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Task A: Description of the new eLearning course “StrategieBusiness Management”
Strategic eBusiness Management focuses on the sgiof@al qualifications needed to
advance a career in the emerging field of e-busime@nagement. eBusiness effort involves
an in-depth knowledge of both business strategy t@etinology. E-business initiatives
require that leaders link cross-enterprise opematiand also manage corporate resources
strategically. Designing and selecting IS & ICTveadl as making them fit organizations are
complex matters in need of a theoretical framewankl knowledge about current best-
practice.
The primary objectives of this course will targetrepreneurs, employed adults and other
people in need for upgrading their knowledge,Iskdttitudes and general competence in the
field of modern ICT for eBusiness with the knowledgnd tools they need to put in place the
strategies and technologies for successfully implgmg e-business solutions within an
organization. Therefore the participant should havdeast a bachelor's degree from a
university and more than 2 years experience of ingrkfe. This is an international course
and the participants will come from all over therldpso the course is held in English and
will be 5 ECTS and will run in a period of 10 weekih an intensity of at most 50% of full
time study. After successful conclusion of the seua certificate will be issued to certify that
the learning objectives have been achieved.
Understanding the technological and organizatiofedtors that affect the strategic
importance of information systems for organizatiams/ery important. In this course the
participants will advance their knowledge aboubties of eBusiness strategy and theories
about business strategies in relation to orgammati use of eBusiness. They also will
analyze the effect of some specific informationteys on the performance of an
organization.
Basic structure and key contents

« Strategy Theory / IT and Business Models

e IT Outsourcing

* eBusiness

* Value chain and ERP systems

* Open Source

* ASP and Strategic Alliances

« Data Mining
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Papers, Articles, textbook and cases

The essentially didactic elements of course mdterae elements such as chats, forums,
glossaries, journals, workshops and so on, werdemgnted using Microsoft SharePoint

technology. The textbook “IT and Business Modelgdrhan, J., Kalling, T. (2002) is useful

with its content of business strategy and alsoftleeis on eBusiness and IT models. This

textbook is offered as e-book. Participants gdterperience by doing 5 real case studies.

Case A: elLance.com: Projects versus Personnel
Case B: Clearwater Fine Foods: Using Group SuppbiSystem for Strategic Planning
Case D: DoubleClick Inc: Gathering Customer Intdigence

And 2 other newsworthy cases selected from the paipants

Relevant articles for the new “Strategic eBusinesdlanagement” are: 1, 4, 5, 9, 10, and
12

Web offers new possibility of learning:
» develop visualization for complex contexts
» Support experimental flexible scenarios and cases
e Support explorative learning, nonlinear learnindest
* Adapt to individual learning styles, very flexible

e Online (real-time) group work and video-confererfleztures and seminars)

This new ‘Strategic eBusiness Management” couns run off-campus and totally
online. Microsoft's SharePoint technologyill be used as the basic ICT architecture
for the course and the participants have the piisgibf using a system with a lot of
powerful tools. The lectures and seminars are sdbddvith video-conferences every
week. They could work on the cases in real-time @mithe with different tools. All
papers and compendiums and other stuff like teXtbaoe offered online and can be
downloaded. An advantage is that the participaats work at home or in their
company, but also can see the lectures and comatanigth their group members
with this powerful software. The participants aheady mature people, that already
work or running their own e-business. Often thesepte have no time and possibility
to gather together at the class courses. The rdasdhis is that the course doesn’t

require the face-to-face interaction, special tifoe lectures, the off-job learning.
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Task B: Reusability of papers from the compendiums

Achtenhagen, L., D. Knyphause
Aufsess, et al. (2002YOpen Source
Software Development — An ldeal

Type Model of Deconstructing
Industries?”
e RELEVANT Il

nThe article is about the nature of OSS and
strategic and economic dis- and advantages
using OSS or proprietary software. This can
very important for startup companies. It also cey
the question concerns the problems of profitab
costs of further maintains. The strategic point
view covers the possibility of upgrading t
return

software and applications, future

investment, impact of software.

the
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Baldwin, L., Irani, Z. et al. (2001
"Outsourcing information systems:
drawing lessons from a banking cast
study."”

* NOT RELEVANT Il ga

.The article covers the questions of outsourg

aspects of IT/IS. It's a real banking case stu

D

covering the motives and decision-making prog

for outsourcing. The focus is too much on

would be better to implement a real outsourg

case from the eBusiness.

banking sector and not ideal for this course|
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dy,
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ing

Bonaccorsi, A. & Rossi, C. (2003
“Why open software can succeed”

* NOT RELEVANT Il ta

)This article discusses OSS and why it can sucg
The content of the article is too global, and
basic features of open source software have
relation to the strategic positioning of the comypg

and creating the competitive advantage.

eed.
the

no

Bogucki Duncan, N. (1998)Beyond
opportunism. A resource-based view
of outsourcing risk”

RELEVANT !l

The article describes the question of outsouran
relation to theoretical explanations (resource-tg
view). The article provides the decision whi
resources can and should be outsourced. Alsc
economic advantages and disadvantages
outsourcing and possible risks are mentioned.
startup company the chose whether and what
can outsource is very important for their strate

positioning.

gi
1Se
ch
) the
of
For
they
gic
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5 | Burstiner, K. & DeCandido, F. (2003)This article discusses the pros and cons of using
o-gt]iin ?ppllcanon service provider ASP, and it also provides main characteristics of

the features. ASP’s are used in different areanof
organization’s information infrastructure.
Especially sales-related application with |e-
commerce, sales and customer services is impqgrtant

q for the participants. This article describes thePAS

- very easy and short and can help the participants t

« RELEVANT !lI -

get easy in this field.

6 | Chatterjee, D. Grewal, R. &This paper draws upon institutional theory and
Sambamurthy, V. (2902).8_ha_pmg empirical parts for Web assimilation into company
up for e-commerce: Institutional
enablers of the organizational e-commerce strategies and activities. This artecle
assimilation of web technologies very interesting but too complicated and

overloaded with statistics that it's not easy|to
* NOT RELEVANT !l -
understandor the participants.

7 | Kalling, T., Fazekas, L, & Tobisson;This paper gives a picture of how managerg of
M. (2004). "it's all ebiz kids'. A listed Swedish companies perceived eBusiness at
guantitative study of Swedish P P 7
executive’'s view on eBusinessthe peek of its development between 1997 |and
between 1997 and 2001 2001. For this international course the focus|on

Swedish companies isn’'t really good. Also the
period of this study was when e-business was best.

* NOT RELEVANT !l Nowadays, 5 year later, the empirical evidenpce
wouldn’t be the same.

8 | Levina, N. & Ross, W. (2003YFrom | This paper studies the outsourcing from the
the vendor's perspective: Explo_rlng vendor’s perspective, and how vendors deliver
the value proposition in information
technology outsourcing value to their clients. The research is made thmoug

e NOT RELEVANT Il

real cases. This article with the perspective from
the vendor isn’t that interesting for our participa

and very complicated.
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9 | Porter, M. (2001)*Strategy and the | This paper is divided into several parts: Internet
Internet and its’ impact on the industry; Internet and the
possible mistakes; Internet and Competitive
advantage; Internet and the value-chain. This paper
is one of the most important and interesting fas th
course because it provides orientation for stagtup
business and the information and theory covers the
é main questions, tasks and problems that while
e RELEVANT Il come up while starting e-business.
10| Robey, D., Ross, F. et al. (2002)This paper is talking about the ERP systems,
"Learning to implement Enterprise motivation to implement, the implementation
Systems: An explorative Study of P ' P
the Dialectics of Change." process and barriers. The implementing of the ERP
software is relevant to the further development of
e-business. This article provides participants \aith
big range of knowledge to create competitive
q advantage. It's also a question of outsourcg or
e RELEVANT ! e implement ERP software in the business.
11| Somers, T.M. & Nelson, K.G. (2003)This paper covers the implementation of the ERP
'The Impact of strategy and system and evaluation of its value and the
integration mechanisms on
enterprise system value: Empiricall consequences in the value-chain. The article is
evidence from manufacturing firms . .
talking about manufacturing company and the
a traditional part of the market not orientated |on
« NOT RELEVANT !l .
k startup e-business.
12| Tebbourne, D. and Seltsikas, |Prhis paper covers the ASP model, drivers of |the
(200.3)' _Partnerlng _for Success " ASP and explains the nature of ASP market. It also
Application  Service  Provision.
Business Strategies for Information| describes Porter’s five force model for ASP market.
Technology Management The article might provide participant with extra
knowledge of what is ASP, what is the nature of

« RELEVANT !l é

and organizational structure of their e-business.

5

this kind of outsourcing and how it can be related
to the ERP question. Participants can use thesskill

they received when making decisions of strategy
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Relevant articles for the new “Strategic eBusinesglanagement”: 1, 4, 5, 9, 10, and 12

Need for revision and/or updates for relevant papes

Articles Need to “Strategic eBusiness Management”- course

UPDATE
1 - Open Source develops continuously further and pssse
today over very advanced software. The article Ehbe
extended with some more up-to-date information.

The article is from 1998, maybe there were somegbs
in the area of IT outsourcings. The resourced-basad is
very interesting.

The article is very short and gives a fast insmghfASP. In
combination with article 12, there’s no need to atpdor
extend.

Porter’s “Strategy and the Internet” is about thetegy
and theory, therefore no need to update. Goodelrtic

The implementing of the ERP software is relevanthi®
further development of e-business. There’s no need
update or extend.

10

Good article from 2003 the content is still acticalay, but
the included cases should be more actual.

12

Do ® D @

Sorted List of articles

Content Articles “Strategic eBusiness
Management”- course

IT Outsourcing

2,4,8 4
Open Source 1,3 1
Value chain and ERP 10, 11 10
systems
ASP and Strategic Alliances 5,12 5 12
Strategy Theory / IT and o) o)
Business Models
eBusiness 6, 7
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Task C: Reusability of cases

A

eLance.com:

Projects versus Personnel

« RELEVANT M

The case explores the challenges facing eLan
the team attempts to both create a new mear
exchanging professional services in

marketplace and develop an online services m
that can succeed in the increasingly competi
and profit-conscious Internet economy. “Proje
versus Personnel” is a very important questior

the 3rd industrial epoch of Micro electronics w

e as

1S of

odel
tive
cts
nin
ith

the new artifacts of Artificial companies and the

logics of Hypermedia and Interaction.

Clearwater Fine Foods Inc:

Using Group Support System for
Strategic Planning

e RELEVANT I

Using a Group Support System (GSS) for onga
use in their strategic planning process and if kh
they acquire and manage the technology
themselves or make an outsource arrangen
Case with IT outsourcing is very interesting

start-up business.

ng

DU
for

nent.

for

OP4.com:

Choosing a Web Site Design Agency

e NOT RELEVANT !lI

Case about characteristics a Web site should

to become successful and about choosing
agency. Web sites and choosing the right agen
very interesting for start-up business, but thiseg
is about teenager portal and the process of chg
a good web agency is limited by time. Re
business participants should spend more tim
implement. A new case should be included wit

study about start-up companies.

have
the
Cy is
a
DSIN
al-
B 10
h a

DoubleClick Inc:

Gathering Customer Intelligence

« RELEVANT M

Case about advantages and disadvantage
integrating DART technology and about priva

policy. It's an interesting case for eBusing

s of
hte

2SS

companies, with private policy and how good this

should be.
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E | LearnActs.com: The case covers some special features of e-leafning
Strategy and ICT for eLearning value chain or implementation of special

technology. It was interesting for us to get in the
area of elLearning, but not for the participants |for
the new course. They will work with this

« NOT RELEVANT !I! application so there’s no need to explore.

Relevant cases for the new “Strategic eBusiness Magement” are: A, B, D

Need for revision and/or updates for relevant papes

Case Need to “Strategic eBusiness Management”- course
UPDATE
A “Project versus Personnel” is an important questitime
@ case is very good and interesting with a companthé
same area like our participants. There’s no neegbtiate.

B IT Outsourcing is very important. The case is atbd
much oriented in explaining the GSS and not thenmai
point of outsourcing. That should be a bit morecm®

D It's an interesting case for eBusiness companiaefy w
@ private policy and how good this should be.

Sorted List of cases

Content CASES “Strategic eBusiness
Management”- course

IT Outsourcing B B

Data Mining D D

eLearning E

ASP and Strategic Alliances C

eBusiness A A
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Usability of participants business cases in the neaourse

E-business is gradually taking up a bigger parthef whole market, and the time between
new different applications and software for e-bassis decreasing. The participant of our
new course worked in this area at least 2 yeard, tharefore have a good up-to-date
knowledge of the market and for sure a lot of i$&ing questions. With their background of
their bachelor studies, they have the knowledgehobsing an adequate and skilful content
and case for the course. Every participant shoalee lthe opportunity, or if we go a step
further, the challenge to find a real business cakged to the key contents of this course. |
think that would be very interesting and gives paeticipants the possibility of taking an

active part on the stage and of further optimizihg course. At least 2 cases from the

participants should be integrated in the new course

References/ used materials

Literature:
— Hedman & Kalling (2002): IT and Business Models
— Compendium of articles
— Casebook : Wallin (2006): “Strategic Management Bridrmation Systems,
INF651”, Pearson Custom Publishing

* Presentations and Hand-outsWallin (2006) Strategic Management & IS
e Group Cases and ReportsGroup 6
e Group discussion

* |nternet Research
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Case Report, eLance.com

eLance is a premier global services marketplaceyrovide the resources for people to
connect, collaborate, and complete their projeBtsiers can post a project description and
receive bids from service providers, or buy dinedtbm thousands of fixed price service
listings. eLance’s support features include a woaks for project development and remote
delivery, service provider certifications, feedbaekings, and an international billing and

payment system.

The main strategic issue for eLance is if they goeng to become a digital marketplace
exclusive for projects, or more of a general maleee. A general marketplace containing
temporary position listings, projects, and othetssof recruiting, enable the market to make
decisions as explained by one of the founders aheé. We came to the conclusion that the
best way to carry on for eLance would be to focasbecoming a leader on the global
services marketplace arena. On the traditionatalignarketplaces for personnel there were
already well-established market leaders, and theas much more competition. If they
carried on with the site as planned from the bagmpthey would have the opportunity to set
the standards, and act as a first mover, thus begomarket leaders. Porter (2001) considers
benefits from being a first mover on the Intermebé rather small. Porter implies that when
it comes to Internet applications in reality, tatshing costs are smaller on the Internet then
in the real world. But he also mentions that treeebenefits of being a first mover - you will
have the chance to learn about the specific brgnahare exploring, and as a result, invent
new tools and give the users what they want bejowe competitors. According to the
sources of value creation in e-business (Amit & /ZpD01) acting as a first mover will give

you advantages against your future competitors.
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Another thing that would limit them if they chooaemore general approach would be that
they would probably limit themselves to a narroweographic area, and would probably
generate more listings from the regions around kiggest cities, where the competition
seems stronger. Choosing the general approach walsla risk them of having an
inconsistent business model; there is a need ftereit tools provided for the users of the
project approach then for the users of a tempopasition listing. According to Porter
(2001) they would also be forced to have a broagectrum of activities to integrate with

their value chain.

Project General approach
Pro-s » First mover advantages. * Big market, annual growth of
* More straight forward business 6%
model. » Users know how to use their
* Not so hard competition. system; they are used to
« Not limited to a specifig doing business this way.
geographical area. * Probably more visitors, a
broader spectrum of visitors
Con-s * Unproved grounds, users not ¢ Hard competition, many well
used to the type of business. established companies.
* How should they build trust? + Risk of having inconsistent
Users might not want tp integration of the value chain
engage because of buyers and in their business model.
sellers are anonymous. * Probably limit their business
* Probably harder to build to big city areas.
liquidity in the initial state. * How should they control the
grey market?

According to Timmers (1998) typology, eLance’s Imesis model can be classified as a value
chain integrator. The eLance project-based siteahkigih degree of innovation by offering
functions that are new to the market, and they &b be forced to be innovators to sustain
themselves on the market. eLance seeks innovatays wo add value through information
management and a rich functionality as a resporasegagement tool, as well as content and

quality control tools.
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Almost all of eLance offerings to customers areme way or another, strongly connected to
the use of Internet technology. Because of thisdnav the conclusion that all off their

activities to create their services must be intesgran their value chain, and by this it also
strongly affects their value chain. According tanfners (1998) value chain integrators focus
to integrate multiple steps of the value chain, Bgdhat they get a possibility to exploit

information flow between those steps. It's mentmine the article that eLance needed some
kind of market maker, which will affect multipleegts in the value chain, from Porter (2001)

operations, marketing & sales and after sales rvi

It would be strategically important to develop therkspace and rating system in order to
support and further develop the project site. Adiigtacle for eLance would be to overcome
the trust issue and the education of their custenidre case mentions that building liquidity
would be a challenge, and without trust from thstemers, it would be impossible. eLance
thought about focusing on building trust with thgs®ple who might not be so willing to try

something new, by hiring an anonymous seller. Ti@ngmous aspect was due to the fact
that they would have to prevent a grey market. @ag to gain trust would be to further

develop the rating system, and give the customerssaibility to see what opinions others
have about a specific seller. To get more liquidity recommend that eLance develop an
affiliate program, a number of trusted buyers tigtta lower fee, this would help to generate
more traffic, and if the sellers could see thaugdr was an affiliate they would maybe trust

it more.

The proposed features that would be important aadh in the near future and in the long
run to get competitive advantage are a responsageament tool and also enable e-lancers to
provide robust profiles. Robust profiles will alserease the trust problems. The response
management tool should function as a filter fofedldnt project types, geographical areas,
buyers etc. This would reduce the need for differegional sites and limit the need for a

search engine.
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Porter (2001) points out that to be able to gamgleerm competitive advantage a company
need to embrace strategic positioning. Doing things different way then your competitors
and providing a unique value for your customers. MWeommend that eLance focus on
providing a complete project management suite h&rdevelop today’s functionality with
milestones and project status tracking. So that thestomers don’t need%party programs
for handling their projects, the customers shobldk of eLance as a complete provider. If
their customers need“3party programs they should be able to get therimétion from
eLances system through web services. In the begjrthis would probably be overkill, but
they should have this in mind when they develop rienctionality. The owners were
concerned about the learning process of their tslismce this was a new set of tools. We
propose that they develop an online help secti@harine demo capabilities, so the users
could test the functions of the site, and throuwght tearn how to use the system. The user

interface should be very easy to use.

It's our opinion that they should drop the contglains, at least everything that’s not directly
connected to project management. This should bevdahee proposition of eLance, and it
would generate a unique value. To be able to getispations of what kind of tools they
should develop in the future, we recommend thay 8tart a survey system. Maybe enrol
some of the affiliates earlier mentioned as bestets; this must always be strongly linked to
eLance’s value proposition. Actions must be takemswering the long-term goals,
becoming the one stop place for handling projefttsn buying and selling to handling
projects. Another feature of the website that sthdag reduced is regional sites and multi
lingual. English would probably work in most of tparts in the world, at least in the initial

State.

One reminder that we would like to point out isttBhance must make their services easy to
adopt by other companies business models, so itd gmiin to their value chains. It should

be natural for the sellers to integrate eLance Wigir own business.
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Case Report, Clearwater Fine Foods INC. (CFFI)

CCFlI is one of the world’s leading seafood prodsicgith head office in Bedford, Nova
Scotia, Canada. International sales offices wetabkshed in Canada, the United Kingdom,
the United States and China. In 1995, the managebuard articulated its “CFFI Vision

2000%, an extensive set of five-year and three-ye@porate goals. The “Vision 2000”
included yearly update meetings. The 1996 meetilegrly indicated that there were
problems with communication and collaboration. The¥ resolve these problems with the
development of a corporate Intranet (Microsoft Exuye for e-mail) and a search for

brainstorming and consensus-building softwaredav@nagers in their decision-making.

Should Clearwater Fine Foods Inc (CFFI) adopt a Grap Support System (GSS) for
ongoing use in their strategic planning process?

For November’s strategic planning session, Leorlaaddry, MIS manager, five of his
colleagues, and their supervisor, vice-presiderfinaince, used the Group Support System
(GSS) for the first time, at the Queen’s Universsighool of Business Executive Decision
Centre (QEDC) in Kingston. The session was verycasgful and the team left Kingston
satisfied with the strategic planning progress thag made that day. The managers had
learned much about the technology and had develiolgad and opinions on its possible use

in the future.

A Group Support System appropriate for CFFI, isebasn a long development and was
continuously updated since it was released thetfire in 1987. It is the most popular with

management groups.

The meeting was faster with the GSS, so they désrlis lot of issues in the 8 hours they
spent at QEDC. It seems to work more effectivel¢ productively with a facilitating system
like GSS, but sometimes the user felt a little agshnd had not enough time to

mention all his or her points. Some issues maydaser with the former kind of discussions
but maybe the outcome will be more thought out. Yiaue to consider that in some cases

you can'’t think of all influences and dependendarea short time. They used the Electronic

1
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Brainstorming (EBS) tool, where users can subnairtileas anonymously, so everyone has
the possibility to mention his or her point of viewithout personal attacks of the others.

Sometimes this anonymous decision can be a prolilecause the personal contact can be
lost. They also used the Voting (VO) tool; they avable to make a ranking of strength and

weaknesses.

Advantages with using GSS Disadvantages with usifgSS

Reach a consensus Educating participants

More productive The need of an independent fatilita

Able to develop more solutions Impersonal

An independent facilitator

Anonymous

A broader toll set as stakeholder
identification

Face to face with computer assistance

Companies these days become more aware that timeinca@ase revenue and strengthen
competitive advantage through investment in degisigoport system.

Companies that use GSS get clear view about whigtugt or consumers are profitable.
The company can come to an improved decision bedhey get faster and more qualitative
background analysis. This enables companies touaphore cost- effective markets
segment than their competitors that don’t use datisupport systems. GSS consists of a
collection of computer- based technologies usealdanulti participant efforts in identifying
and addressing problems, opportunities, and isSB&S is used in situations where the

solution may not be optimal, obvious, or even dussi

In order to use GSS a good independent facilitatitih good knowledge in complicated
situations is required. It would be very helpfulitwolve a facilitator, who is familiar with
the system and who can lead the meeting and tleeissi®ns. But involving an external
person in strategic planning meetings is a mattérust, and you are dependent of external
knowledge. Using GSS effectively with its powerfubad functions and according to the
advantages and disadvantages we recommend CF8bpd @SS in their strategic planning

process.
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If they will adopt that kind of GSS technology, should they acire and manage the

technology for themselves or make an outsour@rangement?

Outsourcing of activities to third-party organioats has been a significant business practice
from the early 1990s. Outsourcing IT is often mated by transaction cost, resource- based
explanation, neoclassical economics and politicaihstitutional Bogucki, D (1998) points
out three factors that dominate approaches torbiglgam of choosing which IT resources the
organization should choose to outsource: resouraeacteristics, transaction type and risks.
The risks of outsourcing can be that CFFI will nreateive enough service over time. Refer to
Bogucki, outsourcing involved long term risks. Tiivst one is that outsourcing can lead to

erosion of knowledge.

According to Bogucki a company should outsourcenithe case that IT is a “commodity”.

That means we can clearly define those resourcescaMsider GSS as “commodity” IT

because that GSS is a kind of resource, which eaablviously defined and is apparently
offered from many vendors. The main reason why C&eluld outsource their GSS is that
they should focus on their core competencies (Barh®91). Some aspects of outsourcing
could also be found in transaction cost theory. e a physical location with the latest
technology for GSS would probably be more expenditkey keep it in-house, instead of

outsourcing it.

The Queen’s University School of Business Execulegision Centre is very experienced
with the technology and has good knowledge aboesethmeetings/idea-findings/problem

solving. A disadvantage or danger would be that sey on others in a critical issue, the

company should be aware that this affects impodanisions in the leadership. But the GSS
IS not a system critical for their day-to-day waid this would probably not be a problem if
they outsource.

Another issue is that CCFl must completely trugt tontractor, since CCFl would during

their future meetings discuss strategic questions.

Beside that you have to think about what is mongeasive, maybe also take in account that

wrong decisions affected by GSS cost a lot of mor&$S is not a part of CFFIs core
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activities and therefore it should be outsourced tompany that is specialized in these kinds
of solutions. When they choose to outsource thewlshtry to get a contract on a period of
maximum 5 years, to get the opportunity to reviee contract, if they are in need of a GSS

(Duncan, 1998), without locking them up for a Igegiod of time.

The only advantage with insourcing that we foundhat at CCFI, the degree of skill and
expertise regarding the specification of the systm how it should perform is adequate
However this will also serve as an advantage shG@#&I| choose a supplier. They will know
what to demand. If we sum up our findings in th@lédelow, outsourcing is in favor 4 to 2

against developing an in-house GSS.

Characteristics Low High
Impact on business positioning Outsource Keep
Technological maturity Keep Outsource
Integration of business processes | Outsource Keep
Uncertainty of future business op. | Outsource Keep
In-House vs. market expertise Outsource Keep
Direct links to business strategy Outsource Keep
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Stuart Saunders, a co-founder of OP4.com had #iervio start a positive Web community
for kids and he is thinking strictly of the kidso@under Ray Matthews and the strategic
former consultant Tom Pressello were aiding in dirig the concept to fruition. They had
just secured half a million dollars in private @agent financing from a prominent West
Coast venture capitalist contact. They have problemh their web agency MillenPro, and
they are not sure if they have the same undersigrafithe youth space. They have another
proposal from the BaseSync Inc. Agency and now thaye to decide with which web
agency their are going to coporate with. The timas wunning out for the opertunity to
become the “the place for everything” (for the aicar youth) and OP4 was pressed to act
rapidly. There was a couple of really strong compeg that already had running sites and

big market shares, not a easy task for OP4 todake

Q1. What characteristics should OP4’s Web site havéo become the portal for

teenagers and make them consider OP4.com as “Ourdgle for Everything”?

We use the 7C-model (Rayport & Jaworski, 2001)nteestigate the characteristics of the
OP4 website.

Context— The general style of how the website should haugeshould attract the young
users, should be as the general style of teenagggazine or journal in printed version. The
website features that capture the aesthetic andifumal look-and-feel for the youth should
appear in a logical and appealing way and shoulddnsistent over website pages. For the
youth it should look fresh, funky and interestingoegh to keep the user to explore the

website and take a look at the features, and exgastd user all of the features.

Content— OP4.com would like to be “the place for everydiifor the youth, so they have to
offer interesting, pleasing content for them. lt&ry important that OP4 publish teen-related
topics, expert-opinions and other written contemtl affer articles and other media about
these topics. They want to promatgood youth image and ethnical values.

The youth also want up-to-date content, so thewdsis a need for daily updates and being

dynamic, the user should be able to interact thewcbntent.
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Commerce-OP4.com is thinking “strictly of the kids” what ames they don’t want to build
up a selling site so the income should come fromnsprship, advertisements and e-

commerce.

Connection— This is the main point where income stream ghoalme in. Related sites will
pay to be listed on the page and maybe clearedtixgticounted clicks. But the offers should

exclude offers, which didn’t go with their own \asi of “strictly of the kids” thinking.

Community— As a community platform where the users can wlitht each others or submit
articles there has to be a member account, sostes wan get closer to each other with an
specific profile with a list of their friends, anwva picture gallery, direct messaging and

email, chat rooms and other features where theyggregate.

Communication— The user communicates with OP4.com can be fardiit ways.

For example newsletters, feedback and maybe aysasiystem for the published content.

Customization— The user should be able to change the look ichaV into their own style,
to feel good. Mostly this would apply on their imdiual profiles, their own “member-page”,

individual customization.

Q2. What characteristics should OP4’s Web site degi agency have?

The most important question is that the agency mderstand the target group (12-17 years
old), and thru that, design the site in a mannat tiiakes the target group satisfied. Probably
they would have to use some kind of participatoegign (Involve end-user during all the
development process). They must also be able t@laevsecure and database driven
web/content systems with an intuitive user integfagluch of the content of the OP4 site
would be dynamic and require a good database dsweértion. At the time when the case

takes place this was very much the frontier of \delselopment.
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Q3. As an adviser to OP4 discuss and motivate yosecommended choice of agency for
their website design!

OP4’s business CEO pointed out that there wasme t investigate other design agencies.
Because of OP4 was in a hurry of getting the sigaly for launch, they were forced to work
with MillenPro or BaseSync. In our point of viewighseems kind of narrow, and single
tracked. There is for sure an agency out there wlatld satisfy OP4 in more ways then
MillenPro and BaseSync did. Probably a mid sizenagevith technical and communication
knowledge, and with a portfolio containing both rside clients and big ones like the ones
of BaseSync. But due to the time pressure we vaillehto choose between BaseSync and
MillenPro, which we really don’t think is the besilution for OP4.

Together with BaseSync OP4 developed a businessreatents document (BRD) at a cost
of $25000 Cdn, a document with the requirementh®fite including specific functionality,
possible risks and possibilities. The BaseSyncdgency considered a Vancouver ‘hot shop”
for innovation, was really expensive, but they seéno have loads of knowledge about
OP4’s target group.

In our opinion it would be a disaster to invest adinall of their money on the BaseSync
solution and they had already consider to let MM develop the site. From that we draw
the conclusion that OP4 thought that MillenPro wagd agency when it comes to technical
questions, but not in communication and analyzirggrieeds of the target group. One of the
major reasons that made OP4 look at BaseSync wissagreement with MillenPro regarding

the landing page and the ownership of the registratata.

And now when they have bought the expertise fromeBgnc in form of the BRD we think
the best solution to carry on would be to use tiRDBrom BaseSync and let MillenPro
develop the website. If they do this they mustérgpeed up the communication process, and

give them clear directions, if they put a littleepsure on MillenPro we think that's possible.

Even that MillenPro seemed kind of slow in the camioation we still think it would be
best if they stayed with MillenPro. The case alsntions that OP4 was concerned about the

engagement of BaseSync, so we have communicatietrusti in both the agencies. The
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competition on the market was in our opinion reatlpng, and if they were supposed to last
and make an impact we think they need some baclamey One thing that we noticed is
that OP4 don’t point out how they should get contipetadvantage in their business model,
or more of the lack of a consistent business madwe. only thing that's pointed out when it

comes to how OP4 would distinguish from their cotitpes is the way they advertise.
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DoubleClick Inc. is a primary supplier of comprebime Internet advertising solutions for
marketers and Web publishers. Combining technologyedia and data expertise,
DoubleClick centralizes planning, control, trackirapd reporting for online media
campaigns. Abacus Direct is a division of DoubleKlinc. who manages a clustered
database system containing information of consupwging behaviour used for targeting

marketing purposes on the Internet and througlcdmeail.

Q1. What are the advantagesand disadvantagesof integrating DART technology with

Abacus Direct from the web browsingcustomer'spoint of view?

DART targeting technology is a web-based, entegprsclass advertising management
software package. Abacus Direct is databases o$urner buying behaviour used for
marketing propose over the Internet and througbctlimail. Integrating those technologies
can cause that non-personally-identifiable infororatfrom DART joint with information
from the Abacus database such as user’'s namessaddr and online purchase histories,

and other personally identifiable.

Advantages Disadvantages

Precise identity of the person visiting an@wner of those cookies is not anonymous
one of the sites that use DoubIeCIic<’(§nternet User)
cookies

Increasing their relevance and reducir@ookies! users who receive cookies from

unnecessary repetition DoubleClick perhaps never visit your sjte
again
Personalization features Reliance on externahpamvitch can make

struggle with your customers privacy polic)

Quick navigation across multiple zones Can be megédr a specific industry

Can remember user names and passwords for
future visits

Possible to focus on core business

Advantages Disadvantages
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Allow consumers on the Internet to recejve
advertising messages tailored to their
individual interests

Agility: able to notice competitive market
opportunities and seizing them with speed

—

h

a detailed description of the level of servjce

Lower cost SLA contract that provides organisation w

to be provide

Better use of IT resources

Q2. The Federal Trade Commission (FTC) has chargedoubleClick.

For what — more precisely?

FTC has charged DoubleClick for betraying consumgyssuggesting the company’s

technology let them remain anonymous.

1. DoubleClick’s rejection to declare which intdrreites were providing them the
registration rolls that DoubleClick needed to liokce- anonymous cookies to names,

addresses, phone numbers, etc.

2. DoubleClick's collection of information aboutémet users, through the placement
of cookies on users' hard disk and the linkage anfkie-generated data with information
contained in the Abacus database, is performedowitthe knowledge or permission of the

big majority of Internet users who be given DoubieiCcookies.

3. Some third-party Web sites that generate Dodllke@ookies do not inform users that
DoubleClick places cookies on the computers ofsus&trthe time the case took place media

all over the world had inform the public of thedhts to personal integrity from the use of
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cookies. In fact cookie wasn’t a new invention, thuti the coverage in the press people were

concerned about the security risks.

Q3. As a member of FTC would you consider the dedlad privacy policy of
DoubleClick as good enoughto close the inquiry into their ad serving and dad

collection practices?

DoubleClick will not combine personal identifyingformation from Abacus Direct with

clickstream collected on client Web sites. They aléo not use sensitive data for any online
preference marketing product, in contraventiont®ttated privacy policy. The data gathered
does not identify a users personal identity, ar&y thow require its customers to post their

privacy policies clearly on their Web sites. Foardlcation for the users of the Web site.

DoubleClick made all of theirs information practi@eailable on their website, including in-
depth descriptions of its targeting capabilitiesygrcy policy, and full disclosure on the use
of cookies. Its also our opinion that media enldrtiee personal identity threats that aroused
from the use of cookies, and the actions taken dwytBeClick to inform the users is probably
satisfying for the FTC. DoubleClick were also atvecmember of the Network Advertising
Initiative, NetCoalition.com, Online Privacy Alliar, Internet Advertising Bureau, New
York New Media Association and the American Adwarg Federation. The fact that
DoubleClick was an active member of the organireatimentioned above brings trust to the

company, and clarifies DoubleClick intensions.

The Abacus Online portion of the Abacus alliancé @mable consumers on the internet to
receive advertising messages tailored to theirviddal interests. As with all DoubleClick

products and services, Abacus Online is fully cottedito offering online

consumer information about the collection of datag use of personal information about
them, and also give the user a choice to parteipatnot. Abacus Online will maintain a
database consisting of personally-identifiable infation about those Internet users who
have received notice / accepted that their persorfarmation will be used for online

marketing purposes, and associated with informaabout them available from other

3



INF651, HTO6 Case report D
Erik Forsberg, Shlomo Franko, Martin Aichholz

sources, and who have been offered the choiceonaceive these tailored messages. The
notice and opportunity to choose will appear onséhdNVeb sites that contribute user
information to the Abacus Alliance, usually whem tser is given the opportunity to provide

personally identifiable information (e.g., on aussgistration page, or on an order form).

Strict efforts should be made to ensure that &irmation in the Abacus Online database is
collected in a manner that gives users clear naticd choice. Personally-identifiable
information will not be sold or disclosed to anyroteant, advertiser or Web publisher. Over
all it's our conclusion that DoubleClick really meskan effort trying to satisfy its customers
and the users of their customers Web sites. Dolible@y to clarify their intensions with
the gathered data and they way they collect thia.d#s our opinion as a member of the

FTC that we should stop inquiring against the waylileClick engage business.
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Erik Wallin, CEO of CITY Conversity identified inpsingtime 2006 the new Microsoft
Office Sharepoint Server 2007 (MOSS) for using tmal’ working situation with new
features for eLearning that can be added on tostfievare architecture . Therefore they
established a formal partnership with Microsoft 8emin order to learn more about the new
technology. A formal business unit was createdxgage further a business model for how

to exploit the new technology in some of the prtgebat the company was involved in.

Q1. Make a suggestion of how LearnActs can estaliisand maintain a distinctive
strategic positioning on the European elLearning maket?

To maintain a unique strategic position on the ehieg market, LearnActs should sustain
the following subjects:

Content — LearnActs should develop elLearning pmogran partnership with various
universities which provide degree based programsa feariety of universities profession. A
wide collaboration connecting the education provaed the authoring club is a key matter
to achieve programs that ensemble with trends hallemge around these days education.
Certification — various certifications such as lfipancial and continuing- education

programs are some of the key driver of eLearniggire.

According to Tom Barron (2002), alliances have asglian added degree of signification
for the reason that it’s providing a various eL@agrcompetence. Moreover considering that
consumer judge elLearning vendors by the quality raundber of alliances, it is significant

that LearnActs should focus on vendor- integralicairace (offensive alliance).

Understand your learner’s culture — the concepheftypically student is rapidly changing;

therefore LearnActs should adopt the learner’s atioical requirements and forces. The

evaluation institute is a right trajectory to asl@einderstanding of the learner’s culture.
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Q2. What are the advantages and disadvantages of ing Microsoft's software in

comparison with Open Source as the basic ICT archecture for LearnActs?

One thing that many authors put forward when it esito open source is the fast respond the
developers often take to demands from the markastomers. This because the development
model they are using, models that differs from n®dsed by many commercial software
vendors, which are using a sequential waterfall ef®odAchtenhagen et al.,, 2002).
According to the case the Evaluation phase it'®ry important phase in their way of doing
business, so the system that the organisationtgutust into must be able to handle new
demands from the end users. It could be demand®wftechnologies, better support for
handheld devices etcetera. According to Achtenhageral. (2002) Microsoft uses a
development model with many similarities to the £oéten used in the open source world.
Microsoft’'s underlying idea is that features caraldded or modified during the development
cycle, and thru that get the ability to quickly pead to marked demands. open source
community have one thing that Microsoft does noteha quicker and very open feedback
process, the users in the community report bugssagdestions of change, speeding up the

development process.

Microsoft's software

Advantages Disadvantages

Extended Services Expensive products & license fees

A solid framework and architectureBigger threat to virus attacks, hacking
application base, in this case Sharepoint
and .Net.

Many software companies could develddo access to source code, they have to
add-ins and new functions to Sharepointiély on the capabilities of Microsoft
needed. products and can't modify the basic
function of the platform.

One provider probably easier integratiobocked to one provider of the main
and a wide product portfolio that could psystem.
integrated with SharePoint. Such gas,
Rights Management and other
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Communication and Collaboration

Services.

Just what they wanted. Not only
accepted and wanted technologi
platform but the Microsoft propos
seemed well supported on the Lisb
meeting. Due to that fact a motivati
factor and more likely to success.

&lot platform independent
cal

al
on
o]g

Well supported functionality for handhe|
devices.

Id

Open source

Advantages

Disadvantages

Choice to change the source code and
that maybe develop more specializ
applications.

thru
ed

An evolutionary further development
the product

pEnd-customer needs are of low interest

Quicker & open feedback process

Not a big compaalyinad to back up
uncertainty of the future

Many software companies could deve
tools and new functionality to the ma
system.

dm some customers view, it could
imegarded as a “cheap” solution, compar
get attracted to products from mark
leaders.

Could be platform independent

pe

ies
et
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Q3. One question on an issue of strategic relevanadere the answer could make a big

difference for the further development of LearnActsand its business model!

Most of eLearning provider’s this days, essentiasibess model is hosting of eLearning
software by vendors or third- party service firmhal raises the following matter about

LearnActs upcoming business model.

How close should the business model be adaptecht@&ducation Application Service
provider model? And if so, how should they integrat the service consumers in the
evaluation phase? According to the Scandinaviamacbf systems development the end

users is one of the most important stakeholdecemputer software.



