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Global Macroeconomic Variables
The global economy has bounced back, despite a minor setback in 2020, and
exceeded pre-pandemic growth velocity – while GDP is on a rebound, IT
spending is projected to outpace the GDP growth by 2024.
In 2020, COVID-19 affected the global economy beyond anything experienced in nearly a
century. However, as vaccines were rolled out at an unprecedented pace towards the end of
the year, the worst estimates did not become reality, and the global economy is on the path
to recovery at a pace much faster than what was initially projected.
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As per the recent World Economic Outlook published by IMF in October 2021, the global
economy is projected to grow by 5.9% in 2021 and 4.9% in 2022 because of the accelerated
growth in US and China, and in Europe and APAC regions:
•

In the US, massive fiscal support (~$5.9T) and accelerated vaccination drives are
expected to boost the economy, and GDP growth is expected to reach 6.0% by this year.
Financial services, Healthcare, Retail, Manufacturing, Ed-Tech are some of the sectors
that will drive the US economy and contribute in a large way, leading to forecasted GDP
growth of 4.0% in 2024.

•

China’s economy, which had limited impact in 2020, is expected to grow at a solid pace
of 8.0% in 2021 as the country shifts focus on reducing financial instability. China has a
forecasted GDP growth of 8.0% in 2024, with Automobile, Medical Device Manufacturing
and E-Commerce industries propelling the growth.

•

While Europe plunged into a double-dip recession during the onset of the pandemic, the
easing of lockdowns and subsequent social distancing guidelines, along with huge public
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investment programmes are expected to fuel a sharp recovery, driving GDP growth by
5.0% in 2021 and 4.3% in 2022 in Euro Area, compared to 3.7% and 3.9% respectively,
as predicted earlier by European Commission1. Germany’s forecasted GDP growth is
4.4% in 2024, with Automotive, BFSI, Utility & Energy and Services sectors being the
major contributors, while France’s forecasted GDP growth is 4.1% in 2024, driven by
Manufacturing, Technology, Transport and Energy sectors.
•

While there are stumbling blocks associated with vaccine rollout and containment
measures in APAC, the economy is expected to be mostly on track and projected to
grow at a rate of ~7.2% in 2021, compared to earlier prediction of 7.3%. Even in
emerging economies like India, the GDP is forecasted to grow at 8.5% in 2022, despite
the severe impact on recovery caused by the second wave of COVID -19. Technology,
Health and Nutrition, Infrastructure and Services sectors are key contributors to the
economy, and will be driving India’s growth in future leading to forecasted GDP growth of
7.8% in 2024.

The global IT spending is also expected to recover from the flat growth in 2020 to reach ~ $4
T by 2024. While uncertainty around the business situation pushed enterprises to put large
scale expansion plans on hold in 2020, investments on IT have since then recovered as
businesses prepare for the next wave of growth supported by a buoyant economy. However,
as enterprises envision a post COVID-19 future, IT spend priorities are expected to change.
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Digital Technologies will be at the forefront of transformation initiatives as
enterprises globally gear up for a new normal
In the pre-pandemic era, technology leaders across industries were accustomed to
incremental increases in IT budgets, with almost 60% of the budget in 2019 spent on legacy
applications2 – outdated architecture and software components that were harder to integrate
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with newer systems. While most enterprises were focused on prioritizing cost and efficiency
initiatives, a few of them took the lead and invested in digital initiatives such as Analytics,
Cloud-based applications, Artificial Intelligence, Augmented Realities, etc. for driving
innovation, growth, and improved customer experience.
On account of the COVID-19 pandemic, businesses and consumers have accelerated their
shift to adopt digital models and services. COVID-19 has accelerated digital adoption and
data has emerged as a valuable source of competitive differentiation across industries.
The COVID-19 pandemic has also provided substantial upside and downside to certain
specific industries in a disproportionate manner. The pandemic ushered in a new era of
digital divide – enterprises that had invested in digital initiatives were placed much better
compared to the digital laggards3. Consequently, technology leaders across industries
began undertaking efforts to minimize the spend on maintenance of legacy applications, and
rapidly scaling up investments in digital technologies to fuel growth. As a result, growth in IT
spend will be largely driven by investments in digital technologies as enterprises scale up
digital transformation efforts across business units. Moreover, the COVID-19 pandemic has
further accelerated digital adoption resulting in the majority of the companies globally
determining to digitize their core business model to remain economically viable. The
investment in digital technologies is expected to double from the 2020 levels to ~ $2.4 T in
2024.
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Changing consumer preferences and organizational priorities have accelerated investment
in digital technologies.
Some of the key use-cases driving adoption of digital technologies are mentioned below:
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•

Operational Efficiency
In a world of increasing data availability, the value proposition is shifting from the
provision of core data to the generation of analytical insights to inform decision making
processes and optimize workflows, across interrelated business activities. Real-time and
precise insights on business operations and consumer spending patterns are critical for
enterprises to maximize value at reduced costs. Enterprises are leveraging digital
technologies across their entire value chain from supply chain to employees to
customers to constantly discover cost optimization opportunities. Consequently,
Analytics and Automation are leveraged across industries for a variety of use-cases such
as forecasting demand, optimizing supply chains, maximizing ROI from promotional
spend, predicting fraud and machine failures, etc.

•

Contactless digital customer engagements
As a long-term impact of the pandemic, demand for contactless digital customer
engagements such as telehealth, online learning, contactless payments, etc., are
expected to continue. In response, investments in technologies as enablers for the new
digital business model have taken a quantum leap. Data has emerged as key
differentiator that enterprises are leveraging to build personalised contactless customer
engagement systems. Enterprises are increasing their investments in digital technologies
such as data and cloud to enhance different blocks of the customer journey for an
increased conversion rate.

•

Remote collaboration
A hybrid work environment leveraging remote work as well as physical offices is
expected to become the norm, leading to more spending on systems and tools for virtual
communication and collaboration. Enterprises have realized the benefits of a new hybrid
working model over the past year and are expected to continue investing in it to support
this new way of working.

•

Infrastructure modernization
While public Cloud transformation was already mainstream, the COVID-19 crisis has
drastically accelerated the pace of this adoption Hybrid clouds are also witnessing
accelerated growth as key tool in the enterprise cloud transformation journey. Enterprise
spending on Cloud infrastructure is expected to continue to grow, owing to the demand
from burgeoning e-Commerce activity, virtual collaboration requirements, and the need
to minimize cost while adding flexibility and scale to IT operations.

Data & Analytics is one of the fastest growing segments of the Digital Spend
Across industries, Data & Analytics are being leveraged by enterprises to guide business
strategy and optimize spending decisions amidst growing financial uncertainties. The
constantly evolving business environment has made it necessary for organizations to
become more agile across their value chain. As a result, the analytics and insights systems
have to continuously evolve and be able to respond quickly to keep up with this accelerated
rate of doing business. The growing adoption of D&A software and services across
industries are driven by the need to:


Manage the Data Explosion: Growing e-Commerce activities and the increased
preference for contactless customer engagements have led to the creation of high
volumes of customer data across industries. Increasingly, data is being collected in
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different formats (media, audio, image, etc.) from a variety of sources like sensors,
wearables, and other smart devices. Inherent structural inconsistencies in the data
collected and the need to consolidate data residing under different departments into a
single unified view have led to the growth in D&A spend across industries.


Understanding Consumer Psychology: Consumers are constantly being exposed to
new technologies and products. Predicting the ever-evolving consumer behaviour is one
of the biggest challenges faced by companies around the world. Enterprises around the
world are harnessing the power of D&A to gain insights – by segmenting customer
database with cluster analysis to identify consumer segments, to attract and engage – by
targeting the segment of customers with the right offers by analysing historical purchases
and profiles and improve retention – by understanding customer value and enabling
proactive retention approaches to retain customers.
Data & Analytics (D&A) Spend compared to Total Digital Spend, 2018-2024
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Predict Future Business Scenarios: To differentiate product offerings and respond
quickly to changes in consumer preferences, enterprises are leveraging D&A. The power
of Big Data and Artificial Intelligence (AI) & Machine Learning (ML) is increasingly
being leveraged by enterprises to identify spend patterns and customer buying behaviour
for customer segmentation, feature prioritization, and prediction of future demand.



Drive Growth: D&A is at the core of driving key enterprise decisions across the value
chain that contribute to an accelerated growth in the top-line. The importance of
leveraging data to derive meaningful insights & actions across key functions such as
product development, marketing & sales is being recognised across industry verticals.
Marketing & Sales programs are being designed, monitored and constantly updated
based on the analysis of relevant data points on customer behaviour and product usage.
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Optimize Business Decision-making: Business Intelligence and visualization are
extensively leveraged by enterprises to track business metrics/KPIs against business
goals. Data science and advanced algorithms are used to build advanced analytics
applications to find optimal solutions for channel investment, promotional spending,
warehouse transport, product assortment, etc.



Reduce Risks: Post pandemic, increased online activity has led to a surge in fraudulent
activities across industries. The BFSI (Banking, Financial Services, and Insurance)
industry alone has seen double-digit growth in fraudulent activities in 2020. With
Telecom firms usually at the forefront in cybersecurity and data breach prevention as the
controller of data networks, there is increased traction in usage of Analytics techniques
to make companies aware of these risks. Pharma companies are also using D&A to get
insights on aligning internal resources versus hiring outside help, as well as figuring out
investments in technology and establishing a culture that understands the importance of
managing the highest risks to the business. Increasingly, enterprises are leveraging
D&A, powered by ML algorithms, to detect and prevent fraud using historical
transactions and social media interactions. Moreover, D&A can also help predict
machine failures, minimizing risk of business downtime.

IT Spending: Information technology and services cost incurred by an enterprise, including hardware,
software, outsourcing and personnel cost for development and maintenance of enterprise-wide
systems and services.
Legacy Spend: Costs incurred in maintaining outdated technology and systems built using tightly
coupled architecture that renders existing systems incompatible with newer technologies, slowing the
down process of developing of newer systems & solutions.
Digital Spend: Costs incurred in new and emerging technologies, such as Cloud, Analytics, Artificial
Intelligence, etc. to support enterprise growth and faster time-to-market of new applications and
systems.

Glossary:
1.
2.
3.

“Spring 2021 Economic Forecast: Rolling up sleeves”, European Commission, May 2021
Top IT spending priorities of 2021 by CIO - Deloitte
“COVID-19: the present storm for digital acceleration” by KPMG Perspectives
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Data & Analytics Market overview
Data & Analytics market was worth $174B in 2020 and growing at 18% CAGR
The market for Data & Analytics (D&A) was ~$174 Bn in 2020 and is expected to grow at a
CAGR of 17.6% to ~$333 Bn by 2024. Technology companies have been at the forefront of
adopting advanced analytics to stay ahead of the competition.

Data & Analytics Market Size, 2018-2024
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enabler for response and recovery…

… and the investments are poised to grow
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D&A Value chain can be segmented into four key phases, based on the level of
complexity in implementation and usage objectives
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Data & Analytics value chain can be segmented into four phases – Enterprise Data
Management, Descriptive & Diagnostic, Predictive, and Prescriptive.
Enterprise Data Management (EDM)
EDM refers to a set of processes, practices, and activities focused on consolidating data
from disparate sources – both internal and external, while maintaining accuracy and quality
of data, and providing security and governance across the enterprise according to regulatory
mandates. EDM can be further segmented into five core buckets:
•

Data Collection refers to the process of gathering data from digital, syndicated, survey
and social media sources.

•

Data Integration is the process of combining data as-is from several different sources
into a unified repository like a data lake.

•

Data Engineering is the process of addressing underlying structural inconsistencies in
the data. Proliferation of different devices such as smartphones, wearables, smart
machines, etc., and different data structures supported by these devices have led to
structural inconsistencies in the collected data. Data Engineering aims to resolve this
issue by performing data cleansing and integrity checks before storing it in data
warehouses for use by downstream applications.

•

Master Data Management refers to the process of maintaining a single source of truth
for key business data across multiple systems, processes, and applications.

•

Data Security is the process of securing key business process information or other
sensitive enterprise data from any data loss or privacy breaches.

•

Data Governance is a set of policies designed to protect the privacy of customer
information and adheres to rules and regulations.

Descriptive & Diagnostic Analytics
Descriptive & Diagnostic Analytics provide insights on past business events using historical
data and simple statistical tools. This phase leverages a combination of BI and visual
analytics to describe and identify potential causes behind past business events and to
understand dynamics of the internal or external business environment.
•

Modelling and basic analytics techniques are applied to establish the relationship
between past business events and extract insights for ad-hoc reporting.

•

Self-service visualization with in-built data exploration tools is used by stakeholders to
drill down and isolate confounding information for root cause analysis.

Predictive Analytics
Predictive Analytics leverages data mining and advanced statistical models to derive insights
from historical and transactional data to identify patterns and predict future trends.
•

Data Mining refers to the process of extracting anomalies, patterns, and correlations
within large data sets, using ML algorithms.

•

Predictive Modelling is a combination of different statistical modelling techniques such
as forecast model, classification model, time series model, etc., to draw up predictions
about future trends.
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Prescriptive Analytics
Prescriptive Analytics uses several complex techniques and technologies to recommend the
best course of action for business executives, managers, and operations employees. Core
techniques used in Prescriptive Analytics include:
•

Optimization – This is the process of finding an optimal solution to a business problem
by leveraging advanced mathematical models. Real-life business events, enterprise
resource constraints, and macro trends are used as inputs to the model to find the best
course of action.

•

Simulation – This technique includes building a digital replica of the mathematical model
constructed in the previous optimization step to examine the change in model behavior
with respect to alteration in model configuration parameters. Unlike the optimization
model, which is used to find recommendations, the simulation model allows analysts to
identify the impact of any unknown variables and explore alternatives.

AI-led Analytics – Enterprises are leveraging advanced core AI platform
technologies like ML, DL and NLP to improve data efficiencies and end-user
experience
AI-led Advanced Analytics and its key constituents

1. The above list of technologies are illustrative and not exhaustive

Data Analytics is the process of managing raw historical data and applying some form of
analytical technique to find meaningful patterns in the data, that will aid in decision making.
This is often augmented with data collection to gleam insights and analysis of other sources
of information. This needs to be complemented with analysis of the outputs/data to gleam
appropriate insights. The analytical techniques in use generally vary, although a few of the
most popular methods include:




Applied Mathematics
Statistical Techniques
Artificial Intelligence (AI) technologies such as Machine Learning (ML), Deep
Learning (DL), etc.
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Traditional Analytics methods majorly rely on applied mathematics and statistical techniques,
whereas AI-led Analytics is a process to derive business intelligence using ML, DL, and
other technologies to uncover insights, find new patterns and discover relationships in the
data.
In practice, AI-led analytics is the process of automating much of the work that a data
analyst would normally perform. The advent of transformational technologies like Artificial
Intelligence has resulted in a major overhaul in the way organisations look at Data Analytics.
Artificial Intelligence is transforming the field of analytics by offering a level of speed, scale
and granularity that is difficult to achieve through statistical techniques. AI-led Advanced
Analytics is thus defined as the augmentation of Traditional Analytics with the power of
Artificial Intelligence, by leveraging core AI techniques such as:
1. Machine Learning (ML) – Machine Learning is that branch of Artificial Intelligence that
uses data and algorithms to replicate humans’ ability to learn, thus gradually improving
the accuracy to predict outcome. It is generally dependent on human intervention to
process the data and uses labelled dataset i.e. more structured dataset to learn. Using
statistical methods, along with inputs from human experts on the set of features
differentiating data inputs, algorithms are trained to make classifications or predictions,
uncovering key insights which subsequently drive decision making. Machine Learning is
leveraged to drive outcomes such as product recommendations, personalised loyalty
campaigns, traffic prediction, predicting loan defaults, etc.
2. Deep Learning (DL) & Neural Networks – Deep Learning is a subset of Machine
Learning that automates the feature extraction piece of the process, and hence doesn’t
necessarily require a labelled dataset. This eliminates most of the human intervention
required to process the data. It can ingest unstructured data in its raw form (for example,
it can ingest text, images, etc.), and then automatically determine the set of features
which distinguish different categories of data. This allows to scale it in more varied ways
using larger dataset. Deep Learning is used to drive advanced outcomes such as face
identification, handwritten text recognition, etc.
3. Natural Language Processing (NLP) & Natural Language Understanding (NLU) –
NLP is a subset of Artificial Intelligence tasked with enabling machines to interact using
natural languages, i.e. free-form text. The domain of NLP ensures that machines can
process large amounts of natural language data and derive insights and information from
the same. NLU is a sub-topic of NLP that makes machine interpret the natural language,
derive meaning from it, identify the context and draw insights. In NLU, algorithms are
used to identify the sentiment, perform Name Entity Recognition, process semantics,
etc. NLP, on the other hand, focuses on processing the text in a literal sense, while NLU
focuses on extracting the context and intent. NLP is typically used to process natural
language through applications such as Speech recognition (Audio Transcribing,
Automatic video captioning, etc.), translation (Ex: Google Translate), Voice Assistants
(Siri, Alexa, etc.)
4. Other Advanced Data Science techniques - This includes rule-based advanced
statistical techniques, such as cluster analysis, network / graph analytics (path analysis,
connectivity analysis), pattern matching, etc. that are used to predict outcomes,
automate decisions and prescribe actions.. Advanced data science techniques are used
for market segmentation, supply chain optimization, telecom network optimization, etc.
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The AI-led analytics market is characterized by technologies that discover, visualize, and
narrate important findings (such as correlations, exceptions, clusters, drivers, and
predictions) in datasets, and in addition helps in predicting the outcome and forecasting as
well as prescribing the solution through optimization models and model-based simulations.
AI technologies have application across the value chain of Data and Analytics — from data
ingestion, Data Engineering, and data preparation to data visualisation, data modelling,
predictive modelling, optimization, and simulation.
As the volume and variety of data and information continues to expand, the ability to
leverage this data for actionable insights and strategic business decisions has become
increasingly foundational to the success of modern businesses. However, traditional data
analysis tools and processes are relatively slow, difficult to use and resource-intensive. On
account of the significant increase in availability of data and information, the value
proposition is shifting from the provision of core data to the generation of analytical insights
to inform decision making processes and optimize workflows, across interrelated business
activities. The convergence of algorithmic advances, data proliferation and increase in
computing power and storage has significantly increased the use of AI, and COVID-19,
which has accelerated digital adoption, has further augmented this growth.
Some representative use-cases of AI-led Advanced Analytics (across industries) are:
a. Data Interpretation: In today’s world, where organizations monitor and analyse data
from a multitude of sources, AI based data interpretation accelerates the process by
matching data sources in the Data Fabric.
b. Data Quality Assessment: Augmented data quality platforms enhance data quality
using ML techniques. These platforms leverage AI, automation, and ML to identify
common attributes and patterns within the data and suggest business rules based on
existing data attributes for any data set
c. Data collection: Usage of AI-powered solutions in data gathering, helps automate
tedious manual work while also ensuring a better quality of the collected data.
d. Intelligent Data Processing: Computer Vision, Pattern Recognition technology, and
OCR are leveraged to convert unstructured data into structured data.
e. Data Querying: The power of Natural Language Query (NLQ) and Natural Language
Generation (NLG) takes in queries in the form of natural language, translates it into
machine language, and then produces meaningful results and insights, making data
analytics a two-way conversation for businesses
f.

Capacity Management: Using AI-based, data-driven recommendations, workloads can
be mapped to the right combination of servers and machines to improve the capacity of
IT infrastructure while reducing operational costs

g. Business Impact Monitoring: AIOps enables IT teams to prioritize and address issues
rapidly based on critical business impact by mapping IT systems to the business
services they support and analysing impact when problems occur.
h. Predictive Modelling: In an age when companies place immense importance on
customer experience, algorithms are being leveraged to analyse current and historical
customer data, to predict and forecast demand and churn rate.
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i.

Understanding of textual data using NLP: Also referred to as Text Mining, this is a
process where NLP is leveraged to transform unstructured text in documents and
databases to structured data suitable for analysis.

j.

Generating insights and conveying them to business users using NLG: After the
usage of NLP to refine the unstructured data to structured data, the power of NLG is then
harnessed to generate descriptions or narratives in natural language from the structured
data.

k. Automated insight generation: Conversational AI platforms leverage ML & NLP, and
intent based recommendation engines to enable personalization by generating product
recommendations based on customer sentiments and history across channels
The AI-led Advanced Analytics market was ~$67 B in 2020 (~ 38% of the overall Data &
Analytics market) and expected to grow at a CAGR of 26.9% to ~$173 B by 2024 (~ 52% of
the overall Data & Analytics market spend). In contrast, Traditional Analytics was worth
~$107B in 2020 and expected to grow at a CAGR of 10.4% to ~$159B by 2024.
AI-led Advanced Analytics Vs Traditional Analytics Spend
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Growth of D&A market – trends, challenges and different technologies
deployed; Impact of COVID 19 leading to increase in adoption and change in
behaviour of enterprises
Data & Analytics spending is expected to witness robust growth driven by increased
adoption of next-generation advanced analytics applications. The share of EDM and
Descriptive & Diagnostic Analytics is expected to decline from ~74% of the global Data &
Analytics spend in 2020 to ~63% by 2024, as spend in next generation Advanced Analytics
applications in Predictive and Prescriptive will explode.
•

Low-cost Cloud storage options and mature database technologies are expected to drive
down the cost of enterprise data management.
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•
•

•

Spend in Descriptive & Diagnostic Analytics will be augmented by an increased focus on
deriving business insights from the enterprise-wide large data sets.
Predictive Analytics will be at the forefront of estimating financial and operational risks.
Spending on Prescriptive will grow exponentially as enterprises will leverage AI/ML
techniques to optimize business decision-making across product portfolios, targeted
campaigns, logistics and transport, etc.

While the use of AI is seen across the Analytics value chain, the efficiency and effectiveness
of AI powered techniques over old-age statistical methods is being harnessed majorly in
Predictive and Prescriptive Analytics. Extensive usage of AI for demand forecasting and
monitoring is expected to drive the growth of Predictive Analytics, while AI-powered
techniques to optimize operations, and obtain insights on sales/ pipeline generation and
product innovation are driving the spend on Prescriptive Analytics.

Source: Zinnov Analysis
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EDM will continue to be at the core of transformative Data Analytics efforts
across enterprises

The global EDM spend is expected to grow from ~$ 64 B in 2020 to $ 92 B by 2024 at a
CAGR of ~ 9.5%. In recent years, the growing volume of unstructured data has introduced
challenges in enterprise-wide data management across industries. Moreover, the increasing
number of different data sources in BFSI and CPG & Retail, owing to large product portfolio
and multiple customer engagement channels, adds further complexity in data management.
In response, BFSI and CPG & Retail verticals are expected to continue investment in EDM
services for consolidation of unstructured data generated across different products offerings
and customer channels. The TMT vertical is witnessing a great increase in Cloud-based
Data Warehousing and Data Governance initiatives. Pharma is another industry which has a
large amount of disparate data sources and as a result, Cloud and Data Lake solutions are
being increasingly used. EDM spending in Industrial and Healthcare verticals is also
expected to grow due to increased adoption of sensors and devices for smart manufacturing,
and remote patient monitoring, respectively.
EDM Adoption Drivers
EDM forms the bedrock of analytics applications and will continue to be the core of any D&A
effort in an enterprise. Some of the key drivers for EDM spending are:
•

Proliferation of data: Growing adoption of IoT and smart devices, and increased activity
in online channels such as e-Commerce, Telehealth, social media, etc., had led to high
volumes of data being generated across industries. However, ~80% of this data collected
is unstructured – collection of files such as media, audio, images, etc., that do not
conform to typical transactional data stored in relational database systems.
Consequently, enterprise spending on Data Engineering services under EDM segment is
expected to grow to consolidate unstructured data across organization into a single
unified repository and generate enterprise level insights.

•

Effective management of hierarchical data: Organizational mandate for performance
reporting and support for various forms of reporting templates across different business
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units have led to increased spend in management and maintenance of master data to
capture changes in cost centres, sales territories, product/account hierarchies, etc.
•

Focus on data governance: Increased regulatory constraints due to globalization of the
enterprise and surge in fraudulent cases across the globe have increased enterprise
spending in data governance and security solutions.

EDM Key Trends
Rapid adoption of IoT, sensors, and wearables, and a continuous stream of customer data
generated across different product offerings and engagement channels has increased the
complexity of data management. Moreover, social distancing and stay-at-home mandates
during COVID-19 led to increased online activity and the demand for contactless payment
and healthcare services, resulting in an explosion of data across industries. Consequently,
advanced technologies and new methodologies are being adopted to streamline data
management processes while low-cost as-a-service database offerings are gaining
momentum. A few emerging trends in EDM services include:
•
•
•

Adoption of Cloud deployment model due to high on-demand scalability and low-cost
storage resources.
Implementation of new age distributed ledger systems enable enterprises to maintain
more secure transaction records, asset tracking, and audit trails.
Implementation of Data Fabric, which provides platform-agnostic pre-built packages for
seamless integration of data across multiple endpoints.

AI-specific trends in EDM
•
•

•
>

Integration of AI & ML with traditional master data management to augment data
preparation tasks.
Implementation of Data Ops, which combines agile software development principle with
continuous delivery and deployment principles of DevOps to bring speed and agility in
data factory development. As part of DataOps, AIOps supports continuous integration
and deployment for the core tech functions of Machine Learning and Big Data.
Implementation of AI and ML powered Augmented Data Quality Platforms to enhance
quality of data and identify common attributes and patterns within the data.
EDM in Action
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Growth of Descriptive & Diagnostic Analytics will come from increased enterprise
focus on deriving actionable insights from large data sets

Global Descriptive & Diagnostic Analytics spend is estimated to grow rapidly at ~19% and
double from 2020 to 2024. Both CPG & Retail and BFSI verticals are driving the spend in
Descriptive & Diagnostic Analytics. Increased commoditization of product offering in CPG &
Retail and BFSI has led to growing emphasis on product differentiation and improved user
experience for customer retention. While TMT companies are using dashboards and
visualizations extensively for sales and customer service, the usage of Embedded Analytics
to integrate visualization and data exploration within business applications is also on the rise.
Enterprises in these industries are increasingly leveraging in-built dashboard and drill-down
capabilities of Descriptive & Diagnostic Analytics to create an integrated view of customer
journey across multiple channels and uncover insights to influence retention strategy and
provide unique user experience.
Descriptive & Diagnostic Analytics Key Drivers
Descriptive & Diagnostic Analytics provide insights on past business events using historical
data and leverage visual tools to present findings with additional data exploration
capabilities. Spend in Descriptive & Diagnostic Analytics services are driven by:
•
•
•

Increased adoption of operational risk dashboards across industries to track a set of
KPIs and relevant metrics to measure business performance.
Demand for refining marketing and promotional messages based on historical data of
consumer spend.
Use of data visualization with real-time map APIs by government and Healthcare sector
to track infections.

Descriptive & Diagnostics Analytics Key Trends
There has been an increased focus on Descriptive & Diagnostics Analytics to augment user
interaction with visual analytics. Advanced technologies like Augmented Reality, sentiment
analysis, etc., are embedded in analytics applications to enhance user interaction with
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visualization tools. Some of the key trends finding traction in Descriptive & Diagnostics
Analytics are:
•
•
•
•

Use of data exploration tools that support drill down and data discovery for finding the
root cause.
Integration with social media tools and sentiment analysis to identify the impact of
promotional campaigns and understand unmet consumer needs
Integration with survey data, and secondary research to gleam insights
Implementation of Business Intelligence (BI) dashboards, such as Tableau and Power BI
supported descriptive dashboards

AI-specific trends in Descriptive & Diagnostics Analytics
•
•
•

Use of VR (Virtual Reality) technologies to create models, maps, graphs, etc., allowing
users to interact with data.
Implementation of ML algorithms to analyse large datasets to provide descriptive insights
to business users.
Use of NLP and NLQ to provide diagnostic solutions to customer problems.

Descriptive & Diagnostic Analytics in Action
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Predictive Analytics spend will be driven by the increasing demand for forecasting
and planning multiple business scenarios

Predictive Analytics uses advanced algorithms to predict the future using historical data and
trends. Global Predictive Analytics spend is estimated to expand rapidly from ~$46 B in 2020
to ~$111 B in 2024, at a CAGR of 24.5%. As enterprises across industries emerge from the
ravages of COVID-19, emphasis is clearly on building resilience to withstand any future
business disruption. Consequently, use of Predictive Analytics is gaining momentum across
industries such as in Manufacturing, TMT, Life Sciences, CPG & Retail, and BFSI. The
growing need to forecast demand to prevent stock-outs, and minimize production downtime
due to machine failure, etc. has led to increased adoption of Predictive Analytics in Industrial
and CPG & Retail verticals. In BFSI, Predictive Analytics with advanced ML algorithms are
used to combat a surge in fraudulent transactions in credit cards, account opening, etc. The
TMT industry is using Predictive Analytics extensively across its sales functions to expand
new channels for revenue scaling. The use of AI-led Predictive Monitoring by Semiconductor
companies to proactively track equipment failure and plan maintenance schedules is on the
rise. With the focus on customer being paramount, the usage of predictive analytics
techniques to identify evolving customer needs in the consumer internet space is on the rise.
Enterprises are using D&A to analyse customer data such as product usage and customer
support interactions to predict customer loyalty and attrition levels. Consumer Internet
companies are leveraging AI-based predictive analytics techniques to redesign their sales
and marketing programs to reduce customer churn. The power of AI-led Prediction is being
leveraged by Pharmaceutical companies to understand and monitor the impact of the input
parameters on final quality. Usage of Predictive techniques to fasten the process of drug
discovery and demand forecasting are also driving the spend in the Pharmaceutical industry.
Predictive Analytics Adoption Drivers
Predictive Analytics is one such arsenal that enterprises can use extensively to identify
future business challenges and minimize business as well as operational risks. Some of the
key adoption drivers across industries include:
•

Growing need to predict demand, inventory stock-outs, machine maintenance, etc., to
reduce downtime.
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•
•
•

Adoption of predictive credit risk models and fraud analytics in response to a surge in
fraudulent activities in BFSI.
Increased use in Healthcare to predict patients who are at greater risks of developing
chronic conditions.
Rapid surge in e-commerce and the ever-growing need to predict and deliver hyperpersonalised experiences for customers/ buyers for increased conversion rates.

Predictive Analytics Key Trends
Some of the key trends finding traction in Predictive Analytics include:
•
•
•

A wider scope of the kind of data being analysed such as inclusion of text analytics to
enhance predictions.
Implementation of traditional statistical techniques to predict potential sales for a product.
Ease of use by hiding complexity in model building via simple user interfaces for wider
adoption.

AI-specific trends in Predictive Analytics
•
•
•

Use of neural networks to identify relationships within data sets by mimicking mind.
Implementation of algorithms to analyse customer feedback and predict churn rate.
Implementation of AI powered techniques for predictive monitoring across the Supply
Chain.

Predictive Analytics in Action
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Prescriptive Analytics pie is expected to grow rapidly as enterprises shift the
spotlight on data-driven decision support systems

The global Prescriptive Analytics spend is expected to grow from ~$4 B in 2020 to $12 B in
2024. Prescriptive Analytics will enable enterprises to take data driven business decisions,
optimizing ROI on advertising and marketing spend. Industries plagued by lower net profit
margin, such as CPG & Retail (grocery, food, etc.), General Insurance, Transportation, etc.
will drive the growing spend on Predictive Analytics.
Prescriptive Analytics Adoption Drivers
Prescriptive Analytics leverages a combination of advanced ML models and complex
statistical techniques to support business decision-making. While Prescriptive Analytics
continue to be a rather complex and advanced application of analytics, adoption across
industries is being driven by:
•
•
•

Improved decision-making support for enterprises to proactively shape desired
outcomes.
Growing need to optimize marketing spend, pricing, transport, tracking location, etc., to
maximize ROI.
Availability of high-speed processing and storage resources at low cost, reducing
investment barriers.

Prescriptive Analytics Key Trends
The key trends that are expected to find traction as the adoption of Prescriptive Analytics
continues to expand are:
•
•
•

Implementation of traditional statistical techniques to provide prescriptive insights to
business users.
Implementation of Analytics to analyse historical data and to improve routing efficiency in
logistics.
Use of Analytics to enable prescriptive recommendation to help business users
understand customer preferences.
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AI-specific trends in Prescriptive Analytics
•
•
•

Use of algorithms that will recalibrate the model mechanics in response to newly
available information.
‘Smart’ prescriptive algorithms that personalize consumer experience on digital
channels.
Use of Cognitive Intelligence and AI for emerging use-cases like assisted driving.

Prescriptive Analytics in Action

Overall, D&A is expected to be at the core of driving critical use-cases across
industries


Segmentation Analysis

Descriptive & Diagnostic Analytics can facilitate segmentation of customers based on
service history, attitudinal data through market research, demographics, frequency, or
recency of buying patterns, channels served and others. Broad application exists across
industries to identify customer lifetime value and churn analysis.


Sentiment Analysis

Descriptive Analytics with Text Mining and NLP (Natural Language Processing) will help
analyse customer and employee sentiment on various platforms, market research data or
social media channels. It also has broad applications in different industries in analysis of
Voice of Customer, Brand Monitoring, Customer Support, etc.


Demand Forecasting

Predictive Analytics to forecast demand based on historical data of consumer buying
patterns, social media posts, price sensitivity, etc. It also has broad applications across
industries to predict sales and plan for inventory stock-outs, etc.


Predictive Pricing

Predictive Analytics to help evaluate the potential impact of sales promotions and identify the
right pricing point. It is used extensively in the CPG & Retail industry.


Predictive Maintenance

ML-based algorithms can help identify patterns across all sensors and building multivariate
prediction models to detect the probability of equipment failure. It is used in Industrial and
Manufacturing verticals to predict machine maintenance.
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Fraud Analytics

Predictive Analytics with pre-trained algorithms and correlation to find the probability of fraud
in transactions like credit cards, account opening, etc. It is used extensively by BFSI industry
and healthcare providers and payers to detect and prevent fraud.


Warranty Analytics

A combination of Predictive Analytics with text mining can be used to forecast product
reliability issues and minimize costs in warranty claims and frauds. It is leveraged across
Automobile, Electronics & Semiconductor, Industrial and Telecom industries.


Product Assortment

Prescriptive Analytics optimize product portfolios and identify optimal product assortment to
maximize ROI. CPG & Retail and Telecom industries primarily use this type of analytics.


Decision Optimization

Prescriptive Analytics with advanced mathematical models build scenario modelling for
business problems and find optimal solutions. It is used across different industries to
optimize marketing spend, warehouse transport, inventory planning, etc.



Brand Equity

While the understanding of market research data is important, the advent of social media
has given consumers the ability to influence brand equity, immensely. Predictive &
Prescriptive analytics techniques to understand the contribution of a multitude of factors
while trying to enhance the brand equity of companies, are finding increased traction.



Competitive Intelligence

Competitor monitoring programs are set in dynamic business environments that often
require generating insights through innovative approaches to drive informed decisions.
Descriptive and Diagnostic analytics techniques which analyse a combination of internal and
external data to obtain competitive insights on the voice of consumer and customer
satisfaction are finding increased traction.



Customer Experience

Customer Experience Analytics is the collection and assessment of customer data – such as
customer chat data, data from call centres, data from social media and customer surveys.
This allows companies to make data-driven decisions on how to improve offering from first
contact to customer service and discover roadblocks their customers may be facing.
D&A challenges can be mitigated when enterprises start focusing on driving
centralized efforts
With the advent of high-powered computing capabilities and access to vast amounts of
consumer data, enterprises are now able to harness the power of D&A for advantages
against their competitors. However, a significant portion of enterprises across industries are
yet to leverage the full potential of analytics. For example, in the Retail/CPG sector, which
accounts for ~31% of the overall DA spend, only 40% of the companies are generating an
enterprise-wide impact while others are still working on pilot projects. Significant challenges
still exist that hamper the integration and management of high volumes of data isolated
across various business units into a single unified view for decision making.
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Key Challenges
Data Explosion

Data Engineering and
Pipeline Management

Data Silos

Description
• The volume and diversity of data being generated is growing at a rapid pace (~2.3 trillion GB per day)
• Data is generated from various trusted & untrusted sources, adding to further complexity in data management & compliance

• As the volume of both structure & unstructured1 data increases, the process of data discovery & unearthing insights becomes critical
• Moreover, data is generated from heterogenous sources with different formats, increasing challenges in data integration and collation
• Data pipeline creation, management & maintenance are also complicated task that must deal with batch & incremental loads of data
• Organization silos in industries such as BFSI and Retail impede adoption of data centralization leading to challenges in scaling
analytics applications
• Customers today move seamlessly between online & off-line platforms leading to isolated customer data across channels

Legacy Infrastructure

• In most sectors, core systems still rely on legacy components that are expensive to maintain, and not suited for handling Big Data
• Moreover, migration from legacy system is costly and carry significant risk of business disruption

• Large gap between demand & supply for analytics talent at all levels.

Lack of Talent

• Entry level positions are as challenging to fill in as those are at the senior levels
• Moreover, sector specific knowledge need to be contextualized, requiring investment in re-training existing managers & supervisors

Note: 1. Unstructured data refers to data that do not conform to traditional Relational database management and contains multitude of different formats collected from number of sources like, Sensors, machines, IoT, etc.

Services spend on D&A is expected to grow at a CAGR of ~18.5% (2020 – 2024)
D&A product spend corresponds to the spend by companies towards acquisition of licenses
of D&A products, platforms, and tools. On the other hand, D&A service spend by the
enterprises corresponds to people cost associated with building Data & Analytics
applications in-house as well as the spend corresponding to outsourced Data & Analytics
work to Service Providers. Various factors are driving the spend on D&A products –
including the growing focus on digital transformation, rising adoption of AI/ML technologies,
and continued acceleration in the adoption of Cloud Computing. D&A Software spend
consist of spend towards the following software/ platform category:


Analytic Data Management Platforms that include relational data warehouse
management software, non-relational analytic data applications, continuous analytics
software, and analytic data integration & integrity software. For example, Amazon
Redshift, Databricks Lakehouse Platform, Snowflake, Google BigQuery, Apache Hive,
SAP BW, Microsoft Azure SQL etc.



Business Intelligence and Analytics Software that include end-user query, reporting, and
analysis software, predictive analytics software, spatial and location information analytics
software, and AI software platforms such as cognitive software platform, intelligent
knowledge discovery software, and content analytics software



Enterprise Performance Management and Analytic Applications that include Enterprise
Performance Management (EPM) applications and analytic applications related to
Customer Relationship Management (CRM), production planning, services operations,
supply chain, product management and workforce management

D&A service spend by the enterprise companies corresponds to people cost associated with
building data & analytics applications in-house, and having people who can interpret the
results as well as the spend corresponding to outsourced data & analytics work to service
providers.
The D&A Software product market was worth ~$55 B in 2020 (~ 32% of the overall Data &
Analytics market) and is expected to grow at a CAGR of 15.6% to ~$99 B by 2024. In
contrast, D&A Services market was worth ~$119 B in 2020 and expected to grow at a CAGR
of 18.5% to ~$234 B by 2024.
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D&A Software Product Vs D&A Services Market
$332.63 B

17.6%

$174.01 B

16.3%

32%
$55.27 B

$128.70 B
32%
$41.25 B

15.7%

68%
$87.44 B

16.5%

30%
$98.57 B

68%
$118.73 B

2018

15.6%
70%
$234.07 B
18.5%

2020
D&A Services

2024

D&A Software Product

Source: Zinnov Analysis

As D&A products and platforms mature, they are expected to have increased efficiencies
and reduction of Total Cost of Ownership (TCO) for customers. The specialized nature of the
D&A workstreams coupled with the talent crunch currently being experienced in the market
will lead to an increase in the services spend in the next 4 years. As a result, the services
spend growth rate is expected to outpace the spend of products between 2020 and 2024

D&A Geo-Split – while North America will continue to account for the largest
market share of Data & Analytics and AI-led Analytics Spend, APAC is quickly
emerging as a growing market
Growing adoption of IoT (Internet of Things) and smart devices, increased use of mature
technologies like AI and ML, and the availability of subscription-based low-cost storage
solutions are some of the common D&A adoption drivers across the globe.

Source: Zinnov Analysis
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North America

North America accounts for the largest share (~40%) of the global D&A spend, with top three
verticals – CPG (Consumer Packed Goods) & Retail, BFSI, and TMT – contributing to more
than 88% of the overall D&A spend in the region. The Overall Analytics market in North
America has been growing at a CAGR of 16.0% over the last few years. Like most other
developed markets, US & Canada are facing a significant shortage of Analytics talent.
COVID has accelerated the demand for Analytics traditional sectors such as Retail, Banking,
and Insurance have significantly accelerated their investment in digital transformation.
Traditional Analytics - EDM and Descriptive & Diagnostic Analytics - will continue to be the
large spend areas in the region. However, the Predictive and Prescriptive Analytics pie is
expected to grow rapidly by 2024, due to advent of Advanced AI-led Analytics techniques
which offer enormous potential to transform the industry.

Source: Zinnov Analysis
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Double-digit growth1 (~30%) in fraudulent transactions across Retail and Banking industries
in North America has led to increased spending on Risk Analytics applications – leading to
North America contributing ~38.5% of the global spend on Risk Analytics2. With almost half
of US consumers showing willingness to try out new brands3, CPG & Retail brands are
ramping up their investments in Customer Analytics to re-align product and consumer
strategies to drive competitive differentiation.
Being the early adopter of cutting-edge solutions, the TMT sector in North America is the
third largest contributor to the regional D&A spend. As the Software & Internet industry is
moving towards a subscription-based service model, Independent Software Vendors (ISVs)
are leveraging D&A and access to large volumes of customer data to influence product
development, sales planning, and customer service experience management. Moreover,
D&A services like operation intelligence are consumed internally to streamline infrastructure
operations. Consumer electronic companies are leveraging the vast amounts of consumer
data to achieve efficiency and lower costs, while enhancing the customer experience. The
Telecom and Media & Entertainment industry leaders are driving innovation by increasing
their spend on Predictive Analytics and taking a data-driven approach to process
optimization.
In 2020, the U.S. pharmaceutical market generated around 48% of the global market’s
sales4. The country’s large market share coupled with the introduction of the Affordable Care
Act (in the US) has completely altered the regulatory framework, scrutiny, and reimbursing
based on health outcomes. As a result, the companies in the US are spending big on
analytics solutions to not only tackle the regulatory challenges but also in early-stage drug
development, analysis of adverse incidents and reporting in clinical trials, revenue
forecasting and prediction of health outcomes.

Source: Zinnov Analysis

North America currently accounts for ~44% of the Global AI-led Analytics spend and the top
industries – BFSI, CPG & Retail and TMT segments account for ~88% of the spend.
The adequate availability of the supporting infrastructure required for the implementation of
Advanced AI-led Analytics techniques, coupled with the high volumes of data generated
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within the continent makes North America, the biggest spender on AI-led Analytics. BFSI
companies are leveraging AI-led Analytics to mitigate frauds, optimize processes followed by
the bank, and to manage risks. While the emergence of social networking has resulted in a
flood of information for e-Commerce companies, traditional analytics techniques fail to make
the most of this unstructured data. Hence, advanced AI-led Analytics techniques are being
preferred to uncover patterns.
Product feature optimization enabled by AI-powered Predictive Analytics techniques is
attracting attention of the industry leading technology players of the continent. Leading
Telecom and Media & Entertainment players are using AI & ML models to monitor
operations, while Pharma companies in the region are using AI-powered techniques to
scrape through the internet to capture safety-related information, given the importance of
regulation in the industry. Further, the usage of AI-led Analytics techniques to improve
clinical trials, drug research, drug recommendation is widely observed.

APAC
APAC accounts for the second highest share (~34%) of the global D&A spend. The top three
verticals – BFSI, CPG & Retail, and TMT – account for ~75% of the regional D&A spend.
China accounts for the largest market share of D&A spend; while India, Japan, and
Singapore are the other major spenders in APAC.
Rapid digitization and the growth of consumerism in APAC have led to a surge in consumer
data volume across industries, and hence, enterprise spending in EDM services is expected
to grow. Access to large volumes of customer data and growing digital commerce activities
have led to increased spend on Prescriptive Analytics by marketing and sales teams across
industries to identify optimal marketing strategies, devise precise campaign messages, etc.

New government-led initiatives, increased regulatory mandates, and growing adoption of
analytics in Banking and Healthcare industries are driving the spend in the region. Spending
on Customer Analytics in APAC is also expected to grow (~21%5), as enterprises are
leveraging analytics to understand customer behaviour and preferences to provide
differentiated customer experience in otherwise commoditized industries, such as Retail and
Banking.
28

Source: Zinnov Analysis

Industry-leading Semiconductor companies in the region are making big investments on the
setup of rigid data governance to clean the vast amounts of unstructured data related to
manufacturing, which is then used to optimize their production and workforce. The impact of
the pandemic was severe on the supply chain of the industry. But the recovery has been
swift and Semiconductor companies are adopting Cloud-based analytics to manage the
large amounts of critical data generated during the manufacturing processes and drive realtime insights to improve efficiencies. Mobile data traffic in APAC is expected to increase by
seven-fold6 between 2019 to 2023, due to high penetration of smartphones and mobile
devices. Consequently, telecom operators are expected to increase investments in D&A to
optimize internal operations, improve customer experience, and monetize subscriber data to
other verticals.

Source: Zinnov Analysis
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APAC currently contributes to ~25% of the global spend on AI-led Analytics techniques and
the top industries – BFSI, CPG & Retail and TMT segments contribute to ~67% of the
spend. Increased regulatory focus on fraud management in APAC has led to growing
adoption of Fraud & Risk Analytics applications, with the region leading the growth (~16%7)
in global Risk Analytics spend. The APAC region is expected to see an uptick in digital fraud
incidents, and AI-led Analytics techniques are expected to see increased adoption to
proactively prevent these events.
The adoption of AI-led Analytics in APAC is expected to develop at a rapid pace due to the
region’s expanding e-Commerce and retail industries. The rise in the e-Commerce industry
in nations like Malaysia, China, Singapore, India, and Japan has contributed to the rising
demand for AI-powered predictive analytics over the forecast period.
Governments in India and Singapore are expected to increase spending in D&A to drive their
digital transformation programs. For example, the Government of India recently announced
plans to use a combination of Advanced Analytics with Text Mining to aid in regulatory filing,
track tax evasions, and support natural language translation for major regional languages to
dispense policy and government-related information. Similarly, GovTech, the government
technology agency of Singapore, is planning to build central platforms to support common
use-cases in Video Analytics, Fraud Analytics, and Natural Language Processing (NLP)
across different public agencies to lower cost 8.

Europe
Europe accounts for ~23% of the global D&A spend. The top 3 industries – BFSI,
CPG/Retail, and TMT segments account for ~73% of the overall spend in the continent.
Complexity of the data and diverse language preference for logging the data in the system
have created hurdles for data access and analysis in the European continent. However, the
increased investments in data management by public and private institutions are enabling
accelerated adoption of Data & Analytics across the continent.

The rise in the amounts of data generated coupled with the diverse nature of the data
generated in the continent is expected to ensure that the EDM spend accounts for a
substantial amount.
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CRM analytics, Collection analytics, customer relations, fraud detection, direct marketing,
retail analytics, risk management are some of the use cases where the Predictive Analytics
techniques are being widely applied in the region. The need to structure complex data that is
essential for the company and technological development act as the major driving force for
the widespread adoption of Predictive Analytics in the region
The growing need for real-time Data Analytics and Decision Making, the rapidly changing
business environments and the increasing focus on data from asset management firms are
driving the BFSI spend in Europe.
The rapid growth of e-Commerce in the continent has led to a surge in volumes of customer
data. Subsequently, enterprises are leveraging D&A to uncover insights on consumer
spending patterns and buying behaviours to make informed decisions on their product and
marketing strategies.
In 2020, Pharmaceutical and Biotech companies in Europe increased spending on D&A
services to accelerate development of therapeutic drugs and vaccines for COVID-19. This is
expected to continue with constant support from governments to further R&D activities.
Additionally, the usage of AI-led analytics method is expected to optimize drug discovery and
development apart from getting insights on end users’ behaviour, response to marketing
campaigns, product performance, and upcoming industry trends.

Source: Zinnov Analysis

Europe currently accounts for ~29% of the Global Spend on AI-led Analytics where the top
industries – BFSI, CPG/Retail & TMT segments account for ~78% of the AI-led Analytics
spend in the continent.
The e-Commerce market in Europe is expected to grow by 30% in 2021, with almost half a
billion customers shopping online. The stay-at-home mandates have also accelerated
adoption of digital banking channels. Consequently, enterprises in these industries are
leveraging customer data using AI-led Analytics techniques to make informed decisions on
optimal product strategy, marketing messages, channel investment strategy, etc.
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Source: Zinnov Analysis

The onset of COVID-19 had a significant impact on the Manufacturing sector in the UK and
Germany owing to supply chain uncertainties. Enterprises are now accelerating their
investments in D&A to improve visibility on supply chain operations and predict demand to
minimize losses due to disruptive events in the future.

RoW
RoW, which constitutes MENA (Middle-East & North Africa), Rest of Africa and LATAM
(South America, Mexico, Central America, and the islands of the Caribbean), accounts for
less than 1.5% of the global D&A spend. In RoW, 55% of the overall spend comes from
MENA while 40% comes from LATAM. The top 3 industry segments – Industrial (oil & gas,
mining, aerospace, etc.), CPG & Retail, and Pharma account for ~ 55% of the overall spend
in RoW. In MENA, Pharma companies are leveraging D&A to support the process of drug
discovery and speed up clinical trials, while Oil & Gas Producers are leveraging advanced
algorithms to manage energy consumption, flare emissions, and crude quality. In LATAM,
while Industrial companies (mining, etc.) are heavy D&A spenders, Retail companies are
also investing on Analytics Labs to prioritise product quality and customer requirements.
Telecom companies in LATAM are leveraging D&A for customer value management and to
enable a consistent, seamless and personal experience for their customers across all
touchpoints and channels.
Glossary:
1.
2.
3.
4.
5.
6.
7.
8.

2020 True cost of Fraud report by LexisNexis Risk Solutions
Risk Analytics Market Analysis by Reports & Data
News article published in Digital Commerce 360 - “US ecommerce grows 32.4% in 2020” (Jan 29, 2021)
Global Pharma Sales by Statista
Customer Journey Analytics Market Analysis by Report & Data
6 ways extreme analytics will transform APAC telcos by Telecomasia.net
Industrial production and capacity utilization report by Federal Government
Increased ICT spending in FY2021 to accelerate government digitization by GovTech Singapore
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D&A Applications spend across Horizontal Enterprise functions

Source: Zinnov Analysis
Note: Excludes Enterprise Data Management spend that cut across all application

Overall analytics application market spends (which excludes EDM spend) is estimated to
grow to $240 B in 2024. Almost 50% of this spend on Analytics applications are attributed to
five key enterprise functions – Customer, Marketing, Supply chain, Finance & Risk, and HR.
AI-led Advanced Analytics market finds applications in top-line-oriented function such as
marketing and sales, as well as in bottom-line-oriented operational functions, including
supply-chain management and manufacturing. In general, horizontals dealing with
Consumer data find more potential in AI-based solutions purely because frequent digital
interactions between business and customers generate larger data sets for core AI
technologies to tap into.

Breakdown of AI-led Analytics and Traditional Analytics Spend,
Sales & Marketing Analytics, Supply Chain Analytics, Finance & Risk Analytics, 2018-2024
$57.5 B
AI-led Advanced Analytics

Tra ditional Analytics

21.7%

(51%)
$29.3 B

$39.5 B
27.6%

$30.0 B

(67%)
$20.0 B

$8.3 B

23.2%

$12.6 B

24.2%

(44%)
$5.5 B

22.4%

(56%)
$7.1 B

43%, $3.6 B
57%, $4.7 B

2018

2020

23.3%

(33%)
$10.0 B

2024

Customer & Marketing Analytics

41%, $4.0 B

15.1%

59%, $5.8 B

28.5%

2018

$14.9 B

(28%)
$4.8 B

(65%)
$9.7 B

(41%)
$16.4 B

37.0%

23.8%

(32%)
$8.3 B

$17.1 B

45.0%

(35%)
$5.2 B

$9.8 B

37.9%

9.1%

$26.2 B

(59%)
$23.1 B

24.2%

(72%)
$12.3 B

32.0%

(49%)
$28.2 B
(68%)
$17.9 B

12.1%

20.4%

14.1%

2020
Supplychain Analytics

2024

2018

2020

2024

Finance & Risk Analytics

Source: Zinnov Analysis
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Customer & Marketing Analytics
The global Customer & Marketing Analytics market is expected to grow from ~$13 B in 2020
to ~$30 B in 2024 at a CAGR of 24.2%. Customer & Marketing Analytics accounts for ~12%
of overall Analytics application spend.
Enterprises leverage Marketing Analytics to identify the right campaign or channel strategy
and optimize return on investments (ROI) in advertising costs, based on historical analysis of
marketing effectiveness across different channels and target consumer groups. Marketing
Analytics is leveraged in a variety of applications such as email marketing, SEO marketing,
social media marketing, etc. Each of these is geared towards analysing the traffic in a
specific channel to provide recommendations that maximize the effectiveness of marketing
campaigns. Various data and information sources are leveraged by companies to gain
competitive insights to inform their business initiatives.
On the other hand, enterprise’s sales and marketing function leverage Customer Analytics to
map individual customer journeys by integrating customer data from multiple interaction
points across a multitude of channels for the purpose of customer segmentation,
optimization of customer experience and hyper-personalization. Static customer
segmentation leads to lack of differentiation in marketing and product strategy, resulting in
lower return on investment from marketing and sales efforts. Data & Analytics is being
increasingly used to build systems that can provide dynamic customer segmentation.
Companies are prioritizing product development and marketing decisions based on the realtime insights from customer buying behaviours, spending patterns and social media
interactions. The increased customer preference for SaaS models has also led to a creation
of vast volumes of real-time customer data. Enterprises are leveraging this data to constantly
improve customer engagement and designing relevant cross-selling and upselling
opportunities. The abundance of customer data has made it possible for enterprises to
leverage Customer Analytics in a variety of use-cases – product development, feature
prioritization, customer churn analysis, etc.
Customer & Marketing Analytics requires strong business analysis expertise combined with
technical expertise to interpret results and gleam insights. Today’s complex customer
problems need multiple data sources. Market research and survey data is one of the
important sources of data for market decision making. In order to understand customer
behaviour, organizations need to collect data on their views and opinions through surveys.
Large enterprises are augmenting primary customer data with secondary data to understand
their customers better. With Digital data, Social data, Syndicated data, Survey data, and
other sources of information all contributing to the analysis, it is becoming increasingly
important for enterprises to triangulate and generate quality insights from this array of
disparate sources. With these insights, enterprises have a better understanding of the end
user’s behaviour (in terms of the response to their product), while also proactively improving
their products with insights generated from market research.
CPG and Retail industries are expected to contribute to the majority share of Customer &
Marketing Analytics spend, thanks to the growing need for predicting consumer behavioural
trend and product positioning efficiency. TMT industry is also contributing to the spend with
e-Commerce giants betting big on Advanced analytics techniques to track click through rate,
sales trends, etc. to measure marketing success and to generate new leads.
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North America is the largest contributor of the global Customer & Marketing Analytics spend
due to increased adoption of social media as an advertising and promotional channel. While
North America will continue to be the largest contributor to the spend, APAC is expected to
grow faster during the forecasting period. Enterprises in APAC have invested on Customer
Analytics to provide differentiated customer experience, owing to lack of product
differentiation and decreased brand loyalty in digital savvy young population group.
AI-led Analytics’ contribution in Customer & Marketing Analytics accounts for ~ 43% of
overall Customer & Marketing Analytics spend. Companies across the globe are adopting a
strategy of using AI & ML algorithms to analyse the vast amounts of data to optimize their
marketing functions right from monitoring their marketing spend and ROI, to high level
analysis on their brand equity and competitive benchmarking. The ever-growing importance
placed by industries to create a differentiated customer offering has greatly enhanced the
application of AI. The power of AI is leveraged across the entire Customer lifecycle, right
from identification & acquisition to development & retention, all the way to dynamic customer
insights. AI & ML powered algorithms which provide real-time customer insights helps
businesses drive greater value for customers while improving efficiency and performance.
Some use-cases where AI contributes majorly to Customer & Marketing Analytics:
•

•

•

•

•
•

“Next product to buy” recommendations – AI & ML algorithms analyse the vast
amounts of consumer data and provide recommendations that target individual
customers
Price and Promotion – Companies leverage the power of AI to study the price of best
sale and customized promotions to generate a substantial increase in the rate of sales
conversions
Marketing Budget Allocation – AI is also used extensively to keep tabs on the spends
and the ROI generated, using which recommendations and insights are provided to key
decision makers
Customer Service Management - where customers are given real time actionable
solutions and insights to their problems through AI powered chatbots and analytics
solutions
Customer Acquisition/ Lead Generation - where AI/ML algorithms analyse the huge
piles of customer data and identify potential targets leading to sales enablement
Churn Reduction - where AI is leveraged to map the customer journey and identify the
reasons for the attrition and proactively apply these learnings in future scenarios

o Supply Chain Analytics
Supply Chain Analytics accounts for ~14% of overall Analytics application spend. Use of
Supply Chain Analytics enables enterprises to collect, evaluate, and react upon the data
generated across the different stages of a supply chain such as sourcing, manufacturing,
distribution, and logistics. Increased globalization and expansion of businesses into newer
markets have led to increased complexity in managing disparate supply chain processes. In
addition, as the delivery timelines gets shorter and volume/ quantity of products being
shipped reduces, there is a distinct need for supply chain functions to become agile
leveraging digital technologies. Moreover, the rise in quantum of unstructured data, owing to
growing adoption of IoT and smart sensors, has further complicated the process of data
consolidation and insights generation, leading to increased adoption of Supply Chain
Analytics across industries.
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The global Supply Chain Analytics market is expected to grow from $15 B in 2020 to $40 B
in 2024, growing at a CAGR of 27.6%. Supply Chain Analytics is being leveraged by
enterprises, especially in Retail and Industrial sectors, to improve end-to-end visibility across
the enterprise supply chain, identify the root causes for lost productivity, and boost the speed
of production. The US accounts for the largest market share of the global Supply Chain
Analytics spend. The country’s demand for Supply Chain Analytics is expected to be driven
by the need to achieve cost optimization, increase operational efficiency, and optimization of
warehouses and logistics.
AI contributes to ~35% of overall Supply Chain Analytics spend. AI has had a significant
impact on Supply Chain, predominantly due to its ability to reduce costs through real-time
forecasts and behavioural coaching. Companies across the globe have been applying AI
techniques such as continuous estimation to optimize logistics operations by improving
routing, and thus the fuel efficiency and delivery times; and prediction algorithms to have a
proactive view of problems that could arise in the day-to-day Supply Chain operations.
Leading use-cases of AI in Supply Chain Analytics:
•

•

•

Inventory Optimization – The predictive power of ML is very well leveraged by
companies across the globe to forecast exact safety stock and cycle stock to meet the
predictive demand, thus freeing unnecessary locked working capital from raw material
and finished goods inventory
Procurement Cost Optimization – Companies have quotations from multiple vendors
to procure raw materials and products. AI & ML algorithms study the data and help
companies with insights on the purchase quantity and price, thus enabling massive
savings
Demand Forecasting and Capacity Planning – In today’s VUCA world, companies
often face an issue with forecasting the demand for their products. AI & ML algorithms
account for a multitude of parameters and help companies with near estimates on the
expected demand – which then enables companies to plan their production capacity
efficiently.

o Finance & Risk Analytics
Finance and Risk Analytics accounts for ~23% of overall Analytics application spend.
Finance & Risk Analytics combines several different statistical models and ML algorithms to
measure and predict risks with a higher degree of certainty. Financial & Risk Analytics
solutions include simple anomaly-based fraud detection that leverages historical transactions
to detect fraud, as well as advanced ML-based algorithms that leverage social media
interactions and pattern recognition to identify fraud in account opening or card transactions
for customers without prior transaction history. Finance & Risk Analytics is being leveraged
across industries to quantify cyber risks, automate security operations, and make
intelligence-driven decisions.
The global Finance & Risk Analytics market is expected to grow from $26 B in 2020 to $58 B
in 2024, at a CAGR of 21.7%. BFSI and Retail verticals are the largest spenders for Risk
analytics applications, owing to surge in fraudulent transactions and rising cyber-attacks.
While North America continues to be the largest market for Finance & Risk Analytics, APAC
is expected to be the fastest growing region due to rapid digitization and increasing concerns
about data and security breaches in developing countries like China and India.
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AI-led advanced analytics spend in Finance & Risk Analytics amounts to ~32% of overall
data and analytics spend. AI powered Analytics solutions provide real-time insights and
warning signals into the various factors (distress signals) that go unnoticed by human
experts. Several companies are leveraging intelligent algorithms not only for trading, virtual
assistants and chatbots, credit scoring, and market risk analysis, but also to optimize the
decision-making process related to loans and prevent unwanted risks associated with
financial wrongdoings.
Leading use-cases of AI in Finance & Risk Analytics:
•

•

•

Fraud & Debt Analytics – Companies are harnessing the power of AI & ML algorithms
to analyse and mitigate risk of fraudulent activity, leveraging intelligent algorithms to
identify and remove such factors proactively
Stress Testing – Complex AI & ML Simulation models analyse financials of companies
with hypothetical extreme scenarios and proactively identify distress signals in terms of
Capital Market risk
Credit Risk Analytics – AI powered Credit Risk analysis and Scoring is being widely
used by Financial services companies to improve their accuracy and efficiency

Source: Zinnov Analysis

o HR Analytics
HR Analytics accounts for ~2% of overall Analytics application spend. HR Analytics enables
companies to make data-driven decisions in critical tasks such as compensation planning,
recruitment & retention, and workforce task automations. The remote working model, along
with adoption of Cloud-based communication tools, etc., has led to easy access to employee
data and activities, allowing enterprises to deploy HR Analytics applications to improve
employee experience and automate workforce management.
The global HR Analytics market is expected to grow from $2 B in 2020 to $5 B in 2024,
growing at a CAGR of 23.0%. The Retail industry is expected to emerge as the fastest
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growing end-user vertical due to a unique blend of full-time employees, part-time staff,
contractual workers, and multi-regional stakeholders across distribution networks.
~38% of the overall spend in HR Analytics leverages AI technologies. Business leaders are
betting big on the power of AI to transform their HR functions and expect AI to reinvent and
change the overall HR responsibilities.
Some use-cases where AI is contributing:
•

•

•

Personalized Employee Experience – Companies are using AI to create a
differentiated employee experience by ensuring employees have all the access to the
necessary information and insights to their queries
Candidate Assessments - NLP powered candidate assessments are widely being used
with their ability to assess the candidate under a multitude of parameters, and most
importantly without human bias
Employee Churn - Most critically in today’s times where attrition rates are sky-high,
organizations leverage AI to analyse Big Data to determine the employees’ activity
patterns – which can help the employers to predict the overall tone of the employees
who might be thinking to quit.

o Operational Intelligence (IT)
Operational Intelligence leverages data collected from enterprise-wide IT systems, analyses
the real-time data feed, and presents insights in a simplified manner, allowing IT operators to
take real-time action. AI contributes ~31% of the overall Operational Analytics market.
AI applications in Operational Intelligence include:
•

•

•

Real Time Awareness – AI solutions offer the ability to be more responsive to real-time
changes in process conditions, even to the point of providing predicting upcoming
conditions and adapting control based on rapidly evolving data trends
Smart Assistance – AI powered business operational assistance is gaining traction,
with companies leveraging NLP to answer analytical queries related to business
problems
Predictive Service Intervention – In today’s world where monitoring is of paramount
importance, companies harness the power of AI & ML to monitor deployed services to
proactively handle exceptions
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Breakdown of AI-led Analytics and Traditional Analytics Spend,
For Geo Spatial Analytics, 2018-2024
$97.1 B
AI-led Advanced Analytics

Tra ditional Analytics

18.5%

(69%)
$67.2 B
19.2%

$49.2 B

19.8%

(60%)
$29.4 B

$34.6 B

10.8%

(59%)
$20.5 B
18.4%
(41%)
$14.1 B

2018

23.0%

(40%)
$19.8 B

2020

(31%)
$29.9 B

2024

Geo Spatial Analytics

Source: Zinnov Analysis

o Geospatial Analytics
Geospatial Analytics accounts for the largest share (~45%) of the overall Analytics
application spend. Geospatial Analytics harnesses the power of geo-referenced data from
GPS, mobile devices, location sensors, social media, satellite imagery, etc. to contextualize
the traditional data with timing and location information, allowing enterprises to uncover
trends based on location, distance, or proximity. Geospatial Analytics can help decision
makers understand why solutions that work in one place often fail in another and has several
use-cases across industries – locational intelligence in Engineering & Construction, natural
resource exploration in Oil & Gas, network analysis in Telecom, Geo-Visualization in maps.
The global Geospatial Analytics market is expected to grow from $49 B in 2020 to $97 B in
2024 at a CAGR of 18.5%. Spending in Geospatial Analytics by the government sector is
expected to account for a large share of the market due to growing emphasis on locationbased intelligence in border security operations. North America will continue to hold the
largest market share as Geospatial Analytics applications are increasingly being used in
construction, agriculture, transportation, and utilities.
Geospatial Analytics is one of the largest markets in terms of spend and AI contributes to
~60% of the overall data and analytics spend. Artificial Intelligence GIS (AI GIS) technology
is a combination of AI technology with various GIS functions. It consists of 3 parts: GeoAI –
which is a spatial data processing and analysis algorithm that integrates AI and is the
product of AI and GIS; AI for GIS – which uses AI capabilities to enhance the functions and
user experience of GIS software; and GIS for AI – which uses visualization and analysis
technology of GIS to perform spatial visualization and further spatial analysis of AI output .
Some use-cases where AI is leveraged in Geospatial Analytics:
•
•

Satellite Imagery - Advances in computer vision have made it possible to get credible
intelligence from Satellite Imagery using AI techniques such as Deep Learning.
Route Visualisation – AI enabled optimization of routing is in great demand given the
ability to generate savings and reduce carbon footprint.
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•

Vegetation Risk Management – AI/ML algorithms analyse data and predict where
mitigating actions need to be taken to reduce risk from natural disasters.

D&A Vertical spend – CPG & Retail, TMT (Technology, Media & Entertainment,
and Telecom) and Pharma drive nearly 50% of the total spend
Breakdown of Data & Analytics Spends by Verticals
$332.6B
$39.4B

$10.6B

17.6%
$54.0B
7.6%

$174.0B

16.3%

$4.2B

$128.7B

10.8%

$23.9B

16.2%

$19.2B

17.9%

$38.3B

18.4%

$43.1B

$5.6B

16.6%

2018
BFSI

$29.4B

17.2%
$110.7B
19.2%

$26.7B
$53.6B

19.9%

19.1%
$58.6B

2020
CPG & Retail

$117.9B

TMT

2024
Pharma

Others

Source: Zinnov Analysis
Others include Industrial, Energy and Utilities, Automobiles and Components, Material, Real Estate, Healthcare Provider, Biotech, Medical Device,
and Travel & Hospitality

Demand for digitization services is expected to increase sharply due to remote working
environments accelerated by COVID-19. Across industries, data has become a valuable
source of competitive differentiation among companies. Companies prioritize product
development and marketing decisions based on the real-time insights from consumer buying
behaviours, spending patterns, and social media interactions.
The TMT, Pharmaceuticals, and CPG & Retail industries are among the largest contributors
to the analytics and insights. These verticals are expected to have significant tailwinds post
the COVID-19 pandemic, specifically in data and analytics, with TMT, Pharmaceuticals, and
CPG & Retail expected to grow at a CAGR of 19.2%, 17.2%, and 19.9% respectively, during
2020 and 2024. TMT companies have taken the lead in digital transformation. The HighTech and Pharma industries are more technical in nature on account of their business
operations and require greater domain expertise.
Both BFSI and CPG & Retail industries offer a multitude of products across a variety of
channels and collect enormous amounts of data daily. Big Data and Analytics are leveraged
to analyse consumption patterns and customer behaviour to facilitate informed product and
marketing decisions as well as in fraud prevention and detection.
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Breakdown of AI-led Analytics and Traditional Analytics Spend, BFSI and CPG & Retail, 2018-2024
AI-led Advanced Analytics

Tra ditional Analytics

$117.9 B
$110.7 B

19.1%

(47%)
$55.3 B

19.9%

(60%)
$65.9 B

$58.6 B
16.6%

(27%)
$11.7 B

28.5%

(73%)
$31.4 B

11.8%

2018

$53.6 B

30.0%

18.4%

(33%)
$19.4 B

$43.1 B

$38.4 B
(53%)
$62.5 B

(67%)
$39.3 B

2020

(40%)
$15.2 B

23.0%

12.3%

(60%)
$23.1 B

2024

2018

BFSI

15.0%

30.0%

(43%)
$23.1 B

(57%)
$30.6 B

2020

10.0%

(40%)
$44.8 B

2024

CPG & Retail

Source: Zinnov Analysis

BFSI: BFSI is one of the most customer data-centric industries, where players have a
bundle of new business opportunities from Artificial Intelligence and Cognitive Systems.
Further, the growing demand for digital technology and changing customer demands have
led the BFSI players to adopt cognitive systems and AI implementation in their operations to
deal with ever-changing regulatory and compliance laws to face the market risk and
understand both income tax and corporate tax laws in an efficient way. It is also showing a
strong presence in analysing consumer behaviour patterns to bring new offerings and is
finding new distribution channels for the financial institutions.
CPG: With the advent of Artificial Intelligence in CPG & Retail market ecosystem, Advanced
Data Analytics and Predictive Analytics techniques have been introduced to assist
companies in making business decisions via a data-driven approach. Most retailers have
realized that the new technologies like AI have the potential to innovate retail operations and
customer experiences. The amount of usage of AI applications like demand forecasting and
pricing optimization in the CPG & Retail industry have been increasing greatly, and this
growth is due to the shift of market to online shopping during the COVID-19 outbreak. As a
result, companies are spending big on ensuring an effortless online shopping experience for
their customers such as investments in AI-based conversational analytics (Chatbots), etc.
which has further accelerated the growth of AI-led Analytics in this industry.
Businesses in the TMT vertical – Software & Internet, Semiconductor, Consumer
Electronics, Media & Entertainment and Telecom – continuously need to reinvent and
protect themselves from global disruptions. With increased competition, TMT companies are
finding it more difficult to acquire and retain customers.
The global TMT industry is highly competitive and continues to evolve rapidly driven by
disruptive innovations in AI, cloud, edge computing, internet of things (IoT) and mobility. As a
result, TMT companies, in order to remain competitive, must remain ahead of the curve of
disruptive technologies and keep pace with significant shifts in customer journeys driven by
digital transformation and ecommerce. This requires such companies to continuously assess
the rapidly changing customer needs, perceptions and experiences, in order to acquire and
retain customers.
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Breakdown of AI-led Analytics and Traditional Analytics Spend, TMT and Pharma, 2018-2024

AI-led Advanced Analytics

Tra ditional Analytics

$54.0 B
19.2%

(55%)
$29.9 B

$26.7 B
17.9%

(40%)
$10.8 B

$19.2 B
(36%)
$6.9 B
(64%)
$12.4 B

$11.1 B

29.0%

18.6%

25.1%

13.6%

(60%)
$15.9 B

10.9%

(45%)
$24.1 B

$4.2 B

27.0%

(23%)
$1.0 B
(77%), $3.2 B

2018

2020

2024

16.2%

2018

TMT

12.7%

$5.6 B
(28%)
$1.6 B
(72%), $4.1 B

2020

28.4%

14.0%

(38%), $4.3 B
(62%)
$6.9 B

2024

Pharma

Source: Zinnov Analysis

Software & Internet: As more and more independent software vendors are adopting
subscription-based SaaS business models, they increasingly have access to large customer
usage data. Data & Analytics presents a huge opportunity for these enterprises to uncover
consumer usage patterns and identify customer whitespaces for product and sales /
marketing decisions, respectively. Competitive dynamics require combining internal data
with external data and information sources like social media, market research, industry
reports, competitor information etc. Software and Internet companies are also embedding
analytics in their products to improve user flows and end user experience. Software &
Internet companies focus majorly on disruptive technologies such as Artificial Intelligence,
RPA, and many more. The industry has historically been one of the key promoters of a datadriven approach to decision making. Off late, there have been numerous examples where
the industry has utilized AI applications to boost productivity, enhance customer
engagement, automate tasks, etc. to boost top-line and bottom-line.
Semiconductor: Data & Analytics spend in Semiconductor companies has been
considerable and growing at a rapid pace, with the average budget ranging between 2.5%
and 3.5% of company revenue. It is expected that there is going to be a widespread
adoption of Advanced AI-led Analytics techniques applied in the industry to improve
predictive maintenance and yield. Prescriptive insights are also seeing an increased traction
with companies harnessing the power of AI for enhanced pricing. market-entry strategies,
portfolio optimization, etc.
Consumer Electronics: Device manufacturers are seeking to use information assets to
improve customer relationships, business outcomes, and operational efficiency which is
driving the growth in D&A market. In addition, social media sentiment analysis can help
these manufacturers to identify key problem areas, build product roadmaps, and modify
online marketing strategies based on both the positive and negative reactions of consumers.
In order to understand the buying preferences and increase sales, the Consumer Electronics
industry has transitioned to a data-driven approach. The industry has been actively investing
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in AI-led Analytics techniques to predict sales and proactively make changes to the
production planning of consumer electronic goods.
Media & Entertainment: Data Analytics in Media & Entertainment industry holds immense
potential to revolutionize the future of content personalization. In the new media landscape,
companies generate value by predicting appropriate content (movies, music, videos, and
games) for various sets of audiences. Moreover, media & entertainment companies could
also micro-target channel preferences-based content for consumers. Advanced Analytics is
helping media & entertainment companies unlock hidden insights in their data – from social
media listening to predictive models to test advertising, pricing, and sales forecasting. By
applying this insight, media & entertainment companies can better understand and target
consumers, improve the user experience, streamline their business processes, and identify
new products and services to offer customers.
Telecom: The rapid rise in the use of smartphones and other connected mobile devices has
triggered a massive growth in the volume of data flowing through the networks of operators.
It is critical for Telecom companies to process, store, and extract insights from the available
data. Data Analytics is helping the Telecom industry increase profitability by helping optimize
network usage and services, enhance customer experience, and improve security. AI-led
Analytics techniques and ML powered algorithms have been enabling Telecom companies
to both detect and predict network anomalies, while also allowing them to proactively fix
problems before customers are negatively impacted.
Pharma: The Pharma industry has been seeing rapid growth and much of this growth has
relied on empirical data, which has presented significant challenges over the last decade.
The utilization of Data Analytics to comb through the vast amounts of available structured
and unstructured data is offering valuable insights to pharma companies regarding the
necessities, use, contradictions, market trends, and sales performance. The Pharma
industry has been bridging the gap from experimentation to scale by leveraging advanced
AI-led Analytics techniques to make the most of the vast amount of customer data present.
Big Data analytics is helping pharma businesses to reduce the cost and speed up clinical
trials by identifying and analysing various data points. Further, pharma companies have also
been leveraging ML, NLP, and other cognitive reasoning technologies to support the process
of drug discovery. They are also used to understand competitive dynamics in various
disease areas and regions and to optimize their strategic decisions around product
development, marketing, and investments.
The Pharmaceutical industries are increasingly facing rising costs and more stringent
regulatory environments, which has made it important for large and medium-sized
pharmaceutical companies to have a strong and pro-active business development and
licensing (“BD&L”) program. For BD&L teams, achieving the required goals often rely on
their ability to source new opportunities and filter them down to discover products and
alignments that will generate value. As a result, there is a significant need for niche
technologies like AI to speed-up this process and make it real-time, which will also result in a
change in the collaboration and importance of BD&L teams within Pharma companies.
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CPG & Retail sector D&A spend is projected to reach ~$110 B by FY24;
Prescriptive Analytics to optimize promotional spend, channel investment,
product placement, etc., will drive growth
Breakdown of D&A spend in CPG & Retail sector, 2018-2024
$110.7B
$3.5B

$32.6B
19.9%

18.4%
27.0%

$38.3B
$0.7B
$8.8B

$53.6B

32.0%

$1.2B

$48.3B

$13.4B

25.0%

23.0%

22.0%

$21.8B
$14.6B

22.0%

$14.1B

11.0%

11.0%

$26.3B

2018

$17.3B
2020

EDM

Descriptive & Diagnostic

2024
Predictive

Prescriptive

Source: Zinnov Analysis

Global D&A spend by CPG & Retail vertical is estimated to grow from $53.6 B in 2020 to
reach $110.7 B by 2024, growing year-on-year at 19.9%. CPG and Retail industries are
evolving rapidly to keep up with shifting consumer demand. CPG and retail clients are
experiencing rapid changes in consumer behavior and digital transformation led disruptions
to their business models. CPG companies are growing exponentially and remaining
competitive by introducing multiple brands, diversifying product lines, and expanding sales
channels. With increased focus on operational efficiencies and ever-increasing pressures on
managing supply chains, CPG and retail clients require data backed decision inputs on a
near real-time basis. With e-Commerce platforms and direct-to-consumer online
marketplaces serving as major sales channels, it is crucial for businesses to remain updated
with actionable insights to gain commercial success. Consequently, Customer Analytics is
increasingly being leveraged by enterprises in CPG and Retail industries to uncover realtime precise insights into consumer buying pattern, allowing companies to quickly respond to
changing consumer preferences.
Rise of consumerism has led to a high volume of data being generated across both online
and traditional offline channels. In an increasingly competitive CPG & Retail market, data is
being leveraged by enterprises to decide product assortment, channel strategy, marketing
spend, etc. However, only 20% of that data is being used to make informed business
decisions1.
Challenges to scale up the Analytics operation
o

Data collation in a multi-channel environment
• While 96% of US consumers utilize online shopping, in-store purchases account for
65% of the budget2.
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• Customers today move seamlessly between online and offline experiences.
• Retailers need accurate and identifiable data to create an omnichannel experience.
• However, collation of data hosted in disparate systems across channels is a
cumbersome process.
o

Matrix organization structure
• Traditionally, CPG and Retail industries have a matrix organization structure, aligned
with a specific product offering.
• While the structure led to strong GTM capabilities, it also created challenges for a
large-scale transformation.
• Isolated customer data and duplication of systems & tools across departments are
hindering large-scale adoption.

o

Data security and compliance
• Retailers have access to volumes of data that can be mined for insights.
• However, non-compliance with regulations or privacy breaches are expensive.
• For example, Equifax spent $1.4 B on upgrading its security in the wake of a leak that
cost $500 Mn in fine3.
• Significant investments required for security architecture and compliance processes
act as a barrier for industry-wide adoption.

o

Access to talent base with domain knowledge
• Successful implementation of analytics in Retail requires technical skill-sets
complemented by domain knowledge.
• In addition to hiring data science specialists, investment is required to retrain
managers and supervisors accustomed to old ways of working.

AI-led Analytics in the CPG & Retail sector
Breakdown of AI-led and Traditional Analytics Spend,
CPG & Retail
$110.7 B

AI-led Advanced Analytics
Tra ditional Analytics
19.9%

$65.9 B

$53.6 B
18.4%

$38.4 B
$15.2 B

30.0%

$23.1 B
23.0%

$44.8 B
$23.1 B

2018

15.0%

$30.6 B

2020

10.0%

2024

CPG & Retail

Consumer industries such as retail and e-Commerce will see more potential from marketing
and sales AI applications because frequent and digital interactions between business and
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customers generate larger datasets for AI techniques to tap into. For the Retail/CPG
industry, large amount of data provides a greater understanding of consumer shopping
habits and the way to attract new customers. AI-led Analytics using this data in Retail/CPG
enables companies to create customer recommendations based on their purchase history,
resulting in personalized shopping experiences and improved customer service. These
super-sized data sets also help with forecasting trends and making strategic decisions based
on market analysis. AI-led Analytics contributes ~$23.1 B (or 43% of the overall CPG/Retail
sector Analytics spend) in 2020 and this value is expected to increase to ~$65.9 B (or 60%
of overall CPG/Retail sector Analytics spend) by 2024. AI is empowering brands and
retailers across the globe to understand their customers and their businesses better to
deliver unique, differentiated, personalized experiences.
Some of the key AI-led Analytics use-cases in CPG & Retail are:
1. Demand Forecasting: An AI-based forecasting solution uses a cluster of Algorithms
to optimize forecasts. Basically, AI enables forecasting to consider more variables
that influence demand and find patterns in the data that would be hidden to the
human eye or statistical methods. This in turn leads to more accurate predictions that
can be used to make more well-informed decisions.
2. Predictive Pricing: AI has enabled pricing solutions to track buying trends and
determine more competitive product prices. Companies are using AI-led techniques
to offer dynamic pricing to different customers, based on external factors and their
individual buying habits.
3. Hyper Personalization: AI-powered algorithms are helping companies adjust and
create customer profiles in real time. With the power of AI, behavioural data is
readjusted incrementally based on each new interaction which helps companies
make marketing campaigns progressively smarter.
4. Recommendation Engines: Recommendation Systems are using AI to provide
insights to companies to help them increase their sales and attract more customers
by making personalized suggestions on products and services.
5. Product Assortment Optimization: AI models look at a variety of factors including
past sales, store display space, local trends, online behaviour, predicted weather
patterns, etc. to determine what products would be the best fit for a given store in a
location.
AI-led Analytics in Action
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D&A Maturity
In recent years, adoption of a customer data platform (CDP) has also picked up, enabling
marketing teams to capture, process, and unify data and then leverage it through various
channels such as email, social, display ads, and sales campaigns. Predictive and
Prescriptive Analytics are increasingly being leveraged by large retailers and digital native
enterprises for feature prioritization and marketing spend optimization.

D&A Use-cases
Due to the limited shelf-life of the products, D&A will play a major role and have industrywide use-cases, starting from planning product assortment to forecasting demand for an
individual product, to creating a micro-segmentation strategy of consumers for hyperpersonalization.
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Glossary:
1.
2.
3.

“How can consumer products companies stay relevant and be future-ready with analytics” by Deloitte
Consumer Industry Center, Deloitte Insights
National Public Radio (NPR), an US Government Agency, Poll
News article – “Equifax data breach costs hits $1.4 Billion” published by Bank Info Security (May 13, 2019)

TMT (Technology, Media & Entertainment and Telecom) sector D&A spend is
projected to reach ~$54.0 Bn by FY24
Global D&A spend by the TMT vertical is estimated to grow from $26.7 B in 2020 to $54.0 B
by 2024, growing at a CAGR of ~19.2%. The TMT vertical comprises of Technology
companies (Software & Internet, Semiconductor & Consumer Electronics companies) along
with Media & Entertainment and Telecommunication companies.
Breakdown of D&A spend in TMT sector, 2018-2024
$54.0 B
$2.5 B

19.2%
$25.1 B

17.9%

$26.7 B

29.2%

$.9 B
28.5%

$19.2 B

24.3%

$10.5 B

$.6 B

$12.7 B

23.9%

$6.9 B

20.0%

$6.1 B
19.7%

$4.3 B

10.4%

$7.5 B

10.1%

2018
1

$9.1 B
2020
2

EDM

Descriptive & Diagno stic

$13.6 B

3
2024

Predictive

Prescriptive

Source: Zinnov Analysis

Businesses in the Technology segment continuously need to reinvent and protect
themselves from global disruptions. Many Independent Software Vendors (ISV) are moving
away from custom building software and solutions for each enterprise and adopting
Software-as-a-service model, leading to a wealth of information about customers’ usage and
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interaction patterns. This often needs to be combined with external data sources like industry
reports, social media, market research, competitor information etc. Newer products and
solutions are being launched at a rapid pace with focus on end user experience. As a result,
Customer Analytics is being leveraged by ISVs to uncover insights from usage data and
inform product development decisions.
Semiconductor Companies have been generating vast amounts of data historically. Off late,
this data is being put to good use in streamlining R&D processes, optimizing product
portfolios, and helping business leaders reduce costs. Consumer Electronics segment is
leveraging analytics to understand their consumers better, to optimize their business model,
and reduce costs. The industry generates vast amounts of unstructured data with details
related to the technical issues, device usage history, customer experience, etc. These large
amounts of user data are then analysed to obtain insights which go into product re-designing
and subsequent upgradation to match customer expectation. Companies also leverage
customer data to analyse and understand the pain points of customers, which supports them
in taking data-driven decisions to improve customer experience.
The Telecom segment has been witnessing a massive increase in the amount of data
generated, due to increasing digital connectivity. Telecommunication Service Providers are
making the most of these large data sets by harnessing the power of Data & Analytics with
real-time querying, filtering, and visualization of these large datasets. Data & Analytics is
helping the Telecom industry in ensuring better LTE deployments, deeper network insights,
and enhanced customer experience. As consumers are viewing, sharing, and listening to
more content than ever before, Media & Entertainment companies now have access to this
unparalleled level of consumer data. These large data sets are being leveraged for Data
Analytics techniques to help entertainment and media companies unlock hidden insights in
their data – from social media listening to predictive models, to test advertising, pricing, and
sales forecasting.
Challenges to scale up the Analytics operation
o

Data explosion
• Constant barrage of real-time streaming data on product usage, customer
preferences, etc., from embedded product analytics and external sources such as
social media, product reviews, industry reports etc.
• Data flowing in from multiple channels (which is usually the case for technology
companies) makes it extremely difficult to interpret and use the same for Advanced
Analytics techniques.
• The global unique subscriber base in the Telecom industry was close to 5 million in
the year 2016. With the advent of 5G this number is only expected to increase.
Players in the Telecom industry will face Big Data challenges in terms of storing all
this information.
• Since AI algorithms require clean, well-structured data, around 80% of the time of
any ML project is dedicated to ETL (extracting, transforming, loading) and data
clean-up

o

Data security and privacy
• Growing emphasis on data privacy among users globally.
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• Compliance to local data storage, governance, and data transfer regulations can
impact the quality of data available for analytics.
• Robust systems required to retrieve, modify, and delete user data based on user
preferences.
o

Talent gap and Need for Expertise
• Increased demand for Big Data scientists and data engineers across TMT industry
and other industry verticals such as BFSI, Retail, Healthcare, etc.
• High attrition rates as skill sets are easily transferrable across other TMT companies
and industry segments.
• Given the niche nature of AI-led Analytics solutions, building an in-house team can
take a significant amount of time and yield little result, considering the talent crunch.

o

Technical Integration
• Large Telco and Media players have access to massive amounts of data in different
sources – so, it is important to set up a unified database where all the data required
by the system will be stored
• To harness the full power of AI-led Analytics techniques, TMT companies might have
to invest on an overhaul of their hardware and software, in case they have a large
amount of old legacy systems
• Due to the changing trends in the consumption of data services over voice service,
capital expenditure is one of the highest in the Telecom industry – purely due to the
growth in amount of data.
• Significant investments required for security architecture and compliance processes
act as a barrier for industry-wide adoption in TMT segment.

AI-led Analytics in the TMT sector
The AI-led Analytics spend by the TMT vertical is expected to grow from ~$11 B in 2020
(40% of overall Analytics spend in 2020), to ~$30 B in 2024 (55% of overall analytics spend
in 2024).
Breakdown of AI-led and
Traditional Analytics Spend, TMT
$54.0 B

AI-led Advanced Analytics
Tra ditional Analytics
19.2%
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$29.9 B
17.9%
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25.1%
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$24.1 B

2024

TMT
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Hi-Tech companies and Consumer Electronics companies are using AI-led Advanced
Analytics techniques to analyse large amounts of customer data, to tailor their offerings and
products based on the needs of the consumer. These companies are using AI-based
Analytics solutions to understand the risks that they’re facing and to also forecast demand –
which in turn allows them to plan their production. On the other hand, Semiconductor
companies are investing in data governance setups, to make the most of the large amount of
unstructured data. This cleaned data is then being leveraged to optimize their production
and workforce. Predictive Monitoring of equipment is also finding increased traction, which in
turn helps in efficient and effective predictive maintenance.
Telecom companies are using AI-led Analytics techniques across the value chain, right from
improving Customer Service, to Network Optimization, to Fraud Detection, all the way to
Predictive Analytics and AI-powered Network Monitoring & Maintenance. Media &
Entertainment companies are using AI powered Advanced Analytics to understand and
create value for customers by presenting content that they might like and that might be
relevant to them. AI-powered recommendation engines are being widely used, with
companies also looking at Hyper-Targeted Advertising and Real-Time Predictive Modelling
for segmentation and anticipating demand.
Some of the ways AI-led Analytics is contributing to the TMT industry are:
1. Customer Analytics: AI-powered Analytics techniques are offering the bridge that
companies are looking for to transform how they connect with their customers, create
customized marketing campaigns, and improve the overall customer sentiment.
2. Predictive Analytics & Monitoring: AI is enabling TMT companies monitor the
performance in real-time and detect anomalies. AI models analyse a large number of
variables in past data to predict future events and proactively provide insights to
companies to take preventive actions.
3. Recommendation Engines: Smart AI/ML powered algorithms are used by
companies to understand the requirements and provide personalized content to
customers.
4. Operational Optimization Analytics: AI is helping companies analyse business
processes and provide insights on the improvement of the efficiency and
effectiveness of operations. AI models consider multiple parameters to track the
performance and provide insights on optimizing the operations.
5. Embedded Analytics: The integration of Advanced AI-powered Analytics methods
and self-learning algorithms is helping software and internet companies get deeper
insights into usage patterns and predict future events instead of merely drawing
conclusions from the past.
6. Content Analytics: Content Analytics uses Machine Learning and AI to help
enterprises unlock business value from unstructured data. The reaction to the
content is also monitored to help companies make informed decisions on future
content.
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AI-led Analytics in Action

D&A Maturity

While most of the independent software vendors have modernized their infrastructure,
moved to a Multi-Cloud environment, and leveraged operational intelligence to streamline
internal workings, only a handful of them have started to leverage Advanced Analytics like
Prescriptive to define their product prioritization strategy. Most vendors are, to an extent,
dependent on Customer Analytics solutions provided by large vendors or third-party platform
ecosystem providers like Microsoft, Salesforce, and AWS to build their sales and services
strategy.
Consumer Electronics companies are adopting Cognitive techniques to understand and
create relationships between the customer data coming from multiple channels.
Semiconductor Companies have started to use AI-led Prescriptive Analytics solutions to
improve the efficiency of their R&D operations.
The Telecom segment has transitioned from focusing on voice-based services to messaging
and data-centric networks. This has resulted in a shift in preference towards making the
most of the colossal amounts of data. Telecom operators are now looking for ways to
optimize, disrupt, and innovate - by embracing data, ML, and AI. These technologies not
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only lead to greater efficiencies, but also to increased revenue and improved margins. Media
& Entertainment companies are having to find ways to add value to the user experience, i.e.
it is crucial to have a differentiated and tailored experience for each customer rather than
providing the same blanket service. This has resulted in the requirement for an in-depth
understanding of user behaviour, preferences, and consumption patterns.
D&A Use-cases
Increased use of SaaS-based applications across different verticals have led software
vendors to adopt subscription-based models, which in turn have led to the growth of
consumer usage and interaction data for vendors to leverage. In today’s data-driven world,
Consumer Electronics, Semiconductors, Telecom and Media & Entertainment companies
are leveraging large amounts of data at their disposal for product differentiation, unique
customer value proposition, and subsequent boost in revenue, through niche use-cases of
D&A across the value chain.
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D&A spend in the Pharma sector is projected to reach ~$11.1 B by FY24
Breakdown of D&A spend in Pharma sector, 2018-2024
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10.0%
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3
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Source: Zinnov Analysis

Global D&A spend by the Pharma industry is estimated to grow from $5.6 B in 2020 to $11.1
B by 2024, growing at a year-on-year rate of ~18.6%.
Drug Development has always been a very lengthy and complicated affair, with innumerable
processes, applications, and approvals. This has resulted in vast amounts of unstructured
and structured data being produced by multiple systems and in different forms. Companies
have been leveraging technological advancements in storage, network, and computing
techniques, by harnessing the power of Data Analytics to turn these vast amounts of data
into a source of business strength.
With the ever-growing pressure on Pharma companies to drive innovation to maintain
revenue streams, companies are leveraging the power of data-driven insights. Therefore, it
is imperative for conclusions drawn from clinical trials and drug development to be coupled
with Analytics to foster growth. It is critical to constantly assess competitive actions through
published and external data sources to guide actions as companies compete in specific
disease areas. Analytics techniques are helping Pharma companies in reducing costs,
enhancing quality, and improving efficiency. Data is analysed to better the design of
products, trials, and treatments, apart from also helping companies understand diseases
better and in detecting serious/adverse events.
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Challenges to scale up the Analytics operation
o

Inconsistency of Data Source
• In the Pharma Industry, a lot still relies on traditional data streams, i.e. internal sales,
operations, and external data from sales audit and prescription audit companies and
data published in clinical trials and medical conferences.
• Most business units in a Pharma company continue to work in silos creating
fragmented data within an organization.
• New-age Data Analytics companies are now starting to create standardized and
universal data foundations. The adoption of such models can generate clinical and
commercial insights for Pharma companies.

o

Need for Investment
• Given the fragmented and unstructured nature of the data sources in the Pharma
Industry, companies have to make large investments starting from establishing a data
governance function, all the way to creating dedicated in-house analytics teams.

o

Talent Crunch
• Analytics techniques for Pharma-specific use-cases require people with particular
skill sets to handle and derive insights from real-world Pharma data which is mixed
and marred with inconsistencies.
• With other industries (such as BFSI, Telecom, Media & Entertainment, Retail) being
large scale users of Analytics across their value chain, Pharma companies are
finding it difficult to attract the best of talent and offer competitive compensations.

AI Analytics in the Pharma Vertical
The AI-led Analytics spend by Pharma companies is expected to grow from $1.6 B in 2020
(or 28% of the overall Analytics spend in 2020), to $4.8 B in 2024 (or 43% of the overall
analytics spend in 2024).
With the increasingly data-driven nature of the Pharma industry, companies are looking at
ways to organise and streamline the increasing volume of complex information generated by
the sector. This has resulted in Pharma companies using AI-powered advanced analytics
techniques to get better insights into end users’ behaviour patterns, response to marketing
campaigns, product performance, and upcoming industry trends which if comprehensively
analysed and interpreted can result in improved marketing and sales. Pharma companies
are also harnessing the power of AI-led Analytics techniques to improve clinical trials, drug
research, drug recommendation by analysing vast number of datasets produced through
clinical trials and research.
AI-led Analytics is contributing to the Pharma industry in the following ways:
1) Research Analytics: AI and ML powered algorithms are being used to ingest,
create, and analyse relationships between the large amounts of research data
acquired from various sources.
2) Predictive Analytics & Simulation: AI is helping companies predict, the yield of the
final product or drug, trials, experiments, and observations. AI models also consider a
multitude host of parameters which can simulate the working of the end-products,
this helps companies test the products before going to market.
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3) Optimization & Monitoring: Machine Learning models perform the granular analysis
of key metrics affecting the performance and provide insights to companies to
improve the effectiveness and efficiency of the process.
Breakdown of AI-led and
Traditional Analytics Spend, Pharma
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Tra ditional Analytics
18.6%

16.2%
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28.4%

14.0%

(62%)
$6.9 B
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Pharma

AI-led Analytics in Action

D&A Maturity
Pharmaceutical companies have always relied on empirical data to identify patterns, test
theories, and understand the efficacy of treatments. The capability now exists to process and
make sense of that data through analytic technology, and it represents a great opportunity
for scientists and pharmaceutical companies. The industry is now transitioning from having
been one of the laggards in the adoption of new-age Analytics to having widespread
adoption of Analytics across the entire Pharma value chain.
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D&A Use-cases
Implementation of Big Data Analytics is enabling faster data processing, which is, in-turn,
allowing organizations to support scientific analytics and derive more focused business
outcomes for next-gen research. Pharma companies are looking to tap into the massive
potential of Analytics techniques by using it right from accelerating drug discovery, all the
way to better understand patient trends and behaviour.

Digital Analytics Spend – CPG & Retail and TMT, inclusive of e-Commerce
companies, constitutes ~ 50% of the total spend
The digital transformation has resulted in customers interacting with organizations
increasingly through digital channels and often in an omnichannel mode where the customer
engagement occurs on both digital and traditional channels. Digital business models
produce a large amount of data for analytics from each and every recorded interaction with
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the customer. Digital Analytics, thus, provides the organization with the opportunity to
customize and personalize experience in real time.
Digital Analytics is part of Data & Analytics spend associated with digital business models
across verticals. This includes analysing data collected from multiple digital channels such
as email, websites, social media, and mobile applications associated with a customer’s
buying journey to uncover how they are behaving and what actions can be taken to improve
their online experience. Digital Analytics, thus, refers to analytics that drives adoption of
business models to digital streams and/ or omnichannel streams by organizations, who are
also moving their customer engagement, customer acquisitions, customer commerce and
customer service to these digital channels, which affects their downstream teams such as
sales, marketing, and supply chain. This digital transformation results in a significant amount
of data and information along with various types of problems.
Digital Analytics focuses on providing enhanced online experience, real-time or otherwise, to
existing clients as well as potential customers, while also helping companies to obtain an
insight into the areas where they need improvement to ensure market competitiveness.
Some of the Digital Analytics applications (non-exhaustive) are:
1. Customer Retention & Churn analytics: Tracking customer behaviour and feedback in
real-time to forecast demand, understand activities, and predict churn rate – and
accordingly identify the reasons for attrition and proactively apply learnings to
orchestrate the customer journey.
Case-in-point: Amplitude announced Journeys, in 2020, which is an ML solution that help
teams to focus on the most notable times of customer lifecycle. Journeys, by assessing
the millions of potential outcomes along a customer path in real-time, centres teams on
the precise moments that have the largest business effect, such as churns or journey
paths that provide the best conversion.
2. Customer Monetization: Using AI technologies on audience data to determine which
types of customers are most likely to respond to certain advertisements leading to crosssell and up-sell.
Case-in-point: e-Commerce players create targeted ads based on click insights of
brands and advertisers for site monetization. This enables them to lower their prices,
meeting the needs of their customers (i.e., brands and advertisers) while also helping
them remain profitable.
3. Product Discovery & Personalization: Helping deliver the right product
recommendation by using AI-based predictive recommendation engine helps businesses
increase the potential Marketing ROI by optimizing their customer service efforts. It also
helps in bringing flexibility in personalizing product offerings as well as cross-selling and
up-selling new products.
Case-in-point: Google launched Product Discovery Solutions suite for retail industry, in
2021. This suite enhances retailer’s e-Commerce capabilities, along with providing
enhanced customer experience. This is achieved by bringing together AI algorithms and
Cloud Search for Retail, which leverages Google Search technology to power retailers’
product recommendation and personalization.
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4. Customer Data Platform: Helps in providing real-time information on 360-degree
customer perspectives, thus unlocking the value of customer data. This leads to
determining customer segmentation, what drives each conversion, and determining
single customer view for campaign management.
Case-in-point: Adobe announced Customer Data Platform, in 2021, where users can
merge, match, and analyse data using Adobe Analytics at any point in the consumer’s
digital journey, thus, helping in predictive intelligence and flexible reporting.
5. Conversational intelligence – Retrieving and analysing insights from customer
interactions such as emails, chats, social streams, images, and videos in near real-time.
Case-in-point: Veritone announced Veritone's Interaction Analytics solutions, in 2021,
which are pre-configured AI solutions for conversational intelligence that instantly
retrieve insights from customer interactions leading to smarter decision-making on
enhancing customer satisfaction.
6. Social Media Sentiment Analysis: Analysing the voice of customer which includes
review responses collected from social media. It combines monitoring, measurement,
and analysis of user sentiment data of businesses, collected through social media
platforms by associating it with e-Commerce sites. This helps in monitoring people,
fostering relationships, and maintenance of brand image.
Case-in-point: Prominent retailers, such as Amazon and Walmart, have successfully
managed to harness the user sentiment data from different social media platforms, such
as Facebook and Twitter, and subsequently analyse the voice of customer (including
reviews) to improve user’s online experience.
Breakdown of Digital Analytics Spends by Verticals
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o Digital Banking & Insurance
The BFSI vertical accounts for ~ 44% ($19.4 B) of the overall spend on Digital Analytics in
2020 because of sweeping digital transformation of banks globally, which has been
massively accelerated by the pandemic. Modern customers have begun to place more
importance on online banking capabilities. In a survey conducted in 2016, 66% of consumers
said that a great digital presence is an important characteristic of their chosen bank1. This
has forced banking institutions across the globe to launch new products and adjust their
digital strategies with countries like Norway leading this mandate. The high internet
penetration has resulted in 97%2 and 96%2 of the customers using digital banking services
for bill payments and updating account details, respectively. Naturally, with the increased
digital presence, banks have started to make the most of the large amounts of data at their
disposal by leveraging analytics techniques to have a data-driven approach to decision
making across their Mortgage/ Mortgage re-financing, Wealth Management, Checking
Account Management and Credit Card offerings.
The Insurance market is also seeing rapid innovation in the growth of technology-enabled
products and services. Data monetization is quickly finding increased focus in the industry,
as a potentially new stream of revenue. Digital revenue is expected to be $480 B of the
overall $7.5 T gross written premium (GWP) by 20253. Insurance Companies are quickly
realising the immense value that advance analytics techniques have to offer in accelerating
their growth. Insurance companies, thus, are using analytics powered insights to understand
customer demographics and reduce churn rate, mitigate risks & cyber threats, and most
importantly improve customer experience.

o D2C in CPG & Retail and TMT
The D2C (direct-to-customer) segment i.e. – online CPG, e-Retail commerce, and TMT
companies - contributes about 49.8% of the overall spend on Digital Analytics (e-Commerce
companies have been considered under the TMT vertical) and is expected to contribute
approximately 48.8% by 2024. CPG and Retail vertical accounts for ~ 26.1% ($11.6 B) of
overall Digital Analytics spend in 2020 and is expected to contribute approximately 28.1% by
2024, while TMT vertical, inclusive of e-Commerce companies, accounts for ~ 23.7% ($10.5
B) of overall Digital Analytics spend and is expected to contribute approximately 20.8% by
2024.
With retail companies across the globe looking at increased adoption of an omni-channel
approach, the e-Retail market is seeing rapid growth. Retailers are pressed with finding
ways to lower costs by fulfilling orders more efficiently to boost the bottom line. To address
the fundamental issue with profits, while improving customer experience, retail companies
are leveraging analytics techniques to take a obtain insights on Product Recommendations,
Market Basket analysis (to group products bought together), Price Optimization, and
Demand Forecasting, among others.
The online CPG Digital Analytics spend has been seeing enormous growth with the Online
CPG sales in the US increasing by ~$63 B4 in 2020, as compared to 2019 (majorly driven by
the food and beverage sales). The rise of smaller customer-centric, digital native brands has
revolutionised the CPG industry. For example, D2C consumer brands like Dollar Shave Club
doubled Gillette’s sales in just three years5. With the rise in online sales, companies are
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naturally gathering plenty of customer data which is being harnessed for the effective usage
of analytics techniques for product personalization and customer monetization.
Consumers are constantly evaluating new brands, diminishing brand advocacy, and
experimenting with new purchase channels to fulfil their needs that provide product benefit
and add convenience to their lives while aligning with their larger societal and environmental
goals. Traditionally, large CPG companies have primarily been brand-focused. However,
with digitally native brands introduced in the recent few years and the impact of the COVID19 pandemic, technology enhancements, and data privacy norms, CPG companies are
required to build direct partnerships with end consumers and create a long-lasting
relationship. Brands that have been able to construct D2C associations had to transform
their internal and external business digitally, which have led them to commence programs
that drive impact. To develop a strong D2C model, CPG companies are focussing on the
following key elements:


Connecting their own brand’s assets with the consumers and invest in areas such as
‘Consumer 360’ as well as set up lifetime value and touchpoints.



Understanding the rapidly changing consumer needs and perceptions to optimize
product development and marketing.



Demand sensing and onboarding onto the brand in an ongoing manner and beyond just
sale.



Own third party digital platform enablement with optimization to offer the right product at
the optimum time and price with high-quality consumer experience.



Agile supply chains and fulfilment channels.



Personalization beyond marketing and foraying into innovation such as pack-format and
product mix, which will help in satisfying consumer needs.



Real-time competitive intelligence to update price and promotions for maximum revenue
impact



Revenue generation management: shifting from a traditional and historical view of
reporting to a more dynamic and technology lead real-time solution; and



Leveraging technology and AI to create personalized products and services for
consumers.

e-Commerce is transforming the industry as the industry’s sales in the US are expected to
surpass $1 T, to make up 18.1% of the total retail sales by 20246. Major e-Commerce
players are increasing the adoption of advanced analytics methods to make their operations
efficient, maximize profits, and gain a competitive edge over their rivals, which will also play
a role in boosting the market growth. The global digital commerce industry is growing at a
significant rate, with revenues amounting to US$ 4.2 trillion in 2020 and expected to reach
US$ 5.4 trillion in 20227.
Every function of value chain is required to evolve to adapt to change when an organization
engages in D2C services. e-Commerce and D2C companies are required to manage
different GTM routes and set up targets, as well as track each of the targets for the said
market, route, and channel. Large-sized organizations undertake substantial digital
campaigns; and to track the efficacy, click-through rates, and return on advertising spend,
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such organizations are required to build and set up a suitable tracking mechanism for each
campaign and uniform resource locator (“URL”) which would allow the consumers to arrive
on the right digital platform. Organizations are required to manage product taxonomy and
categorization through pre-defined e-catalogue templates. However, the marketing
definitions on e-Commerce engines typically do not align with industry standards of the
product and component definitions. e-Commerce also requires a different command over the
supply chain than offline commerce and that is throwing up demand for supply chain
analytics.
Apart from e-Commerce, digital payment companies such as PayPal, SQUARE, as well as
new age OTT platforms, such as Netflix, Spotify, and digital gaming and e-sports companies
such as Zynga, Electronic Arts, comprise the second biggest contributor group to the Digital
Analytics spend in the TMT vertical. Making smart use of digital technologies created a
wholesale digital transformation in Telecom, while Media & Entertainment sector witnessed a
surge across content, distribution, consumption, and monetization as it pivoted towards a
B2C operating model driven by the ability to create D2C relationships.
Digitalization offered Telecom companies an opportunity to rebuild their market positions and
reimagine their business systems, thus enabling them to create innovative offerings for
customers. Digital is now the leading channel in many customer-service transactions, as
digital touchpoints now influence customers’ preferences across the whole decision journey.
Among these touchpoints, websites, and mobile apps both have influenced customers’
brand preferences. It has been observed that, social media platforms play a part only in case
of negative coverage which can hinder customer acquisition. Large telcos are already using
real-time 360-degree data of customers to personalize promotions, campaigns, and service
interventions along the entire customer journey.
Media & Entertainment companies are analysing the large amounts of data collected across
their five segments – Cinema, Traditional Pay-TV and Video, OTT Video, Video games and
e-Sports, and Internet advertising – to drive their D2C relationships. Among them, the
Internet advertising industry segment accounts for approx. 50% of M&E Digital Analytics
spend and will grow at a healthy rate of CAGR 7.5% between 2020-2024. This is expected
despite the potential hurdles in the space, such as anti-trust lawsuits against the leading
players in the market, the continued crumbling of the cookie and policies restricting the
viability of mobile identifiers within programmatic advertising environments, and the
continuing threat of ad fraud8.
Glossary:
1.
2.
3.
4.
5.
6.
7.
8.

2016 Global Consumer Banking Survey by Ernst & Young
“Recognizing the value of bank branches in a digital world” by Deloitte Center for Financial Services
“Insurance Revenue Landscape 2025: Innovate for Resilience” by Accenture Research
“Online CPG Sales in US are booming, but there is still room for growth” – Analysis by Nielson IQ
Perspective published by Digital Commerce 360 - “Brands selling direct: What does Unilever’s $1 billion bet
tell us?” (July 21, 2016)
“Data Analytics in E-Commerce Retail” published by Towards Data Science in Medium (Nov 09, 2020)
Retail Ecommerce Sales Worldwide, 2019-2024 chart in the article “Worldwide ecommerce will approach $5
trillion this year” published by Insider Intelligence Inc. in eMarketer (Dec 12, 2020)
“Power Shifts: Altering the dynamics of the E&M industry” – perspective from Global Entertainment & Media
Outlook 2021-2025 by PwC
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D&A Addressed Market overview
The analytics capability is no longer restricted to MNCs, domestic IT companies, and global
centres of enterprises. Additionally, the broader data science domain has transformed
beyond just supporting business functions. Analytics has now emerged as a necessary
capability across organizations, with businesses developing data science capabilities that
transcend the entire business model and operational value chain of companies. Companies
across verticals, including CPG & Retail and TMT, are increasingly adopting analytics, and
investing both capital and operational resources in the Data Science domain to gain a
competitive edge in the market.
Increasing demand for Advanced Analytics functions and lack of in-house talent are the
reasons driving the demand for outsourced Analytics services. Moreover, advanced
analytics is a highly value-added segment in the analytics industry with the ability to target
higher billing rates. The Analytics services market is addressed broadly by two types of
players:
1. Multi Services IT SPs who offer analytics offerings at scale along with their System
Integration (SI) and other IT offerings. The advantages of this setup are –
 Large IT SPs have access to a large client base to cross sell analytics offerings along
with other IT/BPM requirements.
 During the course of engagements, it is easier for large IT SPs to provide enterprises
with scale in terms of resources, skill-sets, and geographical presence.
2. Pure Play analytics players who solely provide niche analytics offerings. Advantages of
this setup are –
 Focused Analytics Domain expertise and offerings as the main differentiator.
 Can provide greater level of service depth and talent for analytics to enterprises as
compared to large IT SPs.

The overall analytics services market size was $34.0 B in 2020 and is expected to grow at a
CAGR of 18.8% and poised to touch $67.7 B in 2024. AI-led analytics services market was
$6.9 B (20% of overall analytics addressed market) in 2020 and is expected to grow at
25.4% CAGR to $17.0 B (25% of overall analytics addressed market) by 2024.
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Overall Analytics Services Addressed Market

AI-led Analytics Services Addressed Market
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While for Pure Play analytics firms, the overall analytics services market size is expected to
grow at CAGR of 24.8% (2020-24), AI-led analytics services market size is expected to grow
at CAGR 32.7% (2020-24). In contrast, Multi Service IT SPs’ overall analytics market size is
expected to grow at 17.9% CAGR (2020-2024), while AI-led analytics services delivery
market is estimated to grow at 24.0% (2020-2024). AI-led Analytics services constitute 20%
of Multi Service IT SPs’ addressed market, and 25% of Pure Play analytics firms addressed
market in 2020.






The services market is highly fragmented with the top 5 players, which are Multi Service
IT SPs, making up 35% of the overall analytics services addressed market and 42% of
AI-led analytics services addressed market.
Multi services IT SPs have vast experience in providing EDM services at scale, whereas
Pure Play analytics players are trying to build differentiation by offering targeted
Descriptive, Diagnostic, as well as Predictive Analytics offerings. The focus of the Pure
Play Analytics Players on these growth areas coupled with the strong capabilities that
they have built across advanced technologies (AI/ML, NLP, etc) is expected to drive high
growth rates among this category as compared to the multi-service line players. Pure
Play Analytics firms also have a strong focus on building IPs and solutions targeting
industry specific use cases
Globally, there is a rising acknowledgement in the market of the niche capabilities being
developed by the category and as a result the total Pure Play analytics services market
is expected to grow at a CAGR of 24.8% from $4 B to reach $9.7 B in 2024.

Global Analytics Services Delivery Footprint
India is the top outsourcing destination for analytics, and Indian companies including Multi
Service Providers (ex: TCS, Infosys, Tech Mahindra, Persistent etc) and Pure Play Analytics
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firms (ex: Mu Sigma, Fractal Analytics, LatentView, Course5i, etc) have a share of ~40% of
the overall analytics addressed market, and 33% of AI-led analytics services addressed
market in 2020. The overall Indian analytics services delivery market is estimated to grow at
a ~20.0% CAGR (2020-2024), while AI-led analytics services delivery market is estimated to
grow at ~28.0% (2020-2024).

Source: Zinnov Analysis

Source: Zinnov Analysis
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North America (NA) and Western Europe (WE) have a larger concentration of Pure Play
Analytics players, who create differentiation through their expertise in niche solutions and
products. NA & WE have a share of ~27% & 12% of the overall analytics addressed market
and 32% & 17% of AI-led analytics services addressed market, respectively in 2020. North
America’s overall analytics services delivery market and AI-led analytics services delivery
market are estimated to grow at ~24.0% & ~ 26.0% CAGR (2020-2024) respectively.
Players from different geographies have distinct characteristics as outlined below –




The large Multi Service Providers (Accenture, Cognizant, etc.) are dominant in North
America along with Pure Play analytics firms and staffing companies who cater to the
onshore demand of North American customers.
Indian SPs address the demand from across the globe and the market is dominated by
Multi Service IT Providers driving $9.5-10.5 B of overall analytics services revenue and
$1.5 - 1.8 B of AI-led analytics services revenue. This is followed by Pure Play Analytics
firms contributing $1.5 - 2.5 B of overall analytics services revenue and $0.5 - 0.7 B of
AI-led analytics services revenue.

Source: Zinnov Analysis
Note: AI-led Analytics Services demand + Non AI-led Analytics Services demand = Overall Analytics Service demand






Service Providers from China and Japan largely cater to the analytics spend of local
TMT companies.
UK and Ireland serve as the hub for analytics delivery in Western Europe, largely
through Pure Play analytics firms and Consulting companies. Large Multi Service
Providers (Capgemini, Accenture, etc.) are dominant in France and Germany.
Eastern European market is dominated by Multi Service Providers. They are still largely
seen as System Integrators who cater to the less complex spectrum of analytics
outsourcing.
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FAGMA companies (Facebook,
outsourcing deep dive

Apple,

Google,

Microsoft,

Amazon)

FAGMA companies outsourced a sizeable portion of their traditional as well as AI-led
analytics work to Service providers in 2020, across the D&A value chain. And this
outsourcing spend will continue to grow. Some of the notable outsourced work streams are
discussed below:
Facebook: Facebook has outsourced work related to content moderation as well as part of
its analytics/AI ML projects to flag/censure content. Some of the outsourced activities in D&A
segment are:
Traditional Analytics:
 Design, build, and maintain data pipelines for data warehouses; optimization of
existing data pipelines; database management, and BI for data center operations
AI-led Analytics:
 Build and deploy AI/ ML models for Facebook Ads
 Testing of Artificial Intelligence System to assess video and picture contents on FB
 Application of e-Content AI for marketing operations
Apple: Business Units such as App store, Apple Pay & iOS are outsourcing as Apple is
leveraging technologies like AI, sensors, and analytics to personalize user experience,
enhance features of its hardware devices and use computer vision to improve security
across different product lines. Some of the outsourced activities in D&A segment are:
Traditional Analytics:
 Development of ETL program related to usage of different applications on App Store
(data is received from the Hadoop cluster via agents and subsequently being sent for
further downstream processing for loading into database)
AI-led Analytics:
 Development of classification model using ML and DL algorithms
 Developing Conversational Kit, an internal Apple application, built on ML to automate
conversations for common contact drivers
 Apple Care customer analytics to deliver personalized solutions to customers (using
ML technique to predict Apple Care product in relation to purchased Apple product)
Google: Ads & Analytics and Search & Explore business units outsource large portion of
their D&A spend. Some of the outsourced activities in D&A segment are:
Traditional Analytics:
 Managing Geo Database and collection of data from various sites to help improve the
accuracy of the user-locator element of Google's mapping services
AI-led Analytics:
 Content operations for Knowledge Graph, which is used by google to enhance its
search engine results and perform data quality analysis
 Providing linguistic support to Google Assistant which involves developing and
maintaining ontologies, writing grammar rules, POS tagging, phonetic transcription
 Analysis of optical character recognition that helps to identify text by scanning and
integrated with google pixel
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Microsoft: Microsoft Office and Microsoft Dynamics are the highest outsourcing business
units within Microsoft, followed by Azure. Outsourcing for Azure continue to rise as Microsoft
attempts to address scalability and faster time to market. Apart from these, End-of-Service
products require outsourcing partnerships to reduce costs and focus on business priorities.
Some of the outsourced activities in D&A segment are:
Traditional Analytics:
 Development of Power BI application dashboard to capture and reporting gaps
 Development, Testing, and Maintenance of Digital Store Analytics, a BI platform to
track customer behaviour, track sales performance, and analyse optimization efforts.
AI-led Analytics:
 Developing propensity models to prioritize audience targeting to increase adoption
rate of the Azure Services
 Game telemetry analytics and UX research with the Xbox Research team
 Testing of Human-Machine Interaction among Microsoft Surface and other devices
Amazon: AWS has been outsourcing part of its development work on vertical specific
customization/integration which is happening across multiple product groups. Feature
development and lifecycle management are also their key outsourced areas. Some of the
outsourced activities in D&A segment are:
Traditional Analytics:
 Development of BI tools to understand customer purchasing trends
 Developing an end-to-end BI solution for a financial module called ER Actuals
 Development of the ETL program using Informatica to create mapping to extract data
of all the orders, sales, invoice, customer, and store in Amazon DWH for reporting
AI-led Analytics:
 Amazon Redshift data upload using AWS(S3) and migration of Oracle data to AWS
Redshift using Amazon ETL tools

Emerging Trends of Outsourced Analytics Services market
Owing to the huge growth in demand and a highly fragmented market, multiple trends have
been emerging across SPs addressing this market. Some of them are –
1. Convergence of Artificial Intelligence (AI) with Data Science to deliver smarter
insights and faster outcomes –
AI-led Analytics is becoming –




More efficient – through automation.
More accessible – through improved User Interface (NLP enables analytics tools to
understand natural language queries).
More powerful – since previously difficult to analyse data such as text and videos are
now easily analysable.

SPs are now investing heavily in R&D as well as in tech partnerships and academic
collaboration to develop AI-led analytics products and solutions. SPs are also building
solutions and IPs for various industry use-cases and horizontal functions by leveraging
AI. Thus, they are obtaining domain expertise in offering analytics solutions to various
sectors like BFSI, Tech, Retail, Pharma. Some notable examples include:
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AbsolutData – Navik Marketing AI: Customer-driven Marketing
Fractal – Qure.AI: AI for Radiology
Bridgei2i – BridgeFunnel: AI-powered Sales Assistant
Capgemini – Perform AI: Insights for designing and launching new products,
services, business models by leveraging AI.
Course5i – Discovery: NLP driven platform providing conversational insights through
AI based voice and chat intelligence

2. Focus on delivering end-to-end Analytics offerings
SPs are now seeing analytics as a key initiative in all digital transformation initiatives
across enterprises and are helping them define a roadmap. Consulting-led Analytics
engagements, usually high margin engagements for SPs, are forming 8-10% of the total
addressed market, followed by software product-led analytics service or productizedservices which constitutes 10-12% of the total addressed market.

The SPs are offering specialized analytics products and massively replicable frameworks
that can be used by clients for quick insights, real time tracking, quick time to market,
etc. These SPs are differentiating themselves by developing the ability to address digital
business models through selling their offerings over a digital platform, building SaaS
analytics products, etc.
3. Increasing consolidation of the Analytics Services addressed market by large IT
players
The Pure Play Analytics Service Provider market is highly fragmented with a long tail of
specialized SPs. Multi Service Providers (mid-sized and large) are adding niche analytics
capabilities through tuck-in acquisitions of small Pure Play Analytics companies.







Infogain, a mid-sized IT player, acquired AbsolutData – a provider in AI-led analytics,
in October 2020
Cognizant acquired Servian, a Data Consulting company, in April 2021
Accenture acquired CoreCompete, a specialized Supply Chain Analytics SP, in April
2021
Zensar, a mid-sized IT player, acquired M3BI, a data engineering firm, in May 2021.
Accenture acquired Bridgei2i, a provider in AI-led analytics, in October 2021
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GCC vs Outsourcing Service Providers
Demand for Data and Analytics (D&A) and Artificial Intelligence (AI) & Machine Learning
(ML) technologies has grown drastically over the years. Enterprises are placing huge bets on
products and solutions built on new-age concepts such as facial recognition, AI-based
chatbots, digital healthcare, self-driving vehicles, etc. Companies across industries, such as
BFSI, Automotive, Healthcare/ Lifesciences, Retail, and CPG, TMT (Technology, Media &
Entertainment and Telecom) derive value and generate revenue by leveraging these
technologies. To meet these demands, companies are either setting up in-house Global
Captive Centers (GCCs)/ Global Centers of Excellence (GCoEs) or are outsourcing to
service providers (SPs) across globe.
Depending on the level of maturity of GCCs, they can be classified into –
i)

Low maturity centers – these are the newly established centers that act as support
centers/ delivery centers and are involved mostly in same kind of work that is
outsourced to SPs such as Big Data management, Operational Analytics, BI &
Reporting (Descriptive & Diagnostic analytics), etc. They generally have nascent AI/ML
technologies adoption.

ii)

Medium maturity centers – these are the established centers in Data and Analytics
and/or AI/ML technologies. These centers have significant engineering and portfolio
leadership and engage in significant ecosystem engagements, including collaborations
with SPs in setting up joint center of excellences (COEs), design studios, analytics labs,
etc.

iii) High maturity centers – these centers act as transformation hubs as they own multiple
technology driven transformation objectives, global change management projects, and
deliver a direct impact on the bottom-line of the enterprise vis-à-vis these initiatives.
These centers, not only have multiple ecosystem engagements but also are found to
outsource D&A work to matured Service Providers.
Enterprises across the globe are either setting up joint GCCs or collaborating with SPs to
make the most of their distinguished capabilities and technical know-how, particularly in the
areas of Big Data Management, Operational Analytics, BI & Reporting. Some of the notable
examples are:
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Course5i’s Positioning and Competitive landscape
About Course5 Intelligence Limited (Course5i)
Course5 Intelligence Limited is one of the leading Indian* Pure Play Data Analytics &
Insights companies in terms of revenues in FY 2020, with a strong focus on AI capabilities
across its products and services offerings. With a dedicated AI Lab and a strong bank of IPs,
the company has emerged as a trusted partner for leading enterprises looking to develop
next-best-experience solutions for their customers. Course5 Intelligence Limited is an
independent Digital Analytics and Marketing & Customer Analytics company, with a deep
understanding of the omnichannel customer journey coupled with an ability to work on
Digital, Social, Syndicated, and Survey data. Course5 Intelligence Limited has been
providing business impact from analytics, insights and applied AI to global customers.
Course5 Intelligence Limited has significant expertise in analytics for Digital, D2C and
Omnichannel models, which includes areas such as customer analytics, supply chain
analytics, enterprise AI and social media analytics and insights.
Course5 Intelligence Limited provides services to four out of the seven world’s largest
companies by market capitalization as of November 30th 2021, four out of the top ten
pharmaceutical companies in terms of net revenue in 2020, and two out of the five largest
CPG companies in terms of net revenue in 2020. The company’s offerings are across high
growth verticals such as TMT, Retail & CPG, and Pharmaceutical, with a focus in Customer
Analytics, Sales & Marketing Analytics, and Supply Chain Analytics.
* Indian – Companies who have entities incorporated in India

Competition
The competition for Course5i consists of Analytics Service Providers in 2 broad categories:
1. The large Multi Service IT Providers – Providing multiple service offerings and have an
ability to offer analytics services at scale. Multi-Service IT SPs like Accenture, TCS,
Genpact, EXL and LTI have been included for comparison as they have manged to scale
up their analytics business by offering similar offerings and serving similar markets as
compared to Course5i.
2. Pure Play Analytics players – Specialize in only analytics services and offer an in-depth
understanding of solving complex customer problems. Pure Play Analytics Companies
like Tiger Analytics, Fractal Analytics, LatentView Analytics, ThoughtSpot and Palantir
have been included for comparison as they offer similar offerings and services, target
similar market segments and are of similar size as compared to Course5i.
Companies Overview
Course5 Intelligence Limited has been providing business impact from analytics, insights,
and applied AI to global leaders in the AI industry. The company serves some of the
prominent players in the TMT, Pharmaceutical, CPG & Retail verticals in the US helping
them solve Data & Analytics problems. Key Pharma and CPG players in Europe are also
clients of the company.
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Multi Service IT SPs

Pure-Play Analytics Firms

Key Financial Figures
Large IT Service Providers make up ~85%+ of the addressed market in 2020, given their
scale and access to large accounts. While the analytics market grew by ~16.0% CAGR
(2018-20), the Indian IT SP analytics revenues have grown by ~20.0% CAGR (2018-20),
owing to increased demand in offshore outsourcing. The Pure Play Analytics companies
have grown by 25-30% CAGR (2018-20), driven by a focus on large accounts and their
ability to differentiate by providing an in-depth understanding of customer problems.
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FY20-21/ CY 2020 Financial Metrics
Multi Service IT SPs

Pure-Play Analytics Firms
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FY19-20/ CY 2019 Year Financial Metrics
Multi Service IT SPs

Pure-Play Analytics Firms

Glossary:
1.
2.
3.
4.
5.

6.
7.
8.
9.

Global IT Service provider's revenue includes analytics as well sales from other services
Return on Equity is calculated as (Net Income after Tax – Minority Interest in Earning) / Total Common
Equity
PAT Margin is calculated as Income after Tax / Total Income (Operation and Other)
DSO is calculated as (Year-end trade receivables * 365) / Revenue from Operations
Employee Expense % is calculated as (Employee Benefits Expenses / Income from Operations); wherever
Employee Benefits Expense(s) is not reported in the Annual Report, Cost of Revenue(s) or Cost of
Service(s) has been used instead
Private company information is taken from Ministry of Corporate Affair (www.mca.gov.in)
Financial figures for ThoughtSpot represent the data for "ThoughtSpot India Private Limited" entity registered
in India
Financial figures for Fractal Analytics represent the data for "Fractal Analytics Private Limited" entity
registered in India
Financial figures for Tiger Analytics represent the data for "Tiger Analytics India LLP" entity registered in
India
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IP/ Product Offerings
While the large multi service SPs have access to big accounts and can provide scale, the
Pure Play Analytics players are identifying niche solutions to cater to. They are building
product solutions in Descriptive and Diagnostic solutions and Predictive Analytics segments
which are expected to offer the highest growth. Leveraging product offerings and end to end
analytics solutions including consulting services, is expected to help Pure Play players to
break free from the linear growth, create differentiation, and increase their profit margins
much faster than the larger players. Course5i has carved out a niche for itself by developing
an independent AI lab to focus on creating AI and IP led innovation.
Non-exhaustive list of IP/Solutions/Services offered by large IT SPs and Pure Play Analytics
players across different analytics segments:
Multi Service IT SPs

Pure-Play Analytics Firms

75

Partnerships
Partnerships and alliances help in creating and delivering a compelling suite of solutions:


Cloud Partnerships – They are becoming relevant for D&A players today, as they
provide enterprises access to an ecosystem that can encompass technologies,
platforms, and analytics solutions to harness the data effectively. It aids in the creation of
new business models and services, competitive product differentiation, and more
effective and efficient processes leading to significant business impact. Additionally,
discounted pricing, co-innovation, and joint GTMs are key benefits of getting into Cloud
partnerships.



Data Integration/Processing Partnerships – Integration and processing large volumes
of data is critical for Data Analytics use-cases. Partnerships with data platforms provide
the infrastructure to deal with massive volumes of data and add solutions on top of it.



University Collaborations – Academic partnerships are helping Analytics companies to
harness the power of the available diverse talent as well as high-end analytics
infrastructure to drive high-level research in Advanced Analytics and AI/ML technologies.

Non-exhaustive list of partnerships with Cloud Platform Providers/ Data Warehousing
Companies/ Data Aggregators/ Universities of large IT SPs and Pure Play Analytics Players:
Multi Service IT SPs

Pure-Play Analytics Firms
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Talent Acquisition and Retention
There is demand for highly qualified, experienced and technically-adept talent in the field of
Data & Analytics (D&A) and this demand is set to increase exponentially. D&A roles,
including that of AI-led analytics, such as Data Engineer, Data Scientist, Data/BI Analyst,
Business Analyst etc. needs certain niche skillsets like statistical and quantitative analysis
skills, programming language skills, data structures & analytical skills, etc. The quality of
talent has emerged as a key differentiating factor among service providers. However, there
is a substantial demand-supply gap of D&A talent which is posing challenges in acquiring
and retaining talent for companies. Companies hence are doubling down on their talent
acquisition and retention efforts to ensure a steady supply of D&A talent. They are
increasing their focus on initiatives such as University tie-ups, Hackathons, etc. for tapping
the relevant talent groups. Companies are also redesigning their retention system by offering
increased value to employees through initiatives such as ESOPs, Training, Scholarships,
Flexible Rewards & Recognitions, etc.

Multi Service IT SPs

Pure-Play Analytics Firms
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Mergers & Acquisitions
There has been heightened activity in M&A transactions of IT service providers over the past
few years. Over the past 3 years there have been ~ 9001 mergers/acquisitions of IT Service
providers adding up to a total valuation of $40 - 45 B2. M&A has emerged as a strategic tool
for bolstering digital capabilities for Service providers
In the analytics space, there has been a recent spate of acquisitions leveraging AI/ML
technologies for Big Data and Analytics use cases including Predictive Analytics.

Multi Service IT SPs

Pure-Play Analytics Firms

Additionally, in the last 10 years there have been several acquisitions in the data and
analytics space with an objective to ramp up analytics capabilities and offerings.
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There has been a spate of acquisitions undertaken in the data and analytics space over the
last 3 years. Some of the other notable acquisitions in Data & Analytics space in last 3 years
with undisclosed deal values are:

Glossary:
1.
2.

Represents the total number of M&A transactions by IT Service Providers and Institutional investors
Represents summation of enterprise valuation of transactions publicly disclosed
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