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Agenda

Hva handler INF3290 om?
Hvorfor gjar vi som vi gjar | dette kurset?
Telenor

Webbutikker som et eksempel pa store og
komplekse IT-systemer
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e Hva handler INF3290 om?
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System

Development  Specification driven

Architecture Monolithic

Governance Single
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Stand-alone
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System

Development  Specification driven

Architecture Monolithic

Governance Single

.

Stand-alone

Infrastructure

Global Infrastructure

Evolutionary

Generic

Integrated

Adaptive

Multiple

Open and interconnected

Global

Multi-level and nested
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Hva ser man | naeringslivet og i offentlig
sektor etter hos en nyutdannet student?
(Hvorfor gjar vi som vi gj@r | dette kurset?)

Metodiske ferdigheter

Evnene til & administrere og koordinere oppgaver
Formidlingsevne, skriftlig og muntlig

Analytiske ferdigheter

Evne til & benytte sin kunnskap pa nye omrader
Evne til & arbeide under press
Formidlingsevne, skriftlig og muntlig

Evne til 3 tilegne seg ny kunnskap

Evne til & samarbeide

Evne til & tenke selvstendig og kritisk

Faglig og teoretisk kunnskap
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Fasit

Figur 5.8: Ulike kvalifikasjoners viktighet for ansettelse — alle arbeidsgivere,

(grennomsnitt pd skala fra 1 til 5)

Evne til 3 samarbeide

Evne til 3 tileane seg ny kunnskap

Evne til 3 tenke sehlstendig og kritisk
Formidlingsevne, skriftlig og muntlig

Evne til 3 benytte sin kunnskap pd nye omrider
Evne til 3 knytte kontakter og bygge relasjoner
Faglig og tecretisk kunnskap

Analytiske ferdigheter

Evne til 3 arbeide under prass

Metodiske ferdighetar
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e Telenor



http://www.telenor.com/
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Webshops

e Sales of products or services over the
Internet

A sales channel for businesses

— Businesses can reach their customers online
» A tool for those working with this channel

— Customers can shop online from anywhere
at anytime

 Example: ElIkj@p

10


http://www.elkjop.no/
http://www.elkjop.no/
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Webshops in a Telco

System
Information Infrastructure
e Global Information Infrastructure

» Different examples

11
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Webshops as a System

Stand-alone

Mutti-level and nested

12
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Webshops "
« “Anyone” can set up their own ...
webshop
e Simply just a shopping cart S
o Software widely available: e — :

— Mature COTS platforms

— Open source platforms (e.g.
Mangeto)

— Software as a Service (e.g. PJ
Media)

- D.ILY

13


http://www.webappers.com/2010/07/09/15-best-free-open-source-ecommerce-platforms/
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Example: Telco webshop in CEE

e Launched their webshop very quickly

* In-house developed solution based on Internal
resources + consultants

o Key features
+ Project implemented very fast
+ Cheap
— Hard coded (lack of flexibility)
— Total manual back office — no IT integration
— Does not scale

Webshop front end

T — S T—
Middleware

14
Back-office systems
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Example: Telco webshop in CEE

Strengths

Short time-to-market
Control
LOw-Cost

Weaknesses

Requires manual or double
work, e.g. populating
product database and
fulfilling orders

No information available
about online transactions in
other channels — no
coherent user experience

Stand-alone implies no
payment solutions,
personalization etc.

15
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Webshops as a System - summary

e Quick and dirty

e Customers will compare with other webshops —
disappointing
« Marketing organization working with the webshop

are frustrated and need to do substantial manual
work

« Possibilities and expectations are different today

— Anyone can develop similar solution

— Potential competitive advantage in linking webshops and
physical shops

Stand-alone

16
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Webshops as Infrastructure

Stand-alone

Mutti-level and nested

17
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Webshops and complexity (Il
perspective)

 \What is invisible for some is the
work/challenge/problem of others’

e Systems are interconnected and never built
from scratch (installed base)

 Interconnection is needed for efficiency:
coordination, information sharing and serving
user expectations

— User experience
— Sales optimization

18
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Typical Telco webshop requirements

1. Basics — compared to other industries

2. Personalized offers and individual prices

— Identifying users on web, smartphones and pads
— Online lookups on the value of the customer, product portfolio and buying behaviour

3. Tightly integrated, for example myPages and the webshop,
and with customer database

4. Multi-channel: e.g. buy online, pick-up in store

5. Flexible: fast and reasonable to change functionality, business
users must be able to change the user interface them selves

19
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Cross-channel is a key challenge

Web

Marketing
Collateral

Contact Center

Email

Social

Mobile

In-Store

Product
Inf Re:;c::‘mt:lt'l:ed Buy Follow on
Purchase
Browse
Offer

Call for
Accessory
Information

Email

Confirmation Review

& Like

Check Reviews

Save to
Wishlist

In-Store
Competitive Price In-Store
Comparison Demo

Pickup

- —

20
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Buying telecom products and services is a cross channel journey

Goes online and check,
phones, prices, reviews,
tests. Pick his cholos
and saves a basket.
Decides to check it out
in the store

Customer shares
his newest
maohbile phone
with his friends

Enter the store. Asks thel Gae & mail with arder
agent to bring up his confirmation delivery
basket, Touch and feel | 400 o0y tracking code.

the phone. Decides to | The e.mail also offers
order onling due to

lower prices.

* Buying a mobile phone

Searches for “in
the mobile browser, gets
overview over the nearest
shop and uses the store
locator connected o &
GPS to find the way

Customer retums
home, logs in to his
basket, chooses the
phione he want and
goes o check-out

The customer can also
log in to My pages to
see the order and he
can change the
subcription

6 7% research on the smart phone and then buy in store

} 23% research on smart phone, visit store to check out product and
— the return home to purchase online

@ 549% research online and then buy in store
FEEE

5% only, research in store and then buy online

Google: The Mobile Movement Study OTC Media, April 2011 21

Base: Have used Smartphone to help shop or purchase in some way
Caggemini Study on shopping behaviour in Nordics (2010)
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How these needs can be served

22
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Platform functionality (example)

Many Helpful OOTB Functionalities

Generate reach

search engine optimized, product feeds,
landing pdges,afﬂllale partner, mobile

Internationalization

multi byte, region specific formats
and rules, localization tools

v
Integration E (@

business api, standard adaptors (erp,
crm, oms, suche, payment)

- Increase sales
d coupons, vouchers, bonus points, rule
editor, campaign management

i

A
w Order handling

m Store finder, sales configurator, banf,
o aci, shipping configuration

Reporting and analytics

server management console,
customer information center

Product Content Management
mdrm, mam, print, web2print,
vorschau, workflows, crass media

Order processing
order routing, order splitting, supplier
integration, tracking

% !Custromer service

call center, chat, co-browsing,
[— inbound and cutbound, advisory
Management tools
dashboards, role and access
privileges, web based

Content Management
page managerment, auto scheduling, ‘-’
personalization, content sharing

1(

23
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Platform integration (example)

Contact Mobile
Web Center In-Store || Catalog Device

¢S e L Ly LS

ATG Product Suite

ATG Commerce

ATG Herchandising ATG Search

Merchandising and Search and
Searchandising Searchandising

ATG Commerce Sve., Cir, ATG Self-Service

Integrated Web-based Customer
Customer Service Self Service

n
c
S
=
2
3
e

ATG Customer In‘leIIiEence

Business and
Customer Analytics

ATG Adaptive ATG Content
ATG Commerce Scenario Engine Administration

Shopping Cart Personalization Content
and Catalog Engine Management

Email Social

< SIS

Oracle ATG

Optimization

Services

ATG
Click to Chat

ATG
Click to Call

ATG
Email Response

ATG
Recommendations

VoI N | N N | N NS
CRM BI ERP SCM ||Marketing|| ~S2I

24
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1. Webshop

- customer interface
- admin interface
- busines rules

Telco.yx
Open Pages

2.Logistics MyPages Webshop

- procurement/
warehousing

©

Business rules

Frontend Frontend

3. After Sales

. Business rules
- repairs

4. Customer

care

- handsets
Telco interface

5. MyPages
- login, no connection to
the webshop

Back office systems
Midleware and backend

From Partner 1 Telco

Example : Telco webshop in Nordics

Customer
care

Call
center

@Logistics @

Partner 2
* Proc. hardware

* Warehousing Custo
« Distribution mer
care
After Sale
Partner 3
Repairs

25



UiO ¢ Department of Informatics

University of Oslo
Telco.yx Customer
Open Pages care
Call
v center
Webshop
Frontend
Business rules
Logistics
Partner 2
e Proc. hardware
. \[/)\{argtk)logsing Custo
© Istribution
Telco interface mer
care
Back office systems After Sale
Midleware and Partner 3

backend Repairs

Lack basic functionality
Nothing for free

Long time to functionality, frequent
delays

High cost of development
Home-made solution

Partner 1 has limited competency,
consultants doing the job

Lack of transparency

Telco do not control the customer
journey

Telco lack competence on the
solution, hampering business
development

26
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1. Logistics and after sales is workin
Telco.yx Customer fing 9
care
Open Pages 2. Paying too much for this compared
Call to competitors
| center
Webshop

Frontend

Business rules

Logistics
Partner 2
* Proc. hardware
S » Warehousing custo
 Distribution
Telco interface mer
care

Back office systems After Sale
Midleware and Partner 3
backend Repairs

27
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Telco.yx
Open Pages

Webshop

Frontend

Business rules

Telco interface

Back office systems
Midleware and
backend

1. Customer has to be transferred from

Customer Tel b T oving:
care elco to Partner, implying:
. Bad user experience
Call . Telco do not control user
center experience
. Cannot measure user
experience
Logistics
Partner 2
* Proc. hardware
» Warehousing Custo
* Distribution mer
care
After Sale
Partner 3
Repairs

28
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Presentation

Infrastructume

-.____\_P_'_‘_,_,. o

Applications

e

eCommerce

Order managoment
Application :
sorver
Database(s) ol :
Middieware Search engine

Web analytics
Metwork and reporting
Operating Customer service/ call \
sy slom center

Others (e.g.. tax,
Hardware e

'ﬂ‘nh application lﬂ:hitndum Dnnnrkilinn

s ,___. e S e S

ue.ngm manage Web
content efficiently

Vahicle to integrate and display itemy
SKUs, imespective of source

Euppmm company’s fransaction neads
{e.g;, shopping cart/checkout)

Wmmma&mﬁmmm

Gapma:ty io caplure, routs, m'ndpfmm
" S Ors e e oMt E-rral -

En.apua inbound and outbound (e.g.. E-
maif) marketing

Am customars to efficiently find
pmq.lt:tl'inlm'maﬁm

Frmrdns capabilities 1o analyze purchase
mmm activity, and optimize the
site mwrcingir

Challenge: Stack of different technologies

Technology stack

FatW;re

SOFTWARE

|

g

atg'

= ‘Yantra

SIEBEL o0

SIEBEL.

4@. (decidad)
ENDECA

LS Web analytics)

- Elﬂilﬂssﬂbiﬂﬂs (reporting)
NETEZZ4 (08)

Application for customer service associates SIEBEI— -, athl

io view cusiomer information/history and
rnsnhra IS5UDS

"Beliind the scenes™ capabiliies 1o ensure
eCommerce activities are robust

=  Vanous senicos
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Challenge: Multiple integration points

Business Support Systems (BSS)

CRM (Customer Relationship .
Management) .

Warehouse (ERP) for inventory
management and fulfillment .

Recommendation engine for .
personalized product/plan
recommendations

Product catalogue
Analytics
Business Intelligence

External systems

Number portability database

Logistic/ Shipping providers for
delivery

Payment providers
Address validation
Credit check
Geo-location

According to vendors, integration accounts for 80% of the costs

30



UiO ¢ Department of Informatics
University of Oslo

Functional architecture (example)

Channsts and Dices
i 4

Fre-Oviias
1.0 Channel Integration

1.01 Broswsar 1'Dp2ma = 1.03 Croas-Channe I:LD? CRMEI&B 1.05 Handhald 1.07 Kiask 1.I]E-Sl:.'.\il1l of R
Cvdar Visibilty Slomes Dereicg Support Suppert =
Support Intagration Indsgralian
2,0 Marketing 3,0 Merchandising 4.0 Customer Browse and Order Entry
S0 Camps T T K
|2U'I Brand Mgt | l “n“ﬂﬂﬂ‘l Assartmant Damsand 4,01 Site 404
Planning Agmi Pt Mavigatian Help
2003 Custormar .0 Layaky 306 307 Cusiomer
Sagmentalion oA Parsanalzabion Esparience 4 5 Deder Capilurs 4 08 Secrur & Prafle Mgmi
2.056 Online ?_ﬂB:Targﬁnd .08 Contert & Catal 208 Services Mgm 4061 A06.F
| Marketing | | Managemens = T T | 4.06.1 Bopping Car | | RAegiseation | | Personal space
2I:Ir Ermall - uu m'f"" %w"' L0532 4053 4.06.3 Acoount & Profie
E=a a = |
2 00 Perlal 18 Cam ‘ 407 Cuslomer Ratings 411 Grtrg
Inlgratian & . & Feviran i
Placemer Shopping 310 Product Data Mmt T0% Uaor ANAGH | 401260 Cand
= 1% Saach Cellaboration & SR Feaswemerd
2.11 Pakl Search Engria | Communby | | ArsGn oy |
Dptimizatian am
5.0 Order | Reservalions Imternationalization G"‘ 491 8 Vs List (:ha”en e.
Management -
.10 Accassibiby |
51T In Saane .
4| Pemmd || thin or fat
| Rahen mise 7.0 Customer Support
—m—w — LA Order | Post-Order ’?
Malniananca 6.0 Fulfillment 8.0 Analytics | Reportl b h
ey |[[eoF yic Roporing webshop*

5.05 (ﬂw 5.06 Sowrcing & & Ship §.02 Chack-in
Cancaliaion Riawiing Mgmt =
[

e || 508 Preoue | | 05 Forscssted || oo

4.04 Fulfilmare
Analylics

B.05

509 Tans Duty || =1 Tement] Trarspertation | | &% 81E0S0

Callection Pm;:;j Mg

5\.1251191;:. 07 Imeeniory | B 0 Fieduims

1 Mgt Pracassing

511 Fraud Mgmt | sandng Gaic i
| 5.0 Orop Ship & Wendor Mot
513 Rahans Reguest
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Challenge: What about Customer and Product Data
Mastering?

« eCommerce data - relevant only for Online
— E.g. 3D images and browsing behavior

e Other data

— Relevant for multiple (all) channels such as eCommerce, call-centers
and retail shops

— Global data must be cached for eCommerce channel to avoid latency
— What happens if systems with masters are out of operation?

* Product mastering Example:

eCommerce Master Partial eCommerce Outside eCommerce
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Webshops as Infrastructure - Summary

 Webshops are complex
— A range of integration point
— A range of different systems
— Value networks with partners
— Architecture is important

aaaaaaaaaaa
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Webshops as Global
Infrastructure

34



UiO ¢ Department of Informatics
University of Oslo

eCommerce status in Telco Group

e 11 different Business Units run autonomous to a
large extent

o 11 different webshop platforms
— To a large extent homegrown

— Limited functionality for users, lack of cross-channel
integration, partially manual and inflexible for admin users

* Integrated (partially) with 11 different BSS stacks

 No standard Enterprise Service Bus (ESB), if an
ESB at all

35
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Telco Group Strategy: from local initiatives
to industrialization

» Create top-line growth through being preferred by customers
(customer centricity)

* Be a highly cost efficient operator (operational efficiency)

* Operationalized through industrialization/transformation
— Reduction of complexity and standardization of products
— Best practice sharing of processes, technology and platforms

— Cross border standardization efforts in order to increasingly benefit
from economies of scale and replication of best practices

« eCommerce industrialization requires global initiatives
— Standardization on platforms
— Global/regional operating and governance models
— Coordination with other global initiatives

36
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Challenge 1: Level of s | VS
standardization (and architecture)

e Mature and immature markets

Different transaction volumes
Different buying behavior (PC penetration, credit cards etc.)

Prepaid mobile for consumer VS. prepaid/postpaid,
mobile/fixed/TV for consumer/business

Sales or service focus
Hunting or farming focus
Varying investment horizons

 Mature and immature operations
— Greenfield or brownfield (in general and eCommerce)
— Thin or Fat

37
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Challenge 2:
Standardization (and customization)

« Standards are the basic for economy of scale
— Common sourcing of platforms (discounts depending on #licenses)
— Coordination of integration (80% is integration)

COTS is never OOTB — customization is needed

The balance between local and global
— Business Units will (at least on short term) seek to maximize local flexibility

— Telco Group will seek to minimize local flexibility and maximizing the core for
synergies and sustainability

Assuring buy-in from the operations (live with COTYS)

Customization Customization Where to locate functionality?

Telco layer

Local Layer Customization

Telco layer

Standard Layer Standard across operations

Core Platform Out-of-the box

38
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Challenge 3: Global/regional Operation and
Governance models

How to keep the standard?

= Standardize platforms

= Architecture and roadmap

= Own and maintain Global
Frame Agreements

Operations

* Implement and own local solution

» Localization and day-to-day operation

= Own and maintain Local Service Delivery
and Maintenance Agreements

¥

= Solution Development and maintenance
= Deliver according to agreed SLAs

39
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Challenge 4: Coordination with other global
Initatives
« Key to become an industrialization project

— To get resources

— But requires a strong business case, buy-in from
business units and coordination with other initiatives

»
»

eCommerce project >
Digital Content Shop - Integration
- Sales of digital content - Architecture
- Digital rights management
Regional Harmonization - Competing regional initiative
- Harmonizing different initiatives in Asia - U_se_ same vendor
- eCommerce initiative, based on implementation - Timing
Group Operating Models - e_Co_mmerce as pilot
- Common operation model and governance structure - Timing
- Establishment of Shared Service Centers

- eCommerce as pilot
- Timing
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Webshops as Global Infrastructure -
Summary

« Key challenges
— How much to standardize?
— How much to put in global layer?
— How to govern?
— How to relate to other projects?

41
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From System to Global Infrastructure:
webshops in a

System

Telco Group

Infrastructure

Global Infrastructure

Development

- Implementation based on
local need for functionality
- Customization where
needed

- Adapt to other components,
flexibility for change
- Integration work (80%)

- COTS with layer easy to localize
- Start in one operation, reuse in
others

Architecture

- Fat

- Monolithic

- Internal mastering for
product catalogue etc.

- Thin

- Limit customization

- External mastering

- Aligned functionally with
other components

- Pragmatic COTS

- Limit customization

- Adhere to group architecture
- Global mastering (?)

Governance

- Local operation
- Local governance
- Local investment

O

Stand-alone

- Local operation

- Locally distributed
governance

- Local investment

5.

Open and interconnected

- Operate from shared service
center

- Deal with local changes globally
- Global, regional or local
investments

42

Mutti-level and nested
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