
Predictive Analytics: 
The Hurwitz Victory Index Report

Fern Halper, Ph.D

H u r w i t z

V i C t O r Y 

i n d e x

  IBM SPSS  
H u r w i t z

V i C t O r Y 

i n d e x

d O u b l e  

V i C t O r 



Page 2Predictive Analytics: The Hurwitz Victory Index Report 
© 2011, Hurwitz & Associates, reproduction prohibited

H u r w i t z

V i C t O r Y 

i n d e x
Table of Contents

Introduction 3

Market Trends for Predictive Analytics 4

What is the Victory Index? 6

Victory Index Methodology 6

Key Metrics 6

Data Sources 8

Vendor Selection 9

Results 9

Market Perspective 10
Victors . . . . . . . . . 10

Leaders.  .  .  .  .  .  .  .  .  11

Customer Perspective 12
Victors . . . . . . . . . 13

Leaders.  .  .  .  .  .  .  .  .  13

Challengers . . . . . . 14

Vendor Assessment: IBM SPSS 14

Related Research: Advanced Analytics:  End User Experiences and Future Plans (2011) 

Find it online at www.hurwitz.com



Page 3Predictive Analytics: The Hurwitz Victory Index Report 
© 2011, Hurwitz & Associates, reproduction prohibited

H u r w i t z

V i C t O r Y 

i n d e x

Today, adoption of 
predictive analytics has 
increased for a number of 
reasons including a better 
understanding of the value 
of the technology and the 
availability of compute 
power.

Introduction

Predictive analytics is being embraced at an increasing rate by organizations that 
need to gain actionable and forward-looking insight from their data. While much 
of the statistics and data mining technology for predictive analytics has been 
around for decades, over the past several years the market has become red hot.

What has changed? Twenty years ago, statisticians in companies were able to 
predict who might drop a service using survival analysis or machine learning 
techniques. However, it was difficult to persuade other people in the organization 
that such analytics  could be used to provide competitive advantage. For one 
thing, it was difficult to obtain the computational power needed to interpret data 
that kept changing through time. Additionally, predictive analytics was the realm 
of statisticians and mathematicians. Generally, this analysis was performed using 
some sort of scripting language. Model output could be hard to understand. 
Finally, it could be nearly impossible to convince a call center, for example, that 
this analysis needed to be “operationalized” using rules or scores derived from 
the models as part of a process to reach out to at risk users. It would have also 
been difficult to implement.

Today, adoption of predictive analytics has increased for a number of reasons 
including a better understanding of the value of the technology and the 
availability of compute power. Economic factors are also a driving force in 
utilizing predictive analytics for business as companies realize that simply 
looking in the rear view mirror to gain insight and make decisions is not enough 
to remain competitive. Companies want to better understand what actions their 
customers might take. They want to better predict failures in their infrastructure. 
The uses for predictive analytics are extensive and growing. Many vendors 
have made it a point to try to make predictive analytics more “user friendly” by 
automating some model building capabilities and providing information that is 
more easily understood by business users. Implementing predictive analytics as 
part of a business process has also become more popular as the software tools 
and techniques and the hardware to support this kind of deployment become 
more available. 

Predictive analytics has become a key component of a highly competitive 
company’s analytics arsenal. Hurwitz & Associates defines predictive analytics as:

A statistical or data mining solution consisting of algorithms and techniques 
which can be used on both structured and unstructured data (together or 
individually) to determine future outcomes. It can be deployed for prediction, 
optimization, forecasting,  simulation, and many other uses.

Table 1, on the next page, highlights some of the popular uses  for predictive 
analytics.
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Table 1: Use cases for predictive analytics

Area Use Case

Marketing analytics Predicting consumer behavior, churn analysis,  
 consumption analysis, propensity to spend 

Business analytics Economic forecasting, business improvements, risk  
 analysis, financial modeling

Industry specific Reliability assessment (i.e. predicting failure in  
analytics machines), analytics situational awareness, behavior  
 (defense), investment analysis, fraud identification  
 (insurance, finance), predicting disabilities from claims  
 (insurance), finding patterns in health related data  
 (medical)

Market Trends for Predictive Analytics

As end users grow to understand the value of predictive analytics, the market 
itself is evolving to include solutions targeted at different kinds of users and to 
deal with more data, and different deployment models. Hurwitz & Associates 
sees the following trends in the predictive analytics market: 

 • Providing solutions across the user spectrum. Whereas the traditional 
user of predictive analytics was a statistician or other quantitative analyst, 
there is a change occurring in user type. A recent Hurwitz & Associates survey 
on Advanced Analytics (2011) indicates a shift towards business analysts 
as users of these products and services. This shift has spawned different 
philosophies and strategies among analytics vendors. Some are providing 
more user-friendly Graphical User Interfaces (GUIs)  and automating their 
process of building  predictive analytics models. For example, a number of 
vendors assessed in this report including KXEN, IBM SPSS, Pitney Bowes, 
SAS, and StatSoft, offer this capability. Vendors such as TIBCO are providing 
ways to share the results of a complex analysis via interactive mashups or 
other Web interfaces. These strategies can help non-technical users build 
and make use of a certain level of predictive analytics. Other vendors, such as 
Angoss, try to reduce the complexity of predictive analytics by offering both 
an on-premises version of the software as well as the results in a Software as 
a Service (SaaS) framework for the end user. 

• Operationalizing models. End users and vendors alike see great advantages 
to incorporating predictive models in their business processes. For example, 
statisticians at an insurance company might build a model that predicts the 
likelihood of a claim being fraudulent. The model, along with some decision 
rules could be included in the company’s claims processing system in order 
to flag claims with a high probability of fraud. These claims would be sent 
to an investigation unit for further review. In other cases, the model itself 
might not be as apparent to the end user. For example, a model could be 
built to predict customers who are good targets for upselling when they 
call into a call center. The call center agent, while on the phone with the 
customer, would receive a messages on specific additional products to sell to 
this customer. The agent might not even know that a predictive model was 
working behind the scenes to make this recommendation. Companies such 

End users and vendors alike 
see great advantages to 
incorporating predictive 
models in their business 
processes. For example, 
statisticians at an insurance 
company might build a 
model that predicts the 
likelihood of a claim being 
fraudulent.
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as IBM SPSS, Pegasystems, StatSoft and SAS are offering solutions to support 
this kind of deployment which might include model scoring as well as rules 
for decision-making. 

• Supporting unstructured data analysis. End users realize that they can 
gain significant insight from mining unstructured (i.e. text) data and that 
this unstructured data, when used in conjunction with structured data can 
provide a big lift to predictive models. Some companies, such as Megaputer 
Intelligence have been providing this ability for years. In another example, 
SAS bought Teragram (a text analytics vendor) several years ago to analyze 
unstructured data and it has integrated this capability into its product line. 
A number of other vendors profiled in this report also have this capability, 
including IBM SPSS and StatSoft. 

• Open source. Open source solutions are becoming increasingly important 
to the predictive analytics market because they enable a wide community 
to engage in innovation. Open source solutions are often used in academic 
institutions (at no cost), so students coming into the workforce are already 
familiar with them. But the openness of the software can also mean it is 
less accessible to non-technical users. Vendors are trying to change that. 
For example, predictive analytics software vendors such as TIBCO,  SAS 
and StatSoft have started incorporating these open source languages in 
their solutions and new entrants are emerging to provide software and 
services on top of these languages. For instance, open source R is a free 
software environment for statistical computation and graphics. It consists of 
a language plus a run-time environment with graphics, a debugger, access to 
certain system functions, and the ability to run programs stored in script files.1 
Revolution Analytics, a vendor profiled in this report, wraps its software and 
services around R to make it easier to use and provide better performance. 
Rapid-I, another vendor profiled in this report,  builds its product on an open 
source model. Other vendors in this space include Pentaho. 

• Big Data. As companies gather greater volumes of disparate kinds of data 
(i.e. structured and unstructured) they are looking for solutions that can 
scale to analyze this increased volume. Real time analysis of large amounts 
of data is also becoming more prevalent. For example, companies might use 
this capability for real time ad placement. Or, a hospital might be interested 
in analyzing patient data from medical devices in real time. The buzz from 
vendors about “Big Data” solutions is growing louder. For instance, SAS is 
working with EMC Greenplum and Teradata for dedicated high-performance 
analytic appliances. IBM recently bought big data vendor Netezza.  SAP just 
announced general availability of SAP HANA for big data. Other providers, 
such as Alpine Miner are purpose built for analyzing big data. 

• Model management. More vendors are beginning to offer solutions that 
help manage the development and deployment of models. There is a 
movement away from simply utilizing a directory structure to providing 
more robust solutions that can, for instance, help manage model versioning 
or alert an analyst when a model gets stale. Vendors like IBM SPSS, SAS and 
StatSoft currently offer these capabilities. Others, like Pitney Bowes, say they 
will be providing them in the near future.

• Performance. As the amount of data continues to increase, companies are 
asking for higher performance systems. Many vendors are upgrading from 
supporting only 32 bit to supporting 64 bit machines.

There is a movement 
away from simply utilizing 
a directory structure to 
providing more robust 
solutions that can, for 
instance, help manage 
model versioning or alert an 
analyst when a model gets 
stale.

1  Hornik (2011), “The R FAQ”, www.r-project.org, ISBN 3-900051-08-9
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What is unique about the 
Victory Index? Hurwitz 
& Associates takes a 
holistic view of the value 
and benefit of important 
technologies. We assess not 
just the technical capability 
of the technology but its 
ability to provide tangible 
value to the business.

• In-database analytics. A trend that began a number of years ago but 
has picked up steam is in-database analytics. The idea behind in-database 
analytics is to make analytics more efficient by bringing the analytics to the 
data rather than the other way around. This means that users don’t have to 
extract data from a data appliance or warehouse to run models; the models 
run in the data store. SAS is a big proponent of this. IBM SPSS and KXEN also 
support this model.

• Analytic access. Another trend that began several years ago and is still 
growing is the ability for users to access insight from multiple devices 
including desktop and mobile devices (i.e. laptops, tablets, smart phones, 
and the like). 

These are only some of the trends that are making predictive analytics a vital 
part of the analytics market landscape. Companies looking to effectively 
compete should consider making predictive analytics part of their analytics plan.

What is the Victory Index?

The Hurwitz & Associates Victory Index is a market research assessment 
tool, developed by Hurwitz & Associates that analyzes vendors across four 
dimensions: Vision, Viability, Validity and Value. What is unique about the Victory 
Index? Hurwitz & Associates takes a holistic view of the value and benefit of 
important technologies. We assess not just the technical capability of the 
technology but its ability to provide tangible value to the business. For our 
inaugural Victory Index report we have selected the field of predictive analytics. 
Intensive research by our analysts on the business value of this technology 
supports our conclusion of great potential for continuing innovation and market 
growth in this arena. 

Victory Index Methodology

Key Metrics

In order to provide a comprehensive understanding of the market and the 
vendors, Hurwitz & Associates applies a rigorous methodology that employs 
approximately 50 attributes across four dimensions, which are analyzed with 
a weighted algorithm. These dimensions are explained below and the specific 
metrics are presented in Table 2. 

• Vision: The strength of the company’s strategy. Attributes evaluated here 
include: Is the vision not only realistic but also compelling? It is not enough 
to simply have a good vision; a company must also have a well-designed 
road map that can support this vision. Vision attributes also include more 
tactical aspects of the company’s strategy such as a technology platform that 
can scale, well articulated messaging, and positioning. A key component 
of this dimension is clarity: it must be clear what business problem the 
company is solving for which customers.

• Viability: The strength and vitality of the company in the market. There 
is often not a direct correlation between the market strength of a company 
and its revenue or the number of years that it has been in business. This 
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is especially true when a market is emerging. Sometimes an emerging 
company can become a giant within a few years if they solve a complicated 
customer problem. Hurwitz & Associates evaluates a complex set of financial 
and company specific attributes that, when combined, help to determine the 
viability of a company. Attributes include financial ratios, customer adoption 
rates, intellectual property, strength of management team, and strength of 
partnerships. We are also concerned with the vitality of the company in a 
particular market. For example, a large company might be strong and vital in 
a certain product area, but may be lagging in the predictive analytics space 
because of limited investment or market push.

• Validity: The strength of the product that the company delivers to 
customers. There is a distinction between the positioning of a product and 
its ability to satisfy customer requirements. Therefore, the Victory Index 
analyzes how well a company executes on its promises. This part of the 
Index examines the features and functions delivered. It looks at how deep 
the functionality is and how effective the product is at evolving based on 
changing customer requirements. Other important attributes include ease 
of use, innovation, how well the product integrates with other technologies 
that customers need, and how well it incorporates important de facto and de 
jure standards.

• Value: The advantage the technology provides to customers. Even if a 
product is well designed, it must be able to help businesses achieve their 
business goals.  Goals range from gaining insight about customers in order 
to be more competitive, to using the technology to increase revenue. A key 
attribute that is measured in this dimension is how well the product supports 
companies in meeting their objectives.

Table 2: Victory Index attributes

Dimension Attributes

Vision • Vision: clarity of vision, practicality of vision, a compelling  
 vision, target market alignment, product direction and  
 road map, leadership team vision 
• Messaging:  strength of message, key differentiator value 
• Direct feedback from customers regarding vision

Viability • Viability measures: revenue/employee, net profit, current  
  assets/current liability, revenue growth, customer growth  
 • Vitality: strength of intellectual capital, strength of leadership  
  team, customer adoption, customer stability, competitive  
  strength in a particular market, market presence, channel  
  strategy 
 • Direct feedback from customers regarding viability/vitality

Validity • Direct customer measures: breadth and depth of functionality,  
  technical benefit, tools and technology, technical value,  
  performance, scalability, flexibility 
 • Product functionality: data types supported, data preparation,  
  model management and support, integration capabilities,  
  model export capabilities, databases supported, in-database  
  functionality, models supported, and other unique features

…a large company might 
be strong and vital in 
a certain product area, 
but may be lagging in 
the predictive analytics 
space because of limited 
investment or market push.
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  support from customer’s perspective, ease of use, product  
  innovation, business benefit as determined by customer, time  
  to value, value/price 
 • Social media metrics around customer loyalty and brand value

The Vision, and Viability indicators are further grouped under the heading of 
Market Strength since these metrics, analyzed together, give a good indication 
of the strength of the offering to the market. The Value and Validity measures are 
also analyzed together since they give a good indication of how customers view 
the offerings. 

Data Sources

Data for scoring comes from multiple sources: 

• Vendor surveys: An extensive survey was designed to obtain information on 
each vendor’s vision, strategy, products, financial, and company stability, as 
well as what the company believes to be its value. Hurwitz & Associates also 
conducted briefings with each vendor to further augment and understand 
this information. In several cases where the vendor chose not to complete 
a survey, information obtained from other data sources were compiled in 
order to understand these attributes and a written summary was provided to 
the vendor for fact check and review.

• Vendor references: Each vendor supplied 3-5 names of clients who provided 
input regarding the value and validity of the vendor products to Hurwitz 
& Associates. Hurwitz & Associates either sent a survey to each of these 
clients or conducted a phone conversation with them, or both. Given that 
many companies use more than one predictive analytics solution, these 
conversations were also used to understand where one vendor’s product 
provided value in comparison to other vendor solutions.

• Online Victory Index Survey:  In addition to speaking with vendor references, 
Hurwitz & Associates conducted several online surveys to gather direct 
customer feedback regarding vendor products.  We compiled results from 
hundreds of companies regarding how they were using vendor products, 
what they were using them for, and their experience with the product. We 
also asked respondents to rate the vendor’s products across the four Victory 
Index dimensions listed above. Survey results provided an objective view of 
each vendor’s offering.

• Social media:  A unique aspect of the Victory Index is that it uses social media 
data to help inform results. Social media was used, when appropriate, to 
determine brand media dominance, brand loyalty and strength, and brand 
value. The commercial product, NetBase (www.netbase.com), was used to 
perform this analysis. Netbase Social Media Insight & Analysis is used by 
marketing teams to understand online brand equity, analyze and compare 
customer passion, and generate insights that answer “why” questions. The 
platform is used by hundreds of corporate customers, and was developed in 
partnership with five of the top 10 consumer packaged goods companies, 
including Coca-Cola and Kraft. 

• Hurwitz inquiries:  Input from discussions with Hurwitz clients was used in 
the study.

A unique aspect of the 
Victory Index is that it uses 
social media data to help 
inform results.
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Whereas, in the past, 
predictive analytics solutions 
were predominately used by 
larger enterprises, some of 
the solutions on the market 
today have a price point 
that makes them feasible for 
use by smaller companies, 
too. 

• Other secondary sources included investment reports and public filings 
among others. 

Vendor Selection

Unlike other assessment methodologies that limit the vendors to be included 
based on size, we felt it was important to present potential buyers with a range 
of different solution options. Whereas, in the past, predictive analytics solutions 
were predominately used by larger enterprises, some of the solutions on the 
market today have a price point that makes them feasible for use by smaller 
companies, too. Therefore, we have included vendors that may be new to the 
market, but have offerings worthy of consideration from buyers. These include 
vendors that are offering cloud solutions in the form of SaaS as well as vendors 
that are utilizing open source solutions as a basis for their offerings. We have also 
included companies that may have a strong presence among data miners, but 
have not yet appeared on the radar screen of the business buyer. 

We believe all of the companies that we selected are strong contenders in the 
Victory Index.

Additionally, we have decided not to include Business Intelligence (BI) vendors 
in the report, such as IBM Cognos or SAP Business Objects, unless the vendor has 
a named, specific predictive analytics offering (i.e. SAP Predictive Workbench, 
SAS Enterprise Miner). We did this for several reasons. First, predictive analytics 
is often included under the BI umbrella, although the technologies tend to be 
different. We wanted to focus on players with a focus on predictive analytics 
so as not to cloud the issue. Second, often the audience for BI and predictive 
analytics is different. BI might be an IT buying decision, but predictive 
analytics deals mostly with the line of business. So, while many BI vendors 
offer forecasting capabilities, we felt companies exploring predictive analytics 
products were looking for solutions from a particular class of vendor. Of course, 
predictive analytics are often used in conjunction with BI offerings.

The vendors profiled in this study include Angoss, KXEN, IBM SPSS, Megaputer 
Intelligence, Pegasystems, Pitney Bowes, Rapid-I, Revolution Analytics, SAP, 
SAS, StatSoft, and TIBCO Spotfire. Some of these vendors offer solutions that 
are broad based, statistical and data mining solutions that can be used for a 
variety of use cases. These vendors often offer targeted solutions in particular 
areas. Others, such as KXEN, Pegasystems, and Pitney Bowes are more customer-
relationship-problem focused.

Results

Results are based on a thorough analysis of the data described above. Vendor 
scores result from use of a weighted algorithm across the four dimensions of 
the Victory Index. The results appear in two charts. Both are scatter plots which 
illustrate where each vendor scored relative to the median scores of the group. 
Figure 1 (Market Strength) is a plot of Vision vs. Viability. Figure 2 (Customer 
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The Victors demonstrate 
significant strength in brand 
and have a strong market 
presence in predictive 
analytics. 

View) is a plot of Validity vs. Value. Some companies were winners across both 
categories.  These are designated as Double Victor.  These companies include 
IBM (SPSS), SAS, StatSoft, and Pegasystems. Complete vendor profiles appear in 
the next section.

Market Perspective

Figure 1, below, illustrates the results of the Victory Index from the market 
perspective. 

Rapid-I
Revolution Analytics

KXEN
SAP

Megaputer

TIBCO      Angoss

IBM SPSS
SAS

Pitney Bowes 

Pega

StatSoft

These unrated challengers 
are believed to be strong 
contenders for leader status.

Vision
strength of strategy

Viability
stability and 
vitality of 
company

Source:  Hurwitz & Associates 2011

Predictive Analytics: Market Strength
Vision and Viability

Challengers Leaders Victors

Victors
The Victors demonstrate significant strength in brand and have a strong 
market presence in predictive analytics. Their financials indicate stability and 
they have a compelling vision and strong strategy for their technology. These 
companies have a strong vision for their predictive analytics solution and their 
customers resonate with this vision. Their customers believe these companies 
are innovative in the predictive analytics space and their solutions provide 
strong value. Each Victor has a combined Vision and Viability score that ranks 
at or above the median scores across all the attributes measured in these two 
categories. IBM SPSS, SAS, StatSoft, Pegasystems, and Pitney Bowes received 
scores designating them as Victors from a Market Perspective.

 • IBM SPSS. IBM SPSS is the overall Victor in this category. IBM has made no 
secret of its major strategic thrust into the analytics market. SPSS is a critical 
component in what IBM calls its Smarter Planet strategy. Smarter Planet 
holds a vision of the world as a more interconnected, instrumented, and 
intelligent place. For companies to be successful in this type of environment 
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[Leaders] have strong 
technology and are in a 
great position to improve 
their Victory Index rating if 
they strengthen the clarity 
of their vision for predictive 
analytics.

requires a new emphasis on analytics. SPSS has deep predictive technical 
capabilities and is also focused on operationalizing predictive analytics. With 
a strong leadership team from both IBM and SPSS in place, growth that is 
exceeding expectations, and its ability to innovate, the company scored at 
the top of this category.

• SAS. SAS is also exceedingly strong from a market perspective. With its 
focus on industry solutions to solve business problems it provides a clear, 
pragmatic vision to the market. SAS has exhibited strong new customer 
growth and is making strides to differentiate its large set of products and 
solutions. It is fully vested in the predictive analytics space and it has a 
market leading approach to high performance analytics.  

• Pitney Bowes. Portrait Software was recently acquired by Pitney Bowes and 
sits within its enterprise software division.  Portrait’s Customer Analytics and 
Interaction technologies play an important role in the company’s Customer 
Communication Management vision.  It still maintains its key strategic 
focus on B2C CRM and is clearly focused on predictive models for customer 
interaction management. While there is still an integration risk with its parent 
company, Portrait has had very healthy revenue growth.  

• Pegasystems. Pegasystems, a market leader in Business Process 
Management (BPM), is focused on using its rules-based decision 
management solutions together with predictive analytics to help customers 
improve business value. Despite market concern about Pega’s spending in 
2010, the company still had healthy revenue growth. 

• StatSoft. The StatSoft vision is one of providing deep statistical capabilities 
in a practical, easy to use, and low cost solution. The company makes it easy 
for customers to do business with them. Its customers totally resonate with 
this vision. The brand is best known among data miners, who feel a strong 
connection with the company. StatSoft is stepping up its marketing efforts to 
appeal to business users with its ease of use and low cost. 

Leaders
Leaders demonstrate solid brand and financial stability and have a good vision 
for their predictive analytics solution. However, companies in this category did 
not achieve Victor status for two main reasons. First, some Leaders are highly 
viable organizations, but their vision for predictive analytics is not as clearly 
articulated and well-executed as the companies rated as Victors. Second, some 
of the Leader companies recently dealt with management or other business 
changes that have hurt their ability to execute their predictive analytics 
strategy. These companies have strong technology and are in a great position to 
improve their Victory Index rating if they strengthen the clarity of their vision for 
predictive analytics. The Leaders are Angoss, KXEN, Megaputer Intelligence, SAP, 
and TIBCO. 

• Angoss. After a tumultuous year shedding some of its marketing services as 
well as hiring a new senior leadership team, Angoss is now clearly focused 
on predictive analytics. Its strategy to provide both an on-premises and 
a services-based solution is a good one because it opens up options for 
companies that may not have predictive analytics skills in-house. 
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The Predictive Analytics 
Customer View chart 
measurers both the 
customers’ perspective  on 
how  well client objectives 
are met, as well as  the 
strength of the products.

• KXEN. KXEN is clearly focused on automating predictive modeling for 
both large and small companies utilizing a factory approach to its model 
building. With a strong base of more than 400 customers and a strong value 
proposition in predicting customer behavior, it recently secured $8M in 
series D funding to further accelerate vertical market development.

• Megaputer Intelligence. Megaputer, with its service focus on analyzing 
both structured and unstructured data together in predictive models has 
a good strategy moving forward. The company, which now has some solid 
partnerships in place with larger consulting companies such as Ernst & 
Young, is positioned to take advantage of this growing market space. 

• SAP. SAP, a market leader in business intelligence is not developing its 
own innovations in predictive analytics as it has just renewed an OEM 
arrangement with IBM SPSS, which gives it a subset of SPSS capability. The 
company’s recently announced products around Big Data may change its 
predictive analytics push. 

• TIBCO Spotfire. The Spotfire brand is a clear leader in the visualization 
market and the combination of predictive analytics and visualization is quite 
powerful. Its strategy, to provide what it terms “visual free-dimensional 
analysis” (i.e. non OLAP cubes) to explore the results of models developed 
by statisticians, makes sense for many companies. It has an impressive and 
powerful tool set and needs to let the market know more about it. 

Customer Perspective

Figure 2, below illustrates the results of the Victory Index from the Customer 
Perspective

Rapid-I
Revolution Analytics KXENSAP

Megaputer TIBCO      

IBM SPSS

SAS

Pitney Bowes 

Pega

StatSoft

These unrated challengers 
are believed to be strong 
contenders for leader status.

Value
strength in meeting client objectives

Validity
strength of 
product

Source:  Hurwitz & Associates 2011

Predictive Analytics: Customer View
Validity and Value

Challengers Leaders Victors

Angoss
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The Victors demonstrate 
superior technical and 
business value, technology 
and tools, customer 
support, and overall value 
as evidenced in customer 
survey scores and interviews 
with customers.

Victors
The Victors demonstrate superior technical and business value, technology and 
tools, customer support, and overall value as evidenced in customer survey 
scores and interviews with customers. Victors also have significant depth (and 
often breadth) of functionality and overall strong customer satisfaction scores. 
The combined scores across Value and Validity rank at or above the median 
scores in this category. SAS, IBM SPSS, StatSoft, Angoss, and Pegasystems are 
Victors in the Customer Perspective category. 

• SAS. SAS is the overall Victor in this category. SAS received the highest scores 
across all companies for customer satisfaction, scalability of the solution 
technology and tools, and technical value. The sheer breadth and depth of 
its functionality across the predictive analytics lifecycle continues to impress 
customers with complex problems. Some customers expressed concern 
over the price of the SAS solution, but appreciate the strong business and 
technical value.

• IBM SPSS. SPSS scored close to SAS and we expect that as the IBM transition 
completes, the gap will continue to narrow. IBM SPSS received the highest 
scores among the larger full-featured vendors for ease of use and new 
functionality rollout. It ranked high in breadth and depth of functionality, 
robustness of software, and ease of deployment. 

• StatSoft. StatSoft also received high marks from customers. Customers felt 
that the tools and technology were strong and that the value/price was 
excellent. In fact, StatSoft ranked first in value/price among all of the vendors 
in the study. Customers felt that StatSoft had the right balance of features for 
the cost. Customers also gave the company good grades for support and for 
ease of use of the interface. 

• Angoss. Angoss received high marks from customers in flexibility of its 
software and ease of use. While not a classic statistics or data mining 
company, it received praise for its decision tree interface which many end 
users found easy to use. 

• Pegasystems. Pegasystems received good scores across the board. 
Customers like Pega’s tools and technologies and felt that it provided a good 
ROI. The Pegasystems solution is targeted to CRM and recognizing this, 
customers provided a lower score for solution flexibility and completeness.

Leaders
Leaders have a solid product as indicated by customer survey scores. Customers 
are generally satisfied with their solutions and believe that they provide good 
value. However, the scores were not as high as the companies that achieved 
Victor status. The summary for each Leader below highlights the areas where the 
company scored well and points out one or two areas where customers would 
like to see improvement.

• KXEN. In keeping with its focus on helping business users create models, 
KXEN received high overall scores for ROI and business value. Customers 
liked its model automation features. Survey results indicate that customers 
would like to see KXEN improve its level of responsiveness to their support 
requests. 
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• Pitney Bowes. Pitney Bowes also received good scores across the board. 
Customers feel Portrait Software is easy to use and easy to deploy. In 
addition, the company provides good customer support and good business 
value. Survey results indicate that customers would like to see improvements 
in flexibility and depth of the software. 

• SAP. Customers who were using SAP for business intelligence and used SAP 
for predictive analytics liked the ease of use of the interface and the flexibility 
of the software. They believed it provided good business value. The main 
areas of customer concern include the cost of the software, slow rollout of 
new functionality, and ease of deployment. 

• TIBCO Spotfire. Customers liked the fact that the Spotfire product 
integrated data management, data preparation, statistical analysis, and 
visualization. Those who were using it to create interactive Web-based 
solutions felt that these solutions were easy to create.  Survey results indicate 
that customers would like to see some improvement in support.

Challengers
Challengers are viewed as potential Leaders or Victors, but are either too new 
to the market to obtain a good read on their strength or there is not enough 
information to place them in one of the other categories. Many of these vendors 
are open source providers which speaks to the importance that open source can 
play in the future of predictive analytics. 

• Rapid-I. Rapid-I, an open source vendor, provides a market-leading 
environment called Rapid Miner that is freeware to individual users. Its 
strategy is to provide innovation and ease of use in open source analytics 
to enterprises through services. This makes sense because companies using 
open source solutions such as R, often complain that while it contains 
powerful algorithms, the interface is not user friendly, it is hard to learn, and 
deploy. In other words, it is not really enterprise ready.

• Revolution Analytics. Revolution Analytics, a new entrant to the market, has 
leveraged powerful marketing techniques to differentiate itself from some 
of the other vendors, offering solutions around open source R. Now, the 
company needs to continue to work to execute this vision.

• Megaputer. Megaputer provides a strong solution for customers who 
need to integrate structured and unstructured data for predictive analysis 
purposes. However, customers did not provide enough information to 
formally place the company into the Victor or Leader category from a 
customer perspective.

Vendor Assessments: IBM SPSS

As buyers look to purchase predictive analytics software they need to begin by 
asking some fundamental questions about the business problem(s) they are 
trying to solve. It is also important for customers to evaluate employee analytics 
skill sets, budget, deployment models, and feature requirements prior to making 
a purchase decision. In the vendor assessment below, Hurwitz & Associates 
provides  details regarding each IBM SPSS’ products including target customers, 
horizontal and vertical solutions, licensing models, platforms supported, and key 
differentiators. 
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Company Name:  IBM  
Public

Website: www.ibm.com/spss  
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Now with tighter linkage/integration with the IBM stack, SPSS continues to 
score high in ease of use, visualization, and ease of deployment.

 When IBM acquired SPSS in 2009, its goal was to help grow its predictive 
analytics portfolio, and to integrate predictive analytics capabilities throughout 
its software, hardware, and services product portfolios, enterprise-wide— a 
strategic focus area for the company. SPSS, with its more than forty years of 
experience in predictive analytics has provided IBM with needed expertise 
in this area and IBM has been successfully advancing SPSS as an enterprise 
class solution. While it is part of the larger IBM, SPSS is still focused on making 
analytics easy to use as part of a business process. In other words, SPSS is 
focused on taking analytics to all kinds of users via easy-to-use interfaces and 
automation of model development. It is also providing the tools and techniques 
to help integrate these models into  the decision management process. For 
example, its Decision Management solution combines predictive analytics with 
business rules, and “what if scenarios” to help to create and deploy predictive 
models in business processes such as predicting fraud or churn.

SPSS supports a range of customers, from those who are using it on their 
desktop to those who are building much bigger server-based solutions with 
predictive analytics as part of a business process. Across the board, customers 
responding to the Victory Index survey were impressed with the breadth and 
depth of the software as well as its ease of use and the ease of deployment of 
the products. SPSS received the highest score among larger predictive analytics 
vendors in the ease of use category. Customers also liked the fact that SPSS 
provides “usable output” meaning that executives could understand the results. 
Additionally, SPSS got exceptionally high marks for rolling out new functionality 
with each release and for listening to their customers. Customers felt that SPSS 
could be used effectively by any size organization and provide sustained value.

SPSS Overview

Products • IBM SPSS Modeler Premium v. 14.1: Data mining and text  
  mining workbench. 
 • IBM SPSS Statistics v. 19: Data and predictive analytics  
  software. 
 • IBM SPSS Data Collection v. 6: Used by survey and market  
  researchers to achieve deeper understanding of people’s  
  attitudes, preferences and behavior. 
 • IBM SPSS Collaboration and Deployment Services v. 4.2:  
  Used to manage, monitor, and deploy analytical assets. 
 • IBM SPSS Decision Management v. 6: Decision-process  
  framework that uses predictive analytics and business  
  rules to operationalize decisions. 
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 • IBM Cognos Consumer Insights: Used by marketing  
  professionals to understand customer demands and  
  opinions expressed through social media. 

Target User/ SPSS targets different classes of users for its products.  
company size These include: 
 • IBM SPSS Data Collection: business users, survey/market  
  researchers, and information technology administrators. 
 • IBM SPSS Statistics: business users, analysts and statistical  
  programmers. 
 • IBM SPSS Modeler: business users, analysts and data miners. 
 • IBM SPSS Collaboration and Deployment Services:  
  business users, analysts, data miners, database  
  administrators and information technology administrators. 
 • IBM SPSS Decision Management: business users and  
  analysts.

Verticals SPSS looks across three “pillars” of predictive analytics.  
supported  These are customer analytics, operational analytics,  
 and threat and risk analytics. Within each of these SPSS  
 can support various verticals including: aerospace and  
 defense, automotive, banking, chemicals and petroleum, 
 communications, construction, consumer products,  
 education, electronics, energy and utilities, financial markets,  
 forest and paper, government, healthcare, insurance,  
 life sciences, media and entertainment, metals and mining,  
 retail, telecommunications, travel and transportation

Horizontal Via the three pillars, IBM supports the following horizontal  
solutions  solutions: 
 • Customer Analytics: Up-sell/cross-sell, targeting, market 
  basket analysis, churn prevention, customer segmentation,  
  brand monitoring. 
 • Operational Analytics: Security, predictive maintenance,  
  assortment planning, condition monitoring, reverse  
  logistics, allocation management. 
 • Threat and Risk Assessment: claims fraud, credit-card fraud,  
  insider threat, signal analysis, cyber security.

How offered License and SaaS model

Differentiator(s) • Ease of use of the interface. 
 • Operationalizing predictive analytics in business processes. 
 • In database scoring as well as SQL pushback.

Platforms • Client: Windows, Mac (IBM SPSS Statistics only), Linux (IBM  
supported   SPSS Statistics only) 
 • Server: Windows, Linux, AIX, HP UX, Solaris, Linux for  
  System Z

Predictive  Association, classification, regression, time series, and more 
Analysis Families 
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Key Features

• ETL: IBM SPSS Statistics and IBM SPSS Modeler provide a variety of pure ETL 
tools to access data, transform data, and load data back into a database 
or location. For example, IBM SPSS Statistics offers a database wizard that 
enables extraction of data. IBM SPSS Modeler offers numerous nodes to 
merge, join, filter, and transform data for modeling. Both provide the ability 
to write output and results into target files and databases. In addition, both 
of these products offer a set of automated and manual data preparation 
procedures that enable users to screen data for problematic fields and 
identify data that is not useful during analysis. IBM SPSS Statistics also 
enables analysts to generate and implement statistical transformations that 
improve the analysis of skewed data sets, and these transformations can be 
used within IBM SPSS Modeler to improve the development of predictive 
models.

• Data formats/databases supported: IBM supports a variety of data sources, 
including DB2 UDB for Windows/UNIX version, SQL Server, Oracle, Teradata, 
Netezza, DB2/400 / DB2 for zOS, Sybase IQ, HP Neoview, MySQL AB Enterprise 
Edition, Variable files, Flat files, SPSS Statistics (.SAV) files, SAS files, User input 
data, XML, HTML, RSS Feeds, PDF, MS-Excel, RTF, SPSS Data Collection, IBM 
Cognos BI.

• In-database mining:  Yes (see differentiators, above).

• Model export: PMML 4.

• Model deployment/management: For organizations that want to leverage 
predictive analytics across the enterprise, IBM SPSS Statistics and IBM SPSS 
Modeler models can be used with IBM SPSS Collaboration and Deployment 
services for deployment into operational systems. Within a department or 
functional area, both IBM SPSS Statistics and IBM SPSS Modeler are used 
to generate models for local use. Both products have the ability to export 
models as XML (PMML), and this XML can be used in any PMML-enabled 
environment to score other data sets, transform other data sets and the like. 
IBM SPSS Decision Management applications provide business users with the 
ability to deploy the combination of predictive models and business rules 
into operational decision-making processes. 

• Other: supports unstructured data, ensemble modeling, automated data 
preparation, automated model development.
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