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Oracle has laid a new
milestone on the mainland by
wiring up Shanghai’s primary
and secondary schools as part
of an interactive online
learning community. The
Oracle Education Foundation
and the Shanghai Centre for
Education Technology last
week launched Think.com, a
free internet platform
providing interactive learning
programmes to more than
660,000 students and teachers
from 7,500 schools in 26
countries. Designed by
education experts and senior
researchers at Oracle,
Think.com is available in
eight languages including
Chinese, English, Spanish and
Thai. Wang Min, director of
the Shanghai Centre for
Education Technology, said:
“We hope that by
incorporating Oracle’s
technology in our pursuit of

innovative learning applicable
to China we will be able to
enhance the students’
capabilities in collaborative
learning and hands-on
practice.” To date, Oracle has
contributed more than
US$200 million worth of
software and services to
support basic education,
vocational education and
higher education in China
through its Oracle Education
Initiatives.

ENTERPRISE DIGEST

It is a small world after all, so
Mickey Mouse and friends
have sought help to promote
Hong Kong Disneyland to
travel agents across Asia. The
theme park operator, which
runs the Victorian-style Hong
Kong Disneyland Hotel and
tinseltown-inspired
Hollywood Hotel, has
selected the RedX
Distribution Management
System to process its
electronic reservations and
help sell its products through
the travel agent community.
The system comes from
SynXis, a unit of travel
specialist Sabre Holdings,
which provides reservation
management, distribution
and technology services to
more than 7,000 hotels,
resorts and destinations
worldwide. RedX enables

hotel operators to consolidate
and manage hotel inventory
from all sources – seamless
global distribution system
connectivity, popular internet
travel sites, private-label
central reservations systems
and full-service hotel
websites. “We would like to
focus on educating travel
agents throughout Asia on
our properties and make sure
that rooms are available
through electronic
reservations,” said Josh
D’Amaro, vice-president of
sales and travel trade
marketing at Hong Kong
Disneyland. RedX
distribution controls allow
users to react quickly to
changes in market demand
based on sales made through
multiple channels.
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Hong Kong Disneyland is raising awareness with travel agents. 

Israeli firm Nice Systems, a
Nasdaq-listed provider of
advanced analytics for
unstructured multimedia
content, said it was selected
by Beijing Metro to supply
next-generation technology
to enhance safety and
security at more than 20
stations of the city’s subway

system. The move was based
on mounting security
concerns worldwide and as
part of preparations for the
2008 Olympic Games in
Beijing. All stations will be
monitored from the rail
operator’s central command
and control centre, giving
security personnel the power
to identify risk, make optimal
decisions and take action that
improves security. Nice
Systems’ advanced, real-time
distributed digital video
system will spot suspicious
packages left behind on
crowded subway platforms
and automatically alert
security personnel. The
system will also be used to
automatically detect
unauthorised entry. The result
is expected to be a better
control of potential threats
and enhanced commuter
safety. Doron Ben Sira,
president of Nice Systems
Asia-Pacific, said the Beijing
project was the latest in the
company’s “strong track
record for supporting large
city centres and their transit
systems all over the world”.

Beijing is taking no chances 
with subway security for 2008. 

Nokia is bolstering strategic
operations in China with the
expansion of its research and
development centre in
Chengdu. The facility is slated
to carry part of Nokia’s
mobile network
infrastructure products
development for global and
local markets. That would
include carrier-grade
platform middleware,
wireless application protocol
gateways for mobile browsing
and intelligent packet core
subsystems. Established last
August, the Chengdu centre
was initially focused on
research and development for
internet protocol multimedia
subsystem-based

communications
applications. Jouni Pirhonen,
head of the Nokia Chengdu
R&D Centre, said: “The
expansion will significantly
strengthen our product
creation responsiveness to
evolving customer
requirements in China.”

Nokia Chengdu develops
products for global markets.

Oracle’s Think.com wires up
primary and secondary schools. 

ORACLE’S SHANGHAI SCHOOL OF LEARNING 

On-demand business software
supplier NetSuite has emerged
from the shadow of its larger rivals
with an updated product line and
expansion strategy to tap Asia’s
“under-served” mid-sized enter-
prise market.

California-based NetSuite, a
privately held firm controlled by
Oracle chief executive Larry Ellison,
is making a big push to become the
dominant software-as-a-service
(SaaS) provider in Asia’s highly
fragmented market and stymie the
efforts of enterprise applications
kingpin SAP.

Zach Nelson, chief executive at
NetSuite, said the company’s move
up from serving small enterprises
to targeting medium-sized firms
was made possible by version 11.0
of its eponymous integrated busi-
ness application suite.

“Version 11.0 blows away the
conventional wisdom that SaaS ap-
plications are simple point solu-
tions that can’t meet the needs of
complex businesses,” said Mr Nel-
son. “This also gives us the oppor-
tunity to become the next-genera-
tion SAP.” 

Unlike traditional enterprise
applications suppliers such as SAP,
Oracle and Microsoft, the likes of
NetSuite and Salesforce.com deliv-
er their software via subscription
on the internet. There is no hard-
ware to procure, no large, upfront
licence fee, and no complex set-
ups.

NetSuite, ahead of its mid-mar-
ket competition, delivers customer
relationship management, enter-
prise resource planning, and e-
commerce applications in one
package. The newly launched ver-
sion 11.0 includes SuiteScript for
customising business processes
and an edition for the wholesale
and distribution sector.

Research firm International
Data Corp (IDC) has forecast
worldwide spending on SaaS will
increase, growing 21per cent annu-
ally to become a US$10.7 billion
market in 2009. It estimated small-
and mid-sized enterprises (SMEs)
in Asia would account for 28.4 per
cent of the US$13.4 billion pack-
aged software market this year.

Broad business suites from SAP
and Oracle dominate the large
enterprise market, but the mid-
sized segment has no dominant
platform. Mid-sized companies
have had to operate separate, frag-
mented software packages to run
their businesses – one for account-
ing, one for sales force automation,
one for customer support and ser-
vice, one for marketing and one for
warehousing. 

Even though software vendors
try to integrate their stand-alone
offerings with other applications
using technologies such as XML
and web services, the patchwork
approach can, at best, be integrat-
ed only on a rudimentary level.

Research firm Yankee Group re-
cently reported SMEs were under-
taking the same business applica-
tion transition that Fortune 1000
companies recently completed.
They are moving from cobbled to-
gether, stand-alone software solu-
tions to an integrated suite such as
those that NetSuite and SAP’s Busi-
nessOne unit offer.

“Current SaaS adoption is just
the tip of the iceberg, leaving plenty
of opportunity for providers and
partners,” said Erin Traudt, re-
search analyst for IDC’s software-
as-a-service programme. 

Bolstering its partner network,
NetSuite last week combined
efforts with internet search giant

Google to support mutual enter-
prise customers, whatever their
size.

Dave Girouard, vice-president
and general manager of Google
Enterprise, said: “Our integration
will make it faster and easier for our
joint customers to access NetSuite
application data.” 

The combination gives NetSuite
and Google enterprise users the
ability to perform searches across
information on the Web, the inter-
nal corporate network and their
NetSuite data – searching custom-
ers, vendors, items, events and
transactions – and other linked
data sources. 

A marketing person can, for
example, make changes to a prod-
uct catalogue in multiple applica-
tions and documents. 

Mr Nelson expected the contin-
ued growth of NetSuite and SaaS
usage worldwide would also
prompt the creation of “next-gen-

eration Accentures”, systems inte-
grators and other service providers
delivering on-demand applica-
tions to mid-market companies in
various vertical industries.

After establishing operations in
Singapore last year and Japan early
this year, NetSuite will start up in
Hong Kong later this year. 

Mr Nelson said NetSuite 11.0
would make a big splash in the city,
“which we recognise as the whole-
sale and distribution capital of
Asia”.

“Although interest in and ac-
ceptance of SaaS solutions is rising
in the SME market, adoption has
not accelerated as quickly as sellers
would like,” said Laurie McCabe,
vice-president of research firm Ac-
cess Markets International. 

“Software-as-a-service vendors
have run into many of the same ob-
stacles that other technology ven-
dors have faced in selling to the
highly fragmented SME market.” 

Product upgrade sees NetSuite 
push for Asia’s middle ground
Business software provider wants to dominate the region’s fragmented mid-sized enterprise market 

THE UPSTART VERSUS THE GIANT
Comparison of SME integrated business application suites 

Coverage of front 
office, back office 
and e-commerce

� Single integrated database
� CRM, SFA, CMA, CSA, e-commerce**
� Exchange integration
� Hosting of e-commerce site

Channels
� Market coverage
� Software as a service
� Local service and support

Geographic
coverage

� Support for multi-language
� Support for multi-currency

Ease of integration 
and customisation

� API for integration
� Ease of customisation

Market share
� Number of respondents in 
 US companies  with two to 
 249 employees

NetSuite
SAP 

BusinessOne

Low             High

Source:
Yankee Group

NetSuite chief
Zach Nelson

** CRM: customer relationship management, SFA: salesforce automation,
     CMA: customer marketing automation, CSA: customer service automation
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“Although interest in
SaaS solutions is
rising, adoption has
not accelerated as
sellers would like”

Laurie McCabe
Access Markets International 

vice-president

Epicor Software is intensifying
efforts this year to sign up mid-sized
enterprises in Hong Kong and the
mainland that have been slow to
adopt programs to manage their re-
sources.

Epicor, a global supplier of
enterprise resource planning (ERP)
software, said the same market seg-
ment in other Asia-Pacific markets
offered the biggest growth potential
for the company and other ERP
vendors.

Citing recent market research,
Epicor senior vice-president and
chief marketing officer John Hirao-
ka said: “Over a third of companies
under US$500 million in annual
revenue are engaged in new ERP
implementations, compared to
one-fifth of companies with annual
revenues of US$500 million or
more.”

That under-US$500 million
group is the focus of Epicor’s educa-
tion, sales and marketing initiatives
this year. 

The typical upper mid-market
firms each have 500 to 2,500 staff
and annual revenues of US$250
million to US$1 billion. The so-

called lower mid-market compa-
nies each have 100 to 500 employ-
ees and annual revenues of US$50
million to US$250 million. 

Mr Hiraoka said Epicor, which
has been in Asia since 1997, counts
more than 1,430 corporate custom-
ers in the region, with about 300 on
the mainland and 150 in Hong Kong
and Taiwan.

“The mid-market is now our
fastest-growing ERP segment. Sig-
nificant migration and upgrades are
just beginning,” he said. 

“The IT focus is shifting from
cost-cutting to revenue creation
and operational efficiency.”

He said Epicor had set up a long-
term product strategy and invest-
ment protection that mid-sized
firms could rely on, compared with
the products and services larger
competitors such as SAP and Mi-
crosoft were promising.

“Last year, we recorded 300 cus-
tomer win-backs,” a term used by
Mr Hiraoka to describe former cus-
tomers who moved to its so-called
tier one rivals but decided to return
to the Epicor fold.

Against small ERP rivals, includ-
ing software-as-a-service ERP pro-
viders such as NetSuite, Epicor has
the edge in its established world-
wide sales, service and support.

“With more than 250 support
representatives around the world,
Epicor’s support organisation
works closely with customers to
empower them to take ownership
of business issues and assist in find-
ing creative solutions that enable
them to achieve maximum benefits

from their Epicor solutions,” said
Dan Whelan, senior vice-president,
worldwide support for Epicor Soft-
ware. 

Epicor provides live support in
20 languages through more than 15
global support centres. 

The company’s sharpened focus
on Asia apparently stems from the
anticipated growth in information
technology investments in the re-
gion this year.

Research firm International
Data Corp forecast IT spending in
Asia to rise 5.6 per cent this year to
reach US$217 billion. 

It said total IT spending in the re-
gion’s developing markets would
hit US$79 billion this year, driven by
a strong 14 per cent growth expect-
ed in China. 

Although Hong Kong is a mature
IT market, Mr Hiraoka sees plenty
of opportunities in the financial
sector and even the manufacturing
sector, which needs connected sys-
tems with Hong Kong-owned
mainland business operations.

A recent survey by the local firm
Integrated Solutions and City Uni-
versity found only 20 per cent of
small and medium-sized enter-
prises (SMEs) in Hong Kong have

implemented ERP systems. The
two-month study covered 244
SMEs. 

“With a huge number of fac-
tories in China operating longer
than business hours, vendors that
provide multiple tier, round-the-
clock support have a distinct advan-
tage,” Mr Hiraoka said.

Epicor identified manufactur-
ing, oil and gas, automotive and the
high technology sectors on the
mainland as offering the most op-
portunities for new ERP projects.

But the Hackett Group, an At-
lanta-based business advisory firm,
stressed the importance of making
process, organisation and policy
changes, and configuring ERP to
support best practices in finance as
part of any implementation effort to
ensure significant return on invest-
ment. 

If improving finance perfor-
mance was the primary goal of a
company’s ERP implementation
efforts, it should not agonise over
small differences between the core
finance features of various ERP
packages, because all of the leading
packages offered fairly similar func-
tionality in this area, the Hackett
Group said.

Epicor sets sights on mid-market potential
The ERP software supplier expects IT spending in region to increase as focus shifts to revenue creation
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John Hiraoka: focusing on a group

A California appeals court last
week appeared openly hostile to
Apple Computer’s attempts to pry
information from bloggers that
would reveal who might have
leaked confidential information on
a new company product.

The court panel repeatedly in-
terrupted Apple lead attorney
George Riley, questioning whether
the company had valid reasons to
sacrifice privacy and free speech
rights in its quest to find out the
source of the leak.

Apple triggered a closely
watched legal battle two years ago
over the scope of journalistic privi-

leges in the emerging world of on-
line media by going to court to un-
earth the identities of individuals
who leaked alleged trade secrets on
a new product called Asteroid.

But two of the three justices to
hear Apple’s claims suggested the
company had not even shown that
serious trade secrets had been re-
vealed. Asteroid is a digital music
device designed to work with
Apple’s GarageBand music soft-
ware.

Presiding Justice Conrad Rush-
ing, a veteran in Silicon Valley
trade secrets fights, said to Mr Ri-
ley: “You don’t really claim this is
some sort of new technology, do
you? This is plugging a guitar into a

computer.” The case focuses on
website PowerPage.org, which is
run by blogger Jason O’Grady, who
has specialised in issues related to
Apple.

Apple went to court after Po-
werPage published confidential
Apple documents on the Asteroid
product, including an exact draw-
ing of the yet-to-be-released de-
vice.

Apple’s bid to reveal the identity
of PowerPage’s source for the in-
side information has provoked a
free speech backlash. Civil liberties
groups, media organisations and a
host of bloggers and online media
argued that Apple’s position is an
attack on a journalist’s long-held

right to protect confidential
sources.

Among other things, the case
raises the question of whether the
proliferating universe of bloggers is
entitled to the same legal protec-
tions as traditional media organ-
isations. But the court, if it decides
that Apple cannot even prove that
the Asteroid documents were le-
gitimate trade secrets, may not
need to delve into that issue.

Apple renewed its argument
that the theft and distribution of
trade secrets overrode any journal-
istic shield against divulging
sources.

Mr Riley told the justices that
the First Amendment did not pro-

tect “illegal and reprehensible con-
duct”.

Kurt Opsahl, a lawyer with the
Electronic Frontier Foundation
who argued for Mr O’Grady, told
the court that Apple had failed to
do enough to find out the source of
the leak before going after the blog-
ger’s sources.

The company has investigated
25 employees with access to the
Asteroid documents.

Justice Franklin Elia appeared
to agree with Mr Opsahl. “All you
want, excuse me, is the snitch,”
Justice Elia remarked. “I mean,
c’mon. We’re not here to be the su-
per-personnel department for
your company.”

Apple bruised by US appeals court encounter
Justices suggest the firm has not shown that serious trade secrets about new product were revealed

Knight Ridder in San Jose
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