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Introduction: Empower your company to
answer critical business questions

All around the world, businesses like yours
need to answer questions quickly and
correctly if they want to be successful:

« Who are our most profitable customers?

« How can we make our merchandising and
promotions more effective?

« Which bundles of products and services
are the most attractive to customers?

« Can we better match our supply to
customer demand—and make better use
of our working capital?

Getting quick answers isn’t easy. Even as
your business fills hard drive after hard drive
with data about your transactions, customers,
suppliers and partners, the data still has to be
analyzed to be useful.

Building a solution from the ground up means
fighting twin enemies: time and cost. Data
warehouses can be expensive and time-
consuming to deploy. Analytics software
takes time to configure. And even after
everything is in place, the software can be
too complicated to use without hours of help
from IT. You need a way to simplify and speed
deployment of critical business analytics.

Accelerate your time-to-value with
prebuilt data warehouses

IBM® InfoSphere® Warehouse Packs help
your business deliver data-driven answers,
fast. The packs are add-ons for InfoSphere
Warehouse and the IBM Smart Analytics
System. They come complete with physical
data models and sample IBM Cognos®
reports based on the business issues that you
face every day. Think of them as solution
accelerators designed to dramatically reduce
your data warehousing project time, business
risk and deployment cost.
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Currently, IBM offers three InfoSphere
Warehouse Packs:

« Customer Insight: Find out everything
you need to know about your own
customers to help reduce churn and
increase sales and profits per customer

« Supply Chain Insight: Detect problems and
manage logistics to get the right products to
the right customers, at the right time

- Market and Campaign Insight: See what
products and services customers purchase
together, so the most profitable items can
be cross-sold and cross-promoted for
greater overall revenue

Exactly how do these packs help you discover the right answers? Let’s find out.

Picture yourself in the following scenarios...

Introduction Scenario 1: Customer
retention

Scenario 2: Supply and Scenario 3: Marketing Actionable Resources
demand management optimization information
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Scenario 1: Customer retention at
an emerging-market telco

“How are we going to beat the new competition?”

That’s the question facing Julian Novak, director
of marketing for a midsized Central European
telecommunications company. Another
company —a huge global firm—plans to buy

a small business in the region, with an eye
toward expanding in this fast-growing market.

VY

“What’s your plan for dealing with this? How
will we grow once they get here?” Julian’s
vice president of marketing wants to know.

“Let’s meet the day after tomorrow
to discuss it,” Julian suggests.

&

N
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IBM InfoSphere Warehouse Pack for He sees the following report: Customer Profitability —Europe
Customer Insight

Julian logs into the IBM InfoSphere
Warehouse Pack for Customer Insight,
where he knows he’ll find the data he
needs to answer the questions that

he’ll soon be asked. He starts with the
Customer Profitability report to figure out
where to focus the company’s attention.

1,290 2,903 , ; 30, . . 33,939 16.97% 33,219
3,029 8,903 2,398 f X ) -2,338)  -0.97% 222
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Profit Amount by Country (Actual vs Budget)
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Julian drills down to specific
cities to see if there are local
patterns that can be exploited.
He notes that the most
profitable customers seem
to be located in just a few
of the region’s city centers.

6,382 757,149 123,314
25,009 2,553,167 437 451

From the historical data, Julian sees
that profitability per customer—while

still above industry average —seems Ostrava 336.008 18.99%
to have dipped slightly in the last )
two quarters. He wonders whether Usti nad Labem 5.000 23.68%

there have been an unusual number
of complaints about the service.
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Select Calendar Year* | 2011
Select Country Czech Republic

complaints per 1000 customers

To find out, he brings up a report showing ”

customer complaints. The report displays ® \_\\/
complaints per 1,000 customers, tracked

60

over time, along with the average number [
of complaints over time. '

20

S TS ¢ &
R

Months

Julian sees that complaints seemed to have
spiked to moderately high levels during the
last two months. He drills down and discovers
that some service representatives have higher
complaints associated with them than others.

July 40.120 5.692 3.046
August 40,239 7,623 3,679
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Now Julian decides to analyze customer
turnover, or churn, to see where his company

Customer Churn—Analysis Over Time

6000
might be vulnerable. He wonders if some
of the same factors causing customers to Fis]
complain could be causing the churn. 4000
He calls up the report Customer 3000
Churn—Analysis Over Time 2000
to see the churn trend over the 1000
last year. He pays close attention 0 (I
to customer populatlon.factors 2000
such as renewal, returning,

. -2000

lost, new and net gain.

-3000

-4000

2007 2008 2009 2010 2011
' Czech Republic J
[ new renewed I returning B lost @ netgain
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Julian’s hunch was right. Customer churn Next, Julian zeros in on customer

is rising, and coincides with the spike churn by competitor, calling up the

in customer complaints. To get a better report with just a few clicks. With this
sense of how vulnerable the customers report, he can see his company’s

are in major metropolitan areas, where competitive position and realizes

the profit per customer is highest, he drills that customer complaints could
down to the city level to see where the indeed be causing churn in the

most and the least churn is occurring. most lucrative, urban markets.

InfoSphere Warehouse Packs provide commonly used reports and
data structures, but because they run on InfoSphere Warehouse, the
reports can be easily modified and expanded to cover specific needs.

11
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Julian wants to know which products are experiencing the greatest churn, so he accesses the
Customer Churn by Product report. He selects a year from a drop-down menu to call up the report.

Video messaging

Julian sees that churn is
worst for two products that
his company offers: video
messaging plans and
applications. Knowing that
these plans are expensive and
have not been updated for a
while, Julian makes a note to
investigate if some form of
discount promotion could help
to reduce the churn.

Customer Churn by Product

Calendar Year* | 2011 |
Country Czech Republic
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The report also contains some good news. Julian’s
company is doing well in other product categories
where it directly competes with the newly acquired
company in the market—the one that has Julian’s
company worried. That means the big competitor that
acquired the company is not invincible.

Julian then turns to the Customer Churn by
Competitor report. Interestingly, the big competitor
seems to be experiencing higher churn in its existing
markets than Julian’s firm.

In many service-based industries, such as
telecommunications, the identity of the competitor
from which an account is won (or to which an
account is lost) is captured as part of the transfer

process. The Customer Churn by Competitor
report analyzes this data to provide a picture of
where customers are coming from, and where
they’re going when they leave.

Julian realizes that with the right pricing, targeting and incentives, his
company might be able to gain new market share by focusing on the

areas and products where the competition is weakest.

Customer Churn by Com)

Compettor® | Euro-Telefon LTD

[

Plzer

cy |

| Calendar Quartier | new customens | retuming customens | kst
FIHE 1798 2843
FIHEH 1753
3549
SOOI OrOGUCTS MRS Qi COTDRTRLS
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At his meeting with the vice president
of marketing, Julian presents logical, = T T—" Y
data-driven plans—backed up by :
powerful charts and graphs—to
explain what the company must do
to address customer complaints and
lure back profitable customers.

|-=ﬁ!_u__-_~| |
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Scenario 2: Supply and demand management

at a global electronics retailer

“Why are our retailers complaining that they’re always running

out of our most popular products?”

That’s the question facing Mei Li, who
handles logistics for a large chain

of electronics stores. Her best store
manager says he could sell more if his
store had more of the “hot” items—
the most popular digital cameras and
electronics, for example. And he’s not
alone. She’s heard similar complaints
from other store managers.

What can the retailer do to make the
best use of its working capital by better
matching supply and demand—having

enough of the things people want, without
overstocking less-popular items?

Mei Li asks the store manager for
examples of recent stock-outs, and
he mentions a few specific items. One
of the products he mentions is always
difficult to get, but she’s surprised by
some of the others, which are popular
but generally available. She tells the
manager that she’ll get back to him
soon, and starts to investigate.

15
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IBM InfoSphere Warehouse Pack for Supply Chain Insight

Mei Li begins by logging into the IBM InfoSphere Warehouse Pack for Supply Chain Management, which her company recently installed.

She calls up a report titled

It shows a high number for
suppliers (vendors) that are meeting most of
their deliveries and a lower number for
vendors that have a lot of under-deliveries
and substitutions.

Global Food Corp  Furniture CraftInc  Electronet Corp Int Apparrel Inc Cleanchem Inc

B within SLA outside SLA

Vendor Service Level Analysis

Transactions from [Jan 1,2010 -~ to [Dec 31,2010 - Finish

Product group | Cameras & Camcorders jl Digital SLR Cameras j|

Location [ United States jl Los Angeles -- Santa Monica #4 LI

Service level deliveries ordered not delivered  under over delivered  substituted
delvered

Global Food Corp 99.74% 65 217 0 o 0 0
Fumiture Craft Inc 99.12% 45 127 0 ] 0 0
Electronet Corp 94.88% 27 212 0 [1] 0 1
Int Apparel Inc 94.02% 34 300 0 0 0 3
Cleanchem Inc 80.13% 53 157 13 5 21 12
Total 93.59% 224 1013 13 5 21 16

Most of these vendors are coming in at a healthy 98 to 99
percent of their service levels, but

Mei Li knows that
is low enough to account for some of the stock-outs—
including one of the items mentioned by her store manager.

16
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She saves the report to use for a discussion with the

Service level Digital Cameras = Printers SmartPhones Total

problem vendor. To get more details, she runs a similar Cannen Ltd 99.74% | 100.00% 99.52% 99.78%

report, Using this report, Madison Holdings 99.12% | 99.32% 99.23%

§he sees that the problemlvendorl has |OV\{ performance e 94.98% | 96.00% 9552%  95.41%

in several product categories—printers, digital cameras

and high-end smartphones. RTG Corp 94.02% e
Cascade Inc. 80.13%  65.34% 24 64% 56.98%
Total 93.59% 90.17% 72.68% 85.48%
Vendor/Product SLA Matrix

Cognos Viewer - 1.1b Vendor Service Level - by Product

[} Keep this version v | ] » | P BR -~ | [@ = [ addthis report
Vendor Service Level - by Product

Transactions from [Jan 1, 2010 8- ' [Dec 31, 2010 B~ Finish

Vendor [an =]

Lecation |Umloa States :Jl Los Angeles - Santa Monica #4 J ) ,

N servi(el‘:::m ordered o notoelivered]a underm»ﬁ\renm5 meraelimredz‘ substituted - Mel I_I Can also Ca” Up the

e T — 5: g report to compare the

- T performance of several vendors that supply

o the same products.
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| ai..!!’l:: ol

Armed with plenty of accurate,
targeted reports, Mei Li is ready to
discuss the problem with the vendor.
Of course, Mei Li knows that this
one particular vendor can’t account
for the entire out-of-stock problem.

18
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She wonders whether inventory or distribution

problems are also causing product shortages.
She begins by viewing Inventory Levels —
Stock Availability by Product Group for
some of the categories that sell out often.

Mei Li sees that there is a shortage of
smartphones—or a supply that just barely
covers demand—that could cause occasional
stock-outs as demand goes up and down.

Digital Cameras Printers SmartPhones
B on hand + on order (inventory value) M demand inventory value

19
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Since it looks as if there are plenty of printers and digital cameras overall, perhaps the problem is in
the distribution of the items. To find out, Mei Li calls up an Inventory Location by Type Analysis.

WH North

She notices that the (3 oo

report shows far more Is there a problem getting inventory
inventory of printers T to the right warehouses”?

and digital cameras
in some warehouses

than in others.

Mei Li also notices that the
warehouses with the lowest
inventory are served by one
distribution center (DC). She
wonders if that DC is operating
as efficiently as it could.

Digital Gameras
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Perhaps distribution delays are contributing to those warehouse inventory problems.
Mei Li calls up a Distribution Center Throughput report.

DC East is clearly
experiencing delays and
taking several times longer
to process consignments .
than DC West. Extending == Mol 59.45
the time period and rerunning
the report shows that the
problem has been going

on for some time.

21
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Next, Mei Li looks at a report showing the Distribution Center Productivity by Employee.

She can see that productivity per worker is —— |mr P
much lower at the problem DC, compared weight velume
to the utilization rates at the other DCs.

231 267.67
230 301.32
231 280.42

The utilization rates
spark Mei Li’'s memory:
the low-performing
facility recently submitted

a request for more

modern equipment. Time Mei Li’s company has locations around the world with different data

to recommend approval systems, which has always made it tough to compare DC performance.
of those upgrades! InfoSphere Warehouse Packs helps the I'T group bring together data

from all the systems, making performance comparisons easy.

22
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Mei Li now knows how to solve the DC problem, but what about the warehouses?
Many of them have sufficient inventory. She pulls a Load Efficiency Analysis by Carrier report.

Are there problems getting

products out to the stores
that need them?

From this report, Mei Li sees that

Zeus Shipping is much more efficient
in shipping goods along the North
and East routes. She makes a note to
herself—try assigning each carrier only
to the routes that it handles efficiently;
the company can always relax the

rule if unusual demand requires it.

Zeus Shipping Inc
weight capacity
43,420

| volume capackty

Zeus Shipping Inc
weight capacity | volume capacity | % weight use % volume use
43,420 532 76.32% 71.92%
48,872 464 79.11% 77.23%

National Transport Zeus Shipping Inc
W %weightuse M % wolume use
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Already, in less than an hour, Mei Li has others—both inside and outside her
used detailed data and analysis to: company —to help improve the underlying
logistics of the supply system.

« Assess store manager complaints to see

if they are valid Best of all, no part of her investigation

« Flag vendors that are underperforming required that she write code or produce
or unreliable even one SQL statement. Her data was

« Detect inventory and shipping efficiency available —down to the product level or
problems to the level of performance of a single

« Discover a distribution-center productivity employee —with just a few clicks of the
problem mouse. She automatically produced

charts and graphs for discussing

She has called up easy-to-understand, challenges and solutions. She quickly

professional reports that she can use generated reports that can be used

to explain the problems. Mei Li is now to make operations more profitable,

armed with the data she needs to revise more efficient and just plain smarter.

her supply chain and to negotiate with

24
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Scenario 3: Marketing optimization at

a retail superstore

“How do we get each customer to spend more in our stores?”

That’s the question facing Christine Herrera,
who heads retail sales for a chain of very
large superstores that sells everything from
personal-care items to home improvement
wares. The chain’s customer base has
stayed the same for several years, so the
vice president of in-store sales tasked
Christine with developing strategies to
increase the amount customers spend

on each trip.

IBM InfoSphere Warehouse Pack for
Market and Campaign Insight v8.2
Christine knows that she can use

the InfoSphere Warehouse Pack for
Market and Campaign Insight to look
for products that some customers
already purchase in combination, so the
products can be promoted or bundled
together. The tool is a new addition at
Christine’s company, and she’s looking
forward to creating reports that can
help her tease out these associations.

25
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Average Basket Analysis

Product Group  |Lawn & Garden =l

Christine needs to increase the average - I% e
spend per trip, so she begins by calling

up a report showing overall market
basket statistics by geography. First, she
selects the date range she’s interested

in by clicking on dates on a calendar
interface. She selects the most recent
four-month period and calls up an
Average Basket Analysis report.

Breakdown by Customer Residency Area

100

60

.
=]

profit per basket
2

3
i
g
i

0 r & @ ; P £ & 0 @ & @
T el

United States
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Christine is responsible for the Western
United States and California is her largest

Average Basket Analysis

Product Group | Lawn & Garden =l
market, so she drills down on the state. N (- AFECTL.. S,
She clicks on several California cities
to bring up the zip codes for each, and Breakdown by Customer Residency Area

"
o

"
LX)

profit per basket

@

then clicks on individual zip codes. 10 2
Maybe there is some variation to 1a N
what customers are purchasing i i
based on not just their region, but i
also their location within the region. .

0 H

She begins by selecting Beverly Hills,

Number of  Products | Profit Income per  Profit per

i i — i i - Baskets Sold Amount Amount  Basket Basket
Wlth le 9021 O ObVIOUS|y a hlgh end 90210 N 523 1,002 52,298 14,430 = 100.00 ) 27.59
— id- 95815 201 398 12,343 4,102 6141 20.41
market—then tests a mid range 94701 78 132 1.430 1.012 18.33 12.97
and a low-end zip code. Aggregets wz_ 152 M 1954 &8 AN

Christine wasn’t expecting to be able to use the InfoSphere Warehouse Pack
reports so soon—the kickoff meeting to install the pack bappened less than
two weeks ago, and it’s already up and running in time for ber sales project.
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In early spring, many of the retail chain’s
California customers are starting home-
improvement and gardening projects,
and could be encouraged to buy other
store items at the same time. She
knows that one of the top sellers in

the garden department lately has been
a type of ready-made, interlocking
paving stone called “LockingRocks.”
She starts by calling up a Top 5
Associations report that will tell her
the top five products most commonly
bought with the pavers last spring.

She selects the “support” view and sees

that sunscreen/barbecue grills, tools, gloves,
potting soil and lumber were the items most

frequently bought by people purchasing
LockingRocks.

op 5 by support

[Sunscreen] [Barbecue Grills

[Tools]

[Gardening Gloves]

[Potting soil]

M B W N =

Lumber

1 [Sunscreen] [Barbecue Grills]
2 [Tools]

3 [Gardening Gloves]

4 [Potting soil]

5 [Lumber]

Not only are the standard packs reports customizable, but
Christine can use IBM Cognos to build ber own reports as
well. The packs are a starting point and can be used to
expand into larger; industry-based data models.

28
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R

The two categories with the strongest associations—
sunscreen/barbecue grills and tools—aren’t currently
sold anywhere near the garden department. Sunscreen is
located in the sundries section near the pharmaceuticals.
Barbecue grills are in the small-appliance section. Moving
some sunscreen into the garden department, where

the pavers are located, is a fairly easy change to make,
so Christine puts that on her list of action items.

InfoSphere Warebouse Pack for Market and
Campaign Insight v8.2 is designed with reports
immediately at band that are packaged in a way
that communicates and persuades. So Christine
doesn’t need an army of expert programmmers
and data analysts to build ber case.

—
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Christine sees that a very high number of
customer market baskets that contain the
pavers also contain big-ticket barbecue
grills. If the number of people buying

both items increased, it might mean a

big boost in revenue. To verify this, she
looks at the Target Product Influence
report for information about the grills.

In this report, she sees the average
market basket spend, as well

as the average for all baskets
containing the barbecue grills.

Target Product Influence
Analysis based on target product: Gas Grills

t Baskets with % Baskets
argel with targe

Canada

Country Total
Ontario
Quebec
United States Country Total
Georgia

113,721

141,560
5,457,081

404,659
Oregon 487,999
California 797,193
Idaho 218785
Arizona 332,319
North Carolina 432353
New Mexico 268,339

Christine realizes that if more people buy both items,

it could mean a big boost in revenue. But can
she get hard numbers to back up her plan?

150.01%
144.91%
370.05%
212.10%
320.99%
290.51%
442.70%
597.92%
376.25%
324.46%
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% Uplift in Spend

Selecting the “uplift” view, she Quebec
can see that the presence of the o
grills pushes the market basket Cattomia
income well above average. -
North Caralina
New Mexico

% Uplift in Spend Target Product Influence
Analysis based on target product: LockingRocks

weonlsNeBaNS
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Christine now knows that she could
probably increase sales substantially by
cross-promoting these items in both
departments. She has the following ideas:

« Place appealing pictures showing a
barbecue area built with the pavers
in both the garden and small-appliance
departments. Place the purchasing tags
that customers use to buy the pavers with
the grills, perhaps with a sample paving
tile in the display.

« Request that store managers place a
sample grill and promotional signs with the
pavers. Place purchasing tags for the grill
on the promotional signs.

« Move some sunscreen product near the
pavers—and maybe near the grills as well.

In less than half an hour, Christine
discovered some interesting associations
that weren’t obvious at first, identified
simple merchandising changes that could
make a big difference in the bottom line,
and figured out a few options for increasing
the average customer spend per store.

Now that she has the insight and data she
needs, she can incorporate information
from the report—including graphics—into
her planning documents and presentations.
And since she’s been able to do so much in
so little time, she’s confident that she can
do the same for other products. She’ll be
able to find more creative ways to increase
the revenue and profit from each customer
market basket.
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Actionable information, just in time to boost your profits

How do | get

started?

As you’ve seen by following the stories of
Julian, Mei Li and Christine, InfoSphere
Warehouse Packs deliver complete
business analytics capabilities. All you
need to add is your organization’s data.

Guided and self-service tools help you
quickly achieve strategic insight without
relying on IT. The most commonly needed
reports—the ones that help to make or
break profit goals and strategic objectives—

are already precoded and available,
requiring little or no analyst expertise to
produce them.

Building for the future

You can quickly see reports that show you
the kinds of information needed to make
and communicate critical decisions. Dirill
down to the day, postal code, customer
or item level. The packs share atomic
data with the IBM Industry Models so you
can start on a business problem using
your current data and get immediate
answers from the packs—and then evolve
to the more extensive Industry Models

as needed. Data warehouse models are
available for the banking, financial markets,
insurance, retail and telecommunications

industries and offer data warehouse design
models, business terminology models

and analysis templates to accelerate the
development of business intelligence
applications. The Industry Models help
your organization gain a competitive
advantage by enabling the consolidation

of clean, meaningful and insightful data
across multiple channels and products.

Each of the three InfoSphere Warehouse
Packs focuses on business questions

in a particular analytical area. You can
implement the packs individually over
time and ultimately combine them

to form a complete, enterprise data
warehouse. Add a pack and you're
building your company’s future.
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http://www-01.ibm.com/software/data/industry-models

Business answers at your fingertips

Resources

Ready to start using InfoSphere Warehouse
Packs at your company? It's easy. Contact
your IBM representative for more
information, or go online to view hardware
and software deployment requirements.

In general, you can run your warehouse
pack in a typical, high-end Microsoft
Windows XP environment with 3 GB of
RAM. Typical storage requirements range
from 4 TB to 25 TB depending on your
data volumes. The packs are also available
for the IBM Smart Analytics System and
IBM Netezza® deployments.

To learn more about IBM InfoSphere Warehouse Packs, visit
ibm.com/infosphere/warehousepacks

To learn more about IBM InfoSphere Warehouse, visit
ibm.com/software/data/infosphere/warehouse

To learn more about IBM Industry Models, visit
ibm.com/software/data/industry-models
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http://www-304.ibm.com/support/docview.wss?uid=swg27018112
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http://ibm.com/software/data/industry-models
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