vision

As chief strategy
and corporate
development
officer for Requisite
Technology,
Westminster, Colo.,
Chris Beall's mission
over the next three
to five years is to
build worldwide
adoption of a
common language
for all product

and service

information.
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LD: Can you give us a brief history
of Requisite?

Requisite Technology was
founded in 1993, and originally
was targeted at content-oriented
eProcurement solutions that includ-
ed an application. In 1997 [Beall
joined the company in 1996], we
shifted our entire business model
away from having any application
functionality, and toward specializ-
ing exclusively in content and con-
tent management.

We saw that being able to find
products in a catalog, and to make
it possible for multiple suppliers to
move their content from where it
currently resides — which is usually
paper — into a multdsupplier cata-
log, was the way to provide a need-
ed solution to companies looking
to purchase goods and services.

Today, this is our ‘create’ capa-
bility, represented by our E-
Content Factory in Toronto, which
can process millions of stock keep-
ing items (SKUs) a month.

The technology used to manage
online content is the eMerge sys-
tem. Services [Requisite offers]
include a schema of categories and
attributes that describe products in

a standard way.

We are not a fee-for-services
content company out seeking to see
how much content services we can
sell. Rather, content services is part
of an overall offering in order to
get liquidity into marketplaces,
whether they are private, consortia
or independent.

These marketplaces need the
suppliers that they want, when they
want them. Of course, the suppliers
often aren’t ready to provide the
marketplace with exactly the con-
tent they need, in the way they
need it. So we are the folks who
make that happen. And our servic-
es are required to jumpstart that.

LD: eMerge works in concert with
other of your product offerings,
doesn’t it?

Yes. In addition to eMerge,
which comes with the Requisite
Unifying Structure (RUS); we offer
content creation services, which are
based on a per-SKU basis, along with
some set-up fees; and BugsEye, which
is our patented finding engine.

LD: How does RUS work as an
organizing tool?

We built RUS on our core
belief that good end user finding is

the key to making B2B work. If you
cant find it, you can’t buy it. RUS
provides a framework just for the
purpose of finding — not for the
purpose of specifying every detail
about the product — but just
enough category and attribute infor-
mation to let the many suppliers

products all work together for the
end user. We have a group of people
called ontologists who are responsi-
ble for making sure that when a cat-
egory is created in RUS, it’s named
in a standard and appropriate fash-
ion, and that it’s at the right level of
abstraction.
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For example, somebody comes
along and they've got a particular
pump for an oil field. We've never
seen that pump before, so that
information comes through our

RUS community portal from our
Factory down to our ontologists.
Our ontologists will create that cat-
egory if need be, name it, put a def-
inition on it and attribute it. They’ll
start the process of submitting it to
the United Nations Standard
Products and Services Classification
(UNSPSC) code group and to
other bodies that are needed in
order to make sure that it’s coordi-
nated with their standards. We then
begin the process of translating that
new category into 13 languages, and
making sure it’s coordinated with
any other category and attribute
work that we're doing,.

A regular RUS update is pub-
lished on an hourly basis for all of
our customers.

RUS is not a hierarchical schema.
It doesn’t have a big tree that you
have to navigate down. The reason
that we don’t have that is twofold:
One is that it doesn't really help the
end user. If you've never navigated a
particular tree before, it’s easy to get
lost. If you go down one branch
and don't find what you're looking
for, you don’t know how far to go
back. So although RUS maps to
other tree structures, like UNSPCS,
it doesn’t use one itself.
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Second, its much more expen-
sive to create new categories if you
have to figure out where to put
them in a tree. If you think about
where to put a stapler in a tree, it

could be an office product, a fas-
tening device, or a manufacturing
wool. In fact, a stapler is a stapler,
and there really isnt any need to
put it in a bigger bucket to help the

end user. So why incur the cost
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throughout the whole community?

LD: What's the main benefit to hav-
ing an electronic multiuser catalog?
Remember that paper catalogs

are the current user interface for
finding and buying, and they have
been tuned over a number of years
to provide information that is orga-
nized in a way that lets the end user
get the experience he or she needs.
The problem is that two paper
catalogs cant physically work
together. They can only sit near
each other. But, for B2B to work,
they have to work together. We
solve that problem. We get the two
paper catalogs that were sitting side
by side and create one, unified elec-
tronic catalog that is categorized
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Requisite Technology is a founding member in the Ariba

Content Delivery and Discovery program, an open alliance of

leading providers of content solutions. The program is a key

component of the Ariba Content Delivery and Discovery

Services, a comprehensive set of solutions that enables buy-

ers, suppliers, and marketplaces to be implemented on the

Ariba Commerce Services Network (ACSN) to create, manage

and use content to more quickly reach transactional liquidity.

Enterprises and marketplaces on the ACSN are able to obtain

the content they need through two methods. First, they have

access to content libraries; second, they can create new con-

tent by using the self-service tools on the ACSN, or by lever-

aging the content tools and creation capabilities of program

members.

PetroCosm, Transplace and Caltex are just three of the

marketplaces that rely on the Requisite/Ariba relationship to

enable the end-to-end process from content creation to

transaction discovery.



and attributed in a common way. The
supplier still gets all the differentiation
it originally had. Its still the supplier’s
picture, its still the suppliers long
description. If the supplier had ancil-
lary attributes that were carrying
along that are not RUS attributes,
those can still be expressed when the
product detail is being viewed. Any
information that suppliers want to
provide is still there — a link to the
company’s website, for example — so
they get all the differentiation that
they would get in their own catalog.

LD: What's next?

The direction for the future is
twofold. Were looking to scale our
ability to get content created around
the world, and were building our

own content facilities in other places.
We now have one on the ground in
Germany that were starting to staff.
And we're looking at creative alterna-
tives for allowing other parties to par-

ticipate in content creation.

We're also looking to bring in the
suppliers more. We think over the
next 18 months to two years, we're
going to see a change from suppliers
trying to figure out how to play in
eCommerce, to suppliers being vibrant
participants in the entire process.

We think that starting with the
concentration on the buy side, we can
help work back into the supply side to
let everyone from the mom and pop
in North America to the manufactur-

ing company with a big footprint in
Asia, to get what they need in terms
of content management.

We believe its possible to get the
bulk of the world’s content into a
coordinated form in the next three to
five years, and were dedicated to
making that happen. M
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