
© 2022 QlikTech International AB. All rights reserved. All company and/or product names may be trade names, trademarks and/or registered trademarks of the respective owners with which they are associated.

Assess
Monitor the 
outcome

Announce
Decide and 
communicate

Apply
Integrate the data and 
be conscious about your 
mental model

Analyze
Critically appraise and 
analyze the data

Ask
Formulate a 
focused question

Acquire
Search for the best 
available data

Data-Informed 
Decision Making

Journey

Begin Your Data-Informed Decision Making Journey
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Required Data-Informed Decision Making Skills

Collaboration
Storytelling

Creativity

Curiosity

Communication

Problem 
solving

Technical 
skills

Data and analytics 
knowledge

Subject 
matter 

expertise
Soft

Soft

Soft

Soft
Soft

Soft

Hard Hard

Hard



ROI

Customer 
Insights

Tracking 
Clicks

Email 
Campaigns

Brand 
Development

Conversion 
Rate

© 2022 QlikTech International AB. All rights reserved. All company and/or product names may be trade names, trademarks and/or registered trademarks of the respective owners with which they are associated.

Applying Data-Informed Decision Making
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Case Study: Vodaphone

• Customers were researching online but 
buying in store

• Lacking conversions to sales
• Difficult to track campaigns due to 

non-standardized naming conventions

Online Sales

• Online sales were lackluster
• 100% of revenue assigned to final 

touchpoint (in store)
• Unknown marketing budget impact

Financial Impact

• ROI measurement framework
• Revenue correctly attributed across channels
• Tracked display impressions in purchase path
• Insight from DDA and DCM were automated
• Advertising spend automatically adjusted

Solution

• ROI of 2.7 for online marketing campaigns 
• Conversion credit of 253% for display ads
• Standardized visitor segments
• Campaign tracking

Results



© 2022 QlikTech International AB. All rights reserved. All company and/or product names may be trade names, trademarks and/or registered trademarks of the respective owners with which they are associated.

Case Study: Humberview Group

• Bare bones call tracking system
• Marketing efforts that led to service 

and sales calls not tracked
• Missing conversion data

Data Tracking

• Lost sales leads
• Harder to make effective 

decisions about marketing 
campaigns

Financial Impact

• Website redesign
• Advanced call tracking system
• Analytics for advertising channels
• Dashboard of full view

Solution

• Tripled inbound leads
• Integrated with analytics services
• High-level insights on marketing 

campaigns

Results
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Case Study: RealEats

• Disparate tools
• No full analytics integration
• No advanced insights from data

Data Issues

• Inflated conversion numbers
• Manual reports
• Revenue inconsistencies

Financial Impact

Solution

• Better utilization of data
• Pinpoint ideal time for coupons
• Track most effective ads using 

variables

Results

• Comprehensive assessment
• Established metrics standards
• Automatic daily and weekly reports
• Identify customers at risk
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Case Study: Intel

• Publishing articles daily
• Needed greatest brand value
• Build engaged audience for iQ 

website

Marketing Tasks

• Promoting the right content with 
effective distribution

• Fixed spend
• Need to be more cost effective

Challenge

• Use predictive analytics
• Double down on best performing 

content
• Shift spend in real time
• Follow the 10/90 rule for ads

Solution

• CPCs down 44%
• Baseline metrics for referrals
• Half-life went from 189 hours to 

431 hours

Results


