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The Tata Steel Group is one of the world’s most geographically-

diversified steel producers

▪ One of world's largest steel producers

▪ Annual crude steel capacity of more than 34 million tonnes

▪ Around 65,000 employees

▪ Manufacturing operations in 26 countries across five continents

▪ Present in both mature and developing markets

▪ Group recorded a consolidated turnover of US $21.06 billion FY21

▪ Fortune 500 company

Tata Steel Europe One of Europe’s largest steel producers

▪ Primary steelmaking: IJmuiden, Netherlands, & Port Talbot, UK

▪ European downstream manufacturing operations: Locations in UK, 

Netherlands, Germany, France, Belgium, Sweden, Norway, 

Finland, Spain, Turkey, Canada and the US

Tata Steel Group
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Tata Steel Nederland (TSN) Facts & Figures
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€6.9 billion
annual turnover FY21-22

23
locations in 9 countries

7 m tonnes
annual steel production 

in IJmuiden

11,418
employees, 

approx. 40,000 indirect jobs

#2
most CO2-efficient steel plant 

in the world

17,000
product variants 



29%

19%

2%
12%

38%

Our market sectors
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Automotive: from chassis to passenger protection and from outer body panels to the interior. But also batteries for 
electric cars. 

Construction: from the foundation to the supporting structures, as well as in the floor and roof and façade 
cladding.

Work vehicles: from a farmer's tractor to excavators in the construction industry. But also trailers for our 
transport. 

Packaging: tins used in the food industry, including tinned vegetables and powdered milk for baby food. But 
also for paint tins, aerosol cans and high-end packaging.

Goods: comprises batteries to store energy, supporting structures for solar panels, and tubes for our infrastructure. But 
also everyday products such as washing machines, office chairs and storage containers.

Breakdown by 

market
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Sensitivity: confidential 

First launch

Hybris eCommerce selected 

and Strip MLE Arising eShop 

launched

Next phase

Development begins on a 

new UK eShop

Test & learn

Pilot DUK&I eShop trialed

and decision taken to

adjust approach

MVP

Build an initial MVP 

Release 1.0 with SAP C/4 

backbone, via Agile 

development approach

Roll-out company wide

Deployment of Baseline Solution

across all sites defined in scope

…..new TSUK / TSN approach for 

2022 is in development !!

2015 2016 2017 2018 Ongoing

Implement baseline

Build on MVP, enhance 

and create a scalable 

Baseline Solution, and 

move to DevOps

2020

Tata Steel’s eCommerce Journey began in 2015

Focus of today’s presentation –

eCommerce 2.0
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Tata Steel Sales Digital Capabilities 

FutureGame changer: 

Agile and DevOps way of working

EDI EDI/Nexus

Nexus & 

Arisings
Nexus

Buying journey Service journey

Big(ger) 

Customers

Small(er) 

Customers

CRM

P
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g
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n

g
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Master Data



Sensitivity: general

The Nexus eCommerce Programme

Nexus: The eCommerce platform of Tata Steel in Europe

Customer Focused Objectives

Make it easier to do business with Tata Steel

How

Develop & deploy full eCommerce capability company-wide

When

As quickly and effectively as practicable



Sensitivity: confidential 

eCommerce Programme objectives & business KPIs – The drivers
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Dimensions

Increase Customer 

Satisfaction 

Reduction in Cost to 

Serve

Increase the Top 

Line

1

2

3

Risk of Doing 

Nothing
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▪ Increase responsiveness 

and improve ease of doing 

business

How

▪ Reduce manual processes 

through automation, enabled 

by systems integration and 

process optimisation

▪ Business risk of loss of 

market position, through 

failure to move business 

Online

▪ Additional channel to reach 

new customers, or increase 

share with existing customers

Measure

▪ Customer Satisfaction +%

➢ Value Driver: Timely response to queries

➢ Value Driver:  Ease of doing business

▪ Recurring Cost Benefit +£  

➢ Increase Gross Margin per FTE

➢ Reduction in cost of manual errors

▪ Maintain Market Share 

➢ Impact of potential market share loss to be 

quantified

▪ Top line uplift +£
➢ Volume growth (SoW & new business)

➢ Price uplift (includes Online service extras) 

➢ Mix benefits 

➢ Dynamic/Agile pricing



eCommerce 2.0 Programme 
High Level Design & IT development approach
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‘Baseline Solution’ then developed 

ahead of roll-out to in-scope sites.  

Incremental functionality development 

continues even now – DevOps approach

Company-

wide multi 

year roll-out

Initial version of the platform developed and 

launched for a specific business area and 

then iterated, in-line with analytics and user 

feedback

Minimum Viable 

Product IT Build 

(MVP / Release 

1.0)

IT build & deployment

High Level 

Design Phase 

(HLD)

Design Thinking workshop held 

to develop concept / vision, 

ahead of a check-in with the 

Commercial Leadership team to 

request mandate to continue

Vision 

Development

Conducted over the course 

of Summer 2019

Design phase



Tata Steel                                                                                                                   

Connect Discover Empower

An online communication channel, supporting 

customers to rapidly connect with the right Tata 

Steel contact, first time

Digital collaboration and communication Browse products, prices and availability 24/7 Visibility, Reporting and Tracking

Browse product & service offering, instantly view 

stock availability, lead times and prices, and easily 

complete purchase online 

Instant access to account information, a convenient 

way of tracking orders, deliveries, downloading 

documents and managing account

P
IL

L
A

R
S

Multiple ways to contact TSE. Receive alerts and 

notifications on orders and keep updated on the 

latest TSE news. 

Ability to submit RFQ and accept/decline offer. Select 

packaging and ability to upgrade delivery and service 

extras

View order book overview, dashboard summary of 

account, financial information and purchase history. 

Receive delivery ETA and digital POD 

F
E

A
T

U
R

E
S

CUSTOMER

We want to quickly reach out to

Tata Steel with our queries, see 

the available account team 

members and communicate 

online.

We want our customers to have 

full visibility of our business 

relationship, and digital tools to 

enable transparent collaboration.
ACCOUNT TEAM

CUSTOMER

We want to quickly find products 

that are relevant to me, view 

technical information, get a quote 

and order when I am ready. 

We want to know what our 

customers have been searching 

for, so we can proactively support 

and make recommendations. 
ACCOUNT TEAM

CUSTOMER

We want to be able to track order 

progress, view our transaction 

history and access our 

documents at any time, on any 

device. 

We want to be alerted of any 

order issues or delays, allowing 

us to proactively respond and 

resolve service concerns.
ACCOUNT TEAM

B
E

N
E

F
IT

S
Vision Sheet 1.0: Making it easy to do business with Tata Steel 
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139 people from across Tata Steel participated in the High Level 
Design (HLD) phase workshops of eCommerce 2.0

▪ Overview of eCommerce programme

▪ Our digital inspiration – beyond steel

▪ Design the Online Customer Journey

▪ Determine Sector specific needs

▪ Feedback on proposed Vision Sheet 1.0

▪ Designing the platform – Creative Hats!

▪ Sharing global digital trends

▪ Discussing proposed roadmap

And having a bit of fun too…

Focus of the workshops
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Nexus giving customers some power…
MVP Release 1.0

Build your product 

online or submit a 

quote request

View your 

pricing 

agreements 

Browse and buy 

steel online

View your 

order 

history
Check 

progress of 

your live 

orders

Track your 

deliveries

Access your 

key 

documents 

View your 

financial 

account 

information

Making it easier to do 

business with Tata Steel



Sensitivity: general
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Nexus giving customers The power…
Baseline Solution



Sensitivity: general

eCommerce Architecture & Technologies underpinning CX
Nexus Website (headless architecture) with SAP Commerce Engine aligned to 
the Tata Steel Corporate Website design
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Solution Components

▪ Drupal WCMS (Central CX / UI layer)

▪ Headless architecture with SAP  

Commerce

▪ SAP Commerce for Catalog 

management & order configuration and 

order intake

▪ PriceFx for pricing & quotation

▪ DnA platform (Azure, Power BI, Anaplan) 

for reporting & analytics

▪ Local ERPs for order management and 

stock inventory

▪ Eyefreight for delivery tracking

▪ Informatica MDM for centralized 

customer master

▪ SAP ERP for Credit Management

▪ Azure Active Directory for authentication

Customers & Distributors

EDI Online portal Mobile Person2Person

Stock/Inventory

Sales Contract

Marketing

Order 

Management

Product 

Catalog

Pricing & 

Quotation

User Management & Personalization

Data , Analytics & Reporting 

Commerce services

Channels

Complaint 

Management



▪ Don’t be afraid the re-think the approach – the 

change of thinking in 2017 for us was key

▪ Design Thinking / Vision phase is critical part of an 

Agile Development process 

▪ The IT bit is the “easy” bit…..it’s the Business 

Transformation aspect that remains that challenge

▪ Important to architect for flexibility – to enable the 

solution to adapt to company/business  context 

changes

Key learnings
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Thank you
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