Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

TABLE OF CONTENT

TITLE [
APPROVAL SHEET i
STATEMENT OF THE THESIS ORIGIN i

FOREWORD \Y%
LIST OF TABLES X
LIST OF FIGURES Xii
ABSTRACT Xiii

CHAPTER 1INTRODUCTION

A. Problem Background 1

B. New Competitive Landscape on Cortrol System and Instrumentation 2
Industry in Indonesia

C. Yokogawa Indonesia: Facing the New Challenging Competitive 6

D. Problem Formulation 9

D.1. Problem Definition 11

D.2. Problem Scope 11

E. Research Objectives 12

F. Research Benefits 12

G. Research Method 13

G.1. DataCoallection 13

G.2. Data Anayss 14

G.2a Cycle Time Analysis 15

G.2.b. ProcessVaue Analysis 16

G.2c. Workflow Analysis 16

G.2d. Simulation (Time Line Analysis) 16

G.2.e. ResourcesBased View Anaysis 17

G.2f. Capability Analysis 17



II
€3
%Y
UNIVERSITAS
GADJAH MADA

Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

CHAPTER 2 THEORETHICAL BASE

A. Reengineering Definition 18
B. Process Definition 19
C. The Need of Reengineering 22
D. Reengineering and Competitive Advantage 24
D.1. Resources and Capabilities 25
D.2. Cost Advantage and Differentiation Advantage 26
D.3. Vaue Creation 26
D.4. Business Process for Competitive Advantage 27

E. Reengineering Benefits and Characteristics 30
F. Reengineering Enablers 32
F.1. Information Technology 32
F.2. Organizational 33
F.2.a. Organization Structure 35

F.2.b. Cultural and Behaviora Issue 35

F.3. Human Resources Potential 37

G. Reengineering Opportunities 37
H. Reengineering Key Success Factors 41
H.1. Top Management Sponsorship 41
H.2. Strategic Alignment 42
H.3. Effective Change Management 42
H.4. Proven Methodology 43
H.5. Line Ownership 44
H.6. Reengineering Team Composition 44

I.  Reengineering Step by Step 45
I.1. Business Process |dentification and Mapping 46

[.2. Critical Business Process Selection to Reengineer 47
|.2.a Total Approach 48

[.2.b. Management Selection Approach 49

I.2.c. Weighted Selection Approach 49

[.2.d. Informed Approach 50

vi



II
€3
%Y
UNIVERSITAS
GADJAH MADA

Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

|.3. Business Process Analysis 52
[.3.a Customer Value Analysis 53
[.3.b. Workflow Analysis 53
[.3.c. Cycle Time Anaysis 53
I.4.  Change Enabler Assessments 54
l.4.a. Information Technology 55
[.4.b. Organizationa 55
I.5. Envisioning 56
[.5.a. Envision the Ideal (External) 56
I.5.b. Envision the Ided (Internal) 56
[.5.c. Integrate Visions 56
[.5.d. Define Sub Visions 56
|.6. Process Modeling 57
[.6.a. Productionbased Processes 57
[.6.b. Distributionbased Processes 58
[.6.c. Customer Service-based Processes 59
|.7. Best Practices Reference and Benchmarking 60
1.8. Reengineering Simulation Tools and Analysis 61
1.9. Measurement 62

CHAPTER 3 COMPANY PROFILE

A. Company History 64
B. Growth in Indonesia 64
C. Product ard Services 65
D. Network in Indonesia 66
E. Employee 67
F. Company Philosophy 67
G. Company’sVision, Mission, Objectives and Core Vaues 68
H. Organization Structure 70
I. Management Information System Group 71
J. Order Processing Group 74

vii



II
€3
%Y
UNIVERSITAS
GADJAH MADA

Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

K. The Order Processing System 75
L. Inquiry Handling and Sales Work Flow Diagram 76

CHAPTER 4 ANALYSIS

A. ldentifying the Company Business Processes 78
B. Mapping the Business Processes 79
C. Selecting Process to Reengineer 81
D. Process Model 84
E. Performance Gap Anaysis 86
E.1l. Customer Vaue Analysis 86
E.2. WorkflowAnalysis 87
E.2.a Inquiry Acquisition Process Workflow Analysis 88

E.2.b. Order Fulfillment Process Workflow Analysis 91

E.3. Cycle Time Anaysis 9

F. Change Enablers Assessment 98
F.1. Information Technology Assessment 98
F.2. Organizational Assessment 101
F.2.a. Organization Structure 101

F.2.b. Culture 102

F.3. Human Resources 104
F.3.a. Rewards, Motivation and Development Issues 104

F.3.b. Human Resource Skills and Competencies | ssues 105

F.4. Resource Based View Analysis 105
F.5. Capability Analysis 107
F.5.a. Marketing and Sales 107

F.5.b. Finance and Accounting 108

F.5.c. Production, Operation and Technical 109

F.5.d. Human Resources 109

F.5.e. Quality Management 109

F.5.f. Information System 110

F.5.9. Organization and General Management 110

viii



@ ,; Reengineering the selling process :: A Strategic option create superior competitive advantage of
2 < Yokogawa in Indonesia
@@ WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

UNIVERSITAS Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

GADJAH MADA

F.6. The Core Competencies 110
G. Envisioning the New Process with Core Competencies 111
G.1. Customer Vaue 111
G.2. ProcessVaue 112
G.3. The Process Vision and The Rareness 113
G.4. TheProcess Vision and Difficulties to Imitate 114
G.5. The Process Vision and the Difficulties to Substitute 116
G.6. Benchmarking to Best Practices 116
G.7. Process Modeling 117
H. Reengineering Strategic Alternatives 119
H.1. Scenario A : Quick fixes that require little or no organizational 119

or technical changes

H.2. Scenario B: Improvements that require organizational changes 120
but have little or no impact on existing information systems

H.3. Scenario C: Improvements that require technical improvements 123
but have little or no impact on existing organizational structures

H.4. Scenario D: Improvements that require significant 125
organizational and technical enablers and have major impacts on

the existing information and technical infrastructure.

I. Simulation Report and Analysis 128
I.1. Scenario A Simulation Report 129
|.2. Scenario B Simulation Report 131
[.3.  Scenario C Simulation Report 134
|.4. Scenario D Simulation Report 137
J. Optimum Solution 140

CHAPTER 5CONCLUSION AND RECOMMENDATION

Conclusion 142
Recommendation 146
REFERENCES 151
APPENDIXES 156



II
€3
%Y
UNIVERSITAS
GADJAH MADA

Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

LIST OF TABLES

Table 1.1, The Number of Indonesia Manufacturer, 1994-2000 1
Table 1.2, Indonesia Direct Investment Developments, 1997-2002 2
Table 1.3, The Summary of PT. Y okogawa |ndonesia Income Statement, 8
1996 — 2002, in million Rupiah
Table 1.4, Employee Productivity on Net Profit, 1997-2002, in million 9
Rupiah except number of employee
Table 2.1, Setting Business Process Priorities 49
Table 2.2, Process Measurement 63
Table 3.1, Yokogawa Indonesia Manpower Development, 1998-2003 67
Table 4.1, Company High Level Business Processes, 2003 79
Table 4.2, The Mgor Symptoms on Identified Business Processes 82
Table 4.3, The Inquiry Acquisition Process Transaction Cost Statistic 91
Table 4.4, The Inquiry Acquisition Process Total Activity Cost 91
Table 4.5, The Inquiry Acquisition Sub Process Elapse Times 95
Table 4.6, The Selling Process Performance, 1997-2002 92
Table 4.7, The Negotiation Sub Process Elapse Times 97
Table 4.8, The Order Execution Sub Process Elapse Times 97
Table 4.9, The Product Delivery Sub Process Elapse Times 98
Table 4.10, The Company Resources 105
Table 4.11, The Individua Skills and Expertise of Y okogawa Indonesia 106
Human Resources, in 2003
Table 4.12, The Advantages and Disadvantage of Scenario A 120
Table 4.13, The Advantages and Disadvantage of Scenario B 123
Table 4.14, The Advantages and Disadvantage of Scenario C 125
Table 4.15, The Advantages and Disadvantages of Scenario D 128
Table 4.16, The Inquiry Acquisition Process Transaction Statistic on 129

Scenario A, in minutes
Table 4.17, The Inquiry Acquisition Activity Cost on Scenario A 130



II
€3
%Y
UNIVERSITAS
GADJAH MADA

Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

by Resource Worker, in US Dollar

Table 4.18, The Order Fulfillment Process Transaction Statistic on 131
Scenario A, in minutes
Table 4.19, The Order Fulfillment Activity Cost on Scenario A, by 131

Process Resources, in US Dollar

Table 4.20, The Inquiry Acquisition Process Transaction Statistic on 132
Scenario B, in minutes

Table 4.21, The Inquiry Acquisition Activity Cost on Scenario B by 133
Resource Worker, in US Dollar

Table 4.22, The Order Fulfillment Transaction Statistic by Scenario B, by 134

Process Resource, in minutes

Table 4.23, The Order Fulfillment Activity Cost Statistic, by Process 134
Resource, in US Dallar
Table 4.24, The Inquiry Acquisition Process Transaction Time by 135

Scenario C, in minutes

Table 4.25, The Inquiry Acquisition Activity Cost Statistic on Scenario C, 136
by Process Resource, in US Dollar

Table 4.26, The Order Fulfillment Process Activity Statistic, by Scenario 136
C, in minutes

Table 4.27, The Order Fulfillment Process Activity Cost Statistic on 137
Scenario C, by Process Resource, in US Dollar

Table 4.28, The Inquiry AcquisitionProcess Activity Statistic by Scenario 138
D, in minutes

Table 4.29, The Inquiry Acquisition Activity Statistic Cost on ScenarioD, 138
by Process Resource, in US Dollar

Table 4.30, The Order Fulfillment Process Activity Statistic, in Minutes 140

Table 4.31, The Order Fulfillment Process Activity Cost Statistic by 140
Scenario D, in US Dollar

Xi



II
€3
%Y
UNIVERSITAS
GADJAH MADA

Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

LIST OF FIGURES

Figure 1.1, The Development of Company Operating Profit, 1996-2002, in 8

million Rupiah
Figure 1.2, The Anaytica Framework 15
Figure 2.1, Reengineering vs. Continuous Improvement Programs 19
Figure 2.2, What is a Process? 20
Figure 2.3, Process Flow-Where Processes Fit Into Current Organization 21
Figure 2.4, Strategic Value Added Processes 22
Figure 2.5, The Model of Competitive Advantage 25
Figure 2.6, Potential Improvements by Business Reengineering 28
Figure 2.7, The Business System Diamond 34
Figure 2.8, Selecting Processes 38
Figure 2.9, Matrix for Setting Process Priorities 51
Figure 3.1, Y okogawa NMP System Network Diagram, 2003 73
Figure 3.2, the NMP system databases 76
Figure 4.1, Flows of Inputs and Outputs within Organizational Unit 78
Figure 4.2, Y okogawa High Level Process Map Diagram 80
Figure 4.3, Customer’s General Impression, 1999 - 2003 82
Figure 4.4, The Inquiry Acquisition and Order Fulfillment Process Model 84
Figure 4.5, The Inquiry Acquisition Process Flow 88
Figure 4.6, The Order Fulfillment Process Flow 92
Figure 4.7, Inquiry Acquisition and Order Fulfillment Sub Process 9
Figure 4.8, The Y okogawa Global Network 115
Figure 4.9, The new Inquiry Acquisition Business Process Model 118
Figure 4.10, The New Order Fulfillment Business Process 118
Figure 4.11, The Proposed Cross Functional Organization 121
Figure 4.12, The simple configuration of the NMP System 127
Figure 4.13, The Inquiry Acquisition Process Simulation— Scenario A 129
Figure 4.14, The Order Fulfillment Process Simulation — Scenario A 130

Xii



Reengineering the selling process :: A Strategic option create superior competitive advantage of
Yokogawa in Indonesia
WIDARJO, Pratomo Agus, Dr. Hani Handoko, MBA

Universitas Gadjah Mada, 2003 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Figure 4.15, The Inquiry Acquisition Process Simulation — Scenario B 132
Figure 4.16, The Order Fulfillment Process Simulation — Scenario B 133
Figure 4.17, The Inquiry Acquisition Process Simulation - Scenario C 135
Figure 4.18, The Order Fulfillment Process Simulation — Scenario C 136
Figure 4.19, The Inquiry Acquisition Process Simulation - Scenario D 138
Figure 4.20, The Order Fulfillment Process Simulation — Scenario D 139

Xiii





