Additional Abbreviated Interview Summaries from the Adventure Works Requirements Definition Process
The following interview summaries have been abridged to only include the analytic areas.  It helps to refer to the organization chart in Figure 1.6 as you read them to give you the business context.
If you want to get the most value out of these interview summaries, review each summary after you’ve read it and identify the analytic themes and associated data sources (rows on the bus matrix).  Then, take a look at the spreadsheet on the web site in the Chapter 1 section titled “Full List of Analytic Themes” and see how you list compares.
Ken Sanchez, CEO

The idea of business intelligence is appealing, but Ken is not sure it makes sense for Adventure Works Cycles. Right now, they are running as fast as they can to keep up with the growth generated over the last 3 years. There are probably lots of opportunities to make better decisions and improve processes, but right now Ken thinks the company would be better off focusing its resources on specific questions.

Customer Satisfaction

Ken wants to make sure the customers are satisfied. He is going to begin surveying the Reseller customers to make sure they are satisfied with their relationship with Adventure Works Cycles. In particular, he would like to get a sense for how AWC stacks up against its top competitors, and what he can do to improve the product line.

Meanwhile, there are a few metrics available in the data right now. When an order comes in, it has a due date indicating when it should be shipped.  It would be fairly easy to calculate the difference between the due date and the actual ship date.  The company can also measure returns and see which customers or products have higher than average return rates.

Product Profitability

Ken knows he has some products that make more money than others; he just doesn’t know which ones.  Bikes have different costs, depending on the components and manufacturing complexity.  The price is affected by the market and competition, so they can’t always charge more for a bike that costs more.  It would be great to know which bikes contribute the most to the bottom line.
Customer Profitability

The same thing goes for customers.  Ken knows some customers are more profitable than others.  They buy bikes at full price and sell them.  Others buy special offer bikes and return them for dubious reasons.  Some sell more high-margin accessories than others.  Some buy in bulk which reduces shipping costs.  If the business could just create a customer profitability scorecard, they could better manage all those low margin customers, dropping some and perhaps converting others to the internet channel.

Additional Issues

There are a few people in different parts of the organization who can pull data out of the transaction system. Unfortunately, they all seem to report this information in a different way. As a result, Ken hears different things from Brian and David about sales, and different things from Peter and Jim, (and sometimes even from Terry) about manufacturing and production. The transaction systems seem to be working well; he can get monthly production and financial numbers fairly easily, but the format isn’t very useful. For example, trends and comparisons are difficult to get. Ken can’t even get reseller and internet customer orders data on same report without it being combined in Excel first.

Peter Krebs, Production Control Manager

Peter’s major responsibility is to make sure the company has the right bikes and accessories available when the orders come in. 

Production Forecast

Peter looks at historical sales information to create his own production forecast based on the seasonality and product lifecycle.  He then compares this with the Sales forecast from Brian’s group.  If they are way off, he calls Ramesh, the sales analyst, to see if they can work through the differences.  This doesn’t always work because the Sales forecast is more focused on Resellers and not on the individual products.  And it doesn’t include internet orders.

Reduce Manufacturing and Inventory Costs

The top reason internet customers provide for purchasing one of AWC’s bikes is price – it out ranks the next reason by 5 to 1, and the next reason is that the bike was on a promotion!  Lowering costs helps us keep prices low, and the ability to lower costs begins with knowing what the costs actually are.  Unfortunately, manufacturing costs are not all in one place.  The Purchasing system has materials costs, the Manufacturing Management system has labor and machine costs and inventory costs are kept in one of the financial systems. 

Improve Product Quality

This has not been a huge problem – Adventure Works Cycles bikes are solid value for money. The third and fourth highest reasons people buy our bikes are manufacturer reputation and quality. However, Peter wants to begin measuring quality to make sure we don’t slip. Ken has asked Peter to start thinking about how we can get some information out of our systems that will tell us if we are doing a good job.  Peter hasn’t gotten far on this, but he would like to do some analysis on return reasons, customer support call reasons, and web support request reasons.

David Bradley, Marketing Manager

David and his group are responsible for both Reseller and Internet marketing.  

Product Planning and Monitoring

A lot of the core analyses the marketing group does centers on Orders data. The product marketing folks want to see orders by product to understand the performance of the various product lines and do product planning. For example, AWC introduced a new touring bike product based on a different frame geometry in July of 2003. The new touring bike is similar to the existing road bike frame and there was considerable concern about the potential for cannibalization between these two products. Ultimately, the Marketing team convinced senior management that the two bikes appealed to different markets and would not compete significantly with each other. Marketing management and senior management both want to monitor orders for the two bike product subcategories to see if events are unfolding as planned.

Product Marketing’s product focus means they often want to look at product orders regardless of who the customer is – Internet or Reseller. This has been particularly difficult in the transaction system.  

Advertising Effectiveness

Adventure Works Cycles negotiates advertising deals around the country – mostly in the US and Canada right now. Some of the deals are co-op programs where AWC gives money to resellers to spend on ads in local papers, mailers, coupons and other promotions. There is no good way to track what they do with this money, or what kind of impact it has. All AWC knows is that the resellers really squawk if they try to take it away.

The bulk of time and energy is spent working with the creative agency on national and regional advertising. The primary goal is to generate sales, but AWC is trying to build brand awareness and loyalty as well. They’d like to measure the effectiveness of the regional campaigns by determining a baseline and calculating the incremental sales lift from the campaign. The important thing is to be able to group customers into regions that match the different advertising vehicles. For example, a West Coast campaign may involve ads in Sports, Etc. in Seattle, City Sports in San Francisco, Los Angeles Sports and Fitness, and other, similar local sports magazines. AWC wants to compare orders in this region both on a before and after basis as well as against other parts of the country that were not involved in the campaign. These campaigns are pretty big efforts; there are only a dozen or so a year. Of course, the target regions change with each campaign because as goals and audiences change.

Build the Internet Business

The Internet has been a great sales channel for AW. It has a very low overhead relative to direct sales, the margins are much higher because AWC can sell at retail prices instead of the wholesale prices they charge resellers. Brian Welker was really against opening up the internet channel because of the possibility of irritating resellers by essentially competing with them. So far this hasn’t been a major issue because AWC is keeping online prices reasonably close to the average retail price. They are made more attractive by offering free shipping, accessory packages and the occasional promotion.

David would love to do geographic analysis to see how many internet sales go to an address within 5 miles of a Reseller. This is complicated by the fact that many resellers are distributors for small bike shops, or distribution centers for larger chains. In other words, AWC knows where the bike was shipped, but not where it was actually sold. Still, it might help put an end to this internet versus reseller argument.

David noted that identifying an end-customer as an Internet customer may not be appropriate because the Marketing group is considering opening a few flagship retail stores in key markets to promote the brand – much like Nike and Apple Computer have done. In this case, the same end-customer could buy through retail and the internet at different times. The underlying concept that marketing wants to track is the sales channel – what method was used to reach the end-customer and make the sale.

Mary Gibson, Internet Channel Analyst

One of David’s marketing analysts, Mary Gibson, is dedicated to the Internet sales channel and associated promotions. 

Internet Customer Demographics

Mary has been spending a lot of time trying to get at the demographics that are collected by the e-commerce web site in order to learn more about the nature of these customers and their purchase behaviors.  Unfortunately, she’s had a hard time with the XML schema in which the data is captured from the web site. 

Customer Profiling and Target Marketing

Mary would like to get more sophisticated at promoting to Internet customers. She knows that simple promotions targeted at customers who fit certain demographic and buying profiles could make a big difference in the average sales per customer. Mary and a couple other marketing folks have been talking to some vendors about products that do promotion and campaign management. Adventure Works Cycles could do 1000 times better in this area.

Mary also looks at customers by region, which is really a grouping of the state or province in which they live. Mary has seen significant differences in model and color preferences based on what area of the country people live in. As it turns out, Marketing has lots of different definitions for regions used in analyses. Mary look at customers grouped into one set of regions based on overall internet sales, and John Wood, who is mountain bike product manager, looks at a different set of regions. In fact, regions tend to be tweaked on a regular basis.

Customer Loyalty Program

Mary would also like to try and build some customer loyalty with AWC’s web customers. She thinks some kind of affinity program would help bring direct sales customers back to Adventure Works Cycles when they want to upgrade to a new model or get a second (or third) bike, or buy a bike for another family member. Somehow it would be great to identify likely candidates for this kind of long term relationship. Mary calls this her cross-sell, up-sell effort.

David Liu, Finance Manager

Adventure Works Cycles’ growth in overseas orders means currency fluctuations can have a bigger impact on revenues. David needs to be able to see local and US Dollars, and to examine changes in exchange rates over time to be able to split out the impact of a change in orders from a change in exchange rates.

Standard Currency for reporting

The fact that getting data out of the transaction system in US Dollars requires a fairly complicated query has long been a sore point for most of the folks in headquarters.  Most of the business wants to view orders data in US Dollars to compare across countries. At the same time, sales people want to create reports in local currency to show their customers. Finance, of course wants both so they can assess the impact of exchange rates on budget variances.

Exchange Rate Analysis

David also wants to do exchange rate analyses.  He is thinking about creating a hedge to protect against currency fluctuations and he wants to assess the potential impact it might have on the financial statements.  He thinks it can have a significant impact in reducing the fluctuations.

