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Disclaimer:

This report should be used for informational purposes only. Vendor and product selections should be made
based on multiple information sources, face-to-face meetings, customer reference checking, product
demonstrations and proof of concept applications.

The information contained in the Wisdom of Crowds Business Intelligence Market Study Report is a
summary of the opinions expressed in the online responses of individuals who chose to respond to our
online questionnaire, and does not represent a scientific sampling of any kind. Dresner Advisory Services,
LLC shall not be liable for the content of the Report, the study results, or for any damages incurred or
alleged to be incurred by any of the companies included in the Report as a result of its content.

Reproduction and distribution of this publication in any form without prior written permission is forbidden.

Please Note: This is the summary analysis report prepared exclusively for study
participants. An extensive analysis of vendors, with detailed rankings of each is
available for purchase at a discount for study participants. The detailed report contains
an additional 22 pages of analysis and commentary, plus an additional 23 charts and
tables. Please contact us at bistudy@howarddresner.com for more information.
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Overview:

The AWisdom of Crowdso Business I ntelligence
and executed by Dresner Advisory Services (an independent advisory firm) and Howard

Dresner, its President and Founder.

Howard Dresner is one of the foremost thought leaders in Business Intelligence and
Performance Management, having coined the ter
has published two books on the subject, The Performance Management Revolution 1

Business Results through Insight and Action (John Wiley & Sons 1 Nov. 2007) and

Profiles in Performance i Business Intelligence Journeys and the Roadmap for Change

(John Wiley & Sons 7 Nov. 2009).

Howard lectures at forums around the globe and is often cited by the business and
trade press.

Prior to Dresner Advisory Services, he served as Chief Strategy Officer at Hyperion
Solutions and was a Research Fellow at Gartner, where he served as lead analyst for
Business Intelligence for 13 years.

Howard has conducted and directed numerous in-depth primary research studies over
the course of the past ten years and is extremely skilled in analyzing and recognizing
important trends in these markets.

Method:
The fAWi sdom of €intaligethce MarktiStudy nwasreated as a way to
give a voice to those actually wusing Bl sol ut

and different perspective for measuring Bl vendors and products in the market.

Using a straightforward and easy to complete online survey instrument (see appendix)
we focused upon 32 criteria concerning vendor and product experience. Each of the
criteria were scored 1-5 and then averaged by group and in total.

The study was opened for input to any valid users with first-hand Bl vendor and product
experience. Although specific vendor selections were listed, any vendor or product
could be entered.

It should be noted that we had little control over who responded, making it a truly
random sample. Vendor data collection was also uneven. Some vendors received many
surveys, while others received few. In certain cases vendors were not ranked if too few
surveys were received (i.e., fewer than 10). However, those vendors may appear in
other (non-ranked) analyses where appropriate.

http://www.business-intelligence-study.com Copyright 2010 7 Dresner Advisory Services, LLC
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Survey Design and Criteria:
Survey criteria were designed to elicit first-hand and real-world user experiences with
Business Intelligence vendors and products:

Survey criteria included the following:

- Sales/acquisition experience 1 8 criteria

- Value for price paid (Excellent 7 Poor)

- Quality and usefulness of product i 12 criteria

- Quality of technical support i 5 criteria

- Quality and value of consulting services -5 criteria
- Whether vendor is recommended (Yes/No)

See the Appendix for more detail on study criteria.

Awareness, Recruitment & Data Gathering:

To publicize the study and garner support, we aggressively leveraged social media sites
(e.g., Twitter, LinkedIn, Facebook), the press and existing email. Strong support was
received from all corners, including key press: Information Management, Intelligent
Enterprise, SearchDataManagement, IDG, Datamation, Smart Data Collective and
numerous blogs and re-tweets. Vendors were also made aware of the study.

The response gradually built from a few completed surveys per day to between 30 or
more per day. To ensure that input was from actual users, we rejected any responses
that could not be validated. Additionally, surveys completed by vendors or their agents
were deleted. Approximately 10% of the sample was discarded.

After final data quality processing, the total number of respondents in the sample is 457.

http://www.business-intelligence-study.com Copyright 2010 7 Dresner Advisory Services, LLC




Wisdom of Crowds Business Intelligence Market Study"
Summary Findings Edition for Study Participants

Executive
Summary

http://www.business-intelligence-study.com Copyright 2010 7 Dresner Advisory Services, LLC




Wisdom of Crowds Business Intelligence Market Study"
Summary Findings Edition for Study Participants

Executive Summary:

e Functional alignment within organizations for Business Intelligence continues to shift.
Most notably, in North America, business users appear to be growing in influence.
Finance influence remains strong in all geographies and the IT Department appears
to be growing in influence outside of North America.

e The largest deployments of Business Intelligence solutions can, predictably, be
found in western countries, very large enterprises and in certain key industries. In
spite of this, even the largest organizations seem to struggle to deploy Bl to more
than small, discrete groups of users. With the trend apparently favoring smaller
deployments over time, many organizations will likely see their numbers of Bl tools
increase.

e The base of Business Intelligence is growing and shifting, with industry investment
ebbing and flowing based on economic conditions and, in some instances,
governmental regulation. With increased awareness, and lower cost and easier to
deploy solutions, smaller organizations - worldwide (including emerging
geographies) are more able to invest.

e Of the three Business Intelligence sub-segments, Titans and Established Pure-Plays
are favored by IT Departments, in all geographies (including non-English speaking
countries) and by larger-sized organizations. In contrast, Emerging vendors are
found predominately in North America (excepting open source and non-US based
vendors), and are favored by smaller organizations and business users.

e Top areas of vendor dissatisfaction include: integration with 3rd party technologies,
time to resolve technical support problems and contractual terms and conditions.
Areas of greatest satisfaction include: Sales product knowledge,
robustness/sophistication of technology and Sales professionalism.

e The nature of vendor deployments over time and by organization size, deployment
size, geography, vertical industry, and functional alignment-d et er mi nes vendor
niches and where they compete most effectively. It also indicates where they fall
within their individual Al i fe cyclesodo as con

http://www.business-intelligence-study.com Copyright 2010 7 Dresner Advisory Services, LLC
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Study Demographics:

Our goal was to obtain a balanced base of survey respondents in order to create a truly
representative sample i and thereby more accurately reflecting market sentiment.

In our sample we succeeded in recruiting a balance of small, medium and large
organizations (Figure 1). This enables us to provide key insights into both SME (smaller
and medium-sized organizations) and LGE (large-sized organization) patterns for
Business Intelligence adoption and usage. As a result, several analyses in this report
group responses by size of organization.

Size of Organizatonn=454

Figure 1 - Organization Size

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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Solid business user (non-IT) representation (39%) allows us to better understand the
business user perspective, in addition to, and in contrast with the IT perspective (Figure

2). We have used this information to create some specific IT versus business user
analyses to compare and contrast the two groups.

Functions Representedn=453

Operations
1%

Figure 2 - Functions Represented

http://www.business-intelligence-study.com
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Roles Representedn=424

Architect
5%

Technical Specialist
5%

Figure 3 - Roles Represented

In addition to specific functions, the data sample included a wide array of roles and
levels within organizations (Figure 3):

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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By asking the age of the respondentds BI
experience they and their organization had with Business Intelligence. As a result we
were able to look at various factors, organized by length of experience with BI.

Experience with Business Intelligene@=454

m0-1year
m1-2years
m2-5years
m5-10years

m More than 10 years

Figure 4 - Experience with Business Intelligence

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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With a solid cross-industry base of respondents, we were able to examine a variety of

trends and better understand vertical preference and differences. Industry was used as
a dimension in several analyses.

Entertainment| 14| stries- Nn=453

& Leisur

ePharmaceuticals

Food, Beverage
Tobacco

Figure 5 - Industries Represented

http://www.business-intelligence-study.com
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Strong responses from around the world (Figure 4) have given a broad and more global
perspective to the study. Geographies include:

Asia-Pacific (14%): Australia, China, Hong Kong, India, Malaysia, New Zealand,
Philippines, Sri Lanka

EMEA (22%): Austria, Belgium, Denmark, Estonia, Finland, France, Germany,
Greece, Hungary, Iceland, Italy, Lebanon, Morocco, Namibia, Netherlands,
Norway, Pakistan, Portugal, Romania, Slovenia, Spain, Sweden, Switzerland,
Turkey, United Kingdom, Zambia

Latin America (7%): Argentina, Brazil, Chile, Costa Rica, El Salvador, Mexico,
Panama, Peru, Venezuela

North American (57%): 36 US States and Washington DC, 4 Canadian Provinces

Geographies - n=415

W APAC
mEMEA
W LATAM
mNA
Figure 61 Geographies Represented
http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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Analysis & Trends

Departmental/Functional Alignment with Bl Tools:

When looking at departmental alignment with Business Intelligence over time, it appears

that the role of the IT Department, although substantial, has been in decline for some

time, on a world-wide basis. In the periodof1-2 year s ago youol | not e a
when business user alignment appears to have increased sharply.

Business Intelligence Adoption Over Time by
Function- n=397

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

More than 10 years 5-10years 2-5years 1-2years 0-1year
Implementation Age

m Finance m Information Technology (IT m Research and Development (R& m Sales and Marketing

Figure 7- Business Intelligence Adoption by Function / Time

This apparent trend may be due to reductions in IT Departmental staffing and budgets
during the economic recession. Most notably, Sales and Marketing increased their
alignment more than other functions. In contrast, Finance, and its alignment with
Business Intelligence, has remained relatively steady throughout.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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If we remove North American from the equation, the trend towards business user
alignment with Business Intelligence seems to be inverted. And, in fact, it would appear
that the IT Department has expanded its dominance of Bl in non-North American
geographies.

Business Intelligence Adoption Over Time by
Function- Excluding North American=164

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

More than 10 years 5-10 years 2-5years 1-2years 0-1year
Implementation Age

E Financeml Information Technology (IT=s Research and Development (R&m Sales and Marketing

Figure 8 -Bl Adoption by Function / Time i Excluding North America

Across all geographies, Finance continues to maintain (and even expand upon) the
adoption of Business Intelligence solutions.

Key Takeaways: Functional alignment within organizations for Business Intelligence
continues to shift. Most notably, in North America, business users appear to be
growing in influence. Finance influence remains strong in all geographies and the IT
Department appears to be growing in influence outside of North America.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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Scale of Business Intelligence Deployments:

It also would not come as much of a surprise to find that the largest organizations also
have the largest user bases. However, these large organizations are also home to
innumerable smaller deployments, which are implemented on a divisional, departmental
or individual basis

Deployment Size by Organization Size=427
I

More than 10000

Numbers of Users

5001- 10000
ml15

m6-10
m11-20

m 21-50

m 51-100

= 101-200

m 201-500

m 501-1000

2001- 5000

1001- 2000

Size of Organization

101- 1000
1000 or more

1-100

0% 20% 40% 60% 80% 100%

Figure 9 - Deployments by Organization Size

Although the value of Business Intelligence has been well understood for decades,
penetration within organizations still remains relatively low. In fact, of the largest
respondent organizations, with 10,000 or more employees, only 40% claimed to have
more than 1,000 Bl users. Of course, this means that 60% of the largest respondent
organizations have less than 10% user penetration of Bl tools.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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ltés quite common for | arger organizations

tools throughout the enterprise. Historically, this has been the way that Bl products were
sold i to the business users and management. For a period time this shifted, with
vendors increasingly selling jointly to IT Departments and business users. This trend
may be swinging back in favor of selling to the business user. This is will serve to
increase the numbers of discrete tools within larger organizations.

Number of Business Intelligence Tools by
Organization Sizen=431

More than 10000

5001- 10000
Q
N

9 2001-5000
S
T
N

S 1001-2000
D
o)

101- 1000

1-100

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Number of ToolS m1 m2 w3 m4 m5 w6 m7 =8 =10 or more

Figure 10 - Number of Bl Tools by Organization Size

When sorting through the survey responses, there were several respondents from the
same organizations (with different tools) that were under the impression that theirs was
the only tool!

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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For years many of us have focused on large-scale deployments of Business Intelligence

21

as highly desirable and the proverbial nHoI
risen to the challenge and succeeded in delivering solutions to 1,000 or more users.
Deployment Sizes by Industan=315
Transportation
Telecommunications
Technology
Retail & Wholesale
Pharmaceuticals
Manufacturing
Health Care
Government
Food, Beverage & Tobacc
Financial Service:
Entertainment & Leisure
Energy
Education
Consumer Products
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Numbers of Users
m Under 100 Users m101-500 Users m501-1000 m 1000 or more
Figure 11 - Deployment Size by Industry
Some of the largest deployments can be found in Retail & Wholesale, Government,
Financial Services, Entertainment & Leisure and Healthcare. Many of these large
deployments may be associated with operational applications i thereby requiring scale
to be effective.
http:/www.business-intelligence-study.com  Copyright 2010 i Dresner Advisory Services, LLC
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Westernized countries have decades of experience with Business Intelligence and,
therefore, can boast to having some the largest deployments in the world. Most notable
is North America (NA) with the largest number and largest percentage of large-scale
deployments. EMEA T predominately Western Europe has been in second place for
large-scale deployments of Bl. In spite of this one cannot help but notice the dominance
of smaller implementations i across all geographies.

Deployment Sizes by World Regiem=409

LATAM

EMEA I

APAC

0 50 100 150 200 250
Numbers of Users

m Less than 100 m 101-500 users ®501-1000 m 1000 or more

Figure 12 - Deployment Size by World Region

When we begin to look at Bl implementations globally, over time, we see what might

represent a paradigm shift in the industry T away from large implementations and in
favor of smaller or moderately sized ones.

There are several probable causes: 1) Business users are more likely to purchase
Business Intelligence solutions than before. And, in doing so, they will focus on
departmental (parochial) problems and solutions. In other words, they will purchase
solutions for smaller groups or individuals. A number of new solutions cater to the

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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business-user acquisition phenomenon. These solutions include, but are not limited to,
those from emerging Bl vendors.

2) As small and mid-sized organizations pursue the benefits of Business Intelligence;
their deployments will inevitably be smaller.

3) Emerging geographies are expanding their use of Business Intelligence. In general,
organizations in these regions are smaller than in western nations.

As a result, massive deployments appear to be on the decline, in favor of individual,
departmental and smaller enterprise solutions.

Deployment Size Over Timan=449

100%
90%

80%
1000 or more

m 501- 1000
m 201-500

m 101-200

m 51-100

m 21-50
m11-20
m6-10
m15

60%
50%
40%
30%
20%

10%

0%
More than 10 5-10years 2-5years 1-2years 0-1year
years

Implementation Age

Figure 13 - Bl Deployment Size over Time

Key Takeaways: The largest deployments of Business Intelligence solutions can,
predictably, be found in western countries, very large enterprises and in certain key
industries. In spite of this, even the largest organizations seem to struggle to deploy
Bl to more than small, discrete groups of users. With the trend apparently favoring
smaller deployments over time, many organizations will likely see their numbers of Bl
tools increase.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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Experience with Business Intelligence:

While most, if not all industries have made investments in Business Intelligence
throughout the years, it is interesting to see which have been the most consistent, which
invested earliest and which are intensifying investment today.

Length of Bl Experience by Selected Industres

n=258
100%
90%
Transportation
80% m Telecommunications
70% m Retail & Wholesale
m Publishing
%
60% = Manufacturing
50% e m Health Care
m Government
40%
m Food, Beverage & Tobacc
30% ® Financial Service:
B Entertainment & Leisure
20%
m Energy
10% H Education

® Consumer Products

0%
Morethan 10 5-10 years 2-5years 1-2years 0-1year
years

Implementation Age

Figure 147 Length of Bl Experience by Industry

For example, Financial Services has been a long-time and significant investor in Bl tools
and technologies. The analysis in Figure 14 suggests that this investment has
continued, nearly unabated i with the exception of a slight dip 1-2 years ago i due to
severe economic stress. In contrast, Education appears to have had a burst of
investment 2-5 years ago, but has declined since. These shifts in Business Intelligence
investment are likely due to global and/or industry-specific economic factors (e.g.,
recession). Other industry investment can be impacted by government regulation (e.g.,
government, healthcare, education).

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC

24



Wisdom of Crowds Business Intelligence Market Study”
Summary Findings Edition for Study Participants

As we look at Business Intelligence deployments, world-wide, we can see that the well-
established implementations can be found, primarily, in North America, Western
Europe, Australian and New Zealand.

Length of Experience by World Regien=413

Canada

Central America
E. Europe

Mid East

South America

United States

W. Europe

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Implementation Age
m0-lyear m1l-2years m2-5years m5-10years m Morethan 10 years

Figure 157 BI Experience by World Region

More recently, emerging geographies such as Eastern Europe, Central America, South
America and the Middle East have increasingly invested in Business Intelligence. This
trend appears to favor vendors in the Emerging and Titan market sub-segments i with
exception of South America, The Middle East and Eastern Europe which are more
evenly balanced across all three segments. Key industries for these emerging

geographies include Education, Financial Services, Manufacturing, and Retail &
Wholesale.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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When analyzing the market by organization size, it is obvious that the largest

organi zations have the | ongest history. Howev
oldest deployments of Business Intelligence are in place at smaller organizations (101 i

1000 employees).

Length of Bl Experience by Organization Sine452

More than 10 years

5-10years

2-5years

1-2years

0-1year

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Numbers of Employees
m1-100 m101-1000 m1001-2000 m2001-5000 m5001-10000 m= More than 10000

Figure 16 i Length of Bl Experience by Organization Size

From this data it appears that smaller organizations have increasingly been deploying

and benefitting from Busi ness larcthalnlgiegpgerdfce.m T
or more years ago when Bl was too costly and complex for smaller organizations to

invest T relegating them to spreadsheets and desktop database packages.

Key Takeaways: The base of Business Intelligence is growing and shifting, with
industry investment ebbing and flowing based on economic conditions and, in some
instances, governmental regulation. With increased awareness, and lower cost and
easier to deploy solutions, smaller organizations - worldwide (including emerging
geographies) are more able to invest.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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Market Segment Analysis

Market Segment Alignment:

For the purpose of analysis and rankings, vendors have been grouped into three
categories, based on general market profiles. These categoriesare:i Ti t ans o0,
AEstabl i phad sPuyr e n dvenfioBsmer gi ng o

Titans include the largest global enterprise software vendors, with Business Intelligence
offerings. Established Pure-play vendors include larger vendors that are primarily
focused upon Business Intelligence software and solutions. Emerging vendors may fall
into one of several categories, including SaaS, Open Source, visualization tools,
desktop tools, etc.

A more comprehensive definition can be found in the Vendor Rankings Section of this
report.

Market Segment Alignment Business vs. I
n=448

Business

IT Department

®m Emerging Vendors ® Established PurPlay ® Titans

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Figure 17 - Market Segment Alignment - Business vs. IT

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC
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From this analysis, there appears to be a greater IT Department preference for both
ATi tanso-Pdmady 0 Bwrsed ness I ntelligence vendors/ p
that business users prefer AEMergingod vendor s

When examining the market from an industry perspective, the inclination towards one Bl
segment over the other becomes less clear. There are, however, a few that have long
distinguished themselves as early adopters i oftentimes driven by business users.

Bl Market Segment Alignment by Industry
n=450

Technology
Financial Service
Health Care

Retail & Wholesale
Education
Manufacturing
Business Service
Government

Transportation
Telecommunications
Food, Beverage & Tobacc
Consumer Products
Pharmaceuticals
Entertainment & Leisure
Publishing

Advertising
Biotechnology

Other

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Emerging Vendors« ® Established PurPlay = Titans

Figure 18 - Bl Market Segment Alignment by Industry

Those industries that appear to favor Emerging vendors and products and include:
Pharmaceuticals, Biotechnology, and Consumer Products. In contrast, industries such
as Financial Services, Entertainment and Leisure and Advertising appear to favor Titans
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while Publishing, Retail and Wholesale and Government seem to favor Established
Pure-Play vendors.

Finally, if we look at this phenomenon by world geography, we can see that the greatest
alignment with emerging vendors is in North America (NA), followed by Asia-Pacific
(APAC). In contrast, Europe, Middle East & Africa (EMEA) and Latin America (LATAM)
seem to prefer Titan and Pure-Play Business Intelligence vendors and products.

Market Segment Alignment by Geography
n=410

NA

LATAM

EMEA

APAC

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

®m Emerging Vendors« m Established PurPlay ® Titans

Figure 19 - Market Segment Alignment by World Geography

Historically, North American companies have served as early adopters of technologies,
making Emerging vendors appealing. Another reason is that most emerging vendors
are based in the US, and focus upon this as a first market, given its early-adopter status
and size. As a result, they initially may only support English, limiting adoption in non-
English speaking geographies. The exception to this is open source, which can be
found more widely distributed across multiple geographies. In contrast, Titans and Pure-
Plays are established in key global geographies i with requisite organizations, business
practices and product to support them.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC

30



Wisdom of Crowds Business Intelligence Market Study”
Summary Findings Edition for Study Participants

Market Segment Alignment by Organization Size
- N=448
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Figure 20 - Market Segment Alignment by Organization Size

Many of the emerging vendors focus on lower cost and ease of acquisition, deployment
and use. As a result, it is no surprise that these products find their way into smaller
organizations as they often possess less technical staff and budget 1 which are typically
required for other, more expensive solutions.

Key Takeaways: Of the three Business Intelligence sub-segments, Titans and
Established Pure-Plays are favored by IT Departments, in all geographies (including
non-English speaking countries) and by larger-sized organizations. In contrast,
Emerging vendors are found predominately in North America (excepting open source
and non-US based vendors), and are favored by smaller organizations and business
users.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC

31



Wisdom of Crowds Business Intelligence Market Study"
Summary Findings Edition for Study Participants

Vendor
Analysis
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Vendor Analysis Section:
In this section of the findings, we offedetailed analysis of vendor/product
strengths and weaknesses, as reflected by customers that completed surveys.

Top/Bottom Ten Issues with Business Intelligence Vendors

In looking across all of the criteria collected in the study, key issues emerged with

respect to vendors and product s. Here weobdve g
problems areas, as well as areas of general customer satisfaction.

Top Ten Biggest Problems with Business Intelligence Vendors
Integration with 3rd party technologies *
Time to resolve technical support problems
Contractual terms and conditions

Online forums and documentation
Upgrade/migration to new versions

Follow up after the sale

Customization and Extensibility

Vendor consulting value

Sales understanding business/needs

10 Continuity of support personnel

©X NN

Top Ten Areas of Greatest Satisfaction with Business Intelligence Vendors
Sales Product Knowledge
Robustness/sophistication of technology
Sales professionalism

Consult Product Knowledge

Consult Professionalism

Support Professionalism

Support Product Knowledge

Scalability

Overall Usability

10 Integration of components within product

©X N A~ ®WDE

* Integration may refer to front-end or back-end technologies/applications or both

Key Takeaways: Top areas of vendor dissatisfaction include: integration with 3rd
party technologies, time to resolve technical support problems and contractual terms
and conditions. Areas of greatest satisfaction include: Sales product knowledge,
robustness/sophistication of technology and Sales professionalism.
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By examining vendor deployments over the course of a ten year period we can get a

gl i mpse into the Al vefdersicig.cwhiehsare mature, resbhrgingerar i ou s
emerging? |1 tdés interest2ymgpagoovhdnmank at t he per
deployments dropped for many (but not all) vendors/products due to the global

recession.

Deployment by Vendor Over Timen=419

500%
450%
Tibco/Spotfire
400% Tableau
SAS Institute
350% 1 SAP/Business Objec
300% m Qliktech
2 m PivotLink
E 250% m Pentaho
2 m Oracle
200% H Microstrategy
= Microsoft
150% m Jaspersoft

m Information Builders (IBI
m IBM/Cognos/SPS

100%

50% m Dimensional Insight

B Actuate

0%
Morethan 10  5-10 years 2-5years 1-2years 0-1year
years

Figure 21 - Vendor Deployments over Time

This sample of data suggests that certain vendors are emerging, re-surging, or

mat uri ng. ltés interesting to compare dates t
over the past ten years. Big acquisitions: (e.g., Oracle/Hyperion in 2005, and

SAP/BusinessObjects and IBM/Cognos in 2007), had a significant impact, as

deployments often slow while transitions occur.

http://www.business-intelligence-study.com Copyright 2010 i Dresner Advisory Services, LLC

34



Wisdom of Crowds Business Intelligence Market Study"
Summary Findings Edition for Study Participants

Vendor
Rankings
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High-Level Vendor Rankings:
In this section we offer high-level rankings of Business Intelligence software vendors.

Vendors are broken into three sub-segments, based on similar demographics and other
gualities. This is not unlike consumer buying guides where appliances are broken into
sub-groups, based on features or intended purpose.

As such, we organized vendor fliaryts® Ti th&EmMed g i
categories. Within each of these groups vendor have similar traits and, as a result,

similar score-average ranges. So, while comparisons can (and no doubt will) be made

between these sub-s e gment fpeer gr ouppeasonableicampaisomot al wa

As you might expect, the ATitanso are the | ar
service offerings i including Business Intelligence. In all cases these vendors have

acquired Business Intelligence vendors. Some have been very high-profile acquisitions

(e.g., Oracle and Hyperion, IBM and Cognos, SAP and BusinessObjects). Vendors in

this category include: IBM/Cognos, Microsoft, Oracle and SAP/BusinessObjects.

T h eEstdblished Pure-P| ay 0 vendors are preBusinessnately foc
Intelligence software and services and have typically been in business for 15 or more

years - with well established customer bases and revenue streams. Several are publicly

held concerns. These include Actuate, Information Builders, MicroStrategy and The

SAS Institute.

The fAiEmergingo vendors are typicaldngoffsrounger
unique and often innovative business models, technologies and/or services. This

category includes: Dimensional Insight, Jaspersoft, Pentaho, PivotLink, QlikView,

Spotfire (Tibco) and Tableau. It should be noted that there were several vendors, which

belong in this category, but could not be ranked due to the small numbers of completed

surveys. These include Birst, Good Data, Jedox and Visual Mining.

Vendors were ranked using 32 different criteria, on a 5-point scale for each. Criteria
covered sales /acquisition experience (8), value for price paid (1), technology/product
(12), technical support (5), consulting services (5) and whether they would recommend
this vendor (1). The result is a stacked ranking with an average score for each vendor.
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Business Intelligence Vendor Ranking¥itans"
-n=127

Oracle

IBM/Cognos

Microsoft

SAP/BusinessObject

0.00 5.00 10.00 15.00 20.00 25.00

Figure 22 - Business Intelligence Vendor Stacked Rankings -"Titans"

Please Note: This is the summary analysis report prepared exclusively for study
participants. An extensive analysis of vendors, with detailed rankings of each is
available for purchase at a discount for study participants. The detailed report contains
an additional 22 pages of analysis and commentary, plus an additional 23 charts and
tables. Please contact us at bistudy@howarddresner.com for more information.
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Business Intelligence Vendor Rankings
"Established PurePlay" - n=71

Information Builders

Microstrategy

Actuate

SAS Institute

0.00 5.00 10.00 15.00 20.00 25.00 30.00

Figure 23 - Business Intelligence Vendor Stacked Rankings - Established Pure-
Play Vendors

Please Note: This is the summary analysis report prepared exclusively for study
participants. An extensive analysis of vendors, with detailed rankings of each is
available for purchase at a discount for study participants. The detailed report contains
an additional 22 pages of analysis and commentary, plus an additional 23 charts and
tables. Please contact us at bistudy@howarddresner.com for more information.
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Business Intelligence Vendor Ranking$merging
Vendors"- n=101

Dimensional Insighi
Pentaho

Spotfire

PivotLink

Tableau

Qlikview

Jaspersoft

I I I I
0.00 5.00 10.00 15.00 20.00 25.00 30.00

Figure 24 - Business Intelligence Vendor Stacked Rankings - Emerging Vendors

Please Note: This is the summary analysis report prepared exclusively for study
participants. An extensive analysis of vendors, with detailed rankings of each is
available for purchase at a discount for study participants. The detailed report contains
an additional 22 pages of analysis and commentary, plus an additional 23 charts and
tables. Please contact us at bistudy@howarddresner.com for more information.
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Conclusions:

Throughout the history of the Business Intelligence market, change has been ever
present. Today is no different. The analysis of this study suggests several key changes
in the market.

As external forces such as the economy, governmental regulation and the internet have
weighed in, the demand and supply sides of the market have and will continue to adapt.

For example:

e Even though IT continues to play a dominant role with Business Intelligence,
Business users appear to be growing in influence.

¢ Increased awareness, and lower cost and easier to deploy solutions, have made it
possible for smaller organizations - worldwide (including emerging geographies) to
invest in BI.

e Deployment sizes appear to be shrinking i even in large organizations i where the
variety of Bl tools seems likely to increase.

e The supply-side of the market is quickly adapting to the changing reality with new
business and deployment models (e.g., open source, software-as-a-service).

|l nevitably, these @At ect oniveboth positived andnegativée hi n t h
impacts upon the suppliers and consumers of technology. It is the aware and astute

organization that will assess changes in the market and plan and execute accordingly. It

is my hope that this report can be useful in that pursuit.

Best,

Howard Dresner i President

Dresner Advisory Services, LLC
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Appendix - The Wisdom of Crowds Business Intelligence Market Survey
Instrument

ISURVEY PREVIEW MDOF] Wisdom of Crowds - Business Intelbigence Market Survey 03092000511 M

1. Default Section

Welcome to the Wisdom of Crowds Business Intelligence Market Study.

The objective of this study is to collect data on vendors and products in the
Business Intelligence marketplace and provide an alternative perspective on the
value that they provide.

The underlying principle is this: the more data we collect, the more accurate the
results.

Anyone that participates in the study will get an analysis of the results and will be
entered into a drawing to receive a copy of my new book, Profiles in Performance
- Business Intelligence Journeys and the Roadmap for Change.

This study is NOT sponsored by vendors (or anyone else) and none of your
detailed data will be shared with the outside world, So, we respectfully request
that you provide us with compliete and accurate information - including your
name, company, title and business email address.

PLEASE NOTE: PLEASE ENTER INFORMATION FOR ONLY ONE PRODUCT PER
SURVEY. IF YOU HAVE MULTIPLE PRODUCTS TO ENTER, PLEASE COMPLETE MORE
THAN ONE COPY OF THE SURVEY.

Thank you for participating. I am confident that this will provide an important and
fresh perspective into the marketplace for all!

Sincerely,
Howard Dresner

President and Founder
Dresner Advisory Services, LLC

Copyright 2010 - Dresner Advisory Services, LLC

1. What is your current title?

2. What function are you a part of?
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[SURVFY FREVEW MODE] Wisdom of Crowds — Susiness Iatelligence Market Survey 03/05/2010 5:11 b

-
-

Other (please specify)

3. Please select an industry

Other (please specify)

| I

4. How many employees does your company employ worldwide?
1-100
101 - 1000
1001 - 2000
2001 - 5000
5001 - 10000
More than 10000

5. How many Business Intelligence products are currently being used in
your organization today?

6. Please specify one vendor:

Actuate Jaspersoft Qliktech
Birst Microsoft SAP/Business Objects
Dimensional Insight Microstrategy SAS Institute
Good Data 0CO Tableau
IBM/Cognos/SPSS Oracle Tibco/Spotfire
Infor Pentaho
Information Builders PivotLink
(IBI)

Other (please specify)

NEIP: | (W SUrveymankey.com /5. aspx TPREVIEW MODLE<00 NOT USE_TH.  COLLECTIONSSm=d7)2waE niShjasaj6qdSMazHul 87 5y QUW 25002 Rib2Y%dd Page 2 0f 6
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[SURVEY PREVIEW MODE] Wisdom of Crowds - Business Intelligemce Market Survey 03,/092010 S:11PM

o

1 ) |
7. Please specify product name and version (if known)

|

8. How long has this product been in use?

0 - 1 year 2 - 5 years More than 10 years

1 - 2 years 5 - 10 years

9. How many users currently use this product?

1-5 21-50 201-500
6-10 51-100 501 - 1000
11-20 101-200 1000 or more

10. On a scale of 1 - 5, how would you characterize the sales/acquisiton
experience with this vendor:

Very
Poor

Very

ood N4

Excellent Adequate Poor

Professionalism

Product Knowledge

Understanding our
business/needs

Responsiveness
Flexibility/Accommodation

Business Practices

Contractual terms and
conditions

Follow up after the sale

Other (please specify)

I

11. How would you characterize the value for the price paid?
Great value (Well exceeded expectations)

httpc ) fwwew.surveymonkey, com;'s, aspx PREVIEW_MODE=DO_NOT_USE_TH, COLIECTION&sm=d7[2vgEnlsh)oSbibqd 8Mazt 87 5yCOWZSCOIR|bZYRId Page 3 ol &
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