Business Intelligence at GuthyRenker:
The Promise and Challenges of Sensing the Pulse

Steve Johnson came outafneeting feeling like a million bucks. Hhed just heard GuthRe nk er 6 s Vi ce Pr e
of Marketing Planning and Analysis, Rob Reynoltdl the attendees that for the first time, he had been able to

make a meaningful prediction about the future, based on data, and watch that prediction come true. As Vice
President of Information Technology, Steve was in charge of the business intelligeject thiat made it possible

for managers like Rob to get the data and analysis they needed to make timely anfbmedid decisions.

The praise he just heard was the latest of several recent, unexpected signs that the business intelligence project was
turning a corner. Just the previous week, the Executive Vice President of Marketing loudly thanked Steve for the
Adaily flasho report, fi l ove it, I use it daily, and
extraordinary was that, onkix months earlier, the same EVP had firmly asserted that the daily flash was less than
useless. After nearly two years working mostly bektimelscenesi acquiring new data sources, improving IT
capabilities, and rengineering processésthe project wa beginning to yield real dividends for managers at all

levels, winning over hearts and minds in the process.

When GuthyR e n k e r -€1© plachdStevein charge ofbusiness intelligencewvo years beforgit had beera

parochial project of the IT departntethat automated labéntensive tasks but had little impact on business

processes in other departments. TH® had a vision of using it as a driver of organizational transformadiah ©

realize this lofty goal, Steve and his team would learn many g lessons along the way. Steve measures
success by asking himself, ifAre people involved? Are p
now, in 2010, the answer is fidefinitely yes. o0

Nevertheless, Steve realized many challenges reméim IT staff under his leadership are still learning how to

develop technology in cooperation with business usewhose ways of working and communicating are very

different from those of software developers. Steve has been able to provide seveesishusims with intelligence

of genuine value, but is still only beginning to learn what effects this information will have on the way people work

I and what unintentional sieeffects will follow. And looking to the future, Steve has to decide how bgsbtdde

a business intelligence infrastructure for GuBbg nker 6 s devel opment into an incr
international organization.

Guthy-Renker: From Infomercial Studio to Direct Response Marketing Leader

Guthy-Renker is one of the largesnd most respected direct marketing companies in the world, with distribution in
61 countries. Since 1988, GutRenker has discovered and developed dozens ofleved, high quality consumer
products in the beauty, skincare, entertainment and weltasgories. Known for awandinning productions and
marketing campaigns featuring some of today's biggest stars,-Retiker has been credited with transforming the
broadcast direct marketing industry.

Direct marketing is a business model based on wBathyRe nk er 6 s website calls fAthe ir
designed to get products into consumers hands as quickly and directly as possible, with equally quick and
measurable feedback on marketing campaigns. It is distinct from other forms of mankdtiva primary ways:

first, it reaches consumers directly with a sales proj
goals such as brasualilding; second, it is designed to elicit immediately measurable responses from customers. The

broad category of direct marketing includes direct mail, telemarketing, email marketing, and other forms, as well as

direct response television marketing GuthyRenker 6 s speci alty.

The basic business plan is simple: find products that offer genuine wahuevide range of consumers, produce
infomercials with celebrity spokespeople that demonstr
as a tolifree number, buy the media, and measure the responses from each canmpaigmany calls aae in,

how many orders were placed, and how many people became repeat customers.

! Source: www.guthyenker.com.
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From www.guthyrenker.comi Wi t h s o many opt i on s-sofkedrcultare, yosmmeader s i n
to create highlstargeted communications programs. At Guibgnker, we galirectly to the consumer with

meaningful and transformative products. And we present the benefits of these products in such a way that
consumers can begin to experience the effects of having the brand in their lives. The pure chemistry
between our productand highprofile celebrities is a refreshing truth in a time of deep consumer
skepticism. As weoOve discovered over the years, a
remarkable products is the most direct way to move our brands infofast r d mo de . 0

The directness and authenticity of the direct response marketing model is refreshing not only for consumers but also

for the marketers, who are able to roll out campaigns very quickly upon adopting a product, and measure the
performance of produs and campaigns very quickly and unambiguously. Not all products arsuitetll to direct

marketing (see sidebar for GutRye nk er 6 s product cr i ti enouglfor GothwRenkerlitoe nt y of
reportsales of more than $1.5bn per year and amame annual growth rate of 25% per year over the past decade.

Guthy-Renker got its start in the mitP80s as an infomercial marketing partnership between Bill Guthy and Greg

Renker. Their first breakout successRiwdd maerk etsi nof Nao
lectures, grossing $10 million in 1987. They came to believe that there was substantial opportunity in owning the
products they marketed. I nstead of merely making infom

aaqquire and control their products from development to marketing to distribution, and in 1988 they founded Guthy
Renker to put this idea into practice.

Unlike a traditional marketing agency, GutRgnker takes ownership of the product designs, and martegast!

the way through from manufacturing to ordaking. The firm now markets no fewer than sixteen products in the
categories of beauty, fithess, health and nutrition, entertainment, personal development and business opportunities.
By far its star prodct has been Proactiv® Solution, a skin care treatment that has fuelledRGatiyk e r 6 s gr owt h
the past 15 years.

Guthy-Renker continues to seek new opportunitidége growth strategycurrently focuses on international
expansioras a way fothe compap to stay among the leaders in its industry. Each year, international sales typically
account for about 30% d@duthy-R e n k mveidus. Over the yeaithe company has launched offices in Indra

Russia, andt also owns offices in Sweden, Finland, Gergalapan, China, Australia, and the UK. GuBgnker
continues to expand its consumer brands product portfolio through acquisitions. In 2008 it paid $15 million to buy
Scalp Med, a line of hair care products that stimulate hair growth. The next yeareitl sig agreement to begin
promoting CyberDefender computer security software, its first foray into technology prdducts.
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Figure 1. Proactiv® Solution acne treatment, Tony Robbiné s Ul t i mat e Edge E moti
Hei di Kl'umbds I n An InstantE skin cRerkerobdurraocsd

2 Source: www.guthyenker.com.
]Source: Hooverds.
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GuthyRenker 6s key to success is its enroll i ndirmaduallcust omer
takes a loss on the initial order due to expenses of infomercial production, media buying, and telesales. This is

of fset by the revenue generated from the repeat or i c
successful capaign is selecting products that will entice customers to remain in the club for a long time.

Business Value Network and fAthe Funnel 0O

Today, GuthyRenker is the entrepreneurial hub of a group of businesses that make up its value network. Guthy
Renker prodoes the infomercials internally, but almost all other functiopsoduct design, manufacturing, media,

call centers, fulfilment, shipping, customer serviceare outsourced. Yet Gutliyenker owns the intellectual
property (such as product formulas), thestomers, and the data, and thus plays the leading role in determining the
future of the whole network. This makes GufRgnker the ideal vantage point from which to evaluate and manage
not only its own performance, but that of the entire network.

_ Media
Call To Action International
éTolI-free Number: Distributors
Web Address Kiosk & Retail
Partners
Direct .
Response Telemarketing Infomercials
Call Centers Media Spend Data

Inbound

Product
Websites

Inbound
Orders
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Customer Service
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Figure 2. Guthy-Renker 6 s value network

The success or a
Ainet shipped orde
di agram called AT
and fail to become a net ordé&idure3).

lure of direct response marketing deé
sO0 (that i s, aw bektrereterneg).sfevk Jodhrson userad s hi
e to illustrate the steps in

O,

r
h Funnel o

Thirty First International Conference on Information Systems, St. Louis 2030



SIGDSS/TUN BI Congress II: Teaching Track

“ »” . -

The Funnel T

 — TELEMARKETING
Drop-offs T - . - - SN Definitions

- Calls Received SN
=S Abandoned Y
o IR | Calls Answered
; \
= Customer ~
o . ~
Sl Service ~_ Order Process Started
g Lead— Contact

Info Collected S R— —
Lost All orders taken
Not sent to FFC Gross Order Sent to FFC
. ) / After Credit Screening,
Rejected < Net Order / Address Validation, and
/ Order In-Stock
005 < k Gross Shlpped / Everything shipped
Returns < Net Shipped
PP y, Afterreturns
Profit
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Managing Athe Funnel 6 requires the ability to evaluate

the telemarketing call centers , the fulfillment centers, shipping , and customer $eallioé which are outsourced
activities. Gathering information from all of these partnerships is tricky, but is essential to evaluating and improving
performance.

Business Intelligence: Discipline and/lethodology

Vital to successful competition in a dynamic and turbulent business envinonmear e a companyés abil
and analyze data, to sense and respond to changes, and to make decisions informed by the latest and most accurate
information. For a largely virtual organization like GuRgnker, whose stoeik-trade is informationthis need is

even more acute.

Since its earliest days, GutRenker has met the need for information by relying upon its IT department to acquire

data and produce repoitgphone calls received, orders placed, products shipped, etc. That requirefl tarletand

labori IT staff were often crunching numbers manually in-offeExcel worksheets and | T di dndt under
business well enough to provide sophisticated analysis
growth and the ecelerating pace of business demanded a more formal and professional approach to decision
support.

Over the same time period, the busings$nology discipline obusiness intelligene (BI)( Aia br oad catego
applications, technologies, and processegfthering, storing, accessing and analyzing data to help business users
make better deci si onso, Wat son 2009) had grown incre
accessibility to new users.
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Not long ago, a business intelligence caligttiypically referredtoafewhighly r ai ned anal ysts crun
historical data on powerful computers in search of patterns that could inform future detiimy (also called

Afdata miningo). Over the pas has maphed yn® arr approach that stuvesrtqg t he
provide business users at all levels of authority and technical skill with the information they need, at the time they
need it, to make informed decisions. B a Isag libcomenfasterh e a d a ¢

cheaper, easidp-use, and pervasive throughout the organization.

Guthy-Renker realized that in order to make the most out of its products, customers, and marketing campaigns, it
would need firstlass capabilities to collect dataifindts partners and produce timely, accurate reports of what was
happening at al/l stages of #fAthe Funnel 0. I n 2006, it

Early Bl comes to a stalemate

Before the Bl project, GuthiRe n k er 6 s d ad with FoaPso, andatabasg management system (DBMS) and
programming language (now called Visual FoxPro and distributed by Microsoft). The FoxPro database was
obsolete, poorly structured, and unable to scale up with the business. Furthermore, it receri@unans amount

of manual work by the IT department, which had to import and format data, run queries, and produce reports, with
little automation. The FoxPro system incorporated data from some of the partner companies, but not all, and the IT
departmentvas too burdened with its maintenance to develop more advanced capabilities.

GuthyRenker 6s first business intelligence project scope
replaced the outdated DBMS with IBM Cognos business intelligesft@are, running on an Oracle database, with
Informatica as ETL (extract, transform, load) tool. However, this initial project lacked what Steve calls

i me t h o dioitl pongarilyoreplicated the same table structure as the old, inadequate FoxPro systemgsan
undertaken without seriously thinking about how to serve business objectives.

Steve Johnsorii When t he CI O asked me to help, the first th
just replicatd the poor FoxPro table structure. Secondly,ticed that the business was involved in the
discussion, but not the vision. An oversight that can lead to frustrated business users later on.

As the business began to use the new tool, and compare the results with what they were receiving from the
partnersthe data did not match. Since the BI tool was new, the assumption was that Bl was wrong. This

l ed the business to hold BI in suspect and therefor
By failing to consider -RerkebbubkTndepéastthanht hadddev &ubp
failed to provide any meaningful new capabilities for the business, built a bad reputation for business intelligence,
and arrived at a sort of stalemate in which no one used the tool. In orderéortriggg  ic hange waveo, a

GuthyRenker 6s ClI O asked Steve Johnson and Manish Gupta t ¢

The new Bl Team: development with methodology

Steve Johnsoné6s title is Wigye FRmas iMbenrts ho fGulprt faddrsma tsi obn
Technology. Though neither Steve nor Manish had extensive experience with business intelligence, they are both IT
leaders with many years of experience, who had worked together before and enjoyed entaresi&t record of

success on projects such as enterprise resource planning (ERP) implementation as well as Supply Chain
Management. It was because of their track record that the CIO placed them in charge of turning around the business
intelligence projet Steve and Manish immediately realized that business intelligence was a different kind of IT

project that required its own methodology.

Manish Guptai Very early in the game | realized unli ke ot
fixeddurat on project but itds a journey with continuous
big picture. The only way we can navigate and enjoy the ride is to make all stakeholders part of that

journeyi business users, technical team, stakeholdersagndher | eader s in the organi

The third pillar of the business intelligence team at GiRbyker is Trinus Corporation, a-¥®arold consultancy

founded by industry veteran Sanjay Kucheria and with expertise in data integration, data warehassiegs b
intelligence, and enterprise planning. Gutkgnker was initially introduced to Trinus by IBM, the provider of the
Cognos softwar e, thus beginning a parstom enonemtdup effatto hns on
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si nce t he amiacludes severalshighbkilled Cognos and Informatica architects and developers, and is
led by Vijay Manickam, whose title at Trinus is Director, Client Services. His role at Rehker has been that of
a project architect and agensetter:

Vijay Manickam: i Wi t hi nRe@ktelry | play the role of busi ness
architect 6. T hierespandibletfor tberdsvelapmentiof the ewerall vision that underlies the
projected solution and transforms that vision throeghcution into the solution. The solutions architect
doesndt | ook only at t echno-Engigegring anduptoviding leadershigtoi nv o |
the development team to achieve the common vision. | work very closely with the businederiiauml

their 6pain pointsdéd and convert their pain points I
probl ems. o

The Trinus teambs expertise confirmed Steve and Mani sh
them to generat the initiative and momentum to get the new BI project rolling. The team has articulated a

met hodol ogy for the BI project that calls for attentio
business process-engineering, and organizatin a | readiness (or Achange manageme.l

Continuous Improvement

Project Life Cycle

Technology * Requirements / Business Request
Readiness Management

« Architecture Design v
- MOS )
=
Change Management P Eactor Analvel « Change Management Plan =
Organizational Readiness Hgeessractor Analys s - RASCI [
RGallure Analysts « Organizational Measurement (Traffic light chart) o
)
>
Business Process - Bl Current State « Fishbone diagram (Cause & Affect) 3
Re-engineering - BlDesired State - BlRoadmap
+ Gap Analysis

PMO Governance ~ Project \ MOS Alignment Forward Looking 5
Prioritization g PMO Status Reporting Management [ Hospectives

Figure 4. Guthy-Renker 6 s Bl met hodol ogy

Technology Readiness

The technology readiness track is the primary responsi
only good if you can execute thém and has worked relentlessly to improv
management ds vision. From the unsuccessful Bl project

to a new technology is not enough to bring about a vision for éssitransformation, if you merely migrate the

same bad processes, bad dat a, and bad behavior from t#
development team is a vital necessity for a successful project, even if it is invisible teeend us

When Manish took the reins, he conducted a full audit of the BI project, discovering a dysfunctional software
development environment and shoddy programming practices instituted as standard operating procedures (for
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example, a blurring of the lines taeen development and production servers). Early on, he overhauled the

devel opment infrastructur

an organizational investment that has reaped dividends in térmstoh e

I n addition to
team member so

i mproving

responsibilities,

e and instituted best pr
teamds ability to
infrastructure, Mani sh k

he hoped t wouldmnos r

repeat the errors of the past. Getting it right also meant that the team would need experiesuecegsfuBl

i mpl ementation. One of

t he

problems of the first

acti ci
exec

new h
upt h

B I pr

for quality alvice. Manish rebuilt the Bl team by changing roles, bringing in new developers, and importantly, by

bringing in Trinusdés cons

ul tant s, resul ti n a

ng i

team |

One of the ongoing challenges in technology readiness egltite fullyoutsourced nature of Gutti®e n ker 6 s

business model. Each of GutRye nk er 6 s

vendor s

has its own

widely in sophistication, quality, and speed. Manish has recently been working with the rengmement team to
make sure that a commitment to technology investment is part of each new or renewed vendor agreement.

Manish Guptafii Because-Rehk&ubbybusi ness

model , sautsidep

independent

mo st '

as anorganization we felt thatve need full command of managing information across analytical and
operational processes for organizational excellence. The key here is to have a common data model for all
data of interest regardless of the data's sogweve have taken the halmd-spole model approach where

GuthyRenker 6s B
other partnesfor consumptioro

system

Organizational Readiness

collects the i nf or masttoi

on

fro

Organizational readiness is the primary responsibility of Stevesdohand it has become one of the most important

parts of a successful

busi

ness intelligence

proj

business, teaching people how to use it, and advocating and evangelizing adoption of thelsxévocusing on
organizational readiness is a key improvement upon the previous Bl projects atReuatter, which were mainly
technologyoriented and were rejected by business users.

ect .

One of the keys to preparing the organization for new Bl capabibtitsinvolve business users at various stages of
the design and implementation process (see business proegggmeering, below). But not just anyone is chdsen

Stevebds tpammkdfichbusyness
fifchange agentso, to convi
brought in for training or otherwise involved.

-mpirededptd the nemh tools,aor a&reclip@sitiamed as
nce others to enroll i

These basic guidelines are not rieall good IT project leaders devote soresources to involving and convincing
business user$ but Steve Johnson has gone further, developing a professional methodology for managing
organizational readiness. One of the tools that his leadership team uses is a version-& &uthye r 6 sionor gani z |

chart,colocoded to i ndicate

degrees

of ficonversiono to
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This Atraffic |light charto al | owaen,trpiningjoeotheér attergionaitgaleor s t o
helps them identify departments or groups that are particularly likely to have problems with the new tools. Some of
these problems can be particularly serib@specially where jobs are threatened by the newtdogni s 0 St eve d s

team has developed strategies for mitigating t-hem. On.
convertedod project ambassadors are positioned in depa
problems whenthe appear or to make sure conflicts fAbubble upo

Business Process Rengineering

At the intersection of technology readiness and organizational readiness, business prengseeeng (BPR) is

where much of the value of busises i nt el | i gence is created. I n the BPR t
between the current way of doing things, and the best possible way to do them. This requires an understanding of the
needs of the business as well as knowledge of the cigabdf technology, so that the team can go beyond the

guestion, fACan the tools do what t he bmuasethanghe businessnt s ? 0
realized was possible?0
The term fiprocessesO i n ds,hhesvaycthe datadasxtransformed,lowngrehip ofbdatas i n e s s

report reviews by business users, and more. One example is the way that conversion rates of calls to orders was
calculated; before the Bl project, different departments such as telemarketing, éulfjlemmd accounting may have

had different ways of calculating the same metric. The Bl team introduced a standard approach by implementing a
process to determine metrics that are commonly adhered
trutho that the business could use to make better deci

Vijay Manickam:fiThe process of consuming data by the business was not standardized-before
without any governanceBl introduced data governanceand data stewardship standardized the
definitions, improvised the insights into data and delivered the data at the right time to the rightpeople.

The BPR track is where the needs of the business are translated into action items for the Bl deVelopensu s 6 s
Vijay Manickam helped GuthiRenke devel op a fdAget well pl ano. i We came
we said O6Letds try to understand what is going on. L €
organi zation at this point . @@ peffarmed, arsd propmsed wagls taaimproveh e wa |
them. These action items, along with explicit requests from the business, were prioritized according to their potential
for creating value. Al t hough | ed by lIrtinentst he effort i s |

Vijay Manickam iThe busi ness of cour se shares ownership
Intelligence team in the capacity of the VP of IT. However, Bl is driverBbginessinterests! The

prioritization of what needs to be made available doalysis is completely owned by business. We

|l everage their expertise for validation and approva

BPR at GutbRenker proceeds in several il evel so of both cur
members of the businease invited to collaborate with the IT team. At the first, highest level meetings)ehigh

managers are invited to help IT leaders understand the major activities of the enterprise, and determine what kinds of

Bl capabilities are needed. At the secdenkl, middle managers might be brought in to explain the processes and
transactions that make up a particular HigNel activity. This allows the IT staff to begin planning the technology

solution, and to identify the specific hanols users that will beising the tool. In a third or fourth round of BPR,

these handsn users are brought in, and IT can begin to write training manuals and SOPs (standard operating
procedures) for the yb-be-built systems.

The BPR track goes haiid-hand with technology egliness and organizational readiness. It supports technology
readiness by helping IT to understand business problems and determine the solutions that they must implement. It
supports organizational readiness by giving business users a chance to pairitimatevelopment and make sure

the tool suits their needs. When business people feel that their input is incorporated into the development process,
itds far more |likely that theydll Abuy ind and feel p o

Goverring Bl

One of the lessons GuttBenker has learned from experience is that a successful project requires effective
governance. The three project management tradexhnology readiness, organizational readiness, and business
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process re&ngineeringi are werseen and reviewed by a project management office (PMO), and theiethajh

agenda is set by a steering committee includinglé¥fl executives from several departments. These layers of
governance serve two important purposes: to learn and improveffioeency and effectiveness of project
implementation, and to make sure business intelligence remains aligned withRsgithyk e r 6 s st r at egi ¢ &
objectives.

The steering committee is fortunate to have the sponsorship of-Buthy k e r 6-€EO,Mewin Knee and Ben

Van de Bunf. Their sponsorship of the project gave it the momentum it needed to begin winning the trust of
managers who had been disappointed by the previous Bl implementation, and encouraged the steering committee to
align Bl withthec ompany 6és strategi-di 9bij plcitmary .t &asm,a tnmud t ¢ o mmi
prioritize BI initiatives, taking into consideration
departments to agree on which projects will beedfirst makes each of them think about whichthadir projects

will have the greatest impact on performance. Being involved in the governance committee motivates executives to
take Aownershipodo of the Bl r epor tesheimemployeesugeahein.l i t i es t h

Though Steve, Manish, and Vijay are all part of the IT team, they stress that business intelligence would be doomed
to failure if It came to be seen an Al T pr ojeanmay 0. At
Guthy-Renker does busine$sto create new ways of evaluating performance, uncover hidden opportunities, and
make new informatiofbased strategies possible. IT has an important job to do as far as architecting and building the
technology, but it ishte partnership with other departments, and the multidisciplinary leadership, that makes Bl a
Adi gital transformationd project. I n the next section

A New Architecture for Business Intelligence

The changes implemeaad at GuthyRenker are best visualized by comparifigure6, the state of data processing at
Guthy-Renker before the first business intelligence project, Rigure7 , the BI t e aThé earlieg 0 a | S C ¢
FoxPrebased IT system was characterized &y flata sources, a few simple reports for a limited group of users,

and several labeintensive manual steps (represented by the blue arrokigune6).

Fulfillment
Centers

Inbound 7}
a
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™ g .
Marketers Marketing

- v Fo).zPro - } —

web 7 Reporting
Orders

Accounting
& Finance

Figure 6. Processing data at GuthyRenker before Bl

* Founders Bill Guty and Greg Renker are now-Ehairmen of the Board.

® For more on the role of executive sponsors and the steering committee, see Eckerson (2009). This industry white
paper was specifically shared and recommended by the principals of this case study.
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One of the implications of the manualeffo r equi red i n the fibefored scenario
capabilities to the system. FoxPro developers already spent many hours gathering and formatting data to be put into
FoxPro, and many more hours querying the database and prodeparts. Adding new data sources and producing

new reports would have multiplied their work. To get from this scenario to a practical business intelligence
implementation required not just an increase in scale or computer power, but aaveitdcture

Figure7 shows the ideal business intelligence architecture envisioned by Steve, Manish, and Vijay. A key difference
is that all data sources supply data directly to a business intelligence system (suldtcawarehousé see next

section), by way of @tomatic ETL (extract, transform, and load) tools, so that IT staff no longer have to manually
load data every day, week, or month that they are produced. Then developers and analysts who want to produce
reports deal di r ect | yhaws totwbrry abbut theRjuirkssagdsidiosyntracies of the atiginald t
data sources.
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Figure 7. Intended Bl architecture at Guthy-Renker

In order to achieve the ideal architecture, therefore, IT had to first get to work upgrading itsthelsicehes

capaliities and automating the most tedious work. Some of the first improvements were the implementation of
audi t s, bal ances, and checks (AABCO) to improve #dAdat a
done in data loading. One these tasksenxcomplete, the Bl team was able to add new data sources and roll out new
reporting tools for a wider range of business users. The next section describes the components of the business
intelligence system Guthirenker is building.

Elements of a Businesktelligence Solution

Data source systems

Part of implementing a business intelligence solution is identifying and locating the relevant data within an
organization. These may be structured data stored in relational databases, or unstructured datprkagsieets

and other formats. They may be dispersed among departments and functions, or centralized-RneGuthye r 6 s c as e
most of the data originates from its partners and vendors, each of which may use different technologies and terms.
Potential protems include redundant data, stored in multiple sources with varying levels of accuracy and
completeness.
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Enterprise Data Warehouse (EDW)

A data warehouse is a central repository for organizational data, built to ensure that all data is validatezhtconsist

in its definition, and permanently stored for historical analysis. It solves the problem of redundant and inconsistent
data sources, by reconciling all data into fione versio
on. GuthyRenler is in the process of rolling out an EDW, and currently usespanational data store (ODS)

instead, a more dynamic kind of data repository with the principal difference being the lack of complete data history.

Extract, transform, load (ETL) tools

Dam from diverse sources are fAcleanedo, rendered consi s
of an ETL tool. Before GuthiRenker adopted business intelligence, its FoxPro developers had to clean and
transform data manually by manipulatiogmplex Excel spreadsheets, wasting countless hours. Implementing ETL
software to automate t-theascewmersld Wwasx d hmaj dnr eiigheduipnd he
level functionalitylike providing new reports for business users.

Reports, Dashboards, Scorecards, and Alerts

From the point of view ofmost business users, business intelligea@bout asking business questions and getting

ti mely answer s. There are a number o f Refortscanebedaiy,c e s o by
weekly, monthly, or ordemand documents that provide information in a-gefined format. Guth Re nk er 6 s
reporting capabilities have significantly matured from the FoxPro days; with Cognos they can provide more types of
reports, faster, with analysi charts, graphs, and other content that was not possible bBsskboards and
scorecardsrepresent simple interfaces that allow users to monitor a small detyoperformance indicators

(KPIs) in near reatime via a computer screen, web page, or teobevice.Alerts are software programs that

monitor KPIs and send anneail or some other kind of message when a condition is met, such as a KPI falling

below acceptable levels.

Analytics/Cubes

In addition to predefined reports, dashboards, scorecaadd, alerts, business users also need to be able to ask one

of f, fgaeaties of the data, and receive answers on the fly. Some of the tools for this idetadearts and

OLAP cubes bounded subsets of data prepared for specific types of questidnb, agin be queried much faster

than the entire data warehouse. Power users and professional analysts have always demanded these capabilities, but
the trend in BI software design is to try to make them more accessible to common users. Reports, dashboards,
scorecards, alerts, and analytics interfaces like OLAP cubes serve different goals for different users. They may serve
operational, tactical, and strategic purposes for everyone from line managers to executives, casual users to
professional analyst$igure 9 (next page) shows what some of Gukbg nker 6 s report , dashboal
interfaces look likeTr i nus descri bes these interfaces in terms of

Figure 8. The Bl continuum
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