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Abstract—The aim of this paper is to evaluate what electron-
ic commercial and business opportunities firms and organiza-
tions in this modern world have and which opportunities are
best suited for them. The paper categorizes and describes cur-
rently available e-business tools in the electronic business mod-
el proposed by Timmers. The next part discusses the tools and
activities for creating successful implementations of e-business
within companies and organizations, in particular, business in-
telligent tools, strategic management tools, electronic forms,
and competitive intelligence. The paper then offers general rec-
ommendations and a summary of which tools used for which
purposes depending on the size of business and organizations.

1. INTRODUCTION

NDUSTRIAL society is changing in front of our eyes to

the society, in which the information and knowledge play
the major role. There is a global information infrastructure
that processes and transmits an increasing amount of data
and information. The order of the Industrial Revolution was
to maximize the quantity with the least cost. The goal of the
information revolution is the highest possible quality at a
reasonable price in the shortest possible time.

In the information society a human is searching for his
place again. New technology allows him to become a pas-
sive and easily driven consumer of information, on the other
hand, however, allow him to become their active producer.
Convergence of information, communication and multime-
dia technologies, create new business opportunities in the
upcoming decades which will play a key role in the econo-
my and public life.

Worldwide, we can see the results of massive expenditure
on information and communication technologies that cause
the changes of business and commerce. Between 1980 and
2005 the private business investment in information technol-
ogy increased from 34% to 50% of the total capital invested.
How to effectively invest the money? Companies invest into
information systems to achieve strategic business and mar-
keting objectives: operational excellence, perfection of new
products, services and business models, intimate knowledge
of customers and suppliers, improve decision making, com-
petitive advantage and survival. The interdependence be-
tween business and information system capabilities is grow-
ing. Changes in strategy, rules and business processes re-
quire changes in hardware (HW), software (SW), in data
storages and telecommunications equipment. Often, if the
company wants to do something, it depends on what the in-
formation system allows.
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II. TYPES OF E-BUSINESS

Since 2000, the Economist Intelligence Unit publishes an
annual ranking of the world's largest economies in readiness
for e-business. Criteria for assessing the readiness for e-
business were developed by the Economist Intelligence Unit
in cooperation with the IBM Institute for Business Value.
This is a summary of factors that indicate how the market is
open to Internet opportunities. This indicator express how
the country is open in terms of e-business. Evaluation
methodology is undergoing continuous modification.

E-business is a way of communication and commerce us-
ing the Internet as the main instrument or other networks
and is seen on a wider scale than e-commerce, much as it is
itself a subset of trading business. E-business is a series of
processes, pursuing a specific goal, involving more than one
agency and implemented by electronic means.

E-commerce means using the most modern information
communication technologies to increase the effectiveness of
relationships among companies and among individual con-
sumers. It includes not only error-free electronic transmis-
sion of information and documents, but mainly signing con-
tracts or strategic business partnership over the Internet. E-
Commerce is a series of processes associated with the course
of commercial transactions carried out by electronic means

E-marketplace is a virtual, on-line marketplace, where
supply and demand meet online. Its main advantage to the
ordinary "stone" market is the possibility of efficient and
convenient prices comparison, and the comparison of deliv-
ery and payment conditions and especially the technical pa-
rameters of each product.

The E-procurement term can be very loosely described
as "obtaining", "providing" something over the Internet.
Practically this is the part of e-commerce, based on the
needs of shoppers. Its basic feature is the creation of value,
hence the cost savings for the buyer. For its realization the
main reason is the reduction of transaction costs. Other ad-
vantages of e-procurement are rebate, reduced inventories at
the customer, better control of the process, minimizing cash
transactions and integration with the information systems of
customer and supplier.

E-marketing is the opposite of the e-procurement. Busi-
nessmans are selling products through a network, where the
driving force in this case is the seller (supply). Its essence is
to attract customers and convince them about the quality and
convenience offered to purchase goods or services. E-mar-
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keting is primarily focused on the value creation (increase in
turnover and revenue) for the seller.

A. E-commerce models

Business-to-business (B2B)

Business-to-business means secure communication, trans-
mission of documents, concluding business contracts and es-
tablishing long term business relationships between compa-
nies. This kind of activity is particularly associated with us-
ing the Internet to facilitate communication in the supply
chain. Relationships between individual firms on the B2B
market are almost always formally adjusted by the contracts.

The specific models of the B2B are for example the e-
commerce models by P. Timmers [10]

e  Value chain service provider, specializes in one of
the functions of the value chain (such as payment
or logistics) in order to obtain a competitive advan-
tage by differentiating.

e  Value chain integrator, focuses on integrating mul-
tiple steps of the value chain and on evaluation of
the potential of information flow between these
steps as further added value.

e 3" party Marketplace, in its basic form it is a user
interface to the catalog of products or services
which may be extended with special services such
as advertising, brand, payment, logistics, orders or
comprehensive service to ensure the implementa-
tion of secure transactions. An example of a busi-
ness relationship B2B marketing can be a single
event (e.g. conference, backed by well-known and
trusted company in the field) if necessary.

Business-to-consumer (B2C)

Business-to-consumer means the sales of goods to the end
user via the Internet or other information and communica-
tion technologies, without direct physical contact with the
customer's dealer. B2C are typical for single networking
vendor - the consumer, with no long term contractual under-
pinning.

The typical models of B2C by P. Timmers are:

e  E-shop is comparable to the catalog sales, the cata-
log is in this case in the form of web pages and
communications between buyers and sellers take
place mostly in electronic form. E-commerce must
address the issue of payment and delivery of goods.
From the perspective of transaction costs seem ide-
ally the intangible goods (tickets, software, trips).
Transaction costs are often an impediment to trade
in goods, whose unit price is very low.

e E-mall is a set of e-commerce under one roof or un-
der the common umbrella of one brand. It is essen-
tially analogous to the giant shopping malls. When
you specialize in a particular market segment, the
commercial center is becoming a center for the en-
tire industry.

Consumer-to-business (C2B)

C2B model means that the customer offers in the system
price he is willing to pay and the seller is considering
whether to accept the bid.
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Among the models of electronic commerce (according to
the classification of P. Timmers) that make e-business from
the e-commerce, that means those models that offer addi-
tional services, are:

e  Virtual communities, which is a fundamental value
generated by members of the community (cus-
tomers or partners) who add their information into
the basic environment that guarantees by provider.

e (Collaboration platform is a set of tools and infor-
mation environment for cooperation between busi-
nesses. It may be focused on design for example.
Business opportunities can be found in the manage-
ment of all services (fees) and sales (licensing) of
special tools.

e Information brokerage represents a wide range of
new value-added services to the amount of data,
which are located on open networks, or derived
from integrated business operations such as draw-
ing up a customer profile, brokering business op-
portunities, investment advice, etc. Specific cate-
gories of services are provided by certification au-
thorities.

B. Implementing the concept of e-business

For the implementing of e-commerce in practice, it is nec-
essary to address the following areas:

e Deployment of business and information portals.
The portal is the gateway to information and serves
the information via web browsers, allowing access
from mobile devices. It represents a single and per-
sonalized access to information services and con-
tent that is targeted to the business processes of all
participants - customers, employees, suppliers or
partners - and with regard to the available means of
communication. Through an information portal,
users can create and manage content and content
authors can generate and grade reports, documents,
web pages, without deeper knowledge of Internet
technologies.

e  Support for modern forms of communication.

e Unification and management all communication
channels.

e Investments in information systems security. To
mitigate risk and minimize losses in case that a risk
event occurs. Complement the specification of se-
curity policy elements of PKI (Public Key Infra-
structure) enables the deployment of digital signa-
ture.

e Business Process Integration, Technology Integra-
tion (subject to satisfactory comprehensive e-busi-
ness solution is the integration of the entire corpo-
rate information system at the user interface, data
structures, data exchange and applications). There
is also required integration with financial and logis-
tical services. To benefit from the competitive and
strategic benefits of e-business solutions, it is nec-
essary to integrate fully all customers, partners and
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suppliers into a single on-line network and focus on
key processes. Others that are not directly related
processes, they are left to specialized firms (e.g. lo-

gistics).
>
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Fig. 1. E-business solutions, source [9]

All of the listed changes are linked to sufficiently signifi-

cant organizational changes, and create conditions for digital
business. Digital firm can be defined in different ways. For
our purposes, we will apply the following definition: "Digi-
tal business is one in which nearly all organizationally sig-
nificant business relationships with customers, suppliers and
employees are digitally enabled and mediated, where the
main business processes are implemented through a digital
network embracing the whole organization or a multi-orga-
nization" [8].
Digital firms may react to their environment faster than tra-
ditional firms. They are more flexible in terms survival in a
turbulent environment. The digital business is time-lag and
shift in space standard. Time shift means that the transaction
is a continuous 7 x 24 hours per week and not only on work-
ing days in a limited period of time. Spatial shift means that
the sale takes place on the global market without national
borders. Work is performed there, which is advantageously
feasible in the world. E-business can expect intensified com-
petition and interaction of traditional and new businesses,
projects, policies and rules and end e-business in today's
terms (every business is e-business).

III. STRATEGIC MANAGEMENT

Strategic or institutional management is the conduct of
drafting, implementing and evaluating cross-functional deci-
sions that will enable an organization to achieve its long-
term objectives. [11] It is the process of specifying the orga-
nization's mission, vision and objectives, developing policies
and plans, often in terms of projects and programs, which
are designed to achieve these objectives and then allocating
resources to implement the policies and plans, projects and
programs. A balanced scorecard is often used to evaluate the

overall performance of the business and its progress towards
objectives.

Strategic management is a level of managerial activity un-
der setting goals and over Tactics. Strategic management
provides overall direction to the enterprise and is closely re-
lated to the field of Organization Studies.

A. Strategy formulation

Strategic formulation is a combination of three main pro-
cesses which are as follows:

e Performing both internal and external as well as
both micro-environmental and macro-environmen-
tal situation analysis, self-evaluation and competi-
tor analysis.

e Concurrently with this assessment, objectives are
set. These objectives should be parallel to a time-
line; some are in the short-term and others in the
long-term. This involves crafting vision statements
(long term view of a possible future), mission state-
ments (the role that the organization gives itself in
society), overall corporate objectives (both finan-
cial and strategic), strategic business unit objectives
(both financial and strategic), and tactical objec-
tives.

e These objectives should, in the light of the situation
analysis, suggest a strategic plan. The plan provides
the details of how to achieve these objectives.

B. Strategy evaluation

Measuring the effectiveness of the organizational strate-
gy, it is extremely important to conduct a SWOT analysis to
figure out the strengths, weaknesses, opportunities and
threats (both internal and external) of the entity in question.
This may require to take certain precautionary measures or
even to change the entire strategy.

Strategic management techniques can be viewed as bot-
tom-up, top-down or collaborative processes. In the bottom-
up approach, employees submit proposals to their managers
who, in turn, funnel the best ideas further up the organiza-
tion. This is often accomplished by a capital budgeting
process. Proposals are assessed using financial criteria such
as return on investment or cost-benefit analysis. Cost under-
estimation and benefit overestimation are major sources of
error. The proposals that are approved form the substance of
a new strategy, all of which is done without a grand strategic
design or a strategic architect. The top-down approach is the
most common by far. In it, the CEO, possibly with the assis-
tance of a strategic planning team, decides on the overall di-
rection the company should take. Some organizations are
starting to experiment with collaborative strategic planning
techniques that recognize the emergent nature of strategic
decisions.

Strategic decisions should focus on Outcome, Time re-
maining, and current Value/priority. The outcome comprises
both the desired ending goal and the plan designed to reach
that goal. Strategic management requires paying attention to
the time remaining to reach a particular level or goal and ad-
justing the pace and options accordingly. Value/priority re-
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lates to the shifting, relative concept of value-added. Strate-
gic decisions should be based on the understanding that the
value-added of whatever you are managing is a constantly
changing reference point. An objective that begins with a
high level of value-add may change due to influence of in-
ternal and external factors. Strategic management by defini-
tion is managing with a heads-up approach to outcome, time
and relative value, and actively making course corrections as
needed.

Iv.

If a company or organization decides to purchase business
intelligence tools, the choice is always driven by the price,
utilization and consequent size of the company. Even at the
turn of the millennium, BI tools were a privilege of big com-
panies with huge budgets only that made it worthwhile to in-
vest considerable sums in implementing solutions to the cor-
porate network or individual workstations. Today, this kind
of acquisition of BI tools still has a lot to offer, but thanks to
their robustness and costs it is unacceptable option for small
businesses.

On the other hand, there is a form of Software as a Ser-
vice, simply SaaS. SaaS is a quite new technique in the
world of IT which allows you to hire a software application
only when there is a requirement of such an utility. The
main reasons for its popularity are high services, low costs
and less maintenance.

In the software as a service model, the application, or ser-
vice, is deployed from a centralized data centre across a net-
work - Internet, Intranet, LAN, or VPN - providing access
and use on a recurring fee basis. Users "rent," "subscribe
to," “are assigned”, or "are granted access to" the applica-
tions from a central provider. Business models vary accord-
ing to the level to which the software is streamlined, to low-
er price and increase efficiency, or value-added through cus-
tomization to further improve digitized business process-
es. [18]

BI TOOLS PURCHASE POSSIBILITIES

V. IMPROVING THE DATA QUALITY

The main sources of information within companies and
institutions are now both operating systems supporting the
company (ERP, SCM, CRM) and external databases (dials
address, municipality, telephone directories, business regis-
ter, etc.). These resources are not usually able to provide
questioner the information of desired quality. The reason is
that data are stored in many places, on different platforms in
different structures and formats. The problem is the quality
of data. The data are often incomplete, contain errors, in-
valid values are stored in the structures unsuitable for analy-
sis and do not contain history.

A. Tools for selection, transformation, transmission and

data integration

Obtain quality information now means to transfer data
into the relevant structures of the data warchouse. Data
warehouse is a database containing the consolidated data
from all available resources, optimized for reporting, analy-
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sis and archiving. The data warehouse integrates and stores
data from both internal and external sources.

To transfer data into the data warehouse are used ETL
(extraction, transformation, loading) tools. The extraction
means the ability to take data from the widest range of data
sources of different types. Transformation is a gradual series
of operations to prepare the extracted data to be retrieved
from the data warehouse. Many of the data obtained from
the extraction is still not nearly ready to load into storages.
Among the reasons why not, it is mainly the mismatch be-
tween data from different sources and their incompleteness.
There are applied the checks, additions or changes in data
transfer on the same formats and inconsistencies elimina-
tion, data consolidation - the unification of the main entities
and the calculation of aggregation by major entities. To
clean the data tools containing typical samples of impurities
are used. Load means inserting data into its own physical
space data warehouse.

Implemented ETL means primarily program implemen-
tation of data pumps, testing their time requirements and set-
ting operating parameters. Parameters of the ETL tools are
supported platforms and their connectivity (range of sup-
ported source and target systems), support for metadata
management, the possibility of multiphase pump operation
according to schedule, the level of support for workflow,
logging level data pump, and support data processing in real
time. Trend in the ETL tools is merging with the tools for
managing metadata and tools for ensuring data quality, as
well as their delivery, together with the standard database
engine. [3]

EAI tools (Enterprise Application Integration) - EAI
can be characterized as a set of approaches, methods and
technologies that allow us to connect initially often incom-
patible solutions, or partial information systems.

The process of EAI from the perspective of the data is
based on the following principles:

e climination of semantic inconsistency of data that
arises from different perspectives on the data in
various applications (e.g. differences in customer
address records)

e removal of content data inconsistency, which arises
from the existence of duplication (e.g. two different
applications registered address of the customer, but
only one of them has been changed)

® minimisation the fragmentation of data (providing a
comprehensive view of data)

EAI works unlike ETL tools in real time, they were creat-
ed in a layer of transactional systems and their purpose is to
integrate primary systems in a company or organization, and
reducing their mutual interface. [5]

B. Applications for data storage

Applications for data storage provide the processes to
storage, updating and data management. These include data
warchouses, data marts, operational data store and data stag-
ing areas.

Data Warehouse is a central data repository, where the
requirement for consistency is crucial (DW must provide "a
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single version of the truth"). Integrated data warehouses are
presently considered to be the best solution.

Data Marts are separated data repositories for individual
applications or departments. They are problem-oriented data
warehouses to implement flexible ad hoc analysis.

Operational Data Store (ODS) are supporting analytical
databases - a central repository, processing the key data in
nearly real time. The data processing operations needed to
ensure of data quality are carried out by ODS and it also in-
tegrates relevant data from different systems (examples
might be the validation of address information identifying
the type of identification number, or tracing and correction
of incorrect data). At the operational level of the data stor-
age are also clearly and conspicuously identified and de-
scribed the various data elements; there are agreed technical
and semantic definitions (metadata).

Data Staging Areas (DSA) are used for temporary stor-
age of selected data from source systems from their own
processing to other database components of BI solutions.
Their purpose is to accelerate the selection of data used for
initial storage of the non transformed data from these sys-
tems.

C. Data quality

Data quality is one of the basic characteristics of data
warehouses and operational data stores. Data quality is not
one of their automatic features, but nowadays the necessary
one. Data quality can be defined in different ways, in this
case we choose a simple definition - high quality data are
those which correspond to reality, they are complete and
consistent.

If you want to work with high-quality data, you must en-
sure that there are five basic characteristics:

e Completeness - the need to identify and treat the
data that are missing or inapplicable,

e Standardization - all data should match the request-
ed format,

e Consistency - no data may contain values that rep-
resent conflicting information,

e Uniqueness - if there are duplicate entries, they
must be removed

e Integrity - data should include all the defined rela-
tionships to other data. [1]

Data quality is at present designed by the majority of sup-
pliers of information technology as a set of two processes -
data profiling and data cleaning. These processes are peri-
odically repeated and reflected in the data warehouse envi-
ronment. The result is a complex process in the literature
called the Data Supply Chain. DSC is an automated process
in which the first phase are extracted data from data sources,
whether internal or external, in the second phase are ana-
lyzed the data sources and data are cleaning is performed. In
this second phase the data profiling (identifying types of
data defects, quantifying the number of individual defects,
identifying synonyms and homonyms, the evaluating com-
pleteness in terms of supporting business processes and con-
formity assessment of attributes with their definitions) and
data cleaning (standardization, verification against internal

and external dials, correction of address data, identification
of redundant records and householding identification are im-
plemented. [2]

Thus processed data are then stored in the warehouse.
Data warehouses are typically updated regularly it means
that all processes of the DSC are recurrent.
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D. Metadata

As well as data quality, a quality description of its con-
tents is a necessary component of any modern information
system. It means how was the content created and how is the
content being used - metadata. Recently the importance of
metadata, as the principal means of determining the content
and status of information systems, increased significantly.
The underlying reason for the existence of metadata (defined
as data about data) is that they add context and meaning into
inaccurately described cluster of information. The main ad-
vantage of the existence of metadata is the ability to facili-
tate understanding of the principles, capabilities and content
of the various information systems.

Metadata in the company can be divided into technical
metadata - that is, information about setting up various in-
formation systems and relevant technical processes and sub-
stantive metadata - information about the substance of the
solution, thus adding context and importance of individual
values (and not only in terms of content meaning of that
word - as understood in the organization, but also in the
form of computing - how it is possible to reach a value of
that expression).

Ensuring the sufficient quality of data and their descrip-
tion is mainly the task for their users. The main reason for
the progressive transfer of responsibility for ensuring data
quality and description of the importance of individual data
elements is that the users who work with them in a long term
know the data better than anyone else. The data are pro-
duced by information systems that are developed on the re-
quirements of their users and the completeness, consistency,
accuracy, uniqueness and integrity of data is ensured.

Metadata make sense to individual information. At the
same time the tools and processes to ensure data quality,
help you to capture, manage, share and provide error free
and accurate data. In practice this means that by the involve-
ment of these solutions into an integrated information sys-
tem, we can obtain a simpler and better quality work of all
components involved in the decision-making at all levels of
management - if the person who decides on the basis of cer-
tain data understands the meaning of the data well, he or she
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can make the right decisions at the right time and right
place. They also support the building of confidence in the
data - if users understand the meaning of the data while the
data is correct, then they gain confidence in these data and it
will result in a streamlining of their work and increase of ef-
ficiency of the support elements (development of new solu-
tions) - if end-users understand the state and content of the
solutions, they can effectively specify their requirements for
further development and this development can also be faster
and more efficient. [5]

The final aim of the described tools is to provide readable,
organized and analyzable in real-time, information available
from a peak of corporate databases and external sources,
which can be widely used at the management of a company
or an institution. As the managers have ensured quality data,
they gain a quick overview of the functioning of the compa-
ny or institution and can devote their time to the processes
leading to positive change of the situation. Quality data al-
low the management of an organization in accordance with
knowledge.

VI. COMPETITIVE INTELLIGENCE

A broad definition of competitive intelligence is the
process of defining, gathering, analyzing, and distributing
Intelligence about products, customers, competitors and any
aspect of the environment needed to support executives and
managers in making strategic decisions for an organization.

Key points of the definition above are:

e Competitive intelligence is an ethical and legal
business practice, as opposed to industrial espi-
onage which is illegal.

e The focus is on the external business environ-
ment. [14]

e There is a process involved in gathering informa-
tion, converting it into intelligence and then utiliz-
ing this in business decision making. CI profession-
als emphasize that if the intelligence gathered is not
usable (or actionable) then it is not intelligence.

A more focused definition of CI regards it as the organi-
zational function responsible for the early identification of
risks and opportunities in the market before they become ob-
vious. Experts also call this process the early signal analysis.
This definition focuses attention on the difference between
dissemination of widely available factual information (such
as market statistics, financial reports, newspaper clippings)
performed by functions such as libraries and information
centers, and competitive intelligence which is a perspective
on developments and events aimed at yielding a competitive
edge [15].

The term CI is often viewed as synonymous with com-
petitor analysis, but competitive intelligence is more than
analyzing competitors — it is about making the organization
more competitive relative to its entire environment and
stakeholders: customers, competitors, distributors, technolo-
gies, macro-economic data etc.

Organizations use competitive intelligence to compare
themselves to other organizations ("competitive benchmark-
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ing"), to identify risks and opportunities in their markets,
and to pressure-test their plans against market response (war
gaming), which enable them to make informed decisions.
Most firms today realize the importance of knowing what
their competitors are doing and how the industry is chang-
ing, and the information gathered allows organizations to re-
alize their strengths and weaknesses.

With the right amount of information, organizations can
avoid unpleasant surprises by anticipating competitors’
moves and decreasing time response. Major airlines change
hundreds of fares daily in response to competitors’ tactics.
They use information to plan their own marketing, pricing,
and production strategies.

Resources, such as the Internet, have made gathering in-
formation on competitors easy. With a click of a button, ana-
lysts can discover future trends and market requirements.
However, competitive intelligence is much more than this,
as the ultimate aim is to lead to competitive advantage. As
the Internet is mostly public domain material, information
gathered is less likely to result in insights that will be unique
to the company. In fact there is a considerable risk that in-
formation gathered from the Internet will be a misinforma-
tion and will mislead users.

As a result, although the Internet is viewed as a key
source, most CI professionals should spend their time and
budget gathering intelligence using primary research — net-
working with industry experts, from trade shows and confer-
ences, from their own customers and suppliers, and so on.
Where the Internet is used, it is to gather sources for primary
research as well as information on what the company says
about itself and its online presence (in the form of links to
other companies, its strategy regarding search engines and
online advertising, mentions in discussion forums and on
blogs, etc.). Online are subscription databases and news ag-
gregation sources which have simplified the secondary
source collection process are also important

Organizations must be careful not to spend too much time
and effort on old competitors without realizing the existence
of any new competitors. Knowing more about your competi-
tors will allow your business to grow and succeed. The prac-
tice of competitive intelligence is growing every year, and
most companies and business students now realize the im-
portance of knowing their competitors.

VII. ConcLusion

The goal of digital tools implementation into business
processes is to get a good position in developing e-market as
well as to offer better services for customers. Main attention
is focused on the problems that have to be solved in connec-
tion with the implementation of e-business in companies and
institutions.

Use of the business intelligence tools, along with the em-
phasis on the quality of strategic management in a company
or institution and the high quality used and data sources rele-
vant to the issue (competitive intelligence), creates condi-
tions for the choice of form and development of the e-busi-
ness within the company. Other critical attribute is the size
of the company and especially its global strategy.
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In Table I, you can see the opportunities and recommen-
dations for various companies (according to the number of
employees). One of the authors of this article is a chairman
of the regional section of the Czech Society for Systems In-
tegration for North Moravia and Silesia (wWww.cssi-mora-
va.cz) and maintains frequent contacts with representatives
of management of many companies. The results shown in
the table were made on a series of guided interviews with
these managers.

Current indications suggest that a firm that does not pay
attention to the possibilities of e-business offers, might be-
come unattractive to their customers, therefore, managers
should set out the recommendations given due attention.

In recent years the use of the new information technolo-
gies leads to a significant increase in market places (global-
ization) and convergence fields. Innovation becomes a key
factor in the development of companies and the role of the
client (active customer) is being significantly changed. Due
to information and communication technologies the network

character of all industrial sectors is growing and ITC also
changes the structure of costs in almost all sectors.
Economic laws of "a world of bits" are being gradually
penetrated into the" world of atoms" and informatics does
fundamental changes in almost all sectors of the economy [6
]. By our team work intensively with three business intelli-
gence tools of different formats. Unfortunately we have no
detailed information directly from the private sector, be-
cause firms guard their sensitive data and don’t let us look
under the cover, but on the basis of many simulations we
have obtained enough information on the findings above.
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OPPORTUNITIES FOR DIFFERENT COMPANIES AND ORGANIZATIONS, SOURCE [AUTHOR]

TasLe L.

Tiny or small company Medium company Big company
Deployment of business | yes | Very cheap, great yes | e-marketplace | yes | e-marketplace, e-
and information portals opportunity for e- procurement,
marketing or e-commerce both including
electronic
payment
Support of the modern | yes | Very fast, very cheap yes | Very fast, yes | Very fast, great
communication forms great way to way to keep in
keep in touch touch with all
with all employees
employees
Integration of yes yes yes
communication
channels
Implementation of the no | Very expensive ? Expensive but | yes [ Very good for
PKI elements useful for security
security
Strategic management i Too much work to yes | It is essential yes | Itis necessary to
support prepare the strategy but to have a have a strategy
good results strategy
BI tools (way of ? If yes, the best solution is | yes | To rent the yes | To buy a local
purchase) to rent the “SaaS” “SaaS” orto installation
buy a local
installation
Data storage yes | Data marts yes | Data yes | Data warehouse
warehouses staging areas,
operational data
stores
Data profiling no | Not possible yes | Good for yes | Good for future
future work work with data
with data
Data cleaning yes | Good for future work with | yes | Good for yes | Good for future
data future work work with data
with data
Competitive no | Expensive, needs to be yes | Essential to yes | Essential to
intelligence regularly updated succeed succeed
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