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Intel Corp. located in Santa Clara, California, is the world’s largest producer of

[ntegrated Circuits Chips. Today, the company has evolved from a processor maker
into a supplier of network and server hardware, Internet hosting services, and other
e-business components. However in 1996, when key value chain partners, such as
Dell Computers and Cisco Systems, started their B2B e-procurement systems, they
pressured Intel to convert B2B activities on-line. Intel's management decided to
advise customers that Intel was serious about e-business. It created an ‘e-business
program’ (a self-service extranet) which focused procurement and customer support
for Intel products. Project teams that participated in the early development of the
e-business system included: A project plannling team that consisted of customer,
technical and logistical representatives was created to define the scope and objective
of the project. Business analysts were brought in during the early stages to help define
the business workflow and to assess how information was given to customers. Intel’s
sales and marketing staff were told to study and define how to work with customers
via the e-business system, Intel’s Planning and Logistics Group was included on the
planning team to help the IT department to develop the solutions to integrate the new
e-business with existing business activities. The IT department was positioned as an
“‘enabler” of business. Its role was to implement the solutions from the Planning and
Logistic Groups.

[ntel’s early mission was to use Internet technology to improve the competitive
advantage of its value chain activities. The goals were to design and deploy a
worldwide e-business solution for its current business, and build an infrastructure that
worked with existing business processes. The intent was to integrate [nternet
technology into the company’s overall strategy in order to gain competitive advantage
in both operational effectiveness and strategic positioning. Intel project teams used an
iteration approach in building it first e-business sys-tem. They first focused on
building an extranet B2B system to support direct customers on-line. *‘We picked one
thing that we could build very quickly and deploy to our customers,’ said Sandra
Morris.

Intel aimed to achieve its competitive advantage by both operational efficiency
and strategic positioning.

1. Operational efficiency: In order to improve efficiency, Intel helped its value

chain partners connect to the world-wide-web to access information on-line. To do




this Intel automated its order management and information delivery system. The
grealest efficiency improvement in 1997 was to customers who were not already
electronically connected to Intel, By converting the “‘unwired’” to “‘wired,”’ Intel
replaced traditional phone and fax lines to PC-based on-line communication. By
providing access to real-time information, Intel allowed customers to know more
about of Intel products and future direction. On-line access also made customers feel
more connected with access to more Intel resources, and thus having a closer business
relationship.

2. Distinctive strategic positioning in the value chain: In 1998, Intel was well
positioned with its Pentium processor product lines and enjoyed a distinctive strategic
positioning in the marlet thanks to its unique R&D programs and good suppl v chain
relationships with partners. To further strengthen this position, Intel focused on
building on-line relationships with direct customers, including OEMSs and distributors.
Intel worked hard to convert its system and data from the old vendor-centric model to
the new customer-centric model. Because management, procurement, sales and
marketing, and engineering functions of value chain partners and customers all have
different informational needs, Intel customized its websites within customer accounts.
Being able to deliver personalized information on-line allowed Intel to support
multiple levels of the customer organization in a mannar that best met ths individual’s
needs. This makes it easier for every customer to do his'her own research and to take
appropriate action. Customers visiting the Intel extranet website now find their name
and specific applications available to them, based on their personal profile. This user
profile allows a customer to obtain confidential information tmportant to him or her

alone.
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