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Introduction and key definitions
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Introduction to the HfSBlueprint Report: Smart Analytics

» TheHfSBlueprint: Smart Analytias a periodically refreshed analysis of the enterprise analytics services capabilities of key service
providers, with an emphasis on the smart analytics-sabof theHfSTriple-A Trifecta of intelligent automation technologies. The
HaMy . fdzSLINAY G o6dzAf Ra 2y GKS LINB@kRsdzich &S/FedefrdinciNdhyiapeds &n theK | G
broad enterprise analytics services markets and sespacific analyses.

» The scope for this study includes services across the data to insight lifecycle, including analytics consulting, dataemanagem
reporting and visualization, and advanced analytics.

» In the market, we see the emphasis shifting to favor service providers with innovative capabilities, such as using aytooiztion
and cloud to improve analytics outcomes. Moreover, the quality and availability of talent that service providers are dgvelbpip
their clients transform their analytics capabilities and achieve real value beyond cost has become a major differentiator.

» This Blueprint covers market trends and direction, as well as analysis of participating service providers and recomméndations
service providers and client organizations. We also include a grid, mapping the Innovation and Execution capabilitkey séthee
providers in this market.
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Smart analytics is a critical part of thdfSTriple-A Trifecta

» AsHfShas outlined in itsripleA Trifecta

frameworl, the Trifecta is wherdl intersects with
automation and smart analyticswhile each
element of the Trifecta has a distinct value
proposition, there is increasing convergence
between the three elements. For instance, smart
analytics are increasingly reliant on Al tools such as
natural language processing (NLP) to conduct
searchdriven analytics, neural networks for data
exploration, and learning algorithms to build
predictive models. In fact, the holy grail of service
delivery transformation is at the intersection of
automation, analytics, and Al.

» The Trifecta is notlinear, without a definite

starting point. Transformation is not a linear
progression. Enterprises can start anywhere across
the Trifecta. It is not necessary to start with basic
analytics and then advance to-Based solutions.
However, it is critical that you understand the
business problem that you are trying to solve and
then apply the relevant value lever or combination
of value levers.

© 2018 HfS Research Ltd.

@ Robotic Process
& J Automation (RPA)

Increase efficiency and productivity

Requires human intervention for judgment-intensive
tasks and to make changes or improvements

Non-disru ptVe to legacy IT,
business user friendly

A2 Primarily structured A2

=7 Intelligence

Q@? Artificial

Solve business problems
Structured and unstructured data

Humans only involved in setﬁE
objectives and initial training

Combination of reasoning,

knowledge, planning,
learning, NLP, and
perception.

A3 o -~ Smart
Analytics

Improves decision-making
Structured and unstructured data

Humans make final decisions
after receiving actionable
recommendations from
machines that learn and
improve over time

Ability to sense,
comprehend, adapt,
recommend.

' SourceHfSResearch
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HfSdefinition of smart analytics across the value chain

Enterprise analytics services value chain

Analytics software,
infrastructure design,

and maintenance

Data preparation and
management

Reporting and
visualization

Advanced analytics
modeling and
ongoing decision
support

Analytics
consulting

Smart analyticgechnologies across the value
chaim Automation of data, reporting, and
analytics tasks and augmentation of decision

making

A Enterprise data
warehouse design anc
implementation

AlInfrastructure design
and implementation

A Implementation of
batch-based or near
reaktime ETL software
product(s), reporting
software product(s),
advanced analytics
software product(s).

© 2018 HfS Research Ltd.

/ Data prep, ingestion,
and integration

A Data entry, de
duplication of records

/A Data and analysis
enrichment through
through primary and
secondary data
sources

A Data quality and
governance

/A Metadata and data
lake management.

/ Design and generatior
of routine reports

A Bl support
/ Data discovery

A Visualization and
dashboard design and
generation

/\ Reporting data
analysis.

A Interpretation and
analysis of structured,
semistructured, and
unstructured data

/A Development,
implementation and
maintenance of
customized analytics
model(s)

/A Communicating and
implementing
recommendations
from interpretation of
analysis.

A Strategic planning anc
business case
development through
analytics consulting

A Analytics and data
infrastructure road

mapping.

To HfS, smart analytics includes use of
cognitive and machine learning techniques to
improve the impact of enterprise analytics
services. Examples include using neural netwo
to undertake data exploration, using NLP to do
searchdriven analytics, using machine learning
and automation tools to aut@enerate reports
and dynamic visualizations, and using supervis
unsupervised, or reinforcement learning
algorithms in model building

and validation.

ks
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Executive Summary
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Key highlights: smart analyticd)

» Data and analytics take center stage as key business drivi2ata and analytics have found new stakeholders and executive support
in 2018 as automation, Al, and machine learning have become commonplace terms in boardroom discussions. Managing data h:
become a strategic imperative for business growth, with renewed interest and accompanied investments across business. functiot

» Continued momentum with doubledigit growth for most service providersSmart analytics continues to be the biggest revenue
RNAGSNI gAUGKAY (GKS GRAIAGHT E LIR2NIOF2f A2 & HfSobserYes doublai@it goavth for G S O
this market, with several providers reporting between 20% and 35% revenue growth YoY as the demand for smart analyies conti
to grow exponentially.

» The analytics services value chain is undergoing a complete change due to technology shifts:

The proliferation of intelligent automation technologies, the mainstreaming of open source platforms and big data infuastarud
trends in broader digital transformation are starting to change the face of data and analytics services. Enterprise&lients a
demanding new efficiencies and smarter processes across the board. Leading service providers have been willing tceiwvest in n
services and solutions to support future growth. Examples include the use of:

A machine learning for automating data discovery, cataloguing, and correcting master data

A NLP and virtual assistants to improve ssdfvice

A RPA to autepopulate routine reports

A machine learning to automate model validation and maintenance, and improve algorithmic accuracy and predictive and

prescriptive capability through deep learning techniques.

© 2018 HfS Research Ltd. t NB LINR S (B NE tl3s



Key highlights: smart analytic®)

» Market changes are a direct reflection of working around talent gaBeth service providers and clients are struggling to attract
and then retainm analytics talent across global markets. Some of the biggest challenges with the industry are thus arounagmprovi
the productivity and quality of work of data and analytics teams, who spend an inordinate amount of time wihlloeawvork in
areas like data prep. We see a consequential response by service providers to focus on automation and technology enablement:
AYLINREQZS LINRPOSaasSa I ONraa U0UKS fAFSOeOoftS G2 3ISG GKS Yz2ad 2d

» Market is increasingly centering around the ability to manage daEanterprises are realizing that data connects everything inside
and outside of their walls, but are yet to use data in an industrialized way. However, the scope of work they are dernaadiimg) i
to include more capabilities around handling sestructured and unstructured data. The boutique analytics specialists areajengl|
data engineering arms, the large service providers are modernizing astdlliag their data management workforce, and analytic
modeling is being presented as a way to better monetize and experiment with unstructured data to create new value.

» af{ Y NI |yl e dseadf workbding Hongitathyihile thede@re changes underway, we see the majority of work for
service providers still being in legacy data management and traditional Bl support. Few clients have gone down the phitigof wo
with providers to create endb-end intelligent data orchestration and realize the vision of smart analytics. We see a fevsipgpmi
examples for most leading service providers, while they still carry legacy work forming the major components of theg service
portfolio today.

© 2018 HfS Research Ltd. t NB LINR S (Bl NEB tl3s



Key highlights: smart analytics3)

» Service providers are consolidating capabilities around platforms and ecosysten6:S 1 KSNJ A 1 Qa ! OOSy i dzNB G
| 2RSEZX DSy L)} Ol QaBigb&isidnglatf@rentetbikg dlidnts gfdiim@@asingly finding themselves subscribing to
ecosystems being setup by their smart analytics service provdgsees progress from the supply side in organizing not only their
product and data model catalogs, but also a consolidation of best practices such as ingestion frameworks, environmeats for da
AYFNI aG§NHzOGdzNB = | 00Saa 02 Lt yR O2yySOilA 2 ysiyle in@dulardecbsiieisS NJ

» Commercial models make a slow move toward valdie vast majority of the data and analytics services market operates en FTE
based or fixeetost pricing, working on a pgroject basis, or through establish€@bEsr using providers toward staff augmentation.
However, as service providers productize and consolidate IP through platforms, examples of consibageiicommercial
arrangements are emerging.

» Talent remains the key differentiator among leaders and speciali®emainrcentered advanced analytics teams ruled the roost as
differentiation in the past, for boutiques and large service providers alike. Today, these firms need to attracb@seddatnt to
fulfil the demands of clients with diversified needs. From specialists in new technology platforms to a growing listaohpmogr
languages and certifications for compaspecific specializations (e.g., Watson engineers), service providers are still dikmgron
talent, but with a far bigger range of skills than in the past.

© 2018 HfS Research Ltd. t NRB LINR S {10 NE tl3s



The smart analytics service provider landscape

»

»

»

»

»

TheHfS2 A vy y S NXincludesisérdice providers that are continuing to make the biggest investments in increasing value over tim
for analytics clients. They have the strongest vision for smart analytics and are successfully collaborating with elgote toew
operating models and technologies to execute on their services vision.

TheHfS2 A vy S NXxarvice providershave highly scaled data and analytics practices and are leading the discussions on the u:
intelligent automation technologies, platfortnased services, and driving business outcomes for smart analytics:
A Accenture, Cognizant, EY, Genpact, IBM, Infosys, KPMG, TCS, Wipro

TheHigh Performerdhave good execution capabilities and are making strategic investments to grow their footprint across the
analytics services value chain.

Several of thedigh Performerdhave industryleading vision and need to focus on consistent execution among their client base:
A Atos, Capgemini, DXE@Clerx EXL, Fractal Analytics, Hexaware, MuSigma Syntel, Tech Mahindra, WNS.

TheHigh Potentialare niche challengers that present good innovation potential in terms of technology roadmaps and talent
expansion plans, but lack the scale and execution experience, as of today:
A BRIDGEI2i, CSS Corp, NIIT Technologies.

© 2018 HfS Research Ltd. t NB LINR S {1t NE tl3s



Key market trends
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The need for better data is a fundamental business driver today

Q. Which of the following business drivers will have a major impact on your business?

The shift toward digital, online, and virtua
experiences and away from physical and fa 27%

face engagements

1
1

dl Data explosion, digital
i disruption, and
! increasing
i consumerism are the
i three main challenges
: that enterprises face in
i todayos
i environment.
1
1

Combating the threat of potentially disruptiv
digital competitors

Micro targeting customers and hyp

personalization and customization of produc_ 24%

to customer requirements

Building relationships with external ecosyste
and industry partners to drive innovation an_ 18%

growth

Driving out costs through process automatio_ 16%

{2dz2NOSY 1 F{ wS&aSINOKZI wnmyT aLydSttA3aSYyd hLSNIGA2ya {(dzReé¢ O2yRdzOGSR Ay aaz20Al A2y 6AGK ! O
SampleEnterpriseBuyers = 460
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Yet organizations struggle to harness data to make better decisions

Q. Can you estimate the proportion of structured vs unstructured data in your organization?

45%
40%
35% Only 22% o
organizations have mors
30% than half their data
structured.
25%
20% N L nnnnanaRRey
i
i
15% :
i
1
10% :
i
1
5% i
0
0% 2% i
0% |
0% / 100% 10% / 90% 25% / 75% 50% / 50% 100% / 0% |

Estimated proportion of structured/unstructured data

{2dz2NOSY 1 F{ wS&aSINOKZI wnmyT aLydSttA3aSYyd hLSNIGA2ya {(dzReé¢ O2yRdzOGSR Ay aaz20Al A2y 6AGK ! O
SampleEnterpriseBuyers = 460
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across people, process, and technology

» All organizations are at different stages of their smart analytics
journey. From the ones that have declared analytics as a strategic
imperative to the ones that are just getting started, there is a long
road to becoming truly datariven.

Acquisition » Mature enterprises that may have already focused on one or two

& Retention Orgqnizqtionql pillars of organizational change will need to take a ruitinged
approach to succeed in the future.

Processes &

Culture »  Smart analytics needs mutfisciplined talent acquisition and
retention, a new approach to process design to enable more
intelligent decisioamaking and workflows, the accompanying
cultural changes, broatdlased technology modernization and
Technologies investments, and a reorientation to play within a larger ecosystem
& Ecosystems of interconnected data, partners, and vendors.

© 2018 HfS Research Ltd. t NRB LINR S {15 NEB tl3s



Challenge #1: managing talent

» Innovative hiring and retention strategies to grow data and
analytics talent

» Hiring talent across the enterprise with a proclivity to use data and
o insights
Acquisition

& Retention » New training programs and certifications

» Growing multidisciplined talent including:

A Data engineers with specific platform skills, such as MapReduce,
Apache Pig, Apache Hive, and Apache Hadoop

Data scientists coming from a variety of fields including PhDs in
statistics, math, and computer science

A

A Data visualization experts with backgrounds in stats,
graphic design, UX

A

Data analysts with experience in different programming languages,
increasingly Python.

© 2018 HfS Research Ltd. t NRB LINR S {16 NEB tl3s



Challenge #2: embedding analytics into the organization

Organizational

Processes &
Culture

»

»

»

»

»

»

Using new tools and methodologies like design thinking to rethink
processes

(Re)designing processes with digital data and analytical insights as
native components

Reinventing roles and responsibilities with new processes in mind

Ongoing training and education to embed a strong culture of
insight-driven decisioamaking across the enterprise

Ongoing development of governance models for the use of data
and analytics

Ongoing evolution of the operating model to deliver data and
analytics services to the enterprise, including:

A AnalyticsCoEs
A Centralized and federated models
A IT-vs. businessiriven

A Learning and collaboration across groups.

© 2018 HfS Research Ltd.
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Challenge #3: a technology roadmap built on openness and collaboration

Technologies

& Ecosystems

»

»

»

»

»

Setting a holistic roadmap that views the industrialization of smart
analytics across processes, beyond siloed engagements
and projects

Building interfaces and overlays to extract digital data and value
from legacy systems and processes

Using a broader ecosystem of curated data sets, playing in the API
economy

More intelligent workflows, handoffs, and integration between
data, analytics, and IT groups

Making technology platform investments such as:
A Big data infrastructure, data lakes, cloudification

A Mobile BI

A Data ingestion, integration.

© 2018 HfS Research Ltd.
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State of the smart analytics market: data prep and management

»

»

»

»
»

Data preparation and management

Data prep, ingestion, and
integration

Data entry, deduplication of
records

Data and analysis
enrichment through primary
and secondary data sources
Data quality and governance
Metadata and data lake
management.

» Key client concern
A Making data available for discovery, mining, and analytics.

» Trends in services and solutions

A Investments in planning, setting up, anthnaging data lake environmentsave
surpassed all other investments and discussions in the last two years. Enterprise:
are embracing open source platforms and putting in place trust and security
mechanisms to increasingly store and manage data in
the cloud.

A GDPRelated solutionsare coming to the front, including data protection services,
readiness assessments, and anonymization services.

A Data guality asa-servicecontinues to be an integral need for many clients as their
data sources grow.

A Cognitive data ingestiomnd data cataloguing are getting deployed on a wider
scale, as technologies mature and clients gain more confidence in capabilities.

© 2018 HfS Research Ltd.
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State of the smart analytics markeReporting and visualization

Reporting and visualization

»

»

»

»

»

Design and generation of
routine reports

Bl support

Data discovery

Visualization and dashboard
design and generation
Reporting data analysis.

» Key client concern

A

Providing business users the best ways to consume data
and insights.

» Trends in services and solutions
A New kinds ofvorkbenches for data discovery and visualizatiare evolving to give

o o Ix

analysts and data scientists better ways to sift through data.
Automated generation and delivery of routine ruleased Bl reports is emerging on the
back ofRPA applications
We see more solutions that build connectorsatmbed actionable insightsvithin
enterprise applications.
User interfacesare seeing the next generation of evolution as machine learning, other A
techniques, and visualization technologies become more mature. Examples include:
1. The use ohatural language search and queryimgsharply on the rise within BI
applications and interfaces as NLG is deployed more and more.
2. Virtual agents and assistanthat interact with, alert, and guide business users
through action items in their daily work routines.
3. Initial pilots ofAR and VRech to create new data overlays.

© 2018 HfS Research Ltd.
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State of the smart analytics markeadvanced analytics

Advanced analytics modeling and » Kev client concern
Finding the most accurate and relevant insights from data patterns.

ongoing decision support

» Interpretation and analysis

of structured, semi » Trends in services and solutions
structured and unstructured A Biggest investments and solutions are in bringingrstructured datainto existing and new
data analyses.

» Development, A Strong client interest and green lighting of new model development usiachine learning,
implementation and deep learning and other Al techniques, most prominentdgmputer vision
maintenance of customized andNLP.
analytics model(s) A Continued progress from service providers to devetwjustry and functionrspecific

» Communicating and catalogsof (mostly) reusable assets and IP to speed up new projects.
implementing A Renewed interest imodel lifecycle managemergolutions with the advent of intelligent
recommendations from automation technologies that can automate parts of the monitoring and governance roles.
interpretation of analysis. A Executive mandate for Al and intelligent automation is driving new needs for the

industrialization and scaling of modelgjoing beyond the project and department silos of
the past.

© 2018 HfS Research Ltd. t NRB LINR S (Pt NE tl3s



State of the smart analytics marketinalytics consulting

Analytics consulting » Key client concern

» Strategic planning and A Determining the best course of action on data, platforms, infrastructure, and

business case development operating model.

through analytics consulting
» Analytics and data

infrastructure road mapping.

» Trends in services and solutions

A Strong client demand in strategy and consulting workeidefine the role of data and
analyticsin the era of Al.
We see a gradual rise in the usedafsign thinkingto help stakeholders discover and
prioritize use cases.

Greater use otollaborative work spaces 2 KSf LJ Oft ASy(da AYlF3IAYS
with an emphasis on rapid prototyping of new models with test data.

The need foorganizational change managemerst going to skyrocket as enterprises realize
the impact of smart analytics on traditional processes and job roles.

Theoperating modelfor delivering data, insights, and analyses is gradually evolving, and
consulting engagements are helping clients to plan for new groups and capabilities.

o I Io  Po
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Research Methodology
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Research Methodology

» Data summary
We collected data in Q4 20431 2018, covering buyers, service providers, and
advisors and influencers of data and analytics services.

» Service providers mentioned

accenture ALOS i i i2i )EXL

CC‘P 92*“/“'”4 u‘ e Cogni:amr;’: 6 genpqd-
.I. DXC.technology eC | ery *'
et |n'05ys NIIT HEXAWARE

SNl -l I Tech

=*Consider IT Done’ - Mahindra
et’s Solve
". % apEl
winals WNS — @mhoss
._;..,..:. .. Extending Your Enterprise [T 11 CDR;
TATA
EYE’,:ﬂE.‘Q:; 2 better Mu Sigma TATA CONSULTANCY SERVICES racta

*Note: Fractal Analytics anduSigmadid not participate in this Blueprint and have been represented throughout the document based on best available information

This report is based on:

» Tales from the trencheslnterviews
with buyers who have evaluated service
providers and experienced their
services. Some contacts were provided
by service providers, and others were
interviews conducted with participants
in global market research studies.

» Sellside executive briefingsStructured
discussions with service providers
regarding their vision, strategy,
capability, and examples of innovation
and execution.

» Publicly available information Thought
leadership, investor analyst materials,
website information, presentations
given by senior executives, industry
events, etc.

© 2018 HfS Research Ltd. t NRB LINR S (P4 NE tl3s



HfSBlueprint scoring: smart analytics

Execution 100% Innovation

Quiality of service delivery 20% Vision for and investments in the evolution of smart analyt 25%

Ability to attract and retain key skills 10% Tool,data, andplatform strategy for smart analytics 20%

Flexibility and creativity in pricing and contracting 10% Framework fqr Integration of insights into operational 5%
decision making

Overall size and scale 15% Foste_rlng culture qf creative prqblem flndlng, more 15%
meaningful analysis and analytical storytelling

Scale and repeatability of deployments 15% Collaborative engagement (consultative sales, design 10%

thinking, thought leadership)

Breadth and depth of industry and horizontal specific Ecosystem development including alliangees;tnerships and

0, 0
solutions that drivesise case identification and approach 15% consortiums 15%
Development of capabilities across value chain into advar 15% Framework for multdisciplinary talent acquisition and 10%
analytics, predictive modeling, and machine learning development

© 2018 HfS Research Ltd. t NRB LINR S (25 NE tl3s



HfSBlueprint scoring: smart analytics

How well does the service provider execute on its contractual agreement? How well does the provider manage the client

Execution Weighting

provider relationship?

e A

Quiality of service delivery 2 KFG FNB GK Ot ASydiaqQ 20SNIff AYLINBaaAzya 2F (GKS ljdzZ € Ade2F ast
Ability to attract and retain key How is the service provider addressing scaling deployments withiaenods clients? 10%
skills Is the service provider seeking to move to repeatability of solutions and projects?
Flexibility and creativity in pricing How well does the service provider tap into industry practices and expertise? Any specific solutions or services wigrin diffe 10%
and contracting segments?
Overall size and scale How mucrprogre_zgg has the service _prowder made in developing ongoing deC|S|9n suppprt, advanced analytics, and predictive 15%

modeling capabilities, beyond traditional data management, ETL, Bl, and reporting services?

o Do service buyers have access to the skills and capability needed to deliver relevant, continuous, quality work? What is the

Scale and repeatability of . . . o

workforce management and development capability of the service provider. Is the attritiab@te,or below average for the 15%
deployments .

industry?
Breadth and depth of industry anc
horizontal specific solutions that How competitive and flexible are service providers in determining contract pricing? Are they willing to make investmamtisin ¢ 15%
drivesuse case identification and for longterm growth? What percentage of the contracts are FTE, transactionshairing? Anything innovative in the contragih
approach
Development of capabilities acros
value chain into advanced Overallpractice maturity, includingevenues, headcount, number of clients 15%

analytics, predictive modeling, an
machine learning

© 2018 HfS Research Ltd. t NRB LINR S (26 NEB tl3s




HfSBlueprint scoring: smart analytics

Execution

How well does the service provider execute on its contractual agreement? How well does the provider manage the client

provider relationship? Weighting

Framework for multdisciplinary
talent acquisition and
development

Tool and platform strategy for
smart analytics

Vision for and investments in the
evolution of smart analytics

Framework for integration of
insights into operational decisien
making

Collaborative engagement

Ecosystem development includin
alliances, partnerships, and
consortiums

Fostering culture of creative
problem finding, more
meaningful analysis and analytic
storytelling

How well ighe provider updating its strategy towards the recruitment and developmeitath and analytics technology, domain 10%

expertise, and statistical talent to address emerging needs? 0
2 KFEG A& O0KS NRfS 2F (22ta yR LIXIFGF2N¥a Ay GKS ASNIAOS LINRJARSH
selected platforms developed-imouse, or are they provided by third parties? Is there a 20%
demonstrable intent to maintain and enhance thehouse platforms?

Does the service provider have, share, and engage in dialogue regarding the future of smart analytics? Is the visionatethmunic

0
clearly? 25%

| 26 ¢Sff R2Sa GKS &ASNWAOS LINPJGARSNI FIFOAfAGEFGS GKS gdof I ad %&féé |
clients? How well does smart analytics capabilities relate back into th&rigt& A Trifecta technologies, back into service delivery °

Does the service provider work as a partner in collaboration and increase the value of the engagement over time? Oradtigs it m
take direction and deliver based on KPIs? Are there outcbased engagementndcontracts? What is the level of usédesign 10%
thinking, problem solving, and consultative sales to develop and deliver solutions?

Howwell does the provider leverage a broader ecosystem of partnerships and alliances to put forward the most integrated solutigg%
for clients?

What innovative techniqueand methodologies is the service provider investing imtve more creative problem solving to drive

0,
more value in data, reporting, and analytics engagements? 15%

t NRB LINR S (PF NEB tl3s
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Service provider grid and profiles
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Guide to HfS Blueprint Grid

To distinguish service providers that show competitive differentiation across innovation and execution, HfS awards thedas gnev
Gl F{ 2AYyYSNXQR&a / ANDtS¢ RSaAAIYI A2y D

Execution Innovation

| ¥{ 2 AGirgleS ND & Collaborativerelationships with clients, services I NIAOdzZ S @A&aA2Y YR | aySg ¢
showexcellence recognized by cliemtsthe executed with a combination of talent and recognizable investments in future capabilities,
Eight Ideals iexecution and innovation technologyas appropriateand flexible strong client feedback, anare drivingnew insights
arrangements. and models.
High Performers Execute some of the following areas with excellenc Typicallydescribe asision and plans to invest in
demonstrate strongapabilities but lack an worthwhile relationships with clients, services future capabilities and partnerships for-AsService,
innovative vision omomentum inexecutionof SESOdzi SR A G K &G3INBSyYy f Aaniillustate arbijityo [@ver&edigital t A & 6 KSY
the vision YSSiAy3a Ot ASyiaQ ySSRa dtechnologies or developew insights with clients.

Early results and progdoints from examples in new Wellplotted strategy and thought leadership,
demonstrate vision and strategy but have yet service areas or innovative service models, but lackshowcased use of newer technologies or roadmap,
to gain momentum in execution of it scale, broad impact, and momentum in the capabil and talent development plans.

under review.

Execution Powerhouses Evidenceof operational excellence; however, still  Lessevident vision and investment in futwi@riented
demonstrate solid, reliable execution but have more of a directive engagement between aservice OF LI 6 Af Alé> &adzOK | & ajAffta RS¢
yet to show significant innovation or vision provider and its clients. 2LISNF GA2yaze 2N RAIAGEHE GSOKyz2

Legend for offering maturity on provider profiles:
Mature Developing Nascent

t NRB LINR S (P9 NE tl3s
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HfS Blueprint Grid: smart analytics

© 2018 HfS Research Ltd.

INNOVATION

A

Investing in Innovation to Change

Building All Capabilities

EXECUTION

Excellent at Innovation and Execution

WINNER’S

CIRCLE
~—

HIGH
PERFORMERS

Accenture

Cognizan
MuSigma Atos

apgemln L 4 Q\ gl S
Wipro
o

Fractal A It
ractal Analytic Genpact

SR Infosys
T h Mahind
ec anin I‘_ WNS

EXECUTION
POWERHOUSES

—

Execution Is Ahead of Innovation
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Execution highlights

Innovation highlights

» Scale and repeatability of deployment€lients seek help in scaling out their » Ecosystem development including alliances, partnerships and consortium:

»

»

© 2018 HfS Research Ltd.

operating model, going beyond use case and prejpased work. Creating
reusable assets and libraries not only helps clients to kickstart their

engagements faster, but also to consolidate knowledge and IP for providers.

KPMG, Cognizant, and Accentuaee playing strongly in this space to build
out scale for clients.

Development of capabilities across the value chain into advanced analytics,

predictive modeling and machine learninddvanced analytics has always
beenahighdl £ dzS 2FFSNAY3I (KIF §1Qa KAIKE &
talent poolg a work in progress for most service provideékscenture, IBM,
EXL, Genpact, KPMG, and Ti@%e made great progress on expanding their
capabilities in the advanced analytics part of the services value chain.

Ability to attract and retain key skillsOur research questioned clients on the

»

Service providers across the board have recognized the need to develop
alliances, but few are comprehensive as of today. Clients would like to see
more structured ways of accessing startup innovations and more ways to
in partner capabilities into provider solutions overall. The breadth of
ecosystem development and level of strategic partner connect will truly
differentiate providers in the next two years. We skecenture, KPMG,
Wipro, TCSand Cognizaninvesting significantly to drive ecosystems for sm

analaltics. ., s
RSLISYRSYU 2y YFIAYyuUulAYyAYy3 aLISOALI T A
Collaborative engagemenifhese require consultative sales frameworks the
focus on problem solving, using thought leadership and design thinking to
truly collaborate alongside a client. As of tod@gapgeminilBM, andKPMG

are progressing quickly with new ways of engaging clients through structu

workshops, investments in collaborative experiential spaces, and other

biggest strengths of their service providers. In more than half the responses, gctivities.

we saw the theme of access to talent rise to the top. Analytics clients are
looking for the trio of technical expertise, data science knowledge, and
domain knowledge in their engagements todelyST 2 dzy’ R
providers includingdccenture, IBM, TCS, Cognizant, KPMi@ Genpactto
score high on this capability, as wellBRIDGEIi2i, EXL, WN&dNIIT.

»

t NRB LINR S (Bt NE

Vision for and investments in the evolution of smart analytics: Accenture

2 A Y Y S N XPMGanIBM Sand out overall, and are leading the industry forward on

smart analytics. Their vision is well articulated, brings clients along from
different stages in the analytics journey, and is starting to plan for the
connected data ecosystems that enterprises will need in the near future.

tl3s



Accenture | | - >
2 AV Yy SNR& Leadiqgfhe éndustry forward on applied intelligence accenture

A Development of capabilities A Thought leadership across the data and analytics landscaeenture enjoys a high brand recall and A Continued perception as expensiv&everal clients in our research maintained that
across value chain YAYR&AKINB 6AGK FylLfeiada Ot ASyiazr 6K2 OASH GKS aRANDSOSODRY BAzRB NE I BINB $A vzd 2INA OK $ 3 & B 8z 6 N/
A Breadth and depth of industry advancement for machine learning with its Applied Intelligence group. needs to find ways to make engagements more cost effective.

and horizontal specific solutions

A Vision for and Investments in A Analytics consulting and strategy. 0O Sy (i dZNB Qa O2yadzZ GAy 3 &G yRa& 2 ddi Potedtial httritibririsk fat KighdlfetaleiitT KISS fAlIMY 3 A8 RS Y YR AW
the evolution of smart analytics

defining their analytics strategy arnhink about data more holistically. analysts, data scientists and engineers, and consultants possess make them targets for
A Ecosystem development - . .
competing employers. A client mentioned that they have seen some turnover due to
A Alignment of solutions around AIP platformAccenture has spent considerable time and investments to the high quality talent in their engagement.

evolve its AIP platform in the last three years. The solution is available in the cloud-pneihoise, with as

a-service offerings and a comprehensive framework for integration, from data ingestion to insight discovekyPersistent focus on open source technologigsscenture was slightly late to the

Data prep and management and visualization. market with catching up on open source technologies, leading clients to work with
some competitors in the last few years. It has since pivoted to expand to a broader
Reporting and visualization A Global practice with wide range of capabilitie@verall service execution is a key strength for Accenture. In ecosystem of partners and solutions developed on open source technology stacks.
particular, clients point out that the service provider has developed a truly global data and analytics practicéyccenture will have to continue to look outward as the industry grows more diverse.
Advanced analytics and when local teams need any kind of help, Accenture is able to pull together remote expertise swiftly. It is

FotS G2 GiGKAY] t20Ftteé gAGK 3It20lf NBa2dzNDOSa de

Smart analytics offering maturity:

Analytics consulting

Relevant Acquisitions and Partnerships Key Clients Global Operations Centers Key Proprietary Technologies

A 2018: acquired Search Technologieexpand content analytics Client split by geography: A Headcount:19,500 A Accenture Insights Platform (AIP): analytsa-
and big data engineering expertise A NA: 25% service platform
A ggé?e;t?;r?:gﬁglgig ;ﬂgﬁiﬂ% :;(pand its machine learning and é IIE':‘ATEA,‘AM(:inlgz/aing ST 5 A Data scientists2,200 A Accenture Intelligent Automation Platform:
. 0 . . .
A 2016: acquired dGroup, MOBGEN, and Tecnilogica to expand A APAC: 20% A Dell di i fors | sezlelie, ng'le’ ar:jd Tstlfghtful customer
digital transformation capabilities Verticalspecialization includes: elivery and innovation Centers in experiencefocused piattorm .
A Products, financial services, CMT, resources, health, public service, 50+ countries with center locations A Accenture anpected PIatfqrm as a Service: loT
A Partnerships with: customer and channel, supply chain and operations, finance and ~ broken down as follows: platform that is integrated with AIP
- Technology alliances: SAP, SAS, AWS, IBM, Google, Paxata, risk, and enterprise performance ¢ North Americas: 10% A Intelligent Data Quality Platform: Learning
1QBit, Informatica, Cloudera, Qlik, Tableau, Teradata, 2,500 clients, including: ¢ EMEA: 15% enabled data quality tool
Hortonworks, Talend, Avanade and Microsoft A us federa[ government ¢ Other APAC: 75% A Accenture Cyber Intelligence Platform:
- Academic alliances: MIT, Harvard, Stanford, Duke UniversityA Boston Scientific augmented security
Georgia Tech, Stevens Institute of Technology, Turing Ducati
Institute, ESSEC Business School and Das Deutsche A Melia
Forschungszentrum fir Kiinstliche Intelligenz (DFKI) A Biesse
A Airbus
A BBC

© 2018 HfS Research Ltd. t NRB LINR S (B2 NEB tl3s




Cognizant
2 AV Y SNRA Investing in machine learning and Al to expand hglue analytics portfolio

Cognizant

g ©

A Scale and repeatability of A Overall size and scalé\lmost a $4B business for Cognizant, data and analytics is a distributed A Development of capabilities across the value chain into advanced analytics, predictive
deployments practice with capabilities across data management, reporting and business intelligence, advancechodeling and machine learningCognizant has grown its advanced analytics capabilities in the

A Overall size and scale analytics, and analytics consulting. last few years. Cognizant has invested in advisory services in particular, but this is a relatively

A Ecosystem development small practice compared to some other industry leaders. The majority of its revenues today still

;]rféugé?]iﬂ;ﬁnmcses’ partnerships, & peveloping ecosystem of partner€ognizant has a comprehensive partnership strategy that has lies in data management and foundational services. It will need to continue its work in
helped it develop strategic ties with giants such as Microsoft and Informatica, as well as accessingapability building with its platform and investments in machine learning and Al.

A Vision for and investments in .
the evolution of smart analytics relevant startups such as Feedzai.

A Branding to match investments in machine learning and Bue to its traditional IT heritage,

. . . A Focus on automationCognizant has a markedly differentiated approach to embedding Cognizant will have to push harder to differentiate its abilities as an innovative partner to work
Smart analytics offering maturity: automation within parts of the data and analytics lifecycle, including advanced automated data on machine learning and Al projects.
Data prep and management quality, discovery, and data preparation. It is partnering as well as developing proprietary
frameworks in this area. A Getting more out of its creative partnerships and M&&ognizant has acquired and invested
Reporting and visualization in design and creative houses in the last couple of years. It needs to develop more linkages into

A Platform, IP, and accelerator€ognizant continues to build on its strength, highlighted in our last how these capabilities can rejuvenate and extend its data and analytics portfolio.
Blueprint, around creating technology accelerators and platforms to support clients across the
analytics stack. Its BigDecisions platform now has IoT and Al versions to support the nuances of

Analytics consulting data ingestion and model development in these emerging areas.
Relevant Acquisitions and Partnerships Key Clients Global Operations Centers Key Proprietary Technologies
A 2018: acquired TMG Health to strengthen business offerings inVerticalspecialization includes: A Headcount:41,510 A . A35S80Aaraz2yayYy [ 23ayAll yiQa LN
the government in US _ _ A BFs|, retail, insurance, life science, healthcare, A pata scientists300 A Platform for Information Value Management: a platform
A 2018: acquired Brilliant Service, Netcentric, and Zone to expand travel and hospitality, manufacturing, logistics, A 153 delivery centers worldwide across 31 for automating key activities in analytics
A (Zjl(ggitgl z:\rca:qnusi];g:jmlgrté?lrt]i(E):gfl?s“i%:snsdscc?lﬂftiitc))”r:tlﬁirabeau BV. and energy telecommunication countries: North America (49), Europe (33), and A Bl Harmony: a report rationalization solution that creates
Idea Couture to expand digital transformation capabilities Clients include: Row (71) A metadata repositories and bu_sm?ss definitions catalog
A 2016:minority investment in ReD Associates to infuse human A Large multinational banking and financial _ _ ZDLC IT Knowledge Automation: zdaviation life cycle
centric thinking with analytics engagements services holding company A Locations Delivery breakdown by FTE IT knowledge automation
A American multinational financial services percentage: A customer Jﬂourney,AnaIytics (formerly Siqhtf’rism): 5 )
A Partnerships with: corporation - North America: 31% [ 23y Al FyiuQa LINBLINASUFNE Odzad
- IBM, Microsoft, Google, AWS A Major fast food restaurant chain - LATAM: 0.2% solution with Al capabilities
- Qlik, Tableau A Swiss global financial services company _ EMEA: 6.5%
- Cloudera, Informatica A Large Investment and insurance company - 0
v . - APAC: 61.55%
- ESRI, Versium, Paxata, DataRobot A Large healthcare services company . ANZ: 0.6%

© 2018 HfS Research Ltd. t NRB LINR S (BB NE tl3s




EY A comprehensive data and analytics service provider with

2 Ay S NDa Ynigue fsghrology assets EY sz

A Overall size and scale A Coverage across the services value ch&il. has broad capabilities along the data and analyticA Presence in client markets UK and LATAMEY has a geographically dispersed business, like many
A Framework for multdisciplinary services value chain. In particular, its scale and experience in analytics consulting is significantonsulting houses. However, it has not penetrated the UK and LATAM markets to a large degree.

talent acquisition and high. Despite an aggressive growth strategy for the next three years, EY will need to compete in an

development increasingly competitive and crowded market for Smart Analytics across key client markets such as
A Collaborative engagement A L Cx ANMBL A AD L 4 Baax s _ " s A

: ; New initiative in talent development9 , Kl a ONKBFUSR | a. | R3ISa¢e thNEKINI Y G2 LINRY20S
(consultative sales, design . | o i d Al Emol diff | Is of bad
thinking, thought leadership) continuous learning in analytics and Al. Employees can earn different levels of badges on

different data and analytics topics, and display them externally. This promotes learning, A Leading with technology platforms9 , Q& O2 YLIS(iAG2NBE KI @S I dzy OKSF
AYOSYGA@ATl S& FyR NBO23ayAl Sa GFtSyidsz | yR YI Syhapsk antl 6thier sdutidngg making(k & laté endidntinghisISgace. However, it has made
significant progress in the last year through its adseted work. EY will need to continue to
A Focused on noinear growth. EY has been gradually executing on its strategy to move to RSY2yailiNI (S K2g¢g AdGa NBOSYl LAQ20Ga G261 NRa daAYy
Data prep and management outcomebased pricing, including subscriptions and adseted work. Twentpne percent of clients globally through its expanding platform ecosystem.
its revenues today are from managed services and assstd solutions.

Smart analytics offering maturity:

Reporting and visualization

A Innovative use of VR for data visualizatioRY has an interactive data visualization platform,
Advanced analytics designed for VR, that can be plugged into projects with dashboards and data visualization to

- : create a more immersive experience.
Analytics consulting

Relevant Acquisitions and Partnerships Key Clients Global Operations Centers Key Proprietary Technologies

A 2018: acquired Cognistreamer for platfotmscale innovation Client split by geography: A Headcount:21,000 A EY OPTIX: intelligent automation platform designed to
and Al ANA: 37% A Data scientistsNA evolve the risk function by providing industry
A 2018: Society Consulting (USA) specialises in front office ﬁ LATAM: 4% A Locations Delivery breakdown by FTE benchmarks
analytics and digital analytics UK: 8% . . : : :
A 2018: Innovalue Management Consulting (Germany), a BFS A EMEA: 31% peX:entagej.lso/ A IiY %A.SE' e“‘“.fl“d I;wte o globarl] comt:nerc_lal aglalytlcs
strategy and operations consultancy that brings a group of 40 A APAC: 20% - America. 0 . at_ rive _taqgl PESITICITTSUIREE LS
data scientists - LATAM: 7% business insights across sales
A 2016: acquired Bluestone Consulting to expand expertise in 22,676 clients in analytics - UK: 3% A EY ENVISION: provides health organizations with
advanced analytics consulting - EMEA: 36% advanced analytics that assist clients with information
A 2015: acquired C3 Information management to have expertise in - India: 23% driven transformation
advanced analytics, and business intelligence firm - Other APAC: 14% A EY VALUE CHAIN SYNCRONIZATION: to support the
) ) supply chain function with advanced analytics
A Partnerships with: A EY HELIX: data and analytics platform to support the
- Tier 1: SAP, Microsoft, IBM , GE audit process
- Tier 2: Hortonworks, Cisco, SAS, Adobe, LinkedIn, Los

Alamos, Dell EMC

© 2018 HfS Research Ltd. t NRB LINR S (B4 NEB tl3s




Gen act Advanced analytics provider with IP around dorrsjpecific
2 Ay 5 a N s Plagformpased solutions genpac’r

A Development of capabilities A Smart analytics alignment around Cor&enpact is pinning its future growth around itsbsised A Creating industry engagement for client€lients would like to see more industry
across value chain into platform, Cora. The Cora framework has thus seen significant investments, bringing data and engagement from Genpact. Given their breadth of presence in various domains,
advanced analytics, predictive analytics to the front and center for the service provider. The modularity, focus on governance,  Genpact can add significant value to its clients by.benchmarking vs. best practices in
eI, e eI (ST by ozlisy Bila while dzi) L RETTSNeyiil Uk =3 fhg‘ir'%rg étreﬁg?h egssa}{d‘ﬂ'rogiﬂe%%poﬁdnﬁie%¥ousﬁa?e a'mBn% pée%.ﬁ R A U A

A Vision for and investments in specialist RAGE framework have been pivotal for this alignment across the company.
the evolution of smart analytics

A Quality of service delivery

A Excellence in service deliverlients maintain that Genpact is very efficient in maintaining A Gi_Ving c.Iien'ts visibility into overall vis'ionNhiIe Genpact has been qui'etly
seamless knowledge transitions, integration of onshefishore working models, process reinventing itself T the last year with new branding and strategy, it needs to now
R20dzySy il GA2yE FyR ailGlyRENRATIGAZY ® | at 2y $S C&ach gyt tb shaepiits readmapaviistire ppackegt@ad espeeidyyvtll iks clieats. Oea N
0 A

Smart analytics offering maturity: LIS2LX S a 6Stf a GKSANI YFyF3ASYSyid FoAtAdGe OfA Syrii BEVIAY ViKRE @Ké (2 i KiKS A 812 @ IRy afuA 135 NID
Data prep and management _ _ _ _ 3 _ U2 Ala QGAaA2yX | OljdzAaAuAzyaszZ ySg Ol LJ oA
A Breadth of offerings across industry vertical§enpact has a strong and diversified client base business problems.
Reporting and visualization where it is delivering industrgpecific analytics. Clients commend its domain understanding and
solution development for specific industry challenges such as pharmacovigilance in life sciences. L L o - ..
Advanced analytics DSYy L) OiiQa Ay@dSaildySyia Ay ONBIiGAYy3a Ayy20liArA2y OSyGSNAER |yR RSaAdy aidzRAza KIFa TFTdz2NIKSNBR
experience.
Relevant Acquisitions and Partnerships Key Clients Global Operations Centers Key Proprietary Technologies
A 2018: acquired Ta_mdemSeven for customer and digital Client split by geography: A Headcount:8,000 A Cora PharmacoVigilance: a touchless artificial
experience expertise o A NA: 70% A Data scientists1,300 (includes analysts) intelligence based adverse event identification and
A 201s: acquired RAGE framework to enhance Al capabilities A Europe: 20% qualification digital product
A iﬁgjriiri:??Jnlrjidst?yngfplljgr:t?s’,eBnghtaalm’ e A Locations Delivery breakdown by FTE A Cora OrderAssist: digital product that provides rémie
A 2016: acquired PNMSoft for workflow management and Verticalspecialization includes: £ | B | A ;support 2 def:ls_lon.rgglflnlg d hat facili
Strategic Sourcing Excellence (SSE) to strengthen procuremen® Banking financial services and insurance (BFSI), - APAC (includes Bangalore, Gurgaon, Inventory optimizer: digital product that facilitates
asa-service consumer goods retail life sciences and healthcare Hyderabad, Kolkata): 85% intelligent and collaborative supply chain planning
A 2015:acquiredEndeavour to enhance digital transformation (CGRLH), higlech, manufacturing services (HMS) - Global (includes resources from US, EU):A Cora Omnichannel Campaign Manager: digital product
capabilities 15% that helps in evolving the customer experience to an
_ _ 400 clients, including: omni-channel environment
A Partnerships with: _ . . A GE A Cora Intelligent Reporting Assistant: digital product using
- IS(t?qUOB{_a, K?9W|t_etd?emf1flgfl16}!sy CSOQNLLE)m, Badfkﬁcl:‘/_V', é Eupa{-'\sonic machine learning and data science to source and enrich

nternational institute of Analytics, Sparkbeyond, Cisco, an |

Decisyon, OmPrompt, Rosslyn Analytics, Arria, Predix, Oliveék Express Scripts structured and unstructured external data

Wyman A payPal
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IBM Using acquired assets to stitch together unique smart analytics
> Ay y SNRa SoMuRnS ¢ §

A Commitment to developing analytics and Al taleiBM has a reputable talent strategy, where it A Driving the industry forward in new areas such as machine learniM has an uphill

A Overall size and scale

A Scale and repeatability of collaborates with top schools to set analytics curriculum and makes advances in the IBM Researchattle in driving more enterprises and governments forward to adopt, test, and create
deployments org to attract and develop data science, engineering, and consulting talent. IBM has a $240M industrialized production environments for smart analytics, in particular machine learning.

A Breadth and depth of industry alliance with MIT to advance Al and analytics work in healthcare and build its talent pool. The next few years will be instrumental for the service provider in putting together and
andionzontal speaificisolutions iterating on emerging best practices.

A Vision for and investments in

T Seagey e A Design thinking and building mindshare at Cognitive Gardge. a Qa y S¢ ¢l & 2F Sy3al IAy3a sAGK

clients in its Cognitive Garage sessions, which are a compelling way to create and further its clidh®8resence in emerging client marketd ATAM.IBM has a geographically dispersed business
analytics and Al strategies. This dediginking led approach is building thought leadership for and like global technology and services providers. However, as its business gets even more

) ) ) speeding up the pace of moving from pilots to rapid deployments. globalized and enterprises start to get more sophisticated with their data and analytics
Smart analytics offering maturity: needs, IBM will need to invest to create more opportunities in emerging economies including
Data prep and management A Rethinking analytical storytelling and deliverablel8M has dapted the way in which its Middle East, Africa, and LATAM countries.
consultants communicate analytics results with business owners. Its IX capabilities and Apple
Reporting and visualization partnership have helped it take a new approach using design thinking and user experience A Persistent focus on open source technologi¢BM was slightly late to the market with
principles. catching up on open source technologies, leading clients to work with some competitors in
Advanced analytics the last few years. It has in the last year and a half shifted to build its platform on open
A Better integration. IBM has demonstrated several examples where it is using capabilities from its source technologies and partner with leading players. IBM will have to continue to look
Analytics consulting several acquired assetdfSsees improved integration and communication, leading to clearer outward as the industry grows more diverse.

understanding of its offerings to the market.

Relevant Acquisitions and Partnerships Key Clients Global Operations Centers Key Proprietary Technologies

A 2016: acquired The Weather Company for acquisition to large Client split by geography: A Headcount:Over 20,000 A Digital Insights Platform: mictgervices to efficiently
scale data and analytics platform, vast weather data sources, A NA: 40% A Data scientistsNA populate and manage data through the creation of cloud
and superior data science talent - A LATAM: 3% and hybrid environments

A ggrlveis(:::;:quwedJStreanas a leading platform for digital video A II\EALIJZ_rng%ZS% A IBM Watson: core Al technology platform

A 2016: acquired Promontory Financial Group for risk A APAC: 30% A MetroPulse powgred o7 a0 Geospatlal_ EmElLiies

platform leveraging hypelocal external and internal

management and regulatory compliance expertise

A 2015: acquireddlchemyAPfor NLP and big data technology Verticalspecialization includes: client data

A Partnerships with: A Sales and revenue management, HR, A SmartPagesapproach to understand the DNA of a
- SAS marketing, supply chain, finance, customer document
- Datameer service A Cognitive Foundation Platform: Cognitive Foundation
- Aginity _ _ i Platform is an adaptable solution framework used to
- Alation 60,000 clients, including: build virtual assistants and virtual agents.
- Teradata A sunTrust
A Unilever

A Philips Morris International

© 2018 HfS Research Ltd. t NB LINR S




Infosys Growing analytics practice with a-emergized partnership In
2 Ay Yy SNRa et S

A Overall size and scale A stronghold in data and reporting with growing analytics capabiliti¢sfosys has significant experience A Building out a highvalue analytics consulting brand and capability.y F2 8 & 4 Q 2 @S 1
A Ecosystem development in foundational services around data management, Bl, and data visualization. Its analytics practice has scale and local presence for analytics consulting is fairly limited today compared to the
including alliances, partnerships, been gaining ground with new strategic engagements with4u€ A LJ Of A Sy (i &d & Ly F 2 4 aastOf itbdinbss. Oartly dued® yhiS, it Naldb Ati# pérceived as more of an executioner,
and consortiums _ for BFSI and CPG retail has helped propel this capability. gad Of ASyila -RRypINTEIAWT tRYi A2 WY R &GN GS3e
A vision for and investments in
the evolution of smart analytics A Reenergized execution on strategy to go beyond linear growthfosys seems to have taken a A Juggling services and product offeringafosys has defined its intent to grow with

definitive step in defining its strategy for analytics by migrating from pure services to solution based  products such as Infosys Nia, and Infosys Genome. However, clients in our research feel a
offering with software, consulting, etc. Clients and partners appreciate the new energy and enthusiasm disconnect between the product and services group currently. Infosys will need to
) ) ) that Infosys is bringing to move their business forward. consistently develop and communicate alignment for these solutions, especially how
Smart analytics offering maturity: consultants and sales and solution leads develop new opportunities.
DR e s A Flexibility and trust with clientsa dzt GALX & Ly¥2aeaQ Of ASyta FS5S8t &adNeBy3fe loz2ddi GKS tS@St 2F Sy3arasvysSyd
GKIFiG GKS &aSNBAOS LINPOJARSNI KFa Ay GKSAN I O02 dzyAisddressihg taldnygaps in Kdredhnicalkaea@sCliert&Bvoutd like t ek dalintpiodementy @ S
creating true partnerships. Ay Iy tt@dayiabilbies Rolrapidly deliver on neechnical areas such as

Reporting and visualization
storytelling and presentations.

A Focus on automationinfosys hf:\s a prpgressivg vieyv on the use of automgtion technologies across the _ o 5 o
AYENIL FylLfeagAada Gl fdzS OKFEAyd [/ fASydGa & ¢Sttt A Sharinglbesdh-w&NEchndl& ttenddnfogyd domdSeypand ksytliert rélatinshipa ly | LJ

Analytics consulting on using multiple types of automation tools to improve analytics outcomes. sharing and recommending technologies that it believes are-inesiaiss.
A 2018: acquired Skytree or providing enterprigmde Client split by geography: A Headcount:15,428 A Infosys Nia: knowledgeased platform
machine learning software for big data . A NA: 61% A Data scientists850 A Infosys Analytics Workbench: platform for data
A 2018: acquired Brilliant Basics for digital innovation and A LATAM: 1% A Locations Delivery breakdown by FTE percentage: discovery, wrangling, analytical modeling, etc.
customer experience . . ~Auk 10% - North America; 18.5% (USA and Canada) A Infosys Genome: technology assets for automated
A 2015: acquired Noah Consulting for advanced information A EMEA: 19% LATAM: 0.19 . - . . ) .
management consulting services for oil and gas industry A APAC: 10% o :0.1% (B_razu g_nd Mexico) transformation, prefabricated deep domain analytical
A 2015: acquired Skava for delivering visionary digital Verticalspecialization includes: - UK:1.91% (multiple cities) features _ .
experiences A Services, oil and gas, utilities, resources, - EMEA: 2.55% (Belgium, Finland, France, Germany, A Infosys Enterprise Cognitive Platform: caters to broad
communication, energy, financial services, Hong Kong Special Admin Region of China, Ireland, use case(s) by combining application of various Al
A Partnerships with: healthcare, insurance, lifsciences, Netherlands, Norway, Portugal, South Africa, Sweden, techniques
- Strategic partners: Microsoft, SAP, Oracle, IBM, AWS  manufacturing, retail, CPG and logistics Switzerland, Poland) A Infosys BI BOT: guided exploration, personalization
- Major partners: Tableau, Informatica, Cloudera, 496 clients, including: - India: 74.6% (multiple cities) and contextualization with NLP and narrative
Hortonworks, SAS, Pega Robotics, Kofax Kapow ﬁ ATP 5 - Other APAC: 2.3% (Australia, China, Japan, New intelligence
A ,[AII\S/II? AQa Zealand, Philippines, Singapore, South Korea, Thailand)

A University of Melbourne
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KPMG

2 Ay Y SNRA An industry leader driving the next wave of Smart Analytics

A Breadth and depth of industry A Scale and repeatability of solution& PMG drives scalability in smart analytics through its use of A Driving the industry forward in new areas such as machine learnitBMG has an uphill

and horizontal specific solutions open source tools, libraries, and APIs that it uses through its platforms, along with its own battle in driving enterprises and governments forward to adopt, test, and create industrialized
A Vision for and investments in accelerators, frameworks, and models that clients believe are practical implementations of production environments for smart analytics, in particular machine learning. The next few

the evolution of smart analytics emerging technology. years will be instrumental for the service provider in putting together and iterating on

A Ecosystem development
A Tool, data, and platform
strategy for smart analytics

emerging best practices.
A Focus on automationKPMG has a comprehensive view of how automation technologies come
together with data and analytics. Its Ignite and Lighthouse platforms integrate smart analytics with Inconsistent sharing of best practices and community developmaftile some clients

RPA, Al, and other emerging technologies into more bundled solutions for clients. mention a significant amount of industry interaction with the service provider, others are yet
) ) L to experience industryevel discussions, forums for evolving best practices in analytics, etc.
Smart analytics offering maturity: & gtrong network of partners, alliances, and consorti€PMG has built a formidable ecosystem of KPMG will have to take a consistent approach to engaging its globally dispersed clientele.
Data prep and management strategic alliances and partners such as Microsoft, IBM, and Google. As an example, Microsoft
alliance partners believe KPMG to be highly strategic to their success in analytics and Al, earning the
Reporting and visualization service provider early access to strategy and technology decisions.
Advanced analytics A Crossindustry experience with a reputation for finance and accountirig/hile KPMG has breadth
- : of capabilities across industry verticals and horizontal data and analytics, it has particularly gained a
Analytics consulting reputation with clients and partners as an industry thought leader in finance and accounting.
Relevant Acquisitions and Partnerships Key Clients Global Operations Centers Key Proprietary Technologies
A 2018: acquired KIANA for its research and expertise in Al Client split by geography: A Headcount:12,500 A KPMG Ignite: Al ecosystem
A 2018: acquired Relken Engineering for its asset management A NA: 61% A Data scientists1,700 A KPMG Clara: an industry leadiiiA focused, audit
A CZ%plaBbllaltt(I:ZSuired Terria Mobile for its digital development capabilitiesé LLJ?(T?%/ 1 # Loeztiore elhery arsel o by U= platform
: : () . A ; S o ;
A 2018: acquired DEVtalk/Axelia for its BPM/ICRM/ERP/SI capabilitied EMEA: 18% pelr\lcc?r?i:a,g;-erica' 6106 ;Z’i(rggtet'!getztc:ﬁni?é”t'ogsérggﬁ;I';tegrated suite of
A 2018: acquired Matchi for its mobility and cloud capabilities A APAC: 8% - X O o gy analy .
A Partnerships with: Verticalspecialization includes: - LATAM: 1% A cx Qloud. Microsoft Azure based customer insights
- Technology partners: Google, Microsoft, IBM, Alteryx, Invidia, A Healthcare, financial services, government, - UK: 12% solution _ :
EMC2, Hortonworks, Oracle, Qlikview, RSA, SailPoint, and SAS D&A transformation, customer, audit, and - EMEA: 18% A Intelligent Signaling Engine: uncover the underlying .
- Data partners: Dun & Bradstreet, BHI, CMS, ExactData, Thomsontax ) ) - India: 1% RNAOGSNER 2F Of ASyuaQ odzaAySaa
Reuters, and Sky }1_\0,000 clients, including: - Other APAC: 7% to either augment or automate decisiemaking
Telstra
A Banco Santander
A Rabobank
A Sprint

A Top banks of world
A Top telecom provider
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