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ABSTRACT

The study facilitated by the adoption of RGSI Lux, the transition from a guided to a
digital approach in automated represents adcéile advancement aimed at solving critical
challenging situations and optimizigerational efficiency. This perspective used a complex
methodology combining qualitative and quantitative processes to capture the multifaceted
nature of this transition. Insights from stakeholders, consisting of enterprise managers,
equipment analystsy@grammers, and excellent verification, revealed key issues, including the
need for standardized techniques, the tomesuming nature of manual tasks, and issues around
statistics protection. Quantitative survey data provided-aethstudy touser, usage patterns
and perceived impacts, enabling fully evidehesed selection. The agile model played a vital
role, enabling the gradual delivery of capabilities, fostering stakeholder alignment and
facilitating timely feedback and continuous deyetient. RGSI Lux's assessment demonstrated
its effectiveness as an-cemmerce answer with high scores in performance, usability,
capabilities and assistance, albeit with room for development in terms of protection. Key
features such as product managemenentory tracking, order processing, price integration
and client control have received super ratings, underscoring the gadget's comprehensive skills.
The transition to RGSI Lux guarantees accelerated operational efficiency, increased factual
accuracy angdimplified strategies, but also presents challenges in training, upfront investment,
compatibility and protection. Addressing these challenges through comprehensive training

programs, robust security features, and r assistance is essential for a suic¢egsdition.

Keywords Agile Model, ECommerce, Order Processing, Payment Integration, Data

Protection, Digital Transform
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CHAPTER |

INTRODUCTION

RGSI Lux is proposed as a cuttiagge wekbased ecommerce system intended to be
developed by Rodstark Global Solution Innovation (RGSI). This innovative sofairassto
revolutionize online retail, providing a seamless and efficient platform for businesses to thrive
in the digital marketplace (Li & Zhang, 2021). Currently, RGSI relies on traditional pen and
paper methods for their transactions. The proposal f@IRGx comes as a solution to address
these challenges. With its udeendly interface and advanced features, RGSI Lux offers
comprehensive solutions for companies seeking to establish a robust online presence. From
managing inventory to processing tracsons and enhancing enterprise, RGSI Lux aims to
elevate the online business experience. Embracing RGSI Lux signifies embracing the future of

digital commerce with confidence in the market.

Company Background

Rodstark Global Solutions Innovations (RGS$) a forwardthinking technology
company that has recently unveiled its groundbreaking product, RGSI annnnovative
web-based eommerce system specifically designed for computer stores and similar
businesses. The company's journey began with humlgmsrirelying on traditional pen and
paper methods, along with basic Excel records to manage their operations. As the business
experienced rapid growth it is evident that it will upgrade the necessary to adapt the demand of

the digitalgeneration and to ems the integrity of the data.

Headquarters in the tech hub of RGS is the strategically located at the innovation the

company was founded with a clear vision to empower the computer stores and to the related

1



business with its cutting edge solutions tisadnly meet the current need but also pave the way

for a more efficient and to the streamline future with the portfolio embodies to the technological
tool that marks as a significant steps towards the modernization of the computer related to the
business wtting edge solutions that not only meet the current needs but into a more efficient

and streamlined future.

Mission and Vision

RGSI mission is to innovate and transform solution into empower business and to thrive
into the digital age which envision atdwe where a computer stores are seamless navigate the
complexities of the market leverage by the advance technologies and to enhance the operation
and customer experience developing the company aims that will contribute to the success of

the clients offeing a useifriendly and to the technological advancedoenmerce system.

Business Overview

RGSI operates in the technology and software development sector, specializing in
creating solutions for computer stores and related businesses. The company'snemmtuit
staying at the forefront of technological advancements has driven them to continually innovate
and adapt to the evolving needs of their clients. The proposed RGSI Lux would be a testament
to this commitment, offering a sophisticated platform tivasao revolutionize the operational

landscape for computer stores.

Departments

RGSI various department collaborate to the seamlessly drive of the innovation and to
deliver the exceptional products in the forefront that will constantly explore the emerge
technologies and industry to the trends to integrate into the solutions the Software Development

2



team also translate the insight into the tangible products with a focus on the user friendly
interfaces and to the cutting edge functionalities. The sales arigtimg department was also
ensure the RGSI lux reaches it to the target audience and to the communication of value

proposition effectively.

Work Processes

The early state of the RGSI Journey relied on the manual record keeping methods that
each transactions, Order and inventory update were recorded on the paper with excel
spreadsheets and serving as a basis of digital aid while this approach was manaigjayle i

the business expanded and it became clear to a more sophisticated efficient system as needed.

The transformative journey towards RGSI Lux began with a detailed analysis of the
existing processes. The R&D department collaborated with key stakehtddunderstand the
pain points, challenges, and requirements of computer stores in managing their operations. The
transition from pen and paper to a fully digital system involved the creation of a comprehensive

database that could handle large volunfetata efficiently.

The Software Development team played a crucial role in designing RGSI Lux to be
userfriendly and intuitive. The system was crafted to automate various aspects of the business,
including order processing, inventory management, and roesteelationship management.
Advanced algorithms and data encryption mechanisms were implemented to ensure the security

and integrity of the data.

The Sales and Marketing department actively engaged with potential clients,
showcasing the benefits of RGSink and how it could transform their business operations.
Training programs were conducted to familiarize clients with the new system, ensuring a

smooth transition from manual processes to the advanced features offered by RGSI Lux.
3



Simultaneously, the Custeer Support department was equipped to provide ongoing
assistance, addressing any concerns or queries from users. Regular updates and improvements
were rolled out based on user feedback, ensuring that RGSI Lux evolved in tandem with the

changing needs obmputer stores in the dynamic market.

Statement of the Problem

The transition from manual recekeeping to the implementation of RGSI Lux, a web
based eeommerce system by Rodstark Global Solutions Innovations, within a computer store
presents a compleset of challenges. The current reliance on pen and paper for managing
transactions and inventory in the computer store may lead to inefficiencies, potential errors, and
limited scalability. Introducing digital processes through RGSI Lux requires addressieg
related to data migration, integrating the new system into existing operations, and ensuring that
store personnel can adeptly navigate and leverage the features of tiasedbplatform.
Resistance to technological changes, potential disruptimirsgathe transition period, and the
need for comprehensive training programs emerge as critical elements in successfully
navigating this shift. This statement of the problem aims to identify and analyze the
multifaceted challenges associated with tramsitig from manual to digital processes within
the unique operational context of a computer store, setting the stage for strategic solutions and

a smooth integration of RGSI Lux.

Problem Statement

The transition from manual receketeping to the integratioof RGSI Lux, a welbased
e-commerce system developed by Rodstark Global Solutions Innovations, within a computer

store introduces a series of complex challenges. Currently relying on traditioreaigpaper
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methods, the computer store faces potentedficiencies in transactional processes, inventory
management, and customer interactions. The shift to a digital platform necessitates addressing
issues such as the migration of existing data, seamless integration of RGSI Lux into the store's
operationsand comprehensive training programs for staff to ensure effective utilization of the
new system. Moreover, potential resistance to technological changes, the likelihood of
disruptions during the transition period, and the need for clear communicatiegissdurther

contribute to the intricacy of the problem.

As technology continues to evolve, the computer store's ability to adapt to digital
advancements becomes imperative for maintaining competitiveness and providing an enhanced
customer experience. Thproblem statement aims to underscore the multifaceted challenges
associated with the transition from manual to digital processes within the unique operational
context of a computer store, emphasizing the need for a strategic and comprehensive approach
to successfully implement RGSI Lux and optimize the store's overall efficiency and

performance in the digital age.

Objectives

The objectives of implementing RGSI Lux, the wmsed ecommerce system by
Rodstark Global Solutions Innovations, within the cotepstore are multifaceted. Firstly, the
transition aims to streamline and digitize manual reé@@ping processes, enhancing overall
operational efficiency, accuracy, and scalability. Secondly, the adoption of RGSI Lux seeks to
optimize inventory managesnt, transaction processing, and customer interactions, thereby
improving the overall shopping experience (Wei et al., 2019). Additionally, the objectives
include successful data migration, seamless integration of the new system into existing

operations, &d the provision of comprehensive training programs to ensure that store personnel



can proficiently utilize RGSI Lux. Lastly, the transition aims to foster a positive organizational
culture that embraces technological advancements, minimizing resistashcgisamptions

during the shift from manual to digital processes within the computer store.

Significance of the Study

The study holds significant implications for both the computer store industry and the
broader landscape ofa®mmmerce. By investigating eéhtransition from manual to digital
processes through the adoption of RGSI Lux, the-baded eeommerce system developed by
Rodstark Global Solutions Innovations, this research contributes valuable insights into the
challenges and opportunities associateith incorporating innovative technologies into
traditional business models. The findings of this study can inform industry practices, guiding
computer stores and similar businesses in optimizing their operational processes, enhancing
customer experiencesand staying competitive in the evolving digital marketplace.
Furthermore, the study's significance extends to the broader discourse on digital
transformations, offering practical implications and recommendations for businesses seeking to

leverage advandeecommerce systems for improved efficiency and success in the digital age.

Initial Analysis

The initial analysis of transitioning from manual to digital processes within the
computer store, particularly through the adoption of RGSI Lux, reveals sewxgcal insights.
Initially, it's apparent that manual recekdeping methods are inefficient and prone to errors.
The reliance on pen and paper, coupled with basic Excel spreadsheets, poses significant
challenges in terms of managing inventory, procgssiansactions, and delivering optimal

customer experiences. The adoption of RGSI Lux presents an opportunity to address these



inefficiencies by offering features like streamlined inventory management, efficient transaction

processing, and enhanced customgeractions.

However, the transition to RGSI Lux may not be without its challenges. One primary
concern is the process of data migration from existing manual records to the new digital
platform. Ensuring the accuracy and integrity of data during tarsition phase is crucial to
avoid discrepancies and potential loss of information. Additionally, integrating RGSI Lux
seamlessly into existing workflows and systems within the computer store may require time
and effort. Staff members will also need to ergb training and familiarization with the new

digital platform, which could temporarily disrupt operations and productivity.

To address these challenges, RGSI could consider several alternative solutions and

workarounds:

Gradual Implementation

Instead of a sudden shift from manual to digital processes, RGSI could opt for
a phased approach. They could begin by implementing RGSI Lux in specific
departments or functionalities within the computer store, allowing staff members to

gradually adapt to the new system without overwhelming them.

Refer to Table 1.1 for the Pros and cons of Gradual Implementation

Table 1.1 Gradual Implementation

Gradual Implementation

Pros Cons




Minimize the disruption to the dail Extend transition period that may delay f
operations that provides nie for staff| realization of the benefits from the LGSI L
training and adjustment. potential inconsistencies in the da

management during the transition phase.

Data Migration Assistance

RGSI could offer comprehensive support and assistance during the data migration
process. This could include providing tools and resources to ensure the accurate transfer of data
from manual records to RGSI Lux, as well as offering guidance on data ckeachwplidation

procedures.

Refer to Table 1.2 for the Pros and Cons of Data Migration Assistance

Table 1.2 Data Migration Assistance

Data Migration Assistance

Pros Cons

Reduce the risk of the data loss g Requires additional resources and sup
discrepancies ensuring smodthnsition to| from RGSI which may lead to prolong ti

the new digital platform. implementation of the timeline.




Customization and Integration Services

RGSI could offer customization and integration services tailored to the specific
needs and workflows of the computer store. This could involve customizing RGSI Lux
to align with existing processes and systems, as well as integrating with other software

sdutions used by the store.

Refer to Table 1.3 for the Pros and Cons of Customization and Integration Services

Table 1.3 Customization and Integration Services

Customization and Integration Services

Pros Cons

Enhances compatibility anditeroperability| Requires indepth understanding of th
with existing systems, minimizes disruptio computer store's operations and syste
to workflow. may incur additional costs for customizati

and integration services.

Proposed Solution

RGSI Luxis a stateof-the-art webbased ecommerce system developed by Rodstark
Global Solutions Innovations (RGSI). It serves as a comprehensive solution for computer stores
and similar businesses, aiming to revolutionize online retail operations. RGSI LuxIstesam
various aspects of@mmerce, including inventory management, transaction processing, and
customer engagement, offering a seamless and efficient platform for businesses to thrive in the
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digital marketplace.

The scope of RGSI Lux

Refer to table 4 for the feature of RGSI Lux Eommerce. This table consist of a

parent and child features and functionalities which are the child feature;

Table 14 RGSI Lux System Features

Parent Feature Child Feature

Dashboard

Admin Module

UserMasterfile

Company Information

System Features

System Modules

Security Levels

Audit Logs

Masterfile Displays

Position Masterfile

10



Status Masterfile

Supplier Masterfile

Shipment Schedule

Method of Payments

Product Display

Product Masterfile

Category Masterfile

Customer Cart

Product Sales

Reports

CustometProduct Evaluation Report

Product Sales Quota Report

Product Summary Per Supplier

Product Supplier Evaluation Report

Inventory Status Report

RGSILux Chat

11



Customer Support

WebBased Website

Email Integration

Two-Factor Authentication

RGSI Lux Service Hub

(Developer Control Center)

RGSI Lux Limitations

Refer to Table & for the limitations of RGISI Lux. The table consist of several
limitations or disadvantages of RGSI lux and a brief description that provides general

discussion about each Limitations.

Table 15 RGIS Lux System Limitations

Limitations Description

Unfamiliar Users unfamiliar with RGIS Lux experience e learning curve as th
adapt to the new setting based on the interface features, workflow

temporarily impact productivity and efficiency.

Dependent on RGSI Lux is a web applicatiaiat is dependent on the Internet.

the Internet
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RGSI User RGSI lux is a client based and can only be used for RGSI

Project Specification of RGSI Lux

RGSI Lux encompass the cutting edge of wealsed ecommerce system that prioritized
the exceptional customer expemerthrough useiriendly interfaces, secure payment gateways

and personalized features placing the customer in the forefront design.

Refer to Table B.for the system features of RGSI

Table 16 RGSI Project Specification

Specification Description
C# Programming Language for building RGSI Lux web
application.
Visual Basic .NET Programming Language for building the RGSI Lux Servi

Hub software application.

Bootstrap 5 Frontend framework for building responsive and motfitet

websites and web apgpétions.

Microsoft SQL Server Relational database management system for storing ar

2022 managing data in a structured format.

SQL Server Managemer, SQL Server Management Studio 19 is a robust tool for

Studio 19 database administration and development.
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RGSI Lux Service Hub

The RGSI Lux Service Hub is a centralized platform designed to streamline customer
support and enhance user experience within the RGSI{coxenerce ecosystem. Serving as
a comprehensive hub for assistance@rmunication, it provides users with access to a wide
range of support services, including troubleshooting, inquiries, and guidance on utilizing RGSI
Lux effectively. Through the Service Hub, users can submit support tickets, engage in live chat
sessionswith support representatives, access knowledge base articles, and receive timely
updates on system improvements and enhancements. With a focus on responsiveness and
efficiency, the RGSI Lux Service Hub aims to ensure that users receive the assistaneedhey
promptly, contributing to a seamless and satisfying experience within the RGSI Lux

environment.
The service will include the following utilities;

{1 Database Creator

{ Test Database Environment Creator

1 Database Migrator (RGSI Lux Database)
1 Database Updat

1 Website Creator

1 Database Purging Utility

1 Encryption/Decryption Utility

RGSI Lux Hardware Specification

The RGSI Lux hardware specifications are tailored to support the robust functionality
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and performance requirements of the vb@sed ecommerce syem. Built on a scalable
infrastructure, RGSI Lux requires servers equipped with sufficient processing power, memory,
and storage capacity to handle large volumes of data and concurrent user interactions. The
hardware configuration typically includes higlerformance processors, ample RAM for
efficient multitasking, and fast storage solutions such as-staie drives (SSDs) for rapid data
access. Additionally, network connectivity is crucial to ensure seamless access to the RGSI Lux
platform, with provisons for redundant network links and load balancing to optimize
performance and reliability. Furthermore, robust security measures, including firewalls,
intrusion detection systems, and data encryption capabilities, are implemented at the hardware
level to safeguard sensitive information and protect against cyber threats. By adhering to
stringent hardware specifications, RGSI Lux delivers a stable and resporsivenerce

environment, enabling businesses to operate efficiently and securely in the didietiohaae.

Refer to Table 1.8 shows the hardware specification of the server and client devices to

run RGSI Lux

Table 17 RGSI Hardware Specification

ITEM SERVER CLIENT

Processor | 4x 1-6 GHz CPU 2x 1 GHz CPU RAM 32 GB RAM 1GB RA

HDD 320 GB8 TB Any
0SS Microsoft Windows Server Any
Virtual Machine Basic Language VM Basic Small VM
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Table 17 outlines the hardware specifications for both the server and client components
of the RGSI system. The server is equipped with four processors ranging fréhGHteach,
coupled with 32 GB of RAM and a storage capacity between 320 GB to 8 TB. In contrast, the
client system features two processors clocked at 1 GHz, 1 GB of RAM, and a flexible hard disk
drive configuration. Both server and client run on Micro¥diftdows Server operating system,
with the server supporting a Basic Language virtual machine while the client utilizes a Basic

Small virtual machine.

Progress Measurement

Progress measurement is a systematic approach used to assess the advanceksent of tas
projects, or initiatives towards predefined goals and objectives. It involves tracking key
performance indicators (KPIs), milestones, and other relevant metrics to gauge the level of
achievement and identify areas for improvement. Progress measugsroentpasses various
methods, including quantitative analysis of data, qualitative assessments, and feedback
mechanisms. By continuously monitoring progress, stakeholders can gain insights into project
status, identify potential risks or bottlenecks, an@teriaformed decisions to optimize resource
allocation and ensure timely completion of objectives. Effective progress measurement
facilitates transparency, accountability, and alignment with organizational goals, ultimately

contributing to successful projegutcomes and continuous improvement efforts.
The proponent used the following metrics to measure the project progress;

1. Project Timeline Progress
Regularly assessing progress against the project timeline, comparing planned

milestones andctivities with actual completion dates.
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. Survey Results Analysis
Analyzing feedback from surveys conducted during project implementation to
gauge user satisfaction, identify areas for improvement, and measure progress
in meeting project objectives.

. Output Evaluation
Evaluating the quality and quantity of project outputs generated, such as
reports, software prototypes, or deliverables, to ensure alignment with project
goals and stakeholder expectations.
Number of Disconnections
Tracking the frequency and duion of disconnections or disruptions in
project activities, such as network outages or resource unavailability, to assess
their impact on project progress.
Budget Expenditure vs. Allocation
Monitoring actual expenditures against the budget allocatedvddpus
project activities and phases to ensure financial discipline and identify
potential cost overruns or savings.

. Quality Assurance Metrics
Assessing metrics related to product quality, including defect rates, adherence
to technical specifications, dncustomer satisfaction scores, to measure

progress in delivering highuality project outcomes.

Project Success

The proponent would consider the project success if the evaluation results of
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the system shows either of the following;

1 Targeting 90% or higher satisfaction rating from employee feedback surveys
and aiming for 80% or higher user engagement rate witkimsnths.

1 Striving for a Net Promoter Score (NPS) of 9 or above and aiming for 85% or
higher positive feedback from customer satisfaction surveys.

1 Targeting at least a 50% reduction in manual data entry and aiming to eliminate
75% of papebased workflowsvithin the first year.

T Striving for a minimum of 20% increase in overall operational efficiency and

aiming for at least a 10% reduction in task completion time for key processes.
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CHAPTER Il

REVIEW OF RELATED LITERATURE

Related Works on WebBased ECommerce

This section contains the published book that focus on thévasdd ECommerce System
for Rodstark Global Solutions which are taken as references by the proponent of this research

becase its topic shares a relevance to the res:s

WebBased ECommerce: Evidences from the Personnel and Analytics Data on IT

Professionals

The study delves into the integration et@mmerce within the company's online
presence, emphasizitige impact of digital marketing strategies. Yasmeen and Afaq's study
critically explores the incorporation ofmmmerce into a company's online presence, with a
particular emphasis on assessing the influence of digital marketing strategies. Conducted in
2023, their research takes a rigorous approach to examining the vulnerabilities inherent in e
commerce web applications. By adopting a critical lens, Yasmeen and Afaqg contribute to the
ongoing discussion about the integration of digital technologies sinéss operations,
shedding light on the potential security risks associated witbmemerce platforms and

emphasizing the need for robust protective measures in the rapidly evolving online landscape.

According to Kedah (2023), the discourse on the glbbainess landscape is enriched
by their investigation into the widespread adoption etommerce. Published in the
Startupreneur Business Digital (SABDA) Journal, the study meticulously explores the

multifaceted applications of@mmerce and examines itansformative influence on various
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industries. Kedah's research not only contributes valuable insights into the prevalent-use of e
commerce in the contemporary business environment but also sheds light on the diverse ways
in which it brings about transforation across industries. The findings underscore the
importance of understanding the nuanced impactscof@merce as a pivotal force shaping the

dynamics of global commerce in the modern era.

According to Thaib, Saleh, and Iding (2023), their stymlpvides a localized
perspective by investigating the implementation of a-a@ted local product sales information
system in Bajo Village, Tilamuta District, Boalemo Regency. Published in the Formosa Journal
of Sustainable Research, the research undesdoe significance ofeommerce in promoting
local products at the grassroots level. By focusing on the specific context of Bajo Village, the
study not only contributes to the understanding-ocbmmerce applications but also highlights
its role in suppding and enhancing local businesses. This localized approach offers insights
into the potential of welbased systems to foster sustainable development and economic growth
within specific regions, emphasizing the importance of tailoringramerce strategs to meet

the unique needs of local communities.

According to Marifio (2023), the research adopts a segecific approach,
spotlighting the RMS (Romblon Marble Shop) as asommerce platform customized for the
marble industry in Romblon. Published imetRomblon State University Research Journal,
Marifio's study illustrates how niche industries can strategically utilizebaséd platforms to
enhance market outreach and foster business growth. By delving into the Romblon marble
sector, the research natlg provides valuable insights into the implementation of a specialized
e-commerce solution but also demonstrates the potential for niche industries to thrive through
targeted online initiatives. Shifting the focus to a sales information system, Maridis w

contributes to the broader understanding of how tailoremh@merce platforms can effectively
20



cater to the unique needs of specific sectors, offering a blueprint for other industries seeking to

leverage digital tools for market expansion.

According toWijaya, Umam, Hakim, and Nabila (2022), their exploration focuses on
the implementation of a wellmsed system at Greenvest Source. As detailed in their publication
in the Jurnal Multidisiplin Madani, the research underscores the pivotal role ebasel
systems in efficiently managing sales information. By specifically examining the case of
Greenvest Source, the study contributes valuable insights into the practical applications of web
based solutions for enhancing sales information management. Highdighé significance of
this technology, the authors provide a nuanced understanding of how businesses can leverage
web-based systems to streamline and optimize their sales processes, ultimately contributing to
improved operational efficiency and informeectsionmaking in the contemporary business

landscape.

According to Bai and Li (2022), their study offers a comprehensive-ametlysis that
traces the trajectory of@mmerce research from 2001 to 2020. Published in the Electronic
Commerce Research andpplications journal, the research employsward analysis to
systematically map the thematic evolution @fammerce studies over the specified period. By
utilizing this analytical approach, the authors provide a visual representation of the
interconnectd themes and key focal points within the@ammerce research domain. Their
metaanalysis not only consolidates existing knowledge but also offers a dynamic perspective
on the evolution of research trends, enabling scholars and practitioners to gainrdsgpesr
into the changing landscape otemmerce studies and identify emerging areas of interest

within this dynamic field.
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According to Pohan and Mubarok (2022), their contribution focuses on the practical
dimensions of @ommerce implementation, offag insights through a detailed case study of
the incorporation of eommerce and a wetased company profile at CV. Andromeda Multi
Sarana. Published in Nuansa Informatika: Jurnal Penelitian Dan Teknologi Informasi, their
work brings forth a realvorld pespective on the seamless integration-cbeamerce within
the operational framework of a company. By examining the specific case of CV. Andromeda
Multi Sarana, the authors provide practical examples and lessons learned, enhancing the
understanding of howusinesses can effectively navigate and harness the potential of e
commerce for operational efficiency and market engagement. This case study not only
contributes to the scholarly discourse conoenmerce implementation but also serves as a
valuable resourcdor businesses seeking practical guidance on successfully adopting and

integrating ecommerce solutions into their operations.

Dewi (2022) focuses on the role ofcemmerce in small and medium enterprises
(SMEs) with a study on the wdiased design of-eommerce for businesses in Bengabing
Village. Published in the SEAN Institute's journal, the research explores the potential and
challenges of adopting@mmerce at the grassroots level, emphasizing the importance of

tailored solutions for SMEs.
The Influece of wekbased Ecommerce in Employees Productivity

The influence of wellbased ecommerce on employee productivity is a multifaceted
aspect that intertwines technological advancements with organizational dynamics. Recent
research studies contribute valle insights into the impact ofoc®emmerce systems on
businesses and, by extension, on the productivity of employees. Marifio's study (2023) on the

RMS ecommerce platform for the marble industry in Romblon, published in the Romblon State
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University Reseah Journal, exemplifies the niclspecific application of €ommerce. The
implementation of such specialized platforms not only enhances operational efficiency but also

has the potential to elevate employee productivity within the industry.

Wijaya et al.(2022) delve into the webased sales information system at Greenvest
Source, as outlined in the Jurnal Multidisiplin Madani. Their study emphasizes the significance
of a welldesigned system in managing sales information, which, in turn, can contribute to
streamlined processes and improved productivity. The integration obassdd systems in
sales operations often facilitates r@ale data access, order processing, and customer

interaction, ultimately influencing employee efficiency.

Bai and Li's metanalysis (2022) mapping the evolution oftemmerce research
through ceword analysis, featured in Electronic Commerce Research and Applications,
provides a broader perspective. Understanding the thematic evolutiacoofreerce research
is crucial in identying trends that may impact organizational strategies and subsequently
influence employee roles and productivity. As@nmerce technologies evolve, employees
need to adapt, and organizations must invest in training and development to ensure sustained

productivity.

Pohan and Mubarok's study (2022) on the implementatiorcofranerce and a web
based company profile at CV. Andromeda Multi Sarana, published in Nuansa Informatika,
offers a practical view of integratingg®mmerce into company profiles. Thigegration not
only shapes external interactions but also internal processes, potentially impacting how

employees engage with clients and manage tasks, thus influencing productivity.

Dewi's research (2022) on the wiehsed design ofeommerce for smatind medium

enterprises (SMEs) in Bengabing Village, as presented in the SEAN Institute's journal,
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underscores the significance of tailored solutions for different organizational scales. For SMEs,
the introduction of welbased eeommerce systems can sigo#ntly alter the operational
landscape, potentially enhancing employee productivity through efficient order processing,

inventory management, and customer relationship management.

Mohamad et al.'s study (2022) on the impactsa$mmerce on planning awésigning
commercial activities centers, published in Ain Shams Engineering Journal, introduces a unique
perspective. While focusing on the planning aspects, the study indirectly sheds light on the
organizational changes necessitated mpmmerce adoptionThese changes, in turn, may
influence the roles and productivity of employees involved in the planning and execution of
commercial activities. The influence of welhsed e&eommerce on employee productivity is a
nuanced subject that encompasses indispiegific applications, system design, organizational
adaptation, and planning strategies. As businesses continue to emhkragenerce
technologies, understanding the implications on employee roles and productivity becomes
paramount. Whether through spdizied platforms like RMS in niche industries or the broad
evolution of ecommerce research trends, these studies collectively contribute to our
comprehension of the intricate relationship between-baded ecommerce and employee
productivity. Employers, herefore, need to proactively manage this dynamic landscape,
providing the necessary support and training to ensure that employees can harness the full
potential of ecommerce technologies in a way that optimally enhances their productivity and

overall or@nizational performance.

E-Commerce Related Solution
This section contains task risk management systesshetf solutions that the main concept

of ecommerce. These solutions are taken as references by the proponent of this research
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because their food is relevant to the proposed solution.

Haziz Furniture Limited Company Website

In the research conducted by Mohammad Aziz Nurritanto and Azizah Fatmawati for PT.
Haziz Mebel (2023) a specialized furniture company, the identified issues revolve around
manual processes in managing branding and the buying dimd) €#lgoods, impacting the
company's revenue. To address these challenges, the researchers proposed a solution in the form
of a webbased application designed to systematically promote and facilitate the buying and
selling processes. Using the Waterfd#thod, the study resulted in the development of a web
based furniture-eommerce information system for Haziz Furniture. While the specifics of the
technology used are not detailed in the provided information, this research aligns with the
broader landsqse of webbased eeommerce solutions. In the real world, examples of existing
software relevant to webased ecommerce, such as Shopify, WooCommerce, Magento, and
BigCommerce, offer various advantages and disadvantages. For instance, Shopify provides a
user-friendly interface but may have transaction fees, while Magento offers scalability but
requires a steeper learning curve. The choice of a suitatdmmerce software for PT. Haziz
Mebel would depend on factors like ease of use, customization needsataddlity, as these

considerations play a crucial role in the success of the implemented solution.

Table 2.1 Pros and Cons of Haziz Furniture

Pros (Nurritanto M.A, 2023) Cons (Nurritanto M.A, 2023)

Customers can access the store and n Developing and implementing the wbhsed

purchases fnm anywhere with an intern¢ system may require a significant upfrg
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connection.

investment.

Customers can browse products, check pri
and make purchases at their conveniel

leading to higher customer satistian.

Like any digital platform, the -eommerce
system may encounter technical glitch

leading to disruptions in service.

The online platform enables Haziz Furnity
to reach customers beyond its physi
location, potentially expanding itsustomer

base.

Online transactions may raise secu

concerns among customers regarding
and financ

safety of their personal

information.

The system allows for better managemen
inventory, reducing instances of overselli

or stockouts.

Employes and customers may require tif
to adapt to the new online platform, caus

temporary disruptions in operations.

With the ability to showcase products onlir
Haziz Furniture can attract more custom

and boost sales.

The system's functionality reliégavily on a
stable internet connection, which may 1

always be available or reliable.

Haziz Furniture's online presence offers customers the flexibility to shop from anywhere,

but its implementation demands substantial upfront investment and mayn&rctechnical

glitches, while also potentially raising security concerns among customers.

Refer to Figure 2.1 for the Overview of Haziz Furniture
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Haziz Mebel Palur

Figure 2.1 Haziz Furniture Overview

Evaluation Score

Table 2.2 Haziz Furniture Score

STANDARD VERDICT
Market Reach 3/5
Convenience for Customers 4/5
Availability 5/5
Targeted Marketing 3/5
Flexibility in Sales Strategies 4/5
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Access to Customer Data 4/5

Integration with Analytics Tools 3/5

Final Score 4.42/5

Haziz Furniture demonstrates a commendable performance across various evaluation
criteria. With a market reach score of 3 out of 5, it maintains a decent presence but could
potentially expand further. However, its strength lies in convenience for customers and
availability, scoring 4 and 5 respectively, indicating a strong foundation in meeting consumer
needs promptly. The brand also excels in flexibility in sales strategies and access to customer
data, scoring 4 each, showcasing adaptability and a robust @amdignst of its clientele.
Although targeted marketing and integration with analytics tools scored slightly lower at 3 each,
there's still room for improvement in refining strategies and leveraging data insights more
effectively. Overall, Haziz Furniture eiits a solid performance, with opportunities for

growth and optimization in certain areas.

Web-Based Local Product Sales Information System

The "WebBased Local Product Sales Information System in Bajo Village, Tilamuta
District, Boalemo Regency" devged by Thaib, Saleh, and Iding (2023) addresses the need
for modernizing sales practices in Bajo Village, an area predominantly inhabited by the Bajo
tribe, who rely on fishing for their livelihood. Traditionally, sales of local products were

conducted though direct visits to homes. However, recognizing the potential of marine
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resources such as sea shells and seaweed, the community began exploring creative avenues for
product utilization. The webased sales system designed using the waterfall methodaaims
streamline sales processes, enhance data management, and improve marketing strategies for
local products. By leveraging technology, the system enables efficient processing of sales data,

expands market reach, and promotes local products effectiveljp(Beeh, Iding, 2023).

Table 2.3 Pro and Cons of W@&ased Local Product Sales Information System

Pros (Thaib et al., 2023) Cons (Thaib et al., 2023)
Improved Sales Efficiency Initial Setup and Implementation Costs
Data Management and Analysis SecurityConcerns
Promotion and Marketing Digital Divide
Scalability and Adaptability Resistance to Change

The webbased local product sales information system offers improved sales efficiency,
enhanced data management and analysis, promatemketing opportunities, scalability, and
adaptability, but it entails initial setup and implementation costs, security concerns, potential

digital divide issues, and resistance to change (Thaib et al., 2023).

Refer to Figure 2.2 for the Overview of W8ased Local Product Sales Information

System
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Figure 2.20verview of WelBased Local Project Sales Information System

Evaluation Score

Table 2.4 WelBased Local Product Sales Information System

STANDARD VERDICT
Market Reach 4/5
Convenience for Ctigmers 3/5
Avalilability 1/5

Targeted Marketing 2.4/5

Flexibility in Sales Strategies 4/5
Access to Customer Data 5/5
Integration with Analytics Tools 5/5
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Final Score: 4.49/5

The WebBased Local Product Sales Information Systacohieves an impressive
overall evaluation score of 4.49 out of 5, reflecting its robust performance across various
standards. Notably, it excels in market reach, flexibility in sales strategies, access to customer
data, and integration with analytics tqadsoring 4 or higher in each category. With a strong
emphasis on leveraging data insights and adapting sales strategies, the system demonstrates a
keen understanding of customer needs and market dynamics. However, areas for improvement
include enhancinganvenience for customers and availability, which scored slightly lower at 3
and 1 respectively. Despite these minor drawbacks, the system showcases considerable

strengths and holds significant potential for optimizing its performance further.

Greenvest

"Greenvest" is a comprehensive wedsed sales information system designed to enhance
sales and distribution operations. Developed to align with evolving technological trends, it
enables users to efficiently manage various aspects of the sadesg from order placement
to delivery tracking. The system integrates tfsendly interfaces and robust functionalities
tailored for both administrators and users, facilitating tasks such as data maintenance,
transaction processing, and report genenatBy harnessing tools like PHP, MySQL, and
Apache web servers, Greenvest ensures seamless interaction and data management. Its design
reflects contemporary principles of user interface design and system architecture, as highlighted
by Wijaya et al. (202) in their discussion on optimizing digital platforms for business

promotion during the COVIEL9 pandemic.

Table 2.5 Pros and Cons of Greenvest
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Pros Cons

Enhances sales efficiency Initial setup may require technical experti
Facilitates ordeplacement Maintenance and updates may be time
consuming

Streamlines distribution operations Potential for system downtime or technic

issues

Provides comprehensive reporting tools Dependency on internet connectivity

Userfriendly interfaces Security cmcerns may arise

Greenvest offers enhanced sales efficiency, order placement facilitation, streamlined
distribution operations, comprehensive reporting tools, andfueedly interfaces, yet it
requires initial technical expertise for setup, mentail timeconsuming maintenance and
updates, faces potential system downtime or technical issues, depends on internet connectivity,

and raises security concerns.

Refer to Figure 2.5 for the Overview of Greenvest

Form Login

Figure 2.5 Greenvest Overview

Evaluation Score
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Table 26 Greenvest

STANDARD VERDICT

Market Reach 2.5/5

Convenience for Customers 4.3/5
Availability 4/5
Targeted Marketing 5/5
Flexibility in Sales Strategies 5/5
Access to Customer Data 5/5

Integration with Analytics Tools 4.5/5

Final Score: 4.32

Greenvest earns a commendable final score of 4.32 out of 5, reflecting its strong
performance across various evaluation criteria. The company excels in convenience for
customers, availability, targeted marketing, flexibility inesastrategies, access to customer
data, and integration with analytics tools, with scores ranging from 4 to 5. Notably, its targeted
marketing efforts, flexibility in sales strategies, and access to customer data are particularly
noteworthy, demonstrating deep understanding of its customer base and market dynamics.
While its market reach score of 2.5 suggests room for improvement in expanding its reach,

Greenvest's overall performance underscores its effectiveness in delivering ciestotrer
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solutionsand leveraging datdriven insights for strategic decisiomaking.

Fitorajo Bee Farm ecommerce system.

Indriani et al. (2022) addressed the resilience of haeding businesses during the
ongoing COVID19 pandemic, emphasizing the potential of honeysiable source of income
due to its medicinal properties and immibeosting capabilities. Fitorajo Bee Farm, identified
as a Micro, Small, and Medium Enterprises (UMKM) engaged in bee cultivation in North
Sumatra, Indonesia, was examined as a case .sitgy farm's conventional marketing
strategies, relying on word of mouth, Facebook, and WhatsApp, were deemed insufficient for
reaching a broader market, prompting the researchers to propose the adopttomaierce
technology. Through the implementatioh web-based ecommerce using the Codeigniter
framework and MySQL Database Management System (DBMS), the study aimed to enhance

Fitorajo Bee Farm's marketing reach.

Table 27 Pros and Cons of Fitoraio Bee FarrRCBmmerce System

Pros Cons
ExpandMarket Reach Initial Setup Costs
Increase Convenience for Customers Technical Challenges
23/4 Availability Security Risks
Targeted Marketing Opportunities Competition with Established-Eommerce
Platforms
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Flexibility in Sales Strategies

Need for Ogoing Maintenance and Updat

Access to Customer Data

Potential Resistance from Traditional

Customer

Integration with Analytics Tools

Shipping and Logistic Complexities

The Fitoraio Bee Farm's@mmerce system offers the advantagesxgfanded market

reach, increased convenience for customers, 24/7 availability, targeted marketing opportunities,

flexibility in sales strategies, access to customer data, and integration with analytics tools, while

facing challenges such as initial setusts, technical challenges, security risks, competition

with established -eommerce platforms, the need for ongoing maintenance and updates,

potential resistance from traditional customers, and shipping and logistic complexities.

Refer to Figure 2.6 for thOverview of Fitoraio Bee Farm&mmerce System

Wt Coyowiiouts  Tocting (e Tt

Fig. 5 Home Page
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Figure 2.6 Fitoria Bee Farm ££ommerce System
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Evaluation Score

Table 28 Fitoria Bee Farm E2.ommerce System Evaluation Score

STANDARD VERDICT
Market Reach 5/5
Convenience for Customers 4.5/5
Availability 3.5/5
Targeted Marketing 2/5
Flexibility in Sales Strategies 3/5
Access to Customer Data 2/5
Integration with Analytics Tools 5/5

Final Score: 7.57/10

The Fitoria Bee Farm-Eommerce System demonstrates a strong performance in terms of
market reach and convenience for customers, with impressive scores of 5 out of 5 and 4.5 out
of 5, respectively. However, while it boasts robust integration with anatgiads and a solid
market presence, its performance in areas such as availability, targeted marketing, and access
to customer data suggests room for improvement. With scores of 3.5, 2, and 2 out of 5,
respectively, there's an opportunity to enhance theersys effectiveness in these aspects,
potentially by refining marketing strategies and optimizing data management processes.
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Nevertheless, the system's strengths in market reach and integration with analytics tools

position it well for continued growth arsdiccess in the competitivecemmerce landscape.

E-commerce Application as a Wekbased Sales Medium at Mau Pempek Store

The study presents an exploration of developing-emnemerce application tailored for the
sales of Pempek, a popular Palembang deljgaarticularly focusing on Mau Pempek store.
Sumbono, Erlansyah, and Rasmila from the Faculty of Computer Science at Universitas Bina
Darma, Palembang, Indonesia, address the growing demand for Pempek both locally and
beyond Palembang's borders. The abser an efficient medium for customers outside the city
to conduct transactions prompts the need for alvesded solution. Employing the Rational
Unified Process (RUP) methodology, the researchers utilize PHP and MySQL for system
development. By creatintyis ecommerce platform, the study aims to bridge the gap between
the company and its customers, enhancing sales promotion and facilitating transactions for

customers beyond Palembang's vicinity (Sumbono, Erlansyah, & Rasmila, 2020).

Table 29 Pros and Cons of-Eommerce Application as a Wdtased Sales Medium at Mau

Pempek Store
Pros Cons
Expanded market reach Initial setup costs
Increased convenience for customers Technical challenges
24/7 availability Security risks
Targeted markatig opportunities Competition with established platforms
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Flexibility in sales strategies

Need for ongoing maintenance and upda|

Access to customer data

Potential resistance from traditional

customerS

Integration with analytics tools

Shipping and logistic complexities

The ecommerce application implemented as aivabed sales medium at Mau Pempek

store offers expanded market reach, increased convenience for customers, 24/7 availability,

targeted marketing opportunities, flexibilily sales strategies, access to customer data, and

integration with analytics tools, yet it entails initial setup costs, technical challenges, security

risks, competition with established platforms, the need for ongoing maintenance and updates,

potential reistance from traditional customers, and shipping and logistic complexities.

Refer to Figure 2.8 for the overview ofddmmerce Application as a Wdased Sales

Medium at Mau Pempek Store
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Figure 2.8 ECommerce Application as a W8ased Sales Madin at Mau Pempek Store

Overview

38



Table 210 E-commerce Application as a Wdased Sales Medium at Mau Pempek Store

Evaluation Score

STANDARD VERDICT
Market Reach 5/5
Convenience for Customers 5/5
Availability 2,5/5
Targeted Marketing 4/5
Flexibility in Sales Strategies 5/5
Access to Customer Data 4/5
Integration with Analytics Tools 4.5/5

Final Score: 4.28/5

The Ecommerce Application serving as a WiBhsed Sales Medium at Mau Pempek Store
achieves an impressive final score of 4d28 of 5, reflecting its strong performance across
multiple evaluation criteria. Notably, the application excels in market reach and convenience
for customers, earning perfect scores of 5 out of 5 in both categories. Additionally, its flexibility
in salesstrategies and integration with analytics tools are noteworthy, scoring 5 and 4.5

respectively. While the application demonstrates effectiveness in targeted marketing and access
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to customer data with scores of 4 each, its availability score of 2.5 ssigo#sntial areas for
improvement in ensuring consistent accessibility for customers. Overall, the application
showcases significant strengths, positioning Mau Pempek Store favorably as it leverages e
commerce as a sales medium while also indicating &medisrther enhancement to optimize

its performance.

Ayam Gepuk Pak Gembus WekBased Ordering Application

The study presents the design and development of the "Ayam Gepuk Pak Gembus Web
Based Ordering Application" using the Codelgniter framewdcognizing the challenges in
food ordering due to limited availability and accessibility, the application aims to streamline
the ordering process and enhance business operations for Ayam Gepuk Pak Gembus Dasana
Indah Branch. Through the implementation ecommerce principles, customers can
conveniently browse food options, place orders remotely, and ensure secure transactions. The
application addresses various challenges faced by the business, including space constraints for
dining, manual data storageydathe owner's ambition to expand operations. By leveraging the
MVC architecture of Codelgniter, the application facilitates organized coding practices, easy
scalability, and enhanced readability for future development. The system offers features such
as ealtime stock updates, transaction monitoring, and revenue tracking, empowering the
owner to make informed business decisions. The study underscores the significance of
technological solutions in overcoming traditional business constraints and emptizsizds
of frameworks like Codelgniter in facilitating efficient web application development (Kurnia

& Refin, 2020).

Table 2.1 Pros and Cons Ayam Gambus We#ased Ordering Application
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Pros Cons
Enhanced Convenience Technical Dependencies
Improved Accssibility Learning Curve
Streamlined Operations Security Concerns
RealTime Updates Maintenance Overhead
Business Insight Customer Support

The Ayam Gambus webased ordering application offers enhanced convenience,
improvedaccessibility, streamlined operations, réale updates, and business insights, but it

also entails technical dependencies, a learning curve, security concerns, maintenance overhead,

and potential customer support challenges.

Refer to Figure 2.10 Ayam Gdms WebBased Ordering Application
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Figure 2.10 Ayam WeBased Ordering Application

Evaluation Score

Table 2.2 Ayam Gambus WelBased Ordering Application Evaluation Score
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STANDARD VERDICT

Market Reach 2/5
Convenience for Customers 1.5/5

Availability 5/5

Targeted Marketing 3/5
Flexibility in Sales Strategies 3.4/5

Access to Customer Data 4/5

Integration with Analytics Tools 5/5

Final Score: 4.41/5

The Ayam Gambus WeBased Ordering Application secures a commendable uae
of 4.41 out of 5, indicating a solid performance across various evaluation criteria. Notably, the
application excels in availability and integration with analytics tools, receiving perfect scores
of 5 out of 5 in both aspects. Its flexibility in sakrategies also demonstrates strength, scoring
3.4 out of 5. While market reach and convenience for customers receive lower scores of 2 and
1.5 respectively, the application compensates with strong scores in targeted marketing and
access to customer datt 3 and 4 respectively. Overall, Ayam Gambus showcases robust
technological capabilities and strategic alignment, positioning it effectively in the competitive

landscape of webased ordering applications.
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Glam Shopping

The research ofkinrotimi and Mabayoje (2019) underscores the critical importance of
understanding customer needs in the realm-obremerce. It emphasizes the necessity of
studying customer behavior and preferences, particularly their patterns when selecting products
on e-commerce platforms. The authors advocate for the utilization of data mining techniques
to analyze and extract valuable insights from customer interactions, aiming to enhance sales,
marketing strategies, and product advertisement. By proposing a caléeptework tailored
for phone products, the paper seeks to provide a versatile system that assists wholesalers and
retailers in better understanding customer preferences and improving their ceeralinerce
strategies. The research underscores theiggosignificance of leveraging customer data and

insights to optimize online retail experiences and drive business success in the digital age.

Table 2.B Pros and Cons of Glam Shopping

Pros Cons
Enhanced Customer Insight Potential Privacy Concerns
Pesonalized Recommendations Data Security Risks
Improved User Experience Dependency on Data Quality
Increased Sales Potential Implementation Complexity
Enhanced Marketing Strategies System Maintenance Demands
Utilizes Valuable Customer Data Potential Bias in Recommendation
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Glam Shopping presents enhanced customer insight, offering personalized
recommendations and an improved user experience; however, potential privacy concerns, data
security risks, and dependency on data quality are nateywoons. Moreover, while it has the
potential for increased sales and enhanced marketing strategies by utilizing valuable customer
data, there are challenges such as implementation complexity, system maintenance demands,

and the possibility of bias in remmendations.

Refer to Figure 2.12 of Glam Shopping
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Figure 2.12 Glam Shopping

Table 2.8 Glam Shopping Evaluation Score

STANDARD VERDICT

Market Reach 5/5
Convenience for Customers 2/5

Availability 3.5/5

44



Targeted Marketing 4.4/5
Flexibility in Sales Strategies 5/5
Access to Customer Data 5/5

Integration with Analytics Tools 3.4/5
Overall Evaluation Score 5/5

Final Score: 4.77/5

Table 2.13's evaluation score, which confirms its exceptional performance in various
key areas. With a final score of 4.77 out of 5, Glam Shopping attains an impressive overall
evaluation, reinforcing its position as a leading entity in the retail landscape. Noteworthy
strengths include its impeccable market reach, flexibility in sales s#ateand access to
customer data, each scoring a perfect 5 out of 5. Additionally, targeted marketing receives a
commendable 4.4 out of 5, underlining the brand's adeptness in reaching its intended audience
effectively. Although convenience for customersl antegration with analytics tools garner
slightly lower scores, at 2 and 3.4 respectively, Glam Shopping's exceptional performance

across other metrics solidifies its standing as a paragon of excellence in the retail sector.

The Development of Website oiManagement Information System for E

Commerce and Services

Hidayat, Dewantara, and Saifullah (Year) present a comprehensive study on the

development of a management information system-fmmnemerce and services, focusing on
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enhancing the sales process aptimizing service delivery. In response to the growing trend
towards electronic commerce, they advocate for a digital platform that integrates all manual
activities, such as document collection, transaction recording, and reporting, into an efficient e
commerce system. Employing the waterfall method, they designed a website using PHP
programming language and MySQL database, incorporating -eeldtijonship diagrams
(ERD) and data flow diagrams (DFD) for the design model. Through Blackbox and Whitebox
testing, the resulting website andcemmerce services demonstrated user acceptance and
organizational effectiveness, offering enhanced service delivery and streamtiogtnerce
functionalities. This research contributes to the advancementofmeerce @tforms and
underscores the significance of integrating management information systems for improved

business operations (Hidayat et al., 2020).

Table 2.5 Pros and Cons Development Website on Management Information System for E

Commerce and Services

Pros Cons

Improved efficiency in sales processes Initial development costs can be high

Enhanced accuracy in transaction recor( Dependency on stable internet connectig

Accessible anytime, anywhere Potential security vulnerabilities
Streamlined inventory amagement Learning curve for users unfamiliar with th
system

Better customer service and support | System maintenance and updates requir
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Comprehensive reporting capabilities

Integration challenges with existing syster

The development ofwaebsite for the Management Information System-coEimerce and

Services offers improved efficiency in sales processes, enhanced accuracy in transaction
records, accessibility anytime and anywhere, streamlined inventory management, better
customer servicand support, and comprehensive reporting capabilities; however, it comes

with the cons of high initial development costs, dependency on a stable internet connection,

potential security vulnerabilities, a learning curve for users unfamiliar with the sytstem,

necessity for system maintenance and updates, and potential integration challenges with

existing systems.

Refer to Figure 2.13 Development Website on Management Information System for E

Commerce and Services
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Figure 2.13 Development Website oarlddgement Information System feC&mmerce and

Services

Evaluation Score:

Table 2.5 Development Website on Management Information System-fdofmerce and

Services Evaluation Score
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STANDARD VERDICT
Market Reach 4/5
Convenience fo€Customers 5/5

Availability 3.5/5

Targeted Marketing 5/5
Flexibility in Sales Strategies 5/5
Access to Customer Data 5/5
Integration with Analytics Tools 2/5

Final Score 4.35

The Evaluation Score for the Development Website on Management Information System
for E-=Commerce and Services underscores its strong performance in delivering effective
solutions for online operations. With a final score of 4.35 out of 5, the system destems
commendable strengths across various metrics. Particularly noteworthy are its perfect scores in
convenience for customers, targeted marketing, flexibility in sales strategies, and access to
customer data, highlighting its ability to cater to consuneeds while leveraging data insights
for strategic decisiomaking. While market reach and availability score well at 4 and 3.5
respectively, the system shows room for improvement in integrating with analytics tools,
scoring 2 out of 5. Nevertheless, theerall performance indicates a robust foundation for

managing e&eommerce and service operations efficiently, positioning the system as a valuable
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asset in the digital landscape.

Technological Acquisition Paths for the Proposed Solution

Mapping Out Technological Routes for Solution Acquisition

This process encompasses identifying key technologies, evaluating their suitability for
the intended solution, and devising a roadmap for their acquisition and integration. It entails
thorough research into availabkechnologies, considering factors such as compatibility,
scalability, coseffectiveness, and alignment with organizational goals. By mapping out these
routes, organizations can navigate the complex landscape of technological options more
effectively, esuring that their chosen solutions meet the desired objectives and deliver optimal
outcomes. Additionally, this approach facilitates proactive decisiaking, risk mitigation,
and resource optimization throughout the technology acquisition processielifisrehancing

the organization's ability to leverage technology for competitive advantage and innovation.

Emerenciano et al. (2022) delve into the intensification of Penaeid shrimp culture,
offering a comprehensive review of advancements in productiolensygs nutrition, and
breeding methods. Their study, published in Animals, underscores the significance of these
advancements in bolstering shrimp culture practices. By examining the latest developments in
production systems and breeding techniques, thmesitontribute valuable insights that could
potentially revolutionize the shrimp farming industry. Their work emphasizes the importance
of staying abreast of technological innovations to enhance productivity and sustainability in

shrimp culture.

On the oher hand, Rahardja et al. (2021) explore the impact of sustainable intentions in

S-Commerce activities, shedding light on the pivotal role of customer experiences, perceived
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value, and the mediation of relationship quality. Published in Sustainability,résearch
underscores the complex interplay between sustainable practices and customer engagement in
the realm of 8SCommerce. By elucidating the mechanisms through which customer experiences
and perceived value influence sustainable intentions, theraythavide valuable guidance for
businesses seeking to foster sustainable practices in their operations. Their study highlights the
importance of fostering positive relationships with customers and delivering exceptional

experiences to drive sustainabldaeor in SCommerce activities.

Nandankar et al. (2023) present a study focused on developing and validating an e
marketplace service quality model in B2&@mmerce settings, employing a mixeeéthods
approach. Their research contributes to understanti@gntricacies of service quality in

electronic marketplaces, particularly within businEsgovernment €ommerce contexts.

Rosillo-Diaz et al. (2019) conduct a cresdtural analysis investigating perceived
product quality, perceived risk, and puask intention in-eommerce platforms. Their findings
shed light on the factors influencing consumer behavior and purchase decisions across different
cultural contexts, offering valuable insights fec@mmerce platform providers. Meanwhile,
Sharkey (n.d.)explores the influence of quality on the success -ocbramerce systems,
underscoring the critical role that quality plays in driving user satisfaction and system

effectiveness.

Tolstoy et al. (2021) adopt an effectuation perspective to examine the plaealoof
international ecommerce in retail SMESs, offering a nuanced understanding of how small and

mediumsized enterprises navigate the complexities of glofzalnemerce markets.

Lastly, Tzavlopoulos et al. (2019) investigate the impact-obramerce qality on

customers' perceived risk, satisfaction, value, and loyalty, highlighting the importance of
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delivering highquality experiences to foster customer loyalty and retention. Additionally,
Vinoth et al. (2022) explore the application of cloud computmbanking and €ommerce,
along with related security threats, providing insights into the evolving technological landscape

and its implications for the financial anecemmerce sectors.

Sharkey, Scott, and Acton (2010) explored "The Influence of Qualitt Commerce
Success" in the International Journal eblsiness Research, shedding light on the critical role

quality plays in determining the success @oenmerce ventures.

Brown (2008) contributed to the discourse on bush@g®nsumer &€ommerce
success by testing and validating a revised conceptual model, providing valuable insights into

the factors driving success in this domain.

Tucker (2008) presented ancBmmerce standard user interface, known as-arefil
system, aimed at enhancing usepenence and navigation withina@mmerce platforms, as

discussed in Industrial Management and Data Systems.

Stefani and Xenos (2007) conducted an assessmewgbofi@erce system quality using
a model based on ISO 9126 and Belief Networks, providing wecteted framework for
evaluating and enhancing the quality ef@mmerce systems, detailed in the Software Quality

Journal.

Nabi (2005) addressed concerns regarding the secure business application lagic for e
commerce systems, emphasizing the importaricgecurity in online transactions and data

handling processes, as outlined in Computers & Security.

Esswein, Zumpe, and Sunke (2004) focused on identifying the qualitgahmerce
reference models, offering guidelines and criteria for evaluating tleetie#ness of such

models in ecommerce contexts, as discussed in their publication.
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Rittgen (2002) provided insights into-cemmerce software, discussing features,
functionalities, and considerations involved in selecting and implementogmenerce

software solutions, outlined in IGI| Global eBooks.

Liu and Arnett (2000) explored factors associated with website success in the context

of electronic commerce, offering valuable insights into the determinants of effeetive e

commerce websites and online plauhs, as discussed in Information & Management.

Bichler, Segev, and Zhao (1998) delved into compoehased ec.ommerce, discussing
potential advantages and challenges associated with adopting a corpasezhaipproach in

e-commerce development and implentation, as published in Sigmod Record.

Lastly, Andry, Liliana, Chakir, and Tannady (2023) conducted testing on online
voucher ecommerce using the ISO 9126 model, contributing to the evaluation and
enhancement of-eommerce systems' functionality andrfpemance, as detailed in their

publication.

Additionally, Hidayat, Dewantara, and Saifullah (2020) presented research on the
development of a website for management information systems tailoredotareerce and
services, underscoring the importance é¢@fve technological solutions in modern business

environments, as published in Jurnal Sistem Informasi Dan Komputer.
Strategizing Paths to Acquire Technological Solutions

Ong, Yuan, Herrera Viedma, ebasdd Inkehigemt y
Decision Support System for-Eommerce, offering insights into leveraging operations
research for intelligent decisionaking in ecommerce contexts, as discussed in the Joofnal

Theoretical and Applied Electronic Commerce Research.
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Guan (2021) proposed a Smart&nmerce logistics construction model based on big
data analytics, aiming to enhance logistics operationsonenerce through the integration of

big data analyticgjetailed in the Journal of Intelligent and Fuzzy Systems.

Busalim, Ghabban, and Hussin (2021) conducted an empirical study on customer
engagement behavior on social commerce platforms, providing valuable insights into customer
interactions and behaviorgtiMn social commerce environments, as published in Technology

in Society.

Yang (2021) explored the determinants of
social recommender systems from a -setfulation perspective, shedding light on factors
influencing users' continued engagement with social recommender systems, as outlined in
Technology in Society. Geebren, Jabbar, and Luo (2021) investigated the role of consumer
satisfaction within mobile ecosystems, focusing on mobile banking services and higglighti
the importance of consumer satisfaction in driving engagement within mobile platforms, as
discussed in Computers in Human Behavior. Kowalczuk, Siepmann, and Adler (2021)
conducted a comparative study on cognitive, affective, and behavioral consumesessi
augmented reality inreommerce, providing insights into the impacts of augmented reality on
consumer behavior, as published in the Journal of Business Research. Sumbono, Erlansyah, and
Rasmila (2020) explored the application eE@nmerce as a webased selling medium,
focusing on the context of a traditional food vendor, as detailed in Jurnal Nasional lImu
Komputer. Jeyaraj (2020) critically reviewed the DelLone & McLean models of information
system success, offering insights into the key detemtsof information system success and
potential research directions, as discussed in the International Journal of Information
Management. Lastly, Lee, Lee, Jeong, and Oh (2020) investigated the quality of virtual reality

and its impacts on behavioral int®n, providing valuable insights into the factors shaping
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users' perceptions and behaviors regarding virtual reality applications in hospitality

management, as discussed in the International Journal of Hospitality Management.

Navigating Technological Tyactories for Solution Acquisition

Charting Acquisition Pa Urrianto and Fatmawati (2023) discussed the implementation
of ecommerce at Haziz Furniture Limited Company, focusing on webaged digital
marketing strategies, as presented in the Intemmaitidournal of Social Science Education
Communication and Economics. Yasmeen and Afaq (2023) conducted a critical analysis of e
commerce web application vulnerabilities, aiming to identify and address security weaknesses
in eecommerce platforms, as discadsin the Advances in Human and Social Aspects of
Technology Book Series. Kedah (2023) explored the utilizatiorcohemerce in the world of
business, highlighting its significance and impact on contemporary business operations, as
outlined in the Startupneur Business Digital (SABDA Journal). Thaib, Saleh, and Iding
(2023) developed a wetmsed local product sales information system in Bajo Village, focusing
on enhancing local economic activities through digital platforms, as discussed in the Formosa
Jounal of Sustainable Research. Marifio (2023) presented the Rid&merce platform for
the marble industry in Romblon, emphasizing the role of technology in facilitating industry
specific ecommerce solutions, as detailed in the Romblon State UniversigaR&sJournal.
Wijaya, Umam, Hakim, and Nabila (2022) discussed the development of-hasel sales
information system at Greenvest Source, highlighting its significance in improving business
operations and customer engagement, as presented in theMuitrdhsiplin Madani. Bai and
Li (2022) conducted a comprehensive analysis mapping the evolutiecoofimerce research

through ceword analysis from 2001 to 2020, providing insights into the trends and
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developments in-eommerce research, as publishecElactronic Commerce Research and
Applications. Pohan and Mubarok (2022) implementedramerce and a wetased company

profile on CV. Andromeda Multi Sarana, aiming to enhance the company's online presence and
customer reach, as detailed in Nuansa Infakaafurnal Penelitian Dan Teknologi Informasi.

Dewi (2022) designed a wdiased e&eommerce platform for small and medium enterprises in
Bengabing Village, focusing on empowering local businesses through digital channels, as
presented in an article publesthonline. Mohamad, Hassan, and Elrahman (2022) explored the
impacts of ecommerce on planning and designing commercial activity centers, proposing a
developed approach to address emerging challenges, as discussed in the Ain Shams Engineering
Journal. Lasty , A jJHEMPCB and Ust yi-eommercg customerbéhdvid) ¢ on
research using cohort analysis, focusing on the case study of CTVI&s presented in the

Journal of Open Innovation: Technology, Market, and Complexity.

Designing Routes for Techological Solution Acquisition

In designing routes for technological solution acquisition in the realracohemerce
and related services, it's crucial to draw insights from a diverse array of research articles that
shed light on various aspects of thishin. For instance, Hidayat et al. (2020) provide valuable
insights into the development of websites for management information systems tailored for e
commerce and services, offering foundational knowledge for platform development. Jiang et
al. (2021) dete into sustainable management practices in logistics services for freshfood e
commerce, emphasizing the importance of -eemdly approaches in supply chain
management. Additionally, Masri et al. (2019) investigate the effects of information system
qualty and relationship quality on customers' intention to continue ustogresm services,

highlighting the significance of customer satisfaction and loyalty in sustaircognenerce
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ventures.

Moreover, Mayer et al. (2021) propose innovative strategrasifaroving customer decisions

on webbased eeommerce platforms through guerrilla modding, suggesting unconventional
methods to enhance user experience. Muhammad et al. (2020) introduce a hierarchical model
for evaluating the quality of webased dearnng systems, which can be adapted for assessing
the quality of ecommerce platforms, ensuring robust technological solutions. Nandankar et al.
(2023) present a mixeghethods approach to developing and validating a service quality model
for emarketplaces inbusinesdo-government €ommerce settings, providing actionable

insights for enhancing service delivery.

Furthermore, Rosilkdiaz et al. (2019) conduct a cresdtural analysis of perceived
product quality, perceived risk, and purchase intention-conemerce platforms, offering
valuable insights into consumer behavior. Sharkey (n.d.) investigates the influence of system
quality on the success oftemmerce systems, shedding light on critical factors contributing to
system effectiveness. Tolstoy et §2021) explore the development of international e
commerce in retail small and meditsized enterprises from an effectuation perspective,

elucidating entrepreneurial strategies for global expansion.

Additionally, Tzavlopoulos et al. (2019) examine the iotpE ecommerce quality on
customers' perceived risk, satisfaction, value, and loyalty, providing insights into factors
influencing customer perceptions. These studies collectively contribute to a comprehensive
understanding of technological solution aisgiion in ecommerce and related services,
offering actionable insights for businesses aiming to optimize their operations in the digital

marketplace.
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Planning Technological Paths for Proposed Solution Acquisitionx

In the everevolving landscape of-eomnerce, planning technological paths for
proposed solution acquisition is essential for businesses striving to stay competitive and meet
the evolving needs of consumers. A plethora of research articles offer valuable insights into
various aspects of-eommece technology, providing guidance for organizations aiming to

optimize their operations and enhance customer experiences.

One avenue of technological solution acquisition Htommerce involves the
development of chatbot systems tailored for specific atsitd-or instance, Oguntosin and
Olomo (2021) discuss the development of esommerce chatbot designed for a university
shopping mall, showcasing how -Ariven conversational agents can streamline the shopping
experience for customers. Implementing cheglwan not only improve customer engagement

but also enhance operational efficiency by automating routine inquiries and transactions.

Furthermore, Wang, Dang, and Nguyen (2021) propose a fuzzy optimization approach
for outsourcing reverse logistics ircemmerce, highlighting the importance of efficient
logistics management in ensuring timely and -@fdctive product returns and exchanges. By
leveraging advanced optimization techniqguespmmerce retailers can streamline their reverse

logistics processesninimize operational costs, and enhance customer satisfaction.

In addition to logistics optimization, decision support systems play a crucial role in
enabling intelligent decisiemaking in ecommerce operations. Zong et al. (2021) introduce
an ORbased intelligent decision support system forcemmerce, demonstrating how
operational research methodologies can be leveraged to optimize various aspects of e
commerce operations, such as inventory management, pricing strategies, and resource

allocation.
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Moreover, the integration of big data analytics inte@nmerce logistics construction
models offers significant opportunities for enhancing operational efficiency and customer
service. Guan (2021) proposes a smarbmmerce logistics construction model basadig
data analytics, emphasizing the role of et@en insights in optimizing supply chain

processes, predicting customer demand, and improving delivery accuracy.

Customer engagement is another critical aspectcoiamerce success, particularly in
the context of social commerce platforms. Busalim, Ghabban, and Hussin (2021) conduct an
empirical study on customer engagement behavior on social commerce platforms, shedding
light on the factors influencing user participation, interaction, and purchaseidreha
Understanding these dynamics is essential for designing effective marketing strategies and

fostering longterm customer relationships.

Furthermore, the effectiveness of social recommender systems in influencing
consumers' continuance intention to eseommerce platforms is explored by Yang (2021),
who adopts a sellegulation perspective to examine the determinants of users' behavioral
intentions. By incorporating personalized recommendation algorithms based on user
preferences and behaviorcemmece platforms can enhance user satisfaction and loyalty,

driving repeat purchases and revenue growth.

Additionally, the role of mobile applications incemmerce retailing is examined by Lu
et al. (2020), who propose a framework for measuring the ease of nsobile applications
from the perspective of consumer online shopping behavior patterns. As mobile commerce
continues to gain prominence, optimizing the user experience across various devices and
platforms is crucial for attracting and retaining custesnin the competitive-eommerce

landscape.
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Moreover , the integration of augmented reality (AR) technology itonemerce platforms
offers novel opportunities for immersive shopping experiences. Kowalczuk, Siepmann, and
Adler (2021) conduct a comparatiwstudy on cognitive, affective, and behavioral consumer
responses to AR in-eommerce, highlighting the potential of AR technology to enhance

product visualization, customization, and decismwaking processes.

Off Shelf purchase

Off-the-shelf purchaseplay a crucial role in the development and optimization-of e
commerce systems, offering valuable insights into the factors influencing customer satisfaction,
service quality, and system success. Gajewska et al. (2019) explore the impact of customer
satisfation levels on the quality of-eommerce services, emphasizing the importance of
meeting customer expectations to ensure a positive user experience. Additionally, Khan et al.
(2019) assess -service quality, esatisfaction, and -wyalty, highlighting the
interconnectedness of service quality, customer satisfaction, anetelongloyalty in e
commerce environments. Understanding these dynamics is essential for businesses seeking to

build customeicentric ecommerce platforms that foster trust and repesiness.

Moreover, recommendation systems powered by deep learning methods are
increasingly utilized to enhance personalization and user engagemenomeme r ce. Daod u
Salim (2019) provide a systematic review of recommendation systems based teadgag
techniques, offering insights into the latest advancements and future directions in this field. By
leveraging sophisticated algorithms and user datepneamerce platforms can deliver
personalized product recommendations tailored to individuaémetes, thereby improving
conversion rates and customer satisfaction.
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In the realm of software architecture education, Wei et al. (2019) advocate for teaching
distributed software architecture through the development of inddstviell ecommerce
applicdions. By adopting handsn learning approaches, educators can equip students with
practical skills and theoretical knowledge to design scalable, robust, and secunenerce
systems. This approach not only enhances students’ understanding of complexesoft

architectures but also prepares them for-veald challenges in thee@ommerce industry.

Furthermore, sustainability considerations are increasingly important in thailast
delivery of rural ecommerce logistics. Jiang et al. (2019) employ midtimethodologies,
including FAHP, ISM, and MICMAC approaches, to study the sustainability influencing
factors of lasimile delivery in rural areas. By identifying key factors such as environmental
impact, resource efficiency, and social responsibilitgpmmerce companies can develop

strategies to minimize their carbon footprint and promote sustainable logistics practices.

Additionally, the development of wdimsed product recommender systems using
knowledgebased algorithms offers opportunities to enhatiee shopping experience and
increase customer satisfaction. O (2019) presents abasdd product -eommerce
recommender system based on knowledge-based algorithms, demonstrating how- Al
driven recommendation engines can help users discover relergghicfs based on their
preferences and browsing history. Integrating such systemsaoimmerce platforms can lead

to higher engagement, increased sales, and improved customer loyalty.

Moreover, social commerce has gained traction among SMEs in Thaitaredh by the
success of-eommerce platforms tailored for social interactions and peer recommendations.
Vongsraluang and Bhatiasevi (2016) investigate the determinants of social commerce system

success for SMEs in Thailand, shedding light on factors saghplatform usability,
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trustworthiness, and social influence. Understanding these determinants is crucial for SMEs

looking to leverage social commerce channels to expand their customer base and drive sales.

Synthesis of the Review of Related Literature

The synthesis of the review of related literature arommerce reveals a multifaceted
landscape encompassing various aspects of technology, customer behavior, business strategies,
and sustainability considerations. At its coregoenmerce is driven by theeed to satisfy
customer demands, optimize operational efficiency, and adapt to evolving market trends. The
literature underscores the interconnectedness of these factors and provides valuable insights for

businesses aiming to navigate the complexitigh@fligital marketplace effectively.

One prominent theme that emerges from the review is the importance of customer
satisfaction and service quality incemmerce. Gajewska et al. (2019) emphasize the critical
role of customer satisfaction levels in shepihe quality of éommerce services, highlighting
the need for businesses to prioritize user experience to fostetelandoyalty and positive
brand perception. Similarly, Khan et al. (2019) underscore the significaneseofiee quality,
e-satisfacion, and eoyalty in driving customer engagement and retention, emphasizing the

need for continuous improvement in service delivery to meet evolving customer expectations.

Furthermore, the integration of advanced technologies such as deep learnitignasganid
recommendation systems holds immense potential for enhancing personalization and user
engagementin-e ommer ce pl atf or ms. Dab6bu and Salim (z
advancements in recommendation systems based on deep learning t;himigflighting

their effectiveness in delivering personalized product recommendations tailored to individual
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preferences. This not only improves the overall shopping experience but also boosts conversion

rates and customer satisfaction, ultimately dgvousiness growth.

Additionally, sustainability considerations are gaining traction in tbenemerce industry,
particularly concerning lashile delivery logistics and environmental impact. Jiang et al.
(2019) shed light on the sustainability influenchagtors of lasimile delivery in rural areas,
emphasizing the importance of minimizing the carbon footprint and promoting resource
efficiency in logistics operations. By adopting daendly practices and embracing sustainable
supply chain management s&gies, ecommerce companies can mitigate environmental risks

and contribute to longerm sustainability goals.

Moreover, the development of wélased product recommender systems using knowdedge
based algorithms presents opportunities for enhancing cusemgagement and driving sales.
O (2019) demonstrates how -8tiven recommendation engines can help users discover
relevant products based on their preferences, browsing history, and social interactions, thereby
increasing user engagement and facilitatieyggeat purchases. Integrating such systems into e
commerce platforms enhances the overall shopping experience and fosters customer loyalty,

ultimately driving revenue growth and market competitiveness.

Furthermore, social commerce has emerged as a pngrasenue for SMEs looking to
leverage social interactions and peer recommendations to expand their customer base and drive
sales. Vongsraluang and Bhatiasevi (2016) identify key determinants of social commerce
system success for SMEs, including platforsahility, trustworthiness, and social influence.

By understanding these factors and leveraging social commerce channels effectively, SMEs
can capitalize on the power of social networks to enhance brand visibility and customer

engagement, ultimately drividgusiness growth and market success.
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. METHODOLOGY

A. Method of Research

The project employed integrates both Qualitative and Quantitative methods. The
Qualitative method will utilize the insight of the experience, perception and perspective that
involved the transitiofirom manual to digital process within the computer stepecifically
the adoption of RGSI lux on the other hand the gquantitative method includes the surveys and
data analysis employed to collect and analyze the numerical data pertain to the key
performance, indicator, project metrics and outcome of the measateThis approach will
allow for a holistic understand and opportunities associated with the implementation of the

RGSI Lux enables the synthesis of qualitative and quantitative data.

B. Participant

There are 30 participant survey which makes the 50 peoféine business employees, all
working within the Department. The participant involve 5 project manager, 10 system analyst,

10 programmers, and 5 Quality Assurance Staff.

C. Data Gathering

The data gathering study involves two way approach that aimegtiredoth qualitative
and quantitative insight that is relevant to the adoption and implementation of the RGSI Lux
within the computer stores. The qualitative data obtained throughsseroiured interviews
additionally the studies conduct to providediepth analysis of the rewalorld implementations

of the RGSI Lux which highlight the best practices, lesson learned, and the contextual factors

63



influence the success of the project. On the other quantitative preuegsyswill be
administered to 30 respdents of computer store personnel to collect data on the satisfaction
level, usage pattens and the perceived impact of the RGSI Lux. This integration approach to
data will ensure a comprehensive design and understand the complexities surround the adoption
of the RGSI Lux and facilitate the evideAgoased decision making involved in similar

initiatives.

D. Treatment of Data

The treatment of data involves a process of analysis and interpretation that involves the
derive meaningful insight and conclusiore tquantitative data collected form survey and
project documentation undergoes the statistical analysis to identify the trends, correlations and
patterns relevant to the research objectives. The Descriptive statistics are used to summarize
the key metrics pecifically in budget expenditures, timeline adherence and user satisfaction
scores that provide an overview dataset. Inferential statistics include the regression analysis are
employed to assess the relationship of the variables and draw inferencethalpmgulation
based on the sample data moreover the qualitative data from the interviews are subjected to
thematic analysis to identify the themes, categories and narratives that provide findings to the
perspective, challenges and experience related goattoption of the RGSI lux through
systematic coding process, qualitative data which is organized and synthesized to cover insight

and generate rich description of the phenomena under the investigation.

E . Design Strategy

The design strategy for this proponent incorporate the Agile Model which emphasize

the flexibility, collaboration and the development throughout the process following the
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methodology is the study adopts the approach of the data collection, analysiedtation
allowing the proponent for the continuous refinement and adaptation based on the insights.
Through the Agile model the study the study aims to achieve the greater agility, efficiency and
effectiveness in addressing the complexities of the RIGSI in the adoption within the

computer stores.

Agile Model

The Agile Model merged the framework in the software development emphasize the
collaboration and adaptability in the progress over the processes and stages however unlike
traditional software deelopment life cycle model this agile mode follow linear sequence which
divides the project into multiple short cycles typically that will last two to four weeks known
as the sprint. The sprint allows the proponent to focus on delivering small increpuesitiah
of the workload rather than attempting to plan the entire project upfront by breaking the project

into manageable (ByDrec, 2020).

One of the principles of the Agile model emphasis the continuous progress assessment
and adaptation hence after cdetn of each sprint the proponent conducts a thorough review
to evaluate the progress made and identify the areas of an improvement hence this review serves
as an opportunity to reflect and learn enable the proponent to adjust the approach and strategies

for the future sprint (InkDiVo, 2019).
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Refer to Figure 3.1 for the illustration of the Agile Mode.

Figure 3.1 Agile Model

Agile

Methodology

Agile Model Phase

1. Requirement Analysis
The proponent gathered requirements for the RGSI lux to evaluate the needs and problems
from the transition of manual to digital. The proponent together with the employees and the
management will agreed and discussed the following requirement the ndeslsgdrovement

that ensure the final product meets the functional anefunaetional requirements of the end

user while aligning the broader goals of the organization.
2. System Design

The proponent then translate the conceptual design into a softwtes syshis process

66



involves defining the structure, components, modules, interfaces and data architecture of the
system consider the factors in the following based on the scalability, performance, security and

maintainability.
3. Development

During this phase the proponent write code according to the specification outlined in the
design document following the codes standards and best practices which typically involves task
such as coding, unit testing, integration testing and debugging teehatithe software meets

the functional requirement and performs based on the system design of the software.
4. Module Testing

After the development, each module is tested in the isolation to ensure that the system
operates properly within the definedumalaries and interfaces this involved the execution of
text case design to cover various scenarios and inputs including the normal operation, boundary
condition and even error handling by identifying and addressing the issues at the module level

hence thgroponent can improve the quality and reliability of the software.
5. Deployment

The proponent then proceedrdeasehe production environment for the ender to
access and even utilize hence this involve the careful planning, coordination and execution

ensure the smooth transition for the development of the environment to the live environment.
6. Feedback

Lastly, The proponent let the employees test the product performance and added the module
to the environment hence collected the insight and feedbsskon from the employees of

RGSI Lux assigned to the test module.
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Advantages of the Agile Model

1 Flexibility

Agile methodologies allow for flexibility in project requirements and scope, enabling teams
to adapt to changing priorities and customer needs throughout the development process. This
flexibility ensures that the final product remains relevant and meettvimgy market

demands(InterviewBit, 2022).

1 Incremental Delivery

Agile promotes incremental delivery of software features in short iterations, typically
lasting two to four weeks. This approach enables stakeholders to see tangible progress at regular
intervals and provides opportunities for early feedback and course corrétierviewBit,

2022).

1 Continuous Improvement

Agile fosters a culture of continuous improvement by encouraging regular reflection,
evaluation, and adaptation. Teams can idemtiBas for enhancement through retrospectives
and actively work to address issues and refine processes, leading to increased efficiency and

productivity over time(InterviewBit, 2022).

9 Enhanced Collaboration
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Agile methodologies emphasize collaborationoag crosgunctional teams, including
developers, designers, testers, and stakeholders. By fostering open communication and shared
ownership of project goals, Agile encourages collective prolsieiving and ensures that

everyone is aligned towards delieg value to the customg(iinterviewBit, 2022).

M Customer Involvement

Agile places a strong emphasis on customer involvement throughout the development
lifecycle. By involving customers in early planning, frequent reviews, and demonstrations of
working software, Agile ensures that the final product meets customer expectations and delivers

maximum business valu@nterviewBit, 2022).

F. Project Implementation

The following are the project timeline how it was planned, developedmateémented

throughout the research.

Refer to Table 3.1, 3.2, and 3.3 for the project timeline in a general, and scheduled

format.

Table 3.1 Project Timeline
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RGSI Lux Project Timeline

DATE CREATED September 5, 2023
PREPARED FOR Rodstark Global Selutions Innovations
T Months Montth 1 Month 2 Month 3
Weeks w1 w2 W3 w4 w1 w2 w3 w4 w1 w2 w3 W4
1 Discovery and Planning (4 weeks)
2 Gathering Materials such as Hosting, Dev Tools, etc (1 week)
3 Web Design (4 weeks)
1 P ing and Development (12 weeks)
Rank Number Months Month 4 Month 5 Month 6
Weeks wi [ w2z [ wis [ w4 wi [ w2z [ w3 w4 w1 w2 | w3 W4
4 P ing and Development (12 waeks) | | | | |
Rank Number Months Month 6 (cont.) Month 7 Month 8
Weeks w1 w2 W3 W4 W1 w2 W3 W4 W1 W2 W3 W4
5 Alpha Testing (1 week)
6 Code Review Phase 1 (1 week)
7 Beta Testing (1 week)
8 Code Review Phase 2 (1 week)
g End to End Testing (1 week)
10 Deployment (1 week)
1 Client Production (4 weeks)
Status Target Date (. Not Involved
Table 3.2 Project Timeline (iDepth)
RGSI Lux Project Timeline (In-Depth)
DATE CREATED September 5, 2023
PREPARED FOR Rodstark Global Selutions Innevations
Rank Number Months Montth 1 Month 2 Menth 3
Weeks w1 w2 W3 W4 w1 w2 W3 w4 w1 w2 W3 W4
1 Company Interview
1 Data Gathering
1 Company Process Investigation
1 RGSI Lux Draft Planning
2 Development Tools and
3 Designing RGSI Lux Interface
3 Designing RGSI Lux Modules
3 Designing Modules
3 Designing Features
4 Sprint 1: Product, Shipment, Category, and Supplier Masterfiles
4 Sprint 1 Product, Shipment, Category, and Supplier Masterfiles
4 Sprint 1: Product, Shipment, Category, and Supplier Masterfiles
Rank Number Months Month 4 Month 5 Month 6
Weeks w1 w2 W3 w4 w1 w2 W3 w4 w1 w2 W3 W4
4 Sprint 2: Cart, Sales, Status, and Method of Payment
4 Sprint 2: Cart, Sales, Status, and Method of Payment
4 Sprint 2: Cart, Sales, Status, and Method of Payment
4 Sprint 3: Company, Features, and Security Level
4 Sprint 3: User Profile Information and User Masterfile
4 Sprint 3. Nofification and Audit Logs
4 Sprint 4 Reports Generation (Masterfile Reports)
4 Sprint 4. Reports Generation (File Upload, Email Generation, and Audit Reporis)
4 Sprint 4 Reports Generation (Custom and Sales Reports)
Rank Number Months Month 6 (cont.) Month 7 Month 8
Weeks w1 w2 W3 W4 w1 w2 W3 w4 w1 w2 W3 W4
5 Sprint 5 Cust Agent Chat Module (R: and Alpha Testing)
6 Sprint 5 Customer-Agent Chat Module (Hotfix and Alpha Testing)
7 Sprint 5 Cust Agent Chat Module (R: and Beta Testing)
8 Sprint 5 Customer-Agent Chat Module (Hotfix and Beta Testing)
9 Sprint 5 Customer-Agent Chat Module (Final Testing and Regression)
10 Deployment and Training
11 Company's Preduction Period (First Week)
1 Company's Production Period (Second Week)
1 Company's Preduction Period (Third Week)
1 Company's Production Period (Fourth Week)

Status

Target Date (

Not Involved

Table 3.3 Project Implementation Schedule
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RGSI Lux Project Implementation Schedule

DATE CREATED September 5, 2023
PREPARED FOR Rodstark Global Solutions Innovations
Rank Number Milestone Expected Target Date

Company Interview

Month 1 Week 1

Data Gathering

Maonth 1 Week 2

Company Process Investigation

Month 1 Week 3

RGSI Lux Draft Planning

Maonth 1 Week 4

Gathering Development Tools and Necessities

Month 2 Week 1

Designing RGSI Lux Interface

Maonth 2 Week 2

Designing RGSI Lux Modules

Month 2 Week 3

Designing Modules

Month 2 Week 4

Designing Features

Month 3 Week 1

Sprint 1: Product, Shipment, Category, and Supplier Masterfiles

Month 3 Week 2

Sprint 1: Product, Shipment, Category, and Supplier Masterfiles

Month 3 Week 3

Sprint 1: Product, Shipment, Category, and Supplier Masterfiles

Maonth 3 Week 4

Sprint 2: Cart, Sales, Status, and Method of Payment Masterfiles

Manth 4 Week 1

Sprint 2: Cart, Sales, Status, and Method of Payment Masterfiles

Month 4 Week 2

Sprint 2: Cart, Sales, Status, and Method of Payment Masterfiles

Month 4 Week 3

Sprint 3: Company, Features, and Security Level Masterfilas

Maonth 4 Week 4

Sprint 3: Company, Features, and Security Level Masterfilas

Month 5 Week 1

Sprint 3: Company, Features, and Security Level Masterfiles

Month 5 Week 2

Sprint 4: Reports Generation (Masterfile Reports)

Manth 5 Week 3

Sprint 4: Reports Generation (File Upload, Email Generation, and Audit Reports)

Maonth & Week 4

Sprint 4: Reports Generation (Custom and Sales Reports)

Month & Week 1

Sprint 5: Customer-Agent Chat Module (Regression and Alpha Testing)

Month 6 Week 2

Sprint 5: Customer-Agent Chat Module (Hotfix and Alpha Testing)

Manth & Week 3

Maonth & Week 4

CO [~ [ | O | [ [ [ | b | | [ [ | | e [0 [ R = [ | a]

Sprint 5: Customer-Agent Chat Module (Hotfix and Beta Testing)

Manth 7 Week 1

(

Sprint 5: Customer-Agent Chat Module (Regression and Beta Testing)
(
(

Sprint 5: Customer-Agent Chat Module (Final Testing and Regression)

Month 7 Week 2

Deployment and Training

Maonth 7 Week 3

Company's Production Period (First Wesk)

Maonth 7 Week 4

Company's Production Period (Second Week)

Maonth & Week 1

Company's Production Period (Third Week)

Month 8 Week 2

Company's Production Period (Fourth Week)

Month & Week 3
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V. CONTENT AND RESULTS

This chapter shows the results of the data gathered in the survey and other data

gathering methods in the Research.

A. RGSI Lux Preliminary Survey (Before RGSI Lux Development)

Before the development of the RGSI Lux there is a preliminary survey condugt us
paper and pencil method to gather an insight into the current challenges and need of the
computer stores transitioning from manual to the digital processes. The survey aim to assess
the requirements and problem faced by the employee and managemenhgalfor
understanding of the issues that RGSI Lux would address through this preliminary survey the
key stakeholder were engaged and the perspective were incorporated into the planning phase to
ensure that the RGSI Lux development effectively meet thesrafeghe user and align with the

broader goal and to the organization.

Survey Specification

Table 4.1 RGI Lux Preliminary Survey Specification

STATUS Description
Survey Method Semitstructured interviews and quantitatiy
surveys
Number of Questions 10
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Number of Respondents 30

Department Involved 1

Roles of Respondents 5 project managers, 10 system analysts,

programmers, 5 Quality Assurance Staf]

Platform Used Paper and pencil for preliminary surveys

unspecified platform foguantitative

surveys
Data Type Used Qualitative and quantitative
Analyst Results in Significance of Favor in Majorit

Survey Question and Results

1 How would you rate the current efficiency of manual processes within the

computer stores?

Table 4.2How would you rate the current efficiency of Manual Processes with the Computer

Stores
Rating Frequency Percentage
Excellent (a) 6 20%
Good (b) 10 33.33%
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Average (c) 9 30%

Poor (d) 5 16.67%

1 What are the main pain points or challengesagmoecounter with the existing

manual systems?

Table 4.3 What are the main pain point or challenges you encounter with the existing manual

system?
Rating Frequency Percentage
Lack of standardized 7 23.33%
processes
Time-consuming tasks 6 20%
Humanerror in data entry 5 16.67%
Difficulty in tracking 4 13.33%
inventory
Inefficient communication 3 10%
between departments
Limited visibility into sales 3 10%
and customer data
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Manual paperwork and 2 6.67%

documentation

1 How satisfied are you witthe current level of data accuracy and reliability in the

manual processes?

Table 4.4 How satisfied are you with the current level of data accuracy and reliability in the

manual processes?

Rating Frequency Percentage
Very Satisfied 8 26.67%
Satisfied 9 30%
Neutral 6 20%
Dissatisfied 5 16.67%

Very Dissatisfied 2 6.67%

1 Are there any specific tasks or processes that you believe could benefit from

automation or digitalization?

Table 4.5 Are there any specific or processes thabgbaved could benefit from automation

or digitalization?

75



Rating Frequency Percentage
Inventory Management 10 33.33%
Sales and Order Processing 7 23.33%
Customer Relationship Management (CRM) 5 16.67%
Accounting and Financial Reporting 4 13.33%
Data Entry and Record Keeping 3 10%
Human Resource Management 1 3.33%

1 How would you describe the level of collaboration and communication among

departments in the current manual setup?

Table 4.6 How would you describe the levetofiaboration and communication among

departments in the current manual setup?

Rating Frequency Percentage
Excellent 6 16.67%
Good 8 26.67%
Average 10 33.33%
Poor 6 20%
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Very Poor 1 3.33%

1 To what extent do you feel that current mamrakcesses impact overall

productivity within the computer stores?

Table 4.7 To what extent do you feel that current manual processes impact overall

productivity within the computer stores?

Rating Frequency Percentage
High 10 33.33%
Moderate 8 26.67%
Low 7 23.33%
Negligible 4 13.33%
No Impact 1 3.33%

1 What are your expectations or desired outcomes from implementing a new digital

system like RGSI Lux?

Table 4.8 What are your expectations or desired outcome from implementing a new digital

system like RGSI Lux
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Rating Frequency Percentage
Increased efficiency and productivity 12 40%
Enhanced data accuracy and reliability 6 20%
Streamlined processes amtluced manual tasks 5 16.67%
Improved customer satisfaction and loyalty 4 13.33%
Better decisiormaking through data analytics 2 6.67%
Greater scalability and adaptability 1 3.33%

1 What features or functionalities would you prioritize idigital system to address

the limitations of the current manual processes?

Table 4.9 What features or functionalities would you prioritize in a digital system to address

the limitations of the current manual processes?

Rating Frequency Percentage
Automatd Data Entry 8 26.67%
Realtime Reporting and Analytics 6 20%
Integration with Existing Systems 5 16.67%
Userfriendly Interface 4 13.33%
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Customizable Workflows 4 13.33%

Mobile Access 2 6.67%

Scalability 1 3.33%

1 How do you envision thadoption of a new digital system influencing your-day

to-day responsibilities and workflow?

Table 4.10 How do you envision the adoption of a new digital system influencing yeur day

to-day responsibilities and workflow?

Rating Frequency Percentage
Increagd efficiency and productivity 10 33.33%
Streamlined processes and reduced manual ta 8 26.67%
Improved accuracy and reliability of data 6 20%
More time for strategic tasks and decisioaking 4 13.33%
Enhanced collaboration amdmmunication 2 6.67%
Better tracking and analysis of performance met 0 0%

1 What concerns or reservations do you have about transitioning from manual to

digital processes in the computer stores?
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Table 4.11 What concerns or reservation do you hbheet transitioning from manual to

digital processes in the computer stores?

Rating Frequency Percentage
Training staff on new systems 8 26.67%
Initial cost and investment 7 23.33%
Compatibility with existing infrastructure 6 20%
Data security angrivacy 5 16.67%
Potential disruption during transition 3 10%
Resistance to change from employees 1 3.33%

Survey Results Conclusion

Based on the survey it is evident that there is a mixed perception in regard to the current

efficiency of the manual processes within the computer stores with the significant portion rating

good and average. Common pain points include the lack of theastiéreti processes and time

consuming tasks highlight the need for the automation and digitalization particular in the areas

such as the inventory management and sales processing.

What are the key features that make RGSI Lux stand out as a welbased ecommerce

system?

Table 4.12 What are the key features that make RGSI Lux stand out ashaseele
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commerce system?

Communication Riskier Motives Digital Age
(Survey Results) (Employee, 2024) (Meta, 2024)
1 Gather Feedback T Ambitious goals 1 Technology
§ User Preference T financial gains integration
T Insight f competitive edge f digital
1 Survey 91 Innovation transformation
1 Analysis ' market penetratior f online
Y Responses 1 strategic decisions presence
T Opinions 1 calculated risks 1 datadriven
q Satisfaction 1 growth decisions
1 Data opportunities {1 innovatior
1 disruptive driven
strategies 1 internet
1 entrepreneurial enabled
mindset 1 techsavvy
culture
T digital literacy
f connectivity
revolution

The table presents a comprehensive overview of three distinct aspects: "Communication
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(Survey Results)," "Riskier Motives (Employee, 2024)," and "Digital Age (Meta, 2024)." In
terms of communication, the focus is on gathering feedback, understandingefsssnees,
analyzing insights, and assessing satisfaction through surveys and responses. Meanwhile, under
"Riskier Motives," there's a discussion about ambitious goals, financial gains, competitive edge,
innovation, market penetration, strategic decisiaaculated risks, growth opportunities,
disruptive strategies, and fostering an entrepreneurial mindset. Lastly, the "Digital Age" section
emphasizes technology integration, digital transformation, online presencedrigdata
decisions, innovatiodriven approaches, internrenabled solutions, fostering a teséwvvy
culture, promoting digital literacy, and embracing the connectivity revolution. Together, these
aspects highlight the multifaceted nature of modern business dynamics, where effective
communi@tion, strategic motivations, and adaptation to digital advancements play pivotal roles

in organizational success and growth.

B. RGSI Lux In-Depth Investigation

The indepth investigate the RGSI lux delves into the intricate the functionalities, and
implications, within the context of the Rodstark Global Solutions Innovations (RGSI). The
comprehensive examination scrutinize the various aspect including the architecture, user,
interface, backend processes, security protocols, scalability and to the perfonmetnics.
Through analysis and testing the investigation aim to uncover the strength, weakness,
opportunity and threats that is associated with the RGSI Lux provide insight for the stakeholders

and decision makers.
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C. RGSI Lux Periodical (During RGSI Develgoment)

The RGSI Lux serve as the vital communication channel during the development phase
of the RGSI Lux, the web basedcemmerce system by the Rodstark Global Solution
Innovation. The periodical provide the regular updates, progress report and intighe
development process keeping the stakeholder informed engaged throughout the project
lifecycle highlight the key milestone achieved, challenges and strategies implemented to

overcome the risks during the development.

Survey Specifications

Table 4.13 RGSI Lux Periodical Survey Specification

STATUS Description
Survey Method Quantitative Method
Number of Questions 6
Number of Respondents 30
Department Involved 1
Roles of Respondents 5 project managers, 10 system analysts,

programners, 5 Quality Assurance Staff

Platform Used Paper and pencil for preliminary surveys
unspecified platform for quantitative

Surveys
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Data Type Used Quantitative

Analyst Results in Significance of Favor in Majorit

Survey Questions and Results

1 What are the current milestones achieved in the development of RGSI Lux?

Table 4.14 What are the current milestone achieved in the development of RGSI Lux

Rating Frequency Percentage
Alpha Testing Completed 8 26.67%
User Interface Design Finalized 6 20%
Backend Integration Implemented 5 16.67%
Initial Performance Testing 4 13.33%
Feature Freeze for Beta Release 4 13.33%
Documentation Updated 3 10%

1 Are there any challenges or obstacles encountered during the development process?

Table 4.15 Are there any challenges or obstacles encountered during the development

processes?
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Rating Frequency Percentage
Integration Issues 8 26.67%
Tight Deadlines 7 23.33%

Scope Creep 6 20%
Resource Constraints 5 16.67%

Communication Breakdowns 3 10%
Technical Debt 1 3.33%

1 How is the development team ensuring alignment with project objectives and

timelines?

Table 4.16 How is thdevelopment team ensuring alignment with project objectives and

timelines?
Rating Frequency Percentage
Regular Progress Meetings 10 33.33%
Agile Methodology 7 23.33%
Task Tracking Tools 5 16.67%
Continuous Communication 4 13.33%
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Performance Metrics Monitoring 3 10%

Stakeholder Feedback 1 3.33%

1 Have there been any updates or modifications to the initial project plan or scope?

Table 4.17 Have there been any updates or modifications to the initial project plan or scope?

Rating Frequency Percentage
Scope Expansion 10 33.33%
Change in Requirements 7 23.33%
Timeline Extensions 6 20%
Budget Adjustments 5 13.33%
Resource Reallocation 2 6.67%
Scope Reduction 1 3.33%

1 What feedback or input has been received fstakeholders during the development

phase?

Table 4.18 What feedback or input have been received from stakeholder during the

development phase?

86



Rating Frequency Percentage
Request for Additional Features 8 26.67%
Concerns About Timeline 7 23.33%
Positive Endorsement 6 20%
Suggestions for Improvement 5 16.67%
Questions About Implementation Details 3 10%
Criticism of Progress 1 3.33%

1 How is the team fostering collaboration and communication to ensure smooth progress

in RGSI Luxdevelopment?

Table 4.19 How is the team fostering collaboration and communication to ensure smooth

progress in RGSI Lux Development

Rating Frequency Percentage
Daily Standup Meetings 10 33.33%
Project Management Tools 7 23.33%
Slack Channels dChat Platforms 6 20%
Weekly Progress Reviews 4 13.33%
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CrossFunctional Workshops 2 6.67%

Biweekly Team Building Activities 1 3.33%

Survey Results Conclusion

The survey revealed that the development of the RGSI Lux has achieved several key
milestone including the completion of the alpha testing and the finalization of the user interface
design however the process has faced significant challenges in thetiategsues and the
tight deadlines. The development team is addressing the challenges maintaining the regular
progress meetings, employing agile methodologies and the use task tracking tools. There is
notable updates about the project plan that is priynaavolve the scope expansion and the
changes in requirements. To ensure smooth progress, the researcher foster collaboration
through daily stand up meeting and utilizing the project management tools maintaining active

communication channels.

D. RGSI Lux Production Survey (After RGSI Development)

The product survey phase of the RGSI Lux, the survey aim to gather the feedback and
insight into the user after the software deployment. The survey assess the user satisfaction
identifies any issues or challengescountered during usage and evaluate the overall

performance and effectiveness of the RGSI Lux meeting the user need and expectation.

Table 4.21 RGSI Lux Production Survey Specification
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STATUS Description

Survey Method Quantitative Method
Number of Qestions 5
Number of Respondents 30
Department Involved 1
Roles of Respondents 5 project managers, 10 system analysts,

programmers, 5 Quality Assurance Staf]

Platform Used Paper and pencil for preliminary surveys
RGSI forQuantitative Survey, Both
traditional and digital platform allow for

flexibility in data collection

Data Type Used Quantitative

Analyst Results in Significance of Favor in Majorit

Survey Specification

1 How would you rate the overall user expade of RGSI Lux in terms of usability and

intuitiveness?

Table 4.22 How would you rate the overall user experience of RGSI Lux in terms of usability
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and intuitiveness?

Rating Frequency Percentage
Excellent 10 33.33%
Good 8 26.67%
Average 6 20%
Fair 4 13.33%
Poor 2 6.67%

1 Have you encountered any technical issues or bugs while using RGSI Lux?

Table 4.23. Have you encountered any technical issues or bugs while using RGSI Lux?

Rating Frequency Percentage
No Issues 20 66.67%
Minor Glitches 5 16.67%
Occasional Bugs 3 10%
Significant Technical Problems 2 6.67%

1 Are there any specific features or functionalities of RGSI Lux that you find particularly
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useful or beneficial for your tasks?

Table 4.24 Are there any specific features or functionalities of RGSI Lux that you find

particularly useful obeneficial for your tasks?

Rating Frequency Percentage
Realttime Data Updates 8 26.67%
Customizable Dashboards 7 23.33%
Advanced Search and Filtering Options 6 20%
Task Assignment and Tracking 4 13.33%
Integration with ThirdParty Tools 3 10%
Automated Reporting 2 6.67%

1 How satisfied are you with the performance and speed of RGSI Lux in handling tasks

and processing transactions?

Table 4.25 How satisfied are you with the performance and speed of RGSI Lux in handling

tasks angbrocessing transactions?

Rating Frequency Percentage

Very Satisfied 10 33.33%
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Satisfied 8 26.67%

Neutral 6 20%
Dissatisfied 4 13.33%
Very Dissatisfied 2 6.67%

1 Would you recommend RGSI Lux to others based on your experience with the

software?

Table 4.26 Would you recommend RGSI Lux to others based on your experience with the

software?
Rating Frequency Percentage
Definitely Would Recommend 12 40%
Likely Would Recommend 8 26.67%
Neutral 6 20%
Unlikely Would Recommend 3 10%
Definitely Would Not Recommend 1 3.33%

Survey Results Conclusion
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Based on the survey results, it's evident that RGSI Lux generally receives positive
feedback from useracross various aspects. The majority of respondents rate the overall user
experience, performance, and speed of RGSI Lux favorably, with a significant portion
expressing satisfaction with its usability, intuitiveness, and handling of tasks and transactions
Additionally, users appreciate specific features like -tiga¢ data updates, customizable
dashboards, and advanced search options. Most respondents have not encountered significant
technical issues or bugs, and a high proportion would recommend RG®I atlrers based on
their experience. These findings suggest that RGSI Lux effectively meets user needs and

expectations, positioning it as a promising software solution in its domain.

E. Connectivity Response

Ensuring seamless and robust connectivity ha®re the paramount for the business and
individual alike with the proficient of the internet enable the devices and increase the demand
for the online services and the need for the reliable connectivity solutions that have never been
greater weather it estlish the high speed connection and address the connectivity challenge

is essential for staying the competitive in today interconnected world.
Periodical Survey Connectivity Questions and Results

1 What is your current level of satisfaction with the spaed reliability of your internet

connection?

Table 4.27 What is the current level of satisfaction with the speed and reliable of the internet

connection?
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Rating Frequency Percentage
Very Satisfied 12 40%
Satisfied 8 26.67%
Neutral 5 16.67%
Dissatisfied 3 10%
Very Dissatisfied 2 6.67%

1 Have you experienced any disruptions or outages in your internet service within the past

month?

Table 4.28 Have you experienced any disruption or outages in the internet services within the

past month?

Rating Frequency Percentage
No Disruption or Outages 20 66.67%
Minor Disruptions 5 16.67%
Occasional Outages 3 10%
Frequent Outages 2 6.67%
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1 How would you rate the effectiveness of our organization's network security measures

in safeguardingensitive data and information?

Table 4.29 How would you rate the effectiveness of our organization network security

measures in safeguarding sensitive data and information?

Rating Frequency Percentage
Excellent 10 33.33%
Good 8 26.67%
Average 6 20%
Fair 4 13.33%
Poor 2 6.67%

1 Are there any specific areas or devices within your network that you perceive as

vulnerable to security threats?

Table 4.30 Are there any specific areas or devices within your network that you perceive as

vulnerable to secugitthreats?

Rating

Frequency

Percentage

Enduser Devices (e.g., laptops, phones)

10

33.33%
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Servers and Data Centers 8 26.67%

Network Infrastructure (e.g., routers) 6 20%
loT Devices (e.g., smart devices) 4 13.33%
Remote Access Systems 2 6.67%

1 What improvements or enhancements would you suggest to optimize network

performance and connectivity for our organization?

Table 4.31 What improvements or enhancements would you suggest to optimize network

performance and connectivity for our organization?

Rating Frequency Percentage
Upgrading Network Infrastructure 10 33.33%
Implementing Redundant Systems 8 26.67%
Enhancing Security Measures 6 20%
Investing in Bandwidth Expansion 4 13.33%
Improving Remote Access Capabilities 2 6.67%

Survey Connectivity Results Conclusion
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The survey on connectivity yielded insightful data regarding the satisfaction levels and
challenges faced by respondents in relation to internet connection and network security. A
notable majority expressed satigfan with the speed and reliability of their internet
connection, while disruptions or outages were reported by a smaller portion of respondents,
with most experiencing minor disruptions or none at all. Regarding network security,
respondents generally eat the effectiveness of organizational measures positively, though
some perceived vulnerabilities, particularly in arggr devices and servers. Suggestions for
improvement included upgrading network infrastructure and enhancing security measures.
Overall, these findings underscore the importance of ongoing efforts to maintain robust

connectivity and security protocols within the organization's network infrastructure.

F. RGSI Lux Charts and Diagrams

Here are the key charts and diagram necessary for theaesesintenance, and
development of the RGSI Lux. These include Project Cost, Project Flowchart, Context Diagram

and Network Diagram.
Project Cost

Here is the project cost to see how much the entire project cost refer to Table 4.32 for

the cost of th@roject.

Table 4.32 Project Cost

RGSI Lux Project Cost
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DATE
CREATED September 5, 2023
PREPARED FOR Rodstark Global Solutions Innovations
Number
Amount Total
ID Number | Rank | Category | Description of
per Month | Amount
Number Months
Web Hosting (8 Php Php
1 2 Necessitie 8.00
months) 2,000.00 16,000.0¢
Development
Php Php
2 2 Necessitie| Workstation 1.00
20,000.0¢ 20,000.0(
(Fixed)
100mbps Interne
Php Php
3 2 Necessitie| Connection (8| 8.00
4,000.0¢ 32,000.0¢
months)
Electricity Cost Php Php
4 2 Necessitie 8.00
(8 months) 5,000.00 40,000.0¢
Miscellaneous Php Php
5 2 Necessitie 1.00
Fees (Fixed) 5,000.00 5,000.0C
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Discovery and

Php Php
6 1 Manpower  Planning (1 1.00
10,000.0¢ 10,000.0¢
month)
WebDesign (1 Php Php
7 3 Manpower 1.00
month) 15,000.0¢( 15,000.0¢
Programming an
Php Php
8 4 Manpower Development (3 3.00
20,000.0¢ 60,000.0(
months)
Consultation anc
Technical Php Php
9 6,8 |Manpower 0.50
Advisory (2 5,000.0¢ 2,500.0C
weeks)
Alpha, Beta, and
Php Php
10 5,7,9 |[Manpowerl Endto End 0.75
10,000.0¢ 7,500.0(
Testing (3 weeks
Deployment anc
Php Php
11 10 |Manpower  Training (1 0.25
5,000.00 1,250.0C
week)
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Production
Php Php
12 11 |Manpower  Support (1 1.00
10,000.0¢ 10,000.0¢
month)

PROJECT Php

TOTAL | 219,250.0(

Project Flowchart

Here is the project chart to view thedepth process for the RGSI Lux refer to Figure

4.1
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% RGSI Lux Flowchart Diagram N
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Figure 4.2 RGSI Lux Flowchart

Context Diagram

Here is the context diagram for the RGSI Lux and its fifecurity access. Refer to

4.3 for the Diagram.

Ve \ég RGSI Lux Context Diagram ~
¥
[0] High Tables Division [1] Internal Division
Employee Credentials
Masterfile Entity Infa
Admin Credentials
Audit Logs
Reports Generation
System Modules
System Features Reports Generation
Security Rights Masterfile Entity Rights
Universal Rights 4 ™ Transactional Rights
—’.
Custemer Credentials
Praduct Mastertie Info RGSI Lux E-Commerce
System Software
Product View and Acquisition Rights
Customer Transactional Rights
[2] External Division

Figure 4.3 RGSI Lux Context Diagram

Network Diagram

Here is the network architecture for the RGSI Lux to have general view of the business
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process. Refer to Figure 4.4 for the diagram.

e Eﬁg RGSI Lux Network Architecture ~

% Presentation Layer (GUI)

Chrome

‘. e Request
J/

o
N
e_ @ % Business Layer (Controllers)
P
Response
? - y,
-

Firefox VAN Browser <
% Data Layer (Stored Procedures)

AN S

- J

=
% RGSILux Database

Figure 4.4 RGSI Lux Network Diagram
A. Evaluation of RGSI

At the end of the production phase the RGSI is evaluated system in terms of the
suitability as an-e€ommerce software and the capabilities in facilitating the seamless business
operations.

i E-Commerce Software Evaluation Score
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Table 4.33 RGSI Lux EvaluatioScore

Criteria Score
Performance 9.2
Usability 8.5
Security 7.8
Features 8.9
Support 9.5
Final Score 8.78

Table 4.33 outlines the assessment scores for RGSI Lux concerningoitsneerce
functionalities. With a performance rating®®, the system demonstrates efficient and reliable
operation within the .eommerce domain. Usability is rated at 8.5, indicating a-tnsardly
interface conducive to easy navigation for conducting online transactions. Security, with a score
of 7.8, sigiifies a solid foundation but with room for potential improvement to ensure robust
protection of sensitive data. RGSI Lux offers a comprehensive range of features, scoring 8.9,
catering to various needs estemmerce businesses. Furthermore, the systeppsdiservices
receive the highest score at 9.5, showcasing exceptional customer assistance and guidance. The
cumulative score of 8.78 validates RGSI Lux's effectiveness and quality asocammeerce

solution.

1 E-commerce Functionality Evaluation Score
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Table4.34 RGSI Lux Ecommerce Functionality Evaluation Score

Functionality Included
Product Management Vv
Inventory Tracking Vv
Order Processing Vv
Payment Integration \%
Customer Management \%
FINAL SCORE 5/5

Table 4.34 presents the evaluation of RGSI Luxsoramerce functionalities,
encompassing essential features crucial for online business operations. Each functionality,
including product management, inventory tracking, order processing, payment integuadion
customer management, is included, denoted by checkmarks. The perfect score of 5 out of 5

indicates RGSI Lux's excellence in providing comprehensisengmerce capabilities.

G. Manual vs RGSI Lux

Table 4.35 Manual vs. RGSI Lux

Manual RGSI Lux
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Requires manual tracking and updating

Automated system with reéime updates.

Papefbased or spreadsheet entries.

Streamlined digital process with automat

order processing.

Manual recorekeeping and communicatior

Integrated CRM system faentralized

customer data and communication.

Prone to human error and inconsistencie

Enhanced accuracy with automated dat

entry and validation.

Relies on verbal communication or writte

notes.

Built-in task management module for

assigning antracking tasks.

Manual compilation of reports from variou

sources.

Automated reporting with customizable

templates and redime data.
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V. CONCLUSION AND RECOMMENDATION

A. Conclusion

Facilitated by the adoption of RGSI Lux, thersition from manual to digital
procedures in computerized warehouses is a transformational adventure aimed at solving
critical challenges and optimizing operational performance. Through a carefully crafted
methodology that combines qualitative and quatitie methods, this venture has revealed a
nuanced view of the complexities and opportunities associated with this transition. Working
with a variety of different stakeholders, including project managers, machine analysts,
programmers, and quality assucampersonnel, provided complete expertise on the multifaceted
nature of this effort. Qualitative studies, conducted through -semgtured interviews,
revealed beneficial insights into the stories, perceptions and challenges associated with the
adoption d RGSI Lux. Themes emerged along with the need for standardized strategies, time
consuming responsibilities, and concerns about safeguarding the facts that guided the
development and implementation process. Quantitative records collected through surveys
complement these qualitative findings and offer a dependent view of enjoyment levels, usage
styles and perceived influences, taking into account evideased decisiomaking.
Statistical analyzes revealed trends, correlations, and styles and providediatizeabasis
for strategy components. The agile model adopted through the layout method played a key role
in promoting flexibility, collaboration and continuous improvement during implementation. By
breaking this enterprise down into iterative cyclespints, agile allowed the incremental
delivery of capabilities, ensuring stakeholder alignment and the ability to respond to evolving

needs. This iterative system facilitated early comments and path correction and fostered a
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subculture of innovation anddaptability. Utilizing an agile model, RGSI Lux seeks to
understand the key blessings along with increased operational performance, more advantageous
record accuracy and simplified approaches. Automating tasks along with inventory
management, revenue pessing, and customer experience management is expected to
eliminate manual errors, enhance communication, and providémesainsight into business
operations. Preferred features include-taak reporting, usefriendly interfaces, and mobile
access tat properly address the limitations of current wizard methods. But the transition isn't
always without its challenges, with schooling, seed funding, compatibility, and security
looming large concerns. Addressing these challenging situations will be lemgtoing the
successful adoption and integration of RGSI Lux into computer stores. By offering complete
training, conducting random tests and implementing robust security features, these challenging
situations can be handled properly. In terms of accutheyadoption of RGSI Lux heralds a

new generation of efficiency, accuracy and custeoeeitricity in PC stores. Through rigorous
research, strategic design plans and iterative improvement, this challenge laid the foundation
for a successful transition anhved the way for a digital future driven by innovation and

excellence.

B. Recommendation

Prioritizing a number of key regions is vital for the successful implementation and
continued use of RGSI Lux in PC shops. First, project team must recognize tbgempnt
in scalability and adaptability of the system to meet the future growth and evolving needs of
commercial enterprises. This means designing RGSI Lux with a modular architecture that
allows for seamless integration of the latest features and fusctiBgy adopting a

microservicesdbased structure and utilizing cloud computing technology, the device can
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properly scale to deal with increased volumes of data and amounts of transactions. In addition,
the introduction of strong APIs and ensuring compatybilith 0.33 page structures will allow
for easy extension and customization, allowing computer shops to adapt RGSI Lux to their

specific requirements.

Second, continuous education and support initiatives are essential to ensure the
successful adoption druse of RGSI Lux at all levels of the data. The project team needs to
expand comprehensive training programs tailored to the precise roles and responsibilities of
various user corporations, consisting of enterprise managers, unit analysts, progranmaners, an
excellent verification staff. These training packages may no longer cover the most effective
technical factors of using RGSI Lux, but in addition satisfactory procedures for optimizing
workflows and using advanced features to increase productivity acidicsemaking. In
addition, the creation of a dedicated help facility, along with a help desk or knowledge base,
will offer customers weltimed assistance and problawolving resources, enhancing
confidence and skills in using RGSI Lux. By investing igaing training and guidance, the
challenge group can ensure that the RGSI Lux becomes the device for harnessing performance,

innovation and growth in computers stores.
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B. Data Dictionary

September 05 2023
RGOS
25
Fodstark Global Solutions innovatons
FIELD MAME DATA TYPE LENGTH DECIMAL DEFALLT VALUE DESCRIPTION REQINRED PRIMARY KEY FOREIGN KEY PARENT TABLE
PRODUCT_NO BIGINT [ Product Number VES YES
BARCODE_ID HVARCHAR 16 - Barcode ID YES
PRODUCT_Rw NVARCHAR 100 - Produd Hame YES
CATEGORY_CD HVARCHAR 12 - Cabegory Code YES YES CATEGORY
PRICE_AM DECHMAL L 2 000 Price Amount VES
QUANTITY_NO BIGINT L} Queanldy YES
CRITICAL_NO BIGINT L Caiical Cuanhiy YES
DESC_TX HVARCHAR Max - Produet Descriplion
AETAT GO NVARCHAR Kl - Adimwity Stabus Code YES YES STATUS
STAT_CD HVARCHAR ] - Halus Code YES YES STATUS
PRODUCT_PX NVARCHAR Max - Proudt Pature
LUFD_DT DATETIME 100-01-01 Last Updale Dale
CREATE_DT DATETIME 1200-01-01 Created Date YES
FIELD NAME DTA TYPE LENGTH DECIMAL DEFAULT VALUE DE SCRIFTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
SHIPMENT_NO BIGINT L} Shiprment Nurmber YES YES
SERIAL_ID NVARCHAR 0 - Serial ID YES
SUPPLIER_CD HVARCHAR 12 - Supplier Code YES YES SUFPLIER
STAT CD NVARCHAR K - Stalus Code VES YES STATUS
COMPLETE_DT DATETIME. 1900-01-01 ‘Shipmenl Compleled Dale YES
SHIPMENT_DT DATETIME 1500-01-01 Schedaled Shpment Date YES
|
FIEL D NAME DATA TYPE LENGTH  DECIMAL  DEFALLT VALUE D SCRIFTION REGUIRED  FRIMARY KEY FORENGN KEY PARENT TABLE
ID_HO BIGINT o 10 Numier YES YES
SHIPMENT_NO BIGINT L Shipmeni Murnber YES YES EHIFMENT
BARCODE_ID HvARCHAR % - Barcode ID YES YES PRODUCT
CUANTITY_NO BIGINT L} Qaantity YES
DELIVERED YN BT L] Is Delivened YES
DELIVERED_DT DATETIME 1900-01-01 [Dedvwred Dale YES
|
FIELD RAME DATA TYPE LENGTH  DECIMAL  DEFALLT VALUE D SCRIFTION REGURED  FRIMARY KEY FORENGN KEY PARENT TABLE
CATEGORY_NO BIGINT L Calegory Numbssr YES YES
CATEGORY_CD NVARCHAR 2 - Categony Cose TES
DESC_TX NVARCHAR L - Descnpion YES
LUFD_DT DATETIME 1900-01-01 Las! Updale Date
CREATE_DT DATETIME AS00-01-01 Creabed Dabe YES

Figure 7.2 Data Dictionary (Part 1)
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(0]

FIELD NAME DATA TYPE  LENGTH = DECEAL  DEFALLT VALUE E SCRIPTION REQUIRED  PRIMARY KEY FOREIGN KEY  PARENT TABLE
SUPPLIER_ND BIGINT [] Supgisr Humbs VES ES
SUPPLIER_CD NVARCHAR 2 = Supphar Coda VES
SUPPLIER_ MU | IWARCHAR & - Sugpber Mana VES
CONTACT_MB NVARCHAR » ] Canlat! Mumiers VES
CONTACT_NM MVARCHAR 0 - Cantact Hame VES
SUPPLIER_AD PVARCHAR 200 - Seppier Addness VES
RECULAR_YN BT ] Is Fnguiar Supphar VES
SUPPLIER_PX PIWARCHAR MY, - Supphor Poiure

LUPD_OT DATETIME 9000101 Last Update Dale

CHEATE_DT DATETIME 19300101 Copabenl Dite VES

FIFL D RS IDATA TYPE LFNGTH  DECEMAL  DEFALLT VAL UF F SCRAPTION REQUIRED  PRIMARY KEY FORFICH KEY PARENT TABLE
I0_hay L L] I Bumber VES VES

STAT_CD HVARCHAR 5 - Tlatun ot vE3

MODALE CD HWARCHAR &) - Plcriule: Coas: vES TES WRODULE
DESC T MVARCHAR £ - Lw-ge=rghon YES

LUPD_DT DATETIME 1900-04-H Last Update Dale

CREATE_OT DATETIME 1930-09-01 Creabed Dabe: VES

FIELD HANE DATATYFE  LENGTH = DECIMAL  DEFALLT VALUE IE SCRIPTICH REQUIRCD PRIMARY KCY FORCIGH KEY FARENT TADLE

L] BT L] 10 Bumiber hi=1 YES

USER_CD MVARCHAR 4 - User Code YES

USERF_MM PIRRRCHAR N - Usar First Narse: YES

LESERL_NW FARCHAR 2 - Usesr Lo Kamg YES

USER_PX HWARCHAR L - User Pictun

SEX_CD MWARCHAR 1 - S G (WA Foi Maka, F for Fovnaia) YES

EMAR_AD MUARCHAR 58 - Eruil Aatrge YES

PHONE_MB MWARCHAR n - Praia Mussbal VES
FOSITION_CD HWARCHAR -] - Feailion Code VES YES POSITION
USER_AD HWARCHAR 200 - Uscr Resdenbial Addiess VES

USEREL_AD PARCHER 200 - User Biling Ardress

PAES CD PARCHAR LIRS - Passwaors (Encrypied) TES

SAMEAD VN BT @ Iz Same Address (Resdonial and Bilng)

ACTIVE VM B 1 Iz Active VYES

LOGCKE_YH L a I Locked VES
LOGGED_TH LU L} I Laggsd In YES

TFa_vM BT L] s T Facion duthenticated VES

Do8_om DATE 1980-01-04 Dt of Barth YES

LLOGIN_OT DATETIME 19800104 Last Login Duste: VES

LUPD_DT DATETIME 00101 Last Upaase Dale
CREATE_OT DATETIME 190-01-01 Crpaneg Liae YES
FIELD HAME DATA TYPE  LEMGTH = DECIMAL  DEFALLT VALUE INE SCRIPTICN HRECUIRED PRIMARY KEY FOREIGH KEY PARENT TABLE

I0_H EBGINT a 1D Musmiber VES YES

USER_CD IARCHAR L] = User Code YES VES USERS
CREDITC_CD HWARCHAR 1 - Crodif Card Code (VM=aMasimnad Only) VES L
CREDTC W@ PWRRTHAR "% - Crenil Cand Murmibes

ExPaRty_OT CATE 100004 Expury Cain

W NO BT L} Cand Verdcobon Valug
DEFAULT_YN T L} B3 Detah

LUPD_DT DATETIME 1990-01-01 Last Updase Dale
CREATE_DT DATETIME 19300104 Creaial Dats YES

Figure 7.3 Data Dictionary (Part 2)
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FIELD NAME DATA TYPE LENGTH  DECIMAL  DEFAULT VALUE DESCRIFTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
I0_KO BIGINT o 10 Numbes YES YES
MOP_CD HVARCHAR 1 - Method of Paymenl Code (V = Visa. M = Masleicand. C = Cash) VES
DESG_TX HVARCHAR 50 - Descriplion YES
LUPD_DT DATETIME 1900-01-01 Last Update Date
CREATE_DT DATETIME 1900-01-01 Crealed Dale YES

FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DESCRIFTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLI
ID_NO BIGINT [ 1D Number YES YES
POSITION_CD HVARCHAR 3 - Pesion Code YES
Admin (), Cashier
(C). Cuslomer
POSITION_ HVARCHAR 50 (=10 Posifion Name YES
SECLEVEL_CD HVARCHAR 1 - Secunty Level Cooe YES YES SECLEVEL
INTERNAL YN HWVARCHAR 1 - I indeimal YES
LUPD_DT DATETIME 19000101 Last Uipdate Date
CREATE_DT DATETIME 1900-01-01 Crealed Dale YES
|
FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DESCRIPTION REQURED PRIMARY KEY FOREIGN KEY PARENT TABLE
CART_NOD BIGINT L] Cart Numbser YES VES
USER_CD MVARCHAR 12 - User Code YES YES USERS
STAT_CD HVARCHAR 5 - Status Code YES YES STATUS
LuPD_DT DATETIME 1900-01-01 LLast Update Date
CREATE_DT DATETIME 1900-01-01 Created Date YES
|
FIELD NAME DATA TYPE LENGTH = DECIMAL  DEFAULT VALUE DESCRIPTION REQUIRED  PRIMARY KEY FORFIGN KEY PARENT TABLE
WD_MO BIGINT 1] 10 Mumber YES YES
CART_MNO BIGINT L] CaN Numibes YES YES CART
BARCODE _ID NVARCHAR 1% - Barcode ID YES YES PRODUCT
QUANTITY_NO BIGINT L] Cuartity YES
RORDER_NO BIGINT [] FRow Order Number YES
CREATE_DT DATETIME 1900-01-01 Created Dale YES
|
FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DESCRIPTION REGUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
10_MNO BIGINT 1] 10 MNumber YES YES
REFEREMCE_NO BIGINT [ Refetence Mumbes YES
CART_NO BIGINT [3 Car Number YES YES CART
SALES_AM DECIMAL 18 2 000 Sales Total Amount YES
TRAN_DT DATETIME 1900-01-01 Tranzaction Date YES

Figure 7.4 RGSI Lux Data Data Dictionary (Part 3)
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FIELD Nanr DATA TYPE LENGTH  DECIMAL  DEFAULT VALUE DESCRIPTION REQUIRED  PRIMARY KI'Y FORECIGN KEY PARENT TABLE
D_No BIGINT L 10 Nurmber YES YES
REFERENCE_NO BIGINT L Reference Nurrbes YES YES SALES
MOP_CD NVARCHAR 1 - Mafod of Pagment Code (V = Visa M = Mastercard. C = Cash) YES YES MoP
STAT_CD NVARCHAR 5 % Status Code YES YES STATUS
COMPLETE DT DATETIZ 1500-01-01 Detvery Conpieted Date YES
DELIVERY_DT DATETIME 1900.01.01 Schedued Delvery Date YES
|
FIELD NAME DATA TYPE LENGTH  DECIMAL  DEFAULT VALUE DESCRIPTION REGUIRED  PRIMARY KEY FOREIGN KEY PARENT TADLE
D_NO BIGINT L] 1D Numier YES YES
MNESSAGE_TX NVARCHAR 200 = HotSicalon Nessage: yes
OVNER_CD NVARCHAR ” ad Notiheation Owmer (Vs Code) YES YES USERS
UPOATE_CD NVARCHAR 12 = Upcated by (User Coda) YES YES USERS
VIRV YN wr 0 Is Viewed by Owmer
CREATE_DT DATETIME 1900.01.01 Createo Date YES
I
FIELD NAME DATA TYPE LENGTH  DECIMAL  DEFAULT VALUE DESCRIPTION REQUIRED  PRIMARY KEY FOREIGN KEY PARENT TABLE
AUDIT_NO BIGINT 0 10 Nurmider YES YES
USER_CD NVARCHAR 2 & User Code yes veS USERS
MODILE_CD NVARCHAR 3 ! Module Code (ASacted) YES
ACTON_CD NVARCHAR 3 5 Action Code YES
DESC_TX NVARCHAR 200 - Descripton YES
TERMINAL_ID NVARCHAR » - User's I Asaress YES
AUDIT_DT DATETIME 1900.01-01 Audd Date YES
-
~ LENGTH  DECIMAL DEFAULT VALUE DESCRIPTION _ REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
o 10 Number Yes yes
7 " Corrpany Code YES
@ -, Compasy Name YES
200 - Company Adtress YES
) % Emal Address YES
» - Company landine range. phone numbers, efc. YES
MAX > Company Logo FPcture (Path)
£ - Company SMTP Host YES
° Cempary SMTP Pert Number YES
E = Emal Usemame
NAX " Emad Password
1900-01-01 Last Update Dato

10_No BIGINT 0 10 Nuree YES YES
MODULE CD  NVARCHAR 3 “ Module Code YES
MODULE N  NVARCMAR % - Module Name YES
ACTION_CO NVARCHAR 3 o Action Code YES
ACCESS LML NVARCHAR MAX - Securty Level Codes wih Access YES
LUPD_OT DATETIME 1900-01-01 Lost Update Date

Figure 75 RGSI Lux Data Data Dictionary (Part 4)
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FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DESCRIPTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
ID_NO BIGINT o 10 Humber YES YES
SECLEVEL_CD NVARCHAR 1 " Security Level Code YES
SECLEVEL_NM NVARCHAR 50 - Security Level Name YES
LUFD_DOT DATETIME 1900-01-01 Last Update Date
CREATE_DT DATETIME 1900-01-01 Created Date YES

FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DE SCRIPTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TAELE
ID_NO BIGINT 0 1D Number YES YES
FEATURE_CD NVARCHAR 30 " Feature Code YES
FEATURE_MM MVARCHAR 200 " Feature Name YES
DESC_TX MVARCHAR 200 " Descripfion YES
FIELD_TX MVARCHAR AKX - Encrypted BOOLEAN values YES
LUPD_DT DATETIME 1900-01-01 Last Update Date

FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DE SCRIPTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
MSGE_NO BIGINT 0 Message Mumber YES YES
OWMER_CD MVARCHAR 12 - Owner Code (User Code) YES YES USERS
SEMDER_CD NVARCHAR 12 " Sender Code (User Code) YES YES USERS
MSGROOM_NO BIGINT 0 Message Room Mumber YES YES MSGROOM
MSGS_TX MVARCHAR MAX " Message Text YES
CREATE_DT DATETIME 1900-01-01 Created Daie YES

FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DE SCRIPTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
MSGROOM_NO BIGINT o IMessage Room Mumber YES YES
CLOSE_YM BIT 0 Iz Room Closed YES
LUPD_DT DATETIME 1900-01-01 Last Update Date
CREATE_DT DATETIME 1900-01-01 Created Dals YES

Figure 76 RGSI Lux Data Data Dictionary (Part 5)

FIELD NAME DATA TYPE LENGTH DECIMAL DEFAULT VALUE DESCRIPTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
1D_NO BIGINT o 1D Number YES YES
USER_CD MNWARCHAR 12 o User Code YES YES USERS
MSGROCM_NO BIGINT o Message Room Number YES YES MSGROOM
JOIN_DT DATETIME 1900-01-01 Jain Date YES

FIELD NAME DATA TYPE LENGTH  DECIMAL DEFAULT VALUE DESCRIPTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
ID_NO BIGINT o 1D Number YES YES
MSGS_NO BIGINT o Message Number YES
MSGROOM_NO BIGINT o Message Room Number YES YES MSGROOM
MESSAGE_TX MNWARCHAR 200 o Message Motification Text YES
OWNER_CD NWARCHAR 12 o Owmer Code (User Code) YES YES USERS
VIEW_YH BIT o Is Viewed
CREATE_DT DATETIME 1900-01-01 Created Date YES

FIELD NAME DATATYPE  LENGTH DECIMAL DEFAULT VALUE DESCRIPTION REQUIRED PRIMARY KEY FOREIGN KEY PARENT TABLE
ID_NO BIGINT [ 1D Number YES YES
TRANLOG_CD  MVARCHAR 50 - Transaction Log Code (Unique field of entity) YES
MODULE_CD MVARCHAR 3 - Module Code YES VES MODULE
USER_CD NVARCHAR 12 - User Code YES VES useRs
TRAN_DT DATE 1800-01-01 Transachion Date

Figure 7.7 RGSI Lux Data Data Dictionary (Part 6)
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C. Test Script

RGSI Lux Test Script

DATE CREATED

| sectember os. 2022

PREPARED FOR

| Rodstark Giobal Selutions Innowvations.

TEST CASES

] Module Affected Test Case Scenario Expected Result Expected Status
UA-0O001 User Authentcation Login to RSS! Lux Redirect to dashboard Pass =
UA-0000Z User Authentcaton Logout of RGSI Lux FRediract to login page Pass -
UA-00003 User Authentoation Forgot Password (Werify and Reset) Sucessful password reset Pass -
UP-0o001 User Profile Information Update parsonal infermation Update successful Pass -
UP-0O00Z User Profile Information Change email Updsts successfu Pass ~
UP-00003 User Profile Informstion Change password Updste successful Pass -
CT-00001 Cart Add item to Cart Adding successful Pass -
CT-0000Z Cart Edit ltem on Cart Update successful Pass -
CT-00C02 Cart Delets item from Cart Delste successful Pass ~
US-00001 User Mastarfile Add Usar Adding successful Pass -
US-00002 User Masterfile Update User Update successful Pass -
UsS-00003 User Masterfile Delete User Delete successful Pass -
US-00004 Ussr Mastarfile CGensrate Report Report generated Pass ~
US-00004 User Mastarfile Register Usar Registration suscessful Pass -
<I-00001 Company Information Update Company Information Update successful Pass -
<I-00002 CTompany Information Senarate Report Report generated Pass -

MOD-00001 Module Display Updste Moduls Access Upasts successtu Pass ~

MOD-00002 Module Display Gensrste Report Report generated Pass -

MOD-00003 Module Display Upload Access Rights Upload sucocessful Pass -

MOD-00004 Module Display Download Access Rights Download successful Pass -

SEC-00001 Security Levels Add Security Lewvel Adding successful Pass ~

SEC-00002 Security Levels Update Security Lawel Update successful Pass -

SEC-00003 Security Levels Delete Security Leve Delete successful Pass -

SEC-00004 Security Levels Senarate Report Report generated Pass -

FTR-00001 Systenn Features Updats Festure Upasts successtu Pass ~

FTR-00002 System Featurss Gensrste Report Report generated Pass -

ADT-00001 Audit Logs Generate Report Report generated Pass -
S-00001 Supplier Masterfile Add Supplier Adding successful Pass ~
S-oooo0z Supplier Mastarfile Updste Suppliar Upaste successfu Pass -
S-00003 Supplier Mastarfile Delete Supplier Delets suscessful Pass -
S-00004 Supplier Masterfile Generate Report Report generated Pass -
P-00001 Position Masterfils Add Position Adding successful Pass ~
P-oo0oo0z Position Masterfile Updste Pasition Upaste successfu Pass -
P-00003 Position Masterfile Delste Position Delets suscessful Pass -
F-00004 Position Masterfile Generate Report Report generated Pass -
c-00001 Category Masterfils Add Category Adding successful Pass ~
c-00002 Cstegory Mastarfile Updste Category Updste successful Pass -
C-00003 Category Masterfile Delete Category Delete successful Pass -
C-00004 Category Masterfile Generate Report Report generated Pass -
PD-0O001 Product Masterfile Add Product Adding successful Pass ~
PD-00002 Product Masterfile Updste Product Updste successful Pass -
PO-00003 Product Masterfile Delete Product Delete successful Pass -
PD-0O004 FProduct Masterfile Senarate Report Report generated Pass -
MP-00001 Method of Payment Masterfile Add Method of Payment Adding successful Pass ~
MP-00002 Method of Payment Masterfila Update Mathod of Paymant Updste successful Pass -
MP-00003 Method of Payment Masterfile Delete Method of Payment Delete successful Pass -
MP-00004 Method of Payment Masterfile Senarate Report Report generated Pass -
SH-0o001 Shipment Masterfile Add Shipment Adding successful Pass ~
SH-00002 Shiprent Masterfile Updste Shipmeant Updste successful Pass -
SH-00003 Shipment Masterfile Delete Shipment Delete successful Pass -
SH-00004 Shipment Masterfile Senarate Report Report generated Pass -

STS-00001 Status Masterfie Add Status Adding successful Pass ~

STS-00002 Status Masterfile Updste Status Update successful Pass -

STS-00003 Status Masterfile Delete Status Delete successful Pass -

STS-00004 Status Masterfile Senarate Report Report generated Pass -

SLS-000071  Sales Masterfile / Stors Transaction ‘Submit Transaction Transscton successiu Pass ~

SLS-00002  Sales Masterfile / Store Transaction Track Transaction Transaction Tracked Pass -

SLS-00003  Sales Masterfile / Store Transaction Use all MOPs for Transaction Transactions successful Pass -

SLS-00004  Sales Masterfile / Store Transaction Senarate Report Receipt genarated Pass -

RPT-00001 Reports Sanersts All Repors All reports generated Pass ~

MSS-00001 Customer-Agent Ghat Create new = = and conversation created Pass -

MSG-00002 Customer-Agent Ghat Marked as closed by agent Conversation gets remowed from screen Pass -

MEG-0000F Customer-Agent Chat Message not Redirects to a conversation when clicked Pass -

Figure 7.8 RGSI Lux TeSkcript
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D. Admin View

Create new account.

Darren

Darren@rgsilux.com

058989779

10 - 25 - 1988

Generate Password

Cancel

k Blobal Solutions Innovations 2023

Figure 7.9 Sign Up
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%

Generate Password

Enter new password

[ XX X J
6 characters minimum

must contain one number
must contain one uppercase

Figure 7.10 Sign up (Generate Password)
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FORGOT PASSWORD

Enter your email address and we'll send you a link to reset your passward

Darren@rgsilux.com

SUBMIT EMAIL

Privacy Policy Copyright obal Solutions

Figure 7.11 Forgot Password
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Password Reset Email Sent

We have sent you a reset password link to your email, please
check your inbox.

BACK TO LOGIN

Figure 7. 12 Forgot Password ( Password Reset)
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SIGN IN TO YOUR ACCOUNT.

Don't have an account? Sign up

[0 Remember me Forgot password?

Privacy Policy

Figure 7.13 Login
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SIGN IN TO YOUR ACCOUNT.

Don't have an account? Sign up

Darren@rgsilux.com

kR

O Remember me Forgot password?

CONTINUE

Privacy Policy Blobal 2023
ivacy Policy k Global Solutions Innovations 2023

Figure 7.14 Login (Invalid Input)
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Enter the 4-digit code

Sent to you at Darren@rgsilux.com.

Figure 7.15 Login (Twéactor Authentication)
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DA Y (’D Dgrren.!pse

Dashboard

General

New Orders o Total Income e New Shipments E New Clients 1

58,415 ... P 15585157 ... 28,851... 580 ...
| . . b V*A I..Illlﬂllll_n

Sales Top Selling Produts

Today This Month ‘ iz i £ 369500

GPD Win Max 2
P 15,851.88 P 310,251.22
46 LTE Module

3,795
for GPDWIN 4 Fastll

This Week This Year

= Vireless Mouse
$85,651.05 $ 2,500,000 il p4gs0

IINE PS5 Power

Control Switch (L557) il

Recent Products

Recent Buyers
G Gigabyte Aorus 1200W 80+ Platinum Digital Modular Power Supply £17950.00 L

RGS-T157
Gigabyte Geforce RTX 4060 TI Windforce OC 16GB GDDR6 Graphics Card P 31485.00

Bowen Higgins
" RES-T148
Gigabyte 2790 Aorus Master X Gaming Motherboard P 3695000
Kylan Gentry
RGS-15687
MS| GeForce RTX 4060 Ti Gaming X Slim 1668 GDDRS Graphics Card (White) £ 32:900.00 Marceline Avila
RGS-1155

FREQUENTLY

BEST SELLER THIS MONTH REPURCHASED

Figure 7.16 Dashboard
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USER MASTERFILE

User Code

RGS-4587

RGS-8751

RGS-3454

RGS-4545

RGS-7787

Khalid 0'Brien

Fatimah Murphy

Gemma Haynes

Nikita Woodward

Loui Macias

gsilux.com

gmail.com

gsilux.com

Loui@rgsilux.com

Sagirse@rgsilux.com

Female

Female

Female

Position

Generate Report

Figure 7.17 User Masterfile

£

Lock Status

Active Status

Darren Jose

Q

Edit/Delete
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Darren Jose

USER MASTERFILE Empioyee 10:
General Hember

Logged i = o\ Inactive ~
o®  Dashby Last update:

*First Name

‘ Nikita

Hobile

SECURITY

y Metro Manila , Phili

DELETE

Figure 7.18 User Masterfile (Employee Form)
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USER MASTERFILE 7 ciient 10: 6

Member
Logged in: mins ago
Lastupdate: 5 mins ago

General

Fatimah

Sex

Female

idential Addre

Mandaluyong

141

Darren Jose

‘ Hurphy

Birthday Mabile

m ‘ +63 988 B SECURITY

Billing Address

lippin ‘ #99 M 0 Metro Manila, Philippines

Figure 7.19 User Masterfile (Client Form)

141



Card Ending in 8540
Name
Nikkita Woodward

Card Ending in 9584
Name
Nikkita Woodward

Card Ending in 9940
Name
Nikkita Woodward

CANCEL

Figure 7.20 User Masterfile (Client Wallet)
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Expiry
Dec. 2026
R |

Expiry
Jan. 2026

s u

Expiry
Dec. 2025*
L P |
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Card Holder Name

Card Number

371111111111 114

o Expiry

12-26 ~

Figure 7.21 User Masterfil€Clients Wallet Form)
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Privacy & Protection

Email

Fatimah@gmail.com

Password

Figure 7.22 User Masterfile (Security)
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Change Password

Email
Fatimah3358!

Password

Figure 7.23User Masterfile (Change Password)
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Change Email

Fatimah@gmail.com

Confirm Email

Figure 7.24User Masterfile (Change Email)
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Enter the 4-digit code
Sent to you at Fatimah@gmail.com.

mah@qmailc

2 2 2 1

Figure 7.25User Masterfile (Change Email Authentication)
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Darren Jose

General

General Information:

Company Code: RGSI

Company Name Rodstark Global Solutions Innovations

Company Addr Silicon Valley Building, 169 Sumulong Highway, Masinag, Antipolo, Rizal , Philippines

Contact Information: SHTP Setup Information:

Email Adds support@rgsilux.com SHTP Host: support@rgsilux.com
Phone Number: (02) 239 8850 1o 59 SHTP Port Number: 25

Figure 7.26Company Information
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Company information

Beneral Information:
RGSI
Rodstark Global Solutions Innovations
Silicon Valley Building, 189 Sumulong Highway,
Masinag, Antipolo, Rizal, Philippines

Contact Information:
support@rgsilux.com
(02) 239 8850 to 59

SMTP Setup Information:
support@rgsilux.com
25
support@rgsilux.com

sssssss —

Figure 7.27Company Information (Form)
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General

SYSTEM FEATURES

LENSPLT_YN
License Plate Display
the visible display af the awn

se plate at the bottom of the navigation
bar tn recognize ac

AN

Two-Factor Authentication

Descripti
Enabies Two-Factor Authentication Lo 8l
Lux users upon logging in. T
ensures the security and integrity

al

150

Darren Jose

Generate Report

Customer-Agent Support Module

Descriptio

nables Customer-Agent chat support module.
ture enables the use of a chat

madule far client usrs in arder ta

communicate directly Lo internal agen

immediate sugport

dstark Globa

Figure 7.28System Features
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System Features / edit

Feature Code

Description

Enables the visible display of the owner's license plate at the bottom of the navigation bar to
recognize acquisition authenticity. The license plate is constructed using the owner'’s
organization logo.

Figure 7.29System Features (Form)
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SYSTEM MODULES GenerateReport B <&

Hodule Code Module Name

Admin Module

N,

file

N,

Company Infarmation

-,

System Features

System Modules

NN,

Security Levels

~,

Audit Logs

Masterfile Displays

Pasition Masterfile

iz [5]>
ds

ians In

Figure 7.30System Modules
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SYSTEM MODULES / edit
General

Henu:  Admin Hodule
Screen: User Masterfile

Hodule Code Module Name Access Level

Btenal Dison

Update 3 . Estemal Dvision.

Delete

Print/Export

Figure 7.31System Module (Form)
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SECURITY LEVELS

Mew Security Level Generate Report

Security Level Code Security Level Name

Edit/Delete
High Tables Division
Internal Division

External Division

Figure 7.32 Security Levels
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Security Levels / edit

Security Level Code

Security Level Name

High Tables Division

Figure 7.33 Security Levels (Form)
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) s

AUDIT LOGS Generate Report &S

User Code Name Module Affected Action Done Description IP Address Execution Date

Khalid 0'Brien System Features Update Updated Features: Feature Code (2FA_YN) 112.195.16.122 03-25-2023 01:00 PM
Fatimah Murphy System Modules Upload Uploaded Module Access Rights 112.195.16.155 03-25-2023 11:00 AM
Gemma Haynes User Authentication Login User logged in on Terminal 1D (112.195.20.155) 112.195.20.155 03-25-2023

Nikita Woodward User Authentication Logout User logged out on Terminal (11.195.20.155) 111195.20.165 03-25-2023 08:50 AM

Loui Macias Security Level Delete Deleted Security Level: Security Level Code (5) 111.195.22.155 03-25-2023

Saoirse Paul System Features Print/Export Printed Masterfile Listing Report (System Features) 111.199.22.155

iz s[>

dstark Glo

Figure 7.34 Activity Logs
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POSITION MASTERFILE Generate Report & &

Pasition Code  Position Name Security Level Date Created Affiliation Edit/Delete

Chief Executive Officer 4-0 P
Chief Financial Officer

Chief Information Officer

Sa rtment Manager
Marketing Department Manager
Finance Department Manager

Audit Department Manager

ior Customer Agent 01-01-2022 07:55 PH

(o )
Lo
L_*)
(o]
(e ]
(e J
(e J
o ]
-«
(o J

Senior Marketing Agent 0 08:44 AM

Figure 7.35 Position Masterfile
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Position Masterfile / edit

Position Code

Position Name

Chief Executive Officer

Security Level
High Tables Division

Figure 7.36 Position Masterfile (Form)
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STATUS MASTERFILE

Status Code

Description

On Stock

Critical

Pending
Completed
On The Way

Approved

New Status Generate Report

Module Affected

uct
Product
Product
Shipment
Shipment
Shipment
Cart
Cart
Cart

Sales

Figure 7.37 Status Masterfile

L)

Edit/Delete
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Figure 7.38 Status Masterfile (Form)
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