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The circular world vs.
the flat world

Focus on costs Focus on performance






Constructs

Direction

Continuous development of a relationship between consumer and company, Supposing that the

Evolution bilateral relationship is dynamic: the company and the consumer learn from each other and
adapt their behavior accordingly.
Care about [Consumer perceptions about how a company treats its own employees, regarding wages,
your benefits or general staff which addresses.
employees
A company on whose services you can rely on, making sure they are reliable and consistent. A
Reliability |company that can give consumers confidence in times of uncertainty. A company that is always
available to consumers and that supports its products.
Honesty The company provides direct and accurate information regarding the products offered. Nothing
is hided deliberately to the customers.
Company strikes constantly in developing products and services that improve the ability to
Innovation / |satisfy consumer needs and interests, the ability to think differently, to change the work and
Creativity  [function in different sectors. An open attitude to unconventional ideas, rather than a rigid
adherence to the status quo.
Ethics Taking into account the ethnic nature of the shares of a company. Recognizing the potential
results of good or bad business practices.
Proactively [A corporate approach that tries to prevent any problems by anticipating, considering all the
attitude result is possible and prepare accordingly.

Hospitality

A pleasant company, striving to make the consumer feel at ease. The consumer feels wanted,
appreciated and warmly accepted.




Economic
downturn
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Pressure to
engineer costs out
of products

Pressure to
engineer time
and costs out of
processes

NP1 1s asked by :

Market/customer
demands for
customization

Increasing speed of
product evolution

Need to know
and leverage
existing IP better

More and more
IP in single
products

Disaggregating
value chains
(collaboration i1s

mandatory)

Design
processes are
becoming more
complex

N ¥ K

Pressures for collaborative product development

B2B

technological
possibiliies
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Innovate? For whom?

BEEA PMC Client Market Region Mix %

PSG Customer
Type

Corporate
Corporate Top 1K

Enterprise

1,000 employees

Below 5K PC Client HP Business Region Mix % in EMEA

_________________________

100-999 employees ~ Lower and Upper Medium

SMB

1-99 Small and Micro

employees

-------------- UK & Ireland,
12.9%

Consumer

Consumer
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Execute

Market strategy Merchandise planning | | Channel strategy Network design Corporate strategy
(:hannel planning Store desion
Customer service Assortment planning 2] sctate st . Corporate planning
strateqy Space planting fal esldlf SiTateqy Warehouse design
Bramation planmng Internet design Financial planning
i Product development | | Catalog/call center Demand/flow plannin
Marketing strateqy p desig';g planning R
(:ampaign Channel management | | Inbound routing Business performance
management : management
- Planogramming Labor management a
Allocation ook - T d risk
eceipt scheduling [easlry and ris
ventory mguOTB (Order management management
- Real estate, . .
Service management [emand forecasting consiruction and Delivery scheduling Eiﬂ]aél?;ﬁcgegulatﬂw
Price management facilities management
(;ontent management . Carmier management Inventory cnnt.ml
Vendor management | |Loss prevention (ash and banking
Customer service |tem management Order managemeant Warehouse Financial accounting
— Product management management and reporting
commumnications PO management |IWEI"¢GF!.|' management Tra“spnmﬁun Indirect procurement
Marketing :E”*lj“f T:"”ﬂﬂfmﬁ"t Eﬂ;ﬁfﬁ management HR administration
Advertising e men Heet management
— Revenue/clearance — nau- : IT systems and
Public relations management Price/sign management | Rayarsa logistics operations
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The five dimensions of a business component: business purpose, activities, resources,
governance model and business services.

Manage Dﬁigni Buy I Make Iil

Diract I . || l l
Cortrol jﬂ—lLH Dimensions of a business component
—— | Business purpose

Why doss it exist?
Execute
| ‘ Activities Resources Governance
. What simple, cohesive || Wnat iangible assels || Howare activifies and

actions are requiarly || and human resources || resourcas managed?
performed? are required?

Business services
What is taken from and offered to other components?

Source: IBM Business Consulfing Services.
© SCM 4 ECR Corina Dinca, Virgil Popa




» Develop a Business Case
» Undertake a Feasibility Study
» Establish the Project Charter

» Appoint the Project Team

» Set up the Project Office
» Perform Phase Review

-

Create a Project Plan
Create a Resource Plan

Create a Financial Plan
Create a Quality Plan
Create a Risk Plan

Create an Acceptance Plan

Create a Communications Plan

Create a Procurement Plan

Contract the Suppliers

* Define the Tender Process
Issue a Statement of Work
Issue a Reguest for Information
Issue a Reguest for Proposal
Create Supplier Contract

Perform Phase Review

Lo

Project plan

#» Build Deliverables

» Monitor and Control
¢ Perform Time Management
Perform Cost Management
Perform Quality Management
Perform Change Management
Perform Risk Management
Perform Issue Management
Perform Procurement

Management
¢ Perform Acceptance

Management
* Perform Communications

Management

»

» Perform Project Closure

» Review Project Completion




Microsoft Pl‘Oj ect is a robust tool for projects taking into account the flexibility and

ease of use you need for effective project management.

08  TaskName Duration Start Finish L e 1, 10 end, 10 g0l &

TIFIS[SIM[TW[T|F[S|SIM[TWIT[F|S|SM|T =

1 - New product launch 33days  Fri1/29M0  Tue 5M0M E =

Z - 1. Research needs 40days  Fri1/2910  Thu 32510
1 H 1.1 Opportunity identification 5 days Fni 1729110 Thu 2410 | —— %

4 H 1.2 Opportunity analysis 10days  Mon 38110 Fri 31910
5 1.3 Idea generation and enrichment ddays  Mon 32210 Thu 312510
6 - 1.4 Convening Committee Decision 1day Fri 2510 Fri 20510
7B 1.4.1 Idea selection 1 day Fri 20510 Fni 2/510
8 H 1.5 Define the concept 1day  Mon2/8/10 Man 2/610
9 H 1.6 Decision point Yes / No back to survey 1 day Fri 20510 Fni 2/510
RN - 2. Preliminary research stage 25 days Fri2ld0  Thu 3M1M0
11 H 2.1 Resaurce Allocation 10days  Mon2/8110 Fri 2119110
12 H 2.2 Develop research plan 15 days Tue 219110 Man 311110
11 H 2.3 Analyse the market segments 20days.  Mon 2/8110 Fni 3510
1 |H 2.4 Analyse the production capacity 14 days Tue 2/910 Fri 2126110
K - 2.5 Analyse the competition 11 days Fri 21510 Fri 211910
16 2.5.1 Identify competition 11 days Fni 2/5110 Fri 211910
7 H 2 5.2 Establish the type of competition 1 day Fni 2/5110 Fri 2/510
1| 2.6 Assess of environmental issues 4days  Mon2/8110 Thu 2/25110
1 2.7 Assess issues legal requlations and patents 10 days Fri 2126110 Thu 311110
0 2.8 Financial analysis 14 days Fn2/510  Wed 212410
| E 2.8 Risks analysis 6days  Mon215M0  Wed 224/10
= 2.9 Partial evaluation of current status 2days Mon 215110 Tue 2/16/10
3| - 3. Product development 99 days  Tue 211610 Fri 772110
U |H 3.1 Allocate resources for development plan 2days  Tue2M16/10  Wed 2117110
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@ TaskName Duration Star Finish Feb 15,10 Feb 22,10 Mar1, 10 &

SISIM[TWITIF[S|SIMITIWITIFIS[SIM|TIW|T

24 El - 3.2 Market revaluation 10days  Wed 217710 Tue 31210 P ——— 0%

% = 3.2.1 Establish links with the target group of consumers ddays  Wed217400  Mon 222110 '—0%

7| 3.2.2 Filling charactenstics Gdays  Fi2t910  Tue 32M0 _U%

phi - 3.3 Techno-economic evaluation of the product 16days  Fri21910 Fri 312110 —

M = 3.3.1 Define characternistics 2days  Fn219A0  Mon 222210 _J 0%

30 3.3.2 Protatyping Wdays  Tue 212310 Fri 3112110 5

HH 3.3.3 Technical assessment ddays  Mon222A0  Thu 225110 _U%

2 M 3.3.4 Marketing assessment hdays  Mon 222110 Fri 2/26/10 _ﬂ% E

3 - 34 Techno-economic evaluation of the process 93days  Wed 224110 Fri 71210 | ——

i H 341 Technical assessment Gdays  Wed 224110 Fri 355110 _

HH 34.2 Marketing assessment Tdays  Wed 2124110 Thu 34110 _

36 34.3 Mapping design plan 64 days FridsA0 Wed 63010

i 34 4 Forecast product lifecycle 2days  Thu7AA0 Fri 772110

B & 35 Reevaluarea nscunlor 2days Fn 22610 Mon 31A0 —U%

39 - 3.6 Determining the degree of observance of legal provisions Tdays  Mon 31110 Tue 3910 —

4 M 3.6.1 Specify some requirements for investigation Tdays  Mon 31110 Tue 3910 —

nE 3.7 Dratting specfications Wdays  MondAAD  Thu 311810 —_—

2 M 3.8 Analyse the suppliers 0days  Tue 3240 Mon 31510 e

43 3.9 Select the suppliers Jdays  Tue3H6M0  Thu3A8M0

T 3.10 Decision point Yes / No back to the previous stage W0days  Thu3dA0  Wed 31TH0 =

45 - 4, Launch and initial piloting Midays  Thu 340  Thu122310 =

45 | 41 Allocate resources for piloting 2days Thu 3410 Fri 35110 | | =

i & 4 2 Ensure by commitment that customers will test Tday  Thu 340 Thu 34110 =

43 4.3 Trial Product/Process/Customer 210 days FidBA0  The 1212340
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@ Task Name Duration Start Finish Jun 21, 10 Jun 2o, 10 Jura, 10 s
MITWITIFIS|S[M[TWIT[FIS/SIM[TW|T|F|S
49 El - 4.4 Analyse the trial 16 days Fri 3510 Fri 326110
I 4.4.1 Confirm the marketing strategy 1 day Fri 31510 Fri 315110
Al 4 4.2 Confirm the product safety 2 days Fri 3/510 Mon 3/8/10
Y 4 4.3 Reassess the production capacity 15days  Mon 3810 Fri 3/26/10
Xl 4 4.4 Mapping marketing decision Tday  Mon3210  Mon 32210
MH 4 4 Making the product information package Wdays  ThudAAD  Tue 4/2010
5 H 4.6 Making the process approval flle 0days  Wed 33110 Tue 413110
56 | 4.7 Ensuring by commitment that clients will buy 15 days Frid2A0  Thu4/22110
57 | 4.8 Decision point Yes / No, retur to the previous stage 1 day Fri 4/210 Fri 412110
26 - 5. Manufacture 62days  Wed 4114110 Thu 751 -
59 |5 5.1 Disseminate the documentation for the manufacturing process 0days  Wed 4121110 Tue 54110
60 |5 5.2 Disseminate the documentation for product manufacturing 1Tdays  Wed 4/1410 Thu 5/610
6 | 5.3 Reassess the production capacity ddays  Frdl6A0  Wed 4121110
62 & 5.4 Analyse the manufacturing process Ndays  Fndiend  Thu&2TH0
63 | 5.5 Actual production Wdays  ThuBBM0 Wed 63010 e () i
b 5.5.1 Zer-line output fdays  Thub6A0  Wed 6/30/10 _ 0% E
65 | 5.6 Product storage 4days  Mon 612110 Thu 7/8/10 : 0
66 | 5.7 Test the product with the staff Tday  Tue®210  Tue 62210 -ﬁ
67 5.8 Test the product with relatives 2days  Wed 62310 Thu 624110 0%
6 | 5.9 Decide to continue the production day Wed6/2310  Wed6/23/10 = (%
69 | 6. Promotion 120days  Thut/2410  Wed 12/810
10 - 1. Marketing 180 days ~ Wed 91110 Tue 3M0M
n|& 7.1 Marketing 160days ~ Wed 9110 Tue 51011
7 |& 1.2 Measure the impact on the markst 0days  Mon 11AM0  Fri 11/26110
‘% '@. V[ 1 rozkrge cost/ qualty party 0days  Mon11/8110  Fn 1171910 - ; i :




Collaborative

environment

ey Collaboration '

Market planning

Project management

Design
contractor

Resource management
Juawabeuew uonewiou|
Wwawabeuew ojojuod

Team-based management

Pipeline management .

Original
equipment
manufacturer
{OEM)

Contract
manufacturer



Customers

Product
Series

Value
proposition

ss desktop pc

I icts for different customers

Smiall Business Small Office | -~ Borte dterprse,
Public Sector (Education,
up to 100 employees

Government), Mid Market

HP Elite
HP Pro
Compaq

HP Compagq Elite
HP Compaq Pro

Flexibility Stability

“Value for money” Security
Basic features for basic needs Manageability
Attractive look & feel Environment



PSG EMEA Category
EMEA BID DESK

Global & Regional
Deals

LOCAL BID DESK

Local Deals PSG Country Category

GOVERNACE/PRICING PROJECTS

BU Consultants

UKI FR DE 1B T GWE CEE MERMA

Front Desk




What is the “"Category™?

Product Offering Pricing
Define compelling value proposition 2l p;ucsl?c?n?;asteg%zﬁ:
to customers °9

Price for profitability according

Define product roadmaps with -
to willingness to pay

right cost at right time from customers
Business Monitoring orecasting & Planning
Measure performance to plan Align shipment forecast with
Adjust key performance indicators financials and market share targets
to new business priorities Align feature forecast with product
offer and strategy

Perform ad-hoc analysis for root
cause and corrective action Manage product transition



Once Innovation occurs,
Innovations may be spread
from the innovator to other
individuals and groups. At
some point customers begin
to demand and the product
growth  increases more
rapidly.

Towards the end of its life
cycle growth slows and may
even begin to decline. In the
later stages, no amount of
new Investment in that
product will yield a normal
rate of return.

Technology

Emerging
Technology




Customer requirements
EEnterprise customers

High=periorming business PCs that give you control over what
imatters most to your business

Stability 'ij Security u Manageability '\_3‘# Energy savings iﬁ:i}

Highly reliable with 12 to HP’s latest security vPro technology and Efficient power supplies
15+ months of product features, including HP industry standard DASH and power management
availability so you have Protect Tools security are optional manageability  solutionsare available to
more control over PC roll- suite, are available to features that give you give you control of your
outs and transitions. give youmore control remote control over environment impact and
overyourdata, yourPCs  yournetwork. energy save.
and your business.




PC Accessories

— Memory
Displays accessories
Graphics
- CONVENIENCE PERFORMANCE
Integrated Work Center
USB Graphics Adapter Q

’f""-r

w Chassis lock & Security  SECURITY EXPANDIBILITY Keyboards & Mice

—

Speakers

Hard Disk Drives
Optical Drives



2011 TRANSITION

3 step scenario

Mix
‘ 2 3 guidcln:

8100 Elite (eeD : — 7%
000 o - ——
6000 Pro @ @ m

6005 Pro 6205 Pro mm 5%+

March Sept
Feb April Nov
Transition o Transition to
Intreduction of Sc:nd Bridge HP 4200 Pro
HP Comp-c:qF and and HP
4000 Pro SF Géﬁfé? Compag 6205

chipsets Pro (AMD]




PDemand is analyzed through main tools

Discount =
Benefit (GM) =
Watson
0 —
EasyConfig D0
40% (GM) =

\ 4

Profitabiliy DART
. * Analysis




Healthy present, Healthy future

Market share Variation Tendency

) @31.7% Voips 467%

31%

32%
31% .
30% DOLL 921.1% A1.1pts A 12.6%
23% |
20% 21% g0,  20%  20% <ty

lenovo (87.2% Alpts A 24.4%
—

sy @95.9% V-2.2ps 'W.22.6%
r

acer Waa% Vosps V.3.8%




rinute and think!

nnovate...

.1 I

...but “ ays, with purpose !

: '( ol very W/WW attention.
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