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The rise of big data, and advent of tools that help businesses make sense of that data, affect every role and process 
within the organization. As analytics reaches across the enterprise and into the corner offices, C-suite executives (CXOs) 
are getting “hands-on” and seeking their own data-driven insights to inform vision, strategy, and decision-making.

Performance Risk Analytics used to be the domain of a few select teams buried deep in the business. But today it's 
landing on the agendas of most CXOs. We have identified 8 Corner Office Analytics roles that are evolving — and how 
those roles intersect with one another:

CEO Analytics
Many CEOs have been content for 
others in their organizations to own 
the practice of business analytics. 
But with data playing a bigger role 
in value creation, many are seeking 
a different approach. The more 
comfortable CEOs are with business 
analytics, the better prepared they 
are to orchestrate the analytics 
responsibilities of their direct reports.

CFO Analytics
CFOs are expected to provide 
valuable, hands-on partnering with 
their peers in the business, beyond 
their ability to provide standard 
financial reports year after year. 
Meanwhile, many finance 
organizations were built to deliver 
information rather than insight. 
That’s one reason so many CFOs 
are turning to business analytics.

CHRO Analytics
After all the effort spent to 
consolidate their workforce data, 
many CHROs now enjoy ready access 
to a wealth of information. Many 
now use that information to generate 
reports more quickly and efficiently. 
But that’s just scratching the 
surface—and much of this data 
remains untapped, pushing 
analytics to the forefront.

CLO Analytics
Just like the other parts of businesses, 
legal departments depend on high 
value, defensible information that 
can be used to answer some of their 
toughest questions. Just as important, 
they need the ability to dissect large 
data sets quickly, so that they can 
focus on what’s important: winning.

CMO Analytics
With growth at the forefront of 
every business agenda, CMOs today 
find themselves under enormous 
pressure to do more with less. In this 
environment, the convergence of 
transactional data with third-party 
sources and social, mobile, and 
unstructured information offers 
many CMOs an attractive path to 
value and opportunity.

CRO Analytics
As the issue of risk increasingly 
becomes a core strategic concern for 
many businesses, CROs are facing 
mounting pressure to identify a wider 
range of risks and better understand 
the impacts of differing economic 
environments on business risk and 
performance.

Tax Analytics
From ensuring that their 
organizations are consistently 
complying with tax laws in all 
jurisdictions, to executing their tax 
plans and processes effectively, tax 
directors around the world have 
come to recognize the growing value 
of information in these efforts. Tax 
analytics can help them accomplish 
their objectives and better serve 
their businesses.

C-Suite Analytics

CIO Analytics
CIOs are increasingly focused on 
building an interconnected analytics 
ecosystem—an approach that 
recognizes the data linkages between 
different parts of the business and 
makes more efficient use of 
data-focused resources.



Many Chief Executive Officers (CEOs)
have been content for others in their
organizations to own the practice of
business analytics. But with data
playing a bigger role in value
creation, more and more are 
seeking a different approach. 

While CEOs may benefit greatly from
insights gleaned from data, few have
seen the practice of business
analytics as a worthy place to invest

their own time. That’s not surprising,
given the competing demands for
their attention. After all, analytics has
always been considered a tactic, and
it’s hard enough for CEOs to stay
locked in on strategy.

But today analytics is rising as a
strategic issue as data becomes
increasingly more plentiful—and
more valuable. From analysts and
equity firms to shareholders and

beyond, CEOs are increasingly
fielding more questions about
analytics. For many, that means
analytics has landed squarely on
their agendas. In some cases, it has
even changed the make-up of the
executive suite, as Chief Analytics
Officers (CAOs) begin to join the
ranks.
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What’s at stake
 Many analytics operations focus on
routine reporting with occasional
bursts of innovation. 

And why not? It’s easy, it carries 
little risk, and it doesn’t require big
thinking. That’s why CEOs should
step in. They’re the leaders who can
ask strategic questions that force
analytics teams to stretch into new
areas and opportunities.

Even in organizations that
understand the potential importance
of analytics-driven insights, there is
often a critical lack of accountability
within the C-suite. CEOs are
responsible for enforcing
accountability—and determining
whether they themselves have
primary responsibility for analytics 
or if responsibility rests with other 
C-level leaders.

Analytics connections to
consider
For CEOs, all C-level reports are
important. The CEO’s job is to 
act as the orchestrator, making
connections that individual CXOs
aren’t in a position to see, and
demanding real business insights—
not just more meetings.

Crunchy questions for CEOs
While CEOs will rarely engage with
analytics directly, they should be
comfortable orchestrating the
analytics responsibilities of their
direct reports in the C-suite. It

doesn’t fall to the board, or to the
CAO, or the CIO. It’s the CEO’s job. 

Unfortunately, many CEOs are
missing out on the opportunity to set
the strategic direction for their
organizations’ analytics investments
– and measure their progress. As a
result, business-critical questions
continue to go unanswered. 

Analytics is all about answering
tough business questions - but
which should the CEO ask? Here are
some of the types of questions that
CEOs should be answering today
with analytics. We call these “crunchy
questions”—highly detailed business
inquiries that pave the way for
action.

Business strategy
• Business model transformation 

is on the front burner. How can
predictive analytics help discover
the most effective path forward?
What’s the first step?

• M&A activity is heating up. How can
analytics improve target screening,
due diligence, and merger
integration performance?

Customer
• It’s more efficient for us to retain

customers and sell more to them
than try to attract new ones. So

who are the next thousand
customers we’re likely to lose? 
Why will we lose them—and what
should we do about it?

• Our customers may have different
needs than they did when we first
established relationships with
them. How are their needs
changing—and which of our 

products or services should we be
selling to them in light of those
changes?

Operations
• HR is worried about recruiting in

several critical workforce segments.
Is the worry real or imaginary?

• How can we improve the efficiency
of our supply chain without
exposing ourselves to excessive
risk?

• How will pricing changes likely
affect other parts of the
organization, either by opening 
up new opportunities or restricting
our options for action?

• What advantages should we expect
from the ability to make real-time
adjustments to business
operations using analytics insights?

Even the right decision is wrong
when it is made too late.



“How can we develop more useful
partnerships with our counterparts
in the business?” That question, or
some variation of it, is one that has
been asked countless times in Chief
Financial Officers’ (CFOs’) offices in
recent years. Why? 

Because over the past few years,
business leaders have opened their
eyes to the value that CFOs can bring
throughout the business - well
beyond their ability to provide the
same standard financial reports year
after year.

For CFOs, this is a big opportunity.
Who doesn’t want to be asked for
their strategic insights? This is also 
a big challenge, especially in finance
organizations that for years have
been hard-wired to deliver
information rather than insight. 

That’s one important reason so
many CFOs are turning to business
analytics.

What’s at stake
If finance misses the opportunity 
to lead the way on analytics, it also
misses the chance to evolve into a
true partner to the business. With
analytics, CFOs can position finance

to serve not only as a steward of
company data but also as a data
strategist—analyzing models and
predicting future behavior. That
ability can propel finance far beyond
the traditional responsibilities of
closing the books and performing
external reporting. The result? Better
business decisions throughout the
organization.

The Deloitte Economic and Statistical
Analytics practice operates globally
providing specialist economic advice
to private and public sector clients
across a wide range of sectors. 
Our professionals use micro-
economics alongside statistical,
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econometric and financial expertise
to the business, consumer and
regulatory issues confronting our
clients. Combining economic
modeling skills with deep industry
knowledge, we provide professional
economic advice to companies,
regulators and government.

Analytics connections to
consider
CEO – Seeking a vision for
analytics—needs to be comfortable
with data quality and integrity since
analytics is informing business
decisions.

CMO – Working to establish 
linkage between operational data
and financial data/metrics. Grappling
with the question of who “owns”
marketing data within the
organization.

CRO – Determining how to account
for revenue—and how sales data
flows into financials.

CIO – Designing data models,
developing infrastructure, driving
requirements for analytics
throughout the organization. 

Crunchy questions for CFOs
As CFOs look to expand their
partnering capabilities with peers
throughout the business, it helps 
to know exactly what questions they
should be answering. In our view, the
more specific, the better. Just as
important, CFOs who bring a set of
highly focused questions to the table
when meeting with business leaders
are better able to make their case -
and secure the support they need to
be successful. We call these “crunchy
questions”—highly detailed business

inquiries that pave the way for
action. Here are a few representative
examples for CFOs.

Customer
• Which customer segments bring

the greatest margins for our
business?

• Which segments are likely to 
drive our margins in the future?
How are the choices we’re making
today likely to affect those margins?

• What is our financial and risk
exposure to a specific customer?

• How is our relationship with a
specific customer affecting 
working capital?

• How can I use trade promotions
and discounts to achieve the best
return?

• What is the impact of marketing
investment on financial results
across business categories?

Product
• Which products should we 

be selling based on profitability 
and growth potential?

• Which products and suppliers
contribute to gross margin return
on inventory?

• What are the financial implications
of our different sourcing options?

How can we extend that visibility 
to decision-makers throughout 
our organization?

• What are the capital versus margin
out-trades across a range of
different distribution alternatives?

Risk
• Is our investment portfolio

diversified?
• How prepared are we to

manage/survive external shocks?
• Do we have enough cash?
• Are we compliant?

Strategy
• Is our cost of capital market

competitive?
• Are our strategic projects 

yielding the required
returns/progress/success?

• Where (markets, products,
customers) do we have the 
greatest growth potential?

• Is our organization cost-
competitive?

• How can we optimize our 
cash position?

• What is the impact of business
decisions on our key value drivers?

• Are we investing in the right
opportunities based on capital
and/or revenue?

Risk landscape is continually
evolving and, in an increasingly
complex, and highly competitive
world, it is essential that
organizations are able to monitor
and anticipate key financial risks.



After all the effort spent to
consolidate their workforce data,
many Chief Human Resources
Officers (CHROs) now enjoy ready
access to a wealth of information. 
To date, many have used that
information to generate reports
more quickly and efficiently. But
that’s just scratching the surface of
what can be done with this massive
pile of data.

Workforce analytics is a topic
frequently invoked in discussions of
how to get more value from all this
data, but fad-weary CHROs want to
know what analytics will really deliver.

How much impact can they expect 
to see? Where does it make sense to
start? How should they collaborate
with the rest of the executive team? 
Those who can find answers to these
questions can have an even bigger
impact on the strategic direction of
the business—at a moment when
HR is finally sitting at the strategy
table.

What’s at stake
The workforce is the lifeblood of any
organization - so when it’s operating
at a high level, the likelihood of
reaching key business goals is raised
considerably. In the past, many HR

leaders had a difficult time making
the case for their roles in guiding
business strategy. But equipped with
data-based insights from workforce
analytics, these leaders are able to
more clearly demonstrate value -
and drive real changes in behavior.
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Analytics connections 
to consider
CEO – Focusing on having the
necessary talent to execute on core
business strategies. For many, talent
is at or near the top of the agenda.

CIO – Coordinating workforce needs
with large Enterprise Resource
Planning (ERP) implementations and
other major commercial software
implementations.

CFO – Driving more productivity 
and value while managing labor
costs. Looking for overspend and
managing workforce supply versus
overtime/regular-time costs.

Crunchy questions for CHROs
In our experience, many workforce
analytics initiatives are a joint
undertaking led by both the CHRO
and operational/business unit
leaders. Those leaders often have
very specific questions they need 
to answer, presenting a great
opportunity for the CHRO to identify
similarities across business units,
push to identify even more focused
questions, and drive more value
from analytics investments.

Following is a representative list of
“crunchy questions”—highly detailed
business inquiries that pave the way
for action—that we frequently help
CHROs and their counterparts in the
business answer using analytics.
While your own questions will hinge
on the goals and circumstances of
your organization, our experience
suggests that these types of
questions are just as likely to be
relevant to you.

Finance
• Which parts of the organization

have excessive labor costs?
• Where are there imbalances

between labor costs and actual
demand?

• How are unemployment rates, 
time, and attendance affecting 
our labor costs?

• How much is turnover expected 
to cost?

• What is turnover’s influence in
terms of productivity disruptions?

• How is the aging workforce
affecting our bottom line?

• What is our return on investment
on safety training?

• How are the types of incidents and
severity of claims affected by these
investments?

• How will pension plan changes
affect the bottom line?

Business strategy
• What are our top 10 acquisition

and divestiture risks?
• How will regulatory changes affect

our organization?
• How are our employees likely to

react in response to a big change? 
• What are employees saying about

the change?
• How can we sustain employee

productivity during a merger?
• Why are people at risk of leaving

our organization?

Operations
• Which employees are at high risk 

of leaving the organization? Why?
• Who are the top 10 performers in

each department - and are they at
risk of leaving?

• What is the future risk level of 
on-the-job accidents in our
organization?

• Which injuries are likely to occur 
in our organization—and why?

Make the right choice and balance
competing priorities.



As their peers in the business
become more knowledgeable about
the practice of business analytics,
and the tools of analytics become
easier to grasp for novices and
experts alike, the Chief Information
Officer's (CIO's) role is evolving with
regard to this powerful business
capability. Rather than providing
highly targeted solutions primarily
designed to address discrete
challenges, CIOs are increasingly
focused on building an
interconnected analytics Ecosystem -

an approach that recognizes the
data linkages between different parts
of the business and makes more
efficient use of data-focused
resources.

In the end, companies can achieve
competitive advantage not simply
through technology adoption, but 
by applying new organizational and
transformational approaches to
enable the entire analytics
enterprise, in addition to technology.
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What’s at stake
For CIOs, a key is to modernize
existing data assets and information
delivery processes with an eye
toward operationalizing analytics -
the ultimate goal for many business
leaders pressing for more actionable
insights from analytics. Without a
relentless focus on the entire
analytics enterprise, funding and
long-term interest will likely waver,
and early initiatives may fail to deliver
the expected value, essentially
becoming science experiments
rather than sustainable tools for
generating value.

Analytics connections to
consider
CIOs are expected to be connected
to all CXOs on the issue of analytics.
That means CIOs need to have
command of a wide range of
business strategies - not just the
technology to support them.

Crunchy questions for CIOs
For other C-suite leaders, we
recommend starting the analytics
journey with a clear set of business
questions they should be able to
answer to warrant their investments
in analytics. We call these “crunchy
questions”—highly detailed business
inquiries that pave the way for
action. But because CIOs are
expected to support a wide range 
of objectives with analytics, the
questions they should answer have 
a different focus. Here are some
examples.

Business support
• Which organizational model 

should be applied to best define
the roles of business and IT with
regard to analytics?

• Which processes are most likely 
to promote collaboration across
the business?

• Do we have the right resources 
to meet business demand for
analytics insights?

• Which delivery model will best
match the needs of our critical
business segments?

Process
• Which analytics use cases are likely

to drive more value, or reduce
costs most significantly?

• Which techniques will allow us 
to deliver data quickly while still
exercising ample control over 
our data?

• How should IT make use of hosted
and managed solutions, as well as
the cloud, to expedite delivery?

• How can we best enable quick
access to high-quality data on a
global scale?

CIOs are increasingly
focused on building
an interconnected
analytics ecosystem—
an approach that
recognizes the data
linkages between
different parts of the
business and makes
more efficient use of
data-focused
resources.



It’s no secret that business analytics
can be used to better understand
and improve a host of core business
activities, in areas ranging from
manufacturing to marketing. But the
impact of analytics doesn’t have to
stop there. For the legal department,
analytics can make all the difference
at high-pressure moments when
there’s no room for failure. That’s
why an increasing number of legal
departments are tapping analytics-
generated insights to inform their
efforts to win important legal
arguments.

What’s at stake
Legal departments are swimming in
data today. While leaders recognize
the potential value of all that data,
many also know that they’re only
scratching the surface when it
comes to generating actionable
insights. The practice of business
analytics offers a focused, a tested
way for Chief Legal Officers (CLOs) to
change the equation, using many of
the same capabilities their peers in
the business are using.

The insight-driven
advantage drives
better outcomes.
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Analytics connections to
consider
CFO – Examining financial
transactions for cases of fraud,
waste, and abuse.

CEO – Executing strategy while also
meeting regulatory standards.

CRO – Assessing the specific impact
of a shifting regulatory environment
on the business.

Crunchy questions for CLOs
Just like any other part of the
business, the legal department
depends on high-value, defensible
information that can be used to
answer some of the legal staff’s
toughest questions. Just as
important, the legal staff needs the
ability to dissect large data sets
quickly, so that the company can
focus on what’s important: winning.
The good news is that analytics can
help with all of the above. Here are
some of the “crunchy questions”—
highly detailed business inquiries
that pave the way for action—that
CLOs and other legal leaders are
using analytics to answer today.

Compliance and regulatory
• Which services, locations,

employees, or vendors present 
the highest risks?

• How likely is it that we’ll receive a
letter of concern from the SEC in
the next 18 months?

• Are we providing preferred pricing
to the government where
stipulated in contracts?

• Does the president of your

acquisition target have a direct or
indirect association with an entity –
person or business - that you
should be worried about?

• How quickly can we standardize
and deconstruct thousands of
multilingual contracts?

• What is our legal spending likely 
to be over the next year?

Internal investigations
• Which parts of our business 

are most susceptible to fraud?
• What is the potential impact 

of fraud in those areas?
• Which internal controls are 

most likely to leave the door 
open to fraud?

• How defensible are our data
privacy controls?

• How sensitive is the data we store?
• Are we sharing sensitive data with

third parties?
• How strong are their controls?

Fraud, waste and abuse
• Which early signs of fraud, waste,

and abuse can we target today 
to mitigate risk for litigation?

• What structured and unstructured
data elements can be combined 
to identify early warning signs of
fraud, waste, and abuse?

• What are the chances of a matter
ending up in litigation?

Litigation response
• What are the likely financial and

reputational impacts of the case?
• How many cases will be filed

against us this year?
• How can we optimize the use of

outside counsel in a discovery
matter?

• Which subjects and actions pose
the highest risks?

• How much cost-efficiency can we
achieve by conducting document
review while enhancing quality
control and mitigating the
associated risks?

• How does data generated in emails
and social media, as well as
economic data, point the way to
collusion in antitrust matters?

• Which of these 400 million emails
include relevant, valuable
information to our case?

• Which documents are relevant 
to our case?

• What is the settlement value of 
a case?

Developing the ability to dissect
large data sets quickly, so you 
can focus on what’s important:
winning.
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CMO 
With growth at the forefront of
virtually every business agenda, 
Chief Marketing Officers (CMOs)
today find themselves under
enormous pressure to do more with
less. They face an endless quest for
market share against a backdrop of
new competitors, technology
disruption, and empowered
consumers. All in an environment
where reputations can be
threatened by the click of a mouse
halfway around the world.

In this environment, the convergence
of transactional data with third-party

sources, social, mobile, and
unstructured information offers
many CMOs an attractive path to
value and opportunity. For others, 
it’s a headache waiting to happen.

What’s at stake
CMOs who try to apply advanced
analytics to the full range of
marketing decisions run the risk of
falling short. With resources spread
thinly across too many complex
issues, they end up with more data
than they know what to do with –
and not nearly enough insight. The
limited supply of analytics talent

makes the situation even more
challenging.

Effective CMOs keep their ultimate
marketing goals front and center 
as they cherry-pick the crunchy
questions—highly detailed business
inquiries that pave the way for action
- that will help solve their most
pressing business issues. By focusing
on decisions that are tightly linked to
specific growth and performance
objectives, they also engage other 
C-suite executives in a shared
agenda.



Analytics connections to
consider
CHRO – Share analytics around
branding efforts to create a
multiplier effect, especially in social
media.

CFO – Connect Enterprise Resource
Planning (ERP) and third-party data
(social, mobile, syndicated) to create
predictive models for different levels
of marketing investments.

CIO – Form an alliance to build 
the business case for analytics
technology investments.

Crunchy questions for CMOs
CMOs have a vast array of data they
can use to acquire new customers,
cement loyalty, and build brands.
These new information sources can
provide tantalizing clues enabling
marketing to move up the enterprise
value chain, but that’s true only if the
organization has the capabilities
required to make sense of it all.

Therein lies the rub: the possibilities
for data mining and advanced
analytics are virtually endless, while
the resources needed to turn
information into actionable insights
are limited. Very effective marketers
avoid spreading themselves too thin
by focusing on high-impact
questions that can drive better
decisions.

Customer understanding
• Who is our customer? 

(Are you sure?)
• Which customer microsegments

have the greatest long-term 
growth potential?

• Which customers do we need 

to “fire”? And how will you make 
the case to the CFO?

• Where do our customers engage in
social media? What do they say
about our products and services?

• Which of our customers are high-
impact influencers? What’s the
most effective way to engage them?

• Why do our customers leave? Why
do they stay?

Campaign effectiveness
• Are our messages reaching the

right customers with the right
message at the right time?

• What is the time from awareness 
to conversion?

• Are our communications targeted
and relevant? Are they getting lost
in the mix?

• How much of our current campaign
budget can be cut for 12 months
without eroding market share?
Which campaign elements are
outperforming the others?

• How effective is our social
marketing campaign? Can we
translate social activities into sales
dollars?

Marketing ROI
• What is the ROI on marketing

investments? Which add value, 
and which do not?

• Do we have numbers to back 
up our budget requests?

• Can we build the business case 
for investments in an improved
customer experience?

Customer retention
• How will a bad experience

reverberate in a disgruntled
customer’s social networks?

• Which are the next 1,000
customers we’re likely to lose—
and why?

• What factors most influence
customer loyalty among customers
you actually want to keep?

• What are our customers saying
about the quality of our service 
or product?

• Do our customers have a seamless
experience across channels?

Brand
• Is our brand relevant to the

customers we serve? Is it relevant
to the customers we want to
attract?

• Are our investments in brand
driving increased loyalty?

• Is our brand relevant in a social 
and digital environment?

• Do we keep the brand promise?
Does it matter to our target
customers?

• Are customer-facing employees
brand ambassadors - or are they
brand destroyers?

Serve better your customers
through informed decisions.



In many organizations, two types 
of analytics are being practiced at
any given moment. On one end of
the spectrum is pulling together
numbers and generating some
supporting visualizations. On the
other end is the ability to identify
complex, non-linear relationships
between different domains of the
business while using different types
of data. Chief Risk Officers (CROs)
live on the latter end of the curve,
securing complex data sets and
doing the hard work to convert it
into insights the organization can
use to better plan for the future 

and standardize decision-making 
to align with organizational risk
management goals.

As the issue of risk increasingly
becomes a core strategic concern
for many businesses, CROs are
facing increasing pressure to identify
a wider range of risks and better
understand the impact of differing
economic environments on business
risk and performance. As a result,
they need better ways to collaborate
with their peers across the business
- and secure consistent, reliable data
to drive smarter insights. Culturally,
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this can be a shock, especially when
CROs collaborate with peers who are
accustomed to making more
qualitative decisions.

What’s at stake
CROs today are expected to bring
clear insights that shed light on
creating sustainable business
performance in a range of potential
business environments. In that
context, business analytics may be
one of the most powerful tools at
their disposal. Put simply, risk-
focused business analytics is an
important ingredient in developing
and sustaining a competitive edge—
at a time when risk issues affect
business strategy more than ever.

Analytics connections to
consider
CFO – Looking for risk-based 
insights on business planning, 
capital adequacy, and balance 
sheet management.

CEO – How do we optimize
resources in light of our risk
appetite? How will we perform in
different risk environments? These

are the types of questions that 
CROs can help CEOs address.

CMO – There is a host of issues on
which the marketing and risk
functions must collaborate. Product
design and pricing are among the
most important.

Crunchy questions for CROs
As CROs begin to expand their reach
throughout their organizations, it
helps for them, as well as their peers,
to know exactly which types of
questions they should be answering
with analytics. It’s also important to
be able to zero in on what we call
“crunchy questions”—highly detailed
business inquiries that pave the way
for action. Here are a few
representative examples.

Risk portfolio
• What is our risk profile—and 

how does it match up with our 
risk appetite?

• What specific exposures should 
the firm worry about?

• How is our financial performance
affected by risk, in terms of
impairment or value at risk?

• What are our capital requirements,
in light of our risk profile?

• If we suddenly faced a stressed 
risk environment, how would we
likely perform?

Business decisions
• What new business should we 

take on? What should we decline?
• If we decide to take on new

business, what price should 
we ask?

• What new products or services
should we develop - and how
should we manage their risk
profiles?

• Are our business processes
effectively controlled?

• How can we secure the maximum
return in the face of constrained
resources?

Strategy
• Where exactly is our organization’s

risk appetite misaligned with our
business strategy?

• Which early warning signs may 
help us avoid strategic missteps 
in the future?

• How should we adjust
compensation to reward risk-
intelligent behavior?

• What is the specific impact of the
shifting regulatory environment 
on our business?

• How strong or weak is our risk
culture today?

Effectively mitigate risk, and
make informed and intelligent 
risk decisions around business
processes, technology and
operations.



Tax directors around the world have
come to recognize how the insights
buried in their data can be used to
make their organizations more
effective and efficient. But at first
glance, the value of looking at tax
activities and issues through the 
lens of analytics may not be obvious. 
To understand the potential value 
of tax-related analytics, it helps to
see some real-world examples.

What’s at stake
Most tax directors haven’t given
analytics more than a moment’s
thought—and are in danger of
getting lapped by their colleagues 
in other parts of the business. For 
an organization essentially built on
data, this is an untenable position.
When tax directors have difficulty
answering analytics questions from
their counterparts in the business,
they’ll begin losing the trust they’ve

worked so hard to build up through
the years. Meanwhile, those who can
answer such questions will begin to
engage in one of the most important
conversations their business is
having today.
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Some tax directors worry they don’t
have access to the comprehensive,
high quality data they need to
support analytics. But that’s no
reason to sit on the sidelines. By
tackling issues in bite-size chunks
using information already at their
fingertips, it’s possible to generate
focused insights that create real
value for the business.

Analytics connections 
to consider
CHRO – Employee travel patterns
and immigration issues are only two
of the many areas that can have a
profound effect on exposure in state
or country filing requirements.

CMO – Shifting customer buying
habits, point-of-sale trends (online 
or in-store?), and other marketing
concerns can have a direct impact
on tax strategy and planning—and
vice versa.

CIO – The CIO’s long-term
technology plans influence how the
tax department gets its data, what
form it takes, how deep it goes, and
more. On analytics and beyond, it’s
important to collaborate closely so
that tax leaders can understand and
better manage the impact.

Crunchy questions for Tax
The top priority for any tax director 
is to ensure the company is
consistently complying with tax laws
in all jurisdictions and paying taxes
as required. Over-paying and under-
paying are both bad. So are
surprises. Tax directors need to

know that tax plans and processes
are being followed. At the same time,
it’s important that tax activities be
executed as efficiently and effectively
as possible. Tight integration with the
business can improve compliance
while helping ensure tax activities are
highly relevant to what the business
is trying to achieve.

How can analytics help tax directors
and tax organizations accomplish
their objectives and serve the
business better? Here’s just a small
sample of the important tax-related
questions that analytics can answer.

Compliance
• Are the cash taxes paid to each

jurisdiction appropriate relative 
to projected taxable income 
and statutory tax rates?

• Are major book-to-tax adjustments
by jurisdiction trending in the
appropriate direction given the
overall business strategy?

Transfer pricing
• How can we tell if profit margins in

specific countries are following our
transfer pricing policies?

• Which specific product lines have
unusually high or low profit
margins?

Tax planning
• How can we improve effectiveness

by reducing the number of
assumptions in our tax plans?

• How can we track the correlation of
our intercompany product pricing
planning to our VAT implications?

Global provision
• Which monthly trends in book

income, cash taxes, and effective
tax rates can we identify to help 
us avoid surprises?

• Do the jurisdictional trends in book
profits mirror the trends in effective
tax rates?

Controversy
• How is employee international

travel affecting our permanent
establishment exposure?

• How can we extract transaction-
level data from our Enterprise
Resource Planning (ERP) system to
run mock audits by jurisdiction to
evaluate potential exposure areas?

Indirect Tax
• Can we test every single transaction

to determine if an appropriate level
of transactions are classified as
exempt from sales and use tax?

• How can we verify on a country by
country, transaction by transaction
basis if we are applying for our VAT
credits on a timely basis?





This publication has been written in general terms and therefore cannot be relied on to cover specific 
situations; application of the principles set out will depend upon the particular circumstances involved and 
we recommend that you obtain professional advice before acting or refraining from acting on any of the 
contents of this publication. Deloitte & Touche (M.E.) would be pleased to advise readers on how to apply 
the principles set out in this publication to their specific circumstances. Deloitte & Touche (M.E.) accepts no 
duty of care or liability for any loss occasioned to any person acting or refraining from action as a result of 
any material in this publication.

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited, a UK private company limited by 
guarantee (“DTTL”), its network of member firms, and their related entities. DTTL and each of its member 
firms and their related entities are legally separate and independent entities. DTTL (also referred to as 
“Deloitte Global”) does not provide services to clients. Please see www.deloitte.com/about to learn more 
about our global network of member firms.

Deloitte provides audit, consulting, financial advisory, risk advisory, tax and related services to public and 
private clients spanning multiple industries. Deloitte serves four out of five Fortune Global 500® companies 
through a globally connected network of member firms in more than 150 countries and territories bringing 
world-class capabilities, insights, and high- quality service to address clients’ most complex business 
challenges. To learn more about how Deloitte’s approximately 245,000 professionals make an impact that 
matters, please connect with us on Facebook, LinkedIn, or Twitter.

Deloitte & Touche (M.E.) is a member firm of Deloitte Touche Tohmatsu Limited (DTTL) and is a leading 
professional services firm established in the Middle East region with uninterrupted presence since 1926. 
DTME’s presence in the Middle East region is established through its affiliated independent legal entities 
which are licensed to operate and to provide services under the applicable laws and regulations of the 
relevant country. DTME’s affiliates and related entities cannot oblige each other and/or DTME, and when 
providing services, each affiliate and related entity engages directly and independently with its own clients 
and shall only be liable only for its own acts or omissions and not those of any other affiliate.

Deloitte provides audit, tax, consulting, financial advisory and risk advisory services through 25 offices in 14 
countries with more than 3,300 partners, directors and staff. It is a Tier 1 Tax advisor in the GCC region 
since 2010 (according to the International Tax Review World Tax Rankings). It has also received numerous 
awards in the last few years which include best Advisory and Consultancy Firm of the Year 2016 in the CFO 
Middle East awards, best employer in the Middle East, the Middle East Training & Development Excellence 
Award by the Institute of Chartered Accountants in England and Wales (ICAEW), as well as the best CSR 
integrated organization. 




