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A Multidimentional Starter Model of Dara Warehouse to
Support CRM Analysis
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(Department of Computer Science and Engineering, University of Anhui, Hefei 230039, China)

Abstract: CRM is a strategy that integrates knowledge management, data mining, and data warehousing in order to support decision —
making process to retain long — term and profitable relationships with customers. In this paper, analyze the data warehouse design to sup-
port CRM and propose a multidimentional starter model that supports CRM analysis. Present sample CRM queries, test the model using
those queries and define two measures ~ success ratio and suitability ratio to evaluate the model. The experiment result shows that success
ratio and suitability ratio of the model are high, and the model can be used to analyze customer profitability, market profitability, product
profitability, channel profitability and so on.
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Which customers are most profitable based upon gross margin and revenue?

SELECT b. CustomerKey , b. CustomerName, Sum(a. GrossRevenue)

AS TotalRevenue, Sum(a. GrossProfit) AS Total GrossProfit, Total GrossProfit
TotalRevenue AS GrossMargin

FROM tblProfitabilityfactTable a, tblCustomer b

WHERE b, CustomerKey = a. CustomerKey GROUP BY b. CustomerKey. b.
CustomerName

ORDER BY Sum(a. GrossRevenue) DESC
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Which products in which markets are most profitable?

SELECT
c. Year, b. marketkey, b. LocationCode, b. Location, b. Description, b. Com peti-
torName, d. ProductCode, d. Name,
Sum( a. GrossRevenue) AS TotalRevenue, Sum (a. GrossProfit) AS Total
GrossProfit,

Total GrossProfit/ TotalRevenue AS GrossMargin
FROM tblProfitabilityfact Table a, thiMarket b, tblTimeDimension ¢, tblProduct-
Dimension d
WHERE b. MarketKey = a. MarketKey and a. TimeKey = ¢. TimeKey and a.
ProductKey = d. ProductKey
GROUP BY c. Year, b, CompetitorName, d. ProductKey, d. ProductCode, d.
Name, b. MarketKey
ORDER BY Sum(a. GrossRevenue) DESC
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