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editor’s  NOTE

“IoT technology 
can be a hit in  

virtually any  
industry with  

the help of  
analytics.”

When the internet of Things (IoT) first grabbed headlines, I 
thought of the Russian proverb about the dancing bear: 

“ The marvel is not that the bear dances well, but that  
the bear dances at all.”

Who wouldn’t marvel at connected cars, houses, wearable 
devices and kitchen appliances that send and receive data?

In business today, the IoT bear is not only dancing, it’s danc-
ing well — for certain audiences. However, as Beth Stackpole 
writes in “Making Magic” (page 10), IoT technology can be a 
hit in virtually any industry with the help of analytics. 

CIOs can play a key role in making that magic happen if they 
remember what’s important: business value. “Many CIOs think 
of IoT as cool technology, but their business peers only care 
about the business outcomes,” says Ken Piddington, CIO at 
MRE-Consulting. By picking strategic projects, CIOs can build 
trust and help make the business case for IoT analytics.

Stackpole zeros in on three such projects. 
n  Manufacturer Inteva Products’ plant floor machinery has 

been collecting data for years, but that information was siloed 
and offered no business insight. The company recently retooled 
its production floor environment and now uses IoT analytics to 
provide intelligence for better decision-making. 

“We’ve been collecting data, but no one ever went back to see 

what was actually going on,” says Dennis Hodges, the com-
pany’s CIO. “Much of that data was displayed somewhere in real 
time, but it was never captured. If you didn’t look at it right then 
and there, you missed it.”

n  Haemonetics, a provider of blood management services, 
used IoT technology and analytics to add capabilities to its 
products to help its customers offer better patient care.

The company’s IoT project is an example of business-IT col-
laboration. Walt Hauck, vice president for worldwide product 
development, says his CIO partner took the lead in areas such as 
the security and authentication architectures. “It’s been an inti-
mate balance between us and corporate IT,” says Hauck. 

n  Eric van Gemeren, vice president of R&D at Flowserve, a 
manufacturer of flow control equipment, is leveraging IoT analyt-
ics to add predictive maintenance capabilities to its products.

While van Gemeren’s group takes the lead on developing 
Flowserve’s IoT products and services, he says the CIO’s IT 
team has played a key behind-the-scenes role, mapping out 
infrastructure and integrating supporting technologies.

The result: IoT-based systems that help customers keep plants 
running longer with fewer interruptions, says van Gemeren. 

Check out our cover story for a detailed look at how business-
IT partnerships can create IoT magic.                                

–Dan Muse, editor in chief, CIO.com

Dancing with IoT analytics

http://www.cio.com
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“It’s time for IT leaders 
to take a hard look at 

their teams and  
determine who should 

remain with the  
business as it under-

goes the move  
to the cloud — and  

who should not.”

Don’t let your culture keep you off of the cloud
i had recently the pleasure of hosting a CIO dinner in Palo 
Alto, Calif., with a dozen IT execs and one of our vendor part-
ners. The topic was cloud computing and my key questions 
were, “Where are your organizations today versus two to three 
years ago in moving to the cloud?” and “What are the next 
applications that you are looking to move to the cloud?” 

Our in-house research on cloud computing shows adoption 
continues to climb from year to year. In fact, we’ve seen a 15 
percent gain in the past three years. But the companies rep-
resented at that dinner seemed a bit behind the cloud curve 
— and, remember, this was in Palo Alto, where you would rea-
sonably expect to find early adopters.

When I asked why certain companies were still resisting the 
cloud, the answers weren’t about security or data control, as 
we’ve come to expect. They were mainly about cultural resis-
tance and the “We’ve always done it this way” mindset. 

Perhaps not coincidentally, most of the execs who cited cul-
tural resistance were the ones who were pushing the cloud 
agenda at their organizations — with little success thus far. 

As we continued to talk as a group, it became apparent that 
even the companies that were further down the cloud path 
were still experiencing some resistance within their own 
teams — in some cases, significant resistance. 

The best line of the night came from a retail IT exec who 

asked, “We make apparel, why the [expletive] would I want to 
own a data center? I want my entire team focused on projects 
that will move the business forward.” 

I think it’s time for IT leaders to take a hard look at their 
teams (and to ask their team members to take a hard look at 
themselves) and determine who should remain with the busi-
ness as it undergoes the move to the cloud — and who should 
not. This may sound callous, but it’s a critical step for busi-
nesses that want to evolve. 

Change isn’t limited to the cloud
As I write this, it occurs to me that this isn’t a cloud-specific 
recommendation. It could be any circumstance where a busi-
ness faces cultural resistance as it tries to change the way it 
works and innovates, or tries to develop new products and 
open new markets. If the time is right to try new things, take a 
risk and disrupt before being disrupted, and do the hard work 
of articulating your vision and evaluating your team. 

And if you’re wondering about the answer to the second 
question I posed to the group at dinner that night, here it is: 
Data and analytics are the applications that most organiza-
tions said they are looking to move to the cloud next.

– Adam Dennison, SVP and publisher, CIO.com 
(adennison@idgenterprise.com)

http://www.cio.com
mailto:adennison@idgenterprise.com


5M ay  2 016  |  c i o . c o m

emerging  TECH

T H i n k s T o C k

Google’s home automation subsidiary, 
Nest, is one of the most recognizable Internet 
of Things (IoT) brands, but it has recently 
experienced struggles that could have a last-
ing impact on the IoT movement.

At the end of 2015, nearly 20 percent of all 
U.S. households with broadband connec-
tions owned at least one smart home product, 
according to Parks Associates. During the next 
decade, the IoT research firm expects that fig-

Nest’s struggles 
could set back  
the IoT movement 
Amid all the hype surrounding smart home 
technology, Google’s home automation subsidiary is 
struggling to innovate and scale. What’s the problem?   
by mat t k apko
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ure to jump to 66 percent as more 
thermostats, cameras, video door-
bells, door locks, lights, controllers 
and myriad yet-to-be-released smart 
home products make their way into 
U.S. households. 

The Internet of Things “will live 
up to a lot of the hype,” says Kevin 
Meagher, senior vice president 
of business development at Roc 
Connect, a company that provides 
an IoT ecosystem for enterprises. 
“Whether it lives up to all of it, 
well that’s to be debated, but it will 
grow significantly.” 

A battle of egos
The primary issue facing the 
industry today is not technol-
ogy. It’s that companies are trying 
to claim control over user data, 
according to Meagher, who previ-
ously worked at Lowe’s and led the 
retailer’s smart home initiative, 
called Iris. “Consumers don’t want 
just one connected smart device, 
and consumers are never going to 
buy all of their smart devices from 

the same supplier,” he says. “The 
problem is that everybody wants 
to own the consumer, they want 
to own the relationship and they 
want all the data.” 

Meagher says he’s confident the 
market will grow quickly once pro-
prietary systems give way to a more 
open environment. But until then, 
he says, IoT development will con-
tinue to be hampered by a “battle of 
egos” as brands “try to be the one 
that owns the consumer interface.” 

Many large IoT companies 
approach the smart home market 
with their own priorities top of 
mind, and that strategy is holding 
the industry back, according to 
David Moss, president and CTO 
of People Power, an open mobile 
platform for IoT service provid-

ers. “Because there’s so much 
money behind each of these dif-
ferent protocols, I don’t exactly 
see them all going away,” he says, 
adding that it could take at least a 
decade before the industry adopts 
a global standard. 

Nest touts openness in its mar-
keting, but the company’s restric-
tive terms and business model don’t 
deliver on that message, according 
to Moss. “Google wants to be the 
brain of your home, your building 
and life, and so they need access 
to lots of data to do that,” he says. 
“They’ve taken some very strategic 
steps in the formation of their terms 
of service and their policies for how 
you connect with their products in 
a way that enables them to main-
tain control of the data and ulti-

mately be the brain.” 
If companies want to thrive in 

the connected home market, they 
need to open up their application 
programming interfaces (API) and 
connect with other manufacturers’ 
devices or ecosystems without prej-
udice, Moss says. More than half of 
all U.S. households with at least one 
smart home device say interoper-
ability is very important, and that 
sentiment grows stronger with each 
new IoT device they add, according 
to Parks Associates research. 

“Connectivity is changing the 
business models for a variety of 
products, and while consumers 
have multiple channels available 
to acquire smart devices and solu-
tions, they clearly recognize the 
added value of connectivity,” says 

“ The problem is that everybody wants to own the consumer, 
they want to own the relationship and they want all the data. ” 

—KevIN Meagher, SVP of buSineSS deVeloPment, Roc connect
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Stuart Sikes, president of Parks 
Associates. “As home automation 
solutions become more common 
and affordable, interoperability 
will be a differentiator.”

Just a thermostat, not a hub
Nest helped validate the IoT con-
cept by breathing new life into 
boring old thermostats, but it has 
failed to keep the momentum 
going with new products. 

In early April, the company 
announced plans to shutter 
and stop supporting Revolv, a 
smart home hub manufacturer 
it acquired in 2014. “This move 
creates a general atmosphere of 
distrust for consumers who are 
exploring connected home solu-
tions,” Moss says. “I think this is 
bad not only for Nest’s brand and 
Google as it relates to the trust 
that they’re trying to build in their 
consumer base, but this is coming 
at a time when the IoT market is 
growing and consumer awareness 
continues to build. Companies 

in this space really need to band 
together to make this new phase of 
the Internet actually work well for 
real people.”

Smart homes need “hubs” to con-
nect their various components, 
and without a product such as 
Revolv, Nest will struggle to scale, 
according to Meagher. “Nest is very 
good at smart devices, but that 
doesn’t make them a smart home 
provider,” he says. “That’s where 
they get confused. A smart home 
is about working with all the other 
things in the home.” 

Meagher says Nest’s assump-
tion that its thermostat can serve 
as an IoT hub shows arrogance. 
“Frankly, Nest is still just a smart 
thermostat,” he says. “It’s defi-
nitely not a smart home, and that’s 
because they are confused about 
what they are, and their strategy’s 
just wrong. The hub strategy’s the 
only way to go forward.”  n

Matt kapko is a senior writer  
at Cio.com. 
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Microsoft made head-
lines when Tay, a chatbot 
designed to engage with 

millennials, was exploited and 
began tweeting what the company 
called “wildly inappropriate and 
reprehensible words and images.”

But bots haven’t fallen com-
pletely out of favor. Other compa-

nies are quietly deploying similar 
artificial intelligence technolo-
gies to interact with current and 
future customers. For example, 
Atom Bank, a startup mobile-only 
bank based in the U.K., recently 
announced that it is incorporating 
WDS Virtual Agent software from 
Xerox into its mobile app.

The machine learning software 
will give customers an agent-like 
option for assisted self-service on 
the app. Atom Bank has had WDS 
Virtual Agent for two years, and 
the system has been developing 
the intelligence to understand and 
address customer issues on its own 
by analyzing data and learning 

from the ways human agents diag-
nose and solve customer problems. 

Atom Bank’s leaders know that 
a mobile-only bank needs an app 
that offers all the services custom-
ers expect from traditional banks. 
“One of our core design principles 
was to enable the customer to do 
everything within the app,” says 

Mobile-only 
banking startup 
bets on bots  
Atom Bank is incorporating artificial 
intelligence into its mobile app to provide 
automated customer service.   
by stephanie overby
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Stewart Bromley, the bank’s chief 
operating officer. “This means 
not only that our customers can 
get support without leaving their 
banking app, but when they need 
support, we already know who 
they are, where they are and what 
device they are using. Hence, the 
support can be more exacting to 
that customer in that moment.”

Atom Bank had several virtual 
customer service agents to choose 
from, but Bromley says the bank 
wanted a proven system. “It was 
important to us that our data and 
learning efforts didn’t start from 
square one, and WDS already has 
extensive experience in the mobile 
sector,” Bromley says. “They 
understand handsets, networks, 
devices — nobody else has this 
type of specialist knowledge.”

The challenges of mobile 
customer service
While eliminating physical 
branches — and even Web-based 
options — may simplify the bank-

ing experience for customers, it 
creates challenges for the bank. 

“Delivering mobile customer 
service is as complex as it gets. 
Not only do you need to know 
about your own app, which you 
are in control of, you also have to 
understand the variety of devices 
and operating systems on which it 
will be used, which you are not in 
control of,” says Bromley. “Further, 
these technologies are constantly 
evolving, and the pace of change is 
accelerating.”

The app, animated and built 
using a 3D rendering engine, is 
tested constantly. 

“We create new builds every 
day,” says Bromley. “Testing is cru-
cial. Customers are very forgiving 
when they can see the proposition 
or service evolving for the better, 
but they do not and should not tol-
erate inconvenience in the process. 
We use guerrilla testing meth-
ods with employees, and we hold 
focus groups with prospective 
customers for each release. Once 

we launch, we will also invite our 
founding customers to be involved 
in the development of future func-
tionality.”

The benefit of virtual agent soft-
ware is that the machine learn-
ing technology should continue 
to evolve in reaction to external 
changes, Bromley says.

The WDS system offers custom-
ers multiple potential solutions 
to every question they ask. Each 

option is ranked according to 
the probability that it will fix the 
problem or otherwise adequately 
address the inquiry, based on how 
it was judged to have resolved sim-
ilar customer queries in the past. 
Each time a response is confirmed 
as adequate (or not), the analytics 
are updated, improving the accu-
racy of responses over time.

But the virtual agent system still 
has limitations. 

“I don’t think you should ever 
assume that the machine is always 
right,” says Bromley. “Further, it 
would be wrong to assume that the 
customer wants to use it. The cus-
tomer will be able to use self-sup-
port, but can equally use assisted 
channels, such as chat, secure 
messaging, voice and video. How-
ever, we also use the same machine 
learning behind the scenes for the 
assisted channels, so that all learn-
ing is applied.”  n

stephanie overby is a regular contrib-
utor to Cio.com

“ We use guerrilla  
testing meth-
ods with employ-
ees, and we hold 
focus groups with 
prospective cus-
tomers for each 
release.”

—STewarT BroMley, 
chief oPeRating officeR,  

atom bank
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making magıc
Fred and Ginger, peanut butter and jelly, the  
Internet of Things (IoT) and . . . analytics? 

Despite all the hoopla over what’s possible with connected 
products, the connecting part is easy compared to what it 
takes to develop and deploy analytic systems that trans-
form the data deluge into something that gives companies 
a competitive business advantage. 

Connecting devices is just the first act in an 
Internet of Things production. The magic happens 

when analytics transform data into business 
intelligence. CIos need to play a role.

by be Th sTaCkpole

http://www.cio.com
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“Analytics is at the core of the IoT 
value proposition — it’s the central 
component for enabling the auto-
mation and promise of IoT, whether 
for consumer or enterprise mar-
kets,” says Ryan Martin, an analyst 
at ABI Research. Given the impor-
tance of analytics to the value of 
connected systems, ABI is project-
ing the market for tools that inte-
grate, store, analyze and report on 
IoT data to hit $30 billion in 2021. 

With data pouring in at warp 
speed, the biggest challenge facing 
many companies is to figure out 
how to create value in the form of 
new insights or as a foundation for 
new business models and revenue 
streams, according to Ken Pid-
dington, CIO at MRE Consulting, a 
professional services firm. 

Currently, many companies at 
the forefront of the IoT movement 
are focused on improving opera-
tional efficiencies or leveraging IoT 
analytics to support proactive and 
predictive maintenance. While 
CIOs are often not the principal 

force behind these and other IoT 
initiatives, they do have a key role 
to play in identifying the opportu-
nities, understanding the business 
goals and objectives, and building 
out the technology infrastructure 
— including connectivity, analyt-
ics, storage, and store-and-forward 
mechanisms — that will enable 
companies to capitalize on the 
IoT’s potential.

Make a business case
Remaining focused on business 
outcomes — and refusing to be 
beguiled by shiny new technolo-
gies — is a must for CIOs who 

covet a seat at the IoT table. “Many 
CIOs think of IoT as cool technol-
ogy, but their business peers don’t 
care about the technology, they 
only care about the business out-
comes that are a result of using the 
technology,” Piddington says. 

CIOs can build credibility and 
earn the trust of their business 
peers by making a business case 
for IoT analytics and by carefully 
choosing strategic pilot projects 
that can demonstrate value through 
incremental, inexpensive wins.

Dennis Hodges, CIO of Inteva 
Products, a global automotive sup-
plier, says a solid proof of concept 

can pave the way. For example, by 
deploying a manufacturing ana-
lytics tool in a pilot test of an IoT 
initiative to drive efficiency at a 
single plant, he says he was able 
to demonstrate the value of the 
IoT technology and get local plant 
operators to lobby for funding a 
broader initiative. 

The analytics tool was a soft-
ware-as-a-service (SaaS) offering, 
and that was key to the success of 
the effort. “The subscription model 
let us spin up a proof of concept 
for not a lot of money to show the 
team the value, and we had a win 
that way,” he says. 

“ CIos think of IoT as cool technology, but their  
business peers don’t care about the technology, 
they only care about the business outcomes 
that are a result of using the technology.”  

— ken pIddIngTon, CIo, Mre ConsulTIng

http://www.cio.com
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Leading the partnership charge 
is another good tactic for CIOs 
who want to be part of IoT initia-
tives. Fostering alignment with 
key leaders of business units and 
sorting through the hundreds of 
IoT development platforms (by 
some industry accounts, there are 
close to 300) to identify the best 
technology partner plays to the 
CIO’s strengths — strengths lack-
ing among executives in other 
areas of the business, according to 
Tony Rizzo, entrepreneur in resi-
dence specializing in mobile, IoT 
and wearable technologies at Blue 
Hill Research.

Rizzo argues that CIOs should 
also be assembling data analytics 
teams, recruiting people with the 
requisite skills and facilitating the 
dialogue to understand exactly 
how business users can derive 
value from the data. The biggest 
miscue companies make with IoT 
systems is instrumenting a com-
plex sensor network to collect data 
without thinking through exactly 

what they’re trying to accomplish, 
Rizzo says.

“You end up monitoring this par-
ticular set of things, and it doesn’t 
allow a company to deliver better 
service to customers or use better 
parts or get data to designers to cre-
ate the next level of product,” Rizzo 
says. “A lot of people aren’t thinking 
this through, and that’s the prob-
lem IoT projects are running into. It 
falls on the CIO’s plate to find a bal-
ance between success and failure.”

Here are the stories of three 
companies that are taking proac-
tive approaches to IoT analytics 
— with the help of CIOs who are 
striving to strike that balance.  

Turning dormant machine 
data into actionable insights

L
ike most manufac-
turers, Inteva is no 
stranger to the idea of 
connecting “things.” 
Its plant floor 

machinery has been networked 
and collecting data for years. Yet 

the volumes of data points — 
temperature readings or records 
of how many times a stamping 
machine did its thing — have typi-
cally remained locked up in siloed 
systems, too much of a bother to 
access and not particularly useful 
for generating business insights.

As Inteva retools its produc-
tion environment for the age of 
the Industrial Internet of Things 

(IIoT), that scenario is starting to 
change. The confluence of more 
sophisticated equipment, ubiq-
uitous connectivity and, more 
recently, IoT analytics capabili-
ties, is helping Inteva mine the 

treasure trove of once-dormant 
data for intelligence that can lead 
to better decision-making. Just six 
months into its new IoT analytics 
initiative, Inteva is already seeing 
substantial results. Production has 
become more efficient, scrap has 
been dramatically reduced and 
quality is up, and that’s just the 
start of what’s possible, according 
to Hodges.

“We’ve been collecting data for 
years, but no one ever went back 
to see what was actually going 
on,” he says. “Much of that data 
was displayed somewhere in real 
time. But it was never captured 

“ a lot of people aren’t thinking 
this through, and that’s the  
problem IoT projects are  
running into.”  — Tony rIzzo, blue hIll researCh

http://www.cio.com
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anywhere, so it was ethereal. If 
you didn’t look at it right then and 
there, you missed it. Collecting the 
data and knowing what to do with 
it — that’s the big change.”

Traditionally, Inteva machine 
operators roamed the floors, moni-
toring equipment on the line and 
manually recording things like 

environmental factors and produc-
tion glitches. The problem was that 
there was no capability to draw 
correlations between data points 
— to know, for example, if a south-
ern factory running machinery on 
a hot summer day would be better 
served operating a night shift, or 
if there were specific times when 
electricity was cheaper for produc-
tion runs. “The ability to draw cor-

relations between the process and 
a machine’s health starts giving 
us insights we never had before,” 
Hodges says. 

Using a SaaS-based manufac-
turing analytics tool called Sight 
Machine, Inteva is now automat-
ing the collection and analysis of 
data from connected production 

floor equipment to gain visibility 
into various factors that help it 
operate more efficiently. One of the 
biggest potential benefits Hodges 
anticipates is being able to per-
form preventive maintenance so 
there’s no downtime on expensive 
machines.

“In manufacturing maintenance, 
so much money is spent on emer-
gency repair or investments in 

redundant equipment,” he says. 
But analytic systems help paint a 
picture of when a machine is suf-
fering from wear and tear or is 
about to fail. “That digital aware-
ness really helps us start improv-
ing performance,” he says.

Inteva is currently using Sight 
Machine in a pilot project on a 

single plant line, but it’s looking at 
opportunities to roll out the tech-
nology across the board. Starting 
with a contained proof of concept 
that’s cost-effective is critical for 
gaining traction, Hodges says. 

It’s also critical to move toward 
a forward-thinking approach to 
decision-making, but that presents 
its own share of challenges.

“Operations is a whirlwind in 

a plant, so looking ahead to what 
we’re going to do tomorrow to 
improve things is difficult,” Hodges 
says. “Everything is typically about 
what we’ve done in the last 30 min-
utes, not even the last day.”

Working collaboratively with 
a key business sponsor — in 
Hodges’ case, the vice president of 
operations — has been critical for 
fostering buy-in and getting the 
business to move forward. 

Hodges says the CIO’s role in 
IoT analytics is that of a transla-
tor and orchestrator. For his part, 
he says he played those roles by 
championing the limited proof of 
concept to demonstrate the value 
of the system to the local opera-
tions management team — so they 
would, ideally, promote it to other 
executives. 

“The VP of operations is going to 
listen to the plant manager before 
he listens to me,” Hodges says. 
“My role is to work with the team, 
not to come in and tell them how to 
do things.”

“ My role is to work with the team, not to come 
in and tell them how to do things.”

— dennIs hodges, CIo, InTeva produCTs

http://www.cio.com
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An IoT tango between 
IT and business

F
ew things are as 
important to hospitals 
and blood donation 
centers as maintain-
ing a healthy blood 

supply. For Haemonetics, a pro-
vider of blood and plasma sup-
plies and services, the Internet of 
Things and a dose of analytics are 
lining up to be the right prescrip-
tion for future growth.

Haemonetics provides every-
thing from blood processing and 
diagnostic devices to software for 
donor and transfusion manage-
ment. After decades of pouring 
dollars into device maintenance, 
Haemonetics sensed an opportu-
nity for connected devices to fos-
ter better integration between the 
various parties in the blood sup-
ply chain, so the company set out 
to create new product capabilities 
and develop a business model tai-
lored to the IoT ecosystem.

“We have two customers — the 

donor centers collecting the blood 
and the hospitals and medical 
institutions using the blood — 
and traditionally, there’s been no 
good connection between them,” 
says Walt Hauck, vice president of 
worldwide product development 
at Haemonetics. “We started con-
necting devices for the business 
purpose of providing better ser-
vice and business process integra-
tion for our customers.”

Retrofitting equipment with 
sensors and communications 
capabilities and developing a new 
generation of devices with built-
from-the-ground-up IoT connec-
tivity were just the first steps  in 
Haemonetics’ journey. The real 
challenge was figuring out how to 
best use the data collected from the 
connected devices for new busi-
ness opportunities and competi-
tive advantage.

The result was the HaemoCloud, 
a suite of products designed to 
enable Haemonetics blood man-
agement devices to communicate 

with hospital IT systems and pro-
vide real-time operational data for 
service and support operations. 
HaemoCloud includes Haemo-
Communicator, a system that 
collects data from thromboelasto-
graphy devices (which assess 
bleeding and thrombotic risks) 
and cell salvage machines (which 
manage blood recovery during 
surgical procedures). HaemoCom-
municator sends the data to the 
HaemoCloud, where it lands in 
a Hadoop system for monitoring 
and near-real-time analysis.

The IoT-enabled analytic sys-
tems provide Haemonetics with 
insight into how equipment is per-
forming so it can address mainte-
nance issues for customers before 
systems are at risk of failure. 

“We can see that a device placed 
up against a wall tends to have its 
filter fill up faster or run hot, and 
we can send out a service team to 
clean that customer’s filter rather 
than having to eventually replace a 
$5,000 part,” Hauck says. “Simple 

“ We started 
connecting 
devices for  
the business 
purpose of 
providing  
better service  
and business 
process inte-
gration for 
our customers.”

— WalT hauCk, vp, 
WorldWIde produCT  

developMenT, haeMoneTICs

http://www.cio.com


15M ay  2 016  |  c i o . c o m

cover story   |    IoT

things like that add a ton of value.”
In addition to playing a useful 

role in equipment maintenance 
and repair operations, IoT ana-
lytics can yield improvements in 
patient care. 

The HaemoCloud platform, built 
using Bright Wolf’s IoT devel-
opment platform, sifts through 
specific device data along with 
anecdotal information on pro-
cedures and other relevant data 
points to draw out insights, such 
as why a machine has an abnormal 
number of midstream failures or 
comes to a particular test conclu-
sion. Previously, Hauck says  
Haemonetics might not have 
known about issues such as those 
for months — until, say, something 
came up in a casual conversation 
between a sales rep and a doctor, 
and even then, there was no con-
text to know if the activity was 
a full-scale problem or just an 
anomaly. 

“The field sales organization had 
no data — they’d just have a report 

that doctor so and so said the 
result was not what was expected,” 
he says. “The way we’re taking 
data and doing analytics, we can 
help doctors practice medicine bet-
ter and foster better patient care.”

As head of product development, 
Hauck was the primary driver 
behind the new Haemonetics IoT 
platform. But he previously held 
CIO positions at Pfizer and Dun & 
Bradstreet, and he says a compa-
ny’s CIO must be actively involved 
in IoT initiatives. 

At Haemonetics, the CIO typically 
focuses on internal IT projects, but 
he has played a key role in the IoT 
analytics efforts, both as a source of 
guidance and expertise and as an 
orchestrator of the key technology 
platforms. Specifically, Hauck says 
his CIO partner has taken the lead 
on key components of HaemoCloud, 
such as the security and authen-
tication architectures, which are 
critically important in healthcare 
offerings. The CIO also led the eval-
uation of the company’s prospective 

cloud partners. 
“It’s been an intimate balance 

between us and corporate IT,” says 
Hauck. “We don’t run indepen-
dently — we run together.”

IT does the IoT  
blocking and tackling

A
s is the case at 
many compa-
nies, the product 
development orga-
nization was in 

the driver’s seat of an IoT initia-
tive at Flowserve. But the proj-
ect wouldn’t have traveled very 
far without the CIO as a highly 
engaged co-pilot.

That’s according to Eric van 
Gemeren, vice president of research 
and development at Flowserve, a 
manufacturer of flow control prod-
ucts used by businesses such as oil 
and gas companies and chemical 
manufacturers. Under van Geme-
ren’s direction, Flowserve is using 
PTC’s ThingWorx IoT develop-
ment platform and IoT analytics 
systems to retool and differenti-
ate its offerings, adding predictive 
maintenance capabilities to prevent 
equipment and plant system fail-
ures and satisfy customer demands 
for continuous uptime. 

While van Gemeren’s R&D 
group is externally focused and 

“ because we’re providing true 
analytics, [customers are] no 
longer jumping at shadows.”

— erIC van geMeren, vp oF r&d, FloWserve

http://www.cio.com
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takes the lead on developing 
Flowserve’s new IoT products 
and services, the CIO’s IT team 
has played an important behind-
the-scenes role, mapping out 
infrastructure and integrating key 
supporting technologies.

“These underlying [IoT] prod-
ucts require a lot of standard IT 

technology and a level of familiar-
ity with things like TCP/IP and 
Ethernet that we in the engineer-
ing space don’t typically have,” 
says van Gemeren. “The CIO is 
partnering with us, particularly 
on the implementation piece.”

The collaboration has resulted 
in online reliability-monitoring 

capabilities that go beyond what 
has traditionally been offered, says 
van Gemeren. While Flowserve 
has been monitoring and collect-
ing data from its plant floor equip-
ment for years, it hasn’t been able 
to do much in the way of serious 
analytics due to bandwidth limita-
tions and inadequate processing 

capabilities on the edge where the 
equipment resides. The fact that 
the data would historically be 
locked up in automation vendors’ 
systems didn’t help matters. 

The old way had customers 
drowning in a sea of data, van 
Gemeren says. “If you have thou-
sands of control points operating 

inside a plant and you’re told that 
the temperature has been exceeded 
on a single piece of equipment, 
what does that mean and is it a big 
deal?” he says. “Our customers 
were jumping at shadows and had 
to investigate every alarm.” When 
maintenance technicians were sent 
to do troubleshooting, they found 

nothing wrong about half the time.
The IoT analytics tools have 

helped Flowserve dramatically 
reduce maintenance expenses. 
The company can use the tech-
nology to remotely diagnose and 
troubleshoot problems, and the 
systems can anticipate equipment 
failures and initiate proactive 

maintenance steps. In addition, 
insights gleaned from the data 
help customers save money and 
operate more efficiently by opti-
mizing energy consumption 
for plant equipment, says van 
Gemeren. “Our intelligence helps 
customers keep plants running 
longer with fewer interruptions,” 
he says. “Because we’re providing 
true analytics, they’re no longer 
jumping at shadows.”

Besides yielding a service that 
has been a hit with customers, the 
IoT initiative involved a win-win 
collaboration between R&D and 
IT. “We’re helping them under-
stand the difference between 
deploying technology internally 
and the commercialization of tech-
nology,” van Gemeren says. “We 
bring structure and discipline to 
the processes around that, and 
they provide the know-how and 
the blocking and tackling.”  n

beth stackpole is a regular contributor 
to CIo.com.

“ It’s been an intimate balance between us  
and corporate IT. We don’t run independently — 
we run together.”  

— WalT hauCk, vp, WorldWIde produCT developMenT, haeMoneTICs

http://www.cio.com
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Pitney Bowes evolves, 
leaves meters behind 
The venerable manufacturer of postal equipment 
remakes itself as a purveyor of software-driven 
digital logistics tools and services.    by clint boulton

As part of a multiyear transformation 
that began in 2013, Pitney is develop-
ing mailing and logistics applications to 
help companies sell and ship products 
and services, according to James Fair-
weather, the company’s senior vice presi-
dent of technology. At the core of its new 
services are application programming 
interfaces (API), building blocks that 
enable developers to write and integrate 

apps without having to write fresh code. 
These days, APIs are considered table 
stakes for companies that are racing to 
build new digital products.

Pitney is making its APIs publicly 
available so its customers can use them 
to improve the functionality of their own 
ecommerce tools. “We see APIs as a way 
of making the services we provide usable 
in both applications we build and appli-

As the world increasingly relies on data to conduct business, traditional companies are 
embracing the notion that they must refashion themselves as technology organizations. 
Pitney Bowes is doing just that. The 96-year-old manufacturer of postage meters and 
mail-sorting devices is evolving into a digital logistics operation.
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cations our clients want to build,” 
Fairweather says. “We want to 
provide the capability to plug into 
clients’ business processes.”

Pitney bets on APIs 
Pitney faces a big challenge. As 
billing, banking and other transac-
tions once conducted via the mail 
go online, its sales have dropped to 
$3.6 billion from more than $4 bil-
lion over the past few years.

But over the decades it’s been 
in business, Pitney has collected 
reams of logistics and shipping 
data on its 1.5 million customers. 
Those customers include 90 per-
cent of the Fortune 500, more than 
200 retailers and 1.5 million small 
businesses, and they need help 
shipping goods and processing 
online orders. So last year, Pitney 
partnered with Apigee, a provider 
of software development tools 
that help companies build, man-
age, monetize and calculate the 
return on investment from APIs. 
With Apigee tools, enterprises can 

build platforms that are essentially 
smaller versions of the ecosystems 
Apple and Google have cultivated 
to enable third-party developers to 
build applications for their mobile 
operating systems.

Using Apigee, Pitney makes 
APIs for services such as location 
intelligence, customer engage-
ment, and shipping and mailing 
available through its developer 
hub, Developer.PitneyBowes.com. 
There, developers of ecommerce 
apps can augment their offerings 
with features such as the ability to 
rate packages, validate addresses, 
refill accounts or buy U.S. Postal 
Service labels. They may also 
“geo-enhance” apps with location 
coordinates, place names, points 
of interest and time zones. Such 
features can reduce shipping costs, 
accelerate the shipping process and 

help customers track parcels.
Apigee’s APIs enable develop-

ers to stitch such features into 
their apps in hours and days, as 
opposed to the weeks and months 
it would take to build them on 
their own. “We can talk to our 
retail ecommerce clients about 
problems they want to solve and 
bring services to bear to solve 
those problems very quickly,” 
Fairweather says. 

In the past, Pitney occasionally 
built and shared private APIs with 
large customers, Fairweather says. 
But those integrations were expen-
sive and unwieldy. 

A common story line
Narratives like that of Pitney 
Bowes are playing out in every 
industry, says Tom Weeks, Api-
gee’s vice president of customer 

success and digital strategy.
For example, Walgreens worked 

with Apigee to build a portal 
where mobile software developers 
can integrate their tools with the 
pharmacy chain’s mobile app. As 
a result, Walgreens customers can 
now print photos from Facebook, 
Flickr or Instagram, order pre-
scription refills through consumer 
health apps such as WebMD and 
DailyRx, or share data from fitness 
apps like FitBit and RunKeeper.

Apigee CEO Chet Kapoor says 
that 50 percent of his company’s 
more than 260 customers are com-
panies that are over 100 years old. 
“They have a mantra,” he says. 
“They may not say it this way, but 
it’s ‘Adapt or die.’”  n

Clint Boulton is a senior writer  
at CIO.com.

“ [Older companies] have a mantra. They may not say it this 
way, but it’s ‘Adapt or die.’ ” — CheT KapOOr, CeO, apigee
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Dayton Superior 
sells globally, 
prices locally
The ohio-based supplier of concrete  
and other construction materials uses a  
data-driven approach to price optimization.
by thor ol avsrud

You may not be familiar with 
Dayton Superior, but you probably 
know its work. Headquartered in 
Miamisburg, Ohio, the 115-year-old 
company has supplied concrete  
and other materials for bridges, 
canals, buildings and stadiums 
around the world, including the 
Panama Canal and the new World 

Trade Center complex in New York.
“We’re very much involved in all 

the big, cool buildings going up,” 
says Dayton Superior CEO James 
McRickard, citing the company’s 
work on the Hudson Yards project 
on Manhattan’s West Side — a 26-to-
28-acre mixed-use development 
that will consist of 16 skyscrapers, 

a school and more than 14 acres of 
public open space. “We make the 
stuff that holds it all together.”

Regional competition
The company has a global foot-
print, but the construction indus-
try, even the heavy construction 
industry Dayton Superior plays 

in, is a local and regional business. 
Prices for all manner of goods and 
services fluctuate based on locale, 
and the company was finding it 
difficult to compete with local ven-
dors who better understood the 
economics of particular regions.

McRickard says Dayton Supe-
rior “had principally gone to mar-
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ket with a very traditional national 
list price.”  

“We would publish our new 
pricing, and our competitors — in 
about three minutes — would come 
up with their counterstrategy,” he 
recalls. “What was missing in our 
business was what the price should 
be in New York versus L.A. or 
Miami. We just didn’t know.”

McRickard took the helm as CEO 
of Dayton Superior in January 
2013, and it soon became clear to 
him that price transparency was a 
major problem. The company pub-
lished one central price list that was 
updated on an annual basis. The 
final price of any project was the list 
price, minus a negotiated discount.

It wasn’t a small list either. The 
company has roughly 17,000 SKUs 
across four main product lines: con-
crete accessories, chemicals, form-
ing and paving. It also has about 
3,000 distribution customers.

There were discounting guide-
lines in place, but the way the rules 
worked, nearly 80 percent of Day-

ton Superior customers were treated 
as large customers, regardless of the 
actual amount they spent. To make 
matters worse, McRickard says, the 
discount decisions were generally 
judgment calls, rendering the prices 
irrational and inconsistent. 

In addition, prices were almost 
always misaligned with market 
conditions and customer expecta-
tions. Salespeople frequently found 
themselves either losing business 
because of overpricing or giving 
away unwarranted discounts.

How analytics aligns 
markets and pricing
McRickard concluded that Dayton 
Superior needed to apply analytics 
to the problem.

Two years ago, the company 
adopted MarginMax, a mathemati-
cal price optimization application 
for B2B companies from Zilliant. 
MarginMax uses data science to 
produce rational, market-aligned 
pricing guidance by measuring 
price elasticity at the micro-mar-

ket level and then predicting the 
impact of price changes.

A Zilliant team configured the 
application to generate optimized 
prices based on a set of factors 
defined by domain experts at Day-
ton Superior.

“I think we spent three to four 
months” customizing the system, 
McRickard says. “You had to get 
all the data sucked into the data-
base. There’s a gazillion transac-
tions we run every day.”

Once the database was built, he 
says, a significant amount of user 
training was required, particularly 
on the customer service end of the 
operation — though he notes that 
using MarginMax became second-
nature once everybody was up and 
running.

To promote adoption of the data-
driven approach throughout the 
organization, McRickard needed 
the company’s sales leadership 
team to step up.

“From a sales management 
perspective, I’ve made massive 

“ What was missing 
in our business 
was what the 
price should  
be in New York  
versus L.a. or 
Miami. We just 
didn’t know.”

— JaMes McriCKard, CeO,
daYTON superiOr
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changes to make sure I had leaders 
that understand how to drive the 
tools through the organization,” 
he says. “When you have guys that 
are principally paid on commis-
sion, it helps to show them a path 
to new commissions.”

The change management plan 
was carefully orchestrated. There 
was frequent communication rein-
forcing Dayton Superior’s commit-
ment to the new pricing initiative, 
and the company held regular 
training sessions with the CFO, the 
senior vice president of sales and 
Zilliant representatives. Customer 
service people, sales managers and 
sales reps all received comprehen-
sive training on the mechanics of 
the system and how it creates price 
guidance. 

Within a month, 98.3 percent 
of the company’s sales reps were 
making use of MarginMax’s price 
guidance, and quote turnaround 
time improved dramatically. That, 
in turn, allowed salespeople to be 
more responsive to customers.

Telling the customers
At first, McRickard says, customers 
thought Dayton Superior was just 
looking for a way to raise prices. 
But, in fact, the new system yielded 
prices that were more rational and 
more specific to each customer’s 
circumstances. Dayton Superior 
invited 400 customers to an open 
forum at its headquarters to explain 
its new approach and to give them a 
chance to ask questions.

“We spent a lot of time talking to 
customers more specifically about 
competitive pricing, bringing intel-
ligence to it, letting them know 
what the market price should be,” 
McRickard says. “We did a hard 
sell on that. It was more difficult 
with our customers than with our 

own folks, but they get it.”
McRickard says Dayton Superior 

has reduced pricing process inef-
ficiencies, eliminated inconsistent 
pricing practices and improved 
customer satisfaction. The com-
pany is now preparing to deploy 
Zilliant’s SalesMax system, a pre-
scriptive selling tool that identifies 
retention and growth opportuni-
ties across the customer base.

“I think the next year or so for us 
will be running out SalesMax and 
really driving the intelligence for our 
sales team and giving them the tools 
to make much more efficient use of 
their time,” McRickard says.  n

Thor Olavsrud is a senior writer  
at CIO.com.

“ When you have guys that are principally paid  
on commission, it helps to show them a path to  
new commissions.” — JaMes McriCKard, CeO, daYTON superiOr
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I
t’s not a new assertion to say that CIOs occupy 
a position that gives them a view of the entire 
enterprise. What is new is the recognition of just 
how important that enterprisewide perspective 
is — to the future of business (and to the future 

of the CIO role). I see it as the key to unlocking inno-
vation leadership. And I believe it will render CIOs 
indispensable in the era of business transformation. 

The CIO’s silo-bridging perspective is like the Force 
in the Star Wars mythos — an energy field that sur-
rounds and penetrates all, binding the galaxy together. 

It’s time for CIOs  
to become 
innovation leaders
CIOs could prove themselves indispensable in the  
era of business transformation — if only they’d 
awaken the Force. By  r i c k  pa s t o r e
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Here are just 10 aspects of the 
corporate “galaxy” routinely 
penetrated by the cio’s vision:

1.  The way work gets done across the 
enterprise.

2.  The avenues by which data is  
converted into information and 
information becomes knowledge.

3.  The processes and workflows that 
channel and tap into that data.

4.  The end-to-end customer  
experience. 

5.  System schisms and architectural 
abysses.

6. Siloed agendas on collision courses.

7. Cumulative risk.

8.  The total number of vendors and 
consultants in the enterprise.

9.  Technology debt — the accumulat-
ing cost of deferred tech upgrades 
and system replacements.

10.  Opportunity costs associated 
with investment decisions.

No other executive position can 
claim such a breadth and depth of 
insight. The CEO’s vision doesn’t 
penetrate to the level where work 
gets done. The CFO only sees the 
money trail. The COO primarily 
cares about profit-and-loss-related 
activities. The heads of sales and 
marketing focus on customer 
touchpoints. And HR only knows 
about personnel issues.

The CIO’s unique exposure pro-
vides unprecedented power to do 
good, for both the business and 
technology. CIOs already tap into 
this force to protect the enterprise 
from internal and external threats. 

Here are just some of the areas of 

cross-enterprise conservation  
or fiduciary responsibility that 
commonly fall under the CIO’s 
purview:
n IT expenditures. 
n Architecture compatibility and 
integration. 
n The total vendor and contractor 
footprint.
n Management of cybersecurity 
vulnerability profiles. 
n Integrated asset management.
n Management of business conti-
nuity risk profiles. 
n Technology capital planning 
and investment management.
n Streamlining and rationaliza-
tion of business processes. 

n Tech- and data-related regula-
tory compliance. 
n Management of data landscape 
and analytics capabilities.
n Management of business solu-
tions development.

Anyone questioning the value of 
IT leaders should consider that if 
CIOs weren’t doing these things, 
no one would be. 

In this era of digital business 
transformation, these conserva-
tion-oriented responsibilities are 
as essential as ever. But transfor-
mational businesses need more 
than fiduciary leadership. They 
need people to drive innovation, 
bridging the silos. 

CIO Executive Council research 
shows that this isn’t happening 
— CIOs aren’t taking responsibil-
ity for cross-enterprise innova-
tion. This “other side” of the Force 
is sleeping. It’s time for CIOs to 
awaken it.  n

Rick Pastore is a member of the CIO 
Executive Council’s leadership team.

The CIO’s unique exposure 
provides unprecedented  
power to do good, for both  
the business and technology.

http://www.cio.com
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Let’s say RIP to 
technology RfPs
Enterprises need to forgo complex RFP processes and adopt efficient,  
standardized approaches to procuring IT products and services. 
B y  a a r o n  p o l i k a i t i s

They’ve done it again. That black-ops group in (marketing, 
sales, R&D . . . pick one) is pushing “digital transformation.” 
They conducted a pilot and are now in production with a hot 
new third-platform technology. IT will correct this egregious 
process violation with a series of escalating complaints citing 

violations of corporate policy, and 
eventually a request for proposals 
(RFP) will be sent to no fewer than 
three vendors as prescribed by 
that same corporate policy.

Is an RFP the answer?
As that scenario illustrates, IT and 
procurement professionals are 

under pressure to deliver solutions 
to problems quickly these days. To 
do so, they must be able to rapidly 
identify vendors that can provide 
the necessary technology. Then 
they must evaluate capabilities 
and solicit price proposals. 

An RFP is often an ideal vehi-
cle for this task. But not always. 

Before diving in, it’s critical to 
determine whether an RFP is the 
right approach. 

In situations like the one I 
described above, the “prescribed” 
RFP process won’t yield meaning-
ful results. Knowing its position 
in the market and the amount of 
support it has within the enter-

prise, the incumbent vendor — the 
one that implemented the pilot — 
won’t alter its price or terms and 
may even use the RFP process to 
galvanize its supporters and dis-
empower the procurement office. 
Other potential vendors may sub-
mit halfhearted proposals or walk 
away disenchanted. 

leading  TECH
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Ultimately, the RFP approach 
wastes time and money and cre-
ates or reinforces walls that sepa-
rate functional groups. 

My fictional scenario (both the 
black-ops pilot and the “rectifying” 
RFP response) is an example of 
what we at IDC call siloed sourcing. 
We project that, by 2018, 70 percent 
of siloed digital transformation 
initiatives will fail because of insuf-
ficient collaboration, integration, 
sourcing or project management. 

The problem with RFPs
The RFP journey often begins with 
a template that’s based on RFPs 
issued by other enterprises for 
similar technologies. Many enter-
prises have access to a collection 
of such RFP templates, and these 
templates include remnants of 
unusable procurement processes, 
because they were created, over 
time, by or for other enterprises.

Users need an efficient, stan-
dardized decision platform and 
framework that enables them to 

create and administer RFPs for a 
broad spectrum of technologies 
and sourcing activities. In the 
words of one CIO who’s an IDC 
client, “if the RFP process wasn’t 
so cumbersome, long and bureau-
cratic, everyone would be issuing 
RFPs.” 

What’s needed is a more stream-
lined approach that’s tailored to 
specific product and sourcing 
activity categories. 

But it’s not just about outdated 
templates. The whole process of 
gathering and assembling RFP 
requirements needs an overhaul. 

Requirements gridlock
Sourcing technology is usually 
a complex and administratively 
burdensome exercise. Many 
enterprises spend untold hours 
assembling documentation defin-
ing technical specifications. This 
expenditure of resources certainly 
gives vendors a good understand-
ing of what a customer is looking 
for. But it also enables vendors to 

tailor their responses in ways that 
show how their products or ser-
vices meet those requirements. 

“Isn’t that the purpose of an 
RFP?” you might ask. Certainly, if 
you’re developing a fighter jet or a 
satellite communications system. 
But most businesspeople are look-
ing for a solution to business prob-
lems. Simply stating the problem 
and identifying what you want to 
focus on may be all that’s required 
to create a competitive environ-
ment in which prospective ven-
dors explain how their products, 
services and technical approaches 
solve your problem. 

Compiling a detailed list of your 

technical and functional require-
ments may show vendors that 
your enterprise has great expertise 
in a particular domain, but it may 
do little to help you judge whether 
a particular vendor has the exper-
tise and products you need. 

Overly complex and overly 
inclusive requirements often shift 
the focus from how vendors solve 
problems to how vendors meet 
specific requirements, which may 
not, in fact, be relevant to solving 
your business problem.  n 

aaron Polikaitis is vice president of 
vendor sourcing and management in 
IdC’s IT Executive Programs unit.

By 2018, 70 percent of siloed digital 
transformation initiatives will fail 
because of insufficient collabora-
tion, integration, sourcing or  
project management. 
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Data Scientist
Roles

Data scientist, business analyst, 
chief data officer, analytics  
manager, DevOps specialist

minimum  
education Master’s degree recommended

Relevant  
aReas of 

study

statistics, analytics, mathemat-
ics, computer science, engineer-
ing, physics

technology 
skills

Data analytics, algorithms, neural 
networks, machine learning,  
artificial intelligence

Potential  
emPloyeRs

academic institutions, health-
care providers, PR/advertising/
marketing agencies, research 
firms, technology companies, 
manufacturers, retailers.

salaRy $93,146  (National median) 

What it takes to be a  
data scientist 
How do you land a job in one of today’s hottest tech 
fields? We talk to two data scientists to find out.
by sharon flor entine

S
eemingly all of a sudden, data scientist has become one of 
the most high-profile careers in IT, and people with the skills 
to do the job are in demand. But many IT professionals have 
been quietly working behind the scenes in the field for years. 

Take Tom Walsh and Alex Krowitz, for example. They’re 
research engineers at cloud workforce management software company 
Kronos. “We both work in the workforce management and timekeeping 
division here at Kronos,” says Walsh. 

Describing the type of work they do, Walsh says, “There are generally 
two kinds of projects we regularly handle: Mining patterns within data to 
improve our own products is one, and the other is taking on specific sets 
of customer data to gather and deliver insights from that.” 

http://www.cio.com
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What companies look 
for in a data scientist is 
the ability to make predic-
tions based on data, Krow-
itz explains. “Customers 
are looking for help with 
things like predicting how 
much business there will 
be in a retail store, or sales 
volume per store. Or in a 
hospital, they want to pre-
dict how many patients 
will be admitted,” he says. 
“Armed with that data, 
they can better understand 
the relationships between 
how many staff members 
they need, or how to struc-
ture their supply chain, for 
example.” 

bachelor’s degree 
required
Walsh holds a Ph.D. in 
machine learning and 
worked in a series of both 
academic and private-
sector jobs involving 

applied machine learning 
and robotics before join-
ing Kronos two years ago. 
Krowitz, who has a mas-
ter’s degree in computer 
science and a bachelor’s 
degree in physics, came 
to Kronos after a stint at a 
neural networks company. 

A bachelor’s degree is 
required to become a data 
scientist, at a minimum, 
and a master’s degree is 
recommended. But the 
degrees don’t have to be 
specifically in data sci-
ence, says Sue Metzger, a 
management information 
systems (MIS) instructor 

at Villanova University. 
An MIS degree is a great 
foundation for a career in 
data science because the 
MIS curriculum focuses 
on sources of data and 
reaches into related areas 
like programming and 
database design, Metzger 
says. 

Communication 
skills, and more
Also vital to the role is the 
ability to communicate 
the results of data analysis 
and visualization exercises 
to people who don’t have 
the same level of technical 

and analytics expertise. 
“You need to have a 

unique combination of 
interests and skills: the 
curiosity to want to know 
what the data’s telling you; 
the hard skills to get that 
data, to wrangle it into a 
form where you can ana-
lyze it; and the ability to 
explain in layman’s terms 
the results of the analysis 
and the context of what 
that means for business,” 
Walsh says. “You have to 
repackage the output in a 
way that’s meaningful for 
someone who has to act on 
that data.” 

“ You need to have a unique combination of  
interests and skills.”  

–Tom Walsh, research engineer, Kronos
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“Anyone at the manage-
ment level isn’t neces-
sarily going to want to 
understand the intricacies 
behind the data. They 
just want to know why it 
impacts them, and how to 
direct business strategy 
because of the results,” 
Walsh says. “So as a data 
scientist, you have to 
understand the business 
well enough to explain 
[data] to someone who’s 
going to make very impor-
tant decisions based on it.” 

Demand grows in 
several fields
Villanova has been “pretty 
aggressive getting into 
the data science and data 
analytics space because 
we know how applicable 
this area of focus is for a lot 
of different careers,” says 
Metzger. “If you’re going 
into marketing, you have to 

get that minor. It’s also rec-
ommended if you’re going 
to be a programmer.”

IT recruiting and staff-
ing firm Mondo has seen 
an increase in employer 
demand for data scientists 
with a number of special-
ties. “There’s this growing 
need, as the data science 
field evolves, for predictive 
analysis and explanation. 
That’s one of the largest 
spaces where we’re filling 
data science roles,” says 
Patrick Circelli, senior 
technical recruiter and 
lead technical trainer 

at Mondo. “But we also 
see demand in areas like 
development and design 
companies, or software 
companies, especially 
those that have [software-
as-a-service or platform-
as-a-service] offerings that 
must constantly evolve 
their products based on 
user feedback and com-
petitive analysis.” 

As the field matures, 
organizations in various 
industries will continue to 
have a need for skilled and 
passionate data scientists, 
and they will increasingly 

look for people with spe-
cialized skills. 

“Now our clients are 
looking not just at hiring 
for general-purpose ana-
lytics; they’ll maybe hire 
a few people: One who 
solely sets up systems and 
algorithms to gather the 
data, and another to do 
analysis,” Circelli says. 
“It’s that evolution and 
shift in demand based on 
changing needs that’s so 
fascinating to see.”  n

sharon Florentine is a senior 
writer at ciO.com.

“ You have to understand the business well enough 
to explain [data] to someone who’s going to make 
very important decisions based on it.” 

–Tom Walsh, research engineer, Kronos
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