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1. Developing e-business Strategy
Prashanta Mukherjee

2. Implementing Online Service Delivery
Maurice Harry

Lessons learntLessons learnt
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AgendaAgenda

Strategy development challenges
Alignment with business strategy
Vision, Value Net and Opportunities
Project Metrics and CSF

Lessons learnt in developing an e-business strategy:
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Strategy Development ChallengesStrategy Development Challenges

Change in market conditions
Impending change in governance
Extreme financial pressure
Flux in executive team
Business strategy uncertain
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Public Trust e-business visionPublic Trust e-business vision
To use e-business 

to deliver trusted tailored experiences 
enabling Customers and Suppliers to interact 

with Public Trust in a straightforward way 
for mutual benefit.

Maintains the focus on TRUST
Acknowledges the need to tailor to 
CUSTOMER CHOICE
Maintains the promise of 
STRAIGHTFORWARD interactions
Extends the new thinking to SUPPLIERS 
thus underpinning the PARTERSHIP 
APPROACH
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Suppliers

Competitors / substitutes

Complementors

service provider to customerscustomers

Value Net: Leads to opportunitiesValue Net: Leads to opportunities

Please Contact Maurice Harry if you want to know more about this slide
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Needs WantsSegment

Lawyers 
(probate; 

processing)

Trustee 
companies

Banks (TSB, 
People’s Bank, 

The Big 4)

Example Detail for Value NetExample Detail for Value Net

Please Contact Maurice Harry if you want to know more about this slide
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Prioritisation criteria from business strategyPrioritisation criteria from business strategy

9



e-CRM

PT High Value Customer Online Application Capability

Three

Four

Five

Six

1604.68

979.47

682.49

577.85

566.75

565.90

Consolidated 
Weight

Opportunity

Final e-business opportunitiesFinal e-business opportunities
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Project metrics and CSFProject metrics and CSF

Joint team with consultant
100 Consultant hours
300 PT Joint Team Member Hours
50 PT Executive Hours
Whole of organisation consultation
All decision by PT Executive
4 months elapsed
An ROO (not ROI) approach
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