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What is Management?
· Planning for what is going to happen
· Creating policies and strategies to achieve goals

What is Digitization?
· Replacing physical tasks by digital means (Facebook)

How Digitization is Changing Business Environment:
Factors to consider when assessing impact of IT:
1. Internet growth and technology convergence 
· Internet is allowing huge changes in businesses (online banking, emails, voice conferences)
2. Transformation of businesses
· Flatter organizations, less centralization, higher employee empowerment, greater teamwork, location independence
3. Growth of globally connected economy
· Global marketplace, world markets, global teams (working in many countries)
4. Growth of knowledge and info-based economies
· New products and services, knowledge is an asset, time-based competition
5. Emergence of digital firms
· Relationships with customers enabled by digitalization, business processes accomplished using digital networks, seamless flow of information

Capital Management and Business
· Information and Communications Technology (ICT) is the largest component of capital investment
· Managers need to know how to invest it wisely
· Success of business can depend on how well you make ICT investment decisions
· Examples: using social networking to get a strategic advantage

Introductory Case – Auto Industry
· Emphasis of course is on using information systems to gain competitive advantage
· More interaction (technology) between car companies and suppliers so they can adjust the delivery of parts according to volume

Why is the World Flattening?
· Globalization – boarder are reduced, worldwide communication
· Tom Friedman – gave a list of factors that are causing “flattening” (business ICT systems are playing a role)
· Global economic playing field has been levelled—new strategies and solutions are needed to succeed
· Challenges: political system, culture, regulations, people, internet access/freedom

Remember:
· Digital firms use information systems to create a seamless flow of information
· This leads to new levels of efficiency, competitiveness, and profits
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Power of the Internet
· Internet is a very powerful tool (help get jobs back)

Information Systems Components
1. Technology knowledge
2. Application domain knowledge
3. Systems development knowledge
4. Organizational knowledge
5. IS application knowledge**

Three Key Concepts
1. Business processes and how IT support them (What they do)
2. Changing paradigm of information and communication technologies (how to use technology to improve the business processes)
3. How to improve technology to improve the business processes (become more competitive)

Business Processes – what a company does as part of their daily routine (manufacturing, customer service)
· These business processes are largely dependent on technology  more competitive, more profitable
· The way work is organized, coordinated  the set of activities
· The way management coordinates work
· Information systems help create efficiency by automating parts of these business processes
· Important to always rethink the process, make it more efficient, make it span several functional areas

Identifying Competitive Advantages
· Competitive advantage – product or service that organization’s customer place greater value on than similar offers from competitors
· First-mover advantage – organization can significantly impact market share by being first to market with a competitive advantage
· Problem: others will quickly follow suit, you will soon not be the only one

The Five Forces Model
· Porter’s Five Forces Model determines attractiveness of an industry
· 5 things you need to consider to determine how big of a threat you will be to competition:
· Rivalry among existing competitors
· Threat of substitutes
· Threat of new entrants
· Supplier power
· Buyer power – high when buyers have lots of choices
· Use IT to reduce buyer power through loyalty programs (keep coming back)

Enterprise IT Systems
Organizations use IT to support strategic initiatives including:
· Supply chain management (SCM) systems
· Takes all people in the supply chain and links them under one system (supplier, manufacturer, distributor)  makes it more efficient, helps distribute goods to customers 
· Customer relationship management (CRM) systems
· Uses information system to better understand and react to customers’ needs. Tires to avoid conflicts with customers and deal with complaints.
· Enterprise resource planning (ERP) systems 
· Help an organization become more integrated
· Link their processes to everyone shares info and communicates with each other

Organizational/Behavioural Impacts
· IT allows info to be spread to more people, info circulates faster
· Decisions made faster
· Employees more empowered, spam of control is increased
· GREATER FLEXIBILITY
· Hierarchies are flattened  info is distributed to lower-level employees, so less management is needed

10 Flatteners
Flattener 1: The Fall of the Berlin Wall
· Made certain areas of the world more accessible opened new markets  world became smaller
· Fall of communism
· People from communist countries gained freedom

Flattener 2: Netscape Browser
· First mainstream browser
· Gave individuals access to the Internet

Flattener 3: Work Flow Software
· Allow people to communicate worldwide and share ideas

Flattener 4: Open Sourcing
· Software freely available to everyone (at no cost)
· Blogs, Wikipedia, Wikis

Flattener 5: Outsourcing (just ONE business process)
· Companies benefit from the drop in telecommunications costs
· You can now use talented workers anywhere in the world

Flattener 6: Offshoring (physically moving to another area)
· Companies set up factories in other countries  mass production and low costs
· Internet enables communication between the areas

Flattener 7: Supply Chaining
· Integration of suppliers, retailers, and customers
· Using technology to make supply chain efficient  RFID tags

Flattener 8: In-Sourcing
· Delegation of company’s key operations to subcontractor
· UPS now does computer repairs for companies in their plants to avoid sending them away (cheaper)

Flattener 9: In-Forming
· This is to individuals what outsourcing, offshoring, and in-sourcing is to companies
· Individuals have access to massive amounts of information
· You can get and send info faster  easy for people to access

Flattener 10: The Steroids
· Personal devices (phones, iPods)
· Virtual – can be done at high speeds with ease
· Mobile – can be done anywhere, anytime
· Personal – can be done by you

Impact of the Internet – Positive Impact
· Opportunities that alter how business processes are conducted (higher efficiency)
· New opportunities for building brands and customer relationships (CRM)
· Companies that are better with information systems and the internet deal better with Porter’s 5 Threats

Impact of the Internet – Negative Impact
· Substitute products or services (online music vs. records)
· Customers’ bargaining power – they have access to more info on pricing, so they can bargain
· Suppliers’ bargaining power – have more options to sell their products
· Threat of new entrants – Internet reduces barriers to entry (Netflix and Blockbuster)
· Rivalry among existing competitors – Internet widens geographic market, so there are more potential competitors

summary
· Think of processes, IT, and strategies as an integrated bundle
· IT has changed how we access and use information (especially the internet)
· Businesses must innovate to become more competitive. 
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Remember
Think about business processes, IT, and strategies as an integrated bundle
· What they can do
· How you can use them to become more competitive

Apple – iPod, iPhone, iTunes – Merging Technology, Business, and Entertainment
· Started losing market share to Windows, so they focused more on music (creation, storage, accessories)

Questions About Apple’s Success
1. What might have happened if Apple had not supported investment in iPods?
· May be out of business, bankrupt, or invested in something entirely different.
2. Did apple gain a competitive advantage from its decision to invest in an online music business?
· Yes, first-mover advantage. They control market, demand, price. No competitors.

Apple’s Success from Digital Goods
· Digital goods – can be delivered over a digital network (music, video, software)
· Cost of delivery is very low

Supply-Chaining (Flattener 7)
· Leveraging the power of a supply chain (set of processes to get products from supplier to customer)
· Going straight to the supplier means lower costs, so lower prices can be offered to customers

Two Basic Challenges:
1. Global optimization – the total cost of delivering all parts on time from all over the world to the factories has to be low
2. Supply and demand – must continue to innovate in order to keep costs low

Wal-Mart’s Solution – Procurement
· Reduce costs to offer best prices to the customers
· Pass all middle-men and get product directly from manufacturer
· Make sure product is not available anywhere else at a lower price

Wal-Mart’s Underlying Structure
· Use IT to streamline operations and become more efficient
· Replace inventory with information – instead of holding inventory in warehouse, replace it with information using a real-time system. Bring in only what is needed.
· Coefficient of flatness – need to be more innovative if you have fewer resources
· Must understand the processes of the manufacturers, suppliers, and customers.
· One of first companies to electronically track inventory and develop network to share this info (to their advantage)
· Mastered process of production, movement of goods, warehousing of goods, and timely distribution of goods
Wal-Mart Leveraged Technologies for efficiency – Electronic Data Interchanges (EDI)
· Computer-to-computer exchange of transactions such as invoices, purchase orders
· Companies moving away from private networks to the Internet to link with other firms

Using Electronic Data Interchange (EDI)
· Wal-Mart’s computer system connected to its suppliers
· EDI allows suppliers to view purchase orders  and sales information
· Suppliers can ship exact needed amounts to Wal-Mart, so they only receive the amount they will sell

Further Innovation: How Does Wal-Mart know What Consumers Want?
· Barcodes – information about barcodes is passed on to manufacturers
· Radio Frequency Identification (RFID) – replace barcodes to reduce supply chain management costs
· No need to scan each product
· Implementation of RFIDs makes the manufacturer somewhat dependent on Wal-Mart due to  the required compliance with standards in order to do business with Wal-Mart (Wal-Mart has the upper hand)
· Supplier has no power over Wal-Mart

Potential Exam Question – Wal-Mart and Porter’s Five Threats
How do Wal-Mart’s innovations help alleviate Porter’s five threats?
· Competition – do not have to worry about competition because they are always able to offer lower prices
· New entrants – others will not be able to enter because of how low Wal-Mart’s prices are.
· Suppliers – don’t have a lot of power with Wal-Mart because they can go to any other supplier
· Buyers – have little power because prices are already the lowest

Wal-Mart’s Challenges
· The actual implementation of the supply chain and collaboration requires huge amounts of time and money
· Suppliers complain that too much time was spent on developing forecasts and analyzing sales data

Other Supply Chaining
Dell – makes the exact number of computers that each customers want, exactly the way the customer wants it
Zara – implements a strategy known as “postponement” in which they postpone design decisions until the last minute to include the latest results from its stores

2 Ways Supply Chains can Work:
· Push supply chain – you make products, “push” it out, or supply it, to customers
· Pull supply chain – don’t manufacture products until the customer “pulls” or demands it  gives customer more say

Flattener 8 – Insourcing (UPS)
· Not only ships parcels, but also provides smart business solutions
· UPS employees trained to repair computers, so they do not need to ship them back to the manufacturer. Most can be repaired at the UPS warehouse, reducing costs and times.
· UPS is now basically an extension of departments within other companies
· UPS makes delivery super efficient and fast, while allowing customers to track their own packages
· Coding system used to track packages which saves money and speeds up delivery

UPS & Information Technology
· Truck driver has handheld computer called Delivery Information Acquisition Device(DIAD)
· This is connected to a cellular telephone network to UPS’s main computers
· You can use your tracking number to tell you where your package is through the GPS and internet, giving you a real-time estimate of its arrival  
· Customer feels empowered

Possible Exam Questions – UPS
What problems do UPS’s information systems solve?
· The need to meet high customer expectations
· The need to keep customers from going to the competition
· The need to lower costs by optimizing operations

What would happen if these systems were not available?
· UPS might not be able to compete effectively
· UPS would attempt to provide info to its customers, but at higher prices
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Flattener 9: Informing
· Individuals and small groups are globalizing
· What are the drivers of Globalization 3.0?
· Fast changes
· Emergence of new industries 

· Informing is the individual’s personal analog to uploading, outsourcing, insourcing, supply-chaining, and off-shoring
· The easier it becomes for people to search for things, the flatter the world becomes 
· Google gathers and sells info on what people look at and buy, so companies can tailor to their market
· Internet has flattened the world because people can shop around, which increases consumer power
· Consumers and businesses can communicate in ways they never could before

Web 2.0 and Collaborative Tools
Static website – read only, cannot be changed until someone edits content
Dynamic website – database-driven, content shown depends on data available in database (people can edit what’s on the site)

Wikis
Wiki – a website which allows people to add and edit content collectively, allowing them to interact
· COLLABORATION tools
· Have built-in version controls, so you can tell who made changes and can revert back to previous versions

RSS Feeds
RSS (Really Simple Syndication) – used to publish frequently updated content such as blog entries and news headlines
· Contains a summary of content from a website 
· Enables people to keep up with their favourite websites in an automated way

E-Business Basics
E-business – digitally enabled commercial transactions involving organizations and individuals
· Accelerated and enhanced by IT (especially the internet)
· Allows for back-and-forth communication between customers, companies, and suppliers

Internet Business Modes
Based on who is involved
· B2C (business to consumer)
· B2B (business to business)
· C2C (consumer to consumer)
· C2B (consumer to business)
· Electronic exchange: online B2B market with many buyers and sellers
· B2E (business to employee): an organization delivers services and info to employees
· G2C (government to citizen), also called e-government

Based on the medium
· M-commerce (mobile commerce) – e-commerce transactions conducted using handheld wireless devices
· L-commerce (location commerce) – m-commerce transactions targeted to individuals in specific locations

Different Models
· Virtual Storefront
· Sells products directly to consumers (B2C) or business (B2B)
· www.chapters.ca
· Information Broker
· Provides product, pricing, and availability information to indivdiuals and businesses
· Revenue from advertising or from directing buyers to sellers
· www.ehealthinsurance.com
· Transaction Broker
· Saves users time and money by processing online sales transactions
· Fee paid per transaction
· www.baystreet.ca
· Online Marketplace
· Buyers and sellers meet, search for products, display products, and establish prices
· Revenue from transaction fees
· www.ebay.ca (C2C)
· www.chemconnect.com (B2B)
· Content Provider 
· Provides digital content
· Customer pays for access
· Advertising can also provide revenue
· www.britannica.com 
· Online Service Provider
· Provides a service
· Revenue from transaction frees, advertising, or by collecting marketing info from users
· www.xdrive.com
· Virtual Community
· Provides chat rooms and online meeting places for people with similar interests
· www.KidsHelp.sympatico.ca
· Portal
· Provides initial point of entry to the web, specialized content, services
· www.msn.ca 

Challenges with Free Web
· Internet was initially read-only
· Web 2.0 creates read and write capabilities
· This collaboration has pros and cons
· Pros:
· Easier communication
· More choices are consumers
· Easier customer feedback
· Easier to advertise to large amounts of people
· Fast and reliable information
· Cons:
· False advertisement
· No privacy
· Information may harm or offend others

The Web 2.0 Revolution, Social Media, and Industry Disruptors
Web 2.0
· Term used for advanced internet technology and applications, greater collaboration among internet users

Characteristics of Web 2.0
· Ability to tap into collective intelligence of users
· Data is made available in new or never-intended ways (this is made possible by mash-ups)
· Relies on user-generated and user-controlled content and data
· These easy programming techniques and tools let everyone act as Web site developers (power gone back to customers)
· Users can access applications through a browser
· Users are encouraged to add value to the application
· Major emphasis on social networks and computing

Web 2.0 Companies and New Business Models
Categories of Web 2.0 Companies:
· Social media
· Video
· Mobile tools
· Advertising
· Enterprise
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How to Develop a Social Media Strategy
1. Social technologies enable the strategy, they don’t define it!
2. The “change in mindset” required should not be under-estimated
3. Start small—Quick win—BIG Impact
4. Social media is about PEOPLE 

The Internet—Business Disruption
· Internet is one of the biggest forces changing the Internet
· Organizations must be able to transform as markets, economic environments, and technologies change
· Focusing on the unexpected allows an organization to capitalize on the opportunity

The Internet has had an impact on almost every industry, such as travel, entertainment, electronics, financial services, retail, automobiles, and education.

Business Paradigm Shift
Industry Paradigm Shift
· Small item, mass product  Many items, small productions
· Production-oriented thought  Customer-oriented thought
· Mass marketing  Detailed marketing 
· Market centered sales  No market room, individual sales

Media Paradigm Shift
· One-way information delivery  Two-way Communication
· Prime time centered  Real time consumption
· Mass media  1 man media, various media
· Controlled by minor business men  Various productions, convergence, divergence

Web Paradigm Shift
· Platform = OS  Platform = Web
· One-way info, service provider  Productions, editing, sharing of info
· Minor expert classifications, retrieve Classification by wisdom of crowds
· Closed data and service  Sharing and Open

With the increasing presence of social media, there has been a shift towards increased consumer control. 

The Web 2.0 Revolution, Social Media, and Industry Disruptors
Social media
· The online platforms and tools that people use to share opinions, experiences, insights, perceptions, and various media (photos, videos, music)


Disruptors
Companies that introduce a significant change in their industries, thus causing disruption in normal business operations.
· Internet is huge disruptor, changing the way businesses operate, employees communicate, and products are developed and sold
· Examples: Expedia, music downloads, Dell, EBay, online universities, podcasts, digital cameras, cellphones

Checklist of questions to identify disruptors:
1. Is the service or product simpler, cheaper, or more accessible?
2. Does the disruptor change the basis of competition with the current suppliers?
3. Does the disruptor have a different business model?
4. Does the product or service fit with what customers value and pay for?

Virtual Communities 
Virtual (Internet) community – a group of people with similar interests who interact with one another using the Internet
· Elements of interaction in a virtual community:
· Communication (bulletin boards, inboxes, chat rooms)
· Information (directories, search engines, expert advice)
· EC element (catalogues and shopping carts, advertisements, auctions)
· Types of virtual communities:
· Transaction and other business activities
· Purpose of interest
· Relations or practices
· Fantasy
· Social networks
· Virtual words

Online Social Networking: Basics and Examples
Definition and Basic Info:
Social network
· a place where people create their own space on which they write blogs, post pictures, videos, or music, share ideas, and link to other Web locations they find interesting
· Involves relationships among an extended group of people with similar interests and concerns who interact and remain in informal contact for mutual assistance or support.
· Logical association between two or more things: connection, correlation.
· Involves building social capital – linking people together in social media and networking sites. Used for marketing, advertising, feedback. Becomes an asset to the company.
· The more social capital we have, the more access to customers, suppliers, etc.

Turning Information into Capital
· Challenge lies in analyzing and shaping the information to make it meaningful to the business
· This info, once shaped, can help us market, get feedback, and connect with potential suppliers
· New business models can be identified using social network analysis (SNA)
· Mapping and measuring relationships and information flows among people, groups, organizations, computers, and other information or knowledge processing entities.
· Helps identify messages that can be found in the information

Examples of Network Classification – Go where the people are!
· Aggregators – Linkedin, Facebook, Xing, Ecademy, etc.
· Geographic – “Link to” sites: Chicago, New York, Toronto, etc.
· Industry – Wireless Factors, Wines & Spirits, Motor Spots, Entrepreneurs, etc.
· Topical – Politics, Music, Sports, Investments, etc. 

Mobile Social Networking
· Members converse and connect with one another using cell phones or other mobile devices
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Social Marketing – Trusting Consumers as Co-developers
· Social marketing and people can drive a business.
· Social aspects of business are used to better understand employees, customers, etc.
· Consumer surveys can be done online (faster and cheaper)

The Business Model of Web 2.0
· Uses the Internet to put people and data together for purposeful exchanges
· Companies provide free services to users who are an audience for advertisers (this provides revenue for the company)
· Companies learn about their customers, offer them products, build the relationship, and must keep “stroking” (for lack of a better word) their customers  this is done through social media

Commercial Aspects – Virtual Communities
· Figure out what the community is interested in (their niche)
· Set up the site
· Develop understanding of what community wants, and start selling them things to deliver the value they are looking for

Commercial Aspects of Web 2.0 and Social Networking Applications
· Why is there an interest?
· Consumers can provide feedback
· Increased web site traffic brings more ad dollars
· Increased sales from tailoring the products to meet peoples’ preferences (collaborative filtering)

Business Social Networks
Business Network
· A group of people who have a commercial relationship (sellers and buyers, buyers and suppliers, colleagues and other colleagues)
Business Social Network
· A social network whose primary objective is to facilitate business connections and activities

Concepts and Benefits:
· Build better customer relationships
· Improve knowledge management
· Facilitate recruiting and retention
· Increase business opportunities
· Build a community
· Gain expert advice
· Improve tradeshow experiences
· Improve communication and collaboration

Enterprise Social Networks (IS THIS RELEVENT?) 
Replicates the social aspect of a business virtually.
· Allow employees to collaborate and communicate in employee-driven system
· Promote use of enterprise wikis via demonstrations
· Set up internal blogs and incorporate them into internal directories
· Set up enterprise social bookmarking systems
· CIOs involvement from the beginning to make sure the right infrastructure and tools are in place

Other Social Networking Structures
Enterprise 2.0
· Technologies and business practices that free the workforce from constraints of tool such as emails.
· Provides managers with access to the right info at the right time.
· Leveraging the power of the internet to create the network and use it in different settings.

Business and Enterprise Social Networks
Types of business-oriented social networks (like Facebook, but for business):
· Ryze
· The Business Social Network
· Viadeo
· APSense

Interactions in Social Networks
· Networks make it easier to market and capture knowledge
· It is easier to share knowledge with people

Social Marketplace
· Online community that harnesses the power of one’s social networks to introduce, buy, and sell products
· Example: Craig’s list.
· Combines the benefits of social media sites and business networks

Commercial Aspects of Web 2.0 and Social Networks
Why is there an Interest? (Is it just me or are his headings starting to repeat…)
· Attracts large number of visitors
· They spread rapidly and cater to specific population segments
· Retailers can benefit from online communities if they target and understand the right groups

Advertising Using Social Networks, Blogs, and Wikis
· Viral (word of mouth) marketing
· Done by bloggers
· Classified ads, job listings, and recruitments
· Mobile advertising 

Shopping in Social Networks
· Insourcing and outsourcing  MySpace offers downloads
· Partnerships between companies—YouTube with Apple and Amazon

Feedback from Customers: Controversial Marketing
· Real-time access to customer reviews and input

Web 2.0 Will Mean Changes for Marketers
· More users are connecting to each other through networks
· Content syndication will lead to machine generated connections  certain content won’t fit the flow
· Web 2.0 is two-way – marketers need to listen and receive, not just broadcast
· User-generated content may be more valuable than marketers’ own content
· Adoption and ROI will drive investments in online advertising
· “Social marketing is word of mouse”

Generating Revenue from Web 2.0 Applications
Make money by:
· Advertising
· Usage fees/commissions
· Subscriptions

Entertainment Web 2.0 Style
· Mobile Web 2.0 Devices for Entertainment and Work
· iPhones
· Tablets
· Android phones
· Yahoo! GO

Evolution from Web 1.0 to Web 4.0
(He said not to worry about 4.0)
1.0 – The Web: Connects Information
2.0 – The Social Web: Connects People
3.0 – The Semantic Web: Connects Knowledge
4.0 – The Ubiquitous Web: Connects Intelligence 


Am I misunderstanding the content, or is Lecture 6 basically repeating everything else?
