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Foreword

“ We can already sense the dread...‘oh no,  
another must-have guide telling me  
everything I need to know about business  
intelligence’. But if so many guides exist,  
doesn’t it beg the question as to why  
there isn’t one that’s truly nailed it yet?” 

Why is this the case, in an environment  
full of innovation and disruption? 

Largely, it’s because a noisy, crowded market 
still remains quite fragmented. There are plenty 
of BI toolkits out there for developers to code 
and configure. But they’re typically inflexible, 
resource-heavy and therefore costly in the 
long-term, with limited support, a complete 
lack of security and – in truth – only lightweight 
functionality when it comes to the intelligence 
bit.

At the other end of the market, are massive 
solutions manufactured for the end user. These 
ultra-intelligent BI engines may contain far more 
analytics potential, but vendors need to move 
mountains – and data! – to make them work. 
Really, the ‘embedded part’ is little more than an 
afterthought, which restricts flexibility, increases 
the complexity of configuration and means –after 
an initial weighty price tag – the total cost of 
ownership will continue to rocket.

Perhaps true disruption therefore lies in doing 
something better than how it should have been 
done all along… 

Really, the same can be said about 
this entire tech space. A number of  
BI platform specialists have been 
trying to fix the same problems for 
almost 15 years. And they’ve still  
not resolved it!

So, drawing on our straight-talking  
Northern roots, we’ve authored this  
honest guide to unpick: 

• Where the intelligence industry is going wrong.

•  What SaaS vendors should really demand from 
a BI platform, if it is to unlock their growth.

•  How to do complicated stuff with  
analytics, easily.

•  The answer to developing truly transformative 
insights and predictive models that will affect 
true business change.

 
This resource talks through compelling 
commercials, buy vs build, the importance of 
white labelling, ease of deployment, need-to-
know security protocols, API options and why 
NOT to move data.

We all know that, in the simplest of terms,  
data is nothing without intelligence. But, on  
the whole, the space isn’t there yet. 

Let’s try to change that.

Zandra Moore 
CEO, Panintelligence
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Understanding the  
current marketplace

The UK BI and analytics market is 
reportedly worth $906m as at the 
start of 2020, with the value of the 
global space set to reach $33.6bn 
before the year is out. 

But, despite the undisputed 
financial lucrativeness of this 
tech environment, the market also 
remains fragmented. This has left 
many vendors – and their customers 
– struggling to find the true best-fit 
solution for their needs.

The model above illustrates analytics is  
maturing, you now have the capability to  
look at instances in hindsight now and  
predicting what might happen in the future.

Descriptive analytics

Let’s firstly remember that analytics is a pathway 
to open up data. The hunt for retrospective 
information, i.e. detail confirming what has 
happened, is therefore the easiest analytics 
exercise to execute and has commonly become 
regarded as the process of least value. After all, 
it uncovers hindsight – as opposed to insight – 
relating to past events only.

So, perhaps unsurprisingly in an era dominated 
by excitement surrounding AI and machine 
learning, descriptive analytics is something that, 
really, everyone has forgotten about. Platforms 
at this end of the market consequently tend to 
be legacy solutions which – while still supported 
on the whole – offer minimal scope to obtain 
any further depth. This restricts the opportunity 
for vendors to augment their proposition for 
customers when they develop an appetite for 
greater insight, and will therefore limit business 
growth potential too. 

That said, the importance of a solid grasp 
of descriptive analytics should not be 
underestimated. 

Retrospective analysis may not be as exciting as 
some of the instances that arise further up the 

value chain, but when organisations/individuals 
with varying levels of technical know- how can 
understand the past, they are far more likely to 
trust in data moving forward.
 
Diagnostic analytics

While the KPIs and metrics being reported  
on in stage one could describe symptoms, 
diagnostic analytics dig deeper to identify 
potential root causes of a trend. In other words, 
this comparatively real-time data enables users 
to validate today, i.e. understand why something 
has happened.

Features of dashboarding platforms are  
naturally more indepth, with the ability to  
drill down – often into custom data sources  
– to produce a range of visualisations, with  
self-service reporting also available.

As a result, users can better understand  
their truth and consequently develop a more 
meaningful data picture. Genuine insight 
becomes apparent at this stage, e.g. why  
have maintenance costs spiralled, or why  
has a school’s performance stats dropped?

A number of platforms exist within this  
segment of the market, but their specialism  
is still very much traditional business  
intelligence that delivers insight, 
not foresight.

Predictive analytics

The foresight to identify opportunities and 
prevent challenges comes with stage three 
predictive analytics, which provides users  
with evidenced prophecies as to what is  
likely to happen.

This ability to project upcoming metrics and ‘what 
if’ scenarios empowers organisations to make 
savvy, reasoned decisions, which is a particularly 
attractive proposition in environments of high-
level risk or uncertainty.

As the world of AI advances apace, a growing 
selection of pioneering technologies are starting 
to exist in this space, but they are largely 
developer tools that require coding expertise  
to utilise. No matter how beautiful the 
consumption, this complexity consequently 
restricts their general usability and often the 
speed of their deployment, plus it can be cost 
prohibitive for many.

Hindsight Insight Foresight

Descriptive 
What happened?

Diagnostic 
Why did it happen?

Predictive 
What will happen?

Prescriptive 
How can we make  

it happen?
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Understanding the  
current marketplace

This is why it is far more beneficial to invest  
in an intelligence platform that will support 
businesses throughout this entire journey, 
properly – a single solution that can: 
 
• Report on what has happened

• Look for gaps in data sets

• Create systemised workflows

•  Identify and alert the right people at the  
right time, with must-know information  
relevant to them.

•  Learn if the data is meaningful before  
fine-tuning the model, collecting more  
and learning again.

•  Even create interventions to drive  
behavioural change.

In other words, vendors need to find a cost-
effective platform with the potential to be a 
long-term solution that will take customers 
through their journey to AI if and when they’re 
ready, without any detriment to successfully 
fulfilling the analytics objectives in the earlier 
stages of Gartner’s curve. Because all of this has 
to be when the time is right, and in the most fluid 
manner possible, so that the platform remains 
easy to use, with self-service capabilities, and  
the intelligence is easy to build and consume, 
even by nontechies.

In short, vendors need to demand more from 
their analytics engine, so they are not shackled 
when the time comes for every individual 
customer to take the next step.

Prescriptive analytics

The most advanced stage of this value chain 
is prescriptive analytics, where advanced AI 
modelling and extremely customised data 
sources – relevant to the organisation and the 
sector in which it operates – uncover how to 
make something happen. These are currently 
considered the AI engines of the future as they 
have the potential to optimise business processes 
and outcomes, by drawing a path from where an 
organisation is, to where it wants to go.

This is understandably the most complex phase 
in Gartner’s model. Whereas, with predictive 
analytics, historical data can be analysed to  
feed and train machine learning algorithms 
to make rationalised projections, prescriptive 
analytics seeks to establish some sort of 
correlation between data states to steer  
decision making thereafter.

Viewing the maturity model  
as an evolutionary concept

It is crucial to remember that only by progressing 
through this maturity model sequentially, can 
users truly trust their data and the insights  
that follow. 

It should not be viewed in piecemeal form, yet it 
usually is. And this is why mass adoption of AI still 
feels so unlikely, despite all the chatter that exists 
surrounding it.

Some organisations are hanging on to their 
legacy retrospective reporting systems because 
they feel the leap towards a diagnostic analytics 
alternative (and beyond!) is too great. These 
organisations are being held back, however much 
they’d ideally like to progress.

Others are overlooking the value of this stage 
entirely, perhaps because some vendors – and 
their suppliers – are trying to drag them up the 
value curve towards the more ‘exciting’ stuff.
But this isn’t always at the pace that is right for 
the customer, nor have the right foundations 
been laid to prevent the feeling – among non-
technical users – that this is all a dark art. A 
level of cynicism therefore eventually overrides 
everything, and moving towards an AI-centric 
model feels light years away.
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Why does all  
of this matter?

SaaS business growth potential

The fast-paced world of SaaS is 
readily-acknowledged, which 
perhaps helps to explain why almost 
a third (32%) of UK SaaS businesses 
have attended an accelerator 
programme. 

In other words, there is widespread 
acknowledgement and a sharp focus 
on the high growth potential of this 
industry, linked in a large part to 
the ever-mounting demands that 
organisations are placing on their 
software vendors.

That said, this growth does not come easily, 
evidenced by the fact that only 5% of vendors 
have actually achieved scale-up status. 

Customer expectations are high, the market 
remains competitive and great talent can be hard 
to locate. Faced with this challenging backdrop, 
there has never been a more important time 
to partner with technology specialists who can 
empower SaaS firms to work efficiently, deliver 
best-in-class client solutions, safeguard security 
and quality standards and, ultimately, grow.

It is also important to remember that data can 
be monetised – not by selling it, but by enriching 
it, turning it into something meaningful and 
untapping insight that customers may not 
otherwise ever unlock. And in this respect, 
vendors are sitting on a goldmine.

An appetite for AI

The media’s headlines have long 
been dominated with statistics 
which evidence the increasing role 
of data-rich insight and AI within 
business. 

In fact, artificial intelligence, along with FinTech 
– another bedrock of our own organisation – are 
two of the UK’s most active verticals and also 
reportedly the most popular points of crossover 
for SaaS teams. Over the last four years, 
enterprise use of AI has reportedly grown 
by 270%, and by 2022 it is expected to create 
nearly $4 trillion in business value, according 
to Gartner.  

But despite the undisputable hype, this space is 
arguably still in its infancy. Mass adoption will not 
occur unless the entire analytics value chain on 
pages 2 & 3 is embraced, from the bottom up. 
Contact centre research conducted by Nemertes 
and Vanson Bourne for example, revealed that 
31% of companies are not planning to use AI 
because they see no business value.  

Elsewhere, when considering the benefit of AI 
stats and their influence on machine learning,  
a paper by McKinsey revealed that only 20%  
of C-suites consider this to be a core part of 
their business. 

This suggests more has to be done to ensure 
data insights, however basic or complex, can 
be intrinsically linked to strategic organisational 
objectives. Otherwise, perhaps this whole space 
will continue to be deemed ‘hype’ and nothing 
more. The disconnect needs to be resolved.

Not everyone is a data scientist!

The media’s headlines have long been dominated 
with statistics which evidence the increasing 
role of data-rich insight and AI within business. 
In fact, artificial intelligence, along with FinTech 
– another bedrock of our own organisation – are 
two of the UK’s most active verticals and also 
reportedly the most popular points of crossover 
for SaaS teams.

Instead they seek slick, self-service solutions that 
can be understood and embraced by those who 
understand what that data means in practical 
terms and decision makers, irrespective of their 
technical literacy. 

These are the individuals best placed to 
revolutionise organisations via the intelligence 
they uncover, and empowering them will prove 
key to wider spread engagement.

When entrusting of the data and armed with this 
freedom, vendors’ customers are liberated to do 
more. They become inspired. 

Schools can really analyse student retention and 
welfare to predict individuals most likely to drop 
out, for example; local government teams can 
reduce public sector housing costs via predictive 
maintenance regimes; high performance 
marketing departments can project customers 
at risk of leaving to automate incentive schemes; 
and healthcare specialists can forecast patients 
most likely to miss their upcoming appointment 
and intervene while time is still on their side.

Self-service analytics 
is key – we don’t know 
everything our customers 
do. They’re ultimately the 
subject matter experts…
Panintelligence is as  
easy to use as Excel!

“

Mike Fisher 
Senior Product Manager Tribal Group
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What to really look for 
in business intelligence 
technology
So, against this backdrop, what makes the  
perfect business intelligence platform?

Unsurprisingly, there are a number of factors at 
play, but consideration of all will help vendors 
tailor their wish list when evaluating the options  
in a seemingly crowded market.

Because, in truth, while business intelligence is 
ever evolving, it’s also nothing new. Yet there 
aren’t many solutions in the market that ‘nail it’. 
Some are considered the mainstay of the space  
– a safety net because they’ve ‘been around  
and worn the T-shirt’. 

But this shouldn’t make legacy providers the 
default, especially when they lack the breadth  
of what should be possible with data in the 
modern analytics environment.

The devil is in the detail and it is possible  
to demand more. 

Not all of these criteria would be obvious at the 
proof of concept stage – even if the RFP process 
is extensive – but their absence will limit the 
platform’s usability and ROI in the longer term:

Ease of deployment

The technology should have limited 
infrastructure requirements so that it  
can be deployed with utmost simplicity,  
on any platform, and without any tech 
expertise required.

ROI-focused

Platforms shouldn’t require a large capital 
outlay, plus the speed of configuration and 
commissioning should only accelerate the 
payback period.

Security
 
Role-based security protocols, audited 
usage and software integrations without  
the movement of data, will tread far  
beyond GDPR requirements.

Self-service capabilities

Intelligence solutions should be intuitive  
and easy to utilise, irrespective of a user’s 
coding skill-set and programming literacy.

White labelling potential

A wholly-customisable platform can be 
tailored to reflect vendors’ own branding  
and easily embedded – via a full API – into 
their own software stack.

Responsiveness

True partner success is really only  
achievable when savvy technology  
is complemented by responsive,  
customer-centric people, committed  
to collaboration.
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Security

It goes without saying that the 
intelligence platform should benefit 
from continued, real-time security 
updates and fixes, which is of course  
effortless for cloud-based solutions. 

Gone are the days of vendors 
managing security releases for 
thousands of on-premise services. 
But the most robust business 
intelligence technologies will have 
a far stronger security backbone  
than this.

The industry is wrong to talk about one version 
of truth, if data is being moved around. So, seek  
a platform that doesn’t move it!

Look for a platform that doesn’t just tick a  
GDPR security box. PCI (Payment Card Industry) 
compliance is evidence that the solution treads 
far beyond these realms for example. All data  
will remain server-side and won’t be cached  
on any device. 

After all, the vendor may hold the data, but it 
belongs to the customer.

•  Firstly, this will reduce the overall cost of 
ownership as there is no need to spin up  
any additional data infrastructure, which  
soon accelerates the payback period of  
the investment.

•  Data centralisation also drastically lowers  
any risks associated with data integrity or 
breaches – and therefore punitive GDPR  
fines and reputational damage – as no  
gaps are created within the application,  
that could otherwise be hacked.

•  Remember also that human error is the  
main reason for security breaches, so limit  
the potential for someone to do anything  
wrong. If the Government can accidentally  
leak the New Year’s honours list, including 
personal data – as happened at the turn  
of 2020 – the risk is very real.

 

Role-based security protocols, audited 
usage and software integrations without 
the movement of data, will tread far 
beyond GDPR requirements.

06



Security

Access to the platform should be  
via a robust security integration, 
with automated user authentication, 
so that from a usability perspective 
nobody has to log in twice. Numerous 
options exist here, including:

1. 
 
Look for a platform that doesn’t just tick a  
GDPR security box. PCI (Payment Card Industry) 
compliance is evidence that the solution treads 
far beyond these realms for example. 

All data will remain server-side and won’t  
be cached on any device.

4.
Ensure the platform audits every single data 
interaction, from a click to a download. 

If someone suddenly accesses five spreadsheets 
in one day, for example, having never done that 
before, this could indicate they are a flight risk.

2. 
Access to the platform should be via a 
robust security integration, with automated 
user authentication, so that from a usability 
perspective nobody has to log in twice. 
Numerous options exist here, including:

•  The vendor adopting the platform provider’s 
security model

•  The use of external Windows credentials 
including multi-factor authentication

•  Or the platform’s API allowing the vendor to 
stick to their own security protocol, without 
having to do anything twice. This means the 
vendor can simply use a tick box alongside  
their own user configuration screen, for 
example, tocreate the same roles, via the API, 
in the intelligence platform.

5. 
Ask the platform provider which tenancy models 
they support as, for many vendors, there cannot – 
and should not – be any compromise.

3. 

Demand technology that offers granular user 
security permissions across the entire product, 
for all roles, i.e. whether they are a data consumer, 
builder, configurator or administrator. If the 
solution’s protection mechanism is to roll up 
the data, and row level insight is lost, predictive 
analytics – or AI – will never be possible. 

Locking down what people can or can’t see or do 
with data, on the other hand, actually empowers 
them. And, as new data is added, this should also 
be picked up, according to the permissions set, 
without having to build another semantic layer.

Panintelligence was borne out  
of banking – you don’t get a  
much more secure environment. 
And then we moved into education, 
which was equally, if not more, 
sensitive. So we don’t move data. 
We never have, because you don’t 
need to. Enhanced security is 
engrained in every element of  
our product. It’s all we know –  
it’s our BAU.

“

Charlotte Bailey 
COO, Panintelligence
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Ease of  
Development

Some intelligence platforms  
exist to look good. Others do this  
and hope to make life easier for  
vendors too.

In general, the right platform should:

•  Be browser-based and therefore  
cross-platform

•  Make it easy to embed either a single  
element or the whole solution, without  
the need for a separate design and  
deployment application (as is often the  
case in this market).

•  And, a full API should integrate every  
feature within the platform and automate  
it – but the integration should be with the 
software, not the data.

Panintelligence, for example, is Java-based so 
is multi-tenanted, infrastructure agnostic and 
has a built-in partner release mechanism with 
automated deployment.

From an embedding perspective, things should 
also be ‘fuss-free’. For example, as individual 
components such as a data table – or any other 
visualisation in its own right – are created, a 
simple information button, when clicked, should 
auto-generate a URL for the user to embed 
that component into their own code base, with 
absolute ease. 

As a result, the dashboard seamlessly becomes 
theirs. It should also auto-resize itself to suit the 
area it has been given, and onward control should 
be via this URL link.

This means that, rather than inserting a static 
chart that has to be sliced and diced, this URL 
can maintain the component’s responsiveness so 
that any actions or new data inputted via the new 
application are observed and refreshed in the 
intelligence platform too. 

In other words, it truly feels like a core, 
synchronous part of the application, not  
an ‘add on’.

Likewise, vendors should be able to embed  
their own HTML content into the intelligence 
solution, if they wish for this technology to 
become the main interface. It should be a  
two-way street.

The technology should have  
limited infrastructure requirements  
so that it can be deployed with utmost 
simplicity, on any platform, and 
without any tech expertise required.
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Ease of  
Development

The benefit to customers?

This ease of deployment and embedding should 
cascade down to customers’ ease of use too, 
hence the self-service advantages that follow on 
page 12. For example:

1. 

The solution should be super-fast, particularly 
as performance demands continue to rise. 
Historically, when a user queried live data, it 
would slow the system down which drastically 
reduced the UX.

But if the database runs on the right technology 
–for example, if a specific question is asked of
the entire database and all pre-querying is done 
via a real-time semantic layer – this can happen 
extremely quickly. 

Vendors should therefore demand this from their 
chosen intelligence partner.

2. 

The embedded links facilitate application 
chaining, enabling someone to drill down into  
the data to gain further depth. 

For example, if a user seeks to delve deeper than 
a top-line sales focused bar chart, to analyse 
sales per quarter, perhaps even according to a 
specific sales person, the likelihood is that they 
may want to keep double clicking to learn more  
or take an action.

These same embedded links enable them to 
do that, i.e. they facilitate another drill stage 
and enable the individual to continue with their 
discovery and then even take an action within 
the application, such as Salesforce, which they 
may be using alongside. All within a single 
environment.

3. 

The user should also be able to remain within the 
interface they feel most comfortable using, safe 
in the knowledge that if they make a change to 
the data in the core application. 

For example, updatable data tables will ensure 
everything is synchronised within the intelligence 
platform and any other related tools, like 
Salesforce, injust one click. 

The user remains in an application environment 
they are familiar with, which keeps things simple, 
convenient and omits the need for them to 
update multiple tools, to do their job. A single 
sign on has clear security benefits too.

Within 30 minutes, we’d 
got the software installed, 
connected to our data set 
and generating reports. 
It was quite an amazing 
start and the beauty of it 
all is that we can white 
label it for embedding 
into our classic Windows 
client software.

“

Gary Brookshaw 
Product Director, Intact Software
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White labelling  
potential

Buy or build?

The ‘buy vs build’ debate comes up within  
vendor businesses all the time. After all,  
software houses employ their own development 
teams who could probably weave a perfectly 
branded data solution into their firm’s own 
application, with relative ease. 

But it is highly likely this solution would be 
static and narrow in scope, whereas customers’ 
requirements are ever-changing and, of course, 
never ‘one size fits all’.

So, a vendor’s solution may tick the boxes  
to begin with, but as the customer grows  
and succeeds, they will inevitably outgrow  
the technology – usually just when they’re  
about to become really profitable. 

This is often when an intelligence specialist is 
‘blue lighted’ in to help retain them with a fit 
for purpose platform, so the vendor can work 
on other SaaS improvements, before they go 
elsewhere. So why not involve the right partner 
from the beginning and avoid the resource-
hungry in-house build entirely.

A wholly-customisable platform  
can be tailored to reflect vendors’  
own branding and easily embedded – 
via a full API – into their own  
software stack.
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White labelling  
potential

Look for a platform that:

• Supports Single Sign On (SSO)

•  Has been developed to support  
total API control

• Offers full embedding

•  Provides complete customisable  
styling of all elements. 

For example, the solution may have a core look 
and feel, with perhaps a ‘standard’ and ‘night’ 
theme, but this should be entirely customisable. 
Ideally this will be via CSS (Cascading Style 
Sheets) which vendors’ developers will be 
extremely familiar with, but look also for the 
availability of a GUI wraparound, so anyone not 
comfortable with CSS can simply change the 
values as they would in a regular application,  
to create different themes that feel exactly 
like the vendor’s own.

The benefits of a unified look  
and feel are two-fold:
The business intelligence tool truly appears 
to belong to the vendor’s technology stack – 
important for developers quite rightly protective 
of their exacting interface brand standards.

There is no juxtaposition for the end user, which 
may otherwise hinder engagement levels if the 
platform felt like a foreign ‘bolt on’.

White labelling is really 
interesting for us – we 
want to let our customers 
adopt their own design 
and provide theability for 
them to build their own 
dashboards, as everyone 
has different needs.

“

Antoine Hedinger 
Chief R&D Officer, Morphean SA

Business intelligence is greedy

Vendors’ APIs are also usually designed for 
transactional data processes, where users insert, 
update or delete single lines of data. Business 
intelligence, on the other hand, is different. It 
doesn’t ask a simple question about a single 
customer, for example – it asks a complex 
or multifaceted question about millions of 
customers. It is greedy.

Even APIs built on an OData architecture tend 
to be too simple to handle business intelligence 
queries well, which means customers’ only other 
option may be to write some code that calls the 
API to pull the data out and into another tool. 
And so the security concerns begin all over again. 
When data is decentralised and held on multiple 
devices, the likelihood of loss increases – who 
gets the blame in this unfortunate event?

Providing a great, self-service, white labelled 
business intelligence solution that works on 
centralised data, still under the vendor’s control, 
circumnavigates all of these challenges. Fail to 
get this right and the volume of pull requests  
will be unmanageable!
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Self-service  
capabilities

There’s no disputing that the  
self-service era is here to stay,  
and rightly so. If the market is 
striving for savvier consumption  
of intelligence, then platforms  
need to be made simpler to use.

Non-technical stakeholders have just as much 
right and requirement to understand the metrics 
that matter to them, in as short an amount 
of time as possible and ideally in advance of 
an event happening, so that they can take 
appropriate action to mitigate a risk or leverage 
an opportunity.

So why are so many intelligence solutions 
still built so that only people with advanced 
coding expertise can utilise them?

In truth, self-service has become a fairly vanilla 
term. It shouldn’t just imply “you’re on your 
own!” Instead, it should mean that technology is 
extremely easy to use, so that every individual 
within an organisation can go on their own data 
journey and make better decisions relevant 
to their role, knowing that machine learning is 
within easy reach. That journey should progress 
at a pace that reflects their objectives, their 
confidence in the analytics and their trust in  
what should happen next.

It is also important to note that:

•  A platform built from the ground up on HTML 
5 or instance, will ensure cross-platform 
compatibility and future-proof the technology 
stack in the medium term.

•  There should also be no limit to usability – 
screen readers are even available in the most 
sophisticated of intelligence tools, for instance, 
which opens up platform accessibility for 
colour blind and visually impaired users.

•  Pre-configured, out of the box yet 
customisable solutions are often available  
to accelerate the speed with which some  
users can get up and running.

Interestingly, if an intelligence platform is built for 
self-service usability, this ease-of-utilisation can 
help vendors’ sales teams too. They are often the 
first to admit that they are not overly technical – 
in fact, some may have never even touched SQL 
in their lives. But because anyone can build their 
own insights, before identifying and extracting 
the next step actions required, it becomes far 
simpler for them to demonstrate the technology 
and the value it can add.

Intelligence solutions should be intuitive  
and easy to utilise, irrespective of a user’s 
coding skill-set and programming literacy.
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A focus  
on ROI
Platforms shouldn’t require a  
large capital outlay, plus the  
speed of configuration and 
commissioning should only  
accelerate the payback period.

Let’s start at the very beginning  
here. Businesses now readily 
acknowledge that the beauty of 
cloud-based applications is the 
flexibility with which they can be 
scaled up or down according to 
requirements at a point in time.

This elasticity provides both initial cost control 
comfort – not to mention the avoidance of any 
initial capital expenditure – as well as ongoing 
confidence that capacity exists whenever it is 
needed. It couldn’t be kinder to cash flow!

But when organisations’ data sets sit within 
vendors’ architecture, the risk is that expenditure 
can soon escalate once again when insight is 
required. The business intelligence layers that are 
used to bend and blend the data into the correct 
format, i.e. to suit the needs of every individual 
customer, can vary greatly. So, the cost to build 
the depth of application required will drastically 
limit ROI – and that’s if the fee isn’t a turn off 
altogether!

On the other hand, an easy-to-deploy, white 
labelled business intelligence product, as outlined 
above, should overcome this cost-prohibitive 
scenario, providing the tool is commercially agile.

Partner-savvy pricing

Some solutions are charged according to 
data storage (although if the data doesn’t 
move, this doesn’t apply) and growth. But this 
entirely contradicts what business intelligence – 
particularly machine learning – is all about.  
Data sets should be encouraged to evolve and 
expand.what should happen next.

The savviest of platform partners therefore have 
a value-driven pricing proposition which centres 
around usage. There could be trillions of rows of 
data, for example, but if there are only ten users, 
that’s the fee charged.

This removes the shackles that are otherwise 
placed on software houses and their customers, 
and seeks to maximise vendor ROI from the 
outset – especially if the platform can be 
installed in minutes not hours, and deployed  
in days, not weeks.

13



Responsiveness

True partner success is really only 
achievable when savvy technology  
is complemented by responsive, 
customer-centric people, committed  
to collaboration.

In the era of collaboration,  
there has never been a better  
time to develop partnerships  
that encourage the mutually- 
beneficial transfer of knowledge.

Such collaborations bring vendors closer to 
business intelligence platform specialists,  
so they can influence the product roadmap  
based on real market needs. 

But this only truly works if:

•  The platform provider is truly and solely 
partner-focused

•  There is an open, account managed line  
of communication to harness feedback

•  A full enablement infrastructure is in place,  
from both a sales and marketing perspective

•    There is the ability to create licences  
and self-service updates.

The vendor should also benefit from the 
intelligence specialist’s learnings from dozens  
of other partner collaborations. They should 
be able to unlock access to stumbling blocks 
and brick walls that the platform provider has 
encountered and hopefully solved before, so  
they can be pre-empted and averted.

In turn, this partner model allows the platform 
provider to focus only on what matters – the 
ongoing evolution of the technology – and 
not the provision of first-line support or the 
employment of a large sales force.

We use analytics as a 
pathway to open up data. 
Our business harnesses 
AI and machine learning, 
and panintelligence 
supplements this with  
the reporting, especially 
from a visual perspective.

“

Steve Goddard 
Fraud Risk Analyst, AI Corporation
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An eye on the future

“ Every modern piece of tech has a product 
roadmap – a direction of travel pointing 
to the onward potential of the solution. 
And one stage of the analytics value 
chain not highlighted in Gartner’s model 
is pre-emptive analytics.” 

As mentioned on page 4, this 
wholly-robotic phase will see 
intelligence-driven decisions 
automatically happen, without 
any human intervention. This is 
our future, and where we see data 
driving unparalleled value within 
organisations.

But users will only welcome this analytics 
potential when utmost confidence and trust 
exists in the modelling that has come before 
hand, and in truth, to state that only 5% of 
businesses will get there in the next 5 years  
is probably an ambitious statement.

Knowing this is what’s to come though, should 
give some peace of mind that long-term ROI is 
safeguarded from day one, even for businesses 
only just starting out on their analytics journey.

So, what’s next for your organisation?

Zandra Moore 
CEO, Panintelligence
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Panintelligence 
rundown

The foreword on page 1 of this 
document stressed that this is not 
a Panintelligence sales brochure, 
hence an extensive list of credentials 
won’t be found anywhere within this 
PDF. But, sharing knowledge and 
insight relies on trust, so to give just 
a little behind-the-scenes insight 
into the company…

50 
UK Colleges

7,500 
Schools

50,000 
Loans per day

100M 
Credit Card  

transactions per day

70% 
Public Sector housing

100,000 
SME’s

Market share stats  
Our partner-only model  
allows us to work with:
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Panintelligence 
rundown
Our sector-wide partners:

Looking for an analytics partner to help  
you grow your monthly/ annual revenue  
and reduce your churn rate?
Panintelligence can help.

Call: +44 (0)113 539 5777
Email: sales@panintelligence.com 
Visit: panintelligence.com 
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Panintelligence Leeds

15 Moorfield Close Yeadon, Leeds,  
West Yorkshire, LS19 7YA, UK

Panintelligence Boston

CIC Boston, 50 Milk Street, 16th floor, 
Boston, Massachusetts, 02109, USA

www.panintelligence.com

info@panintelligence.com  
+44 (0)113 539 5777 
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