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@ Total customer orientation is the main reason for
" the new 'customer pull' model as an addition to the
traditional '‘product push' model

e-business

'Product Push' ‘Customer Pull'
Locations | one up to a few thousand anywhere
Hours fixed anytime
Focu Merchandising products | maximizing the customer's
in-situ convenience
Product price equalized.
Pricl fixed based on value & | Price negotiated at point of
volume of goods delivery, driven by service
value
| segmented, ersonalized, direct,
Marketing 8 P
homogenous groups one-to-one

It's not just an online store, it's an
online service
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@ The power of e-business is the role as enabler
~ and connector for the 'Push/Pull’ coexistence

e-business

Product Push

Product Market Share
Data

Product

Mass Marketing

Hybrid Routes
to Market

Build/Ship to Plan

...... Just in Case

Customer Pull

Customer Wallet Share
Knowledge

Lifestyle

Segment of One

Multiple Channels Mgt.
Integration

Build/Ship to Order

...... Just in Time
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@ The 'Push/Pull’ strategy is enabled by 2 Megatrends
" with technology as a driving force

e-business

Business Focus ltems

> One Stop Shopping

> Product & Life Style
Segmentation

> Multiple Channel
Management

» Transaction oriented
value chain

Technology enabler
~ Web technology
> e-commerce
» Data mining
» GroupWare

Level of Digitalizatio

Physical

(C) IBM CORPORATION 1999



@ The 'Brick & Mortar' Retailer can differentiate
" through Lifestyle Segmentation and Multi-Channel
e-business  \Management to become a 'Click & Mortar' Retailer

Brick Click Click
& & &
Mortar Order Mortar

Customer segment

/ Product assortment
f

Merchandising
Points of sale
Infrastructure

Examples

Physical Online Multi-Channel
Stores Storefronts Retailer

(C) IBM CORPORATION 1999



@ Welcome to the new 'Click & Order’
.. Mega-Brands

e-business

In less than three years, 40%+ U.S. adults recognize:

= America Online (84%)
= Yahoo! (65%)

= Netscape (58%)

= Amazon.com (46%)

= priceline.com (43%)

Source: Opinion Research Corporation International Study commissioned by priceline.com. Total
percentage of U.S. Adult Population of 194 MM.
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Example: 'Click & Order' Aggregator

- Amazon_com--E arth's Biggest Selection - Netzcape

File Edit “iew Go Communicator Help

Wt' Bookmarks A Matsite: [http: /v amazon com//exec/obidos/subst home /home. html/002-5099784-757951 4 j @'What's Related ﬂ

F Y

wf | voun-account | weip | (SELL ITEMS B

WELCOME TOYS & GAMES

OuR
GUARANTEE

ELECTROMICS | e-CARDS | AUCTIONS Z5HOPS

GIFT
SERVICES

COMMUNITY

-~

[aProducts =] Mtancon, a!ngzon.ﬂﬂm

I @ Hello! Shopping at Amazon.com is 100% secure --quaranteed.
Already a custonmer? Sign in.

|

Tharsday, October 7, 1999

Search of the Day: i
Lobster Tharmidor Trv Shopping at Amazon.com

Tricks, treats, and
Bestsellers for a Penny b costurnes for all in our

atephen King, Patricia Cornwrell Dy Dean Ornish. Iost Halloween Boootique,
‘@ publishers spend millions to get their hands onbooks by

®* Books these authors. But vou can have them for just a penny
T . . Amazon.com 100 Hot Books

Bestzellers, Cormputers, each, along with the Wall Sfreef Jowrnal Guide fo
Kids, Business... Undersfanding Money & vesfing and other essential titles. (Two pet  updated Hourly
® Music customet, please)) Go to Books
Mew Releases, Top Sellars, 1, The Carbohudrate
Claszsical, Soundtracks... Addict's Lifespan Program
®* Video In zShops t A Personalized Plan for
LYDs, Top Sellars, Hew Many Merchants, Fabulous Finds Becorning Slirm, Fit and
Releases, Kids & Family,.. Earth's Biggest Selection just got bigger! You'll :;alth‘:'j'g T‘:"-“’d‘“:'& S0z,
® Electronics discover an atmazing array of products from NEWI b?SR::haETI’;:DnHE”EF
Vs, Cameras, Computer terchants large atnd small, inchading: ZShOPS Richard Ferdinand Heller
'id_dr_Dng’gvg Plavers... = A psic megmaﬂ ~ 2, The Carbohudrate

Oys ames *» Piles of movie posters and props Addict’s Diet : The
Tovs for Grownups, Sames & « Backs of fall fashi Lifelong Solution to
Puzzles, Halloween Store, acks 0 lasiuons Wo-o Dieting I
Baby Tous.., ...and so much more. Go to Z3hons hu Rarhasl F. Hellar. =

E == | 'Document: Done




Example: 'Click & Order' Auction

Onzale atCozt offers brand name computer productz at verified wholezale prices. - Netscape

File Edit “iew Go Communicator Help

e 2 A A e £ 3 S @ ﬂ
i Back  Fonward Reload Home  Search  Guide Print  Securty  Stop

T th Bookmarks A L-:u:atiu:un:Ihttp:.-".-"www.u:unsale.u:u:um.-" j

: Internet |:|'r Lookup |’_‘|'r M ewt Coal

You are here »

atCosT

New Products at Today's
Wholesale Prices

Computer Products
Software
Electronics
Prirters

Metweorking

PC Solution
= HCenter

PC Solution Center
Wiorld Class value priced systems
fram Consale.

Digital Darkroom
Retire your 35mm. We'll show you
hiowey to get your photos online.

Welcome

Abogt Us

My

Com puter
Products

Com puter
Products

Order Status

| Registration | Site Map |

Search |Both

Savings
I:| $849.00 e,

On=ale Platinum Visa

Moy Available!

Get yours Apply for instant credit.
Today! EarnReward Poirts.

- Tell-a-friend

Smart.
Deals.
Online”

| Customer Service

5| @

atAUCTION

Rated #1 Auction Site for
Serious Shoppers

Computer Products

Sports and Fitness
Home and Office

Yacations and Travel
Express Auctions

Hot Printer Deal!

Mewy MEC
Superscript

2 1260 Lazer
- Printer,
F100
- Rebate
Bid=s start
a1

Take a Whack!

Give golf a try while its =till warm.

COur editors tell swhat you need to get
started.

= |

| Document: Dione




@ The 'Push/Pull’ Strategy requires an integrated Value
" Chain at Customer transaction level

e-business

Business Strategy

e-commerce

Supply ERNtErprSe Customer
Chain REsoulee - Relationship

Management SPRIERAING Management

Suppliers
SJawolsn)d

Enablement Infrastructure
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@ This implies the implementation of ANY?, allowing
) Consumers to have the same experience anytime,
anywhere, anyhow ...... their choice

e-business

"...are we consistently offering our customers the convenient,

easy and enjoyable shopping experience they expect?"
M Drexler, 1998 Gap Annual Report

N\

Consumer s
Experience

CELELE]
Republic
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@ This requires to transform the entire CRM model to
i} yield a customer centric, end-to-end, super-process...

e-business

Now you
understand

y

Value-added, \Wauy\ 3

m\. nCustomer-centric Coﬁ Lnod 1)

Experiences ST

/

Access Point Enrichment
Integration Across Access Points

Personalization Service
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@ REI

REI has successfully integrated all

e-business customer channels - Direct, Catalog, w@
Online, and Kiosk so that their customers | EI
have a single, seamless view of REI, and www.rei.com

¥ REI has a single integrated view of their
N . | customers.
2 G
"The bar has been raised in all areas, from breath of product to sophistication
and usability of the interface to navigation" - Matt Hyde, VP Online Sales
e-business Initiatives
llt . “.','i ' : = Channel Integration: "Any product, any time, = Pre-Sales Assistance
Fyvyy’ any place, and answer any question.” v Present a Q&A decision-tree to
v Co-op membership enables data gathering guide customer purchase decisions
= Web Stores v On-line Clinics
v Largest assortment of any channel
v Detailed product information I::> Key Results
v Content deal with Outdoors magazine
v Personalized e-mail marketing = Rated the highest in its category
v Outlet store to liquidate overstocks by BizRate
= |n Store e-commerce = $50M in 1998 web revenue
v POS integration with web for info. & = 50% repeat shoppers
cross-sell = Multi-Channel shoppers spend
v Up to 10 kiosks per store $150 more per visit

v japan.rei.com in 1999
(C) IBM CORPORATION 1999




@ GAP: Synchronized Marketing

F The Gap is leveraging the Internet in marketing to

stimulate new and incremental revenues. The Gap's
strategy is to offer customers a seamless shopping
experience by aligning products, pricing, and service,
across all channels.

e-business

"Our Brands are about satisfying the individual styles of our
customers including their style of shopping" - 1998 Annual Report

e-business Initiatives
" = Marketing power: Single brand = Major infrastructure projects underway
f LN strategy v New distribution centers ($300M/12 mths)

v Advertising Spending up 40% v Multi-Channel Data Warehouse in plan
v Web integrated into marketing v Doubling IT budget for 2000

messages for v Content Management (PAMS)

added brand "luster v Value-Based Criteria for Prioritizing Projects

= Cross-channel e-commerce

v Installing "Web chair" kiosks in ~  Key Results

stores = Comparable sales growth up
v Campaign to capture customer 17% in 1998

e-mail addresses = Net sales per square foot up
v Testing same-day delivery nearly 20% over 1997

= 1998 On-line Sales $50M,
$250M target for 1999)
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’~ The move from a simple online presence to a
business  TUlly Integrated business model requires time

® [nternet channel integrated with business
strategy.

® Internet channel integrated with store channel
m Cross channel systems, processes, organization.

egration

Bltiness Inteeration " Real time integration of Internet commerce
g systems.

m Integration of Internet commerce with
business processes.

SeIIing Online = Selling merchandise online.

= Batch or manual integration with back end
systems.

= Promotional site with no Internet selling

= Target marketing or mass marketing.

= Information on product, store, promotions
= Customer registration.

Marketing

Information = General company and store information only.
= No marketing or promotional effort.
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Companies need to assess the role best suited
to capitalize on their core competencies

™

e-business
a .
2 Gateway Online Exchange
‘g Customer Value :
2 Customer Value: Provides single access to a Platform for exchange of goods
= broad range of products and services, making » and services
=) . . . .
S the Internet and finding information easy _
Moving towards Revenue : Transaction,
A Revenue : Advertising, sponsorships, transactions | membership and listing fees
2 membership and transaction fees
]
AT
'y ‘i" L Moving aggressively
’ towards specialisation
Off-line Eacilitator and transactions Commerce Destination
Customer Value : Community of Interest :
on products and Customer Value : rchasin pPIng
services through Provides context and purchasing
A\ branded Website content for specific Revenue: Product and
themes and communities . venue. au
= . Moving service margins and
g Revenue : Off-line towards e
= , . advertising
cEU product and service Revenue: Advertising transactions
o margins and subscription fees
g
n
Content and Community Focused < » Transaction Focused
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Example: 'Click & Order' Convenience

i Staples.com: - Netscape

File Edit “iew Go Communicator Help

l..ll- 2

4_& Location: [http: /v staples. comd

|

Shopping Cart

Subtotal: £0.00
Free Delivery after £50
VMiew Cart | Check Dt

Your Onl

com

ine Office Manager

roduct Search

Search ;
Ma., Brand, Category,.,

Advanced Search
Search Help

= Personalized Lists

- Fawvarite Aisles

= 2uick Order by Item

= Email Femindars

= Past Purchase History

= Product Matchralker
Feady Made Lists

News & Hot Offers! [F]

Gat bi-weakly updates an
Staples Mews and Hot
Praoduct Offars!

Enter Email Address:

Welcome! First Tirme User? Register Mow

Go to Aisle!

Basic Office Supplies

Clips, Post-it, Scissors, Staplers, Tape...
Binders & Indexes

Sheet Protectors, Report Covers..,

Cartridge, Toner & Ribbons
Printer Cartridges, Copier Sartridges...

Computers & Printers

POAs, Motebooks, Monitors, Multifunction...
Computer Accessories & Media
Dizkettes, Zip, CDR, Surge, Cables..,

Filing & Storage
File Fldr, Hanging Fldr, Expandable Filing...

Furmniture & Office Fumishings

Desks, Chairs, File Cabinets, Lighting...
Labels & Mail and Ship

Business Envelopes, Packing Tape, Boxes..
Maintenance & Breakroom

Batteries, Cleaning, Retail Supplies...
Office Machines

Calcs, Copiers, Fan, Shredders, Labelars...
Office Machine Supplies
Transparencies, Binding Supplies...

Paper Products

Login Marne:

Passward:

Coarnpany I

Staples Specials for 10/7/00

SPECIAL BUY

Kensilko P52 MetMouse
Waz $14, 55

More Hot Deals!

Back to Business

p it
l-.. “//‘

69992

HP Laser]et 21005 e
Printer Cable & LasarJet Paper
FREE instantly, with purchasze

More Back to Business
Specials!

Buy More, Save More

e

| Docurment:

Done

Clearance Center




@ e-business enables a strategy to leverage
business value from relationships with
customers, suppliers and employees.

e-business

e-business applications
Knowledge Management

Suppliers ) Enterprise Custometls

Business Intelligence

e-commerce enablers

From independence From competent to From a transaction
to interdependence responsive to lifetime loyalty

RN
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@ Distribution and Fulfillment options are
e-business humerous, the choice depends on anticipated
volumes, existing capabilities and alliances

e R B
2238 9
223 F N
23238 9
t W 259

222 RN
il i




@ Fingerhut: Leveraging Core Competencies

e-business iRl SHEIOER Acquired by Federated in February 1999, Fingerhut is
CHON—NOc) focused on leveraging its core competencies in data
base marketing and direct-to-customer fulfillment to
iIncrease sales to its own customer base, as well as
create new growth opportunities.

"Our aim is to apply the technology of direct marketing
precision to the Internet.” - Will Lansing, CEO

. e-business Initiatives
'SP 1LE . . . Key Results
'SR = Fingerhut Business Services (FBS)
v Provide back-end fulfillment, warehousing &
customer service outsourcing to e-retailers = Federated stock up 29%
v 22 Clients (Wal-Mart, Levi, K-Mart, e-toys, etc.) since acquisition

= Projected $40M FBS
revenue in 1999. $1B in
5 years.

= Projected $100M 1999
revenue from all

v Database Inc. (coming soon) to provide database
marketing, analysis, segmentation services
= E-commerce expansion
v Own sites include fingerhut.com,
andysgarage.com, thehut.com, figis.com Fingerhut sites. Target of

v Buying stakes in range of e-commerce models (PC 15% Federated revenue
Flowers, FreeShop, Zone Network, HandTech, by 2003.
Roxy.com, etc.)

= Intranet, Extranet (supply chain) planned

(C) IBM CORPORATION 1999



@

e-business

The entrepreneurial nature of the on-line

business represents a cultural challenge for
many Retallers

Frenetic Pace

"We are moving 10 times faster... Marketing plans don't get put
together in six months, they get put together in two weeks."

& "It's OK if we don't have it all figured out, we just have to move...
Moving now at 80% is better than moving two months later at 100%."

éluid Structure

0%% "We have an all-hands-on-deck approach, so if I'm sitting there and a

box needs to be taped, | don't call shipping, | just tape the box and
< move on."

0%% "Here the people at the highest level, regularly interact with people at
the lowest level."

Constant Learning

"With the Internet, everything's brand new, and as soon as you sit
down and set a procedural way of doing something, things change."

(C) IBM CORPORATION 1999



@ Various organizational structures have been
e-business adopted by the top 100 Internet companies

Extension ot
Independent Traditional Business Unit
Business Unit 4%

Internet Only
56%

Spin-off 6%
No Centralized
Management Focus

(C) IBM CORPORATION 1999



@ The organizational structure has to support the
e-business  VIUItI-Channel model

People
» Leader

- Attract the Right Team
> Right Mix of Skills from Within &

Outside
Innovation

» Leadership
» Culture that Encourages Risk-Taking

» Senior Management Support

_ g 125 Speed
e Funding 1851 J'2 ~ Highly motivated team
- Adequate Budget 9 3 ~ Few Organizational
y iti i 8 4 Obstacles
~ Access to Additional Capital \7 6 5
~ Competitive Compensation - Adequate Resources

Focus
~ Leadership
» Clear Goals & Objectives

\ 4 Structure
1 » Leadership
» Measurement criteria
<J_:> &> » Culture that Encourages Risk-Taking

» Senior Management Support

(C) IBM CORPORATION 1999



@

e-business

e-business... Pulling it together across
the Extended Enterprise

CUSTOMER RELATIONSHIP (DEMAND MGT.)

FULFILMENT - SUPPLY CHAIN

Consumer Drivan  Colleigoraiyve  Veallla Neis

(C) IBM CORPORATION 1999



@ Customer 'Push/Pull' imperatives In
e-business the e-business world

» Corporate e-business Strategy

» Global processes

» Corporate Centralized IT Standards
» Networked Learning Enterprise

» Collaborative Framework

(C) IBM CORPORATION 1999
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@ Every e-business Transformation is dependent
e-business 0N & humber of Critical Success Factors

» Clear Strategy and associated segmentation
= Retailer Consumer Value Proposition (EDLP vs. Life Style)
= Business models :Traditional vs. Finder Fees (Product vs.
Wallet Share)
» Executive Skills and Profile
= Marketing vs. Sale/Purchase - Socialized vs. Personalized

» Global Common Business processes
= Customer Relationship - Supply Chain

» IT Business Blueprint

= Enterprise Standards - Web Corporate Blueprint -
Collaborative Framework

= Portals - Gateways
= e-pusiness Utility - BPM - Pervasive Computing

» Collaborative Management System
= Reward system - Matrix Mgt. - Measurement System

» Project Management Discipline

(C) IBM CORPORATION 1999



@ There are 2 paths to transform a Brick &
e-business Mortar Enterprises into an e-businesses

» Transform the Core Business
= Requires sense of urgency
= Crisis situation
= Risky but rewarding if successful
= |[BM example

.',;.u;‘-,”."‘-" > Start a Separate Organization

= | earn

= Focus

= Minimize Risks of Core business disruption

= Reintegrate to transform Core business when successful
= e-Schwab and Macys.com example

Another evolution has become visible at the example of
Amazon.com becoming a Brick & Mortar company from
a pure virtual e-business

(C) IBM CORPORATION 1999



. IBM went through e-Transformation in 2 steps

e-business
/\Save $9.2B Win Market Share
1 ]
80" grop 1% 94197 /7 X97/2000's
I I . .
Product lm streamlined value chain | S€! Step ]'Contmueq”etshare
Marketsha >g|0ba| common processes ptshi abal od +Step 2 LQuisourcing
= Market driven :
conr o segmentation / Matrix \—T_ ] = e-collaborative value nets
: Organization - »web enabled processes
E/R: 28% : 21 b d
» Industry/Products/Geograptly = engagement base
- country as cost center e-business solution model
R l 1l 'S —businesses as profit center » scaleable e-business solutiong
J i ,.j ' L » Management & reward » reusable assets
g v system » collaborative Marketing
» skills and profile planning
» Learning collaborative = e-husiness internal
Organization initiatives
= |T transformation o » e-care for Customers
.| *Datacenter consolidation |- » e-care for Business Partner
“=vonl *Outsourcing evel » e-care for Employees
» Workgroup Management » e-procurement
= Hybrid Marketing » e-care for Influencers
» channel mix > e-commerce
» buying pattern segmentation » knowledge management
> business charter = e-business customer
acquisition focus
> increase resources on
e-business solutions
acquisition segments
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@ IBM Business Results followed

e-business

Product
Marketshare

CSAT: 70
E/R: 28%

Face-to-
Face

Partner

Save $9.2B

Product+Services
Marketshare

CSAT: 76
E/R: 21%

dace

i Partner

Win Market Share
80's — Step 1-—+=94/97- Step 2— 97/2000's

o Share P
‘ i

o

(C) IBM CORPORATION 1999
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@

e-business

IBM Step 1: Milestones accomplished

= Saved $9.5 Billion in cost and expense between 1993/98

= Improved Customer Satisfaction by 5.5 points

= Reduced hardware development time from 48 to 16 months
= |[mproved on-time shipments from 60% to 95%

= Achieved a Production Procurement Competitive Advantage
of greater than 3%

= Reduced Demand/Supply planning calendar from 60 to 20
days

= Reduced the number of skills management tools from 50+ to 1
for Global Sales and Services

= Reduced the time to close financial books from 26 to 6 days

= Reduced the expense of Finance and Accounting from 2.5%
to 1.3% of revenue

= Reduced the number of Data Centers from 155 to 8
RN more to do
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@ Example: SAP @ IBM

e-business

m SAP Selected for

> Fulfillment -164 Countries )

> Production -28 Plants Why ]

> Procurement & Finance = Business Re-engineering Support

m 25 Projects live » Global Solution with Multi-Country Support

» Different stages of deployment » Broad Functional Scope
» Imbedded Industry Best Practices
> Industry Proven Solution
» Business Process & Configuration Flexibility
» Disciplined and Integrated

m Integrated Consistent with I/T

Strategy
» Purchased Application Solutions
» Network Computing Architecture
» Speed of Implementation
> Integrated with IBM
Hardware/Software/Services Solutions
» R&D Capability

m Favorable Internal Results
» OEM Components - Semiconductors and
Disk Drives

(C) IBM CORPORATION 1999



@ Example: IBM Datacenters

e-business

Before Now

1I55) data CENters 8 data centers
100+ lecal "ClOs" One CIO
S pIAVale; SEparaie One Integrated, global

NELNVOIKS network

IHundreds ofi client Moving to four standard
cenfigurations configurations

Reducing Cost and Complexity

o Annual IT costs down 25% since 1992
Scaled Notes to 270K users in 2 years
Outsourced to IBM Global Services

Access to mobile workforce (40% & growing)
(C) IBM CORPORATION 1999




@

e-business

Management Profile needed

Culture

FROM
»Hierarchical/Staffs
»Completed staff work
»Managing docility
»Respecting internal rules
»Lack of time to listen
»Details averse
»Personal power

Experience

FROM
»Mainframe computing
»Product (HW,Syst SW)
»Large customers
»Face to face sales
»PC averse / AA

TO

TO

»IBU/Lean

»Intuition / Learn as we go

»Inspiring creativity

»Challenging /
Re-engineering

»Open / Lateral thinking

»Leading execution

»Socialized power

»e-business /Network computing
»Solution (HW+SW+SCES)
»End user & Small business
»Hybrid marketing

»Do it yourself

(C) IBM CORPORATION 1999



. Management Style Needed

e-business

Leaders with Socialized Power Leaders with Personalized Power
tend to be: tend to be:

eInhibited & self controlled in their use of Impulsive & erratic in their use of power
power Rude & overbearing

e Respectful of others rights Exploitive of others

— e Concerned with fairness Oriented toward strength

e Oriented toward justice Committed to the value of efficiency

e Committed to the value of working per se Proud

eEgalitarian Self-reliant

¢ Organization minded; joiners Excited by the certitude of power

e Ambivalent about power Competitive

e Collaborative Concerned with exceptionally high costs

e Concerned with realistic goals Defensive- protective of own sense of

eNon-defensive; willing to seek help importance

eBuilders of systems and people Inspirational leaders

eReplaceable by other leaders- leave system Difficult to replace- leave a group of loyal
intact & self-sustaining subordinates dependent on their leaders

e Sources of strength for others Sources of direction, expertise & control

"Us", the Team "Me", the Silo

(C) IBM CORPORATION 1999



@ IBM's e-business Environment

e-business

e-commerce

e-care for e-procurement
Influencers

‘BestOnline i 7o
Relationship ~ “Usigmers

e-Marketing™

Communications e-care for
Business

e-care for Partners

Apglication ) Empee
erver

e-business
Initiatives

Web
Applications

Infrastructure
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@ IBM Transformation Key Achievements

e-business

e-commerce |4 &8 $10B+

O
O
O

$9B

e-procurement [l 28

e-care for customers 14\ 26Vl
(Transactions)

Distance Learning
Training

15% 30%
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@ | essons learned

e-business

v/ Establish a compelling need at all levels of the organization
v/ Create a vision with value for all stakeholders
v/ Gain consistent executive ownership and involvement

v/ Embrace a holistic approach --- process, information
management, organizational systems, culture. Limit
personalization

v/ Empower for rapid decision making

v/ Forbid political games and silo's behaviour, plug savings in
budget

v/ Focus on core capabilities . . . outsource others
v/ Plan for early program successes

v/ Set short term stretch targets and long term outrageous
goals

v/ Scope projects and utilize project management disciplines

Communicate, Communicate, Communicate

(C) IBM CORPORATION 1999



@ Knowledge Management

e-business
Tacit to Tacit Tacit to Explicit
M S\é/"
X ¥
i &

Socializatio
MeetingsfgabDiscussions

Explicit to Tacit

emination
E-mail a report

Internalization
Learn from a report

| otus Domino Frameworks
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@

e-business

Pervasive Computing

= A Computing Evolution that will allow:

» a billion people connected through
a trillion intelligent devices to interact with

a million e-businesses to make their lives more
productive and entertaining

= A Connected World where users have:

» a wider variety of specialized, simpler, and often
less-expensive devices

» convenient, secure access to data and services and
the ability to conduct e-business at any time, from
any location
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@ A New Class of Computing Devices

e-business

Information
Appliances &
Embedded Devices

» End user Access
» diverse Equipment types
> Intelligence hidden everywhere

> Rich, digital information-handling

» Networked

Digital
Camera
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@

e-business

Conclusion:
Inventing the Future

I - 02 7

"The best way to predict the future is to invent it."
Alan Kay




