DW Data Modelling and Developing Dashboards using Power Bl, Tableau and QlikView Projects

Data Warehouse Architecture

Determine which approach (Inmon or Kimball) would be the best
approach to design the data warehouse / data mart for the
organization.

For this demo, we are going with Kimball's (bottom-up) approach
and the reason for this choice.

Dashboard Design & Business Requirements

Business users are able to monitor their Sales
Amount, Sales Cost Amount, Sales Margin%
(i.e. Sales Margin Amount divided by Sales
Amount) across many of their business
dimension such as Division, Country, Region,

150,887,707 57 $108,705,461.31
503683553 $4.327,284.48
51833121586 s1o3T2873
§16,14113008 138038054 3%

State, Sales Rep, Product Line, Product Group,

) . Product Sub Group, Invoice Year, Invoice
Serves tactical business needs

Maintains user accessibility by allowing business users, to
directly query the data and get reasonable response time.

Sistores Soumin  um ) . .
e e Quarter, Invoice Month, Invoice Week, Invoice

Week Day and Invoice Week Year.

Limited scope of requirements
Data warehouse is used to monitor sales data only, hence the
approach will be more scalable and agile.

\ Slicers - to give the business domains the
options to select between different measures.
Charts - to visualize the chosen selection.

Overview Sales Performance

Lower start-up costs
This method requires a smaller team of generalists to set up
hence it has a lower start-up costs.
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Google Analytics (GA) Dashboard for Website

Overview
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Dashboard tracking performance of Webstore & visitors through GA
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Dashboard of Sales By Brand and Region

BRANCH_REGION Total Sal.. ™ Brand Name
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NORTHEAST 119,547.00 B e . R
EAST 118,763.00
NORTH 89,348.00
CENTRAL 88,322.00
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Branding & Digital Marketing Projects

Project Scope

Phase 2 Phase 3
Development of
. Development of
Brand & Marketing .
Strategy Brand Expression

Sltuatipn Analysis

Competitors Analysis - E-Commerce (ONLINE

et e

Facebook for Propel Auto Parts Website & Online Store

* Contact Details

* Services and products information

« Platform for selling/paying online

+ Provides Delivery |

* Social Presence
+ Link back which improves Google Ranking

White Angel's 5S Goal Performance

How White Angel Caregivers Consultancy Sell, Serve, Sizzle, Speak and Save today.

Lo Do,
I, sty
R e
g Philosophy

ool
R =) androraing  peuty shye

1. Through own Website:
www.whiteangelcare.com.sg discharged

2. Referral from hospital for after care upon

&

Strategy

Loyal & Return Customers

* Personalized & individualized Bundled Promo via e-mails based on the RFM (Recency.
Frequency, Monetary)

* Introduce loyalty points/ coupons

New & Potential Customers

* Mass marketing through social media platform & website
« Postings of promotions and invites

* Special price promotions for ‘first-time’ customers

Islandwide - Singapore

= Tech savvy and convenience seeker (majorities)

* Mobility and convenience functionalities (fuss-free)
« Easy-to-navigate website for all (for all ages)

Integrations
Y &

CRM. I y. Database and E website
+» Marketing e-mails send out - personalized and individualized
«» Provide Mobile access

Implementation & Change Management

T '
\ Questions “ A " o

Organize and structure the inventory management

Able to track performance and inventory in real time
Consider use of barcode system to track inventory

Provide mobility and convenience to consumers
Re-strategize and be invested in online business with own
shopping store & website

Transfer the success of your Carousell project to your own site
Provide a online booking system for pickup of cars to be
scrapped or for installation of purchased spare parts
Provide visibility of testimonials and reviews from customers
Embrace the online and e-commerce movement

Provide staffs with easy-to-use tools to enhance their work
performance like via App/smart device

Provide stakeholders with reports and dashboards to enable
better control of their business in real-time

Survey Responses

10. Service level and resourcefulness

Mo

4 A Kk

Responses 475 Average Rating

11. Taste of foods (if any food tasting)

Mars Details

4 * Kk kK
sponss 500 AveageRaing

12. Overall experience

4 % %k ke k

Responses 500 Average Rating

Recommendations

Irmaya Wedding Gallery need to build up a solid brand awareness with a
prominent and consistent strategy to expand and stay relevant in digital
technology era

+ Itis recommended that Irmaya Wedding Gallery focus on marketing strategy to
create professional-looking marketing assets by working on
product(s)/service(s) photos and videos, website and convey adequate
contents in Facebook and Instagram

Irmaya Wedding Gallery should continue to focus on customer service and
sense of resourcefulness to sustain customer satisfaction which can lead to
more positive referrals or word-of-mouth, which is very valuable source of lead
generation and acquisition

Recommendations

Irmaya Wedding Gallery should consolidate and coordinate

marketing efforts to project a consistent brand image to
4 customers, online and offline, and to provide information on
\'Q the business (Prepare weekly EDMs materials for marketing
&
&

contents)

t t Irmaya Wedding Gallery can consider working with some
C@n en bloggers/influencers and media to create buzz about wedding

services and upcoming events/exhibitions for brand exposure
and encourage engagement from the audiences
* Irmaya Wedding Gallery can consider benchmarking against
Comel Molek and Anggun by Mastura in terms of execution
. and creation of marketing content and assets (Digital
marketing and content management) where your target
audiences are the millennials (Digital generation)

Recommendations

Decoration and food catering is quoted as an important factor to
decision making process and plays as Irmaya Wedding Gallery
strength - Irmaya can put more emphasis to continue to upgrade
their services on these

When the website/blog is ready, Irmaya Wedding Gallery should
invest in SEO and SEM to make the brand more relevant, searchable
and visible to its target audiences and to always track performance

Irmaya Wedding Gallery should start creating some footprint (digital)
to be and stay relevant and searchable to be visible and to instil
confidence in customers who are researching for wedding services

Irmaya Wedding Gallery should also start producing and posting
relevant contents (as part of content management) in Facebook and
Instagram, and link it to the new website to generate more clicks and
be transparent with original contents




CupCake Designs Website BunFresh Facebook & WebStore Setup of WebStore
visitor tracking with GA & FB. Google Analytics update in Power Bl
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About Photos Reviews More Brow treatment

www.facebook.com/SingaporeCupcakeDesign

BunFresh WebStore - Cloud based Content Management System

Featured products
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Bun Fresh Group Search store
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® Brow treatment
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® Lashes Treatment
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News

Brow Enliven Touch up Fingers

Check out our New CupCakes! New online store is open! BunFresh Store new release! $ 200.00 (75 min) $8.00 (15 min)

Add to cart 6 Brow Enlive




