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Commonly Asked Questions

1 Will I be able to get copies of the slides after the event?1. Will I be able to get copies of the slides after the event?

Yes

2. Is this web seminar being taped so I or others can view 
it after the fact?

Yes

Continue the Conversation on Twitter: @spssglobal



Predictive Advantage: TakingPredictive Advantage: Taking 
Research to the Next Level
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Significance to Market Researchers

Improve partnership with customers

Capitalize on new market trends

Leverage comprehensive workbench

Maximize efficiencies throughout research processg p



A Complete Predictive Analytics Offering
Key Aspects Of The Process

Capture information
CustomersCustomers
Employees
Constituents

Predict behavior and preferences
Statistics for hypothesis testing
Data Mining for research foresightg g
Text Analytics for unstructured insight

Act on results
Effi i tl d l ltEfficiently deploy results
Dramatically improve business 
processes across your operations
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The Power of Predictive Analytics-
Data MiningData Mining

There’s analytics and analyticsThere s analytics…and analytics

Core analytics/business intelligence
Measure Compare Report StudyMeasure. Compare. Report. Study.
“Rear-view mirror”
Manually query your data

Predictive analytics/data mining
Algorithms automatically “learn” significant patterns
Models make predictions for current/new cases
Insight delivered to drive better business decisions
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Data Mining – Fact or Fiction?

“Predictive Analytics doesn’t have a 
whole lot to do with Market Research”

“Predictive Analytics is really no different than 
BI… they’re both based on a look in the rear 

view mirror”

“Data mining would add little perceived value to 
MR customers… so why add another tool to the 

t lb ”toolbox”



Data Mining - Dispelling Myths

Predictive Analytics and Market Research
► The right data mining product streamlines and simplifies data management► The right data mining product streamlines and simplifies data management, 
preparation and reporting

Predictive Analytics vs. Business IntelligencePredictive Analytics vs. Business Intelligence
► BI simply reports on data up to the time it’s pulled

► Predictive Analytics uses an extensive pool of algorithms to predict what 

will happen next

Creating Value & Differentiating with Data Miningg g g
► Customers increasingly want more actionable insight from all types of data 
to help them solve business issues better 

► Meeting this customer need makes the Market Researcher a more strategic► Meeting this customer need makes the Market Researcher a more strategic 
business partner



Market Research – Current Issues

REPORTING & DATAREPORTING & DATA 
MANAGEMENT

DATA QUALITYDATA QUALITY

INTEGRATING 
UNSTRUCTURED DATAUNSTRUCTURED DATA



Reporting & Data Management
Data Mining with Collaboration & Deployment Services

Customer portal to facilitate quickCustomer portal to facilitate quick 
access to all data

D hb d i li ti f d tDashboard visualization of data

Analytical tools available through the a yt ca too s a a ab e t oug t e
portal-post results back to repository

C ll b t ith th l tCollaborate with other analysts; 
Share data/results 



Sample Customer Portal



Data Analysis - Portal



Data Preview - Portal



Data Export - Portal



Data Export Sample



Data Analysis - Portal



Data Quality
Leveraging a Single Workbench

Comprehensive data mining applications workComprehensive data mining applications work 
with all data sources 

C t i th t l t t tContain the necessary tools to extract, 
transform/merge and analyze disparate data 
setssets

Identify data quality issues and automate fixes



Complete Workbench



Data Sources & Preview



Data Merge & Preview



Data Merge - Fields



Data Audit



Data Quality



Data Analysis & Modeling



Data – Variable Importance



Data Analysis



Predictive Model - Gains



Integrating Unstructured Data
Comprehensive Data Mining Workbench

Data mining workbench with integrated textData mining workbench with integrated text 
mining capabilities provides more complete 
data and a substantial lift in model accuracydata and a substantial lift in model accuracy

Sets foundation for future in market research; 
Collecting data from websites blogs and otherCollecting data from websites, blogs, and other 
Web 2.0

S b t ti l lift i d lSubstantial lift in model accuracy 



Introduce Unstructured Data



Data – Customer Response Preview



Visualization of Relationships



Visualization of Relationships



Combine Structured & Unstructured Data



Data – More Complete View



Data – More Complete Variables



Further Lift in Model Accuracy



Market Research Trends
Addressing Today’s Issues & Tomorrows Requirements

Today:

Comprehensive, Automated Workbench for Data p ,
Management, Preparation and Reporting

Tomorrow:

Leverage Web 2.0 / Unstructured Data; Utilize 
Predictive Analytics as a differentiator; Drive 
i d t hi ith timproved partnership with customers



Summary

Complete Data Mining workbench streamlines 
and automates data management and 
preparation process; Better quality data, faster 
with predictive differentiatorwith predictive differentiator

Integration of unstructured data provides more 
complete view, a lift in model accuracy and 
means to effectively leverage Web 2.0

Predictive Analytics/Data Mining adds real 
value to Market Researchers!
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More Information

Data Mining:Data Mining:        
PASW Modeler
http://www.spss.com/http://www.spss.com/
software/modeling/

Product questions?Product questions?     
Call SPSS at                 
1 800 543 2185 or1-800-543-2185 or 
sales@spss.com

41© 2009 SPSS Inc.© 2009 SPSS Inc.



Questions
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Thank you for your Participation! 

To replay this webcast:
www marketingpower com/webcastswww.marketingpower.com/webcasts

You can find us on:
facebook: SPSS Inc
t itt @SPSSGl b ltwitter: @SPSSGlobal
linkedIn: SPSS user group

Questions for the AMA:Q
acarbonara@ama.org

If you’d like to receive the AMA’s monthly Media Digest containing information about upcoming webcasts, radio shows and 
podcasts, email emedia@ama.org to subscribe.

Join us every week for our Marketing Thought Leader Webcasts!


