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The outlook for data and
Al transformation, today
and tomorrow.

An interview with Vincent Luciani

The generative Al technology revolution has been a
paradigm shift for all industries and sectors. Artefact
sees Al as an incredible opportunity that, if used
properly and ethically, will lead to economic, social,
and democratic progress.

How is generative Al profoundly
transforming society and
businesses?

We are at the beginning of a new
era. The generative Al revolution is
reshaping societal and economic
landscapes. After an experimentation
phase, generative Al will continue
to change the game for the global
community. It’s a technology with
the potential to improve the world
in many ways, as long as solid
checks and balances are in place to
ensure its responsible and beneficial
development.

* Economically, it offers undeniable
productivity gains that will spur
innovation and new business growth.

"At Arfechf we * Socially, generative Al will streamline
h ICI e . administrative tasks, freeing up
o an ophm:shc more valuable and creative time,
vision viewing Al which could lead to innovative job
. . opportunities and the development

as an incredible of new skills.

chance that if

* Democratically, the accessibility

used proper’y cmd of GenAl to all will provide deep
efh,’cq”y will lead to knowledge and solutions to address

. . specific societal and educational
economic, SOCICI’, cmd inequalities and advance the cause

democratic progress.”  of social justice.

How is Artefact leading the
generative Al transformation for
enterprises?

Since the availability of the first LLM
models (Large Language Models),
even before the official public launch
of ChatGPT in November 2022, we
at Artefact have been one of the key
global pioneers using this powerful
technology, designing and deploying
many generative Al use cases with our
clients throughout 2023.

As certified experts with major
Clouds and open source GenAl, we've
already acquired strong expertise and
developed a solid ecosystem. In this
context, we recently announced our
official strategic collaboration with
Mistral Al, the most powerful LLM
platform for a European OpenAl.

Despite achieving notable reductions
in development time and enhanced
employee adoption, scalability of
GenAl projects remains a challenge,
emphasizing the need for ethical and
secure environments grounded in
robust data foundations.

For more than 10 years, Artefact has
prioritized the crucial role of datain Al
success for enterprises. Initiating data
acceleration programs, we focus on
elevated data quality, governance, and
interconnected platforms, adhering
to ethical and responsible guidelines.

Anticipating substantial growth thanks
to these new LLM technologies,
companies are urged to embrace Al for
acompetitive edge. Thistransformative
year will necessitate new organizational
models and widespread Al deployment
across business value chains, with
Artefactaccompanyingits clients from
strategy to full operations.

However, the success of technology
shifts depends on fostering trust and
enthusiasm among all employees,
requiring consultation and support
from top to bottom, an area where
hackathons and training can be
instrumental.



What is Artefact’s mission? What
initiatives have you taken to
anchor your Al adoption strategy
to accelerate business growth and
efficiency?

Artefact’s primary mission is to
accelerate the adoption of data and
Al to positively impact people and
organizations.

To translate this purpose, our motto
is «Al is about people».

The companies that will endure are
those that successfully foster a data
culture with access to knowledge and
data for all.

We've undertaken several initiatives
in this area that are highly strategic
to Artefact’s positioning as a major
player in data democratization, in
order to fully realize its potential for
positive transformation.

* The development of the Artefact
School of Data, a key pillar in our
strategy of providing clients with
training adapted to the constantly
evolving skills of the data industry.
We are also developing «a la carte»
e-learning platforms for clients to
quickly share knowledge of data
and Al with all of their employees.
We've expanded our Artefact School
of Data from France to Dubai and
New York City, and soon to other
cities to educate organizations about
data and Al, while creating new job
opportunities in this domain.

We'vealsolaunched many generative
Al hackathons at major companies
to empower and inspire their
employees with these new innovative
technologies.

For over five years, we've organized
large-scale conferences such as
Al for Finance & Industry and Al
for Health. We also successfully
launched the first edition of Al for
Luxury in NYC and Al for Life in
Geneva, bringing together top-level
Alecosystem stakeholders, including

With significant growth expected thanks
to generative Al technologies, we advise
all organizations to embrace Al to gain a
competitive advantage.

major corporations, startups,
and universities, to disseminate
knowledge about data and Al.

Business data maturity has
advanced rapidly over the past
decade. How has Artefact evolved
as a global leader in data and Al
consulting services?

Companies have implemented data
governance policies, which are a
prerequisite for any transformation,
but there are still sectors that lag
far behind in terms of their data
processing, with a real potential for
efficiency.

We started to transform marketing
departments by making them more
profitable and relevant in their multi-
channel media investments with
pioneering targeting, measurement
and personalisation solutions. For
the past few years, we have also been
deploying acceleration programsinall
business areas (Sales, Supply Chain,
Operations, Call Centers, HR and
Finance, etc.).

We create value wherever there is
data, and work with our clients to
improve their processes and create
customized business Al applications.

Can you give us concrete
examples that show how Artefact
designs Al solutions that improve
business competitiveness?

Data is the key to understanding
customers, developing better
products and services, and
streamlining internal operations to
reduce costs and waste. Artefact
supportsover 1,000 clients worldwide,
including 300 international brands in
sectors from consumer goods, retail
& e-commerce, and healthcare, to
bancassurance, telecoms, industry,
energy - and more.

For example, we've been working with
the Orange Telecommunications
group for over six years, and among
the many use cases for leveraging
the company’s automation and Al
potential, we deployed a solution
with their teams to optimize their
technicians’interventions onthe fiber
network. The solution is based on
visual recognition technology that
helps operators improve the quality
of their installations or repairs. This
application, available on a tablet, is
currently used by more than 10,000
Orange technicians throughout the
country - a resounding success!



ARTZFACT

This case perfectly illustrates
Artefact’s firm belief that to achieve
true data maturity, companies have no
choice but to make data accessible to
everyone: not only to experts, but also
to operational staff in the field. This
will lead to new forms of augmented
work, where applications and their
interfaces put intelligent information
in everyone’s hands to work more
efficiently and with more autonomy.

Artefact also helped the Carrefour
Group inreducing the carbonimpact of
its e-commerce branch with a solution
that can be implemented by the
company and consumers. Carrefour’s
aim is to become the world leader in
food system transformation for all by
committing to four major objectives,
including achieving carbon neutrality
by 2030 forits e-commerce activities.
The challenge for Artefact was to
enable Carrefour to reliably measure
all greenhouse gas emissions from
data storage, transport and logistics
activities, from first click to final
delivery,

Our solution measured greenhouse
gas emissions generated by
e-commerce orders, then collected
activity data to convert it into carbon
emissions. All Carrefour business
teams helped obtain the data — which
is why the operation was a success, as
it allowed all stakeholders to become

ambassadors for the group’s “carbon
neutrality 2030” objective.

How is Artefact able to always be
at the forefront of Al through core
research and advanced technology?

At Artefact, we've implemented major
projects to ensure that we always
leverage the best of data science and
Al technologies for our clients:

* The launch of the Artefact Research
Center, which fosters a robust data
and AIR&D ecosystem by connecting
PhD talent at Artefact with esteemed
professors from top universities
(Polytechnique, Sorbonne University,
and CentraleSupélec, University of

Paris-Saclay) and leading enterprises
including Orange, Société Générale
and Decathlon, with other companies
joining us soon. Through the
developments and publications of the
Artefact Research Center, we aspire
to shape a future where Al is not only
a powerful tool but is also tailored to
the needs of businesses with ethics
and responsibility, thereby facilitating
its adoption.

* The creation of the SKAFF technology
platform, an open source developer
portal thatincludes a central software
components catalog supporting
TechDocs and a scaffolder for
automating engineering processes.
This platform enhances efficiency
by swiftly delivering high-quality
outcomes through the consolidation
of technical assets, convictions,
and tutorials focused on our core
technologies.

After a decade of exponential
growth, what is Artefact’s ambition
for the coming years?

First of all, our gratitude goes to our
clients for entrusting us, a cornerstone
of our success.

| believe that our success also stems
from our unique ability to transform
data and Al into value for companies.
We offer our 1000+ clients a unique
combination of innovation (Art) and
data science (Fact).

By creating multidisciplinary teams
and breaking down silos between
business and technology departments,
we generate real, immediate impact

for clients. Artefact has become one
of the first and few consolidated pure
data & Al players in the market, with
the most comprehensive set of data-
driven services and Al applications.

We offer data acceleration programs,
industry specific Al solutions, and
data-driven marketing services.
Our engineers build tech agnostic
solutions, combining custom code with
open source and proprietary software,
backed by strong partnerships with
leading cloud providers, to create
exactly what you need for your data
and Al transformation.

Today, Artefact is present in 20
countries across Europe, Asia, the
Americas (North & South), the Middle
East and Africa, with 23 offices and
1,500 employees. And we have robust
plans for geographical expansion as
well as an ambitious M&A policy that
will continue.

We're also continuously hiring new
consulting Partners and Directors,
experts in their respective fields,
orchestrating collaboration across
Artefact’s regions. They provide
dedicated support and industry-
specific services. While strengthening
our positions in CPG, Retail, and Luxury,
we've also intensified our development
in Financial Services, Healthcare &
Pharmaceuticals, and Manufacturing,
reinforcing human resources.

We're excited about the promising
future that Al holds for individuals and
organizations. The excellence of Al
technology will be realized through the
collective capabilities of human talent.
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Entreprise Governance
in the data age

ARTEFACT

First, an anecdote about the pitfalls
of not using data.

In 1984, a young Michael Jordan
— today considered to be the best
basketball player of all time — had just
won the American college basketball
championship in North Carolina. A
shooting guard, he was one of the top
three picks of the NBA draft, which
selects the best American college
players. But at the time, shooting
guards were considered smaller and
less impressive than pivots. Because
of thisreasoning, and regardless of the
data that indicated his extraordinary
potential, Adidas twice refused to
sponsor Jordan.

The result? Nike — Adidas’ biggest
competitor — approached Jordan
to design his own line of shoes. To
date, 100 million pairs of Air Jordans
have been sold. The huge commercial
success of the Jordan brand still
generates a turnover of 3 billion dollars
today thanks to the man who was six
times voted best player in the NBA.
That's alesson every business should
take to heart: always make the most
of your data.

Vincent Luciani
Co-founder and CEO

How data enables better
decision making

Data helps you understand the past:
data analysis offers a clearer way of
seeing the root causes of problems
in a multifactorial world.

Data helps you predict the future:
data can forecast consumer demand.
A good example is the way we helped
Carrefour Group predict sales in their
bakery and pastry department. The
goal was to sell more by avoiding
stockouts, and to sell better by
reducing food waste. The idea was
to provide the managers of the fresh
produce department, who make bread
and pastries on site every day, with
an accurate estimate of volumes.
We used a technique called machine
learning, based on learning from
historical data. It worked very well:
we improved turnover by a few points
by avoiding stockouts, while dividing
waste by three.

Data helps you optimise what already
exists: UPS software gives each of
its drivers specific routes to follow,
but they aren’t always the shortest

routes: they don’t factorin the distance
to be covered, but rather the fewest
left turns to be made on each route.
By analysing the data, they realised
that 60% of all accidents were caused
by taking left turns, and only 3% by
taking right turns (and requiring more
waiting time).

Analysis, prediction and optimisation:
withthese, databecomes a ‘production
factor’ rather than an ‘innovation
factor’. All these initiatives are linked
to significant ROI, whose stakes can
be in hundreds of points of turnover
or incremental margins.

Data enables better decisions that
improve business performance, but
how can the company’s decision-
making body and governance be
adapted to take better advantage of
the data age?

Data must be treated as a
strategic asset

Companies need to resolve their
‘data debt’ — a technology debt
accumulated around the lifecycle of
data. We have a multiplicity of very
complex IT systems, which have been
superimposed over time, with data
sources that are very often poorly
documented, sometimes inconsistent,
difficult to access, and which don't
comply with the rules in force (internal
or external such as GDPR). This ‘debt’
wastes a lot of time in mobilising
reliable information for analysis.

A good illustration of this is the
case of one of Artefact’s major
pharmaceutical clients. They were
unable, until recently, to obtain their
turnover by product figures due to
an inability to cross-reference their
production plant product repository
with their transactional repository,
which contains financial data
organised by sales outlet: anirrational
situation where the company’s own
data was unavailable for it to use.

The longer data debt is allowed to
accumulate,themorecostlyitbecomes



torectify. Treating data as a strategic
asset means agreeing to invest in
a program to improve data quality,
documentation and accessibility, and
to do so in a sustainable manner as
sources multiply.

A data driven company
must become a talent
development factory

Talent has become the decisive
factor in the digital age. Access
to technology is a commodity so
universally accessible that the
emergence of no-code, for example,
and cloud computing, are increasingly
associated with turnkey services such
as database storage and operation or
automatic algorithm building.

Therecruitment war is very serious —
among the seven million available job
offers in the US posted on LinkedIn
(70% of the total) for example, two out
of seven are for data-related positions.
The pace of technological changeis so
rapid that it's impossible to establish
acompetency framework at any given
time.

This acceleration is being driven
by GAFA-backed big budget cloud
technology frameworks, research
labs and free algorithms from a global
network of 100k researchers, plus
the almost immediate adoption and
widespread use of open sourceinthe
start-up world.

In an environment where technology
is changing so rapidly, companies
must be able to build their own talent.
For large companies in particular,
extensive training/retraining
programmes will be needed:

* The World Economic Forum (WEF)
predicted that by 2025, 85 million
jobs will disappear and 97 million
new ones involving data will be
created.

+ AT&T now invests around $250
million annually in T University,
which enables existing employees

to develop in-demand expertise in
areas such as data science and
cybersecurity.

When considering the talents that will
be needed tomorrow, it's tempting
to focus only on technology and
assume the next generation will be
exclusively composed of engineers
and data scientists. Clearly, there will
be aneed forthem and there will even
be a shortage of them for the next few
years, but this is only part of the story.
In aworld where data and algorithms
can automate manual, repetitive and
time-consuming tasks, and where
technology is ever more accessible,
there’s plenty of room for other types
of talents: problem-solving, creative,
interpersonal, etc.

In a modern company, the
decision-making process
must be decentralised

In technology, there is a major
progressive movement towards
decentralisation, which began with
technological breakthroughs (e.g.,
crypto currency or the metaverse
which are decentralised systems),
but also IT systems (cloud, where we
share our machines, or distributed
computing architectures such as
Hadoop, a world-renowned framework

DATA READINESS

for distributing calculations on
different servers).

Decentralisation is also valid
in governance. Why? Because
centralisation is impossible: there’s
simply too much data, with poorly
controlled sources, which can
easily be poorly interpreted without
contextual knowledge. Some benefits
of decentralisation in governance
include:

1. Rapid decision-making and less
time spent going back and forth

2. Letting the ‘one who knows’ make
the best decision

3. Empowering decision-makers
with a mandate — with limits and
a control loop, of course.

This implies a deep organisational
change oriented around knowledge:
the organisation as an autonomous
whole, constituted of cognisant
communities organised around
knowledge. At Artefact, for example,
we made sure that certain entities
(chapters, tribes, guilds) could decide
on their own very critical things, like
salaries, bonuses, prices and offers
and even staffing! We have created a
fully decentralised governance.
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Leading is measuring

Some measurements are unnecessary
in decision-making and can easily
be dispensed with in favour of other,
more proactive management tools.
Here's an example to demonstrate
this concept:

A Profit & Loss statement is nothing
more than the company’s report card.
It's useless in decision-making and
doesn't serve the investor relationship
at all. (We almost never look at
turnover and EBITDA which is like
looking at past performance, not
future performance.)

Instead, for Artefact, we spent time
constructing a very advanced data-
driven finance department. We builta
financial data warehouse connected
in real time to a data platform, with

10

our key Salesforce tools for pipeline
estimation, a staffing tool, our HR
database, and our ERP for customer
contracts. Out of this, we've created
a real-time file containing seven
key indicators summarising the
operational health of the company
looking forward and shared with
investors — atool far more meaningful
and helpful for better decision making.

For example, we can respond to and
engage with our shareholders on
issues such as what our expected
demand will be in six months, or what
the composition of our workforce is
supposed to be (critical in a context
of rapid growth and challenging
recruitment).

KPlIs are broken downinto Objectives
and Key Results (OKRs) shared among
thetop partners of the company,and we

all sharethemtoo. They are invaluable
tools which break any strategy down
into measurable objectives, then into
two or three sub-objectives shared
by all employees. Andy Grove, who
taught them to John Doerr; he in
turn wrote the book, ‘Measure What
Matters’, about the process. OKRs
allow employees to be valued for their
accomplishments, not merely their
backgrounds, degrees, or titles.

Conclusion: A new
perception of data and data
governance

Data changes the way companies are
governed, and the role of managers -
and directors in particular - from one
of making the best decisions in the
company’s interest to one of creating
asystem sothat everyone contributes
to making the best decisions in the
company.

As a Board member, you have an
important role to play in addressing
issues that have a tangible impact
on the results of the company, but
it will require paradigm shifts. And
it is precisely because data shakes
up governance that it must be
appropriated by governance itself.

As your data governance policy
matures, you will need to ensure that
your priorities encompass responsible
and ethical data processing and
energy sobriety initiatives within its
framework. It's crucial to operate in
ways that reduce the economic, social
and environmental footprint of digital
technology.

In times of doubt or radical changes,
the human tendency is to shut down
and turn inward. People build self-
defence systems (confirmation
bias) to avoid being shaken in their
convictions, by creating their own
systems of truth. Properly used, datais
the truth that should allow us to make
better, morereliable and independent
decisions forthe benefit of customers,
users, employees and the company
as a whole.
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Al solution of visual recognition
at the service of Orange France

technical intervention

quality

Al-based application lets fiber installers easily verify

intervention compliance

Orange, a leading telecommunications company in
France and Europe, undertook an Artificial Intelligence-
based transformation in 2020. This new vision for
data and Al aims to help the thousands of technicians,
engineers and other professions employed by the group
with tasks that are too complex for humans to manage
alone. At the same time, an overhaul of data product
governing regulations was also launched.

Toimplement their new strategy, Orange was accompanied
by data service consulting firm Artefact. Together, the
two businesses industrialized numerous use cases to
support the group’s Business Units, facilitate technical
decision-making and transform the business by realizing
the potential of data and Al.

Amongthese jointly constructed use cases is an Al solution
designed to assist Orange technicians in connecting
clients to the fiber network. This solution, integrated into
the technician’s application, verifies that none of their

interventions on network equipment generate “defects”
or “non-conformities”, which are often the cause of the
growing degradation of the fiber network in France.

In2022, we increased the number of connections by 23%
compared to 2021. This sustained growth has led to an
increase in reported malfunctions. This is why ARCEP
made it mandatory, in summer 2021, to take pictures
before and after each intervention.These images have
a triple objective: to monitor, to intervene as quickly as
possible in the event of a problem and to penalize the
operators found at fault.

“For Orange, this regulation requires the analysis of 20,000
photos daily. A task impossible to perform quickly and
faultlessly without Al assistance.”

Médéric Chomel, VP Data, Al & Automation, ORANGE
FRANCE

1
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An Al solution based on
image recognition

Asking technicians to verify numerous control points
at the job site, or having enough human resources
dedicated to analyzing the 20,000 pictures generated
every day is not a feasible solution. This would be too
time-consuming, too costly, and would not be error-
proof. In addition, sampling is not an option, as each and
every intervention must be verified.

Toreview these tens of thousands of photos daily (10,000
interventions x 2 — 10 photos), Orange and Artefact
developed an algorithmic model usingimage recognition
(computer vision). Technicians, via their mobile app,
send their photos to an artificial intelligence engine
which checks in near real-time whether their work is in
conformity. If the technician disagrees with the machine’s
recommendations, they are free to ignore them. The Al
is perfectly integrated into the technician’s workflow.

Success factors: quality data, multidisciplinary teams,

transfer learning model

The project was led by a multidisciplinary team with a
mix of profiles from both Orange and Artefact. A feature
team was created, composed of the Product Owner,
data scientists, engineers, users, and experts from
other professions to work on delivering the solution.

Time was the first issue faced by the team in charge of
the project. Orange only had nine months to deploy the
first version of their solution. This is why they decided to
base part of the project on “transfer learning”, a method of
using pre-existing models either already in use within the
company, or available as open source. Artefact teams then
reworked these models via retraining, labeling and pre-
processing, to shorten delivery time, and also developed
several others from scratch. The team then looked at the
response times of different computer vision solutions.
Some solutions on the market processed imagesin seven
or even eight minutes, while the target time was three
seconds. The application should be launched when the
technician is about to leave the site. Itis impractical to ask
the person to wait 10 minutes to check the conformity of
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his installation. To reduce latency as much as possible,
calculations are parallelized. Thus, several models are
executed at the same time to obtain results in quasi real
time.

The third challenge, but certainly not the least, was analysis
precision. In order to ensure maximum accuracy, the
algorithm had to be supplied with a huge quantity of
compliant and non-compliant photos. The labeling of
these images was carried out by a partner company
called Isahit, which was able to process 80,000 photos
in three months of development while respecting data
confidentiality.

“This projectis part of Orange’s long-term Al transformation
strategy. We have packaged the code so that it can be reused
in future use cases where image recognition is needed.
This Al product has already been reused to support fiber
technicians in another field of operations.”

Vincent Luciani, co-founder and CEO of the ARTEFACT
group.



Change management:
encouraging

end-user adoption of the
application

To understand their way of working, technicians have
been part of the project from the very beginning .
This allowed the development team to identify several
points, one of which is crucial: the application should
not be perceived as a means of controlling the work of
technicians, but as a tool to facilitate their daily work.

So, to ensure that end-users are comfortable with the
application and that it was ethically designed, the team
worked on two aspects.

First, technicians must be able to maintain control over
the machine and go against its recommendations. This
is why the explainability of the results returned by the
model was a core value. If the model finds one or more
non-conformities, the Al must specify which area or areas
are affected.

Then, once a first version of the application was ready,
the team had it tested by 50 volunteer technicians. This
allowed the teamto collect relevant feedback so they could
improve the models. As an example, the conditions in
which the photos are taken can lead to confusion between
orange-colored cables (from Orange) and red-colored
cables (competitors). The recurrence of this error led the
feature team to improve the algorithm’s acceptability.
The model’s performance was reduced in order to avoid
contradicting what the human sees.

For Vincent Luciani, co-founder and CEO of the Artefact
group,

“All of our Al projects are designed to respect the seven
fundamental principles for ethical Al use established by a
group of European Commission experts. The first of these
values is human control. We have placed technicians at
the heart of the project to ensure that this new solution
makes their daily lives easier and doesn’t hinder their
autonomy. This has also been crucial for its adoption by
all Orange installers.”

A success which is part
of a global
transformation
strategy through Al

In just nine months, this new application was
designed, tested, corrected and industrialized
on a large scale. It was a real technical and
human feat, as the tool has now been adopted
by the 10,000 technicians deployed every day
in France.

This applicationis just one of the 150 use cases
developed by Orange over the last two years as
part of its transformation through Al. Since then,
Orange - together with Artefact — has put 15
new models into production to support other
functions, such as sales or customer service.

Médéric Chomel
VP Data & Al Automatisation
ORANGE FRANCE

“Regulations on artificial intelligence
are in the process of being
developed. Our transformation,
using data and Al, is intended to
be respectful of privacy, to benefit
humans and their environment,
and to be unbiased. This is why
this strategy anticipates future
regulatory changes as far as
possible. We must remember

that this type of project is not just
technical; humans are the greatest
factor in their success.”
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1 - Building data solutions should
be driven by the business, for
the business

In today’s rapidly-evolving business
landscape, data intelligence has
become an essential tool for
companies looking to remain
competitive. Organizations that fail to
adopt data-driven models risk falling
behind their rivals by missing out on
valuable insights and opportunities
for expansion, optimization and
innovation. In short, leveraging data
intelligence forbusinessisnolongera
luxury, but a necessity for sustainability
and evolution, and business leaders
should be the ones spearheading
the identification, prioritization, and
development of data & Al solutions.
Contrary to the common belief that
business stakeholders are just
“consumers” of data solutions, we
believe that they should lead the
entire process , supported by data
and technology experts.

2 - Identifying the “right” data
solutions requires in-depth
analysis of the business value
chain and business processes

A thorough analysis of the business
value chain and key business
processes is best carried out by
business stakeholders themselves.
This analysis identifies areas where
data solutions can drive significant
business impact in the form of
revenue growth, cost optimization,
customer experience enhancement
or operational excellence. During
this process, it's essential to identify
business opportunities that align
with the company'’s overall business
strategy. For example, analysis of
the supply chain and its key ratios
can help identify potential gaps and
inefficiencies that can benefit from
data analytics and intelligence.



3 - Prioritizing a few data solutions
will ultimately have the most
business impact

The goal shouldn't be toimpress with
alonglist of data solutions, but rather
to identify the most critical business
areas that can benefit from data-driven
insights. By avoiding the temptation
to pursue too many data solutions,
organizations can stay focused and
increase their chances of building
successful data solutions. It’s also
important to identify the value-added
capabilities of data solutions beyond
simple reporting. While reporting is
valuable in providing a summary of
business performance, it only provides
a retrospective view of data, leaving
little room for analysis and decision-
making. To fully leverage the power
of data, organizations must identify
data solutions that provide diagnostic
analytics that automatically identify
the root causes of performance and
predictive analytics that anticipate
future trends.

4 - Assessing feasibility of data
solutions requires a full
understanding of data sources
and technologies

Before embarking on the development
of adata solution, it is vital to conduct
a detailed feasibility study that
examines the availability and quality
of the required data sources, as well
as the cost of the technologies and
expertise required to collect and
process these data sources. This
includes examining the hardware and
software requirements, as well as the
human skills needed to implement
and maintain the technology. This
also helpsto setrealistic expectations
for data solutions that are 