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Management Application*
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ABSTRACT

Many busi nesses have made or are making significant investmentsin data
warehousesthat reportedly support a myriad of decision support systems
(DSS). Due to the newness of data warehousing and related DSS (DW-
DSS), the nature of the decision support provided to DW-DSS users and
therelated impact on decision performance have not been investigated in
an applied setting. An explanatory case study was undertaken at a
financial servicesorganizationthat implemented a particular type of DW-
DSS, a Customer Relationship Management (CRM) system. The DSS
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decision performance model has provided some theor etical guidance for
this exploration. The case study results show that the decision-making
support provided by these systemsislimited and that an extended version
of the DSS-decision performance model may better describe the factors
that influence individual decision-making performance.

INTRODUCTION

Thesignificantinvestmentsindatawarehousing that beganinthe 1990s
and continuetoday were motivated by thebelief that moreinformationwould
enablebusinessusersto makebetter decisionsresultinginimprovedreturns.
Datawarehousing-rel ated decision support systems(DW-DSS) werebuilt to
assi st businessusersinanalyzing thevast amountsof datathat originatefrom
heterogeneousdatasources. Thesebusinessintelligencesystemsutilizetools
suchasOL AP, datamining, and query management, enabling businessesto
pursueorganizational strategiessuch ascustomer rel ationship management
(CRM), businessprocessmanagement, and supply-chain management. While
businesseshave been eager toinvestin DW-DSSapplications, many appear
tohaveoverlookedtherel ationship betweentheefficient useof theseinvest-
ments and a user-oriented approach to devel oping and maintaining these
systems(Gardner, 1998; Glassey 1998). Some companiesinvestinginthese
initiativeshavealready notedthat itisdifficulttotranslatetheinformation
provided by these systemsinto positive businessresults (Hoffman, 2001).
Obtaining the necessary information is an important hurdle, but how the
informationispresented and used for decision-making purposesisequally
important.

The purpose of the research project reported in this chapter is to
investigatethedecision-making support provided inthecomplex, heteroge-
neousdecisionenvironment of DW-DSSandtofocusonthedecision-makers
perceptions of this support. An explanatory case study of a Fortune 500
company thatisutilizingaCRM application, aninstanceof aDW-DSS, was
conductedto understand theseissues. Whilemany organi zationsclaimto have
devel oped systemsthat support thiscustomer-centric strategy, therehasbeen
littleresearch on thefunctionality and decision support provided by these
systems. Aninvestigation of thisdecision-making support should extend the
body of research ondecision-making support systemsingeneral, aswell asthe
multi-billiondollar CRM sector. Thegoal of thiscasestudy istoinvestigatehow
DW-DSS provide decision support to individual decision makers by (1)
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