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Learning Goals

Students will be able to:

e Describe and analyze IT in the context of
society and organizations

e Propose, select, choose and build
solutions of IT infrastructure and IT
applications

e Reflect and evaluate IT management and
development
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Enterprise
Applications




ERP Evolution

 Inventory Control Packages
« Material Resource Planning (MRP)

e Manufacturing Resource Planning (MRP II)

* Enterprise Resource Planning (ERP)

« ERP II (Internet-enabled), Cloud ERP

* ERP processes data in real-time, machine learning, IoT
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ERP: Big International Players
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ERP: Portuguese Players

m Prmavera

BUSINESS
AT SPEED

ARTSOFT

BUSINESS SOFTWARE =
Quidgest
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ERP Open Source

Odoo M&mpiere

Dolibart —RPNext




Enterprise systems

" X . ' e Cash on hand
Finance &
Accounting

e Accounts receivable
e Customer credit
* Revenue

Sales &
Marketi'ngﬁ_

Human
Resources

Centralized
Database

e Hours worked
e | abor cost
¢ Job skills

e Orders

e Sales forecasts
* Return requests
* Price changes

* Materials

¢ Production schedules
e Shipment dates

* Production capacity
¢ Purchases
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Supply chain management systems

» Supply chain planning systems
* Model existing supply chain
« Enable demand planning
« Optimize sourcing, manufacturing plans
« Establish inventory levels
* |dentify transportation modes

» Supply chain execution systems

* Manage flow of products through distribution
centers and warehouses
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How do supply chain management systems coordinate
planning, production, and logistics with suppliers?

Push-Based Model

Supplier Manufacturer Distributor :[1 )( Retailer ::)N Customer M
Supply to Production based Inventory based Stock based Purchase what Retaﬂers
forecast on forecasts on forecasts on forecasts is on shelves Manufacturers

Pull-Based Model

I
’I
Suppliers J Fl;ﬁ:%.:ﬁi:rss I< Customers
Supplier |~ Manufacturer ¥~ Distributor Retailer & Customer \ / J
\‘ h
\ \*’ Virtual
Supply to Produce to Automatically Automatically Customer X N Manufacturers ‘ i
order order replenish replenish stock orders Private N\ ..7,'
N3 - td
\“ g - A Iy,

;‘
; < A
warehouse Industrial K s~
Networks Y‘.,\ | . A Logistics
Net <3 \ 7 Exchanges
N Al |4 % 4

: s -Contract e
« Match supply to demand |
* Reduce inventory levels
* Improve delivery service
« Speed product time to market Cha”enges
» Use assets more effectively

« Total supply chain costs can be 75 percent of operating budget
* Increase sales RE ey
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Customer Relationship Management (CRM)

Sales
¢ Telephone sales
e Web sales

¢ Retail store sales
e Field sales

Service
e Call center data

Marketing | epaa
e Campaign data : -':;v{ib self-service
e Content o

* Wireless data

¢ Field service
data

¢ Social

networking

data

e Data analysis
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CRM Delivery Processes (1)

« Campaign Management
— To generate leads or potential clients

« Sales Management
— To convert lead into potential clients

« Service Management

— Provide ongoing support for the client and assist in
the operation of product or services

« Complaint Management
— To improve customer satisfaction
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CRM Delivery Processes (2)

« Market Research

— Focuses on systematic design, collection, analysis
and reporting of data relative to sales activity

* Loyalty Management

— Provides the processes to optimize the duration and
intensity of relationships with customers

» Customer Profiling
— Marketing profile of every customer

* Feedback Management
— Gather, analyze and share customer information
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Analytical CRM

Channels

* Call center

* Website

* Wireless

¢ Field sales

¢ Direct mail

e Email

* Retail store
* Partner

¢ Social media

Other sources

L egacy systems

* Demographic data

® Third-party data

* Marketing campaign
data

Customer data

CC RH (ISEG)

Customer data
warehouse
or
analytic platform

e OLAP

® Data mining

* Other data
analysis tools

* Profitable customers
* Market segments

e Customer profiles

e Churn rates
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CRM Software

@ Salesforce
Microsoft Pegasystems
ServiceNow _ @ @
Zendesk
® @ Oracle
SAP @
P e T
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Appian @
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COMPLETENESS OF VISION - As of May 2021 © Gartner, Inc
Gartner

Source: Gartner (June 2021)
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Enterprise applications Challenges

* Expensive to purchase and implement enterprise
applications
* Multi-million-dollar projects in 2018
* Long development times
* Technology changes
* Business process changes
« Organizational learning, changes
« Switching costs, dependence on software vendors
« Data standardization, management, cleansing
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E-commerce




Features of e-commerce

* Internet and digital markets have changed the way
companies conduct business

* Information asymmetry reduced

* Menu costs, search and transaction costs reduced

* Dynamic pricing enabled

* Switching costs . ﬂ
. Delayed gratification S shopify s

. Disintermediation o

@ Magento: (V]2 COMMERCE 3
PrestaShop hsCommerce
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E-commerce business and revenue models

 Portal $

« E-taller o
. Content provider - Advertising

* Transaction broker Sales

« Market creator Subscription

« Service provider Free/Freemium

« Community provider Transaction fee
Affiliate
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M-commerce

 M-commerce in 2017 is 35 percent of all e-commerce
« Fastest growing form of e-commerce

« Growing at 20 percent or more per year
* Main areas of growth

* Mass market retailing (Amazon, eBay, etc.)

« Sales of digital content (music, TV, etc.)

* |n-app sales to mobile devices
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How has e-commerce transformed marketing?

Internet provides new ways to identify and communicate
with customers
Long tail marketing
* Internet advertising formats
* Behavioral targeting
« Tracking online behavior of individuals
« Social commerce
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How has e-commerce affected business-to-business
transactions?

aaaaaaaaaaa

Supplier

Production/inventory

« U.S. B2B trade in 2020 was $14.5 trillion e —— |
« U.S. B2B e-commerce in 2019 is $6.7 trillion

 Internet and networking helps automate procurement

+ Electronic data interchange (EDI) §§ %
* Private industrial networks (private exchanges) S
 Net marketplaces & %
+ Exchanges 2
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What issues must be addressed when
building an e-commerce presence?

Type of Presence Platform Activity

Traditional

‘ Websites !—) Mobile

Tablet

Search
Display Apps
Affiliates
Sponsorships

1l

. Internal lists Newsletters
Email . Updates
P Purchased lists Sales

SRS

Facebook

Conversation
Engagement
Sharing
Advice

- Social media

Twitter

Education
Exposure
Branding

| Print I

TV & radio

~ Offline media
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Managing Knowledge
and
Artificial Intelligence




Knowledge Management Systems

v

Knowledge management systems among fastest growing areas of
software investment
Information economy
« 37 percent U.S. labor force: knowledge and information workers
« 55 percent U.S. GDPfrom knowledge and information sectors
Substantial part of a firm’s stock market value is related to intangible
assets: knowledge, brands, reputations, and unique business
processes

Well-executed knowledge-based projects can produce extraordinary
ROI
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Types of Knowledge Management Systems

.

T

“Intelligent” Techniques

General-purpose, integrated, Specialized workstations and Tools for discovering patterns
firmwide efforts to collect, store, systems that enable scientists, and applying knowledge to
disseminate, and use digital engineers, and other knowledge discrete decisions and knowledge
content and knowledge workers to create and discover domains

new knowledge

Enterprise content management systems Data mining

Collaboration and social tools Computer-aided design (CAD) Neural networks

Learning management systems Virtual reality Expert systems

Machine learning

Natural language processing
Computer vision systems
Robotics

Genetic algorithms
Intelligent agents
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Artificial Intelligence: its different types

v

Artificial intelligence
— refers to the development of computer-based solutions
— can perform tasks which mimic human intelligence.

Expert Systems
. CLASSICAL MACHINE LEARNING
. . SUPERVISED UNSUPERVISED
Machine Learning B .
Neural Network and Deep Learning B L g | .
Genetic Algorithm oo m
Computer Vision
Natural Language Processing }
Robotics T
. OISO
OO OO
Intelligent Agents Q90
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Enhancing
Decision Making




Types of Decisions

Decision Characteristics Examples of Decisions

Decide entrance or exit
from markets

Approve capital budget

Decide long-term goals

Senior

Unstructured S
Management \

Design a marketing plan

Develop a departmental
budget

Design a new corporate
Web site

Semistructured Middle Management

Determine overtime
eligibility

Restock inventory

Offer credit to customers

Determine special offers

)\ to customers

Operational Management

Structured Individual Employees and Teams
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The Decision-Making Process

Problem discovery:
What is the problem?

Solution discovery:
What are the possible solutions?

Choosing solutions:
What is the best solution?

Solution testing:
Is the solution working?
Can we make it work better?
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information systems & decision making

Three main reasons why investments in IT do not always produce
positive results

« Information quality
« High-quality decisions require high-quality information
 Management filters
« Managers have selective attention and have variety of biases
that reject information that does not conform to prior conceptions
* Organizational inertia and politics
« Strong forces within organizations resist making decisions
calling for major change
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Bl and BA and Decision Making

Business Intelligence
Infrastructure

I;at:—:: from . Business Analytics
E:\F;ilr:::'len t Databases 2 Toolset
Data Warehouses D
> Data Marts = Managerial Users and

Call centers Analytic platforms gy Models Methods

5 Data mining
Web data OLAP _
Mobile devices Reporting and query tools #~

Business strategy

1 ; Big Data analytics e ek
Social media data v Performance managemen

Stores .. Balanced 'score card
Suppliers User Interface \ Forecasts
Platform <
Governmental and Reports
economic data Dashboards

Scorecards
Desktop
Mabile

Web portal
Social media
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Enhancing Decision Making

Power Users: Casual Users:
Producers Capabilities Consumers
(20% of employees) (80% of employees)

IT developers Production Reports \ Customers/suppliers

Operational employees

|

Parameterized Reports

Super users

Senior managers

Dashboards/Scorecards

Business analysts

Ad oo queries; Drill dov

_. Managers/Staff
Search/OLAP

Analytical modelers Eorecasts: WhaEH

Analysis; statistical models Business analysis
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Power Bl

=< Sales Report Option 1 - Power Bl Desktop Nitin Khanna (MSIT) §=)
File Home Insert Modeling View Help
BoadEBE L BB ARG B @ o
i B lm 08 LO ® v Lo LY 7z )
Pa ‘J Get Excel PowerBl SQL Enter Recent Transform Refresh New Text More New  Quick Publish
datav datasets Server data sourcesv data v visual box visualsv measure measure
Clipboard Data Queries. Insert Calculations Share
ol OVERVIEW $5.3M $5.3M $2.6M $2.3M $3.3M $21.8M < s e
Sales Report erma Visualizations
Units by Country and Sales Size Sales Amount by Brand Name
@ Key influencers Top segments &b n e s « E lﬁﬂ E ||]]d] E
4 What influences NSAT to be 7 v e st | o QA MR R
Canada - -~ L
When. .the likelihood of NSAT 2 M ? |.— @ @
being 7 increases by Australia - v @ % oA |23
3 - Adventure Works
[ Great Bri
UnitPrice is 298 - 299.9 4’@ Grestaman . E‘? @ @ R Py
France Dé I;I F}" @
(]
UnitPrice is 196.9- 199 4’@ Germany, .
ot . |,_ )
o ok b C®
) "@ Units | o0 |
Manufacturer is Litware, Inc. L]
Units Sold by Year, Quarter and Manufacturer Sales Amount by Year, Month and Brand Name
600K
Color is Brown "0 %60 zﬂ_h
_ Values
StackType is High —0 3 $550K )
< Add data fields here
Manufacturer is Contoso, E
t $500K . Drill through
Color s Silver 4@ & ‘Ep ‘-b“e‘g@e‘“' o \“\‘,d‘ \a‘“@ﬁ\ Cross-report
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Overview =+ P
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Next Session

e |T in Business and Society

o IT Infrastructure

o Key Systems Applications

e Build and Manage Systems
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