Introduction to MIS

Enterprise Systems




Learning Objectives

Explain how supply chain management
IS used

Describe customer relationship
management systems

Describe knowledge management
systems

Describe enterprise resource planning
systems



Introduction

Enterprise systems

= Applications used in all the functions of
a business

m Supports activities throughout the

organization by getting the right data to m s
the right people at the right time

Enterprise-Wide

Enterprise resource planning system > suw > wome
= Used to plan and coordinate N ’S‘M"%
operations, resources, and decision WY

making among manufacturing,
production, marketing, and human
resources



Business I'T Systems
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MIS = Management Information System
DSS = Decision Support System
Bl = Business Intelligence
EIS = Executive Information System
ES = Expert System



Business IT System (con’t)

ThIS Iearnlng Executive
module systoms
. . . (ESS)
(organizational info
systems) focuses
Management
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(MIS)
DSS, ESS/EIS, B,
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covered In a later Knowecge
learning module (KWS ane
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Transaction Processing Systems

Transaction Processing
System (TPS) monitors,
collects, stores, and
processes data generated
from all business transactions

Source data automation is
the process of automating the
TPS data entry as much as
possible because of the large
volume involved
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POS (Point of Sale)

Point of Sale System
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POS (con’t)
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POS
Credit Card Reader & Smart Phone POS




Square

B Squore Sign In

Square Card Reader Square Register Pay with Square

rds anywhere Tumn your iPad into a your card again

Start accepting
credit cards today.

Sign up and we’ll mail you a free Square Card Reader.

Email address
Create password Confirm password
Bl

LERT]
91/21 =

OT0b 8195 f¢o1

Sign up for Sqiare

2 7 5cy per swipe for all major credit
' O cards. No additional fees »

NEW Introducing more ways to recognize loyal customers.
Customize a loyalty program to attract new business and reward regulars. Now
there are even more reasons for people on both sides of the counter to love Square.
vith Square »

See what's new in Square Register» See what's new ir
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1D Barcodes ||||||“|||“I|| ||||| ||||||| ||

I unitorm proguct cade (upcy  sssssssssas  POSTNET

Retail stores for sales checkout: Encoding zip codes on

inventory, etc. U.S. mait
WM Coge 39 (Code 3079) |||l  Bookiand
|dentification, inventory, Based on ISBN numbers and

and tracking shipments used on book covers



1D Barcodes (cont) |[IIfl1H]

TN code 128

di f Code 39
eSS || 11O
‘!MMMU‘U Interleaved 2 of 5 Used by Federal Express,
in libraries, and blood
Used in the shipping and banks

warehouse industries



2D Barcodes

Lil=riemtddl  PDF417

Large amounts of text and data can be stored because it can be
compressed. Used to print postage accepted by the UPSP. It is
also used by airlines on boarding passes.

. .
+ + * 4: -
4444444444444444444444444 . axicoae

% MaxiCode symbols can encode two messages; a primary
* and a secondary message. Used by the United Parcel
Service.



2D Barcodes (con‘t)

ﬁ Data Matrix

|ldeal for marking small items due to it’s ability to encode 50
characters in an extremely small size. Popular in healthcare and

electronic components industry.

QR Code

Common in advertising because it provides a way to
access a brand’'s website quickly. Easily read by
smartphones.




mFor ABC pharmacy, what might
be their plan for “source data
automation” ?

Business
Eventor ——
Transaction
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Don’t look ahead ...
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ABC Source Data Automation

In the case of ABC, when customers (or
their doctors) upload their RX info via the
Internet (as opposed to entering data from
a paper RX)

OCR - optical character recognition
Scanning bar codes for :

Refills

Inventory

Shipment tracking

Copyright — Dan Brandon



Transaction — Unit of Business Work
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TPS’s (Con’t)

Batch Processing is when the firm collects data
from transactions as they occur, placing them in
group or batches, then prepares and processes
the batches periodically (say, every night).

m Safer, but slower and less powerful inquiry

m ABC’s older way of entering shipment info
Online Transaction Processing (OLTP) is

when business transactions are processed
online as soon as they occur

m Riskier, but provides better inquiry
Hybrid Batch OLTP Systems




Traditional IT Batch TPS
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TPS Reporting

Transaction detall

= Reviewed by low level managers
and/or supervisors — operational

control

Summaries:

= VVolume, revenue, and other vital
statistics typically by day P .

Errors and exceptions in daily
activity
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Functional Information Systems

Functional Information Systems also called
Management Information Systems (MISs)
or Functional Area IS provide information to
managers (usually middle-level managers) in
the functional areas

MIS’s generally support tactical control and
decisions:

= Planning

= Organizing

= Controlling Operations




Information Systems for Specific
Functional Areas

Information Systems that are designed to
support a functional area by increasing its
Internal effectiveness and efficiency in the

following areas:
= Accounting

= Finance O
= Marketing e B Functional R
= Operations

= Human Resources

Business

Supply Chain
Management




Functional Areas (con’t)

Note that all functional areas work with much of
the same data originating in the TPS systems,
however each functional area is looking at that
Information in a different way:

= Accounting (profit, cost vs budget)

= Finance (cash flow, use of capital, return on
Investments)

= Marketing (sales by various dimensions, use of time)
= Operations (efficiency—> use of equipment, facilities)

= Human Resources Management (use of human
resources, people needs)
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Employment

Profitability
Planning, Outsourcing

Planning

Product Life
Cycle Management

DSS Financial

Planning

Sales Forecasting,
Advertising Planning

t

lnvestmen
Nagement

Ma
Benefits Administration,
Performance Evaluation

Payroll, Manage Maintain Order Set Pricing.
Accounts Cash, Employee Fulfillment, Profile
Payable, Manage Records Order Customers
Accounts Financial Processing

Receivable Transactions

TPS

ACOUNTING FINANCE HUMAN PRODUCTION/ MARKETING
RESOURCES OPERATIONS



Activities Supported by Functional Area Information Systems

Accounting and Finance

Financial planning—availability and cost of money
Budgeting—allocates financial resources among participants and activities
Capital budgeting—financing of asset acquisitions
Managing financial transactions

Handling multiple currencies

Virtual close—ability to close books at any time on short notice
Investment management—managing organizational investments in stocks, bonds, real
estate, and other investment vehicles
Budgetary control—monitoring expenditures and comparing against budget
Auditing—ensuring the accuracy and condition of financial health of organization
Payroll

Marketing and Sales

Customer relations—know who customers are and treat them like royalty

Customer profiles and preferences

Sales force automation—using software to automate the business tasks of sales, thereby
improving the productivity of salespeople

Production/Operations and Logistics

Inventory management—how much inventory to order, how much inventory to keep, and
when to order new inventory

Quality control—controlling for defects in incoming material and defects in goods
produced

Materials requirements planning—planning process that integrates production,
purchasing, and inventory management of interdependent items (MRP)

Manufacturing resource planning—planning process that integrates an enterprise’s
production, inventory management, purchasing, financing, and labor activities (MRP 1)
Just-in-time systems—principle of production and inventory control in which materials
and parts arrive precisely when and where needed for production (JIT)
Computer-integrated manufacturing—manufacturing approach that integrates several
computerized systems, such as computer-assisted design (CAD), computer-assisted
manufacturing (CAM), MRP, and JIT

Product life cycle management—business strategy that enables manufacturers to
collaborate on product design and development efforts, using the Web

Human Resource Management

Recruitment—finding employees, testing them, and deciding which ones to hire
Performance evaluation—periodic evaluation by superiors

Training

Employee records

Benefits administration—medical, retirement, disability, unemployment, etc.



MIS Reports

Routine reports — scheduled
= Status

= Trends

Ad-hoc reports — on demand
= Drill-down reports

= Key-indicator reports

= Comparative reports (different time periods,
different regions, different salespersons, etc)

Exception reports — outside the norm




MIS Reports (con’t)
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Enterprise Resource Planning
Systems

Enterprise Resource Planning (ERP) systems
Integrate the planning, management, and use of
all resources of the organization

ERP’s major objective is to tightly integrate the
functional areas of the organization and to

enable seamless information flows across the

Q,(,_A
/T:\’

functional areas:
= Same entities
= Same properties, formats, validation
= Same database



http://www.youtube.com/watch?v=I1fAcjEIEEM
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ERP Basic Components

Components Functions

Collects and analyzes relevant internal and

Unified database external data and information needed by other
functions
Inventory Provides inventory status and inventory forecasts
management _
Supply chain Provides information on supply chain members,

including suppliers, manufacturing, distribution,
and customers

Manufacturing Provides information on production costs and
pricing
Human resources Provides information on assessing job

candidates, scheduling and assigning employees,
and predicting future personnel needs

Provides information on customers and their
needs and preferences

COUpYyIiyrlit = diil biadiiuulil

CRM



ERP Basic Components (con’t)

Components Functions
Purchasing Provides information related to the purchasing
function, including e-procurement
Accounting Tracks financial information, such as budget
allocations and debits and credits
Vendor integration Integrates information for vendors, such as

offering automated downloads of data on product
pricing, specifications, and availability

E-commerce Provides B2C information related to order status
and B2B information related to suppliers and
business partners

Sales Provides information on sales and marketing

Lopyrignt —van B
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ERP Systems (Con’t)

Best practices are the most successful
solutions or problem-solving methods for
achieving a business objective

They can be extremely complex, expensive,
and time-consuming to implement

May not fit your current business processes
m Somewhat “tunable” without major customization

Leading ERP software vendors include SAP,
Oracle and PeopleSoft

Loss of competitive advantage ?



http://www.youtube.com/watch?v=x53LaLUlGJ0&feature=related

ERP Benefits

Benefits of a well-desighed ERP system

® Increased availability and timeliness of
Integrated information

= Increased data accuracy and response time

= Improved customer and employee satisfaction,
nlanning and scheduling, supplier relationship,
and reliability of information

= Reduced inventory costs, labor costs, and
order-to-fulfillment time




Reasons for Implementing ERP

Other (please specify) 7%

To standardize global business operations - 7%

Because other companies have ERP _ 24%
To ensure reporting / regulatory compliance _ 29%
To appease the parent company or other key stakeholders _ 32%
Toreplace an old ERP or legacy system _ 38%
To better integrate systems across multiple locations _ 41%
To make employee jobs easier _ 49%

To better serve customers _ 54%
To reduce working capital [ 57

To position the company for growth _ 57%



ERP Drawbacks

Drawbacks

= High cost

= Difficulties in installation

= Need for extensive training
= Compatibility problems with legacy systems

m Cannot use for portions of IT that are needed
for a competitive advantage

Available as modules so organizations can
purchase only required components

= Keeps costs down




omprehensive ERP Subsystems
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ERP Vendors
2017 ERP Market Share
m SAP
22.50%
\ ®m Oracle
M Sage
>2.00% 1220% B Workday
' ® Infor
‘ 6.10% m Others

5.10% 5.80% Microsoft, etc.
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Customer Relationship Management

Customer Relationship Management (CRM) is
an enterprise-wide effort to acquire and retain

customers

= Fosters a one-to-one relationship between a customer and a
seller

= One simple idea “Treat different customers differently”
Rates & quotes
Opportunities, leads, references i e

Contact info - \\‘T* CEM '{/—— -
History of contacts “;« | i\ e
Customer issues & support needs = PN o
Forecasts

m Helps keep profitable customers and maximizes lifetime revenue
from them



http://www.youtube.com/watch?v=cZ6oW1K_5ec&feature=related

({_4
CRM Applications Qm’

Customer touch point is a method of
Interaction with a customer such as: telephone,
e-mail, a customer service or help desk,
conventional mail, Web site, and store

CRM maximizes benefit by tailoring the touch
points for each customer contact

CRM systems provide applications in 3 major
areas:
m Sales - sales force automation (SFA)

= Marketing Opportunities — support marketing
campaigns & provide opportunities for cross-selling,
up-selling, and bundling

= Customer service — can take many Web-based
forms



http://www.youtube.com/watch?v=sNXMbytx4O0
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Marketing Opportunities

In regards to marketing and

sales, companies are
concerned with: N
Marketing »» Indicators

= Acquiring customers department
= Growing revenue
= Maintaining customer loyalty

R Segmentation

Mobile
> client SFA

v

uonoeR)sHES
Jawojisn)

Sales

==p document
generation
=9 Planning
& Alarms ,
|ement T Sales
administration

™~ \ Prospects

management
Sales & sales
department action
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Marketing Opportunities(con’t) =2 @

Growing revenue

m Cross-selling refers to the
marketing of complementary
products (products often bought
together) to customers

= Up-selling is the marketing of
higher-value products or services
to new or existing customers

= Bundling is a type of cross-
selling in which a combination of
products is sold together at a
lower price than the combined
costs of the individual products



http://www.youtube.com/watch?v=Hbm-da4yr1M

SFA (con’t)

Measurable Business
QOutcomes Attributed

to Salesforce

32% Improved Customer Experlence

43% Increased visibinty Across the Organization
456% Increased Coltaboration

§J% Efficlency/Productivity Gains
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SFA & Sales Jobs

Many

college grads take sales jobs even if

their major/concentration is not in business

marketing

= Hig
= Hig

n demand for sales jobs
n pay (base of $70,000 plus commission)

Know

edge of SFA and other MIS

applications is vital to today's salesperson

Today’s SFA's applications are being
delivered via smartphones as well as
traditional laptops, netbooks, or tablets
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CRM/SFA Apps
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Traditional Four P’s of Marketing

Product - A product is seen as an item that satisfies what a consumer
demands. It is a tangible good or an intangible service. Tangible
products are those that have an independent physical existence

Price - The amount a customer pays for the product. The price is very
Important as it determines the company's profit and hence, survival.
Adjusting the price has a profound impact on the marketing strategy
and, depending on the price elasticity of the product, often it will affect
the demand and sales as well.

Promotion - All of the methods of communication that a marketer may
use to provide information to different parties about the product,
including advertising, public relations, sales organization and special
deals

Place - Refers to providing the product at a place which is convenient
for consumers, including strategies such as online sales, intensive
distribution, selective distribution, exclusive distribution and franchising
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https://en.wikipedia.org/wiki/Distribution_(business)#Type_of_marketing_channel
https://en.wikipedia.org/wiki/Franchising

Big Data — Social Media Data

Customer reviews: From online review sites like
Yelp

Tweets and Facebook posts/likes: From friends,
family, and one’s social network, who give the most
Important recommendations

Product comments: From retall sites that solicit
product reviews

Blog posts: From influencers in your industry who
recommend to your customers

E-mail comments: In response to product
newsletters

Copyright — Dan Brandon



Digital Advertising

US advertisers now spend more for digital adds than
other media (TV, print, etc.) about $100 billion

Internet advertising is growing at 35% per year versus
5% for TV

37% of digital ads go to Google and 21% to Facebook,
with Amazon and Twitter growing fast

Amazon has greater potential for growth, and unlike
Facebook, ads are not its main source of revenue

Mobile phone and video ads are growing the fastest

Soon there will be live chats in which human (or robot)
salespersons swap instant messages with
web/smartphone users about products/services

Copyright — Dan Brandon



Generations and Advertising

Share of respondents who say they primarily find out about products through...

0 10 20 30 40 50%
Social e hl & S A Lo e i ey
media
Television (L S— B _—_——

Newspapers| ©--@----- --@
or magazines

Word of O----8@d
mouth

® Boomers © Generation X @ Millennials © Generation Z
54-72 years old 38-53 2237 18-21
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The Four V’s of Modern
Marketing Information

Volume: With the ever-increasing availability of data,

getting a handle on gathering and segmenting is
difficult

= Ninety percent of the data in the world today has been
created in the last two years, and it's projected to
Increase 50 times in the next decade

Variety: Data Is available in a variety of formats

m Structured: Data that can be classified and put into rows and
columns like in a database; an example would be a customer
transaction

= Unstructured: Data that can include video, voice, and free form
text. These require complex analysis to make sense of the
iInformation. About 80 percent of the data now available is
unstructured data.

Copyright — Dan Brandon



The Four V’s of Modern Marketing
Information (con’t)

Velocity: Data is generated at an ever-accelerating rate
and should be analyzed in as close to real time as
possible to extract its value

= For example, when dealing with unsatisfied customers,
time is crucial when delivering the optimal, targeted
retention offer to keep them from defecting to a competitor

Veracity: Managers need to be able to make predictions
about data and be aware of the inevitable uncertainty that
exists with all forms of data

= Veracity can mean you have multiple customer IDs in your
system, each with a slightly differently spelled name perhaps, but
they’re in fact the same customer; are you sending out multiple
offers to this one customer?

Copyright — Dan Brandon



Business Intelligence Tools for
Customer Management

|
Churn Prediction
RETAIN Upseil/Cross-sell Analysis
Customer Loyalty Entﬂ'rprﬁ; nF:adﬂa.:k
Social Analytics GROW
ACQUIRE Price Optimization
Data & Taxt Statistical Analysis

Mining

Copyright — Dan Brandon



Customer Data Mining

Classification algorithms: Identify attributes causing something to
occur (for example, cascading attributes of defection behavior)

m Use this to build alerts for call centers to take corrective action on
customers identified as at risk for going to a competitor

Association algorithms: Discover associations, links, or sequences in
your data (for example, identify items likely to be purchased together)

m Use this to build campaigns and promotions that combine items
offered or provide recommendations for purchase. When offering
items that are often purchased together, consider discounting one
item and not the other so one increases the average sale.

Segmentation algorithms: Group like data or uncover patterns in your
data (for example, identify those likely to respond to a marketing
campaign)

m Use this to reduce the number of people you market to by selecting

only those most likely to respond. This process reduces your opt-
out rate and increases your return on marketing investment.

Copyright — Dan Brandon



360 Degree View of Customers

&

Interaction data

« E-Mail / chat transcripts
+ Call centar notes

«Wek Click streams

* [n parson clalogues

Descriptive data
* Attributes

+ Charactaristics

« Selt-declared afo

+ (Geoldemographics

WHO?
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Attitudinal data
* Market Research
» Social Media

Behavioral data
» Orders

« Transactions

* Payment hustory

* Usage history

WHAT?



Customer Segmentation

ldentifies customer groups (or corporate
customers) so sales resources can be
better focused.:

= Recency: How recently did he purchase? (“1”
can be 5 years ago; “5” can be 5 days ago)

= Frequency: How frequently does he visit? (“1”
can be 0 times a month; “5” can be 5 times a
month)

= Monetary: What's the average monetary
value spend? (“1” can be $0; “5” can be $500)

Copyright — Dan Brandon



Micro Segmentation

In order to deliver personalized offers to your
customers, it iIs necessary to move from
segmenting groups to segmenting individuals

Micro segmentation identifies each individual
customer’s preferences, needs and behaviors

By personalizing your offers at this level, you
can maximize your marketing campaign
dollars (“targeted advertising”) and enhance
your customer relationship

Copyright — Dan Brandon



Programmatic Advertising

Many of the ads you see on your screen
when you visit websites are the result of
auctions among advertisers that are taking
place in fractions of seconds

This is know as “Programmatic Advertising”, a
field that is expected to grow by 30% annually
over the next 5 years

It's @ much more cost effective way for
advertisers to target the right ad to a
particular customer

Copyright — Dan Brandon



Google (Alphabet) Includes YouTube
Facebook Includes Instagram

2019 net digital ad revenues (Shillions)

Facebook =
$67.2




YouTube Ads

$15.15b
3 YouTube
$11.16b
; .
2017 2018 2019 TOP 10 U.S. ADVERTISERS ON YOUTUBE, PAST 12 MONTHS

DiSNEY . _ $202.8 MILLION
APPLE _ 848
PROCTER & GAMBLE — w -

RIOT GAMES — me -

e e
AMAZONCOM —996 =

BOEOA | BT o4 | |
T ———

onneeeesns SOURCE: PATHMATICS, APRILZ020 TO APRE 2021
VERIZON _ 898 TOTAL DIGITAL AD SPEND ESTIMATES
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Mobile Advertis

ng via Instagram

wa7 aTy n4s aTe 1x30 BUES
$ ar - 4 Shop N @ Tnstagram Y
B teunds Coepry - Geaury 7N tivgandiune R |
S y J PR

GET
FRESH
PRODUCE

(Wi DELIVERD

silicas Sellove This 2.0Ce0 7 [
1ash 7/8 Tights Woman's

¢av A
125 86H views

CEeINTANR T30 RoEa e \; o S
O Mt 531 e P 2910 depln.

Coscnples

@ QA B ¢ A&
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Instagram Ads (con’t)

REVENUE GROWTH
(Projected change from 2018)

e e e T
351.8%
e e e e R e S
INSTAGRAM ADS
R et W
100 o
“““““““““““““ o e e e SR SN L -

FACEBOOK ADS o

' I e Y:..:_.;%y_-,—,;;;-@ and
- e N S S e e s N g
. 2018 ! 2019 2022
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TIKTok d.

TikTok

TikTok is experiencing very high growth — ads jumped
500% in 2020
Despite the fact that TikTok is gaining in popularity,

Instagram is still the most popular app when it comes to
Interaction and user base

TikTok has over 700 million active users every month
around the world, compared to Instagram, who has 1
billion active users every month

Both apps have extremely high engagement rates when
It comes to likes and views and every day

For every million dollars brands spend on ads on Tiktok,
they’re seeing $7.2 million in new sales

Copyright — Dan Brandon



Customer Retention

As well as getting new customers, retention of
current customers is vital

At this moment,
someone is deciding

if they want to love you 7
or leave you.




Increasing Customer Retention

Immediately spot small problems that could become
large ones through anomaly detection

= Anomaly detection identifies data points that are
significantly different from the rest (in the case of
churn, determining behaviors that fall outside of the
desired norm)

Target those customers at risk of defecting and score
them on their propensity to churn

Deliver a timely targeted retention offer to get
customers back on track

Track and report success of retention efforts

Copyright — Dan Brandon



Customer Analytics Software

Product

Deployment

Analytics/RO1
Trackimg

Campaign
Tracking

Dashboard

Performance
Metrics

social Media
Monitoring

Website
Analytics

F tmcrewsni

LeadsRx
i W W W oy
4.4 (145)

Dreamdata
Wi W W W W
4.8 (25)

Datorama

W W W W oy
4.6 (16)

Singular
L& & & & 4
4.5 (10)

Hotjar

W W W W oy
4.7 (400)

Improvado

L & & & & 4
4.5 (21)
monday.com
b8 & & &4
4.6 (2426)

AppsFlyer
* % W o Y
4.1 (21)

JustControlit
b & & 5 4
5.0 (2)

Factors.ai

& & & &
4.7 (11)

0 &



Hotjar
[https.//www.hotjar.com]
7 hotjar  Product - WhyHotjer - Pricing  Learn - Company - S

Understand how users behave on your site,
what they need, and how they feel, fast.

% No credit card required é 31,618 companies signed up last month @, GDPR- & CCPA-ready

The slow, manual days of collating
data and feedback are over.

Hotjar is an intuitive, visual way to discover,
consolidate, and communicate user needs.

‘ Sign up with email

a Sign up with Google



https://www.hotjar.com/

Manage Social Media Marketing

Keyhole Platform +~ Resources + Pricing Enterprise Login Start Free Trial

-
&’ Social Listening & Analytics Influencer Marketing Zﬁ&
- A

Monitor what people say about you in real- Measure, improve and report on your
time, and generate brand & competitor influencer campaigns easily. No

reports easily. screenshots. No spreadsheets.

Listen across multiple social networks with real-time data & +/  Analyze influencers to ensure you're working with the right ones
sentiment analysis. for your audience.

Generate one-click reports for all your owned accounts at once & +/  See their campaign posts immediately so you know who's
compare them to competitors. performing well, and who hasn't posted at all.

Measure campaigns & trending topics to help inform your online +/ Easily generate reports on the total impact of your campaigns
content strategy. with a sharable dashboard & one-click downloads.

START MONITORING r TRACK INFLUENCER CAMPAIGNS or Learn More

1

Got any questions? We're

Marketers at 7,000+ organizations trust us to prove their social media imp """’



Customer Service

Customer service functions
provide information and tools to
make call centers, help desks,

CUSTOMER SERVICE
TOD TEN

1. BPPEBRBNCE
and customer support staff more P
.. 2. BITITUDE
efﬁClent — alearned behavior, make it positive
. 3. r-’b!mmzmdmomuy
Customer service can take N e
many forms and includes: Yy T
.
= Returns and allowances W M
= Usage, technical and other 7. TEBM THINWING
iInformation and services 8. COMMUNICBTION

- active listening and positive responses

= Customized products and 9. SERVICE

— my personal commitment to make a difference

services = 10. PERSONBL EXCELLENCE

— | believe in my ability to make a difference



Customer Service (Con’t)

= Tracking account or
order status

m Personalized web
pages
m FAQs & HELP

= E-malil and
automated

“Someone calling themselves

response a customer says they want

something called service.”

m Call centers



Help Desk Support
[both external & internal]

continvous process improvement
management escalation

t

Remotse
Site 1

hardware

isolnuizt Q\i en’ *lif maintenance

te

2

.

Remole
Site 3

=
@
 —
@
>
(-]
—
.
=
wy
1%
@
=
o
el
o
v
=
©
=
=

wawuo:dw! ssajo0ad snonuljuo)

cont

management escalation
continvuous process improvement
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Help Desk (con’t)

Ancient Help Desk

&

Today’s Help Desk

&

Star Wars Help Desk

&
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http://www.youtube.com/watch?v=4pyjRj3UMRM
http://www.youtube.com/watch?v=oI2xK6zbaoI
http://www.youtube.com/watch?v=0Q8DriPCX2o

Supply Chain Management
Systems

Supply chain refers to the flow
of ,
and services from raw material
suppliers, through factories and
warehouses, to the end
customers

Supply Chain Management
(SCM) is the function of
planning, organizing, and
optimizing the supply chain’s
resources and activities



http://www.youtube.com/watch?v=6rmV__Yrk7Q

Supply Chain Components

.- -----ll
upplier
Raw materials PP -- --m
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Supply Chain Management

The management of the future requirements,
supply planning, goods flow, and utilization of
product, perhaps throughout a Global Network

Supply Chain management is concerned with:

= Right item

= Right quantity

= Right time

= Right place

The key Corporate Metrics are to maximize sales

revenue and minimize inventory investment and
other costs

Copyright — Dan Brandon



Classical Supply Chain

Vendors | Equipment Supplies

Raw . Finished
Material Manufacturing Product

y

Wholesale Retail

h 4
h 4

h 4

) (T People ustomers
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http://www.youtube.com/watch?v=KIkTU03nGxc

Inventory Management @

I nve ntO ry p l annin g Distribution Architecture

m Allocation

Service 4

m Obsolescence
ales nayS|s '

m Substitution
Demand plannlng Warehouse

. Management
= Forecasting -

= Business plans
= Process levels @
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~ Purchasing
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Inventory
Control 4



http://www.youtube.com/watch?v=1d0O8MAMyAM

Inventory Allocation

Deployment —Determines how inventory should be deployed
between locations. If available quantities are not sufficient to
fulfill the demand, fair share rules are used to determine how to
spread inventories, and if available quantity exceeds the
demand then push rules can be used to determine the
deployment plan

Allocation Process — Problems with inventory levels can occur
for various reasons including short supply/production issues,
overselling forecast, unexpected returns, and demand
adjustments based on future requirements
m The allocation process helps to identify the above problems along
with the ability to identify the excess inventory and coordinate stock

transfers to alleviate back orders and mitigate supply shortages
with minimum risks
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The Flows In the Supply Chain

Material flows are the physical products, raw
materials, supplies and so forth that flow along
the chain

= Reverse flows — returned products, recycled
products and disposal of materials or products

Information flows are all data related to
demand, shipments, orders, returns, and
schedules as well as changes in any of these
data

Financial flows are all transfers of money,
payments, and credit-related data



The Flows 1n the Supply Chain (con’t)

All three flows (material, information, currency) involve:
= Time

m Cost

= Risk (Possibility of errors, damage, etc.)

The goal of ABC (and all business) is to minimize time,
cost, and risk through whatever means possible,
particularly technology !

HOYER
logistics chain management

terminals
storage & blending & on - site ”EU”'"Ljdul transport
handling filling logistics & hazard.
goods

flow of material

SUPPLIER/
PRODUCTION
CUSTOMER

information management (e.g. VM|, SMI)
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The Structure & Components of
Supply Chains

A supply chain involves three segments:

= Upstream, where sourcing or procurement from
external suppliers occurs

= Internal, where receiving, inventory, picking,
packaging, assembly or manufacturing takes place

= Downstream, where distribution takes place,
frequently by external distributors
Tiers of suppliers, a supplier may have one or
more subsuppliers, and the subsupplier may
have its own subsupplier(s) and so on t(’“
r

|
AN



http://www.youtube.com/watch?v=qyO9QSo0FjU

Supply Chains

Tier 3 Tier 2 Tier 1

Suppliers Suppliers Suppliers INTERNAL

>l
Vl

|«
I

Distributor or

Wholasaler |+ Fotallers+— Cusiomst

Orders, Information, Payments, Returns

Products, Services, Information

< money, material, information -

Copyright — Dan Brandon


http://www.youtube.com/watch?v=WWgun_0nNaM

Interorganizational Information
Systems

Interorganizational information system (10S) involves
Information flows among two or more organizations

Global information systems are interorganizational
Information systems that connect companies located Iin
two or more countries:

m Cultural differences

Localization

Economic and Political Differences
Legal issues

Cross-border data transfer which refers to the flow
of corporate data across nations’ borders



Problems along the Supply Chain

Poor customer service — not delivering quality
products or services when and where the
customers need them

Raw material problems: high costs, shortages
and interruptions, quality problems

Inventory problems: too low inventory, too high
Inventory, picking delays/cost, packing costs

Production problems: quality, delays, strikes

Delivery problems: delays, loss, shortage,
damage, theft



Solutions to Supply Chain Problems

Vertical integration — purchase suppliers, or bring
raw material production in-house

Optimal inventory — problems with inventory
being:

= Too high — high “holding” cost

= Too low — delay in fulfillment

Information sharing amongst supply chain
players: forecasts, actual sales, supplies,
Inventories (see next slide)

= Suppliers can even manage a company’s inventory for
raw materials

Copyright — Dan Brandon



Electronic Data Interchange and
EXxtranets

Electronic data interchange (EDI) is a communication
standard that enables business partners to exchange
routine documents, such as purchase orders,
electronically

EDI transactions include repetitive business
transactions such as purchase orders, invoices, credit
approvals, shipping notices, and confirmations

Data formatting standards are used and an EDI

translator converts data into a standard format before it
IS transmitted

EDI serves as a catalyst and a stimulus to improve the
standard of information that flows between and among
organizations



(
@)
TR

EDI Benefits

Reduces cycle time

Minimize data entry errors

Length of messages are shorter
Messages are secured

Increases productivity and reduces cost
Enhances customer service

Minimizes paper costs and delays (usage and
storage)


http://www.youtube.com/watch?v=YnGDbNVVJDQ

Start

Order Placer

l T //:ccountmg/ Finance
&‘A_’ E /

Purchasung

Mail Room

Shipping
Receiving

WITHOUT EDI

“‘S‘t

Payment
Delivery

Product Dellvery

PO
Delivery
—_—t
Order Confirmation
Bill Delivery &

/\

.-? /

Accounting/Finance

Shipping

Order Fullfilment

Buyer

WITH EDI

Seller

Standardized

P.O. Form

a

Computer Convertor
Generates
Standardized

P.O. Form

Flash
e Report

Instant l

o

Data to
e Sales

Departmental
Buyer

" Receiving

Product Delivery

e [nventory
e Manufacturing
e Engineering

Order Fulifilment

Shipping
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Traditional EDI Limitations

Significant initial investment to
Implement

Ongoing operating costs are high due to
the use of expensive, private VANS

Traditional EDI system is inflexible
Long startup period
Multiple EDI standards exist



Extranets QS.A ’
(EDI over the Net) R

Extranets link business partners to one
another over the Internet by providing access
to certain areas of each other’s corporate
Intranets

The main goal of extranets is to foster
collaboration between business partners

An extranet is open to selected B2B
suppliers, customers and other business
partners

Common protocols: XML, JSON


http://www.youtube.com/watch?v=TKctfqPUQho

Internet Business Connections
[VPN- Virtual Private Network]

Intranets

Other

Business .
Partners, M)l\ SBupghers
Government - PR @S

Internet Internet
with VPN with VPN

Intranets

Internet
with VPN

My Field

Employees Intranet

Internet
with VPN

My Customers
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Google Analytics  c..n...

Google Analytics (GA) allows organizations to
generate, analyze, and visualize information about their
website hits

GA helps organization to better focus available
resources to generate and retain more customers and
more business from these customers

GA enables organizations to “work smarter” and to
generate more success from their digital property

PP Acquisiton

]

Getting people to
visit your website

Activation

Retention

Users invite others _l

aking sure
eferral : users come baci
Rovonuo 94
Users pay for the product



Google Analytics (con’t)

GA can answer guestions such as:

How do customers find and enter our website
Which content is most traversed, most useful, most consuming

How easy is it for visitors to find what they need, to make a
purchase, to get support

How can visitors’ experience be improved
How successful are promotions, sales campaigns, etc.

How can key customer groups be identified for targeting
advertising and promotion (targeted ads are 3 times more cost effective)

HAPPe HOUR pv cANTAL

I heard you W live? P, You met herat a
wentonadate Nt Provided gl - SNefrondec Google Analytics Yep

kast night, what How old is she? Not Provided Conference
was her nome? \ idn

/

B D E Ble B

|3 Ul — L). '\b ‘_).
, S 95

— —— —- -




(X

Google Analytics (con’t) ’L’

ZIIN

GA can track the origin of website visitors and relate these
origins to page interactions, conversions, purchases,
downloads, and other transactions

GA is free to set up and use as long as the volume level is
below a limit (currently 10 million hits per month)

GA provides for “attribution” where a value is assigned to
visitor touchpoints to determine the relative contribution of
each touchpoint to a purchase

Activation

Retention

96
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https://www.youtube.com/watch?v=P3V01bDbIR0

Google

Analytics

Account Property Wiew Start Date End Date
My Stare : My Store $ All Web Site Data : 0%/21/2014 0942742014
Site Traffic Average Page Load Times
B Sassicns W g, Page Load Tima (5o} Sep 26, 2014
g Page Laad Time (sec): 541
5,000 B
445
3,000 30
1.5
Sep 22 Sap 23 Sap 24 Sap 25 Sep 26 Sep 21, Sap 22, Sep 23, Bep 24, Sep 25, Sep 26. Sap 7,
2014 g 24 2014 2014 2014 2014

Users by Country

Fageviows by Browser

M Chrome [l Safei 0 Firefox [l Inieniet Explarer [l Andmoid Browser




Google Analytics (con’t)

<HTML>
<HEAD>

<!-- Global 5ite Tag (gtag.js) - Gocgle Analytics -->
<gcript async src="https://www.googletagmanager.com/gtag/js?
id=GA TRACKING ID"»</script>
<3criptx

window.datalayer = window.dataLayer || [];

function gtag() {dataLayer.push(arguments};}

gtag('js', new Date(});

gtag('config', 'GA TRACKING ID');
</scripts

Copyright — Dan Brandon



Advertising on Google =2 i

[Google Ads] 4L

Google Ads (previously AdWords before July 2018) is an online
advertising platform where advertisers pay to display brief
advertisements, service offerings, product listings, video content and
generate mobile application installs

Google Ads' system is based partly on cookies and partly on
keywords determined by advertisers

Google uses these characteristics to place advertising copy on pages
where they think it might be relevant

Advertisers pay when users divert their browsing to click on the
advertising copy; partner websites receive payments based on clicks
or purchases

Google Ads is now Google's main source of revenue, contributing to
Google's total advertising revenues of over $100 billion

Copyright Dan Brandon, PhD, PMP


https://www.youtube.com/watch?v=b34mH9oHeJo
https://www.youtube.com/watch?v=iax8hJaClOg

Ad server

The ad is loaded onto a server,
where it sits until the advertiser and
publishers have agreed on price
and placement. Google Campaign
Manager competes with Innovid Inc.
and Amazon.com Inc.’s Sizmek,
among others.

Demand-side platform (DSPJ

This is what an advertiser uses to see
the available ad space and decide
what it wants to buy. Google Display

& Video 360 compete with Amazon
Advertising, Trade Desk Inc., and
MediaMath Inc. But if advertisers want
access to YouTube, in most cases they
have to use the Google DSP.

Publisher-side ad server

Here, websites including newspapers
upload available ad space so the dog
food company can bid on it. Once

the sides agree on terms, the ad
server sends the ad to the publisher's
website. Google Ad Manager’'s share
of this business—estimated as high as
80% —dwarfs that of Smart AdServer
SAS and AppNexus Inc.

Advertisers
If a dog food company wants to advertise a new treat online, it hires a creative agency to design
an ad. That ad goes to the digital-ad ecosystem, a bewildering array of buyer and seller
platforms that manage ad-space inventory, auction off space, and track responses. Google is a major

player aimost every step of the way.

1

+

Publisher

 AdServer

Innovid

LR R R )

arpNexus

The ads are uploaded in real time as viewers open a website.

Analvtics

Websites can use
anafytical services
10 56e who is visiting
thed sites and from
which sources.
Goaogle Analytics is
the largest of these
providers, which also
inchude Adobe Inc. and

Oracia Carp.

AR A R R R L R R A R R R )



Linking Google Ads to Google
Analytics

Linking your Google Ads and Google Analytics accounts gives you
access to the entire picture of customer behavior, from ad click or
Impression through your site to conversion

Once you’ve linked your accounts, you can use insights from GA to
refine and optimize your Google Ads campaigns, improving the overall

performance of your business
When you link accounts, you:

Begin seeing ad and site performance data in the Google Ads reports in
Analytics

Can import Analytics goals and Ecommerce transactions directly into your
Google Ads account

Can also import valuable Analytics metrics—such as Bounce Rate, Avg.
Session Duration, and Pages/Session—into your Google Ads account

Get enhanced Remarketing capabilities

Get richer data in the Analytics Multi-Channel Funnels reports
101
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Google AdSense

Google AdSense is a program run by Google that allows
publishers in the Google Network of content sites to serve
automatic text, image, video, or interactive media advertisements,
that are targeted to site content and audience

These advertisements are administered, sorted, and maintained by
Google

They can generate revenue for the website publisher on either

a per-click or per-impression basis

Google earns over $15 billion annually or about 1/5 of total revenue
through Google AdSense

AdSense Is a participant in the AdChoices program, so AdSense
ads typically include the triangle-shaped AdChoices icon

This program also operates on HTTP cookies
D 102

Over 10 million websites use AdSense

Copyright Dan Brandon, PhD, PMP


https://na01.safelinks.protection.outlook.com/?url=https://en.wikipedia.org/wiki/AdChoices&data=02|01|dbrandon@cbu.edu|0dae904f29a049a41d5b08d6596ca2ea|8e01b9487f904068a737735638e01794|0|0|636794720445957367&sdata=dcm8kz6FnwgZUXsqI5uTEe5k1RwsoJ10jmvkik1K1oU%3D&reserved=0
https://na01.safelinks.protection.outlook.com/?url=https://en.wikipedia.org/wiki/AdChoices&data=02|01|dbrandon@cbu.edu|0dae904f29a049a41d5b08d6596ca2ea|8e01b9487f904068a737735638e01794|0|0|636794720445957367&sdata=dcm8kz6FnwgZUXsqI5uTEe5k1RwsoJ10jmvkik1K1oU%3D&reserved=0
https://www.youtube.com/watch?v=nd5Lxt8cAWs
https://www.youtube.com/watch?v=TmFB_kz8fyc

Google AdSense (con’t)

Google uses its technology to serve advertisements based on
website content, the user's geographical location, and other factors

Those wanting to advertise with Google's targeted advertisement
system may enroll through Google Ads

AdSense has become one of the popular programs that specializes in
creating and placing banner advertisements on a website or blog,
because the advertisements are less intrusive and the content of the
advertisements is often relevant to the website

Many websites use AdSense to make revenue from their web content
(website, online videos, online audio content, etc.), and it is the most
popular advertising network

AdSense has been particularly important for delivering advertising
revenue to small websites that do not have the resources for
developing advertising sales programs and salespeople to seek out
advertisers 103
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MIS Classes Google Analytics

[segregate by time, location, browser, device, gender, interests, etc.]

When do your users visit? Where are your users? What are your top devices?
Users by time of day Sessions by country Sessions by device
12am
2am ’
4am K

Gam "

8am
. 10am
. I
|| || 12pm
. [ 2pm
|
apm
gpm
10pm :‘ D EI
Desktop Mobile Tablet
Sun M T Wed Thu Fri Sat .
Sun Mon Tue Wed Thu Fi a India 88% 11.6% 0.4%
. J ] | 1 e . )
- 2 - . 0% 20% 40% 60% 80% 100% Hles 11.5%
11 21 3 41
Last 30 days = Last 7 days « LOCATION OVERVIEW > Last 7 days = MOBILE OVERVIEW >
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GA Home Page

. All accounts > DanCBU ‘ .
Al Analytics Al Web Site Data - ® 5«
Q,  search reports and help Google Analytics Home (ﬁmsmms
A Home Users Sessions Bounce Rate Session Duration Active Users right now
0,
. . 123 102 401%  2m53s
m+ Customization
T33.7% T48.8% 131% 129.2%
vs last 7 days
REPORTS
; Page views per minute
® Real-Time 100
2 Audience 80
>  Acquisition 60
Top Active Pages Active Users
N 40 There is no data for this view.
M Conversions 2
0
Last 7 days « AUDIENCE OVERVIEW > REAL-TIME REPORT »

105
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GA Acquire Users
[on home page]

How do you acquire users?

Traffic Channel Source / Medium Referrals
120
100
80
60
40
20
] e 0
20 21 22 23 24 25 6
Nov
® Direct ® Organic Search » Referral Other
Last 7 days = ACQUISITION REFORT 3
106
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GA When/Where/What
[on home page]

When do your users visit? Where are your users? What are your top devices?

Users by time of day Sessions by country Sessions by device

E 4
6am ‘

fam
| 10am
]
| 12pm
[ | 2pm
4pm
6pm
United States
10pm m D O
Desktop Mobile Tablat
Sun Mon Tue Wed Thu Fr Sat
89.1% 10.4% 0.5%
. J | | o - 11.6% 11.1%
. - . . 0% 100%
11 21 31 41
Last 30 days = Last 7 days = LOCATION OVERVIEW > Last 7 days = MOBILE OVERVIEW >
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Acquisitions and Channels

. All accounts > DanCBU ’ - .
Al Analytics Al Web Site Data - ® e
Users ~ | VS. Selectametric Day Week Month ﬁ ..,
Q Search reports and help
® Users
A Home 100
Customization
50
REPORTS —T
v v
® Real-Time =
- Dec 2 Dec 3 Dec 4 Dec 5 Dec Dec?
. -
- Audience Primary Dimension: Default Channel Grouping  Scurce / Medium  Source  Medium  Other
Secondary dimension ~ | Sort Type: | Default ~ =
Do  Acquisition Y ort Type: Q| advanced (B | @ |=
Acquisition Behavior Conversions
Overview
Default Channel Grouping 5 e p— Goal Co . Goal
- ages ession Wg. Session oal NVEersion .
v AllTraffic Users 4 Mew Users Sessions Bounce Rate Duration Rate Completions Goal Value
Channels
156 72 257 33.07% 2.21 00:02:20 0.00% 0 $0.00
Treemaps % of Total % of Total % of Total: Avg for View: Avg for View: Avg for View: Avg for View: % of Total: | % of Total: 0.00%
100.00% (156) 100.00% (72) 100.00% (257) 33.07% (0.00%) 2.21 (0.00%) 00:02:20 (0.00%) 0.00% (0.00%) 0.00% (0) (S0.00)
Source/Medium
(5] 1. Direct 125 (79.11%) 58 (80.56%) 206 (80.16%) 29.61% 2.33 00:02:31 0.00% 0 (0.00%) | $0.00 (0.00%)
Referrals
(5] 2. Organic Search 26 (16.46%) 14 (19.44%) 41 (15.95%) 43.90% 1.85 00:01:54 0.00% 0 0%) | $0.00
> CAanals Ade
- ] 3. Referral 7 (4.43%) 0 (0.00%) 10 (3.89%) 60.00% 1.40 00:00:19 0.00% 0 (0.00%) | $0.00 (0.00%)
O Discover

Show rows: Gom: 1 1-30f3 | € | 3
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GA Page Visits
[on home page]

What pages do your users visit?

Page Pageviews Page Value
fdbrandon/ 135 $0.00
Jdbrandon/C15231 html 74 $0.00
Jdbrandeon/CI15153.html 72 $0.00
fdbrandon/C1S481 html 66 $0.00
Jdbrandeon/CIS351 _htmi 28 £0.00
f~dbrandon/CIS231.html 22 S0.00
f~dbrandon/ G $0.00
f~dbrandon/C15481 .html 7 $0.00
f~dbrandon/C15153.html 3 $0.00
/~dbrandon/CIS351.html 2 S0.00
Last 7 days - PAGES REPORT 2
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Audience Menu

[language, country, city, browser, opsys, provider, mobile, resolution]

All accounts > DanCBU
- . ’ m B [ ]
-II Analytics Al Web Site Data ~ &0 g
Q Search reports and help M Returning Visiter B New Visitor
Users New Users Sessions Number of Sessions per User
~ e 138 62 210 1.52
=! Customization
Pageviews Pages / Session Avg. Session Duration Bounce Rate
- - Q,
SERLIE 502 2.39 00:03:25 32.86%
\-—-‘-—‘____A e e e N
® Real-Time
2 Audience
Demographics City Users % Users
Overview Language 1. Memphis 110 I 03.80%
Active Users Country 2. Hernando 4 | 282%
Lifetime Value *¥™ City _ 3 3. Quezon City 3 | 211%
Cohort Analysis System 4. olive Branch 2 | 1m%
Audiences "V Browser 5. Allahabad 1 | 070%
Operating System 6. Tel Aviv-Yafo 1 | 070%
User Explorer
Service Provider 7. Angeles 1 | 0.70%
» Demographics
Mobile 8. Chicago 1 | 070%
» Interests
Operating System 9. Ann Arbor 1 | o70%
Q Discover Service Provider 10. Maryland Heights 1 | 070%
Screen Resolution view full report

110
Copyright Dan Brandon, PhD, PMP



Audience (con’t)

Users - # of unique visitors who have at least one session

Sessions — a group of interactions that take place on the
site within a give time frame

= A single session can involve multiple page views and
transactions; sessions end after 30 minutes of inactivity or at
midnight or a switch in campaigns

Bounce rate - the % of single page session
Pageview — total page landings during all sessions

Users New Users Sessions Mumber of Sessions per User

203 110 400 1.97

Pageviews Pages / Session Avg. Session Duration Bounce Rate

941 2.35 00:02:59 35.00% 111
AN | T — NN e



Audience (con’t)

Cohort Analysis
= Allows one to specify a ®  Audience
“cohort type” (such as
acquisition date) and study Overview
behaviors of that group Active Users
Lifetime Value ifetime Value ™
= Allows one to study the Cohort Analysis

“value” of customers based
on their lifetime transaction
(purchases) behavior

. MEW
Audiences

User Explorer
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Demographics & Interest
[age, gender, Interests]

The Demographics and intarest sectons include Overview repors, “e 100% of iotal sessions

along with new Age, Gender, and Interest Categories reports

« They allow you 10 better understand who your users are

£ ITH%  338% 155%  1250%  5.50% 5.540%
¢ You can segment the rest of your Analytics data by these same

charactenstics so you can understand how converting and non-
converting users differ (and many othee such comparisons)

¢ These are the same demographics & Interest categories used to
tacget ads on the Google Display Network. Use these insights

about your users 10 refine your ad campsign strategies - -
N e

¢ Not all of your users may have demographics associated with 1824 3544 a45£a SE.ga B4
them, 5o these reports may only represent a subset of your
users snd may not be representative of your overall site

COMpPOSITIONn
Gender 100% of total sessions
Interest Category 100% of total sessions
5.40% M Sports/ Individual Sports/ Running & Walking
45.85% 54.15% Computers & Electronics/ Consumer Electronics/
Female Male 3.94% B  Elocironic Accessories

3.05% B Sports/ Individual Sports/ Cycling

2.96% Bl  Food & Drinks/ Cooking & Recipe/ Soups & Stews

Travel/ Tourist Destinations/

2.45% Historical Sites & Buildings
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Demographics & Interest (con’t)

———
= Estimated accuracy for “known” sites is 80 -85%

Percentage of Demographic Data Available
For B2b & B2C Websites

31%
69%

B2C Websites B2B Websites Overall Average

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%
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Acquisition

Top Channels Users Conversions

M Direct ® Users @ Goal Conversion Rate

M Organic Search

B Referral 100 100.00%

50 0.00%
Dec & DecT Dec & Decd Dec 10 Dec 11 Dec & Dec? Dec & Dec 9 Dec 10 Dec 11
Acquisition Behavior Conversions
Users +  MNew Users Sessions Bounce Rate Pages [ Avg. Session |
i i -
Session Duration = Set up a goal.
138 62 210 32.86% 2.39 00:03:25 To see outcome metrics, define
one or more goals.
GET STARTED
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User Flow

Landi g Starting pages 1st Interaction 2nd Interaction
Pag - 64 sessions, 38 drop-offs 26 sessions, 23 drop-offs 3 sessions, 0 drop-offs
wp /dbrandon/ wm [dbrandon/ wm (brandon/cis231.himl wm dbrandon/
a * 33 i m,, . m,
()
w5153 himl
' m
‘ wm ({brandon/cis 153 himl .
. .
- ABrANAOACIE 35T HIMT .
wp /dorandon/CI5153.html ﬁ Idbrandon/cis153.ntmi L] 4
+ 12 12
= dBrANdoNCIEAET HiMT
z m, .
wp /dorandon/CI5231.html w jdbrandon/cis231.ntmi
wa ~({brandon/cis231.himl
[ ] 1
: . wm ({brandon/
= /dbrandon/CIS48 T htmI == /dbrandon/cis481 ntml m,
wp [~dbrandon/ 15231 html wm [~ghrandon/...i1s231.himl l
8! -,
. mm (307 Pages) .
*: u,

Copyright Dan Brandon, PhD, PMP

3rd Interaction
3 sessions, 1 drop-offs

mm jdbrandon/
[ ] 1

w5231 himl
[ ] 1

m 0js481 himl
[ ] 1
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Site Speed

Site Speed Overview @

O All Users + Add Segment
100.00% Pageviews

Overview
Avg. Page Load Time (sec) v | VS. Selecta metric

@ Avg. Page Load Time (sec)

10
5
- Nov 21 - Nov 25 Nov 29 Dec3
48 of pageviews sent page load sample
Avg. Domain Lockup Time Avg. Server Connection Time | Avg. Server Response Time Avg. Page Download Time
Avg. Page Load Time (sec) Avg. Redirection Time (sec) (sec) (sec) (sec) (sec)

—_— N N AN A~ N A AN | oA ]
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Page Timings

Page

[dbrandon/

[dbrandon/CI5153.html

[dbrandon/CI5231.html

[dbrandon/CIS481 html

[dbrandon/CIS3351 html

[~dbrandon/CIS231 himl

[~dbrandon/

[~dbrandon/CIS153 himl

[~dbrandon/CIS481 himl

!

Copyright Dan Brandon, PhD, PMP

T @ % wm % S W % W

Pageviens v |
1622
% of Total: 100.00% (1 622)
i
M0
U5
N9
19
63
4
Pl
19

14

Avg. Page Load Time (sec) ¥
(compared to site average)

0.83

Avg for View: .83 (0.00%)

Showmws:Goto:’i_H[mfﬂ (%)
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Page Speed Analysis

http:#/facstaff.cbu.edu/dbrandon/ ANALYZE

MOBILE DESKTOP

http://facstaff.cbu.edu/dbrandon/
The speed score is based on the lab data analyzed by Lighthouse.
Analysis time: 12/19/2018, 4:25:24 PM

Scale: e 90-100 (fast) e 50-80 (average) @ 0-49 (slow)

° Field Data

The Chrome User Experience Report does not have sufficient real-world speed data for this page.

@@ show Origin Summary

@ Lab Data

Lighthouse analysis of the current page on an emulated mobile network. values are estimated and may vary.

First Contentful Paint 0.6s & First Meaningful Paint 0.6s &

Speed Index 28s @ First CPU Idle 065 &
_ ) ) 119
Time to Interactive 0.6s & Estimated Input Latency 10ms &



mToday about what % of a US
company's assets are
Intangible ?




Do not look ahead !

¥




30 to 90% in 20+ years |
[one generation]

Assets evolution value in the company.

120-

100-

~ TAMNGIBLE
B INTANGIBLE

1982 1992 2006
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Knowledge

Knowledge is very distinct from data and
Information, and provides a higher level of
meaning about that data and information

The ability to act Is an integral part of being
knowledgeable

Having knowledge implies that it can be
exercised to solve a problem, whereas having
Information does not



http://www.youtube.com/watch?v=x3qlftUB_Yg

Knowledge Management

Knowledge Management (KM) is a process
that helps organizations identify, select,
organize, disseminate, and transfer important
Information and expertlse that are part of the
organization’s memory

Knowledge is not subject to diminishing
returns; when it Is used, it Is not consumed --
ts consumers can add to it, thus increasing its
value

Knowledge is today’s biggest corporate asset !




Knowledge Driven Business

From the industrial revolution until about 1980 the
business landscape was mainly product driven
(better products prevailed)

Then from about 1980 until 2000, most business was
primarily market driven (better advertising sold
products)

Today business is becoming knowledge driven:

= customers need an additional reason to buy, and
a company’s knowledge about how best to
use/deploy the product or service is becoming of
paramount importance

Ultimately, an organization’s only sustainable
competitive advantage lies how its employees
apply knowledge to business problems




Why Manage Knowledge

Information and knowledge have become
the fields in which businesses compete !!!

Several important factors include:
= Sharing Best Practices
= Globalization
= Rapid Change
= Downsizing
Keep knowledge as people come and go'!

= Managing Information and Communication
Demand

m Knowledge Embedded in Products
m Sustainable Competitive Advantage




Tacit versus Explicit Knowledge

Tacit knowledge Is knowing more than one
can tell

= Memorandum explaining processes

EX

Riding a bicycle, etc.
Personal and context specific
Hard to formalize and communicate

olicit knowledge is easily collected,

organized, and communicated



Examples of Explicit and Tacit Knowledge

Tacit Knowledge Explicit Knowledge

Knowing how to identify the Procedures listed in a
key issues necessary to manual

solve a problem ke and artic
Applying similar experiences OOks and articles

from past situations News reports and financial
Estimating work required statements

based on intuition & Information left over from
experience past projects

Deciding on an appropriate Estimation formulas

course of action



Example: Product Knowledge

Product differentiation:
= Faster (to market)
= Cheaper

= Better (quality)

Embedded knowledge < Strategic Advantage
= Directions

= Including how to best use product in your
business

= Service
= Installation, support, etc.




Summary

Supply chains exist in both service and
manufacturing organizations

= CRM systems help organizations make better
use of data and knowledge to understand their
customers

= KM systems are used to improve efficiency of
CRM systems

= ERP systems use a unified database to store
data for various functions
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Homework

Textbook Chapter 11

Quiz on this lesson and that chapter

Individually for ABC; what enterprise systems
does ABC need:

= Enterprise systems
TPS and source data automation
MIS
CRM
ERP
EDI




