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Business Intelligence …
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Leveraging BI …

… to drive immediate value and mitigate 

risk in environments where the legacy 

transactional systems are being, or will 

soon be replaced by a new ERP system 

…

Today’s Topic
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OR

… how a turn-around CIO survives the 

first 12 months …

. . . at The Hillman Group (THG) and 

Steel Technologies (STTX)

Today’s Topic
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 Programmer

• Fortran, COBOL, PL/1, Assembler

• IBM Mainframe, DEC, UNIX

 Management at General Electric

• Aircraft Engine Group

• Capital

 IT Exec, turn-around specialist

• ERP initiative in play

• $500M to $2B in revenues

- Gradison & Company (Stock Brokerage)

- Guardian Royal Exchange (Insurance)

- Clopay Corporation (Manufacturing)

- The Hillman Group (Distribution)

- Steel Technologies (Manufacturing)

Jim Honerkamp
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The Mission:

To be a strategic partner with the 

business by providing vision, services 

and tools for competitive advantage.

The Strategic IT Department
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The IT Charter - Goal

The goal is . . .

. . . to provide the business with technologies 

that can be used as tools to strengthen customer 

relationships . . . We find THIS

model works 

BETTER for US!
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. . . or as weapons against the competition

The IT Charter - Goal
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The Goal and Objectives

. . . how can the goals be realized QUICKLY ??? 

. . . as American as Baseball, Apple Pie and 

Motherhood . . . 
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The Secret Sauce

 ERP systems generally do not provide a competitive advantage in 

the market place.

 ROI for ERP is extremely rare if it even exists. ERP systems are 

typically justified as ‘cost of doing business’ initiatives.

 The extremely long lead times for ERP projects and large data 

warehouse projects are unacceptable (especially for a turn-around 

guy). 

 The legacy database(s) usually hold(s) most, if not all, of the data 

needed but it is either difficult to get at or the legacy reporting 

engine cannot present it in a user-friendly and meaningful way.

 BI is the secret sauce.  If done correctly, BI can quickly and 

dramatically improve the way a company does business. 

 BI can deliver real value in the short term, take the pressure 

off of the ERP initiative and, in some cases, completely 

eliminate the need for a new ERP system.
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The Definition of Business Intelligence: (Ralph Kimball)

“Making business decisions based upon data”

The Mission of Business Intelligence:

“Publish the Right Data”

 “Publish” means to most effectively serve the needs of the 
readers (who must make the decisions)

 “Right Data” means the most carefully selected and qualified 
data supporting current relevant business content

The Introduction of Business Intelligence:

“Crawl, Walk, Run”

BI is the Cornerstone of the Turn-Around Strategy
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BI Strategy - Publishing

“Publish” means to most effectively serve 
the needs of the readers

. . . the publishing goals . . .

Provide the user with secured access to BI any time of 
day, from any device, anywhere in the world.

• Internet-based delivery via a corporate portal is the
only way to access BI applications

• At THG approximately 725 remote users access BI

- almost always after normal business hours

- primarily from home using family-owned PCs
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BI Strategy - Publishing

. . . the publishing goals . . . 

Remove IT as a bottleneck by placing the right tools in the 
hands of the users

• Provide users with highly parameterized BI 
‘applications’

• Train users to use ad-hoc reporting tool

Reduce the time between business issue identification 
and issue resolution
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BI Strategy - The Right Data

“Right Data” means the most carefully 
selected and qualified data supporting current 
relevant business content

. . . the data challenges . . .

The data might not be normalized, it may not be accurate 
and it may be scattered across disparate repositories.

There may not be a data warehouse and there is no time to 
build one.

We must have a tool that can be layered on top of disparate 
data sources (Oracle, SQL Server, DB2, Excel, Progress, flat 
files, etc.) to provide consolidated reporting.
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Reporting

Analytics

Degree of Intelligence

C
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p

e
ti

ti
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e
 A

d
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a
n
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e

Optimization                         What is the best that can happen?

Predictive Modeling              What will happen next?

Forecasting/extrapolation    What if these trends continue?

Statistical Analysis               Why is this happening?

Alerts                                      What actions are needed NOW?

Query/drill down                    Where exactly is the problem?

Ad hoc reports                       How many, how often, where?

Standard reports                   What happened?

BI: The Crawl, Walk, Run Approach
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Case Study: The Hillman Group

Leveraging BI
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The Hillman Group

10590 Hamilton Avenue

Cincinnati, Ohio 45231-0012, USA

www.hillmangroup.com

The Hillman Group
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 THG is a leading supplier of small, inexpensive, durable 

hardware items and a manufacturer and distributor of key 

duplication and engraving systems.  The Company’s principle 

product lines are fasteners, keys, letters, numbers and signs 

(LNS), and engraving products and systems.

The Hillman Group
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 THG products are sold primarily into traditional hardware 

stores, home centers, lumber yards, mass merchants, grocery 

and drug chains and retail pet stores in North America, Canada 

and Mexico.

The Hillman Group
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 Annual revenues approximately $900Mm (FY2009)

 10 distribution centers across the US, Canada & Mexico

• Bakersfield, California

• Dallas, Texas

• Hamilton, Ohio

• Jacksonville, Florida

• La Crosse, Wisconsin

• Nashville, Tennessee

• Portland, Oregon

• Tempe, Arizona

• Toronto, Canada

• Monterrey, Mexico

 Over 1,800 employees

THG Metrics
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. . . the low lights . . .

 Three non-integrated ERP systems supporting the business

 Largest & most critical is AS/400-based

• 80% RPG, 20% Lansa-generated code

• Custom built

• Completely undocumented

• Author is IT Director with ‘pride of authorship’

 No consolidated reporting or business intelligence

 Stale, brochure-ware external website

 No collaboration

 No internal portal

 Multi-year, multi-million dollar ERP initiative planned

THG’s Technical Challenges
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. . . the turn-around plan . . .

 Meet the current and mid-term needs of the business by 

adequately and cost-effectively maintaining/enhancing the 

legacy applications

 Leverage BI to quickly deliver high-value solutions to the 

business while the ERP project was being planned

 Reduce the scope of the pending ERP effort by completely 

eliminating the reporting phase of the project

 Reduce the training effort associated with ERP by 

introducing the new BI-based reporting engine to the user 

community well in advance of ERP project completion  

Applying the Secret Sauce
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With the Right Tools You Can Build Anything

 BI Investments:
• IBI WebFOCUS BI Tool

• DB2, SQL Server, Oracle DB Connectors

• ESRI Arc/GIS Mapping & Spatial Analysis Tool

 ERP Investment:
• JD Edwards Enterprise One
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. . . in Operations we wanted to . . .

 build a supply chain that was aligned, optimized and 

synchronized to the demand curve

• Reduce Order Cycle Times

• Reduce Put Away Cycle Times

• Improve Fill Rates

• Better Open Order Management

• Better Labor Management

• Better Vendor Management

. . . these are typically ERP deliverables . . .

that were quickly achieved by applying BI to the legacy 

data stores . . .

Applying the Secret Sauce
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Reducing Order Cycle Times

 reduced order placement to delivery for Lowe’s from 13 to 3 days
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Reducing Put Away Cycle Times
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Improving Fill Rates
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Improving Fill Rates
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Improving Open Order Management
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Improving Open Order Management
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. . . Conveyor Dashboard . . .

Shows layout of Distribution Center

Pulls data from 3 different systems

• Carton data from the WMS – where is the work?

• Carton data from the conveyor system – where is the work going?

• Labor data – where are the people?

Enables THG to “manage the flow” of work by reallocating people to 

the right place when necessary

Enables shipping to track down missing cartons to get trucks off the 

dock faster

Enables administrators to configure shipping to meet the flow of boxes

Helps to identify bottlenecks as the DCs go “Lean”

Improving Labor Management
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Conveyor Dashboard
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Improving Vendor Management

. . . Vendor Schedules . . .

Supplies a sliding six month demand to THG’s vendors, allowing 

them to reduce the large cycle variations in production and shipment 

of products.  

• This smoothing effect produced an inventory reduction of over 

$10Mm in 2008.

How it works

• BI app does analysis of SKU history identifying ordering 

patterns at the DC level and in aggregate by supplier

• Creates a replenishment schedule which considers costs of 

fulfillment and lead times

• Creates a 26 week schedule which is updated every week and 

distributed to the supplier

Vendor Portal - a secured page on THG external web site for 

vendors to access their schedules.  Includes a ‘Vendor Scorecard’
that tracks performance against schedule.
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. . . in Sales & Marketing . . . 

 Better customer analysis through BI/GIS 

• Introduce new product lines

- Hurricane Hardware in coastal regions

- Agri-Center Hardware in rural areas

• Expose product penetration opportunities

- Marine-Grade Hardware near larger bodies of water

 Set an intrusive hook into the customer

Applying the Secret Sauce
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Q: How do you set an intrusive 

hook into your customer?

A: Tell the customer something 

about his business that he does 

not already know. 

Customer Analysis - The Intrusive Hook



3535

Michelle,

Our IT department was able to pull data on farms per square mile.   I will call you to explain the layers.  I hope you find this information 

beneficial.

Best Regards,

Justin Fox

National Project Manager

Justin,

You are my hero!!!! Thank you so much and tell your IT guys they ROCK! These are awesome.

Kindest Regards,,

Michelle Goodin

Merchandising Specialist in General Hardware, Lowe’s

Ron,

Please read the email from Lowe's   According to our buyer you "rock"!  On behalf of the Lowe's Team, thanks for the effort on the map.  

They will be using this data to determine where to add our Agri Center product.

PS....Michelle said it will be "cool" in the presentation they have to complete for the VPs!

Best Regards,

Justin Fox

National Project Manager

Mick, Rick,

It appears that our BI/GIS reporting is playing a role in helping to increase our Agri-Center sales.  If you have not seen the agri center maps 

that Ron generated for Justin and Dante, stop by his cube when you have a minute.  I think that you will be impressed and I know that Ron 

would be thrilled if the CEO and/or President came over and asked about his work.

Jim

New Product Line for Lowe’s:

Agri-Center

Customer Analysis - The Intrusive Hook
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Objective is to supply spatial information as an additional dimension to existing 

sales, distribution and operations BI applications.  Specific areas of focus:

 Field Service Rep Assignments - Using the home addresses of our remote sales and 

service reps, overlaid with customer locations, we are able to analyze sales region and 

territory alignments geographically.

 Territory Optimization - Combining the mapping of customer locations with route 

optimization to identify coverage gaps enables us to proactively address these gaps, 

possibly adding or removing reps and/or realigning territories as necessary.

 Route Optimization - Using straight line distance calculations and other services from 

ESRI, we can optimize the reps daily route and provide driving directions.

 Customer Analysis - Provides a macro-geographical view of our sales and service 

regions with drill-down capability into real-time customer level detail.

 Product Penetration  - We can expose product sales patterns geographically; 

allowing our account managers to work closely with our customers to maximize our 

sales potential.

 Distribution Optimization  - We can map DC locations and shipping destinations with 

carrier rate tables to identify inefficiencies for corrective action and subsequent cost 

savings.

Other BI/GIS Applications


