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The Boulder Business Intelligence Brain Trust, or BBBT, was founded in 

2006 by Claudia Imhoff.  Its mission is to leverage business intelligence 

for industry vendors, for its members, who are independent analysts 

and experts, and for its subscribers, who are practitioners.  To 

accomplish this mission, the BBBT provides a variety of services, 

centered around vendor presentations.   

For more, see: www.bbbt.us. 
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Claudia Imhoff: Hello, and welcome to this edition of the Boulder BI Brain Trust, 

or the BBBT.  We're a gathering of leading consultants, analysts, and experts 

in business intelligence, who meet with interesting and very innovative BI 

companies here in a beautiful and, today, sunny Boulder, Colorado.  We 

not only get briefed on the latest news and releases, but we share our ideas 

with the vendor on where the BI industry is going, and help them with their 

marketing direction and messaging.  The BBBT podcasts are produced by 

my company, Intelligent Solutions. 

I'm pleased to introduce my guests today.  They are Mariana Stoica and 

Scott Benzie.  Mariana is the vice president of research and development 

and Scott is the vice president of marketing and sales for Dundas.  

Welcome to you both. 

Scott Benzie:  Hi.  Thank you for having us.  Say hello, Mariana. 

Mariana Stoica:  Hello, everyone.  Thank you. 

CI:  It's been a long haul for you folks to get here. 

SB:   Yeah, it's been a bit of a challenge but we made it, though. 

CI:   You did make it.  It took you two days to get from Toronto, but I really 

appreciate it. 

Let's go ahead and jump right into what you talked about earlier this 

morning.  The first one was the vision statement for the company.  It was 

interesting because you stressed in particular that you are a data 

visualization company not a data discovery technology type of company.  

What do you mean by that? 

SB:   I think it's important to draw that difference.  We hear from our prospects all 

the time that, "We have a short list of vendors we're looking at.  We're 

looking at QlikView.  We're looking at Tableau.  And we're looking at 

Dundas."  We struggle with it because we don't do the same things.  It's 

really tough when they talk about dashboards and visualization of data but 

it's not their core competency. 

They're in the middle of the data story.  We're at the very end.  We can help 

what they do.  We can augment what they do.  We are a presentation 
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layer, whereas they don't do the presentation layer very well.  It's easier to 

slice and dice and to pull trends and to find data.  We can do that, too.  

We just do it through visualization. 

We're less concerned about analysts digging through data and more 

concerned about the end users and the consumers being able to make 

actionable decisions. 

CI:   I think you put it nicely when you said, "It's kind of like a telecom company 

that you're the last mile..." 

SB:   The last mile of the BI story. 

CI:   But maybe not even the last mile but from the sidewalk to the house. 

SB:   Correct.  How you use it, I can't control the end user, how they use it, but... 

CI:   And you don't own the grid or the telecom, the networks, or anything like 

that, but you basically are the ones that connect everything up together 

and visualize it and make it pretty. 

SB:   Correct, hopefully. 

CI:   All right.  Well Scott, continuing with you, there's a whole series of Dundas' 

best practices and I was intrigued by them.  If you don't mind, go over them, 

as well. 

SB:   Sure.  There's a few things that we like to do.  It's about balance between 

choosing the right charts to represent your data, because sometimes you 

can choose the wrong thing and it will skew the data, and balancing that 

with customer expectations. 

Where visualization best practices might say to use certain colors and not 

use certain colors and do certain things, at Dundas we really need to 

balance that with, "Well, what does the customer want? What are they 

comfortable with? What's going to help them?" 

Gauges, for example, is not best practices.  Do we provide them? Yes.  We 

provide them because the end users are comfortable with them.  They've 

seen them before.  They know how to use them.  They can act on them and 
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we really need to balance what the industry says is best practices with what 

the prospect wants at the end of the day. 

CI:   I think that's important.  If you don't mind, I want to stay with that for just a 

second because I think there is a misconception that this is good and this is 

bad.  One day gauges are bad and spark lines are good, or whatever it is. 

As you said, I think it's critically important that we get off our high horse, a 

little bit, and face the reality of what the customer wants should be, 

perhaps, a little more up front than telling them, "You can't have that." 

SB:   Sure.  There's nothing wrong with balancing what they think they want and 

you can show them another way.  90 percent of the time the customer will 

agree with you.  "You know what? That's right.  That's how we should do it." 

But sometimes they don't.  They want it visualized this way.  This is what they 

want.  If that's what they need to solve their business problem and what 

they feel is going to help them use the dashboard, then maybe it is time to 

step off the high horse a little bit. 

CI:   Yeah.  Back to the old saying, "The customer is always right," right? 

One of our members, Cindy Howson, asked a pretty thoughtful question, I 

thought, about differentiating.  You touched on it in your first answer.  

Differentiating your dashboard capabilities from the other vendors who also 

claim dashboard capabilities, what do you say to that kind of a question? 

SB:   It's all where your core competency lies.  Our core competency is in data 

visualization and dashboard.  One version of the truth, democratizing data, 

and we hear all those key terms. 

The core focus of most of our competitors, obviously not everybody is 

lumped in, is not data presentation.  It's an afterthought.  It's not their core 

competency.  They don't have the people in the organization to make it 

their core competency. 

Providing a certain level of flexibility to how you can visualize the data.  We 

don't want to put people in a box.  Mariana talked about it.  One of our 

customers said...I'm going to use the vendor's name.  I'm sorry.  "I like them.  

They do great work.  Tableau, I can visualize apples and oranges very, very, 
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very well.  It's a wonderful tool for that.  But if I introduce rocks into that 

equation I can't do it." 

So why he likes Dundas is he can take the same data and add the rocks 

without much of a problem.  It's that extensibility that really works. 

CI:   I love your CEO's comment.  Your CEO is Troy Marchand.  His quote, I guess, 

or marching orders for the company was, "Do not sacrifice capabilities for 

the sake of simplicity." Now for some companies that's anathema.  It makes 

no sense whatsoever.  We've always had the drumbeat of, "Make it easy to 

use," and you're going against the grain on that.  Why don't you explain 

why? 

SB:   Sure.  It's not really against the grain.  If you go back another level before 

ease of use it's, "Solve my problem." If one is sacrificed for the other...if "Solve 

my problem," is sacrificed by ease of use, then why are you doing it 

anyway? "Yay, this is easy to use." It doesn't matter.  Nobody's going to use 

it.  It didn't solve my problem. 

We can't sacrifice the capability of solving the business problem simply so 

someone can install it a little bit easier.  We're not talking about small 

investments here.  We're talking about data that people are making very 

important decisions on the direction of a company on.  I think it's unfair for 

a lot of people to say, "Well, this is easier to use so please put your 

company's trust in this." I don't like it. 

CI:   The other thing that Colin White and I have been writing about, there's a 

difference between easy to use and easy to consume.  I think that's the 

problem.  For years we've been beating that drum of, "It's easy to use," but 

not beating the drum of, "Is it easy to consume?" 

I can create very complex dashboards, very complex reports, and so forth, 

with a few clicks of a button, but to have my business user actually be able 

to understand what's going on.  That’s the easy to consume piece. 

SB:   Exactly.  When we say it's an internal message that we don't sacrifice 

capabilities for ease of use, in the market they don't see that because I'm 

a business user.  I don't know what's going on in the back end of our own 

dashboards but I get a dashboard up that I can act on.  It's easy for me to 
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consume.  I consider it easy to use, quite frankly.  I have this really built 

dashboard.  I just don't know that it took three months to properly develop 

on the back end, right? 

Don't have the business user installing something and trying to develop in 

something when it really should be done by the people with the right 

capabilities to build it properly. 

CI:   I think you've put your finger on it.  There is that difference between an 

information producer, the person who is creating the dashboard and 

should understand all of the complexity behind it, versus the information 

consumer.  All I want is information.  They want it fast, they to be able to see 

it.  They want to be able to understand it very quickly and, more 

importantly, be able to act on it. 

SB:   The producer's KPI should be adoption.  A lot of our customers have asked 

that we build and Mariana's team did a great job of this.  We've built in 

usage stats now in our dashboard so we know when people are logging in.  

How are they using the data? How are they interacting with it? For that 

producer, adoption should absolutely be their KPI. 

CI:   Let me turn to you, Mariana, now.  There was a whole bunch of information, 

target audiences, case studies, and that sort of thing.  If you don't mind, 

who is your target audience? Can you give me just a few examples of 

customers? 

MS:   We like to split our target audience in two main categories.  One would be 

the main consumers and the other ones are the main producers of the 

content.  The consumers would be the business user, non-technical 

individually.  They will be just looking at the dashboards, potentially doing 

some filtering.  Potentially doing some what they call mash ups, their own 

view for what dashboards should look like. 

The other category is the main producers.  Those are business analysts, data 

analysts, data scientists.  They are more technical.  They are used to 

different BI tools.  They've been using Excel very extensively.  They do know 

Excel scripting. 
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The last, but not least, are the developers.  Developers, they like to 

integrate, they like to extend functionality to the product. 

CI:   Let's continue on, then.  Let's drill down a little bit and talk about some of 

the key features of the Dundas dashboard.  You mentioned several that 

were quite usable so why don't we talk about some of those characteristics 

or features, if you will. 

MS:   I'd like to discuss more about our differentiators because we have many 

many features.  Some of our competitors would say the same thing, but I'd 

like to discuss the differentiators.  Those are our flexibility. 

How to achieve this flexibility is we give the ability to extend the functionality 

without involving R and D.  We have multiple APIs.  We do have, as well, a 

Dundas script, which can be used inside our application in order to extend 

the functionality. 

The customer doesn't have to come to us, doesn't have to come to R and 

D and ask for every single feature that they need.  If they need a new data 

connector they can use the APIs.  If they have a totally different security 

system that we're not yet supporting they can use the APIs.  They have 

formulas that they want to add.  They can use our APIs, and so forth, and 

so on.  The main differentiator is our flexibility. 

CI:   Any others that you want to talk about? 

MS:   We are supporting, out of the box, all the main data connectors. 

CI:   That I was actually very impressed with because you put up a list and it was 

longer than the page.  You've made tremendous strides, in the last two or 

three years, to really be able to connect not only to relational databases 

or SQL based databases but NoSQL and everything else under the sun. 

MS:   Everything else under the sun we are supporting out of the box.  Again, if 

there is something else under the sun that we don't support one can use 

the APIs.  But yes, we do support all the major SQL databases, Microsoft SQL 

server, Oracle, ADB, SAPs of the world, and so on, as well, all our principle 

data analysis services.  We support Essbase, SAP BW, Excel and so on.  

Teradata.  That is one. 
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The other big differentiator, our visualizations.  We have more than 50 

visualizations out of the box.  They are all developed in house.  There are no 

third party tools in our application.  This is another thing that we are very 

proud of. 

CI:   What I like, and the analogy that keeps running through my head, is that 

you're getting a box of generic Legos.  You've got all the little pieces and 

parts and somebody can put it together to form whatever it is they want, a 

robot, an airplane, a bus, or whatever. 

MS:  That's exactly.  Actually, we do have a very cool dashboard that I'll be 

showing you a bit later.  We did develop a game using a dashboard 

because, again, the platform that we have is very very extensible and is 

very flexible. 

CI:   Excellent.  Let me ask you one last question.  We've got about a minute left 

or so.  It's really about the future of our industry, of your company.  Let's start 

with that.  I welcome either one of you. 

MS:   How we see the future in our BI world, we see the customers go in one place 

in order to do whatever they want to do with the data.  We want to see 

somehow a unified tool, which allows the customers, as I mentioned, to go 

into their slice and dicing and to create a dashboard, to create the reports, 

and you name it. 

I know that some other vendors might say that you need one product for 

this user and another product for another type of user.  We see it a bit 

differently.  We want to be able to unify all the tools that are BI related tools 

in one place. 

Scott, you might want to add something. 

SB:   Yeah, just a quick comment on the industry, to follow up on Mariana's point.  

We hear terms like self-service BI.  It's coming and it's going to be all 

important.  What does that really mean? I'm not entirely sure, but what I 

would like to see down the road is everybody's going to interact with data 

differently.  Any vendor or person that tells you differently is just lying.  They're 

trying to hawk a product to you. 
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That doesn't mean that one product can't be everything to everybody, 

different logins, different views, different ways to interact with the data but 

in one spot because you don't want to have 15 different products for your 

organization.  People will get bogged down in all that nonsense. 

CI:  It gets to be a maintenance nightmare if not an enhancement nightmare, 

just keeping up with all of that. 

SB:   For me, I don't think that the discovery layer and the presentation layer will 

ever fully be meshed together but moving the presentation layer's impact 

a little bit further into discovery and down the line into the warehouse and 

ETL is probably where we're going to see it go. 

CI:   Interesting point. 

SB:   “The needs of the many outweigh the needs of the few”, so the 

presentation layer has more clout. 

CI:   There you go.  I knew you were going to get that in there somehow, an 

excellent Star Trek quote. 

 All righty.  Unfortunately that's it.  We're out of time for this edition of the BBBT 

podcast.  Again, I'm Claudia Imhoff and it's been a great pleasure to speak 

with Mariana Stoica and Scott Benzie of Dundas today.  Thanks so much to 

both of you. 

SB:   Thank you.  We'll see you very soon. 

MS:  Thank you, Claudia.  Thank you for having us. 

CI: I hope you enjoyed today's session.  You'll find more podcasts from other 

vendors on our web site.  That's www.boulderbibraintrust.org.  If you want 

to read more about this session, please search for our hash tag on Twitter.  

That's #BBBT.  And please join me again for another interview.  Good bye 

and good business! 

 


