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	Overview

Country: Germany
Industry: Wholesale
Customer Profile

Jack Wolfskin is a producer and wholesaler of premium outdoor equipment. It has operations in Europe and Asia.
Business Situation

Rapid growth at Jack Wolfskin was being slowed by an unresponsive order-processing system.  Its fax-based system was unable to accommodate 24-hour order flow.
Solution

To fix this, the company built an online system based on open access to a Microsoft® Business Solutions–Navision®–based solution.
Benefits

· Increased orders from customers
· Higher customer satisfaction

· More efficient operations

· Improved responsiveness to business opportunity and change
· An ability to grow faster

	
	
	“We used to be very proud of growth rates like 15 percent. Presently we are growing by more than 45 percent. And overall, profitability of the company very much depends on well managed processes, and I think that’s one of the big, big contributions of Microsoft solutions."
Manfred Hell,  President and CEO, Jack Wolfskin


	
	
	
	The strong performance of Jack Wolfskin’s premium outdoor gear products and its advertisement campaigns catapulted Jack Wolfskin from the small town of Idstein, Germany, onto the global stage. Despite a domestic recession, this German-product company has grown 125 percent in the last five years, while maintaining strong profitability. In 2002, Jack Wolfskin decided to match its leadership in product-technology with its service level. The initial step was to reorganize slow and unresponsive order-processing. The company chose to build an online order-processing system for its retail partners based on open access to a Microsoft® Business Solutions–Navision®–based solution (now part of Microsoft Dynamics™). Today, orders are immediately processed and sent to the firm’s Hamburg warehouse for fulfilment, which radically reduces shipping times to customers. Customer experience has improved and sales have taken off. 
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Situation

Since the 1990s, the German premium outdoor gear product company Jack Wolfskin had been under pressure to increase its responsiveness to customer demand. The retail business was traveling toward real-time fulfillment at break-neck speed. Product companies and retailers that didn’t adapt were increasingly at a disadvantage in the marketplace; they experienced higher costs, lower productivity, and lost sales opportunities. 

With potential missed opportunity on the horizon, Jack Wolfskin needed to change. Unfortunately, the company was in a difficult position, given its lack of control over core operations. These were managed by an inflexible in-house information technology system that was supported by external technology partners. By 1999, Jack Wolfskin had reached the limits of its patience with its system. 

Since 1993, when a system glitch in its proprietary business software nearly halted operations, the company sought a solution that allowed more control over this strategic part of its operations. In 1995, a switch to software from Navision, which was then a UNIX solution, improved the amount of feature functionality, but it still didn’t provide the control the company required. The solution was still an inflexible system that required extensive external consulting to operate and modify. The company needed an open solution—one that allowed it to manage its critical operations data. 

The installation of a Microsoft® SQL Server™–based, Microsoft Business Solutions–Navision® system in 1999 provided Jack Wolfskin the opportunity for change. For the first time, the company had control over its data. Severin Canisius, Head of IT at Jack Wolfskin, describes the change succinctly, “1999 marked the start of the strategic IT era at Jack Wolfskin.”

Solution

In the years prior to 1999, the company had relied on external consultants to provide the vast bulk of its IT operations and development. As a result, at the start of 1999, the company had only two people dedicated to IT operations. With the era of inflexible IT operations now behind it, the company began to build its team. By 2001, the core IT team was in place and ready to tackle its first big project. 

2001: E-Commerce

In 2001, Jack Wolfskin was trying to become more competitive. However, it lacked a consumer-focused e-commerce, which had become a standard feature of most retail product companies in the late 1990s. 

The company’s IT team ambitiously embarked on this project. Team members built a high-impact presence on the Web with slick visuals and copious amounts of product information. They then integrated e-commerce into the site. The local retail outfits would then send the products directly to the customer.
2002: Business-to-Business Integration

With the e-commerce operation completed, the company focused on pain points related to its core operations. A glaring problem was the lack of automated order entry from its retail partners. Volumes of faxed orders accumulated during off hours, and they required manual sorting and processing. Rapid growth was forcing Jack Wolfskin to find alternatives to increasing personnel. 

The company chose to automate order entry and launched a new business-to-business (B2B) IT initiative, codenamed “eWolf.” This project extended the order processing of the company’s internal, Microsoft Navision-based enterprise resource planning (ERP) system to Jack Wolfskin’s retail partners. To keep costs low and deliver the solution quickly, the IT team took advantage of its experience with Web design and built eWolf using a simple Microsoft ASP.NET Web-based architecture. The launch of eWolf enabled global retail customers to enter their orders directly, without the support of sales technicians.

The results were impressive. Adoption of the new system grew quickly to its current level of 50to 60 percent of order flow. This online order flow radically reduced the costs of maintaining the company’s growth. Internal productivity metrics show that this automation eliminated the need to hire 12 additional people to process the increases in order flow since the launch of eWolf. The system also reduced the latency in getting orders delivered to the customer by 48.6 percent. This has proven to be a major competitive advantage for Jack Wolfskin’s retail partners and has naturally increased their willingness to sell Jack Wolfskin’s products.

2003: Packaged Processes for Franchise Growth

With its e-commerce Web site and B2B ordering system in place, the company was able to tackle the automation of its franchise operations. Franchise growth was critical to the company’s growth plans. Unfortunately, launching new stores took too long, and in-store sales were limited to what each store had in stock. Further, each store was run as an independent entity, lacking connections to the company’s core ERP system and reducing the visibility of franchise store performance to quarterly earning reports. 

To correct this, Jack Wolfskin built a detailed design for launching new franchise stores and then developed it into software using Microsoft BizTalk® Server 2002 to automate the business process. Direct connections to the company’s Microsoft Navision-based ERP system tightly integrate a new franchise to the company’s core business processes. The store system uses Microsoft Retail Management System to provide flexible and appropriate views of available information.
The new system reduced the time to launch a new franchise to six weeks. The initial integration of the franchise with the company’s information technology system was packaged into an automated two-day process that didn’t require IT team support to accomplish. 
With this new streamlined system in place, the company is set to expand its current 70 franchises to 100 by the end of 2006. The company’s confidence in this expansion plan stems in part from the chief executive officer’s ability to get real-time visibility on the performance of all franchise stores from reports drawn from its Microsoft Navision system. Finally, salespeople in a franchise can now offer customers the ability to order products directly from Jack Wolfskin if the franchise doesn’t have the product in stock. 

2004: Going to Real Time

In the fall of 2004, a German retail giant invited Jack Wolfskin to integrate into its new real-time inventory-replenishment system. Traditionally, Jack Wolfskin provided stock to the retailer twice a year through a paper-based replenishment process. Real-time integration offered an exciting opportunity for growth.

Fortunately, management of its core business processes and its experience in building real-time systems for its franchise operations put Jack Wolfskin’s IT team in a good position to accommodate the retail firm’s invitation. The team quickly launched an initiative called “Wolftalk” to connect Jack Wolfskin’s systems with its own. In less than three months, with the help of Microsoft BizTalk Server, the company went live with the connection.

Sales through this key customer doubled. Further, the connection served as a competitive advantage for Jack Wolfskin. Only one other company has been able to make the connection to the key customer’s system as of this writing.

2005: IT Enhanced Creativity

At this juncture, all of Jack Wolfskin’s inventory-management and sales processes are automated. This automation has made it easy to accommodate international expansion. Language capability, available as part of the Microsoft environment, has made it possible for the company to provide localized order-entry capability to its global partners. This has allowed the company to keep its international export team at a mere three people, despite rapid international growth.

Commenting on their growth potential, Manfred Hell, President and CEO of Jack Wolfskin, notes, "We used to be very proud of growth rates like 15 percent. Presently we are able to grow the business by more than 45 percent. I think the whole company will grow very aggressively in the next couple of years. And overall, profitability

of the company very much depends on well managed  processes, and I think

that’s one of the big, big contributions of Microsoft solutions."
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The next step for Jack Wolfskin to improve its unstructured creative processes is the implementation of Microsoft Windows® SharePoint® Services to its system. To accommodate this, the IT team is building a set of new interfaces that lock in processes that fit the specific needs of the different departments. This new interface should improve the productivity and collaboration of the specific project teams. 
Benefits

The benefits of the company’s new IT initiatives include the following:
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Its new order processing application reduced the time needed to process orders by nearly 50 percent. The efficiency of this process eliminated the need for 12 additional people to process the growth in orders.

·  The company’s open system allowed it to quickly connect to a large retail partner, which both differentiated the company from competitors and doubled sales through that partner.

· An automated franchise store system reduced the time to launch new stores, allowed the stores to sell out-of-stock products, and provided the company with deep insight into store operations.

At this juncture, Jack Wolfskin is poised for sustained rapid growth. 
How Benefits Were Measured --Methodology
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IT Scorecard:  Jack Wolfskin

Sales & Marketing

Overall Score

Finance

Operations

Empowered

Professionals

IT Infrastructure

1999

2005

18% 73%

13% 75%

30% 80%

10% 67%

20% 83%

43% 57%

The IT Scorecard was developed by Microsoft, Keystone Strategy, Inc, and Professor Marco Iansiti of Harvard Business School to measure a company’s Information Technology capabilities. The scorecard is based on a methodology developed from an extensive global study involving more than 750 companies, which showed that firms that have increased IT capabilities achieve superior growth and profitability. To learn more about this research see the 2005 “IT Drives Growth” Harvard Business School Working Paper at http://www.hbs.edu/research/workingpapers.htm.
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Microsoft Solutions
For more information about Microsoft Dynamics, go to:
www.microsoft.com/dynamics
For more information about Windows Server System, go to: 
www.microsoft.com/windowsserversystem
For more information about the Microsoft Office System, go to:
www.microsoft.com/office
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Microsoft BizTalk Server 2002


Microsoft Dynamics


Microsoft Business Solutions–Navision
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Microsoft Windows SharePoint Services 
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Active Server Pages


Microsoft ASP.NET
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For More Information


For more information about Microsoft products and services, call the Microsoft Sales Information Center at (800) 426-9400. In Canada, call the Microsoft Canada Information Centre at (877) 568-2495. Customers who are deaf or hard-of-hearing can reach Microsoft text telephone (TTY/TDD) services at (800) 892-5234 in the United States or (905) 568-9641 in Canada. Outside the 50 United States and Canada, please contact your local Microsoft subsidiary. To access information using the World Wide Web, go to: � HYPERLINK "www.microsoft.com" ��www.microsoft.com�





For more information about Jack Wolfskin products and services, call 49-6126-9540 or visit the Web site at: �� HYPERLINK "www.jack-wolfskin.com" ��www.jack-wolfskin.com�











Jack Wolfskin’s technology enablement scorecard shows the progression of increased automation and integration across core business processes. 
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