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Evolution of Business Intelligence
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CSC’s Intelligent Enterprise Framework

Strategic Performance

Analytical Processes and Decision Support

Intelligence
Intelligence

S
(D)
S
o
+—
0
>
@)

Performance
Intelligence
Organizational

Supply Chain
Intelligence
Intelligence

CSC © 2009 Computer Sciences Corporation 11/13/2009 ny09_0589 5



Economist Intelligence Unit m Enterprise Intelligence Survey 2009

The Intelligent Enterprise: Creating a Culture of Speedy and
Efficient Decision Making

» Key focus areas:
— Decision making processes - = o %’

— Analytics and data o Jalfemee® £
— Technology ® * o CitesnrB%ede® o

— Information governance o S0 %Woreatslion o0 o

: B S
« Survey demographics: L T S e S i L B Y

— 208 respondents P e wm_w_:-«::':_ -
— 21% CEOs, 45% C-level titles, 23% SVﬁ__t_;ﬂ,es ::’-3‘*.,;7' '5:?5;3;5:?515‘::" 82" S
~ 38% North America, 30% Europe, 23% Asia Pjauﬁcw..ﬁ:m e O
— Revenue levels: e AT

« 29% greater than $10 billion o %es DooREEISREU S .

+ 40% $500 million — $10 billion ST . TR
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Economist Intelligence Unit

1. Creating Competitive Advantage

Which of the following do you feel are most important to create competitive advantage
for your company? (Select up to two)

Survey Response:
« Most important factors for creating competitive advantage (selecting up to 2):
— Superior Executive Leadership (42%)

— Innovation (41%)
— Accurate/Timely Decision Making (41%)

* Not as important:
— Leading edge technology (20%)
— Lean operations (18%)
— Increasing market share (12%)
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Economist Intelligence Unit m Enterprise Intelligence Survey 2009

2. Technology Helps, but Only Part of the Solution

How would you rate your company’s use of business information to drive better and faster
executive decisions?

Has your company implemented technology in support of decision-making, and has it
had an impact?

Survey Responses:

» 3% rate their companies as “experts”
72% “Beginner/Laggard” or “Some
Experience/Needs Improvement”

* 37% have implemented technology and
seen a positive impact; another 32%
are implementing solutions within the
next 12 months (11% implemented
technology with no impact)

 Biggest obstacle to successful decision
making: organization silos (51%)
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Economist Intelligence Unit m Enterprise Intelligence Survey 2009

3. A Palpable Disconnect In Customer Service

What does your company perceive as the greatest potential advantages of faster

design-making? (Select up to three)

Which areas of your business produce the best business insights?

Survey Responses:

» Greatest potential benefit cited with faster decision
making was “Better Customer Service/Support/
Satisfaction,” 59%

* 34% indicated “Customer Feedback/Support/
Service” is the most critical information utilized in
strategy formulation (36% — Market Research;
33% — Demand Modeling/Forecasting)*

» Conversely, when asked which area of business
produces the best business insights, only 10% of
respondents chose “Customer Support/Service”
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Economist Intelligence Unit m Enterprise Intelligence Survey 2009

4. Information Governance is Missing

In your view, how effective is your organization’s information governance function in producing
accurate and timely business information?

With regard to corporate data, how would you rate the business information used to make
decisions at your company? (Rate on a scale of 1 to 5)

Survey Responses:

* 16% indicated they have a dedicated
information governance office

* Only 12% of respondents indicated a
classification of “Very Effective” when
assessing their governance function

* The following percentages represent a
“Very Good” rating for data:
— Accuracy (14%)
— Completeness (8%)
— Quality (12%)
— Access (8%)
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Enterprise Intelligence Maturity Model: Three
Critical Capabilities

* Hierarchies and * ODS Hub Tier
Information . definitions Johnson & implemented for

. ThermoFisher : :
Integration SINOEISHE established for Johnson real-time MDM
common view

Insights Derivation * No use of predictive _ . Complgx
(Modeling/ models Avis Budget predictive models
Analytics) Group for p.ropensny

scoring
» Established key * Alighment of * Alignment of KPIs * Insights-based
Insights performance indi d score c

Operationalization indicators (KPIs) Jigl Leggett & Platt  EENIE Netflix ning

associated with —d rategic

individual projects for success
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Thermo Fisher Profile ThermoFisher
. . SCIENTIFIC
Information Integration

- Thermo Fisher is an $11.6 billion manufacturer and < h
distributor of equipment and consumables to the life -

sciences industry B
* Founded in 1956
* Business Model: B:B and B:B:BC
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Thermo Fisher: Problem and Objectives

* Problem
business management

 Implications

— Limited ability to cross-sell
— Limited support for financial planning and budgeting

— Thermo Fisher is difficult to do business with

ThermoFisher
SCIENTIFIC

— Data is good for individual transactions, but the data quality is poor for

O

* Foundation — MDM enables all Big Six strategic corporate initiatives

Data Warehouse/
Business Intelligence

Customer Experience

Employee
Experience

SAP Consolidation/
ERP Rationalization

Sales Force/Lead
E-Commerce
Management

© 2009 Computer Sciences Corporation

R
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* Scope * Governance
* Sponsor * CoE
* Pilot

» Architecture

11/13/2009 ny09 0589 13



MDM Strategic Framework: Implications ThermoFisher

STRATEGIC MDM MDM ROADMAP
VISION ENABLERS IMPERATIVES PRINCIPLES IMPLICATIONS

Customer .
Experience Customer Hierarchy MDM must support An interim step in the
and Profile Maintenance operational excellence; Roadmap will provide
. providing bi-directional limited bi-directional
Quickly harmonization for key operation for Pilot
make Customer customer data demonstration

random Profiling and
experiences Data Collection
predictable;

create the

differentiated End-user Data Capture
experience and Integration
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ThermoFisher
Data Governance Structure SCIENTIFIC

Data Governance Organization

« Data Governance is a joint business/ @

IT responsibility Executive
Sponsor
* Most governance decisions are made Execuive
. . Irection on
dunng MDM pl’OjeCtS Business Ryles
& Key Decisions
. — Data Governance
* Business participants perform part- Counci
time duties to develop business rules eSS
that manage data Owner

Manages Process

Daily
Project-Level
Decisions:
Business Rules
& Discrepancy
Resolution

Data Stewards

Council
&aat:agement Data Custodian (IT)
Center of Excellence acts as Applies specific
(CoE) Technical skills

Based on project needs
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Avis Budget Group Profile avis budget o
Insights Derivation

- ABG had revenues of $5.47 billion in its latest N p
fiscal year et + oo+ covangn 080

cattere stri
various dej 5} expertise sharin,
F platform
® 0 u n e 1 4 S -based S t C | edicti
+ No use of predictive ome proxy-bas egment or omplex predictive
mod d 0
us: 9

u o .
model el stic base m dglsfor propensity
ge predictive models ~ scorini
. . N . . « Limited reporting « Standard « OLAP cubes « Ability to drill down
) u S | n eSS 0 e an capabilit through use ~ '001Setraining supporting business  and execute
- - L - - of multipletools o prise intelligence toolset root/cause analysis

* The recession has impacted ABG significantly

* Investing now for future competitive advantage
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Loyalty is a Key Component of Marketing,  avisbudget group
Sales and Service

e Service

e Customer Care

» Contact
Management

» Self Service

» Screen Pop

s Automation
* L ead Management
ntract

in

* Advertising




Where Are the Loyalty Opportunities With avis budget zoup
the Greatest Impact?

- Non-Exclusive
Contract Contract




Recognition and Treatments Make avisbudget zroup
Loyalty Operational

stomer Care

* Self Service
 Screen Pop

Customer Touch-points

Input Data:
o I'\F’)eservations Analytics, * Contact Center
« Wizard Customer Segmentation, * Web
R | MDM Hub Reporting . Counter
Oer:]ta and Metrics . Lot
P * Other
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The Palpable Customer Service Disconnect

The Follow-Up Rental Survey:

How satisfied were you with your rental?

avis budget o

How likely are you to rent from Avis for you next
car rental?

How likely is it that you would recommend Avis to a
friend or colleague?

Please rate your Avis rental experience based on your
satisfaction in each of the following:

1 2 3 4
Reservations process L1 [0 [ [
Rental car you received O O O O
The Avis facility O O O O
Ease of picking up your car O O O O
Ease of dropping offyourcar [ | [ | [ []
Helpfulness of staff O O O O
The price you paid O O O O

oo gogn e

Was this rental for:
[_| Business

[ ] Leisure

[ ] Other

In the last 12 months, how many rentals have you had?

How often do you choose Avis when you rent a car?
1 -5 (Always, Sometimes, Rarely, Never, 1st time)

1 2 4 5

3
o O O 0O O

] Persona descriptions — pick one
[ | Speed freak

| | Car lover

|| Deal seeker

[ ] No hassles

CsC © 2009 Computer Sciences Corporation

11/13/2009 ny09_0589

20




=y -,
Leggett and Platt Profile Z%ﬁﬁé’é‘f%gé’.
Insights Operationalization

novation Redefined™

» L&P had revenues of $3.49 billion in its latest
fiscal year

 Founded 1883

E ive treatments
batc delivered in real-time
« Product/Portfolio + Product/Portfolio

lifecycle based on pased on custarmer

g insights, including
customer insights macro-market forecast

. .
PY . . . . « Established key Ol G o Alignment of KPIs
. u . . performance indicators and scorecard
(KPIs) associated with

«+ Insights-based
measurements to the i
individual projects

strategic decisioning
strategic plan

1TRE i_i,l_'*_‘.".'
TR U_'L_'*.‘."
hrooaw

CcsC
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Leggett and Platt Challenges N/

' C .-"I 7 7
/ T (= / ﬁ’:?}"/
F
:' gzt T

« Challenges:
— Execute on a business unit-driven strategy
— Balance shared services in a highly decentralized management structure and
company culture
— Optimize profits in the downturn and position for growth in the upturn

* Phase | Objective: Conduct a Business Value Assessment:
— Supply Chain
— Finance
— Enterprise Intelligence
— Technology Strategy

* Phase Il: Corporate Performance Management
— Develop core set of KPIs starting with inventory
— Measure and monitor
— Manage up to TSR, EBIT and ROE goals
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Inventory Productivity Varied Wildly by

Business Unit

Too Much of the Wrong Stuff

Yot s
-//H oV { ion‘Redefined

Too much inventory and/or under
achieving in product availability

Sub-Optimal Replenishment

5
E
- * ____________
E\ ! Desired
2 )
50% 60% 70% 80% 90% 100%
Service Level
Usually sub-optimal order
guantities or expedited
supply/fulfillment)
csC
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Deployed Inventory and Replenishment
Decision-Support Tools

fﬁé" & /%é’

novation Redefined™
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Build the Intelligent Enterprise

Strategic Performance
Analytical Processes and Decision Support

Intelligence
Performance
Intelligence

Intelligence
Supply Chain
Intelligence

Organizational
Intelligence
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Product

“Mastered customer data is worth
more than speed for touchpoint

automation.”
Chris Moloney

“If a company has poor quality
data for decision making, it should
postpone plans for analytical

competition and fix the data first”
Tom Davenport, Competing on Analytics

“Opportunity is missed by most
people because it is dressed in

overalls and looks like work.”
Thomas Edison

“Don’t be afraid to take a big step. You
can’t cross a chasm in two small jumps.”
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BUSINESS SOLUTIONS
TECHNOLOGY
OUTSOURCING
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