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Information has an intrinsic value that yields higher returns the more it is leveraged, shared, and
managed — just like financial or human capital. Forward-thinking organizations recognize that in order
to transform their business, they must treat enterprise data as an investment, and the highest returns
often come when information is deployed to large numbers of people.

A number of businesses are already proving this today through innovative business intelligence (B)
applications. For example:

= Ace Hardware shares relevant information with all of its stakeholders — from store managers,
field staff, and professionals in finance and marketing, to customers, franchisees, retail partners,
and suppliers — to enhance decision-making, improve vendor performance, and increase the
effectiveness of merchandising programs

U.S. Bank delivers vital information to more than one million business clients, helping them to
monitor debit, Visa, and MasterCard transaction data online to better track corporate spending

La Caixa Bank, Spain’s largest savings bank, has grown its small-to-midsize business (SMB)
customer base by nine percent in just 10 months, and increased the profitability of that segment
from 10 percent to 16 percent, by providing staff at 5,000 branch locations with data that helps
them to identify clients with the greatest likelihood of purchasing certain products so they can
develop more targeted campaigns

Ford saves $60 million each year by letting 14,000 dealers, warranty specialists, and warranty
consultants see how well they stack up to others in warranty claims and related repair costs

= ThyssenKrupp, a leading materials manufacturer, strategically leverages information to support
a major purchasing initiative, giving staff greater visibility into purchasing operations to increase
productivity and accountability, and achieve economies of scale through consolidation and other
cost-cutting measures

So, what's the problem? According to a recent study conducted by IDG Research Services and
Information Builders, the way companies think they need to deploy Bl is quite different from the way
they actually do. Although companies realize that they need to make it available to as many people
as possible, they are only rolling out advanced Bl capabilities to executives and senior managers.
Frontline workers, as well as customers and partners, are left struggling to access the vital information
they need to drive better business performance and greater competitive advantage. As a result,
organizations may be failing to reach the full potential of their Bl investments.

The goal of the study was to assess the current mindset towards information assets, and to learn more
about how today's businesses are approaching information management. The results demonstrated
that the majority of companies are well aware of the importance of leveraging enterprise information
management (EIM) and analytics to align strategy and resources, enhance business performance, and
improve customer relationships.

Three-quarters of respondents agree that their organizations use information to align strategic goals with
day-to-day operations, but only 58 percent are empowering all employees with the data they need to make
effective decisions.

However, the survey also highlights the fact that most businesses have yet to tap into the full
potential of their business intelligence and analytics solution investments. Substantial disconnects still
exist between Bl investments and more pervasive deployments, hindering the success of
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information management strategies. Given the importance of vital, timely information in strategic
planning and tactical decision-making, those disconnects have the potential to negatively impact
business performance in a big way.

Who Participated in the Survey

. A total of 401 people participated in the survey. Overall involvement in Bl activities was consistent
Survey demographics

include organization size, across all regions, with half of the respondents indicating that they are consumers of information, and
industries, and region. 45 percent claiming to take part in data discovery activities.
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This research brief will highlight some of the survey’s key findings, including how many enterprises
withhold information from operational workers and external stakeholders such as customers and
partners. It will also discuss the ways in which users prefer to access and use information, and outline
some of the obstacles that are prohibiting more widespread deployment of reporting and analytics
in today’s enterprises.
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Some Users Still Aren’t Benefiting From BI

One of the most compelling observations made from the research is that true Bl pervasiveness
remains an elusive goal. When it comes to the ability to access and analyze vital enterprise data, huge
gaps exist between executives and knowledge workers, and those on the front lines who carry out
day-to-day tasks and activities. In fact, the importance of sharing information decreases as one moves
down the organizational ladder, and outside of the organization.
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Minding the Gap.
Providing data access

to staff at various levels
in the organization is
important, according to
survey respondents. But
the perception is that
companies are falling
short, in most cases, in
sharing data effectively,
illustrated by “the gap”
in each chart. External
Partners and Suppliers,
however, are the two
groups for whom the
perception exceeds the
stated goals.

Pervasiveness and high user adoption — at all levels of the business and beyond — are required

in order for Bl and information management investments to fully pay off. In most organizations,
however, executive management, mid-level management, and knowledge-workers appear to be
the primary focus of information delivery efforts. They've got advanced Bl and analytics right at their
fingertips, while those in operational roles don't. In fact, this group of stakeholders reported the
lowest usage of Bl and analytics, with less than half claiming to have access to reports prepared by
others. Thirty percent of the operational employees polled claimed that they are not involved in any
Bl activities at all, compared to only 9 percent of knowledge workers and 14 percent of IT workers.

External Stakeholders Lack Data Access Capabilities Too

Companies are also falling short when making Bl and analytics available to their external stakeholders.
Sixty-eight percent of respondents agree that “my organization is committed to helping our
customers and partners make better decisions and as such shares not only relevant data, but

also analytics with customers/partners to create greater alignment and value.” Within these same
companies, only 50 percent consider customers to be a top priority when it comes to information
management. Even fewer — less than one-third — place a high importance on the information delivery
needs of external partners and suppliers.
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This is a missed opportunity for today’s organizations. Openly sharing information beyond the
enterprise offers a host of advantages including improved customer service and loyalty, new
revenue streams, competitive differentiation, a streamlined and more efficient supply chain, reduced
operating costs, and much more.
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The Importance of
Sharing. As workers move IT Not Focused on Creating Enough Value With Information Capital
down the organizational To maximize value, organizations must tap into their enterprise data in new ways. Information must
ladder - from executive be effectively | d at all levels to drive innovation, build st ¢ lationships, and
management to operation- e effectively leveraged at all levels to drive innovation, build stronger customer relationships, an
al employees - or even generate new revenue.

outside the organization,

the importance of sharing Survey responses show that these are not the primary motivators when it comes to creating
information drops dramat-

ically, according to survey and executing information management strategies. While enabling better decision-making and
respondents. increasing productivity will deliver benefits, the ability to use data to drive profits, build higher levels
of retention and market share, and grow through innovation will be the new frontier for companies
seeking to truly maximize their information capital.

eways

Neways, a leader in personal care, household, and health and wellness products, has
created a new profit center by building self-service, automated, web-based dashboards that
enable independent distributors to gather information to boost revenue and profitability.

nsperity
s u ccess Insperity, a provider of HR and business solutions, built an enterprise
With Our Solutions reporting environment that delivers information to employees and clients,
streamlining operations to reduce costs and improve customer service.

FDS Canada

IFDS Canada, solutions provider for investment fund managers, is strategically

using Bl to help clients make more informed business decisions, differentiate

itself from the competition, and improve customer retention.
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Achieving Information-
Sharing Goals?
Respondents have clear
ideas about the motivat-
ing factors for sharing
information: improve pro-
cesses, decision-making,
employee productivity,
and customer relation-
ships, and better align
operations with strategy.
But the results in many
cases imply that organiza-
tions are struggling to
convert these goals into
actual achievement, with
glaring gaps between
these motivating forces
and the real benefits
achieved. The anomaly

is in the “Reduce fraud
and waste” category,
where EMEA respondents
perceive that this goal is
being achieved.

Il U.S.respondents

[ EMEA respondents

Improve decision-making capabilities

Goal 68%
Achieved 52% 16% gap
Goal 63%
Achieved 48% 15% gap
Improve employee productivity and performance Goal 62%
Achieved 40% 22% gap
Goal 56%
Achieved 50% 6% gap
Better alignment of operational functions with strategic goals Goal 64%
Achieved 40% 24% gap
Goal 54%
Achieved 37% 17% gap
Improve processes Goal 64%
Achieved 38% 26% gap
Goal 50%
Achieved 41% 9% gap
Drive innovation and growth Goal 52%
Achieved 32% 20% gap
Goal 54%
Achieved 39% 15% gap
Strengthen customer relationships Goal 61%

Achieved 41% 20% gap

Goal 48%
Achieved 41% 7% gap

Generate new revenue
Goal 45%

Achieved 28% 17% gap

Goal 35%
Achieved 29% 6% gap

Reduce fraud and waste Goal 32%

Achieved 27% 5% gap

oal 26%

Achieved 27% No gap; goal met
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The ability to use data

to drive profits, build
higher levels of retention
and market share, and
grow through innovation
will be the new frontier
for companies seeking
to truly maximize their
information capital.

Percent of respondents
who “frequently” or
“occasionally” solicit
input from various user
groups regarding their
information delivery

Although U.S. companies seem to place more emphasis on these areas than their counterparts in
EMEA, the fact remains that across the board IT has yet to appropriately prioritize business drivers in
a way that will fully reap the value of Bl applications. This further demonstrates the pitfalls associated
with a limited understanding of the information needs and preferences of customers, operational
employees, and business partners. To achieve these goals, information must be readily available to
each and every stakeholder, whenever and however they need it.

Enterprises Have Narrow Insight Into User Needs

Business analytics and information consumption needs — frequency, format, ease of access, etc. - vary
greatly from one individual to the next, based on their role, responsibilities, skills, and knowledge. To
effectively share information among different user groups, organizations must fully understand the
requirements and preferences of each.

As mentioned previously, innovation and growth are not top priorities in information management
strategies. This relates to another troubling issue: according to the study, companies are failing to
solicit input about how customers, operational employees, and business partners may need or want
to access and consume information. Responses show that the information delivery preferences of
top-tier employees are actively sought out, while those of second-tier and external stakeholders

are often overlooked. This indicates that the approach to information delivery and Bl is still very
knowledge-worker-centric and the selection of solutions and other related decisions are made in a
top-down fashion.

More than 80 percent of respondents claim that they regularly solicit feedback from their executive
and mid-level management teams, and 70 percent frequently gather similar sentiment from their
base of knowledge workers. Yet only 55 percent are making an effort to understand the information
needs and preferences of their operational and frontline employees.

External constituents seem to be the furthest removed from the feedback loop. Just 51 percent
of respondents attempt to gain insight into the information needs of their customers, and only 41
percent claim to do the same for their external partners. Suppliers fare the worst, with a mere 34

preferences. percent of organizations exploring their information needs.
@ @ @ O
Executive Knowledge Operational/ Customers External Suppliers
management workers front-line partners
employees
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A variety of tools are used
to access, integrate, ana-
lyze, and disseminate
information to various
stakeholders within and
outside the organization.

Bl strategies are driven
largely by the needs of
power users, knowledge
workers, and others in
information-intensive
roles, but there is a lack
of insight into how many
information consumers,
such as customers and
operational employees,
want to access and use
enterprise data.

Tools vs. Apps and Dashboards: What Do Users Really Want?

The study also confirmed that approximately half of all users interact with Bl by consuming and
reviewing reports prepared by others, while 45 percent perform data discovery-related activities. A
much smaller user base (38 percent) uses tools to build their own dashboards and queries, while even
fewer (31 percent) build reporting applications for others.

Although there appears to be far more people who consume information, rather than write reports
or perform complex analysis on their own, companies tend to rely on tools as much — if not more so —
than function-specific solutions and apps.

Personal

productivity tools Seerdh Self-service
dedicated Bl

Data
discovery
240/ 29% Custom QG
- apps or Mobile
applications apps

Function-specific .
Dashboards solutions/ 23%
applications

4 4 /O General statistical/

analytics/data
Ad hoc/ mining tools
custom tools

This reinforces the belief that while Bl strategies are driven largely by the needs of power users,
knowledge workers, and others in information-intensive roles, there is a lack of insight into how
many information consumers, such as customers and operational employees, want to access and
use enterprise data. This gap makes it nearly impossible to effectively and economically deliver
information to the masses.

Obstacles to Widespread Deployment

Respondents indicate the desire to share information not only with the top tier, but also employees,
customers, and business partners. But many believe that there are significant roadblocks to achieving
this vision, and to realizing the accompanying benefits.
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True Bl pervasiveness depends on being more inclusive than the traditional, business analyst-centric
approach, as well as a deep understanding of the unique needs of each user group. But there are other
requirements, including the ability to tightly integrate information sources, and ensure the consistency
and correctness of data. Not surprisingly, cost is perceived to be a problem for many organizations.
However, costs can be minimized by moving away from a tools approach and deploying function-
oriented solutions and information apps instead.

Difficulty finding the right : Technology integration challenges
technology/capabilities :
....................................................................... : : Concerns about user adoption/need
Concerns about the cost of ) for training
technology investments
............................................................... \ Sharing information beyond
: the management level is not
supported/encouraged

Concerns about data quality
and/or reliability

Internal politics and/or the
requirement for significant changes

................................................................ to the organizational culture
Requires too many IT staff resources

None
Concerns about the ability to
accessthedatawe need from
internal or external sources Don’t know

v

The top challenges or
inhibitors hindering the

widespread sharing of
actionable information aStercard
with all stakeholders. Mastercard’s reporting tools proved too cumbersome, requiring a detailed understanding

of data and a restrictive licensing policy that limited their extensibility to multiple business
domains. The company developed targeted reporting solutions for many areas of its
operation. By enabling an unlimited set of Bl assets to be delivered to employees and
customers, Mastercard has reduced administrative costs while enforcing data integrity.

ClaimsPro

ClaimsPro, a Canadian provider of claims and risk management solutions,

helped to drive global expansion by replacing custom reporting processes
S u ccess with an intuitive Bl environment that enabled non-technical users to satisfy
With Our Solutions their own information needs. A comprehensive yet user-friendly dashboard
now provides managers with the ability to track vital metrics, such as revenue,
work in progress, and quality assurance, and drill down to more detailed

data to investigate problems. This increased visibility into claims activity has
improved efficiency, and will boost revenue generation as ClaimsPro expands
into international markets.
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The more information is shared, the more value it creates. The IDG Research study clearly shows that
organizations understand this concept.

However, most organizations continue to limit the availability of vital information to certain user
groups — such as operational employees, customers, and business partners — and lack insight into
how those users prefer to consume enterprise data. Many organizations also continue to rely on
tools rather than consumer-like, function-specific solutions and applications, further hindering the
widespread deployment of Bl and analytics.

To reap the full advantages of their Bl and analytic solution investments, organizations must promote
the availability of timely, complete information to everyone inside and outside the enterprise.
Companies must close the information delivery gaps that exist between executives and knowledge
workers, and operational and external stakeholders, to make information available to each user group
based on their specific preferences and needs. They must also overcome various other obstacles

— questionable data quality, lack of integration, corporate culture, and cost concerns - that are
prohibiting true Bl pervasiveness.

To realize maximum returns — improved strategic direction, real cultural change, and strengthened
relationships with key stakeholders — on their information investments companies need a
combination of robust business intelligence, integration, and data integrity solutions. By seamlessly
unifying data from all enterprise sources, ensuring its quality and completeness, and making it
instantly available to all users in their preferred format, these solutions can empower organizations to
reach the full potential of their information capital.

Conclusion 10




Worldwide Offices

Corporate Headquarters
Two Penn Plaza

New York, NY 10121-2898

(212) 736-4433

(800) 969-4636

Infarmation
Builders

United States
Atlanta, GA* (770) 395-9913

Baltimore, MD (703) 247-5565
Boston, MA* (781) 224-7660
Channels (770) 677-9923
Chicago, IL* (630) 971-6700
Cincinnati, OH* (513) 891-2338
Dallas, TX* (972) 398-4100
Denver, CO* (303) 770-4440
Detroit, MI* (248) 641-8820
Federal Systems, DC* (703) 276-9006
Florham Park, NJ (973) 593-0022
Gulf Area (972) 490-1300
Hartford, CT (781) 272-8600
Houston, TX* (713) 952-4800
Kansas City, MO (816) 471-3320
Los Angeles, CA* (310) 615-0735
Milwaukee, WI (414) 827-4685
Minneapolis, MN* (651) 602-9100
New York, NY* (212) 736-4433
Orlando, FL (407) 804-8000
Philadelphia, PA* (610) 940-0790
Phoenix, AZ (480) 346-1095
Pittsburgh, PA (412) 494-9699
Sacramento, CA (916) 973-9511
San Jose, CA* (408) 453-7600
Seattle, WA (206) 624-9055

St. Louis, MO* (636) 519-1411, ext. 321
Washington DC* (703) 276-9006

International
Australia*

Melbourne 61-3-9631-7900
Sydney 61-2-8223-0600

Austria Raffeisen Informatik Consulting GmbH

Wien 43-1-211-36-3344
Brazil InfoBuild Brazil Ltda.
Sdo Paulo 55-11-3285-1050
Canada

Calgary (403) 718-9828
Montreal* (514) 421-1555
Ottawa (613) 233-7647
Toronto* (416) 364-2760
Vancouver (604) 688-2499
China Information Builders China
Beijing 86-10-5128-9680
Estonia InfoBuild Estonia OU
Tallinn 372-618-1585
Finland InfoBuild Oy

Espoo 358-207-580-840
France*

Puteaux +33 (0)1-49-00-66-00
Germany

Eschborn* 49-6196-775-76-0
Greece Applied Science Ltd.
Athens 30-210-699-8225

Guatemala IDS de Centroamerica
Guatemala City (502) 2412-4212

India* InfoBuild India

Chennai 91-44-42177082

Israel SRL Software Products Ltd.
Petah-Tikva 972-3-9787273

Italy Information Builders Italia S.r.l.

Agrate Brianza 39-039-596620

Japan KK Ashisuto

Tokyo 81-3-5276-5863

Latvia InfoBuild Lithuania, UAB

Vilnius 370-5-268-3327

Lithuania InfoBuild Lithuania, UAB

Vilnius 370-5-268-3327

Mexico

Mexico City 52-55-5062-0660

Middle East Innovative Corner Est.

Riyadh 966-1-2939007

® [rag ® Lebanon ® Oman ® SaudiArabia
m United Arab Emirates (UAE)

Netherlands* Information Builders (Benelux) B.V.
Amstelveen 31 (0)20-4563333

Nigeria InfoBuild Nigeria

Garki-Abuja 234-9-290-2621

Norway InfoBuild Norge AS c/o Okonor
Tynset 358-0-207-580-840

Portugal

Lisboa 351-217-217-400

Singapore Automatic Identification Technology Ltd.
Singapore 65-69080191/92

South Africa

Fujitsu (Pty) Ltd.

Cape Town 27-21-937-6100

Sandton 27-11-233-5432

InfoBuild (Pty) Ltd.

Johannesburg 27-11-510-0070

South Korea UVANSYS, Inc.

Seoul 82-2-832-0705

Southeast Asia Information Builders SEAsia Pte. Ltd.
Singapore 60-172980912

® Bangladesh ® Brunei ® Burma ® Cambodia
® |[ndonesia ® Malaysia ® Papua New Guinea
m Thailand = The Philippines ® Vietnam
Spain

Barcelona 34-93-452-63-85

Bilbao 34-94-452-50-15

Madrid* 34-91-710-22-75

Sweden InfoBuild AB

Solna 46-7-024-656-50

Switzerland

Dietlikon 41-44-839-49-49

Taiwan Galaxy Software Services, Inc.

Taipei (866) 2-2586-7890, ext. 114

United Kingdom*

Uxbridge Middlesex 0845-658-8484
Venezuela InfoServices Consulting

Caracas 58212-763-1653

*Training facilities are located at these offices.

Connect With Us informationbuilders.com  askinfo@informationbuilders.com DN7507501.0913

Copyright © 2013 by Information Builders. All rights reserved. [113] All products and product names mentioned in this publication are trademarks

or registered trademarks of their respective companies.




