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Turning Data into Action .-,

Businesses are "activating” their
gnterprise data warehouses 1o
increase business value.

here’s no point in doing business intelligence
without launching an active data warehouse.
S0 savs Laura Johnston, vice president of CRM
and loyalty at Travelocity, “It's hard 1o be rele-
vant if you don't undesstand who the customer
is and can't access information,” she says,
Travelocity, which launched its Travelocity
Guarantee and Customer Bill of Rights last year
to appeal to consumers” desires for personalized
service and offerings, is in the process of
becoming even more relevant by moving to
an active data warehouse. Companies like
Travelocity are “activating” their warehouses by
blending curtent and historical data from across
the enterprise, allowing them faster and compre-
hensive access to the information needed to
solve complex business problems, Travelocitys
Teradata-powered warehouse, for example, will
enable the travel services company to gather
actionable data in real time because it offers
complete data integration with shared views.
Like Travelocity, many companies angé discov-
ering the need to create an actionable data
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wirehouse. Clay Young, senior vice president
and cofounder of ProClanty, points to the
changing competitive landscape and the néed to
make informed decisions as to the reasons
fueling this shift. "If you don't have the neces
sary information to acquire or delight the
customer, then you'ne at & competitive disadvan-
tage,” he says, adding that CRM systems are
sometimes used alone as simply “glorified”
contact management systems. "Innovative
thinkers...want 10 maximize profitability and get
the dominant share of wallet for the goods they
sell,” e says,

To achieve that goal companies must leverage
thelr data warehouses, not just use them for
storage, 4ays Jack Schember, marketing manager
at Melissa Data. “We're seeing more of an

Success Is Sweet With "Active” Data

Whan lsrasd-based confectionar Elite Industies marged with dairy suppher Strauss Fresh Foods (o

form Strauss-Elita, the company had to alter its markening tactics to manage the doubla-digit growth

of s nenw chocolate and coftes busmess. The only way 10 do 50 was 1o ncorporate data miefhgence
| and a data warehousing mitiative o 1he pew coiporate Strsciue.

& anahysis 10 make moVEmEnts.

"To be compeatitve we had 1o dhange.” says Rafael Yankowitch, director of busingss
intalbpence and enterprise portals at Strauss-Elte. "The only way 0 know what warks
& 10 e able 1o anahyze the data” At first the company anatyzed the dara postmactem, In
athir words, Yankowtch sayvs, 1he organaton examaned the old processes and brand

| Mo, by using a business imeligenca (Bl) system from SAP the company tracks data
of & dally basis 1o make ConUNUOUS MORoWEMEnts 10 products and processes. Cufrantly, the Bl sys-

tem draws data from the company’s CRM system and producton units; Strauss-Elite also is mte-

grating the Bl system wath ts ERP system, with completion scheduled for md-2007
: Yankowitch says marketing and quality control stafl anabyre the data feeds, which congsist of gross
; sales, returns, long shall e, customer dacounts, Imancial analyais, gross profits, balance sheets, dis-
tribution data, sales incentives, mentary conttol, markat share data, and customer complaints. “We
believe cur analytics efforts would nat be successiul if the database wasn't enterprisewide.” he says

“If you don't have the necessary
information to acquire or delight
the customaer, then you're al a
competitive disadvaniage.”

awareness of how to intelligently use a data
warehouse,” he says. "l feel that data ware-
housing is a legacy term=you put data in there
and it doesn’t do anything. That thinking now
has changed. Companies are realizing that data
is an essential part of thetr business.”

Harte-Hanks  Managing Director  Lisa
Hamilton savs she seés companies adopting a
holistic approach when it comes to database
marketing and business intellipence. “We see a
resurgence of measuring emotions and  reten-
tion. Companies are taking a complete view, bul
now they're taking action in a holistic fashion,”
Hamilton says. In essence, she says, companies
are integrating their data silos and processes and
moditving their operations in efforts to optimize
their relationships with customers.

This shift, however, requires organizations to
overcome the inherent challenges of breaking
down silos and pulling data from all parts of the
company. Additionally, before transitioning to
an active data warchouse, companies should
decide upon the right techniques before building
an analytical model, such as deciding which
customers will respond to which messages. They
should also develop a plan for use, and list the
expected benefits like real-time customer feed-
back, then decide which elements to measure,

Additionally, companies must narmow and set
key related definitions prior to deploying the
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active data warehouse, says Howard Dresden,
chiet strategy officer ar Hyperion Solutions.
“When they say ‘customer’ what do they mean?
When they say, ‘revenue and profit® what do
they mean?™ Dresden says, "It's about knowing
those relationships and making that commit-
ment on & senior level that evervone will do it
the same way.”

Travelocity’s Johnston calls the company's
transition to an active data warehouse a
jourriey, and syl it's about realizing increased
business vilue—putting the data in one place,
removing latency issues, integrating the fromt
end and back end, and removing isolated silos
of infarmation. [nstead of executing campaigns
based solely on shopping behaviors, Travelocity
will soon begin to add layers of relevance to
build Increased loyalty. “We got the plumbing
bullt,” she says, “and now [t about getting
mare sophisticated with what we send through
the pipes.” £ Mila D'Antonio
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Enterprise Decision Evolulion As business needs evolve, o do the requirements of the |
data warehouse. A1 s basic lvel, the dats warehouse simply reports what happened. At its highest
svolution=the active dala warehouse—1he warehouse is capable of making events happen.
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gnterprise decision evolution
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data warehousing foundation
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