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THE FUTURE IS HERE 

“We’ve been spending a lot of time talking about big data, AI 

and machine learning over the past five years. We are finally 

at a point, because of cloud computing, because of the 

algorithms that have been discovered over the last 20 years, 

and improving connectivity such as 5G and other services, that 

we actually have a chance to make better decisions.“

“In order to do that though, organizations have to figure out 

what is their data strategy, how they’re going to build data-

driven business models—and more importantly, how much 

they’re going to invest in the talent that’s required to help them 

make better decisions.”

As the pace of digital disruption accelerates, Constellation Research Principal 

Analyst, Founder, and Chairman R “Ray” Wang warns, “there’s no time to wait. Digital 

Darwinism is unkind to those who wait.

“If you’re not making the shift—if you’re not even moving in that 

direction—you’re probably going to be merged, be acquired, 

or go bankrupt.”

With the next decade of innovation upon us, MicroStrategy recently sat down 

with the author to capture his point of view on the future of data in digital 

transformation—and the advantages Intelligent Enterprises will have moving forward.  

 

We hope you’ll find this Q&A featuring the analyst, author and influencer’s insights 

a valuable resource for looking ahead and getting there faster.

http://www.microstrategy.com
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About Ray Wang

R “Ray” Wang is the Principal Analyst, Founder, and Chairman of Silicon 

Valley based Constellation Research, Inc. which advises Global 2000 

companies on the future, business strategy, and disruptive technology 

adoption. He’s also the author of the popular enterprise software blog “A 

Software Insider’s Point of View.”  With viewership in the tens of millions 

annually, his blog and his weekly DisrupTV series provide insight into how 

disruptive technologies and new business models impact the enterprise. 

Prior to founding Constellation, Ray was a founding partner and 

research analyst for enterprise strategy at Altimeter Group, as well as 

a VP and Principal Analyst at Forrester Research for business and IT 

strategy. Wang has held executive roles in product, marketing, strategy, 

and consulting at companies such as Forrester Research, Oracle, 

PeopleSoft, Deloitte, Ernst & Young, and Johns Hopkins Hospital. 

A background in emerging business and technology trends, digital 

business model transformation, enterprise apps strategy, technology 

selection, and contract negotiations enables Ray to provide clients and 

readers with the bridge between business leadership and technology 

adoption. Buyers seek Ray’s research in future trends and disruptive 

technologies for his insights into the business processes, business 

models, and organizational design required for successful adoption.

Ray is a regular contributor to Harvard Business Review and is 

well quoted in The Wall Street Journal, Forbes, Bloomberg, CNBC 

TV, Reuters, IDG News Service, and other global media outlets. 

Wang has won the prestigious Institute of Industry Analyst 

Relations (IIAR) Analyst of the Year Award three times.

His best-selling book Disrupting Digital Business published by Harvard Business 

Review Press, provides insights into why 52% of the Fortune 500 have been 

merged, acquired, gone bankrupt, or fallen off the list since 2000. The impact 

of digital disruption is real. However, it’s not the technologies that drive this 

change, advises Wang: it’s a shift in how new business models are created. 

http://www.microstrategy.com
https://www.constellationr.com/
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Digital Transformation or Digital Disruption?

Q: In talking about digital transformation and digital disruption, you recently 

wrote to businesses, “I am scaring you into existence. The disruption ahead is 

not a fantasy.” Digital disruption is already happening at a fast pace. Do you 

see it accelerating even more in the next few years?

A: In general, digital disruption is definitely happening more quickly—and definitely 

happening faster. When I founded Constellation Research and then wrote the best-

selling book, Disrupting Digital Business, we stood at the dawn of a major shift in 

business models and disruptive technologies that powered what we coined “digital 

transformation” in 2008. 

What transpired for a few early pioneers was a sustained wave of top down 

investments in innovation around digital transformation. These new yet rarified 

digital businesses created not only a digital divide but sowed the seeds of an 

accelerated winner-takes-all market.

Unfortunately, most organizations invested too little, too late, and too infrequently.

Q: Are organizations paying attention now and moving forward with digital 

transformation initiatives fast enough?

A: Right now, you probably have about 5-10% of companies that are leading the 

change—that their executives back this change, and they’ve taken a long view in 

terms of strategy. 

The challenge is that we’ve got a number of organizations just starting the 

process around digital transformation. Let’s look at an analogy. If we look at cloud 

computing, cloud computing started 18, 19 years ago, and it’s taken 18, 19 years 

to get to 7-10% adoption of cloud. Digital transformation’s going to move much 

more quickly than that. However, the amount of dollars required to get to that 

transformation may not all be there right away, and that’s why sometimes it’s not 

happening as fast as it is. 

But for some companies, it’s happening much more quickly than others may 

realize. We always use the example of Domino’s Pizza. Over the last 10 years, they’ve 

outperformed most of the major stocks, including tech stocks, and they’ve done 

that not just because they’ve transformed their business model and the channels of 

how they work, but they moved to a data-driven business. 

 

I am scaring 

you into 

existence.  

The disruption 

ahead is not 

a fantasy.”

DIGITAL 
TRANSFOR-

MATION 
OR DIGITAL

DISRUPTION?
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DIGITAL 
TRANSFOR-

MATION 
OR DIGITAL

DISRUPTION?

Q: How important is being data-driven to digital transformation? 

A: It’s crucial. You can’t do any of it without really good data. Data is the foundation 

of digital businesses. It determines how business models are created. It determines 

how business models are evaluated. It determines how business models are 

optimized, and how they should be adjusted going forward.

You want to make sure that you have a management team that is dedicated to a 

data-driven culture.  

Q: And to be clear, how do you define digital transformation?

A: There’s a lot of confusion around the term digital transformation. Just because you 

have a digital channel, big data initiative, or just because you’re doing a business 

transformation doesn’t necessarily mean you’ll change the business model. Digital 

transformation requires both changing the business model—and how you engage. 

Putting those two together is truly a digital transformation activity.

Q: In Constellation’s latest digital transformation survey, only 36% of 

respondents said the most important goal of their digital transformation 

strategy was to implement new, data-driven business models.  

With digital business models now creating a winner take all market, 

what advice can you give those who are just using data for incremental 

improvements vs. transformational change?

A: I think it’s okay to start that way—with incremental improvements. A lot of 

organizations are trying to figure out, can I do digital transformation and improve 

operational efficiency at the same time? And here’s where digital transformation has 

extended beyond the buzzword that it is. 

It’s like yes and no, you’re working to find operational improvements using data, 

which is great. That gives you the efficiency bump, but to really do transformation, 

it’s about figuring out what new business models you can create with the data. So, 

to answer the question, I’d start this way:

There’s a lot of confusion around the term digital transformation. Just because you 

have a digital channel, just because you’re doing a business transformation, doesn’t 

necessarily mean you’ll change the business model. Digital transformation requires 

changing both the business model and how you engage—and putting those two 

together is truly a digital transformation activity.

Digital 

transformation 

requires changing 

both the business 

model and how 

you engage—

putting those 

two together... ”

http://www.microstrategy.com
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DIGITAL 
TRANSFOR-

MATION 
OR DIGITAL

DISRUPTION?

Now, you can do just transformation, look at the data, and use that to make better 

decisions. But I think this is why people are missing the idea on what data-driven 

business models look like. 

Q: So what do data-driven business models look like? 

A: Dynamic pricing is a great example of data-driven business models, where data is 

being used to inform how you price something that has scarcity or perishability—so 

time, seats available, or things that might go away. A data-driven business model 

might also be something where your customer journeys or next best actions are 

being delivered based on context or past purchase history, and available offers in 

terms of what’s available in inventory.

So, we have to think of these data-driven business models very differently than 

just we’re applying data to make a change. I think this is really a definitional issue 

where a lot of people look at digital transformation and just assume it’s a business 

transformation on its own. But it’s really not—it’s about building data-driven 

business models.

Q: In Constellation’s latest digital transformation survey, 68% of respondents 

with digital transformation initiatives underway said their projects were 

yielding a provable positive ROI.  

 

What do you see the leading companies doing well when it comes to using 

data for digital transformation? What advice can you give to companies that 

don’t seem to be making headway?

A: When we talk about the 68% of respondents that have achieved positive ROI, the 

reason that they did really well is because they took a data-driven approach. And 

this data-driven approach isn’t just about using data. It’s about thinking how data 

will be applied in the future for machine learning and artificial intelligence—so that 

requires a little bit of design and planning.

My advice for those that don’t seem to be making headway is start with all of the data 

you have available in your organization. What most people don’t realize is that there 

is a lot of data sitting around you, and it’s actually nice, neat transactional data. The 

problem is that it often sits in different departments, so in order to break the ice, what 

you want to do is ask big questions that allow you to cut across different departments. 

Most people who are building reports or doing analytics only ask the questions that 

they know they have the answer to, though. And that’s a big challenge, because if 

To really have 

a data-driven 

organization, 

everybody needs 

to think and 

act like a Chief 

Data Officer.”

http://www.microstrategy.com


microstrategy.com  |  9

you’re in a department, take HR for example, or sales, and you only ask HR or sales 

questions, you are missing the whole point of analytics. 

People have to ask the cross-departmental questions—the big questions of their 

data that they don’t already have the answer to—to begin to make headway when 

it comes to digital transformation.

Coming from Behind 

Q: On a scale of 1 to 10, how well do you think most organizations are using 

their data? 

A: Horribly. I’d say it’s like a 3. Most organizations are barely using the data they have 

inside their organizations, and back to our earlier point, it’s because they’re all siloed in 

different departments. If they can break down those functional fiefdoms of data, they 

can have some success. The way to break down those functional fiefdoms of data is to 

ask the business questions that span departments. The good news, the data is there. 

All they need to do is to focus in on the techniques to be an Intelligent Enterprise.

Q: What is your advice to an executive or manager who feels like their 

organization is behind?

A: The first thing is, everybody’s behind, and the industries that you think are ahead 

because they talk about being data-driven, are many times actually the industries 

that are behind.

Using data effectively in digital transformation is not easy. To make it work, 

you’ve got to have your data house in order. Build a foundation to support strong 

governance, data prep, streaming, and agility.  

 

 

The best 

organizations 

aren’t the ones 

that have really 

good answers. 

The best 

organizations 

are the ones that 

empower their 

employees with 

the freedom 

to ask better 

questions.”

COMING
FROM

BEHIND

http://www.microstrategy.com
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MANAGING
THE 

FUTURE
TSUNAMI

OF DATA

When we think 

about a common 

architecture 

that supports 

multiple types 

of platforms and 

multiple types 

of data models, I 

think that’s where 

we’re going to 

see the most 

advancement.” 

Managing the Future Deluge of Data

Q: All predictions show a meteoric rise in data by 2025. Do you think most 

organizations are prepared? What advice would you give around this? 

A: The first piece of advice is you’re going to have to figure out what your data 

strategy is going to be in terms of storing, managing, and distributing that data. 

A lot of people like to use the analogy of data being the new crude oil—and it’s an 

okay analogy. But if we’re going to play with this analogy, let’s talk about it in this way: 

We’re building business models that are really around vertically integrated data, and 

what I mean by that is, upstream, how do we find the data, discover the data and 

then bring it into use. We have to clean it, cleanse it, bring it to a point where we can 

use it—so there’s the discovery and refining of that data, just like oil.

The midstream piece is how do we actually distribute that data—or do we connect 

this data to different data sources, so we can actually make sure people have what 

they need to put power behind all of their decisions? 

The last piece, which is downstream, is how do we create and continue a level of next-

best actions. That’s really how this all works together.

Q: You talk about getting/having your data house in order, and that in 2020, 

more than half of all information is going to be accessed versus owned. How 

important is it to invest in your data and analytics foundation or platform now? 

A: What’s important here is that there are different ways to look at foundations. 

If we’re looking at foundations or platforms as one core technology, then I think 

we might fail. But when we think about a common architecture that will support 

multiple types of platforms and multiple types of data models, I think that’s where 

we’re going to see the most advancement.

You want to be able to have a common way of infinite ambient orchestration—

which is ultimately getting to a series of intent-driven microservices that are basically 

headless. They serve up the next best action. They allow you to call APIs as you need.

It’s ambient because it’s really about delivering the next best action because we 

want to take the data that we have and turn that into the next best offer or the next 

best journey.  The last piece is orchestration, because we’re going to be traversing 

different types of systems from mainframes to blobs in the cloud, to data sources 

and IoT that are in batch—and our ability to actually ingest and bring that data 

together around a business process isn’t going to be easy.

http://www.microstrategy.com
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GAINING
THE

ADVANTAGE

That’s why you have to think about a common architecture. It might not all sit in one 

place; you may consolidate against certain types of platforms, but that architecture 

is very, very important in the design.

Gaining the Advantage

Q: When it comes to data and digital transformation, do enterprise 

organizations have an advantage over smaller organizations? Is it vice versa? 

A: The advantage really is that you build a digital DNA inside organizations, so that 

they understand the importance of where and what data is being used to make 

decisions, how data’s being used with machine learning to automate predictions, 

and how those predictions are being used and automated, so that decisions can be 

made much more quickly.

Q: What are some traits of organizations who are leaders in their use of data 

and analytics?

A: These are folks that understand the impact of data. They understand how to ask 

the right business questions. They understand that integration is important. They 

understand why data quality is needed. They understand why testing is so important 

before releasing something, because if you don’t properly test, what you end up with 

is a lot of bad insights and next best actions which reduces the confidence in the data. 

They understand the human factors behind data and data design.

Q: Are the leaders doing something different with their culture?

A: Yes, they take a data-driven mindset, and they don’t do anything without having the 

right level or quality of data that’s in place. They’re always looking for new data sources 

and how to get those data sources to work. And they’re always trying to figure out 

how to empower people with not just data, but the ability to make better decisions.

Q: Zero-click intelligence, such as hovering over links in an email, in a web 

search, or an application for relevant data—do you think this will have an 

impact on changing the culture of organizations to use data more readily to 

make better business decisions?

A; I think zero-click intelligence is very important because what we’re trying to do 

is accelerate how decisions are made in organizations, but also ensure they’re so 

contextually relevant that people understand how to make decisions with limited 

time and lots of data sources.

Most 

organizations 

would claim 

that information 

is their most 

valuable asset. 

Yet too few have 

pioneered new 

business models 

based on deriving 

revenue from 

information.”
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RETAINING 
TOP 

TALENT

Retaining Top Talent

Q: Do you think that data scientists are still the hottest jobs of the 21st century?

A: I think they’re up there, because these are skill sets that are massively changing 

organizations, and it’s not an easy skill set to train for. These skill sets are hard to train 

for because it’s a lot of math, but also a lot of practical experience that’s required.

Q: Thinking about Chief Data Officers, in your opinion, what makes a great 

CDO? What traits and abilities does he or she need?

A: A Chief Data Officer is a curious individual. They’ve got tons of questions to ask, 

and they’re always in discovery mode. On the other hand, the Chief Data Officer is 

also someone who spends a lot of time trying to figure out how to bring all of these 

sources of information together—how to integrate and manage orchestration—

with the goal of making better decisions. And so, I’m tempted to change the Chief 

Data Officer title to Chief Decision Officer, because I think their job is go from data to 

decisions. 

Q: What should a Chief Data Officer’s primary focus be? Transforming culture? 

Implementing data-driven business models? Something else?

A: I think the Chief Data Officer is really the evangelist for saying how do we get to 

a point where we can automate the data to decision process. Where can we go to 

ensure that we can get the curated data that powers machine learning models—

that ensures we get to higher levels of precision to avoid false positives and false 

negatives? That’s the technical answer. The simple answer is that the Chief Data 

Officer’s job is to make sure that data to decisions is omnipresent —that it’s there; 

that you don’t think about it; that you access it and you get to next best actions.

Q: Does every organization need a CDO? 

A: It would be nice if every organization has a CDO, but not every organization 

needs one. It really depends on how complicated your data footprint is. A CIO can 

play parts of a Chief Data Officer’s role. A Chief Digital Officer can play parts of the 

role of the Chief Data Officer. A CMO can play parts of the role of a CDO—and a CFO 

can play parts of that role, because they’re instrumenting those types of decisions.

 

I’m tempted to 

change the Chief 

Data Officer title 

to Chief Decision 

Officer, because I 

think their job is 

to go from data 

to decisions.”
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TACKLING 
TOP 

TRENDS

Tackling Top Trends

Q: What trending technologies do you think will have the greatest impact in 

relation to data and analytics in the next five years? 

A: I think the two biggest things are going to be advancements in the cloud that 

changes the way we store, manage, and process data—and then the second thing 

is going to be the automation of AI techniques, which hopefully relegates folks to 

having less and less data scientists.

Q: Do you think cloud adoption is going to accelerate dramatically in the next 

few years? 

A: Yes, and here’s the challenge. Most people can’t build the data centers that are 

required to store the data they need to do AI. The second challenge is most people 

don’t have the compute power that’s required to process AI, and then the third 

thing is most people don’t have the ability to connect their systems in a way to 

actually distribute the next best actions for AI—and that’s where cloud plays a role.

Q: There’s been a lot of buzz when it comes to 5G. Is this something that 

organizations should be paying attention to now? How will it impact 

organizations when it comes to data and analytics?

A: 5G in itself is an awesome technology. One of the things that it does is that it 

allows you to do this thing called multiplexing—which allows you to have multiple 

services happening at the same time, is supposed to be a little faster, and definitely 

a little more secure.

So, that being said, the challenge with the 5G rollout today is that the telcos and the 

infrastructure providers can’t build cell sites fast enough to support the deployment 

of 5G. They’re constrained by the money they have to do that.

And then public 5G, the stuff you and I would know from walking around the streets 

and getting a signal that might say 5G, is going to take a lot longer —probably four 

to five years before that’s very popular. But 5G networks inside private networks 

are going to explode, and that means smart buildings that have 5G routers and 

modems and connectivity. You’ll see a lot of private networks taking advantage of 

those services.

I think the two 

biggest near-

term trends 

are going to be 

advancements 

in the cloud that 

changes the way 

we store, manage, 

and process 

data—and then 

the second thing 

is going to be the 

automation of 

AI techniques.”
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TACKLING 
TOP 

TRENDS

Q: What about data privacy and security? Are organizations paying enough 

attention currently?

A: The short answer is no. But the good news is, the cloud makes it easier. A small 

organization might have 0.2 FTE in security. A mid-size enterprise might have 2 FTEs 

in security. A large company might have 20 FTEs in security. The move to the cloud 

is interesting because security’s kind of a scaling problem, and cloud companies 

have thousands of people working on security. 

Now the data privacy issue is a little bit different because you’ve got to view data 

privacy in different ways. The way you have to look at data privacy is that your 

personal data, your inherent data, biometrics—these should be a property right. 

And why it should be a property right is because we have laws around property 

already—not just for land, not just for titles, not just for ideas (which is IP). 

If we treat our inherent personal data the same way as we treat property rights, 

you can say that is my data. If it’s going to be deanonymized, you can’t use it. That 

is my data, and if it’s going to be deanonymized, maybe I want to donate it to the 

American Cancer Society or another charity. Maybe I want to take my data, and I’ll 

lease it to you for a couple weeks or a certain set of transactions—or maybe you can 

have lifetime access to certain types of data—but that’s got to come back to your 

control, and right now that’s not happening. It’s very important to think about how 

we treat that personal data.

Q: Let’s talk a little about IoT. What should organizations just starting to 

incorporate IoT in their data and analytics initiatives consider? What’s the 

most common challenge organizations face?

A: On the IoT side, I think a lot of folks don’t know yet why they’re capturing this 

data. This goes back to understanding the business model for that data. So, for 

example, if you have a large capital of equipment, the whole point of an IoT project 

is to build a digital representation of that plant, that factory, that operation and 

that machinery. And by doing that, what you’re trying to understand is a couple of 

things: how long can we sweat an asset, and by sweating an asset, what we mean 

is how long can I run this plant. Let’s say a plant was designed to last 20 years—can 

we get another four years out of it? 

By understanding the operational dynamics, you can start predicting what pieces 

will fail and when, what investment levels are required, and by doing that, it’s 

helping organizations be a lot more operationally efficient. Can we use less gas, less 

energy, less raw materials? Can we get better outputs? 

The way you have 

to look at data 

privacy is that 

your personal 

data, your 

inherent data, 

biometrics—

these should be a 

property right.”
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THE 
PROMISE  

OF AI AND
ANALYTICS

With this, you’re basically trying to solve three types of business model problems. 

One is, can we buy old plants and let them run longer as part of an M&A strategy? 

Can we run our existing plants more efficiently based on the data we have to say 

that we’re matching peak performance requirements, so both the inputs and the 

outputs? And then the third thing is when we build new plants, can we build them 

more efficiently because we now have that data? 

That’s what makes this very exciting, that ability to pool all these capabilities 

together with a digital twin or to have a digital model or representation that’s fair. 

So, if you’re starting to just incorporate IoT and the data, the challenge here is that 

that data comes in time series, and that time series could be batch, which might not 

help you solve a real-time problem. It might be near-real-time, It might be also real-

time and predictive. And these different streams of data help you understand that 

usage that’s required.

The Promise of AI and Analytics

Q: Probably one of the most impactful investments for organizations will 

be artificial intelligence (AI). What should organizations just starting to 

incorporate AI into their data and analytics initiatives consider? What’s the 

most common challenge or mistake organizations face?

A: The toughest challenge is not having enough curated data, and the thing 

is, almost every single AI and ML project today, you get to this point where the 

volume of curated data or trusted data sources that you have, is not enough. So, 

for example, you might get to 90% accuracy in manufacturing and say, “hey I can 

live with that,” but the data needed to get to 95% accuracy might be five times the 

volume of data you have today. 

So, the question becomes where we source that data in order to have accurate 

machine learning and AI. Now, here’s the other thing—95% accuracy in healthcare 

doesn’t cut it, right? So, volumes of curated data are really important. 

When you design your AI and ML strategy, you want to make sure you have good 

access to high quality, large volumes of data. It’s kind of like recommendations 

sites. When they first started out, and you did ecommerce shopping, and the 

recommendation sites sucked—and they sucked because they didn’t have enough 

attributes and enough data to say that the same person buying diet pills also might 

buy chocolate cake. Large volumes of high quality data will bring the best results.

The toughest 

challenge is not 

having enough 

curated data—

and the thing is, 

with almost every 

single AI and ML 

project today, 

you get to this 

point where the 

volume of curated 

data or trusted 

data sources 

that you have is 

not enough.”
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THE 
PROMISE  

OF AI AND
ANALYTICS

Q: Should organizations build, buy, or both when it comes to incorporating AI? 

A: The whole build, buy, or rent question comes down to do you have the data 

science skill sets or not. If you don’t have the data science skill sets—the people that 

build models, cubes, all the things that you need to get next best action and data 

to decisions to work—you’re definitely going to bolster your offering around more 

packaged platforms or even more consultants that can help you get there.

But a Ph.D. in data science is getting $2.5 million in the Valley, a master’s is getting 

$1.2 million, and someone with a bachelor’s in this space is getting $500,000 to 

$600,000. So, are you going to make the proper investment here, or are you going to 

get that in consulting resources? 

The second thing to consider is if you don’t have the skill set to operate this stuff, 

wouldn’t you rather have it sit in a platform or something that you can easily use, 

versus something that actually requires a lot of data scientists to build from scratch? 

And then to take it even one more level, maybe you’re at a point where you basically 

just want to consume that as a service instead of thinking about building.

So it really comes down to how much you’re willing to invest in the people that 

can help you get there, and how quickly you think that those skill sets are going to 

be commoditized.

Q: What is the importance of having an AI ethics framework?

A: This is very, very important moving forward. If you’re worried about machines taking 

over; if you’re worried about unwanted bias; if you’re concerned that you might be 

hacked and not even realize it—you need to have a design framework for AI. 

And what we mean by that is that you need to build your systems with a couple 

design principals. We have five. I’m sure there are many others, but the first is that it’s 

got to be transparent. The transparency needs to be available for people to test and 

to understand why certain systems work the way they do. 

It’s got to be explainable. You have bias—and bias is not a bad thing—but if 

you’ve got bias, you’ve got to think about where that bias came from and why 

it’s discriminating. You’ve got to know why, and if you know why that’s fine, but 

unexplainable bias is a problem. And here’s the other challenge. These systems are 

learning over time—and so, if you’re learning bad behavior, you still can reverse that 

out of your training models. 

And of course, that’s where the training aspect becomes important. There’s 

supervised and unsupervised training that actually occurs, and you’ve got to be 
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able to train these systems to get to the right level of accuracy, especially for the 

industries that you’re in. And you’ve got to be able to have access to the curated 

data sources to do that. 

And then the last part is really the part people get all nervous about, and that’s 

the part about being human-led, because if you don’t start the process and end 

the process with a human, the robots will take over, and ultimately the robots will 

determine that the humans are lazy, they make lots of errors, and they’ll get rid of 

the humans because the AI or intelligence will realize that humans are the cause 

of problems. 

Q: What are some of best use cases for AI when it comes to a business’ data 

and analytics? 

A: At Constellation, we think about the seven outcomes of AI (perception > notification 

> suggestion > automation > prediction > prevention > situational awareness), but 

I think the use case that people should spend the most time on is mitigating risk, 

adjusting regulatory compliance, and avoiding any kind of major disasters. 

Back to the Future

Q: What could data and analytics do for customer service in the next decade?

A: So, for example, in an IoT environment, if you bought a new refrigerator or AC 

unit and you have an issue, the vendor will be made aware through IoT and come 

to you and fix it before you even know there’s an issue. If the quality of prediction is 

so good, issue resolution becomes proactive and automated. Customers will always 

experience great service, because they’ll never have to call anybody. For customer 

service, you might not need it anymore, because the analytics systems will be so 

good that they predict and resolve the problem before you have an issue.

Q: What could data and analytics do for sales in the next decade?

A: In the next decade, there’s still a lot of work to be done in sales, because what 

we’re trying to do is automate all the mundane tasks and give sales the ability to 

accelerate and understand what prospects are real prospects that have a high 

ability to convert marketing qualified leads to sales qualified leads. And so, what 

actually happens for sales folks, is that they get better at not wasting their time with 

researching and related tasks and prospects that don’t matter. 
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Sales will be able to spend their time a lot more efficiently, so that they’re able 

to deliver better, more personalized engagement every time and also service 

their current customers much better. They’ll also know when a customer may be 

looking to leave, and more importantly, their activities around customer success 

management will allow them to grow better relationships.

Q: What could data and analytics do for marketing in the next decade?

A: For marketing, there’s also still a lot to do. In marketing, we will have better 

context. By having better context, we will be more relevant. By being more relevant, 

we will have more ways to engage with customers should they want to be engaged. 

But more importantly, we will have a better understanding of what customers’ 

needs are, so we can predict what future products should look like and what future 

offerings should be delivered.

We will also have the ability to know when something is no longer trending or 

important, and be able to figure out how that factors into pricing and promotion 

plans. And more importantly, once we have that, it changes how we put ads out 

there, how programs are delivered, and we’ll also get better at figuring out who we 

don’t want to waste time with and who we should spend more time with.

Q:  What could data and analytics do for HR in the next decade?

A: The capabilities are all about figuring out where the gaps are in your current 

workforce, and how to attain and retain the best employees. 

Are there skillsets missing in your organization? Are there people about to retire that 

you need to backfill for? 

Do you actually have the right culture inside your organization? Are you measuring 

for and building the right levels of diversity? 

With data and analytics, you’re able to figure out how you can improve your 

workforce, what you need to do over time, how to train for skillsets, and more 

importantly, what motivators you have to increase employee satisfaction to reward 

employees in the right way. There will no longer be basic stats that just do reporting. 

It will be more guiding and forecasting. 

 

ELEMENTS IN 
THE DESIGN OF 
AI-AUGMENTED 
DATA SYSTEMS: 

1. Transparent 

2. Explainable 

3. Reversible 

4. Trainable 

5. Human-led 
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LEARN MORE ABOUT THE FUTURE OF 
DATA IN DIGITAL TRANSFORMATION 
FROM MICROSTRATEGY

MicroStrategy (Nasdaq: MSTR) is a worldwide leader in enterprise analytics 

and mobility software. A pioneer in the business intelligence and analytics 

space, MicroStrategy delivers innovative software that empowers people 

to make better decisions and transform the way they do business. 

We provide our enterprise customers with world-class software and 

expert services so they can deploy unique intelligence applications. 

To learn more, email info@microstrategy.com, visit MicroStrategy 

online, and follow us on LinkedIn, Twitter, and Facebook.

FOR AN OVERVIEW OF MICROSTRATEGY’S CAPABILITIES, CUSTOMER 

SUCCESS STORIES, AND A LINK TO A FREE TRIAL, CLICK HERE OR VISIT 

WWW.MICROSTRATEGY.COM.
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