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WE LIVE IN THE ERA OF BIG DATA
Organisations are looking at data to unlock opportunities for business growth 
and operational efficiency. They are using data as the fuel to drive large scale 
decision making.

To become what Forrester refers to as an “insights driven business”, 
organisations must focus on building strong data capabilities. 
 
To understand how to build strong data capabilities, we hosted a panel 
discussion (watch full webinar on demand) with an independent group 
of four data experts from varying backgrounds. 
 
They all have had pivotal roles in the successful embedment of data 
capabilities within organisations. The panellists group of experts is not 
affiliated with Morgan McKinley.
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INSIGHTS-DRIVEN BUSINESSES ARE 
GROWING AT AN AVERAGE OF 30% 
ANNUALLY AND ARE ON TRACK TO 
EARN $1.8 TRILLION BY 2021
SOURCE: FORRESTER 

https://www.forrester.com/report/InsightsDriven+Businesses+Set+The+Pace+For+Global+Growth/-/E-RES130848
https://www.morganmckinley.com/au/article/webinar-panel-unlock-potential-data


2

DATA CAPABILITY EXPERTS

SALEM LASSOUED
Founder & Director
Data Organica
This innovative business is leading the way in combining data, behavioural  
psychology and artificial intelligence to unlock real human insights for their          
clients in actionable ways. For more than two decades, he has led best-in-class 
digital and data-driven initiatives for businesses including Coca-Cola, Pfizer,      
Google, Gilead, KFC, Philips and OPSM.
l 

EMMA LO RUSSO
CEO at Digivizer
Emma Lo Russo is CEO of Digivizer, Australia’s leading digital marketing technology 
and activations company, which she co-founded in 2010. Digivizer helps businesses 
understand, optimise, and make better decisions about their investment in digital 
marketing, across organic, earned and paid social, search and website media. 

SIMON HERBERT
Executive Director, Data Insights & Transformation
NSW Data Analytics Centre
Simon has been instrumental in the transformation of the NSW Data Analytics Centre 
to an agile culture. He and his team have built an advanced analytics service in the 
commercial cloud which delivers the necessary capability and scalability to support 
the Customer Service department and NSW Government as a whole.

LEANNE (LEE) WARD
CEO
Partners for the Future
Leanne is the IBM Partner responsible for Cognitive Process Transformation working 
with customers to deploy cognitive solutions that address business challenges and 
create new insights. She has worked across many industry sectors including Finance 
and Banking, IT&T, Federal and State Government and Infrastructure, maintenance 
and facilities management and commercial small business.



1. STARTING YOUR DATA JOURNEY 
    AND HOW TO PRIORITISE
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DATA IS ONLY 
AS GOOD AS

THE QUESTIONS 
YOU ASK

 SALEM LASSOUED

START BY ASKING THE RIGHT QUESTIONS
 1,  What is your business trying to do?

 2,  What problems do you need to solve?

 3,  How can the data help you solve these problems?

 4,  What data do you have?

 5,  What data do you need to get to help you solve the business problem?

 6,  How do you compliment your data with humans to make sure you can  
      identify and remove bias?
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ALIGN YOUR DATA & BUSINESS STRATEGY
Your data strategy should be a cascade of the business strategy to really ensure 
your data strategy aligns with your overall business strategy. Where is it that you 
want to be in 5, 10 or 20 years? If done correctly, your data strategy will give you 
a step by step guide as to how to get there.

VISUALISE YOUR DATA INSIGHTS
Having asked the right questions and knowing where to find valuable insights 
lays the foundation of your analytics initiative. 

You then want to make sure you choose the right way of presenting your data 
by enhancing visualisation capabilities to engage users. 
 
Use data visualisation tools to help tell stories by putting rows of data into a 
format that will illustrate the highlights and trends. 

HAVE THE RIGHT GOVERNANCE
Data and governance go hand in hand. When starting your data journey, 
it is crucial you have the right security process in place, the right ethical 
documentation for your customers and an agreed definition of the data 
across the business. 

SOURCE: FAETHM

https://www2.deloitte.com/ng/en/pages/deloitte-analytics/articles/building-your-data-analytics-capabilities.html
https://www.tableau.com/learn/articles/data-visualization#:~:text=Data%20visualization%20is%20the%20graphical,outliers%2C%20and%20patterns%20in%20data.
https://faethm.ai/platform


2. BUILDING SPONSORSHIP 
    TO SECURE FUNDING
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YOU NEED TO MAKE SURE 
THAT ONCE YOU DELIVER 

THAT INSIGHT, YOU 
CAN ACTUALLY DETERMINE 
WHAT THAT BENEFIT WAS 
BECAUSE IT WILL DIRECTLY 

LINK BACK TO YOUR ABILITY 
TO GAIN SPONSORSHIP
 SIMON HERBERT, NSW GOVERNMENT

Stakeholder management plays a crucial role in building sponsorship to secure 
funding for your data capability. You need to find stories that will resonate with 
the stakeholders you are talking to.
 
It is crucial to provide stakeholders with actionable business insights: Give 
the business stakeholders something they didn’t know, which will allow them 
to then make a change in the way they are delivering a service or delivering their 
business that is going to have a positive outcome. 

Board members don’t need to know the process, the syntax or the model, 
but they need to be presented with the idea of how this will positively impact 
their business and customers. 



3. KEY SKILLS YOU NEED 
    IN YOUR TEAM
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EMPLOYERS ARE LOOKING 
FOR PEOPLE WITH AN 

ABILITY TO DERIVE 
ACTIONABLE INSIGHT 

FROM THEIR ANALYSES. 
THIS MEANS BEING ABLE 

TO FORM WHAT 
BUSINESSES CALL THE 

DATA NARRATIVE.
 SAM KING, PRINCIPAL CONSULTANT

DATA ANALYTICS AT MORGAN McKINLEY

When building your data capabilities, you need to hire the right people with the 
right skills for your team. Below are the skills and competencies you should look 
for when hiring your next Data Analytics professional.
 
 •  Storytelling: Data Scientists should be able to tell a data story and be  
    able to communicate the data back to the business. 

https://www.morganmckinley.com/au/our-expertise/data-analytics-recruitment
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 •  Data Steward: A Data Steward is someone who is responsible and 
    accountable for all the data that sits on your platform.
 
 •  Analytical Mindset: People on your Data Team should have an 
    analytical mindset; they should be able to “sell” data. Data only holds 
    its true value when we have analysts at the helm who can go beyond  
    the “what” and start to ask the “what next.”

 •  Data Journalism: You need talented people on your team who are  
    able to bring together behavioural sciences and data. 

If you are at the beginning of your data journey and not sure who you need to 
hire, you can start building your data capability by hiring data engineers and 
analysts.
 
When it comes to transferable skill sets, maths, stats and computer science are 
extremely valuable, but there is also a significant place for other commercially 
analytical based disciplines such as law, accounting and business.



4. EXPERT TIPS ON SETTING UP A 
    BEST PRACTICE DATA CAPABILITY
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Below our panelists and Data Experts have exclusively shared their top tips for 
setting up a successful data capability within your organisation.

SALEM LASSOUED 
Founder & Behavioural Strategist
Data Organica

Start small and build over time 
Understand where you are now and where you want to be. Then write a 
strategy that develops and adapts over 12 to 36 months.

1

Understand and can articulate the business derived value 
Ensure you understand and can articulate the business derived value you 
will be bringing and developing. Get creative.

2

Hire the right team!
I cannot stress this enough. If you have expertise in the business, use it. 
If not, then bring in external help to build the team. 

3

Embrace cloud
BUT ensure you do not lock yourself into a particular technology stack 
and establish modular design thinking. 

4

Governance! Governance! Governance!
This needs to include security, privacy, ethical usage, lineage and definitions 
to ensure everyone in the business is aligned.    

5

SIMON HERBERT  
Executive Director, Data Insights & Transformation
NSW Data Analytics Centre

Keep it small at the start 
Do not try to boil the ocean. Align yourself with a major business initiative.

1

Manage expectations
Early and clear communication to state what you will achieve and the 
potential benefits.

2

Use cloud technologies 
Use cloud technologies to minimise your investment and fast start-up.

3
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Governance and security are critical
 They must not be an afterthought.

4

Hire great people
It’s not all about skills and experience but more about the behaviours and 
attitude; Curious, Courageous, Critical thinking, Team players.

5

EMMA LO RUSSO  
CEO at Digivizer

Be guided by your business objectives, including the 
customer outcomes 
Start and be guided by your business objectives, including the customer 
outcomes that you need to deliver to make this a successful 
(and sustainable) reality.

1

What metrics are most important to you
Determine what metrics are most important to you (and the business) 
that indicate the customer outcomes (is it customer acquisition? 
product usage? etc), and understand what is the core data you need to:

     1 - Understand success
     2 - Understand the funnel and levers you have to move, that will drive 
          that success - the relationship between all these touch points and 
          the data, and how this leads to successful outcomes
     3 - Make decisions against these metrics

2

Make your data actionable
Identify the frequency/timeliness of data requirements, the decisions you 
need to make, and their deadlines. Consider everything as a test environment, 
in which  you are testing a series of hypotheses (but using real data as part 
of your real business activity). For example, propose things like “if we do x, y 
should happen” - then measure if that hypothesis proves to be true or not.

3

Present all data in the context of:

     1 - What it is
     2 - Why it’s important
     3 - What you recommend be done next 

4

Hire smart, talented people
Hire Smart, Talented People who get things done, are infinite learners, 
and not arseholes! You need highly adaptable, critical thinkers who can 
build and deliver outcomes.  As things change quickly, so must they – and so 
should you and the decisions you make.  And this in turn will deliver more 
success in achieving points 1 to 4.

5
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LEANNE WARD   
Partner at IBM 
Cognitive Process Transformation

Your data is only as good as the questions you ask
These should be based on your business strategy.

1

Use “stories”
Don’t assume the Board or senior executives really understand this. 
Use “stories” about what other companies including competitors have 
been able to achieve. 

2

Be very aware of the bias in data
Be very aware of the bias in data and supplement your data insights 
with smart, diverse people. Diversity in age, gender, sexual preference, 
ethnicity is vital to counter bias which we have unconsciously built into 
our past decisions.

3

Scale as you learn
Start on something smaller and scale as you learn.

4

Investigate other sources of data
Investigate other sources of data you can either access or purchase that 
can make your insights more robust.

5



5. HIRING IN DATA - HOW TO 
    ATTRACT THE RIGHT TALENT?
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One thing all expert tips have in common is the importance of having the right 
people on your team. How then do you ensure you attract the right talent? 
Our data analytics recruitment specialists share their insights:

The trend we are seeing as a recruitment consultancy is that all businesses, 
big and small across all industries are now truly looking to enhance their data 
capabilities. 

Tapping into good candidates can be difficult enough but the real question 
is how to tap in to the best candidates with an inviting, exciting and engaging 
proposition. 

JOB DESCRIPTIONS & JOB ADS

As a starting point, job descriptions are key and this is also the part of our 
service we are getting asked a lot more about now. We have seen huge success 
in partnering with key hiring managers to spend quality time writing job adverts 
and job descriptions with them, on site. 

It is a consultative, insightful and detailed approach which has given hiring 
managers a true window into what we know will attract untapped Data Talent, 
who wouldn’t normally respond to adverts on LinkedIn or Seek. 

While many also  think people mainly move because of things like money and 
location and for a step up (all important hygiene factors), we know from speaking 
to hundreds of highly in demand candidates that top Data talent responds to 
three main drivers, or pull factors: 

WHAT IS THE 
LEVEL OF 
SPONSORSHIP 
OF DATA FROM 
THE BOARD? 

https://www.morganmckinley.com/au/our-expertise/data-analytics-recruitment
https://www.morganmckinley.com/au/job-description-templates
https://www.morganmckinley.com/au/our-expertise/data-analytics-recruitment
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WHO WILL I BE 
WORKING FOR 
AND REPORTING 
IN TO?

WHAT IS THE 
DATA MATURITY 
OF THE 
BUSINESS?

1.  Investment in data

Firstly, and unsurprisingly, top talent are drawn to businesses where data is 
backed up by a significant want or need to invest. 

Most companies say they want to, but we often see people mis-sold or pulled 
in other directions once in the business, which leads to resentment and 
unhappiness. Being presented with a definitive ‘data roadmap’ will do a lot to 
attract the best talent in data. Coupled with example pipeline projects and a 
single, key business deliverable question, e.g. “We aim to be the first wholly data 
driven financial services business in APAC” or “Our goal is to be the first data 
science led, business decision retailer in Europe” will pack a powerful punch! 



13

2.  TEAM MEMBERS AND REPORTING LINES

Secondly, the surrounding team and, most importantly, the reporting line is 
equally key.

From extensive candidate interviews, we can confidently say that people leave 
jobs when they have no technical or commercial mentor. 

In the case of Data this weighs even more so on the technical side because 
analysts want continual development and challenges.

For them to be involved in key business initiatives with a reporting manager 
who can lead by practical example and experience is critical. 

ON A TOP LEVEL, HIRING A 
CDO WITH DEMONSTRABLE 

DATA ANALYTICS AND 
PROGRAMMING EXPERIENCE 
AS OPPOSED TO A CDO FROM 

A PURELY COMMERCIAL 
BACKGROUND WILL SPEAK 
VOLUMES ABOUT THE TYPE 

OF DATA FUNCTION YOU 
ARE PRESENTING TO THE 

REST OF THE MARKET.
 SAM KING, PRINCIPAL CONSULTANT

DATA ANALYTICS AT MORGAN McKINLEY
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3.  BUSINESS DATA MATURITY

Thirdly, the data maturity of a business will vary dramatically from large scale 
financial services and banking teams of several hundred right through to those 
who are beginning their journey from the ground up.

Both established and greenfield projects can be equally 
exciting to top talent and both will depend on the type of 
personality you would like to build your team around.

Transferable skills are key to this, but most candidates are drawn in by the 
desire to grow and succeed via exciting projects answering the businesses key 
critical questions. It is not a one-size fits all of course, but many data professionals 
will overlook a “secure” or established, more well-known data team, in light of a 
compelling growth plan and mentor with pedigree and experience.

WHATEVER YOUR DATA VISION, 
THE KEY IS TO START SMALL
Work from the business question down and organically grow from there. Hiring 
the right CDO will put you in a significantly more powerful position to see a huge 
return on investment for your business. 

Don’t hire a data scientist with a PhD in machine learning and algorithm 
development if your data isn’t mature enough yet - they will get bored and 
leave. 

Don’t hire a reporting analyst if your data is too big to handle and you don’t 
know what to do with it - you need someone who can deep-dive and start to 
pose questions you didn’t know you had. 

Be realistic about what you need and be honest as to what you are offering. 
Starting small, identifying gaps one at a time and scaling outward will offer a 
realistic and achievable goal of scaling your data business while also attracting 
and retaining the best possible untapped talent in the market. The potential is 
huge and it’s a great time to be looking for top data talent.



LOOKING TO 
BUILD A STRONG(ER)
DATA CAPABILITY?

FIND DATA TALENT
morganmckinley.com

https://www.morganmckinley.com/contact
https://www.morganmckinley.com/
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