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Introduction and key definitions
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» The HfSBlueprint: Smart Analytics is a periodically refreshed analysis of the enterprise analytics services capabilities of key service 
providers, with an emphasis on the smart analytics sub-set of the HfSTriple-A Trifecta of intelligent automation technologies. The 
нлму .ƭǳŜǇǊƛƴǘ ōǳƛƭŘǎ ƻƴ ǘƘŜ ǇǊŜǾƛƻǳǎ ȅŜŀǊǎΩ ǊŜǇƻǊǘǎ ǘƘŀǘ Ŏŀƴ ōŜ ŦƻǳƴŘ ƻƴ www.hfsresearch.com/research, including reports on the 
broad enterprise analytics services markets and sector-specific analyses.

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

» In the market, we see the emphasis shifting to favor service providers with innovative capabilities, such as using automation, mobility, 
and cloud to improve analytics outcomes. Moreover, the quality and availability of talent that service providers are developing to help 
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 recommendationsfor 
service providers and client organizations. We also include a grid, mapping the Innovation and Execution capabilities of the keyservice 
providers in this market. 

Introduction to the HfSBlueprint Report: Smart Analytics

http://www.hfsresearch.com/research
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» As HfShas outlined in its Triple-A Trifecta 
framework, the Trifecta is where AI intersects with 
automation and smart analytics. While 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 AI tools such as 
natural language processing (NLP) to conduct 
search-driven 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 AI.

» The Trifecta is non-linear, 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 AI-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. 

Smart analytics is a critical part of the HfSTriple-A Trifecta

Source: HfSResearch
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Analytics software,
infrastructure design,

and maintenance 

ÅEnterprise data 
warehouse design and 
implementation

ÅInfrastructure design 
and implementation

ÅImplementation of 
batch-based or near 
real-time ETL software 
product(s), reporting 
software product(s), 
advanced analytics 
software product(s).

Data preparation and 
management

ÅData prep, ingestion, 
and integration

ÅData entry, de-
duplication of records

ÅData and analysis 
enrichment through 
through primary and 
secondary data 
sources

ÅData quality and 
governance

ÅMetadata and data 
lake management.

Reporting and 
visualization

ÅDesign and generation 
of routine reports

ÅBI support

ÅData discovery

ÅVisualization and 
dashboard design and 
generation

ÅReporting data 
analysis.

Advanced analytics 
modeling and 

ongoing decision 
support

ÅInterpretation and 
analysis of structured, 
semi-structured, and 
unstructured data

ÅDevelopment, 
implementation and 
maintenance of 
customized analytics 
model(s)

ÅCommunicating and 
implementing 
recommendations 
from interpretation of 
analysis.

Analytics
consulting

ÅStrategic planning and 
business case 
development through 
analytics consulting

ÅAnalytics and data 
infrastructure road 
mapping.

In-scope for this Blueprint

Smart analytics technologies across the value 
chainτAutomation of data, reporting, and 

analytics tasks and augmentation of decision-
making

To HfS, smart analytics includes the use of 
cognitive and machine learning techniques to 
improve the impact of enterprise analytics 
services. Examples include using neural networks 
to undertake data exploration, using NLP to do 
search-driven analytics, using machine learning 
and automation tools to auto-generate reports 
and dynamic visualizations, and using supervised, 
unsupervised, or reinforcement learning 
algorithms in model building 
and validation. 

HfSdefinition of smart analytics across the value chain
Enterprise analytics services value chain
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Executive Summary
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» Data and analytics take center stage as key business drivers: Data and analytics have found new stakeholders and executive support 
in 2018 as automation, AI, and machine learning have become commonplace terms in boardroom discussions. Managing data has 
become a strategic imperative for business growth, with renewed interest and accompanied investments across business functions.

» Continued momentum with double-digit growth for most service providers: Smart analytics continues to be the biggest revenue 
ŘǊƛǾŜǊ ǿƛǘƘƛƴ ǘƘŜ άŘƛƎƛǘŀƭέ ǇƻǊǘŦƻƭƛƻǎ ƻŦ Ƴƻǎǘ Ǝƭƻōŀƭ ǘŜŎƘƴƻƭƻƎȅ ǎŜǊǾƛŎŜǎ ŦƛǊƳǎ ƛƴ ƻǳǊ ǊŜǎŜŀǊŎƘΦ HfSobserves double-digit growth for 
this market, with several providers reporting between 20% and 35% revenue growth YoY as the demand for smart analytics continues
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 infrastructure, and 
trends in broader digital transformation are starting to change the face of data and analytics services. Enterprise clients are 
demanding new efficiencies and smarter processes across the board. Leading service providers have been willing to invest in new 
services and solutions to support future growth. Examples include the use of: 
Åmachine learning for automating data discovery, cataloguing, and correcting master data 
ÅNLP and virtual assistants to improve self-service
ÅRPA to auto-populate routine reports 
Åmachine learning to automate model validation and maintenance, and improve algorithmic accuracy and predictive and 

prescriptive capability through deep learning techniques. 

Key highlights: smart analytics (1)
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» Market changes are a direct reflection of working around talent gaps:Both service providers and clients are struggling to attractτ
and then retainτanalytics talent across global markets. Some of the biggest challenges with the industry are thus around improving 
the productivity and quality of work of data and analytics teams, who spend an inordinate amount of time with low-value work in 
areas like data prep. We see a consequential response by service providers to focus on automation and technology enablement to 
ƛƳǇǊƻǾŜ ǇǊƻŎŜǎǎŜǎ ŀŎǊƻǎǎ ǘƘŜ ƭƛŦŜŎȅŎƭŜ ǘƻ ƎŜǘ ǘƘŜ Ƴƻǎǘ ƻǳǘ ƻŦ ǘƘŜ ŀǾŀƛƭŀōƭŜ ǘŀƭŜƴǘ ƛƴ ǘƘŜƛǊ ƻǿƴ ŀƴŘ ǘƘŜƛǊ ŎƭƛŜƴǘǎΩ ǘŜŀƳǎΦ 

» Market is increasingly centering around the ability to manage data: Enterprises 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 demanding is starting 
to include more capabilities around handling semi-structured and unstructured data. The boutique analytics specialists are developing 
data engineering arms, the large service providers are modernizing and re-skilling their data management workforce, and analytics 
modeling is being presented as a way to better monetize and experiment with unstructured data to create new value.

» ά{ƳŀǊǘ ŀƴŀƭȅǘƛŎǎέ ƛǎ ŀ ǎƳŀƭƭ ǎǳō-set of work being done today: While there are changes underway, we see the majority of work for 
service providers still being in legacy data management and traditional BI support. Few clients have gone down the path of working 
with providers to create end-to-end intelligent data orchestration and realize the vision of smart analytics. We see a few promising 
examples for most leading service providers, while they still carry legacy work forming the major components of their services 
portfolio today. 

Key highlights: smart analytics(2)
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» Service providers are consolidating capabilities around platforms and ecosystems: ²ƘŜǘƘŜǊ ƛǘΩǎ !ŎŎŜƴǘǳǊŜΩǎ !LtΣ ²ƛǇǊƻΩǎ 55tΣ !ǘƻǎΩ 
/ƻŘŜȄΣ DŜƴǇŀŎǘΩǎ /ƻǊŀΣ ƻǊ /ƻƎƴƛȊŀƴǘΩǎ BigDecisionsplatform, enterprise clients are increasingly finding themselves subscribing to 
ecosystems being setup by their smart analytics service provider. HfSsees 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, environments for data 
ƛƴŦǊŀǎǘǊǳŎǘǳǊŜΣ ŀŎŎŜǎǎ ǘƻ LtΣ ŀƴŘ ŎƻƴƴŜŎǘƛƻƴǎ ǘƻ ǇŀǊǘƴŜǊ ǘŜŎƘƴƻƭƻƎƛŜǎ ŀƴŘ ŎŀǇŀōƛƭƛǘƛŜǎ ǘƘǊƻǳƎƘ ά[9Dh ōƭƻŎƪέ-style modular ecosystems.

» Commercial models make a slow move toward value: The vast majority of the data and analytics services market operates on FTE-
based or fixed-cost pricing, working on a per-project basis, or through established CoEsor using providers toward staff augmentation. 
However, as service providers productize and consolidate IP through platforms, examples of consumption-based commercial 
arrangements are emerging.

» Talent remains the key differentiator among leaders and specialists:Domain-centered advanced analytics teams ruled the roost as 
differentiation in the past, for boutiques and large service providers alike. Today, these firms need to attract broad-based talent to 
fulfil the demands of clients with diversified needs. From specialists in new technology platforms to a growing list of programming 
languages and certifications for company-specific specializations (e.g., Watson engineers), service providers are still differentiating on 
talent, but with a far bigger range of skills than in the past. 

Key highlights: smart analytics(3)
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» TheHfS²ƛƴƴŜǊΩǎ /ƛǊŎƭŜ includes service providers that are continuing to make the biggest investments in increasing value over time 
for analytics clients. They have the strongest vision for smart analytics and are successfully collaborating with clients to explore new 
operating models and technologies to execute on their services vision. 

» The HfS²ƛƴƴŜǊΩǎ /ƛǊŎƭŜservice providers have highly scaled data and analytics practices and are leading the discussions on the use of 
intelligent automation technologies, platform-based services, and driving business outcomes for smart analytics:
ÅAccenture, Cognizant, EY, Genpact, IBM, Infosys, KPMG, TCS, Wipro.

» The High Performers have good execution capabilities and are making strategic investments to grow their footprint across the 
analytics services value chain. 

» Several of the High Performers have industry-leading vision and need to focus on consistent execution among their client base:
ÅAtos, Capgemini, DXC, eClerx, EXL, Fractal Analytics, Hexaware, LTI, MuSigma, Syntel, Tech Mahindra, WNS.

» The High Potentialsare 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:
ÅBRIDGEi2i, CSS Corp, NIIT Technologies.

The smart analytics service provider landscape
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Key market trends
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The need for better data is a fundamental business driver today

16%

18%

24%

25%

26%

27%

Driving out costs through process automation

Building relationships with external ecosystem
and industry partners to drive innovation and

growth

Micro targeting customers and hyper
personalization and customization of products

to customer requirements

Combating the threat of potentially disruptive
digital competitors

Making more predictive decisions based on
rapidly accessible real-time data across the

organization

The shift toward digital, online, and virtual
experiences and away from physical and face-

face engagements

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

Data explosion, digital 

disruption, and 

increasing 

consumerism are the 

three main challenges 

that enterprises face in 

todayôs business 

environment.

{ƻǳǊŎŜΥ IŦ{ wŜǎŜŀǊŎƘΣ нлмуΤ άLƴǘŜƭƭƛƎŜƴǘ hǇŜǊŀǘƛƻƴǎ {ǘǳŘȅέ ŎƻƴŘǳŎǘŜŘ ƛƴ ŀǎǎƻŎƛŀǘƛƻƴ ǿƛǘƘ !ŎŎŜƴǘǳǊŜ
Sample: EnterpriseBuyers = 460
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0%

9%

40%

29%

20%

2%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

0% / 100% 10% / 90% 25% / 75% 50% / 50% 75% / 25% 100% / 0%

Estimated proportion of structured/unstructured data

Yet organizations struggle to harness data to make better decisions
Q. Can you estimate the proportion of structured vs unstructured data in your organization?

Only 22% of 
organizations have more 

than half their data 
structured.

{ƻǳǊŎŜΥ IŦ{ wŜǎŜŀǊŎƘΣ нлмуΤ άLƴǘŜƭƭƛƎŜƴǘ hǇŜǊŀǘƛƻƴǎ {ǘǳŘȅέ ŎƻƴŘǳŎǘŜŘ ƛƴ ŀǎǎƻŎƛŀǘƛƻƴ ǿƛǘƘ !ŎŎŜƴǘǳǊŜ
Sample: EnterpriseBuyers = 460
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9ƴǘŜǊǇǊƛǎŜǎ ŀǊŜ ǊŜŀƭƛȊƛƴƎ ǿƘŀǘ ōŜŎƻƳƛƴƎ άŘŀǘŀ-ŘǊƛǾŜƴέ ǊŜŀƭƭȅ ŜƴǘŀƛƭǎΣ ǿƛǘƘ ŎƘŀƭƭŜƴƎŜǎ 
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 data-driven. 

» Mature enterprises that may have already focused on one or two 
pillars of organizational change will need to take a multi-pronged 
approach to succeed in the future. 

» Smart analytics needs multi-disciplined talent acquisition and 
retention, a new approach to process design to enable more 
intelligent decision-making and workflows, the accompanying 
cultural changes, broad-based technology modernization and 
investments, and a reorientation to play within a larger ecosystem 
of interconnected data, partners, and vendors. 
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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 
insights

» New training programs and certifications

» Growing multi-disciplined talent including:

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

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

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

Å Data analysts with experience in different programming languages, 
increasingly Python.
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Challenge #2: embedding analytics into the organization

» Using new tools and methodologies like design thinking to rethink 
processes

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

» Re-inventing roles and responsibilities with new processes in mind

» Ongoing training and education to embed a strong culture of 
insight-driven decision-making 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:

Å Analytics CoEs

Å Centralized and federated models

Å IT- vs. business-driven

Å Learning and collaboration across groups.
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Challenge #3: a technology roadmap built on openness and collaboration

» 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, hand-offs, and integration between 
data, analytics, and IT groups

» Making technology platform investments such as:

Å Big data infrastructure, data lakes, cloudification

Å Mobile BI

Å Data ingestion, integration.
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» Data prep, ingestion, and 
integration

» Data entry, de-duplication of 
records

» Data and analysis 
enrichment through primary 
and secondary data sources

» Data quality and governance
» Metadata and data lake 

management.

Data preparation and management

State of the smart analytics market: data prep and management 
» Key client concern

ÅMaking data available for discovery, mining, and analytics.

» Trends in services and solutions
Å Investments in planning, setting up, and managing data lake environmentshave 

surpassed all other investments and discussions in the last two years. Enterprises 
are embracing open source platforms and putting in place trust and security 
mechanisms to increasingly store and manage data in 
the cloud.

ÅGDPR-related solutionsare coming to the front, including data protection services, 
readiness assessments, and anonymization services. 

ÅData quality as-a-servicecontinues to be an integral need for many clients as their 
data sources grow.

ÅCognitive data ingestionand data cataloguing are getting deployed on a wider 
scale, as technologies mature and clients gain more confidence in capabilities. 
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» Design and generation of 
routine reports

» BI support
» Data discovery
» Visualization and dashboard 

design and generation
» Reporting data analysis.

Reporting and visualization

State of the smart analytics market: Reporting and visualization
» Key client concern

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

» Trends in services and solutions
Å New kinds of workbenches for data discovery and visualization are evolving to give 

analysts and data scientists better ways to sift through data.
Å Automated generation and delivery of routine rules-based BI reports is emerging on the 

back of RPA applications.
Å We see more solutions that build connectors to embed actionable insights within 

enterprise applications.
Å User interfaces are seeing the next generation of evolution as machine learning, other AI 

techniques, and visualization technologies become more mature. Examples include:
1. The use of natural language search and queryingis sharply on the rise within BI 

applications and interfaces as NLG is deployed more and more.
2. Virtual agents and assistants that interact with, alert, and guide business users 

through action items in their daily work routines.
3. Initial pilots of AR and VR tech to create new data overlays.
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» Interpretation and analysis 
of structured, semi-
structured and unstructured 
data

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

» Communicating and 
implementing 
recommendations from 
interpretation of analysis.

Advanced analytics modeling and 
ongoing decision support

State of the smart analytics market: advanced analytics
» Key client concern
ÅFinding the most accurate and relevant insights from data patterns.

» Trends in services and solutions

Å Biggest investments and solutions are in bringing in unstructured data into existing and new 
analyses.

Å Strong client interest and green lighting of new model development using machine learning, 
deep learning, and other AI techniques, most prominently computer vision 
andNLP.

Å Continued progress from service providers to develop industry and function-specific 
catalogs of (mostly) reusable assets and IP to speed up new projects.

Å Renewed interest in model lifecycle management solutions with the advent of intelligent 
automation technologies that can automate parts of the monitoring and governance roles.

Å Executive mandate for AI and intelligent automation is driving new needs for the 
industrialization and scaling of models, going beyond the project and department silos of 
the past. 
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» Strategic planning and 
business case development 
through analytics consulting

» Analytics and data 
infrastructure road mapping.

Analytics consulting

State of the smart analytics market: analytics consulting
» Key client concern

ÅDetermining the best course of action on data, platforms, infrastructure, and 
operating model.

» Trends in services and solutions

Å Strong client demand in strategy and consulting work to redefine the role of data and 
analytics in the era of AI.

Å We see a gradual rise in the use of design thinking to help stakeholders discover and 
prioritize use cases.

Å Greater use of collaborative work spaces ǘƻ ƘŜƭǇ ŎƭƛŜƴǘǎ ƛƳŀƎƛƴŜ ǘƘŜ άŀǊǘ ƻŦ ǘƘŜ ǇƻǎǎƛōƭŜέΣ 
with an emphasis on rapid prototyping of new models with test data.

Å The need for organizational change management is going to skyrocket as enterprises realize 
the impact of smart analytics on traditional processes and job roles. 

Å The operating model for delivering data, insights, and analyses is gradually evolving, and 
consulting engagements are helping clients to plan for new groups and capabilities. 
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Research Methodology
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Research Methodology
» Data summary 

We collected data in Q4 2018-Q1 2018, covering buyers, service providers, and 
advisors and influencers of data and analytics services.

» Service providers mentioned*

» Tales from the trenches: Interviews 

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. 

» Sell-side executive briefings: Structured 
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.

This report is based on:

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



tǊƻǇǊƛŜǘŀǊȅ tŀƎŜ 25© 2018 HfS Research Ltd.

HfSBlueprint scoring: smart analytics

Execution 100% Innovation 100%

Quality of service delivery 20% Vision for and investments in the evolution of smart analytics25%

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

Flexibility and creativity in pricing and contracting 10%
Framework for integration of insights into operational 
decision making

5%

Overall size and scale 15%
Fostering culture of creative problem finding, more 
meaningful analysis and analytical storytelling

15%

Scale and repeatability of deployments 15%
Collaborative engagement (consultative sales, design 
thinking, thought leadership)

10%

Breadth and depth of industry and horizontal specific 
solutions that drives use case identification and approach

15%
Ecosystem development including alliances,partnerships and 
consortiums

15%

Development of capabilities across value chain into advanced 
analytics, predictive modeling, and machine learning

15%
Framework for multi-disciplinary talent acquisition and 
development

10%
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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

Quality of service delivery ²Ƙŀǘ ŀǊŜ ǘƘŜ ŎƭƛŜƴǘǎΩ ƻǾŜǊŀƭƭ ƛƳǇǊŜǎǎƛƻƴǎ ƻŦ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ǎŜǊǾƛŎŜΚ 20%

Ability to attract and retain key 
skills

How is the service provider addressing scaling deployments within andacross clients? 
Is the service provider seeking to move to repeatability of solutions and projects? 

10%

Flexibility and creativity in pricing 
and contracting

How well does the service provider tap into industry practices and expertise? Any specific solutions or services within different 
segments?

10%

Overall size and scale
How muchprogress has the service provider made in developing ongoing decision support, advanced analytics, and predictive 
modeling capabilities, beyond traditional data management, ETL, BI, and reporting services?

15%

Scale and repeatability of 
deployments

Do service buyers have access to the skills and capability needed to deliver relevant, continuous, quality work? What is the 
workforce management and development capability of the service provider. Is the attrition at, above,or below average for the 
industry?

15%

Breadth and depth of industry and 
horizontal specific solutions that 
drives use case identification and 
approach

How competitive and flexible are service providers in determining contract pricing? Are they willing to make investments in clients 
for long-term growth? What percentage of the contracts are FTE, transaction, gain-sharing? Anything innovative in the contracting?

15%

Development of capabilities across 
value chain into advanced 
analytics, predictive modeling, and 
machine learning

Overallpractice maturity, including revenues, headcount, number of clients 15%
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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 multi-disciplinary 
talent acquisition and 
development

How well isthe provider updating its strategy towards the recruitment and development of data and analytics technology, domain 
expertise, and statistical talent to address emerging needs?

10%

Tool and platform strategy for 
smart analytics

²Ƙŀǘ ƛǎ ǘƘŜ ǊƻƭŜ ƻŦ ǘƻƻƭǎ ŀƴŘ ǇƭŀǘŦƻǊƳǎ ƛƴ ǘƘŜ ǎŜǊǾƛŎŜ ǇǊƻǾƛŘŜǊΩǎ ƻŦŦŜǊƛƴƎ ǎǘǊŀǘŜƎȅΚ !ǊŜ ǘƘŜ 
selected platforms developed in-house, or are they provided by third parties? Is there a 
demonstrable intent to maintain and enhance the in-house platforms? 

20%

Vision for and investments in the 
evolution of smart analytics

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

25%

Framework for integration of 
insights into operational decision-
making

Iƻǿ ǿŜƭƭ ŘƻŜǎ ǘƘŜ ǎŜǊǾƛŎŜ ǇǊƻǾƛŘŜǊ ŦŀŎƛƭƛǘŀǘŜ ǘƘŜ άƭŀǎǘ ƳƛƭŜέ ŀŎǘƛƻƴƛƴƎ ƻŦ ŀƴŀƭȅǘƛŎŀƭ ƛƴǎƛƎƘǘǎ ŀƴŘ ƻǇŜǊŀǘƛƻƴŀƭ ŘŜŎƛǎƛƻƴ Ƴŀƪƛƴg for 
clients? How well does smart analytics capabilities relate back into the HfSTriple A Trifecta technologies, back into service delivery

5%

Collaborative engagement
Does the service provider work as a partner in collaboration and increase the value of the engagement over time? Or does it mostly 
take direction and deliver based on KPIs? Are there outcome-based engagementsand contracts? What is the level of useof design 
thinking, problem solving, and consultative sales to develop and deliver solutions?

10%

Ecosystem development including 
alliances, partnerships, and 
consortiums

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

15%

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

What innovative techniques and methodologies is the service provider investing in todrive more creative problem solving to drive 
more value in data, reporting, and analytics engagements?

15%
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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 these providers the 
άIŦ{ ²ƛƴƴŜǊΩǎ /ƛǊŎƭŜέ ŘŜǎƛƎƴŀǘƛƻƴΦ 

Category Execution Innovation

IŦ{ ²ƛƴƴŜǊΩǎCircle
show excellence recognized by clients in the 
Eight Ideals inexecution and innovation

Collaborative relationships with clients, services 
executed with a combination of talent and 
technologyas appropriate, and flexible 
arrangements.

!ǊǘƛŎǳƭŀǘŜ Ǿƛǎƛƻƴ ŀƴŘ ŀ άƴŜǿ ǿŀȅ ƻŦ ǘƘƛƴƪƛƴƎΣέ ƘŀǾŜ 
recognizable investments in future capabilities, 
strong client feedback, andare driving new insights
and models.

High Performers
demonstrate strong capabilities but lack an 
innovative vision ormomentum in execution of 
the vision

Execute some of the following areas with excellence: 
worthwhile relationships with clients, services 
ŜȄŜŎǳǘŜŘ ǿƛǘƘ άƎǊŜŜƴ ƭƛƎƘǘǎΣέ ŀƴŘ ŦƭŜȄƛōƛƭƛǘȅ ǿƘŜƴ 
ƳŜŜǘƛƴƎ ŎƭƛŜƴǘǎΩ ƴŜŜŘǎΦ 

Typically,describe a vision and plans to invest in 
future capabilities and partnerships for As-a-Service, 
and illustrate anability to leverage digital 
technologies or developnew insights with clients.

HighPotentials
demonstrate vision and strategy but have yet 
to gain momentum in execution of it

Early results and proofpoints from examples in new 
service areas or innovative service models, but lack 
scale, broad impact, and momentum in the capability 
under review. 

Well-plotted strategy and thought leadership, 
showcased use of newer technologies or roadmap, 
and talent development plans. 

Execution Powerhouses
demonstrate solid, reliable execution but have 
yet to show significant innovation or vision

Evidenceof operational excellence; however, still 
more of a directive engagement between a service 
provider and its clients.

Less evident vision and investment in future-oriented 
ŎŀǇŀōƛƭƛǘȅΣ ǎǳŎƘ ŀǎ ǎƪƛƭƭǎ ŘŜǾŜƭƻǇƳŜƴǘΣ άƛƴǘŜƭƭƛƎŜƴǘ 
ƻǇŜǊŀǘƛƻƴǎΣέ ƻǊ ŘƛƎƛǘŀƭ ǘŜŎƘƴƻƭƻƎƛŜǎΦ

Legend for offering maturity on provider profiles:

Mature Developing Nascent
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HfS Blueprint Grid: smart analytics

Accenture

Atos

BRIDGEi2i

Capgemini

Cognizant

CSS Corp

DXC

eClerx

EY

EXL
Genpact

Hexaware

IBM

KPMG

LTI

NIIT

Syntel

TCS

Tech Mahindra

Wipro

WNS

Fractal Analytics

MuSigma

Infosys
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Execution highlights Innovation highlights

» Scale and repeatability of deployments: Clients seek help in scaling out their 
operating model, going beyond use case and project-based 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 Accentureare 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 learning: Advanced analytics has always 
been a high-ǾŀƭǳŜ ƻŦŦŜǊƛƴƎ ǘƘŀǘΩǎ ƘƛƎƘƭȅ ŘŜǇŜƴŘŜƴǘ ƻƴ ƳŀƛƴǘŀƛƴƛƴƎ ǎǇŜŎƛŀƭƛȊŜŘ 
talent poolsτa work in progress for most service providers. Accenture, IBM, 
EXL, Genpact, KPMG, and TCShave made great progress on expanding their 
capabilities in the advanced analytics part of the services value chain. 

» Ability to attract and retain key skills: Our research questioned clients on the 
biggest strengths of their service providers. In more than half the responses, 
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 today. HfSŦƻǳƴŘ ²ƛƴƴŜǊΩǎ /ƛǊŎƭŜ 
providers including Accenture, IBM, TCS, Cognizant, KPMG, andGenpact to 
score high on this capability, as well as BRIDGEi2i, EXL, WNS, andNIIT.

» Ecosystem development including alliances, partnerships and consortiums:
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 plug 
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 see Accenture, KPMG, 
Wipro, TCS, andCognizantinvesting significantly to drive ecosystems for smart 
analytics. 

» Collaborative engagement: These require consultative sales frameworks that 
focus on problem solving, using thought leadership and design thinking to 
truly collaborate alongside a client. As of today, Capgemini, IBM, and KPMG
are progressing quickly with new ways of engaging clients through structured 
workshops, investments in collaborative experiential spaces, and other 
activities. 

» Vision for and investments in the evolution of smart analytics: Accenture, 
KPMG, and IBM stand 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.
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Relevant Acquisitions and Partnerships Key Clients Global Operations Centers Key Proprietary Technologies

Å 2018: acquired Search Technologiesto expand content analytics 
and big data engineering expertise

Å2016: acquired OPS Rules to expand its machine learning and 
operations analytics capabilities

Å2016: acquired dGroup, MOBGEN, and Tecnilogica to expand 
digital transformation capabilities

ÅPartnerships with:
- Technology alliances: SAP, SAS, AWS, IBM, Google, Paxata, 

1QBit, Informatica, Cloudera, Qlik, Tableau, Teradata, 
Hortonworks, Talend, Avanade and Microsoft

- Academic alliances: MIT, Harvard, Stanford, Duke University, 
Georgia Tech, Stevens Institute of Technology, Turing 
Institute, ESSEC Business School and Das Deutsche 
Forschungszentrum für Künstliche Intelligenz (DFKI)

Client split by geography:
ÅNA: 25%
ÅLATAM: 10%
ÅEMEA (including UK): 45%
ÅAPAC: 20%
Verticalspecialization includes:
ÅProducts, financial services, CMT, resources, health, public service, 

customer and channel, supply chain and operations, finance and 
risk, and enterprise performance

2,500 clients, including:
ÅUS federal government 
ÅBoston Scientific
ÅDucati 
ÅMelia
ÅBiesse
ÅAirbus
ÅBBC

ÅHeadcount: 19,500

ÅData scientists: 2,200

ÅDelivery and innovation centers in 
50+ countries with center locations 
broken down as follows:
ςNorth Americas: 10% 
ςEMEA: 15% 
ςOther APAC: 75% 

ÅAccenture Insights Platform (AIP): analytics-as-a-
service platform

ÅAccenture Intelligent Automation Platform: 
scalable, agile, and insightful customer 
experience-focused platform

ÅAccenture Connected Platform as a Service: IoT 
platform that is integrated with AIP

ÅIntelligent Data Quality Platform: Learning-
enabled data quality tool

ÅAccenture Cyber Intelligence Platform: 
augmented security

Strengths Challenges

ÅThought leadership across the data and analytics landscape. Accenture enjoys a high brand recall and 
ƳƛƴŘǎƘŀǊŜ ǿƛǘƘ ŀƴŀƭȅǘƛŎǎ ŎƭƛŜƴǘǎΣ ǿƘƻ ǾƛŜǿ ǘƘŜ ǎŜǊǾƛŎŜ ǇǊƻǾƛŘŜǊ ŀǎ ōŜƛƴƎ ƻƴ ǘƘŜ άŎǳǘǘƛƴƎ ŜŘƎŜέ ƻŦ ƛƴŘǳǎǘǊȅ 
advancement for machine learning with its Applied Intelligence group.

ÅAnalytics consulting and strategy. !ŎŎŜƴǘǳǊŜΩǎ ŎƻƴǎǳƭǘƛƴƎ ǎǘŀƴŘǎ ƻǳǘ ŀǎ ŀ ƪŜȅ ǎǘǊŜƴƎǘƘΣ ƘŜƭǇƛƴƎ ŎƭƛŜƴǘǎ ƛƴ 
defining their analytics strategy and think about data more holistically. 

ÅAlignment of solutions around AIP platform. Accenture has spent considerable time and investments to 
evolve its AIP platform in the last three years. The solution is available in the cloud and on-premise, with as-
a-service offerings and a comprehensive framework for integration, from data ingestion to insight discovery 
and visualization.

ÅGlobal practice with wide range of capabilities. Overall service execution is a key strength for Accenture. In 
particular, clients point out that the service provider has developed a truly global data and analytics practice, 
and when local teams need any kind of help, Accenture is able to pull together remote expertise swiftly. It is 
ŀōƭŜ ǘƻ άǘƘƛƴƪ ƭƻŎŀƭƭȅ ǿƛǘƘ Ǝƭƻōŀƭ ǊŜǎƻǳǊŎŜǎΦέ

ÅContinued perception as expensive. Several clients in our research maintained that 
ǿƘƛƭŜ !ŎŎŜƴǘǳǊŜΩǎ ǇǊŜƳƛǳƳ ǇǊƛŎƛƴƎ ƎŜƴŜǊŀƭƭȅ ŎƻǊǊŜƭŀǘŜǎ ǿƛǘƘ ǘƘŜ ǉǳŀƭƛǘȅ ƛǘ ǇǊƻǾƛŘŜǎΣ ƛǘ 
needs to find ways to make engagements more cost effective. 

ÅPotential attrition risk for high-value talent. ¢ƘŜ ǎƪƛƭƭǎŜǘǎ ŀƴŘ ǘǊŀƛƴƛƴƎ ǘƘŀǘ !ŎŎŜƴǘǳǊŜΩǎ 
analysts, data scientists and engineers, and consultants possess make them targets for 
competing employers. A client mentioned that they have seen some turnover due to 
the high quality talent in their engagement. 

ÅPersistent focus on open source technologies. Accenture was slightly late to the 
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 
ecosystem of partners and solutions developed on open source technology stacks. 
Accenture will have to continue to look outward as the industry grows more diverse. 

Blueprint Leading Highlights

ÅDevelopment of capabilities 
across value chain

ÅBreadth and depth of industry 
and horizontal specific solutions

ÅVision for and Investments in 
the evolution of smart analytics

ÅEcosystem development

Smart analytics offering maturity:

Data prep and management

Reporting and visualization

Advanced analytics

Analytics consulting

Accenture
²ƛƴƴŜǊΩǎ /ƛǊŎƭŜLeading the industry forward on applied intelligence
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Cognizant
²ƛƴƴŜǊΩǎ /ƛǊŎƭŜInvesting in machine learning and AI to expand high-value analytics portfolio

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

Å 2018: acquired TMG Health to strengthen business offerings in 
the government in US

Å 2018: acquired Brilliant Service, Netcentric, and Zone to expand 
digital transformation portfolio and capabilities

Å2016: acquired Frontica Business Solution, Mirabeau BV, and 
Idea Couture to expand digital transformation capabilities

Å2016:minority investment in ReD Associates to infuse human-
centric thinking with analytics engagements

ÅPartnerships with:
- IBM, Microsoft, Google, AWS
- Qlik, Tableau
- Cloudera, Informatica
- ESRI, Versium, Paxata, DataRobot

Verticalspecialization includes:
ÅBFSI, retail, insurance, life science, healthcare, 

travel and hospitality, manufacturing, logistics, 
energy telecommunication

Clients include:
ÅLarge multinational banking and financial 

services holding company
ÅAmerican multinational financial services 

corporation 
ÅMajor fast food restaurant chain 
ÅSwiss global financial services company 
ÅLarge Investment and insurance company 
ÅLarge healthcare services company 

ÅHeadcount: 41,510
ÅData scientists: 300
Å153 delivery centers worldwide across 31 

countries: North America (49), Europe (33), and 
RoW (71)

ÅLocations: Delivery breakdown by FTE 
percentage:

- North America: 31%

- LATAM: 0.2%

- EMEA: 6.5%

- APAC: 61.55%

- ANZ: 0.6%

Å.ƛƎ5ŜŎƛǎƛƻƴǎΥ /ƻƎƴƛȊŀƴǘΩǎ ǇǊƻǇǊƛŜǘŀǊȅ ƛƴǎƛƎƘǘ ǇƭŀǘŦƻǊƳ
ÅPlatform for Information Value Management: a platform 

for automating key activities in analytics
ÅBI Harmony: a report rationalization solution that creates 

metadata repositories and business definitions catalog
ÅZDLC IT Knowledge Automation: zero-deviation life cycle 

IT knowledge automation
ÅCustomer Journey Analytics (formerly SightPrism): 
/ƻƎƴƛȊŀƴǘΩǎ ǇǊƻǇǊƛŜǘŀǊȅ ŎǳǎǘƻƳŜǊ ƧƻǳǊƴŜȅ ŀƴŀƭȅǘƛŎǎ 
solution with AI capabilities

Strengths Challenges

ÅOverall size and scale. Almost a $4B business for Cognizant, data and analytics is a distributed 
practice with capabilities across data management, reporting and business intelligence, advanced 
analytics, and analytics consulting.

ÅDeveloping ecosystem of partners. Cognizant has a comprehensive partnership strategy that has 
helped it develop strategic ties with giants such as Microsoft and Informatica, as well as accessing 
relevant startups such as Feedzai.

ÅFocus on automation. Cognizant has a markedly differentiated approach to embedding 
automation within parts of the data and analytics lifecycle, including advanced automated data 
quality, discovery, and data preparation. It is partnering as well as developing proprietary 
frameworks in this area.

ÅPlatform, IP, and accelerators. Cognizant continues to build on its strength, highlighted in our last 
Blueprint, around creating technology accelerators and platforms to support clients across the 
analytics stack. Its BigDecisions platform now has IoT and AI versions to support the nuances of 
data ingestion and model development in these emerging areas. 

ÅDevelopment of capabilities across the value chain into advanced analytics, predictive 
modeling and machine learning. Cognizant has grown its advanced analytics capabilities in the 
last few years. Cognizant has invested in advisory services in particular, but this is a relatively 
small practice compared to some other industry leaders. The majority of its revenues today still 
lies in data management and foundational services. It will need to continue its work in 
capability building with its platform and investments in machine learning and AI. 

ÅBranding to match investments in machine learning and AI. Due to its traditional IT heritage, 
Cognizant will have to push harder to differentiate its abilities as an innovative partner to work 
on machine learning and AI projects. 

ÅGetting more out of its creative partnerships and M&A. Cognizant has acquired and invested 
in design and creative houses in the last couple of years. It needs to develop more linkages into 
how these capabilities can rejuvenate and extend its data and analytics portfolio. 

Blueprint Leading Highlights

ÅScale and repeatability of 
deployments 

ÅOverall size and scale 
ÅEcosystem development 

including alliances, partnerships, 
and consortiums 

ÅVision for and investments in 
the evolution of smart analytics 

Smart analytics offering maturity:

Data prep and management

Reporting and visualization

Advanced analytics

Analytics consulting
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EY
²ƛƴƴŜǊΩǎ /ƛǊŎƭŜ

A comprehensive data and analytics service provider with 
unique technology assets

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

Å 2018: acquired Cognistreamer for platform to scale innovation 
and AI

Å 2018: Society Consulting (USA) specialises in front office 
analytics and digital analytics

Å 2018: Innovalue Management Consulting (Germany), a BFS 
strategy and operations consultancy that brings a group of 40 
data scientists

Å2016: acquired Bluestone Consulting to expand expertise in 
advanced analytics consulting 

Å2015: acquired C3 Information management to have expertise in 
advanced analytics, and business intelligence firm

ÅPartnerships with:
- Tier 1: SAP, Microsoft, IBM , GE
- Tier 2: Hortonworks, Cisco, SAS, Adobe, LinkedIn, Los 

Alamos, Dell EMC

Client split by geography:
ÅNA: 37%
ÅLATAM: 4%
ÅUK: 8%
ÅEMEA: 31%
ÅAPAC: 20%

22,676 clients in analytics

ÅHeadcount: 21,000
ÅData scientists: NA
ÅLocations: Delivery breakdown by FTE 

percentage:

- America: 18%

- LATAM: 7%

- UK: 3%

- EMEA: 36%

- India: 23%

- Other APAC: 14%

ÅEY OPTIX: intelligent automation platform designed to 
evolve the risk function by providing industry 
benchmarks

ÅEY CASE: end-to-end suite of global commercial analytics 
that drive tangible client returns through actionable 
business insights across sales

ÅEY ENVISION: provides health organizations with 
advanced analytics that assist clients with information-
driven transformation

ÅEY VALUE CHAIN SYNCRONIZATION: to support the 
supply chain function with advanced analytics

ÅEY HELIX: data and analytics platform to support the 
audit process

Strengths Challenges

ÅCoverage across the services value chain. EY has broad capabilities along the data and analytics 
services value chain. In particular, its scale and experience in analytics consulting is significantly 
high.

ÅNew initiative in talent development. 9¸ Ƙŀǎ ŎǊŜŀǘŜŘ ŀ ά.ŀŘƎŜǎέ ǇǊƻƎǊŀƳ ǘƻ ǇǊƻƳƻǘŜ 
continuous learning in analytics and AI. Employees can earn different levels of badges on 
different data and analytics topics, and display them externally. This promotes learning, 
ƛƴŎŜƴǘƛǾƛȊŜǎ ŀƴŘ ǊŜŎƻƎƴƛȊŜǎ ǘŀƭŜƴǘΣ ŀƴŘ ƳŀǇ ǎƪƛƭƭǎ ǿƛǘƘ 9¸Ωǎ ǿƻǊƪŦƻǊŎŜΦ 

ÅFocused on non-linear growth. EY has been gradually executing on its strategy to move to 
outcome-based pricing, including subscriptions and asset-based work. Twenty-one percent of 
its revenues today are from managed services and asset-based solutions.

ÅInnovative use of VR for data visualization. EY has an interactive data visualization platform, 
designed for VR, that can be plugged into projects with dashboards and data visualization to 
create a more immersive experience.

ÅPresence in client marketsτUK and LATAM. EY has a geographically dispersed business, like many 
consulting houses. However, it has not penetrated the UK and LATAM markets to a large degree. 
Despite an aggressive growth strategy for the next three years, EY will need to compete in an 
increasingly competitive and crowded market for Smart Analytics across key client markets such as 
the UK. 

ÅLeading with technology platforms. 9¸Ωǎ ŎƻƳǇŜǘƛǘƻǊǎ ƘŀǾŜ ƭŀǳƴŎƘŜŘ ǇƭŀǘŦƻǊƳǎ ǎƛƳƛƭŀǊ ǘƻ ƛǘǎ 
Synapse and other solutions, making it a late entrant in this space. However, it has made 
significant progress in the last year through its asset-based work. EY will need to continue to 
ŘŜƳƻƴǎǘǊŀǘŜ Ƙƻǿ ƛǘǎ ǊŜŎŜƴǘ ǇƛǾƻǘǎ ǘƻǿŀǊŘǎ άƛƴŦǳǎƛƻƴ ŀƴŘ ƛƴƴƻǾŀǘƛƻƴέ ƛƴ ŀƴŀƭȅǘƛŎǎ ŀƴŘ !L ƛƳǇŀŎǘ 
clients globally through its expanding platform ecosystem. 

Blueprint Leading Highlights

ÅOverall size and scale 
ÅFramework for multi-disciplinary 

talent acquisition and 
development 

ÅCollaborative engagement 
(consultative sales, design 
thinking, thought leadership) 

Smart analytics offering maturity:

Data prep and management

Reporting and visualization

Advanced analytics

Analytics consulting
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Genpact
²ƛƴƴŜǊΩǎ /ƛǊŎƭŜ

Advanced analytics provider with IP around domain-specific 
platform based solutions

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

Å 2018: acquired TandemSeven for customer and digital 
experience expertise

Å 2018: acquired RAGE framework to enhance AI capabilities
Å 2018: acquired OnSource, BrightClaim, and national vendor for 

insurance industry expertise 
Å2016: acquired PNMSoft for workflow management and 

Strategic Sourcing Excellence (SSE) to strengthen procurement-
as-a-service

Å2015: acquiredEndeavour to enhance digital transformation 
capabilities. 

ÅPartnerships with:
- Sequoya, Knowledgent, Signals, Cognitum, Barkawi, 

International institute of Analytics, Sparkbeyond, Cisco, 
Decisyon, OmPrompt, Rosslyn Analytics, Arria, Predix, Oliver 
Wyman

Client split by geography:
ÅNA: 70%
ÅEurope: 20% 
ÅAPAC: 10%

Verticalspecialization includes:
ÅBanking financial services and insurance (BFSI), 

consumer goods retail life sciences and healthcare 
(CGRLH), high-tech, manufacturing services (HMS)

400 clients, including:
ÅGE
ÅBUPA 
ÅPanasonic 
ÅExpress Scripts
ÅPayPal

ÅHeadcount: 8,000
ÅData scientists: 1,300 (includes analysts)

ÅLocations: Delivery breakdown by FTE 
percentage:

- APAC (includes Bangalore, Gurgaon, 
Hyderabad, Kolkata): 85% 

- Global (includes resources from US, EU): 
15%

ÅCora PharmacoVigilance: a touchless artificial 
intelligence based adverse event identification and 
qualification digital product

ÅCora OrderAssist: digital product that provides real-time 
support to decision making

ÅInventory optimizer: digital product that facilitates 
intelligent and collaborative supply chain planning

ÅCora Omnichannel Campaign Manager: digital product 
that helps in evolving the customer experience to an 
omni-channel environment

ÅCora Intelligent Reporting Assistant: digital product using 
machine learning and data science to source and enrich 
structured and unstructured external data

Strengths Challenges

ÅSmart analytics alignment around Cora. Genpact is pinning its future growth around its AI-based 
platform, Cora. The Cora framework has thus seen significant investments, bringing data and 
analytics to the front and center for the service provider. The modularity, focus on governance, 
ŀƴŘ ƻǇŜƴ !tLǎ ƳŀƪŜ /ƻǊŀ ŀ ŘƛŦŦŜǊŜƴǘƛŀǘŜŘ ƻŦŦŜǊƛƴƎ ŦƻǊ DŜƴǇŀŎǘΩǎ ŎƭƛŜƴǘǎΦ Lǘǎ ŀŎǉǳƛǎƛǘƛƻƴǎ ƛƴ !L 
specialist RAGE framework have been pivotal for this alignment across the company.

ÅExcellence in service delivery. Clients maintain that Genpact is very efficient in maintaining 
seamless knowledge transitions, integration of onshore-offshore working models, process 
ŘƻŎǳƳŜƴǘŀǘƛƻƴΣ ŀƴŘ ǎǘŀƴŘŀǊŘƛȊŀǘƛƻƴΦ !ǎ ƻƴŜ ŎƭƛŜƴǘ Ǉǳǘ ƛǘΣ άDŜƴǇŀŎǘϥǎ ǎǘǊŜƴƎǘƘ ƛǎ ƛǘǎ ǊŜǎƻǳǊŎŜǎτ
ǇŜƻǇƭŜΣ ŀǎ ǿŜƭƭ ŀǎ ǘƘŜƛǊ ƳŀƴŀƎŜƳŜƴǘ ŀōƛƭƛǘȅ ǘƻ ƴƻǘ ƎŜǘ ƛƴ ǘƘŜ ǿŀȅ ƻŦ ǘƘŜƛǊ ǘŜŀƳǎϥ ǇŜǊŦƻǊƳŀƴŎŜΦέ

ÅBreadth of offerings across industry verticals. Genpact has a strong and diversified client base 
where it is delivering industry-specific analytics. Clients commend its domain understanding and 
solution development for specific industry challenges such as pharmacovigilance in life sciences. 
DŜƴǇŀŎǘΩǎ ƛƴǾŜǎǘƳŜƴǘǎ ƛƴ ŎǊŜŀǘƛƴƎ ƛƴƴƻǾŀǘƛƻƴ ŎŜƴǘŜǊǎ ŀƴŘ ŘŜǎƛƎƴ ǎǘǳŘƛƻǎ Ƙŀǎ ŦǳǊǘƘŜǊŜŘ ǘƘƛǎ 
experience.

ÅCreating industry engagement for clients. Clients would like to see more industry 
engagement from Genpact. Given their breadth of presence in various domains, 
Genpact can add significant value to its clients by benchmarking vs. best practices in 
their core strength areas and provide opportunities to share among peers. 

ÅGiving clients visibility into overall vision. While Genpact has been quietly 
reinventing itself over the last year with new branding and strategy, it needs to now 
reach out to share its roadmap with the market and especially with its clients. One 
ŎƭƛŜƴǘ ƳŜƴǘƛƻƴŜŘ ǘƘŀǘ ǘƘŜȅ ǿƻǳƭŘ ƭƛƪŜ DŜƴǇŀŎǘΩǎ ǎŜƴƛƻǊ ƭŜǾŜƭ ǘŜŀƳ ǘƻ ǇǊƻǾƛŘŜ Ǿƛǎƛōƛƭƛǘȅ 
ǘƻ ƛǘǎ ǾƛǎƛƻƴΣ ŀŎǉǳƛǎƛǘƛƻƴǎΣ ƴŜǿ ŎŀǇŀōƛƭƛǘƛŜǎ ŀƴŘ Ƙƻǿ ǘƘŜȅ Ŏŀƴ ǎƻƭǾŜ ǘƘŜ ŎƭƛŜƴǘΩǎ ƪŜȅ 
business problems. 

Blueprint Leading Highlights

ÅDevelopment of capabilities 
across value chain into 
advanced analytics, predictive 
modeling, and machine learning 

ÅVision for and investments in 
the evolution of smart analytics 

ÅQuality of service delivery

Smart analytics offering maturity:

Data prep and management

Reporting and visualization

Advanced analytics

Analytics consulting
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IBM
²ƛƴƴŜǊΩǎ /ƛǊŎƭŜ

Using acquired assets to stitch together unique smart analytics 
solutions

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

Å2016: acquired The Weather Company for acquisition to large 
scale data and analytics platform, vast weather data sources, 
and superior data science talent

Å2016: acquired UStreamas a leading platform for digital video 
services

Å2016: acquired Promontory Financial Group for risk 
management and regulatory compliance expertise

Å2015: acquired AlchemyAPIfor NLP and big data technology
ÅPartnerships with:

- SAS
- Datameer
- Aginity
- Alation
- Teradata

Client split by geography:
ÅNA: 40%
ÅLATAM: 3%
ÅEurope: 25%
ÅMEA: 2%
ÅAPAC: 30%

Verticalspecialization includes:
ÅSales and revenue management, HR, 

marketing, supply chain, finance, customer 
service 

60,000 clients, including:
ÅSunTrust
ÅUnilever
ÅPhilips Morris International

ÅHeadcount: Over 20,000
ÅData scientists: NA

ÅDigital Insights Platform: micro-services to efficiently 
populate and manage data through the creation of cloud 
and hybrid environments

ÅIBM Watson: core AI technology platform
ÅMetroPulse: powered by Watson Geospatial analytics 

platform leveraging hyper-local external and internal 
client data

ÅSmartPages: approach to understand the DNA of a 
document

ÅCognitive Foundation Platform: Cognitive Foundation 
Platform is an adaptable solution framework used to 
build virtual assistants and virtual agents.

Strengths Challenges

ÅCommitment to developing analytics and AI talent. IBM has a reputable talent strategy, where it 
collaborates with top schools to set analytics curriculum and makes advances in the IBM Research 
org to attract and develop data science, engineering, and consulting talent. IBM has a $240M 
alliance with MIT to advance AI and analytics work in healthcare and build its talent pool. 

ÅDesign thinking and building mindshare at Cognitive Garage. L.aΩǎ ƴŜǿ ǿŀȅ ƻŦ ŜƴƎŀƎƛƴƎ ǿƛǘƘ 
clients in its Cognitive Garage sessions, which are a compelling way to create and further its clients 
analytics and AI strategies. This design-thinking led approach is building thought leadership for and 
speeding up the pace of moving from pilots to rapid deployments. 

ÅRethinking analytical storytelling and deliverables.IBM has adapted the way in which its 
consultants communicate analytics results with business owners. Its IX capabilities and Apple 
partnership have helped it take a new approach using design thinking and user experience 
principles.

ÅBetter integration. IBM has demonstrated several examples where it is using capabilities from its 
several acquired assets. HfSsees improved integration and communication, leading to clearer 
understanding of its offerings to the market.

ÅDriving the industry forward in new areas such as machine learning. IBM has an uphill 
battle in driving more enterprises and governments forward to adopt, test, and create 
industrialized production environments for smart analytics, in particular machine learning. 
The next few years will be instrumental for the service provider in putting together and 
iterating on emerging best practices. 

ÅPresence in emerging client marketsτLATAM. IBM has a geographically dispersed business 
like global technology and services providers. However, as its business gets even more 
globalized and enterprises start to get more sophisticated with their data and analytics 
needs, IBM will need to invest to create more opportunities in emerging economies including 
Middle East, Africa, and LATAM countries. 

ÅPersistent focus on open source technologies. IBM was slightly late to the market with 
catching up on open source technologies, leading clients to work with some competitors in 
the last few years. It has in the last year and a half shifted to build its platform on open 
source technologies and partner with leading players. IBM will have to continue to look 
outward as the industry grows more diverse. 

Blueprint Leading Highlights

ÅOverall size and scale 
ÅScale and repeatability of 

deployments 
ÅBreadth and depth of industry 

and horizontal specific solutions
ÅVision for and investments in 

the evolution of smart analytics 

Smart analytics offering maturity:

Data prep and management

Reporting and visualization

Advanced analytics

Analytics consulting
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Infosys
²ƛƴƴŜǊΩǎ /ƛǊŎƭŜ

Growing analytics practice with a re-energized partnership 
strategy

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

Å 2018: acquired Skytree or providing enterprise-grade 
machine learning software for big data

Å 2018: acquired Brilliant Basics for digital innovation and 
customer experience

Å2015: acquired Noah Consulting for advanced information 
management consulting services for oil and gas industry

Å2015: acquired Skava for delivering visionary digital 
experiences

ÅPartnerships with:
- Strategic partners: Microsoft, SAP, Oracle, IBM, AWS
- Major partners: Tableau, Informatica, Cloudera, 

Hortonworks, SAS, Pega Robotics, Kofax Kapow

Client split by geography:
ÅNA: 61%
ÅLATAM: 1%
ÅUK: 10%
ÅEMEA: 19%
ÅAPAC: 10%
Verticalspecialization includes:
ÅServices, oil and gas, utilities, resources, 

communication, energy, financial services, 
healthcare, insurance, life-sciences, 
manufacturing, retail, CPG and logistics

496 clients, including:
ÅATP
Å[ŜǾƛΩǎ
ÅAIMIA
ÅUniversity of Melbourne

ÅHeadcount: 15,428
ÅData scientists: 850
ÅLocations: Delivery breakdown by FTE percentage:

- North America: 18.5% (USA and Canada)

- LATAM: 0.1% (Brazil and Mexico)

- UK: 1.91% (multiple cities)

- EMEA: 2.55% (Belgium, Finland, France, Germany, 
Hong Kong Special Admin Region of China, Ireland, 
Netherlands, Norway, Portugal, South Africa, Sweden, 
Switzerland, Poland)

- India: 74.6% (multiple cities)

- Other APAC: 2.3% (Australia, China, Japan, New 
Zealand, Philippines, Singapore, South Korea, Thailand)

ÅInfosys Nia: knowledge-based platform
ÅInfosys Analytics Workbench: platform for data 

discovery, wrangling, analytical modeling, etc.
ÅInfosys Genome: technology assets for automated 

transformation, pre-fabricated deep domain analytical 
features

ÅInfosys Enterprise Cognitive Platform: caters to broad 
use case(s) by combining application of various AI 
techniques

ÅInfosys BI BOT: guided exploration, personalization 
and contextualization with NLP and narrative 
intelligence

Strengths Challenges

ÅStronghold in data and reporting with growing analytics capabilities. Infosys has significant experience 
in foundational services around data management, BI, and data visualization. Its analytics practice has 
been gaining ground with new strategic engagements with blue-ŎƘƛǇ ŎƭƛŜƴǘǎΦ LƴŦƻǎȅǎΩ ǾŜǊǘƛŎŀƭ ǇŜƴŜǘǊŀǘƛƻƴ 
for BFSI and CPG retail has helped propel this capability. 

ÅRe-energized execution on strategy to go beyond linear growth. Infosys seems to have taken a 
definitive step in defining its strategy for analytics by migrating from pure services to solution based 
offering with software, consulting, etc. Clients and partners appreciate the new energy and enthusiasm 
that Infosys is bringing to move their business forward. 

ÅFlexibility and trust with clients. aǳƭǘƛǇƭŜ LƴŦƻǎȅǎΩ ŎƭƛŜƴǘǎ ŦŜŜƭ ǎǘǊƻƴƎƭȅ ŀōƻǳǘ ǘƘŜ ƭŜǾŜƭ ƻŦ ŜƴƎŀƎŜƳŜƴǘ 
ǘƘŀǘ ǘƘŜ ǎŜǊǾƛŎŜ ǇǊƻǾƛŘŜǊ Ƙŀǎ ƛƴ ǘƘŜƛǊ ŀŎŎƻǳƴǘǎΣ ƴƻǘƛƴƎ ǘƘŀǘ ǘƘŜȅ ŀǊŜ άŀōǎƻƭǳǘŜƭȅ ƛƴǾŜǎǘŜŘέ ŀƴŘ ǿƻǊƪƛƴƎ ƻƴ 
creating true partnerships.

ÅFocus on automation. Infosys has a progressive view on the use of automation technologies across the 
ǎƳŀǊǘ ŀƴŀƭȅǘƛŎǎ ǾŀƭǳŜ ŎƘŀƛƴΦ /ƭƛŜƴǘǎ ŀǎ ǿŜƭƭ ŀǎ ǇŀǊǘƴŜǊǎ ŦŜŜƭ ŎƻƴŦƛŘŜƴǘ ƛƴ LƴŦƻǎȅǎΩ ŀǇǇǊƻŀŎƘ ŀƴŘ ǇǊƻƎǊŜǎǎ 
on using multiple types of automation tools to improve analytics outcomes.

ÅBuilding out a high-value analytics consulting brand and capability. LƴŦƻǎȅǎΩ ƻǾŜǊŀƭƭ 
scale and local presence for analytics consulting is fairly limited today compared to the 
rest of its business. Partly due to this, it is also still perceived as more of an executioner, 
ǾǎΦ ŎƭƛŜƴǘǎ ŜƴƎŀƎƛƴƎ ƻƴ άǘƻǇ-Řƻǿƴέ ŀƴŀƭȅǘƛŎǎ ŀƴŘ ǎǘǊŀǘŜƎȅΦ 

ÅJuggling services and product offerings. Infosys has defined its intent to grow with 
products such as Infosys Nia, and Infosys Genome. However, clients in our research feel a 
disconnect between the product and services group currently. Infosys will need to 
consistently develop and communicate alignment for these solutions, especially how 
consultants and sales and solution leads develop new opportunities. 

ÅAddressing talent gaps in non-technical areas. Clients would like to see an improvement 
ƛƴ ŀƴŀƭȅǎǘǎΩ Řŀȅ-to-day abilities to rapidly deliver on non-technical areas such as 
storytelling and presentations. 

ÅSharing best-in-class technology trends. Infosys could expand its client relationships by 
sharing and recommending technologies that it believes are best-in-class. 

Blueprint Leading Highlights

ÅOverall size and scale 
ÅEcosystem development 

including alliances, partnerships, 
and consortiums 

ÅVision for and investments in 
the evolution of smart analytics 

Smart analytics offering maturity:

Data prep and management

Reporting and visualization

Advanced analytics

Analytics consulting
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KPMG
²ƛƴƴŜǊΩǎ /ƛǊŎƭŜAn industry leader driving the next wave of Smart Analytics

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

Å 2018: acquired KIANA for its research and expertise in AI
Å 2018: acquired Relken Engineering for its asset management 

capabilities
Å 2018: acquired Terria Mobile for its digital development capabilities
Å 2018: acquired DEVtalk/Axelia for its BPM/CRM/ERP/SI capabilities
Å 2018: acquired Matchi for its mobility and cloud capabilities
ÅPartnerships with:

- Technology partners: Google, Microsoft, IBM, Alteryx, Invidia, 
EMC2, Hortonworks, Oracle, Qlikview, RSA, SailPoint, and SAS

- Data partners: Dun & Bradstreet, BHI, CMS, ExactData, Thomson 
Reuters, and Sky

Client split by geography:
ÅNA: 61%
ÅLATAM: 1%
ÅUK: 12%
ÅEMEA: 18%
ÅAPAC: 8%
Verticalspecialization includes:
ÅHealthcare, financial services, government, 

D&A transformation, customer, audit, and 
tax

10,000 clients, including:
ÅTelstra
ÅBanco Santander
ÅRabobank
ÅSprint
ÅTop banks of world
ÅTop telecom provider

ÅHeadcount: 12,500
ÅData scientists: 1,700
ÅLocations: Delivery breakdown by FTE 

percentage:

- North America: 61%

- LATAM: 1%

- UK: 12%

- EMEA: 18%

- India: 1%

- Other APAC: 7%

ÅKPMG Ignite: AI ecosystem
ÅKPMG Clara: an industry leading,D&A focused, audit 

platform
ÅTax Intelligence Solutions: KPMG's integrated suite of 

indirect tax technology analytical tools 
ÅCX Cloud: Microsoft Azure based customer insights 

solution
ÅIntelligent Signaling Engine: uncover the underlying 
ŘǊƛǾŜǊǎ ƻŦ ŎƭƛŜƴǘǎΩ ōǳǎƛƴŜǎǎ ǳǎƛƴƎ ōƛƎ Řŀǘŀ ǘƻ ŜƴŀōƭŜ ǘƘŜƳ 
to either augment or automate decision-making

Strengths Challenges

ÅScale and repeatability of solutions. KPMG drives scalability in smart analytics through its use of 
open source tools, libraries, and APIs that it uses through its platforms, along with its own 
accelerators, frameworks, and models that clients believe are practical implementations of 
emerging technology.

ÅFocus on automation. KPMG has a comprehensive view of how automation technologies come 
together with data and analytics. Its Ignite and Lighthouse platforms integrate smart analytics with 
RPA, AI, and other emerging technologies into more bundled solutions for clients. 

ÅStrong network of partners, alliances, and consortia. KPMG has built a formidable ecosystem of 
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 AI, earning the 
service provider early access to strategy and technology decisions.

ÅCross-industry experience with a reputation for finance and accounting. While KPMG has breadth 
of capabilities across industry verticals and horizontal data and analytics, it has particularly gained a 
reputation with clients and partners as an industry thought leader in finance and accounting.

ÅDriving the industry forward in new areas such as machine learning. KPMG has an uphill 
battle in driving enterprises and governments forward to adopt, test, and create industrialized 
production environments for smart analytics, in particular machine learning. The next few 
years will be instrumental for the service provider in putting together and iterating on 
emerging best practices. 

ÅInconsistent sharing of best practices and community development. While some clients 
mention a significant amount of industry interaction with the service provider, others are yet 
to experience industry-level discussions, forums for evolving best practices in analytics, etc. 
KPMG will have to take a consistent approach to engaging its globally dispersed clientele. 

Blueprint Leading Highlights

ÅBreadth and depth of industry 
and horizontal specific solutions 

ÅVision for and investments in 
the evolution of smart analytics 

ÅEcosystem development
ÅTool, data, and platform 

strategy for smart analytics 

Smart analytics offering maturity:

Data prep and management

Reporting and visualization

Advanced analytics

Analytics consulting




