
Vi identifierar och utvecklar nya affärsmöjligheter i den digitala världen



TOBIAS SJÖQVIST 
| CEO & FOUNDER | 
ODYSSEY & QOGAI 
ANALYTICS



Transforming businesses.
What we do

Providing growth opportunities and creating competitive 
edges through actionable data-driven insights and 
optimization for brands who share our passion for the 
business opportunities that comes with digitalization. 



Who we are

ODYSSEY GROUP A new kind of agency. 
Odyssey is a Market Research and Martech 
Management Consultancy combining Market 
Science, Data Science and Process Management. 
We help our clients fuse customer and market 
data, integrate marketing models and align 
their marketing organization.

| ODYSSEY INSIGHT 
| ODYSSEY STRATEGY  
| QOGAI ANALYTICS 

Some of our clients





HIGH INSIGHT & HIGH TECH 
Based on integrated data in motion

HIGH TECH & LOW INSIGHT
Based on isolated data in motion

Odyssey Analytics Maturity Model 

Prescriptive Analytics
(How you can 

make it happen)

Predictive Analytics
(What will happen)

Diagnostic Analytics
(Why did it happen)

Manual process
(No automation)

Attended automation
(Automation combined 
with human intervention)

Intelligent automation
(Based on people 
training models)

Full automation
(Based on self-managed 
machine learning models)

INEFFECTIVE & INEFFICIENT
Based on isolated data at rest

HIGH INSIGHT & LOW TECH 
Based on integrated data at rest 

BEING DIGITALIZED

BEING DATADRIVEN

Descriptive Analytics
(What has happened)
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THE GAP CLOSING 
THE GAP 

Advanced 
Analytics 
combined 
with good 
business 
understanding 
will close 
the gap.

The end goal for most 
organizations, when it comes 
to connecting their data, is to 
automate and minimize risk in all 
their processes. From finance 
reporting to customer 
communication. But due to the 
low analytic competence most 
are still struggling to connect the 
dots for real. The time for 
change is now. If you want to 
succeed and close the gap you 
need to add a layer of insight 
and both tactical and strategic 
thinking. And that is, in our mind, 
only possible with advanced 
analytics. 

Organizations are 
working based on 
functional division 
of labor (Marketing, 
Sales, R&D, 
Finance etc.) which 
has created siloed 
customer data. 

At the same time most 
organizations are 
constructing Data lakes and 
warehouses. And hirering all 
the data scientists they can 
muster up. But the lack
of competence in real 
analytics and optimization
is staggering. 

Closing the analytical gap with Qogai



CONNECTING THE DOTS WITH FULL CIRCLE ANALYTICS 
We know from experience that companies tend to have their 
data scattered over a multitude of systems – that are not 
connected. Apart from being frustrating, it leads to missed 
business opportunities and less optimized ways of working. 
At Odyssey, we use our advanced analytics platform Qogai 
to connect all your data sources, identify and act on patterns, 
correlations and groupings in data sets. And we combine 
the technical platform with the knowledge and expertise of 
our consultants on insights, strategy and business, to truly 
connect the dots for you and to help you create Better 
Business through Business Insights. 

We dare to say this makes us unique.

What we do

Qogai Analytics
Connects data sources 
automatically and loads them 
into advanced analytics modules, 
producing actionable insights.



Integration path: Functional division of labor has created siloed customer data
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Case
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Hur ska man agera när de digitala kanalerna 
blir mer centrala i hela köpresan?

Hur kan vi förstå köpögonblicket bättre?



Insikt om hur dina och dina konkurrenters kunder rör sig 
mellan olika digitala och fysiska touchpoints.

Förstå var i kundresan kunderna är mottaglig för kommunikation
och vilka touchpoints som är mest effektiva

Vilken roll har sociala medier spelat i köpresan?

Hur har man använt sig av google sök?

Hur ser beteendet ut hos olika målgrupper och segment?



1. Rekrytering & profilering av respondenter
2. Nedladdning Qogai Watch app, 10-15% 

(1000 ip)
3. Viktning för att återskapa 

befolkningsrepresentativitet, baserat 
på relevanta viktningsvariabler från 
profileringsformuläret;
• Kön/Ålder/Region
• Techmognad
• Oro för integritet

Målgrupp och urvalets representativitet

• Målgruppen utgörs av svenska 
befolkningen 16-74

• CAWI baserat på Inizios panel



Datainsamling

INDIVID-
BAKGRUND:

Profilerings 
enkät

BESLUTS- & KÖPFAS:
Löpande dagen-efter-köp 

enkäter. Qogai Watch

LEVERANS 
[om onlineköp]:

Enkät efter leverans

SÖK - & 
INSPIRATIONSFAS:

Qogai Watch
EFTERKÖPSFAS:

Qogai Watch



Varför lyckas vi där andra misslyckas? 

WATCH
TM



Monitorerad data

Web scraping 
(Identify relevant URLs)

Browser tracking 
(Tracking of URLs)

App tracking 
(Own app, other apps)

















Insikt om hur dina och dina konkurrenters kunder rör sig 
mellan olika digitala och fysiska touchpoints.

Förstå var i kundresan kunderna är mottaglig för kommunikation
och vilka touchpoints som är mest effektiva

Vilken roll har sociala medier spelat i köpresan?

Hur har man använt sig av google sök?

Hur ser beteendet ut hos olika målgrupper och segment?



Thank you.
tobias.sjoqvist@odyssey.se

+ 46 734 258525


