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Home Depot

Bryan Kahlow stepped back for a second to survey his work. He and his father-in-law had constructed a new deck. After receiving estimates in the $3,000 to $4,000 range, Bryan decided to investigate the possibility of completing the job himself. Of course, not being much of a handyman he knew that he needed a let of help.

On a Saturday, the two men attended a short class at the neighborhood Home Depot store. There they learned all of the steps necessary to complete a deck. They were even given the name and phone number of their instructor, to call in  case they ran into trouble along the way. After two days of diligent work, they constructed a new deck. This was made possible by the friendly and courteous staff at Bryan Kahlow's Home Depot.

A high level of customer service is what has helped Home Depot revolutionize the home improvement industry. Skilled contractors formerly dominated the industry. Now the industry includes many do-it-yourselfers eager to save time and money and achieve a sense of accomplishment.

Casestc \l1 "Cases: Retail Sales

The retail sales industry encompasses all sales to end-product users—the consumers of the world. This industry is large and getting even larger as new and innovative means of reaching buyers continue to be developed.  Presently, much media focuses on the Internet as a new medium for retail sales. The big question is whether people will buy over the Internet. Retail sales currently take place in department stores, warehouse stores, specialty stores, via mail-order, and in many other venues.

Financial Analysis of Retail Industry

Retail sales have been robust for the past few years. Low inflation, rising income, falling unemployment rates, and an increase in consumer spending have led the drive in the retail sales industry bull market. In 1996, according to Reuters News Service, retail sales rose 5.3 percent, compared with 4.9 percent, 7.5 percent, and 5.6 percent for prior years. Using the returns of the Standard & Poor's 500 as a measure of performance, the general retail industry has recently shown return rates to be 21 percent higher on average over the S&P. Historically, normal valuation is only at 0.5 percent over the S&P 500.

Retail sales are generally cyclical in nature. Holiday sales are a significant measure of consumer sentiment.  The National Retail Federation reports 1996 December holiday market sales posted a 0.6-percent increase, which was above industry expectations of a 0.4-percent increase. The 0.6 rise was a 2.5-percent increase relative to December 1995 sales.

Stock/Investment Outlook

Retailers were expected to have problems in 1997, despite high levels of consumer confidence, because of the high levels of consumer debt and personal bankruptcy.   According to NatWest Securities group, and by historical benchmarks, the growth in retail sales would begin pulling back. It was likely that consumer demand for luxury items was at a peak. With a slowdown in the economy, consumers may not be willing to purchase many unnecessary items. To economists, the numbers tell an old story: too many stores, too few consumer dollars.

Potential/Prospective for Growth

The retail industry encompasses an extremely competitive and broad marketplace. The advancement in new retail avenues is ongoing. The up-and-coming Internet online retail industry grew by an estimated 50 percent in 1995, a rate much faster than the growth of retail in general. Over $2.2 trillion was spent in retail in 1995, with over $50 million of that amount in online retail shopping.

The National Retail Federation believes that by the year 2005, 25 percent of basic merchandise could be bought on the Internet. While the use of online shopping will continue to increase, most retailers and consumers agree that online shopping will never be a complete replacement for the physical experience of browsing.

In addition to Internet access, there is competition among stores to develop the shopping environment for the future. An example of research at work is a present collaboration between JC Penney and Nordstrom. It proposes interactive home shopping through a consumer's television screen. This service would allow consumers to view merchandise on screen and make purchases through their television remote controls. Interactive home shopping networks are already in place; few allow the purchase of consumer goods through remote control.

Retailers who don't place information technology and research and development as top priorities will get squeezed out in the scramble to catch up. Retail industries must keep up with the changing demands, character, and demographics of their customers.

Competitive Structure

The retail sales industry is highly competitive in all areas. There are single store, franchise, and large retail outlets. Sandra Shaber of the WEPA group calls it either a "price business" or a "We've got a gimmick business."  Barriers to entry are not always high. There are always many trials of new concepts in progress. Retailers must react quickly to consumer preferences in the industry.

Role of Research and Development

Much research and testing of Internet web sites is presently underway. It is not clear which concepts will work and how consumers will respond. Utilizing data warehousing technologies to obtain, gather, and analyze customer data/purchasing habits is being developed to the fullest by Kmart Corporation. For example, in developing their idea of "Retail 2000," Kmart is researching cart scanning. With this process a whole cart is scanned at once to determine prices for checkout. Kiosks will allow customers to order products directly from a manufacturer. Marketing research and development is always underway in this industry.

Technological Investment and Analysis

Retailers have invested in many of the newest technologies. Technological improvements have allowed many retailers to thrive in this competitive industry. Tracking customer information via smart cards and computer programs designed for efficient stocking and warehousing, have helped retailers cut costs and increase marketing capabilities. Web sites with online shopping capabilities allow for an extension of the store hours to 24 hours. Information technology allows retailers to transact business deals around the clock and from any location on the globe.

Recommendations for the Future of the Retail Industry

Retailers must continue to take advantage of and innovate with the most up-to-date information technologies.  They must seek ways to cut costs in a very competitive industry where much of the competition is based on overhead, inventory, and shipping costs.

Home Depot

History and Introduction


Home Depot is a market leader that uses the right technology strategy to saturate its customers with information.  Its unstated goal is to turn modestly competent amateurs into confident renovators.  An examination of its web site reminds one of the self-help section of a book store.  The web site and the associates within the store offer a wide array of instant advice and step-by-step guidelines. 
Technological Investment and Analysis

Future growth for Home Depot will be contingent upon its ability to expand into new markets. The principles that built the company are the traits that will assure its future success. Increased customer loyalty, expanding services within the store, and improving the product line will allow the company to operate more efficiently.

One of the ways Home Depot seeks to improve operating efficiency is through the implementation of a computer-assisted ordering system. This system reduces the time spent by associates ordering inventory and increases inventory availability. This leads to higher sales (the required items are in stock and on the shelves when the customers want them) and higher inventory turnover (inventory items that are not required are not sitting in a warehouse).

In order to provide better means of communication between individual stores and the home office in Atlanta, the company decided to move ahead quickly in the areas of communications and networking. In moving to a more open system, they installed HP9000 UNIX processors from Hewlett-Packard in the stores and connected them to headquarters using a TCP/IP (Transmission Control Protocol/Internet Protocol) connection. This is now the standard in open communications interconnections.

The transition from in-store processors to a central TCP/IP hub was not terribly difficult, but Beach dark, manager of network architecture at Home Depot, ran into problems in finding an off-the-shelf package that would meet Home Depot's needs. To be effective, the package had to be capable of handling data transport to (and from) the stores since the file transfer application for the Data General proprietary environment was not suitable for the TCP/IP network. Additionally, the package had to run in real time instead of processing in batch mode.

Corporate Microsystems (CMI) received the contract for its Mlink Advanced Communications Manager Software, which runs on a UNIX platform and delivers TCP/IP support. Mlink software offered capable data collection and downloading, connections for all the stores to the headquarters data, and coordination of e-mail between stores. By continuously polling stores for updates in areas such as price or inventory, the system was continuously updated instead of waiting until batch download was performed in the evening. Best of all, the system could run unattended and unobserved thereby minimizing operator interaction. The system has improved all levels of communication and information processing between the stores and headquarters, and improved inventory management.

Home Depot hopes to increase its customer base and improve customer service in its present markets. Implementing technological improvements in inventory management and improving its computer network will help keep inventory on hand and will reduce costs. Additionally, customer spending habits, rush orders, and general company information can be communicated between individual stores and the home office instantly.

Systems Development


In 1989, Home Depot was a $2 billion company with 35 people in its IT organization.  Today, it is a $50 billion company with an IT organization of nearly 1,300 people and a greatly changed technology environment. 

In the past 12 years, almost every core IT system at Home Depot has been replaced or rebuilt from the ground up.  This includes financial, order processing, supply chain, inventory management, and human resources applications. Home Depot stores that once averaged 25 to 30 IT devices, such as scan guns and point-of-sale systems, today routinely have more than 500 such devices feeding the company's databases.  From 1997 to 2001, Home Depot has ranked No. 1 in Computer World magazine’s listings of the 100 Best Places to Work in IT. 

According to Ron Griffin, former CIO, "From a technology perspective, things have gotten more complex by an order of magnitude."
  Increasingly, the challenge for IT is to insure that the infrastructure is scalable enough in years ahead to keep pace with enormous growth in transactions.  According to Griffin, “The real challenge is to understand the implications of how to build something of industrial strength to [deal with this growth]."

At this time, Home Depot is planning another major rebuild of several core systems, including its supply chain and inventory management systems. The system upgrades were supposed to occur earlier but did not get the necessary funding. 

Recommendation for the Future

Home Depot focuses on sales growth and the stock reaction to its decisions. Home Depot sees its ability to establish and grow customer franchises as critical to its continuing in a market leadership position.  Attracting customers is the key to overcoming customer scarcity.  Several factors make sales growth the preferred indicator of Home Depot’s competitive abilities.  First, it assumes that customers are the ultimate arbiter of success. The only way to increase sales is to get customers to change and increase their buying decisions.  Simply repeating the same purchases is not enough.  Growing faster than the competition requires convincing customers to cast their votes for your company instead of the others.  This approach keeps the gap between the top performers and their peers increasing.  This sales-growth imperative suggests that unless a company is growing at twice the pace of its peers, it risks falling behind in the race for market leadership
. 

This pace has been set by Cisco Systems, WalMart, and Sony, each of which increased its sales in the past six years by more than its four closest competitors combined.  Internet-driven markets that have doubled in size each year make it necessary for leaders such as Ariba to grow at more than 200 percent annually just to secure their position
. 

The stock market reaction to the decisions is also important.  Sales growth indicates a company's ability to win customers but says little about continued growth and success.  It is critical to evaluate the growth targets in consideration of the following points.

· Whether growth has come at the expense of profitability?

· Whether new customers were short-term buyers?

· Whether the company converted its success with customers into solid and sustainable business results?

Questions

1. What forces are driving the strategic direction of the corporation/organization?

2. Upon what technologies has the corporation relied?

3. How did the corporation fund, purchase, and implement the technological program of advancement?

4. Are there replacement products for what Home Depot sells?

5. What can you leam from an examination of the corporation's web page about their business direction of  the organization?

6. What challenges and opportunities is the industry facing?

7. What role does data play in the future of the corporation?
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Toys "Я" Us

In 1957, Charles Lazarus saw the baby boom generation in the making. He observed that this was going to lead to a huge demand for baby products, in his mind, mainly furniture. The idea of selling just furniture did not last long. The furniture sold well, but Charles Lazarus got a, lot of customers asking the same question, "Don't you stock any toys for my baby?" This led to the first "toy supermarket," which was also opened in 1957. In the mid-1970s, Toys "Я" Us became a public company, and since that time has targeted other markets. These stores include Kids "R" Us, which concentrates mainly on kids' clothes, Babies "Я" Us, which markets products for younger-aged toddlers, and Books " Я" Us, which sells books.

Technological Investment and Analysis

The company's primary technology includes Unisys mainframes, IBM processors, and thousands of personal computers. Operating systems include DOS, Windows, and Windows 2000 all running under one protocol with IBM AS/400 midrange systems. Toys "Я" Us uses a wide area network based on satellites, some local area networks, and third-party networks. 

It is important for the company to keep in constant contact with all locations. At the same time, Toys "Я" Us tries to maintain a decentralized focus, giving individual stores the autonomy needed to respond to local markets around the world. 

Joseph Giamelli, Vice-President of Information Systems, international division, has decided to upgrade to Windows 2000 running on IBM AS/400 servers. This transition is intended to bring clients and distributed servers together under one standard open platform for Toys "Я" Us stores around the world. With over 400,000 AS/400s in place, it is the largest installation of data warehouses. As far as training goes, Giamelli states that, "By going in with the AS/400, I just had to train people on the application, so I eliminated the technical knowledge required and focused on the business model."

Also involved in the upgraded system is a global data warehouse that will acknowledge 12 different languages and currencies. The length of time to remap data to the data warehouses in 12 languages and currencies was just six months. This upgrade will allow all software from around the world to run on the same platform and still allow all activities to be analyzed by the head office. Toys "Я" Us analysts will be able to run better reports on a global basis by item, vendor, and category.

Technological Innovations

Telecommunications

Toys "Я" Us hopes to expand its customer base with its web site, which offers services that are not available in stores, such as the ability to search for gifts by age and price range. The web site was put online in 1998. Purchases can be gift-wrapped and shipped with a personalized note.

Toys "Я" Us is facing competition from Web startups Etoys and Toys.com. By focusing on wrapping and other services, the company is looking to attract upscale consumers.

The Toys "Я" Us web site is linked to the company's back-end inventory and fulfillment systems by commerce server software from InterWorld Corp. The Kmart system, which is also connected to back-end systems, uses Dell servers running IBM's Net.Commerce web server software.

In 1999, Toysrus.com was an online laughingstock.  It led Toysrus in losses and in customer complaints.  In August, 2000, ToysRUs linked to Amazon.com.   Today, the ToysRUs Web Site is the Internet's leading retailer of toys, video games and baby products.  Amazon.com took over the toy retailer's site operations and customer service.  Toysrus.com takes advantage of Amazon's well-oiled fulfillment operation and sophisticated personalization technology.  This outsourcing has enabled Toysrus.com to realize a 40 percent reduction in operating costs, largely by offloading fulfillment activities. Its conversion rate, the percentage of site visitors who make purchases, has doubled since the linkage to Amazon.com went into effect in August 2000.  In the critical 2000 holiday season, Toysrus.com boasted 99 percent on-time delivery amid a huge volume of orders.  Amazon's network of five U.S. distribution centers enabled Toysrus.com to defray the costs of building the infrastructure on its own. Amazon manages the holiday crush by moving its distribution centers to a 24x7 work schedule. The infrastructure proved to be robust enough to process a mass of orders.  Sales volume more than tripled from the 1999 to to $124 million in 2000
.

Competition

E-Toys was hailed as one of the most promising online rivals.  Yet it folded in January 2001. When it was established, the group estimated it would sell up to L150 million ($217 million) of toys in the UK and US.  The reality proved to be less than half that figure.

According to CFO Lipschitz, "E-Toys had no prayer of making money. They had a lot of suckers willing to put up a lot of money but they spent hundreds of millions of dollars building the infrastructure.  The company had a lot of hype and got caught up in the dot.com surge but you can't do it as a stand-alone internet site you've got to get the synergies from having both internet and the bricks and mortar. We were doing the same thing - building distribution centres and internet sites, which are not cheap. Now Amazon deals with all of that, with input from us.”

Recommendation for the Future

Integrating the company's databases and yet putting decision-making power in the local store managers' hands gives Toys "Я" Us a competitive edge. While operating locally, stores have the benefit of knowledge about the entire Toys “R”Us system. The company must expand into more countries, creating and expanding market share.

In the 1980s Toys "R" Us consistently produced annual returns of 30%.  This has eroded due to the fact its market share has been attacked by discounters, most notably Wal-Mart and there has been an economic downturn.  ToysRUs also faces a growing reputation for having unhelpful, if not rude, staff in the stores.

According to CFO Louis Lipschitz, "The first thing we said is: `how do we differentiate ourselves from our competition?' What we were doing was fighting them on their turf with price and letting everything else go. Then we realized that was not the way to win a battle, we should fight them where we're strong."
 

The company's new approach focuses on improving the shopping experience. Toys "R" Us has more than 1,200 stores worldwide and more than 1,500 in total, including Kids "R" Us and Babies "R" Us. Stores are being remodeled, shelves are being restocked, and staff are being trained to be efficient and friendly. Lipschitz believes this should help to encourage parents and kids back into the stores.
 

Questions

1.
What has been the catalyst for change at Toys "Я" Us?

2.
What technologies have the corporation relied upon?

3.
How has this technological change been implemented?

4.
What is the financial ability of Toys "Я" Us to embark on a major technological program of advancement?

5.
What does the corporation's web page present about their business?

6.
Is the toy industry oligopolistic or competitive?

7.
How important is data to the corporation's continued success?
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Walgreens

Walgreens is the largest and most visited drugstore chain in the United States. It provides most types of prescription and nonprescription drugs. Walgreens also has a large variety of items used on a day-to-day basis such as milk, film, soda, batteries, school supplies, bread, chips, bandages, toothpaste, deodorant, and chocolates. Walgreens's success can be attributed to convenience but also to its successful logistics, distribution, and inventory systems.

Technological Investment and Analysis

Electronic data interchange (EDI) technology is used for the distribution/inventory system at Walgreens. The distribution/inventory system of Walgreens is the most automated in the industry, making heavy use of bar coding and radio frequency technology to track and transmit distribution/inventory information. Logistics, inventory, and distribution have always been important parts of the retail business. In the mid 1980s, many retailers discovered that one of the success factors for their businesses were logistics, inventory, and distribution.

One of the newer techniques used in retailing today is continuous replenishment. This technique focuses on eliminating duplicate inventory in the channel of distribution by increasing predictability and trust between buyer, seller, and any third-party support agencies. Continuous replenishment often hinges on moving from push strategies to pull strategies. Continuous replenishment applies the use of new information technology and new methods of materials handling designed to speed information and cut cycle times up and down the pipeline. This technique has been adopted not only by Walgreens but also by many of its competitors such as Wal-Mart and Target.

The thinking process for continuous replenishment starts at the planning and forecasting stage, which is done in conjunction with key vendors. The process requires the ongoing sharing of point-of-sale information. It concentrates on optimizing logistics planning to get shipping and receiving in sync with selling floor trends. The system targets reduction of time and inventory throughout the whole supply chain to realize cost savings and productivity gains for both the retailer and the supplier.

Managing distribution to get the right merchandise to the right stores at the right time in the right amount, makes a big difference. Cost and productivity benefits are realized by distributing lean up-front quantities to the stores, replenishing exactly and frequently based on SKU level sales.

A concept currently being used by Walgreens for the distribution of their products is that of cross-docking. In the cross-docking system, the product is not consigned to storage but rather continuously flows across the dock until it is resorted and moves to a store. In this system, the distribution center becomes a sorting rather than a holding area. In some cross-docking systems, the merchandise is held at the dock less than half the day before it is moved to the store.  The tighter the window on cross-docking, the greater the inventory savings and the more careful the coordination between buyer, seller, and third party needs to be.

The process saves everyone money. Workers in the warehouses only touch the product once, to audit and move it from truck to truck. Communications technologies such as EDI are a critical link in this type of system.

Good asset management requires knowledge of what the company owns and where these assets are located. The inventory and tracking of data prevent property loss and theft. Asset management is made easier by technologies such as bar codes, radio frequency tagging, laser coding, and newly developed desired state software management. These technologies assign identification tags on company assets that are to be tracked, using relevant data in a central information system.

To speed the store checkout lane at Walgreens, barcode technology is used. By moving bar coding into the warehouse, operations in the areas of receiving, stocking, and retrieval are now more efficient. Incorporation of bar codes with efficiency-driven programs like cross-docking and advanced use of EDI helps raise productivity levels.  "It's a technology whose time has come," said Charlie Hunter, distribution center manager at Harvest Foods, Little Rock, Arkansas. For example, when the merchandise is taken out of the warehouse, the mainframe database is updated on a real-time basis.

Another tool used in the retailing industry for inventory control is laser technology. This tool is similar to bar coding. The laser produces a permanent code without the use of inks or solvents. They can be placed anywhere in, the product. It is a low maintenance, inkless operation, with minimum downtime, maximum flexibility, and accurate, consistently reliable coding at high speeds. 

The chief advantage of these types of systems is that there is a constant interactive flow of up-to-date inventory information. Any mistake is flagged immediately. If there is a discrepancy, it is known immediately rather than when a quarterly inventory review is done. Previously, everything was reactive. Now, armed with up-to-the-minute information, product coding allows Walgreens to make timely and accurate decisions, and become a more responsive partner to the customer. Using bar codes to identify inventory cuts distribution costs for Walgreens.

The company has also been successful at increasing the sales per employee and at reducing long-term debt, dropping to zero by 1995.

Technological Innovations

Networks

AT&T provides connections for companies like Walgreens to enable them to communicate instantaneously with their stores and pharmacists. In 1998, AT&T experienced a major T-1 shortage. The shortage presented major problems since AT&T's standard frame relay backup options were rendered useless by the fact that the switches, rather than the physical routes, were out of service.

AT&T officials worked to discover the root cause of the failure. AT&T Chairman and CEO C. Michael Armstrong said in a briefing with reporters that the company would not charge customers for frame relay service until the network was restored and the root cause was identified and fixed.

Some users thought AT&T had an obligation to go even further. In January, AT&T announced service-level agreements (SLAs), which included 99.99-percent availability for the frame relay network. At the time, AT&T Data Services Vice-President Steve Hindman promised a four-hour mean-time-to-repair guarantee. If this failed, customers would receive free ports and permanent virtual circuits (PVCs) for a month.

An AT&T spokesperson said the SLAs had slipped past the scheduled March general availability date. He confirmed some larger customers had been given the guarantees anyway.

During this downtime, nearly all users reported that they did not have enough backup lines to keep their networks running. Many resorted to unusual measures. One giant pharmaceutical company called in a fleet of six jets to keep its networks of papers, services, and products working. Some of the pharmaceutical company's 80 sites had ISDN backup; others only had 9.6Kbps modems.  Only half of the company's orders were able to get through via dial-up, so the company brought in the planes to fly paper orders to distribution centers. The company did not get its frame relay fully restored until Wednesday morning of the week of outage.

Walgreens does have financial protection because it contracted for a Service Level Agreement from AT&T. Ray Sheedy, Walgreens's director of corporate telecommunications, said 278 of the company's stores connected via AT&T were down for 24 hours. Walgreens' mailorder locations in Tempe^Arizona, and Orlando, Florida, which are ordinarily on the AT&T network, had backup frame relay capacity with MCI. Sheedy said Walgreens cannot afford dual networks in stores and indicated that ISDN is too expensive to run to individual stores and is not available everywhere.

Most analysts stressed the importance of discovering the root cause to prevent similar problems from occurring. Steve Sazegari, president of Tele.Mac, a Foster City, California, consulting firm, noted that data traffic typically spikes on Monday, the day this outage occurred, since this is the day order-entry systems accept weekend mail orders and transactions.

"These switches were never put under this kind of test in a public network before," Sazegari said. "Unlike a fiber cut, which could be avoided through rerouting, eliminating an impact on the rest of the network, this switching interruption had an impact upon the whole networking structure."

Internet Site

The Extensible Markup Language (XML) is a World Wide Web Consortium standard for tagging Web content to exchange data. The standard lets users make fields that name data. Search engines use those fields to make more accurate return lists.

This technology enables companies to attach data within a document. So internal users can find and share information easier by tagging each important data piece with a name. Pete Van Valin, team leader for Web systems at Walgreens, hopes to have XML up and running within 12 months on the company's web site. Currently, employees must place meta tags in their HTML documents. The goal is to automate the process with XML. Van Valin is still evaluating tools.

Tagging is essential to get a hold of all the information generated from the intranet's 10,000 users. His team has  developed a list of standards and best practices for intranet documents but has not completed formal training on tagging. "Tagging is all about precision. When that precision happens, it's ideal," Microsoft's Tuchen says.

In 2001, Walgreen’s concentrated on an e-business strategy largely focused on EDI. The goal was to make the pharmacist jobs easier, simplifying the ordering process by integrating a supplier website with the existing distribution network. 

Search Tools

Walgreens uses several search tools to help employees find information faster. Autonomy uses for Bayesian logic to track word patterns in documents. This is based upon the relationship between multiple variables and includes the extent to which one variable impacts the other.  Rather than searching for individual words. Autonomy's engine examines patterns of words within documents, marking their occurrence together. For example, if a user wants to search for information on Microsoft's Wolf-pack, he or she is not interested in information about wolves in the wild. Because of the user's marked pattern, Autonomy's Agentware system will know that this request is dealing with software and Microsoft.

Semio uses visualization to help users understand their search options. It offers a search tool that indexes text, makes clusters of content, and then generates visual maps of those clusters for search results. For example, if a user searches on "NT," SemioMap will display the returns that directly pertain to that result, and then map out related concepts such as Windows, Microsoft, and operating systems.  This gives users a sense of the hierarchy of their searches.

To be successful at companies like Walgreens, searching mechanisms will have to incorporate the following:

1. They will have to become more user-friendly and simplify search, extending beyond Boolean search mechanisms.

2. They will have to gather and process external information as well as they gather internal data.

3. Embedded agents will have to analyze search paths and offer other ways to find information.  They will have to study data-gathering behavior, store that information, and be able to build suggested query lists based on that information. 

4. They will have to incorporate standards such as XML.

Recommendations for the Future


One of the largest problems drug chains face is the attempt to navigate the category management maze.  One of the biggest obstacles is the sheer volume of sales data. Walgreens recently became the first chain in its segment to formally partner with another company to solve that issue.  It has joined retailers such as SuperValue, Meijer, and Hannaford Bros to use a new program from ACNielsen called Category Business Planner (CBP).  CBP is a web-based category management tool that will be used throughout Walgreens' purchasing department.


Walgreen’s has also entered into a $5 million cross-network ad-sales partnership with Discovery Networks.  The partnership revolves around Discovery Health's new Lifeline series. The yearlong agreement is the most expansive commitment Walgreens has made to the network group.

Questions

1. What forces are driving the strategic direction of the corporation/organization?

2. What technologies have the corporation relied upon? 

3. What has caused a change in the use of technology in the corporation/organization?

4. How successful has the technological change been?

5. What challenges and opportunities is the industry facing?

6. What are some of the other services Intercom Plus's data can enable Walgreens to perform?
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Advantages of bar codes for inventory management





1. Improves inventory accuracy from receiving to shipping.


2. Provides immediate availability of inventory information.


3. Reduces the percentage of data entry errors. 


4. Creates a permanent audit trail.


5. Reduces inventory levels previously inflated to compensate for errors.


6. Increases inventory turns.


7. Reduce shipment errors.


8. Improves relationships with customers and suppliers.


9. Reduces internal costs due to the elimination of errors, reduction of inventory levels, and accurate shipments.


10. Takes costs out of all stages of the industrial/commercial channel.
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