
 

11ANTS ANALYTICS CASE STUDY

CLIENT:   Veda
INDUSTRY:  Credit Reporting Bureau

Veda is Australasia’s leading provider of credit 
information. With information on 16.5 million 
credit active people they provide credit 
information on over 60,000 consumers and 
businesses requesting credit every day.

SITUATION

Veda is the market leader in credit reporting 
information in New Zealand. Veda’s Malcolm 
Allan relates ‘The challenge in growing the 
business via new customer acquisition in New 
Zealand, is that we are so well entrenched, that 
the great majority of companies that are 
candidates for our services are already 
customers. This means that an important area 
of growth for our company is to look at 
opportunities to provide existing customers with 
better service and improved or enhanced use of 
more of our products.”

Just sending out the sales force to randomly 
offer new products to all customers was not 
seen as an intelligent (or cost effective) way to 
achieve this. Besides the time and expense 
involved, it was not seen as a good way to 
strengthen Veda’s connection with their 
customers. Rather, Veda wished to determine 
which relevant products each client could 
legitimately derive value from, and only offer 
them those products. They also wanted to 
identify the customers that could get the most 
benefit from being contacted so that Veda’s 
sales force could prioritize their activities. The 
vision was to transform a larger unclassified 
pool of customers into an intelligently 
sequenced data and contact list – with those 
that could obtain the most benefit (and 

enhanced ROI for Veda) at the top of the list, 
and those with who would receive none, at the 
bottom and undisturbed.

With a relatively small account management 
team and several thousand customers, a less 
nuanced approach was going to be lengthy, 
costly and ultimately have inferior results.

SOLUTION

Veda engaged 11Ants Analytics to analyze their 
CRM data with their proprietary 11Ants Product 
Suggestion technology.

The data supplied to 11Ants Analytics was 
information relating to company size, industry, 
and product purchase history with Veda.

Customers who were candidates for specific new 
product cross-sells were clearly identified along 
with the logic as to why so that account manager 
could make the recommendation with confidence.

The output of this was a matrix with 
customers down the vertical axis and 
products across the horizontal axis. The 
matrix clearly identified customers who were 
more likely candidates for each product. The 
output was sorted so that those customers 
with the more product suggestions were 
higher in the list than those with less.

BENEFITS

Several direct benefits were derived from the 
analysis:

177 distinct insights were identified. These 
insights highlighted relationships between 
certain products that had not been apparent 

previously. Veda executives reviewed these in 
an all day planning session and several new 
strategies resulted out of this.

The homogenous universe of several 
thousand customers was converted into a 
prioritized contact list, identifying exactly 
which customers should be contacted in 
which order, and identifying which products 
they should be offered, and – very importantly 
– why they should be offered those products. 
The outcome: account managers did not feel 
they were randomly suggesting something, 
but could say with confidence something 
which was statistically based e.g. : ‘Over 80% 
of the customers that share these relevant 
characteristics with you.... , are also 
purchasing this product, have you considered 
it for yourself?’

Some thoughts on new product clustering 
emerged and areas of risk were also 
highlighted.

In conclusion, with improved insights, Veda 
was able to focus their small sales team in a 
better manner that was statistically more likely 
to maximise results. They were also able to 
get some insights of significant strategic 
value.

The final word goes to Malcolm Allan: ‘To be 
able to not only identify the customers that we 
should be offering products to    but also to 
obtain a clear explanation of why    is 
game-changing.’

11Ants Analytics is the leader in assisted 
predictive analytics. Our automated predictive 
modelling software gets clients up and 
running with predictive analytics faster than 
any other solution on the planet.

www.11AntsAnalytics.com
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The following are some excerpts from the output along with explanation.

1. Suggestion Matrix

The Suggestion Matrix lists customers along the vertical axis and products along the horizontal 
axis. The purpose of the suggestion matrix is to highlight products that a client is not purchasing, 
but clients who look similar in profile and behaviour are purchasing.

Each cell in the Suggestion Matrix contains one of three values:

Customer presently uses this product.

Customer does not use this product, but model has identified they should.

The 177 links to the Insight that shows the rationale for the relevant suggestion. 
Insight #177 can be seen in its entirety on the following page.

The red column shows the total number of products suggested for each client, and the green 
column the total number of products they presently purchase. In this case Jones & Company 
has 4 products suggested for them, while Racing Stable Supplies Ltd has none suggested. The 
matrix is supported in descending order of products suggested, so that those accounts with the 
biggest potential gain are at the top of the list.
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2. Sequenced Contact List



3. Insight Report

This Insight explains the rationale for the product suggestion. The Insight provides the sales force 
with a logical understanding of why they are suggesting the product to their customer, and 
provides them legitimacy, credibility and confidence in suggesting it. The Insights also provide 
interesting perspectives to Veda’s management on relationships between products. Below is an 
example of a single (and relatively simple) insight – Insight #177.

In the example above:

Out of a total of 3,560 customers analyzed, 307 of them purchase Product 260 (Elementary 
Credit Check), but do not purchase Product 11 (Elementary Drivers License Check)

Of these 307 customers 252 (82.1%) of them also purchase Product 5 (Super Credit Check Combo)

Therefore the remaining 55 customers of these 307 are considered to be good candidates 
for Product 5 (Super Credit Check Combo).
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NOTE: All product and customer names are modified to protect confidentiality of Veda and its clients.


