Chapter 1: Information System and Business Strategy 

IS impact on Business Operations: 
- Business functions receiving the greatest benefits from IT
1) Customer service - 70%
2) Finance - 51% 
3) Sales and marketing - 42% 
4) IT operations - 39% 
5) Operations management - 31%
6) HR - 31%
7) Security - 17%

- IT Project goals
1) Reduce cost/improve productivity - 81%
2) Improve customer satisfaction/loyalty - 71%
3) Create competitive advantage - 66%
4) Generate growth - 54% 
5) Streamline supply chain - 37%
6) Global expansion - 16%

- Organizations operate by functional areas or silos which are independent and each silo undertakes a specific core business function

Examples of common departments working independently: 
1) Accounting => Monetary data 
2) Finance => Monetary data
3) Sales => Transactional data
4) Marketing => Transactional data
5) Operations management => Production data
6) Human resource => Employee data 

Challenge with departments is to bring the together. Solution is to use management IS. 

-Information Systems Basics
Information systems (IS) – any computer-based tool that people use to work with information and that supports the information and information-processing needs of an organization. IS can be an important enabler of business success and innovation.

Management information systems (MIS) – the function that plans for, develops, implements, and maintains IS hardware, software, and applications that people use to support the goals of an organization.  MIS is a business function, similar to Accounting, Finance, etc.

Information technology (IT) - The acquisition, processing, storage, and distribution of voice, graphics, text, and numbers and other information by a combination of computers and telecommunications networks.

Data - Raw facts that describe the characteristics of an event. Ex: Order date.
=> 
Information -  Data converted into a meaningful and useful context. Ex: Best-selling product.
=>
Business Intelligence (BI) – Information collected from multiple sources that analyses patterns, trends, and relationships for strategic decision making. Ex: Lowest sales/week compared with the economic interest rates.
=>
Knowledge - Information that can be enacted upon i.e. “actionable information”. Ex: Choosing not to be fire a sales representative who is underperforming knowing that the person is experiencing family problems.

IS Resources - People use IS to transform data into information and information into knowledge.


 -Different Information Cultures Found in Organizations
1) Info -Functional Culture: Employees use information as a means of exercising influence or power over others. Ex: a sales manager refuses to share info with marketing. This causes info marketing to need whenever the sakes manager’s input a new sales strategy is developed.
2) Info-Inquiring Culture: Employees across departments search for info to better understand the future and align themselves with current trends and new directions.
3) Info-Sharing Culture: Employees across departments trust each other to use info (especially about problems and failures) to improve performance.
4) Info-Discovery Culture: Employees across departments are open to new insights about crises and radical changes and seek ways to create competitive advantages.  

-IS Roles and Responsibilities
Chief information officer (CIO) – Oversees all uses of IT and ensures the strategic alignment of IT with business goals and objectives. Broad CIO roles include:
•       	Manager – ensuring the delivery of all IS projects, on time and within budget
•       	Leader – ensuring the strategic vision of IS is in line with the strategic vision of the organization
•       	Communicator – building strong executive relationship
Chief knowledge officer (CKO) - Responsible for collecting, maintaining, and distributing the organization’s knowledge
Chief privacy officer (CPO) – Responsible for ensuring the ethical and legal use of information
Chief security officer (CSO) – Responsible for ensuring the safety of IT resources including data, hardware, software, and people
Chief technology officer (CTO) – Responsible for ensuring the throughput, speed, accuracy, availability, and reliability of IT

 - Skills Gap in Canada
1) Over 100,000 MIS/ICT jobs to be filled, 2011 - 2016
–  Priority given to individuals with a combination of business
        	and ICT skills
2) Median salaries (2014) with 2-4 years experience:
–      	Business Analyst - $63,303
–      	Web Designer - $81,369

	Skills
	What It Means

	Communications
	The ability to communicate and influence at all levels

	Business knowledge
	A need to understand and focuses on how they can help their businesses grow and not just look at cutting costs and being more efficient

	Innovation/creativity
	The vision that differentiates a CIO from a more traditional IT director-innovation, creativity, flair, and an entrepreneurial spirit

	Leadership
	Good leaders who inspire and motivate their teams and drive them to achieve remarkable things

	Domain knowledge
	A practical understanding of technology fundamentals in order to make the right strategic calls about the deployment and exploitation of IT


 
-The Gap Between Business Personnel and IS Personnel
o Business personnel possess expertise in functional areas such as marketing, accounting, and sales.
o IS personnel have the technological expertise.
o This typically causes a communications gap between the business personnel and IS personnel.

-Business Strategy: Identifying Competitive Advantage
Competitive advantage – a product or service that an organization’s customers place a greater value on than similar offerings from a competitor
First-mover advantage – occurs when an organization can significantly impact its market share by being first to market with a competitive advantage
ð  Organizations watch their competition through environmental scanning
ð   Environmental scanning – the acquisition and analysis of events and trends in the environment external to an organization
ð  Three common tools used in industry to analyze and develop competitive advantages include:
1.  	Porter’s Five Forces Model
2.  	Porter’s three generic strategies
3.  	Value chains

1) Porter’s Five Forces Model determines the relative attractiveness of an industry
i. Buyer power	
-          Ability of buyers to affect the price of an item      	
-           Generated for the buyer when it accounts for the largest percentage of a business’s profit
Switching cost
-          The amount of benefits (monetary or nonmonetary) a consumer must give up to go to another buyer.
 Loyalty program
-           Rewards customers based on the amount of business they do with a particular organization 
-          Increase the switching costs for buyers

ii. Supplier Power
-          The ability of suppliers to set prices and terms.

iii. Threat of Substitute Product or Service
-          Substitute products or services
-          Loyalty programs increase Switching Costs and reduce this threat.

iv. Threat of New entrants
– The ease of which new competitors can enter a market
– Entry barrier: A feature of a product or service that customers have come to expect and entering competitors must offer the same for survival

v. Rivalry Among Existing Competitors
- the amount of direct conflict between businesses in a specific industry

-          Product differentiation: Unique differences in the features of products or services that influence demand

2)  Porter’s three generic strategies… for creating a business focus
- Organizations typically follow one of Porter’s three generic strategies when entering a new market
- Using a single generic strategy makes efficient use of resources
o First Selection is Broad or Narrow focus
o Within Broad Focus choose   => Cost Leadership or => Differentiation
o Narrow Focus is a single generic strategy
[image: https://classconnection.s3.amazonaws.com/758/flashcards/538758/jpg/generic_strategy1337049987757.jpg]

3) Value Chain …. Once an organization chooses its strategy, it can use tools such as the value chain to determine the success or failure of its chosen strategy
 Value chain – A series of business processes, each adding value to the final product and service
 Business process – a standardized set of activities that accomplish a specific task, such as processing a customer’s order
 
Business-Driven Information Systems
– Information Systems developed to support a business’s competitive strategy
– Business strategy drives information systems design and choices
o Porter’s Five Forces Model
– An external analysis of industry forces impacting on the organization
– IS collects, process and reports Environmental Scan information
– IS provides the technology to support strategies to limit the threat of the forces
o Three Generic Strategies
– The strategic decision a company can make in about its business focus
– IS can run simulations and models of possible alternatives updated in real time
 o The Value Chain
– An internal analysis that helps a business optimize the value from its functions
– IS integrates the functions by enabling critical data/information sharing


Chapter 2: Decision, Data, Information and Business Intelligence
 
·         What are the reasons for the growth of decision-making information systems?
Make decisions faster, efficient, advancement in today’s society, customers are happier which means competitive advancement.
 
·         At what level do decision-making and problem solving occur?
1)  	Operational decision making: employees develop, control, and maintain core business activities required to run the day-to-day operations. Type of decision: structured decision. Ex: inventory
2)  	Managerial decision making: employees evaluate company operations to identify, adapt to, and leverage change. Type of decisions: semi-structured decisions. Ex: best customer by region
3)  	Strategic decision making: managers develop overall strategies, goals, and objectives. Type of decisions: unstructured decisions. Ex: risk taking, leaders in market
 
-Managerial Decision-Making Challenges:
1)  	Managers need to analyze large amounts of information: innovative in communication and globalization have resulted in a dramatic increase in the variable and dimensions people need to consider when making a decision, solving problem, or appraising an opportunity.
2)  	Managers must make decisions quickly: time is of the essence and people do not have the time to sift through all the information manually
3)  	Managers must apply sophisticated analysis techniques, such as Porter’s strategies or forecasting, to make strategic decision: due to the intensely competitive global business environment, companies must offer far more than just a great product to succeed.
 
-   	Three Types of IS:
1)  	Executive IS (EIS): is a specialized DSS that supports senior-level executives within the organization. EIS differs from DSS because an EIS typically contains information from external and internal sources.
2)  	Decision-Support System (DSS): Models information to support managers and business professionals during the decision-making process
ð  Online analytical processing (OLAP):  Summarization or aggregation of raw data from transaction systems, and manipulation of information to create business intelligence in support of strategic decision making
Few capabilities associated with OLAP:
Ø  Consolidation: involves the aggregation of info and features simple rollups to complex groupings of interrelated info. Many organizations track financial information at a regional level and then consolidates the info at a single global level
Ø  Drill-down: enables users to view details, and details of details of info. Viewing monthly, weekly, daily or even hourly info represents drill-down capability.
Ø  Slice-and-dice: is the ability to look at info from different perspectives. One slice of info could display all product sale during a given promo. Another slice could display a single product’s sales for all promo.
ð  Three quantitative models used by DSS include
                    I.            What-if analysis (scenario manager) - Changing one factor in an analysis and observing the change in result
                 II.            Sensitivity analysis - Changing a basic assumption in the analysis and observing the impact on the result; often used for contingency plans
              III.            Goal-seeking analysis - Determining the optimal configuration of resources necessary to achieve a stated goal
3)      Transaction Processing system (TPS): basic business system that serves the operational level and assists in making structured decisions. Example of a payroll TPS.
ð  Online transaction processing (OLTP): Capturing of transaction and event information using technology to process, store, and update
ð  Source document: The original transaction record
 
Types of Information:
1)  	Transaction Data: encompasses all the raw facts contained within a single business process or unit of work, and their primary purpose is to support daily operational task.   
2)  	Analytical Information: encompasses all summarized or aggregated transactional data, and its primary purpose is to support analysis tasks. Can also include external info.
 
Digital dashboard – integrates information from multiple components and presents it in a unified display. They include more than 300 measures of business performance that fall into one of three categories:
1)  	Market place: Ex: include daily sales number, market share, and subscriber turnover
2)  	Customer service. Ex: problems resolved on the first call, call center wait times, and on-time repair calls.
3)  	Cost drivers: Ex: include number of repair trucks in the field, repair jobs completed per day, and call center productivity.
 
-Executive Information Systems
 
Artificial intelligence (AI) – Simulates human intelligence such as the ability to reason and learn
Intelligent system – Various commercial applications of artificial intelligence. Ex: sensors, software and device that emulate human capabilities.  
The ultimate goal of AI => mimic human intelligence
 
Five most common categories of AI:
1)  	Expert system: Computerized advisory programs that imitate the reasoning (logic) processes of experts in solving difficult problems; requires complete info
-   	 Most used, alternative when difficult to retain human experts
2)  	Neural Network:  Attempts to emulate the way the human brain works (e.g., adjusting to new circumstances, functioning without complete information, coping with large amount of info and many variables)
-   	Neural networks are most useful for decisions that involve patterns or image recognition, and in problems where ‘rules’ or logical pathways are unknown
-   	For example, its use in the finance industry to discover credit card fraud finding common elements in millions of fraudulent transactions
-   	Fuzzy logic – A mathematical method of handling imprecise or subjective information
3)  	Genetic algorithm:  An artificial intelligent system that mimics the evolutionary, survival-of-the-fittest process to generate increasingly better solutions to a problem (finds combination of inputs that give best outputs)
-   	Analyzes thousands of options choosing the most likely to succeed
4)  	Intelligent agent:  Specialized applications that complete online tasks on behalf of its users, requiring decision-making, based on a ‘set of rules’ that can adapt to changing situations
- Shopping bot – Software that will search several retailer websites and provide a comparison of each retailer’s offerings including price and availability
5) Virtual reality:  A computer-simulated environment that simulates the real world or an imaginary world (e.g., remote manipulation of equipment)
– Ex: flight simulation for pilot training, surgery conducted from remote site (visual images guide remote manipulation of equipment) etc.
 
-Metrics: Measuring Success
 
Project – Temporary activity a company undertakes to create a new product, service or result
Metrics – Measurements that evaluate results to determine whether a project is meeting its goals.
Ex of metrics:  
1)  	KPIs – Key Performance Indicators: The quantifiable metrics a company uses to evaluate progress toward critical success factors. Ex: Turnover rate of employees.
2)  	Efficiency metrics: Measure the performance of IS itself, such as throughput, transaction speed, and system availability. Ex:
	Throughput
	The amount of information that can travel through a system at any point in time.

	Transaction Speed
 
	The amount of time a system takes to perform a transaction.

	System Availability
 
	The number of hours a system is available for users. Includes a host of benchmarks such as the
number of pages viewed, the number of unique

	Web Traffic
	visitors and the average length of viewing time.

	Response Time
	The time it takes to respond to interactions such as a mouse click.


 
3)  	Effectiveness metrics: Measure the impact IS having on business processes and activities, including customer satisfaction and customer conversation rates (“doing the right things”)
	Usability
	The ease with which people perform transactions and/or find information.

	Customer
Satisfaction
 
	Measured by such benchmarks as satisfaction surveys, customer retention percentages, and increasing revenue per customer.

	Conversion Rates
	The number of customers an organization “touches” for the first time and persuades to purchase a product/service.

	Financial
	Such as Return on Investment (the earning power of an organization’s assets), Cost/Benefit Analysis and Break Even Analysis.


 
Benchmark – Baseline values the system seeks to attain. Help assess how a MIS project performs over time
Benchmarking – A process of continuously measuring system results, comparing those results to optimal system performance (benchmark values), and identifying steps and procedures to improve system performance
 
 
- Understanding the Importance of Business Process
 
Business Process is a standardized set of activities that accomplish a specific task, such a processing a customer’s order. Transforming a set of input to a set of outputs (goods and/or services) for another person or process by using people or tools.
Types of Business Processes: Customer check-out process, order delivery processes, invoicing process, payroll process etc., etc.
Importance Determine bottlenecks, eliminate duplication, identify and benchmark smooth running processes
 
-Understanding the Importance of Business Processes
 
1)  	Customer facing processes – result in a product or service that is received by an organization’s external customer. Ex: order processing, customer service, sales process etc.…
2)  	Business facing processes – are invisible to the external customer but are essential to the effective management of the business. Ex: strategic planning, tactical planning, budget forecasting, etc.
3)  	Industry-Specific Customer Facing Process- Banking -> loan process, Insurance -> Claim processing
 
-Evaluating Business Processes: The Order-to-Delivery Process
 
Step 1: Marketing -  create campaign, check inventory.
Step 2: Sales - place order, notify production, check credit
Step 3: Operations Management - manufacture goods
Step 4: Accounting and Finance - deliver goods, bill customer
Step 5: Customer Service - support sales  
 
-Business Process Modelling
 
Business process modeling (or mapping) - The activity of creating a detailed flow chart or process map of a work process showing its inputs, tasks, and activities, in a structured sequence
Business process model - A graphic description of a process, showing the sequence of process tasks, which is developed for a specific
– As-Is process model
– To-Be process model
 
-Business Process Re-engineering
Business process re-engineering (BPR) – the analysis and redesign of workflow within and between enterprises. Is not built off of the old process. Is always revolutionary not evolutionary. A vision is created and an entirely innovated process is implemented.
 
Business Process Re-Engineering Model:
Set project scope => study competition => create new process => implement solution
 
Business process improvement – attempts to understand and measure current processes and upgrade them
Three conditions for initiating a business process change?
 
1.     	A pronounced shift in the market the process was designed to serve.
 
2.     	The company is markedly below industry benchmarks on the performance of its core processes.
 
3.     	To regain competitiveness, the company must leap-frog the competition on key dimensions
 
Business Process Improvement is a cyclical activity. Metrics at the end are feedback for a new round of improvements:
Document as-is process => establish measures => follow process => measure performance => identify and implement improvements
 


·         
Chapter 5:  The Internet and E-business 

Polaroid got bankrupt -why?
· Failed to analyze the threat of substitute products or services 
· Threats such as the one-hour film processing and the digital camera 

Web 1.0: Disruptive Technology
·      Digital Darwinism: implies that organizations that cannot adapt to the new demands put on them for surviving in the information age are doomed to extinction
·      Disruptive Vs. Sustaining Technology
o   Disruptive technology: a new way of doing things that initially does not meet the needs of existing customers
Ø  Opens new markets and destroys old ones (e.g. digital photography, digital music, e-books, etc)
o   Sustaining technology: produces an improved product that customers are eager to buy (e.g. faster car, larger hard drive, cheaper mp3 player) in established markets
The Internet and World Wide Web: Business Disruptors
·  	Internet: a global public network of computer networks that pass information from one to another using common computer protocols
·  	Protocols: standards that specify the format of data as well as the rules to be followed during transmission
o   The Internet has disrupted the way business operate employees communicate, and products are developed and sold:
Ø  Travel sites
Ø  Entertainment
Ø  Education and Training
o   U.S. Department of Defense (Beginning)àScientistsàBusiness
·      Evolution of the Internet
o   Internet service provider (ISP): provides individuals and other companies access to the Internet
o   Application service provider (ASP): offers access over the Internet to applications and related services that would otherwise have to be located in organizational computers
·      World Wide Web (WWW): a global hypertext system that uses the Internet as its transport mechanism
·      Hypertext transport protocol (HTTP): the Internet standard that supports the exchange of information on the WWW
·      Other protocols:
o   File transfer protocol (FTP)
o   Telnet: a protocol for accessing a remote host computer
·      Digital Divide: occurs when those with access to technology have great advantages over those without access to technology
E-Business Basics
·      E-commerce: the buying and selling of goods and services over the Internet (online transactions)
·      E-business: derived from e-commerce, is the conduct of business on the Internet, not only buying and selling, but also serving customers and collaborating with business partners
·      Differences
o   E-business: refers to online exchanges of information
Ø  A manufacturer allowing its suppliers to monitor production schedules or a financial institution allowing its customers to review their banking, credit card, and mortgage accounts
·      Advantages of E-business
o   Expanding Reach: easy access to real-time information
Ø  E-business expands information reach: the measure of the number of people a firm can communicate with all over the world
o   Opening New Markets: perfect for increasing niche-product sales
Ø  Mass customization: the ability of an organization to tailor its products or services to the customers; specifications
Ø  Personalization: occurs when a company knows enough about a customer’s likes and dislikes that it can fashion offers more likely to appeal to that person
Ø  Long-tail: refers to the tail of a sales curve
§  Because online businesses are not limited by shelf space, they can offer a far wider selection of products that may suit only a few customers (i.e. niche products such as less popular movies)
Ø  Intermediaries: agents, software, or businesses that provide a trading infrastructure to bring buyers and sellers together
Ø  The introduction of e-business about disintermediation: occurs when a business sells directly to the customer online and cuts out the intermediary
Ø  Re-intermediation: steps are added to the value chain as new players find ways to add value to the business process
ü DellàWalmartàCustomers
Ø  Cybermediation: refers to the creation of new kinds of intermediaries that simply could not have existed before the advent of e-business
o   Reducing Costs
o   Improving Operations
o   Improving Effectiveness
Ø  Interactivity: measures advertising effectiveness by counting visitor interactions with the target ad, including;
§  Time spent viewing the ad
§  Number of pages viewed
§  Number of repeat visits to the advertisement
Ø  Click-through rate: number of banners clicked/ number of banners viewed


E-Business Models
·      E-business model: an approach to conducting electronic business on the Internet
·      Two types of business relationships
1)   B2B
2)   B2C
·      Difference:
o   The nature of customers
·      B2B: applies to businesses buying from and selling to each other over the Internet
o   E-marketplaces: comprises interactive business communities providing a central market where multiple buyers and sellers can engage in e-business activities
·      B2C: applies to any business that sells its products or services to consumers over the Internet
·      C2B: applies to any consumer that sells a product or service to a business over the Internet
·      C2C: applies to sites primarily offering goods and services to assist consumers interacting with each other over the Internet (ebay)
Organizational Strategies for E-Business
·      Primary business areas taking advantage of e-business include:
o   Marketing/Sales: direct selling was the earliest type of e-business, and it has proven to be a stepping stone to more complex commerce operations
o   Financial Services: are enjoying rapid growth, as they help consumers, businesses, and financial institution distribute information with greater convenience and richness than is available in other channels
o   Procurement
Ø  Maintenance, repair, and operations (MRO) materials/ indirect materials: materials necessary running an organization but do not relate to the company’s primary business activities
§  Office supplies
§  Equipment
§  Furniture
§  Computers
§  Replacement parts
Ø  E-procurement: the B2B purchase and sale of supplies and services over the Internet
§  It reduces the need to check the timeliness and accuracy of supplier information
Ø  Electronic catalogue: presents customers with information about goods and services offered for sale, bid, auction on the Internet
o   Customer service: E-business enables customers to help themselves by combining the communications a capability of a traditional customer response system with the content richness only the Web can provide
o   Intermediaries
E-Business Challenges
1. Protecting consumers
Against invasion of privacy, hackers, etc.
2. Leveraging existing systems
Integrating old systems with the new ones
3. Increased liability
Internet law is vaguely defined and differs from country to country
4. Providing security
To protect information while it travels on the network and while stored in database (e.g. encryption)
5. Adhering to taxation rules
The Internet remains mostly free from traditional from of taxation
E-Business Benefits
1. Better accessibility
Businesses can operate 24/7
2. Increased customer loyalty
Additional channels to contact, respond to, and access customers contribute to customer loyalty
3. Improved information content
Web pages present customers with updated information in real-time about goods, services, and prices
4. Increased convenience
E-business automates and improves many of the activities that make up a buying experience
5. Increased global reach
Businesses, large and small, can reach new markets
6. Decreased cost
o   The cost of conducting business on the Internet is substantially smaller than traditional forms of business communication
Web 2.0: Dynamic 
·      Web 2.0: a set of economic, social, and technology trends that collectively form the basis for the next generation of the Internet—a more mature, distinctive medium characterized by user participation, openness and network effects
· 2 way flow info, download/upload 
·      Mashups: Web application that uses content form more than one source to create a complete new service
o   Application programming interface (API): a set of routines, protocols, and tools for building software applications
Web 3.0: Semantic 
·      Provides a way of describing relationships between web pages so that machines understand the meaning of hyperlinked
·      Transforming the web into a database
o   Emergence of a data-driven web where structured records can be reusable and queried remotely
o   Allows unparalleled information sharing because communication forms and files have common formats
Accessing Internet Information
·      Four common tools
1)   Intranets: an internalized portion of the Internet, protected from outside access, that allows an organization to provide access to information and application software to only its employees
o   Secured behind a firewall—hardware/software that filter information and keeps outsiders from accessing your network
2)   Extranets: an intranet that is available to strategic allies (customers, suppliers, and partners)
3)   Portals: a website that offers a broad array of resources and services (email, online discussion groups, search engines, and online shopping malls)
4)   Kiosks: a publicly accessible computer set up to allow interactive information browsing
E-Government and M-Commerce
·      E-government: uses strategies and technologies to transform government by improving the delivery of services and enhancing the quality of interaction with the citizen-consumer within all branches of government
·      M-commerce: the ability purchase goods and services through a wireless Internet-enabled device
·      Some technical challenges for M-commerce
o   Size of display
o   Awkward input capabilities
o   Slow transfer
o   Few websites offer content for wireless Internet



Chapter 7
 A few of the changes and challenges organizations are focusing on in the 21st century are:
·       Innovation
·       Social Responsibility
·       Social Networks
Innovation: The Introduction of new equipment or methods. The current motivation to innovate comes from the need to cut costs, while still creating a competitive advantage.
 
The Six Best Practices of Innovation
1.     Find your relevant edge 
·       Find an area that you are good at- what is the thing that differentiates you from other organizations?  Business Executives need to find relevant edges that will test and push their current performance.
2.     Assemble Innovation Hothouses
·       Attract motivated groups of people to your competitive ‘edge’ and work together on challenging performance issues.
3.     Reward Risk Takers 
·       Recognize that the likely people who are going to be attracted to the ‘edge’ are risk takers. Executives need to be thoughtful in how to attract risk-takers, provide them with environments to support risk taking and encourage employees to think outside the box.
4.     Celebrate Diversity   
·       Recognize that the edge fosters different cultures that are edgy. Executives must honour and protect these newfound ‘edgy’ cultures.
5.     Look Around (KEY)
·       Find ways to appropriate insights from neighbouring industries and remote areas of activity- a lot of lessons can be learned from different industries
6.     Mix Practitioners and Developers  
·       To innovate you must bring users and developers together.   
 
Social Entrepreneurship: Going Green
Social Responsibility?  
·   	Idea that a company has a form of responsibility to the community where you live
Corporate Policy? 
·   	Should state where a firm stands in regards to social and political issues 
Sustainable or "Green"? 
·   	Describes IT systems that minimize damage to the environment- particularly important in regards to the technology industry and a corporation’s responsibility. 
 
Recycle IT Equipment 
·       Sustainable IT Disposal- Refers to the safe disposal of MIS assets at the end of their life cycle and new manufacturing regulations to reduce waste.
·       Electronic Product Stewardship Canada (EPSC)- an industry association that educates and encourages e-waste control.
 
Green IT
Ways to Save Energy in a Data Centre? 
·      Consider ways to cool down without using energy-think of innovative ways of cooling.
o   Use outside air for cooling
o   Cool high density areas
o   Use low power processors
o   Incorporate cooling solutions
o   Use server power management
·   	Energy Consumption-Computer Company put servers on the lower floor to use the external temperature to cool servers-decrease their energy consumption.  
 
Businesses and Social Networks
·   	Passive Search- Finding people for new jobs who are happy and productive where they are through business networking sites (i.e. LinkedIn)
·   	Boomerangs- Former employees returning to old jobs. They cost less to train than new hires and tend to know immediately what they are doing.
·   	Marketing Networks- Using Business Networks for marketing and events, helping businesses find employees and suppliers, partners and needed resources.
 
Virtual Workforce
·   	Virtual World- An Internet resource, which presents a virtual community.
·   	Virtual Organizations- interactive web presence for businesses and their customers.
·     Virtual Workforce- working from home or anywhere via the Internet (lowered costs, increased productivity).
o   Benefits- Letting employees work outside the office keeps cars off the road, can promote employee retention, increase productivity and decrease real estate costs.
o   Disadvantages- Not everyone wants to leave the office (believing it’s not good for promotions or to stay productive), communication breakdowns can slow innovation, trust, job satisfaction, and performance. 
 
Tools for the Virtual Workforce
·       Mobile Commerce (m-commerce)- Ability to purchase goods and services through a mobile internet-based device.
·       Telematics-The blending of wired and wireless technologies for efficient electronic communication.
·       Electronic Tagging- The use of RFID (radio frequency identification) and other systems to identify and track assets and individuals
 
Enterprise Resource Planning (ERP)
·       Different compartments have different systems in place but not communicating among each area. 
·       Enterprise Resource Planning- integrates all departments and functions throughout an organization into a single information system (or integrated set of software modules and a single database) so that employees can make enterprise-wide decisions by viewing enterprise-wide information on all business operations.
·       ERP Systems-Goal is to integrate data from all functional areas and integrate everyone. 
·       Bring in a single information system or an integrated set of software models with ONE database-all changes happening is shared with everyone-to help support and make enterprise wide decision making-the system is built on best practices-in an ideal world this is what happens when everything goes well. 
·       What are the reasons why ERP solutions are important for organizations? 
o   To remain competitive-we need a unified view of the organization
o   Logical solution to the mess of incompatible applications that have occurred in most businesses.
o   ERP is used to avoid the pain and expense of fixing legacy (old) systems which are hard to fix
o   ERP addresses the need for global information sharing and reporting in order to remain competitive. 
 
Legacy Systems and ERP
·       Legacy System: Older computer technology that remains in use even though there are newer systems available. The remain in use as they:
o   Still do the job they were designed to do
o   Respond adequately to needs
o   Are overall cheaper than expensive replacements
·       Challenges with legacy systems when a company is moving to an ERP system are:
o   Important data needing to be converted to the new system is often not compatible, as it currently exists.
o   Data is usually stored in functional systems- meaning information systems that serve single business units, such as accounting. This means that the data is not integrated with other units.
Examples
·       Maclaren and SAP 
o   Feeding into social media, reducing inefficiencies, see what works for you as an organization - it has to align with what you do-to be more competitive and be a leading edge in technology and the environment
·       LG and Oracle 
o   Connecting all entities in the enterprise and tapping into data quickly. The trigger for implementation-struggling with fragmented systems around the world 
 
Integration through ERP  
·       Many organizations fail to maintain consistency across business operations-For example if a single department, such as Sales, decides to implement a new system without considering other departments, inconsistencies can occur throughout the company-the operations then become “siloed”. 
·       The issue ERP systems solve is that data within a majority of organizations currently reside in ‘silos’ that are maintained by a select few, without the ability to be shared across the organization causing inconsistencies across business operations.
·       ERP systems give organizations consistencies. An ERP system provides a method for the effective planning and controlling of all the resources required to satisfy customer orders in an organization.
·       ERP systems take data from across the enterprise, consolidate and correlate it, and generate enterprise-wide organizational reports.
·       There are two key components to ERP:
o   The heart of ERP
o   The evolution of ERP
Heart of ERP
·   	The heart of an ERP system is a central database.
·   	If a user enters or updates information in one module it is immediately added into the central database and updated throughout the entire system.
·   	Organizations can also involve its suppliers and customers in the workflow process through extended portal capabilities. This allows ERP to penetrate the entire value chain and help the organization achieve higher operational efficiency. 
 
Evolution of ERP 
·       ERP-Originally designed to deliver automation across multiple units of an organization (internal) to help manage the manufacturing process and address issues such as raw materials, inventory, order entry, and distribution. 
·       Extended ERP- Has grown to become part of the extended enterprise such as scheduling, forecasting, Ecommerce, Warehousing and Logistics (External Operations) 
·       ERP II: Core and Extended
o   Core ERP Components- the traditional components included in most ERP systems and they primarily focus on internal operations.  Three most common:
1. 	Accounting and Finance- Manages accounting data and financial processes within the enterprise with functions including: General ledger, accounts payable, accounts receivable, budgeting.  Two useful features include a credit-management function and the ability to perform advanced profitability modelling.
2. 	Production and materials management- Handles the various aspects of   production planning and execution from demand forecasting to quality control. Examples are: Demand Forecasting, production scheduling, and quality control. 	
3. 	Human Resources- Tracks employee data and manages: Payroll, benefits, compensation, and performance assessment.   Also identifies individual employees for training, rewards or disciplinary purposes and analyzes productivity assessments, salary trends, health and safety metrics etc.
o   Extended ERP Component- extra components that meet the organizational needs not covered by the core components and primarily focus on external operations. Extended to fit to the organization. Often times organizations purchase core ERP and later purchase extended ERP components from another vendor. The four most common extended ERP components are: 
1. 	Business Intelligence- Information used to support decision-making. Summarizes data, uses analytical tools to turn data into information.
2. 	Customer Relationship Management- Identifies the relative value of each customer, uses data to provide information on customer preferences and to improve customer experience to maintain loyalty.
3. 	Supply Chain Components- Helps with planning, scheduling and controls of supply and delivery. SCM (Supply Chain Mgmt)- Manages data flows through the distribution stages to maximize profitability.
 
 
E-Business ERP Components
·   	E-Business Components include e-logistics and e-procurement
o   E-logistics- manages the transportation and storage of goods
o   E-procurement- the business-to-business (B2B) purchase and sale of supplies and services over the Internet. 
·   	E-business and ERP complement each other as they allow companies to establish a Web presence and fulfill business orders. 
·   	Disadvantages- rigid processes, costs (implementation and training), security risks.  
 
Integrating SCM, CRM, and ERP 
·   	Integrating these applications key to success for an organization-very difficult to do however as most organizations purchase their applications from multiple vendors. Integration allows the unlocking of information to make it available to any user, anywhere, anytime.
 
Integration Tools 
·   	Middleware-Several different types of software that sit between and provide connectivity for two or more software applications. Translates data between dissimilar systems.
·   	Enterprise application integration middleware-Takes a new approach to middleware by packing commonly used applications together, reducing the time needed to integrate applications from multiple vendors. 
Measuring ERP Success
·   	Very hard to measure success-impossible to know  
·   	Track the evolution process of implementing ERP system over several years
 
What is a balanced scorecard? 
·   	A management system that allows organizations to clarify their vision and strategy and translate them into action.
·   	Provides feedback for both the internal business processes and external outcomes to improve strategic performance and results.  
·   	Allow you to extract data about performance that you would not have been able to track otherwise.
·   	Has four primary perspectives                	
1. 	The Learning and Growth Perspective
2. 	The Internal Business Process Perspective
3. 	The Customer Perspective
4. 	The Financial Perspective
 
Choosing ERP software
Successful ERP Projects share 3 attributes
1.    Overall Fit: Refers to the measure of the gaps that exist between the system and the business process. A well fitting ERP has no major process gaps and very few minor ones.
o   turnkey (Off the rack/off the shelves)
·       Systems that have been previously designed and fit the business requirements. Usually for minor implementations.
o   Off the rack and tailored to fit (most common)
·       Make minor changes to the system to align with what they do-it is okay as long as change is not that significant and employees do not tamper with the system-what most organizations do.   
·       Previously designed but still require an investment in implementation-most common.
o   Custom Made (most expensive)   
·   	Designed from scratch-Usually the most expensive
·   	Sceptical-improve processes before implementing ERP system
2.     Proper Business Analysis 
o   Successful companies spend up to 10 percent of the project budget on a business analysis.  To conduct analysis, you need to reflect/identify what the processes are
3.	Solid Implementation Plan
o   A plan is needed to monitor the quality, objectives, and timelines. 
 
ERP and SME Markets
·   	ERP is no longer the scope of large organizations  
·   	In order to expand their client base, many large-scale ERP vendors (SAP and Oracle) are attempting to enter the small to medium enterprise (SME) market.
 
*CASE ON TAMPERING OF ERP SYSTEMS*- if you are purchasing something that is based on best practices don’t change to meet needs as there is a high probability that you are doing something wrong yourself YOU must change YOUR practices for the ERP.
 

Chapter 8
Operations management Fundamentals
·      Production management: activities managers do to help companies create goods
·      Operations management (OM): management of systems or processes that convert resources into goods and services
·      Transformation process: the technical core, especially in manufacturing organizations, and is the actual conversion of inputs to outputs
Ø  Value-added: used to describe the difference between the cost of inputs and the price value of outputs
§  Greater value-added => greater effectiveness of the operations
Operations Management in Business
1. Forecasting: estimate demand for a product/service
2. Capacity Planning: determine the amount of space, equipment, etc needed to achieve production targets
3. Scheduling: determine when production will occur
4. Managing inventory: ensure raw materials are available on time and in place; and finished goods have storage
5. Assuring quality: ensuring standards are met through sampling inputs, in process work and outputs
6. Motivating and training employees: appropriate pay, benefits, supervision
7. Locating Facilities: determining where to put production facilities
Information Systems’ Role in Operation Management
· 	What: what resources and in what amounts?
· 	When: schedules for ordering, delivery, use, personnel deployment
[bookmark: _GoBack]· 	Where: delivery of supplies, production, final shipment of goods
· 	How: business process design, methods and equipment, resource allocation
· 	Who: manage and perform the work strategic partnerships and suppliers
Strategic Business System
· 	In developing an operations strategy, management needs to consider three factors:
1)   The level of technology that is or will be available
2)   The required skill levels of the workers
3)   The degree of vertical integration, in terms of the extent to which outside suppliers are used
· 	Strategic business units (SBUs): consist of several stand-alone businesses
(Hierarchy of Operational Planning*)
·      MRP (Materials Requirements Planning): use sales forecasts to make sure that needed parts and materials are available at the right time and place in a specific company
·      GIMS (Global Inventory Management System): provide the ability to locate, track, and predict the movement of every component or material anywhere upstream or downstream in the business process
·      OP&C (Operational planning and control): deals with the day-to-day procedures for performing work, including scheduling inventory, and process management
o   Transportation planning systems: track and analyze the movement of materials and products o ensure the delivery of material and finished goods at the right time, to the right place, and at the lowest cost
o   Distribution management systems: coordinate the process of transporting materials from a manufacturer to distribution centers to the final customers
·      Inventory Management and control system: provide control and visibility to the status of individual items maintained in inventory
o    Current inventory and order status
o    Cost accounting
o    Sales forecasts and customer orders
o    Manufacturing capacity
o    New-product introduction
Competitive OM Strategy
·      Five key competitive priorities translate directly into characteristics that are used to describe various processes by which company can add value to its OM decision
1)   Cost: consumer use cost as the primary determinant in making a purchasing decision
Ø  Only one lowest-price producer, and that firm usually establishes the selling price in the market
2)   Quality
a.     Product quality: levels vary as to the particular market that is aims to serve
o   Must set up proper level of product quality by focusing on the exact requirements of their customers
o   Over-designedàbeing prohibitively expensive
o   Under-designedàlose customers to products that cost a little more but are perceived by the customers as offering greater value
b.     Process quality: products without defects; produce error-free products
o   Six sigma quality
o   ISO 9000
o   ISO 14000
o   CMMI
3)   Delivery speed/reliability: consistent and fast delivery allows it to charge a premium price for its products/minimum variance in delivery times
4)   Flexibility
o   The ability of a company to offer a wide variety of products to its customers
o   A measure of how fast a company can convert its process from making an old line of products to making a new product line
5)   Service: high-quality customer service
 
OM and the Supply Chain
·      Supply chain: set of business process that allow suppliers, manufacturers, distributors, and retailers to function as “one virtual organization” to deliver products to consumers
·      Supply chain management (SCM): involves managing information flows between and among stages in a supply chain to maximize total supply chain effectiveness and profitability
- Supply chain components: 
1)   Supply chain strategy: the strategy for managing all the resources required to meet customer demand for all products and services
2)   Supply chain partners: the partners chosen to deliver finished products, raw materials, and services, including pricing, delivery and payment processes along with partner relationship monitoring metrics
3)   Supply chain operation: the schedule for production activities including testing, packaging, and preparation for delivery. Measurements for this component include productivity and quality
4)   Supply chain logistics the product delivery processes and elements, including orders, warehouses, carriers, defective product returns, and invoicing
·      Effective and efficient SCM
o   Decrease the power of its buyers
o   Increase its own supplier power
o   Increase switching costs to reduce the threat of substitute products or services
o   Create entry barriers, thereby reducing the threat of new entrants
o   Increase efficiencies while seeking a competitive advantage through cost leadership
 
Supply Chain Fundamentals
·      Three main links of supply chain
1)   The flow of materials from suppliers and their upstream suppliers at all levels
2)   The transformation of materials into semi-finished and finished products – the organization’s own production processes
3)   The distribution of products to customers and their downstream customers at all levels
·  	Basic SCM Components’s activities 
1)   Plan (strategic)
o   Design a plan for managing the resources that o into making products
o   Develop metrics to monitor SC efficiency & effectiveness
2)   Source (create contracts, info links)
o   Choose suppliers that will deliver the goods and services required for making products
o   Develop metrics for monitoring and improving the relationships
3)   Make (manufacture; transform inputs into outputs)
o   Schedule the activities necessary for production, testing, packaging, and preparing for delivery
o   Develop metrics for measuring quality levels, production output and worker productivity
4)   Deliver
o   Receive orders, fulfill orders via a network of warehouses, pick transportation companies to deliver the products and implement billing and involving system to facilitate payments
5)   Return
o   Create a network for receiving defective and excess products and support customers who have problems with delivered products
 
Information Systems’ Role in the Supply Chain
·  	Advances in IS (in enterprise applications in general and SCM applications in particular) resulted in major changes:
o	Visibility: the ability to view all areas up and down the supply chain
Ø  The info shared between SC partners must be current & correct
Ø  When incorrect “demand forecast” for a product is passed along the SC it can create a “Bullwhip Effect”
§  Bullwhip effect: occurs when distorted product demand information passes from one entity to the next throughout the supply chain
§  SC partners often carry a “safety stock” in case the forecast is not accurate
§  As you move upstream, the “safety stock” get bigger, magnifying the issue, hence the “bullwhip effect”
§  This results in inefficiencies for SC partners
o	Consumer behavior: the behavior of customers has changed the way businesses compete
 Customers (online) expect perfect order fulfillment and personalized products when they want them
Companies must respond to demanding customers through SC enhancements (demand planning software => generate demand forecasts using statistical &forecasting techniques)
o	Competition (following increase ability to compete)
1)   Supply chain planning systems (SCP)
 Use advanced mathematical algorithms to improve the flow and efficiency of the supply chain while reducing inventory
Use algorithms to generate forecasts for a product; develop sourcing & manufacturing plans for a product
Depends entirely on information for its accuracy
2)   Supply chain execution (SCE)
    To automate the different steps of the SC
E.g. send orders electronically to suppliers
          To manage materials, warehousing, transportation, etc.
o	Speed
It is increased as Electronic Data Interchange and other Supply Chain Execution applications remove the need for paper flow and allow for continuous materials and product flow
Increasing speed and capacity of servers and telecommunications has improved supply chain speed dramatically

Supply Chain Management Success Factors
·      SCM Success Metrics
Ø  It can help an organization understand how it’s operating over a given time period
Ø  SCM metrics should cover all areas of the SC
Ø  It is important that all SC partners need to use SCM metrics to monitor their performance
Ø  Common SCM metrics
§  Back order: an unfilled customer order. A back order is demand (immediate or past due) against an item whose current stock level is insufficient to satisfy demand
§  Inventory replenishment cycle time: manufacturing cycle time plus time to deploy the product to the appropriate distribution channel
·      SCM best practices
1)   Make the sale to suppliers: make sure suppliers are on board with the benefits that the SVM system will provide
2)   Wean employees off traditional business practices: convince people using the software will be worth their time, or will decrease the chances of success for the SCM system
3)   Ensure the SCM system supports the organizational goals
4)   Deploy in incremental phases and measure and communicate success
5)   Be future-oriented: how flexible the systems will be when (not if) changes are required in the future
·      What a firm needs to do
Ø  Realignment: show commitment to the partnership by adjusting our processes
Ø  Performance measurements: define responsibilities and goals in the partnership & establish performance measurements (clear and agreed upon metrics)
Ø  Dispute resolution: clarify and document all aspects of the partnership to avoid conflicts
Ø  Security: establish policies to ensure security and confidentiality of the data exchanged between the partners
Supply Chain Trends
·      Instrumentation
Ø  SCM will increasingly be machine-generated by means of RFID-enabled and GIS-enabled devices
·      Interconnectedness
Ø  The entire supply chain will be interconnected including vehicles, shipping containers and products (think Internet, Mobility, UPS codes, RFID, GIS)
·      Intelligence
Ø  Advanced analytics will help decision makers evaluate alternatives having highly complex and dynamic set of risks and constrains



Chapter 9: Customer Relationship Management 

Customer relationship management (CRM) involves managing all aspects of a customer’s relationship with an organization to increase customer loyalty and retention, and an organization’s profitability.
Customers contact an organization through various means, including call centres, Web access, email, faxes and direct sales. The CRM system tracks every communication between the customer and the organization and provides access to CRM data across different system, from accounting system, order fulfillment system, Inventory system, to Customer Service system.
It gives the organization a detailed understanding of each customer’s products and services.
·  CRM as a business strategy
Implementing a CRM system helps an organization identify customers and design specific marketing campaigns tailored to each customer, thereby increasing customer spending. It also allows an organization to treat customers as individuals, gaining important insights into their buying preferences and behaviors, leading to increased sales, greater profitability, and higher rates of customer loyalty.
· Business benefits of CRM
· Increase customer revenues
· Better customer service
· Ability of sales staff to close deals faster
· Improved call center efficiency
· Simplification of marketing and sales processes
· Ability to cross sell products more efficiently
· Ability to discover new customers
RFM formula: Recency, Frequency, and monetary value
1.       How recently has a customer purchased items? (Recency)
2.       How frequently does a customer purchase items? (Frequency)
3.       How much does a customer spend on each purchase? (Monetary value)
Once this initial CRM data is collected, it can compile the data to identify patterns and create marketing campaigns, sales promotions and services to increase business.
·  The evolution of CRM
Three phases in the evolution of CRM:
1.       CRM Reporting System Help organizations identify their customers across other applications.
2.       CRM Analyzing System Help organizations segment their customers into categories such as best and worst customers.
3.       CRM Predicting System Help organizations make predictions regarding customer behavior, such as which customers are at risk of leaving.
Both operational and analytical CRM systems can assist in customer reporting, analyzing and predicting.
·  Operational and analytical CRM
The two primary components of a CRM strategy are operational CRM and analytical CRM.
Operational CRM supports traditional transactional processing for day-to-day front-office operations or systems that deal directly with customers.
Analytical CRM supports back-office operations and strategic analysis, and includes all systems that do not deal directly with the customers.
Primary difference between operational CRM and Analytical CRM is the direct interaction between the organization and its customers.
Operational CRM
Three primary Operational CRM systems for Marketing department to increase customer satisfaction:
1.   	List generators
Compile customers data from a variety of sources (website visits, online surveys..) and segment the data (income level, age..) for different marketing campaigns.
2.   	Campaign management systems
Guide users through marketing campaigns performing such tasks as campaign definition, planning, scheduling, segmentation, and success analysis.
3.   	Cross-selling and upselling strategies
Cross-selling is selling additional products or services to a customer. (Add a pie in McDonald)
Upselling is increasing the value of the sale. (A Lager drink instead of a medium drink in McDonalds)
 
Three primary Operational CRM systems for Sales department to increase customer satisfaction:
1.   	Sales management CRM systems
Automate each phase of the sales process, helping individual sales representatives coordinate and organize all of their accounts. Features include calendars, alarm reminders, customizable multimedia presentations, and document generation. It can even provide an analysis of the sales cycle and calculate how each individual sales rep is performing in the sales process.
2.   	Contact management CRM systems
Maintain customer contact information and identifies prospective customers for future sales. Features include maintaining organizational charts, detailed customer notes, and supplement sales information.
3.   	Opportunity management CRM systems
Targets sales opportunities by finding new customers or companies for future sales It determines potential customers and competitors and define selling efforts, including budgets and schedules. Difference between contact management and opportunity management is that contact management deals with existing customers and opportunity management deals with new customers.
Sales force automation (SFA): a system that automatically tracks all of the steps in the sales process. SFA products focus on increasing customer satisfaction, building customer relationship, and improving product sale by tracking all sales data.
 
Three primary Operational CRM systems for Customer service department to increase customer satisfaction:
1.   	Contact centers
Where customer service rep answers customer inquiries and respond to problems through a number of different customer touch points.
A few features available in contact centers:
Automatic call distribution: A phone switch routes inbound calls to available agents.
Interactive voice response (IVR): Direct customers to use touch-tone phones or keywords to navigate or provide information.
Predictive dialing: Automatically dials outbound calls, and when someone answers the call is forwarded to an available agent.
2.   	Web-based self-service systems
Allow customers to use the web to find answers to their questions or solutions to their problems. And use chat buttons to chat with a Custom Rep via the Internet.
3.   	Call scripting systems
Access organizational databases that track similar issues or questions and automatically generate the details for the Customer Rep, who can then relay them to the customer. It can even provide a list of question that the CSR can ask the customer to determine the potential problem, and resolution.
 
Analytical CRM
Personalization occurs when a website knows enough about a person’s likes and dislikes that it can fashion offers more likely to appeal to that person.
Analytical CRM It primarily used to enhance and support decision making and works by identifying patterns in customer data collected from the various operational CRM systems.
 
Implementing CRM
Industry best practices for CRM implementation:
Clearly communicating the CRM strategy; Defining data needs and flows; Building an integrated view of the customer; Implementing in increments; and Achieving scalability for organizational growth.
 
Gartner Inc.’s eight building blocks of CRM:
1)       Creating a CRM vision that provides a “big picture” of what the customer-centric organization should look like.
2)       Defining and weaving a CRM strategy that aligns with broader marketing and sales strategies, and informs operational and production strategies.
3)       Understanding and engaging the customer.
4)       Ensuring organizational collaboration between internal groups and external business partners.
5)       Focusing on improving customer processes.
6)       Achieving data integrity across the enterprise.
7)       Leveraging information systems to implement CRM.
8)       Defining, collecting and analyzing CRM metrics.
CRM manager’s responsibilities include functional management of the CRM Solution, operational management, change management and strategic partnership with key CRM stakeholders.
Few best practices when dealing with common CRM metrics: to continually collect and analyze them to identify trends and patterns; to use metrics to assess the overall health of the CRM strategy and vision, and to conduct a regular review of the CRM metrics that are collected and analyzed.
 
CRM Applications
Supplier relationship management (SRM) focuses on keeping suppliers satisfied by evaluating and categorizing suppliers for different projects, which optimized supplier selection.
Why SRM: 1. Organization can determine the best supplier to collaborate with at anytime
2. Organization can work better with its suppliers to streamline processes and deliver higher quality products.
Partner relationship management (PRM) focuses on keeping vendors satisfied by managing alliance partner, dealer, retailer, and reseller relationships that provide customers with an optimal sales channel. It aims to optimize partners’ long-term value to an organization.
Alliance partners are competitor organizations who cooperate with one another because doing so allows them to compete more successfully.
Dealers are agents who sell products or services on behalf of a company or organization, particularly in the automobile industry.
Retailers are stores or shops operating at the end of the supply chain that acquire goods or products from manufacturers or importers, and then sell smaller quantities of these goods or products to consumers at higher prices to cover expenses and make a profit.
Resellers are companies or individuals who purchase goods in bulk with the intention of reselling them at a profit.
Employee relationship management (ERM) focuses on managing an organization’s relationships with its employees. It can increase employee productivity.
*All of them are activities, while SRM systems, PRM systems and ERM systems are the applications that support these activities.
 
The goal of CRM initiatives will be to provide a consistent view of customers across the enterprise and to deliver timely accurate customer data to all departments across an organ
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