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Foreword

Dear readers

The manufacturing industry is important to the future 
success of South Africa. It makes up 13.9% of the South 
African GDP, employs 1.7 million people and has a 
multiplier effect of 1.13, with every R1 invested yielding 
R1.13 of value.¹ Manufacturing is a potential source of 
jobs, is the only means of beneficiating natural resources 
and provides the base for developing the national 
infrastructure. Manufacturing underlies the success of 
the most developed economies, and it can do the same 
for South Africa. 

Global manufacturing is changing at an exponential 
rate; and to be competitive, both locally and globally, 
manufacturers need to be in touch with changes 
in customer needs, the business environment and 
evolving manufacturing technologies. How should a 
manufacturer respond to the Internet of Things (Industry 
4.0), digital connectivity, talent-driven innovation 
and new technologies, such as robotics, additive 
manufacturing and artificial intelligence?

For a change, it is possible that the next significant 
disruptor could also be part of the solution: the use of 
data analytics for competitive advantages. Analytics 
involves the analysis of large quantities of data, and the 
use of visualisation tools and techniques to create new 
insights that can assist in driving strategy and have a 
measurable impact on business performance.

In a manufacturing era of profound change, 
manufacturing analytics or ‘MAnalytics’ may be the 
differentiator to outperforming the competition.

In 2013, Deloitte published its Analytics Advantage 
Survey, based on more than 100 survey responses and 
35 interviews with companies in North America, Europe 
and China.² The global survey showed that applying 
analytics to business challenges helped companies 
to achieve new insights, identify opportunities for 
innovation and ultimately improve performance. In 
this follow-up study for the South African market, we 
wanted to find out if South African manufacturing 
companies are ready for ‘MAnalytics’. 

The following topics are covered, among others:
• State of analytics readiness
• Analytics structure
• Usage of analytics in business areas and functions
• Main challenges of getting real value from analytics
• Key benefits of analytics and opportunities

The findings will help South African manufacturers 
to assess their analytics maturity today, compare it 
with their global peers, inform their future strategies 
for success and shape and strengthen their analytics 
initiatives moving forward to improve their competitive 
positioning.

We would like to thank the management of the more 
than 40 South African manufacturing companies that 
took part in our survey and interviews. Their input 
has been invaluable and has enabled us to assess the 
challenges and opportunities that manufacturers face 
today in analytics in South Africa.

We hope you enjoy reading the study and look forward 
to your feedback.

Karthi Pillay
Director

Africa Manufacturing Industry Leader
Deloitte South Africa

Werner Swanepoel
Director

Africa Leader: Risk Advisory Data Analytics
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About the study

This study assesses the state of analytics readiness of South African manufacturing 
companies and discusses the main challenges and opportunities to benefit from 
analytics. It focuses on South African companies, from aerospace and defence, 
automotive, chemicals, construction and industrial products and services, to forestry, 
paper and packaging sectors. Between February and April 2015, more than 40 
manufacturing companies operating in South Africa completed questionnaires and 
took part in personal interviews.
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Executive summary

South African manufacturers are getting ready for ‘MAnalytics’
Twenty-one percent (21%) of respondents already use analytics to a great extent. The majority of respondents 
agree that analytics will grow in importance over the next three years, and 50% believe this will yield a 
competitive advantage for their business. However, analytics could play an even greater role in driving business 
strategies for a lot of South African manufacturers. Only one-third of respondents indicate that they already 
use more than 75% of their data to inform their decision-making. Even though volume alone is not the only 
criterion for receiving benefits in decision-making, more and especially better data could be used. In addition, 
only one-third of respondents enrich their internal information by leveraging external data, which can add new 
insights and advantages. The race among South African manufacturers is still on in gaining a competitive edge 
through analytics. Further investments in analytics capabilities and integrating analytics into more processes and 
decisions are needed to stay ahead of the competition.

Mixed analytics structure and clear demand from business functions
The preferred analytics structure of South African manufacturers is a mix of centralised and decentralised 
structures (72% of respondents). Analytics sits within different business functions and there is a great variety 
of ownership of analytics initiatives. Many of the surveyed South African manufacturers (48%) think that they 
do not need a dedicated chief analytics officer (CAO) or equivalent (such as a chief data officer or head of big 
data). When it comes to the functions or roles that have the largest demand for high-quality analytics, predictive 
analytics (70%), supply chain/spend analytics (55%) and resource utilisation (35%) are mentioned most often. 
More structure around coordination, alignment and leadership of analytics could further increase the benefits of 
data for South African manufacturers.

Different reasons for not using analytics and the challenges of getting real value
Half the surveyed South African manufacturers say that their organisation does not have a clear vision of how 
to benefit from analytics, and half state that they lack advocacy or sponsorship for analytics. When it comes to 
the challenge of not getting real value from analytics, 35% of respondents complain about data quality. Another 
57% say they have inadequate technology infrastructures that support analytics, and several manufacturers 
complain about not having the right number of analytics talent (26%) or a skills deficit (74%). South African 
manufacturers need to address the following backbones of a successful analytics capability: vision, sponsorship, 
quality, infrastructure, talent and skills.

Many benefits and new opportunities are still untapped
Ninety-five percent (95%) of surveyed South African manufacturers see the greatest benefit of analytics in 
better decision-making. Since the majority of respondents actually use less than 75% of their data to inform 
their decision-making, as we have seen above, this benefit of analytics seems to be more a belief than based 
on practice. Other benefits of analytics that were highlighted include financial performance (75%) and risk 
awareness (70%). Marketing/sales and finance operations are mentioned most often as the business areas that 
currently use analytics the most, with the supply chain area offering the greatest potential. Other opportunities 
for South African manufacturers include using analytics capabilities in design and production processes to 
discover faults and in forging new relationships with customers. Tapping into these areas could give South 
African manufacturers a real differentiator and competitive advantage.

Important steps to better position oneself for future analytics success
It is important to put an analytics strategy in place. Although an enterprise-wide approach to implementation 
is common when there is executive sponsorship and a drive for an analytics-driven organisation, a focused 
implementation approach in business functions is often more successful. The successful completion of small 
analytics projects will help to build momentum and win sponsorship. Analytics can be applied to many areas, 
but the best financial returns often come from marketing and customer-centric applications. The most effective 
analytics initiatives are driven by the business itself and not by IT. A focus on business issues and strategic 
decisions will be more valuable than just adding software tools and packages. Organisations need to adjust 
decision culture, structures and processes – including the understanding and behaviours of employees – to 
successfully tie analytics to decision-making. They also need to acquire the necessary talent and skills, while 
‘purple people’ with both business strategy and technological skills are key to analytics success. 



State of analytics readiness

21%
use analytics already

to a great extent

50%
stress significant 

competitive advantages
1/3

 indicate they 
use more than 

75% of the 
data to inform 

decision making

Analytics structure, 
ownership and demand

72%
prefer mix of centralised and 

decentralised structures
48%

see no need for a 
dedicated Chief 

Analytics Officer (CAO)

Top 3 
 functions with 
highest demand #1

#2

#3

Predictive Analytics

Supply Chain

Resource 
Utilisation

Main challenges  
of analytics50%

 say they lack vision 
of how to benefit 
from analytics and 

have limited analytics 
sponsorship

Top 3 challenges

Lack of  
Quality Data

Technology 
Infrastructure

Talent  
and Skills

55%
want to upskill people (internally) to 
broaden their analytics talent pool

Benefits of 
analytics and 

additional 
opportunities

Better 
Decision 
Making

Top 3 benefits

#1 #2 #3

Better 
Financial 

Performance

Better Sense 
of Risk 43%

say supply chain has greatest 
future potential to benefit

6 out of 10
do not yet use 

analytics for fault 
detection

or
to forge new 

customer relations

#1 #2 #3



4

Forward-
thinking 

analysis with 
emphasis on 
risk reduction

Can be used to 
improve 

competitive edge

Used in 
optimisation
of businesses

Predictive 
models to gain 

valuable 
knowledge 

Discovery of 
meaningful 

patterns

Diagnostic
tool

Analysis of 
historical 
trends to

shape
future 
actions

Helps to 
determine 
next steps

Insights

Software to 
understand 

relationships

Uncover new 
insights in 

innovative ways

Tool to highlight 
weaknesses and 

opportunities

Analysis of 
performance

Analysis
of data  

to reflect 
trends

Collection of 
information in 
order to make 
sound business 

decisions

Finding 
meaningful 
trends in 

data 

Business and market 
intelligence 

Big data that 
can be cut  
and diced

Help to predict 
future actions 

in markets

State of analytics readiness

What is understood by analytics?
South African manufacturers understand a variety of things from the term 
‘analytics’. The answers in our survey and interviews range from ‘statistical analysis’, 
‘diagnostic tool’ and ‘predictive models’, to ‘big data that can be cut and diced’, 
‘understanding of relationships between data and events’ and ‘uncovering of new 
insights in innovative ways’.

However, the majority of respondents stress that analytics is often about 
analysing trends in data to gain meaningful and valuable insights. By studying 
and understanding past and current data, companies can assess weaknesses and 
opportunities, predict future trends and make business decisions about the way 
forward. Analytics is therefore an important business and market intelligence tool.

The majority of surveyed South African manufacturers also highlight that analytics is 
ultimately about business optimisation, performance, risk reduction and improving 
competitiveness.

21%
use analytics already to  
a great extent

33%
think analytics will become 
more important

... great potential for 
manufacturers to further 
increase their state of 
analytics readiness.

Current usage
Our survey findings show that South African manufacturers are getting ready to use 
analytics. Twenty-one percent (21%) of respondents already use analytics to a great 
extent in their organisation, while 27% use it to some extent. On the other end of 
the scale, 3% do not use analytics at all and 21% are not using it to some extent 
(with 28% seeing themselves exactly in the middle of no use and extensive use.)

Analytics is already an important competitive resource. There are some leading 
manufacturers in South Africa that use analytics to their advantage. The majority 
of manufacturers, however, are still in an early stage of adoption and have great 
potential to further increase their state of analytics readiness.

This becomes clearer when looking at some key themes where analytics can add 
immense value and be of great advantage for leading manufacturers.

When asked about the role analytics could play in driving business strategies, 38% 
of surveyed South African manufacturers say that it already plays an important role. 
However, 24% say analytics only plays a partial role and another 38% say that it 
plays no real role yet. Also, only 35% of respondents currently use external data 
(in combination with their internal data) for their analytics purposes, which could 
enable them to gain broader and new insights and additional advantages (29% are 
doing this partially and an additional 36% are not doing this at all).

With respect to the key themes of analytics (adding value to business strategy and 
leveraging external data), the majority of surveyed South African manufacturers 
are still in the adoption stage and are not yet looking beyond the basic usage of 
analytics or leveraging it in new and innovative ways.

The majority of surveyed South African manufacturers agree that analytics will grow 
in importance over the next three years. Thirty-three percent (33%) believe that 
analytics will become more important, with an additional 57% saying analytics will 
become somewhat more important. Only 5% think it will stay the same and no 
manufacturer believes analytics will be less important in the future.

These South African findings correspond strongly with the results of the global 
Deloitte Analytics Advantage Survey from 2013, where strong growth in the 
importance of analytics was also recorded.



Analytics in Manufacturing   Are South African manufacturers ready for ‘MAnalytics’?    5

Chart 1: Compared with you, where do you think your 
competitors are with the adoption of analytics? 

Very much behind with adoption of analytics 3%

Behind 7%

About the same as our organisation 55%

Ahead 10%

Well ahead with adoption of analytics 14%

Don’t know 10%

Chart 2: How much of analytics driven data informs 
decision-making? 

We don’t use data to inform decision-making 0%

We use less than 25% of the data 17%

We use between 25% and 50% 28%

We use between 51% and 75% 24%

We use more than 75% of the data 14%

We use all of the data to inform decision-making 17%

50%
stress significant competitive advantages

Doing more with data
We asked to what extent participants are doing more with data, such as seeking 
to generate valuable insights and working to make those insights come alive in 
organisations. Twenty-five percent (25%) of those surveyed say they are focused to 
a great extent on this theme and another 36% to some extent (with the rest [39%] 
not really being focused on this).

However, when looking at how much analytics-driven data informs decision-making, 
there is still room for improvement for South Africa manufacturers (see chart 2). 
Seventeen percent (17%) of respondents still use less than 25% of their data to 
inform decision-making, with another 28% only using between 25% and 50% of 
their data. Only one-third of respondents use more than 75% of the data to inform 
decision-making in their business.

Admittedly, it is not always a question of the total volume of data but the 
appropriateness of the data used, which might be a fraction of the total data 
collected. A great deal of such data for decision-making is still not used and there 
are several reasons for this – or challenges to overcome – as we will see.
 

Competitive advantage
Another strong belief shared by the majority of surveyed South African 
manufacturers is that analytics improves or contributes to the competitive 
positioning of their organisation.

Fifty percent (50%) of respondents think their analytics capabilities increase their 
competitive positioning to a great extent, with another 23% seeing an increase to 
some extent. Few (27%) believe that analytics does not play that great a role when 
it comes to competitiveness.

When asked where South African manufacturers see their competitors with regard 
to the adoption of analytics compared with themselves, the majority (55%) think 
they have equally adopted analytics capabilities (see chart 1). Ten percent (10%) of 
respondents, however, think their competitors are ahead and 14% think they are 
well ahead with the adoption of analytics.

These findings indicate that the race among South African manufacturers is still 
on in getting a competitive advantage through analytics. With an increase in the 
importance of analytics expected in the coming years, competitors could still gain 
ground. The only way to stay ahead of the competition will be further investments 
in analytics capabilities and integrating analytics into processes and decisions.

It is therefore surprising that only 20% of surveyed companies have clear plans to 
invest in analytics capabilities in the next three years, with another 25% indicating 
partial investments. Fifty percent (50%) do not know yet or are still undecided, while 
only 5% are planning no investments.
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Analytics structure, ownership 
and demand

Structure
The preferred analytics structure among South African manufacturers is clearly a mix 
of centralised and decentralised structures (72%). Only 17% favour a centralised 
structure, where a group of analysts, acting as a core unit, serve the whole 
organisation. Another 10% have a decentralised structure, where analysts or units 
are spread throughout the organisation.

The preference for a mixed structure is further illustrated by the findings that 
analytics sits clearly within different business functions in the majority of surveyed 
companies (68%). For another 21%, analytics forms part of business intelligence, 
and for 7% analytics capabilities are in no defined location. Only 4% indicate that 
analytics has its own entity.

The South African results differ slightly from the 2013 global Deloitte Analytics 
Advantage Survey, which indicated that the majority of surveyed global companies 
favour a high level of centralisation of analytics.

Having all analytics team members in one centralised group or a shared-services 
function can have its benefits. Centralised analytics units may be seen to be more 
objective than decentralised ones. A single point of contact can also decrease 
confusion and the duplication of efforts in different departments. On the other 
hand, a more decentralised approach can make analytics capabilities more effective, 
with analytics team members more embedded in the businesses and able to 
better serve their needs. Small ‘analytics centres of excellence’ can be helpful if 
organisations do not want to fully centralise the capability.

Chart 3: Who is overseeing analytics initiatives in your 
organisation? (multiple answers possible)

CEO 24%

CFO 21%

COO 10%

CTO 7%

Other C-level executive 10%

Business units or division heads 28%

Chief Analytics Officer (CAO) or equivalent 10%

No single executive  34%

72%
prefer mix of centralised and 
decentralised structures
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Ownership
Wide variations exist with regard to the ownership of analytics within the surveyed 
South African manufacturers. Thirty-four percent (34%) say that no single executive 
should oversee analytics initiatives in their organisation (see chart 3). Another 28% 
say that such tasks should reside with business units or division heads, followed by 
the CEO (24%) or CFO (21%). Only 10% say that such initiatives should be overseen 
by a CAO or equivalent.

The majority of surveyed South African manufacturers (48%) think that their 
organisation does not need a dedicated CAO or equivalent (such as a chief data 
officer or head of big data). Only 34% of respondents see the need for clear 
analytics leadership, with the rest (18%) being undecided.

Demand
When asked about which functions or roles have the greatest demand for high-
quality analytics, the surveyed South African companies mostly mentioned predictive 
analytics (70%), supply chain/spend analytics (55%) and resource utilisation (35%).

Analytical tools can improve forecasts and predictions about markets and 
customers. Analytics can also help to control expenses and improve performance. 
In supply chain management, where cost efficiency is paramount, and resource 
utilisation, where effective management plays an important role, analytics can be a 
differentiator for organisations and add to their competitive advantage.

To a lesser degree, there is also greater demand among the surveyed South African 
manufacturers for high-quality analysis of financial data about the past (30%) and in 
product quality/defect tracking and corporate risk measurement (20% each).

Chart 4: Which of the following functions/roles in 
your organisation have the largest demand for 
high-quality analytics? (multiple answers possible)

Predictive analytics (market forecast) 70%

Quality reporting  20%

Revenue cycle   10%

Supply chain/spend analytics 55%

Resource utilisation  35%

Corporate risk measurement 20%

Financial information about past 30%

Quality and safety of services delivered 10%

Product quality/defect tracking 20%

... there is also greater demand among the surveyed 
South African manufacturers for high-quality analysis 
of financial data

48%
see no need for a dedicated 
Chief Analytics Officer
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Main challenges of analytics

Reasons for not using analytics
The two main reasons for South African manufacturers not using analytics include 
a lack of vision and limited sponsorship (see chart 5). Compared with global peers, 
South African manufacturers still have a lot to do to convince their leadership about 
the benefits of analytics. Companies in the global Deloitte Analytics Advantage 
Survey in 2013 rated both reasons much lower.

In South Africa, every second manufacturer (55%) says that their organisation does 
not have a clear vision of how to benefit from analytics, while 50% state that their 
organisation lacks executive advocacy. Both indicate that the majority of surveyed 
manufacturers do not have a clear analytics approach and that leadership might still 
be sceptical about analytics.

One way to overcome scepticism and gain executive advocates would be for smart 
analytics leaders to tackle small projects that yield impressive results, show tangible 
improvements (financially or operationally) and demonstrate to leadership how 
analytics improves competitive positioning.

Completing the top five reasons for not using analytics more often are the general poor 
quality of data, mentioned by 36% of respondents, the lack of correct talent to use the 
data and no centralised approach to capture and analyse data, both with 32%.

Another 23% of respondents mention a lack of proper technology and infrastructure 
within the organisation to capture data and information not being available in a 
timely manner, so decisions are made without data.

Chart 5: What are the main reasons for not using 
analytics in your organisation? (multiple answers possible) 

Lack of a clear vision of how to benefit from analytics 55%

Limited analytics champion/sponsorship 50%

Poor data quality  36%

Lack of correct talent to use data 32%

No centralised approach to capture/analyse  data 32%

Lack of proper technology and infrastructure 23%

Information is not available in timely manner 23%

Industry sector has not really employed analytics 14%

Privacy issues  14%

Culturally not ready to become a data-driven 
organisation 9%

... tackle small projects that yield impressive results, 
show tangible improvements (financially or 
operationally) and demonstrate to leadership how 
analytics improves competitive positioning.
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The challenges of getting real value from analytics
When asked about the main challenges of getting real value from analytics, the 
majority of surveyed South African manufacturers specify some of the themes they 
have already mentioned as key reasons for not using analytics in the first place (see 
again chart 5).

In connection with poor data quality for instance, keywords such as data reliability, 
integrity, validity, authenticity and consistency are frequently named. The accuracy of 
data received from business units and missing data standards are also questioned.

In addition to the lack of talent to use data, a lack of mentoring, expertise and 
dedicated resources are mentioned. Specific skills in big data analytics, problems 
around the transfer of skills and the costs relative to skills are highlighted as 
challenges too. 

With regard to missing technology infrastructure, many respondents see the 
creation of repositories for analytics and the consolidation of global data into a 
single source as difficult tasks. With sometimes disparate databases in different parts 
of the organisation and in different geographies, setting up a single database or 
coordinating many sources can remain a challenge. 

Overall, it can be said that South African manufacturers are facing three main 
challenges to get real value from analytics: a lack of quality data, technology 
infrastructure and talent acquisition and/or upskilling.
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Chart 6: Are you planning to invest in your technology 
infrastructure that supports analytics?

Yes

18%

Partly

23%
No

27%

Don’t know

32%

1.  Lack of quality data
The quality of data among surveyed South African manufacturers could be better. 
Thirty-five percent (35%) of respondents say that the data quality is either fair or 
poor. Another 34% think that the data quality is adequate, while only 31% say it is 
either good or excellent.

The South African survey findings on data quality are almost identical to the findings 
from global companies in the 2013 Deloitte Analytics Advantage Survey.

There is often a large quantity of data available, but many companies continue to 
struggle with the quality of data itself. The challenge is finding the relevant quality 
data and how best to categorise, synthesise, access and analyse it – and then to 
implement decisions derived from these findings.

So, what can be done to improve the overall data quality? In many cases, companies 
are struggling with disparate structures, processes and systems, geography- or 
business unit-based information silos, and a lack of data technologists or other 
human resources capable of effectively making sense of the data.

The overall quality can improve if these issues are addressed. The quality of data is 
strongly linked to the available technological infrastructure and analytics talent with 
the right skills.

35%
complain about data quality

The challenge is finding  
the relevant quality data 
and how best to 
categorise, synthesise, 
access and analyse it ...

2.  Lack of technology infrastructure
In addition to data quality, the technology infrastructure that supports analytics 
among the surveyed South African manufacturers could improve.

Fifty-seven percent (57%) of respondents say that the technology infrastructure 
supporting analytics in their organisation is fair or poor. Another 30% think that the 
infrastructure is adequate, while only 13% say that it is good or excellent. These 
South African survey findings are very similar to the findings from global companies 
in the 2013 Deloitte Analytics Advantage Survey.

Most surveyed manufacturers have infrastructure deficiencies. The acceptance 
and widespread adoption of analytics is often hindered by rudimentary or basic IT 
infrastructure.

Of concern is that investments in such technology infrastructure remain low 
among the surveyed South African manufacturers (see chart 6). Only 18% are 
planning to invest in their technology infrastructure to support analytics. Twenty-
three percent (23%) are planning partial investments and another 27% no 
investment at all. Every third manufacturer (32%) does not know yet if they are 
going to invest in this space or not.

This does not bode well for the future, as investments in basic technology 
infrastructure are key to becoming an analytical competitor.

57%
have inadequate 
technology
infrastructures



Analytics in Manufacturing   Are South African manufacturers ready for ‘MAnalytics’?    11

3.  Lack of talent and skills
South African manufacturers are also in need of analytics talent. Only 22% of 
respondents think they have the right number of analytics talent within their 
organisation. Fifty-two percent (52%) think their talent needs are covered to some 
extent and 26% do not have the necessary people.

These findings correspond strongly with the results of the global Deloitte Analytics 
Advantage Survey from 2013, where access to the right talent was identified as one 
of the key barriers to overcome for many companies.

In addition to the lack of talent is a lack of analytics skills. Only 26% of respondents 
indicate that the analytics talent within their organisation has the required skills. 
Seventy-four percent (74%) have a skills deficit, with 65% of the skills deficit being 
to some extent and 9% to a great extent. 

To fill their analytics talent/skills gap (see chart 7), 55% of South African 
manufacturers plan to upskill their own people, while 36% intend to supplement 
their existing analytics talent pool with external consultants, vendors or contractors. 
Bringing in external consultants without first-hand data analytics experience is, 
however, seen by some South African manufacturers as a waste of time and energy 
that would be better used by investing in broadening the analytics talent pool within 
the organisation. 

The recruitment of new analytics talent is only planned by 9% of respondents. 
Eighteen percent (18%) have no specific plan in place, mainly as a result of a drive 
to reduce costs.

The lack of talent and skills, however, is a key barrier to analytical progress. This 
talent gap is playing a significant role in slowing the maturity of analytics in many 
organisations.

In the world of analytics, data technologists are denoted by the colour red and 
business functions by the colour blue – and people do not naturally move in the 
same circles. Employees who are a mix of both types are called ‘purple people’, 
with an equal understanding of technology and business strategy. Purple people 
are critical to the success of analytics because they can operate as ambassadors 
and translate issues for both sides. South African manufacturers should identify and 
invest in ‘purple people’ to succeed in analytics.

Chart 7: How are you planning to fill the analytics 
talent gap? (multiple answers possible) 

Upskilling people to broaden analytics talent pool 55%

Supplement existing analytics talent pool with 
external resources  36%

No specific plan in place 18%

No analytics talent gap in skills and numbers 14%

Recruit new analytics talent 9%

26%
do not have the necessary 
number of talent

74%
have some 
skills deficit

South African manufacturers should identify and invest 
in ‘purple people’ with both business strategy and 
technological skills to succeed in analytics.
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Benefits of analytics and 
opportunities

Key benefits
When asked about the key benefits of using analytics, almost every surveyed South 
African manufacturer (95%) said that the greatest benefit is better decision-making 
capabilities based on data (see chart 8). However, this benefit seems to be more of 
a belief than an actual practice, as 45% of respondents use less than 50% of their 
data to inform decisions (see ‘Doing more with data’ on page 5).

Seventy-five percent (75%) of respondents believe that the greatest benefit of 
analytics is better financial performance. In addition, about two-thirds of the 
surveyed manufacturers say that analytics creates better risk awareness and the 
ability to react to changes in the economic environment, better relationship 
management with customers and business partners and better strategy enablement. 

Almost every second respondent mentions a better capability to respond to buying 
trends in the marketplace and the identification and creation of new product/service 
revenue streams.

It is clear that organisations see key benefits in better understanding and improving 
their operations, financial models, customer relationships, supply chain, workforce, 
business opportunities and competitive standing. While data may not be replacing 
common sense and instinct as the main decision-making tool, it is becoming an 
irreplaceable strategic weapon in the corporate arsenal.

Chart 8: What do you think are the key benefits of 
analytics in your organisation? (multiple answers possible)

Better decision-making based on data 95%

Better financial performance of the organisation 75%

Better sense of risk and ability to react to changes 70%

Better relationships with
customers and business partners 65%

Better enablement of key strategic initiatives 65%

Better capability to respond to buying trends 
in the marketplace  55%

Identification and creation of new product/
service revenue streams 45%

While data may not be replacing common sense and 
instinct as the main decision-making tool, it is 
becoming an irreplaceable strategic weapon in the 
corporate arsenal.
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Business areas with the greatest potential
The responses of South African manufacturers show a very mixed picture of the 
extent to which individual business areas currently use analytics the most and the 
potential areas they think will benefit from analytics in future.

Current usage
Sixty-two percent (62%) of respondents mention marketing and sales as the 
number-one business area that currently uses analytics the most (see chart 9).
Companies implement analytics to boost or optimise their marketing/sales 
performance. This includes aggregating and dissecting huge amounts of 
unstructured data generated through websites, call centres, social media and 
other customer-facing resources. The influence of analytics in this business area is 
on the rise, confirmed by the findings of the global Deloitte Analytics Advantage 
Survey in 2013.

Forty-eight percent (48%) see finance operations as the second business area of 
South African manufacturers that uses analytics to its advantage. This area has long 
been data-driven, but the availability of big data and growth in analytics capabilities 
in recent years have further heightened its importance.

Completing the top five areas with current high usage of analytics are production 
(29%), risk management and supply chain (24% each).

Future potential
Marketing and sales (57%) and finance operations (43%) are also seen by South 
African manufacturers as business areas that have great potential to further benefit 
from analytics in future (see also chart 9).

Equally high (43%) is the potential for widespread adoption of analytics in the 
supply chain of manufacturing companies. Compared with current usage levels, 
the supply chain business area has the greatest potential to benefit from analytics 
in future. For instance, analytics can help to control expenses, reduce procurement 
costs or optimise supplier and vendor relationships.

In production (where 33% of respondents see future potential) and research and 
development (19%), analytics can improve efficiency across the product lifecycle and 
provide a competitive edge.

Untapped analytics potential among South African manufacturers lies in the services 
business and logistics (both 14%). Analytics can help in developing additional 
revenue models that are designed around selling new services, not just products.

Chart 9. Which business areas use analytics the most or 
have the greatest potential to benefit from analytics in 
the future? (multiple answers possible) 

Finance operations

Risk management

Human capital

Marketing and sales

R&D

Production

Supply chain

Services

Logistics

■ Currently use 
analytics the most

■ Have greatest potential 
to benefit from analytics 
in the future

48% 43%

24% 29%

14% 19%

62% 57%

19% 19%

29% 33%

24% 43%

0% 14%

10% 14%

... analytics can help to control expenses, 
reduce procurement costs or optimise 
supplier and vendor relationships.
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Additional opportunities
Fifty-seven percent (57%) of surveyed South African manufacturers are not fully 
utilising analytics capabilities in design and production processes to discover faults, 
monitor vulnerabilities and lower error rates, with 33% only doing this to some 
degree. A mere 10% say that they are fully leveraging analytics to their advantage.

Analytics opportunities are still untapped at the design and production stages, 
despite being a promising tool to increase not only efficiency, but also quality.

The development of data product and service offerings based on analytics is not 
yet a real topic among surveyed manufacturers. For instance, embedding sensors 
in products and analysing the data they produce for conditional or predictive 
maintenance is only attractive to 35% of South African manufacturers. Forty-five 
percent (45%) do not really find such data products and services attractive, while 
20% find these attractive only to some degree.

There is great potential for new product and service innovations that can be 
unlocked with analytics tools. This will open new revenue streams and help to 
increase the competitiveness of manufacturers.

The majority of surveyed South African manufacturers are not yet fully using 
analytics to forge new relationships with customers. This does not only help to gain 
new customer insights, but also to anticipate customer behaviours and detect new 
customer trends. Sixty-two percent (62%) of respondents say that they are not using 
analytics for this purpose. Twenty-nine percent (29%) use it to some degree and 
only 9% leverage analytics strongly.

Applying analytics capabilities to customer-centric projects and processes will 
not only help to better understand customers, but also improve the targeting of 
offerings to particular customers.

In the era of the Internet of Things (Industry 4.0), mobile analytics capabilities are 
becoming increasingly important. They allow insights anytime and everywhere, 
with real-time collaboration. The majority of surveyed South African manufacturers 
already see this. Forty-five percent (45%) of respondents think that such mobile 
analytics capabilities through smartphones and tablets or smart glasses are highly 
beneficial. Another 25% think that they are beneficial and only 30% do not see 
them as beneficial.

Analytics tools and techniques are finding their way around the Internet of Things, 
even though the integration of systems is lagging; however, the ‘Analytics of Things’ 
harbours great potential for manufacturing companies.

57%
do not yet use analytics 
for fault detection

35%
find data products/services based on 
analytics attractive

62%
dot not yet use analytics to 
forge new customer relations

45%
see great benefits of mobile 
analytics capabilities
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Conclusions

Focus on individual business functions. 
A focused approach to analytics often produces more 
relevant results than an enterprise-wide approach. It 
can also be faster and cheaper to implement. This is 
especially of interest to companies that are at an early 
stage of adoption and still lack executive sponsorship. 
If you do not have the support of the board, a focused 
approach is appropriate. If executive leadership is already 
pushing for an analytics-driven approach, then often an 
enterprise-wide approach can be more successful.

Lead from the business. 
The most effective analytics initiatives are often driven 
by the business itself and not by IT. Focus on business 
issues and strategic decisions, not just software 
tools and packages. The impact and quality of the 
results will be much higher from such focused and 
business-led approaches.

Generate value early and often. 
Implement analytics in bite-sized chunks that deliver 
incremental value in a timely manner. This helps to 
build positive momentum and generates benefits that 
can be used to fund subsequent efforts. Complete 
small projects successfully and show how analytics 
can improve the position of the company, financially 
or operationally. Future executive advocacy and 
sponsorship will be more likely.

Tie your analytics work to decision-making. 
Ninety-five percent (95%) of surveyed manufacturers 
say that the greatest benefit of using analytics is 
better decision-making capabilities; however, 45% of 
respondents use less than 50% of their data for this 
purpose. More data could be leveraged for analytics, 
but better decisions do not necessarily happen with 

more and better data and analysis alone. They are 
the result of specific attempts to improve decision 
cultures, structures and processes, and to change the 
understanding and behaviours of frontline workers.

Acquire the necessary talent and skills. 
Talent for analytics and big data is in short supply, and 
this shortage will become even more pronounced 
over time as the analytics field expands and matures. 
Twenty-six percent (26%) of respondents do not have 
the necessary number of people with analytics talent, 
while 74% have some skills deficit. Since people with 
the necessary skills are difficult to hire, companies 
may want to start training and developing these skills 
in-house. Another approach could be partnerships 
with universities, encouraging them to develop 
degree programmes for the required skills or majors 
in analytics. More importantly, investments in purple 
people who understand both technology and business 
strategy are key to future analytics success.

Apply analytics to marketing and customers. 
There are many areas to which analytics can be applied, 
but the best financial returns often come from marketing 
and customer-oriented applications. Sixty-two percent 
(62%) of survey respondents mention marketing and 
sales as the business area that currently uses analytics 
the most, with 57% thinking that this area has the 
greatest potential to benefit further from analytics. There 
should also be greater focus on using analytics to create 
new product and service revenue streams, since 45% of 
respondents find such a strategy attractive.

Create more coordination for analytics. 
Analytics is managed by a variety of executive roles 
within companies and a wide range of functions 
benefit from the capability. There are pros and cons 
to a centralised, decentralised or mixed structure 
for analytics. However, more structure around 
coordination, alignment and leadership is often 
needed for all types to realise the impact and benefits 
of a company’s data throughout the organisation.

Plan your strategy for analytics over time. 
Virtually every surveyed South African manufacturer 
is working to some extent on analytics projects and 
initiatives. But if analytics is going to seriously drive 
strategy in organisations, there needs to be a stronger 
connection between analytical plans and strategy 
development processes. Organisations should identify 
not only today’s projects but also those that will 
follow them over the next several years. A multiyear 
perspective is necessary for planning the growth of 
analytical capabilities over time.

The findings of this study illustrate that analytics is growing in importance 
and popularity. It is therefore wise for South African manufacturers to 
position themselves for success and become the analytical competitors of the 
future, as the analytics field further expands and matures.

Most surveyed South African manufacturers feel that analytics will become 
more important for their organisations in the next three years. They also think 
that they could be doing more with their data, especially when it comes to 
decision-making. A number of companies have some challenges to overcome, 
such as addressing their data quality issues, upgrading their rudimentary or 
basic analytical technology and adjusting their talent and skills.

In light of these findings, South African manufacturers can take several steps 
to better position their business for future analytical competition and smart 
analytics leadership.³
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