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Data Warehousing

No means of assistance are allowed. 

The exam consists of five questions, each of which gives five points. The answer to each question is expected to be no longer than two pages. Start each answer on a new page. 

Write clearly! Unreadable answers will yield 0 points.

Maximum number of points: 25
Passing mark (Godkänt): 15 

Questions

1. Discuss the similarities and differences between OLTP (On-Line Transactional Processing) and OLAP (On-Line Analytical Processing). 

2. Kimball strongly recommends the usage of surrogate (non-intelligent) keys in a data warehouse. How does he motivate this recommendation? He also deviates (partly) from this recommendation ones. Describe the situation when he deviates from his own recommendation.  
3. Explain the concept bitmap indexing and clarify the advantages of using it within data warehousing! Support your explanation with an example. 

4. Explain the partitioning strategies relevant for data warehousing. (Do not cover the phenomenon referred by Anahory&Murray as “hardware partitioning”, or called “segmentation” in the traditional database terminology.) Give your opinion on whether the claim “The introduction of demographic mini-dimensions into a data warehouse is a partitioning strategy” is correct or not. Motivate your answer. 

5. Give a dimensional modelling solution for a data warehouse to the domain description on the next page! Motivate your solution!

GOOD LUCK!

We would like to remain you to fill the course evaluation form, which is available in Daisy. 

Domain Description

NEW_MUSIC is a retailer of music CDs. It has a total of 55 stores in Sweden. The management of NEW_MUSIC wants to analyse the sales of different CD titles, called products, and also analyse the results of promotion campaigns for different products. 

It should be possible to analyse what products that have been sold in the respective stores at a certain date, weekday (Monday, Tuesday, and so on), week, month and year. There is no need to analyse every transaction in the stores, only the total sum in SEK and quantity sold of each product, per store, per day. Since most of the stores are open on holidays it should also be possible to take account of holidays in the analysis, that is, it should be possible to see if a certain day is a holiday or not and thereby analyse sales on holidays. 

The different products have been grouped into different categories, for example rock music and classical music, and the management should be able to analyse the sales of these categories. Every product has a specific product ID and a title, for example “Marshall Mathers LP” or ”Carmen”. 

The stores are grouped into different regions and it should be possible to analyse the total sales of the stores in a certain region for a certain product. It should also be possible to see in which city the stores are located and who is responsible for each store. 

There are always different promotion campaigns for different products going on and the management wants to analyse the result of these campaigns, that is, see how much of a certain product that is sold during a campaign. In a promotion campaign, three predefined promotion techniques can be used: advertisments in newspapers, radio or TV commercials. These techniques can also be combined in a certain campaign. A campaign may or may not involve price reduction offers. This data should also be possible to use in the analysis.

It should also, and this is important, be possible for the management to identify products that are part of a promotion campaign but not have been sold at all.
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