
Welcome to the Winter 2018 

Edition of the IDM Quarterly!   
 

It is that time of year again when we 

are looking forward to our 2018  
Annual Conference to be held at the 
Doubletree Hotel in Philadelphia, PA 

from April 29 through May 1.   
 

Our Conference Planning Committee, 

led by our incoming president Bonnie Piacentino and Execu-
tive Director Farouk Yassine, has prepared a wonderful pro-
gram with the conference theme, “Bridging Today’s Data with 
Tomorrow’s Opportunities.” I encourage you to visit the confer-

ence website and review the educational agenda to see what 
we have planned for you.   
 

The program looks to provide an excellent range of data 
management topics by presenters of all levels from across the 
industry. As always, the three days will also present great 

opportunities for all to connect with colleagues, vendors,   
and sponsors.  I hope that you find the opportunity to join   
us in Philadelphia to partake in interactive discussions and    

be part of this, always successful, insurance data management 
community event. 

Please be sure to register by February 28 to take advantage   

of the discounted registration rate.  Also, there are still    
available opportunities for sponsors to be a visible part of   
the 2018 IDMA Conference.  If you are interested, please 

contact Farouk at fyassine@idma.org or (201) 469-3069. 
 

Our local chapter meetings, which are provided complimen-

tary to members, have continued to be well attended.  Plans 
are in place for our New York/New Jersey Metro Chapter 

meeting and reception to take place on March 8th at the 

Verisk/ISO home office in Jersey City, NJ. Additionally, our 
Midwest Chapter meeting and reception will take place on 
March 21st at CNA home office in downtown Chicago, Il. 

Please visit the IDMA website for additional details. 
 

One final friendly reminder, the 2018 membership renewal 

dues were mailed out last November. With your 2018 mem-
bership renewal, we look forward to your continued support, 
and participation in this wonderful association while reaping 

the many benefits your IDMA membership provides you. If 
you have not received your dues, please reach out to Farouk.  
 

As my term as IDMA President is winding down, I want to 

sincerely thank my many supporters and colleagues.  I am 
truly honored to have served this past year as your President. 
I have enjoyed the experiences and education that I’ve re-

ceived, but mostly the friendships that have been formed 
within the IDMA community.  I have learned to take ad-
vantage of the many “minds” that I come in contact with via 

this fantastic organization.   
 

The passion for the continued development of data manage-

ment competencies and best 
practices, with a strong focus on 
continuing education is conta-

gious and core to what makes 
IDMA great. Special thanks to 
Katie Hernandez and Farouk and 

to the wonderful members of 
the Executive Committee, Edu-
cation Committee, and the 

Board of Directors for all that 
they have done and continue to 
do for me and IDMA. Truly the 

Best!!! 
 

I look forward to seeing you in 
Philadelphia, and as always, we 

welcome your active participa-
tion, comments, questions and 
suggestions on how IDMA can 

add value to your membership.  
You can reach me at 
koleary@travelers.com or 
through Farouk. 
 

Regards, 

Kevin O’Leary, AIDM, FIDM 
President 

From the President’s Desk 
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April 29 – May 1  
Doubletree Philadelphia Center City Hotel 

Philadelphia, Pennsylvania  
 

The premier annual gathering of insurance data management professionals 

Key Topics 
Enterprise data Strategy; Data governance program implementation; Data quality measurements and scorecards; 
Big data trends, technologies, and challenges; Analytics and business intelligence; Master data management; 
Metadata, structured and unstructured data; Agile data; Cyber risk; Compliance and Regulatory news and develop-
ments; Talent recruitment and professional development in the age of big data analytics; and much more…. 
 

The program will include keynote and track sessions, executive panel and roundtable sessions, exhibit hall, and 
plenty of networking opportunities, including a Casino Night themed reception.  

Insurance Company Speakers 
American Family Insurance, Amica, Arch Capital, CNA, Everest Re, Farmers, Hartford Steam Boiler, Munich Re, 
Mitsui Sumitomo USA, Travelers and more to be announced. 
 

Check out the educational program to see what you will discover about, and don’t miss out on the chance to net-
work, learn, and discuss with your peers on how to shape up your data management program for the future and stay 
competitive.  
 
Early Bird Registration and Group Discounts 
We have opened registration with great discount offers.  Early Bird registration discounts end on February 28, 2018.  
Register by February 28 and save $100!   
 

Interested in bringing your team? Register four team/staff members and receive a 15% discount on all registrations.  
Additional registrations over the initial four registrations will also receive a 15% discount. 
 
Sponsorship, Exhibiting Opportunities, and Attendee Profiles 
For sponsorship and exhibiting opportunities and sample list of attendee profiles, please review the Sponsors & Ex-
hibitors section of the conference website and contact Farouk Yassine at (201) 469-3069 or fyassine@idma.org. 
 

Hope to see you in Philly! 
 
Farouk Yassine, CPCU, CIDM 
Executive Director, IDMA 

Join Us at the IDMA 2018 Annual Conference 

http://www.cvent.com/events/idma-2018-annual-conference/agenda-718ddc942bab4454b2df214d1c3a85d8.aspx
http://www.cvent.com/events/idma-2018-annual-conference/custom-18-718ddc942bab4454b2df214d1c3a85d8.aspx
http://www.cvent.com/events/idma-2018-annual-conference/custom-19-718ddc942bab4454b2df214d1c3a85d8.aspx
http://www.cvent.com/events/idma-2018-annual-conference/custom-19-718ddc942bab4454b2df214d1c3a85d8.aspx
mailto:fyassine@idma.org
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By Ian Thomas 
Principal Group Program Manager,  

Customer Data & Analytics, Microsoft 
 
Building a Big Data team? 
Make sure you have these 
seven people on the team 
and you won't go far 
wrong. 
 

Congratulations! You just got 

the call – you’ve been asked to 
start a data team to extract 
valuable customer insights 

from your product usage, im-
prove your company’s marketing effectiveness, or make 
your boss look all “data-savvy” (hopefully not just the last 
one of these). And even better, you’ve been given carte 

blanche to go hire the best people! But now the panic sets 
in – who do you hire? Here’s a handy guide to the seven 
people you absolutely have to have on your data team. 

Once you have these seven in place, you can decide wheth-
er to style yourself more on John Sturges or Akira Kurosa-
wa. 
 

Before we start, what kind of data team are we talking 
about here? The one I have in mind is a team that takes raw 

data from various sources (product telemetry, website da-
ta, campaign data, external data) and turns it into valuable 
insights that can be shared broadly across the organization. 

This team needs to understand both the technologies used 
to manage data, and the meaning of the data – a pretty 
challenging remit, and one that needs a pretty well-balanced 

team to execute. 
 
1. The Handyman  
 

The Handyman can take a couple of bat-
tered, three-year-old servers, a copy of 

MySQL, a bunch of Excel sheets and a roll 
of duct tape and whip up a basic BI system 
in a couple of weeks. His work isn’t al-
ways the prettiest, and you should expect 

to replace it as you build out more pro-
duction-ready systems, but the Handyman is an invaluable 
help as you explore datasets and look to deliver value 

quickly (the key to successful data projects). Just make sure 
you don’t accidentally end up with a thousand people ac-
cessing the database he’s hosting under his desk every 

month for your month-end financial reporting (ahem). 
 

Really good handymen are pretty hard to find, but you may 

find them lurking in the corporate IT department (look for 
the person everybody else mentions when you make ran-
dom requests for stuff), or in unlikely-seeming places like 

Finance. He’ll be the person with the really messy cubicle 
with half a dozen servers stuffed under his desk. 

The talents of the Handyman will only take you so far, however. 

If you want to run a quick and dirty analysis of the relationship 
between website usage, marketing campaign exposure, and prod-
uct activations over the last couple of months, he’s your guy. But 

for the big stuff you’ll need the Open Source Guru. 
 
2. The Open Source Guru 
 

I was tempted to call this person “The Ha-
doop Guru”. Or “The Storm Guru”, or “The 

Cassandra Guru”, or “The Spark Guru”, or… 
well, you get the idea. As you build out infra-
structure to manage the large-scale datasets 
you’re going to need to deliver your insights, 

you need someone to help you navigate the 
bewildering array of technologies that has 
sprung up in this space, and integrate them. 
 

Open Source Gurus share many characteristics in common with 
that most beloved urban stereotype, the Hipster. They profess 

to be free of corrupting commercial influence and pride them-
selves on plowing their own furrow, but in fact they are subject 
to the whims of fashion just as much as anyone else. Exhibit A: 

The enormous fuss over the world-changing effects of Hadoop, 
followed by the enormous fuss over the world-changing effects 
of Spark. Exhibit B: Beards (on the men, anyway). 
 

So be wary of Gurus who ascribe magical properties to a particu-
lar technology one day (“Impala’s, like, totally amazing”), only to 

drop it like ombre hair the next (“Impala? Don’t even talk to me 
about Impala. Sooooo embarrassing.”) Tell your Guru that she’ll 
need to live with her recommendations for at least two years. 

That’s the blink of an eye in traditional IT project timescales, but 
a lifetime in Internet/Open Source time, so it will focus her mind 
on whether she really thinks a technology has legs (vs. just want-

ing to play around with it to burnish her résumé).  

 
3. The Data Modeler 
 

While your Open Source Guru can identify 
the right technologies for you to use to 
manage your data, and hopefully manage a 

group of developers to build out the sys-
tems you need, deciding what to put in 
those shiny distributed databases is another 

matter. This is where the Data Modeler 
comes in. 
 

The Data Modeler can take an understand-
ing of the dynamics of a particular business, product, or process 
(such as marketing execution) and turn that into a set of data 

structures that can be used effectively to reflect and understand 
those dynamics. 
 

The Seven People You Need on Your Big Data Team 

Continued on page 4 

http://www.imdb.com/title/tt0054047/
http://www.imdb.com/title/tt0047478/
http://www.imdb.com/title/tt0047478/
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Data modeling is one of the core skills of a Data Architect, 

which is a more identifiable job description (searching for 
“Data Architect” on LinkedIn generates about 20,000 re-
sults; “Data Modeler” only generates around 10,000). And 

indeed your Data Modeler may have other Data Architec-
ture skills, such as database design or systems development 
(they may even be a bit of an Open Source Guru). But if 

you do hire a Data Architect, make sure you don’t get one 
with just those more technical skills, because you need da-
tasets which are genuinely useful and descriptive more than 

you need datasets which are beautifully designed and have 
subsecond query response times (ideally, of course, you’d 
have both).  
 

And in my experience, the data modeling skills are the rar-
er skills; so when you’re interviewing candidates, be sure to 
give them a couple of real-world tests to see how they 

would actually structure the data that you’re working with. 
 
4. The Deep Diver  
 

Between the Handyman, the Open 
Source Guru, and the Data Model-
er, you should have the skills on 

your team to build out some useful, 
scalable datasets and systems that 
you can start to interrogate for 

insights. But who to generate the 
insights? Enter the Deep Diver. 
 

Deep Divers (often known as Data 
Scientists) love to spend time wal-
lowing in data to uncover interesting patterns and relation-

ships. A good one has the technical skills to be able to pull 
data from source systems, the analytical skills to use some-
thing like R to manipulate and transform the data, and the 

statistical skills to ensure that his conclusions are statistical-
ly valid (i.e. he doesn’t mix up correlation with causation, 
or make pronouncements on tiny sample sizes).  
 

As your team becomes more sophisticated, you may also 
look to your Deep Diver to provide Machine Learning (ML) 

capabilities, to help you build out predictive models and 
optimization algorithms. 
 

If your Deep Diver is good at these aspects of his job, then 
he may not turn out to be terribly good at taking direction, 
or communicating his findings. For the first of these, you 

need to find someone that your Deep Diver respects (this 
could be you), and use them to nudge his work in the right 
direction without being overly directive (because one of 
the magical properties of a really good Deep Diver is that 

he may take his analysis in an unexpected but valuable di-
rection that no one had thought of before). 

For the second problem – getting the Deep Diver’s insights out 

of his head – pair him with a Storyteller (next). 
 
5. The Storyteller  
 

The Storyteller’s yin is to the Deep Diver’s 
yang. Storytellers love explaining stuff to 

people. You could have built a great set of 
data systems, and be performing some real-
ly cutting-edge analysis, but without a Sto-

ryteller, you won’t be able to get these 
insights out to a broad audience. 
 

Finding a good Storyteller is pretty chal-

lenging. You do want someone who under-
stands data quite well, so that she can 
grasp the complexities and limitations of the material she’s work-

ing with; but it’s a rare person indeed who can be really deep in 
data skills and also have good instincts around communications. 
 

The thing your Storyteller should prize above all else is clarity. It 
takes significant effort and talent to take a complex set of statisti-
cal conclusions and distil them into a simple message that people 

can take action on. Your Storyteller will need to balance the in-
herent uncertainty of the data with the ability to make concrete 
recommendations. 
 

Another good skill for a Storyteller to have is data visualization. 
Some of the most light bulb-lighting moments I have seen with 

data have been where just the right visualization has been em-
ployed to bring the data to life. If your Storyteller can balance 
this skill (possibly even with some light visualization development 

capability, like using D3.js; at the very least, being a dab hand with 
Excel and PowerPoint or equivalent tools) with her narrative 
capabilities, you’ll have a really valuable player. 
 

There’s no one place you need to go to find Storytellers – they 
can be lurking in all sorts of fields. You might find that one of 

your developers is actually really good at putting together 
presentations, or one of your marketing people is really into da-
ta. You may also find that there are people in places like Finance 
or Market Research who can spin a good yarn about a set of 

numbers – poach them. 

 
6. The Snoop 
 

These next two people – The Snoop and 
The Privacy Wonk – come as a pair. 

Let’s start with the Snoop. Many analysis 
projects are hampered by a lack of pri-
mary data – the product, or website, or 

marketing campaign isn’t instrumented, 
or you aren’t capturing certain infor-
mation about your customers (such as 

The Seven People You Need on Your Big Data Team 

Continued on page 5 
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age, or gender), or you don’t know what other products 

your customers are using, or what they think about them. 
The Snoop hates this. He cannot understand why every last 
piece of data about your customers, their interests, opin-

ions and behaviors, is not available for analysis, and he will 
push relentlessly to get this data. He doesn’t care about the 
privacy implications of all this – that’s the Privacy Wonk’s 

job. 
 

If the Snoop sounds like an exhausting pain in the ass, then 

you’re right – this person is the one who has the team roll-
ing their eyes as he outlines his latest plan to remotely acti-
vate people’s webcams so you can perform facial recogni-
tion and get a better Unique User metric. But he performs 

an invaluable service by constantly challenging the rest of 
the team (and other parts of the company that might supply 
data, such as product engineering) to be thinking about 

instrumentation and data collection, and getting better data 
to work with. 
 

The good news is that you may not have to hire a dedicat-
ed Snoop – you may already have one hanging around. For 
example, your manager may be the perfect Snoop (though 

you should probably not tell him or her that this is how 
you refer to them). Or one of your major stakeholders can 
act in this capacity; or perhaps one of your Deep Divers.  
 

The important thing is not to shut the Snoop down out of 
hand, because it takes relentless determination to get bet-

ter quality data, and the Snoop can quarterback that effort. 
And so long as you have a good Privacy Wonk for him to 
work with, things shouldn’t get too out of hand. 

 
7. The Privacy Wonk 
 

The Privacy Wonk is unlikely 
to be the most popular mem-
ber of your team, either. It’s 
her job to constantly get on 

everyone’s nerves by identify-
ing privacy issues related to the 
work you’re doing. 
 

You need the Privacy Wonk, of 
course, to keep you out of 

trouble – with the authorities, 
but also with your customers. 
There’s a large gap between 

what is technically legal (which 
itself varies by jurisdiction) and what users will find accepta-
ble, so it pays to have someone whose job it is to figure out 

what the right balance between these two is.  
 

But while you may dread the idea of having such a buzz-killing 
person around, I’ve actually found that people tend to make more 

conservative decisions around data use when they don’t have 
access to high-quality advice about what they can do, because 
they’re afraid of accidentally breaking some law or other. So the 

Wonk (much like Sadness) turns out to be a pretty essential 
member of the team, and even regarded with some affection. 
 

Of course, if you do as I suggest, and make sure you have a Priva-
cy Wonk and a Snoop on your team, then you are condemning 
both to an eternal feud in the style of the Corleones and 
Tattaglias (though hopefully without the actual bloodshed). But 

this is, as they euphemistically say, a “healthy tension” – with 
these two pulling against one another you will end up with the 
best compromise between maximizing your data-driven capabili-

ties and respecting your users’ privacy. 
 
Bonus eighth member: The Cat Herder (you!) 

 

The one person we haven’t really covered is the person who 
needs to keep all of the other seven working effectively together: 
To stop the Open Source Guru from sneering at the Handy-
man’s handiwork; to ensure the Data Modeler and Deep Diver 

work together so that the right measures and dimensionality are 
exposed in the datasets you publish; and to referee the debates 
between the Snoop and the Privacy Wonk.  
 

This is you, of course – The Cat Herder. If you can assemble a 
team with at least one of the above people, plus probably a few 

developers for the Open Source Guru to boss about, you’ll be 
well on the way to unlocking a ton of value from the data in your 
organization. 
 

The Seven People You Need on Your Big Data Team 

http://disney.wikia.com/wiki/Sadness
https://en.wikipedia.org/wiki/The_Godfather
https://en.wikipedia.org/wiki/The_Godfather
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WINTER 2018 CONTEST 

Your Challenge: 
What do these musical 

acts have in common? 

 Loggins & Messina 

 Poco 

 Crosby, Stills, Nash & 
Young 

 Souther-Hillman-Furay 

 Manassas 

 Medicine Ball 
 

Alan Yezierski Wins Autumn Puzzler 

Congratulations to Alan Yezierski, FLMI, 

CPCU, CIDM of The Hartford who was 

among the first to correctly answer the Puzzler.   

 

The question was: 

What do these gentlemen have in common? 

George, Tony, Billy, Neil, Brian,  

Eric, Pete, Derek, Stuart 

 

The Answer: 

These are the first names of men who all have 

been tabbed as “The Fifth Beatle.” 

Cheesesteaks 
 

There are actually many ordinary & forgettable cheesesteaks 
in Philly, especially in center city. If you’re going to enjoy this 
iconic Philadelphia sandwich, get a good one. If you’re walk-

ing from the Doubletree, nearby is Steve’s Prince of 
Steaks at 41 S. 16th Street. If you are up for a longer walk 
down to Old City (not far from the Liberty Bell), you can’t 

go wrong at Sonny’s or Campo’s, both in the 200 block of 
Market Street. If you are desperate, the cheesesteaks at vari-
ous vendors inside the Reading Terminal Market aren’t 

awful. 
 

If You Have a Car (or Taxi, Lyft, Uber) 
 

The best cheesesteak in Philly is at Joe’s Steak and Soda 

Shop in Northeast Philly at 6030 Torresdale Avenue. The 
best sandwich—of any kind—is the roast pork at John’s 
Roast Pork in South Philly at 14. E. Snyder Avenue. Great 

pasta and pizza in an elegant setting at Wm. Mulherin’s 
Sons in Fishtown at 1355 N. Front Street.  Want to hear 
local opera performers singing the classics as you dine on 

traditional Italian fare? You’ll long remember a visit to the  
Victor Café in South Philly at 1303 Dickinson Street. 

For the IDMA Annual Meeting in Philadelphia, here’s some 

tips on finding the best Philly pizza, cheesesteaks, and more. 
 

Great Pizza, Walking Distance of the Doubletree 
 

Zavino. One of Philly’s first and still one of the best authentic 
Neapolitan pizzas, served in a long and narrow trendy hipster 
bar. The other food there is excellent, too. 112 S 13th Street. 
 

Barbuzzo. Another hipster spot, adjacent to Zavino. The Nea-
politan pizza is almost as good as Zavino, but there is a much 

larger menu of other choices. 110 S 13th Street. 
 

Alice. Pronounced “Ah Lee Chay” - this authentic Roman spot 
offers café dining on one side and pizza “al taglio” by the slice on 

the other side. Thick but pillowy square slices are insanely good.  
235 15th Street. 
 

SLiCE. Authentic Trenton tomato pie in Philly? Yes. Looks like 
any other casual slice joint, but the crisp and thin slices are espe-
cially well balanced. 1740 Sansom Street. 
 

Nomad Roman. While Alice is serving pan-baked square slices 
of Roman “al taglio” pizza, Nomad offers another Roman style of 

delicious round pizzas with delectably thin crusts in a cool loft 
casual setting.  1305 Locust Street. 

 

Eating The Best of Philly 

 

Please 
email your  
answers to 
Frappolli@CPCUIIA.org 

 

Puzzler for Winter 2018 
A prize will be awarded to 
the randomly-drawn person 

among the first ten who solve 
the question correctly. You 
may only guess one time for 

each contest and you can 
only win two times in a given 
calendar year. The correct 

answer will be published in 
the following issue. The prize 
is a $10 gift card from  

Amazon.com.   

https://mainlinepizzaquest.blogspot.com/2017/02/review-wm-mulherins-sons-philadelphia-pa.html
https://mainlinepizzaquest.blogspot.com/2017/02/review-wm-mulherins-sons-philadelphia-pa.html
http://victorcafe.com/live-opera/
https://mainlinepizzaquest.blogspot.com/2012/04/review-zavino-13th-and-sansom.html
https://mainlinepizzaquest.blogspot.com/2014/10/review-barbuzzo-philadelphia-pa.html
https://mainlinepizzaquest.blogspot.com/2017/12/review-alice-cucina-romana-philadelphia.html
https://mainlinepizzaquest.blogspot.com/2013/04/review-slice-pizza-rittenhouse-square.html
https://mainlinepizzaquest.blogspot.com/2014/07/review-nomad-roman-philadelphia.html


New York/New Jersey Metro Chapter Meeting and Reception 
 

When and Where: March 8, 2018 from 1:30 PM to 4:30 PM, Verisk / ISO home office, at 545 Washington Boulevard, 
Jersey City, NJ.  A happy hour reception will follow at Dorrian’s Jersey City from 4:45 PM to 6:30 PM. Don’t go home 
until you’ve had a pizza at nearby Razza, called the “best pizza in New York” by the NYT. 

 

Topics of Discussion:  
IDMA current and future initiatives; Leveraging Metrics for Data Management Success; and a roundtable discussion for 
topics of interest and questions brought up by participants. 
 

Registration: Free to IDMA members, but space is limited. Non-members will be charged $30 (please bring check or 
cash to the event).  Please email your RSVP to Katie Hernandez or Farouk Yassine at team@idma.org by March 5. 
 
 

Midwest (Chicago) Chapter Meeting and Reception 
 

When and Where: March 21, 2018 from 1:30 PM to 4:30 PM, CNA home office, at 333 South Wabash Avenue, Chica-
go, IL.  A happy hour reception will follow at Exchequer Restaurant & Pub at 226 South Wabash Avenue from 5:00 PM 
to 7:00 PM. Find out HERE how you can get good deep dish pizza in an Irish Pub! 

Topics of Discussion: IDMA current and future initiatives; Big Data Demystified; Data Governance at CNA; and a 
roundtable discussion for topics of interest and questions brought up by participants. 
 
Registration: Free to IDMA members, but space is limited. Non-members will be charged $30 (please bring check or 
cash to the event).  Please email your RSVP to Katie Hernandez or Farouk Yassine at team@idma.org by March 19. 

 
IDMA Regional Chapters: 
IDMA currently has three active chapters in the United States: The Midwest Chapter (usually meets in Chicago); The New 
England Chapter (usually meets in Hartford or Boston); and The New York / New Jersey Metro Chapter. 
 
IDMA Chapters meetings attendees find these meeting very valuable for content and networking as they address similar data 
management challenges. If you are interested in hosting an IDMA local chapter meeting or starting a new chapter in your area, 
please contact Farouk Yassine at (201) 469-3069 or fyassine@idma.org. 

Upcoming IDMA Local Chapter Meetings 
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https://www.nytimes.com/2017/09/12/dining/razza-pizza-review-jersey-city.html
mailto:team@idma.org
https://mainlinepizzaquest.blogspot.com/2017/05/review-exchequer-restaurant-and-pub.html
mailto:team@idma.org
mailto:fyassine@idma.org


The Importance of Unlearning 

By Efe Otokiti 

Digital Content Director, Argyle Inc. 
 
Is forgetting the past the only 

way to prepare for the future? 
 
Knowledge is a surplus resource 

in today's world. We are all privy 
to the largest well of information 
since the dawn of civilization, and 

more becomes available every day. While this is obviously 
great, it has put a lot of pressure on businesses to keep up 
with the latest trends and innovations. 
 

Constantly learning new methods and processes have be-
come essential to remaining competitive. It's one thing to 
introduce a completely new idea into your business. Howev-

er, what about when there's a new innovation which contra-
dicts an already existing system which has worked well for 
your company up until now? 
 

This is when unlearning becomes essential. Unlearning is the 
act of letting go of old information or habits in order to 

make room for new ideas which might be better for the en-
terprise.  
 

This is, of course, easier said than done, and LinkedIn co-
founder Reid Hoffman has an idea why. 'One of the things 
that I tell people is that success imprints more strongly than 

failure,' he says. 'And it does so because as you've succeeded, 
it's like, I've learned this tool. And so, this tool must be right.' 
 

We are programmed to trust the way we do things if they 
work and have a natural distrust of new procedures if they 
contest our previously held beliefs. However, there is no 

natural expiry date to ideas held, as Hoffman points out, 
'[You] just keep applying it, and even as the train comes off 
the tracks, because part of what happens is, you know, mar-
kets change, competitors change, industries change. You 

change.'  

If you have functioned successfully for over a 100 years with-

out online marketplaces, why fix what isn't broken? Levi 
Strauss is a perfect example of the above situation. Founded 
in 1853, they were late to adopt the e-commerce model 

because they felt they had enough brand recognition to need 
it. They carried on business as usual and suffered massive 
dips in profits throughout the early noughties until they recti-

fied their folly. Countless companies are finding out that the 
'if it ain't broke' model simply doesn't work anymore. 
 

Businesses can no longer wait for their way of doing things 
to become outdated before examining and adopting new 
innovations. Once a new technique has been fashioned, it 
renders the old way obsolete by virtue of its existence. And 

with innovation being the propeller of industry, if you wait 
until a new method becomes mainstay before adopting it, 
you are likely too late to the party.  
 

So companies need to adopt a culture of unlearning and re-
learning. For some enterprises, this can mean a fundamental 

shift in the staff mentality. Hoffman explains, '...Frequently, 
you have to go, 'Okay, which of the old lessons have to be 
thrown out? And which things do I have to unlearn or learn 

anew?'. 
 
Ease into it 

When you are trying to foster a culture of unlearning 
amongst employees, you need to be gentle. People and insti-
tutions don't change overnight. Staff who have become very 

used to doing a task a certain way for a very long time will 
take some time to come around. Individuals may have to 
make major adjustments to their daily work life for this to 

work, so it helps to have staff on your side.  
 

Procedure changes shouldn't just be mandated from above 

but discussed with staff every step of the way. If employees 
understand why the changes are being made and have been 
consulted on it prior to implementation, they are more likely 
to get involved in a meaningful way.  
 

Outside of procedure changes, there might be certain organi-
zation-wide habits you want to break for ethical reasons. For 

example, in an effort to be more sustainable, you might begin 
to encourage staff to turn off their PC's at the end of the day 
or when they are out of the office for longer than an hour. 

Simply telling staff to just do it or face some kind of conse-
quence will do little to bring about actual behavior changes. 
Maybe it's hard to enforce because too many of them are 

stuck in their ways. Maybe they just don't care about going 
green.  
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Then remember that the process of unlearning goes both 

ways. You can also begin to innovate the way you imple-
ment company-wide changes. Software which automatically 
shuts down idle PCs might be a more effective alternative 

to trying to drill out habits. Technology has afforded us a 
third option after the carrot and the stick options fail. 
 

Either way, always strive to make any unlearning and re-
learning changes a joint effort. The more involved staff feel, 
the more likely they are to come onboard.  

 
Promote curiosity  
More than any specific change, you are trying to foster a 
mentality in everyone to actively seek out innovation; not 

only better ways to do their jobs but better ways for the 
company as a whole to function. Google is famous for  
doing this with their '20%' policy - the practice of  

encouraging staff to use 20% of their time to experiment 
with their own ideas.  
 

They also encourage all members of staff, regardless of their 
station, to speak up whenever they have an idea which they 
believe is important to the organization. A good example of 
this is when the staff medical doctor argued emphatically 

that Google had a moral responsibility to extend help to 
users who typed in 'how to commit suicide'.  
 

This is the kind of issue which would have likely passed un-
der the radar of some executives running a multi-billion 
dollar company, but Google acted, showing the benefit of a 

diverse range of opinions and perspectives. They ended up 
featuring the National Suicide Prevention hotline at the top 
of the page whenever it was searched and the hotline's call 

volume went up by 9%.  

Make your intentions clear 

If you are encouraging employees to make unlearning part and 
parcel of their job, they need goals to strive towards, lest the 
whole thing appears like an exercise in futility. Goals allow staff 

to keep track of how effective changes have been to their 
overall performance.  
 

It is also important that these goals are attainable and devised 
with the employee's input. Making the goals attainable will give 
a sense of achievement when they accomplish them, which will 

spur them to keep at it. Giving them a say, on the other hand, 
will give them a sense of control over their lives.  
 
It's a process 

Unlearning is hard for everyone involved and can't be rushed. 
As you foster a culture of unlearning, foster a culture of coop-
eration and idea sharing. You 

want staff to help each other 
out when they see their col-
leagues struggling and create an 

atmosphere where everyone 
feels comfortable asking for 
help, either from colleagues or 

management. If you can, create 
a support team specifically to 
assist in the unlearning process 

made up of staff from all cor-
ners of the organization; the 
more diverse opinions are, the 

better. Remind them that you 
are all in this together. 
 

Employees are any successful 
company's greatest asset and 
maximizing their commitment 

to the organization will improve 
every facet of it. You are bound 
to have glitches at the start, but 
if you manage to create a suc-

cessful system of unlearning and 
relearning amongst your staff, it 
will ensure your company al-

ways remains at the forefront 
of innovation. 
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IDMA ONE-DAY EDUCATIONAL WORKSHOPS 
 

Audience 
 

IDMA will partner with you to provide a one-day classroom session to educate your participants about insurance 
data management concepts, tools and technologies, and best practices.  IDMA workshops can be offered either 
in conjunction with industry events at the invitation of the event sponsors, or they can be requested by individual 
companies who agree to certain easy to-meet terms.   
 

These workshops are highly recommended for a broad audience including new hires, IT and data modeling profes-
sionals who want to broaden their knowledge of the business side of insurance data management, anyone who man-
ages and governs data in the industry (statistical, or management information data), and anyone who needs to use 
or communicate good quality data/information – from actuaries to underwriters to claims and analytics professionals.  
 
Current Workshops 
 

We currently offer six one-day training workshops geared towards insurance industry professionals:  
 

Data Management for Insurance Professionals: This is an introductory workshop that provides a high-level 
overview of insurance data management principles and industry best practices.  The workshop also covers 
the information contained in the companion DMIP course study guide, and students have an opportunity to 
take the DMIP online exam once they are comfortable with the material. 

 

Insurance Data Quality (IDQ): This workshop offers participants an opportunity to learn about data quality prin-
ciples and identify challenges that can hinder data quality.  The workshop also discusses techniques for 
identifying data anomalies, and a few of the processes used by insurance companies and DCOs to ensure 
the high-quality data needed by the industry.   

 

Reinforcing Enterprise Data Governance: This workshop begins by discussing the foundation of sharing data 
assets across entire organization, the importance of central data governance to an organization, and the re-
lationship between data governance and data stewardship. The session covers details on how to set up a 
data stewardship function, provide training for your stewards, and run the entire stewardship effort - including 
managing the Data Stewardship Committee.  Future of data governance and stewardship, and key takea-
ways are also discussed. 

 

Enterprise Data Management: This workshop provides a comprehensive overview of enterprise data manage-
ment (EDM), and its use in achieving business objectives. This includes identifying the specific steps that are 
required for aligning each of the most common enterprise data management focus areas. The session also 
includes data governance and stewardship approaches and structures for each of these areas.  Content and 
Document Management, Metadata Management, Data Standards and Architecture, BI and Analytics, and 
Information Governance and Security is also covered. 

 

Data Management for Claims Professionals: This workshop explores the various sub-segments of the claims 
organizations that create and consume data, and will discuss some of the tools and technologies that organi-
zations are using to better manage and exploit value from this data.   

 

Business Driven Data and Analytics Strategy: This workshop provides grounding for developing a strategic 
business intelligence (BI) environment for agility when adopting innovative big data management and utiliza-
tion techniques, while retaining a line of sight to corporate mission and corresponding business objectives.  

 
All workshops include practical discussions and case studies for interactive participation. Also, all workshop ses-
sions can be abbreviated and customized to suit individual company requirements.  
 
Program Fees, Sample Agendas, and Additional Information 
 

IDMA workshops are offered at an average rate of $375 per person, which includes classroom instructions, study 
materials and waived matriculation fee for the IDMA certification program. 
 

For more information about IDMA workshop opportunities, sample agendas and proposals, please contact IDMA Ex-
ecutive Director Farouk Yassine at fyassine@idma.org. 

mailto:fyassine@idma.org
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Old, inaccurate and messy data can’t support the marketing 

department. If the data is old, it cannot be used as a con-
crete and reliable resource. And if you aren’t continually 
cleaning new data that comes in, you can’t capitalize on 

trends, or make decisions on what is and isn’t working. 
 

So we’re clear that data quality initiatives must run in parallel 

to business activities, rather than being carried out sporadi-
cally, and there needs to be a constant and attentive process 
to keep data clean. That means there’s a need for an ongoing 

investment in data governance, within the parameters of 
your budget. 
 
Breaking Even 
 

Few businesses have the budget to put extravagant data 
management processes in place. It would be wonderful to 

conduct data reviews every morning, or implement highly 
elaborate verification and enhancement programs. 
 

It goes without saying that under-investment in data cleans-
ing can be detrimental for businesses, and we’ve written 
several blogs that lay the case for data quality projects. 

Flawed decisions lead to poor ROI in marketing, support and 
sales, and an excessive amount of waste across the entire 
organization. We also know that data naturally decays; the 

rate is around 2% of the database, per month. So without 
action, the data becomes useless to everyone. 
 

Spend and Save 
 

Data quality processes involve a range of costs, from the 

cost of data quality software to the resource needed to inte-
grate systems. 
 

We recommend that every business carries out a review, 
prior to implementing new data quality measures. It needs to 
weigh up the points we looked at in the last section: negative 

effects of inaction, vs expense of throwing the entire budget 
at bad data. 
 

Additionally, the business needs to look at the way it’s using 

data, and figure out how to improve management internally. 
That might mean reducing manual touch points, so there’s 
less human error. Or retraining staff so they don’t type gar-

bage into fields. 
 

Finally, let’s be realistic. The cost of the new data quality 

process needs to be factored into the business’ budget, like 

The Data Quality Tipping Point 
By Martin Doyle 

CEO, DQ Global 
 
Whatever your business sector, 

data is your most valuable asset. 
Along with the machinery and 
stock you hold, data and insights 

hold the key to profit and growth. 
But it has the unique ability to 
unite every department, and every 

function. It can reveal problems in processes, drive productiv-
ity among your staff and ensure everyone is ‘singing from the 
same hymn sheet’. 
 

Like any asset, you need to invest in maintenance and man-
agement. Data that is not prioritized and nurtured will even-
tually cause more problems than it solves? But how much do 

you need to spend to achieve healthy ROI? And is there a 
chance your business could be spending too much? 
 

How Much Do You Value Data? 
 

Now, more than ever, data is the driving force that will pro-

pel your business forward. Businesses are increasingly auto-
mating processes and integrating different systems to increase 
efficiency and support staff more effectively. 
 

Marketing is a great example of a function that is learning to 
use data. Campaigns rely on timely data to deliver personal-

ized and timely messages, which is why analytics have become 
the cornerstone of every marketing campaign. As marketers 
hit their stride with data management, they are becoming 

increasingly agile in their response to customer trends. In 
some cases, marketers are able to change course within a 
couple of hours, and those decisions can be partly automated 

to lighten the admin load. 

 

It’s clear that data is no longer harvested and stored. Data 
isn’t left to rest any longer. It is the lifeblood that flows 

through every department in the business. It’s not just the 
result of a decision: it’s the driving force for your next move. 
 

Continued on page 12 
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So let’s make a reasonable set of goals: 

 We will not aim for zero mistakes in our data, because 
this would be too expensive. Instead, we will achieve a 
state where our data is truly fit for purpose 

 The budget for the data quality project is fixed, not   

infinite 

 We will tackle the aspects that offer the biggest wins 
first. Correcting a few telephone numbers is great, but 

fixing a flaw in our character encoding is more worthy 
of our time 

 Data needs to be verified randomly to ensure we are 

heading in the right direction 

 Data quality software will form the cornerstone of our 
transformation and integration initiative 

 Our CDO is an investment in our future data health 

All businesses have limited funds, and data is jostling for part 
of the budget like everything else.  
 

Hopefully, this article has demonstrated that, while perfec-
tion is expensive, improvement is a perfectly worthwhile goal 
that’s certainly worthy of investment. 

The Data Quality Tipping Point 
any other production cost. That includes the software, the 

training, the resource for manual data processing, the cost of 
implementing form verification, and – possibly – the cost of 
hiring a Chief Data Officer to steer a new course. 

 
Finding the Balance 

Implementing automated data quality tools can go a long way 

to managing costs. With automation, the data in your systems 
is constantly scanned and corrected. This does away with 
much of the manual effort that can cost the business money. 

Automatic data enhancement can also improve the value of 
the data assets the business already has. 
 

In order to move towards automation, you may need to: 

 Digitally transform manual paperwork and cut back on 
box-ticking in the company 

 Bring legacy applications into the cloud so that they can 

be integrated with other systems 

 Invest in data quality software that acts as a filter to 
comb out data errors 

 Elevate the importance of data quality at boardroom level 
(through your CDO) 

 Bring about culture change so that data is given focus 
 

Automation may be cost-effective, but all of these additional 
points are the groundwork. And this is where the expense is. 
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