
Inspired Gaming shows that BI can
have a dramatic impact on a
company’s bottom line and its scope
for expansion. It’s a pity, then, that
growing companies don’t always
make the necessary investment, says
David Hobbs-Mallyon, BI product
manager at Microsoft.

‘Some organisations see BI as
more of a luxury than a necessity,’
he admits. ‘But with organisations
looking to expand in a systematic
manner, having the right information
at their fingertips is exactly what 
will differentiate organisations from
the competition.’

Laying the foundations
Hobbs-Mallyon adds that before
embarking on a BI project, companies
need to get their data in order. That
might mean customer data, sales
data, or data from the supply chain.
Most likely, it means all of it.

‘You have to take a strategic
decision somewhere along the line
that BI is something of importance,’
he says. ‘When you make that
decision, that’s when master data
management gets on the agenda.’

As much a management philosophy
as a set of technologies, master data
management (MDM) promises a
seamless integration of data across the
divisions or departments of a company. 

That may sound more like a vision of
IT nirvana than an achievable goal.
Tony Jaskeran is the man charged
with making it a reality in his role as
head of BI at Allied Bakeries, owner of
the Allinson, Kingsmill and Burgen
brands. ‘We see information as the
primary leverage in helping us
achieve our business goals,’ he says.

Over the past century or so, Allied
Bakeries has accumulated a vast trove
of data. The problem is the treasure
and the trash is spread across a large
number of business systems: 131, to be
precise. Of these, the majority were
developed in-house.

‘Over the past decades, if you needed
a particular process or application, you
designed it yourself,’ Jaskeran explains.
‘So you develop more systems without
really introducing classical processes. 

‘Another problem arises when
companies merge. The target company
often has its own processes and
applications, and integrating these with
existing systems can be difficult.’

Smaller enterprises may not face
issues of this scale or complexity, but
problems of inconsistent duplicate data
systems, and the difficulty of getting an
overview of the information you have,
will strike a chord. Even MDM vendors
agree that, for most companies,
harmonising the various strands of
information is a long way off. 

‘I would estimate that fewer than
five per cent of businesses have
implemented any holistic data
strategy,’ says An-Chan Phung, chief
technology officer of system
integration specialist VisionWare.
‘MDM is still fairly new, and a lot of
people don’t actually know this sort of
technology is available.’

Time to catch up
Tony Fisher, chief executive officer of
software supplier DataFlux, goes
further. ‘No company has actually
finished an MDM implementation,’ he
says, adding that only ten to 15 per
cent of businesses are even ready to
start. DataFlux has constructed a data
maturity model that shows the journey
a business takes when implementing
MDM (see table below). 

‘Once companies make the hard
decision to change, we move in a very
methodical way to help people bring
in elements of the system one at a
time,’ Fisher notes.
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