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& Bob Metcalfe's network law : n?

Network2) * Point-to-point
« based on a telephone or fax machine
JEXI21 21818
SR AN A m Kelly's new law of networks : n°
I8 W3 @ynline » Multiple buyers and sellers

Biz

« internet connection

Internet J| & & = 80| 2 Fixed Pricing0ll 1 Dynamic pricing model2
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« Working more effectively with current partners
- Deliver rich, real-time information to partners
- Design products more efficiently

+ Extending the reach of your company
— Sell to new customers

— Buy from new suppliers
- ldentify and collaborate with new operational partners

» Leveraging shared internet infrastructure

~ Industry templates
-~ Connectivity standards (XML, RosettaNet, EDJ)

— Hosted services

e-Business= ValueZ& E31J| {3l QIS SN E SSTE 202, g2

JLXIALESE 2R 8 Value Network2 M & 3 210ICH
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® B2C : Business to Customer {amazon.com)

® C2C : Customer to Customer (eBay)

® C2B : Customer to Business (priceline.com : #&23)
® B2G : Business to Government

® B2B : Business to Business

® P2P : Pier to Pier
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¥ 3 i
! CRM
B2C  Shopeing Ml eBusiness
g Collaborative
Integrated ! Extranets
Web-Stor. i
Interactive Cor&tmunity SCM
Marketig Extranets
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Electro : Procurement
Catal Extranets 5 Automation
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Worldwide B2B wili continue to grow at aggressive
rates through 2003, at which point e-busingss becomes

the nomn in_many industries, causing a_massive up
i drivi nd changes to

the way businesses do business with each other

B2B EC Forecast
{Bitlions of DoBurs)

‘a8 ‘99 00 ‘0 Q2 ‘03 04
Source: GartherGroup (fanuary 2000}

Capture .

With
B2B Procurement
& Services

Stage of Compliance
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Direct  Indirect  Costof Direct Sales

Materisl Materieis Labor Overhead sxpense o0 Other

32% savings opportunity

Before B2B After B2B

* B2B Exchanges (Marketplace : different B2B e-commerce)

The unique feature of a B2B Exchange is that it brings muitiple
_ummnn_agugmmmin a “!lmal sense) in one central

Mm_mmp_ﬂcg which is dotermined in accordance with the
rules of the exchange.

* B2B e-Commerce (different B28 Exchange)

B2B e-commerce companies offer products for sale, or seek to
procure Products, on-line, but represent only one buyer or one
seller so that they do not bring multiple buyers and sellers
together.




Personal Workplace
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gh= web3tS! R Application®

HZ822M Internet & .
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Optimized B2B Process
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Private Marketplace Public Marketplace

Transaction
Auction
e-Sourcing
N ERP, SCM
VS. 3 PDM, CRM
Collaboration
Workfiow
Callcenter

Transaction
Auction

Offline leaders and its suppliers Buy/Sell from anyone

Private marketplace is just another “automation”
True value of B2B marketplace is being created by “Public Trading”
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| e-Busines

Using the Internet to Aggregate

Distribution Procurement
Portals Portais

‘.

V

Sell Side Exchanges Buy Side
Application Application
independent sCM
CRM Trading e-supply chain
Exchange

e-Procurement

Bringing Internet

Making a market for efficiencies to
a product or service Enterprise
applications

" 526 .

» Business Modet
« Market Size
+ industry Expertise

» Sources of value
— eMarketplaces are bounded
by services, content, and
connectivity
» Structural Inertia . Shal‘ed value
- Must add value to every
constituent

« First Mover Advantage

» Branding And Distribution
« Community Feature

+ Technology(B2B Platform)

* Time to value
— Ease of adoption and cost of
conversion are significantly
impacted by time to value
« Revenue Streams

+ Management Execution Hustle

« Open, Scalable technology
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B End-User-Driven Models{driven by industry stakeholders)
» Demand-side alliances : Industry feeling significant pressures to improve
supply chains to cut costs and gain efficiencies with a propensity to act collectively
(automotive industry & high-tech manufacturing industry)

- Dominant end users : Industry segment with large enterprises feeling significant
supply chain or competitive pressure with a propensity to invest in IT (financial service
industry & mass-market retait industry)

m Vendor-Driven Models(driven by IT vendors independent of demand-
side aliances and dominant end users)
» Vendor-driven marketplace(JV) : Industries where vendors perceive sizable
consulting and system integration opportunitiés with portal participants
(Chemicai industry & consumer packaged goods manufacturers & heakhcare)

* Vendor-driven portal : industry sagments in which there is a high degree of industry
lradmentation (Not follow-on opportunily related io consulting and system integration, but
value-added services) -

Dominant End | Demand Vendor-Driven Vendor-Driven
User - Alliance MP: JV Portal
tevel of A
Lowto Lowto Low to High
gg”;m medium medium medium
Fragmentation
::lfs';‘;‘g of | High High Low to Low to
invest in IT medium medium
Target Market | Financial Automaotive, Chemical, CPG | CPG retailers,
services, mass- | high-tech manufacturers, nurses, niche
market retai, manufacturing | health care verticals
apparel
manufacturers

Source: Dataquest (November 1999)
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UHLNO2 B2BAIRIS] pUR F2 WebM A OIROIX+= HaY, FD, FM, 2,
48, AL AL B0 QI8 4= (Fee) YEIZ WUR.

- Seller transaction fee (74% P 84%)

- Fees for data or analysis (18% P 74%)

+ Marketing Fee(Advertisement) (32% P 56%)

+ Revenue from other sites (18% P 56%)

- Custom storefronts for suppliers (26% P 44%)
- Buyer Transaction Fees (32% P 40%)

- Seller Subscription fee

- Buyer Subscription fee
(sowce : Forrestar, Feb, 2000)
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Solution
{Faster, Better,
Cheaper)

+ Traditional Paper Model Solutionlt
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Package Implementation, Custom
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Source : Gartner Group, April, 1999
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B2B Framewc
Invoices, Payments. Clearing

Banks,
Financial
Institutions

gCredi}.coma

B28
Marketplace

Suppliers

« Production materials
« Operating goods,
Service

Logistics

Celarix, NTE

Transportation, Warehouse

Customers

e-Frastructure
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2 -
'« | Solution Requirame

+ Mirror your business * Sophisticated
- Organization - Complete requisition to pay functionality
- Business processes - Intelligent reporting

- Multiple catalog sources

* Minimum expense
- Easy to use shopping experience
- No IT headaches

Walk-Up Flexible . B2B
User Business Pt::)::re Infx:::::n Commerce
Interface Rules y Services
| ] ] ]
A A

Internet / Intranet

Direct
Material
Suppliers

Indirect
Material
Suppliers

Loglstics Providers
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Board

Information Link

Personal Space

Membership

Content Commerce Collaboration
Search/Inqui
Catalog carchinquiry Collaborative Logistics
Neﬂatiate/Match/ Collsborative Desi
oligborative S
Profile —Dggregate &
Buy & Sell CPFR
Content Administration Bill & Pay

Intelligence

Analysis

KMS

CRM

Data Mining

Integration

Process Automation

Business Adapter

Message translator

Message Bus

r Advertisement

Customization

eMP Sys Admin J
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For Collaborations and Value Added Service

* Order Entry — order capture with applicable discounts and substitute products

» Sourcing of Products - certtifying suppliers and obtaining committed volumes
and discount

» Order Fulfillment — transaction settilement, track and trace

* Transportation Management - merge in transit ; cross docking ; consolidation,
and diversion. Shipping optimization via real-time
integration with transportation exchange

+ Purchase Profile — historical purchase data; convenient reorder

« International trade logistics, customs, duties, tariffs; compliance check; (anded
cost analysis and export document production,

+ Contracts Management — terms and conditions, renewals, volume agreements,
compliance

* Product Lifecycle Collaboration - joint design processes, advanced part change
notification, effectively dates, transition planning

*» Regulatory Filing — coordinated across supply chain

*» Planning — high-level supply chain design and warehouse positioning

* Scheduling - production scheduling and optimization across multiple partners
« Forecasting — demand, production, and promotion responses

+ Asset Management- tracking, MRO, depreciation schedules
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» Meta Catalog/Content Management ~ multi-vendor catalog rationalization, SKU
mapping and resolution, part substitution and suggestion

+ Electronic Bill Presentment and Payment
+ Community Functions — news, job postings
+ Escrow Warranties ; Risk Management

* Receivables Management

» Performance Management - best and worst delivery record, quality, rework across
the trading commusnity

» Reverse Logistics — demand, production, and promotion responses

+ Payment Reconciliation

+ Scrap Processing - efficient disposition of scrap material into the marketplace

+ Interactive Online Selling - product configuration; validate viable configuration
of option for each order; tie in availability and substitutes from
multiple vendors; comparative product analysis

* Integrated, multi-vendor Order Processing

» Application Hosting

» Complex Pricing — negotiated rates; volume discount; promotions; tiered

pricing; future pricing with effectively dates; multiple price lists;
quote management and status
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« Digital Certificate Management

* Inventory Availability — capable to promise; available to promise across
Multiple suppliers

* Clearing Service

* Payment Processing — payment system integration and settiement; credit
line check and reservation; cost code analysis

+ Carrier Notification and Acknowledgement
» Bill of Material Explosion/Confirmation - routing separate line items in a single

order to multiple suppliers and handling fulfillment; confirming delivery
and status agreement and status
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+ Procurement Workflow Rule

= Content Filtering

+ Comparison Shopping

+ Feasible modeling and scenario planning

* Derivative Tools - forward contracts, option on commodities and Manufacturing
Capacities

+ Market Intelligence - benchmarking

+ Personalization/Profiling of Customers and Market Segments
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B82B Marketp

* Channel Management Service — lead sharing; warranty registration

* Fulfillment Modeling — across customer, seller, and product hierarchy to
forecast impact of pricing changes and product configuration
change

*» Wire Service

« Link to other Exchange - €.9. transportation capacity exchange

* Quick Pay Setvice {take receivable) to Increase Liquidity

* Uniform Customer entitlements across all customer channels — benchmarking

* Anonymous Inventory Posting — take title

* Private-label Exchange Services - hosting partner communities

* Route Optimization

* Integration with back-end-systems — support for rich data transfer with
major ERP systems; support of native APis(Application
Programming interfaces)

* Trade Credits

» Education and Training — multimedia training of complex processes;
how-to videos tied to product configuration process

+ Factoring Service
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« Specialized Market Making — auction, reverse auctions, consortium purchases,
Program buys, and contract buys.

* Buyer and Supplier Profile Validation

= Affinity Programs

Manufacturers Service Organizations

MRO Supplies 297, Office Supplies 5%, Office Supplies

Services

MRO Suppli€
and Equipmert

Business Impact of Next Generation B2B Solutions
Business Objective _New B2B Capability First Gen.  Next Gen.

Reduce Ordering Cost  Transaction Automation X X
Reduce Inventories Coltaborative Planning X
Reduce COGS Spend Aggregation X
Reduce OpEx Spend Aggregation X

X

Speed Product Devel.  Design Collaboration
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Biz Impact

Manufacturers

Service Organizations

MRO Supplies

y/ 2%, Office Supplies

Services

MRO Suppli€

5%, Office Supplies

and Equipment
Business Objective New B2B Capability First Gen. Next Gen.
Reduce Ordering Cost  Transaction Automation X X
Reduce lnventories Collaborative Planning X
Reduce COGS Spend Aggregation X
Reduce OpEx Spend Aggregation X
Speed Product Devel.  Design Collaboration X

B2y AlE RO A% 02k X% o4t
« 121249 ¥l Portal (B28 e-Commeroce)
- Z/88 B4 Portal
- 84 ®E B2B Portal
« 82 (Y Portal
+ HEX K

B 22201 2112 |A}= 0l 828 AlF & E % Click-to-mortar2)
B28 Player?! T&E AW Oikst
- B2C X0 828 M= Tk (7.6%)
« B2B HEYM (25.8%)
o IT N ECRIMS @z2ip! X 83 (22.7%)

+ 2B2pl J18 Nk (43.9%)
Sowwve : IS HRA-PZ L, May, 2000

__220__



Riy-Jg. Bl

18

S

2
SIS

SRR

w220l GHl

w T, ECAN2 2Ietpl
AW X

B28 2 A

# B2C XD B2BE
e

MAS AR MY/ Y X2 32 B2 4 AR/ #Z BM A2 5%
L3 & X ®/Y He % B2B
BRE MP

Source | H&HH A XE, May, 2000

B Intermediary2| H|& Xl : Data or analysis& = &t Information Service 2} &}

® Vertical Portal®] §J}: 1& 0190 3%y NRE S &%

B Workplace 3 Coliaboration 2|5 28} : Process Automation & 7|22 &3
28t

m OIS 518 SJ}b: Brand Power, &3 AM

B B2B Marketplace 1 ERHI® S| LR U2 8 9/8t LIMHIA IS5 &8

B J@EOZ J|ES EDi= X, XML £4 % JAVAD A g2 84

| QEIY AHIAS BR (Convergence): ST 4%

m Web Hosting A2 2| 2t : ASP At 4F

8 I8 TS AIF &CH: SCM, Web ERP

u Internet Marketing®| 8 & : FMO(Fusion Marketing Online), CRM, Ad. & &
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“The Best Internet Business GENerator
in the world”
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