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CALMING THE INFORMATION STORM

A Seminar on the ROI of Trust and Visibility into your data

Presented by: Chuck Russell, Collective Intelligence Inc.
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> Introduction
> The Blizzard i wading through a data white-out.

> The Lightening Storm 1 putting out data delivery brush
fires.

» The Tornado i a wild a wooly ride towards user adoption.
» Business Objects Platform Demonstration

> Q&A
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Application Project Average Total Cost
$1,200,000
$16,000-$20,000 per user

$1,500,000
$850,000

Source: Gartner Research 2002/2003
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Gut Feel Decisions

All of the time [ 3

75% of the time _ 16%
50% of the time | -
25% of the time | -

Never . 304

>

Base: 675 US and European . k
business executives and managers B]]S “)
Source: BusinessWeek Research ]‘neSS ee
Services

AGut Feeldo used
>60% of people,
>50% of the time

by

Information available for
Important business decisions

Always just the
Usually right amount (rare)

too little

Usually too much

Aware of bad
decisions
managers have
made due to
insufficient
information




YET THEREOS HUGE ROI §N
USING THAT INFORMATION Business Objects

Inventory TruServ $50M reduction in inventory
Management from better planning

Vendor : : $40M savings in streamlined
Management Frito Lay (Pepsi)  procurement

Customer MasterCard $6M in fraud savings from
Insight better customer intelligence

' Billing Simon & $3M improvement in accounts
Effectiveness Schuster receivable performance

Operational Memphis Light,  $2M in annual operations
Efficiency Gas and Water savings

VM-~ _A
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AND MANY WAYS OF GETTING @
THE INFORMATION TO USERS S aojects

> Type 1: mass availability
> Creating and sending out reports to end-users
> Type 2: interactivity

» Reports can generate more questions than answers;
need a tool that allows for this iterative process

» Type 3: proactivity ‘%

> Getting to the next level i going from looking in the ‘
rear-view mirror to looking out the front windshield \
» While keeping an enterprise-wide view
> Satisfy these uses in a coordinated way f_,:" 4
> Coordinate all Bl efforts to control costs ;/

4
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The Modern Bl Stack Business Objé?cts"
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Performance Optimization Applications

_ Enterprise Performance Management
Governance, Risk,

and

Compliance Financial Operational

Performance Performance
Management Management

Business Intelligence Platform

Information Discovery & Delivery

Advanced

Query, Reporting, & Analysis Analytice

Enterprise Information Management
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MANY CURRENT Bl C
APPROACHES FALL SHORT e

» Spreadsheets, SQL queries, local databases

> Problems: consistency, security, poor user productivity; small
Bl feature set as part of database; analyzing one database only

ERP/CRM reporting and analysis

> Problems: great for reporting off one system; most companies
have many

Traditional business intelligence (BI) tools
> Problems: diverse user needs; plethora of tools; high TCO

Homegrown solutions

> Problems: starts out cheap, gets more expensive with every
expansion and evolution




BUSINESS INTELLIGENCE CAN C
SOLVE THESE CHALLENGES > Objects

» From tactical to strategic use of information

» From fragmented to standardized use of data for
analysis

» From exclusive information to pervasive information
> Part of the application
> Part of the portal
» Part of the desktop
» Even part of Microsoft Office
> From information silos to an information organization

» To meet compliance and regulatory requirements




WHAT CAN BUSINESS C
INTELLIGENCE DO FOR YOU? e

Business Intelligence

» Sales and marketing

» Understanding the profitability of
customer segments

» Operations
> Improved inventory management

» Manufacturing
» Supplier performance scorecarding

» Human resources e N
> What factors drive retention of my best employees? \\.

> Finance
» Understanding the drivers of key financial metrics like DSOs

» Customer/partner self-service
> Operational efficiencies from sharing information with partners
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» Introduction

T

ne Blizzard i wading through a data white-out.

|

» Business Objects Platform Demonstration

ne Lightening Storm 1 putting out planning brush fires.

ne Tornado i a wild a wooly ride towards user adoption.

> Q&A
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Data Integrity & Trust



Trust 1 Critical Business Issues and

Goals

@
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» Trustworthy, timely and
comprehensive data for
accurate decisions

» Access to disparate data that
can be integrated into a single
view of the customer, vendor,
product, etc.

» The ability to explore the data
lineage of a report after the
report has been viewed.

> Ability to perform impact analysis
of changes to report data before
the reports are issued.

Where did that number come
from? Will it meet compliance
regulations?

omputer
§204,223 Compus
¥519,375
-
$1,433727
£3,592,510 Newwornang -
§308,758
EE _ 0 $E 000,000 $16,000,000 $24,000 0
Gross Sales

§5,702,908
£4,373,144
$11,576,052
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“Data “Data
Marts"” Warehouses”

"Spreadmarts”
P “Enterprise

"“Production GULFE ” Dw™

Reporting” “Analytic
Services”

1. Prenatal 2. Infant 3. Child 4. Teenager 5. Adult 6. Sage
Business Yalue
Data Consolidation | e =

Semantic Integration

Most organizations are stuck Bl adolescence. They spend more time reacting to
problems and "fighting fires" than adding new functionality and delivering lasting
business value. This dilemma is depicted by TDW!I's Bl Maturity Model, shown
above. The bell shaped curve indicates that the majority of organizations are in

the Child and Teenage phases of Bl evolution.
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Bl Adolescence Objétts*
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> Your Bl team moves perpetually from one crisis to the next instead
of adding functionality to meet user requirements.

> You have to plead continually with executives to not cut or eliminate
the Bl budget.

» Usage of the Bl environment peaked several months after
deployment and continues to decline.

> The number of spreadmarts, independent data marts, and other
Andata warehouseso with redundant
keeps increasing instead of decreasing.

» Users keep asking your team to create custom reports even though
the organization recently purchased a "self-service" Bl tool.

> Executives still believe Bl is a tool and not a strategic information
resource to drive the organization in the right direction.

> Query performance degrades significantly as more users use the
system, but executives aren't likely to pay for a platform upgrade.




Spreadmarts

» Spreadmarts are renegade spreadsheets and desktop
databases that contain vital pieces of corporate data
needed to run the business. They are created over time,
access different data sources and often use various, non
conforming rules for key metrics.

Eliminating spreadmarts increases the veracity of enterprise data ultimately leading
to a centrally managed, single version of enterprise truth.




Bl Maturity Model | N
. . Business Objects
Information Delivery an SAP company

Static Interactive |Dashboards, Scorecards | Embedded
Reports | Analysis And Bl w/

Predictive Decision
Analytics | Automation

Gulf Chasm
| —
2. Infant 3. Child 4. Teenager 5. Adult 6. Sage
Business Value
Data Consolidation | e =

Semantic Integration

As organizations move from Infant to Sage the Information delivery mechanisms
transition from push to self service. They evolve from static to interactive. They
become more visual and ultimately become a strategic weapon for predicting
the future.
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Bl Maturity Model N

. Business Objects
Trustworthiness of Data an SAP clompany

Data Pockets Data
Skeptics Of Trust Reliance

Gulf

2. Infant 3. Child 4. Teenager 5. Adult 6. Sage

Business Value
................................................ Data Consolidation =
Semantic Integration

Scaling the Bl maturity curve requires increasing levels of trust in enterprise
data assets.
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Bl Maturity Model

Organizational Adoption

@
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Tactical

Cost i Ma n a|g ®ission

Strategic i

Competing | Competitive

Center | Re p o r|t €rgical |OnAnalytics| Differentiator
Gulf Chasm
| | I
2. Infanmt 3. Child 4, Teenager ' 5. Adult 6. Sage

Business Value
Data Consolidation
Semantic Integration

Enlightened, AAdulto Bl organizations
strategic, competitive differentiator. The propensity to accurately predict the
future drives strategy which in turns increases the appetite for external data
sources that increase insight into customers, competitors and economic

conditions.




The Gulf

» Most Bl organizations know theyOore ap

problems increase.

> They recognize that the data captured by multiple transaction systems is difficult to integrate
and aggregate within a single data model and database.

» The source data is inconsistent, incomplete, and chock full of errors. The cost and time to
clean this data often kills projects before they get off the ground.
> Additionally, spreadmarts make it impossible for Bl teams to mature to
adolescence.

> Spreadmarts make it difficult to generate momentum and backing for an enterprise Bl
initiative.
> There are five ways to combat spreadmarting. We 6| | di scuss that
> The primary way to cross the Gulf is to change executive perceptions about
the value of running the business using only operational reports (i.e.
Prenatal Bl) and spreadmarts (i.e. Infant Bl).

» Once perceptions have been altered executives need to mandate and fund
Bl initiatives that moves the organization off old, institutionalized systems to
modern systems that provide self service access for users so that they can
access, analyze, and act on information.

shor f




Combating the Spreadmart

» Coercion- In order to avert the threat of spreadmarting
the CEO mandates the proper use of spreadsheets and
desktop databases. On its own this strategy often fails
because of enterprise inertia and enforcement
challenges.

» Conversion 1 Sell the benefits of the current B
environment. Ensure that the Bl environment provides
more value and more productivity than the spreadmarts.

» Co-existence i Rather than force users to switch let
them use Excel to access data and reports connected to
the Bl server.

» Co-option T Aggregate all spreadmarts and deploy them
on a centrally managed environment.

» Cower T Use the Sarbanes-Oxely/compliance stick.







