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PART ONE

Organizations,
Management, and the
Networked Enterprise

Information Systems in Global Information Systems,
Business Today Organizations, and Strategy
Global E-business and Collaboration Ethical and Social Issues in

Information Systems

Part One introduces the major themes of this book, raising a series of important ques-
tions: What is an information system and what are its management, organization, and

technology dimensions? Why are information systems so essential in businesses
today? Why are systems for collaboration and teamwork so important? How can
information systems help businesses become more competitive? What broader ethi-
cal and social issues are raised by widespread use of information systems?



Chapter 1

Information Systems in Global
Business Today

LEARNING OBJECTIVES CHAPTER OUTLINE



THE NEW YANKEE STADIUM LOOKS TO THE FUTURE

IS a sport, Ites also big business, requiring revenue from tickets to
games, television broadcasts, and other sources to pay for teams. Salaries for top play-
ers have ballooned, as have ticket prices. Many fans now watch games on television
rather than attending them in person or choose other forms of entertainment, such as

electronic games. One way to keep stadiums full of fans, and to keep fans at home happy as well,
is to enrich the fan experience by offering more video and services based on technology. When
the New York Yankees built the new Yankee Stadium, they did just that.

The new Yankee Stadium, which opened on April 2, 2009, isnet just another ballpark: Ites the sta-
dium of the future. It is the most wired, connected, and video-enabled stadium in all of baseball.
Although the new stadium is similar in design to the original Yankee Stadium, built in 1923, the
interior has more space and amenities, including more intensive use of video and computer tech-
nology. Baseball fans love video. According to Ron Ricci, co-chairman of Cisco Systemse sports and
entertainment division, «Itss what fans want to see, to see more angles and do it on their terms.Z
Cisco Systems supplied the computer and networking technology for the new stadium.

Throughout the stadium, including the Great Hall, the Yankees Museum, and in-stadium
restaurants and concession areas, 1,200 flat-panel high-definition HDTV monitors display live
game coverage, up-to-date sports scores, archival and highlight video, promotional messages,
news, weather, and traffic updates. There is also a huge monitor in center field that is 101 feet

ide and 59 feet high. At the conclusion of games, the monitors provide up-to-the moment traffic
information and directions to the nearest stadium exits.

The monitors are designed to surround fans visually from the moment they enter the stadium,
especially when they stray from a direct view of the ball field. The pervasiveness of this technol-
ogy ensures that while fans are buying a hamburger or a soda, they will never miss a play. The
Yankees team controls all the monitors centrally and is able to offer different content on each
one. Monitors are located at concession stands, around restaurants and bars, in restrooms, and
inside 59 luxury and party suites. If a Yankee player wants to review a game to see how he
played, monitors in the teames video room will display what he did from any angle. Each Yankee
player also has a computer at his locker.

The luxury suites have special touch-screen phones for well-heeled fans to use when ordering
food and merchandise. At the stadium business center, Cisco interactive videoconferencing technol-
ogy will link to a library in the Bronx and to other New York City locations, such as hospitals. Players







THE ROLE OFI NFORMATION SYSTEMS IN
BUSINESS ToDAY

HOW INFORMATION SYSTEMS ARE TRANSFORMING
BUSINESS



WHATS NEW IN MANAGEMENT INFORMATION
SYSTEMS?



WHATS NEW IN MIS

Cloud computing platform emerges as a major business A flexible collection of computers on the Internet beging
area of innovation tasks traditionally performed on corporate computers.

A mobile digital platform emerges to compete with the PC as a Apple opens its iPhone software to developers, and the]

business system Applications Store on iTunes where business users can dow
hundreds of applications to support collaboration, location-base
services, and communication with colleagues. Small portable
lightweight, low-cost, net-centric subnotebook computers are a
segment of the laptop marketplace. The iPad is the first success
sized computing device with tools for both entertainment and b
productivity.

Managers adopt online collaboration and social networking software  Google Apps, Google Sites, Microsoftes Windouce§hars

to improve coordination, collaboration, and knowledge sharing and IBMes Lotus Connections are used by over 100 mill
professionals worldwide to support blogs, project management,
meetings, personal profiles, social bookmarks, and online com

Virtual meetings proliferate Managers adopt telepresence video conferencing and Web
technologies to reduce travel time, and cost, while improving
collaboration and decision making.

Web 2.0 applications are widely adopted by firms Web-based services enable employees to interact as onl
using blogs, wikis, e-mail, and instant messaging services. Face
MySpace create new opportunities for business to collaborate
customers and vendors.

Co-creation of business value Sources of business value shift from products to solutions {
experiences and from internal sources to networks of suppliers
collaboration with customers. Supply chains and product devela
are more global and collaborative than in the past; customers hg
define new products and services.




GLOBALIZATION CHALLENGES AND OPPORTUNITIES:
A FLATTENED WORLD



INTERACTIVE SESSION: MANAGEMENT



CASE STUDY QUESTIONS



THE EMERGING DIGITAL FIRM



STRATEGIC BUSINESS OBJECTIVES OF INFORMATION
SYSTEMS

Operational Excellence



New Products, Services, and Business Models

Customer and Supplier Intimacy



Improved Decision Making

Competitive Advantage

Survival



PERSPECTIVES ONINFORMATION SYSTEMS

WHAT IS AN INFORMATION SYSTEM?



FIGURE 1-3



DIMENSIONS OF INFORMATION SYSTEMS



Organizations



MAJOR BUSINESS FUNCTIONS

Sales and marketing Selling the organizationes products and services

Finance and accounting Managing the organizationes financial assets and ma
the organizationes financial records




Management

Information Technology






INTERACTIVE SESSION: TECHNOLOGY



CASE STUDY QUESTIONS MIS IN ACTION



IT ISNeT JUST TECHNOLOGY: A BUSINESS
PERSPECTIVE ON INFORMATION SYSTEMS



FIGURE 1-7



COMPLEMENTARY ASSETS: ORGANIZATIONAL CAPITAL
AND THE RIGHT BUSINESS MODEL



COMPLEMENTARY SOCIAL, MANAGERIAL, AND ORGANIZATIONAL
ASSETS REQUIRED TO OPTIMIZE RETURNS FROM INFORMATION
TECHNOLOGY INVESTMENTS

Organizational assets

Social assets

Supportive organizational culture that values efficiency and effeq
Appropriate business model
Efficient business processes
Decentralized authority
Distributed decision-making rights
Strong IS development team

The Internet and telecommunications infrastructure
IT-enriched educational programs raising labor force computer literg
Standards (both government and private sector)
Laws and regulations creating fair, stable market environments
Technology and service firms in adjacent markets to assist impleme




1.3 CONTEMPORARYAPPROACHES TOl NFORMATION
SYSTEMS

FIGURE 1-9



TECHNICAL APPROACH

BEHAVIORAL APPROACH

APPROACH OF THIS TEXT: SOCIOTECHNICAL SYSTEMS



FIGURE 1-10



HANDS-ON MIS PROJECTS

Management Decision Problems

Improving Decision Making: Using Databases to
Analyze Sales Trends

Software skills: Database querying and reporting
Business skills: Sales trend analysis



Improving Decision Making: Using the Internet to
Locate Jobs Requiring Information Systems Knowledge

Software skills: Internet-based software
Business skills: Job searching

LEARNING TRACK MODULES




e REView Summary—



Key Terms

Review Questions



Discussion Questions Video Cases

Collaboration and Teamwork: Creating a Web Site for Team Collaboration
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Whates the Buzz on Smart Grids?
CASE STUDY

he existing electricity infrastructure in the

United States is outdated and inefficient.

Energy companies provide power to

consumers, but the grid provides no
information about how the consumers are using that
energy, making it difficult to develop more efficient
approaches to distribution. Also, the current electric-
ity grid offers few ways to handle power provided by
alternative energy sources, which are critical compo-
nents of most efforts to go «green.Z Enter the smart
grid.

A smart grid delivers electricity from suppliers to
consumers using digital technology to save energy,
reduce costs, and increase reliability and trans-
parency. The smart grid enables information to flow
back and forth between electric power providers and
individual households to allow both consumers and
energy companies to make more intelligent
decisions regarding energy consumption and
production. Information from smart grids would
show utilities when to raise prices when demand is
high and lower them when demand lessens. Smart
grids would also help consumers program high-use
electrical appliances like heating and air condition-
ing systems to reduce consumption during times of
peak usage. If implemented nationwide, proponents
believe, smart grids would lead to a 5 to 15 percent
decrease in energy consumption. Electricity grids are
sized to meet the maximum electricity need, so a
drop in peak demand would enable utilities to
operate with fewer expensive power plants, thereby
lowering costs and pollution.

Another advantage of smart grids is their ability to
detect sources of power outages more quickly and
precisely at the individual household level. With
such precise information, utilities will be able to
respond to service problems more rapidly and
efficiently.

Managing the information flowing in these smart
grids requires technology: networks and switches for
power management; sensor and monitoring devices
to track energy usage and distribution trends;
systems to provide energy suppliers and consumers
with usage data; communications systems to relay
data along the entire energy supply system; and
systems linked to programmable appliances to run
them when energy is least costly.

If consumers had in-home displays showing how
much energy they are consuming at any moment
and the price of that energy, they are more likely to
curb their consumption to cut costs. Home
thermostats and appliances could adjust on their
own automatically, depending on the cost of power,
and even obtain that power from nontraditional
sources, such as a neighbores rooftop solar panel.
Instead of power flowing from a small number of
power plants, the smart grid will make it possible to
have a distributed energy system. Electricity will
flow from homes and businesses into the grid, and
they will use power from local and faraway sources.
Besides increasing energy efficiency, converting to
smart grids along with other related energy
initiatives could create up to 370,000 jobs.

Thates why pioneering smart grid projects such as
SmartGridCity in Boulder, Colorado, are attracting
attention. SmartGridCity represents a collaboration
by Xcel Energy Inc. and residents of Boulder to test
the viability of smart grids on a smaller scale.
Participants can check their power consumption
levels and costs online, and will soon be able to
program home appliances over the Web. Customers
access this information and set goals and guidelines
for their homess energy usage through a Web portal.
They also have the option of allowing Xcel to
remotely adjust their thermostats during periods of
high demand.

SmartGridCity is also attempting to turn homes
into sminiature power plantsZ using solar-powered
battery packs that «TiVo electricity,Z or stash it away
to use at a later time. This serves as backup power
for homes using the packs, but Xcel can also tap into
that power during times of peak energy consumption
to lessen the overall energy load. Xcel will be able to
remotely adjust thermostats and water heaters and
will have much better information about the power
consumption of their consumers.

Bud Peterson, chancellor of the University of
Colorado at Boulder, and his wife Val have worked
with Xcel to turn their home into the prototype
residence for the SmartGridCity project. Their house
was supplied with a six-kilowatt photovoltaic system
on two roofs, four thermostats controlled via the
Web, a plug-in hybrid electric vehicle (PHEV) Ford
Escape, and other high-tech, smart grid-compatible
features. Xcel employees are able to monitor periods



of high power consumption and how much energy
the Petersonse Escape is using on the road.

A digital dashboard in the Petersonse house
displays power usage information in dozens of
different ways,live household consumption and
production, stored backup power, and carbon emis-
sion reductions translated into gallons of gasoline
and acres of trees saved each year. The dashboard
also allows the Petersons to program their home
thermostats to adjust the temperature by room, time
of day, and season. Since the project began in the
spring of 2008, the Petersons have been able to
reduce their electricity use by one-third.

Xcel is not alone. Hundreds of technology compa-
nies and almost every major electric utility company
see smart grids as the wave of the future.
Heightening interest is $3.4 billion in federal
economic recovery money for smart grid technology.

Duke Energy spent $35 million on smart grid ini-
tiatives, installing 80,000 smart meters as part of a
pilot project in Charlotte, North Carolina, to provide
business and residential customers with up-to-the-
minute information on their energy use, as well as
data on how much their appliances cost to operate.
This helps them save money by curbing usage
during peak times when rates are high or by replac-
ing inefficient appliances. Duke now plans to spend
$1 billion on sensors, intelligent meters, and other
upgrades for a smart grid serving 700,000 customers
in Cincinnati.

Florida Power and Light is budgeting $200 million
for smart meters covering 1 million homes and busi-
nesses in the Miami area over the next two years.
Center Point Energy, which services 2.2 million cus-
tomers in the metropolitan Houston area, is planning
to spend $1 billion over the next five years on a
smart grid. Although residential customerse monthly
electric bills will be $3.24 higher, the company says
this amount will be more than offset by energy sav-
ings. Pacific Gas & Electric, which distributes power
to Northern and Central California, is in the process
of installing 10 million smart meters by mid-2012.

Google has developed a free Web service called
PowerMeter for tracking energy use online in houses
or businesses as power is consumed. It expects other
companies to build the devices that will supply data
to PowerMeter.

There are a number of challenges facing the
efforts to implement smart grids. Changing the
infrastructure of our electricity grids is a daunting
task. Two-way meters that allow information to flow
both to and from homes need to be installed at any
home or building that uses electric power...in other
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words, essentially everywhere. Another challenge is
creating an intuitive end-user interface. Some
SmartGridCity participants reported that the dash-
board they used to manage their appliances was too
confusing and high-tech. Even Val Peterson admitted
that, at first, managing the information about her
power usage supplied through the Xcel Web portal
was an intimidating process.

The smart grid wonet be cheap, with estimated
costs running as high as $75 billion. Meters run $250
to $500 each when they are accompanied by new
utility billing systems. Who is going to pay the bill?
Is the average consumer willing to pay the upfront
costs for a smart grid system and then respond
appropriately to price signals? Will consumers and
utility companies get the promised payback if they
buy into smart grid technology? Might esmart
metersZ be too intrusive? Would consumers really
want to entrust energy companies with regulating
the energy usage inside their homes? Would a highly
computerized grid increase the risk of cyberattacks?

Jack Oliphant, a retiree living north of Houston
in Spring, Texas, believes that the $444 he will pay
Center Point for a smart meter wonset justify the
expense. *Theress no mystery about how you save
energy,Z he says. *You turn down the air condi-
tioner and shut off some lights. | donet need an
expensive meter to do that.Z Others have pointed
out other less-expensive methods of reducing
energy consumption. Marcel Hawiger, an attorney
for The Utility Reform Network, a San Francisco
consumer advocacy group, favors expanding
existing air conditioner-cycling programs, where
utilities are able to control air conditioners so they
take turns coming on and off, thereby reducing
demands on the electric system. He believes air
conditioner controllers, which control temperature
settings and compressors to reduce overall energy
costs, provide much of the benefit of smart meters
at a fraction of their cost.

Consumer advocates have vowed to fight smart
grids if they boost rates for customers who are
unable or unwilling to use Web portals and allow
energy companies to control aspects of their
appliances. Advocates also argue that smart grids
represent an Orwellian intrusion of peopless right to
use their appliances as they see fit without disclosing
facts about their usage to others. A proposal by
officials in California to require all new homes to
have remotely adjustable thermostats was soundly
defeated after critics worried about the privacy
implications.
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Energy companies stand to lose money as
individuals conserve more electricity, creating a
disincentive for them to cooperate with conservation
efforts like smart grids. Patience will be critical as
energy companies and local communities work to set
up new technologies and pricing plans.

SourcesRebecca Smith, *What Utilities Have Learned from Smart-
Meter Tests,ZThe Wall Street JournglFebruary 22, 2010; «Smart
Grid: & Reasons Why IT Matters,Z CIO Insight, March 24, 2010;
Yuliya Chernova, *Getting Smart About Smart Meters,Z The Wall
Street JournalMay 10, 2010; Bob Evans, «ITes Dark-Side Potential
Seenin SmartGridCity Project,Z Information Week

March 24, 2009; Bob Violino, *No More Grid-Lock,Z Information
Week November 16, 2009; K.C. Jones, *Smart Grids to Get Jolt
from IT,Z Information Week March 23, 2009; Rebecca Smith,
«Smart Meter, Dumb Idea?Z The Wall Street Journal April 27, 2009;
Stephanie Simon, *The More Your KnowfZ The Wall Street
Journal, February 9, 2009; and Matthew Wald and Miguel Helft,
*Google Taking a Step into Power Metering,Z The New York Times
February 10, 2009.

. How do smart grids differ from the current

electricity infrastructure in the United States?

. What management, organization, and technology

issues should be considered when developing a
smart grid?

. What challenge to the development of smart grids

do you think is most likely to hamper their
development?

. What other areas of our infrastructure could

benefit from ssmartZ technologies? Describe one
example not listed in the case.

. Would you like your home and your community to

be part of a smart grid? Why or why not? Explain.
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Chapter 2

Global E-business and
Collaboration

LEARNING OBJECTIVES CHAPTER OUTLINE



AMERICAsS CUP 2010: USA WINS WITH INFORMATION
TECHNOLOGY

e BMW Oracle Racing organization won the 33rd Americaes Cup yacht race In
Valencia, Spain on February 18, 2010. The BMW Oracle boat USA, backed by softwarg
billionaire Larry Ellison, beat Alinghi, the Swiss boat backed by Ernesto Bertarelli, a
Swiss billionaire. Itss always a spectacle when two billionaires go head to head for the
prize. Lots and lots of money, world-class talent, and in this case, the best technologies and
information systems in the world. In the end, the 114-foot USA won handily the first two races
of a best-of-three series, reaching speeds over 35 miles an hour, three times faster than the
ind. As far as experts can figure, USA is the fastest sailboat in history.

So what kind of technology can you get for a $300 million sailboat? Start with the physical
structure: a three hulled trimaran, 114 feet long, fashioned from carbon fiber shaped into a
form descended from Polynesian outrigger boats over a thousand years old. The hull is so light
it only extends six inches into the water. Forget about a traditional mast (thates the pole that
holds up the sails) and forget about sails too. Think about a 233-foot airplane wing also made
from carbon fiber that sticks up from the boat deck 20 stories high. Instead of cloth sails, think
about a stretchy aeronautical fabric over a carbon fiber frame that is hydraulically controlled
to assume any shape you want, sort of like a stretchy garment hugs the bodyess bones. The
result is a wing, not a sail, whose shape can be changed from pretty near flat to quite curved
just like an aircraft wing.

Controlling this wickedly sleek sailboat requires a lightning-fast collection of massive
amounts of data, powerful data management, rapid real-time data analysis, quick decision
making, and immediate measurement of the results. In short, all the information technologies
needed by a modern business firm. When you can perform all these tasks thousands of times
in an hour, you can incrementally improve your performance and have an overwhelming
advantage over less IT-savvy opponents on race day.

For USA, this meant using 250 sensors on the wing, hull, and rudder to gather real-time data
on pressure, angles, loads, and strains to monitor the effectiveness of each adjustment. The
sensors track 4,000 variables, 10 times a second, producing 90 million data points an hour.

Managing all these data is Oracle Database 11g data management software. The data are

irelessly transferred to a tender ship running Oracle 11g for near real-time analysis using a
family of formulas (called velocity prediction formulas) geared to understanding what makes
the boat go fast. Oracless Application Express presentation graphics summarize the millions of







BUSINESS PROCESSES ANDI NFORMATION
SYSTEMS

BUSINESS PROCESSES

EXAMPLES OF FUNCTIONAL BUSINESS PROCESSES

Manufacturing and production Assembling the product
Checking for quality
Producing bills of materials

Finance and accounting Paying creditors
Creating financial statements
Managing cash accounts




HOW INFORMATION TECHNOLOGY IMPROVES
BUSINESS PROCESSES



TYPES OFI NFORMATION SYSTEMS

SYSTEMS FOR DIFFERENT MANAGEMENT GROUPS

Transaction Processing Systems



FIGURE 2-2



Business Intelligence Systems for Decision Support



FIGURE 2-4



FIGURE 2-5






SYSTEMS FOR LINKING THE ENTERPRISE

Enterprise Applications



INTERACTIVE SESSION: ORGANIZATIONS



CASE STUDY QUESTIONS MIS IN ACTION



Intranets and Extranets



E-BUSINESS, E-COMMERCE, AND E-GOVERNMENT

SYSTEMS FORCOLLABORATION AND TEAMWORK



WHAT IS COLLABORATION?



BUSINESS BENEFITS OF COLLABORATION AND
TEAMWORK



BUSINESS BENEFITS OF COLLABORATION

Productivity People working together can complete a complex task fastg
same number of people working in isolation from one anothg
will be fewer errors.

Innovation People working collaboratively in groups can come up with
innovative ideas for products, services, and administration th
same number working in isolation from one another.

Financial performance (profitability, As a result of all of the above, collaborative firms have
sales, and sales gr superior sales growth and financial performance.

BUILDING A COLLABORATIVE CULTURE AND BUSINESS
PROCESSES



TOOLS AND TECHNOLOGIES FOR COLLABORATION AND
TEAMWORK

FIFTEEN CATEGORIES OF COLLABORATIVE SOFTWARE TOOLS

E-mail and instant messaging White boarding
Collaborative reviewing/editing Work scheduling

File sharing Mind mapping

Audio conferencing Co-browsing



E-mail and Instant Messaging (IM)

Social Networking

Wikis

Virtual Worlds



Internet-Based Collaboration Environments

GOOGLE APPS/GOOGLE SITES COLLABORATION FEATURES

Google Calendar Private and shared calendars; multiple calendars

Google Talk Instant messaging, text and voice chat

Google Sites Team collaboration sites for sharing documents,
schedules, calendars; searching documents and cre
group wikis

Google Groups User-created groups with mailing lists, shared cal
documents, sites, and video; searchable archives




INTERACTIVE SESSION: MANAGEMENT



CASE STUDY QUESTIONS MIS IN ACTION






Checklist for Managers: Evaluating and Selecting
Collaboration Software Tools



OTHER POPULAR ONLINE COLLABORATION TOOLS

Socialtext An enterprise server-based collaboration environment which pro
networking, Twitter-like micro-blogging , wiki workspaces, with integ
weblogs, distributed spreadsheets, and a personal home page for {
Delivered in a variety of hosted cloud services, as well as on-site a
to provide enterprise customers with flexible deployment options t
their security requirements.

BlueTie Online collaboration with e-mail, scheduling, to-do lists, contact
management, file sharing. $4.99 per user per month.

Sharing documents, calendars, Web bookmarks; e-mail integratio
Manage hub resources; bulletin board.




FIGURE 2-8



THE | NFORMATION SYSTEMS FUNCTION IN
BUSINESS

THE INFORMATION SYSTEMS DEPARTMENT



ORGANIZING THE INFORMATION SYSTEMS FUNCTION



HANDS-ON MIS PROJECTS

Management Decision Problems

Improving Decision Making: Using a Spreadsheet to
Select Suppliers

Software skills: Spreadsheet date functions, data filtering, DAVERAGE function
Business skills: Analyzing supplier performance and pricing



Achieving Operational Excellence: Using Internet
Software to Plan Efficient Transportation Routes



LEARNING TRACK MODULES

s REView Summary—



Key Terms

Review Questions



Discussion Questions

Video Cases

Collaboration and Teamwork: Describing Management Decisions and
Systems
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Collaboration and Innovation at Procter & Gamble
CASE STUDY

ook in your medicine cabinet. No matter

where you live in the world, odds are that

youell find many Procter & Gamble products

that you use every day. P&G is the largest
manufacturer of consumer products in the world,
and one of the top 10 largest companies in the world
by market capitalization. The company is known for
its successful brands, as well as its ability to develop
new brands and maintain its brandse popularity with
unique business innovations. Popular P&G brands
include Pampers, Tide, Bounty, Folgers, Pringles,
Charmin, Swiffer, Crest, and many more. The com-
pany has approximately 140,000 employees in more
than 80 countries, and its leading competitor is
Britain-based Unilever. Founded in 1837 and head-
guartered in Cincinnati, Ohio, P&G has been a main-
stay in the American business landscape for well
over 150 years. In 2009, it had $79 billion in revenue
and earned a $13.2 billion profit.

P&Ges business operations are divided into three
main units: Beauty Care, Household Care, and
Health and Well-Being, each of which are further
subdivided into more specific units. In each of these

divisions, P&G has three main focuses as a business.

It needs to maintain the popularity of its existing
brands, via advertising and marketing; it must extend
its brands to related products by developing new
products under those brands; and it must innovate
and create new brands entirely from scratch.
Because so much of P&Ges business is built around
brand creation and management, ites critical that the
company facilitate collaboration between
researchers, marketers, and managers. And because
P&G is such a big company, and makes such a wide
array of products, achieving these goals is a daunting
task.

P&G spends 3.4 percent of revenue on innovation,
which is more than twice the industry average of 1.6
percent. Its research and development teams consist
of 8,000 scientists spread across 30 sites globally.
Though the company has an 80 percent «hitZ rate on
ideas that lead to products, making truly innovative
and groundbreaking new products is very difficult in
an extremely competitive field like consumer prod-
ucts. Whates more, the creativity of bigger companies
like P&G has been on the decline, with the top con-
sumer goods companies accounting for only 5 per-

cent of patents filed on home care products in the
early 2000s.

Finding better ways to innovate and develop new
ideas is critical in a marketplace like consumer
goods, and for any company as large as P&G, finding
methods of collaboration that are effective across the
enterprise can be difficult. Thates why P&G has been
active in implementing information systems that fos-
ter effective collaboration and innovation. The social
networking and collaborative tools popularized by
Web 2.0 have been especially attractive to P&G man-
agement, starting at the top with former CEO A.G.
Lafley. Lafley was succeeded by Robert McDonald in
2010, but has been a major force in revitalizing the
company.

When Lafley became P&Ges CEO in 2000, he
immediately asserted that by the end of the decade,
the company would generate half of its new product
ideas using sources from outside the company, both
as a way to develop groundbreaking innovations
more quickly and to reduce research and develop-
ment costs. At the time, Lafleyes proclamation was
considered to be visionary, but in the past 10 years,
P&G has made good on his promise.

The first order of business for P&G was to develop
alternatives to business practices that were not suffi-
ciently collaborative. The biggest culprit, says Joe
Schueller, Innovation Manager for P&Ges Global
Business Services division, was perhaps an unlikely
one: e-mail. Though ites ostensibly a tool for commu-
nication, e-mail is not a sufficiently collaborative way
to share information; senders control the flow of
information, but may fail to send mail to colleagues
who most need to see it, and colleagues that donst
need to see certain e-mails will receive mailings long
after theyeve lost interest. Blogs and other collabora-
tive tools, on the other hand, are open to anyone
interested in their content, and attract comments
from interested users.

However, getting P&G employees to actually use
these newer products in place of e-mail has been a
struggle for Schueller. Employees have resisted the
changes, insisting that newer collaborative tools
represent more work on top of e-mail, as opposed to
a better alternative. People are accustomed to e-mail,
and theress significant organizational inertia against
switching to a new way of doing things. Some P&G
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processes for sharing knowledge were notoriously
inefficient. For instance, some researchers used to
write up their experiments using Microsoft Office
applications, then print them out and glue them page
by page into notebooks. P&G was determined to
implement more efficient and collaborative methods
of communication to supplant some of these out-
dated processes.

To that end, P&G launched a total overhaul of its
collaboration systems, led by a suite of Microsoft
products. The services provided include unified com-
munications (which integrates services for voice
transmission, data transmission, instant messaging,
e-mail, and electronic conferencing), Microsoft Live
Communications Server functionality, Web confer-
encing with Live Meeting, and content management
with SharePoint. According to P&G, over 80,000
employees use instant messaging, and 20,000 use
Microsoft Outlook, which provides tools for e-mail,
calendaring, task management, contact manage-
ment, note taking, and Web browsing. Outlook works
with Microsoft Office SharePoint Server to support
multiple users with shared mailboxes and calendars,
SharePoint lists, and meeting schedules.

The presence of these tools suggests more collabo-
rative approaches are taking hold. Researchers use
the tools to share the data theysve collected on vari-
ous brands; marketers can more effectively access
the data they need to create more highly targeted ad
campaigns; and managers are more easily able to
find the people and data they need to make critical
business decisions.

Companies like P&G are finding that one vendor
simply isnet enough to satisfy their diverse needs.
That introduces a new challenges: managing infor-
mation and applications across multiple platforms.
For example, P&G found that Google search was
inadequate because it doesnst always link informa-
tion from within the company, and its reliance on
keywords for its searches isnet ideal for all of the top-
ics for which employees might search. P&G decided
to implement a new search product from start-up
Connectbeam, which allows employees to share
bookmarks and tag content with descriptive words
that appear in future searches, and facilitates social
networks of coworkers to help them find and share
information more effectively.

The results of the initiative have been immediate.
For example, when P&G executives traveled to meet
with regional managers, there was no way to inte-
grate all the reports and discussions into a single doc-
ument. One executive glued the results of experi-
ments into Word documents and passed them out at

a conference. Another executive manually entered
his data and speech into PowerPoint slides, and then
e-mailed the file to his colleagues. One result was
that the same file ended up in countless individual
mailboxes. Now, P&Ges IT department can create a
Microsoft SharePoint page where that executive can
post all of his presentations. Using SharePoint, the
presentations are stored in a single location, but are
still accessible to employees and colleagues in other
parts of the company. Another collaborative tool,
InnovationNet, contains over 5 million research-
related documents in digital format accessible via a
browser-based portal. Thates a far cry from experi-
ments glued in notebooks.

One concern P&G had when implementing these
collaborative tools was that if enough employees did-
net use them, the tools would be much less useful for
those that did use them. Collaboration tools are like
business and social networks...the more people con-
nect to the network, the greater the value to all par-
ticipants. Collaborative tools grow in usefulness as
more and more workers contribute their information
and insights. They also allow employees quicker
access to the experts within the company that have
needed information and knowledge. But these bene-
fits are contingent on the liones share of company
employees using the tools.

Another major innovation for P&G was its large-
scale adoption of Cisco TelePresence conference
rooms at many locations across the globe. For a com-
pany as large as P&G, telepresence is an excellent
way to foster collaboration between employees
across not just countries, but continents. In the past,
telepresence technologies were prohibitively expen-
sive and overly prone to malfunction. Today, the
technology makes it possible to hold high-definition
meetings over long distances. P&G boasts the worldes
largest rollout of Cisco TelePresence technology.

P&Ges higgest challenge in adopting the technol-
ogy was to ensure that the studios were built to par-
ticular specifications in each of the geographically
diverse locations where they were installed. Cisco
accomplished this, and now P&Ges estimates that 35
percent of its employees use telepresence regularly.
In some locations, usage is as high as 70 percent.
Benefits of telepresence include significant travel
savings, more efficient flow of ideas, and quicker
decision making. Decisions that once took days now
take minutes.

Laurie Heltsley, P&Ges director of global business
services, noted that the company has saved $4 for
every $1 invested in the 70 high-end telepresence
systems it has installed over the past few years.



These high-definition systems are used four times as
often as the companyes earlier versions of videocon-
ferencing systems.

Sources: Joe Sharkey, *Setbacks in the Air Add to Lure of Virtual
Meetings,ZThe New York Times April 26, 2010; Matt Hamblen,
*Firms Use Collaboration Tools to Tap the Ultimate IP-Worker
Ideas,ZComputerworld, September 2, 2009; Computerworld
Honors Program: P&GZ, 2008; www.pg.com, accessed May 18,
2010; «Procter & Gamble Revolutionizes Collaboration with Cisco
TelePresence,Z www.cisco.com, accessed May 18, 2010; «ITes Role
in Collaboration at Procter &Gamble,Z Information Week February
1, 2007.
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. What is Procter & Gamblees business strategy?

What is the relationship of collaboration and
innovation to that business strategy?

. How is P&G using collaboration systems to exe-

cute its business model and business strategy?
List and describe the collaboration systems and
technologies it is using and the benefits of each.

. Why were some collaborative technologies slow to

catch on at P&G?

. Compare P&Ges old and new processes for writing
up and distributing the results of a research
experiment.

. Why is telepresence such a useful collaborative

tool for a company like P&G?

. Can you think of other ways P&G could use

collaboration to foster innovation?
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VERIZON OR AT&T,WHICH COMPANY HAS THE BEST
DIGITAL STRATEGY?

erizon and AT&T are the two largest telecommunications companies in the United

States. In addition to voice communication, their customers use their networks to

surf the Internet; send e-mail, text, and video messages; share photos; watch videos

and high-definition TV; and conduct videoconferences around the globe. All of these
products and services are digital.

Competition in this industry is exceptionally intense and fast-changing. Both companies are
trying to outflank one another by refining their wireless, landline, and high-speed Internet
networks and expanding the range of products, applications, and services available to
customers. Wireless services are the most profitable. AT&T is staking its growth on the

ireless market by aggressively marketing leading-edge high-end devices such as the iPhone.
erizon has bet on the reliability, power, and range of its wireless and landline networks and
its renowned customer service.

For a number of years, Verizon has tried to blunt competition by making heavy technol-
ogy investments in both its landline and wireless networks. Its wireless network is consid-
ered the most far-reaching and reliable in the United States. Verizon is now pouring billions
of dollars into a rollout of fourth-generation (4G) cellular technology capable of supporting
highly data-intensive applications such as downloading large streams of video and music
through smart phones and other network appliances. Returns from Verizones 4G investment
are still uncertain.

Verizones moves appear more risky financially than AT&Tes, because its up-front costs are
so high. AT&Tes strategy is more conservative. Why not partner with other companies to
capitalize on their technology innovations? That was the rationale for AT&T contracting with
Apple Computer to be the exclusive network for its iPhone. Even though AT&T subsidizes
some of the iPhoness cost to consumers, the iPhonees streamlined design, touch screen,
exclusive access to the iTunes music service, and over 250,000 downloadable applications have
made it an instant hit. AT&T has also sought to provide cellular services for other network
appliances such as Amazones Kindle e-book reader and netbooks.

The iPhone has been AT&Tes primary growth engine, and the Apple relationship made the
carrier the U.S. leader in the smartphone carrier marketspace. AT&T has over 43 percent of U.S.
smartphone customers, compared with 23 percent for Verizon. Smart-phone customers are
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WHAT IS AN ORGANIZATION?



FIGURE 3-3



FEATURES OF ORGANIZATIONS

Routines and Business Processes

Organizational Politics

Organizational Culture



FIGURE 3-4



Organizational Environments



DISRUPTIVE TECHNOLOGIES: WINNERS AND LOSERS

Microprocessor chips Thousands and eventually millions of Microprocessor firms win (Intel, Texas Instru
(2971) transistors on a silicon chip while transistor firms (GE) decline.

PC word processing Inexpensive, limited but functional text editing PC and software manufacturers (Microsoft,
software (1979) and formatting for personal computers prosper, while the typewriter industry disappea

Internet music services Repositories of downloadable music on the Owners of online music collections (MP3.cg

(1998) Web with acceptable fidelity telecommunications providers who own Internet |
(AT&T, Verizon), local Internet service providers win,
record label firms and music retailers lose (Tower Req

Software as Web service Using the Internet to provide remote access Online software services companies (Sales
to online software win, while traditional sboxedZ software companies
(Microsoft, SAP, Oracle) lose.




Organizational Structure

Other Organizational Features

ORGANIZATIONAL STRUCTURES

Entrepreneurial structure Young, small firm in a fast-changing environment. It has a
simple structure and is managed by an entrepreneur serving
as its single chief executive officer.

Divisionalized bureaucracy Combination of multiple machine bureaucracies, each
producing a different product or service, all topped by one
central headquarters.

Adhocracy Task force organization that must respond to rapidly changing
environments. Consists of large groups of specialists organized
into short-lived multidisciplinary teams and has weak central
management.

Small start-up business

Fortune 500 firms, such
Motors

Consulting firms, such as
Corporation




3.2 How | NFORMATION SYSTEMS | MPACT
ORGANIZATIONS AND BUSINESS FIRMS

ECONOMIC IMPACTS



FIGURE 3-6



ORGANIZATIONAL AND BEHAVIORAL IMPACTS

IT Flattens Organizations



Postindustrial Organizations



Understanding Organizational Resistance to Change

THE INTERNET AND ORGANIZATIONS



IMPLICATIONS FOR THE DESIGN AND UNDERSTANDING
OF INFORMATION SYSTEMS

USING | NFORMATION SYSTEMS TOACHIEVE
COMPETITIVE ADVANTAGE



PORTER<S COMPETITIVE FORCES MODEL

Traditional Competitors

New Market Entrants



Substitute Products and Services

Customers

Suppliers

INFORMATION SYSTEM STRATEGIES FOR DEALING
WITH COMPETITIVE FORCES

Low-Cost Leadership



Product Differentiation



Focus on Market Niche

IT-ENABLED NEW PRODUCTS AND SERVICES PROVIDING
COMPETITIVE ADVANTAGE

Amazon: One-click shopping

Golf club customization: Ping

Online person-to-person
payment: PayPal.com

Amazon holds a patent on one-click shopping that it lice
online retailers.

Customers can select from more than 1 million different
options; a build-to-order system ships their customized clubs
48 hours.

PayPal enables the transfer of money between individual
accounts and between bank accounts and credit card acd




Strengthen Customer and Supplier Intimacy

THE INTERNET.S IMPACT ON COMPETITIVE
ADVANTAGE

FOUR BASIC COMPETITIVE STRATEGIES

Low-cost leadership Use information systems to produce products and services at a lower Walmart
price than competitors white enhancing quality and level of service

Focus on market niche Use information systems to enable a focused strategy on a single Hilton Hotels, Ha



INTERACTIVE SESSION: ORGANIZATIONS



IMPACT OF THE INTERNET ON COMPETITIVE FORCES AND INDUSTRY STRUCTURE

Substitute products or services Enables new substitutes to emerge with new approaches to meeting needs and perform

Supplierse bargaining power Procurement over the Internet tends to raise bargaining power over suppliers; suppfiers c|
from reduced barriers to entry and from the elimination of distributors and other intermediaries
between them and their users

Positioning and rivalry among Widens the geographic market, increasing the number of competitors, and reducing differ
existing competitors competitors; makes it more difficult to sustain operational advantages; puts pressure to co




THE BUSINESS VALUE CHAIN MODEL



INTERACTIVE SESSION: TECHNOLOGY



CASE STUDY QUESTIONS MIS IN ACTION



FIGURE 3-11



Extending the Value Chain: The Value Web

SYNERGIES, CORE COMPETENCIES, AND NETWORK-
BASED STRATEGIES



Synergies

Enhancing Core Competencies



Network-Based Strategies






FIGURE 3-13



USING SYSTEMS FORCOMPETITIVE
ADVANTAGE M ANAGEMENT | SSUES

SUSTAINING COMPETITIVE ADVANTAGE

ALIGNING IT WITH BUSINESS OBJECTIVES



Management Checklist:Performing a Strategic Systems
Analysis

MANAGING STRATEGIC TRANSITIONS



HANDS-ON MIS PROJECTS

Management Decision Problems

Improving Decision Making: Using a Database to
Clarify Business Strategy

Software skills: Database querying and reporting; database design
Business skills: Reservation systems; customer analysis



Improving Decision Making: Using Web Tools to
Configure and Price an Automobile

Software skills: Internet-based software
Business skills: Researching product information and pricing



LEARNING TRACK MODULE

mmmm Review Summary—



Key Terms

Review Questions



Discussion Questions Video Cases

Collaboration and Teamwork: ldentifying Opportunities for Strategic
Information Systems
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Will TV Succumb to the Internet?
CASE STUDY

he Internet has transformed the music

industry. Sales of CDs in retail music stores

have been steadily declining while sales of

songs downloaded through the Internet to
iPods and other portable music players are skyrocket-
ing. Moreover, the music industry is still contending
with millions of people illegally downloading songs for
free. Will the television industry experience a similar
fate?

Widespread use of high-speed Internet access,
powerful PCs with high-resolution display screens,
iPhones, iPads, other mobile handhelds, and leading-
edge file-sharing services have made downloading of
video content from movies and television shows
faster and easier than ever. Free and often illegal
downloads of some TV shows are abundant. But the
Internet is also providing new ways for television
studios to distribute and sell their content, and they
are trying to take advantage of that opportunity.

YouTube, which started up in February 2005,
quickly became the most popular video-sharing Web
site in the world. Even though YouTubess original mis-
sion was to provide an outlet for amateur filmmakers,
clips of copyrighted Hollywood movies and television
shows soon proliferated on the YouTube Web site. It is
difficult to gauge how much proprietary content from
TV shows winds up on YouTube without the studiose
permission. Viacom claimed in a 2008 lawsuit that
over 150,000 unauthorized clips of its copyrighted
television programs had appeared on YouTube.

YouTube tries to discourage its users from posting
illegal clips by limiting the length of videos to 10
minutes each and by removing videos when
requested by their copyright owner. YouTube has also
implemented Video ID filtering and digital finger-
printing technology that allows copyright owners to
compare the digital fingerprints of their videos with
material on YouTube and then flag infringing mater-
ial. Using this technology, it is able to filter many
unauthorized videos before they appear on the
YouTube Web site. If infringing videos do make it
online, they can be tracked using Video ID.

The television industry is also striking back by
embracing the Internet as another delivery system
for its content. Television broadcast networks such as
NBC Universal, Fox, and CNN have put television
shows on their own Web sites. In March 2007, NBC
Universal, News Corp (the owner of Fox

Broadcasting), and ABC Inc. formed Hulu.com, a
Web site offering streaming video of television shows
and movies from NBC, Fox, ABC, Comedy Central,
PBS, USA Network, Bravo, FX, Speed, Sundance,
Oxygen, Onion News Network, and other networks.
Hulu also syndicates its hosting to other sites, includ-
ing AOL, MSN, Facebook, MySpace, Yahoo!, and
Fancast.com, and allows users to embed Hulu clips
in their Web site. The site is supported by advertising
commercials, and much of its content is free to view-
ers. CBSes TV.com and Joost are other popular Web
television sites.

Content from all of these sites is viewable over
iPhones. Hulu has blocked services such as Boxee
that try to bring Hulu to TV screens, because that
would draw subscribers away from cable and satellite
companies, diminishing their revenue.

According to Hulu CEO Jason Kilar, Hulu has suc-
cessfully brought online TV into the mainstream. It
dominates the market for online full-episode TV
viewing, with more than 44 million monthly visitors,
according to the online measurement firm comScore.
Monthly video streams more than tripled in 2009,
reaching over 900 million by January 2010.

What if there are so many TV shows available for
free on the Web that «Hulu householdsZ cancel their
cable subscriptions to watch free TV online? Cable
service operators have begun worrying, especially
when the cable networks posted some of their
programming on the Web. By 2010, nearly 800,000
U.S. households had scut the cord,Z dumping their
cable, satellite, or high-speed television services from
telecom companies such as Verizones FiOS or AT&Tes
U-verse. In their place, they turned to
Web-based videos from services such as Hulu, down-
loadable shows from iTunes, by-mail video subscrip-
tion services such as Netflix, or even old-style over-
the-air broadcast programming. Although the scord
cuttersZ represent less than 1 percent of the 100
million U.S. households subscribing to a cable/
satellite/telco television service, the number of
cord-cutting U.S. households is predicted to double to
about 1.6 million. What if this trend continues?

In July 2009, cable TV operator Comcast
Corporation began a trial program to bring some of
Time Warneres network shows, including TBSes My
Boysand TNTes The Closerto the Web. Other cable
networks, including A&E and the History Channel,
participated in the Comcast test.



By making more television shows available online,
but only for cable subscribers, the cable networks
hope to preserve and possibly expand the cable TV
subscription model in an increasingly digital world.
*The vision is you can watch your favorite networkes
programming on any screen,Z noted Time Warner
Chief Executive Jeff Bewkes. The system used in the
Comcast-Time Warner trial is interoperable with
cable service providerse systems to authenticate
subscribers.

The same technology might also allow cable firms
to provide demographic data for more targeted ads
and perhaps more sophisticated advertising down the
road. Cable programmers stand to earn more adver-
tising revenue from their online content because
viewers canet skip ads on TV programs streamed
from the Web as they do with traditional TV. Web
versions of some television shows in the
Comcast...Time Warner trial program, including
TNTes The Closer will carry the same number of ads
as seen on traditional TV, which amounts to more
than four times the ad load on many Internet sites,
including Hulu. Many hour-long shows available
online are able to accommodate five or six commer-
cial breaks, each with a single 30-second ad. NBC
Universal Digital Entertainment has even streamed
episodes of series, including The Office with two ads
per break. According to research firm eMarketer,
these Web-video ads will generate $1.5 billion in ad
revenue in 2010 and $2.1 billion in 2011.

For all its early success, Hulu is experiencing
growing pains. Although it had generated more than
$100 million in advertising revenue within two years,
it is still unprofitable. Hulues content suppliers
receive 50 to 70 percent of the advertising revenue
Hulu generates from their videos. Some of these
media companies have complained that this revenue
is very meager, even though use of Hulu has
skyrocketed. One major supplier, Viacom, withdrew
its programming from Hulu after failing to reach a
satisfactory agreement on revenue-sharing, depriving
Hulu viewers of such popular shows as The Daily
Show with Jon Stewartand The Colbert Report

Other companies supplying Hulues content have
pressured the company to earn even more advertis-
ing dollars and to set up a subscription service
requiring consumers to pay a monthly fee to watch
at least some of the shows on the site. On June 29,
2010, Hulu launched such a service, called HuluPlus.
For $9.99 per month, paid subscribers get the entire
current season of Glee The Office Houseand other
shows from broadcasters ABC, Fox, and NBC, as well
as all the past seasons of several series. Hulu will
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continue to show a few recent episodes for free
online. Paying subscribers will get the same number
of ads as users of the free Web site in order to keep
the subscription cost low. Paying subscribers are also
able watch shows in high definition and on multiple
devices, including mobile phones and videogame
consoles as well as television screens.

Will all of this work out for the cable industry?
Ites still too early to tell. Although the cable program-
ming companies want an online presence to extend
their brands, they donst want to cannibalize TV
subscriptions or viewership ratings that generate
advertising revenue. Customers accustomed to
YouTube and Hulu may rebel if too many ads are
shown online. According to Oppenheimer analyst
Tim Horan, cable companies will start feeling the
impact of customers canceling subscriptions to view
online video and TV by 2012. Edward Woo, an
Internet and digital media analyst for Wedbush
Morgan Securities in Los Angeles, predicts that in a
few years, «it should get extremely interesting.Z Hulu
and other Web TV and video sites will have much
deeper content, and the technology to deliver that
content to home viewers will be more advanced.
Sources: Ryan Nakashima, *Hulu Launches $10 Video
Subscription Service,Z Associated Press, June 29, 2010; Ben
Patterson, *Nearly 800,000 U.S. TV Households «Cut the Cord
Report Says,Z Yahoo! News, April 13, 2010; Brian Stelter and Brad
Stone, *Successes (and Some Growing Pains) at Hulu, sThe New
York Times, March 31, 2010; Brian Stelter, «Viacom and Hulu Part
Ways,ZThe New York Times March 2, 2010; Reinhardt Krause,
«Cable TV Leaders Plot Strategy Vs. Free Programs on the Web,Z
Investors Business Daily August 18, 2009; Sam Schechner and
Vishesh Kumar, TV Shows Bring Ads Online,Z The Wall Street

Journal, July 16, 2009; and Kevin Hunt, *The Coming TV-Delivery
War: Cable vs. Internet,Z The Montana Standard July 18, 2009.

1. What competitive forces have challenged the
television industry? What problems have these
forces created?

2. Describe the impact of disruptive technology on
the companies discussed in this case.

3. How have the cable programming and delivery
companies responded to the Internet?

4. What management, organization, and technology
issues must be addressed to solve the cable
industryss problems?

5. Have the cable companies found a successful new
business model to compete with the Internet?
Why or why not?

6. If more television programs were available online,
would you cancel your cable subscription? Why or
why not?
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BEHAVIORAL TARGETING AND YOUR PRIVACY:
YOU.RE THE TARGET

ver get the feeling somebody Is trailing you on the Web, watching your every click?

Wonder why you start seeing display ads and pop-ups just after youeve been scouring

the Web for a car, a dress, or cosmetic product? Well, youere right: your behavior is

being tracked, and you are being targeted on the Web so that you are exposed to
certain ads and not others. The Web sites you visit track the search engine queries you enter,
pages visited, Web content viewed, ads clicked, videos watched, content shared, and the
products you purchase. Google is the largest Web tracker, monitoring thousands of Web sites.
As one wag noted, Google knows more about you than your mother does. In March 2009,
Google began displaying ads on thousands of Google-related Web sites based on their previous
online activities. To parry a growing public resentment of behavioral targeting, Google said it

ould give users the ability to see and edit the information that it has compiled about their

interests for the purposes of behavioral targeting.

Behavioral targeting seeks to increase the efficiency of online ads by using information that

eb visitors reveal about themselves online, and if possible, combine this with offline identity
and consumption information gathered by companies such as Acxiom. One of the original
promises of the Web was that it can deliver a marketing message tailored to each consumer
based on this data, and then measure the results in terms of click-throughs and purchases. The
technology used to implement online tracking is a combination of cookies, Flash cookies, and

eb beacons (also called Web bugs). Web beacons are small programs placed on your compute

hen you visit any of thousands of Web sites. They report back to servers operated by the bea-
con owners the domains and Web pages you visited, what ads you clicked on, and other online
behaviors. A recent study of 20 million Web pages published by 2 million domains found Google,
'Yahoo, Amazon, YouTube, Photobucket, and Flickr among the top 10 Web-bugging sites. Google
alone accounts for 20% of all Web bugs. The average home landing page at the top 100 WeQ
domains has over 50 tracking cookies and bugs. And you thought you were surfing alone?

Firms are experimenting with more precise targeting methods. Snapple used behavioral
targeting methods (with the help of an online ad firm Tacoda) to identify the types of people
attracted to Snapple Green Tea. Answer: people who like the arts and literature, travel interna-
tionally, and visit health sites. Microsoft offers MSN advertisers access to personal data derived
from 270 million worldwide Windows Live users. The goal of Web beacons and bugs is even more
granular: these tools can be used to identify your personal interests and behaviors so precisely tar-
geted ads can be shown to you.







UNDERSTANDING ETHICAL AND SOCIAL | SSUES
RELATED TOSYSTEMS

RECENT EXAMPLES OF FAILED ETHICAL JUDGMENT BY SENIOR MANAGERS

Lehman Brothers One of the oldest American investment banks collapses in 2008. Lehman used informatio
(2008...2010) accounting sleight of hand to conceal its bad investments. Lehman also engaged in decep
shift investments off its books.

Minerals Management Managers accused of accepting gifts and other favors from oil companies, letting oil comp

Service (U.S. Department employees write up inspection reports, and failing to enforce existing regulations orlioffs
of the Interior) (2010) rigs. Employees systematically falsified information record systems.

Galleon Group (2009) Founder of the Galleon Group criminally charged with trading on insider information, payi
to Wall Street banks, and in return received market information that other investors did not ge




A MODEL FOR THINKING ABOUT ETHICAL, SOCIAL,
AND POLITICAL ISSUES



FIVE MORAL DIMENSIONS OF THE INFORMATION AGE



KEY TECHNOLOGY TRENDS THAT RAISE ETHICAL
ISSUES

TECHNOLOGY TRENDS THAT RAISE ETHICAL ISSUES

Computing power doubles every 18 months More organizations depend on computer systems for critical operations.

Data analysis advances Companies can analyze vast quantities of data gathered on individuals to de
profites of individual behavior.
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