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Enterworks Overview

Selected
Enterworks 

Clients

Sterling, VA
(Headquarters)

Jacksonville, FL

India

Enterworks Offices

Enterworks Inc.

ÁLeader in managing and publishing 
product information through multiple 
channels with proven software and 
services

ÁFounded 1996; 140 employees

Á200+ customers worldwide
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ILSCO Corporation

ÁA leading supplier of 
mechanical and compression 
connectors to OEMs, 
distributors and contractors  
in the United States and 
Canada

ÁStrong commitment to 
e-commerce, new product 
development

ÁFounding member, 10-year 
relationship with IDEA
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Project Goals

ÁImprove e-commerce functionality of 
²Ŝō ǎƛǘŜ ǿƘƛƭŜ ƪŜŜǇƛƴƎ ǘƘŜ ǎƛǘŜΩǎ ƭƻƻƪ 
and feel
ÁCreate a single source for accurate , 

timely product information 
ï20,000 products to be managed

ï3,500 in print and online catalogs

ÁDevelop e-catalog production / 
management capabilities 
ÁProvide product data to IDEA in IDW2-

friendly format
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Challenges

ÁNeeded to support three distinct sites: 
ILSCO USA, ILSCO Canada, and Utilco

ÁSolution needed to integrate back-end 
AS/400 system for order processing 
and fulfillment, invoicing, reports, 
CRM 

ÁCondition of product data

ÁSize of the team
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The Team

ÁAssembled team members

ïProduct Management | Sales representatives | 
Engineering | IT | Management

ÁPut together RFP, invited vendors to bid

ïEnterworks selected

ÁRegular internal meetings, meeting with 
Enterworks
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Site Analysis

ÁAward-winning site; customers and 
sales reps wanted look and feel to stay 
the same

ÁWorked from printouts of screens 
from existing site

ÁCreated a 300 pp. planning document 
showing required and desired changes

8



PIM Planning

ÁGoal: One source of product 
information for all ILSCO departments 
and applications

ÁPlanning for the future: allow for Web 
and print catalog requirements, Quark 
files, other long-range requirements

ÁFlexibility: Enable will accommodate 
new data requirements

9



Creating the Data Model

ÁThe process led us to review and improve our data
ÁPut an IT resource with a product manager
ïLogical: How would the data model best lay 

out?
ïIntuitive: What would make sense to 

customers?
ÁCreated fields that were consistent, had meaning 

in our industry
ïEstablished code sets to enforce rules for data 

fields
ÁData cleansing and normalization
ïA lot of time defining attributes, classes, 

categories
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System Overview

ÁThree main components:  AS/400 back-end, PIM, 
Web site

ÁAS/400 used for order processing and fulfillment, 
invoicing, reports, CRM

ÁBasic product data is enhanced by product attributes 
stored in the PIM

ÁExpanded product data map shows extended 
product attributes

ÁChanges to data must be made in the AS/400, which 
then flow to the PIM

ÁAdditions to the AS/400 without complete data 
generates an alert
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Product Information Management (PIM)
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Managing code sets in PIM
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Setting attribute level security in PIM

15



Managing taxonomy and multiple product 
hierarchies in PIM
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Attribute definition management
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Managing attribute rules
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Define attribute properties
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Item history and audit trail
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Product search in PIM
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Digital Asset Management
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Building a publication for the Web site
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Catalog page
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Testing

Á IT department tested the solution internally

Á/ǊŜŀǘŜŘ ǘŜǎǘ άǇŀŎƪŜǘǎέ
ï ILSCO personnel assigned to various roles entered data just like a real 

transaction to test that role's functionality

ïWhen they completed each task they were asked to signon / off on 
each sheet by entering a date, time, signature, and any comments or 
problems

ÁSix customer reps asked to do their daily work using the test site

ÁWeb conferences with all internal reps and customer reps to 
demo the site

ÁLaunched June 8

25



ILSCO Home Page
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Utilco Catalog Page
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Utilco New Products Page
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ILSCO Canada
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Web Catalog

ÁContent is always accurate ς
drawn from the PIM repository

ÁPricing, inventory availability by 
warehouse in real time

ÁSearch optimization

ÁCollaborative reviews of content 
before publishing live

ÁMultilanguage support
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My ILSCO
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Product Catalog
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Product Catalog
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New Products
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Product Search
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Ordering

ÁOrder tracking

ÁInvoice review

ÁOrder continuity

ÁIntegrated with UPS, FedEx

ÁIntegrated with credit card payment 
systems

ÁReturns and quotes
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Sales Support

ÁOrder assistance

ÁSales reporting

ïSupports reporting at each level of sales 
hierarchy

ÁDistributor and sales rep locator 

ïIntegrated with Google Maps
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Sales rep placing order for a customer
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Sales history reports
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System Administration

ÁManagement of users, accounts, profiles, 
passwords

ÁUser activity tracking 

ÁBuilt-in content manager and WYSWIG editor

ÁManage Web site look and feel
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Site Administration
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User Management
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Manage Customers
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Built-in Web Content Management
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WYSIWYG Editor
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Results

ÁBetter customer satisfaction

ÁMore accurate product information

ÁMore effective sales force

ÁGreater control over Web site content 
| administration | appearance 

ÁPreserved investment in existing 
systems
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Future Plans

Á IDW

ÁPrint Catalogs

ÁWorkflow ILSCO
Web Sites

ÅProduct Attributes
ÅProduct Images

A
S/

4
0

0

PIM

Li
ve

D
ev

/Q
A

Integration to support ordering, 
inventory, CRM, etc.

ILSCO
Catalogs

IDW

Engineering

ÅCAD Drawings

Workflow-
supported 
process
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Lessons Learned

ÁMake sure all players are represented

ÁGet a handle on your data 

ÁAllow plenty of time 

ÁKeep the initiative moving
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Questions

ÁThank you for coming!
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