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CleverAnalytics answers comprehensive, location-related, business questions 
with the ease of reading a map. It is the only cloud-based business mapping 
platform that translates a business intelligence data into real meaning by 
visualizing it in an intuitive context-first map.

It combines location-based data to provide customer intelligence and insights 
for geo mapping, geomarketing, location planning, network optimization, 
competitor analysis, and customer loyalty tracking. 

CleverAnalytics monetizes its customers’ data by revealing new business 
opportunities and increasing the effectiveness of operations and campaigns. 
It also democratizes data without bringing the enterprise anarchy.

The list of chosen clients

Teta, Komerční banka a.s., Air Bank a.s., Home Credit a.s., Česká spořitelna a.s., Alza.cz a.s., Sazka a.s.

clevermaps.io

https://www.clevermaps.io/


According to the information released by SAP in November 
2013, supported by a survey by Gartner, 70-80% Business 
Intelligence projects failed. Another survey called “Cloud 
Analytics in 2014: Infusing the Workforce with Insight” 
carried out in 2014 by Michael Lock suggested that people 
are inclined to work with cloud-based solutions rather than 
with traditional BI tools.

The number of companies in the Czech Republic with a 
branch network (either their own or using that of their 
partners) had already been growing for several years in 
2014. The market was flooded not only with branch offices 
of established brands (banks, chain stores and services) but 
also by new brands and services emerging with the boom of 
e-commerce.

New branch offices in 2014 were often opened without the 
knowledge of the local situation. Some of the companies 
used BI already but almost none of them combined it with 
geographical data. The actual location of a branch office in 
a city, quarter, or on a street was thus often the result of an 
estimate, experience of a specialist, and chance.

STATe of THe MARKeT

SITUATIoN IN THe CZeCH RePUBLIC

Location analyses, which should help companies grow their 
business, were not used by either of them. The reasons why 
these geographical data were not incorporated in the decision 
making processes varied, even though a unifying element 
existed: they were very difficult to grasp (it was necessary 
to use a lot of heterogeneous external information sources), 
and their usage demanded a specialist who could operate a 
geographical software.

There were not many companies offering solutions combining 
BI and geographical data including map visualization. In fact 
there were only 14 of them (Competitor Analysis used), i.e. 
14 potential competitors to the CleverMaps startup, which 
later developed into an independent subsidiary known as 
CleverAnalytics.

CoMPeTIToRS

THe MAIN ISSUe



The mission for the first year of the project was to achieve the 
short-term goals: to find out about the needs of the market, 
learn to analyse them and deliver them to the customers in 
the form of real data. These essentials were necessary for 
creation of an application/platform and building the necessary 
know-how to enable customers to grow their business and 
develop further in the long-term. Such a platform had to be 
intuitive, guiding the users to their goals and supporting their 
daily administration activities.

When working on the short-term goals, it was necessary not 
to forget about the main vision of the project: to provide a 
solution/platform supporting top and middle management 
in their decision-making in crucial business questions. The 
results had to be built on the real data about their customers 
and had to be delivered in an easily accessible form with 
tangible output/recommendations.

VISIoN



With the project starting from a scratch, it turned out to pose 
many challenges. The biggest one was to specify what clients 
consider to be the “real value” and what methodology should 
be used to define it, i.e. which external data and methods are 
relevant and which are not, if there is a legislatively feasible 
way to access the chosen external data, and if and what kind 
of their use is still moral.

Despite the complexity of the project, we chose to take the 
complicated path rather than creating a mere GIS application 
supported by BI. The reason was that such a system already 
proved to be non-viable because it leaves interpretation of 
data on its users, making them very difficult to grasp.

CHALLeNGeS

This was just the first step, though, and many more obstacles 
lay still ahead. My own mission was to provide answers to 
the following questions:

– How will the application/platform work with the results?
– How will it divide and visualize them?
– How will the complex phenomena be displayed in a map and

what interactions with the phenomena will be possible?
– How will the application guide the users to their goals?
– What will the general concept of the application be?

Plenty of possibilities to build a new SaaS application (tasks-
oriented, flows-oriented, data-oriented, products oriented, 
business-goals oriented etc.) were available. But which of 
them was the best choice?

WHAT IS THe ReAL VALUe? HoW To BUILD IT?

JUST ANoTHeR GIS?



There was a need to start with MPV (Minimal Viable Product) 
and with a key partner which we gained in TeTA, owing 800 
retail stores in the Czech Republic in 2014. At that time, TeTA 
was going through a major change, including rebranding, 
that was managed by MoRIS design. They did a great job as 
shown in this video.

The design of the application/platform posed the biggest 
challenge for me. When the project started, my knowledge 
about BI was not very deep. The competition was fierce and 
the number of unsuccessful BI implementations high. These 
reasons finally helped me to decide to use the user-centred 
design in the final solution. The team worked very closely 
with the key customer and the results were continuously 
tested.

STRATeGy

As the vision suggests, the first year was the year of blind 
alleys. Learning quickly, performing continuous tests and 
keeping delivering new and improved solutions in an agile 
way were the key to success. Not only managers but the 
whole team felt it was the right path to follow. The work was 
organized in 2-week runs.

The first year (which was the time I participated on the 
project) was in the name of the following areas:

– basic philosophy of the solution (how it should be built)
– basic functionalities (registration, signing in, user accounts,

set up)
– typified phenomena choice and implementation
– chosen phenomena implementation for the key customer
– map (the appropriate background map choice, map and

visualized data colour schemes with respect to the zoom,
map interactions)

– the work with typified phenomena and their visualization
in the map (phenomena types, kinds of display, definitions
and choice of colour palettes)

APPRoACH

THe fIRST yeARKey PARTNeR

https://www.morisdesign.com/
https://www.morisdesign.com/in-store-design/detail/teta/
https://www.youtube.com/watch?v=g_Hjx8nkBM0


With a deeper knowledge of BI in general and with the needs 
of the key client in mind, the basic characteristic of the future 
service was chosen: the business-decisions oriented one. It 
meant that the application should not just serve to display 
a number of data and leave their interpretation to its users. 
on the contrary, each output needed to be an actual answer 
to a business question. The result should be displayed for the 
end-user field specialists in such a way that they would be 
able to understand it and use it in their decision making.

The team started on the project with zero code lines combined 
with a vision and enthusiasm. It meant that I also had to 
build the user interface from scratch. All the elements were 
defined and created using Atomic Design: starting with the 
font, its size and the cuts, through the application hierarchy, 
basic flow, navigation and communication to all the basic 
graphical elements and layout set up, complex structures 
as well microinteractions and interactions of all elements, 
including the complex phenomena

SeARCHING foR A SoLUTIoN

A piece of the project’s structure.
A piece of the application’s flows.



Colours in a map serve to visualize various phenomena, their 
meaning and intensity. It was, therefore, necessary to find 
the appropriate colour scheme settings of the background 
map as well as the conditions of the topographic information 
display. The search for an ideal solution and colours was 
a time-consuming process full of alternatives and tests. 
The number of colours for phenomena display was finally 
reduced to 5 (easily distinguishable) with 20 derived colours 
(for intensity display).

The development was especially demanding and delicate: 
to combine the use of publicly available data (e.g. 
demographic, topographic etc.) with the internal data of the 
key customer, including their existing topographic data. The 
resulting package was then used for BI analyses and their 
presentation.

Searching for the right colors in the map



A sample of high fidelity concept of typal 
graphs and metrics.

DoCUMeNTATIoN

Communication and cooperation within the team was very 
intense, which had a benefit of remembering a great deal 
of data. Therefore, it was not necessary to keep a thick 
documentation, which would be very costly under the given 
circumstances. The major part of the documentation thus 
included high-fidelity concepts and their basic description 
(stored in the Confluence and Bitbucket).



During the first year of the project development we managed 
to create stable and flexible application basics (platform) 
using Business Intelligence for complex phenomena analysis. 
These phenomena could then be easily displayed in a map 
and could be handled in a way previously missing on the BI 
market. The resulting application (platform) and know-how 
formed the basis for its further successful development and 
cooperation with more customers.

SoLUTIoN

A sample of high fidelity concept of a business 
goals solution.





TeTA (our key client) gained a tool which helped them 
analyse and optimize their brand network easily with the 
use of real data. All the decisions could thus be based on 
facts and the previous guess-work could be forgotten.

A sample of high fidelity concept of phenomena 
analysis.



“ I worked with Jiří on the design of CleverAnalytics – a
cloud based platform for Location Intelligence. The challenge 
was to bring a new way how to simply display quite complex 
analyses with all the related information in a map. Jiří designed 
visually outstanding, user-friendly basis of CleverAnalytics 
and set clear rules how to display all the information. I really 
like that Jiří made complex things simple and I think that our 
customers like it too. ”
Lukáš Puchrik, Product Manager at CleverAnalytics

RefeReNCeS

My CLIeNT’S feeDBACK

“ We’ve seen Microsoft, SAP, GoodData but none of them
provide such a deep insight. ”
David Vejtruba, Chief Marketing Officer, TETA

“ even after using it for months we are still thrilled how our
comprehensive business data can be visualized in an easy to 
understand way. ”
Jan Drobný, Branch Network Optimisation, Česká spořitelna, a.s.

“ Clear visualization and predefined reports of data perfectly
fit data driven foundation of DameJidlo. ”
Martin Chrz, Business Intelligence Director, DameJidlo.cz

WHAT THe USeRS SAID…



My name is Jiří Rusňák and I work as freelance UX Designer 
since 2012.

Within this project I was responsible for the whole UX area 
and front-end templates coding.

I became a self-employed UX Designer in 2006 when I 
designed and implemented my first web projects. A year 
later I founded AgiPro s.r.o which dealt with creation of web 
pages and internet applications. Another career development 
came in 2008 when I got employed in an IT company where 
I stayed for almost 4 years. finally, since 2012 I have been 
working as a freelance UX Designer. During that time I have 
been working on 6 mostly long-term projects. Some of them 
are already finished and some are still running.
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Interaction design
Visual design
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front-end coding

Research
Usability testing

My RoLe

My time allocation on the project.

https://www.linkedin.com/in/jiri-rusnak/



