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Ch.1
· Business-driven information systems 20:  IS implemented to improve an organization’s competitive position. Strategies include, 3 generic strategies, value chain model, and porter’s 5 forces model.
· Business process 18: A standardized set of activities that accomplish a specific task, such as a specific process
· Business to business (B2B) marketplace 15:  Internet based business that brings together buyers and sellers. 
· Buyer power 14: high when buyers have many choices of whom to buy from and low when their choices are few
· Chief Information Officer (CIO) is an executive level position that involves high level strategic planning and management of information systems pertaining to the creation, storage, and use of information by a business.
· The broad roles of a CIO includes: manager (ensuring the delivery of all IS projects, on time and within budgets), leader (ensuring the strategic vision of IS is in line with the strategic vision of the organization), and communicator (advocate and communicate the IS strategy by building and maintaining strong executive relationships)
· Chief Technology Officer (CTO) is responsible for ensuring the throughput, speed, accuracy, availability, and reliability of an organization’s information technology.
· Chief Security Officer (CSO) is responsible for ensuring the security of information systems, and developing strategies and technical safeguards against attacks from hackers and viruses.
· Chief Privacy Officer (CPO) is responsible for ensuring the ethical and legal use of information within an organization.
· Chief Knowledge Officer (CKO) is responsible for collecting, maintaining, and distributing an organization’s knowledge.
· Competitive advantage 13: a product or service that an organization’s customers place a greater value on than similar offerings from a competitor
· Data 7: raw facts that describe the characteristic of an event
· Environment scanning 14: the acquisition and analysis of events and trends in the environment external to an organization
· Entry-barrier: A feature of a product or service that customers have come to expect and entering competitors must offer the same for survival
· First-mover advantage 13: occurs when an organization can significantly impact its market share by being first to market with a competitive advantage
· Five forces model 14: determines the relative attractiveness of an industry
· Information 7: data converted into a meaningful and useful context
· Information Systems 6:  any computer-based tool that people use to work with information and that supports the information and information-processing needs of an organization
· Information technology 6: the acquisition, processing, storage and dissemination of vocal, pictorial, textual, and numerical information by a microelectronics- based combination of computing and telecommunications.
· Knowledge 7: information that can be enacted upon i.e. “actionable information”
· Loyalty programs 14: – Rewards customers based on the amount of business they do with a particular organization
· Management information systems 6: the function that plans for, develops, implements, and maintains IS hardware, software, and applications that people use to support the goals of an organization
· Private exchange 15 (B2B): a single buyer posts its needs and then opens the bidding to any supplier who would care to bid
· Product differentiation: Occurs when a company develops unique differences in its products or services with the intent to influence demand
· Reverse auction 15 (B2B): an auction format in which increasingly lower bids are solicited from organizations willing to supply the desired product or service at an increasingly lower price
· Rivalry among existing competitors: high when competition is fierce in a market and low when competition is more complacent
· Supply Chain: consists of all parties involved in the procurement of a product or raw material
· Supplier power: high when buyers have few choices of whom to buy from and low when their choices are many
· Switching costs: Manipulating costs that make customers reluctant to switch to another product
· Threat of new entrants 16: high when it is easy for new competitors to enter a market and low when there are significant entry barriers to entering a market
· Threat of substitute products or services 15: high when there are many alternatives to a product or service and low when there are few alternatives from which to choose
· Value chain analysis 18: – Views a firm as a series of business processes that each add value to the product or service



Ch.2
· Analytic information: encompasses all summarized or aggregated transactional data, and its primary purpose is to support performing analysis tasks.
· Artificial intelligence: Simulates human intelligence such as the ability to reason and learn
· As-Is process models: represents the current state of the operation that has been mapped, without any specific improvements or changes to existing process.
· 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
· Benchmark: Baseline values systems seeks to attain
· Business-facing processes: invisible to the external customer but are essential to the effective management of the business 
· Business intelligence: A broad, general term describing information that people use to support their analytic and strategic decision making efforts.
· Business processes: Standardized set of activities that accomplish a specific task, such as processing a customer order. Transforms a set of inputs a set of outputs (Goods and services) for another person or process using people and tools. Sample: Accounting/finance
· Business process improvement: Attempts to understand and measure current processes and upgrade them.
· Business process modelling (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
· Business process re-engineering BPR 46: The analysis and redesign of workflow within and between enterprises.
· Consolidation 32:  involves the aggregation of information and features simple roll-ups to complex groupings of interrelated information.
· Customer facing-processes 45: Result in a product or service that is received by an organization’s external customer. 
· Decision support system (DSS) 35: Models information to support managers and business professionals during the decision-making process
· Digital dashboards 37: integrate info from multiple components and tailor the information to individual preferences
· Drill-down 32: enables users to view details, and details of details of information. Viewing monthly, weekly, daily or even hourly information represents drill-down capability.
· Effectiveness IS metrics 33: Measures the impact IS has on business processes and activities, including customer satisfaction and customer conversation rates
· Efficiency IS metrics 33: Measures the performance of IS such as throughput, transactional speed
· Executive information systems (EIS) 37: A specialized DSS that supports senior-level executives within the organization.
· Expert systems 40: computerized advisory programs that imitate the reasoning process of experts in solving difficult problems. Human expertise is transferred to the system from numerous sources. 
· Fuzzy logic 42: a mathematical method of handling imprecise or subjective information.
· Genetic algorithm 42:  artificial intelligence system that mimics the evolutionary, survival-of-the-fittest process to generate increasingly better solutions to a problem. An optimizing system: best suited for decision-making. Evaluates solutions from millions of possibilities faster and more thoroughly than a human
· Goal-seeking analysis 36:  finding the inputs necessary to achieve a goal such as a desired level of output. Instead of observing how changes in a variable affect other variables like the what-if analysis goal-seeking analysis sets a target value (or goal) for a variable and then repeatedly changes the other variables and the target is reached.
· Intelligent agent 42: a special purpose knowledge-based information system that accomplishes specific tasks in a way that fulfills the intentions of a user.
· Intelligent systems 40: Various commercial applications of artificial intelligence
· Key performance indicators (KPI 32): The quantifiable metrics a company uses to evaluate progress toward critical success factors
· Turnover rates of employees
· Number of product returns
· Number of new customers
· Average customer spending
· Managerial decision making: Employees evaluate company operations to identify, adapt to, and leverage change
· Metrics: Measurements that evaluate results to determine whether a project is meeting its goals: 
· Neural network 41: category of AI (Artificial intelligence) that attempts to emulate the way the brain works
· Online analytic processing (OLAP) 32: Manipulation of information to create business intelligence in support of strategic decision making
· Online transaction processing (OLTP): Capturing of transaction and event information using technology to process, store, and update
· Operational decision making: Employees develop, control, and maintain core business activities required to run the day-to-day operations
· Response time: The time it takes to respond to interactions such as a mouse click.
· semi-structured decisions 30: Occur in situations in which a few established processes help to evaluate potential solutions, but not enough to lead to a definite recommended decision
· Sensitivity analysis 35: the study of the impact that changes in one or more part of the model have on other parts of the model. Users change the value of one variable repeatedly and observe the resulting changes in other variables.
· shopping bot 42: a software that searches several retail websites and provides a comparison of price and availability. 
· Source document: The original transaction record
· slice-and-dice 32: ability to look at info from different perspectives.
· strategic decision making: Managers develop overall strategies, goals, and objectives
· structured decisions 30: -  Situations where established processes offer potential solutions
· System availability: The number of hours a system is available for users.
· to-be process models 49: shows the results of applying improvement opportunities to the current  (As-is) model.
· Throughput: The amount of information that can travel through a system at any point in time.
· Transactional speed: The amount of time a system takes to perform a transaction.
· Transaction processing systems (TPS) 35: The time it takes to respond to interactions such as a mouse click. Helps operational level of management. Handles transactional data. 
· Transactional data 31:  encompasses all the raw facts contained within a single business process or units of work, and their primary purpose is to support performing daily operational tasks. 
· unstructured decisions 31: Occurs in situations in which no procedures or rules exist to guide decision makers toward the correct choice
· Virtual reality 43:  a computerized generated environment that can be a virtual world or an imaginary world. A type of AI.
· Web-traffic: Includes a host of benchmarks such as the number of pages viewed, the number of unique visitors and the average length of viewing time.
· What-if analysis 35: changing the impact of a change in an assumption on the proposed solution. (Eg. What will happen to the supply chain if a blizzard hits Alberta and reduces the holding inventory from 30% to 10%) users repeat the analysis until they understand all the effects of various situations.


	 
Ch 3
· Application programming interface 72: Which is a set of routines, protocols, and tools for building a software applications.
· Application service provider 77: offers access over the Internet to systems and related services that would otherwise have to be located in organizational computers
· Associate programs 82:  Allows a business to generate commissions or referral fees when a customer visiting its web site clicks on a link to another merchant’s website.
· Banner ad 82:  a box running across a web site that advertises the products and services of another business. Contains a link. Counting the clicks to the link is an excellent way of measuring the effectiveness of the ad on that website.
· Brick and mortar business 85: - operates in a physical store without an Internet presence.
· Business-2 business 84: applies to business buying from and selling to each other over the internet. 
· Business 2 consumer 85: applies to any business that sells its products or services over the internet.
· Click and mortar business 85: a business that operates in a physical store and on the Internet.  Examples include Sears and Indigo Books  & Music
· Click-through 82: is a count of number of people who visit one site and click on the ad that takes them to the website of the advertiser.
· Clickstream data 82:  consumer’s navigation through a website.
· Consumer-to-business 86: applies to any consumer that sells a product or service online over the internet to a business.
· Consumer-to-consumer 86: applies to sites primarily offering goods and service to consumers interacting with each other over the internet.
· Cybermediation: Refers to the creation of new kinds of intermediaries offers good and services to assist that simply could not have existed before the advent of e-business. Netflix is an example.
· Digital Darwinism 67: implies that organizations which cannot adapt to the new demands placed on them for surviving in the information age are doomed to extinction.
· Digital divide 70: the Internet standard that supports the exchange of information on the WWW
· Digital wallet 87: both software and information—the software provides security for the transaction and the information includes payment and delivery information (for example, the credit card number and expiration date).
· Disintermediation 79: Occurs when a business sells directly to the customer online and cuts out the intermediary, ex. buying a computer from Dell’s website cuts out the electronics retailer.
· Disruptive technology 67: a new way of doing things that opens new markets and destroys old ones.
· e-business 66: the conducting of business on the Internet including not only buying and selling, but also serving customers and collaborating with business partners
· e-business model 83:  An approach to conducting electronic business on the internet.
· e-commerce 78: offers access over the Internet to systems and related services that would otherwise have to be located in organizational computers
· E-government 91: involves the use of strategies and technologies improve the delivery of services and enhance the quality of interaction between the citizen-consumer within all branches of government. Ex. Federal government portal, www.canada.gc.ca, connects citizens, immigrants, visitors and others to all government public communication.
· email 85: consists of a number of e-shops; it serves as a gateway through which a visitor can access other e-shops
· e-procurement 88: the B2B purchase and sale of supplies and services over the Internet
· e-shop 85: a version of a retail store where customers can shop any time without leaving their home 
· Electronic bill (presentment and payment) 87: - a system that sends presentment and bills over the Internet and provides an easy-to-use mechanism (such as payment (EBPP) -- clicking on a button) to pay the bill. EBPP systems are available through local banks or online services such as Checkfree and Quicken
· electronic catalogue 88: presents customers with information about goods and services offered for sale, bid, or auction on the Internet
· Electronic cheque 87: a mechanism for sending a payment from a chequing or savings account. There are many implementations of electronic cheques, with the most prominent being online banking.
· Electronic data interchange 87: a standard format for exchanging business data. One way an organization can use EDI is through a value-added network. 
· Electronic marketplaces: interactive business communities providing a central market where multiple buyers and sellers can engage in e-business activities
· Encryption 89:  scrambles information into an alternative form that requires a key or password to decrypt the information. Encryption is achieved by replacing numbers, letters and mixing them up.
· Extranet 74: an intranet that is available to strategic allies
· Financial cybermediary 87: - an Internet-based company that facilitates cybermediary payments over the Internet. PayPal is the best-known example of a financial cybermediary.
· Financial EDI 87: is a standard electronic process for B2B market purchase payments. National Cash Management System is an automated clearinghouse that supports the reconciliation of the payments
· Forward Auction:Seller offers to many buyers who bid and the highest bid wins
· Hits—a single request made by a visitor to view a web page.
· Hypertext transport protocol 70: the Internet standard that supports the exchange of information on the WWW
· Identified visitor—can be tracked across multiple web visits
· Information reach 71: refers to the number of people a business can communicate with, on a global basis. Businesses can share information with numerous customers all around the world.
· Information richness 71: refers to the depth and breadth of information transferred between customers and businesses. Customers and businesses can track more detailed information when using the internet.
· Interactivity 82: measures advertising effectiveness by counting visitor interactions with target ad, including time viewing the ad, number of clicks, and number of page views
· Intermediaries 79: Refers to the tail of a typically sales curves
· Internet 69: computer networks that pass information from one to another using common computer protocols.
· Internet service provider 76: provides individuals and other companies access to the Internet 
· Intranet 74: internalized portion of the Internet, protected from outside access, for employees
· Kiosk 75: publicly accessible computer system that allows interactive information browsing
· Long tail 79: Refers to the tail of a typically sales curve
· Maintenance, repair, and operations 88: materials necessary for running an organization but do not relate to the company’s primary business activities. Typical MRO goods include office supplies (such as pens and paper), equipment, furniture, computers, and replacement parts. 
· Mashup editors 72: are WSYIWYGs (What You See Is What You Get) for mashups. They provide a visual interface to build a mashup, often allowing the user to drag and drop data points into a Web application
· Mass customization 79: The ability of an organization to tailor its products or services to the customers’ specifications
· Mobile commerce 91: the ability to purchase goods and services through a wireless Internet-enabled device 
· Online service provider 77: provides individuals and other companies access to the Internet 
· Personalization 79: 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
· Pop-under ad 82: a form of pop-up ad that users do not see until they close the current web browser screen.
· Pop-up ad 82: a small web page containing an ad that appears outside of the current web site loaded browser.
· Portal 75: Web site that offers a broad array of resources and services
· Protocols 69: standards that specify the format of data as well as the rules to be followed during transmission.
· Pure-play (virtual business) 85: a business that operates on the Internet only without a physical store. Examples include Amazon.com and Expedia.com. 
· Raw Visit Depth: total Web page exposures per session.
· Reintermediation 80: Steps are added to the value chain as new players find ways to add value to the business process. www.biddingo.com is a Canadian online marketplace for government procurement. Co-0perative websites that provide a virtual space to facilitate worldwide house exchanges are an example. www.homeexchange.com
· Reverse Auction: Buyer specifies product or service and lowest seller bid wins contract.
· Secure electronic transaction (SET) 89:  a transmission security method that ensures transactions are secure and legitimate. Like SSL, SET encrypts the information before sending the information. Used by VISA, MasterCard etc.
· Secure sock layer SSL 89: (1) creates a secure and private connection between a client and server computer. (2) Encrypts the info. (3) Sends the information through the internet. Website contains s at the end of https.
· semantic web 73: Structuring data so web pages describe things in a way that computers can “understand” and, thus, find, share and integrate ideas more effectively for people
· Service level agreements 77:  define the specific responsibilities of the service provider and set the customer expectations. 
· Service-oriented architecture SOA 73:  A business driven IS architectural approach that supports integrating a business as linked, repeatable tasks or services,
· Sustaining technology 67: a new way of doing things that opens new markets and destroys old ones.
· Stickiness—visit duration time.
· Unidentified visitor—no information about visitor is available.
· Unique visitor—recognized and counted once in a period of time
· Value-added network 87: a private network, provided by a third party, for exchanging information through a high-capacity connection. VANs support electronic catalogues (from which orders are placed), EDI-based transactions (the actual orders), security measures such as encryption, and EDI mailboxes.
· Viral marketing 82:  a technique that includes web sites or users to pass on a marketing message to other web sites or users, creating exponential growth in the message’s visibility and effect. 
· Web 2.0 71: is a set of economic, social, and technology trends that collectively form the basis for the next generation of the Internet.
· Web 3.0 73: Based on “intelligent” Web applications using natural language processing, machine-based learning and reasoning, and intelligence applications
· Web mashup 72: Website or Web application that uses content from more than one source to create a completely new product or service
· Wireless internet service provider 76:  An ISP that allows subscribers to connect to a server at designated hot spots or access points using a wireless connection.
· World wide web  70:a global hypertext system that uses the Internet as its transport mechanism

Ch. 4
· Accounting and finance ERP components 123: manage accounting data and financial processes within the enterprise with functions such as a general ledger, accounts payable, etc.
· Balanced scorecard 128: is a management system, in addition to a measurement system, that enables organizations to clarify their vision and strategy and translate them into action.
· Boomerangs: Former employees returning to old jobs.
· Business intelligence 125: information that people use to support their decision-making efforts. Collects data and transforms into useful information.
· Core ERP components 123: traditional components included in most ERP systems and they primarily focus on internal operations
· Corporate policy 109: dimensions of responsibility that a position takes on social responsibility.
· Corporate responsibility 109: reflects the position a company takes on social and political issues.
· Customer relationship management 125 (CRM): involve managing all aspects of a customer’s relationship with an organization to increase loyalty, retention and profitability. Provides integrated view of customer data, (ex: contact centres)
· e-business 125: conduction  business online, not only buying and selling but also serving customers and collaborating with partners.
· e-logistics 125 : manages the transport of storage of goods.
· e-procurement 125: the business-to-business purchase and sale of supplies and services over the internet.
· e-waste 111: describes systems that minimize damage to the environment.
· electronic tagging 115: the use of RFID (radio frequency identification) and other systems to identify and tracking digital assets
· enterprise application integration middle ware 127:  represents a new approach to middleware by packaging together commonly used functionality such as providing pre-built links to popular enterprise applications, which reduces the time necessary to develop solutions.
· enterprise resource planning (ERP) 116: integrates all departments and functions throughout an organization into a single IT system (or integrated set of IT systems) so that employees can make enterprise-wide decisions by viewing enterprise-wide information on all business operations
· extended ERP components 123: extra components that meet the organizational needs not covered by the core components and primarily focus on external operations
· Functional systems 117: serve single business departments or units.
· Human resource ERP Components 124:  tracks employee data, including payroll, benefits, compensation, and performance assessment, and assure legal compliance with authorities.
·  Innovation 107: Drives the wheels of IT. Introduction of new equipment or methods.
· Legacy system 117: Are older computer technology still in use.
· Marketing Networks: Using business networks for marketing and events
· Middleware 127: Several types of different software that sit in the middle and provide connectivity between two or more software applications.
· Mobile-commerce 115: ability to purchase goods and services through a mobile device.
· Passive Search: Finding people for new jobs who are happy and productive where they through business networking sites
· Production and materials:
· Social responsibility: implies that an organization has a responsibility to society.
· Supply Chain Management 125 (SCM): involves managing data flow between and among stages of the supply chain to increase effectiveness and profitability. SCM components help an organization plan, schedule, control, and optimize the supply chain of its acquisition of resources to the receipt of finished goods from the customers.
· Sustainable IT: describes systems that minimize damage to the environment.
· Sustainable disposable IT: Refers to the safe disposal of MIS assets at the end of their life cycle
· Telematics: The blending of wired and wireless technologies for efficient electronic communication.
· Virtual Organizations– interactive web presence for businesses and their customers.
· Virtual Workforce—working from home…or anywhere via the Internet.
· Virtual World: An Internet resource which presents a 3D virtual community.
· Virtualization




Ch. 5

· Bullwhip effect 154 – occurs when distorted product demand information passes from one entity to the next throughout the supply chain.
· Collaborative demand planning 160 – helps organizations reduce their investment in inventory, while improving customer satisfaction through product availability.
· Collaborative engineering 160 – allows an organization to reduce the cost and time required during the design process of a product.
· Demand planning systems 154 – generate demand forecasts using statistical tools and forecasting techniques.
· Distribution management systems 146 – coordinate the process of transporting materials from manufacturer to distribution centres to the final customers.
· Global inventory management systems (GIMS) 146 – provide the ability to locate, track, and predict the movement of every component or material anywhere upstream or downstream in the business process.
· International Organization for Standardization (ISO) 147 – a non-governmental organization established in 1947 to promote developing world standards to facilitate the international exchange of goods and services.
· Inventory management and control systems 146 – provide control and visibility to the status of individual items maintained in inventory.
· Instrumentation (slide 36) - Data will be increasingly machine-generated; GIS and RFID-enabled devices, meters and actuators.
· Interconnectedness (slide 36) - Every component from customer back to materials source and every element in between such as vehicles, containers and products will be identified and can be tracked.
· Intelligence (slide 37)  - Data received from the smart objects in the supply chain will be processed with smart analytics which will create better models to support improved decisions in an increasingly complex world.
· Material requirements planning (MRP) systems 146 – use sales forecasts to make sure that needed parts and materials are available at the right time and place in a specific company.
· Operational planning and control (OP&C) 146 – deals with the day-to-day procedures for performing work, including scheduling, inventory, and process management.
· Operations management (OM) 142 – is the management of systems or processes that convert or transform resources (including human resources) into goods and services.
· Production 142 – is the creation of goods and services using the factors of production: land, labour, capital, entrepreneurship, and knowledge.
· Production management 142 – describes all the activities managers perform to help companies create goods.
· Selling chain management 160 – applies technology to the activities in the order life cycle from inquiry to sale.
· Strategic business units (SBUs) 145 – consists several stand-alone businesses; usually operated by larger conglomerates; when companies become really big, they are best thought of as being composed of a number of businesses
· Strategic planning 145 – focuses on long-range planning such as plant size, location, and type of process to be used.
· Supply chain 148 – consists of all parties involved, directly or indirectly, in procuring a product or raw material.
· Supply chain event management (SCEM) 160 – enables an organization to react more quickly to resolve supply chain issues. It increases real-time info sharing among supply chain partners and decreases their response time to unplanned events. It’s demand will skyrocket as more organizations begin discovering the benefits of real-time supply chain monitoring.
· Supply chain execution (SCE) systems 155 – automate the different steps and stages of the supply chain.
· Supply chain management (SCM) 148 – involves managing information flows between and among stages in a supply chain to maximize total supply chain effective and profitability
· Supply Chain Strategy - A company must have a plan for managing all the resources that go toward meeting customer demand for products or services.
· Supply Chain Partners – Companies chosen to deliver finished products, raw materials and services.
· Supply Chain Operations –Scheduling production activities, including testing, packaging, and preparing for delivery. 
· Supply Chain Logistics - product delivery process and elements including orders, warehouses, carriers, defective product returns and invoicing. 
· Supply chain management metrics - can help an organization understand how it’s operating over a given time period; it can cover many areas including procurement, production, distribution, warehousing, inventory transportation, and customer service.
· Supply chain planning (SCP) systems 155 – use advanced mathematical algorithms to improve the flow and efficiency of the supply chain while reducing inventory.
· Supply chain visibility 154 – is the ability to view all areas up and down the supply chain.
· Tactical planning 146 – focuses on producing goods and services as efficiently as possible within the strategic plan.
· Transformation process 142 – is often referred to as the technical core, especially in manufacturing organizations, and is the actual conversion of inputs to outputs.
· Transportation planning systems 146 – track and analyze the movement of materials and products to ensure the delivery of materials and finished goods at the right time, to the right place, and at the lowest cost.
· Value-added 143 – is the term used to describe the difference between the cost of inputs and price value of outputs.
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· Alliance partners 188 – are competitor organizations who co-operate with one another because doing so allows them to compete more successfully.
· Analytical CRM 175 – supports back-office operations and strategic analysis, and includes all systems that do not deal directly with the customers.
· Automatic call distribution 180 – a phone switch routes inbound calls to available agents.
· Call-scripting systems 181 – access organizational databases that track similar issues or questions and automatically generate the details for the CSR, who can then relay them to the customer.
· Campaign management systems 177 – guide users through marketing campaigns performing such tasks as campaign definition, planning, scheduling, segmentation, and success analysis.
· Contact centre (call centre) 180 – is where customer service representatives (CSRs) answer customer inquiries and respond to problems through a number of different customer touch-points.
· Contact management CRM systems 178 – maintains customer contact information and identifies prospective customers for future sales.
· CRM analysis systems 174 – helps organizations segment their customers into categories such as best and worst customers.
· CRM manager 185 – someone who is held accountable and is responsible for the continued successful rollout of CRM; full-time responsibilities include functional management of the existing CRM solution, operational management, change management, and strategic partnership with key CRM shareholders.
· CRM predicting systems 174 – helps organizations help predictions regarding customer behaviour, such as which customers are at risk of leaving.
· CRM reporting systems 174 – help organizations identify their customers across other applications
· Cross-selling 177 – is selling additional products or services to a customer.
· Customer relationship management (CRM) 171 – involves managing all aspects of a customer’s relationship with an organization to increase customer loyalty and retention, and an organization’s profitability.
· Dealers 188 – are agents who sell products or services on behalf of a company or organization, particularly in the automobile industry.
· Employee relationship management (ERM) 189 – is a management activity that focuses on managing an organization’s relationships with its employees.
· Interactive voice response (IVR) 180 – directs customers to use touch-tone phones or keywords to navigate or provide information.
· List generators 176 – compile customer data from a variety of sources and segment the data for different marketing campaigns.
· Operational CRM 175 – supports traditional transactional processing for day-to-day front-office operations or systems that deal directly with customers.

· Opportunity management CRM systems 178 – target sales opportunities by finding new customers or companies for future sales.
· Partner relationship management (PRM) 188 – focuses on keeping vendors satisfied by managing alliance partner, dealer, retailer, and reseller relationships that provide customers with an optimal sales channel.
· Personalization 181 – occurs when a Web site knows enough about a person’s likes and dislikes that it can fashion offers more likely to appeal to that person.
· Predictive dialing 180 – Automatically dials outbound calls and when someone answers, the call is forwarded to an available agent.
· Resellers 188 – are companies or individuals who purchase goods and products in bulk with the intention of reselling them at a profit (ex. telecommunications)
· Retailers 188 – are stores or shops operating at the end of a 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.
· Sales force automation (SFA) 177 – is a system that automatically tracks all of the steps in the sales process.
· Sales management CRM systems 177 – automate each phase of the sales process, helping individual sales representatives coordinate and organize all of their accounts.
· Supplier relationship management (SRM) 187 – focuses on keeping suppliers satisfied by evaluating and categorizing suppliers for different projects, which optimizes supplier selection.
· Up-selling 177 – is increasing the value of the sale.
· [bookmark: _GoBack]Web-based self-service systems 180 – allow customers to use the Web to find answers to their questions or solutions to their problems.

