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Purpose 

This document contains market and competitive  
context, product highlights and key messages for the 
new edition of IBM® Cognos® Analytics 11.1 software.

It is intended to: 

• Establish consistent business value messaging

• Provide marketplace and competitive context

•  Develop points of differentiation versus key  
competitor messaging

•  Inform the writing of effective creative input briefs for 
a variety of marketing executions, such as campaigns, 
demand programs, sales enablement, and press and 
analyst activities

Who should use this document, and how? 

This messaging guidance is intended for internal use 
and use by IBM Business Partners. We’ve created this 

guide to help you develop consistent, differentiated 
messaging about Cognos Analytics 11.1 software and 
how it’s poised to overthrow the current limitations of 

business intelligence and data exploration.

Refer to this document for approved messages when 
creating marketing materials and collateral, crafting 

demand programs, developing sales assets, preparing 
for events, providing content for program frameworks, 

press and analyst messages, framing blogs and  
white papers, and so on. 
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Any storyteller knows it’s both 
what you say and how you say it 
that makes for a great story. 

In telling our story around the new IBM 
Cognos Analytics platform, several factors 
will facilitate maximum impact and rele-
vance to our targeted audience.

At the highest level, our messaging must 
address key questions:
–  Who are we, and what is our personality?
–  Why are we here, and what is our value 

proposition?
–  What are the solution’s marketplace 

differentiators?
– What are our key messages?

To have the greatest effect on our audi-
ence, these factors must be considered 
holistically.

Our personality

Today’s IBM Cognos Analytics software reflects 
the evolutionary changes happening at IBM 
itself. We’ve made massive strides in advanc-
ing augmented intelligence, improved our 
focus on product usability and integration, 
and engaged with our user communities to 
identify and deliver the capabilities our  
clients most want.

The tone of our messaging should mirror 
these advances while consistently present-
ing our unique personality and voice. Some 
descriptive terms that apply to our tone and 
voice include:
• Bold 
• Experimental
• Agile
• Savvy
• Clever
• Dependable

We’re also changing how we talk to our 
clients.
•  Explaining not just what we’re doing, but 

why we’re doing it
•  Supporting the shift from a focus on IT to a 

focus on line of business (LOB)
•  Talking less about the technology itself and 

more about what it can do for users
•  Focusing more on the individual and less on 

the enterprise

The Cognos Analytics 11.1  
value proposition 

Our value proposition explores the value and 
relevance of our solution for our clients. It 
was created based on an analytics user and 
captures the capabilities that set IBM Cognos 
Analytics 11.1 software apart in the mar-
ketplace. Although this value proposition is 
focused around that primary user, this doc-
ument also offers additional messaging that 
explores how Cognos Analytics solutions sup-
port secondary roles in the buying group.

For data explorers obsessed with knowing 
their data better than anyone, finding answers 
no one else can find, and delivering the most 
compelling data stories, Cognos Analytics 11.1 
software delivers a personal analytics experi-
ence designed to make you the data guru on 
any team.

The game-changing capabilities of Cognos 
Analytics 11.1 software bring this value propo-
sition to life.
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Helps you drive alignment 
around the data by packaging 
your results into an interactive, 
visually compelling story

Simplifies and reduces the time 
needed for data preparation 
through automation and built-in 
intelligence

Enhances collaboration and 
drives efficiency through an 
easily shareable workflow

Helps you stand out and impress 
your boss by revealing hidden 
patterns and those hard-to-find 
answers and relationships

Makes you look smarter with 
statistical information presented as 
succinct, natural language statements 
that reveal new insights from your data

Helps make you faster by: 
–  Automatically recommending 

visualizations based on the data  
and on past behavior

– Adapting to your work style
–  Simplifying how you build attractive, 

relevant and timely reports and easy-
to-use dashboards

TELLING OUR STORY 
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It’s time for a new generation of 
business analytics—powered by 
cognitive technologies, designed for 
limitless data exploration

Today, it’s not just about making data-driven 
business decisions. It’s about making deci-
sions that drive competitive advantage. The 
answers businesspeople seek are locked 
within their data. And although there are solu-
tions that produce engaging visualizations, 
they’re only revealing the obvious answers.

Today’s IBM Cognos Analytics software goes 
beyond the obvious to uncover insights users 
might not even know to look for.

Broadening the audience 

With IBM Cognos Analytics 11.1 software, IBM 
is redefining our place in today’s business intel-
ligence (BI) and analytics market segment. Until 
now, we’ve been talking to a primarily IT enter-
prise audience—people interested in providing 
a BI and analytics solution for the entire orga-
nization. Although we will still aggressively pur-
sue opportunities within IT, with the release of 
Cognos Analytics 11.1 software, we’re expand-
ing our focus to include business analysts and 
department heads within the lines of business.

We see tremendous opportunity with business 
users—analyst users and data explorers—who 
today are primarily using spreadsheets and 
data discovery tools to do data analysis and 
create reports and dashboards. Daily, they are 
inundated with requests to do more and more 
analysis, using a vast and growing array of data 
sources. In response, they’re creating some 
really attractive visualizations, using compet-
itors such as Tableau, intending to give stake-
holders across the business answers in a form 
they can readily understand and act on. 

Problem is, the pretty pictures they’re painting 
only explain what happened; they say nothing 
about why it happened. Without that level of 
insight, you can’t truly act with confidence.

MARKETPLACE TRENDS AND CONTEXT  

It drives IT spend.  
By 2020, augmented analytics—a paradigm that 
includes natural language query and narration, 
augmented data preparation, automated 
advanced analytics and visual-based data 
discovery capabilities—will be a dominant driver 
of new purchases of business intelligence, 
analytics and data science and machine learning 
platforms and of embedded analytics.2

2x user adoption  
By 2020, the number of users of modern 
business intelligence and analytics 
platforms that are differentiated by 
augmented data discovery capabilities will 
grow at twice the rate—and deliver twice 
the business value—of those that are not.3

Augmented analytics is the future.

#1 differentiating 
technology  
Analytics and business intelligence will make 
the biggest difference for their organization,  
according to CIOs.1

THE STRATEGIC PLAY 

strategic plan
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IBM Cognos Analytics 11.1 offers  
something better 
Today’s Cognos Analytics software goes far 
beyond pretty visualizations. It employs the lat-
est augmented intelligence technologies to help 
users more quickly prepare their data and then 
conduct more thorough analysis by providing 
pattern detection that highlights interesting 
relationships in that data and natural language 
generation, describing information and insights 
not readily apparent at first glance.

This is a major leap forward for the product, and 
our messaging will reflect that landmark change.

Real beauty is born of confidence
A unified, integrated analytics environment 
Open the door to true data exploration and 
business optimization. With Cognos Analytics 
11.1 software, business users finally have the 
robust, trusted data exploration tools they need 
on a single integrated and highly secure plat-
form—a key differentiator in the marketplace.

In this unified environment, the new Cognos 
Analytics platform provides sophisticated data 
exploration capabilities, dashboarding and 
storytelling, professional report authoring, and 
automated data preparation. It enables organi-
zations to support the need for business users 
to explore and work with all types of corporate 
and personal data for better decision making.

The power of smart data discovery 
These defining changes are enabled through 
smart data discovery combined with rich aug-
mented intelligence and machine learning 
functionalities. These capabilities powerfully 
aid in discovery by harnessing the ability of AI 
to make connections no human brain can con-
ceive of, at speeds no human being can hope 
to achieve.

MARKETPLACE TRENDS AND CONTEXT  
 
Self-service data access will drive greater  
business value.

Self-service > data scientists

100% greater value  
By 2020, organizations that offer users access 
to a curated catalog of internal and external data 
will derive twice as much business value from 
analytics investments as those that do not.4

Self-service   
analytics and BI users will produce more 
analysis than data scientists by 2019.5

THE STRATEGIC PLAY 
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Pretty, smart and simple to use  
We’ve made today’s IBM Cognos Analytics soft-
ware far easier to use, and with the addition of 
pattern detection and predictive capabilities, 
we are able to unearth more useful insights and 
information more quickly than ever. 

Sure, users can quickly create impressive visu-
alizations, reports and dashboards, but that’s 
only the start. Today’s Cognos Analytics soft-
ware helps users find answers no one else can, 
using predictive analytics, advanced pattern 
detection and machine learning technologies 
that enable Cognos software to continually 
improve the accuracy of its results.

Supporting the analytics cycle 
IBM supports the complete analytics cycle, 
with field-proven tools, solutions and best 
practices for maximizing the impact of analyt-
ics, and strategies for infusing an analytics-rich 
culture across the organization. 

Clients are gaining visibility into what’s hap-
pening by uniting business planning and man-
aged reporting, augmented with smart data 
discovery and pattern detection to help them 
understand why it’s happening. Using predic-
tive analytics, they’re uncovering what’s most 
likely to happen next and leveraging prescrip-
tive analytics such as decision optimization 
to plan the actions to be taken before feeding 
this insight back into their business plan. This 
approach helps reduce human bias and drives 
better business performance.

Find out more about the real costs of not know-
ing what your organization needs to know.

MARKETPLACE OPPORTUNITY

Analysts project massive growth:

USD 22.8 billion
in value by the end of 2020 for the global 
business intelligence and analytics market6

The global business intelligence market is 
expected to grow to

USD 34.3 billion
by 2022 at the compound annual growth rate 
(CAGR) of 11.03 percent.7

THE STRATEGIC PLAY 

https://public.dhe.ibm.com/software/data/sw-library/analytics/trust-your-data-with-ibm-business-analytics
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For each audience, we’ll craft targeted messaging that addresses their 
specific challenges around data exploration. We must understand and 
be ready to answer essential questions for each role. These include: 

•  What do I do?
•  What do I need?
•  What are my pain points?

•  What are my ego drivers?
•  What impresses me?
•  Why would I look at Cognos today?

PRIMARY: 

“Eric”, 
a business analyst 

SECONDARY: 

“Eric’s Boss”, 
director or VP of a line of business

SECONDARY: 

“Wayne”, 
analytics lead, chief data officer,  

VP of Analytics

Each of our target audiences has their own challenges, concerns and 
buying triggers, and each responds best to messaging that speaks to those 
challenges. You’ll find both illustrative messaging and advice for crafting 
your own conversations with each role in following sections. 

We’re directing our messaging to three audiences: 

OUR AUDIENCES

OUR AUDIENCES

our audiences
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When creating messaging for our three target audiences, tailor your supporting points to 
meet these specific needs and goals.  

IBM Cognos Analytics 11.1 software marks a major evolution in the development of the Cognos Analytics platform.

For our primary audience, “Eric”, and 
the secondary audience “Eric’s Boss”, 
our go-to-market strategy highlights 
three key differentiating capabilities our 
targeted messaging should center around: 

For “Wayne”, the differentiators to be 
highlighted are different: 

Key messaging by audience

• Find answers others can’t

• Demonstrate real-world ROI from 
his analytics investments

•  Make your data work for 
you—from novice to expert

• Infuse analytics throughout 
the organization

•  Create and easily share stunning 
visualizations in diverse formats

• Be confident in the integrity 
and security of his data 

OUR AUDIENCES
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What do I do?
•  I study data to surface meaningful information 

to be used by teams across my organization to 
make better business decisions.

What do I need?
•  The ability to quickly understand data and 

tell persuasive data stories that I—and our 
company’s leaders—can rely on 

•  An understanding of the underlying drivers 
behind the numbers

•  The ability to more rapidly combine diverse 
data types and sources to get a more com-
plete view of the data

•  The ability to export data into presentation 
tools in real time

•  Automation for common reports without hav-
ing to reset filters

•  Access to the raw data, with export 
functionality

What are my pain points?
•  Converting large, complex data sets into 

actionable insights
•  Performing data cleansing, combining data 

sets and doing other mundane tasks—which 
limit my time for analysis

•  Ensuring that I am using the most accurate 
and up-to-date information

•  Responding much faster to ad hoc requests 
while ensuring accurate results

•  Weaving stories of what the data is saying, 
such as why numbers are up or down, why 
something is happening and the unexpected 
questions should we be asking

•  Producing visualizations faster and easier, 
with the ability to layer in multiple dimensions 

•  Lacking the proper tools and training to do 
advanced data analysis

•  Sorting through and manipulating dispa-
rate data to produce an accurate view of 
the business

What are my ego drivers?
•  Making a difference in the business; I want my 

contributions known, appreciated and acted on

What impresses me?
•  A tool that helps me bring greater strategic 

value to my reports and forecasts; seeing 
more of the picture is a top priority

•  Showing me a better way get more accurate 
and insightful answers, faster

Eric is driven. He’s smart. He’s committed 
to doing whatever it takes to get his job 
done. And he’s determined to use the 
technologies he needs to help him—and 
his organization—make better business 
decisions, faster. Eric needs to unearth 
trends and information from across the 
business, from news and current events, 
and from many other sources. He wants 
an edge for quickly unlocking answers 
buried in the data.

PRIMARY: 
Eric, business analyst

OUR AUDIENCES

eric



For internal IBM or IBM Business Partner 
use only—not for client distribution

Find answers others can’t
•  Reveals new and unexpected relationships in 

your data using advanced pattern detection and 
machine learning—surfacing information that 
may not be obvious or expected

•  Helps eliminate analysis blind spots, guesswork 
and fruitless searching by surfacing and iden-
tifying data relationships in context, based on 
your recent interactions

•  Uncovers the underlying drivers of results and 
shows the strength of the relationships amongst 
the data fields 

•  Provides more details on visualizations, pre-
senting statistical information and insights 
about the selected visualization in natural 
language

•  Offers intelligent responses to your questions 
via AI assist and natural language generation

Create and easily share stunning  
visualizations in diverse formats
•  Automates the creation of visualizations and 

suggests the most compelling visualization for 
your selected data (via a multistage recommen-
dation system)

•  Saves time by helping you quickly assemble 
new content by reusing components from exist-
ing dashboards and reports

•  Enables faster alignment and understanding 
of your results with visual storytelling, letting 
you quickly create an interactive narrative by 
assembling visualizations into a sequence and 
enhancing it with media, web pages, images, 
shapes and text

•  Makes it easy to share the knowledge, engage 
your team and collaborate on analysis via Slack 
integration

Make your data work for you—from  
novice to expert
•  Provides a simpler, faster and easier user expe-

rience, with extended capabilities revealed as 
you need them

•  Surfaces answers quickly using common search 
terms, drawing from all your data sources, wid-
gets, dashboards and reports

•  Allows easy mixing and matching of your data 
through a system that recommends data joins 
and ways to blend data from different sources

•  Enables conversations with data using natural 
language that identifies relationships between 
concepts and data associations

Messaging for the business analyst (Eric)

12

Making sense of your data and extracting relevant insights that inspire action is critical. With IBM Cognos Analytics 11.1 software, you’ll 
be able to create and tell stories about your data with greater confidence and accuracy. You’ll paint vivid pictures of why things are 
happening—and have a better idea of what is driving the results. You’ll point a spotlight on the obstacles amid a sea of data. You’ll 
uncover unexpected opportunities. And you’ll do it all faster, bringing together your own expertise with the exploratory power of aug-
mented intelligence.

OUR AUDIENCES
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What do I do?
•  Lead my team in providing the most accurate 

operational analyses for our senior executives
•  Analyze forecasts to determine activities nec-

essary to achieve business objectives
•  Improve sales, marketing and operations effi-

ciency, such as sales conversion rates, order 
process times and cycle times

What do I need?
•  Timely answers—and confidence that they’re 

right
•  Trust in the data, because my job depends on 

the accuracy, relevance and completeness 
of the insights and information our teams are 
basing their actions on 

What are my pain points?
•  Looking like I don’t know what I’m talking 

about; the reports and information I present to 
the senior leadership must be defensible—and 
I must understand what is driving the results

•  Being prepared to answer difficult questions
•  Recognizing and understanding business trends 

and identifying bottlenecks so I can refine oper-
ational models and put out fires as they arise

•  Lacking the people or computing resources to 
unearth and track all the information we need

•  Ensuring confidence in our data quality and 
accuracy

•  Navigating through an overabundance of 
siloed tools, and maintaining compliance 
across them all

•  Keeping on top of new regulations around 
customer data

•  Staying on top of new technologies, including 
maintaining expertise on marketing and sales 
automation and customer relationship man-
agement (CRM) systems

What are my ego drivers?
•  Looking good in front of the executive leader-

ship and the heads of business units

What impresses me?
•  Implementing a system that enables me to 

provide hard-to-find answers that help our 
leaders know where to steer the ship 

•  Having a tool that helps my team answer the 
“gotcha” questions with confidence

•  Having a system that integrates with my exist-
ing tools and processes so my team can meet 
the increasing demand for information

SECONDARY: 
Eric’s boss, director or 
VP of a line of business

Eric’s boss must clearly understand the 
state of the business and measure against 
stated objectives, and she must be able to 
quickly present those understandings and 
metrics to senior leadership. Responsible 
for moving the organization toward more 
efficient, automated solutions, Eric’s boss 
is the one who buys technology solutions 
for her department.

OUR AUDIENCES

erics boss
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Find answers others can’t
•  Identifies interesting insights in the data, with-

out your team having to know what it’s look-
ing for, using advanced pattern detection and 
machine learning to reveal new or unexpected 
relationships and patterns

•  Improves your decision making by surfacing and 
identifying data relationships in context, based 
on the team’s recent interactions

•  Uncovers the underlying drivers of results and 
shows the strength of the relationships among 
the data fields

•  Surfaces information that may not be obvious or 
expected; presents statistical information and 
insights about the selected visualization in nat-
ural language

Create and easily share stunning  
visualizations in diverse formats
•  Improves the efficiency and accuracy of your 

team by automating the creation of visualiza-
tions, with the system recommending the best 
visualization for your selected data

•  Helps your users build on the expertise of oth-
ers with support for reusable content, allowing 
them to create new content by reusing compo-
nents from existing data modules, dashboards 
and reports

•  Enables your team to quickly deliver interactive 
narratives by assembling visualizations into 
a story and enhancing them with media, web 
pages, images, shapes and text

•  Streamlines collaboration across teams through 
Slack integration, which makes it easy to share 
knowledge

Make your data work for you—from  
novice to expert
•  Speeds and simplifies use by providing a grad-

uated experience, revealing capabilities as you 
need them

•  Helps you find the data you need quickly using 
common search terms; the tool draws from all 
your data sources, widgets, dashboards and 
reports

•  Saves the team time while enhancing data 
accuracy through automated data preparation, 
letting users upload data sources and perform 
cleansing and shaping directly within the tool

•  Allows you to easily mix and match your data, 
with a system that recommends data joins and 
ways to blend data from different sources

•  Improves data consistency whether connecting 
to a live data source or loading a subset of data 
(with zero loss of functionality)

14

Messaging for the LOB leader (Eric’s boss)
You’re under real pressure. Charged with driving business results, you need IBM Cognos Analytics 11.1 software. This platform helps 
you understand more than what’s happened—it helps you know why it happened, so you can help guide the business forward with 
confidence. And with talent resources increasingly in demand, Cognos Analytics 11.1 software automates much of the mundane work, 
enabling rapid exploration while significantly improving operational efficiency along the complete workflow. 

OUR AUDIENCES
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What do I do?
•  Provide the vision for what analytics can do 

for the organization and then help create the 
strategic plan for using analytics for our LOB 
initiatives

•  Promote the use of analytics across all aspects 
of the business to improve efficiency and 
increase organizational responsiveness 

What do I need?
•  A clear strategic plan for how, when and where 

to drive self-service analytics across the 
business

•  The means to build a foundation to protect 
and govern data across the enterprise 

What are my pain points?
•  Demonstrating real-world ROI on analytics- 

related investments
•  Breaking down the information silos across 

the organization
•  Trusting that the data business users are 

delivering is accurate and consistent and 
hasn’t been manipulated—intentionally or 
unintentionally

•  Keeping up with new regulations and compli-
ance issues around customer data

•  Choosing the right path for upgrading our over-
all analytics capabilities and integrating them 
into our existing processes to enable a true 
data-driven organization

What are my ego drivers?
•  Advancing into the C-suite—with analytics as 

my ticket
•  Making the analytics practice a critical busi-

ness function
•  Being seen by my peers as a leader

What impresses me?
•  Having a solution that satisfies the data and 

analytics requirements for the entire organi-
zation, from the C-suite to data scientists to 
business users

•  Lowering the barriers to playing with data, 
making it easier to explore all kinds of data 
from all sources

SECONDARY: 
Wayne, analytics lead, 
chief data officer,  
VP of analytics

15

Wayne is an analytics leader with a BI 
or analytics team. He has a critical role 
in the buying group, especially in larger 
enterprises where IT plays a central role 
in selecting and implementing BI and 
analytics solutions.

OUR AUDIENCES

wayne
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Demonstrate real-world ROI from your 
analytics investments
•  Shortens time to action by identifying interest-

ing insights in your data without your having to 
know what you are looking for, using advanced 
pattern detection to reveal unexpected relation-
ships and patterns 

•  Suggests the most effective visualizations for 
your selected data explorations through an 
intuitive multistage recommendation system

•  Breaks down barriers to access, using natural 
language to present statistical information and 
insights about the selected visualization

•  Saves time with reusable content, helping you 
quickly assemble new content by reusing com-
ponents from existing dashboards and reports

Be confident in the integrity and security of 
your data
•  Supports strong data security through security 

filters on data modules
•  Improves data consistency through direct connec-

tions to live data sources, not just data extracts
•  Provides clean, consolidated, consistent and 

current information using the IBM InfoSphere® 
Information Governance Catalog

Infuse analytics throughout the organization
•  Helps you eliminate analysis blind spots, guess-

work and fruitless searching by surfacing and 
identifying data relationships in context, based 
on your team’s recent interactions

•  Breaks down barriers to adoption through natu-
ral language narration and the ability to summa-
rize trends and insights in business language

•  Saves your team time, letting it quickly assem-
ble new content by reusing components from 
existing dashboards and reports

•  Helps you share the knowledge and engage your 
team by collaborating on your analysis via Slack, 
embedding into existing applications or exporting 
in the format you want

•  Operationalizes the results of your analytics

16

Messaging for the analytics leader (Wayne)
As an analytics evangelist, you want to ensure that trusted data powers every business decision. Give your teams the solution they 
need—IBM Cognos Analytics 11.1 software—a modern, unified analytics platform that supports ad hoc analysis, self-service explo-
ration and managed reporting, helping users weave more compelling data stories. Cognos Analytics 11.1 software can deliver strong 
ROI, uncovering insights faster by breaking down the information silos that hinder innovation and inject inefficiencies into operational 
processes. And it does it while supporting the highest levels of data consistency and accuracy.

OUR AUDIENCES
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Bringing our story to the market 
The story we tell in market depends on who we’re speaking 
with. For all audiences, we must answer key questions: 

• What is the unique buying group? 

• What are their needs and buying triggers? 

• Why would they: 
- Care 
- Consider 
- Choose

Throughout these three stages, we must present 
compelling reasons to believe that Cognos Analytics is 
the answer to the distinct challenges our audience faces, 
aligned with their current place within the sales journey. 

The charts below provide insight into the buyer’s journey 
for Eric, our business analyst, as well as other roles. As 
noted, the specific concerns Eric (and other roles) may 
have can vary depending on whether he works for a smaller 
commercial organization or a larger enterprise client. 

CAMPAIGN NARRATIVES

campaign narratives
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CARE PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

1.  Loosening of the 
Status Quo

INFORM: Connect the persona with 
the business issue.

Topic or theme that connects with the persona 
and elucidates the key problems or opportunities 
that warrant the persona’s attention.

Include marketplace statistics or industry trends 
and data. Cite external sources.

I need to reduce the amount time 
spent in data preparation.

•  69 percent of business analysts say they lack 
time for data analysis

•  Organizations report that they spend more than 
60 percent of their time in data preparation.8

•  IBM MD&I Research Survey, June 2018 

•  Gartner

I need to understand the underlying 
drivers of results. Sometimes it’s a 
best guess.

•  66 percent of survey respondents say a 
shortage of analysts with the technical skills to 
analyze data and create data modules.

•  IBM MD&I Research Survey, June 2018

I am bombarded with requests to 
generate more types of reports and 
analysis.

•  58 percent of business analysts say they 
are bombarded with requests for data and 
analytics.

•  IBM MD&I Research, 2018

2.  Committing to 
Change

TRIGGER: Pinpoint the idea or 
concept that will persuade the persona 
to take action.

Trigger or incentive for the persona to take action, 
creating a sense of urgency emphasizing the 
benefits of change or penalties for complacency.

Include relevant competitive facts, statistics and 
case studies.

I need to reduce the amount time 
spent in data preparation.

•  60 percent of respondents indicated that data 
preparation improved data-driven decision 
making.9

•  54 percent indicated that it improved analytical 
efficiency and flexibility.10

•  BARC

I need to understand the underlying 
drivers of results. Sometimes it’s a 
best guess.

•  More than half (59 percent) of managers say 
their company is using analytics to gain a 
competitive advantage.11

•  MIT Sloan Management Review

I am bombarded with requests to 
generate more types of reports and 
analysis.

•  Nucleus found that in the past two years, 
the ROI of BI deployments with self-service 
analytics was 1.5 times higher than the ROI of 
BI deployments without self-service analytics.12

•  Nucleus Research

Target User: Business analyst journey map

CAMPAIGN NARRATIVES
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CONSIDER PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

3.  Exploring possible 
solutions

BENEFIT: Explain how the solution 
can meet the persona’s need or solve 
a problem.

Statements that describe the business value 
effects the persona cares about and expand on the 
value of the offering versus alternative options.

Include industry analyst assessment and 
analysis, performance data and competitive 
assessment.

Automated data preparation saves time by 
reducing the time needed to structure, clean, 
augment and update data.

Industry analyst research notes – BARC, 
Ventana, Gartner

Automated pattern detection makes use of 
algorithms to identify relationships in data and 
the strength of the relationships, helping you 
quickly gain insights into your data.

Industry analyst research notes – BARC, 
Ventana, Gartner

You can save time and onboard new users more 
quickly. Natural language generation (NLG) 
allows business users to ask questions using 
everyday language about their data and get 
contextual responses.

Industry analyst research notes – BARC, 
Ventana, Gartner

You can save time with automated visualizations 
using algorithms to suggest the best visualiza-
tion for the data selected.

Gartner – Modern BI & Analytics platform 
requirements

4.  Committing to a 
solution 

DIFFERENTIATE: Illustrate how 
your solution is unique from other 
alternatives.

Statements that persuade the persona toward 
the provider solution type, demonstrate clear 
differentiation and illustrate how the provider 
uniquely addresses the buying need.

Include competitive comparison, offering 
descriptions, demos

Advanced pattern detection identifies interesting 
insights in your data without your having to know 
what you are looking for.

NLG enables conversations with data using 
natural language that identifies relationships 
between concepts and data associations.

Automated data preparation allows you to 
easily mix and match your data. The system will 
recommend data joins and ways to blend data 
from different sources.

It is easy to use. A graduated experience enables 
capabilities to be revealed as you need them.

Data quality – can we speak to this key point

Target User: Business analyst journey map
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CHOOSE PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

5.  Justifying the 
decision

BUSINESS CASE: Offer investment 
rationale based on the persona’s 
decision criteria.

Facts, figures and insights enabling the persona 
to gain internal agreement that this is the right 
investment at the right time.

Include relevant value actualization data  
(for example, ROI or total cost of ownership 
[TCO]).

• Customer case study
•  TCO paper (ammunition for the user to provide 

proof to the buyer)
•  Analyst reviews: Nucleus found that in the past 

two years, the ROI of BI deployments with self-
service analytics was 1.5 times higher than the 
ROI of BI deployments without self-service 
analytics.13

6. Making the selection CONFIRM: Reinforce the provider 
choice and value to the buying 
organization.

Statements highlighting the provider’s capabil-
ities to team with the buying organization: how 
the provider offers immediate, short-term and 
long-term value.

Include customer satisfaction data, testimonials 
and customer references.

• Customer references
•  Analyst endorsements and profiles of 

capabilities

•  Analysts say that we are a top contender in this 
space because …

For Buyer portion: analyst reports and vendor short list info because more important

Target User: Business analyst journey map

CAMPAIGN NARRATIVES
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CARE PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

1.  Loosening of the 
status quo

INFORM: Connect the persona with 
the business issue.

Topic or theme that connects with the persona 
and elucidates the key problems or opportunities 
that warrant the persona’s attention.

Include marketplace statistics or industry trends 
and data. Cite external sources.

I need to ensure data quality, accuracy 
and consistency for forecasting and 
planning.

•  Recent Gartner research has found that 
organizations believe poor data quality to be 
responsible for an average of $15 million per 
year in losses.14

•  Bad data costs the U.S. economy USD 3 trillion 
per year.15

•  Gartner

•  Harvard Business Review – Sept. 2016  
https://hbr.org/2016/09/bad-data-costs-the-
u-s-3-trillion-per-year

I need to be able to respond to an 
increasing volume of requests in 
shorter and shorter time frames.

Increased pressure to respond to more types of 
reports – 26 percent of respondents

• IBM MD&I Survey, June 2018

I am facing a talent shortage 
(reduction in data specialists).

Shortage of analyst with the technical skills – 28 
percent of respondents

•  IBM MD&I Survey, June 2018

2.  Committing to 
change

TRIGGER: Pinpoint the idea or 
concept that will persuade the persona 
to take action.

Trigger or incentive for the persona to take action, 
creating a sense of urgency emphasizing the 
benefits of change or penalties for complacency.

Include relevant competitive facts, statistics and 
case studies.

•  In a 451 Group research report, 50.5 percent 
of respondents stated increased revenues as 
a benefit of high-quality data, 48.5 percent 
stated reduced costs and 45 percent stated 
increased customer satisfaction.16

•  89 percent of survey respondents stated that 
having confidence in the data is a top priority 
of theirs.

•  451 Group

• IBM MD&I Research Survey

•  46 percent of employers in the United States 
say they can’t find the skills they need, and for 
large organizations (250-plus employees), it’s 
even higher, with 58 percent reporting talent 
shortages in 2018.17

•  By 2020, the number of [data science and 
analytics] job listings is projected to grow by 
nearly 364,000 listings, to about 2,720,000 
openings.18

•  ManpowerGroup

 
•  Burning Glass Technologies, IBM and 

Business-Higher Education Forum

•  Nucleus found that in the past two years, 
the ROI of BI deployments with self-service 
analytics was 1.5 times higher than the 
ROI of BI deployments without self-service 
analytics.19

•  Nucleus Research

Target user: LOB leader journey map
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CONSIDER PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

3.  Exploring possible 
solutions

BENEFIT: Explain how the solution 
can meet the persona’s need or solve 
a problem.
•  I need to ensure data quality, 

accuracy and consistency for 
forecasting and planning.

•  I need to be able to respond to an 
increasing volume of requests in 
shorter and shorter time frames.

•  I am facing a talent shortage 
(reduction in data specialists).

Statements that describe the business value 
effects the persona cares about and expand on the 
value of the offering versus alternative options.

Include industry analyst assessment and 
analysis, performance data and competitive 
assessment.

Reduce the time needed to structure, clean, 
augment and update data with automated data 
preparation.

Industry analyst research notes – BARC, 
Ventana, Gartner

Quickly gain insights into your data. Automated 
pattern detection makes use of algorithms to 
identify relationships in data and the strength of 
the relationship.

Industry analyst research notes – BARC, 
Ventana, Gartner

Save time and onboard new users more quickly. 
The AI Assistant, using NLG, allows business 
users to ask questions about their data using 
everyday language and get back contextual 
responses.

Industry analyst research notes – BARC, 
Ventana, Gartner

Save time with automated visualizations using 
algorithms to suggest the best visualization for 
the data selected.

Gartner – Modern BI & Analytics platform 
requirements

4.  Committing to a 
solution 

DIFFERENTIATE: Illustrate how 
your solution is unique from other 
alternatives.
•  I need to ensure data quality, 

accuracy and consistency for 
forecasting and planning.

•  I need to be able to respond to an 
increasing volume of requests in 
shorter and shorter time frames.

•  I am facing a talent shortage 
(reduction in data specialists).

Statements that persuade the persona toward 
the provider solution type, demonstrate clear 
differentiation and illustrate how the provider 
uniquely addresses the buying need.

Include competitive comparisons, offering 
descriptions, demos and so on.

Identifies interesting insights in your data 
without your having to know what you are 
looking for using advanced pattern detection.

Get faster answers to your questions. NLG 
enables conversations with data using natural 
language that identifies relationships between 
concepts and data associations.

Easily mix and match your data with automated 
data preparation. The system will recommend 
data joins and ways to blend data from different 
sources.

It’s easier to get started using analytics. A 
graduated experience enables capabilities to be 
revealed as you need them.

Improve data quality and consistency with zero 
functional loss when connecting to live data.

Gain better data accuracy with reduced risk of 
data modeling errors by restricting access to 
who can view and update data modules with 
security filters on data modules.

Target user: LOB leader journey map
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CHOOSE PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

5.  Justifying the 
decision

BUSINESS CASE: Offer investment 
rationale based on the persona’s 
decision criteria.
•  I need to ensure data quality, 

accuracy and consistency for 
forecasting and planning.

•  I need to be able to respond to an 
increasing volume of requests in 
shorter and shorter time frames.

•  I am facing a talent shortage 
(reduction in data specialists).

Facts, figures and insights enabling the persona 
to gain internal agreement that this is the right 
investment at the right time.

Include relevant value actualization data  
(for example, ROI or TCO).

•  Cabot TCO paper – can this be updated to 
reflect the needs of the small and midsize 
business (SMB) market segment?

• ABC Mobile Pro ROI Tool
• ABC Mobile Pro TCO Tool

Third party: Nucleus found that in the past two 
years, the ROI of BI deployments with self-
service analytics was 1.5 times higher than the 
ROI of BI deployments without self-service 
analytics.20

Analyst product analysis and overview of 
capabilities – Can we engage a friendly analyst 
to do a review of CA?

Sponsored research paper?

6. Making the selection CONFIRM: Reinforce the provider 
choice and value to the buying 
organization.

Statements highlighting the provider’s capabil-
ities to team with the buying organization: how 
the provider offers immediate, short-term and 
long-term value.

Include customer satisfaction data, testimonials 
and customer references.

• Customer references
•  Analyst endorsements and profiles of 

capabilities

•  Analysts say that we are a top contender in this 
space because …

- to be added

Target user : Analytics leader/IT /BI competency center leader journey map

Target user: LOB leader journey map
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Target user: Analytics leader/IT/BI competency center leader

CARE PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

1.  Loosening of the 
status quo

INFORM: Connect the persona with 
the business issue.

Topic or theme that connects with the persona 
and elucidates the key problems or opportunities 
that warrant the persona’s attention.

Include marketplace statistics or industry trends 
and data. Cite external sources.

I need to satisfy business user demand 
for access to more types of data while 
ensuring data quality, accuracy and 
consistency.

•  Recent Gartner research has found that 
organizations believe poor data quality to be 
responsible for an average of $15 million per 
year in losses.21

•  Bad data costs the United States economy  
USD 3 trillion per year.22

•  Gartner research overview

•  Harvard Business Review – Sept. 2016  
https://hbr.org/2016/09/bad-data-costs-the-
u-s-3-trillion-per-year

I need to improve operational effi-
ciency and effectiveness, enabling the 
organization to be more data driven.
I need  to deliver the business value 
from analytics and demonstrate the 
ROI.

Increased pressure to respond to more types of 
reports – 26 percent of respondents

•  IBM MD&I Survey, June 2018

I need broader rollout of self-service 
while improving data quality and 
consistency.

Shortage of analyst with the technical skills – 
28 percent of respondents

• IBM MD&I Survey, June 2018

2.  Committing to 
change

TRIGGER: Pinpoint the idea or 
concept that will persuade the persona 
to take action.

Trigger or incentive for the persona to take action, 
creating a sense of urgency emphasizing the 
benefits of change or penalties for complacency.

Include relevant competitive facts, statistics and 
case studies.

•  In a 451 Group research report, 50.5 percent 
of respondents stated increased revenues as 
a benefit of high-quality data, 48.5 percent 
stated reduced costs and 45 percent stated 
increased customer satisfaction.23

•  89 percent of survey respondents stated that 
having confidence in the data is a top priority 
of theirs.

•  451 Group

• IBM MD&I Research, Survey

•  40 percent of the companies surveyed are 
struggling to find the talent they need.24

•  By 2020, the number of [data science and 
analytics] job listings is projected to grow by 
nearly 364,000 listings, to about 2,720,000 
openings.25

•  ManpowerGroup

•  Burning Glass Technologies, IBM and 
Business-Higher Education Forum

•  Nucleus found that in the past two years, 
the ROI of BI deployments with self-service 
analytics was 1.5 times higher than the ROI of 
BI deployments without self-service analytics.26

•  Nucleus Research
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CONSIDER PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

3.  Exploring possible 
solutions

BENEFIT: Explain how the solution 
can meet the persona’s need or solve 
a problem.

Statements that describe the business value 
effects the persona cares about and expand on the 
value of the offering versus alternative options.

Include industry analyst assessment and 
analysis, performance data and competitive 
assessment.

Reduce the time needed to structure, clean, 
augment and update data with automated data 
preparation.

Industry analyst research notes – BARC, 
Ventana, Gartner

Quickly gain insights into your data. Automated 
pattern detection makes use of algorithms to 
identify relationships in data and the strength of 
the relationship.

Industry analyst research notes – BARC, 
Ventana, Gartner

Save time and onboard new users more quickly. 
The AI Assistant, using NLG, allows business 
users to ask questions about their data using 
everyday language and get back contextual 
responses.

Industry analyst research notes – BARC, 
Ventana, Gartner

Save time with automated visualizations using 
algorithms to suggest the best visualization for 
the data selected.

Gartner – Modern BI & Analytics platform 
requirements

4.  Committing to a 
solution 

DIFFERENTIATE: Illustrate how 
your solution is unique from other 
alternatives.

Statements that persuade the persona toward 
the provider solution type, demonstrate clear 
differentiation and illustrate how the provider 
uniquely addresses the buying need.

Include competitive comparisons, offering 
descriptions, demos and so on.

Identifies interesting insights in your data 
without your having to know what you are 
looking for using advanced pattern detection.

Get faster answers to your questions. NLG 
enables conversations with data using natural 
language that identifies relationships between 
concepts and data associations.

Easily mix and match your data with automated 
data preparation. The system will recommend 
data joins and ways to blend data from different 
sources.

It’s easier to get started using analytics. A 
graduated experience enables capabilities to be 
revealed as you need them.

Improve data quality and consistency with zero 
functional loss when connecting to live data.

Gain better data accuracy with reduced risk of 
data modeling errors by restricting access to 
who can view and update data modules with 
security filters on data modules.

Target user: Analytics leader/IT/BI competency center leader
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CHOOSE PHASE STAGE DESCRIPTION MESSAGING COMPONENTS PROOF POINTS

5.  Justifying the 
decision

BUSINESS CASE: Offer investment 
rationale based on the persona’s 
decision criteria.

Facts, figures and insights enabling the persona 
to gain internal agreement that this is the right 
investment at the right time

Include relevant value actualization data  
(for example, ROI or TCO).

•  Cabot TCO paper – can this be updated to 
reflect the needs of the SMB market segment?

•  Third party: Nucleus found that in the past two 
years, the ROI of BI deployments with self-
service analytics was 1.5 times higher than the 
ROI of BI deployments without self-service 
analytics.27

•  Analyst product analysis and overview of 
capabilities – Can we engage a friendly analyst 
to do a review of CA?

Sponsored research paper?

6. Making the selection CONFIRM: Reinforce the provider 
choice and value to the buying 
organization.

Statements highlighting the provider’s capabil-
ities to team with the buying organization: how 
the provider offers immediate, short-term and 
long-term value.

• Customer references
•  Analyst endorsements and profiles of 

capabilities

•  Analysts say that we are a top contender in this 
space because …

Target user: Analytics leader/IT/BI competency center leader
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