
1© 2008, University of Colombo School of Computing

8.1. Collaborative strategies 

on the web
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Boeing 7E7 Project – A Case Study
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Who is Building Boeing 7E7?

Mitsubishi,
Japan 

Wichita, 
Kansas

Frederickson, 
Tacoma

Vought, Fuji,
Kawasaki in 
Japan 

Australia

Canada

Italy
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Collaborating to Win

Professor Jim Browne, CIMRU, NUI, Galway.
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Goals, Directions, Strategies 

and Competitive Advantage
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Linking Industry Forces, Business
Strategies and eBusiness Models
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• Sells it’s own products+ Commission for

third party products
• Some charge customers a service fee 
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Direct-to-Customer Model 
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Traditional Business Model

New Business Model

• Can sell at lower prices
• Build to customer order
• Receive payment earlier
• Speed up new product release cycles
• Use customer data to provide 
customized value added service

• Proactive decision making 33
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eAuction Model

P Flow of Product

$ Flow of Money

$ $

P P

Seller 1 Buyer 1eAuctioneer

Seller 2 Buyer 2

• The seller pays a % of the price

• The intermediary does not take 
responsibility for the sale/payment

• Money goes from prospective seller 
to eAuctioneer, buyers to actual seller, 

Successful seller t eAuctioneer
• They advertise & use Allies to build traffic

• eAuctioneer owns the cust. Relationship
& data, but, not the transaction

• Lowers operating costs, risks

Intermediary
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Market/Promote

Products collectively

Market/Promote

Products collectivelyCompany 1Company 1

Company 2Company 2

Company 3Company 3

Company 4Company 4

Order together to get 

Economies of scale

Order together to get 

Economies of scale

Deal with customers 

to get larger projects

Deal with customers 

to get larger projects

eHub

or 
ePortal

Revenue sharing eB Model

• The sellers get together through a Portal 

• They Market/ Promote products collectively to a larger mkt segment
• Sellers can work on larger projects/orders as they work collectively 

• Collective bulk orders give them bargaining power over suppliers
• Resources as well as profits are shared among companies 

Information flow

$ P
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Bargaining Power of Substitutes
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Full-Service Provider Model 
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Vertical Market place Model
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• Provides own or third party products
• Offers a wide range of products

• Offers different channels 
Internet, face-to-face, phone, etc.
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• Some charge customers a service fee 35
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Micheal Porter’s Five Forces Business Strategies eBusiness Models
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Digital Value Hub - eRegion

Suppliers T1Suppliers T1 ManufacturersManufacturers DistributorsDistributors

CustomersCustomers

Suppliers T2Suppliers T2

• Strong B2B partnerships and collaborations between nodes 
in the supply chain 

• The industry competitors willingness to work together
• Trust relationships among the competitors in an ndustry
• A strong force against foreign competition 
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eBusiness Goals/Strategies

Direct-to-customer

Full Service Provider

EPortal /eAuctioneer

Product (Value Added) Differentiation / Forward Integration / 

Marketing / Product bundling / Product Development / Strategic 
Alliances / Customer Relationship Mgt (CRM) / Cost Leadership / 

Pricing Strategies / Expand Product line 

Bargaining Power 

of Buyers

Supply Chain Model

EPortal /eRegion

Product Differentiation / Backward Integration / Supply Chain Mgt 

(SCM) / Strategic Alliances / ePortal (for bulk ordering) 

Bargaining Power 

of Suppliers

Full Service Provider

ePortal / eRegion

Product Diversification / Market Diversification

Product Bundling / Strategic Alliances / Pricing Strategies 

Threat of 

Substitutes

eAuction Model

Full Service Provider

EPortal

Supply Chain Model

Direct-to-cust. Model

Product (Value-added) Differentiation / Strategic Alliances /Product 

Bundling / Horizontal integration / Marketing / Price discrimination 

strategies/ Pricing Strategies / Targeting Niche markets/ Customer 
Relationship Management (CRM)/Expand Product Line 

Rivalry among 

existing Firms

Direct-to-Customer

Full Service Provider

ePortal / eRegion

Product Differentiation / Product Bundling / Customer Relationship 

Mgt (CRM)/Strategic Alliances / Cost Leadership

Threat of New 

Entrants

eBusiness 

Models
Business StrategiesForce 
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Conclusion

• eBusiness Transformation needs proper 

business strategies and models to gain the 
competitive advantage

• Issues need to be looked at on building 

Trust relationships with Strategic Partners 
as well as Customers


