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Part One:  (30 minutes)

 Introducing The Extended Demand Chain

 Key trends impacting the Extended Demand Chain

 Best Practices and Processes

 Case Studies

Part Two (30 minutes)

 WebSphere Commerce -- Solving your Business Challenges

 Customer best practices and case studies

Part Three (30 minutes)

 XXXXX Information on Business Partner Services and Successes

 Next steps

Slide 3 - Objectives

By the end of today's seminar you will know the following about IBM's WebSphere 

 To provide an overview of the WebSphere Software Story and Reach and User Experience

 To establish thought leadership and relevance to the retail customer's situation by identifying key trends, business challenges, and capabilities that WebSphere Commerce brings to the table

 To drill down on key online commerce business process areas to highlight challenges to retailers today by providing relevant customer examples and scenarios

 To help you understand why you should chose "insert Business Partner Name" and IBM as your technology partner 

 And how we can perform an assessment of your business to determine how WebSphere Commerce B2B can work for you

Slide 4 - The IBM WebSphere Software Story

 This is the WebSphere Story and how the Pyramid provides  depicts the ability to achieve various requirements customers are demanding.  This is a very high-level view of the WebSphere Brand.

 Three aspects tie WebSphere the broadest and deepest platform together

 Reach and User Experience - helps build customer loyalty via a more personalized Web experience, and creating more effective commerce interactions. Companies can build portals to allow users, partners and employees readily find what they need in a highly interactive/personal way. With wireless access, businesses can reach new markets through WebSphere pervasive voice and transaction offerings. 

 Business process Management - allows companies to run their business the way they want to, innovating new processes dynamically, connecting at will to suppliers an customers - treating them as individuals. Cycle-time and costs for rapid ROI are reduced because IT systems adjust to the speed of their business ideas and business people are put in control of value-chain processes. 

 WebSphere Foundation and Tools - prepare existing applications for e-business, integrating them into automated, connected processes. For new innovative processes, WebSphere's productivity-enhancing tools let businesses exploit the latest technologies such as Web services. To power e-business, WebSphere has the fastest and most scalable e-business server of any platform. 

 IBM leads the industry in open-standards adoption - giving the highest level of interoperability and flexibility to WebSphere e-business

Slide 5 - Sell-Side Business Models

Regardless of what line of business you are in, your business most likely sells through one, or a mix of the following business models.  B2C, B2B Direct, or indirectly through channel networks:

 B2C or Consumer Direct which includes your traditional brick and mortar and online retailers.  This model includes all B2C selling relationships including manufacturers, distributors, resellers, and catalogers that sell directly to end-consumers.

 B2B Direct  includes all B2B sales in which a company sells directly to another business.  In this model, the business is the end purchaser and takes ownership of the inventory with the intention of ultimate consumption, OEM, or use.

 B2B Indirect  includes scenarios where companies sell to, sell  through and with channel partners

 Selling  to Channels includes any distributor relationship where the Channel partner takes possession of the goods and resells them 

 Sell Through Channels is a collaborative relationship where the manufacturer sells through partner networks, distributor agents, brokers, etc.  .

Slide 6 - The Extended Demand Chain

Today's successful enterprises don't sell through just one channel or business model; insteady, they often leverage a complex network of resellers, distributors, and channel partners while simultanesoulsy selling directly to their customers.  We call these combined routes to market the Extended Demand Chain.  

The extended demand chain includes all direct and indirect channels through which an enterprise sells including:

 Indirect Sales Channels: Distributors, agents and brokers, resellers, retailers, discounters
Integrated Logistics Partners: Jobbers and middlemen, Shipping and transportation partners,etc.

 Direct Channels: B2B and B2C (Product end-users), OEM relationships

Effectively leveraging your extended demand chain is critical to your success...  it is therefore important to consider this employ a holistic view when planning your eCommerce strategy.

This seminar will specifically focus on this holistic view and how to optimize channel relationships

Slide 7 - Trends Impacting the Extended Demand Chain

Before we get started, it is important to quickly review some of the key trends impacting companies that sell through indirect sales channels and the specific trends that IBM is helping customers like yourself solve every day. 

One of the most notable trends across all industries has been the redefinition of the partner relationship and an increased reliance on sales partners.  In the mid-to-late 1990s, many manufacturers believed they could lower their cost of sales and increase profits by going directly to customers on the Internet. The theory seemed sound; but, in practice, manufacturers quickly discovered that they were not in a position to fulfill orders and provide quality after-market service. This caused manufacturers to refocus their Internet strategies toward reinvesting in partner relationships.

This new focus has two important implications:

Regardless of the solution you ultimately choose, it is critical to deploy a solution capable of handling both direct and indirect channels.

Focus on adding real business value to your partners and effectively leveraging them... (a channel is only as good as its ability to generate revenue and successfully sell your products).

As you begin to work more effectively with your channel partners it is important to enhance their productivity.  We are now in the third wave of e-Commerce (first being brochureware, and the second was fundamental order capture).. so it is critical to deliver value added processes support to accommodate real business situations such as returns, RFQs, and other business exceptions.

The implication here is to deliver a solution with extensive out of box process support that is built for integration.

The third, and clearly the most notable trend of the past 12-18 months has been the economic slowdown.  The fall of the dot.com's and a string of catalysts including the events of September 11th have slowed business velocity, placing an emphasis on expense reduction, cost controls, and doing more with less.  In response manufacturers and distributors are focused on reducing the cost of doing business. Large reductions in force remove costly human-capital expenses, but they leave the organization with the challenge of doing more with less.  To overcome this challenge, distributors and manufacturers will tighten relationships with demand channel partners, streamline processes, and make investments in technology that demonstrate cost savings. 

The main business implication here is that is important to extend and automate processes to your trading partners.  Internal systems and process were not designed for external use by a range of channel partners,.. you therefore need to focus on effectively externalizing processes and leveraging the headcount that resides outside the 4 walls of the enterprise.  

A recent study by Gartner further supports that "Through 2004, expense reduction will be the primary business challenge for manufacturers and distributors" 

Finally, Customer Power continues to grow as free-flowing information improves and geographical boundaries are eliminated.  The new customer expects more including higher service levels, better access to information.

Thus, you will have to help your channels deliver higher end-customer value, and also ensure that your market facing stance is customer and partner friendly.

These are just some of the trends that IBM is helping our customers respond to -- in the next few slides we will examine how WebSphere Commerce has helped our customers overcome these and many other challenges.

Slide 8 - What the Analysts are Saying... 

A December 2001, a Gartner PRM survey encompassing 1,000

enterprises worldwide found that the number of customer service applications for supporting demand

partners increased 800 percent from six months before.

Slide 9 - The Challenges of Leveraging Partner Networks

No script Needed - following words on the slide

Slide 10 - The Challenges of Leveraging Partner Networks

No script Needed - following words on the slide

Slide 11 - Optimizing the Extended Demand Chain

Reduced operational costs by automating processes

 Automated order management, 

Enhance Operational Efficiency and Visibility

 Enhance Channel Partner's Productivity

 Improve flow of information and visibility capturing customer data and sharing real-time information, such as price and availability, order status, qualified leads and funds requests with partners.

Strengthen Brand Experience 

 Deliver a high touch,  end to end brand experience resulting in greater customer loyalty, stronger relationships, and higher customer satisfaction

 Customized brand experience

Increase Return on Assets

 Identify, manage, and increase effectiveness of asset utilization 

Extend market reach by leveraging channel partners more effectively

Slide 12 - Managing the Extended Demand Chain:  Key Processes and Best Practice

Successful Channel Management and Demand Chain Initiatives start with comprehensive planning and creation of best practices.  In this section we will outline and review the key processes and steps in required to optimize your extended demand chain.

Slide 13 - Planning and Strategy Assessment

 Proper planning and strategy definition may be the most important step in any successful channel initiative.  Due to the huge implications to resources, brand, revenue, and core business model -- proper planning is critical.

 The first step in the planning process is the partner opportunity analysis.  The most important deliverable from this stage is the opportunity analysis and identification of key business goals and objectives.  You should be able to answer if channel partners will realistically enhance your business position (is your business conducive to a channel strategy? what types of partnerships do I need to forge?).

 Once you have defined that channel partners will indeed enhance your market position, planning begins.  All to often this stage does not receive proper fore thought resulting in inaccurate expense predictions or channel conflict.  The two main deliverables in this stage are the cost structure analysis which allocates a budget and partner requirements document which outlines required skills, expertise, etc.

Slide 14 - Engage Partnes:  Define, Capture, and Manage Relationships

Recruiting, Registration, and Approval

 The process begins when Suppliers execute campaigns to recruit new partners these campaigns may be run via events, direct mail/email, web, or other mediums directing interested applicants to a web registration interface.

 Potential channel partners contact Supplier submitting a partner registration or application form.

 Approval -- If the partner fits the necesary criteria (such as competency, geography, market focus - no channel conflict)they are approved and move to the Business Planning process.

Strategic Business Planning

 Once approved and prior to contract creation, the Channel Manager and Partner work together to strategically align and create a joint business plan.

 Identification of core strategies and competencies that each business partner can leverage.  This will often include identification of market expertise and focus, segmentation and engagement strengths.  

 Identify Partnership Objectives -- Metrics Creation

 Business Planning - A strategic and tactical business plan is created outlining how each partner will execute their responsibilities and attain strategic objectives.

Contract Negotiation and Capture 
 Once the Business Plan has been created,  a contract is negotiated translating business objectives and goals into terms and conditions of the relationship.

 Generally Channel contracts are binding for one calendar or fiscal year sales period

 Terms and conditions include such items as pricing, discounts, products, anual volume comitments, etc.

 Note that business terms and conditions define all aspects of the relationship AND are also used as the primary metrics for measurement.

Slide 15 - Where the Rubber Hits the Road:  An Overview of Sell-Side Processes

These are the main Sell-Side processes that you will and your channel partners will engage in to succed, this is a brief snapshot because we will extensively examine each of these areas in section two and outline how WebSphere Commerce can help you deploy best practices in each area.

 Effectively market to and with distribution partners.

 Comarketing and Communication

 Assist partners in the sale of complex offerings

 Assisted Selling

 Collaboative Selling

 Simplify the purchasing process

 Demand Chain Automation

 Optimize efficiencly to improve bottom line

 Effectively Service and Support partners to maximize partnership value

 Partner Service

 Training

Slide 16 - Closing the Loop:  Monitoring and Analysis

Finally business intelligence tools may be used to continually monitor and measure the performance of your demand chain relationships.  

Additional Notes

Demand History

Demand Forecast

Customer Orders

On-Hand Inventory

Purchase Orders

Work Orders

Transfer Orders

Planned Orders 

Recommended Shipments

Scheduled Loads

BOM Manager

Account Status

Purchase Order Processing


Installed Product

Inventory Adjustments


Invoice Processing

Inventory Level

Slide 17 - WebSphere Commerce Powers Extended Demand Channels

Lets take a closer look at a few case studies and best practices in channel management and how these companies are leveraging WebSphere Commerce as part of a successful extended demand chain strategy

 Goodyear uses WebSphere Commerce to sell to and service their reseller network of franchised distributors and independent resellers.

 Brady Corporation is a B2B Manufacturer that uses WebSphere Commerce to sell to both Channel partners via their BradyServe Partner Extranet, and also sells directly to businesses through their sister site called "Seton"

 At IBM, we use WebSphere Commerce to power one of the most robust websites in the world selling both Direct and Indirect to B2B and B2C.  Last year, ibm.com did $27 billion USD of revenue on the web - about 30% of IBM's overall revenue.  IBM estimates that today 70% of our customer “touches”,  that is interactions, are done via the ibm.com web site with more than 2 million “hits” a week. That’s the revenue story, the savings story is equally impressive.  In 1998 ibm.com adopted the mission to develop outstanding e-relationships with our customers and to support IBM employees worldwide.  The cost avoidance and standardization results from this strategy delivered $6.2 billion USD in savings to IBM over a four year period.

 Finally Orica, the largest Chemical manufacturer and distributor in Australia and New Zealand uses WebSphere Commerce to sell both it's products and those of other manufacturers to a network of over 5,000 customers and channel partners.

 So lets take a look at the technology that enables this... WebSphere Commerce

Slide 18 - Optimizing Reseller Relationships

Slide 19 - Optimizing Reseller Relationships

Slide 20 - Enhancing Reseller Effectiveness and Integrating Distributors

Slide 21 - Enhancing Reseller Effectiveness and Integrating Distributors

Features

Relationship Management and Process Automation

 Advanced relationship modeling with support for distributor/ reseller-specific tasks

 Distributed process support for order and inventory management 

Collaborative Marketing and Assisted Selling 

 Guided selling and Integrated product configurator a

 Email marketing and personalizatoin

 WebSphere Catalog Management

Integration

 Trading partner integration via XML and ebXML

Hosted Storefronts

 Reseller hosted storefronts with integrated brand experience

 Easy-to-use LOB tooling helps resellers to administer,  manage their own stores

 Leverage advanced analytics to gather end-user information

Slide 22 - Manufacturer and Distributor selling to both customers and channel partners  

Orica Chemicals is both a maufacturer and distributor.  They manufacture chlorine and other chemicals, and distribute those and the products of 200 other manufacturers worldwide to more than 5,000 customers. 

WebSphere Commerce Suite supplies front-end functionality for Orica Chemicals Online, enabling customers to easily and quickly navigate the site and find and order the products they need. The catalog of 4,000 products is searchable by product name, manufacturer, industry and application. Products are listed with links that provide specifications and further information, and customers can set up tailored catalogs with their contract prices built in. The site supports easy reordering and provides delivery status, as well as reports on customers' accounts, including outstanding invoices. Customers can even change their orders if they have not been processed. The site also offers a vehicle for disseminating product information in the form of PDFs. Lotus Notes manages the distributed authoring of these documents and generates the PDFs. 

"We decided to address the competitive threat by Web-enabling our existing business model and providing value-added services for customers, such as realtime information about accounts, contract pricing and order status. We also wanted to take advantage of the Web to provide up-to-date product information--when and how customers wanted it."

In 1999, executive-committee members of Melbourne, Australia-based Orica Limited toured several high-tech firms in California's Silicon Valley to see how companies were enabling themselves with the latest e-business technology. At stake was their company, the largest brick-and-mortar chemicals provider in Australia, New Zealand and Indonesia. A division of Orica Limited, Orica Chemicals manufactures chlorine and other chemicals, and distributes those and the products of 200 other manufacturers worldwide to more than 5,000 customers. Chemicals exchanges had emerged to threaten the position of traditional middlemen such as Orica Chemicals, and large chemical producers had redefined their business models to utilize e-business technology. The question was: would it be prudent for Orica Chemicals to continue without e-business capabilities? 

Key Components 

Software 

IBM WebSphere Commerce Suite 

Lotus® Notes®  

Services 

IBM Global Services

"Customers who come to Orica Chemicals Online see the searchable catalog, easy ordering and other functions provided by WebSphere Commerce Suite and are satisfied that we are providing the fastest, best e-business service in Australia."

--Abdul Hussein

The executives returned from their fact-finding trip convinced that the answer was no-they needed to sell their chemicals online. Says Abdul Hussein, group IT and e-business manager for Orica Chemicals, "The threat of disintermediation in our industry is very real. We risked being displaced by other operators with sophisticated e-business technology. Our defense would be to provide the best e-commerce services in the region." Lacking e-business expertise and in-house technical skills to design and implement an e-business architecture, Orica Chemicals decided to engage IBM Global Services to help develop an e-commerce strategy, sell it to internal management teams and turn it into a fully-deployed solution. Comments Hussein, "We liked IBM's ability to draw on a tremendous range of technical resources, and we felt that IBM could support us throughout the entire project."

IBM Global Services helped Orica Chemicals prioritize its objectives and plan how best to take advantage of the opportunities presented by e-business. Says Hussein, "We decided to address the competitive threat by Web-enabling our existing business model and providing value-added services for customers, such as realtime information about accounts, contract pricing and order status. We also wanted to take advantage of the Web to provide up-to-date product information--when and how customers wanted it." At the same time, the company saw an opportunity to reduce the cost of servicing its customers, particularly the 80 percent of the customer base that was responsible for just 20 percent of the sales volume. It was also imperative that the e-commerce site be integrated with the company's SAP sales and distribution modules. 

To retain customers by providing the fastest and most convenient e-commerce services, Orica Chemicals needed a robust, full-function merchant server. Fortunately, its parent company had already made that choice easy by standardizing on IBM WebSphere Commerce Suite, finding that it had the best out-of-the-box functionality at the best price. IBM Global Services designed Orica Chemicals' e-commerce architecture and implemented the B2B solution in seven months, with the assistance of IBM Business Partner Synergy Plus, which specializes in Web-enabling traditional businesses in Australia. 

 "IBM's resources proved to be critical in making the project successful. IBM has been fantastic in bringing the right skill sets to the table." 

--Stephen Hepburn, IT Business Analyst, Orica Chemicals

Orica Chemicals Online now has approximately 600 users who place between 5 and 10 percent of the company's order volume, and the Web site has reduced the cost of servicing these customers by 50 percent. With increased usage over the next few years, the company projects a 100 percent payback within 3 years. Comments Hussein, "The principal benefit we get from Orica Chemicals Online is the edge it gives us against competing e-business services. Customers who come to Orica Chemicals Online see the searchable catalog, easy ordering and other functions provided by WebSphere Commerce Suite and are satisfied that we are providing the fastest, best e-business service in Australia."

Robust, easy-to-use site

WebSphere Commerce Suite supplies front-end functionality for Orica Chemicals Online, enabling customers to easily and quickly navigate the site and find and order the products they need. The catalog of 4,000 products is searchable by product name, manufacturer, industry and application. Products are listed with links that provide specifications and further information, and customers can set up tailored catalogs with their contract prices built in. The site supports easy reordering and provides delivery status, as well as reports on customers' accounts, including outstanding invoices. Customers can even change their orders if they have not been processed. The site also offers a vehicle for disseminating product information in the form of PDFs. Lotus Notes manages the distributed authoring of these documents and generates the PDFs. 

Since most of these functions are populated with data from SAP sales and distribution modules, integration with these systems was essential to the project. Synergy Plus, working with Orica Chemicals' in-house SAP engineers, innovatively met this challenge by wrapping Java(tm) code around SAP Business Connector. 

"IBM's resources proved to be critical in making the project successful," says Orica Chemicals IT Business Analyst Stephen Hepburn. "IBM has been fantastic in bringing the right skill sets to the table. IBM Global Services provided comprehensive support that got the project off the ground, kept it going and brought it to completion."

IBM delivers management support

At the outset of the project, Orica Chemicals management had weathered a two-year SAP implementation and was wary of the investment in the time and resources required to bring about an e-commerce solution. IBM Global Services gave one-day seminars to managers, educating them about e-commerce implementations inside and outside the chemical industry and eliciting their support by gathering their suggestions for efficiencies to be gained using e-commerce. 

To further encourage management buy-in, Orica Chemicals executives proposed rolling out the project in a series of 90-day increments, each with its own deliverables, to reassure management the project was succeeding. Managed by IBM Global Services, the project unfolded with a series of welcome gains, beginning with the order-entry function. "The business managers were eager to see results from this investment in e-commerce," comments Hussein, "and they were very enthusiastic when they saw them." 

As Hussein remarks, the new Orica Chemicals Online site is worth getting excited about. "We had a vision of being the leader in e-commerce, certainly within the chemicals market. I'm delighted to say that we actually did achieve that vision, and we are currently the best online site, with the most comprehensive range of products for chemicals, thanks to IBM and WebSphere Commerce Suite."

Slide 23 - Manufacturer and Distributor selling to both customers and channel partners

Features

Relationship Management and Process Automation

Business Relationship Mgmt  supports  unique Contracts, Ts & Cs

Advanced Business Processes including order management and account management 

Commerce Integration (SAP Connection)

Service and Support

Line of business account management tools

Self-service and Live-Help

Marketing

Rules-based personalization

Advanced Search

Assisted Selling Enhancements

Content Management
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WebSphere Commerce Suite supplies front-end functionality for Orica Chemicals Online, enabling customers to easily and quickly navigate the site and find and order the products they need. The catalog of 4,000 products is searchable by product name, manufacturer, industry and application. Products are listed with links that provide specifications and further information, and customers can set up tailored catalogs with their contract prices built in. The site supports easy reordering and provides delivery status, as well as reports on customers' accounts, including outstanding invoices. Customers can even change their orders if they have not been processed. The site also offers a vehicle for disseminating product information in the form of PDFs. Lotus Notes manages the distributed authoring of these documents and generates the PDFs. 
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In 1999, executive-committee members of Melbourne, Australia-based Orica Limited toured several high-tech firms in California's Silicon Valley to see how companies were enabling themselves with the latest e-business technology. At stake was their company, the largest brick-and-mortar chemicals provider in Australia, New Zealand and Indonesia. A division of Orica Limited, Orica Chemicals manufactures chlorine and other chemicals, and distributes those and the products of 200 other manufacturers worldwide to more than 5,000 customers. Chemicals exchanges had emerged to threaten the position of traditional middlemen such as Orica Chemicals, and large chemical producers had redefined their business models to utilize e-business technology. The question was: would it be prudent for Orica Chemicals to continue without e-business capabilities? 

Key Components 

Software 

IBM WebSphere Commerce Suite 

Lotus® Notes®  

Services 

IBM Global Services

"Customers who come to Orica Chemicals Online see the searchable catalog, easy ordering and other functions provided by WebSphere Commerce Suite and are satisfied that we are providing the fastest, best e-business service in Australia."

--Abdul Hussein

The executives returned from their fact-finding trip convinced that the answer was no-they needed to sell their chemicals online. Says Abdul Hussein, group IT and e-business manager for Orica Chemicals, "The threat of disintermediation in our industry is very real. We risked being displaced by other operators with sophisticated e-business technology. Our defense would be to provide the best e-commerce services in the region." Lacking e-business expertise and in-house technical skills to design and implement an e-business architecture, Orica Chemicals decided to engage IBM Global Services to help develop an e-commerce strategy, sell it to internal management teams and turn it into a fully-deployed solution. Comments Hussein, "We liked IBM's ability to draw on a tremendous range of technical resources, and we felt that IBM could support us throughout the entire project."

IBM Global Services helped Orica Chemicals prioritize its objectives and plan how best to take advantage of the opportunities presented by e-business. Says Hussein, "We decided to address the competitive threat by Web-enabling our existing business model and providing value-added services for customers, such as realtime information about accounts, contract pricing and order status. We also wanted to take advantage of the Web to provide up-to-date product information--when and how customers wanted it." At the same time, the company saw an opportunity to reduce the cost of servicing its customers, particularly the 80 percent of the customer base that was responsible for just 20 percent of the sales volume. It was also imperative that the e-commerce site be integrated with the company's SAP sales and distribution modules. 

To retain customers by providing the fastest and most convenient e-commerce services, Orica Chemicals needed a robust, full-function merchant server. Fortunately, its parent company had already made that choice easy by standardizing on IBM WebSphere Commerce Suite, finding that it had the best out-of-the-box functionality at the best price. IBM Global Services designed Orica Chemicals' e-commerce architecture and implemented the B2B solution in seven months, with the assistance of IBM Business Partner Synergy Plus, which specializes in Web-enabling traditional businesses in Australia. 

 "IBM's resources proved to be critical in making the project successful. IBM has been fantastic in bringing the right skill sets to the table." 

--Stephen Hepburn, IT Business Analyst, Orica Chemicals

Orica Chemicals Online now has approximately 600 users who place between 5 and 10 percent of the company's order volume, and the Web site has reduced the cost of servicing these customers by 50 percent. With increased usage over the next few years, the company projects a 100 percent payback within 3 years. Comments Hussein, "The principal benefit we get from Orica Chemicals Online is the edge it gives us against competing e-business services. Customers who come to Orica Chemicals Online see the searchable catalog, easy ordering and other functions provided by WebSphere Commerce Suite and are satisfied that we are providing the fastest, best e-business service in Australia."

Robust, easy-to-use site

WebSphere Commerce Suite supplies front-end functionality for Orica Chemicals Online, enabling customers to easily and quickly navigate the site and find and order the products they need. The catalog of 4,000 products is searchable by product name, manufacturer, industry and application. Products are listed with links that provide specifications and further information, and customers can set up tailored catalogs with their contract prices built in. The site supports easy reordering and provides delivery status, as well as reports on customers' accounts, including outstanding invoices. Customers can even change their orders if they have not been processed. The site also offers a vehicle for disseminating product information in the form of PDFs. Lotus Notes manages the distributed authoring of these documents and generates the PDFs. 

Since most of these functions are populated with data from SAP sales and distribution modules, integration with these systems was essential to the project. Synergy Plus, working with Orica Chemicals' in-house SAP engineers, innovatively met this challenge by wrapping Java(tm) code around SAP Business Connector. 

"IBM's resources proved to be critical in making the project successful," says Orica Chemicals IT Business Analyst Stephen Hepburn. "IBM has been fantastic in bringing the right skill sets to the table. IBM Global Services provided comprehensive support that got the project off the ground, kept it going and brought it to completion."

IBM delivers management support

At the outset of the project, Orica Chemicals management had weathered a two-year SAP implementation and was wary of the investment in the time and resources required to bring about an e-commerce solution. IBM Global Services gave one-day seminars to managers, educating them about e-commerce implementations inside and outside the chemical industry and eliciting their support by gathering their suggestions for efficiencies to be gained using e-commerce. 

To further encourage management buy-in, Orica Chemicals executives proposed rolling out the project in a series of 90-day increments, each with its own deliverables, to reassure management the project was succeeding. Managed by IBM Global Services, the project unfolded with a series of welcome gains, beginning with the order-entry function. "The business managers were eager to see results from this investment in e-commerce," comments Hussein, "and they were very enthusiastic when they saw them." 
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Slide 24- End of Section 

