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How do you approach this?
•

 
Think about the requirements

•
 

Scan the market
•

 
Create a list of brands

•
 

Collect information materials 
•

 
Talk to car dealer

•
 

Try to make a great deal?

Sounds logical?
Easy to do?

Imagine....you want to buy an new car
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What do you dream of?
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And what about the other ‚stakeholders‘?

A 
V.A.N.!

Get a roadster!!!!
Babyseats?
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But what happens then?

... this is:
• time-consuming
• complicated 
• misleading
• foggy
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...you get overwhelmed 
with new functions and 
features which 
are difficult to compare

How does 259 horse power feel like? 
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What next?

•
 

You could do the easy thing…

•
 

Just focus on the cheapest price?
•

 
Try to get the best discount?

But ......

Will this help you get the best fit for your requirements?
Will this provide you with the best value for your money?
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What about a test drive?

Emotion!

Feelings!

Fun!
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Now think about your business

•
 

Do you recognize any similar behaviors?
•

 
How are you collaborating with your colleagues?

•
 

How often are you trapped in function & feature 
discussions?

•
 

How does it work?
•

 
What is your feeling?

••
 

Can I experience a test drive?Can I experience a test drive?
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Product names and technologies are 
meaningless 

A multidimensional, 64-bit, in-memory OLAP engin
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RFP‘s trap us in the function and feature 
discussion
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You remember the stakeholders?

Just Excel 
sheets

Consolidation, Planning, 
Statistics

Just a Dashboard

I 
SAP
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What if you could do a  test 
drive?

Emotion!

Feelings!

Fun!
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Video
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Let‘s
 

test drive!!!

With the BAE Workshop

Emotion!

Feelings!

Fun!
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BA Experience Workshops
•

 
Business Simulation provides 
“a year in the life”

 
example of  

Management using “Business 
Analytics”

•
 

Introduces The Performance 
Management Framework

 
and 

the PM Manager book
 

with a 
clear, pragmatic approach 
providing a common language 
and unifying map for effective 
alignment between IT and the 
business

•
 

Brings the “Performance 
Manager”

 
to life. 

Experience Business 
Analytics for

 Business Impact
 

Experience Business 
Analytics for

 Business Impact
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DrivingDriving
 

Smarter DecisionsSmarter Decisions
 for Better Business Outcomes

Through the strategic application of 
Business AnalyticsBusiness Analytics

 
Software

•Cut Costs
•Improve Profits
•Drive Cash Flow
•Manage Risk
•New Opportunities
•Compliance & Governance
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How are we doing?

IT

SALES

MARKETING

CUSTOMER

 
SERVICE

HR

OPERATIONS

PRODUCT

 
DEVELOPMENT

FINANCE

How we are doing?

Why?

What should we be doing?
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Performance Management Workshops & 
PM Framework: The Performance Manager*

Financial Management

Expense
Management

Revenue
Management

Asset Management

*The book is available from IBM 
in seven industry editions.

4 Primary Areas, 42 Decision Areas with related KPIs
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Excerpt of Decision Areas –
 

Cross-
 Functional Perspective
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Excerpt of Decision Areas -
 Examples

Finance

Product

 

Development

Human

 

Resources

IT/Systems

Customer

 

Service

Marketing

Sales

Sales re
sults

Customer/product profita
bility

Sales tactics

Sales pipeline

Sales plan varianceMarket opportunities
Competitive positioningProduct life cycle mgmt

Pricing

Demand generation

Marketing Decision Area –
 

Demand generation



© 2011 IBM Corporation

It‘s a business simulation!
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Welcome to 
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An hands-on business simulation

24

You are the new management team at “FCI” a 
(fictitious) growing, but troubled, company.

Analyze & understand the current situation

Explore risks & opportunities

Formulate a business plan with realistic margin 
& profit goals

You will only consider the revenue side for 
today

During the workshop, you will make strategic and 
operational decisions, to help turn the company 
around

Income Statement

Strategic Planning

Market Analysis

Sales Tactics
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The Company
 

The Products

Geography 
North America
Europe
Asia-Pacific

Business Model:
B2B

Alpha
mass product (commodity) 
small growth rates/ margins
consumer appliances

Charger
well established product
good growth rates and margin
mobile devices

Nova
new innovative product
high growth rates and margins
medical diagnostic equipment
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We are about to start
•

 
Q1
–

 
Review financials and market data

–
 

Analyze & develop market strategy
–

 
Define product and pricing strategy

•
 

Q2:
–

 
Review financials and sales data

–
 

Review sales results & adjust sales alignment
•

 
Q3 & Q4:
–

 
Review financials and sales data

–
 

Review marketing results & adjust demand generation and marketing
•

 
FY-End
–

 
Share results and review strategies

–
 

Discussion
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Rules of Engagement

•
 

Split in groups
•

 
Have speaker and scribe

•
 

Focus on just a few 
elements

•
 

Don‘t try to be perfect
•

 
Make your decisions quickly

•
 

Think of it as a game and 
competition
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Start with Income Statement @ Year-end 2010

What stands out?

Distribution costs 
are way up

R&D is way down
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Revenue Growth

What stands out?

Regional growth 
in North America 
& Asia

Product trend 
favors Charger
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Product Mix

This chart shows 
total market for FCI’s 
3 product categories.

What stands out?

Market is growing
•

 

Especially in NA & 
Asia

•

 

Fairly flat in Europe

This chart shows 
FCI’s market share.

What stands out?

FCI’s Market Share is 
in general decline
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What is our opportunity? How big are our markets?Product Mix 2



© 2011 IBM Corporation

Market Strategy

This chart shows market share 
& margin with the size of the 
bubble representing the market 
size

You must choose a strategy:

Lower Margin

Higher Margin

Larger Market

Product Segment

…or a mixed strategy
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Market Strategy

This chart shows market share 
& margin with the size of the 
bubble representing the market 
size

You must choose a strategy:

Lower Margin

Higher Margin

Larger Market

Product Segment

…or a mixed strategy



© 2011 IBM Corporation

Market Share Targets
You must enter your Market Strategy: 
market share targets by region, segment 
and product into TM1



© 2011 IBM Corporation

R&D and Selling Expense

Determine R&D Strategy

Enter in TM1

What stands out?

R&D is decreasing, 
threatening product viability 

Selling Expense is fairly flat 
after adding Europe & Asia in 
2008
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Price Analysis

What stands out?

Past pricing strategy is 
inconsistent

•

 

Alpha, our commodity 
product, is priced above 
industry average (0%)

•

 

Charger & Nova are both 
below average

Inquiry Rate is 
dependent on price 
changes

Determine Price Strategy

Enter in TM1
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During Q1 we made these decisions:

We decided on a two-prong Market Strategy
–

 
Exploit commodity product: Alpha in Asia/Low Segment

–
 

Emphasize newer, higher margin products in NA & Europe in High &
 Medium Segments

We restarted R&D spending
–

 
Prior management cut R&D to minimal levels

We changed pricing on all products to match our strategy

EXECUTE SIMULATION 
for Q1
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Review Income Statement for Q1 2011

What stands out?

Revenue is up, 
potentially on target
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Did we sell
 

more?

Is sales having success?

What is the effect of pricing change?

Did we drive more interest?

Where
 

did we
sell more?
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Assign 123 to 
customers based on 
product/segment 
strategy

Align Customer Priority with Product Strategy

Existing customer 
priorities are not 
aligned with strategy
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Align Customer Priority with Product Strategy

Assign customer priorities
in forward looking plan
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During Q2 we made these decisions:

We realigned the sales force
–

 
We assigned sales people by customer type (123)

–
 

We designated customer type based on market opportunity

EXECUTE SIMULATION 
for Q2
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Final results after Q4

Here are results from 
4 quarters.
Did we make target?
Do we keep our jobs?
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Did we achieve our Plan?

What stands out?

NA = Home Run!

Good!

Wow!

Great!

What stands out?

Nova problems

Imagine our results if we also managed Expenses; the longer 
version of the BAE looks at distribution & manufacturing costs.
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What’s next ? 
Ask Yourself….

•What is our Business Analytics vision?
•How do we foster alignment on a vision with key stakeholders?
•How do we determine our most valuable Business Analytics investments?
•How do we establish our Business Analytics strategy and roadmap?
•How do we validate the value we have received?
•How do we make this a regular process for long-term success?

And which best practices can help you achieve your goals?…

Take the AQ test & join the B.A. Workshop
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Book Your In-house BA Experience 
Workshop

Invite your colleagues from other departments (Finance/ Marketing/ 
Sales/ HR/ Production/ SupplyChain/ IT ...) to attend a workshop, so they 
can experience the power of Business Analytics themselves.

The BA Experience In-house 
workshops are free of charge and 
could be hosted in your office or an 
IBM facility.

Book yourself for the next session on Nov 22nd 

www.ibm.com/business-experience

Youtube (video)

http://www.ibm.com/business-experience
http://www.youtube.com/watch?v=VNxK8Prls2Q
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47
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BAE Contacts

Peter Tegenbosch
peter.tegenbosch@be.ibm.com
Peter D'Haeyer
peter.dhaeyer@be.ibm.com

Serge De Coster
Avenue du Bourget 42
1030 Brussels
P +32 2 339 2065
serge.de.coster@be.ibm.com

IBM Business Analytics Experience Workshop:

Links: IBM Community

Youtube Video

http://w3.ibm.com/connections/communities/service/html/communityview?communityUuid=0b5eb74d-2f9b-43c8-b78a-edda3c25748e
http://www.youtube.com/watch?v=xhVNI5jDvnE
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