
Your 

Building Block to Advance 

Analytic Maturity 

In 2014, the Journal of Advanced Analytics, SAS Institute’s 

intelligence quarterly magazine, published an article by 

Phil Weiss, advisory analytics solutions architect at SAS, 

entitled “Four Steps to Advance Your Analytics Maturity.” 

In step 1, he advocates to “put analytics front and center” 

in your organization, meaning that every employee 

should be aware of the importance of analytically 

informed decision making. My newest book, which debuts 

later this year 

(http://support.sas.com/publishing/authors/collica.html), 

advocates that analytics that are strictly tactical will only 

affect the portion of the business for which the tactical 

analytic is intended. I focus on how you can use a tactical 

analytical model strategically, which will help answer the big-picture questions that organizations ask. 

In step 2, Weiss recommends that you conduct an analytics gap analysis to identify any shortfalls. Start 

by recognizing your current analytics assets and identify missing capabilities or assets. In Strategic 

Analytics and SAS®, I recommend that you complement your tactical analytical models by aggregating 

the scored results of these models, using them to answer strategic organizational questions.  By doing 

so, analytics can drive how the organization achieves its goals and objectives. In step 4, Weiss points out 

that one should “answer strategic questions with predictive analysis.”  This is key: the analytic work of 

the organization should shift from answering tactical questions to looking ahead. It should strive to 

become more strategically minded!  In my book, I describe how you can answer questions related to 

where the organization is headed and how it plans to get there.  In the last chapter, I show how you can 

envision the results of your analytics and augment the data discovery process by using SAS® Visual 

Analytics.   

Many organizations use analytics tactically for the most part. My book includes use cases on how you 

can aggregate the results of tactical models and develop additional ones that focus on high-level 

organizational issues and directions. Take, for instance, customer loyalty. Organizations struggle with 

how to associate KPIs of customer loyalty with other aspects in their business and how to make 

connections between customer product or service issues and their key business metrics. My book 

includes real-life examples (with data) of questions that a senior executive may ask and uses detail-level 

aggregate customer data to answer those questions with statistical certainty. Using my book you will 

leverage your existing analytic assets and derive answers to questions that plague your senior 

leadership. Every organization should have this book in its analytics arsenal. It will nudge them toward 

higher analytics maturity.   

http://support.sas.com/publishing/authors/collica.html


The links between Weiss’s article and my book are coincidental, yet we carry very similar themes.  We 

both strongly agree that an organization that desires to become more analytically mature should think, 

act, and analyze its data in a more strategic manner.   
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http://www.sas.com/content/dam/SAS/en_us/doc/other1/iq-q214.pdf  

http://www.sas.com/content/dam/SAS/en_us/doc/other1/iq-q214.pdf

