Fujitsu, GE Aircraft
Engines, and
Aeroquip among the
manufacturers
benefiting from B2B

e-commerce

www.manufacturingsystems.com/e-business

E-GOMMeIrce

grows up

o one disputes that buy-side
e-commerce solution provi-
ders have driven the emer-
gence of Internet-based trade
exchanges. Companies such
as Ariba, Mountain View, Calif., and
Commerce One, Pleasanton, Calif.,
have come to the forefront of the trade
exchange trend via their early focus on
procurement—particularly procure-
ment of indirect goods. But business-
to-business (B2B) e-commerce also
involves sell-side functionality, an
area of growing importance to trade
exchanges, and central to the estab-

lishment of private trading hubs by
manufacturers.

Charles Phillips, managing director of
Equity Research at Morgan Stanley
Dean Witter, a New York-based finan-
cial services firm, contends that sell-side
e-commerce functionality is a must for
e-marketplaces. “After participating in
the formation of more than 30 market-
places, we have heard from suppliers
and Net market makers alike about the
need for sell-side systems in the market-
place context,” says Phillips. “Suppliers
don’t want to be a line item in a catalog.
Rather, they want rich systems to differ-
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Marty.WeiI : Analyst firm AMR Research foresees a sharp rise in business-to-business e-commerce over the
Contributing Editor next few years, helping fuel the growth in sell-side e-commerce software.
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B2B sell-side functions

Obtain real-time
pricing and inventory

Search catalog

Check order status
Approve order
Inventory
. Updates
Compare products &
" Display product specs
Place orders

Verify credit limits
and account status
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Catalog and price
updates.

OrderManager

Credit
updates

Source: Spaceworks

OrderManager from SpaceWorks is a sell-side, business-to-husiness (B2B) e-commerce solution
that contains a broad range of capabilities that support business processes from both the
perspective of manufacturers, as well as of buyers, which in B2B settings, are typically resellers.

entiate themselves, profile customers,
and segment prospects.”

To most observers, the coming of age
of sell-side solutions is a natural evolu-
tionary development. Ravi Kalakota,
chief executive officer at Atlanta-based
Hsupply.com, a digital marketplace
for the hospitality market, sees the cur-
rent focus on sell-side applications as
the logical second phase of e-market-
places. “Most first-generation market-
places were agents of the buyer,” he
says. “Phase two will be marked by a
shift to the supplier side—a transition
that’s happening now.”

In addition to the rapid rise in public
trade exchanges, individual enterpris-
es are busy selecting and implement-
ing B2B e-commerce solutions to cre-
ate private, Web-based trading hubs. A
number of sell-side e-commerce soft-
ware specialists have emerged to meet
this market need. Major enterprise
resources planning (ERP) system ven-
dors also offer B2B e-commerce solu-
tions with sell-side capabilities.

Manufacturers that are deploying
sell-side e-commerce solutions from
best-in-class e-commerce vendors
include Fujitsu, GE Aircraft Engines,
and Acroquip Corp. These enterpris-

es are remarkably consistent in their

view of sell-side e-commerce solu-
tions as an opportunity to

ture and systems infrastructure,” says
Bill Blausey, commerce director at
Aeroquip. “We’ve layered e-com-
merce capability on top of that.”

The company’s immediate goal is to
focus all interactions with its business
partners through its e-commerce chan-
nel. “Whether it’s EDI [electronic data
interchange] transactions, same-day
orders, or order status—the typical things
you would do with your partners—we
want to channel that activity through our
e-commerce channel,” says Blausey.

Aeroquip uses Little Falls, N.J.-
based ISS Group’s eFramework solu-
tion, a development tool for the Web
enablement of application functionali-
ty, to build sell-side e-Business func-
tions and integrate them with
MFG/PRO, an ERP suite from Carpin-
teria, Calif.-based QAD.

“What ISS provides is a way to get
things in and out of our ERP system,”
says Blausey. “Their product allows
us to attach directly into our manufac-
turing system, so we can provide
immediate price and availability of
inventory.”

With eFramework, Aeroquip can take
an order from a distributor—a same-day
order—check the availability of invento-
ry, get it into the ERP system, and deliv-
er it to their distribution center in a frac-
tion of a second. There’s no appreciable

strengthen channel rela- The ability to manage inventory via

tionships, and provide
greater value to trading
partners.

Better channels

A leading manufacturer of fluid
power components and extruded plas-
tic products for the industrial, aero-
space, automotive, and the heating,
ventilation, and cooling markets,
Aeroquip Corp., Maumee, Ohio, has
been focusing on its e-commerce solu-

tion for more than two years. “Basi-

cally, what you have is a 60-year-old
manufacturing company that’s been
getting its house in order in terms of its
manufacturing/distribution infrastruc-

the Internet has become one of
Aeroquip’s core competencies.

delay between the Web interface and the
back-end business interface, thus making
the process seamless for the user.

“If you think about the way we inter-
act with our OEMs [original equip-
ment manufacturers], we have several
middle-tier manufacturers interested
in having us manage inventory—
whether it’s virtual management by us
or having one of our distributors assist
us,” says Blausey. “The idea is for us
to take responsibility for inventory at
their facility.”
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Aeroquip enables
that entire process
through its e-com-
merce system, from planning and require-
ments management through dispersal and
invoicing. “So, when you think about it,
we’ve taken a virtual warehouse scenario
and enabled it with e-commerce, which
allows us to manage inventory from 2,000
miles away,” Blausey says.

The ability to manage inventory via
the Internet has become one of Aero-
quip’s core competencies, a value-added

Tightly interconnected systems will
speed real-time exchange of orders
and production status.

service provided via the Web. Andy
Weinstein, CEO of ISS Group, sees
Aeroquip’s experience as an example of
how e-commerce is strengthening, not
weakening, established relationships.
“We think the analysts have skewed the
perspective,” says Weinstein. “We don’t
believe that customers are moving away
from suppliers because of e-commerce.
Yes, they’re setting up marketplaces and
exchanges, but they re setting up suppli-
ers as primary or preferred suppliers
within those marketplaces—and contin-
uing to do business with companies
they've been doing business with for
many years.

“These manufacturers have long-
standing relationships based on more
than pricing alone,” Weinstein contin-
ues. “They’re not going to throw away
those relationships.”

Weinstein sees the introduction of

Web-based value-added services as
key to competing in the New Econo-
my—something Aeroquip has experi-
enced firsthand. “Through e-com-
merce, we've driven down customer
service costs,” says Blausey. “We've
also used it as a weapon to offer new
programs and provide value-added
benefit through the channel.”

Streamlining sales
Electronics manufacturer Fujitsu, Fair-
field, N.J., has had similar success with its

www.manufacturingsystems.com/e-business

sell-side B2B e-commerce solution,
established early this year to speed order
processing for its plasma panels and LCD
projectors. Using an e-commerce solu-
tion from Digital River, Eden Prarie,
Minn., Fujitsu established www.plas-
mavision.com as a way of streamlining its
order management processes.

“QOur sales reps enter the site and
process orders from dealers online,” says
Ted Rozylowicz, senior vice president at
Fujitsu America. The new process has
proven highly beneficial.

“We were receiving
orders from 300 to 400
dealers with very little
consistency and poor
accuracy,” says Rozylow-
icz. This was expensive
in terms of time and labor. even before
the order was entered. Since setting up
the site, consistency has improved
dramatically and problems with incor-
rect data have diminished—reducing
Fujitsu’s order-to-cash period by
about 95 percent.

“Before we set up the solution, the
order-entry process would literally take
weeks,” says Rozylowicz. “Now we
have same-day order entry and invoic-

ing. The next step is to take the orders
that come from our sales reps and pass
those opportunities to dealers and end
users.” Orders will be converted to flat
files and passed through order process-
ing without human intervention.

The site currently processes 600 trans-
actions monthly, and, according to
Rozylowicz, sales reps have quickly
come to realize how the technology has
saved time and “made their lives easier.”

Taking flight

An $11 million business unit of Gen-
eral Electric, GE Aircraft Engines,
Cincinnati, Ohio, is delivering e-com-
merce benefits to its customers through
the establishment of a B2B Web-based
trading site, which it calls its “Web
Center” The site enables real-time
transactions with more than 300 cus-
tomers on a 24 x 7 basis.

Using OrderManager, a sell-side
e-commerce solution from Rockville,
Md.-based SpaceWorks as its founda-
tion, the Web Center has allowed the
company to cut its ordering cycles by
half—increasing revenue opportuni-
ties, decreasing costs, and improving
customer relationships. Currently,
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Click Commerce uses the term frictionless distribution communities to describe how Web-based
channel management systems can streamline processes within manufacturers’ distribution
channels. Many experts now see sell-side e-commerce solutions as creating opportunities for
distributors and resellers, rather than cutting them out of the process.
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