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PGDM (RM), 2014-16
Management Information System

RM - 107

Trimester — |, End-Term Examination: September 2014

Time allowed: 2 hrs 30 min

Max Marks: 50

Roll No:

Instruction: Students are required to write Roll No on every page of the question paper,
writing anything except the Roll No will be treated as Unfair Means. In case of rough work
please use answer sheet.

Sections | No. of Questions to attempt Marks Marks
A 3 out of 5 (Short Questions) 5 Marks each 3*6 =15
B 2 out of 3 (Long Questions) 10 Marks each 2*10 =20
C Compulsory Case Study 15 Marks 15
Total Marks 50
SECTION-A

A1. How do systems serve the various levels management groups in a business?

A2. Explain various internet-based collaborative technologies used by enterprise to improve
organizational performance?

A3. Explain Internet addressing system: IP address and DNS

A4. What is the role of m-commerce in business, and what are the most important m-
commerce applications?

AS. Define malware and distinguish among Virus, Worm & Trojan horse.

SECTION-B

B1. Explain eight unique features of E-commerce Technology with their significance in

business.

B2. How do value chain and value web models help businesses indentify opportunities for

strategic information system applications?

B3. Define following current trends in computer hardware platforms:
a. Virtualization

b. Cloud computing
c. Grid Computing
d. Autonomic Computing
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SECTION-C
CASE STUDY

Collaboration and Innovation at Procter & Gambhle
CASESTUDY

ook in your medlclne oabmet No matter
where you live in the world ‘0dds are that

you'll find many Procter & Gamble products :

that you use every day. P&G is the largest
manufacturer of consumer products in the world,

‘and one of the top 10 largest companies in the world

by market capitalization. The. company is known for

i dts successful brands, as well as its. abfhty todevelop ' - .
‘new brands and maintain its brands’ popularity with -
unique business innovations. Popular P&G brands ‘

- include Pampers, Tide, Bounty, Folgers Pringles,

~than 80 countries, and its leading competitor is - :
Britain-based. Unilever. Founde in 1837 and head—
quartered in Cincinnati,’ ‘Ohio, P&
_stay in the American business landscape for well

‘over 150 years. In 2009, it. had $79 b11110n in revenue :

and earned a $13.2 billion profit.

P&G's business operations are divided into three
*'main units: Beauty Care, Household Care, and
Health and Well-Being, each of which are further

subdivided into more spec1ﬁc units. In each of these v
; divisions, P&G has three main focuses as 4 busmess -
It needs to maintain the popularity of its existing
 brands, via advertising and marketlng, it must extend,

ts brands to related products by developlng new
‘products under those brands and it must mnovate
‘and create new brands entlrely from scratch %

Because so much of P&G's busmess is bu11t around

brand creation and management, it’s critical that. the i
§ to share information; senders control the flow of

‘company facilitate collaboration between
researchers, marketers, and managers. And because

* P&G is such a big company, and makes such a wide
array of products, achieving these goalsis a dauntmg;f

task. ;
P&G spends 3.4 percent of revenue on;"’innoVation{
which is more than twice the industry average of 1.6

percent. Its research and development teams consist .

~of 8,000 scientists spread across 30 sites globally.

Though the company has an 80 percent “hit" rateon =

ideas that lead to products, making truly innovative

and groundbreaking new products is very dlfﬁcult in

an extremely competitive field like consumer: prod-
ucts. What's more, the creativity of bigger companies

5 ~~’jl;ke P&G has been on thedeehne,t with the top con-
sumer goods companies accounting for only 5 per-

; armin, Swiffer, Crest, and many more. The com-
- pany has approx1mately 140,000-employees in more

; ,has been a mam—l‘ G s

ment costs. At the time, Laﬂey S proclamatlon was

~

cent of patents filed on home care products in the

arly 2000s.
Finding better ‘ways to innovate and develop new
ideas is critical in a marketplace like consumer
goods, and for any company as large as P&G, finding

methods of collaboration that are effective across the

enterprise can be difficult. That’s why P&G has been
active in implement

networking and collaborative tools popularized by

" Web 2.0 have been especially attractive to P&G man-

~agement, start:mg at the top with former CEO A.G.

: Lafley. Lafley was succeeded by Robert McDonald in
L2010 butkhas been a major f\o‘rce in rewtallzmgthe

ideas using sources from outside the company, t both
as a way to develop groundbreaking innovations
more quickly and to reduce research and develop-

5 The first order of busmess for P&G was to develop
alternatives to business practices that were not suffi-

. ciently collaborative. The biggest culprit, says Joe
- Schueller, Innova‘aon Manager for P&G's Global

& _Busmess Serwces d1v1s1on was perhaps an unhkely :
2 one ‘e-mail. Though it’s ostensfbly a tool for commu-

nication, e-mail is not a. sufﬁc1ently collaborative way

information, but may fail to send mail to colleagues

_who most need to see it, and colleagues that don't
. need to see certam e-mails will receive malhngs long
after they ve lost interest. Blogs and other collabora-
 tive tools on the other hand, are open to anyone
interested in their content, and attract comments
from interested users.

However, getting P&G employees to actually use

these newer products in place of e-mail has been a
- struggle for Schueller. Employees have res1sted the
i changes 1ns1st1ng that newer collaborative tools
~ represent more work on top of e-mail, as opposed to
a better alternative. People are accustomed to e-mail,
and there's significant organizational inertia against

_ switching to a new way of doing things. Some P&G

iformanon systems that fos-
ter effective collaboration and innovation. The social

: , CEO in 2000 e s
g 1mmed1ately asserted that by the end of the decade, :
~ the company. ‘would generate half of its new product
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~
~ processes for sharing knowledge were notoriously  a conference. Another executwe manually entered
w . nefficient. For instance, some researchers used to  his data and speech into. PoWerPomt shdes, and then
_ write up their experiments using Microsoft Office e-mailed the file to his colleagues. One result was
-; apphcatmns then print them out and glue them page that the same file ended up in countless individual
- by page 1nto notebooks P&G was determlned to e mallboxes Now P&G s IT de artment can create a

O ¢«

w1th Mlcro&)ft Ofﬁce Sharernt Server to support , 1 |
multiple users with shared mallboxes and calendars and 1n51ghts They also allow employees qulcker
SharePoint lists, and meetlng schedules : - access to the experts within the company that have

‘ X - needed information and knowledge. But these bene-

ous brands marketers can MOTe
the data they need to createmore , R R ~ .
campaigns; and managers are more easily able to ~ rooms at many looatlons across the globe For a com-

find the people and data they need to rnake critical - _pany as large as P&G, telepresence is an excellent
business dGCISlonS \ : 2 [labc

That mtroduces a new challenges

mation and applications across multlple p atforms technology makes 1tkpossfble to hold hlgh—deﬁnmon '

For example, P&G found that Google search was. s meetmgs over long dlstances P&G boasts the world's
1nadequate because it doe ”""t*alw‘
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~ to 1mplement a new search: product from start—up“ kdlverse looatlons where they Were installed Cisc
a Connectbeam, which allows employees to share : accomphshed this, and now P&G's estimates that 35
bookmarks and tag content mthydesonptwe words ey ;percent of its employees use telepresence regularly.

2 For exarnple when P&G executlves traveled to meet e take minutes.
Wlth regional managers, there was no Way to 1nte- ~Laurie Heltsley, P&G's dlrector of global business

s services, noted that the cor flany has saved $4 for

aument. One executive. glued the results f experi-
ments 1nto Word doauments andipa
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