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Modern analytics and BI platforms are now mainstream purchases for
which key differentiators are augmented analytics and support for Mode 1
reporting in a single platform. This Magic Quadrant will help data and
analytics leaders complement their existing solutions or move to an
entirely new vendor.

Strategic Planning Assumptions

By 2020, augmented analytics will be a dominant driver of new purchases
of analytics and business intelligence, data science and machine learning
platforms, and embedded analytics.

By 2020, 50% of analytical queries either will be generated via search,
natural language processing or voice, or will be automatically generated.

By 2020, organizations that offer users access to a curated catalog of
internal and external data will derive twice as much business value from
analytics investments as those that do not.

By 2020, the number of data and analytics experts in business units will
grow at three times the rate of experts in IT departments, which will force
companies to rethink their organizational models and skill sets.

By 2021, natural language processing and conversational analytics will
boost analytics and business intelligence adoption from 35% of employees
to over 50%, including new classes of users, particularly front-office
workers.

Market Definition/Description

Modern analytics and business intelligence (BI) platforms are characterized
by easy-to-use tools that support the full analytic workflow — from data
preparation and ingestion to visual exploration and insight generation.
They are most differentiated from traditional BI platforms by not requiring
significant involvement from IT staff to predefine data models or store data
in traditional data warehouses (see “Technology Insight for Modern
Analytics and Business Intelligence Platforms”). The emphasis is on self-
service and agility. Most modern analytics and BI platforms also have their
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own self-contained in-memory columnar engine to ensure fast
performance and support rapid prototyping, but many can optionally use
existing modeled data sources. The growing use of data lakes and logical
data warehouses dovetails with the capabilities of modern analytics and BI
platforms that can ingest data from these less-modeled data sources (see
“The Practical Logical Data Warehouse: A Strategic Plan for a Modern Data
Management Solution for Analytics”).

The crowded analytics and BI market includes everything from long-
standing and large technology players to startups backed by venture
capital and smaller, privately funded software vendors. Vendors of
traditional BI platforms have evolved their capabilities to include modern,
visual-based data discovery that also includes governance, and more
recently, augmented analytics. Newer vendors continue to evolve the
capabilities that once focused primarily on agility, by extending them to
enable greater governance and scalability, as well as publishing and
sharing. The holy grail is for customers to have both Mode 1 and Mode 2
capabilities (see Note 1) in a single, seamless platform that draws on
existing assets but also has emerging best-of-breed capabilities.

As disruptive as visual-based data discovery has been to traditional BI, a
third wave of disruption has emerged in the form of augmented analytics,
with machine learning (ML) generating insights on increasingly vast
amounts of data. Augmented analytics also includes natural language
processing (NLP) as a way of querying data and of generating narratives to
explain drivers and graphics. Vendors that have augmented analytics as a
differentiator are better able to command premium prices for their
products (see “Augmented Analytics Is the Future of Data and Analytics” ).

This Magic Quadrant focuses on products that meet Gartner’s criteria for a
modern analytics and BI platform (see “Technology Insight for Modern
Analytics and Business Intelligence Platforms”). It is this type of platform
that accounts for the majority of net new mainstream purchases in the
analytics and BI platform market. Products that do not meet our criteria for
a modern platform — either because of the upfront requirements for IT to
predefine data models, or because they are reporting-centric — are
covered in our “Market Guide for Traditional Enterprise Reporting
Platforms.”

This Magic Quadrant refers throughout to composite measures of success
based on a survey of vendors’ reference customers. Reference customers
scored vendors on each of the metrics defined in Note 2 (see also the
Evidence section). Opinions from Gartner Peer Insights contributors are
also factored into our assessments; these contributors are referred to as
Gartner Peer Insights reviewers.

The Five Use Cases and 15 Critical Capabilities of an Analytics
and BI Platform
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We define and assess product capabilities across the following five use
cases:

Agile, centralized BI provisioning: Supports an agile IT-enabled
workflow, from data to centrally delivered and managed analytic
content, using the platform’s self-contained data management
capabilities.

Decentralized analytics: Supports a workflow from data to self-
service analytics, and includes analytics for individual business units
and users.

Governed data discovery: Supports a workflow from data to self-
service analytics to system of record (SOR), IT-managed content with
governance, reusability and promotability of user-generated content
to certified data and analytics content.

OEM or embedded analytics: Supports a workflow from data to
embedded BI content in a process or application.

Extranet deployment: Supports a workflow similar to agile,
centralized BI provisioning for the external customer or, in the public
sector, citizen access to analytic content.

We assess vendors on the 15 critical capabilities listed below. (Any changes
to the previous year’s critical capabilities are listed in Note 3. Subcriteria for
each capability are published in “Toolkit: Analytics and BI Platform RFP.”
How well vendors’ platforms support these critical capabilities is explored
in greater detail in “Critical Capabilities for Analytics and Business
Intelligence Platforms.”)

InfrastructureInfrastructure

1. BI platform administration, security and architecture: Capabilities
that enable platform security, administering of users, auditing of
platform access and utilization, and high availability and disaster
recovery.

2. Cloud BI: Platform-as-a-service and analytic-application-as-a-service
capabilities for building, deploying and managing analytics and
analytic applications in the cloud, based on data both in the cloud
and on-premises.

3. Data source connectivity and ingestion: Capabilities that enable
users to connect to structured and unstructured data contained
within various types of storage platform (relational and
nonrelational), both on-premises and in the cloud.

Data ManagementData Management

3/32



4. Metadata management: Tools enabling users to leverage a
common semantic model and metadata. These should provide a
robust and centralized way for administrators to search, capture,
store, reuse and publish metadata objects such as dimensions,
hierarchies, measures, performance metrics/key performance
indicators (KPIs), and to report layout objects, parameters and so on.
Administrators should have the ability to promote a business-user-
defined data mashup and metadata to the SOR metadata.

5. Data storage and loading options: Platform capabilities for
accessing, integrating, transforming and loading data into a self-
contained performance engine, with the ability to index data, manage
data loads and refresh scheduling.

6. Data preparation: “Drag and drop” user-driven data combination of
different sources, and the creation of analytic models such as user-
defined measures, sets, groups and hierarchies. Advanced
capabilities include machine learning-enabled semantic
autodiscovery, intelligent joins, intelligent profiling, hierarchy
generation, data lineage and data blending on varied data sources,
including multistructured data.

7. Scalability and data model complexity: The degree to which the in-
memory engine or in-database architecture handles high volumes of
data, complex data models, performance optimization and large user
deployments.

Analysis and Content CreationAnalysis and Content Creation

8. Advanced analytics for citizen data scientists: Enables users to
easily access advanced analytics capabilities that are self-contained
within the platform, through menu-driven options or through the
import and integration of externally developed models.

9. Analytic dashboards: The ability to create highly interactive
dashboards and content with visual exploration and embedded
advanced and geospatial analytics for consumption by others.

10. Interactive visual exploration: Enables the exploration of data via
an array of visualization options that go beyond those of basic pie,
bar and line charts to include heat and tree maps, geographic maps,
scatter plots and other special-purpose visuals. These features enable
users to analyze and manipulate data by interacting directly with a
visual representation of it, to display it as percentages, bins and
groups.

11. Augmented data discovery: Automatically finds, visualizes and
narrates important findings such as correlations, exceptions, clusters,
links and predictions in data that are relevant to users without

4/32



requiring them to build models or write algorithms. Users explore
data via visualizations, natural-language-generated narration, search
and natural language query (NLQ) technologies.

12. Mobile exploration and authoring: Enables organizations to
develop and deliver content to mobile devices in a publishing and/or
interactive mode, and takes advantage of mobile devices’ native
capabilities, such as touchscreen, camera and location awareness.

Sharing of FindingsSharing of Findings

13. Embedding of analytic content: Capabilities including a software
developer kit with APIs and support for open standards for creating
and modifying analytic content, visualizations and applications,
embedding them in a business process and/or an application or
portal. These capabilities can reside outside the application, reusing
the analytic infrastructure, but must be easily and seamlessly
accessible from inside the application without forcing users to switch
between systems. The capabilities for integrating analytics and BI
with the application architecture will enable users to choose where in
the business process the analytics should be embedded.

14. Publish, share and collaborate on analytic content: Capabilities
that enable users to publish, deploy and operationalize analytic
content through various output types and distribution methods, with
support for content search, scheduling and alerts. These capabilities
enable users to share, discuss and track information, analysis,
analytic content and decisions via discussion threads, chat and
annotations.

Overall PlatformOverall Platform

15. Ease of use, visual appeal and workflow integration:  The ease of
administering and deploying the platform, creating content, and
consuming and interacting with content, as well as the degree to
which the product is visually appealing. This capability also considers
the degree to which capabilities are offered in a single, seamless
product and workflow, or across multiple products with little
integration.

Magic Quadrant
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Figure 1. Magic Quadrant for Analytics and Business Intelligence Platforms
Source: Gartner (February 2019)

Vendors Added and Dropped

We review and adjust our inclusion criteria for Magic Quadrants as markets
change. As a result of these adjustments, the mix of vendors in any Magic
Quadrant may change over time. A vendor’s appearance in a Magic
Quadrant one year and not the next does not necessarily indicate that we
have changed our opinion of that vendor. It may be a reflection of a change
in the market and, therefore, changed evaluation criteria, or of a change of
focus by that vendor.

Added

GoodData

Dropped

None

Inclusion and Exclusion Criteria

This year’s Magic Quadrant includes 21 vendors, which met all the inclusion
criteria described below.
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Modern Analytics and BI Platform AssessmentModern Analytics and BI Platform Assessment

Gartner analysts evaluated whether vendors’ platforms qualify as modern
analytics and BI platforms, as defined by Gartner. Their answers were
determined by the extent of IT involvement that is considered mandatory
before a platform can be used by a business analyst or information worker
to analyze data without IT assistance.

Products that did not meet our definition of a modern platform required
significant IT involvement — internal or external to the platform — to load
and model data, create a semantic layer or build data structures as a
prerequisite for use.

IT-developer-centric platforms focused on custom coding of analytic
applications were also excluded.

Vendors of products that met our definition of a modern analytics and BI
platform were evaluated for inclusion in this Magic Quadrant based on a
funnel methodology. In other words, each vendor had to meet the
requirements for one tier of inclusion criteria in order to progress to the
next tier.

Vendor-Level CriteriaVendor-Level Criteria

Tier 1. Revenue:* Modern analytics and BI platform revenue for each
vendor was assessed with regard to two common licensing models:

1. Perpetual license model: Software license, maintenance and
upgrade revenue (excluding hardware and services) for the
calendar years 2016, 2017 and 2018 (estimated).

2. SaaS subscription model: Annual contract value (ACV) for year-
ends 2016, 2017 and projected ACV for year-end 2018,
excluding any services included in annual contracts. For
multiyear contracts, only the contract value for the first 12
months was used.

Revenue from each model (if applicable) was combined and
evaluated against three revenue inclusion levels:

$25 million in 2018 (estimated) combined perpetual license
revenue and 2018 (estimated) ACV

$15 million in 2018 (estimated) combined perpetual license
revenue and 2018 (estimated) ACV with 50% year-over-year
growth

$10 million in 2018 (estimated) combined perpetual license
revenue and 2018 (estimated) ACV with 100% year-over-year
growth
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* Gartner defines total software revenue as revenue that is generated
from appliances, new licenses, updates, subscriptions and hosting,
technical support and maintenance. Revenue from professional services
and hardware is not included (see “Market Share Analysis: Analytics and
BI Software, 2017”).

Tier 2. Market presence: For each vendor meeting the Tier 1
revenue criteria, a composite metric was applied. It assessed the
interest in the vendor shown by Gartner’s client base and the broader
market, as indicated by internet search volume, job postings and
trend analysis, and social media presence. Note: Vendors were
considered for inclusion based on data valid as of August 2018. Vendors
whose products were considered merely complementary to analytics and
BI platforms were excluded.

Tier 3. Magic Quadrant evaluation inputs:  Full participation by a
vendor in the Magic Quadrant process involved:

Completing and providing documentation for an RFP-style
questionnaire of detailed critical capabilities.

Completing an online questionnaire about market presence,
growth, go-to-market strategy and differentiation.

Submitting a video of up to one hour in length that
demonstrated how included products delivered on the
predefined analytic scenarios defined by Gartner.

Verifying final modern analytics and BI revenue for 2016, 2017
and 2018 (estimated).

Providing details of reference customers for an online survey of
customers and OEMs.

Providing a vendor briefing to the authors of this Magic
Quadrant.

Providing access to evaluation software.

Providing factual review of sections of this Magic Quadrant.

If a vendor declined to participate fully (or at all) and did not respond
to requests for supplementary information, Gartner based its analysis
on other credible sources. These included previous vendor briefings,
customer inquiries, Gartner Peer Insight reviews and other publicly
available information.

Product-Level CriteriaProduct-Level Criteria
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Tier 4. Breadth of coverage:  Each vendor had to demonstrate
breadth across industries and geographic regions, as specified by
Gartner.

Tier 5. Product assessment: Products that progressed to this final
tier were assessed by Gartner analysts using the information
provided by each vendor in Tier 3. The final step involved narrowing
the field to the 21 vendors for inclusion in this Magic Quadrant.

Note: Gartner has full discretion to include in this Magic Quadrant a vendor (or
vendors) which it deems important to the market, regardless of that vendor’s
level of participation in the Magic Quadrant process. This discretion was not
exercised this year, because all vendors participated fully in the process.

Honorable Mentions

The following vendors did not fulfill one of the inclusion criteria for this
Magic Quadrant.

Amazon Web Services (AWS):  Amazon QuickSight is a cloud-based
analytics and BI service for performing ad hoc analysis and publishing
interactive dashboards. The platform ingests data from a variety of
on-premises and cloud-based data sources into its parallel, in-
memory calculation engine, SPICE. AWS offers competitive and
flexible pricing for both the embedded use case and usage-based
pricing.

ClearStory Data: This vendor’s analytics and BI offering provides
augmented data discovery and preparation, data storytelling and
collaboration in a single platform that can be run in multiple clouds or
on-premises. It uses Spark-based processing to handle large data
volumes. ClearStory’s smart data inference and Intelligent Data
Harmonization use ML to recommend how to cleanse, prepare and
blend data.

Periscope Data: This vendor combines agile data modeling, data
science and visual exploration in a single cloud-based platform. Data
can be queried directly or modeled and explored to create reusable
data models, with data coming from multiple blended data sources.
SQL, R and Python scripts can be executed locally and saved as a new
dataset.

Manthan: This vendor offers the Manthan Analytics Platform, an
end-to-end, cloud-based, AI-powered BI and advanced analytics
platform. The platform uses built-in AI at many layers, including the
data management and conversational interface layers. Manthan is
better known for its analytics products for retail and consumer-
focused business.
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OpenText: This vendor offers two modern analytics and BI products:
Analytics Suite and Magellan. The Analytics Suite includes traditional
enterprise reporting, platform administration and security, along with
the ability to prepare data, blend data sources, perform interactive
visual exploration and create analytic dashboards. Magellan expands
on the Analytics Suite with a data science notebook for creating and
using ML models and text analytics for unstructured data.

Evaluation Criteria

Ability to Execute

Gartner assesses each vendor’s ability to make its vision a market reality
that customers regard as differentiated and that they are prepared to buy
into. Gartner also assesses each vendor’s success in doing so. A vendor’s
ability to deliver a positive customer experience — encompassing sales
experience, support, product quality, user enablement, availability of skills,
and ease of upgrade and migration — also influences its position on the
Ability to Execute axis.

In addition to the opinions of Gartner analysts, the analysis in this Magic
Quadrant reflects:

Customers’ perceptions of each vendor’s strengths and challenges, as
gleaned from their analytics and BI-related inquiries with Gartner.

An online survey of vendors’ reference customers.

A questionnaire completed by the vendors.

Vendors’ briefings, including product demonstrations, and overviews
of strategy and operations.

An extensive RFP questionnaire inquiring how each vendor delivers
the specific features that make up our 15 critical capabilities for this
market (see “Toolkit: Analytics and BI Platform RFP,”  which also shows
weights for individual subcriteria).

A prepared video demonstration of how well vendors’ analytics and
BI platforms address the 15 critical capabilities.

Analysts’ testing of evaluation software.

Ability to Execute CriteriaAbility to Execute Criteria

Product or service: How competitive and successful are the 15
product capabilities offered by the vendor in this market? How
integrated is the product’s workflow? How easy and visually
appealing is it to use?
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Overall viability: What is the likelihood of the vendor continuing to
invest in products and services for its customers, and how do
reference customers assess the vendor’s likely relevance in the
future? This criterion includes analyst assessment of the overall
organization’s financial health, the financial and practical success of
the business unit, and the likelihood of that unit continuing to invest
in and offer the product and innovate within its product portfolio.

Sales execution/pricing:* This covers the vendor’s capabilities in all
presales activities and the structure that supports them. It also
includes deal management, pricing, negotiation and contracting,
presales support and the overall effectiveness of the sales channel.

Market responsiveness/record: Does the vendor have momentum
and success in the current market? If it does, is this momentum and
success broad or confined to one geographic region? How diverse is
the company’s workforce? How do customers rate its ethics, culture
and diversity? New this year is the incorporation of Gartner Peer
Insights reviewers’ assessments of value received.

Customer experience:* How well does the vendor enable its
customers to use its product(s) through training, online tutorials,
documentation and conferences? How readily available are resources
(both in the market and from the vendor) with expertise in its
product(s)? This criterion also covers the extent to which customers
realize tangible business benefits from using the vendor’s software.

Operations:* How well does the vendor support its customers? How
trouble-free is the software? How easy is it to migrate to a newer
version?

* These criteria are scored substantially on the basis of input from the survey of
vendors’ reference customers conducted for this Magic Quadrant.

Table 1: Ability to Execute Evaluation Criteria

Evaluation Criteria Weighting

Product or Service High

Overall Viability High

Sales Execution/Pricing High

Market Responsiveness/Record High
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Marketing Execution Not Rated

Customer Experience High

Operations High

Evaluation Criteria Weighting

Source: Gartner (February 2019)

Completeness of Vision

Gartner assesses vendors for their understanding of how market forces
can be exploited to create value for customers and opportunity for
themselves. The Completeness of Vision assessments and commentary in
this Magic Quadrant are based on the same sources described in the Ability
to Execute section above.

In determining Completeness of Vision for the “offering (product) strategy”
criterion, Gartner evaluated vendors’ ability to support key trends that will
drive business value in 2019 and beyond. Existing and planned products
and functions that contribute to these trends were factored into each
vendor’s score for this criterion.

Key themes are as follows, by category:

InfrastructureInfrastructure

Native access to graph databases or search databases such as
Neo4J, Elasticsearch, Kibana, Attivio and Splunk. This is becoming
increasingly important as data grows in volume and complexity.

Support for deployments across multiple clouds:  Hybrid
connectivity from a cloud deployment to on-premises data sources is
to be expected and is evaluated within the critical capabilities. The
visionary element is the degree to which a single deployment for
analytic content and data storage can span multiple cloud providers
(and on-premises) but still be managed as a single deployment from
both an administrative and a licensing perspective.

Edge devices: Specifically the ability for microservices to be run in
containers within edge devices.

Data ManagementData Management

Semantic graph: An IT-created semantic layer is a defining feature of
traditional BI platforms. An emerging area of innovation for modern
analytics and BI platforms focuses on business semantic models that
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are crowdsourced and automatically created, based on how data is
used. In this way, a business’s view of data becomes adaptive, based
on the data fabric.

A curated agile data catalog where business users can search,
access, find and rate certified internal data, as well as open and
premium external data with workflow — in order to promote
harmonized data to certified status. This is becoming crucial to
governed modern deployments that leverage complex distributed
data with an increasing number of distributed content authors.

Data harmonization and affinity analysis of additional datasets
that improve analysis. These datasets should be recommended
automatically using ML, and may extend to external data sources.

Augmented data preparation on multistructured data. This is a
core visionary feature. The need to profile, enrich and infer
relationships (to automatically generate a model for analysis), and to
make recommendations to improve or enhance insights from data,
will stimulate differentiating innovations.

The ability to automatically promote user-generated models and
content to the SOR and to reuse and build on existing variables,
calculations, models and content. This is essential for trusted self-
service on a large scale.

Modern push-down processing for big data sources, automating
the selection of where best to process a query. This is an important
feature for supporting large and complex datasets by using big data
processing and minimizing the need to move data.

Support for preparing, harmonizing and exploiting real-time
events and streaming data, and pushing real-time results to a
consumption layer in support of a range of use cases. This support is
in its infancy, but will become an increasingly important data
management consideration for organizations to adopt and integrate
into analytic solutions in order to enhance their value to the business.

Analysis and Content CreationAnalysis and Content Creation

Augmented data discovery that automates the identification of the
patterns, anomalies and clusters hidden in data, which are often
missed by analysts manually exploring datasets. This is central to
next-generation analytics and BI platforms. Automated identification
of insights and findings is key to enabling and expanding access to
analytics to more users within an organization and to shortening the
time to insight, while reducing bias.

Augmented alerting. The ability to create alerts above or below a
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predefined threshold is evaluated as a current critical capability. The
visionary aspect is when alerts are based proactively on anomaly
detection and use ML algorithms.

Search and NLP for voice and text. NLQ using searchlike text or
voice to query data and ask questions will be a dominant future
interface for analytics. In addition, NLG to generate explanations of
charts and insights enhances data literacy.

Conversational analytics change how users interact with data. What
is currently mainly a matter of dragging and dropping elements on a
page becomes more of a natural language process involving voice
conversations. By providing both a query mechanism and
interpretation of results, conversational analytics represents the
convergence of a number of technologies, including personal digital
assistants, mobile, bots and ML.

Virtual reality and augmented reality are still largely at the
concept stage. They promise the ability to digitize images for data
input, as well as to integrate virtual- and augmented-reality viewing
devices with data and dashboards.

Support for a broad range of content analytics and text analytics
for use on unstructured data. Organizations explore new sources
of information to link to, and relate to, analytical insights derived
from structured data sources.

Sharing of FindingsSharing of Findings

The ability to invoke business actions from within the platform,
either in a dashboard or embedded in another application. This
represents a level of sophistication beyond current mainstream
support for conditional alerts and event triggering based on system
events.

Decision management that provides a closed-loop collaborative
workflow for capturing insights, actions taken and reasons for
particular decisions.

Crowdsourcing and contextual recommendations for relevant
content, based on insights gained from users’ collaboration and
social interaction. This will largely replace the need to manually share
content and findings across an organization. Instead, analytic and BI
content will be displayed based on personalization, and most
frequently used across workgroups.

Integrated point-and-click simulation, “what if?” analysis and
optimization. These extend the types of analysis that are currently
often created using custom calculations.
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Data as a service and benchmarking, which are emerging trends
enabled by the rise of cloud-based business applications. Customers
opt for their data to be anonymized and aggregated by industry to
enable benchmarking for key performance indicators such as order
to cash or, in workforce analytics, average retention other recruiting
metrics.

Rendering of analytics content in immersive experiences for
different types of user across many touchscreens in boardrooms and
operations centers.

Completeness of Vision Criteria

Market understanding:* Does the vendor have the ability to
understand buyers’ needs and to translate those needs into products
and services? Ease of use, ability to support complex data
requirements, and the types and complexity of analysis that users
conduct with the platform — all key buying criteria — factor into this
rating. In addition, we assess the degree to which a vendor provides,
or plans to provide, a converged set of capabilities for both Mode 1
and Mode 2 analytics in a single platform.

Marketing strategy: Does the vendor have a clear set of messages
that communicate its value and differentiation in the market? Is the
vendor generating awareness of its differentiation? Are Data for Good
initiatives and social responsibility programs part of the company’s
overall differentiation?

Sales strategy:* Does the vendor have an innovative partner
strategy, attractive pricing, flexible and clear product packaging, a
strong “land and expand” strategy, and a robust enterprise sales
model?

Offering (product) strategy: Does the vendor’s approach to product
development and delivery emphasize differentiation and
functionality corresponding to current and future requirements?
(This assessment relates to product vision trends described at the
beginning of the Completeness of Vision section.)

Vertical/industry strategy: How well can the vendor meet the
needs of various industries, such as financial services, life sciences,
manufacturing and retail?

Innovation: Is the vendor focusing its resources, expertise or capital
to address key market requirements for competitive advantage? Is it
investing in and delivering unique and in-demand capabilities? Is it
setting standards for innovation that others are trying to match?
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Geographic strategy: How well can the vendor meet the needs of
locations outside its native country, either directly or via partners?

* These criteria are scored partly or wholly on the basis of input from the
survey of reference customers conducted for this Magic Quadrant.

Table 2: Completeness of Vision Evaluation Criteria

Evaluation Criteria Weighting

Market Understanding High

Marketing Strategy High

Sales Strategy High

Offering (Product)
Strategy

High

Business Model Not Rated

Vertical/Industry Strategy Medium

Innovation High

Geographic Strategy Low

Source: Gartner (February 2019)

Quadrant Descriptions

Leaders

Leaders demonstrate a solid understanding of the product capabilities and
commitment to customer success that buyers in this market demand. They
couple this understanding with an easily comprehensible and attractive
pricing model that supports proof of value, incremental purchases and
enterprise scale. In the modern analytics and BI platform market, buying
decisions are being made, or at least heavily influenced, by business users
that demand products that are easy to buy and use. They require that
these products deliver clear business value and enable use of powerful
analytics by those with limited technical expertise and without upfront
involvement from the IT department or technical experts. In a rapidly
evolving market with constant innovation, a Leader must also demonstrate
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that it does not focus only on current execution. It must have a robust
roadmap for solidifying its position as a market leader, and thereby for
protecting the investments of today’s buyers.

Summary of Leaders’ Quadrant Positions

Buying of net new modern analytics and BI platforms is now mainstream.
Organizations that have been successful with smaller deployments have
expanded their use across the enterprise and are increasingly making their
modern analytics and BI platform an enterprise standard — or the
enterprise standard — within their organization. Agility and ease of use for
business users remain crucial motivations for buying. At the same time, the
abilities to govern deployments, promote user-generated content to
trusted enterprise sources, deal with complex and large datasets, extend
and embed analytic content, and support large global deployments have
attained new importance for buying decisions.

Four vendors execute sufficiently well on their vision to warrant a positon
in the Leaders quadrant.

Challengers

Challengers are well-positioned to succeed in this market. However, they
may be limited to specific use cases, technical environments or application
domains. Their vision may be hampered by the lack of a coordinated
strategy across various products in their platform portfolio. Alternatively,
they may fall short of the Leaders in terms of effective marketing, sales
channels, geographic presence, industry-specific content and innovation.

Summary of Challengers’ Quadrant Positions

Only one vendor is executing at a level that may challenge the Leaders.
However, having less mind share beyond its installed base and being later
to deliver a disruptive product roadmap than some Leaders and
Visionaries, it risks continued competition and disruption from more
broadly focused competitors.

Visionaries

Visionaries have a strong and unique vision for delivering a modern
analytics and BI platform. They offer deep functionality in the areas they
address. However, they may have gaps when it comes to fulfilling broader
functionality requirements or lower scores for customer experience,
operations and sales execution. Visionaries are thought leaders and
innovators, but they may be lacking in scale or there may be concerns
about their ability to grow and still provide consistent execution.

Summary of Visionaries’ Quadrant Positions

There is a tighter clustering of Visionaries in this edition of the Magic
Quadrant, with all of them having improved Ability to Execute. Some
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Visionaries provide modern product offerings backed by established
customer bases, but have emerging or hampered momentum. Other
Visionaries have innovative and potentially disruptive product visions, but
are restricted either by gaps in their current offerings or a lack of visibility
and traction in the market (or both).

Niche Players

Niche Players do well in a specific segment of the analytics and BI market
— such as cloud BI, customer-facing analytics, agile reporting and
dashboarding, or embeddability— or have limited ability to surpass other
vendors in terms of innovation or performance. They may focus on a
specific domain or aspect of analytics and BI, but are likely to lack deep
functionality elsewhere. They may also have gaps in terms of broader
platform functionality, or have less-than-stellar customer feedback.
Alternatively, they may have a reasonably broad analytics and BI platform,
but limited implementation and support capabilities or relatively limited
customer bases (such as in a specific region or industry). In addition, they
may not yet have achieved the necessary scale to solidify their market
positions.

Summary of Niche Players’ Quadrant Positions

Just over half the vendors in this Magic Quadrant are Niche Players. All 11
Niche Players have specialized strengths and differentiated capabilities that
position them well to meet the rapidly evolving requirements of customers
in this market.

Context

Readers should not use this Magic Quadrant in isolation as a tool for
selecting vendors.

In 2016, Gartner dramatically modified and modernized its definition of an
analytics and BI platform to reflect the segment of the overall market in
which the majority of active net new purchases occur. As a result, we
strongly discourage attempts to assess vendors’ movements by comparing
this Magic Quadrant with Magic Quadrants published before 2016: The
change to the definition renders such comparisons invalid.

This Magic Quadrant assesses vendors’ capabilities on the basis of their
execution in 2018 and future development plans. As vendors and the
market evolve, the assessments may only be valid for one particular point
in time.

When making tool selection decisions, use this Magic Quadrant in
combination with Gartner’s “Market Guide for Traditional Enterprise
Reporting Platforms,”“Critical Capabilities for Analytics and Business
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Intelligence Platforms,” Survey Analysis research, and Strength, Weakness,
Opportunity and Threat (SWOT) publications on certain vendors. Also use
Gartner’s client inquiry service.

Readers should not ascribe their own definitions of Completeness of Vision
or Ability to Execute to this Magic Quadrant (they often incorrectly equate
these with product vision and market share, respectively). The Magic
Quadrant methodology uses a range of criteria to determine a vendor’s
position, as shown by the extensive Evaluation Criteria section above.

Market Overview

The modern subsegment of the analytics and BI market continues to
expand more rapidly than the overall BI market. The extent to which
technical experts are using modern analytics and BI platforms to deliver
content in a modern and agile way, as opposed to business users authoring
their own content, varies by region, industry and organizational maturity.
According to surveyed reference customers, 64% are increasing the
numbers of users and the amount of business-authored content. Many
vendors in the modern analytics and BI market have double-digit revenue
growth, but two factors have slowed this subsegment’s revenue growth.
The first is the move from primarily perpetual licensing to primarily
subscription licensing. Second is the downward pricing pressure exerted by
Microsoft and vendors that offer modern capabilities as part of
maintenance fees. Consequently, although substantial seat growth
continues, it is not necessarily reflected in the high revenue growth
exhibited in 2016 when Gartner first segmented the market into traditional
BI and modern analytics and BI.

Key trends for this edition of the Magic Quadrant include:

Single platform for Mode 1 and Mode 2:  In the first wave of BI
modernization, buyers recognized that, if they wanted agility in
relation to analytics, that meant adding smaller vendors and point
solutions to their traditional BI platform portfolio (see “Select the
Right Analytics and Business Intelligence for the Right User and Use
Case” and “Less Is More: Streamlining Your Analytics and BI Tool
Portfolio”). However, as users have stretched the capabilities of visual-
based data discovery vendors, these vendors have expanded their
capabilities for governance, formatted reports and scheduled output
— all in support of Mode 1. Conversely, traditional BI platform
vendors have expanded to support more agility. Customers would
like to use existing report content and governance models; business
users would like to scale and share visual explorations with more
users, potentially adding governance in the process. Happily, vendors’
expansions mean that buyers now have more choice when it comes
to getting the best capabilities from a single provider.
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However, the degree to which a platform spans the full range of
workflows, and Mode 1 and Mode 2, still varies significantly between
vendors. Additionally, some vendors may only have such integrated
coverage on their product roadmap, or may continue to focus on only
one mode.

These market dynamics pose challenges for customers deciding when
to invest in a new vendor, when to upgrade, or when to discontinue
an investment (see again, “Less Is More: Streamlining Your Analytics
and BI Tool Portfolio”). Customers may decide on a platform that
spans both modes, or may use portal-like or insight hub technology
to provide a single point of access to multiple platforms (such as
those of Metrics Insights, Motio, SAP [SAP Analytics Hub], Yellowfin
and ZENOPTICS).

Augmented analytics: This technology includes ML-enabled
analytics and BI in all phases of the analytics workflow, from data
preparation to data modeling and insight generation. Megavendors
and startups alike continue to execute on their augmented analytics
roadmaps, but at different paces and with differing degrees of
sophistication and innovation. For example, augmented alerting and
anomaly detection are new trends in augmented analytics, with only
a few smaller vendors offering these at present. Although augmented
analytics is not yet attracting mainstream buying activity, it remains a
transformative differentiator that commands higher prices (see
“Augmented Analytics Is the Future of Data and Analytics ”). In
addition, customers who were early to adopt visual-based discovery
now face a proliferation of data and user-created analyses. As they
mature their analytics, these customers are anxious to embrace this
next wave of disruption. Further, customers who were late to
modernize their traditional BI platforms are asking if they can simply
skip ahead to augmented analytics.

NLP: This technology is an aspect of augmented analytics, one used
both to access data and to interpret findings. With the use of voice-
and search-based interfaces, the query process changes from a
primarily drag-and-drop query-building process into a more
searchlike experience. NLP also includes conversational analytics as
vendors integrate chatbots and virtual assistants into the analysis
workflow. NLG uses ML to explain findings that may have been either
manually or automatically generated.

Downward pricing pressure, subscription-based pricing and
enterprise license agreements: Downward pressure on prices
continued in 2018, with Tableau introducing a new lower-priced role,
Viewer, to compete better with Microsoft’s Power BI (see “Tableau’s
New Software Pricing Lowers Costs for Casual Business Analytics
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Users”). Additionally, Qlik introduced a new dual-use license to enable
QlikView users to use Qlik Sense — it substantially lowers the price of
the latter product. Some megavendors provide modern analytics and
BI capabilities in return for existing maintenance fees. Customers are
often willing to pay a premium for differentiating capabilities,
particularly new and emerging ones, such as augmented analytics.

All but one vendor in this Magic Quadrant now offers subscription-
based pricing, whether their software is deployed in the cloud or on-
premises, and 54% of their surveyed reference customers are on this
licensing model. The subscription model may lower the entry cost,
but it does not lower licensing costs over time (typically beyond the
third year). Most buyers look initially at the licensing cost. Gartner,
however, continues to recommend that customers look at the total
cost of ownership, which includes the costs of deployment, scaling
up, varying efforts to author content, and ongoing training and
enablement. Pricing flexibility is also important; pricing may, for
example, be metered, user-based, server-based or reflective of
“anywhere provisioning.”

Data scalability and model complexity: These aspects of analytics
and BI platforms are under increased pressure as data storage
options shift from single, relational storage to more varied,
nonrelational storage. Also, as data literacy improves, users are
asking more sophisticated questions that relate to multiple data
sources and menu-driven advanced analytics. Additionally, the rise of
data lakes as part of overall information architectures forces analytics
and BI teams to decide how best to model data and where. Should
data be replicated in the in-memory engine of the analytics and BI
platform? Are the downsides associated with data replication worth
the improved performance? Products continue to differ substantially
in terms of these capabilities.

Data storytelling, data literacy and user enablement: These are
distinct trends but interrelated. Data storytelling requires a more
data-literate workforce to be able to present data in a way that offers
insights faster, improves memory retention and leads to desired
actions. Technical features within a platform can facilitate this by
automatically applying best practices in visual perception, presenting
findings in a storylike sequence, and combining rich formatting and
infographics. Turning IT report developers and data experts into
communicators requires new levels of communication technique and
training. There are services firms that specialize in providing
education on data literacy and data storytelling. In addition, some
analytics and BI platform vendors are bringing their user enablement
programs to bear, particularly with e-learning and communities. As
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some platform features are less differentiated, user enablement and
turning customers into fans may prove to be the next competitive
battleground.

Privacy: Multiple jurisdictions around the world are maturing their
privacy legislation. Examples are the General Data Protection
Regulation (GDPR) in the EU and the Lei Geral de Proteção de Dados
(LGDP) in Brazil. Others are in the making, such as a data protection
and privacy framework for India and various concurrent efforts in the
U.S. at both state and federal level. The financial and reputational
damage that can follow failure to protect the data of individuals —
employees, citizens and consumers — effectively forces data and
analytics leaders to ensure that their analytics and BI platform is not
a weak link. Unfortunately, though, it often is a weak link, as vendors’
offerings often fall woefully short. Most platforms, for example,
provide no mechanism for identifying or classifying privacy-sensitive
personal data elements, and no way to purge such elements from
reports, dashboards and cached results. Only a handful of products
enable BI administrators to prevent tagged personal data from being
exported into risky and hard-to-control formats such as PDF or
spreadsheet.

Embedded analytics and BI and developer enablement:
Embedded analytics and BI remains an important use case because
customers want to create extranet applications, monetize data, and
provide analytics and BI as part of overall business applications.
These applications may reach beyond internal stakeholders to
include customers, suppliers and citizens. ISVs also consider
embedded analytics and BI capabilities important (see “5 Best
Practices for Choosing an Embedded Analytics Platform Provider”).
For some vendors, the embedded use case represents their primary
market; this is the case with GoodData and Logi Analytics, for
example, as well as with smaller vendors such as Exago and Izenda.
For other vendors, it is a smaller focus, but represents a new
battleground requiring special pricing and improved APIs. Customers
most often buy products with embedded analytics and BI features
due to a desire for specific capabilities to support the developer
community and address the needs of product managers.

Data for Good, social responsibility and diversity:  Vendors
participating in the Data for Good and AI for Good movements
donate money, software, data and services in support of efforts to
improve society and deepen community relationships (see “How to
Use Data for Good to Improve Society”). Such participation has also
become a means of differentiation when recruiting from a limited
pool of talent in the technology sector, especially when it comes to
data and analytics. Participation in Data for Good and/or AI for Good
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is just one reflection of an organization’s culture and ethics, which,
for 72% of the surveyed reference customers, weighed heavily during
the buying process. In addition, a diverse workforce correlates with
higher innovation and a greater ability to capture new markets (see
“Diversity and Inclusion in Data and Analytics Fuels Innovation on the
Path to Digital Transformation”).

Cloud adoption and innovation: Having past a tipping point in 2017,
adoption of cloud analytics and BI continued in 2018. Most net new
deployments originating in the cloud, and the majority of the
reference customers surveyed for this Magic Quadrant, are already
using various forms of cloud deployment.

A number of innovations are developing in the cloud first — and
sometimes only in the cloud. Although neither Amazon nor Google
qualified for inclusion in this Magic Quadrant, they remain new
entrants to the market and important vendors to watch for their IaaS,
database options, and analytic and BI platforms. Similarly, Workday, a
provider of cloud business applications, has continued to expand its
analytic capabilities, most recently by acquiring Stories, an
augmented analytics vendor.

A “multicloud” approach, whereby customers can choose to run an
application in, and spanning, multiple cloud IaaS offerings (such as
those of AWS and Microsoft Azure) is in its infancy. Qlik and SAP are
among the first vendors to pursue this approach.

In addition, some vendors now offer a single license encompassing
both on-premises and cloud users. Microsoft was the first, with
Power BI Premium. Qlik and SAP are developing such options.

While a single, comprehensive license is an ideal starting point,
customers also want the ability to manage and administer content
and users across deployment models (on-premises and cloud). As
yet, though, most vendors do not support such comprehensive
deployment.

Although the level of cloud deployment is high among the reference
customers surveyed for this Magic Quadrant, 34% plan to keep data
warehouse and data lake deployments on-premises. This shows the
need for analytics and BI vendors to support hybrid connectivity.

Acronym Key and Glossary Terms

ACV annual contract value

AI artificial intelligence
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API application programming interface

AWS Amazon Web Services

BI business intelligence

DNFS Direct Network File System

ETL extraction, transformation and loading

FP&A financial planning and analysis

HDFS Hadoop Distributed File System

IoT Internet of Things

JDBC Java Database Connectivity

JSON JavaScript Object Notation

ISV independent software vendor

KPI key performance indicator

ML machine learning

MOLAP multidimensional online analytical
processing

MPP massively parallel processing

NLG natural language generation

NLP natural language processing

NLQ natural language query

OAC Oracle Analytics Cloud

SI system integrator

SOR system of record
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UX user experience

Evidence

Gartner’s analysis in this Magic Quadrant is based on a number of sources:

Customers’ perceptions of each vendor’s strengths and challenges, as
gleaned from their analytics and BI-related inquiries to Gartner.

An online survey of vendors’ reference customers.

A questionnaire completed by the vendors.

Vendors’ briefings, including product demonstrations, and
discussions of strategy and operations.

An extensive RFP questionnaire inquiring about how each vendor
delivers the specific features that make up our 15 critical capabilities
(see “Toolkit: Analytics and BI Platform RFP”).

Video demonstrations of how well vendors’ analytics and BI platforms
address specific functionality requirements across the 15 critical
capabilities.

Access to evaluation software from each vendor.

Online Survey for This Magic QuadrantOnline Survey for This Magic Quadrant

An online survey was developed and hosted by Gartner as part of its
research for this Magic Quadrant. Vendor-identified reference customers
— end-user customers and OEMs — and respondents from the previous
year’s survey provided data.

The survey was conducted from 6 September 2018 through 5 October
2018.

The survey results used in this document derive from 1,639 responses as
follows:

Vendor-identified reference customers (1,220 or 74%)

Reference customers from the previous year’s survey who also
participated in this year’s survey (168 or 10%)

OEM reference customers (251 or 15%).

Although these represent a substantial pool of responses for drawing
directional inferences, reference customer data is not representative of the
total analytics and BI platform market. Rather, it is representative of the
customers who elected to participate in the survey.
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The number of qualified responses by vendor is as follows:

Birst, 38

BOARD International, 44

Domo, 31

GoodData, 34

IBM, 83

Information Builders, 68

Logi Analytics, 33

Looker, 43

Microsoft, 90

MicroStrategy, 94

Oracle, 65

Pyramid Analytics, 58

Qlik, 315

Salesforce, 60

SAP, 52

SAS, 77

Sisense, 67

Tableau, 67

ThoughtSpot, 55

TIBCO Software, 54

Yellowfin, 70

Peer InsightsPeer Insights

Gartner Peer Insights reviews were evaluated for anecdotal commentary
and evaluation metrics related to operations (service and support, quality
of technical support), sales experience (pricing and contract flexibility), and
market responsiveness (value received). Those who made these reviews
are referred to as “Gartner Peer Insights reviewers” throughout this Magic
Quadrant. We considered reviews for modern analytics and BI posted from
1 January 2018 through 12 October 2018.
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The number of Gartner Peer Insights reviewers by vendor is as follows (in
cases where a vendor has fewer than 25 reviewers, their comments should
be taken as directional):

Birst, 31

BOARD International, 27

Domo, 83

GoodData, 8

IBM, 39

Information Builders, 5

Logi Analytics, 2

Looker, 21

Microsoft, 452

MicroStrategy, 45

Oracle, 20

Pyramid Analytics, 5

Qlik, 288

Salesforce, 41

SAP, 36

SAS, 51

Sisense, 178

Tableau, 747

ThoughtSpot, 20

TIBCO Software, 60

Yellowfin, 9

Note 1Definitions of Mode 1 and Mode 2

A bimodal approach is the practice of managing two separate but coherent
styles of work — one focused on predictability, the other on exploration:

Mode 1 focuses on predictability and has a goal of stability. It is
best used where requirements are well-understood in advance and
can be identified by a process of analysis. It includes the necessary
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investment to renovate and open up the “legacy” environment for the
digital world.

Mode 2 is exploratory, involving experimentation to solve new
problems, and optimized for areas of uncertainty. In this case,
requirements are not well-understood in advance. Mode 2 is best
suited to areas in which an organization cannot make an accurate
and detailed predefined plan because not enough is known. Mode 2
efforts don’t presume to predict the future, but allow the future to
reveal itself in small pieces. Work often begins with a hypothesis that
proves true, proves false or evolves during a process that typically
involves short iterations or projects.

Work that spans both modes forces development teams to manage
dependencies involving speed of delivery, which is also impacted by the
architecture and design of the applications involved. The ability to
effectively integrate the more predictable evolution of products and
technologies (Mode 1) with the new and innovative (Mode 2) is the essence
of a mature bimodal capability.

Note 2Customer Survey Metrics Referenced in This
Magic Quadrant

This Magic Quadrant refers throughout to composite metrics based wholly
or partly on the responses of reference customers to our survey. The
metrics were as follows:

Customer experience: The score for this metric combines ratings for
achievement of business benefits, availability of skills and user
enablement (which includes scores for training, online videos, online
communities and documentation). It is based entirely on responses
to the survey of reference customers.

Operations: The score for this metric combines ratings for product
quality, support and ease of migration. It is based entirely on
responses to the survey of reference customers.

Sales experience: The score for this metric is based on reference
customers’ ratings of their satisfaction with presales, contracting,
pricing and account management.

Market understanding: The score for this metric is composite. It is
based partly on Gartner analysts’ opinions about the complexity of
data that vendors’ platforms can handle and vendors’ ability or plans
to support Mode 1 and Mode 2 in a single platform. It is also based on
reference customers’ scores for ease of use for consumers, ease of
use for developers, visual appeal, ease of use for administration and
deployment, and complexity of analysis (as described below).
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Complexity of analysis: The score for this metric is composite. It
consists partly of a rating, based on Gartner analyst opinion, of how
well a platform handles complex data needs. It also includes a survey-
based weighted average score based on the percentage of
responding reference customers who reported use of the platform
for the types of analysis that users conduct with it. More interactive
and advanced types of analysis result in a higher score than static or
parameterized reporting.

The analyst opinion rating is based on assessment of:

Diversity of data source connectivity

Ability to combine multiple data sources

Support for streaming data

Multipass SQL capabilities

Ability to federate data

Activities are weighted as follows:

Viewing of static reports = 1

Use of parameterized reports and dashboards = 1

Data integration and preparation = 2

Performing simple ad hoc analysis = 3

Using predictive analytics and/or data mining models = 3

Interactive exploration and analysis of data = 4

Performing moderately complex to complex ad hoc analysis = 5

User enablement: The score for this metric is composite. It consists
of individual ratings for documentation, online tutorials for content
authors, online tutorials for consumers, online communities,
conferences, training, e-learning, and availability of skills from the
vendor and in the market overall.

Business benefits: The score for this metric is an average derived
from the following benefits:

Increased revenue

Better, faster decisions

Improved customer satisfaction

Reduced IT head count
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Reduced external IT costs

Reduced non-IT costs

Expansion of types of analysis

Availability of better insights to more people

Linking of KPIs to corporate objectives

Monetization of data

Note 3Changes in Critical Capabilities

“Self-service data preparation” has been renamed “data preparation.”

“Self-contained ETL and data storage” has been renamed “data
storage and loading options.”

Evaluation Criteria Definitions

Ability to Execute

Product/Service: Core goods and services offered by the vendor for the
defined market. This includes current product/service capabilities, quality,
feature sets, skills and so on, whether offered natively or through OEM
agreements/partnerships as defined in the market definition and detailed
in the subcriteria.

Overall Viability: Viability includes an assessment of the overall
organization's financial health, the financial and practical success of the
business unit, and the likelihood that the individual business unit will
continue investing in the product, will continue offering the product and
will advance the state of the art within the organization's portfolio of
products.

Sales Execution/Pricing: The vendor's capabilities in all presales activities
and the structure that supports them. This includes deal management,
pricing and negotiation, presales support, and the overall effectiveness of
the sales channel.

Market Responsiveness/Record: Ability to respond, change direction, be
flexible and achieve competitive success as opportunities develop,
competitors act, customer needs evolve and market dynamics change. This
criterion also considers the vendor's history of responsiveness.

Marketing Execution: The clarity, quality, creativity and efficacy of
programs designed to deliver the organization's message to influence the
market, promote the brand and business, increase awareness of the
products, and establish a positive identification with the product/brand
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and organization in the minds of buyers. This "mind share" can be driven
by a combination of publicity, promotional initiatives, thought leadership,
word of mouth and sales activities.

Customer Experience: Relationships, products and services/programs that
enable clients to be successful with the products evaluated. Specifically, this
includes the ways customers receive technical support or account support.
This can also include ancillary tools, customer support programs (and the
quality thereof), availability of user groups, service-level agreements and so
on.

Operations: The ability of the organization to meet its goals and
commitments. Factors include the quality of the organizational structure,
including skills, experiences, programs, systems and other vehicles that
enable the organization to operate effectively and efficiently on an ongoing
basis.

Completeness of Vision

Market Understanding: Ability of the vendor to understand buyers' wants
and needs and to translate those into products and services. Vendors that
show the highest degree of vision listen to and understand buyers' wants
and needs, and can shape or enhance those with their added vision.

Marketing Strategy: A clear, differentiated set of messages consistently
communicated throughout the organization and externalized through the
website, advertising, customer programs and positioning statements.

Sales Strategy: The strategy for selling products that uses the appropriate
network of direct and indirect sales, marketing, service, and
communication affiliates that extend the scope and depth of market reach,
skills, expertise, technologies, services and the customer base.

Offering (Product) Strategy: The vendor's approach to product
development and delivery that emphasizes differentiation, functionality,
methodology and feature sets as they map to current and future
requirements.

Business Model: The soundness and logic of the vendor's underlying
business proposition.

Vertical/Industry Strategy: The vendor's strategy to direct resources,
skills and offerings to meet the specific needs of individual market
segments, including vertical markets.

Innovation: Direct, related, complementary and synergistic layouts of
resources, expertise or capital for investment, consolidation, defensive or
pre-emptive purposes.

Geographic Strategy: The vendor's strategy to direct resources, skills and
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offerings to meet the specific needs of geographies outside the "home" or
native geography, either directly or through partners, channels and
subsidiaries as appropriate for that geography and market.

By Cindi Howson, James Richardson, Rita Sallam, Austin Kronz
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