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Course Description:

The objectives of this course are to develop a better understanding of: 

· the factors associated with successful ecommerce strategies for firms solely involved in electronic commerce and businesses using electronic commerce to improve the performance of their traditional business model  

· The impact of the Internet on businesses, industry structure, and competition.

· The use of the Internet as a tool to improve the competitive position of firms.

Pedagogy

Ecommerce is still evolving domain in business.  Cases on ecommerce can become dated quickly.  The cases we will discuss in class were selected because they illustrate the issues one needs consider in evaluating ecommerce opportunities, making strategic decisions, and using the Internet as a business tool.  

To keep up to date with new developments, I will post the URL’s for articles outlining recent ecommerce developments.  I expect you to participate in a discussion of these current events. 

Text

Packet of cases and articles.

Assignments and Grading:

	% of Course Grade
	Description of Assignment

	Group Case Pre-sentations and Written Case Analyses

45%
	These are group assignments. During the course, there will be three cases (Ebricks, Amazon/Barnes & Noble, and HP printers requiring teams to undertake written case analyses.  The written analyses should focus analyzing the materials in the case, evaluating the strategy employed by the company, and making appropriate recommendations.  Do not summarize the material in the case.  Use the material in the case only to support your evaluations, conclusions, and recommendations.  In some case, there might be several alternative recommendations.  In these situations, evaluate the pros and cons of the alternatives and use these evaluations to form your recommended approach.  

The written case analyses should be limited to 3,000 words plus exhibits and tables.  The exhibits and tables should be related to the analysis, referred to in the text, and should not simple graph data in the case.

After the last assignment, I will ask each group member to indicate the level of participation of other group members.  These assessments will be used to adjust the group grade to the individual with members participating less than average getting lower grades.




	Analysis of Warrington CBA Website 

10%
	This is an individual assignment. Evaluate the Warrington College of Business Administration Web Site (www.cba.ufl.edu). One of the important goals for the College of Business Administration is to get qualified people to apply to the college’s executive education programs and enroll. So, imagine that you are an employed person interested in getting an Internet- based MBA and not interested in being a full-time student. Imagine that you are visiting the site to get information. Write a report evaluating the degree to which the site would encourage qualified people to apply to and enroll in one of UF's Internet-based MBA programs for the fully employed. Make suggestions for improving the site for the scenario described above – an employed person seeking considering enrollment in an Executive MBA program. 

	Final Assignment

20%
	This is an individual assignment. Prepare and present a proposal for an application or a description of a current application  involving the use of the Internet in your business.  The proposal will consist of a set of Powerpoint slides with extensive notes that will be turned in December 11 and presented to the class on December 14.  The proposal should outline the application and its benefits to your company and/or its customers.  A rough financial analysis indicating the ROI for the investment should be included also.

Please email a brief description of the application to me by October 4.

	Class Par-ticipation

25%
	The participation grade will be based on the quality and to a lesser extent quantity of comments made during the case discussions and discussions of current events.  Note that given the nature of the threaded discussion it is quite easy to assess the quality and quantity of comments. 




COURSE OUTLINE

I. Introduction

Business Strategy and the Internet 




Sept 2-16

1.1 Lecture: eBusiness Strategy Principles

1.2 Lecture: Assessing Market Attractiveness

1.3 Lecture: Building Competitive Advantage 

1.4 Read Michael Porter, “Strategy and Internet,” Harvard Business Review, March 2001, 63-78 (in packet)

1.5 Discussion: Will the Internet Decrease Business Profits?” 9/5/02 – 9/16/02


Discussion Questions:  This article by Michael Porter, a leading authority on competitive strategy, suggests that the Internet will decrease opportunities for firms to build competitive advantage and thus decrease the profitability of firms.  

Porter appears to view the Internet as a facilitating technology, rather than a transformational technology.  A transformational technology dramatically changes the structure of an industry.  For example, when semiconductor technology replaced vacuum tube technology, none of the major vacuum tube manufacturers were able to make the transition and become significant players in the semiconductor industry.  On the other hand, some technological innovations are facilitating – they result in firms being more effective but not changing the nature of the industry.

1. Do you agree with Porter that the Internet will make it more difficult to gain competitive advantage and thus decrease corporate profitability?  Why?

2. Do you think the Internet is transformational or facilitating technology?  Why? What industries will be most effected by the Internet? Least effected? Why?

3. Will the Internet dramatically change the way your firm does business? Will it significantly change your industry resulting in a new set of competitors and a new market leaders?

II. e Businesses

Market Maker eBusiness Model



            Sept 9 - 30

2.1 Lecture: eBusiness Models

2.2 Lecture: Market Maker Business Model

2.3 Lecture: Auctions

2.4 Read: eBricks 9-800-327 rev May 4, 2001 (in packet)    http://www.citadon.com/

2.5 Written Assignment: Case Analysis – eBricks  Due 9/16/02 

Submit a written report of the case. The written case analyses should be limited to 3,000 words plus exhibits and tables. The exhibits and tables should be related to the analysis and should not simply graph data in the case.

In preparing your report, assume the role of a consultant and make a recommendation it to eBrick’s management.  The recommendation should address the following issues: (1) what does eBrick’s need to do to be a financially viable firm? (2) should eBricks merge with Blueline? (3)Should it open up a marketplace for suppliers and distributors?  (4) Should it accept an equity investment form a large distributor? Manufacturer?  

Your recommendations should be supported by an analysis of the pros and cons of alternative courses of actions.  The rationale supporting the recommendations is more important than the recommendation.

Note that the discussion questions are different than the case assignment.  This was done intentionally for this case and subsequent cases. You need not address the discussion questions in the case analysis that is turned in. Just focus on the assignment.

2.6 Case Discussion: eBricks 9/16/02 – 9/30/02  

1.   What benefit is eBricks offer buyers and sellers?
2. For what types of products and industries would the benefits offered by eBricks be most appealing? 

3. What does eBricks have to do to be successful?  

4. Should eBricks emphasize depth in a few vertical markets (e.g. heating/ventilation/air conditioning, plumbing, electrical) or breadth across all segments?  Would you emphasize deep penetration of buyers and sellers in a few geographic regions or broadly across the U.S.?   

5. Should eBricks merge with Blueline?  

6. Should it accept an equity investment form a large distributor? Manufacturer?

Portal/Aggregator eBusiness Model

         


Sept 23-30 

3.1 Lecture: Portal Business Model

3.2 Interview Lecture: Illustration -- Marketingpower.com Background, Bob Wallach, Marketingpower.com

3.3 Interview Lecture: Illustration -- Marketingpower.com Business Model Bob Wallach, Marketingpower.com

3.4 Lecture: Content Provider Business Model

3.5 Lecture: Issues in Selling Content

eRetailers and eDistributors 


                             Sept 30 – Oct 21

4.1 Lecture: eRetailer/eDistributor Business Model       

4.2 Lecture: Will Consumers Shop on the Internet?

4.3 Read: Amazon and Barnes & Noble Cases  Leadership Online: Barnes & Noble vs Amazon.com (A) 9-798-063 rev April 28, 2000, Amazon (D) 9-901-022 February 1, 2000, and Barnesandnoble.com (C) 9-901-024 February 1, 2000 (in packet)

4.4 Written Assignment: Case Analysis – Amazon and Barnes & Noble Due 10/7/02

Submit a written report of the case. The written case analyses should be limited to 3,000 words plus exhibits and tables. The exhibits and tables should be related to the analysis, referred to in the text, and should not simply graph data in the case.


Assume the role of an investment analyst.  Evaluate the strengths and weaknesses of Amazon and Barnes & Noble as they compete against each other in selling books over the Internet.  What are the strengthens and weaknesses of each firm.  How should the firms leverage their strengths to pursue business opportunities in the future such as providing ecommerce and fulfillment services for other companies.   Which firm is in a stronger position over the long run and why?  

4.5 Case Discussion: Amazon and Barnes & Noble Case 10/7/02 – 10/21/02

1. Evaluate the opportunities for selling books over the Internet.  In five years, what percent of books will be purchased over the Internet?  Why? 

2. Let’s go back to Barnes & Noble’s entry into book electronic retailing.  When it enter the market, it emphasized lower prices, more titles, and a better recommendation engine compared to Amazon.  In addition, it formed a separate company?  Evaluate their entry strategy. In hindsight, what might B&N done differently?  Why? 

3. Why has Amazon decided to do its own distribution activity rather than outsourcing distribution?  What are the pros and cons of this decision? What is your assessment of this decision?

4. What are the pros and cons of Amazon selling other merchandise beyond books? What is your assessment of this decision?

4.6 Lecture: Issues in Retailing Over the Internet 

4.7 Lecture: Communities

4.8 Interview Lecture: Building Community – Increasing Customer Involvement – Tarrant Figlio, iVillage

Why eBusinesses Failed and the Internet Bubble Burst?                 Oct 14 - 21

5.1 Lecture: Failed eBusinesses 

5.2 Lecture: Multi-Channel Businesses; Opportunities and Challenges 

5.3 Lecture: Application Service Providers (ASPs)

5.4 Discussion: Why Pure E-Businesses Fail (10/14-10/21/02)
III. Using the Internet as a Business Tool – Evolving to Bricks and Clicks

Impact of Internet on Digital Industries                                     Oct 21 – Nov 4

 6.1 Read: John Hagel and Marc Singer, Unbundling the Corporation”, Harvard Business Review, March 1999,  and Joan Megrëtta, The Power of the Virtual Integration”, Harvard Business Review,  March-April 1998 (in packet)

6.2 Lecture: Disaggregation and Reaggregation

6.3 Lecture: The Internet and Photographic Industry.   Mike Lotti, VP Market Research Eastman Kodak

6.4 Read: BMG Entertainment 9-701-003 July 3, 2000 (in packet) 

6.5 Case Discussion: BMG Entertainment 10/24/02 – 11/4/02

1. What value added is provide by each of the following players in the recorded music industry – the artist, record label (production company), distributors, retailers?

2. Which of these players will be most effected by the digitization and distribution of music over the Internet?  Why?  Which will be least effected? Why?

3. What would happen to the industry if the courts decided that Napster’s business was not illegal and the thus the company could continue to do business as it had before the court case?

4. What should BMG do in light of the development of digital music?

5. The Amazon – Barnes&Noble case mentioned that Barnes& Noble was prepare to sell electronic books through its Internet site.  What are the similarities and differences concerning the impact of the Internet on recorded music verses books?

6. What do you think will be the impact of digital photograph on Eastman Kodak?  What should Eastman Kodak do to deal with digital photography?

Internet as a Distribution Channel


                      Oct 28 –Nov 18

7.1 Read Sotheby Case (in packet)

7.2 Written assignment: Case Analysis Sotheby due November 11, 2002

Submit a written report of the case. The written case analyses should be limited to 3,000 words plus exhibits and tables. The exhibits and tables should be related to the analysis, referred to in the text, and should not simply graph data in the case.


In preparing your report, assume the role of a management consultant and make a recommendation and support it to Sotheby’s management evaluating the on-line auction strategy.  Does this online auction make economic sense?  To make this assessment identify the variable and fixed costs and determine the breakeven sale level. Will it be profitable over the long-run?  What a happen to your analysis if the $40 million in incremental annual costs continue each year?  What if the incremental cost is $20 million a year?  

To make this assessment you need to the process of auctioning a lot live versus online and the differences in the costs for both types of auction. Be sure to consider all of the costs including those before and after the auction.  You also need to consider if different levels of customer support needed and the importance of logistics.

7.3 Read: HP Consumer Products Business Organization; Distributing Printer via the Internet 9-500-021 March 22, 2000 Printers Case (in packet)

7.4 Case Discussion (November 4 to November 18): 

1. What kind of online presence should HP have for its printer product line? Should simply use the Internet as a source of information, sell a portion of its product line directly to end users, or sell the entire product line to end udders?

2.  What are the pros and cons of each of these approaches for using the Internet? 

3. What are the risks of your proposed strategy?  How can they be managed? Other companies like Compaq have had a retreat from selling direct due to adverse dealer reaction. Will HP face the same problems? Why or why not? 

4. If HP sells direct, what prices should be charged relative to the dealer suggested retail price and what products should we sell?

Internet and Supply Chain Management                                       November 11-25

8.1 Lecture: Coordinating Supply Chain

8.2 Lecture: Reverse Auction for Purchasing

8.3 Read: Richard Wise and David Morrison, Beyond the Exchange: The Future of B2B”,”Harvard Business Review, November-December 2000 (in packet)

8.4 Kevin English, President and CEO of Covisint, “Remarks Before the University of Michigan Management Briefing Seminar” August 10, 2001 http://www.covisint.com/about/pressroom/speeches/ufom.shtml
8.5 Interview Lecture: Illustration of Industry-Level Reverse Auction – Bill Alcorn, JCPenney 

8.6 Discussion: Reverse Auctions 11/11/02- 11/25/02

Discussion the following issues with regard to the use of reverse auction and market exchanges for purchasing products and services:

1. What are the pros and cons of using reverse auctions to purchase products and services?

2. What are examples of types of products reverse auctions would most likely be used? Least likely used?  Why?

3. Would company consider the use of reverse auctions?  Why or why not?

Internet and Customer Relationship Management                        Nov 18 – Dec 9
9.1 Lecture: CRM and the Internet

9.2 Lecture: Personalization 

9.3 Read:  Case Rosenbluth International and Biztravel.com 9-800-356 May 5, 2000 (in packet)

9.4 Case Discussion: Rosenbluth International/Biztravel 11/25/02- 12/9/02

1. Why has Rosenbluth International been successful in its core business? Why has Biztravel been successful to date, and what will keep its successful going forward?

2. What, if anything, does Biztravel.com do for Rosenbluth International? What, if anything, does Rosenbluth International do for Biztravel.com?

3. Compare the per ticket costs and profits for Rosenbluth, Biztravel, and Preview? What are the implications for the differences? What will it take for Biztravel to become profitable?

9.5 Lecture: Privacy Concerns 

9.6 Read: Richard Purcell, Chief Privacy Officer”,” Harvard Business Review, November- December 2000  (in packet)

Communicating with Employees and Customer over the Internet 
December 10-13

10.1 Read: The New Uses of Intranets”, Harvard Business Review, May 2000 (in packet)

10.2 Lecture: Illustration of HR Applications - Steve McCarty, Enterprise Rent a Car

10.3 Read: Patricia Seybold, Customer.com Quality of Experience Benchmark” in course packet and Eric Schaffer and John Sorflaten, “Web Usability Illustrated: Breathing Easier with Your Usable e-Commerce Site”  at http://www.humanfactors.com/library/ecusability.asp 

10.4 Lecture: Website Design 

10.5 Written assignment: Due 12/5/02

In 1,500 words plus exhibits evaluate the Warrington College of Business Administration Web Site (www.cba.ufl.edu). One of the important goals for the College of Business Administration is to get qualified people to apply to the college’s executive education programs (including the Internet MBA program in which you are enrolled) and enroll. So, imagine that you are an employed person interested in getting an MBA and not interested in being a full-time student. Imagine that you are visiting the site to get information. 

1. Evaluate the degree to which the site would encourage qualified people to apply to and enroll in one of UF's Executive MBA programs for the fully employed. 

2. Make suggestions for improving the site for the scenario described above – an employed person seeking considering enrollment in an Executive MBA program.

10.6 Discussion: Evaluation of Warrington CBA Web Site (12/5/02 – 12/13/02)

1. What functions (scenarios) in the readings does the web sites have to accommodate other than recruiting executive MBA students?

2. How do these alternative functions conflict with each other from a design perspective?

3. Which scenarios should be most important? Least import? In terms of the design?

4. How would you improve the web site design to encourage more applications and enrollments from executive MBAs?

10.7 Read: Donna Hoffman and Thomas Novak, “How To Acquire Customers on the Web,” Harvard Business Review, May 2000 (in packet)

10.8 Lecture: Internet as a Communication Medium 

10.9 Lecture: Measuring the Effectiveness of Internet Advertising and Web Site 
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