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Digital World & Business

e Increasing blurring of industry boundaries
e Stronger bargaining power of customers
o Commoditization of products and services

e Increasing pressure on margins and time-to-
market

e New business platforms and distribution channels
o Active use of IT thinking in products and services

e New business and opportunities through “e”
(mass-customization)
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Concrete Benefits of Digital World

e From Guessing to Knowing
e From Mismatch to Perfect Fit
e From Lag Time To Real-time

e From Supplier Service to Customer Self-
Service
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Concrete Benefits of Digital World

e From Low-Value-Added Work to
Maximum Talent Leverage

e From Fixing Errors to Preventing Errors

e From 10 Percent Improvement to 10X
Productivity

e From Separate Silos to Integrated System
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Market Expansion in Digital World

Lower transaction
costs expand demand

Lower marketing/
Distribution costs
Expand supply

E-demand

Standard demand
>Volume

=

market expand
tandard market volume———E-commerce market volume/
9
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ICT Development vs. Adoption Rate

New ICT
Development

A

Development/Adoption GAP

Rate of
Change 7

Organization
Adoption Capacity
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Reasons for Investing on “e”

eIncrease Effectiveness Through Digitalization
e Reduce Transaction Cost
e Reduce Inventory Costs

e Enhance Internal Efficiency (Through
Intranet Solutions)

eIncrease Customer Loyalty

e Making It Easier For Customer to Do
Business

o Offering Customers a Self-Service Anytime
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Reasons for Investing on “e”

eIncrease Revenue
e More Sales to Existing Customers
e New Customers and Markets
e New Product and Service

e Strengthen Brand Name
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Threat of

ey
entrants

A Competive

rivalery within Bargaining power
Bargaining power the industry of customers
of suppliers
A »
Threat of

substitutes

sMichael E. Porter ‘s _Eive Competitive Forces



Business Transformation: From
Physical To Digital

Unbundling

B s <

The New Core
Competence
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Why need CRM

e Increasing in Globalization and Deregulation
e Turbulent situation

e Survival depends on Value-Preposition not on
Technology

e Horizontal Organization instead of Vertical,
Process-based instead of Function-based

e Customer Relationship Management is
Essential

(Security and Trust)
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What is CRM?

CRM revolves around marketing.
It uses It to gather Data, which used to develop a
MORE PERSONAL INTERACTION with the customer.

CRM means an enterprise wide
iIntegration of technologies working together such as

data warehouse, Web site, intranet/extranet, phone

support system, accounting, sales, marketing and

production. (ERP as back-office integration and CR
front-office integration)
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CRM Marketing

Customer
Centric

1850 1900 1950 2000

Production Sales Marketing

Market Segmentation vs. one-to-one relationship
Customer Lifetime Value
Marketing Mix vs. Individual Customer Preference

IT as a enabling factor
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Toward One-to-One Marketing

“In the 1980s, we saw In every
iIndividual a customer. In the
1990s, we ought to see In every
customer an individual.”

Jack Welch,
CEO, General Electric




CRM Is an expensive, time consuming
and complex proposition.

As technology Is still not available to

completely develop the full power of a
customer-centric approach.

CRM Is an opportunity to rise above
minor advantages and develop an actual
relationship with your customers.
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Customer Centric Orientation

CRM is critical because of:
Competition
Differentiation
Word of mouth
Cross-selling and upselling

Acquiring new customers less
expensively
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Co-opetition(“3C” concept)

e Value-added network: An effective response
to Increased time-to-market pressure, cost
pressure and need for higher quality.

ollaborative
ustomer
ompetitor
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Summary

/Customer Relationship

Management

- Unbundled 3 Processes -< Broduct Innovation

\Infrastructure Management

- Outsource as much as possible.

ldentify Customer

-CRM << Attract

Build Relationship With Customer
—

- Loyalty is the key.
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Global Computing achieves high throughput

computing by harvesting a very large number
of unused computing resources connected to
the Internet.
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Ubiquitous Access to Information

e The future of computing rests on a wireless
“always on” network connection.

e Wireless networking is progressing rapidly

e Mobile computing devices are becoming
smaller, cheaper, more powerful and better
Integrated

e Major transforming potential in research
and educational environments
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What is this all about?

e User and system: two
complex entities that have
to interact.

e The aim i1s to make the
Interaction between the
two easier and more
satisfying.
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HCC Definition

e Human-centric technologies is a long-term,
strategic research direction that unleashes the
power of computing, communication and
content to bring about continual emergence of
life-changing applications.

e IT needs to “get the end user experience right,”
with the focus on designing devices that are
easler for users to interact with to find relevant
Information. (Carnegie Mellon and IBM)
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Definition, continued

oy (8 4dlid

Connecting Human instead of Device

Devices Embedded in Objects, including
doors, socks, batteries,

Speak to the device freely, with the
solution allowing the human to tell the
device how to work, as opposed to the
device constraining the human.

Emphasis on Human instead of Device

Ol ed ol
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» Aim: building systems that people can use effectively,
“a user model Is a representation of the properties of a
particular user”
¢ A system that constructs and consults user models can adapt

diverse aspects of its performance to individual users
¢ It’s (again!) an interdisciplinary problem:
»artificial intelligence
»education
»psychology
»linguistics
»human-computer interaction and information science
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User Model

e Definition

A collection of information and assumption
about user

e It contains

Static information
o Demographic information
o User’s capabilities
Dynamic information

e Behavioral information
o Page visited
o Frequency of visit




Generating UM

e User-guided approach
Users create their own model

e Automatic approach

Process of creating a user model Is
controlled by the system

e Mixed approach
Use both approach




User profile

e Definition

A collection of Iinformation about user
combining demographic information (name,
age and location), usage Information (page
visited and frequency of visit) and interests or

goals




User Modeling

e Definition
Whole process of constructing a user model

e Inferring information about a user




e Describes continuous change In a user's
Interests and behaviors

Dynamic
nature of Dynamic

human user model
interaction




Drift (Cont)

e Approaches to alleviate the problem of
drift

Placing Less Weight on Older Observations
o Recent user activity play a greater role

Use of Windowing Techniques
o Data is limited to a time window

Use of Dual User Models
e Long and short-term user models




Outline

v Definition and concept

v User model

v User profile

v User modeling
Y Drift

» User Modeling processes
Collecting data
Building user model
Apply user model

e Future work and Conclusion




Process of UM

A

Interaction
data and user
preference

Personalized

_ _ service
Personalization
Engine




Process of UM

e Collecting data about user

e Processing the data to build or update
the user model

e Apply the user model to provide the
adaptation




Collecting user data

e Two approach
Explicitly
o Require users to provide personal information
Implicitly
o System watches the user’'s actions

o Infers a model or profile for the user based on
those actions




Collecting user data explicitly

e Methods
Form filling

Selection of one of several predefined
profiles

Selection of a set of terms, with the
possibility to weight terms

Rating of items
User interview




Collecting user data explicitly

e Advantages

Resulting profile would be reasonably
accurate

System output would be predictable
e Disadvantages

It may place a large load on user

Possibility that the user may not be willing to
cooperate




Collecting user data Implicitl

e Sources of Data

Client computer
e Through cookies
e Problem: users may lock them

User's navigation context
User access logs




Collecting user data Implicitly (Cont)

e Advantages
Approach is unobtrusive

Amount of modeling information can be very
large

e Disadvantage
Has greater uncertainty




Outline

v Definition and concept

v User model

v User profile

v User modeling
Y Drift

» User Modeling Processes
¢« Collecting data
» Building user model
Apply user model

e Future work and Conclusion




Building User model

e Data mining and machine learning
techniques

Clustering

Association rules
Decision Tree
K-Nearest Neighbor
Neural Network
Support Vector Machine

Rule based induction
e Statistical methods




An Interdisciplinary field
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HCC Subjects

< Human-computer interaction

< User-centered Design

< Soclal computing and social intelligence

< Ubiquitous computing and mobile systems

< Gaming

< Computer-assisted Learning and Cognition

< Privacy, Security and trust management

< Human-centered Evaluation

< Information Visualization and Visual Analytics
< Semantic Systems
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(Personalization) (s jlw o= ®

(Adaptation) s juds Guks @
(Trust, Security) wuisol Sleicl ®
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Qb1 by Glwlxo S i

e NLP

e Speech Recognition

e User Interface

e Psychology

e Sociology

e Context Recognition, Ontology

c‘)\.i' ‘_éﬁ 4358 u\)@j o &iila 60



(Sl 5 5L 3 ) Jlms S 0 5 5

SI9LS olw 9 wis il sl o )3g0 s S x|l ®
Sz AL O3 )5 o wua DY wledbl sl

aSub & (Multi Disciplinary) sl o yuws sia ol ®
seloial (sl

scloinl Calixo sl 09,5 ()L (oMl ks ®

S )l sl o 1558 Jluwl=e s lou=xo 9 5 Lyo @
LW

c‘)\.i' ‘_?33 4358 u\)@.’i o &iila 61



(Cognitive Models and metaphors) o jlaiw! § b b Jow

r {
(Behaviour ) L8y Slwlxo b Jowo

. {
IT soladl g K8 ¢ slin! O il

r —‘I
(Flexible Manufacturing System)cele 49 Glazio b Jow

r {
Pecitic Frotocols ST 959 0 05 )5BS § P 0B 5 9059 ¥
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