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In today’s fast-moving, e-commerce economy
information is power. For years companies have
been investing in 1T, expecting to develop their
ability to exploit the power of information and
achieve better business performance. Frequently,
a company’s investment has been a cost with no
clear payback—a competitive necessity rather
than a strategic advantage.

The authors have developed a clear and effective
framework for evaluating 1T strategies—Information
Orientation. Information Orientation does this

by determining the degree to which a company
implements and realizes the synergies across three
information capabilities: information behaviors
and values; information management practices;
and information technology practices. The book
provides a thorough description of the dimensions
of each of the capabilities, along with the analytical
basis which validates the research finding that

a company must integrate all three information
capabilities as a precondition for achieving
superior business performance.

The book presents the Information Orientation
Dashboard as a diagnostic tool to measure and
evaluate the strengths and weaknesses of a
company’s information capabilities. The book also
identifies a new trend in the way in which senior
managers think about achieving strategic priorities
and future industry leadership with information.
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CHAPTER

Introduction: Managing People,
Information, and Technology to
Improve Business Performance

This book examines how the interaction of people, information, and tech-
nology establishes an orientation towards the use of information within a
company, and how this, in turn, affects business performance. It introduces
a new and comprehensive measure of effective information use that
predicts business performance. We call this new metric: Information
Orientation or 10. Information Orientation measures the extent to which
senior managers perceive that their organizations possess the capabilities
associated with effective information use to improve business perform-
ance. 10 does this by determining the degree to which a company possesses
competence and synergy across three vital Information Capabilities (1C):

* Information Technology Practices (ITF)—the capabilities of a company
to effectively manage information technology (IT) applications and
infrastructure to support operations, business processes, managerial
decision making, and innovation.

¢ Information Management Practices (IMP)—the capabilities of a com-
pany to manage information effectively over the life cycle of informa-
tion use including sensing, collecting, organizing, processing, and
maintaining information.

* Information Behaviors/Values (IBV)—the capabilities of a company to
instill and promote behaviors and values in its people for effective use
of information.

While past scholars and consultanis recognized the importance of these
three information capabilities, they tended to consider them separately in
isolated schools of thought. They failed to integrate these ideas and as a
result did not consider the holistic view of effective information use held in
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2 INTRODUCTION

the minds of senior managers. We suspect that the fundamental disconnect
between these cloistered schools of thought and the picture senior man-
agers have painted in their own minds concerning ‘what effective infor-
mation use looks like in a successful company’, has resulted in the
dissatisfaction that many executives have concerning lower than expected
pavoffs from Information Technology (IT) investments.

This book demonstrates that a company must achieve competence and
synergy across all three information capabilities of effective information
use as a precondition to achieving superior business performance. Hence,
10} represents a vital new performance metric that companies must moni-
tor and manage to determine their readiness to compete in the information
age.

1. ANEW AGE CALLS FOR NEW METRICS

During the twentieth century, we have followed several roads to an ‘infor-
mation age’ that has elevated the role of information to the center of mar-
ket and organizational behavior.

The first road reflects the dominance of ‘capitalist’ economies over
‘planned’ economies, and the role that competitive markets play in organ-
izing economic activity. As Peter Drucker has recognized, the ‘unique fea-
ture’ of the market economy is ‘precisely that it organizes economic activity
around information’ (Drucker 1993: 181). While markets are rarely ‘perfect’
{markets where all participants have equal access to all available informa-
tion), the growth of the global information and communication infrastruc-
ture, including the Internet, has made information that was once scarce,
ubiquitous. One needs only to look at the growth of on-line financial trad-
ing by personal investors for evidence of this trend. In the information age,
customers, suppliers, employees, and competitors share a common flood of
business and economic data from multiple communication channels,
Information ubiquity pushes business strategists to work even harder Lo
establish ‘information asymmetries, whereby their companies lead their
industries in using information in unique ways for a competitive advantage.
Although not easily accomplished, some companies strive to structure
business situations characterized by unequal types and amounts of infor-
mation among market players and customers to tight the tide of informa-
tion ubiquity (Evans and Wurster 1997: 33).

The second road focuses on the central question of organization design:
what is the best way of organizing human activity so that information is
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