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The cloud is changing the entire data analytics stack

Sources Pipelines Warehouses Analytics
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The cloud is changing the entire data analytics stack

Companies generate They can more easily They can afford to To extract the full value,
more data points move the raw data store more, wider data theyneed a new engine
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For businesses, this manifests as a “last mile” problem

Wider, fresher data Answers and insights Decisions
IS easier to capture and cheaper to store still require reactive, manual slicing and dicing happen when time runs out
® ® ® ® L ® ®
SaaS Apps ELT CDWs Static Dashboards Reactive Analysis Summaries  Action
il Power BI +ij loSker ;@; @ E 1 M 1) Marketo




Legacy tools cannot serve today’s needs

X
Slow

X Unreliable

X Inaccessible

They make (= iterative analysis of . * cloud-scale data prohibitively @) time-consuming

They answer /4 “what” happened but not X “why" it happened or )X “now what” to do

They are & hard for all to adopt, leading to () information silos and ## stale summaries
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We need to redefine decision intelligence for cloud data

Retain customers Grow revenue Improve operations

Collaboration
Visualizations, reporting, commenting, sharing, administration

What Why Now What

Explorations, boards, Key drivers, metric Forecasts, predictions,
anomalies, trends, outliers correlations, causal inference scenarios, action execution

Metrics
Dataset creation, column management, metric definition, business logic

Data Infrastructure (ELT, CDW, CDP)




Reimagining the
product experience

Dashboards help orient you to
what happened to key metrics...

© 2021 Sisu Data, Inc. - Confidential

g ¢ E-comm WBR m =RY

oo
oo
Total Rev Revenue by week
9 +/ Run complete +/ Run complete
N~
8 <
]
c
2M . -
Revenue 2021-08-23 2021-09-06 2021-09-20 2021-10-04 2021-10-18
Purchase Date (Week)
Rev by loyalty program

+/ Run complete

Qo
3
c
Q
& 0 - m n in. Baa = i = . |
2021-08-23 2021-08-30 2021-09-06 2021-09-13 2021-09-20 2021-09-27 2021-10-04 2021-10-1 2021-10-18
Purchase Date (Week)
Isiver |none |bronze | gold
Total AOV AOV by week
+/ Run complete v/ Run complete
o
3
g
]
B
46.3 ;
= &
o
o
>
Average Order Value = 2021-08-23 2021-09-06 2021-09-20 2021-10-04 2021-10-18
Purchase Date (Week)
AOV by loyalty program
v/ Run complete
=
]
B2
L)
o
o
g 2021-08-23 2021-08-30 2021-09-06 2021-09-13 2021-09-20 2021-09-27 2021-10-04 2021-10-1 2021-10-18
Purchase Date (Week
BH Wee @ Help

Jbronze |[none |silver | gold



51, JEER—— o R

oo
oo

@

Reimagining the . | I
product experience .
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Dashboards help orient you to
what happened to key metrics...
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Reimagining the
product experience

Dashboards help orient you to
what happened to key metrics...

But they prompt more questions:

why was AOV down X week?
Was it down for all segments?
What should we do about it?

To make data-driven decisions, you
need to be able to answer why and
discuss now what in real time.
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Y Average Order Value Average
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Previous period
Sep 20, 2021to Sep 26, 2021

48.2

Average Order Value

Metric

Recent period

00 Manage columns

Sep 27, 2021to Oct 3, 2021

44.5

Min 0 vs Min
Max 2019 Max
Median 45 Median
Average 48.2 Average
Sum 616.3K Sum
Rows 12.8K Rows

Top drivers Waterfall Query preview Query
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COUPON_CODE = 01DEC2019PROMO

COUPON_CODE = 01DEC2019PROMO
LOYALTY_PROGRAM = silver

COUPON_CODE = 01DEC2019PROMO
LOYALTY_PROGRAM = none

December promo code losing effectiveness with non-loyalty member customers

LOYALTY_PROGRAM = silver

LOYALTY_PROGRAM = silver
COUPON_CODE = 01DEC2019PROMO

TXN_CHANNEL = digital_mobile
AD_SHOWN = week52_20
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Low performance of week50_20 ad on mobile drove decrease in AOV. Let's ramp down use of this ad on mobile
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