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INTRODUCTIONS
Who are you?
Where do you work?
Why are you here?
What do you hope to get out of this session?

karona'

Workshop Objectives

B Firmly grasp the foundational concepts
Read / understand / create data models

B Appreciate the value of data modelling as an
essential part of good business analysis

B See how the data model reinforces other
models, such as business process models

M Anticipate some of the challenges
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Workshop Scope

This session will equip you with the fundamentals
of data modelling from an analyst’s perspective.

We won’t be dealing with advanced modelling
concepts (because we just won'’t have enough
time for that).

We are taking an analyst’s view so we won'’t be
concerned with the technical aspects of system
implementation, such as databases, and you do
not need to have a technical background to
participate fully.

5 karona'
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Case Study

We will be working as a group through a realistic
case study to illustrate our ideas

6 karona'
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An Indispensable Tool?

What is your experience of the take-up of data
modelling in the workplace?

M Never done it

M Tried it and found it too difficult / not useful
B It's something that the developers do

B We are doing it and can see the value

M Other?

7 karona
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Workshop Topics
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CLASSIFICATION

A way of seeing the world

B
karona
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The World Is Full Of Things

You already know quite a bit about classification.
But you might not have thought much about it.
We all do it, all the time.

Lets do a quick exercise to demonstrate...

[
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INTERACTIVE CASE STUDY
1. CLASSIFICATION

You will be given some information cards
Look at them and put them into groups
Choose a name for each group

Can you describe what qualifies something
for membership of the group?

i
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Exercise Review —
Classification

i
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Classification

What is it?

Why do we do it?
M In life

B In Information
Systems

With appreciation to Lauren Child

i
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In Life — Define Your Terms

“Recorded crime falls by 7% in England & Wales”

M What do we mean by
“Crime”™?

M What do we mean by
“recorded”?

karona'
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Classification — an IT skill

Part No. | Description Price | Voltage | wattage| Lumens
1067 | Golfball 60W BC clear £1.11| 240 60 660
1009 | GLS 100W BC pearl £1.45 | 240 100 1340
1279 | M258 12V halogen dichroic | £1.54 12 50 800
4121 LED - 5W MR16 Cool White | £9.99 12 5 400
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A Simpler World View?

+You Search Images Maps Play YouTube News Gmail Drive Calendar More ~

GO;_JS[Q ‘areallbugd | “

16

are all bugs insects

are all bugs attracted to light
are all bugs stick shift

are all bugs edible

Press Enter to search

karona
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Some Terminology

You might hear people use the following names for
the groupings:

Class

Entity

Entity Type

Object Type

Type — Our
preference
In reality the differences ‘@

are less important than some people think

B
s
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ATTRIBUTES

Characteristic features

[
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Attributes

Once we classify things we might notice that there
are notable characteristics that apply to all the
objects in a group.
For example, for any instance of light bulb we can
ask about:

Fitting type

Voltage

Power consumption / Wattage

Light output / Lumens

) karona'
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Defining Attributes

Sometimes naming the attribute is not enough and
we need to provide a more formal statement of
what information it represents.

For example these names could be ambiguous:
» QOrder Date
= Product Weight

.
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. karona
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More Attributes

What attributes might be of interest to a Business
Analyst for the following Types of object?

Mobile phone contract
House
Person

} karona'
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Defining a Type

So a Type has a number of parts to it:
B Name
B Description
B Attributes

B
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Benefits of Classification

Clarity of understanding and communication

Until we declare the definition we don’t know what
different assumptions may be in people’s heads

As soon as we declare a definition the counter
examples become obvious:

“A Customer is a person who buys from us”

} karona'

© 2013 www.karonaconsulting.com

Example Of A Type

Name: Customer
Description: A person who
may place an Order with our
organisation

Attributes:

* Title

* First name

* Last name

Instances:

Miss Janet Jones

Mr Samuel Smith

5 karona'
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Boris Organics

25
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INTERACTIVE CASE STUDY
2. ATTRIBUTES

Using the information cards let's add
some details to our Types for our
business case study

26 © 2013 www.karonaconsulting.com
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Exercise Review — Attributes

karona'
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ASSOCIATIONS

Getting a joined up view of the business

karona'
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Making Connections

Who does this What did
Order belong to? they order?

Customer
Product

Where do we need

X b
19 ey 0 i There’s no direct link

between a Product and a

Delivery Delivery Address
Address

&
. karona
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More About Connections

An Order must belong to
one and only one Customer

Customer
Product

You can order as many
Products as you like — but an
Order must have at least one

There can only be one
Delivery Address!

Delivery

Address

30 © 2013 www.karonaconsulting.com
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Connections Are Two-Way

An Order must belong to
one and only one Customer

Customer
Product

A Customer can place
many Orders (over time)

Delivery
Address

But are they a Customer
if they have never
bought anything?

. karona'
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Defining Multiplicity

The multiplicity is an expression of business policies.
In our examples:

A Person can be a Customer even if they have no Orders
(yet) or they may have placed many Orders.

An Order must have at least one Product on it. There is no
upper limit to the number of Products on an Order.

MMM—

0 Zero or one (optional)
1 One and only one (mandatory) 1 or 1.1
0 Zero, one or many (optional) 0.*
1 * One or many (mandatory) 1.*
:
. karona
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A Formal Notation

N

Customer Association orddl

Title / - Created Date

First Name 1 0. Delivery Date
Last Name \ / h Status
/ o
Attribute o Multiplicity @)
@)

A Customer is linked to
Zero, one or many.
Orders

An Order is linked to
one and only
one Customer

; karona'
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Summary So Far

B Type

B Definition

B Attributes

M Associations

B Multiplicities

B Diagrammatic Representation

34 © 2013 www.karonaconsulting.com
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Better BA Capability

Helps you to ask questions that demonstrate
insight

Interact more effectively with colleagues to
formulate and articulate business policies

Communicate clearly through the
organisation what information is important to
your business

Validate the scope of your project
Use pictures to tell a story

karona'

INTERACTIVE CASE STUDY
3. BUILDING A BUSINESS MODEL

Making associations

karona'
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Exercise Review — Associations

37 © 2013 www.karonaconsulting.com
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WORKING WITH OTHER
BUSINESS VIEWS

A Holistic Understanding Of The Business

B
|
. karona
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Different Views
Complement One Another

40
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Business Process View

Customer Delivery Team Stock Management Team Order Preparation Team

Time to start ordering cycle

delivered with this
weeks order

Deliver Ordering
Sheet To Customer

Prepare Ordering
Sheet

Any wbsitution%

Collate Order For
Delivery

Complete Order Collect Order Validate Customer
Request Request Order

Pick up following Sometimes need to
weeks order request contact Customer to AccumulateTotal
when we deliver resolve issues Demand For

Product By Date

Load Delivery Van

Deliver Order

@<

Order Fulfilled

a1

karona'
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Create Supplier Order (Stock Management Team)

Functional View

1. Select a Product
2. Review the projected stock movements (aggregated
customer orders and supplier deliveries) for the next 7
to 14 days
3. View the available Supplier Offerings for the Product
4. Decide the best quantity to purchase for a Supplier
5. Create a proposed Supplier Order Item
2 , karona
© 2013 www.karonaconsulting.com
Select Product Beetroot N
Bread - Small Rye
Bread - Large Rye
Cabbage =
Carrots
Onions
Red P
W?"ite ggl!::fes _'J
Current Stock 50 Units Kg
Projected Date [ In [ Out [ Level |al
Stock 23/9/13 0 30 20
Movements 24/9/13 100 28 92
25/9/13 0 25 67
26/9/13 0 32 35
27/9/13 0 30 5
28/9/13 0 15 -10
29/9/13 0 0 40 v|
Propose Order Cancel |
karona
© 2013 www.karonaconsulting.com
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Scope Validation

- ©
“CRUD Matrix” L 3 o
o) S <
q-) q-) S S S
vIE|E|C|o|o|O
Zlele |2 lalal|a
=10 |luw o ol Q
_ S|IS|(2 |55
function or process Ol0|la (| |n|n
Register Customer C|-|-
Create Customer Order [R|C | R
Propose SupplierOrder | - [R|R|R[R|CR
Place Supplier Order R|[R|RU
karona

Key Learning Points

The data model is an excellent way of exploring a
business domain that we may know little or nothing
about when we start

The development of the model depends upon but also
drives the understanding of the real world

Your model reflects your understanding of the
business — there is no universal truth

Use the model to flush out assumptions, gaps and
inconsistencies

Review the model with a range of project stakeholders

karona'
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RECURRING BUSINESS
PATTERNS

How To Represent Them

46 © 2013 www.karonaconsulting.com
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Multiple Options

Sometimes in business there are options:
Ways to contact someone
Multiple ways to pay for something

Multiple delivery
options

47 © 2013 www.karonaconsulting.com
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Multiple Options __

Jim’s home telephone number is: (q
020 8367 0800

...or you can get him at work on:
020 7504 5992

...or on his personal mobile:
07814993102 .
Name: Jim

...or his work mobile: telephone number:
07814993102 020 8367 0800

020 7504 5992
07814993102

07814993102

48
48 2013 www.karonaconsulting.com
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Simple Model of Jim

What'’s wrong with describing the information for
our Customer like this?

Customer

first name
surname

home telephone
work telephone
home mobile
work mobile

4 3
B © 2013 www.karonaconsulting.com
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A Different Perspective
020 8367 0800 020 7504 5992

Name: Jim
55
07814993102
07814993102 karona'
A More Satisfactory
Representation
Customer Telephone
first name - number
surname 1 0. |- isdefault number
comments

I
51 karona
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Values That Change

Date effective

SPECIAL 1 April £2.99
1 0FFEB k 23 September £1.99

30 September £2.99

karona'
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Values That Change

One common outcome is that we have
Prog a system where a single attribute is
product numberf  gverwritten each time it changes.
name
selling price
What problems does that cause?

Selling Price

12345 Pickles 200G 2.99
12345 Pickles 200G 1.99
12345 Pickles 200G 2.99

karona'
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Values That Change

Product

- product number
- name
- selling price

/ 3

Product

product number

Price Ticket

54

- effective date

0.* | - value

© 2013 www.karonaconsulting.com
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“Many-to-Many” Relationships

55

Order

Product

Created Date
Delivery Date
Status

D

product number

name

Order

Product

Created Date
Delivery Date
Status

1.* 0.*
l\ .

Order Item

quantity

© 2013 www.karonaconsulting.com

product nu
name

mber
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INTERACTIVE CASE STUDY
4. BUILDING A BUSINESS MODEL

Challenging Requirements

56
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Case Study Extension

New Business Requirement — Drop Points

To make deliveries more cost effective, a
Customer can opt to act as a drop point for
other Customers in their neighbourhood

A number of Customers’ Orders are
deposited in a single (safe and dry) location
for them to pick up during the day

This saves time for the driver and reduces
road miles

karona'

© 2013 www.karonaconsulting.com

09/09/2013

28



SUCCEEDING WITH DATA
MODELS

What do | need to do
to apply this back in the office?

karona'

Demonstrate The Value

Start with something small but useful

Engage other project stakeholders in the
model

Make the model visible — put it on the wall

Make a fuss when the model reveals
something new about the business

Review the model as you develop other
project deliverables

karona'
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Overcome Inertia

B “We've tried it before”
B “Analysis takes too long”
B “Data modelling is a development task”

karona'
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Traps For The Inexperienced

Being led astray by the current physical data
model, which is itself a bodge

Over-complicating the model
Over-simplifying the model

Getting bogged down in abstruse points
Changing it back and forth without end

Giving up because there was a bit that you
couldn't crack — even though you actually got
loads of value from the rest of it

karona'
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Beware Over-ambition

Don’t expect to model “the truth”

Don’t expect to create a grand unified model
of the whole corporation

62

karona'

Does It Really Matter?

Work gets messed up when:

Projects don't think carefully about what
information is important to their project

Teams don’t know the data scope of projects
— what data will be needed

Requirements cannot be expressed clearly
because the information aspects of the
requirements have not been properly
understood

karona'
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How Do | Start?

Build skills
Training
Mentoring

Workshops and collaborative working

Peer support networks

64 © 2013 www.karonaconsulting.com karona.
Team Working
Encourage collaboration between roles
Informal reviews
Formal reviews
Handovers
karona'
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Using Software Tools

B Allows a cleaner layout

B Easier / quicker to make changes
but

B Learning to use the tool effectively will take
time

B Superfluity of features can be a distraction
and even daunting

karona'
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How Do You Rate Data
Modelling Now?

karona'
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Q&A

68
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