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Customer Name:  Acxiom



Business Profile:  Acxiom builds and manages large consumer-based data warehouse and decision support applications that are a terabyte of data in size for Fortune 1000 companies. The company also provides external consumer

demographic, lifestyle, and socioeconomic data on 160 million U.S. residents. Located in Conway, Arkansas, Acxiom has 5,000 plus employees worldwide and sales exceeding $700 million. 



 Key Business Benefits:

Specifically, Acxiom has found Oracle8's new parallel processing and partitioning structures key in speeding query processing, handling a large number of indexes, and in loading and updating tables. Oracle8's new cartridge technologies also provide Acxiom with the extensibility it needs to add specialized analysis enhancements into its data warehouse product--which is key to Acxiom's business success. 



Core Technologies Products: Oracle8, Oracle8i, Oracle Parallel Server, Oracle Designer, Oracle Developer, Oracle Discoverer, WebDB 



Platform: Digital/Compaq Alpha



Competition: IBM, Informix, Sybase, Teradata 



Data Warehouse Size:  Acxiom is currently running 300 different Oracle database servers ranging from half of a terabyte to 24 terabytes in terms of total system disk size. The largest is 12 Terabyte (6 raw) on a Compaq

True64 GS320 with 32 CPUs and 128 GB RAM that is used for campaign

management.

Users: 40 to 60 concurrent users on the system performing all ad-hoc queries

Schema: Consists of several fact tables.

Several tables with 2+ Billion records per table

One detail table with 300 Million records and average record length of 2000 bytes per record

Loads:  They perform monthly loads of approximately 500 - 600 GB.



Why Oracle?

Oracle provides Acxiom and its customers with the scalability, performance, and manageability features needed to handle large data warehouses. 



Reference Activities:  Phone or site reference.  Hosting a Customer Showcase site visit on April 19th.�Customer Name:  Best Buy



�

Business Profile: With a powerful bricks and mortar foundation composed of over 350 retail stores throughout the U.S., Best Buy offers great products at great prices: off-line. The largest volume specialty retailer of consumer  electronics, personal  computers, entertainment software and appliances, Best Buy Co., Inc. (NYSE:BBY) is headquartered in Eden  Prairie, Minnesota. Best Buy currently operates retail stores in 39 states and is on track to have more than 550  stores nationwide by 2004. Dec. 21, 2000--Best Buy Co., Inc. announced it has commenced a cash tender offer for  all shares of common stock of Minneapolis-based Musicland Stores Corporation (NYSE: MLG). Musicland Group is  the leading specialty retailer of pre-recorded home entertainment products. The company's more than 1,300 retail  stores attract over 300 million customer visits each year. Musicland employs 14,000 people in 49 states, including  Puerto Rico and the US Virgin Islands under the names: Sam Goody, Suncoast, Media Play and On Cue.



Key Business Benefits:

Best Buy is a great  example of how a company can use the Oracle Database and Data Warehouse to actually manage its data as an asset. Every sale in every store is uploaded to the Data Warehouse after the stores close and by the next morning a complete picture of the entire company's sales is available to the key managers and their sales force. The ability to see precisely where their sales are moving and then react immediately is paramount to Best Buy's success and has made a huge competitive difference with Best Buy.



Core Technologies Products: Oracle8i for Data Warehousing, Oracle8i 

Platform:   SUN E10,000/SOLARIS

Data Warehouse Size: 3.3 TB (2 TB of actual data, 6.6 TB with mirroring)

Nightly Loads:  500 GB loaded each night

Users: 10,000 users able to access, 208 concurrent users (peak) supporting 500 Sites (all Retail Stores, Distribution Centers, and HQ) with MusicLand acquisition will add 1300 more sites.  



Competition: Oracle was chosen over several others, including IBM



Why Oracle?

Reliability 

Performance



Reference Activity:  Phone or site reference





�Customer Name:  Fort James/Georgia Pacific

�



Business Profile:  Fort James Corporation head quartered in Deerfield, Illinois with nearly 26,000 professionals at more than 50 locations in12 countries is a worldwide manufacturer and marketer of paper-based consumer products and the top tissue maker in North America. Fort James was acquired by Georgia Pacific in November 2000. Georgia-Pacific is one of the world's leading manufacturers and distributors of paper and building products. 

                   

Customer Scenario:  Fort James wanted an enterprise-wide data warehouse solution that could be broadly deployed to the business, with a minimum of administrative overhead, the ultimate goal being to use the data warehouse as a mechanism to drive superior business results through a knowledgeable business group.



Key Business Benefits:

Management and operations of their business in Finance (combined financials from merged companies, consistent view of sales activity and profitability by customer and product, drastically simplified a highly fragmented, inconsistent, and manually intensive set of reporting systems and processes, total cost of delivery, …)

Inventory Management (optimization)

Sales Incentive Plan

Customer Service Metrics (Fill, Complete, On-time, Perfect, …)

100+ Key Measures (identify root causes of customer service issues, track orders, delivery QA, …)

Executive Information System (EIS) - senior management dashboard.



According to John Roussel Senior VP, Commercial Finance and Revenue Management, "[Installing the Oracle Data Warehouse] is probably the most significant enhancement and tool that we have had in the business for 2000... [I] can tell you it has paid out 10 or 20 times probably what we've paid in one year"



Core Technologies Products:  Oracle, Discoverer (replaced Cognos), Express

Data Warehouse Size:  ~ 2TB          Largest Table: ~20 million rows

Users: ~600 - 800



Key Benefits:

�Consolidated view

Streamlined Processing/Administration

Higher profits

Increased sales

Enhanced customer service

Reduced delivery cycle times

Visibility to ‘end customer segments’ served by its distributors (understanding who is ultimately buying its products).�

Reference Activity:  Phone reference

�Customer Name:  Amazon                                                    �



Business Profile: Amazon.com (NASDAQ: AMZN) opened its virtual doors in July 1995 with a mission to use the Internet to transform book buying into the fastest, easiest, and most enjoyable shopping experience possible. The customer base and product offerings have grown considerably.   Today, Amazon.com is the place to find and discover  anything you want to buy online. 29 million people in more than 160 countries have made Amazon the leading online shopping site. They have a large selection of products, including free electronic greeting cards, online auctions, and millions of books, CDs, videos, DVDs, toys and games, and electronics.



Customer Scenario: Amazon was having difficulties scaling Red Brick to meet their query demands.  They were growing their data at such a fast rate, they quickly saw that they would hit the wall with Red Brick in a very short period of time.  An enterprise DW was needed to:

Understand customers better

Analyze supply chain to manage inventory

Analyze Clickstream data

Data is extracted from the OLTP systems on a nightly basis, depending on the region of the world and then loaded into the data warehouse.  There are two  levels of customers for the DW:

End user customer that is hit indirectly through the warehouse ( the person coming on the Web site to buy a book) 

Internal customers at Amazon: merchandising and marketing people, the data  helps them understand what’s selling when, the buyers help them understand what to buy at what points in time, so we make sure we have inventory 



Core Technology Products: Oracle 8i Enterprise edition (8.1.6), Diagnostics Tuning, Partitioning  

Hardware:  Sun E-10000

Data Warehouse Size:  10 TB 			Number of DBA’s: 2

Users:  600-700 users located in US, Germany and U.K.

Queries:  2000 queries will run through the system on any given day

Consulting:  OCS



Why Oracle?

“Internally we have... a great group of Oracle expertise inside Amazon and this allows us to leverage that expertise rather than growing yet another group of DBA’s and having them focus on yet another technology."  



"An all Oracle solution for Amazon means our extract transform and load processes are much easier, much more convenient than we could ever hope to have them, otherwise in a heterogeneous environment.”

�

�



Customer Name:  VeriFone International



Business Profile: VeriFone (http://www.verifone.hp.com), a division of Hewlett-Packard Company, is the leading global provider of secure electronic-payment solutions for financial institutions, merchants and consumers. The division has shipped more than nine million electronic-payment systems, which are used in more than 100 countries.



Customer Scenario: VeriFone wanted to both replace their legacy ERP systems with Oracle Applications, and their existing data warehouse with Oracle core technology.  They needed to provide a better decision support foundation to measure and improve company performance.  VeriFone also wanted to implement their data warehouse with well-defined and understood hierarchies, and use a scaleable, flexible architecture. 



Why Oracle?

Leverage the investment in Oracle Applications 

Oracle’s strength and longevity in the marketplace

Integration of Oracle DW products with Oracle ERP



Key Business Benefits:

Increased overall effectiveness and efficiency of Sales & Finance

Injected a more pro-active stance towards achieving and exceeding goals.



Oracle Footprint:  Oracle8, Oracle Warehouse Builder  



Length of Implementation: 8 weeks. 



Implementation Partner:  Oracle Consulting Services



�

�



Customer Name:  Fujitsu Computer Products of America (FCPA)



Business Profile: Fujitsu Computer Products of America, Inc., one of Fujitsu Limited's largest overseas subsidiaries, markets a wide range of data storage and imaging products that serve users ranging from Fortune 500 firms to the small office, home office environment.  Fujitsu Computer Products, headquartered in San Jose, Calif., has been providing peripheral solutions worldwide since 1968 and benefits directly from Fujitsu Ltd.'s $3 billion annual investment in research and development. The result is one of the most comprehensive and technologically-advanced input, output and storage product lines available.



Customer Scenario: Fujitsu wanted to reduce their cycle time from the initial sales transaction to internal information generation.  They also wanted to service a broader range of information consumers, from individual contributors to executive management.  In addition, Fujitsu was interested in implementing a consistent, scaleable architecture for company-wide reporting.



Why Oracle?

Leverage the investment in Oracle Applications

Strength and longevity of Oracle Corporation in the marketplace

Oracle’s commitment to R&D

Oracle had the right tools and solution for their need

An experienced Consulting team to implement the solution



Key Business Benefits:

A new extensible platform for enterprise reporting

High leverage of investment in Oracle ERP applications

High speed access to business performance information

Productivity gains



Oracle Footprint: Oracle8i, Oracle Warehouse Builder, Oracle Express, Oracle Sales Analyzer, Discoverer



Length of Implementation:  Completed in 8 weeks.  



Implementation Partner:  Oracle Consulting





��EMBED PBrush���



Customer Name:  ON Semiconductor



Business Profile: ON Semiconductor (Nasdaq: ONNN) is a global of high-performance broadband and power management integrated circuits and standard semiconductors used in numerous advanced devices ranging from high-speed fiber optic networking equipment to the precise power management functions in today's advanced portable electronics.



Customer Scenario: ON Semiconductor wanted to be able to provide access to a single global information portal with consistent, relevant data based on job roles.  They also wanted to replace their existing data warehouse and multiple data silos with one consolidated and centralized data source.  ON Semiconductor was interested in providing executives and LOB managers accurate and easy access to relevant data, to facilitate better decision-making.



Key Business Benefits:

Decision-makers can take advantage of business opportunities based on relevant, real-time information

Eliminates both multiple sources and inconsistent data

Reduces IT maintenance costs by providing a single, integrated solution

Employees can find relevant data easily, based on job roles

Better understanding of customer information, hence, better customer service

Able to analyze customer information globally and make certain purchase volumes equal negotiated contract terms



Oracle Footprint: Oracle8i EE, Oracle Internet Application Server, Oracle Reports, Oracle Discoverer, Oracle Warehouse Builder, Portal



Implementation Partner: Oracle Consulting



Why Oracle:

Ability to provide users global access to a business intelligence solution, via Oracle’s portal  technology

Minimize issues and costs surrounding product upgrades and integration between products

One company for all products and services



� �



Customer Name:  Nissan Automotive North America



Business Profile:  

Division of Nissan Japan, based in Smyrna, Tennessee

Annual revenues <$20 billion

Manufactures Altima, Xterra & Frontier trucks



Customer Scenario: Nissan had many disparate systems with a lack of worldwide integration.  They were also struggling with high dealer warranty expenses, supplier quality issues, the inability to identify and pinpoint production problems, and a lack of timely reporting and analysis.



Key Business Benefits:

Timely executive management reporting

Supplier performance analysis and quality improvement

Dealer performance analysis

Parts analysis

Warranty expense recovery…20% to 60% per year



Oracle Footprint:  Oracle Database, Discoverer, Sales Analyzer



Length of Implementation:  6 months



Implementation Partner: Oracle Consulting Services



Why Oracle?:

Strong analytical capabilities 

Integrated solution 

Oracle  partnership 

Oracle consulting services ��



Customer Name:  Polaris



Business Profile: 

Manufacturer of snowmobiles, watercraft and sport utility vehicles

HQ-Minneapolis/Revenue $1.3B

2000 Independent Dealers/Distributors



Customer Scenario: Polaris needed timely and accurate distributor and customer sales information.  The dealer inventory counts had been obtained via tedious monthly telephone calls to each dealer.  Polaris didn’t have an accurate picture of what dealers had in inventory, resulting in lost sales due to inaccurate information and delayed shipments.  They wanted to be able to analyze dealer inventory and sales, and track products in order to meet demand and better service their dealers. 



Key Business Benefits:

Analyze information by product, time and geography

Ability to track number of days of inventory a dealer has based on previous history

Instant access to sales for different product lines, locations and sales reps

Sales reps can see each of their dealer’s current inventory, MTD & YTD sales

Better understanding of ultimate consumer



Oracle Footprint: Oracle8, Discoverer, Express, Oracle Sales Analyzer



Length of Implementation: 6 months



Implementation Partner: Oracle Consulting Services



Why Oracle?:

Web Interface 

Integrated solution 

ROI



�

�





Customer Name:  7-11 Japan



Business Profile:

7,300 Stores Nationwide

Stocking more than 3500 different products

Over 5 million customers per day



Customer Scenario:

Increase, enhance marketing campaign effectiveness and to reduce inventory management costs

Identify and analyze hot-selling products, dead-end products and the most effective way to display merchandise

Understand past sales trends

Ability to do affinity analysis



Solution

Enterprise Wide Data Warehouse on HP 9000 V2250 running a Oracle8 database with 4TB’s of data 

10TB’s total EMC disk for continued growth

Data-mining

5 - HP 9000 Model K460’s distributed servers

225+ HP NetServers accessing the K460’s



Benefits

Cut daily deliveries per store

Ensured supply adequate to demand for products

Fast, accurate sales projections to maintain leadership position in market

Headquarters analysts view daily sales and inventory trends the following day - instead of  17 days later

�Customer Name:  British Telecom

�



Business Profile: With an annual turnover of over $29,156 million (USD), British Telecommunications plc is one of the world's leading of telecommunications services. It is one of the largest private sector companies in Europe. BT supplies the UK with local, long distance and international telecommunications services and equipment, serving 28 million exchange lines.



Customer Scenario:  Retaining customers is getting harder. Given the high cost of winning new business, companies are urgently searching for ways of stemming the flow of defections to new competitors as they adapt to a rapidly changing business climate in which the Internet offers round-the-clock access to the best deals.  BT knows that to manage its customer relationships effectively communications with its customers must be two-way. There must be methods for acquiring  knowledge of its customers' needs. Information systems should support marketing, sales and service by presenting a single view of the customer, integrating all information flows. 



Solution:  To achieve this, BT has used Oracle's leading edge database technology to create an integrated customer information database. This sophisticated computer environment stores customer behavior data in a massive repository, or data warehouse, so that the company's marketing and sales operations can access the data more easily and make better use of it. 



In the past, the customer data needed for marketing campaigns and for use by sales agents in BT's call centres, had been generated by a number of different

computer systems scattered around BT. Maintaining so many separate technologies, which at times duplicated and generated inconsistent data, had become too expensive. BT wanted to improve the overall quality and consistency of its customer data to ensure a single, easily accessible view of the customer. 



Hardware:  Siemens Nixdorf RM1000 28-cell system boasts 92

nodes (processors) and six terabytes of disk storage. BT's requirement for larger and larger amounts of customer data means the BT/Oracle team has designed the system to accommodate up to five times as much data allowing BT

to gain an in-depth understanding of their customers.

Database Size: 3.5 terabytes, but 1.4 terabytes (or 20,000 million rows of customer transaction data) sits in just one table. 

Partitioning:  Oracle's partitioning technology is being used to help manage each week's worth of data in this huge repository, making it easier to back up and restore in case of failure. 



http://success.oracle.com/success_demo-wwwprd-dcd/plsql/oaw_display.show?i_customer_id=589&i_story_id=1127�

�

Customer Name:  Blockbuster



Business Profile: Blockbuster, Inc. is the world’s leading retailer of rentable home videocassettes, DVDs and video games, with about 7,100 stores in the United States and 25 other countries. 



Customer Scenario:  Blockbuster maintained basic operational data on mainframes that ran on several different platforms. Due to the heavy competition, Blockbuster determined that it needed to build a data warehouse to consolidate information from the various sources for analysis. 



Solution: The company built the data warehouse from the ground up and completed this project within eight months.  Blockbuster captures sales transactions, rental transactions, and customer and demographic data in their data warehouse. Blockbuster coordinates use of an Oracle warehouse across numerous departments to maximize rentals and sales of videos and video games.  Models and data-mining tools for merchandising, new-title analysis, and product allocation are giving the firm a critical advantage in an industry where, until recently, 14 to 20 percent of customers walked out of video rental stores dissatisfied at not being able to get the video they wanted.  The data warehouse has improved the company's efficiency in getting the right products to the right store.



Key Benefits: Blockbuster uses the transaction and demographic data in                     its customer data warehouse to: 



Expand its 6,000-store network with new sites. 

Plan with pinpoint accuracy how deep to stock new titles in each store to maximize revenue in the short new-title rental period.

Re-mix core inventories for maximum customer satisfaction and revenue.



Core Technology Products: Oracle 8i

Hardware: Using Oracle 8i with new hardware  (IBM RS80 / AIX) they were able to cut the CPU usage from 128 to 12.  They have also noticed an improved response times of 4 - 15 times faster. 

Database Size:  Upgraded to 6 terabyte data warehouse in April 2000.



Why Oracle?

Stability--reliable system to build their data warehouse



"Oracle database is very resilient, reliable.  We have a lot of faith in the database engine, it does what it should"



�Oracle Press Release

          �Contact(s): 

Sally Huchingson

Oracle Corp.

650/633-8277

sally.huchingson@oracle.com 

                                    

                                    

Barbara Hoyt 

The Stephenson Group

805/815-0219

bhoyt@stephensongroup.com 

                                                             

� Acxiom(R) Uses Oracle(R) Data Warehouse to Power Customer Relationship Management Efforts -  Oracle Enables Acxiom to Ensure 99%-Plus Uptime for Business-Critical Services



REDWOOD SHORES, Calif., Nov. 22, 2000 - Oracle Corp., the largest provider of software for e-business, today announced that Acxiom(R) Corporation (Nasdaq: ACXM), the global leader in Customer Data Integration, is using an Oracle(R) data warehouse solution to power its customers' target marketing and customer relationship management activities. 

The Oracle data warehouse solution enables businesses to combine their own customer data with Acxiom-provided data to better analyze and model their markets and customer bases. Acxiom customers include 23 of the 25 largest financial services companies and many of the world's leading companies in the retail, telecommunications, insurance, media, technology, automotive and consumer goods industries. These companies use Acxiom's data products and services to drive activities such as marketing campaign management,  response tracking and analysis. Acxiom hosts the solution for its customers, who dial in via a private intranet. 

To support customers' business-critical customer relationship management activities, Acxiom must ensure a highly available, scaleable data warehouse infrastructure. Acxiom currently runs 300 different Oracle database servers ranging in size from half a terabyte to 24 terabytes in terms of total system disk size. Oracle8i(TM) and Oracle Parallel Server provide Acxiom and its customers with the scalability, performance and manageability to handle these massive data warehouses. Acxiom has found that the parallel processing and partitioning structures in Oracle8i speed query processing and handle a large number of indices. Acxiom is looking forward to the introduction of Oracle9i(TM) based on its increased performance and high availability features. 

"We must ensure almost perfect up-time for our customers who rely on our solutions to power their customer relationship management efforts," said Tim Donar, system architect for Acxiom Corporation. "While we're already meeting customer expectations for service quality using Oracle8i, we look forward to the high-availability features of Oracle9i such as data caching. Using Oracle9i and Oracle Parallel Server, we are confident that we can deliver even higher service levels of 99.999 percent up-time and beyond." 

Based on Oracle8i, Oracle Parallel Server, Oracle Designer and Oracle Discoverer, the Oracle solution runs on all of Acxiom's computer hardware platforms. In addition, thanks to the range of third-party tools and applications available on Oracle, Acxiom can extend the Oracle data warehouse solution to add specialized analysis and product enhancements for customers. Acxiom is also using Oracle Portal  (formerly called WebDB) to develop and maintain a portal for tracking its various databases and publishing product documentation online. 

"Today, customer relationship management and database marketing are pivotal to every major corporation's business success," said Michael Howard, vice president, Business-to-Business Integration and Data Warehouse Division for Oracle. "By working with Oracle,  Acxiom can deliver value-added, customized products and services and ensure that major corporations always have access to the tools they need for successful relationships with their customers." 

About Oracle

Oracle Corporation provides the software that powers the Internet. For more information about Oracle, please call 650-506-7000. 

# # # 

http://www.oracle.com/corporate/press/485131.html

�

Oracle Press Release

�

Contact(s): 

Sally Huchingson

Oracle Corp.

650/633-8277

sally.huchingson@oracle.com 

                                    

                                    



Barbara Hoyt 

The Stephenson Group

805/815-0219

bhoyt@stephensongroup.com 



� Onvia.Com Implements Oracle(R) Data Warehousing Solution In Eight Weeks - Company's Terabyte-Size Data Warehouse Serves Up Insight Into Small Business Buyers and Sellers 



SAN FRANCISCO, ORACLE OPENWORLD(R) 2000, Oct. 4, 2000 - Oracle Corporation, the largest provider of software for e-business, today announced that Onvia.com, Inc. (Nasdaq: ONVI), the leading business-to-business exchange for small business buyers and sellers, has implemented the Oracle Intelligent WebHouse Solution in just eight weeks. Onvia's Oracle implementation will enable the company to adopt standard key metrics for internal reporting and systematically share and analyze data, leading to more accurate business decisions. 



"You cannot develop a successful business without the appropriate tools," said Ross Paul, chief technology officer for Onvia. "Oracle's data warehousing solution is helping us understand our business and make sense of the numbers. With that invaluable insight, we're laying the foundations for smooth expansion of our company." 



The Onvia data warehouse contains nearly one terabyte of information on revenue, traffic, users, and buyer/seller liquidity. With access to accurate and up-to-date information, Onvia is better able to respond to business trends, understand its customer base, refine strategic planning and improve bottom-line results. 



Onvia's data warehousing solution, comprised of Oracle Warehouse Builder and Oracle Discoverer, will run on the company's previously implemented Oracle8i(TM) database. Onvia chose Oracle for its data warehousing requirements because of Oracle's ability to meet Onvia's needs with confidence. According to Onvia, Oracle's architecture was the most elegant and simple among competitors'. It provided Onvia with optimal leverage of its existing data skills, as well as efficient star schema support without the introduction of major new system components, and coordinated metadata management across source and target data, including extract, transform and load (ETL) processes. 



"Onvia has been able to gain valuable insights into their buyer and seller profitability by deploying the Oracle Intelligent WebHouse Solution," said Michael Howard, vice president of Oracle's Data Warehousing Program. "Only Oracle can provide a complete and integrated data warehousing solution to produce this type of business success." 



About the Oracle Intelligent WebHouse Solution

The Oracle Intelligent WebHouse Solution initiative helps companies use online customer interaction data to analyze buying patterns,  demographics, preferences and forecasts. Combined with existing customer data from enterprise resource planning (ERP) and customer relationship management (CRM) applications as well as external data sources, Oracle's Intelligent WebHouse Solution delivers the insight companies need to differentiate their service and product offerings and enable personalized online shopping experiences required to capture market share. 



About Oracle

Oracle Corporation provides the software that powers the Internet. For more information about Oracle, please call (650) 506-7000.

###



http://www.oracle.com/corporate/press/332335.html



�

Published in The Data Warehouse Institute - Best Practices

http://www.dw-institute.com/pr/pr990809best.html



New York State -  Office of the Attorney General





“No query has ever been submitted that could not be answered due to database design!”



1999 DW Institute VLDB Category Winner: STATE OF NEW YORK, OFFICE OF THE ATTORNEY GENERAL, MEDICAID FRAUD CONTROL UNIT;  Rensselaer, NY

                                       

The New York State Attorney General's Medicaid Fraud Control Unit is dedicated exclusively to the investigation and prosecution of health care crime in New York State. The Unit's prime responsibility is to monitor fraud arising out of the billions of dollars spent on Medicaid in New York State each year. The Unit prosecutes cases of patient abuse in nursing homes, fraudulent billing practices by physicians, pharmacists, and/or any other health care providers, and vendors who use Medicaid dollars. The Unit has seven regional offices, which are located in Albany, Buffalo, Long Island, New York City, Rochester, Syracuse, and Westchester-Rockland. 



This year, New York will pay out an estimated $29 billion in Medicaid benefits to healthcare providers, of which ten percent of the claims may be fraudulent. This initial processing was performed by the IT staff for ad-hoc data extraction and reporting, including long turn around times, lack of support for iterative analysis, and periodic snap shots of data. 



The new data warehouse enables the support of analysis, investigation, and prosecution of fraudulent claims. Data now is available centrally on-line. A fraud scheme detected in one region can easily be checked against other regions in the state over all relevant years. Users now access 2.5 terabytes of data and receive answers within seconds or minutes, instead of weeks. Currently, more than 300 people use the data warehouse. 



Medicaid costs have been reduced. Investigators now have fast, centralized access to data and quickly refine and resubmit queries. Information is passed to attorneys for prosecution evidence and case resolution.



Database:  Oracle

Hardware:  Compaq Computer



�Published in DM Review in July 2000

www. DMReview.com



Bausch & Lomb Creates and Automates an Analytic Data Store with Oracle Warehouse Builder  By Susan Grabowski

�



BACKGROUND: Bausch & Lomb Incorporated is the preeminent global  technology-based healthcare company for the eye, dedicated to helping consumers see, look and feel better through innovative technology and design. Its core business units include soft and rigid gas permeable contact lenses, lens-care products,  ophthalmic surgical and pharmaceutical products. 



PLATFORMS: Bausch & Lomb runs its Oracle data warehouse on a Hewlett Packard UNIX server. The client is an HP desktop running Windows NT.



PROBLEM SOLVED: As a leading market manufacturer, Bausch & Lomb has volumes of disparate information located on various systems throughout the global organization. A solution was needed to consolidate and standardize the various sources of information for analysis of product sales, inventory and customer profiles. Bausch & Lomb chose Oracle Warehouse Builder to support customer relationship management (CRM) and global inventory management and planning. 



PRODUCT FUNCTIONALITY: Oracle Warehouse Builder automates much of the work that goes into creating a powerful single data store for business analysis. It can combine large volumes of existing data from the most pervasive data sources such as relational, mainframe or flat-file databases, the Internet and enterprise resource planning (ERP) and CRM applications. After collecting the data, Oracle Warehouse Builder cleans, transforms and loads the data into our Oracle8i-based data warehouse. The product enables us to build a data warehouse infrastructure that will support our management decision-making requirements. Because of the data integration features in Oracle Warehouse Builder, we can easily pull data from our legacy system and ERP data repositories into our warehouse. The product also integrates extremely well with Oracle8i, allowing us to build high-level aggregate summaries directly into the database using specific features such as materialized views and dimension capabilities. Consequently, we will have a consolidated view of our customers, revenue and inventory. 



STRENGTHS: Ease of use and an integrated product solution drew us to Oracle Warehouse Builder. The product's graphical user interface is one of its most visible strengths with a Wizard-driven process including the star schema wizard. Oracle Warehouse Builder's tight marriage with Oracle8i allows developers to specify indexes, summary tables and partitions directly within Oracle Warehouse Builder. The product also provides automatic code generation with a validation process for error-free code. Because we can save time by cutting out code maintenance, we'll be able to spend time adding other subject areas to our enterprise data warehouse.



WEAKNESSES: The Oracle Warehouse Builder metadata bridges to end-user tools were in alpha. Therefore, the option to utilize them for creating the end-user layer for business intelligence tool integration was unavailable. The current release of the product lacks multi-developer capability, which is being addressed in the next release.  Also, we would prefer support for the creation of more business logic within Oracle Warehouse Builder instead of having to do this in PL/SQL or Java.



SELECTION CRITERIA: Although we evaluated several extraction, transfer, load (ETL) products, we chose Oracle for several reasons:

Tight integration with the database enables the use of Oracle8i as a transformation engine, eliminating the need for an additional transformation server. Bausch & Lomb is expecting to grow dramatically, which will result in a significant increase in the amount of data the company has to track and manage. By using Oracle Warehouse Builder, the company is able to build a data warehouse that we expect to scale significantly.  Oracle Warehouse Builder integrates the areas that were previously addressed by separate tools into one common environment. The many functions include modeling and design, data extraction, movement and loading, aggregation,  meta data management and integration of analysis tools. Oracle Warehouse Builder provides an easy-to-use and easy-to- implement framework for our Bausch & Lomb enterprise data warehouse architecture. 



VENDOR SUPPORT: Bausch & Lomb is extremely happy with the support provided by Oracle. Issues faced by Bausch & Lomb regarding this product were very positively received and addressed by Oracle. 



DOCUMENTATION: The help and wizard capabilities within Oracle Warehouse Builder significantly aid the development process. The product also comes  standard documentation.

�

�

Published in DM Review in August 2000

www. DMReview.com



drugstore.com Finds Prescription for Success

By Kal Raman



Today, more than one million drugstore.com customers enjoy the privacy and convenience of online shopping. drugstore.com is the leading e-commerce store for health, beauty and wellness products. Based in Bellevue, Washington, our company offers thousands of brand-name products, rich information resources, personalization features and a licensed pharmacy. 

drugstore.com's prescription for healthy business is quality products and excellent service ­ fronted by the best possible Internet shopping experience. A high-performance, highly available Internet infrastructure makes that Web experience a positive one.  High availability is as important to e-commerce as breathing is to humans. Our online store stays highly available to customers, giving us a competitive advantage fore-commerce.  That advantage paid off during our store's first holiday season, Christmas 1999. At that time, a Forrester Research survey rated drugstore.com the best health, beauty and wellness site based upon the fast, responsive service shoppers experienced.  December order volumes exceeded all previous months combined. 

 To leverage the one terabyte of data that resulted from increasing sales, Compaq and Oracle built a data warehouse filled with business intelligence for targeted marketing programs to keep shoppers coming back. And they do: in 1999, our first year in operation, revenues exceeded $34 million. 

Fully Integrated from Web to Warehouse

While brick-and-mortar competitors struggle to integrate legacy back-end systems with e-commerce servers, drugstore.com was fully integrated from the start. Compaq servers in the corporate data center and distribution sites mesh operations from online ordering to fulfillment. Over 20 Oracle databases support the business.

At the front end, a redundant array of high-volume, load-balanced Web servers keep response high as customers browse, order or consult with beauty experts and pharmacists. Purchasing and customer data flows into clustered database servers. If a failure occurs on one system, the workloads quickly and automatically failover to another system. To further protect information, drugstore.com replicates the data and stores snapshots of the information in the data warehouse. 

drugstore.com proactively scales the environment to handle escalating transaction volumes and a product showcase that changes by as much as 1,000 SKUs quarterly.  We've already scaled by a factor of 10 since we launched the store. We add servers to the front end, and disk space and processors to the back end without affecting business; it's transparent to customers.

Data Warehouse a Cornerstone for CRM 

Customer and ordering information flow daily from production servers to the data warehouse. This information contains both operational and clickstream data which reflects each customer's activity at the site, such as which pages they visited or which graphics they clicked on.  By joining this information with operational data, such as purchasing information, drugstore.com determines which products to offer and the most effective way to present information to shoppers. A typical query may scan more than 100 million rows of data.

In addition to data mining to analyze customer behavior, drugstore.com uses this business intelligence for personalization, customer relationship management and cross-selling. For example, based on previous buying behavior, customers revisiting the site are greeted with recommendations for other products. Further, drugstore.com creates targeted marketing programs based on buying preferences to reach loyal customers.

While other companies build data warehouses that address only small segments of the business, drugstore.com's solution serves nearly 100 users throughout the company. "We're on the cutting edge in data warehousing," says Scott Green, senior director of merchandising and marketing systems. "In a very short time frame, we've built a data warehouse that serves the needs of the entire business. We literally went from a concept stage to a fully functional data warehouse in less than six months ­ and with more than a terabyte of data."

Green says the data warehouse design also differentiates drugstore.com in the e-commerce market. Built on star schema methodology, which reflects the best practice techniques for data warehousing, users quickly locate and retrieve records.  Implemented six months ago, we expect an immeasurable impact on business. With our data warehouse, there's nothing about our business we won't know. 

http://www.dmreview.com/master.cfm?NavID=55&EdID=2556 
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Sony Manages Corporate Information with a Must-Have Data Warehouse  By Gary Fischer, data warehouse manager for Sony Electronics Inc.

Sony Electronics Inc., a subsidiary of Sony Corporation, is involved in developing, designing, manufacturing and selling electronic devices for U.S. consumer and professional markets.  Sony's mainframe systems store information on more than 11,000 types of products in more than 25 physical warehouses. Sony's data warehouse extracts data from legacy systems into an Oracle database running on an IBM SP II midrange computer.  Business Objects creates ad hoc reports for client/server users, and a Web-based reporting system was developed with Oracle's WebServer and Information Builders' WebFOCUS. The data warehouse currently has more than 200 gigabytes of data and is used by 1,500 users over the Web (from the United States, Europe and Japan) and 250 U.S. users with client/server software. 

Sony Electronics maintains millions of dollars in inventory at any given time in its U.S. warehouses, but only monthly or quarterly reports were available. The available reports often lacked detail or had too much detail and did not sort, summarize or roll up the data in useful ways. Users spent a large part of their time accessing data and massaging it to extract the information, rather than making business decisions. 

We built the initial version of our data warehouse by developing the programs to extract, transform and load mainframe data into the Oracle database on a daily basis. We used Business Objects to allow end users to create ad hoc reports from that data with minimal assistance from MIS staff.  The very positive reaction to this application prompted us to consider how we could make these reports available to many others in the company. We decided to create an intranet site that contained standard reports accessible to anyone with a Web browser. WebFOCUS and Oracle WebServer were the key technologies; and when this phase of the project was completed, we had a system that brought point-and-click business intelligence to all users in the company. 

The data warehouse began as a small "nice-to-have" project, developed almost entirely with internal IT resources and with only nominal investment in additional hardware and software. Three staff members worked full-time and four worked part-time over eight months to create the first data warehouse in April1998. The total cost for the project was less than $500,000. Within 12 months, the data warehouse became a "must-have" resource and a model for managing corporate information. Use of Web-based reports has become the primary and preferred method for accessing information across a broad range of business units. The system has been expanded to include sales, orders, customer,  product, procurement, human resources, financial and service data. Users now spend time analyzing the data they have found, while in the past they spent most of their time finding the data they needed to analyze.

Although a formal return on investment was not computed, reports from users indicate that the savings are widespread and the benefits occur throughout the company. One of our corporate controllers estimates that the control we gained over our inventory as a result of this project has already brought benefits in the millions of dollars. 

Other well-defined benefits include:

Savings of $200,000 a year because entire containers can be shipped to customers without being unloaded on the docks. 

Significantly improved ability to track products that are in transit, on loan or out as demo units. 

Tracking of service turnaround time, leading to better information about service costs. 

Identification of Sony's top customers, who were difficult to identify in the past because data about customers was not easily available across business groups. 

Human resources users now have access to up-to-date information. 

Accounts receivable data is now more current, detailed and comprehensive, allowing us to act on delinquent accounts more rapidly and with better information. 





http://www.dmreview.com/master.cfm?NavID=55&EdID=2639
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Venture Taps MasterCard Warehouse  

Consumer data to be sold to retailers

By Bob Violino 



MasterCard International Inc. this week is launching a new company that will use MasterCard's huge warehouse of credit-card transaction data to sell information on

consumer buying to retailers.



Transactional Data Solutions, a joint venture of MasterCard and market research firm Symmetrical Resources Inc., plans to offer its first service, Merchant Advisor, in the first quarter. Merchant Advisor will provide aggregate consumer buying information based on credit-card transactions and other data. But to protect privacy, the reports won't include customer-specific information such as names, addresses, phone numbers, and E-mail addresses, says Bill Engel, CEO of the new company and former chairman and CEO of Symmetrical.



Reports will draw on data from MasterCard's 7-terabyte Oracle data warehouse in St. Louis, as well as from other sources. The new service is unrelated to an online data service MasterCard offers to its member banks.



Merchant Advisor is designed to help retailers boost sales and lure customers with more-effective advertising and marketing. It compares retailers' performance with competitors' over a given period and in different stores. "Macy's knows what's going on in its own stores, but not what's going on among the competition," says Greg Mazzanobile, TDS's chief operating officer and former director of alliances and new ventures at MasterCard. Age, income, buying habits, and other data will be provided in clusters, such as women aged 35 to 45 with incomes of $80,000 to $100,000. With data from Symmetrical, the reports will also tell retailers which media sources the shoppers tend to see.



Customer profiling is a high priority for retailers as they try to improve their ability to stock the merchandise customers want, plan better locations for stores, and detect buying patterns, says Tom Friedman, president of research firm Retail Systems Alert Group.



Merchant Advisor reports will be provided quarterly for $75,000 to $150,000 a year, depending on the size of the retailer. Monthly reports will be available in 2000. National and local versions of the service will be available for apparel, automotive, grocery, home furnishing, and other types of stores. 

��            �



Putting the Custom in Customer @ DrugEmporium.com

Commentary by Max DeOliveira, 

Director of Data Warehousing, DrugEmporium.com 



DrugEmporium.com, recently acquired by Health Central Acquisition of Emeryville, California, is a health-content driven e-commerce site dedicated to helping  consumers better manage their day-to-day health and wellness needs. DrugEmporium.com is a secure online drugstore that combines comprehensive healthcare information with discount pricing. DrugEmporium.com currently sells more than 22,000 items, including prescription and non-prescription medications,  nutrition and wellness products, cosmetics, and health and beauty aids. The DrugEmporium.com site features an easy-to-navigate,  content rich shopping experience highlighted by an extensive product selection, personalized service, the most competitive online pricing,  and real-time access to drkoop.com's trusted content, advice, and tools. To find their favorite products, customers can quickly Browse by Brand, Search our extensive inventory, or use our Personal Shopper. Those who truly wish to save time can simply use My Favorites to access their personal shopping list, request email reminders when supplies are running low, and zip through our one-step Express Lane. 



To further enhance the online shopper's experience and satisfaction, DrugEmporium.com embarked on a comprehensive business intelligence strategy. DrugEmporium.com CIO, Jim Schanzenbach,  started the Web store business with a vision for superior customer service. "Oracle provided DrugEmporium.com the means to execute our vision. By using both Oracle's iServices product suite to build our business model, and Oracle's Business Intelligence solution to provide a 360-degree view of our customers,  DrugEmporium.com is poised to deliver the best service possible to our customers," said Schanzenbach. 



Senior data warehousing expertise was recruited during the early development days. Business Intelligence and Warehousing concepts and a vision for strategic decision support were applied to DrugEmporium.com during early Web site development. It was decided to implement tactical operational reporting for the Web site while, at the same time, developing a robust data warehouse architecture for the future information needs of the business. The data warehouse architecture encompassed both a central operational data store and a multi-mart approach to meet the information demands of various lines of business. 



One of the first data mart developments focused on analyzing streams of click data

from the Web site.  DrugEmporium.com decided to employ the help of Oracle Consulting to design, build, and implement the data mart.  Oracle Consulting provided design recommendations to DrugEmporium.com for extracting, loading, and transforming the click data into a powerful analysis data mart. The DrugEmporium.com and Oracle Consulting team created a data mart that combined click data, customer data, product data, and order information together to support customer focused initiatives within the business. DrugEmporium.com uses the analysis data mart every day to measure the success of email campaigns, walk-in to registered customer conversions, min-max customer and product ratios, coupon effectiveness and redemption,  affiliate relationships, detail product profitability, and other analysis.



We want to provide the best experience possible for our customers, and that becomes easier when we can track and analyze data to provide a more personalized shopping experience. We are working with Oracle Business Intelligence Services to design and implement the type of system that we envision—a Web-house environment that leverages data to improve both our customer service and our sales.



DrugEmporium.com and Oracle worked together to bring a true value-add decision support system to address real business challenges. DrugEmporium.com is addressing the key business dimensions in the demanding e-commerce B-to-C marketplace, and is using integrated information to make better and faster decisions. � 

Sample List of Oracle-based Data Warehouse Sites Publicized from Jan 1999 –  March 2001



Arranged by industry vertical

Note: Information provided is based on published sources.





Company�Brief Description�Vertical�Publication��Monsanto�Agricultural, CPG, pharmaceutical product sales and financial information  (with Business Objects, Cognos, Pilot, Hyperion, ActaWorks ETT software)�Agricultural Products�DM Review 3/99��Chevron (Global Lubricants)�Sales volume, margin analysis  (with Business Objects WebIntelligence, Microsoft Excel)�Chemical & Petroleum�DM Review 9/99; TDWI What Works Vol. 8, 1999��Dow Chemical�Profitability analysis of chemical products (with Cognos PowerPlay)�Chemical & Petroleum�Computer Weekly 4/1/99��Great Western Chemical Co.�Product profitability, revenue, inventory analysis  (with Oracle Discoverer)�Chemical & Petroleum�Intelligent Enterprise 4/28/00��Coca-Cola�Information for Marketing (Inform) including market demand for products�CPG�InformationWeek 3/22/99��Coors Brewing�Sales profitability, pricing, brand popularity by area, promotion analysis  (with Pilot)�CPG�Beyond Computing 10/99��Gilroy Foods�Sales analysis and reporting  (with Aclue Decision Supportware)�CPG�InformationWeek 9/20/99��Interstate Bakeries Corp.�Sales and distribution analysis  (with Oracle Sales Analyzer)�CPG�Oracle Magazine 7/99��Molson Breweries  (Canada)�Sales and marketing analysis of local programs, production and inventory requirements  (with Cognos)�CPG�Computing Canada 9/28/98; TDWI What Works Vol. 8, 1999��Proctor & Gamble�SourceOne database for regional and global brand management, supply management  (with Tibco for data movement)�CPG�InformationWeek 10/25/99��Valio (Finland)�Internal and partner monitoring of brand and product performance including sales, profit margins, inventory turns�CPG�TDWI What Works Vol. 9��Pioneer-Standard Electronics�Bookings, budgets, billings, sales, and customer data�Distribution�Beyond Computing 3/99��Toshiba�Two-year sales history view for copier, FAX machines, & network printer dealers�Distribution�InformationWeek 9/13/99��American Management Association�Tracks customer skills and educational seminars attended  (with Oracle Sales Analyzer)�Education�InformationWeek 5/17/99��Chicago Public Schools�Analysis of student attendance, behavior, academic performance�Education�eWeek 7/3/00��Olsten Corporation�Tracks effectiveness of filling temporary positions for customers  (with Cognos)�Employment Services�InformationWeek 9/27/99��AXA Financial Inc.�Customer relationship management - data formerly in product centric systems  (with SAS Enterprise Miner)�Finance�Datamation 9/26/00��Bank of America�Corporate Treasury forecasting of net interest income from loans, deposits, investments  (with Oracle Reports and Discoverer)�Finance�Oracle Magazine 7/99��Capital One�Target marketing to credit card customers, Customer Service Marketing (CSM), account management, risk assessment�Finance�CIO Magazine 2/1/99; Oracle Magazine 7/99; ComputerWeekly 7/13/00��Charles Schwab Institutional�Customer investment analysis, advisor performance and profitability  (with Seagate Info 7 and Holos)�Finance�Knowledge Management 11/99��Commerzbank New York�Consolidated view of foreign exchange deals  �Finance�TDWI What Works Vol. 7, 1999��Credit Union Service Corp. of Australia Ltd.  (CUSCAL)�Financial planning from banking, credit card, portfolio management, treasury data  (with Oracle Financial Analyzer)�Finance�Oracle Magazine 7/99��Fidelity Investments�Financial information data marts for query and reporting �Finance�Oracle Magazine 7/00��First Union National Bank�Customer relationship management via data marts based on customer financial data  (with SAS)�Finance�TDWI What Works Vol. 9��Fleet Financial Group / Credit Card�Customer data repository for targeted marketing�Finance�Computerworld 5/17/99��Lord Abbett & Co.�Client current and historical investment data �Finance�Wall Street & Technology 6/99��MasterCard�Analyze spending patterns of holders, promotions�Finance�InformationWeek 1/25/99��Moscow Narodny Bank  (U.K.)�Global credit risk analysis�Finance�Computer Weekly 7/22/99��National Australia Bank Ltd.�Consolidated reporting of worldwide banking�Finance�CIO Magazine 6/1/99��National Bank of Canada / SIBN�Extended financial reporting  (using Genio Suite)�Finance�TDWI What Works Vol. 9��PNC Bank�Consolidated financial reporting  (with Oracle Express)�Finance�Beyond Computing 11/99��Provident Central Credit Union�Customer information, feeds call center application  (with Brio)�Finance�Beyond Computing 10/99��Towers Perrin - Benefits Administration Services�Cross plan comparison and trend analysis, ad-hoc reporting via web using employee HR data combined with demographics and benefits plan data  (with Ardent DataStage and Seagate Info7)�Finance�Beyond Computing 10/00��Signet Bank�Customer marketing analysis, analysis of products for deposits, investments, credit  (with SAS)�Fiannce�Dataquest 11/6/00��Wells Fargo�Customer relationship management  (with Brio, NeoVista)�Finance�Beyond Computing 1/99��Allied National�Actuality reporting and business analysis�Finance / Insurance�InformationWeek 8/9/99��CalFarm  (Nationwide) Insurance�Analysis of financial claims, profitability of independent agents, reserves required  (with BrioQuery)�Finance / Insurance�DM Review 9/99��Ecclesiastical Insurance Group  (U.K.)�Analysis of underwriting profitability, risk and rating factors, portfolio growth  (with Business Objects)�Finance / Insurance�Computer Weekly 5/11/00��Great American Insurance�Employee and customer access via web to policy and accident data  (with Cognos)�Finance / Insurance�TDWI What Works Vol. 9��Missouri Employers Mutual Insurance�Analysis of workplace injuries, policyholder profitability (with Platinum Technology Risk Advisor)�Finance / Insurance�InformationWeek 1/18/99��PHICO�Property & casualty claims analysis  (with Oracle Data Mart Suite: Discoverer, Express)�Finance / Insurance�Oracle Magazine 7/00��Bournemouth Borough Council  (U.K.) �Land and asset registration system - monitoring of property and buildings (with MapInfo)�Government�The Source 10/28/99��British Columbia Ministry of Finance�Consolidated financial reporting  (with IBI FOCUS Six, Enterprise Copy Manager)�Government�DM Review 9/99��British Columbia Ministry of Environment, Lands, & Parks �Risk assessment data based on park visits, wildlife encounters  (with Oracle Discoverer, Reports)�Government�Oracle Magazine 7/99;  KMWorld 5/1/99��British Geological Survey�Data storage and analysis of borings by mining and construction companies for soil conditions, content�Government�Computer Weekly 2/3/00��Idaho National Engineering & Environmental Lab (INEEL)�Consolidated reporting of financial, procurement, and labor data related to projects for U.S. Department of Energy  (with Oracle Designer, Developer, Reports Server)�Government

�Intell. Enterprise 2/16/01��Multnomah County Oregon�Justice agencies reporting  data marts (with Viador E-portal)�Government�InfoWorld 11/22/99��Statistics Canada  (StatsCan)�Canadian Social Economic Information Management System�Government�Technology in Government (Can.) 9/99��Statistics Quebec�Business warehouse containing market profiles, free trade agreements, skill labor, competitive operating costs, R&D information.  Includes sound, images, text.  (with Oracle Express)�Government�Technology in Government (Can.) 4/00��U.S. Census Bureau�Data Access and Dissemination System - DADS  (with ESRI, SuperCross)�Government�CMP TechWeb 6/17/99;  Intell. Enterprise 10/26/99��U.S. EPA�Envirofacts Online - pollution reporting with spatial data via ad-hoc queries on the web�Government�Govt. Computer News 2/22/99��U.S. HUD�Consolidation of Housing and Urban Development data sources into a data warehouse  (with MicroStrategy for web deployment, ESRI GIS)�Government�Govt. Computer News 5/15/00��U.S. Treasury�Financial analysis and reporting  (with SAS)�Government�Govt. Computer News 4/26/99��Axios Data Analysis Systems Corp.�Fraudulent health insurance claims detection  (with Oracle Darwin)�Healthcare�InformationWeek 9/6/99��Blue Cross Blue Shield of North Carolina�Claims analysis - financial and medical �Healthcare�Oracle Magazine 3/99��Canadian Blood Services�Tracking blood donations by individuals for retention, donor drives  (with Cognos Impromptu and PowerPlay)�Healthcare�Computing Canada 8/13/00��Detroit Medical Center�Consolidated patient and management reporting  (with Oracle Discoverer, Ardent DataStage)�Healthcare�DM Review 9/99��Kaiser Permanente�National Clinical Information System  (medical research analysis with Pegasystems).  Includes pharmacy records.�Healthcare�Oracle Magazine 3/99��Medicaid - State of New York�Fraud detection�Healthcare�DM Review Online 8/99��MIM Health Plans�Prescription claims analysis  (with Hyperion Essbase)�Healthcare�InformationWeek 6/28/99��NDC Health Information Services  (formerly Source Informatics)�Drug prescriptions by doctor, sales  (with MicroStrategy)�Healthcare�Oracle Magazine 9/99��Preferred Health Network (PHN)�Insurance cost and quality of care analysis�Healthcare�Beyond Computing 3/99��Bausch & Lomb�Analysis of product sales, inventory, customer profiles  for customer relationship management and global inventory management and planning  (with Oracle Warehouse Builder)�Healthcare Products�DM Review 6/00; Oracle Magazine 9/00��DuPont Pharmaceuticals�Identification of potential drug candidates from biological screenings  (with Visual Numerics IMSL Library)�Healthcare Products�DM Review 9/00��Eli Lilly (Canada)�Sales force management  (with Cognos Impromptu)�Healthcare Products�InfoSystems Executive 10/99��Johnson & Johnson�Global customer data warehouse including distributors  (with Cognos PowerPlay)�Healthcare Products�PC Week, 2/8/99��Novo Nordisk�Pharmaceuticals quality and delivery key performance indicator tracking  (with Pilot Balanced Scorecard)�Healthcare Products�DM Review 11/99��Pfizer�Clinical trials - data query resolution and lab analysis via the web�Healthcare Products�Oracle Magazine 3/99��Sanofi Pharmaceuticals  (with IMS HEALTH)�Customer target marketing and competition tracking  (with MicroStrategy DSS Agent)�Healthcare Products�DM Review 2/99��Siemens Medical Systems�Medical imaging equipment servicing and maintenance reporting - data extracted from SAP  (with Cognos and ActaWorks)�Healthcare Products�DM Review 11/99��Celera�Human Genome Project (human genetic mapping)�Healthcare Research�ITWorld.com 6/27/00��Doubletwist�Provider of genomic information and bioinformatics analysis technologies  via web�Healthcare Research�Omniomics 12/15/00��3Com�Usage patterns on web site, sales data analysis (with Informatica, Business Objects, Hyperion Essbase, Platinum Repository)�Manufact.�InformationWeek 3/13/00;  InformationWeek 9/11/00��General Motors�BuyPower web site for on-line queries of auto configurations and features, promotions�Manufact.�InternetWeek 3/15/99��Hewlett-Packard  (France)�European marketing database by product line, divisions, geographical regions  (with Hummingbird Genio, Hyperion Essbase)�Manufact.�TDWI What Works Vol. 8, 1999��Honeywell (Building Controls Unit)�Sales revenue  (with Oracle Warehouse Builder)�Manufact.�InformationWeek 3/6/00��Industry Data Exchange Assoc.�Product information gathered from members’ operational systems�Manufact.�InformationWeek 6/28/99��Lucent�Customized production reporting of data extracted from MFG/PRO MRP system�Manufact.�TDWI What Works Vol. 8, 1999��Manco�Budgeting, financial analysis, forecasting, product & customer profitability, marketing, distribution analysis (with Oracle Financial Analyzer, Data Mart Suite)�Manufact.�DM Review 9/99��Matsushita Electric Works Asia-Pacific�Strategic planning in sales offices  (data extracted from Oracle Applications)�Manufact.�Asia Computer Weekly 4/12/99��Motorola Semiconductor Products Sector�Analysis of product service metrics, product planning  (with Gentia)�Manufact.�KMWorld 3/1/99��Nissan North America�Customer relationship mangement: Infiniti customer analysis, profiling, target campaign management for prospects  (with E.phihany)�Manufact.�Beyond Computing 6/00��Polaris Industries Inc.�Track sales of dealers of snowmobiles and watercraft and monitor product inventory  (with Oracle Sales Analyzer) �Manufact.�InformationWeek 8/30/99��Quantum Corporation�Customer fulfillment tracking, supplier tracking  (with BrioQuery) �Manufact.�TDWI What Works Vol. 7, 1999; DM Review 9/99��Royal Dutch / Shell�Customers, products, procurement tracking  (with custom built Kalido package used & sold by Shell into CPG, etc.)�Manufact�PCWeek (U.K.) 6/14/99; InformationWeek 2/19/01��Sony Electronics�Analysis includes sales, orders, customer, product, procurement, human resources, financial and service data.  (with Business Objects)�Manufact�DMReview 9/00�������Symantec Corp.�Software market share and revenue by product, region, units, etc.  (with AlphaBlox Enlighten)�Manufact.�InformationWeek 2/1/99��Timken Steel�Financial, sales, marketing analysis (including costing) of tapered roller bearings and steel tubing  (with Cognos Impromptu & PowerPlay)�Manufact.�DM Review 9/99��Los Angeles Times�Subscriber and customer information�Media�PC Week 2/8/99��Mplayer.com�Target marketing based on customer interests of newsletters describing games, events, and products�Media�1to1 Direct 5/00��NBC West�Television show promotion planning using Nielsen survey data  (with Cognos)�Media�InformationWeek 10/23/00��New York Times�Web site usage tracking and behavior prediction  (with IBM SurfAid Analytics)�Media�InformationWeek 3/15/99��Twentieth Century Fox�Analysis of movies / box office revenues and advertising (with MicroStrategy, Informatica)�Media�InternetWeek 8/9/99��U.S. Satellite Broadcasting  (USSB)�Analyze buying patterns and target marketing of pay per view movies and events�Media�Oracle Magazine 3/99��Amazon.com�Customer & service analysis, inventory carrying costs, sales analysis, clickstream analysis �Retail�InformationWeek 11/22/99��Autotrader.com�Auto specifications & availability, email traffic, and on-line advertisement analysis  (with SAS)�Retail�Datamation 3/1/00��Avon�Sales analysis and reporting  (with Cognos Powerplay)�Retail�Computer Weekly 3/4/99; CFO Magazine, 2/98��B & Q  (U.K.)�Product sales, supply chain, stock management in home improvement stores  (with MicroStrategy)�Retail�TDWI What Works Vol. 7, 1999��Best Buy�Business Performance Management transaction detail for merchandise buyers, marketing, business execs. Includes advertising effectiveness measurement, pricing analysis, inventory adjustment, vendor relationship management, cross-selling.  (with MicroStrategy)�Retail�Retail Info Systems News 3/99; MicroStrategy Mag.  7/00��Burlington Coat Factory�Loss prevention / analysis by auditors  (with Oracle Discoverer)�Retail�Beyond Computing 9/00; Retail Info Systems 2/01��CDNOW�Marketing & promotion analysis, customer buying patterns, distribution analysis  (with Brio)�Retail�Oracle Mag. 11/99; InformationWeek 3/15/99��Dick’s Supermarkets�Targeted marketing, product affinity analysis  (with Oracle Express Analyzer, DataSage Customer Analyst)�Retail�DM Review 9/99��Dress Barn�Monitoring movement and status of items related to import orders, POS transactional data�Retail�RETAILTECH 05/00��DrugEmporium.com�Analysis of clickstream data, customer data, product data, and order information for measurement email success, customer registration, customer / product ratios, coupon effectiveness, affiliate relationships, and detail product profitability�Retail�TDWI What Works Vol. 10, 2000��drugstore.com�Target marketing to existing customers  (with Business Objects, Sagent)�Retail�Oracle Magazine 7/00;  DM Review 8/00��Eddie Bauer�Analysis of direct fulfillment / point of sales data�Retail�Retail Info System News 12/00��Edmunds.com�Consolidated used car information for consumers�Retail�InformationWeek 12/20/99��Genesco�Tracking inventory, supply & demand at footwear retail stores  (with Cognos Impromptu)�Retail�Retail Info Systems 2/01��House of Fraser  (U.K.)�Product sales analysis including inter-store transfers�Retail�Computer Weekly 6/3/99��Jordan’s Furniture�Customer analysis including sales and profitability, product line analysis�Retail�Beyond Computing 9/99��more.com�Custom marketing and cross selling of health and drugstore products through analysis of product-oriented ERP data and web server data  (with Oracle Warehouse Builder)�Retail�Datamation 3/00��NetFlix�Track customer DVD rentals and marketing  (with Oracle WebDB and Discoverer�Retail�Oracle Magazine 7/00��Schnucks�Sales analysis, category management�Retail�RT Magazine (Retail Technology) 2/99; Retail Info System News 6/99��Shop at Home, Inc.�Customer demographics and sales analysis�Retail�ComputerWorld 2/26/01��Shell�Sales tracking  (with custom built Kalido package used & sold by Shell into retail, etc.)�Retail�PCWeek (U.K.) 6/14/99��Singleshop, Inc.�Product marketing and customer service data from singleshop.com  single order engine  (with Oracle Discoverer)�Retail�Oracle Magazine 7/00��Somerfield Stores  (U.K.)�Customer buying patterns, promotion, and waste analysis  (with Oracle Discoverer)�Retail�Oracle Magazine 7/99��Staples�Customer marketing information system - Dividends card use tracked for customer loyalty, buying patterns�Retail�Beyond Computing 6/00��WeddingNetwork.com�Customer data analysis for building customized services and offers  (with Cognos Impromptu)�Retail�eWeek 9/18/00��Acxiom�Customer information, marketing�Service / data provider�Oracle Magazine 3/99��Critical Path�Self-service reporting of e-mail & message transactions, web site usage patterns�Service / data Provider�TechWeb 11/22/99��HotData�Subscription-based service to verify and cleanse customer data, including addresses, Dun & Bradstreet Ratings, etc.�Service / data Provider�Knowledge Management 1/00��WinWin.com�Consumer market data collected for cash and sold to advertisers�Service / data Provider�InformationWeek 5/8/00��British Telecom  (U.K.)�Customer relationship management �Telco�ENT Magazine 3/8/00��Cellular One�Customer billing plan analysis  (with Brio)�Telco�InformationWeek 6/12/00��Clearnet Communications (Canada)�Analysis of financial, customer, service, inventory, logistic, commission, and demographic data  (with Cognos Impromptu, PowerPlay Web)�Telco�DM Review GoNow 4/00��GTE Wireless�Call detail records gathered from switched for analysis, planning, and forecasting�Telco�KMWorld 8/16/00��MCI WorldCom�International Traffic Data Warehouse of call detail records  (with QueryObject)�Telco�DM Review 7/99��New T&T  (Hong Kong)�Customer promotions analysis  (with Brio)�Telco�Asia Computer Weekly 3/22/99��One 2 One  (The mobilefone group, U.K.)�Information on customers including non-payers and late-payers, and operational reports  (with Business Objects, Pine Cone Usage Tracker)�Telco�Computer Weekly 8/5/99��Quest Communications�Customer loyalty, relationship management (report consolidation with BEA WebLogic)�Telco�Intell. Enterprise 1/5/99��Sprint PCS�Consolidated reporting and analysis of sales and financial data (with Oracle Express, Infospace)�Telco�Intell. Enterprise, 1/5/99 ��British Airways  (U.K.)�Customer relationship management  (custom Java)�Transport�Computer Weekly 7/8/99��Cathay Pacific�Customer information system for revenue management, target marketing, customization of products and services (with Brio, Hyperion Essbase, Seagate Crystal Info)�Transport�DMReview 3/00��Dollar Rent a Car�Customer analysis  (with Information Advantage) �Transport�Beyond Computing 10/99��Penske Logistics�Shipment tracking and logistics management (with Business Objects WebIntelligence)�Transport�InformationWeek 1/11/99��Sabre Group Inc.�Integrated Forecasting System (IFS) for American Airlines including market share forecasting and flight cost analysis�Transport�CIO Magazine 2/1/99��USPS�POS / small business usage analysis  (with Informatica, MicroStrategy)�Transport�Government Computer News 11/8/99��Carlson Companies - Wagonlit Travel�Travel billing analysis  (with Cognos Impromputu & PowerPlay, Informatica)�Travel Services�Datamation 9/99��Carlson Hospitality�CustomerKARE: Customer relationship management utilizing reservation data �Travel Services�DM Review 12/99��Centrica (U.K.)�Personalized marketing and cross selling of natural gas service, electricity service, appliance service contracts, automobile (AA) membership, credit cards and online financial services  (with Recognition Software Protagona)�Utility / Energy�1to1 Direct 5/00��Pacific Gas & Electric�Consolidation of electric supply chain monitoring data - viewed by independent service operators  (with Viador)�Utility / Energy�InternetWeek 11/8/99��Reliant Energy�Outage analysis using an operational data store pulled in near-real-time, at rates of 60-80 rows / second, from a CICS source  (via BMC ChangeDataMove)�Utility / Energy�TDWI What Works Vol. 9��Southern Company�Customer utility pricing information  (accessed by customers via the web)�Utility / Energy�InformationWeek 9/27/99��Southern Company�Track service outages and determine recurring problems�Utility / Energy�InformationWeek 9/11/00��Wellogix�Well Data Repository including historical project, geological, and working relationship information�Utility / Energy�Oracle Magazine 11/00��Westcoast Energy  (Canada)�Extended reporting of data extracted from SAP  (with Cognos Accelerator)�Utility / Energy�Computing Canada 2/5/99��

�Why Oracle

�

Technology - market leader, leverage existing assets, open platform, supported by many 3rd party tools, significant investments in data warehouse functionality in database



“Oracle is  the leader except at the low end, where Microsoft’s DBMS products  (Access, SQL Server) have a commanding lead. IBM (DB2) is the third  most popular vendor, followed by Sybase, Red Brick/Informix, and  NCR’s Teradata” - Survey.com,  Business Intelligence /Data Warehousing Research Report. 



Oracle has the largest market share for the Data Warehouse Database Market at 34.8% according to IDC’s “Data Warehousing Tools: Market Forecast and Analysis, 2000-2004”, 2000



People - local, experienced, employees; leverage your existing skills



“Internally we have... a great group of Oracle  expertise inside Amazon and this allows us to leverage that expertise rather than growing yet another group of DBA’s and having them focus on yet another technology."  - Amazon



References & Experience - industry, methodology



Oracle’s strength in implementing Very Large Databases (VLDB’s) and multi-user data marts on a variety of platforms and operating systems is demonstrated by the number of successful customers with implementations, today.    



Company Strength - profitable, best positioned, ability to deliver



“Given the rapid consolidation of the business intelligence (BI) market in the last few years, clearly only a few players will survive.  And all evidence suggests that in the medium to high segment of the market, the two largest companies left standing will be IBM and Oracle.”  - Intelligent Enterprise 9/29/00 



�� E-Business Intelligence 

Executive View of Oracle’s Comprehensive E-Business Intelligence Solution



A World Class Relational Database at the Hub 



Oracle is the only software provider to integrate all the latest technologies into a single comprehensive and integrated data warehouse offering.  Other vendors rely on technology point solutions and extensive consulting engagements to glue together a solution.  By integrating technologies such as parallel queries, bit map indexes, parallel bit-mapped star joins, materialized views, and analytic functions into the database engine and leveraging these features in Oracle tools, Oracle provides the needed flexibility to meet evolving needs.



Proven Record of Implementations



To reach business goals and assure success, risk must be recognized and minimized. Risk can range from inadequately gauging user requirements to poor technology implementations. Project executives can minimize risk by using proven database technology and following accepted practices for data warehousing.  Multiple market research polls have shown Oracle as having the leading database in terms of market share.  Oracle’s strength in implementing Very Large Databases (VLDBs) and multi-user data marts on a variety of platforms and operating systems (including UNIX, NT, OS/390, and others) is demonstrated by the number of successful customers with implementations today.  For example, dozens of Oracle based data warehouse sites are known to be Terabyte plus today demonstrating Oracle’s scalability.  Oracle established firm market leadership because of leading technology in Oracle7, Oracle8 and Oracle8i.  Oracle9i will further widen the technology gap between Oracle and the competition.



Risk in implementation can further be minimized through Oracle Consulting Services’ proven Data Warehouse Method, utilizing well defined processes for building a warehouse.  Such processes include business requirements definition, data acquisition and quality, technical architecture, data warehouse architecture, metadata management, data access, database design and build, documentation, testing, training, transition, and post-implementation support.  Packaged offerings include strategy workshops, assessments, and rapid prototypes.  Oracle also works with other consulting services partners which offer additional implementation strategies and solutions.



Access to All of Your Data



In most enterprises today, business critical data resides on a wide variety of platforms, often geographically separated.  Movement of the data from operational systems to the warehouse is required.  Oracle offers a number of solutions.  Transportable tablespaces provide a means to easily copy data files for distribution to multiple systems.  Symmetric replication includes support of asynchronous store and forward (often used in warehousing) for Oracle and heterogeneous environments.  Oracle Warehouse Builder supports extraction and transformation of data from relational sources and is adding support for many of the most popular transaction processing applications including Oracle Applications and SAP.  Access to a wide variety non-Oracle data sources is also possible through Oracle gateways (e.g. DB2, ODBC, others).  



A Complete Set of Design, Development Tools & Deployment Tools



Successful implementation of a data warehouse also requires the best design tools for modeling, tools for report and screen development, and end user ad hoc query and analysis tools. Oracle offers a rich set of tools for the full life cycle project effort (Designer, Developer, JDeveloper, Portal, Reports, Discoverer, Express Analyzer, Data Mining Suite).  These tools facilitate the project team’s efforts during each step of the cycle and integrate with the Oracle database assuring maximum performance and flexibility.  Oracle customers also have the option to choose from dozens of tools available from other industry leaders. Oracle works closely with these vendors through Alliances partnerships to ensure superior compatibility (for example, many provide a much tighter link to the Oracle database than ODBC affords).  



Comprehensive On-line Analytical Processing and Data Mining



Manipulation of data in warehousing typically includes analysis across a variety of different dimensions, such as product, market, period, region and organization. Oracle Discoverer is an ad-hoc query tool providing ease-of-use associated with Relational On-line Analytical Processing (ROLAP) tools.  Oracle Express Analyzer is an analytical tool built to support the demands of both desktop and mobile ( or “disconnected “ ) workers.  Off-the-shelf applications designed for quick implementation and targeted to meet the demands of the finance and sales and marketing end user are delivered with the Oracle Financial Analyzer and Oracle Sales Analyzer application products.  The Oracle Business Intelligence Solutions (OBIS) for Oracle Applications provide performance indicators in financial management, human resources, manufacturing, sales, and customer service.  Strategic Enterprise Management  tools include Oracle ACTIVA providing an activity based management solution and Oracle Balanced Scorecard providing a means of business benchmarking using performance indicators.  Web site analysis is possible through Oracle Clickstream Intelligence and Personalization.  Finally, Oracle offers a  Data Mining Suite (Darwin) to discover hidden information in massive amounts of data.  



Data Warehouse Management



Oracle’s database management tools continue to lead the industry. Oracle Enterprise Manager (OEM) gives the database administrator control over all Oracle instances on the network from anywhere (via a browser) regardless of Oracle server platform.  Oracle extends its leadership position with optional add-on packs for diagnostics, tuning, and change management. 



Any Type of Data



Because not all information important to decision makers comes in structured formats, Oracle has extended its ability to store and manipulate information types such as video, audio, spreadsheets, and Internet source information.  Information types supported by Oracle database extensibility features include  interMedia and analytic functions (provided in Release 2 of Oracle8i) and options for Spatial and other types.  



Third Party Partnerships



Oracle recognizes that many companies want to include non-Oracle products in their e-business intelligence solution. That is why significant Oracle resources are allocated to developing partner alliances. With leading market share in the data warehousing RDBMS market, Oracle attracts the strongest set of complementary products and leading consulting services providers to our platform. However, leading data warehouse software market share is not the only reason e-business intelligence companies partner with Oracle.   Oracle’s comprehensive program for data warehouse technology gives partners access to Oracle resources, beta code, and future design plans.  Oracle supports many of these partners through an extensive Alliances Program. 



Long Term Prospects



Key in selecting a warehouse partner is the long term viability of the partner.  Data warehousing managers need flexible support options and continual product enhancements. As a $10+ billion company, Oracle has built a worldwide support network and has the financial resources to invest in the research & technology needed to maintain its e-business intelligence products leadership.  Each year, 10% of Oracle’s revenues are reinvested R&D. The capabilities Oracle offers today are the fruits of this investment and have given Oracle and its customers a competitive edge.  Oracle’s deployment model leveraging browser based tools and Java strategy provide a clear roadmap for the future.

future.
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