internet

intelligence

The Intranet Road Map

Implementing a Intranet

Copyright © 2006 Internet Intelligence Ltd

All rights reserved

While every attempt has been made to ensure the accuracy and completeness of the information in this
document, some minor typographical or technical errors may exist.

All copyright and other proprietary rights in this document belong to Internet Intelligence Limited. This
document, in whole or in part, may not be photocopied, reproduced or translated into another
language without the prior written consent of Internet Intelligence Limited.

www.internetintelligence.eu.com



internet

intelligence

1. Introduction.......cccceeniiiiiinnrnnsr s s s s s aas
1.1 Tangible benefits of an intranet.......................
1.2 Tangible Benefits........coooiiiiiioiieee,
1.3 Intangible benefits of an intranet....................
1.4 Intangible Benefits ...,

2. Uses of an intranet.........ccvvviiiiiinnnce e,
2.1 Human Resources Intranet..............c..cccoooe
2.2 Sales and Marketing Intranet...............c............
2.3 Information Systems Intranet...........................
2.4 Executive or Corporate Intranet......................
2.5 Customer Service Intranet............ccccoeei
2.6 Finance Intranet........ccooooiiiiiiiiii,

3. Road Map to SUCCESS ... .itrrrrrrrnrsnsssannnnnnnnss

1 Establish Guidelines..........cccooooovieviiiiiiiiie,
2 Define Intranet Ownership ..o,
3 Establish a Guiding Principle.........cccccoeveee....
4 Establish an Intranet Business Model.............
5 Create Publishing Policies........cccccoevvvvieiiennnn.
6 Define a Measurement of Success...................
7 Create a Style Guide.........cccoovveveiivicee
8 Establish a Site Hierarchy ..........cccooveeieinnn
9 Establish Budgets.........c.ccoooviieviieiieieeeeeeee,

Develop Access Rollout Plan.........c.ccccoe.
.11 Select a Security Model........cc..ccoeevveieen.

.12 Select a Content Management System

.13 Select a Database Integration Standard

WWWWWLWWWWWWWWWWWWWWW
=
o

.14 Select Intranet Traffic Analysis Tools..........
.15 Estimate Server and Bandwidth....................
.16 Promote AWAreness.......ccccceeveeveieceeeececeeeen.
.17 Form Steering Committee.........c.ccoeeveeennnn.
A8 Intranet Team..i e,
.19 Develop Support System .........ccccevvvevvveeieennnn.
4. ConcluSioN ...ccciiiiiiesssnssssssssnsssassssnnsnnnnnnnns

www.internetintelligence.eu.com

2



internet

intelligence

1. INTRODUCTION

An intranet is a private computer network based on the communication
standards of the Internet. It is smaller version of the Internet that only the
members of an organization can see.

Companies can create a manageable, secure version of the World Wide
Web.

1.1 Tangible benefits of an intranet

Why build a corporate intranet? Developers will tell you because we can. A
better answer is that it is an effective tool to combat the waste of time,
effort and materials within an organization at the same time generating
new opportunities for collaboration and productivity.

For the first time, an organisation has the ability to put one, open
standards, Web browser as the interface to their corporate data and
business processes.

The tangible benefits of intranet creation can be summarized below. A good
example of a tangible benefit is the reduction in paper cost from moving
processes online.

Certain statistics quote that 18% of corporate printed material becomes
outdated after 30 days. With an Intranet that material could always be
online and current.

1.2 Tangible Benefits
» Inexpensive to implement
o Easy to use, just point and click
e Saves time and money, better information faster
« Based on open standards
» Scaleable and flexible
o Connects across disparate platforms
e Puts users in control of their data
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1.3 Intangible benefits of an intranet

It is not only the removal of paper that leads to organisational benefit. How
information is managed and stored in an Intranet environment has a huge
impact.

Intranets allow an organization to spend less time on things that bring no
value such as chasing down the right information to solve a problem.

Productivity increases as corporate knowledge is more accessible and the
data is more accurate.

Flexibility in time of delivery of knowledge is gained as information is
always easily accessible. Intranets allow for a place where boundaries are
lowered and information exchange is encouraged.

This leads to more informed employees with the ability to make better,
faster decisions. This in turn leads to better productivity and more time for
revenue generation.

1.4 Intangible Benefits
e Improved decision making
« Empowered users
e Builds a culture of sharing and collaboration
» Facilitates organizational learning
o Breaks down bureaucracy
o Improved quality of life at work
o Improved productivity
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2. USES OF AN INTRANET

Intranets can help streamline an organization but what types of
applications are being deployed?

2.1 Human Resources Intranet

HR departments have been some of the most enthusiastic developers of
intranet applications mainly because of the large amounts of paper-based
processes that can be transitioned to the Web.

Examples of possible content and applications

« Employee handbook

o Telephone/E-mail directory

« Interactive benefits information

o« Employee surveys

e Recruiting/job listings

» Candidate screening applications

o Organizational charts

* Newsletters

« New employee training

« Employee personalized home pages

2.2 Sales and Marketing Intranet

In today's very competitive environment, having fast access to accurate
information can be crucial for the sales and marketing staff. It can be the
difference between making a sale or giving someone time to look
elsewhere.

An intranet addresses these and other issues, providing an environment
where product descriptions, sales scripts, marketing analysis and research
are all a click away.

Examples of possible content and applications:

e Product demos and scripts
e Pricing charts
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Sales forecasts and reports
Sales contact management
Sales lead management
Market research/search engines
Sales feedback

Prospecting

Press releases

Sales team collaboration
Calendars

Sales multimedia training
Competitor research

2.3 Information Systems Intranet

Many applications are being used to support information system processes.
Some applications are used to support the needs of the employee base and
some are being extended to partners via extranets turning IS into a profit
centre.

Examples of possible content and applications

Software and applications development and delivery
User documentation

Technical support and help desk

Network management

Information and knowledge repositories
Internet resources

Resource scheduling

Technical/security polices and procedures
Multimedia-based training

Intranet FAQs, publishing guides

Web paging or communications systems

2.4 Executive or Corporate Intranet

When building an information system for an executive, it is first necessary
to define the nature of the executive's tasks. We can divide the roles of the
manager into three categories:
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1. Interpersonal Roles. Figurehead, leader, liaison
2. Informational Roles. Monitor, disseminator, spokesperson

3. Decisional Roles. Entrepreneur, disturbance handler, resource allocator,
negotiator

Intranets are very effective in assisting the executive in addressing the
roles and activities discussed above as well as addressing communication
with internal employees and external partners.

Examples of possible content and applications:

o Internal departmental information

o External partnering information

e Meeting minutes

o Internal departmental information

o Stock Market analysis/ Stock market tracking

o Business investigation and analysis

e Tax and legal research

« Business metrics

e On line calendars to track personal daily activities

o Groupware applications that a company uses with its outside
consultants and/or strategic partners to collaborate on a particular
project or product

e Private newsgroups that strategic partners use to share ideas and
discuss plans

2.5 Customer Service Intranet

This is a key area where an intranet can positively interact with customers.
A good example of how intranets are being leveraged for customer support
is the extension of internal package-tracking databases of UPS and FedEx
over the Internet.

An intranet or extranet can allow a customer to help themselves or allow
support personnel to find an answer faster. Gone are the days of putting a
customer on hold while you research the filing cabinet for that part number
or other solution.
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Examples of other possible content and applications:

Customer information entry and update

Order entry and tracking

Online information (databases on customers, inventory, supplies)
Problem entry and tracking

Customer FAQ's

2.6 Finance Intranet

Accounting and finance departments deliver some of the most crucial data
across an organisation. An accounting intranet creates a centralised, open-
standards platform for publishing that information and new interactive
method for processing transactions with internal departments, employees
or external partners. Examples of possible content and applications:

Accounts payable/receivable support
Payroll

Financial reports

Policies and procedures

Budgeting

Asset management

Expense reports

Unit reporting and forecasting
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3. ROAD MAP TO SUCCESS

There are a number of issues that should be examined when planning and
developing a corporate intranet for any sized organisation. This Road Map
is broken into the following sections:

o Establishing Guidelines

» Establish Platform and Infrastructure
o Invite All to Participate

o Intranet Team

3.1 Establish Guidelines

When planning an intranet, there are a number of questions to be
considered. These questions will set the tone for how you go about
developing your intranet, help you establish guidelines.

We will examine some of these issues later in this document.

. What is your business case for building the intranet?
. Who can publish to the intranet?
. What types of content can be published?

. Will content be reviewed by someone in an editorial position?

ua A W N BB

How will content be produced?

6. Is there a structure you want set down for HTML docs? fonts? colours,
layout.

7. What legal issues surround the intranet? i.e. Logo use and copyright?
8. Who has ownership of applications and content?

9. Are there security concerns for the intranet?

10. Will some intranet content be open to those outside the firewall?

11. How will testing and loading occur?

12. What technologies are allowed for intranet applications?

13. What tools can be used for creation of content and publishing?

14. Who will control licensing concerns?

15. Will multimedia be used?
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16. What is the impact of the intranet on network bandwidth?

17. Who will monitor network and server impact?

18. Who is responsible for maintenance and backups of intranet data?
19. How will standards and guidelines be communicated to employees?

20. By what standard will you measure the success of the intranet?

3.2 Define Intranet Ownership

There should be one person or department within the company that has
the final say (or at least makes the final suggestions) on content,
technology and strategy. With direction and structure, the intranet can
become more streamlined and controllable providing more return for the
corporation.

Many times this leader or owner of the intranet is an executive champion,
an intranet team or a steering committee. Define within your organization
where the leadership will come from and who will direct the balance of
creative development and organizational control.

3.3 Establish a Guiding Principle

Too many companies begin an intranet journey without knowing where
they are going or why. In a short time, an organisation can have thousands
of Web pages that are drawing no return for the company.

There must be an agreed business case established as to why an Intranet
should be built within your organization. The business case should state the
purpose of your intranet and how goals will be achieved.

3.4 Establish an Intranet Business Model

Decisions on how intranet development will be handled must be made from
a business perspective. In many organizations, IS is the controller of all
Web servers, and all requests must go through IS to set up anything on
the network. Other companies have a more open environment.

These companies have established that individual departments should
outsource their own development and pay for it from their own budgets
directly.

Other companies have decided that intranet development is paid for from
IS where individual departments are "charged back" as applications are
built.
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Choose a business model that best fits your organization

3.5 Create Publishing Policies

Develop policies on what can go on the intranet and what cannot.

These policies should cover the following issues:

e Who can publish

e Types of content allowed

e Site styles - suggested look and feel

e Legal issues - proper use of copyrights and logos

e Ownership of applications and content - accountability for sites

e Security concerns - how you should secure your site, extranet
concerns

e Logistics for requesting server space, testing and loading - how to
work with IS

e Allowed technologies - tailor to your network and skills

e Maintenance and content management - periodic review of content
and how to update sites

e Site communications - how to market sites once up

These policies should be communicated them clearly.

3.6 Define a Measurement of Success

Start by identifying the costs of developing and maintaining your intranet
full time. Match this up against both the tangible and intangible benefits of
the corporate intranet. It will be easier to identify tangible returns
(reduction in paper for one) since direct costs are associated.

For measuring intangible benefits, such as gains in productivity or
corporate culture attempt to establish one-to-one relationships between
your bottom line and various intranet projects. However many companies,
having an intranet is seen as an everyday necessity such as telephone
service.

No matter how you decide to measure the success of your intranet,
communicate that standard to all involved.

3.7 Create a Style Guide

Development of a corporate intranet is normally decentralised across
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individual departments, each creating its own site and applications. How
can a company keep a consistent user experience across these various
sites?

This is accomplished by publishing a style guide. While the publishing guide
suggests what should be on the intranet, the style guide suggests how it
should look. The style guide should suggest or enforce (depending on your
corporate culture) standards on the following:

e Font size, colour and style

e Default screen size

e Colour use for backgrounds and other graphics

e Suggested file size for HTML files and graphic files

e Navigation requirements

e Authoring standards such as headers, footers and comments
¢ Logo standards

3.8 Establish a Site Hierarchy

There should be well-understood, ease of navigation throughout the
Intranet. This can be established by setting up a site map or hierarchy
which flows down from the home page.

When setting up the path of information from your home page, you will
need to decide whether you will structure your Intranet by organizational
department (HR, Marketing) or by functional area (Reports, Forms) or
maybe a combination of both.

Establish this early on, and your users will understand where their
published sites will fit in and will be able to visualize future intranet growth.

3.9 Establish Budgets

Of course an intranet cannot be built without money. You should consider
the following costs when planning for intranet development:

e Servers and bandwidth

e People

e HTML development tools

e Application development tools
e Consultants
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e Maintenance costs

e Security software and hardware

3.10 Develop Access Rollout Plan

Just because your Web server is up and running does not mean everyone
in your organization can get to it. This could be caused by a lack of TCP/IP
on the desktop, lack of connectivity or perhaps the lack of availability of a
browser.

You should develop a plan to roll out access to all desktops that need it.
This will require a commitment on the part of information systems to make
upgrades to computers and networks where necessary.

This plan should establish the minimum requirements to connect to the
intranet and should instruct users on how to request this access. IS should
then set expectations on how they will respond to requests.

3.11 Select a Security Model

More and more companies are placing sensitive information on an intranet.
A plan must be in place to secure this data. When developing this plan,
consider the following threats and responses:

Threats

e Snooping or eavesdropping: the risk of having someone "overhear"
data being sent over the intranet

e User impersonation: the risk of having users gain access by
pretending to be someone else

e Unauthorised access: the risk of having users obtain access to
confidential data.

Responses

User authentication:

Is there a central DB to bump users up against?

Is it LDAP compliant or ODBC compliant? Who would update that DB?

If passwords are to be used, how will they be maintained and who will
support password requests and updates?

If digital signatures are used, how will users get IDs and maintain them
across different computers?
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Access control:

Once logged in, how will users be tracked through the system? i.e. Cookies
or Digital signatures.

Will these be stored in the LDAP or other DB?
How will access controls be managed?
Data encryption:

How will you protect your corporate information from outside access via
the Internet?

Will you use SSL or a VPN?
Is secure e-mail a concern?

Develop this plan and enforce it strictly.

3.12 Select a Content Management System

Once Web sites are up, systems should be in place to assist publishers in
keeping their content up to date.

Content management systems can be bought off the shelf or custom built.
No matter how you to decide to acquire a system for your publishers,
follow this wish list for what you should ask for:

e Document check-in / check-out

e Versioning

e Content approval workflow

¢ Open-standards database and template creation
e Database management and file system management
e Dynamic page generation

e Link management

e Document conversion

e User-friendly content authoring

e Personalization

e Access control or built-in security

e Usage analysis
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3.13 Select a Database Integration Standard

Corporate databases are perhaps some of the most important corporate
assets. At some point, you will desire to deliver this data to your intranet.

The standard you select to accomplish this task should reflect your internal
database technology strategy. For example, if your company has many
types of databases across various platforms, you will need a tool that is
very open and flexible. If your organization has one database standard,
you may be able to look for proprietary solutions from your database
vendor.

Look for integration standards that offer complementary application
development tools and have the capability to connect to legacy systems if
needed.

3.14 Select Intranet Traffic Analysis Tools

Who is using an intranet? How are they using it? These questions can be
answered through the use of Web metrics.

Purchase software that can analyze your Web log files and issue reports on
such metrics as hits, page views, site performance, errors, click throughs,
etc.

With this information, you can learn to design sites that deliver greater

performance, better navigation and better content. Without this analysis,
you will never know what is working on your intranet and what is not.

3.15 Estimate Server and Bandwidth

An intranet can publish text, audio and video. This has never been capable
before across one internal network.

Employees can get very excited about the technology and will scream for
more and more applications. The administrators of the system must be
very careful to make conservative estimates on bandwidth needs.

You may find that server CPU and disk space needs may be less under an

intranet than in previous legacy systems, depending on your situation.
Monitor server and bandwidth needs regularly.

3.16 Promote Awareness

It is essential to the successful implementation and use of an Intranet that
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all users are aware of the operation and the benefits of the system. A
number of methods can be employed to ensure staff awareness:

e Internal advertising: newsletters, posters, broadcast e-mails

e About the intranet Web site: publish standards and policies, online
intranet training, a running ROI meter and recognition of champions

e Department demos: launch meetings tailored to individual audiences

3.17 Form Steering Committee

We spoke earlier in the Road Map about leadership and ownership of an
intranet. Often times this leadership comes from a steering committee.

This committee should be made up of a diverse group of people from
within the company. This does not just mean people from various
departments, but people from different levels of the organization.

The committee can be used to set the tone for the intranet: setting
standards, brainstorming new ideas and resolving conflicts.

3.18 Intranet Team

Many corporations find that forming a team focused s on Intranet support
and development can be of great benefit.

This team deals with the day-to-day support of the intranet. This includes:

e Setup and maintenance of servers

e Support and training of publishers/end-users

e Site and application design

e Ownership of intranet home page and site hierarchy
e Promotion of the intranet

¢ Dissemination of standards and guidelines

3.19 Develop Support System

Develop very clear policies on how end-users and content publishers will
receive support. End-users will want to know why they cannot connect to
the intranet, why their browser is broken or how they can get access to
certain restricted applications.
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Content providers will need support on HTML creation, application
development, testing and loading of new content.

Start by putting frequently asked questions on a support Web site, and
then make it easy and streamlined to ask for more personal support.
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4. CONCLUSION

The professional-i road map suggests that you consider the following when
beginning intranet development.

e [Establish guidelines - Set you policies and standards for publishing,
style, security, ROI measurement, business model, budgets and
intranet mission

e FEstablish platform and infrastructure - Define standards for the
systems you intend to support, including access, security, content
management, development tools, server, and bandwidth

e Invite all to participate - Create programs to gain the participation of
all employees

e Intranet team - Form a cohesive group ready to take on the day-to-
day growth of the corporate intranet
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