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Seminar 1 – Using the Porter & Millar Value Chain

Learning Outcomes

After this seminar you will be able to:

i) Describe a selected business in terms of the Generic Business Model.

ii) Relate the business processes to key Information Systems in an organisation

Activity

You should form groups of 3/4 members (i.e. 6 teams per seminar).

Two teams will each attempt the activity based on one of the following:

a) The UK operation of McDonalds.

b) The Oxford Brookes undergraduate degree programme.

c) The operation of Oxford Tube bus service to London.

1. By considering in turn each Value Chain activity draw up a list of business processes which fully describe the business under consideration.

2. Consider each business process in turn and produce a list of the key Information Systems within your organisation.

3. Team presentations and discussion of the outcomes.

Preparation for next week

Visit and become familiar with the Website for the course textbook.

Book:

Chaffey (ed), Business Information Systems
Website:
http://www.booksites.net/chaffey
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Seminar 2 – The hybrid manager context applied: ‘Information Systems in a Modern hotel’

Learning Outcomes

After this seminar you will be able to:-

i) Recognise different Information Systems in an organisation.

ii) Clearly define and describe Information Systems.

iii) Understand the relationship between organisational objectives, business processes, information systems, and information technology.

Activity

Watch the video ‘Information Systems in a Modern hotel’. As you watch it, note down the different IS you see. You should form groups of 3/4 members.

1) Use the Information Systems Definition Framework to define and describe each of the Information Systems you have seen in the video.

2) Using the model below (‘hybrid manager context’) to explain how an intermittent fault in the mini-fridge sensors might impact Organisational objectives.

3) Team presentations and discussion of the outcomes. 
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Seminar 3 – Information Flows – analysing an organisation as a system

Learning Outcomes

After this seminar you will be able to:

i) Decompose a business into a number of business processes.

ii) Analyse each process from a Systems Theory perspective.

iii) Illustrate the inter process linkages using an Information Flow Diagram.

Activity

As with the previous seminars, work in teams of 3-4 members.

A medium sized, busy restaurant receives both telephone bookings and ‘walk-in’ customers. It serves meals continually from lunchtime through to late evening. It also has a licensed bar.

Customers are greeted at the door by a receptionist and guided to their table. Each group of six tables is served by a single waiter, who takes the order and passes it on to the kitchen staff. There is a fixed menu of twelve dishes plus two specials each day of which only a limited number are cooked.

Whilst not a fast food restaurant it is the policy that customers should wait no longer than fifteen minutes for their meal. When a display over the kitchen door indicates to waiters that meals for a particular table are ready, the meals are served. 

On completion of the meal the waiter presents the bill, takes the money, clears and cleans the table and indicates to the receptionist that the table is now available.

1. Draw a representation of the restaurant as a system comprised of several subsystems.

2. Use an Information Flow Diagram to illustrate the inter system linkages.

3. Give a brief description of each subsystem giving particular thought to feedback and control.

4. Team presentations and plenary.

Preparation for next 2 weeks

Research Cameron's Balloon Site at:

http://www.bized.ac.uk/stafsup/options/cameron.htm
You need to gain a good understanding of the business itself together with its organisational structure and physical layout. Consider the business processes involved in this business and in particular the relationship with their customers. You do not need to undertake any of the exercises on the site unless accountancy and operations is a special interest.

You will need to bring appropriate material to the seminar to assist you in designing a complete set of Information Systems needed to support this business.

Seminar 4 & 5 – Cameron Balloons

Learning Outcomes

After these seminar you will be able to:

i) Typify the different types of Information System within organisations and explain this differentiation.

ii) Model information flows throughout the organisation to gain an integrated understanding of the role of information systems for the business

Activity

You have been given an opportunity to radically upgrade the Information Systems and Information Technology throughout Cameron Balloons. Your task is to work out a proposal for Information Systems and Technology to assist in every aspect of Cameron Balloons business. You are to make a presentation to the Board of Directors in which you will attempt to convince them of the benefits of your proposal. 

You need to gain a good understanding of the business itself together with its organisational structure and physical layout. Consider the business processes involved in this business and in particular the relationship with their customers.

1. As a group consider the material you have gathered on the World Wide Web. “Walk through” from sales order to delivery to ensure the team understands the nature of the business. 

2. Use the Value Chain model to enumerate the Information Systems required to operate Cameron Balloons effectively. Working on a departmental basis decide where you would find the Information Systems you have identified.

3. Use an Information Flow Diagram with Information Systems as sources and destinations to illustrate the integration of these systems.

4. Describe each major system using the ISDF from Lecture 2. Can you differentiate these systems as OAS, TPS, DSS etc.? (see Chaffey pp186-220)

5. Present your findings to the class.

Cameron Balloons Case study material

(from http://www.bized.ac.uk/virtual/cb/)

Cameron Balloons Ltd, Bristol, UK

Cameron Balloons is the world's largest manufacturer of hot-air balloons, special-shaped balloons and hot-air airships. Cameron Balloons excels in all aspects of fabric technology from medical products, to fabric structures and inflatable buildings.

Cameron Balloons' success has been recognised with the prestigious Queen's Award for Export Achievement. The award is for British companies and other organisations that are major exporters of goods and services. It acknowledges consistent growth and outstanding export performance over a period of several years.

They are perhaps best known though, for their special shape balloons and also the balloons they have been making for round-the-world record attempts. They made the Breitling Orbiter balloon that made aviation history by flying right round the world, finishing on 21st March 1999.

If you would like to see the inside of the factory you can do either a virtual tour or a static photographic tour of the factory (visit the case study website for this). This tour will take you around every area of the factory, and show you some of the people who work in each section at Cameron Balloons.
General Information About Cameron Balloons

Don Cameron was leader of the small team that in 1966 built the first modern hot-air balloon in Europe. Five years later in 1971, he founded Cameron Balloons Ltd. Today his Bristol, UK, based company is the world's largest manufacturer of hot-air balloons. Bristol has become the undisputed ballooning capital of the world.

Cameron Balloons builds, on average, one balloon a day in the UK (why not look at the production section of the virtual factory to see how it's done?) while its associate company in Michigan, USA, caters for the market in the United States. The company employs more than 120 people and has an international sales network that covers 50 countries. (Why not have a look at the marketing section of the virtual factory?) In 1989 the company won the Queen's Award for Export.

As well as conventional round balloons (click here to see the breakdown of a balloon's cost), Cameron's is particularly famous for its special shapes. These now total over 300, which is 80% of all the special shape balloons flying in the world - and include the Disney Fantasia castle, a space shuttle, a telephone, a dog, a parrot and Mickey Mouse and Donald Duck! All are fully certified as aircraft yet are built fully of fabric: there are no solid internal devices to help them keep their shape.

Five of the company's helium / hot-air Roziere craft competed in the world's first oceanic balloon race when four European and one US team were pitted against each other in the 1992 Chrysler Transatlantic Challenge. More recently Cameron Roziere balloons have crossed Australia, made the first solo lighter-than-air flight across the Pacific ocean, and set a new absolute world distance record of 10,000 miles - launching in the USA and landing in India.

Cameron Balloons' Organisational Structure

The organisation of the firm is a mixture of styles, as is commonly the case with family-controlled, small to medium sized business organisations.

On the one hand, there is a clear emphasis on the original entrepreneur (Don Cameron) who drives the company forward. On the other hand, it can also be argued that the business is structured along functional lines, with each departmental head having responsibility for their subordinate staff.

Also, there is evidence at Cameron Balloons of a close bond between management and workers; with signs that when the pressure is on to complete an order, everyone helps out in any way they can. Individual staff often come up with ideas of how jobs can be done more effectively. There are clear indications of a democratic organisation in operation here. Decisions can be driven from the shopfloor up, as well as in a more traditional top-down method.

As you can see, Cameron Balloons shows signs of being many different types of organisation. Do not be put off analysing the company, though. Very few firms in the real world fit nicely into textbook definitions. Often your task is to find evidence that supports the point you are making. Here you have clues that point to several different organisational structures and managerial styles at Cameron Balloons - each of them may be 'right'!

	Board of Directors, Shareholders, Company Secretary - Alan Noble
	Managing Director - Don Cameron
	Production - Lindsay Sadler, Dave McGibbon
	Customers

	
	
	Sales - Nick Purvis
	

	
	
	Accounts - Don Cameron
	

	
	
	Human Resources - Lindsay Sadler, Hannah Cameron
	 

	
	
	Health & Safety - Dave McGibbon
	


Detailed Structure of the Production Department
	Production - Lindsay Sadler, Dave McGibbon
	Sewing - Machinists

	
	Baskets - Trimmers

	
	Artwork - Artworkers

	
	Cutting - Cutters

	
	Technical - Designers, Legal Certification & Aeronautical Design Engineers

	
	Spares & Repairs - Salesmen

	
	Engineering - Mechanical

	
	Dispatch & Export - Dispatch Managers


Detailed Structure of the Sales Department
	Sales - Nick Purvis
	Sales Staff - Sales/Administration Staff

	
	Spares & Repairs - Salesmen

	
	Marketing & Web site - Alan Noble

	
	Visuals & Graphics - Dave McGibbon, Chris Leaman

	
	Customer Care - Don Cameron, Nick Purvis, Dave McGibbon, Lindsay Sadler
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Product Range

Cameron Balloons produce a wide range of products. They are almost certainly best known for their conventional balloons, but even these come in a wide range. They range from a very small single person envelope that suspends a single-seater metal frame rather than a basket, to the huge envelopes used by commercial passenger carrying operations.
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There are 3 models in this 'big balloon' range and they are the O-Type, the N-Type and the A-Type. Each of these designs come in a variety of sizes suitable for carrying up to 21 people. These big balloons are often the ones used to carry advertising by sponsors. For an example of the price of an N-Type and how the cost is broken down into its component [image: image7.png]


parts, why not go to the cost breakdown section?

However, Cameron Balloons do not only produce conventional balloons, but also will try to produce a balloon of any shape to order. Some of the shapes produced so far have been remarkable. For some more information on [image: image8.png]


these and some examples of them go to the next page of this section.

They also use their expertise to produce products related to balloons and ballooning. They produce hot-air airships, advertising blimps, and cold-air inflatables for advertising.They can even produce special fabric constructions for buildings and exhibition centres.

Medical products

In recent years Cameron's have also diversified into producing medical products. One of the products they produce is called a 'Lapsac' and is a tissue retrieval system. It is used in operations to ensure the safe and secure removal of tissue, This is particularly useful for operations on the gall bladder or where stones are being removed. Cameron's produce these lapsacs and they are marketed by Espiner Medical Products.

They also produce 'Hyperslide' patient transfer sheets. These sheets are made from Hyperlast balloon fabric and the tubes form a frictionless surface to enable the simple transfer of patients from wheelchairs or trolleys to beds.

The Cost Breakdown Of A Balloon

If you were thinking of buying a hot-air balloon, there are various bits you will need if you want to fly it. The example we have taken is a balloon model - Type 'N90' - one of the standard models which Cameron Balloons make. This model would be suitable for sponsorship or advertising use. The total cost of the balloon is around £21,885 (2000 price), but there are 3 major elements to this cost. These are the envelope, basket and burners.

However, you need more than just these three bits to go flying. Any attempt to hang an envelope over a basket and fire hot-air into it is sure to end in an embarrassing failure. A whole range of other odds and ends are needed to complete the picture. 

	  

	Envelope
£10440 

Envelope scoop
£410 

Padded covers (4)
£196 

Inflator fan
£1120 
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	Artwork
Price - depends what you would like! 

Shadow double burner
£3420 

Basket
£2440 

Fuel cylinders (4)
£2348 

	Tether line (50m)
£126
	Other equipment
£264 
	Cushion floor
£176 
	Instruments
£945 


Total Balloon Cost: £21885 (2000 price) (for a 3-4 person balloon)

These prices refer to the low season which runs from 31 August to 1 Jan. In the high season an envelope will cost around £12,220.

Production - How the balloons are made

Welcome to the production section of the Cameron Balloons factory. It is here that the balloons are actually produced. Most of the production takes place on the ground floor, though some of the sewing and artwork takes place upstairs. You can do a virtual tour (on the [image: image9.png]


website, of course) of the factory to see the production process first hand.
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The process of producing the balloons has a number of stages. Production starts with the design team passing on the detailed design of all the panels. This will often be in the form of templates that have been cut on the plotter. The cutters then cut the cloth according to the templates. This is done on the cutting tables and as the cutters pull the cloth from the reels, it is drawn in front of large lights. This is to try to spot any imperfections in the cloth. It is much cheaper to correct [image: image11.png]


these at this early stage, than to re-build a finished balloon!
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The cut panels are then passed on to a team of sewers. A team is usually made up of around 5 machinists with a team leader. This team will usually follow through the production of the whole envelope. They sew all the panels together and sew in the tapes that carry the loads of the balloon down to the stainless steel frame around the basket.

The artwork will be put onto the balloon either before or after this stage. Sometimes the artwork may be dyed into the fabric before sewing using a dye-sublimation technique (this is done by outside contractors), though more often it is done by the artwork department at Cameron's. Sometimes it is airbrushed on 
and sometimes it is stuck on. 
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Meanwhile, all the rest of the balloon has to be produced as well. There is the basket, the burners and all the rigging to be done, as well as many of the ancillary items. The baskets are made by an outside contractor but finished by Cameron's. This means putting on the padding and fitting all the internal pieces.

Finally it is all put together by the engineering department, and passed over to the lucky customer.

Marketing

Welcome to the marketing section of the Cameron Balloons factory. It is here that the balloons are sold. The marketing department is located just off the reception, and contains two separate departments - one for Cameron Balloons and one for Thunder and Colt. The two types of balloons are still sold as separate brands, though Thunder and Colt was taken over by Cameron's in 1996.

Marketing a hot-air balloon is not like marketing a mass market consumer product. For one thing a balloon is expensive! For another thing the market is a very choosy one. When making a large purchase of this nature clients will look at all the options very carefully. In fact 60-70% of the business of Cameron Balloons is return business - customers who have bought from them before and are upgrading. All of them will require close personal attention from the firm.

The market is not a clear one either - there are a number of different segments to the market. Some customers are private individuals for whom ballooning is a hobby. Some are semi-professional pilots who have been sponsored to fly their balloon and therefore have a large number of flying commitments each year. Some are professional operators who carry fare-paying passengers. Finally there are also the commercial customers who want special shape balloons. All of these customers are very particular about the product they are buying.

Balloon purchase is also very dependent on income levels. Because it is an expensive purchase it is more likely to be made when income levels are higher and growing - in a time of high economic growth. Demand for balloons is therefore income elastic.

	INCOME ELASTICITY
OF DEMAND
	=
	% change in quantity demanded
% change in income


The higher the level of economic growth, the higher the growth in demand for balloons.

The nature of the market also means that advertising and many more conventional marketing techniques tend to be ineffective. There are only a small number of companies producing balloons and any prospective purchaser will tend to be aware of all of them. The most powerful marketing tool therefore tends to be "word of mouth". To market balloons therefore requires a subtle mix of techniques - product orientation, flexibility, a high level of technical knowledge, a good network of international agents and an intimate knowledge of the market. The rapid growth of Cameron Balloons in recent years is a testimony to the fact that they have got this subtle mix down to a tee!

The export market is a vital market to Cameron balloons. 75% of their output is exported and these are sold through agents and dealers. They have a worldwide network of these agents and much of the marketing departments time is spent liasing and communicating with these overseas dealers.

Cameron Balloons have around 8 competitors worldwide, though 3 or 4 of these are key global ones. There also tends to be a local manufacturer in each country who will command some of the market. However, Cameron Balloons are around twice the size of their nearest competitor. The main competition is:

· Lindstrand (UK) 

· Ultra Magic (Spain) 

· Aerostar (US) 

· Schroder (Germany) 

Design

Welcome to the design section of the Cameron Balloons factory. It is here that the balloons of all shapes and sizes are designed. The design department is located up some stairs above the cutting floor. There are eight people working in the design department, and Don Cameron himself will often take an interest in much of the design work that goes on. The eight people in the office split into various specialist roles:

· 4 people work on canopy and envelope design 

· 2 people work on the design of the hardware like burners and rigging
· 1 person is a draughtsman for drawing detailed technical drawings and plans 

· 1 person works exclusively on airworthiness certification 

The two key types of balloons they design are the standard / conventional balloons and the special balloons. For more details on the product range you may want to go to the Cameron Balloons section. Clearly the amount of work required for each differs considerably:

	STANDARD ENVELOPES
	SPECIAL SHAPES

	Gradual development of existing designs to keep up with improvements in fabrics and equipment
	Every individual balloon requires unique design.

	Only the design needs airworthiness certification - not each balloon
	Every individual balloon requires its own airworthiness certification

	Occasional design of new envelopes
	 


Much of the time of the design department is therefore spent on the special shape balloons. The process of designing these is as follows:

1. Definition of the exact shape 

2. Sketches to show how the shape can be formed 

3. A model (depending on the complexity) 

4. 3D computer shaping 

5. Detailed design of panels. 

The CAD (computer-aided design) package to help to do this was written in-house at Cameron Balloons - mostly by Don Cameron himself. Most of the design staff have an engineering or aeronautical engineering background, and all have to be fully conversant with using CAD packages. It will take a minimum of six months experience before a new member of staff will be able to work independently on any aspect of the design and several years before they would be able to take full responsibility for a whole design.

Key Staff
The person we are going to focus on in the design area is Steve Cocker.

Steve is a highly experienced balloon designer and is one of the senior members of the design team at Cameron Balloons. In this department there are 5 people. They are:

	Envelope design
	Steve Cocker

	
	Steve Wallace

	Hardware
	John Davies

	
	Rob Buckley

	Airworthiness
	Barry Bower


Most of Steve's work is on special shape balloons. He will monitor the process the whole way through and ensure that he is happy before progressing to the next stage of design. The process is:

1. Definition of the exact shape 

2. Sketches to show how the shape can be formed 

3. A model (depending on the complexity) 

4. 3D computer shaping 

5. Detailed design of panels 

He has an aeronautical engineering degree and has chosen to specialise in balloon design as he enjoys the challenge and the variety. One of his recent designs was a special shape of Van Gogh.

A special shape balloon may take about 4-6 weeks work (225 hours or so). Probably around 20% of this time is spent at the computer, drawing up the initial design and then working on the detailed panel shapes. The final design will be passed on as a series of computer templates, which are then cut by the plotting machine. At this point the responsibility shifts to the production department.

Purchasing

Welcome to the purchasing section of the Cameron Balloons factory. This department could also be called the stock control department, and indeed in many companies is. The purchasing department is located at the far end of the factory by all the stock shelves. The purchasing department at Cameron Balloons carry out several functions that are often separated in larger firms. The main functions are:

· Buying 

· Stock control 

· Goods inwards 

Each of these are complex functions, and the purchasing department is a busy one. They deal with around 1,000 different suppliers. A balloon has many components parts and in most cases they are supplied by small specialist production firms. Many purchasing departments would have nightmares over these sort of figures!

Out of these 1,000 suppliers around 12 or so are key major suppliers to Cameron's. They probably account for around 50% of the purchasing business. Some of these suppliers are almost certainly solely dependent on Cameron's for their survival - an interesting relationship for both!

The specialist nature of many of the products means that the lead times (the time it takes from order to delivery) can be long. This means that the purchasing department have to plan well ahead and monitor stock levels very carefully. For example let's look at the problems with ordering fabric. How would you cope with this situation?

1. If the supplier has the fabric in stock it will take 3 days to arrive 

2. If it has to be made specially, it will take around 8 weeks to arrive 

3. Around 1000m of fabric per day is used when in full production 

For some burner parts the lead times are even longer. Some may take up to 3 months to arrive. Other burners arrive much quicker as they are made in-house!

The stock control is done with a computer system - vital given the complexity of the task faced by the department. The system was written in-house to ensure that it was customised to the particular requirements of the company.

In some cases there are several different suppliers for the same problem - there are 3 different basket makers, but only one cylinder supplier. The lead time for cylinders is about 8 weeks partly because they have been specially designed by Cameron's to meet their rigorous standards.

Accounts

Welcome to the accounts section of the Cameron Balloons factory. It is here that the accounts are prepared, the records kept and the bills paid. The accounts department is located just off the reception on the opposite side from the marketing department.

The accounts department at Cameron Balloons is a relatively small one. The manager is Stuart Hopkins, and also in the department are Melanie Booth and Simon Whatley. Their main roles are:

	External Bureau
	- 
	Wages

	Hannah Cameron
	- 
	Various other wages and personnel functions

	Stuart Hopkins
	- 
	(Head of Accounts) Accounts, sales, purchase and cash

	Melanie Booth
	- 
	Purchase ledger and reception

	Simon Whatley
	- 
	Petty cash, accounts and wages administration, post and rigging balloons for the production department


Much of the other work - the preparation of the year end and management accounts is done by a firm of accountants.

The computer software that handles all the accounts work was, as with much of the other computer software in the firm, written by Don Cameron. This makes it highly individual to the firm, and very efficient. It was written specifically for the needs of this business - and its unique requirements.

The Managing Director and Production Directors look after the employment of accounts staff. They do the advertising, interviewing and all other selection procedures.

The accounts department also carries out all the invoicing functions. Most balloons are large expensive items and so relatively few invoices are issued for these! However, parts and small sales make up nearly 20% of turnover and the invoicing for these is obviously more complex. A 30% deposit is expected with orders and payment is required before delivery. If customers fail to pay within 1 calendar month of the invoice, then interest will be charged.


Seminar 6 – Data for a supermarket chain

Learning Outcomes

After this seminar the student will be able to: -

i) Evaluate the data collected by a typical supermarket Epos terminal in terms of its significance in managing a single store and all stores across the organisation.

ii) Develop an Information Flow Diagram representing the flow of information throughout the different functional areas of the organisation.

Activity

1) Consider the attached till receipt produced by an Epos terminal at a Tesco supermarket. Draw up a list of all the data contained on the receipt, which might be useful to Tesco. (Hint: Organise the list as Product Data, Customer Data, Financial Data and Operational Data.)
2) By considering the accumulation of this data across all the Epos terminals in a store, and over an extended period of time, suggest ways in which these data may be transformed into information useful to the store manager. What decisions might he / she be able to make as a result of collecting these data?

3) Tesco will collect all these data centrally for every store in their network and over every day in the year. Each store will also present the stock position for every item on its shelves. Assuming these data are available on some central mainframe, draw an Information Flow Diagram representing the distribution and usage of these data throughout the Tesco operation. You may assume Tesco has a departmental structure including:- Finance, Marketing, Human Resources, Store Operations, Purchasing and Distribution. Explain how each department would make use of the information channelled to it. (Hint: Draw a system boundary and position departments within it. Consider each category of data independently and follow through the logic and use of these data within the organisation.)
Preparation for next week

Read the GEIS case study and the Sainsbury case study.


Seminar 7 & 8 – GEIS case study

Learning Outcomes

After these seminars the student will be able to: -

i) Position Internet based applications in the Value Chain of organisations adopting them.

ii) Explain the relationship between the Value Chains of buyers and suppliers.

iii) Explain the benefits and drawbacks of Internet based supply chains.

iv) Draw out the different possibilities for relationships of buyers and suppliers with Internet based supply chains, and explain why these differences occur.

Activity

The activities are spread over two seminar sessions, to allow for thorough analysis and thinking. Make up groups of four. Each group will address both the GEIS case (which everyone should already have read), and the Sainsbury's case. Each group will be asked to present an answer to one of the questions, with discussion across the whole class. The first seminar will mainly be 

GEIS Electronic Tendering

1. Who is GE and why would they set up TPN in the first place?

2. Explain 

· Invitation to Tender.

· RFQ.

· Bid.

· BAFO.

3. Walk through the purchasing process from initial requirement to accepted bid. How is this different from a conventional business to business purchase?

4. What is the procedure by which suppliers join the TPN? Can they also be buyers, if so how?

5. Describe the business benefits and drawbacks for buyers using the system. How does TPN fit in the buyers Value Chain model.

6. Describe the business benefits and drawbacks for suppliers using the system. How does TPN fit in the suppliers Value Chain model.

7. What is meant by the security methods :-

· User authentication.

· Data encryption (SSL).

· SQL hand-off technique.

· Firewall-protected, proprietary information database.

· Data mixing ?

Sainsbury's Supply Chain

1. Explain the thinking behind Collaborative Planning System (CPS). What is a “promotion”?

2. What is the problem with promotions that the Eqos solution is attempting to solve?

3. How does Eqos Collaborator solve this problem?

Cross case analysis

1. In what ways are the relationships between buyers and supplier different in the Sainsbury's case from those of buyers and suppliers engaged in GEIS's TPN?

2. Present your findings to the class.

Preparation for next week (week 9!)

Read the texts for next week’s seminar work.

Case: GEIS

Abstract:
Electronic tendering marketed under the name GEIS TPN (Trading Process Network). The system enables buyers to place tender documents on the Web and target a wider population of potential suppliers with greater precision, as well as suppliers to submit bids using standard forms and Internet tools. 

GEIS: Business Overview

General Electric Information Systems Trading Process Network (GEIS TPN) allows buyers to place customised product catalogues on its Web site (calls for tenders) and manages bids from suppliers around the world via the Web. It also provides email notification of tenders and results, and some automation of bid screening. Key benefits are more efficient procurement in terms of both cost and time, and a more level playing field for bidding by suppliers, particularly those in small businesses. 

GE advertises TPN as being: 

· A portfolio of easy-to-use, web-based products and services designed to increase productivity and open doors to new business opportunities 

· A secure Internet solution to allow buyers and sellers to conduct business electronically and to simplify business processes like purchasing, selling and marketing. 

· An aid to the purchasing process by streamlining the purchasing processes and shortening life cycle times. 

· A comprehensive solution set to enable sellers to improve their sales productivity by automating the sales and bidding processes. 

Additionally, users of TPN have access to various tools that help them market their companies as well as their products and services to potential customers around the world. TPN is seen as one of the few available tools in creating a level playing field for suppliers, particularly those in small businesses. According to GEIS, all that suppliers need in order to be able to bid is access to the Internet and software which is available for download at no charge. TPN is intended to enable buyers to focus more on productive tasks such as increasing productivity and quality of the purchased goods, rather than having to spend time collecting all the necessary technical information for the bid package and having to distribute and reproduce this information in various forms. 

GEIS initially set up a Web site on which it could post invitation to tenders together with the accompanying documents. GE's suppliers were then requested to download the Request For Quotations (RFQs) and submit bids using standard Web technology. The advantage for GE was simple -- only one tender document was posted on the Web and all selected prospective suppliers were notified via e-mail. 

The next step was for all GEIS' suppliers to use the service as a platform for distributing their own RFQs. 

The development of this process however did not end there. The subsequent step was to provide a database of prospective suppliers from which a buyer could select candidates for bidding for a particular RFQ. 

The purchasing process for non-essential or indirect materials has caused GEIS to team up with Thomas Publishing Company (Publishers of the Thomas Resister of American Manufacturers) and Oracle in providing a data registry accessible via the Web to search out suppliers of such goods or services (http://www.tpnregister.com) . This partnership was initiated as an enhancement to the TPN service in May 1998. The database lists over 60,000 products from about 6,000 vendors. The Thomas catalogue's primary use is for engineers and developers to search for components when designing and building new products. TPN is an interactive trading community enabled through the use of databases, the World Wide Web, and a proprietary supporting toolkit based on current Internet technologies. This structure provides TPN users with a secure electronic commerce environment that supports an efficient, low cost forum for the business-to-business buying and selling of goods and services. TPN uses a combination of standard security technologies with additional security layers to maintain a secure environment for users on the WWW. 

The security methods employed include: 

· User authentication 

· Data encryption (SSL) 

· SQL hand-off technique 

· Firewall-protected, proprietary information database 

· Data mixing. 

In order to be able to utilise the TPN service, a connection to an Internet Service Provider (ISP) is required. Registration to become a TNP user may be made via the TPN Web site. A buyer subscribes to TPN by entering certain information on the Web site and paying an initial registration fee. The buyer informs GEIS of its suppliers and these are entered in the database. Using downloaded TPN buyer software together with other standard office applications, the buyer creates a set of tender documents. These documents will include an electronic response form. 

The buyer then searches the TPN database for suppliers, his own as well as other potential suppliers registered for the provision of the requested goods or services. The buyer then chooses the list of suppliers from whom he would like to receive a quotation. 

The buyer loads the tender documentation including all the attachments onto TPN together with his chosen list of prospective suppliers. 

The next step is for the suppliers who are interested in bidding to download the call for tender. If the supplier is performing this process for the first time, he first has to download the seller suite of programs from TPN. The supplier may then choose to submit a bid using the standard form. After completion, the form is passed back to TPN. 

The buyer is then informed of all the tenders submitted and may access and evaluate the requests at his leisure. Some automatic support is also available in TPN for performing the evaluation process. The buyer has to respond to all bids received with one of the following messages: 

· 'reject' 

· 'BAFO'- Submit your best and final offer 

· 'hold' - Your bid has not yet been rejected, but you are not on the preferred list of suppliers 

· 'accept' - We wish to further negotiate. Negotiation is then done outside of the TPN system by phone or personal meeting. 

GEIS: Technical

The strategy and planning of GEIS Internet goods and services is currently primarily based upon the needs and requirements of the its parent company, GE, as well as GE subsidiaries. However, what may be appropriate for a large corporate organisation looking for new markets and having adequate funds to invest would not necessarily work with other companies large or small who are much more cost conscious. 

With regard to TPN, it is designed and marketed as an open procurement and/or selling tool. The user guide does provide a number of recommendations and rules of conduct for both buyers and suppliers using the service. 

The TPN service has in the course of its development been split into two areas, the primary area is designed to cover production material, while the second smaller area covers the procurement of non-essential goods and services. The TPN Register Service has been introduced mainly to cater for the latter by providing a register of SMEs. TPN Register provides these SMEs with access to both SMEs and larger companies. TPN also provides detailed catalogue information of approved parts and services at pre-negotiated prices which can be immediately purchased. 

TPN is an interactive trading community enabled through the use of databases, the World Wide Web, and a proprietary supporting toolkit based on current Internet technologies. This structure provides TPN users with a secure electronic commerce environment that supports an efficient, low cost forum for the buying and selling of goods and services. 

The ability for buyers to find new suppliers is based upon the way the supplier records are stored in the database. In addition to the Dun and Bradstreet number for the supplier, a standard product classification is used to identify the products and services which this supplier offers. The buyer can therefore search for new suppliers by product category. 

For security, TPN uses a combination of standards, available security technologies, as well as additional security layers. These include: 

· User authorisation features (passwords, Domain Name Server access control etc) 

· Advance security features of open Secure Sockets Layer (SSL) protocol (server authentication, encryption, etc). 

The TPN WebServer interacts with the TPN Database servers in the following way: 

· After passing through the initial security layer described above, the data packet is "handed off" from the TPN Web Servers to an SQL Agent. The SQL Agent identifies the "handed off" data packet . The client username/password, an element of the data packet, is used to limit access in the TPN Databases. The SQL Agent also initiates a secure IP connection between the TPN Web Servers and the TPN Database Servers, which sit behind a firewall. The SQL Agent communicates requests to the TPN Databases through this SQL "pinhole". It has its own IP address and username/password. The client IP address never enters the TPN Database Server environment. 

· The TPN Database Servers limit access based upon the client username/password contained in the data packet. Once a validated connection has been made from the TPN Web Servers, SQL Agent Databases can only run programs and access data that has been declared as accessible for that particular client username/password. Upon return from the TPN Database, the resulting data packet is "handed back" to the client IP address within the TPN Web Servers for routing back to the client. 

In addition to the security features mentioned above, TPN implements data mixing. Whenever any pricing information is contained in a data packet, a unique identifier is associated with the pricing. Pricing information (bids, counter-offers, etc.) and item information (part attributes, drawing, supplier names, etc.) are never sent in the same data packet. Therefore if an item information data packet is intercepted, there is no related pricing information within the data packet. Conversely, if a pricing information data packet is intercepted, there is no related item information within the data packet. Thus data mixing can render a breach of security invalid. 

Users who are sending payment information can use GEIS's X.509 system, which asks for passwords and provides encryption. Users who have less sensitive needs are offered the standard Secure Socket Layer as a default, which takes less time and processing power than X.509 since it does not require extra decoding.

ADD SAINSBURY CASE HERE!
Seminar 9 – Data protection and privacy

Learning outcomes

After this seminar you will be able to:

i) Recognise privacy issues related to the use of personal data in organisations

ii) Comply with regulations and legal obligations concerning the handling of personal data in organisations. 

Activity

In order to conduct their business, many organisations need to collect and use personal information about individuals. This, unfortunately, also creates a risk of abuse and infringement of people’s privacy. The Data Protection Act 1998 (DPA) has been set up to protect privacy, and to prevent abuse of personal data. For this week’s seminar, you should have read these attached texts:

- The Information Commissioner’s guide to help small business to comply with the DPA (The Information Commissioner (www.informationcommissioner.gov.uk) is a UK independent supervisory authority reporting directly to the UK Parliament. It oversees and enforces compliance with both the Data Protection Act 1998 and Freedom Of Information Act 2000)
- ‘Here’s how I complied with the Data Protection Act 1998’ 

Work in groups of 3-4 members. 

1. Define ‘privacy’. How important is privacy to you personally, and in general, and why?

2. How did the DPA affect business processes at STC consortium Ltd (second text)? (Which processes were affected, and how)

3. What effect does the DPA in general have on business processes, which processes especially? Do you consider this effect to be justified?

4. Team presentation and plenary.

Preparation for next week

The seminars for weeks 10 and 11 will be based on Customer Relationships Management (CRM) software packages. Conduct a search on the Internet for a CRM software package from a major supplier. 

Bring to the seminar:-

1. Material describing the products you find.

2. An account of the searching process you undertook (i.e. what was the logic behind your research strategy; how successful was it; what effort was required; how do you select some information and reject other?)

PUT PRIVACY MATERIAL HERE!!

Seminar 10 & 11 – Customer Relationship Management Systems

Introduction

The seminars in weeks 10 & 11 are devoted to a team exercise that involves researching some IS/IT topic and making a presentation to the seminar session in week 11. This will involve working outside the seminar and a degree of team organisation in the preceding week.

This exercise is not part of the module assessment but I cannot emphasise strongly enough the guarantee that question 5 on the exam is closely related to this exercise. By attempting this exercise with enthusiasm and effort you will provide yourself with sufficient material to answer one of the three questions on the exam paper.

The Exercise

The Requirements

You are asked to research Customer Relationship Management (CRM). A useful place to start would be Chaffey and other textbooks such as Laudon & Laudon (see Module Guide). The majority of your research will probably use the Internet. I have listed some useful sites below. Perhaps the most difficult part but also the most important is to find a suitable case study. This will give you an understanding of the use of ERP in real organisations.

Questions that should be addressed

1. What is a CRM system?

· Which industries are CRM systems commonly found?

· What functionality does a CRM system provide?

· How do these functions relate to the Value Chain of the adopting organisation?

2. One key question in CRM design is: Should the shape of the front-facing software reflect the way the company interacts with their customers, or should it be optimised for complete integration with the company’s back end? What are the advantages and disadvantages of both approaches, and how does this reflect in the CRM software?
3. What technologies do CRM systems employ?

4. What advantages and disadvantages are there for organisations that adopt CRM systems?

· The advantages?

· The disadvantages?

5. Find a case study of a company that has decided to adopt CRM.

· What business reasons lay behind this decision?

· What problems or issues did the organisation have to address during implementation?

The Presentation

Prepare your team presentation as a PowerPoint file made up of a maximum of five slides. The presentation itself should take no more than 15 minutes and allow a further 5 minutes for questions.
Some Useful Sites

http://www.cio.com/
CIO stands for Chief Information Officer - this site has lots of basic and not so basic material on CRM systems.

http://specials.ft.com/ftit/
FT Information Technology homepage.

http://www.infoconomy.com/pages/crm/index.adp
‘Briefing room’ van infoconomy over CRM

http://www.crm2day.com/

CRM newsletter

http://www.absoluteastronomy.com/encyclopedia/c/cu/customer_relationship_management.htm

Definitions and basics of CRM

http://www.customerservicemanager.com/what_exactly_is_crm.htm

Idem

If you ask Google to find ‘define:CRM’ it produces a nice overview of definitions available on the Web (this of course also works for other terms!).

Here are some CRM suppliers’ sites:

http://www.siebel.com/
http://www.salesforce.com/
http://www.sagecrm.co.uk/
http://www.amdocs.com/
http://www.netcrm.com/
http://www.superoffice.co.uk/
Suite vendors (see question 2!):

http://www.sap.com/
http://www.oracle.com/
http://www.peoplesoft.com/
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