use Cases in the Value Stream
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Data UC: Service Desk Example
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Data UC: Service Desk Example
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Data UCs: Generic Overview
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Example: Travel Agency
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Example: Travel Agency
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Example: Travel Agency
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Data Use Cases

* Business Value Pyramids



Value Pyramids

* Delineate the objective and subjective Criteria of Business Value for
various stakeholders.

e Business-to-Consumer (B2C) Pyramid:
» Stakeholder focus: The customer
* Question: What motivates customers to buy your product or service?
* Value: The more customers, the more value for your organization

* Business-to-Business (B2B) Pyramid:
» Stakeholder focus: Your organization, company owner and its shareholders
e Question: How to reach your organization’s business objectives?

* Online reference: Bain Inc. — Elements of Value



https://www.bain.com/insights/the-elements-of-value-hbr/

Social-impact elements

THE
& B2C VALUE PYRAMID

SELF-TRANSCENDENCE

Life-changing elements

PROVIDES HOPE  SELF-ACTUALIZATION

MOTIVATION

HEIRLOOM AFFILATION AND

BELONGING

W% oy B 58

REDUCES REWARDS ME NOSTAIGIA DESIGN/ BADGE VALUE
ANXIETY AESTHETICS

g
o W7 S |
)4 L
WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS

VALUE ENTERTAINMENT

> 6 -

SAVES TIME SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS

ok 0 <2 O

REDUCES EFFORT AVOIDS HASSLES REDUCES COST QUALTY VARIETY SENSORY APPEAL INFORMS

Inspirational valve

B2B VALUE PYRAMID

Individual value
DESIGN & GROWTH & REDUCED FUNA
AESTHETICS  DEVELOPMENT  ANXIETY PERKS
TTTRODUCTIVITY | ACCESS R RELATIONSHP  \ | Ease of domg- ing business valve
ggem | ]
é E O o
TIME REDUCED AVAILABILTY |RESPONSIVENESS  EXPERTISE
SAVINGS EFFORT ' '
o 7 @&
® O H & 2t
DECREASED INFORMATION  TRANSPARENCY VARIETY | COMMITMENT  STABILTY  CULTURAL AIT
OPERATIONAL i STRATEGIC
! e A
| sE ol @ Y% o
¥ RISK REACH FLEXIBILTY  COMPONENT
____________________________________________ [ SR, S e
PERFORMANCE Functional value

”

n
SCALABILTY




Social-impact elements
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?

Social-impact elements
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?
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B2C Value Pyramid: WHAT MOTIVATES CUSTOMERS
TO BUY YOUR PRODUCT OR SERVICE?
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B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?
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E.g. : Helping to be more Social Responsible
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E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Et \}I



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?
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Creating an inpiring organization that gives purpose to its stakeholders

E.g. : Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE ST S
Improving the basics of the product/service. E.g.: Et \}I



REGULATORY
COMPLIANCE
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Data Regulations

Compliance with data regulations is a fundamental requirement; failure to do so can result in significant fines
for your organization.

*x X * * X %
* General

* * *
* i Data * CSR D * Reports to local government,
*

* PrOteCtiOn CoF;poratc::SuIsDt.aina!aility Company groupl gIObaI Offlce,
eporting Directive

Regulation
* * * g *x X




ETHICAL
STANDARDS
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Ethical Face Recognition

98.7% 68.6% 100%

. . Fﬁm £ |
L .

92.9%

DARKER DARKER LIGHTER LIGHTER

MALES FEMALES MALES

FEMALES



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value
NETWORK  MARKETABILTY REPUTATIONAL
EXPANSION ASSURANCE
PERSONAL
X X &
DESIGN & GROWTH & REDUCED RUN&
AESTHETICS  DEVELOPMENT  ANDIETY PERKS
PRODUCTIVITY ACCESS RELATIONSHIP Ease of doing business value

WAILABILTY 'RESPONSIVENESS EXPERTISE

A g @
® O H Xft
mb INFORMATION  TRANSPARENCY VARIETY COMMITMENT STABILTY  CULTURAL AT

-1 - ar | ]
me | D W
TIME REDUCED A
SAVINGS EFFORT

OPERATIONAL STRATEGIC

Y
h 22 ) ” stats
- 2 P23 of=] B W N
5= -0 }% §3 Q “@cl @ T E O
ORGANIZATION  SIVPURICANION  CONNECTION INTEGRANON | CONRGUR RISK REACH FLEXIBILTY COMPONENT
ABLTY REDUCTION QUALITY

INSPIRATIONAL VALUE

Creating an inpiring organization that gives purpose to its stakeholders

E.g. : Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Et \}I



Inspirational valve
Social-impact elements
SELF.TRANSCENDENCE
Life-changing elements
Individual value
PROVIDES HOPE ~ SELF-ACTUALIZATION
%v /8N
A L 2\ e
.II A %
MOTIVATION ~ HERLOOM  AFFILIATION AND
BELONGING
Emotional elements
w02 A e e e
Qb PRODUCTIVITY ACCESS RELATIONSHIP Ease of doing business value
REDUCES REWARDS ME NOSTAIGIA DESIGN/ BADGE VALUE § g\ . )’
ANKXIETY AESTHETICS m 1 W

j AVAILABILITY
SAVNGS EFOQ‘I’ '

@GQ y@m
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® 2 u B

WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS

VALUE ENTERTAINMENT : STRATEGIC
----------------------------------------------------------- ! e,
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SAVES TIME SIMPUFIES

~ Y & @ 2% w0
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MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS

[Bain Inc. — Elements of V ]



https://www.bain.com/insights/the-elements-of-value-hbr/

Automating Repetitive Work
for Consistent Results

Edit Item

IIIIIIIIIIIIIIIIIIIIIIIIIIII

type
\ Physical
i \
C— Description
L oooooooooooooooooooooooo
s
J‘ <> Generate
i ¢
: |
e
U e

Locations

Cobots: Automating
Production Steps

ad or browse image library.,

Al-Based Product Descripion

Actions v



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUALZATION
%v /8N
A 2 2
.II A %
MOTIVATION ~ HERLOOM  AFFILIATION AND
BELONGING
Emotional elements

% o B S

REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXIETY AESTHETICS

@ o2 0B
U I
WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS

VALUE ENTERTAINMENT

SAVES TIME SIMPUFIES

~ Y & @ L

REDUCES EFFORT AVOIDS HASSIES REDUCES COST VARIETY

MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES

SR i )

SENSORY APPEAL INFORMS

CONNECTS

Individual value

PRODUCTIVITY ACCESS RELATIONSHIP
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TIME REDUCED | AVAILABILTY |RESPONSIVENESS EXPERTISE
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mmmwm
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Automated Shelf Auditing

Sucy

Automatically detect nearly empty shelves and restock them without human intervention, enabling
supermarkets to efficiently scale during periods of high demand.



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value

Ease of doing business value

4 .
. A Yok .
) © g @ Xt
°
= | ¥
----- e |
(5 7
' ]
COST ' PRODUCT SCALABILTY
REDUCTION QUALITY
@5
:
e

INSPIRATIONAL VALUE

Creating an inpiring organization that gives purpose to its stakeholders

E.g. : Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Et \}I



TRANSPARENCY



https://www.bain.com/insights/the-elements-of-value-hbr/

Customer Segmentation
D=

$3500

Niche Performers

n Elite Families

© Upper-Middle Families

C u Educated Urbanites Large Market
>10% of national pop.
u Middle Age Suburban

$3,000
e F Middle Class Suburbs
Medium Market
n ‘ >5% of national pop.
@ | H Young Professionals
G M ’ Niche Market
F - <5% of national pop.

Core Customers

Customer Spend

$2,500

' Rural Low Income
Ignore
H L Hispanic Families
G

M Urban Low Income

$2,000

2.50% 5.00% 7.50% 10.00% 12.50% 15.00% 17.50% 19.00%

% of Customers

Reports provide a transparent and unbiased perspective on various aspects of the organization, enabling data-
driven, fact-based decision-making. KS)



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUALZATION
%v /8N
A 2 2
.II A %
MOTIVATION ~ HERLOOM  AFFILIATION AND
BELONGING
Emotional elements

% o B S

REDUCES REWARDS ME NOSTALGIA DESIGN/ BADGE VALUE
ANXIETY AESTHETICS
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WELLNESS THERAPEUTIC FUN/ ATTRACTIVENESS ~ PROVIDES ACCESS
VALUE ENTERTAINMENT
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[Bain Inc. — Elements of V
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Chatbot

Jimmy 5:41 PM

How can | change my password?

€D Pete the Chatbot 5:42 PM

Please give me your email address.

I’ll send you a special link.

Jim.my 5:41 PM

jimmy@sample.com

o

€D Pete the Chatbot 5:42 PM

Thanks! Please check your
email inbox! ®

X support X password

X newsletter



PRODUCTIVITY
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B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?

Inspirational value

THE

B2B VALUE PYRAMID

Individual value

PRODUCTIVITY ACCESS RELATIONSHIP Ease of doing business value

d 0 E T &

TIME REDUCED AVAILABILTY |RESPONSIVENESS EXPERTISE
FORT

TR A
S0 H 2t
DECREASED INFORMATION  TRANSPARENCY VARIETY COMMITMENT  STABILTY  CULTURAL AT

HASSLES

OPERATIONAL STRATEGIC

3. &> o B &
#-0 & ‘@B @ e @ <@
ORGANIZATION  SIMVPURICATION  CONNECTION INTEGRANON , - CONRIGUR RISK REACH FLEXIBILTY COMPONENT
_________________________ R, RN R | L R
ECONOMIC PERFORMANCE Functional value
v 3 ” 9)
llll §< : g = =
IMPROVED COST 4 PRODUCT SCALABILTY INNCVATION
TOP UNE REDUCTION QUALTY
Vo - o~ Table stokes
' &2 :
. v Ly
.
MEETING ACCEPTABLE REGULATORY
SPECFICATIONS PRICE COMPLUANCE STANDARDS

INSPIRATIONAL VALUE

Creating an inpiring organization that gives purpose to its stakeholders

E.g. : Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Et \}I



Social-impact elements
SELF-TRANSCENDENCE
Life-changing elements
PROVIDES HOPE  SELF-ACTUALZATION
%v /8N
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.II A %
MOTIVATION ~ HERLOOM  AFFILIATION AND
BELONGING
Emotional elements
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U I
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VALUE ENTERTAINMENT
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MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES
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Marketability

-
e

DATA SCIENTIST

This confirms that Elis Doe has been certified as a Data
Scientist by DataCamp

Certified on April 14, 2024

datacawp %

Jonathan Cornelissen, CEO

Certifications about data knowledge (such as Datacamp) are industry-recognized credentials for data
professionals. S}



B2B Value Pyramid: HOW TO REACH YOUR ORGANIZATION’S

BUSINESS OBJECTIVES?

Inspirational value

INSPIRATIONAL VALUE

THE Creating an inpiring organization that gives purpose to its stakeholders

B2B VALUE PYRAMID /| =«

HOH
CAREER Individual value
Rof P
Iy L =
NETWORK  MARKETABIUTY REPUTATIONAL
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E.g. : Helping to be more Social Responsible

INDIVIDUAL VALUE

Helping colleagues and other stakeholders to improve
E.g. : Personal Development, Making employees more
marketable

EASE OF DOING BUSINESS VALUE

Improving how an organization is doing business.
E.g. : Increase productivity or become more accessible

FUNCTIONAL VALUE
Improving the organization’s way of working.
E.g.: Deliver Better Product or Service Quality

TABLE STAKES
Improving the basics of the product/service. E.g.: Et \}I



SOCIAL
RESPONSIBILITY
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Data Use Cases

e Exercise



our

products and services

want to

help(s)

Jjobs to be done

Tip
Add at the beginning

| or end of sentence:

your own verb (e.g., increasing, enabling)

who

customer segment

by

and

your own verb (e.g., reducing, avoiding)

unlike

competing value proposition



Name UC

Our help(s)

products and services

want to

rocess
Nfalue™
Stream

Tip

Add at the beginning
] or end of sentence:

your own verb (e.g., increasing, enabling)

Value

User (Who)

who

customer segment

by

and

your own verb (e.g., reducing, avoiding)

unlike

competing value proposition



products and services customer segment
Jjobs to be done your own verb (e.g., reducing, avoiding)
Tip -
Add at the beginning u n lI ke
] or end of sentence:
your own verb (e.g., increasing, enabling) competing value proposition

"De CarriereNavigator stelt onze recruiters in staat om
kandidaten efficiént te koppelen aan passende vacatures bij
onze klanten, door het identificeren van toekomstgerichte
opleidingspaden die aansluiten bij hun carrierepotentieel.”




. help(s) . who

(QJ unlike E )
increasing, enabling) competing value proposition

"De (CartiereNavigator stelt onze recruiters in staat om

onzeklanten, door het
opleidingspaden die aansluiten bij hun carrierepotentieel."




products and services customer segment
Jjobs to be done your own verb (e.g., reducing, avoiding)
Tip -
Add at the beginning u n lI ke
] or end of sentence:
your own verb (e.g., increasing, enabling) competing value proposition

"InsightX helpt de R&D engineer om de verbanden tussen de
producteigenschappen en procesparameters beter te
voorspellen. Hierdoor kunnen ze hun kwaliteit verhogen,
kosten besparen en een snellere time to market realiseren.”




. help(s) . who

( s ynlike )
competing value proposition

ASIghEK helpt de RED engineer om de verbanden tussen de




Our E help(s) @ who
want to 6 by @ and

r own verb (e avoidin

unlike E )
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DATA ARCHITECTURE



Data Strategy Framework

7~

<<YOUR COMPANY>>
realizes its Business
Goals with the
following Use Cases...

.

... Which need the
following Data
Objects ...
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ucs3
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...Created in the
following
processes and
tools...

No Ownership

A\

\\

Not integrated

TECH MoLDL,\/

... having the ... Which can be solved by PEOPLE,
following PROCESS & TECHNOLOGY INITIATIVES...
Properties and
Issues...
RO s
__— No Access @ @ U \G/h
\ PeopLE
N DA
7{ Low DQ — \ STRATEGY
§ o/
High Volume :
> No Definition
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Process




Data Strategy Framework

... Which need the
following Data
Objects ...

Yy S—

— Object 1

A

Y, S—

> Object 2 é:
<

L Object 3

...Created in the
following
processes and
tools...
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TecunoLoby , / I
\
l

' |
M Enp

CUSTOMER ORDER | | INVO\CE

DATR (ENTITI es)



Business Domain

A specific area of expertise or
knowledge within a company that
focuses on particular business functions
or industries. For example, "Finance" or
"Human Resources" are business
domains. It defines the scope of
responsibilities, rules, and activities in a

specific field.

Business Process

A series of tasks or steps carried out to
achieve a specific business goal. It's how
work gets done within an organization. For
example, the order-to-cash process includes
all the steps from receiving an order to

collecting payment.



Entities

An entity is a conceptual representation of something relevant to a business, usually a tangible

or abstract entity, that groups data. Examples:
e Customer, grouping data like name, address, and purchase history

* Product, grouping data like product ID, price, and stock level.



MATRIY

Data Architecture

DhTA Flow




MATRIX

Data Architecture

DhTA flow
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Data Flow Diagram — Processes & Data

P cusromer AT
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Updated Withd
Salances Withdraw Cash amount”
& . Transaction & doerg’e”;
|| [Transaction "5 S| NEG__ ¢
Place Order el Broker
Transaction [

—
<<Third Party>>

Stock Exchange

[Source: Hubspot]
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[Software & Systemd Modeling]
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https://link.springer.com/article/10.1007/s10270-022-01074-1

MATRIX

Data Architecture

DhTA Flow




DATA ENTITIES

Domains, Processes and Entities

BUSINESS DOMAINS

R —

| DA \ DR (
BUSINESS PROCESSES
BT VIY)LY,
O, | © O O
O | O ©
o | o
o © O 00
K—O—s’—. 00 O ®)
[ 0. | 00
O = CREKTE O - USE O = (JPDATE

“Process P1 (part of Domain
DA) creates Entity O1. This
entity is updated in Process P2
and used in Process P4.”






EXERCISE: DATA ARCHITECTURE MATRIX

1. Focus: Entities relevant for your UC
2. Processes & domains that contribute to these entities
3. Software systems that contribute to these entities
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DATA PRODUCTS



Data Strategy Framework

7~

<<YOUR COMPANY>>
realizes its Business
Goals with the
following Use Cases...

.

... Which need the
following Data
Objects ...

Ucl1

uc2

NA A

ucs3

$10$Ndaoyd viva
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Object 1
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> Object 2

00—
L Object 3

<

...Created in the
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Not integrated
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... having the ... Which can be solved by PEOPLE,
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Properties and
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Data Strategy Framework

$12Ndoyd viva




7
(U7 DATA PRODUCTS

n/nY




7
(P DATA PRODUCTS

n/nY

= A REUSABLE DATA ASSET THAT BUNDLES DATA
TOGETHER WITH EVERYTHING NEEDED TO MAKE IT
INDEPENDENTLY USABLE BY AUTHORIZED CONSUMERS.

O
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RA\s DATR OPERATIONAL DATA WORLD

2505

Data as it appears in the data sources

Usable data for analytical purposes
PrySicmL FORMAT
QL7
%
=
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il
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ANALYTICAL DATA WORLD @



RA\s DATA DATA WORLD

2200

Data as it appears in the data sources

for analytical purposes
PHySICAL FORMAT

DATA WORLD S



users

Tabl

id|full_name

enabled

last_login

es

1 |John Smith |f 2017-10-25 10:26:10.015152 checkouts
2 |Alice Walker |t 2017-10-25 10:26:50.295461 idluser id |book id checkout_date return_date
3|Harry Potter |t 2017-10-25 10:26:50.2954 61 1M 1 2017-10-15 14:43:18.095143-07
5|Jane Smith |t 2017-10-25 10:36:43.324015 21 2 2017-10-05 16:22:44 593188-07 2017-10-13 13:05:12.673382-05
3|2 2 2017-10-15 11:11:24 .994973-07 2017-10-22 17:47:10.407569-07
books 415 3 2017-10-15 09:27:07.215217-07
id|title author published_date isbn
1 |My First SQL book Mary Parker |2012-02-22 12:08:17.320053-03 |981483029127 addresses
2|My Second SQL book |John Mayer |1972-07-03 09:22:45.050088-07 |857300923713
idstreet it t
3[My Third SQL book ~ [Cary Flint | 2015-10-18 14:05:44 547516-07 [523120967812 Uner_icstrae - e
! 1 1 Market Streei|San Franciscc|CA
. 2. 2 Elm Street |San Franciscc|CA
reviews
3 3 Main Street |Boston MA
id|book_id |reviewer_name |content rating |published_date
11 ‘John Smith' '‘My first review' 4 2017-12-10 05:50:11.127281-02
2|2 ‘John Smith' 'My second review' |5 2017-10-13 15:05:12.673382-05
'Alice Walker' 'Another review' 1 2017-10-22 23:47:10.407569-07

3|12




Tables + Relations (= Model)

users

id| title

id[full_name | enabled |last_login
1 |John Smith |f 2017-10-25 10:26:10.015152 _‘ checkouts
2|Alice Walker |t 2017-10-25 10:26:50.295461 idluser id |book id checkout_date return date
3|Harry Potter |t 2017-10-25 10:26:50.2954 61 i 1 2017-10-15 14:43:18.095143-07
5|Jane Smith |t 2017-10-25 10:36:43.324015 21 2 2017-10-05 16:22:44.593188-07 2017-10-13 13:05:12.673382-05
3|2 2 2017-10-15 11:11:24.994973-07 2017-10-22 17:47:10.407569-07
books 415 3 2017-10-15 09:27:07.215217-07
author published_date isbn
1 |My First SQL book Mary Parker |2012-02-22 12:08:17.320053-03 981483029127 addresses
2|My Second SQL book |John Mayer |1972-07-03 09:22:45.050088-07 |857300923713 .
id street it
3|My Third SQL book  [Cary Flint | 2015-10-18 14:05:44 547516-07 |523120967812 Uner_icstrae - State
L 1 1 Market Streel|San Franciscc|CA
: 2 2 Elm Street |San Franciscc|CA
reviews
3 3 Main Street |Boston MA
id|book_id |reviewer_name |content rating |published_date
11 ‘John Smith' '‘My first review' 4 2017-12-10 05:50:11.127281-02
2|12 '‘John Smith' 'My second review' |5 2017-10-13 15:05:12.673382-05
3|2 'Alice Walker' 'Another review' 1 2017-10-22 23:47:10.407569-07




OrderNumber

S069561

S069560

S069560

S069539

S069539

OrderDate

2024-05-04

2024-05-04

2024-05-04

2024-04-31

2024-04-31

Denormalized Table

Denormalized vs Normalized

ProductKey

594

513

594

243

378

Product

Mountain-500
Silver, 48

ML Mountain
Frame-W -
Silver, 46

Mountain-500
Silver, 48

HL Road Frame
- Red, 44

Road 250 -
Black, 52

Category

Bikes

Components

Bikes

Components

Bikes

Color

Silver

Silver

Silver

Red

Black

Size

48

46

48

52

ResellerKey

546

100

100

529

529

[Understand Star Schema and its Importance for PowerBl]

SalesAmount

226.00

21845

113.00

858.90

1146.01

OrderNumber

S069561

S069560

S069560

S069539

S069539

Normalized Table

OrderDate

2024-05-04

2024-05-04

2024-05-04

2024-04-31

2024-04-31

ProductKey
594
513
594
243

378

ResellerKey
546
100
100
529

529

SalesAmount

226.00

21845

113.00

858.90

1146.01


https://learn.microsoft.com/en-us/power-bi/guidance/star-schema

Starschema (Common Method)

Product
dimension table

Relation
Sales Territory Date
dimension table Relation Relation Cimshaon laie
Sales
fact table
Normalized

Relation

Employee
dimension table

[Understand Star Schema and its Importance for PowerBl]

Relation

Reseller
dimension table


https://learn.microsoft.com/en-us/power-bi/guidance/star-schema

Starschema (Common Method)

@ Dimension table

1
*
@ Dimension table 1 1 @ Dimension table
Sy

< Fact * 3

table
/\* *
1 1
@ Dimension table @ Dimension table

[Understand Star Schema and its Importance for PowerBl]



https://learn.microsoft.com/en-us/power-bi/guidance/star-schema

Starschema (Common Method)

Time Dimension Product Dimension
Order ID Product ID
Order Date Product Name

Year Product Category
Quarter Unit Price
Month
SALES
Product ID
Order ID
Customer ID
Employer ID
Total
Quantity
Discount E Di i
Customer Dimension mp Limension
|
Customer ID Emp ID
Emp Name
Customer Name Title
Address )
Cit Department
e Region
Zip

[Understand Star Schema and its Importance for PowerBl]
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RA\s DATA DATA WORLD

Data as it appears in the data sources

for analytical purposes

DATA WORLD S



DATA METADATA

X2 = X 2¥
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META DATA
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Metadata = “Data about Data”

Data

Metadata

Filename:
Castor.png
Author: Xavier

Date:
September 14,2021




A Data Product contains Data (in the dataset) & Metadata

Name OWNER. DA
=[5 ] l
Mern |
bATA SECORITY ] DATA MODELS
S
| \ Kk
SN EEERERR
| A AP ARANAAA




BASIC DATA PRODUCT DATA QUALITY

INFORMATION OWNERSHIP METRICS
Including the name, Details about the Metrics that assess
description, and owner of the product, the data's accuracy
creation date of their organizational and reliability.
the product. role and contact
information

Name At

DescripTionl 0
OATE AT{%? ﬁ/
Mera
bA’TA' SECORITY
0-8-84) (]
DATA e T K
1 RFEES G PITR
SECURITY
SPECIFICATIONS DATAMODELS
Information on the data's sensitivity, Describing how business entities
usage policies, and retention (the logical model) align with the
policies, often described as ‘time to data table structures
live'. (the physical data model).



Metadata Example: Data Lineage

Lineage Graph

Data Movement Tracking

Tool: DBT (Data Build Tool)

Data Source:

warehouse.customers customers_snapshot stg_eltool__customers
warehouse.state stg_eltool__state
warehouse.ord; eltool__orders

Dependency: stg_eltool orders
depends on warehouse.orders

All selected sde_dbt_tutorial All selected +customer_orders+

dim_customers

fct_orders

Dataset element:

customer_orders

Update Graph X

S



Metadata Example: Business Glossary

weotorr [_] Glossary

@ () All Glossaries ~

Assets
Q Q Search terms & categories...
Glossary :
> [3 Aisle

> [[e Concepts

> [[a Consumer Product Goods
> [J COVID-19
> [} Example Glossary
> [J Instacart
> [ KPIs
v [ Metrics
> (e Annual
> (& Concepts
> (G Monthly
[ Average Selling Price
[Z Customer Acquisition Cost

[ Customer Lifetime Value

[Atlan — What is a Business Glossary]

Customer Acquisition Cost @
® TERM

Overview Linked Assets

Readme

(Ul

Simple method

(¢ Edit

The simple method divides the total marketing costs to acquire new customers by the to

tal number of customers acquired in a defined period.

CAC =

e CAC = Customer Acquisition Cost

MccC
CA

e MCC = total marketing cost for acquiring customers (not regular customers)

o CA = total customers acquired

Complex method

In addition to the costs incurred in marketing, the complex method includes sales and m

arketing wages, software costs for sales and marketing, all additional professional servic

es such as designers, consultants, etc., as well as other overhead costs.

CAC

_ MCC+W+5+PS+0

e CAC = Customer Acquisition Cost

CA

¢ MCC = total marketing cost for acquiring customers (not regular customers)

» W = wages connected with sales and marketing

o S = all the marketing and sales associated software cost (inc. E-Commerce-Platform,

® R ok -
c 'T\l
(D Overview N7
Overview
total number of customers acquired during a )
certain time period. The acquisition activi... more Activity
Owners &
Resources
A chris
(&)
Classification Request
Confidential
Property
Certificate
@ Verified G& )
R chris 3 months ago
of
Categories DataF..
This term does not belong to any category 1)
PO number
Related Terms
(3 Average Selling Price
Data Q
(3 Churn Rate  [3 Customer Lifetime Va...
Custom Metadata B it
v & Great Expectations PV,
Airflo
v 45 PO number
of
Priority

v R Airflow ETL Details @O


https://atlan.com/what-is-a-business-glossary/

RA\s DATA OPERATIONAL DATA WORLD

Data as it appears in the data sources

Usable data for analytical purposes

PrySicmL FORMAT

5T

ANALYTICAL DATA WORLD S



Database

>

API

GET /7™ N
\ {

N\ REAUEST M




RA\s DATR OPERATIONAL DATA WORLD

2505

Data as it appears in the data sources

Usable data for analytical purposes
PrySicmL FORMAT
QL7
%
=
DATASET \
NN META DRTA

g1y
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ANALYTICAL DATA WORLD @
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SECURITY & PRIVACY
O

OOO oA O @®©
n8o  pBo plo

|
o

-

USABILITY
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USE CASES

FOUNDATIONS



USE CASES

FOUNDATIONS




How to Eat an Elephant?

®

.....................
.

.........

One bite at a time




How to execute a
?

J) J) ,,,,,,, .....

.........

Data Product
by Data Product
S
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PROPERTIES & ISSUES



Data Strategy Framework

7~

.

<<YOUR COMPANY>>
realizes its Business
Goals with the
following Use Cases...

... Which need the
following Data
Objects ...

Ucl1

uc2

$10$Ndaoyd viva

NA A

ucs3

Yy S—

Object 1

<7

00—

> Object 2

00—
L Object 3

<

...Created in the
following
processes and
tools...

No Ownership

A\

\\

Not integrated

TECH MoLDL,\/

... having the ... Which can be solved by PEOPLE,
following PROCESS & TECHNOLOGY INITIATIVES...
Properties and
Issues...
RO s
__— No Access @ @ U \G/h
\ PeopLE
N DA
7{ Low DQ — \ STRATEGY
§ o/
High Volume :
> No Definition

l
,//”?;%l@é@

Process




Data Strategy Framework

Properties and

having the
following

Issues...

No Access

A/

VAR LIV 4

Low DQ

High Volume

VARVA

No Definition

No Ownership

/

N\

Not integrated

\1

i\
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Data Accesibility

US€éo Iy oTver

NO SoukLE DATR PROD V(TS
KNOWM
— DATH
SouRLE PLATIOR™
M <
UnRvribaste —O O -O0—0O)— RERDY TO USE
DATH DATR
-] =
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?
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Data Quality

DRTA AUALITN

(0oD
DATA AURLITY



Type of Data

Thovian.  (RELATIONAL)

V10 €0 DOCVMENTS £ LEs DAT ALRSE
mn O
UNSTRUCTORED —0QO-O-0O- -O-0—0 -0—> STRUCTURED
! )\
188 FEIE Goo
L @D RnilRn
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Data Volume
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Data Velocity
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Neve L
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Data Sensitivity / Confidentiality

%
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SENSITIVE 4
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Data Knowledge

UNKNOWN DATR
pr—
EXPERTISE
DATA TS - A
UNKN oWn) O Q——0——(—> Mawms
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o, O
ﬁ,ﬁ DR MODEL
FieLD EXPERTISE
EXPERTISE



Expertise Reachability
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Process / Job knowledge
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