
Presentation: 
Let Data & Analytics be the 

Transformation of Your Business



About Me

• Jeff Wilts
• IT Executive > 20 years Data Focus
• Chief Architect – Trader Corp (AutoTrader)
• Tech Advisor - DecisionETCH
• MBA – Queens University
• BSc. Physics & Computer Science - WLU
• MCSD, Teradata Certified Professional



Goals

How to present your Data Strategy

Plan that maps out data strategy

Answers to mitigate hesitancy



BETTER, TOGETHER

Making dealers & OEMs more 
profitable & efficient via digitization

Helping Canadians buy and sell 
cars quickly, easily and with 

confidence

Seamlessly connecting lenders to 
car shoppers via technology

Credit Application Network
Digital Contracting

Lender Reports
Digital Retail Solutions



Data Partners

OEM

Insurance Providers

Media

Dealers

Private Buyers / 
Sellers

Financial Institutions

Clients of Trader services? 6

Trader has multiple 
different client 

groups with differing 
models for each. 



Sell

Align

Sponsor

Vision

Focus Areas

Vision
Vision, Strategy, Roadmap, 
Critical Success Factors

Sponsor Sponsorship & Funding

Align
Roadmap Alignment with 
Business

Sell Communications & Advocacy



Strategy



Critical Success Factors Specific For Data

10

Data Governance

Data Architecture

Data Culture

Data Talent and Skills

What are the business capabilities that need to be 
developed and nurtured to make you successful. 



Sponsorship And Funding

CEO / COO
◼ Report to the core business 

in a collaborative 

environment

◼ Or to largest business unit

CFO 
◼ Report to the finance 

function

◼ Requires awareness that 

management information is 

about more than costs and 

revenues

CIO / CSO
◼ Report to the CIO

◼ Or “strategic Role Officer”

◼ Requires good links with the 

business

◼ Beware of “technical comfort 

zone”

OROR

Funding 
◼ Some organizations require a “Virtual P&L” for shared services – Punishes good behavior for analytics

◼ Start Early, may need several pooled sources to fund overall roadmap



Roadmap



Communication & Advocacy

1. Sense of Urgency (Too easy to dismiss, get above the noise)

2. Brand it

3. Story Telling & Show & Tell  

4. Negative vs. Positive Story 

5. Quantify benefits (Good, Improve, Reduce)  Hard to Quantify  -- Propose some 

KPIs

6. Data advocates
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Governance – Vegas Style

• Spend five (5) minutes with three (3) peers from your country 

• Define the following two terms as they apply to Fleet Complete:

• CHURN

• ACTIVATION

• Appoint a spokesperson to explain your definitions and rationale 

to the GLT – Global Leadership Team.



Negative vs. Positive 15

We have foundational unfulfilled data needs:
• Data exists in fractured sprawled silos with no standard models, with no cohesive tools, no established 

governance
• The urgent / tactical needs across all the banners is not identical, but end state align
• Data skills and capacity are located in multiple teams and spread thin, several key capabilities are 

missing.
• We are integrating more and more functions and collecting more sensitive data which increases 

corporate risk. 
• Key business functions are challenged by data problems, which impacts day-to-day work. 

• Able to integrate acquired businesses more quickly and easily
• Expedite cross-product value
• Serve our customers more completely as a portfolio of businesses that “talk to each other”

• Monetize our data assets in new ways for our customers and the market at large
• Culturally changing how we perform decision making (Governance, Training) 

• become truly ‘data informed’ throughout the corporation.
• Enable people to understand the data we have and how to leverage it



Use Metrics & Studies

McKinsey Global Institute says companies that are data-driven (gather, 

process and analyze data in real-time) make better decisions

Being data driven results in: 

• 23x greater likelihood of customer acquisition!

• 6x greater likelihood of customer retention!

• 19x greater likelihood of profitability!

https://www.mckinseyonmarketingandsales.com/sites/default/files/pdf/Datamatics.pdf


Barriers to Analytics Implementation

Source: MIT Sloan Management Review, Survey of 3000 executives and business analysts in 108 countries, 30 industries

“Companies that are looking to implement analytics solutions are finding their 

employees, not the complex technology, are serving as a major barrier. Change 
management and cultural resistance are two of the

most common barriers, according to the study.”
MIT Sloan Management Review 

Management and 
cultural resistance

23%
Lack of 

appropriate 
skills28%

Bandwidth due to 
competing priorities

34%
Understanding of how to use 

analytics to improve the business

38%

✓✓

✓
✓



Resistance Considerations

• Resist change: forces areas of the business to adapt

• Big Undertaking – want results this quarter

• NIMBY

• We don’t have skills in house to do this work

• Want this to be a project vs. ongoing change

• Data ownership / stewardship too murky

• Audit, risk, compliance, privacy, security concerns from 

aggregating data

18



Thank You!
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