
AG Tan- Welcome to the latest edition of the Ask QueBIT About Analytics Podcast brought to 

you by QueBIT the trusted experts in analytics. Our goal is to cut through the jargon and hype 

around analytics and data science and share practical advice to guide you on your analytics 

journey. You can find us at Quebit.com. That's Quebit.com. Thank you for joining me today. 

I'm AG Tan. Hi there, welcome to this week's edition of the Ask QueBIT About Analytics 

Podcast. I'm AG Tan. Thank you for joining me today. I know how valuable your time is and 

also joining me today is Leo Cohen who is QueBIT sales executive for the Northeastern United 

States which includes New York City and everything around it. Hi Leo. 

 

Leo Cohen- Hi AG, how are you? 

 

AG Tan- So Leo, I think it's fair to say that you are uniquely qualified, even though your sales 

executive are uniquely qualified to talk to our customers about financial analytics, which would 

include things like financial reporting, consolidation, planning, variance analysis, and so on. So, 

would you like to tell us a little bit about that unique special background you have and how it's 

helped you become who you are today? 

 

Leo Cohen- Yeah, absolutely. So as you know, I actually started my career for the IBM 

Corporation working in financial planning and analysis. That was my first job out of college. I 

had no idea what I was in for but when I got there, I quickly learned that putting together, you 

know, financial analyses putting together a financial forecast or yearly budget is an extremely 

complex process that requires lots and lots of work and at IBM at that time, we were using 

spreadsheets to put all of that together and it was definitely very cumbersome. It took a lot of 

work to do a lot of learning and even once you got you know, good at it. It was still quite 

daunting though still quite a daunting task. So, you know kind of taking it back to your question, 

I think where I would be you know whether you are call it uniquely qualified or may be 

sympathetic to our clients. I understand the pain they go through I know how hard it is to do 

analysis at the corporate level whether its financial analysis operational analysis, whatever it may 

be I know how hard that is to do and I know really what it's like to really look for a better 

solution to the way that to the status quo the way that the companies have historically done 

financial analyses. Just a really quick story on that is I always remember this especially when I 

walk into a client and I can see that they're essentially just using dozens or hundreds of 

spreadsheets to create, you know, they're reporting or their budgeting and forecasting. I always 

remember this which was when I was at IBM one of the years they put me in charge of doing the 

IBM channel budget for IBM software revenue. As you can imagine IBM as a tremendous 

amount of channels by which they sell there's you know, thousands of different products. You 

can only imagine what that budget look like to do and I was in charge of doing it one year for 

North America and I spent days nights. I could not get the budget to tie out. I just could not get it 

to tie out and I remember after the second or third night of being at the office until maybe eleven 

o'clock at night. I still didn't get to tie out now. I had to tell my boss the next day that I wasn't 

going to get the budget done in time and I drove home and I was a 23 year old man at that point 

and I drove home in tears. I was crying because it was so frustrating so I know what kind of pain 

our clients go through and I think that does that really does make me you know unique in a sales 

role to be able to sympathize with empathize with them, you know the pain that they go through. 

 



AG Tan- You know, wow that's actually a really incredible story, right? Because a lot of people 

don't always understand how important you know, finance people are to an organization and how 

important all these processes are to being able to measure performance and keep, you know, 

keep on track and make sure that the business is doing what it needs to do and identify problems 

early so that they can be resolved and how crucial the finance function is to satisfying this I often 

feel that finance is sometimes an unsung hero in many ways and you know, it sounds like that 

experience I mean you've definitely been in the trenches there. When you walk into a prospective 

client they think they're getting a salesperson, but I'm guessing that you use that experience to 

connect with them very early on. Yes yeah, absolutely. I do and mostly what I do when I meet a 

prospective client for the first time is that I just want to I want to listen what it is that they're 

doing because very typically they are going through a very similar story to the one I just 

described. And I didn't know that by the way when I first got the sales, I didn't know that that 

was going to be the case. I'll be honest with you, it surprised me back that am so far removed 

from when I started selling that is sometimes forget that it surprised me every single meeting 

I walked into clients were telling these that like the same story and it really it made an 

impression on me. And yeah, absolutely I do try to connect that I think the best way to do that is 

just to hear them out. 

 

AG Tan- Yeah, I know that's really great. And you know, I also imagine because I know since I 

also work at QueBIT, but I know that you and our other sales executives work very hard to stay 

in touch with clients. You're not just you know going in and selling them something and then 

disappearing. You are staying in touch and you're checking in to hear how it went in your 

checking in to see if the project or whatever it is went well and it must be satisfying to some 

extent when you check in with a customer after they've been through an implementation and 

hopefully it's gone well, and they're now not spending nights and weekends crying over Excel 

spreadsheets, right? It must be satisfying when it goes well and they're in a better place and are 

able to spend more time on the important things like analysis. 

 

Leo Cohen- Yeah, absolutely it's funny you mention that actually because you know, when I 

first got to QueBIT, I've sold for a number of different companies at this point always analytics 

solutions not always financial analytics; although that's been a good chunk of my career thus far 

and for the most part I was a software sales person and you know, we would sell the software 

deal and somebody else would implement it and we really had no visibility. We being the 

salespeople and no visibility to the success or lack of success that any given software deal might 

yield and getting to QueBIT I had a pretty quickly get accustomed to the fact that yeah, we're 

sailed people maybe 50% of the time but we are true account managers the other 50% of the 

time. And we really do have to it's part of the job description is and there's no sure in this 

responsibility, we really have to stay in touch with our clients understand how things are going, 

you know and see that that success through till the end. So I do spend a lot of times with clients 

doing that and in particular one, that's been I'm quite proud of is a client it's a pretty large 

company one that everybody would recognize they are a television channel, you know, a 

premium television channel with all the coolest shows and you know they were doing their 

financial analysis, so they were doing their the revenue and expense planning originally they 

were using a different piece of software one that we don't work with and they moved on from 

there and basically we're back to using spreadsheets and going through the same pain that they 

had originally gone through and they were basically at their wit's end and we were asked to meet 



with them and you know present to them the kinds of solutions we can put together and how we 

might be able to make their lives a little bit easier. And so we met with them and went you know, 

we went through the sales process. We went through a proof of concept where we had to build 

solution out for them, you know to some extent but before we made the sale and eventually we 

got the sale and we got the project and we implemented it for them and they say so much time 

that they were finally able to move to their cash flow forecasting which they had neglected for, 

you know for years up to that point. Basically they have to do a cash flow budget once a year and 

they put that together, but it was like it was like an afterthought. Alright, and so they put it 

together very quickly and so they were finally able to move on to that and actually spent some 

time perfecting that and even bringing it into the solution that we built for them. So the 

forecasting solution we've done for them for revenue and expense. They wanted us to replicate it 

for cash flow and we did that immediately after the second project and now we're on to a third 

project where we're predicting, you know, we're predicting what they you know, I don't get into 

too much detail for predicting exact cost for actors and crew for each show. So that is the most 

satisfying part of the job without a doubt a seeing the success and then taking those successes in 

replicating them to other areas for the client so that we can get rid of all their manual processes 

and groups like finance can be that trusted advisor and spend their time actually doing analysis 

instead of doing, you know, putting together spreadsheets all day long. Definitely, most 

satisfying part of the job.  

 

AG Tan- I know, I can hear it in your voice the passion you have for that you know and hearing 

that success story is also gratifying to me as with a background in consulting I know that one of 

the reasons I ended up being hooked in consulting even though I had always envisioned a career 

in software development programming and so on, is that consulting gives you a sort of instant 

gratification. If you provide a good service and a good product that saves people time and vastly 

improves the quality of what they're able to do. A lot of people only think about the quantity the 

number of hours and so on and they forget about the quality aspect of it, but you know, it's not 

just about saving time. It's also about having much better data to analyze and to work with and 

thereby makes so much better decisions as well. 

 

Leo Cohen- Yeah, absolutely no doubt about it. And you know you hit on something there that I 

think is some pretty major work in QueBIT is my prior jobs. Like I said in the other companies 

that work for I had no idea who the consultants were delivering these projects. I never met them. 

I really didn't know them here. I work with our consultants on a daily basis. I know all of our 

consultants by name. I know what each one of them is particularly good at where some of them 

might even, you know need areas of improvement. I know them personally and you know 

choosing the right solution the right software solution is a huge part of success, but having the 

right consultants and consultants who care and are passionate about what they're delivering that's 

another huge part of this and it makes a very very big difference. I'm very proud to work at 

QueBIT and work alongside some of these consultants. 

 

AG Tan- Now that that's really good to hear Leo. Thank you. I feel the same way. I think this 

illustrates to our listeners that whoever you work with whether it's QueBIT or another great 

consulting firm out there and there are many. It's always a good sign when the sales guy is 

passionate about his team and what he does. And so that leads me on to my final question 



for you Leo is if there's anybody listening who might be looking for a solution to their analytics 

pain, for example, their financial analytics pain, perhaps they are doing a lot of Excel manual 

work that they would love to be free of and they're starting to go down the path of looking for a 

better way and let me also interject that I personally believe that Excel is an amazing tool it's a 

wonderful tool. It's problem is that because it's such a great tool it gets overused and people 

assume that it can also scale to handle large quantities of data and many people and so on which 

is unfortunate because then it starts getting a bad rep when it's being used at a level that it really 

wasn't designed to but that doesn't take away the great tool it is. So having said that if someone's 

on that path from the other side of the fence because sometimes people can be a little bit nervous 

about having to deal with salespeople and be afraid that they're going to try and sell them 

something they don't need. So what tips would you have for anyone who might be embarking on 

that, you know buyers journey so that they can get the best possible. 

 

Leo Cohen- Yeah, it's a very good question. There's definitely some very clear things that I 

would recommend anybody who's, you know, potentially looking to you know, putting a 

solution and analytic solution of any kind. The first thing I would say is whatever your particular 

business pain is, there is almost certainly a solution out there at this point and then know that that 

sounds silly but there are still lots of you know, I guess prospective clients that I work with; and 

there's a lot of skepticism as to whether a solution can solve their pain whether it be, you know, 

dashboarding, business intelligence, or whether it be financial analytics or forecasting or you 

know, predictive forecasting whatever it may be there is still some skepticism. I promise you that 

there is a solution there is likely solution to your particular business pain and you just have to 

search. Now how do you search you know, what are the best ways to search? Well, one of the 

things that I would say to everyone is whatever vendors or partners you're looking at make them 

go through some kind of proof of concept take the time and make them go through a proof of 

concept you cannot know if the proposed solution from a vendor is going to work unless you put 

them to the test. There is no way to know, you know, there are there are solutions that look great 

and are great for certain things but not others there are solutions that don't look as good but are 

great for certain things. You got to put the solutions to the test. Maybe you don't want to do that 

with you know, ten different solutions, but have a plan, start broad, look at a few do some demos 

whittle it down and your top contenders make them go through equal proof of concepts. So I 

would I would absolutely recommend that. Another thing I would recommend is when you get to 

the pricing pays this is going to sound counterintuitive, but one of the best ways that I've seen to 

get the best pricing is to actually tell the vendor or partner that you're considering to be your top 

partner. Tell them they're number one. Tell them you've chosen them if at every company I've 

ever worked with if I the salesperson knew that the only thing standing between a deal and not 

having a deal was price. That's all I would ever need to go to my management and get the price, 

you know, get the best possible pricing improved. So I would encourage companies that are 

looking for solutions to actually tell their vendors of choice that they are in fact the ones that 

they'll choose should the price be where they need to be and don't be afraid to tell them what 

price you want. Do not be afraid of that. There's not some there's not some secret out there of 

negotiating software, you know, tell them what you can afford, you know, a good salesperson 

will tell you if they are out of your league in terms of pricing and then you can pretty much not 

waste your time with that solution. So don't be afraid to do that and then just lastly in terms of 

making sure that you don't end up buying something you don't need. 



That's a very good question because unfortunately that doesn't just happen, you know in retail 

stores that does in fact happen in corporate solutions. What I would say is the following: clearly 

define your business problem very very clearly defined that business problem and present that 

definition to the sales people from the different companies that you're meeting with and have a 

plan and ask them to show you how they're going to improve that particular business process and 

solve that business pain. And if your pain is broad if there are a lot of business problems don't be 

afraid to tell the companies that you're looking at about all of the problems and that you 

eventually want to solve all of those but it's incumbent it's important that you the buyer choose 

the business problem that you want to solve today. It's not as clean if you leave it up to the 

salesperson and to make that choice for you from a litany of problems that you're facing. Figure 

out the ones that are most important to your company choose the one you want to tackle today 

and go after that go after it aggressively that that would be my recommendation. 

 

AG Tan- Well Leo that yeah, I really wish him. I had had this advice before I went shopping for 

my last car. So just picking up on that last point you made about figuring out what business 

problem you're trying to solve before you go shopping. You know, that's a really key aspect to it. 

I think essentially what you're telling us is that it's a good idea before you go shopping for a 

solution to do some homework internally and not necessarily think about the technology aspect 

of it. But think about the business pain and maybe also work to get some buy-in from different 

people in your company and input from different people in your company so that you can frame 

that better. Is that kind of what you're saying? 

 

Leo Cohen- That is exactly what I'm saying, and once you've done that homework internally and 

you now can articulate the business pain that you're facing the business problem you want to 

solve, if you are talking to a salesperson and they cannot talk to you about that business problem, 

if all they're talking to you about is the technology you're talking to the wrong people, and it 

might not be the wrong solution by the way. You may be talking to the company that develops 

software, but not a business partner that implemented like, but if they can't have that business 

conversation with you understand your business problem articulated back to you and then tell 

you how they're going to solve the problem; then you're talking to the wrong person and you 

need to find somebody else to talk to. 

 

AG Tan- Oh, that's some really that's really important. I couldn't agree more. So let me just try 

and recap the full pieces of advice. So starting from the beginning you essentially said that 

regardless of what your business pain is. You have to have faith that there is a solution out there 

and I think sometimes when people are struggling with something in Excel and what they're 

doing feels very complicated. Sometimes that complication can come from the fact that they're 

doing it in Excel and Excel is bursting at the seams. And so you kind of have to have faith that 

that's not all there is that there is something better out there and that will drive you to go look for 

it. I think that was kind of your first point. 

 

Leo Cohen- Absolutely 100%  

 

AG Tan- And then your second point was around how you search for a solution and talk to 

vendors and I think what you were saying there was not to be afraid to be honest with them about 

what you want what you're looking for including around APIs and requirements. 



 

Leo Cohen- Yes absolutely.  

 

AG Tan- Go on. 

 

Leo Cohen- 100% that's exactly what I was saying. 

 

AG Tan- All right, and then the third one is it's a good idea to do your homework ahead of time 

and get some buy-in get input from different people within your company so that you know what 

problem you're trying to solve it's a really good sales guy is going to persuade you that the 

problem he knows how to solve is the one that you're trying to solve when it might not be right. 

 

Leo Cohen- That's correct. Absolutely 100% know what problem you're going to solve and you 

the buyer should be in the driver's seat talking about that problem. Do not let somebody else 

convince you of another problem that they can solve. 

 

AG Tan- Yeah, great. And then the final one was do not be afraid to tell your number one choice 

that they are the number one choice that will motivate them to get you the best. 

 

Leo Cohen- Absolutely 100%  

 

AG Tan- That is awesome advice Leo. I think we'll wrap it up there because we're trying to stick 

with the 15 minutes. But I hope anyone listening learn something useful from this and enjoyed 

Leo's very candid stories from the other side. Thank you Leo. 

 

Leo Cohen- Thanks AG. 

 

AG Tan- Well, that's it for today. Thank you for listening. We would love to hear from you. Do 

you have anything you would like to Ask QueBIT About Analytics? You can tweet us at 

AskQueBIT or email us at info@quebit.com. That's info@quebit.com until next time. 

 


