TARGIT your decisions in the fewest clicks

The Bl Survey 10 - Summary

The BI Survey 10 follows on from nine successful
editions of The Bl and OLAP Surveys.

It is based on the analysis of the real-world experience of
nearly 3,000 respondents.

The BI Survey provides a detailed quantitative analysis of
why customers buy Bl tools, what they use them for, how
successful they are and why they eventually abandon
them.

After data cleansing and the removal of responses of
those who were not able to answer specific questions on
Bl tools, 2006 users (last year: 1853), 256 consultants
(last year 317) and 403 vendor employees (last year:
495) from around the world remained.

The total sample was smaller than last year, but the
number of end users was the largest ever, as the number
of consultants and vendor employees fell.

As such, it is by far the largest, most thorough fact-based
analysis of the growing Bl market.
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This chart does not show all vendors in the Bl Survey 10,
but the vendors in TARGIT’s peer group only.
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Reasons to buy

The overall reasons why organizations buy
TARGIT is ease of use and functionality. Fast
integration and support are also important
purchase factors.

Mobile B

Mobile Blis a major trend in business
intelligence, and TARGIT takes the market

lead with TARGIT iTop™ for iPhone™ and iPad™.
TARGIT’s mobile Bl app is the most widespread
of its kind among Bl users whose Bl vendor
offers such an app.
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TARGIT scores among the best 5 in following KPIs (when
all products in the survey are compared to eachother):

» Cost of ownership (all products, rank 4)

* Number of departments (all products, rank 5)
» Competitive win rate (all products, rank 5)

» Predictive Analytics (all products, rank 4)

» Performance (all products, rank 5)

TARGIT users also reported the second best
performance among the analysis specialists in the
Survey. Thisis in line with the strong results from
previous years.

Further results are (in the group of vendors, which
TARGIT typically is compared to):

e Cost of ownership (rank 3)

+ Datavolume (rank 5)

*  Number of departments (rank 4)
e Scalability (rank 5)

* Innovation (rank 5)

+ Performance (rank 2)

e Seats per administrator (rank 5)
* Projectlength (rank 5)
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TARGIT is very popular with both existing users and
potential buyers of the Bl solution. The primary reasons
why people buy TARGIT are user-friendliness and
functionality. This may explain TARGIT’s high win rate as
well as why TARGIT is sowidely used in organizations
that have invested in TARGIT

- Barney Finucane, leading analyst with BARC.

Winfosoft

Winning Information Software

Winfosoft is a TARGIT certified partner providing implementation services and support for
TARGIT Business Intelligence

Web Site: www.winfosoft.com
Email: info@winfosoft.com
Phone: 717-428-1233
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