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Background and 
Methodology
BusinessWeek Research Services (BWRS) 

launched a research program in April 2009 to 

determine the attitudes and opinions of C-level 

executives with regard to the use and value of 

business analytics. The research program was 

designed to understand how companies can 

optimize business analytics to improve fact-based 

decision making.

This white paper, “Information Is King: Business 

Analytics in the Age of the Downturn and the (Re)

Emergence of the Customer,” reviews a portion of 

the research and provides analysis and insights on 

the topic of business analytics. It is part of a series 

of white papers for C-level executives intended to 

facilitate sharing the most important insights from 

the research. More data and insights are available 

at this exclusive Web site: http://www.sas.com/

whitepapers/index.html

This research program is an online survey of 

C-level executives at leading large and midsize 

companies who are members of the BusinessWeek 

Market Advisory Board, an online panel of 20,000+ 

business leaders and executives. Overall, a total 

of 101 C-level executives across the globe were 

surveyed in April and May 2009 (see Chart 1). 

For more information about the contributors to 

this research program, please visit: http://www.

sas.com/whitepapers/index.html

This research project was funded by a grant 

from SAS but was written by BusinessWeek 

Research Services. The editorial department of 

BusinessWeek was not involved in this project.  

For more information about this project, please 

contact BusinessWeek Research Services at 

samuel_gager@businessweek.com.
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 Executive Summary 

	 •  Most C-level executives (83%) agree that the importance of using information effectively to 

run their businesses has never been greater. 

	 •  Two	in	five	C-level	executives	indicate	that	their	organization	isn’t	deriving	enough	value	from	

the	information	they’ve	collected.	

	 •  Only	 one	 in	 five	C-level	 executives	 report	 that	 the	 use	 of	 business	 analytics	 is	 integrated	

across their entire organization. 

	 •  The top-tier issues for 2009 include customer loyalty and retention, the importance of expanding 

the	existing	customer	base,	profitability	improvement,	customer	service	improvements,	and	

new customer acquisition.

	 •  Business	 analytics	 has	 the	 largest	 impact	 on	 profitability	 improvement,	 performance	

management, customer loyalty and retention, customer service improvements, and expanding 

the existing customer base.
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Introduction:  
Information is King 
Information	 has	 long	 been	 a	 leader’s	 most	

valued tool. To take action without it risks 

leading organizations down the wrong path 

and, potentially, the squandering of valuable 

resources. In addition, using information without 

a decision-making framework can lead an effort 

off course. Captains of armies and industries alike 

have learned that gathering data, analyzing it and 

turning it into effective action is a process that 

not only requires great skill, but can deliver vast 

rewards.   

For example: business analytics has shown 

that 30% of customers deliver the majority of a 

company’s	 profits,	 and	 that	 the	 next	 50%	 add	

nothing to the bottom line. But more importantly, 

business analytics can help an executive team 

understand how to make the most of the remaining 

customer population, if at all. The insight afforded 

by business analytics can make all the difference 

in the ever expanding global marketplace. 

The Power of 
Transforming Data 
Data is shapeless, providing limited insight without 

the proper tools to drive fact-based analysis and 

decision making. Eight in ten C-level executives 

agree that the importance of using information 

effectively to run their businesses has never been 

greater (see Chart 3). 

However,	 data	 collection	 alone	 isn’t	 enough	

to make a difference on the ground, where 

practical information matters most. Even in this 

day	of	sophisticated	data	acquisition,	two	in	five	

C-level executives say that their organization 

isn’t	 deriving	 enough	 value	 from	 data	 they’ve	

collected. Knowing how to convert core data 

into	information	that	can	be	used	to	benefit	their	

organization is important. Business analytics can 

transform information assets into a competitive 

advantage by delivering fact-based insights. 

Those	insights	can	have	a	far-reaching	influence	

on relationships with customers and suppliers, in 

addition	to	enhancing	an	organization’s	operation	

and performance. Used to its fullest potential, 

business analytics can enhance and empower an 

organization beyond its core business objectives 

and take it to new, unforeseen heights. 

But not every company gets the same value 

from its investment in business analytics. That 

may be because the use of business analytics 

is inconsistent across organizations, almost 

ensuring weak links in the chain of value creation. 

Only	one	in	five	C-level	executives	report	that	the	

use of business analytics is integrated across their 

entire organization (see Chart 4). The remaining 

four	 in	 five	 said	 that	 dedicated	 analysis	 of	 their	

organization’s	 information	occurs	only	 in	various	

business	 units	 (30%),	 for	 specific	 functions	 and	

initiatives	(27%),	for	isolated	specific	issues	(9%)	

Question: 
“The importance of using information effectively to 
run our business has never been greater.”

Agree,  
83%Disagree, 6%

Neither,  
11%



Prepared by BusinessWeek Research Services  
for the SAS Institute Inc. 4

or not at all (10%). This patchwork of integration 

suggests that organizations are still in the 

early adoption phase and are in the process of 

determining how to utilize business analytics. 

However, the inconsistent application of 

business	 analytics	 shouldn’t	 be	 thought	 of	 as	 a	

reflection	 of	 the	 value	 placed	 on	 gathering	 and	

analyzing business data. Executives understand 

that business analytics provide tangible and 

repeatable	 benefits	 for	 their	 organization,	 and	

when asked, most indicated that the greatest 

benefit	 of	 business	 analytics	 is	 that	 it	 promotes	

and fosters a culture of evidence-based decision 

making, measurement, and accountability across 

their organization. Just because corporate leaders 

haven’t	 fully	 implemented	 a	 business	 analytics	

program	 doesn’t	 mean	 they	 don’t	 know	 what	

they’re	missing.		

But while the application of business analytics 

may be inconsistent from company to company, 

or within organizations, CEOs surveyed agree 

that, as they guide their organizations through 

the current macroeconomic conditions, one thing 

is increasingly clear: the customer needs to be 

the sustained central focus of 2009 and beyond 

and business analytics is emerging as the key to 

ensuring that focus.

The (Re)Emergence  
of the Customer 
In	 an	 increasingly	 competitive	 marketplace,	 it’s	

natural to make sure that you are keeping an eye 

on your competition. The inclination of companies 

over the years has been to focus on competitors 

rather than enhancing their relationships with their 

customers. Newer market entrants invariably seek 

to dislodge leaders in the space, and incumbents 

fight	equally	hard	to	keep	their	position	as	“King	

of the Hill.” 

However, as a result of the recession that, 

according to the National Bureau of Economic 

Research,	began	in	December	2007,	firms	across	

the economic landscape have refocused their 

attention on the customer. 

According to the C-level executives surveyed, 

their	organization’s	relationship	with	its	customers	

has taken center stage in 2009. Companies are 

no longer focusing on traditional go-to areas such 

as	finance,	risk	and	supply	chain	management,	or	

even workforce management. 

While 72% of the companies surveyed increased 

their focus on management, nearly the same 

numbers (70%) were also increasing their focus on 

customer loyalty and retention. Companies were 

also increasing their focus on expanding existing 

customer relationships (66%), new customer 

acquisition	(51%)	and	improving	customer	service	

(51%)	.	Pricing	optimization,	business	performance	

Integrated use across the 
entire organization

Used in various business 
units, divisions

Used for specific functions 
or initiatives

Isolated use for a very 
specific issue

Not used in our company

20%

30%

27%

9%

10%

Question: 
Which one of the following best describes your 
company’s use of business analytics?

 Chart 4
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management and risk management have also 

taken on increased importance but tended to trail 

the renewed emphasis on the customer.  

Of the top-tier issues for 2009, four out of the 

five	are	customer-centric.	Those	 issues,	 in	order	

of rank, are customer loyalty and retention, the 

importance of expanding the existing customer 

base,	profitability,	customer	service	improvements,	

and	new	customer	acquisition	(see	Chart	5).	

As companies focus more on customer issues 

in the near term, executives understand that 

business	analytics	can	have	a	significant	impact.	

Three	 of	 the	 top	 five	 are	 focused	 on	 customer-

based issues (see Chart 6). In order of rank they 

include:	 profitability	 improvement,	 business	

performance management, customer loyalty and 

retention, customer service improvements, and 

expanding existing customer relationships. 

In addition, the appreciation for the role of business 

analytics as it relates to the customer became 

increasingly apparent when executives were asked 

how they would best describe business analytics 

at the enterprise level. Many C-level executives 

responded with a strong focus on the customer.  

	 •  With regard to synchronizing the value 

proposition, one executive immediately 

ventured that business analytics is the best 

way	 to	“match	 the	customer’s	needs	with	

our product offerings.”   

	 •  Another executive stressed that business 

analytics “enables (our) managers to adjust 

the business to best serve our customers 

and achieve the mission and goals of the 

enterprise.”  

	 •  Another stressed the ability to maintain the 

“healthy and dynamic growth of revenue, 

and customer relationships,” followed by a 

concern for employees and the community.  
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Companies	aren’t	ignoring	the	other	management	

issues	 —	 such	 as	 financial	 managing	 liquidity	

in highly constrained credit markets — that 

have increased in importance during the current 

economic turmoil, but the many facets of the 

customer relationship have collectively become 

the intersection of the broader management 

performance	metrics.	 For	 some,	 the	 confluence	

of organizational objectives, in addition to the 

renewed focus on the customer, affords an 

opportunity to push business analytics adoption 

across the enterprise.  

Chart 2 highlights activities for which organizations 

should be utilizing business analytics on a daily 

basis, if they are not already. Six activities surfaced 

as having above-average impact and importance. 

These six activities include: customer loyalty 

and retention, expanding the existing customer 

base,	 profitability	 improvement,	 customer	

service improvements, business performance 

management, and risk management. 

By capitalizing on high-impact analytics, business 

leaders are better able to develop agile strategies 

that	 inevitably	 improve	 profitability,	 such	 as	

investment in innovative product development 

and customer retention and acquisition.

 Chart 6

Question: 
How much impact do you believe a business 
analytics approach would have on the  
following areas?   
Use scale where:  
1 = No impact;  
5 = Significant impact 
 
                   (MEAN VALUE)
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Conclusion and Recommendations 
It	takes	a	motivated	leader	to	ensure	that	the	benefits	of	what	can	be	a	unique	and	insightful	approach	

accrue to his or her organization. A majority of responses to the current survey show that leaders appreciate 

what business analytics offers — qualitatively and quantitatively. The core advantage cited is the ability to 

make decisions based on the facts, not guesswork, anecdotal evidence, or intuition. 

With increased focus on the customer and other important management issues, C-level executives 

are	well	 aware	 that	 they	have	at	 their	 disposal	 a	discipline	 that	 can	provide	 significant	 impact	 across	

their	organization.	What’s	needed,	however,	 is	to	employ	business	analytics	across	the	entirety	of	their	

organization’s	 operations.	 The	 study	 suggests	 that	 if	 enterprises	 in	 2009	 and	 beyond	 are	 driven	 by	

customer relationship objectives, business analytics may help align organizations around a common set 

of performance metrics that could drive adoption of fact based decision making, leading to better results. 

The equation is a simple one: fact-based decision making — be it about the customer or other enterprise 

objective — equals better results. 

Given that business analytics is, in most cases, only used in certain silos of large organizations, a 

widespread adoption of a business analytics framework could go a long way toward fully realizing the 

potential that business analytics has to offer. Fully adopting a fact-based decision making model can 

provide organizations with the quality information they need to compete in a rapidly changing economy. 

Accepting a business analytic framework can help executives better manage their relationships with 

customers and suppliers, and improve their overall operations.



Imagine	if	your	executive	team	said,	“Our	company’s	core	mission	depends	on	making	quality	widgets,”	

and then, “Few of us believe we are any good at making widgets.” This would have to be a paralyzing 

scenario – one so obviously askew that sweeping changes would be made to get things on track.

Substitute an intangible commodity for a physical one, and this is essentially the message executives 

delivered to BusinessWeek Research Services in April 2009. Most C-level execs surveyed (83%) agreed 

that the importance of using information effectively to run the business has never been greater. At the 

same time, only 60% believed their organizations were doing it well, and only 20% actually had the 

enterprise-wide integration necessary to do it well.

What gives? Are organizations so entrenched in operational and transactional systems that they have 

come to view data as king – instead of transforming data into meaningful information and predictive 

guidance? Have they bought into the idea that a patchwork of so-called best-of-breed solutions will yield 

the best insights – even if all those well-bred systems barely speak to each other? Have they settled for 

rear-view reporting as a compass for future directions?

It appears so. The survey showed that 30% of organizations used dedicated data analysis only within 

various	business	units,	27%	applied	analytics	only	for	specific	functions	and	initiatives,	9%	for	isolated	

specific	issues,	and	10%	didn’t	conduct	data	analysis	at	all.

These	figures	are	surprising,	given	the	current	economic	downturn.	 In	richer	days,	organizations	could	

afford	inefficiencies,	missteps	and	dead-ends.	Times	were	good,	budgets	could	take	it.	But	lean	times	

put the pressure on organizations to cut costs and preserve capital at all costs – while still growing the 

business.	That’s	a	tall	order,	a	nearly	unachievable	one	unless	the	organization	can	extract	every	bit	of	

informative value it can from its data resources.

Who are our most valuable customers? What are the right offers to make to them and when? What are the 

optimal price points and delivery channels? What are the risks of entering a new market or launching a new 

product? What are the real costs associated with transactions and business processes? Is human capital 

aligned with objectives? Have business decisions driven us closer to strategic goals? Will short-term 

cost-cutting	undermine	the	company’s	readiness	for	the	inevitable	rebound?	Would	we	even	know?	

Finding trustworthy answers to perennial business questions

The answers to those questions will not be found in the renegade spreadsheets that abound in most 

organizations		–	nor	in	simple	“analytic”	tools	that	simply	sort,	drill,	filter	and	rank.	The	answers	will	not	be	

found in scattered transactional and operational systems, or in patchwork reports cobbled together from 

disparate systems and databases.

Sponsor perspective –  

SAS® and Business Analytics 
 A comprehensive framework for turning data into insight and effective business decisions
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Organizations need to bring those systems together into a cohesive analytic framework – a business 

intelligence framework. Now, formerly incompatible data sets can share their information – trusted, validated 

and cleansed information – to be analyzed using multiple techniques. Analytically derived insights can be 

presented to authorized users over the Web – where and when they need the information, in intuitive and 

graphical formats they can really use. Business leaders can exploit sophisticated analytical methods to 

truly understand the business, without having to become statistical gurus themselves.

With this kind of framework in place, you can understand the drivers of success in all facets of the 

organization, anticipate the impact of changes in key variables, measure progress toward divisional and 

enterprise objectives – and consistently deliver the value stakeholders demand. 

Business analytics as a growing priority

For many enterprises, software investments are not aligned with business objectives or with their potential 

for returning bottom-line value. SAS has found that a typical enterprise spends 90% of its software budget 

on	operational	and	transactional	software	–	and	a	mere	5%	on	software	that	actually	helps	them	understand	

all that data. Effectively, this means the organization focuses inwardly on processing information rather 

than on learning from the data to create a competitive advantage.

Operational systems such as ERP and CRM systems have universally been seen as “must haves,” but for 

companies seeking to thrive in an unforgiving economic climate, business intelligence now falls into that 

“must have” category as well.  

The SAS® Business Analytics Framework

The SAS Business Analytics Framework seamlessly integrates the fundamental elements of business 

intelligence, including:

	 •  Centralized data repositories that synthesize data from currently incompatible data silos on any 

platform and any format, using common metadata.

	 •  Sophisticated ETL (extract, transform and load) processes that maintain data quality, so you 

can have faith in the accuracy of plans, reports, and analyses based on that data.

	 •  Industry-specific business analytics that enable non-statisticians to surface meaningful 

intelligence from vast amounts of information about customers, products, and risks.

	 •  Predictive and descriptive analytics to deliver more accurate forecasts, optimization and resource 

allocation plans – looking not just at what happened, but what will happen.

	 •  Query and reporting tools that give users the highest quality of information in role-based interfaces 

– where and when needed, via multiple platforms and channels.

	 •  Targeted business solutions that support key areas of your business, such as customer 

relationships,	marketing,	finance,	risk	management,	HR,	supply	chain,	and	more.

	 •  Turnkey industry solutions	for	various	vertical	markets,	such	as	financial	services,	life	sciences,	

healthcare, retail, manufacturing, and others.
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	 •  Strategic performance management for enterprise-level guidance, accountability, and integrity.

	 •  Professional services, training, and ongoing support with extensive domain expertise to help 

your organization get rapid results and maximize the value of its SAS solutions. 

With the SAS Business Analytics Framework, you can address your most critical business issues right 

now and then add new functionality over time – all from one vendor, all through one framework, to help 

achieve	financial	excellence,	operational	excellence	and	continuous	performance	improvement.	

About SAS

SAS is the leader in business analytics software and services, and the largest independent vendor in 

the business intelligence market. Through innovative solutions delivered within an integrated framework, 

SAS	helps	customers	at	more	than	45,000	sites	improve	performance	and	deliver	value	by	making	better	

decisions faster. SAS is used in 114 countries worldwide, including 91 of the top 100 companies on the 

2008	 FORTUNE	Global	 500® list. Since 1976 SAS has been giving customers around the world THE 

POWER TO KNOW®.

For more information, visit www.sas.com

SAS Institute Inc. World Headquarters          +1 919 677 8000

To contact your local SAS office, please visit: www.sas.com/offices
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