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AGENDA

1. Data governance defined

2. Data stewardship & organizational models

3. Getting started & planning for data governance

4. Building a case for and sustaining data governance

5. Use cases (Allianz AGCS and others)
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DATA GOVERNANCE DEFINED
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Financial Assets Human Assets Data Assets

Corporate Finance HR Data Governance

Clear ownership / accountability

Clear standards and policies

Security and privacy

Formal audit

Procedures well documented and regulated
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DATA MANAGEMENT VS. DATA GOVERNANCE

Data Management is a by-product 

of Data Governance

Effective Data Management needs 

to be governed
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SAS DATA 

GOVERNANCE

IN A NUTSHELL

FORMAL ORCHESTRATION OF PEOPLE, PROCESSES AND 

TECHNOLOGY TO LEVERAGE DATA AS A CORPORATE ASSET

Consensus

Collaboration

Transparency

Alignment
Business data glossary

Data validation and DQ monitoring

Reporting & dashboarding

Data Management processes

DQ Remediation

Business rules

Roles & Responsibilities

Ownership, stewardship, accountability
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DATA GOVERNANCE THE PROBLEM IT SOLVES

CRM
Campaign 

Mgt
Web POS Billing DW

Cons. 

Marketing

Customer 

Exp.

Digital 

Marketing

Finance & 

Risk

Call 

Centre

Business 

Insight

Disparate needs for data consumption

New Client WebNew Client

PaymentSocial

Email

SMS Self

De-activation

Data silos / Application Centric Data Generation & Manipulation

Unmanaged cross-functional processes
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DATA GOVERNANCE THE QUESTIONS IT ADDRESSES

CRM
Campai

gn Mgt
Web POS Billing DW

Cons. 

Marketi
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Custo
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Exp.

Digital 
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ng

Financ
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Risk

Call 

Centre

Busine

ss 

Insight

Disparate needs for data consumption

New - 1New

PaymentSocial

Email

SMS Self

De-activation

Data silos / Application Centric Data Generation & Manipulation

Unmanaged cross-functional processes

Who owns 

data? who 

can author 

data and 

how?

How are 

conflicting 

needs 

addressed?

How is 

inaccurate 

information 

corrected?

Who can 

decide 

about the 

changes?

What good 

look like?
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DATA GOVERNANCE WHAT DOES IT DO?

Established 

business 

stakeholders as 

information 

owners

Positions 

enterprise data 

issues as cross-

functional

Empower the 

business to 

manage their data 

assets

Align data quality 

with business 

metrics

Ensures data is 

managed 

separately from 

applications

Invites new rigor 

around data 

monitoring and 

troubleshooting
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COMMON DATA 

GOVERNANCE 

OBSTACLES

• Seen as an academic exercise

• The culture doesn’t support 

centralized decision making

• Considered an IT issue

• The ROI isn’t clear

• Definitions and explanations of 

data governance are varied and 

contradictory

• Nervousness about “the ‘G’ word”

“Look…we’re in 

violent agreement 

that we’ve got our 

share of data 

issues here...”

“…but I’m too busy 

trying to keep my 

board of directors 

happy.”
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DATA STEWARDSHIP &

ORGANIZATIONAL FRAMEWORK
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THE ROLE OF DATA 

STEWARDS
ORCHESTRATING CROSS-FUNCTIONAL COLLABORATION

IT
Business

Users

Data 

Stewards

Create & Consume

Manage & Monitor

Implement,

Adapt & Extend

 Define enterprise-wide data quality standards

 Discover & analyze data quality

 Evaluate & monitor data quality

 Manage the data remediation process
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DATA STEWARDSHIP WHAT DOES IT DO?
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DATA STEWARDSHIP FIVE STEWARDSHIP SCOPING DIMENSIONS



Copyr i g ht  © 2013,  SAS Ins t i tu t e Inc .  A l l  r ights  reser ve d .

THE DATA STEWARD QUALITIES & CHARACTERISTICS
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New Data Governance 

Council

Existing 

weekly 

Executive 

Board meeting 

DATA GOVERNANCE ORGANIZATIONAL SET-UP & OPERATING MODEL

Exec Sponsor - CEO

DG Office
DG Champions

DG Stewards

DG Custodians

Data Users

Mobilize & 

Empower

Enforce & 

Monitor

• Define standards and policies

• Agree priorities

• Oversee and monitor changes

• Define and monitor KPIs

• Mobilise resources and 

prioritize

Define & 

Coordinate

Implement 

& Manage

Create & 

Consume

Formal reporting line

Closed working relationship

Data Quality

Process
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GETTING STARTED AND PLANNING

FOR DATA GOVERNANCE
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DQ Analysis

DG Strategy Definition

PUTTING YOUR BEST 

FOOT FORWARD

A PRACTICAL WAY TO GET STARTED, COMBINING

TOP-DOWN AND BOTTOM-UP APPROACHES

EDG Readiness & 
Maturity 

Assessment

Business Drivers

Initiate Develop Consolidate

Scope

Prioritize

EDG 
Organisational 

Framework

Data 
Stewardship 

Model
Vision, 
Mission 

Statement 
& Guiding 
Principles

DG / DQ Processes

Technical Capabilities Gap 
Analysis

Business terms 
and rules 
definition

Data Profiling

Impact & root 
cause analysis

Quick wins 
analysis

DQ 
standards 

& KPIs 
definition

Business Case

Risk, Cost, 
Benefits 

Prioritization

DG Roadmap

Stakeholder 
Engagement Plan

Change 
Management Plan

Top-

down

Bottom

-up

Core Team 
Mobilisation



Copyr i g ht  © 2013,  SAS Ins t i tu t e Inc .  A l l  r ights  reser ve d .

Initial Scope

Data 
Domains

Customers & Products + Financial + Assets & Locations

Lines of 
Businesses

CXP, CLM, Product 
Management, IT 

Transformation, ISM

+ Financial & Internal 
Controls

+ Credit & Billing, NTG, 
Logistics

Business 
Processes

Product set-up and 
maintenance, customer 

acquisition

+ Management reporting, 
promotions and marketing 

campaigns

+ Billing, application 
process, asset management 

processes

Projects Optimus migration, Amdocs
+MDM, Self-service 

Reporting & Analytics
+ Asset Management

Applications Optimus, EPC
+ MDM, Reporting & 

Analytics platform
+ Sweden, Credit scoring & 

billing, Asset Mgt system

DATA GOVERNANCE PHASING DIMENSIONS
Illustrative example
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FOUR MISTAKES

TO AVOID

• Failing to define & design DG

• Treating DG as a project

• Prematurely launching a DG council

• Relying on the big bang approach
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BUILDING A 

SUSTAINED DATA 

STRATEGY

• Understand what’s important to management now

• Work within your culture to avoid the saboteurs

• Understand your current state before making the pitch

• Choose sponsors based on initiatives owners
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BUILDING A CASE FOR DATA GOVERNANCE
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BUILDING A CASE 

FOR DG

A COMBINATION OF DIFFERENT APPROACHES TO TARGET 

SPECIFIC STAKEHOLDERS

Real examples of 

nightmare stories

Business Value

Articulation

Alignment of data 

requirements to 

corporate vision

ROI Calculation

Boarding the train of 

another strategic initiative
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Increase 

Revenue

Reduce 

Costs

Reduce 

Working 

Capital

Reduce bad debt

Reduce risk exposure Avoid bills shocks

Ability to reach clients

Reduce cost of 

marketing  campaign

Better targeted 

marketing campaigns 

and improved campaign 

response rate

Improve customer 

segmentation

Reduce regulatory 

compliance fines

Cross-sell / Up-sell

Reduce IT involvement 

in DM activities

Incentives for dealers 

to gather valid email 

addresses

Seamless customer 

experience across 

channels

360 degree view on 

customer / household 

(line user vs. owner)

Next Best Offer

Reduce cost of 

managing customer 

data (inc.

troubleshooting, 

reporting…)

More emails and better 

email accuracy

Email centralisation

Easy access to email 

information

Proactive email data 

quality management

Usage notifications

E-billing

Reduce  number of 

unreached customers 

(reduced mailing cost)

Data quality 

dashboarding

Business empowerment 

in managing their data

One entry point for 

email creation and 

update

Customer satisfaction 

and retention

Reduce cost of chasing 

bad debt

Ability to rate email 

trustworthiness 

(predefined 

confidence rules)

Removal of email 

types

Email validation 

and verification

Value Levers Operational Levers Change Initiatives

Incentives for clients 

to provide accurate 

email addresses
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DATA AS AN ASSET A STRATEGY MAP EXAMPLE
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DATA AS AN ASSET FOR EACH BUSINESS STRATEGY, HAVE A DATA STRATEGY!



Copyr i g ht  © 2013,  SAS Ins t i tu t e Inc .  A l l  r ights  reser ve d .

KEY PERFORMANCE 

INDICATORS
HOW SUCCESS CAN BE MEASURED

Direct DG KPIs

Set of Data Quality metrics 
(TBD)

Number of Data Quality 
incidents (backlog + trend)

Fulfilment of data 
consumption requirements 

across departments 
(accessibility, frequency, 

flexibility)

Indirect KPIs

Percentage of incorrect 
invoices

Percentage of blocked 
orders

Percentage of fraud 
detection / industry average

Campaign management & 
promotions efficiency

Cost saving for projects by 
providing data as a service

Corporate KPIs

Customer Satisfaction 
(CSAT)

Customer churn

Revenue growth

Ability to enable 
key initiatives

Fraud detection & prevention

Asset and inventory 
management

Data monetization / Big data

Campaign management & 
promotions

Direct measurable KPIs that 

can be used to evaluate the 

impact of DG initiatives

Tactical KPIs to be used if 

the relative contribution of 

DG can be estimated

Strategic KPIs to be used if the 

relative contribution of DG can 

be estimated

DG is required for those 

initiatives, however contribution 

to success is to be defined
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ALLIANZ (AGSC) USE CASE 
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CASE STUDY 
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DATA GOVERNANCE 

AT AGSC
OBJECTIVES AND RESULTS

• Key Challenges

• Compliance with the Solvency II directive

• 32 data flows that needed to be integrated and standardized 

• No data governance standard in place

• Results / Benefits

• 15% improvement in overall data quality metrics

• With improved data, a global Six Sigma quality improvement program was 

established that enhanced all business reporting

“High quality data and the ability to report on data quality over time 

underpins compliance with Solvency II, but we also believe it gives 

us greater operational efficiency and competitiveness”
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CASE STUDY 
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CASE STUDY 
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CASE STUDY 
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CASE STUDY 
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CASE STUDY 
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CASE STUDY 
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CASE STUDY 
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CASE STUDY 
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FLAVOURS OF DG 

STRATEGIES 

FACTORING IN THE CULTURE OF THE ORGANIZATION, FOCUSING ON 

CRITICAL PAIN POINTS AND LEVERAGING EXISTING INVESTMENTS

#1 Telco Philippines #1 Telco Turkey #2 Bank Romania

Initial focus • Customer centricity –

invoicing accuracy

• Data cleansing / optimization

• Marketing campaign 

efficiency (+closing the loop)

• Invoicing & credit recovery

• Customer centricity

• DW Redesign

• Commercial reporting

Data & 

Processes 

scoping

Customers & Products

> Financial

> Assets & Locations

Email data across all business 

functions and applications

> Customer profiles

> Products & Services

> Locations & Dealers

Customer data

> Financial data

> Products & Locations

Organization Core DG Office team reporting 

directly to the CEO with data 

champions and data stewards 

across all business unites

Initial tactical centralized team 

as part of the Consumer BU

Market Insight team, moving to 

a decentralized model

Initially a tactical team reporting 

to the BICC team, then a 

centralized shared services 

group of data stewards

Technology DQ monitoring and data 

cleansing

> MDM

> Self-service reporting & 

analytics

DQ monitoring & Email data 

consolidation

> Customer MDM

New DW with upfront data 

validation / consolidation and 

Commercial reporting

> BI deployment

> Core Banking
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HOW WE CAN HELP?
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SAS DATA 

GOVERNANCE 

FRAMEWORK
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HOW THE COE

CAN HELP?
ADVISORY WORKSHOPS
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THANK YOU!

• Olivier.Penel@sas.com

• @Olivier_Penel

• +44 7917 630 392

• uk.linkedin.com/in/olivierpenel

http://www.sas.com/
http://www.sas.com/

