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E02ISTARU@PNECHVES

m =EStallish a community,iNRterestis among
PracCliliGRErSy;.0hSEeVers andiSCholars

= Develop ardialog amongthemienitne
Impoertantissues offtnerday.

= [DISCUSS ana\priontizestiese ISSUES 'SP as
(o set an agenada for thenmdustry

= Facilitate efiiective andproductive resgarnch
efforts amofg the community to add to eur
knowledgefof the industry and to
encourage optimal decisions by
practitioners




AGEnRaal

m\/elcome:
= Goals; ORJECIIVES,

Introdbictions

= Keynote presentations
— Galernes Lafayettie:
Technology for Change
—The IBM Value Chaim Vision
— The Distributionfia@ustsy
Challenge of Change

= Report on Advanee survey
= Breakout Sessions

= Report of Groups

= Summary and Next Steps

J, Baltman

DL SWEEREY.

Py Cemoing
@, Nivoix

N dKumar

D. Sweeney
All
Facilitators
C. Nivoix




IRREALCHOAS

= Name
= Affilratien
= [hatisralll




SECONUKENNOIE AUMIESS

The IBM Value Chain Vision

christian NivoIx
General Manager ,

Distribution Industries,
The IBM Company
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hanksiealiwher participaed

= eUEgRtTtIreSPORSES
= Creativercontrbutions




Viestichialien gingrSSues facin g e
AIStiBUTERNREUSH 2y,

n 400 Increased .competiive  satuiation
m 20 WVanaging Inasglienalimarker

= 28, lechnole gy /management

" 7. Brand.manargement




VieStichiallEn gingRSSUes iacinarne
dIStiIRUERIRAUSH NEVANCIGSEECE
[OITIHIEPIACE:

m G Vieetin'g Increased demand ior
CUSIOMEN SevIice

m 25,7 Developin grandretainineg

effective leadershipritaient

* One point differences between items




VieStichiallEn gingRSSUeS facinarne
dIStiIRUEHIRAUSHENEVANCIGSEEGCE
[GIFSEcordyIace;

w7 lncreased competiive
concentration

m #3 MEJectronic disintermediation

m 24> |Levera gingrsupply chaln
management requirements

* One point differences between pairs




ViestichialleEntgingrssues iacintarme
distifputieRNMAUSHI NS NIe Gleal st
clrolce,

m 1. Develepin gl anieffeClive e=huSINESS
strate:gy




VieStipressinEgruRnanswered
GUESHIGRSTACIA= G e REUSHEY/ o)
[HECOMIMIGESN/ eals:

" @ganized 25 'suggestionsInie; six reae
categoes. No rank erderisimplied

— E-BUSINESS: Impactand management
— CUuUSstemer service and sexnvicelevels

Logistics . and supply:chain

Sinance andiexpanse management

HUman reseurces
— Marketing

= Subject to the analyst's interpretations and
grouping logic




Iie EzUSINESSH I UESTIAS

=\VatwillNoé the rele ol e-commerce i reiailing
and whatwillfee the: valteloeifimadividual mearket
Ssegmentaaia?

= How wWill

ndividual constimer. e~commerce oraders

e fulfilled?

= \What wil
on store

= \\Vhat wil

pe the Internemmpactin $'s:and SKU's
P&IES?

pe anleffective business model for

e-retallers?

= How can a bricks and mortar retailer leverage
e-technology to enhance the customer
experience?




e ezUSIRESS T guiestions (Cont:d)

= eyWawWiliftie Iidustny tamethelegal nightniane of
Cyherspace With ne geer-political veundanes?

= o whatextent willlor sheulditrading panens
collaboeraie or compete jnfa newerked ecenomy?

= \Willl'the Impact ofi non-technical decision=imakers
on the purchasing of techneliegy help orhinder
the guality, speedia effectivVeness of e-business
Implementation?

= How will constiimer behavierFchange with the
Internet?




e CUSIOMERSERNICE. (UESHIeRS

= (@an a retaller nave: a difierentiated
custemerener and wWhat s the rele o}
Senvice?

= How! dees.the hi-technpadusthyreaciito the
service needs of a glehalimarket?




IhelleaisicsyistuppIEV cChalnl qUeSHieRSs

@ shpuld wWe designrachiVities ie
otimiIiZzer therconversienordisthputieon
nannels?

oW Siiould we bestreptimize teialichannel
efficiencyifer the consumer?

= [How can manufacturersiand technology.
vendors retaigreffectivetimks with theil
customers?

= The need for trans-European third party
logistics providers ... fourth party?




IHeNinancErand eExXpPERSEr NgUESHIeRS

= \VRatftriner expense management
ledUchions can e WHIRnG CUr eifSySienms
and Rew?

= \\Vhat Will be the Impact ol aotcoms
valuations en the capitalization 'of
conventionalfetailers?

= Will reductieonsin transaetion costs
overcome the increased-logistics
expenditures for home delivery?




e UMARESPUICES GUESHORS

= HeWw can retallers attractand reiain the
pestandiprgntest taleniior presentand
fiuturerleadership?

= [How: can the Industi/CoRtiLie e
Imprevededucationfanadtiraining orthe
workforcedpramyincreasingly complex
systems envirenment?




e makeintg-guUESHIoNS

= FHeywawill retallerns Createfarsynengistic
palancerameng multiplerchannelsy

= Howicomimon shouldde Brandiimace;
PriCiNg; cUStomer SUpRBIt, MEerchandising
etc. acrossymultiplerchannels?

= \\/hat will Betthe relativerbalance between
store and natienal brands?

= How can retailers optimize overall categery
sales across all items?




SUMMmaRr exerpisiemtie moemin

s\WhatwillEbethe husinessimodelierine
multi=channel retaller or thesutte: 2
— Strategy - FinanCiaI
o CORsuUmer markets s Capiialization

e Competitors s Preduchivity (e.g.

o Collaboratiens inve!wtor.y. turns)
— Tactics o Profitalility

o [Viarketing = ManagementSystems
e Branding e | eadership

® Pricing e Governance

e Merchandising e Performance metrics

e [ ogistics




SUmmMaiexermnpisHiem tHeNmeminT g
(Conta)

= \\Vnalwillfinis “constimer<ainven
collaberative value net=actialiy ook like?

— Aggregatiens
— Convergences
— Allrances

— Partnerships
— Branding




SUmMmMaREXerpisHrenrtmeNmemines g
(Conta)

" |acreasedicersumersepnisticaion ana pProduct
kinowiledge;, continued Inefficie MEMAKess

= Consumer-centicrorganizations, and Buld=te-erder
markets

= Education reguirements ferknewiedgeWenkers in retail

= Changing relesand requirementsiior “in-stoye’ service
WOrkers

= Convergence / aggregation an@imassive invento/
reductions on a @lebal scale

= Physical infrastriicture constraints on speed and
breadth of e-business

= Alllances, joint ventures, partnerships, consolidation
and brand leverage




SUmMmMaR ExXerpisirenrtmeNmoemin:s g
(Conta)

= @apitalizationrcenstiramis, eneenvenuenal reiailers

= |mpact eifknewiedge hased SySiens 6
competiveradvantage and-educanon
lequirements

= |0 an areayof alliances; eIt Venitres now, dees a
company define.and leverageis core
competence?

= \Who will win duiging this pered of radical change:
Incumbents ofliinovators?

= \\What factors will determine the share of
penetration of-internet sales by various product
categories?




GroUpPEakOlHSESSIONS

Sticitne

— Eolirgreups

— [Faclitater; Scribe /[fPresenter,
= Goals
Review, dISCUSS ISSUEsHiem morning
Dialeg fremirtaree viewpoints
Prioritize tRermost Impeiant ISSUes

m Deliverables” The three most pressing
unanswered guestions for further research




