B /ng. Yvona Mazacova,
reditelka pro logistiku

Spole¢nost vystupujici pod obchodni
znackou 02 prosla v minulém roce pre-
vratnymi zménami. MiiZete ve zkratce vasi
spolecnost prestavit vcetné sluzeb, které
miuZe nabidnout logistickym a dopravnim
firmam?

) Telefénica O2 Czech Republic, a. s., je prv-
nim integrovanym operatorem v Ceské repub-
lice, ktery vznikl 1. Cervence 2006 spojenim
nejvyznamnéjsiho provozovatele pevnych li-
nek, CESKEHO TELECOMU, a. s., a nejsil-
néjSiho mobilniho operatora, Eurotel Praha,
spol. sr. 0., do jedné telekomunikacni spo-
le€nosti. Spole¢nost dnes provozuje témér
osm miliént mobilnich a pevnych linek, coz
z ni ¢ini jednoho z vedoucich poskytovatell
plné konvergentnich sluzeb na svété.

B Interiér skladu

Spole¢nost Telefénica O2 Czech Repub-
lic nabizi pod zna¢kou O2 nejucelengjsi na-
bidku hlasovych a datovych sluzeb v Ceské
republice. Mimoradnou pozornost vénuje
vyuziti ristového potencialu predevsim
v datové a internetové oblasti. Spole¢nost
provozuje nejrozsahlejSi pevnou a mobilni sit’
v&etné unikatnich siti 3. generace — datovou
sit CDMA a sit UMTS, ktera umoznuje pre-
nos dat, hlasu, obrazu a videa. Spole¢nost
také nabizi nejvétsi sit WiFi hotspotl v zemi.
Telefénica O2 Czech Republic je drzitelem
nékolika ocenéni kvality, napf. ISO
9000:2001, ISO 14001:2004, OHSAS
18001:1999 a Recognised For Excelence.

U 02 jsou firemni zakaznici specialni sku-
pinou zakaznik(i se specifickymi potfrebami
vztahujicimi se k pfedmétu svého podnikani.
Snazime se poskytnout nasim zakaznikim
feeni i v oblastech, kde by to mozna tolik
neCekali. Radi bychom je zbavili servisni
a administrativni zatéze, zkratka jim pomahali
tak, aby se mohli pIné soustfedit na obor své-
ho podnikani. Pfirozené i zde bereme ohled
na specifika jednotlivych klientd.

Sluzba O2 Car Control, kterou oceni hlav-
né logistické a dopravni firmy umozfiuje jed-
nodusSe sledovat pohyb vSech firemnich
vozidel a zaroven vyhotovit elektronickou
knihu jizd, kterou je mozné pouzit pro dafo-
vé Ucely. Se sluzbou O2 Car Control vzdy
vite, kde praveé jsou vase vozidla, kudy a kolik

najela kilometrd, kolik natankovala a spote-
bovala pohonnych hmot. Diky vSem témto
udajum muze firemni zakaznik usetfit az
20 % nakladli na spravu vozového parku.
Navic sluzba garantuje Usporu nakladu
na provoz firemnich vozidel, a navratnost
investice pfiblizné do 1 roku.

Slouceni takovych giganti jako byl Euro-
tel a Cesky Telecom nebylo jednoduchou
zalezitosti. Jak se tato operace projevila
v ¢innosti vasi vnitropodnikové logistiky,
popripadé logistiky obsluhujici koncové
Kde jako nejvyssi predstavitel logistiky
spatrujete nejvétsi uskali takové operace?

Vzhledem k tomu, Ze logistika je servisni
jednotkou pro ostatni organizacni jednotky
v ramci podniku, bylo a i nadale zlstava jeji
slucovani znacné ovlivnéno také integraci
v ostatnich oblastech, zejména pak v mar-
ketingu, obchodni a technické divizi. Toto
jsou nejvétsi interni zakaznici logistiky v nové
integrované telekomunikacni spole€nosti
Telefonica O2 a ti definuji svoje poZadavky
na logistiku. Spojovani logistickych provoz(
neni jednoduchou zalezitosti, a to z mnoha
davodu. Jednak proto, Ze v§e probiha za
chodu a je vysoce Zadouci, aby se i nadale
udrzela kvalita a urover sluzeb, na které byli
nasi partnefi a zakaznici zvykli. Pfitom skla-
dovani se realizuje ve vice lokalitdch a dis-
tribuce probiha z nékolika provozu pfi vyuZiti
nékolika dopravnich firem. Soucasné bylo
velmi naro¢né v detailu porozumét odliSnos-
tem logistickych feSeni, ktera byla v obou
byvalych firmach pouzita.

V jedné Slo o realizaci ,high-tech logisti-
ky“, kdy veSkeré skladové operace vyzaduiji
znalost zbozi, praci s PC pfimo v logistickém
provozu a nasledné pak v internim podniko-
vém informacnim systému, ve kterém se
pfi pfijmu a zejména pak pfi vydeji zbozi kaz-
da operace zuc¢tovava. Podnikovy informac-
ni systém (SAP) je propojen s dalSimi
informacnimi systémy a na pozadi se kazda
skladova operace aktivuje (realizuje)
i v technickych zafizenich telekomunikacni
sité. Ve druhé &asti méla logistika dle charak-
teru skladovych polozek vice crossdockovy
charakter a pouzivany sklad byl vybaven
technologiemi WMS (warehouse manage-
ment system) a RFID a z tohoto dlivodu byl
v minulosti tento logisticky provoz rozdélen
na administrativni ¢ast a fyzické zpracovani
pozadavkl. Prvni ¢ast zUstala ve sprave
kmenovych zaméstnancu a druha byla out-
soursovana vybranému poskytovateli logis-
tickych sluzeb. } }



Nejvétsi uskali integracnich aktivit nejen
v logistice je v§ak v samotnych informacnich
systémech a jejich integraci. V dnesni dobé
ve vétsiné oblasti podnikani a provozl jsou
logistické operace spojeny s pfenosem dat
a informaci, ¢asto velmi slozitych a kompli-
kovanych. PfestoZe obé byvalé firmy pouZi-
valy dle nazvu stejny podnikovy informacni
systém, zakaznicka nastaveni v obou firmach
byla v mnoha smérech velmi odliSna. Ome-
zujicim faktorem je, Ze proces integrace in-
formacnich systému nelze provést rychle,
bez hlubSich analyz navaznych operaci
a souvislosti. Divodem jsou jednak finan¢ni
hlediska, ale zejména pak zakaznici, ktefi
nesmi tyto zmény pocitit.

VsSichni mame jisté v paméti gigantickou
medialni kamparn nac¢asovanou na dobu
nastupu spolecnosti Telefénica na ¢esky
trh. Marketingové oddéleni zde odvedlo
kus poctivé prace. Stihaji vSak obchod-
nici a logistici tomuto tempu?

Medialni kampan spole¢nosti Telefénica
02 byla velmi rozsahla, profesionalné vede-
na a pfesné naCasovana. Samozrejmé byla
podporovana i uvedenim novych produktl
na trh, a to ve formé integrovanych sluzeb
jako napfiklad u sluzby O2 Internet Komplet
nebo nasazenim zcela novych produktt jako
je televize po pevné lince O2 TV, nebo nové
ADSL modemy pro sluzbu O2 Internet Ex-
pres, coz vedlo k vy§§imu zatiZzeni obchod-
nich kanall, a tedy i logistickych provozu.
Myslim, Ze jsme se s touto situaci jako fir-
ma vyporadali velmi dobfe i za cenu vyS$Si-
ho pracovniho nasazeni v jednotlivych
provozech. Nékteré aktivity byly doprovaze-
ny fadou zcela novych, neobvyklych a dosud
nepouzitych transakci v systémech a proces-
nich opatfeni v provozech.

Da se tedy konstatovat, ze spoluprace
vSech zainteresovanych utvari funguje
na profesionalni urovni. Pfesto musi lo-
gistici Fesit néjaké dil¢i problémy, kterym
by bylo mozné napriklad vyssi nebo dFi-
véjsi komunikaci predchazet?

Spoluprace jednotlivych organizacnich
jednotek je vstficna a probiha na profesio-
nalni Urovni. Bylo by v§ak nekorektni tvrdit,
Ze spoluprace zainteresovanych jednotek
funguje zcela bez problému, kdy svoji roli
muUze sehrati opozdéna komunikace. Prikla-
dem mU(ze byt komunikace mezi logistikou
a dalSimi jednotkami, zejména marketingem
a obchodem, kdy jejich priority nemusi byt
zcela v souladu s procesy, postupy a opera-
cemi, které je nutné dodrzet, aby logistika ne-
zpusobila pouzitim nestandardnich krok(
potize u obchodnich partnerd a hlavné
u koncovych zakazniku.

V marketingu vznika idea samotného pro-
duktu, jeho technického nastaveni, zabaleni
a zpusobu realizace na trhu (cena, vybér ob-

chodnich kanall pro distribuci, marketingova
podpora atd.) a samozfejmé stanoveni termi-
nu uvedeni produktu na trh a na toto €asto na-
vazanou marketingovou kampan. Marketing
ke spInéni svych ukolll a cili pouziva ¢asto
externi partnery a spole¢né s nimi navrhuje
feSeni, jejichz technicka a logisticka provedi-
telnost nemusi byt zcela vhodna pro realizaci
v praxi. Je tedy velmi zadouci, aby do projektt
novych produktd a otevirani novych obchod-
nich a distribuénich kanald byla logistika za-
angazovana od za¢atku a mohla si ,uhlidat"
své moznosti realizace v praxi. Pfes vSechny
nestandardni situace, které mohou nastat, je
tym logistiky ve spole€nosti Telefénica O2 na-
tolik flexibilni a profesionalni, ze dokaze vse
zvladnout k co nejvétsi spokojenosti nasich
zékaznikd.

Velkym ukolem prevazné pro logistické
odborniky je rozvoj vasich aktivit na Slo-
vensku. Jakym zplisobem resite tuto si-
tuaci a dopada néjak na vaSe soucasné
zakazniky?

Vechny Utvary spoleénosti 02 v Ceské
republice podporuji nové vzniklou slovenskou
pobocku. Od ziskani licence do spusténi sité
ubéhlo jen nékolik mésicll. Je samoziejmé,
Ze se nepodaifilo za toto kratké obdobi vysta-
vét na Slovensku plnohodnotnou vlastni
GSM sit. Karty O2 se proto pfihlasuji do sité
spolupracujiciho operatora T-Mobile (tzv. na-
rodni roaming) a postupné se stavba vlastni
mobilni sité rozbiha a je naplanovana
na pfiblizné dva roky. O2 na Slovensku spus-
tilo masivni reklamni kampan pied Vanoce-
mi a jejim ukolem bylo ziskat nové zakazniky.
Do konce ledna 2007 se zaregistrovalo pfes
600 tisic zajemcu o sluzby O2 a vétsina
z nich si pfimo objednala pfedplacenou kar-
tu zvanou O2 Jednotka. Tyto SIM karty umoz-
nuji zakaznikdm volat v rdmci viastni sité O2
za cenu 2,- K& za minutu. Uspé&snost kam-
pané preddila plvodni oéekavani a znac¢né
zatizila nejen logistiku, ale i ostatni provozy.

=

Nicméné se distribuce téchto SIM karet do
trhu zdafila ve spolupraci se slovenskou pos-
tou a v8e probé&hlo béhem tfi tydnu.
Bez logistické podpory by spusténi podob-
né kampané spojené s rozesilanim persona-
lizovanych dokumentd (s vybérem dobirky)
nebylo mozné.

Logistika v CR na podzim lofiského roku
spolupracovala pfi vybéru logistického partne-
ra pro Slovensko a nyni s nim Uzce kooperu-
je. Na Slovensku byl zvolen odliSny model
od modelu v CR, jediny logisticky partner za-
jistuje pro O2 na Slovensku jak skladovani
a distribuci, tak i co-packing, personalizaci SIM
karet, pfipadné dalSi sluzby. Pokud jde
0 spolupraci mezilogistikou a marketingem, tak
rezim outsoursingu logistiky vyzaduje velmi
Uzkou spolupraci, jasnou a jednoznacnou ko-
munikaci, zejména pfi specifikaci jednotlivych
produktt a interpretaci pozadavkd obchodnich
partnert a internich zakaznikd. Jakakoliv chyb-
na komunikace nebo nejasné zadani vyzadu-
je napravu a to vzdy pfedstavuje financni
prostfedky navic. Pfi outsoursingu takového
rozsahu nejde o klasicky odbératelsko-doda-
vatelsky vztah, je to spiSe kooperativni symbi-
6za subjektll, ktera vyzaduje z obou stran
vzajemny respekt a dodrzovani smluvnich
a provoznich pravidel.

V Bratislavé na ploSe pfiblizné 2000 Ctve-
recnich metrl jsou centralné ulozeny techno-
logie pro vystavbu sité i obchodni zbozi O2.

Pro naSe logistické specialisty je uzka spo-
luprace s logistickym operatorem pfi provozu
tohoto aredlu nejen vyzvou, ale téz prostorem
pro dalSi rozSifeni jejich znalosti a ziskani
novych zkuSenosti. Tento trh je odliSny od trhu
v CR, nebot 02 ziskava nové zakazniky
na témér 100% penetrovaném trhu (T-Mobi-
le, Orange). Na$ logisticky tym v CR ma dlou-
holetou praxi a velké zkuSenosti. Jednotlivi
kolegové pracuiji pfes€as a jsou zastupitelni,
a tak budovani slovenské logistiky nema zad-
ny pfimy dopad na soucasné zakazniky.

B |nteriér skladu — skladovy systém v logistickém provozu



B Telefénica 02

The company marketed under the brand O2 went through dra-
matic changes last year. Can you briefly introduce your compa-
ny including services it can offer to logistic and transport oper-
ators?

Telefénica O2 Czech Republic, a. s. is the first integrated operator
in the Czech Republic, established on 1 July 2006 by a merger of the
most important fixed line provider CESKY TELECOM, a. s. and the
strongest mobile operator Eurotel Praha, spol. sr. 0. into a single
telecommunication firm. Today the company operates almost eight
million mobile and fixed lines, which made it one of the leading global
providers of fully convergent services.

Under the brand O2, Telefénica O2 Czech Republic offers the most
compact package of voice and data services in CR. It pays extraordi-
nary attention to utilisation of the growth potential mainly in the data
and internet area. The company operates the largest fixed and mobi-
le network including unique 3rd generation networks: CDMA data
network and UMTS network that allows transfer of data, voice, ima-
ge and video. It also offers the largest network of WiFi hotspots in the
country. Telefénica O2 Czech Republic has obtained several quality
awards, such as ISO 9000:2001, ISO 14001:2004, OHSAS
18001:1999 and Recognised For Excellence.

In O2 corporate clients form a special client group with specific
needs connected with their business. We try to provide our clients
with solutions even in areas where they wouldn't expect it. We'd like
to free them from the servicing and administration burden, in one
word help them to fully focus on their core business. Again, we natu-
rally have regard to the specific features of individual clients.

The O2 Car Control service that's been appreciated mainly by lo-
gistic and transport operators allows easy monitoring of all company
vehicles and simultaneous creation of an electronic ride book that
can be used for tax purposes. With the O2 Car Control service you
always know where your vehicles are, which route they took and
how many kilometres drove, how much fuel they refilled and consu-
med. Thanks to the data corporate clients can cut fleet management
costs by up to 20 %. What more, the service guarantees saving of
expenses for operation of company vehicles and investment return
in about 1 year.

Merging of two giants like Eurotel and Cesky Telecom is not sim-
ple. How did the transaction impact operations of your intercom-
pany logistics, or logistics including end customers of both the
former companies? Where do you, as the top logistic represen-
tative, see the biggest pitfall of this kind of transaction?

As logistics is a service unit for other organisational units in the com-
pany, its merging was and still has been affected by integration in other
areas, especially in the marketing, sales and technical divisions. Tho-
se are the biggest internal customers of logistics in the new integrated
company and they define their logistic requirements. Merging logistic
operations is not a simple task for many reasons. It is because every-
thing is done under full operation and it's very desirable to maintain the
quality and level of services our clients were used to. At the same time
warehousing is carried out in several localities and distribution from
several centres while several transport companies are used. It was
also hard to get a detail insight in differences between logistic soluti-
ons used in both the former companies.

In one company it was ,high-tech logistics“ where all warehouse
operations require knowledge of goods, work with PC right in the
logistic centre and then in the internal company information system
in which every operation is accounted upon receipt and especially
upon release of goods. The company information system (SAP) is
interconnected with other information systems and against backg-

round every warehouse operation is activated (carried out) also in
the technical devices of the telecommunication network. In the other
part logistics was more of a crossdock character depending on the
nature of stock items and the used warehouse was equipped by WMS
and RFID technology, and for that reason the logistic operation was
split into an administrative part and physical handling of demands.
The first part continues to be managed by key employees and the
second was outsourced from a selected logistic service provider.

The biggest pitfall of integration processes not only in the field of
logistics rests in information systems and their integration. At pre-
sent, in most business spheres and operations logistic operations
are connected with transfer of data and information that is often com-
plex and complicated. Although both the former companies used
a company information system of the same type, client settings in both
the companies were very different in many aspects. The limiting fac-
tor is that the process of integration of information systems cannot
be carried out quickly, without detail analysis of related operations
and context. It is because the financial aspect but mostly because
clients that should not feel the changes.

We all certainly remember the huge media campaign timed to
run simultaneously with Telefénica's entry to the Czech market.
The marketing department has done a honest piece of work. But
can salesmen and logisticians cope with the pace?

The media campaign of Telefonica O2 was very extensive, profes-
sionally managed and timed perfectly. It was naturally supported by
launch of new products to the market, namely integrated services
such as O2 Internet Komplet or introduction of brand new products
like fixed line TV known as O2 TV, or new ADSL modems for O2
Internet Expres, which led to more extensive loading of trade chan-
nels and thus logistic processes. | think our company has coped with
the problem very well, at the price of more intensive work commit-
ment in individual divisions. Some activities were accompanied by
a number of brand new, unusual and so far not used transactions in
systems and process measures in operations.

We can say co-operation of all involved units works on a pro-
fessional level. Nevertheless, do logisticians face any partial pro-
blems that could be avoided in case of higher level or previous
communication?

Individual organisational units try to accommodate their needs and
co-operation is developed on a professional level. However, it would
be unfair to say that collaboration between units is free of any pro-
blems at all, and delayed communication can play a role there too.
As an example | can mention collaboration between logistics and
other units, particularly marketing and sales. Their priorities are not
necessarily fully in line with the processes, procedures and operati-
ons that need to be followed to prevent logistics from causing pro-
blems to business partners and especially end customers by
non-standard steps.

Marketing creates an idea of the product itself, its technical set-
ting, packing and realisation on the market (price, selection of trade
channels for distribution, marketing support, etc.), and naturally the
date of its launching to the market and a marketing campaign that is
often connected with it. To achieve its objectives and fulfil its tasks,
marketing often uses external partners and together with them pro-
poses solutions the technical and logistic feasibility of which is not
necessarily suitable for realisation in practice. It is therefore very
desirable to get logistics involved in projects of new products and
opening of new trade and distribution channels from the beginning
so that it can ,watch over® practical feasibility. Despite all unusual
situations that can occur the logistic team in Telefonica O2 is flexible
and professional enough to manage everything to the clients' satis-

faction. >



An important task mainly for logistic ex-
perts is development of your activities in
Slovakia. How do you deal with the situa-
tion and does it have any impact to your
existing clients?

All O2 units in the Czech Republic sup-
port the newly founded Slovak branch. It's
been only a few months since it obtained
a licence and put the network into operation.
It's clear we haven't managed to build our
own full featured GSM network in Slovakia
in such a short time. That is why O2 cards
log on the network of collaborating partner
T-Mobile (a process known as national roa-
ming), while gradual development of our own
network has been initiated and planned to
be completed in about 2 years. O2 Slovakia
launched a massive advertising campaign
before Christmas with the aim to attract new
customers. More than 600 thousand people
interested in O2 services registered before
the end of January 2007 and most of them
directly ordered a pre-paid card called O2
Jednotka. Those SIM cards allow customers
to call within their O2 network CZK 2 per
minute. The campaign's success was better

than initial expectations and led to conside-
rable loading of logistics as well as other di-
visions. Nevertheless, we managed
distribution of the cards in co-operation with
the Slovak Post Service and everything was
ready in three weeks. Without logistic sup-
port launching of this kind of campaign con-
nected with redistribution of personalised
documents (including collection of payment
on delivery) would be possible.

The Czech logistic department collabora-
ted with the Slovak branch on selection of
a logistic partner for Slovakia and they've
been working closely together even now. Slo-
vakia selected a different model than that
used in CR: a single logistic partner provi-
des O2 Slovakia with both warehousing and
distribution, as well as co-packing, SIM card
personalisation and other services. As con-
cerns collaboration between logistics and
marketing, the regime of outsourcing of lo-
gistic services requires very close collabora-
tion, clear and unambiguous communication,
chiefly when individual products are speci-
fied and requirements of business partners
and internal customers are interpreted. Any

bad communication or unclear specification
requires remedy, which always means extra
money. In case of outsourcing of this extent
it is not a traditional supplier/customer rela-
tionship, it's rather collaborative symbiosis
of companies that requires mutual respect
and observance of contractual and operatio-
nal rules on both sides.

Technology for the network construction
and commercial goods of O2 are stored in
Bratislava centrally on the area of about 2,000
square meters. To our logistic experts, close
co-operation with the logistic operator within
operation of the above mentioned complex
is not only a challenge but also a room for
improvement of their knowledge and acqui-
rement of new experience. The market is dif-
ferent from the Czech market, as O2 has
been acquiring new customers on a market
that is almost 100% penetrated (T-Mobile,
Orange). Our logistic team in CR has long-
term practice and extensive experience. In-
dividual colleagues work overtime and are
fungible, and thus development of Slovak
logistics has no direct impact on our existing
customers. O



