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Two Stages of the Internet Economy
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Overall Movements in e-Business Budgets

How will the size of your company’s e-business budget change in 2003
compared to what was actually spent in 2002?
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55% of companies plan to increase e-business budgets in 2003, while only 17% plan to
decrease budgets. On average, e-business budgets will increase 4.4% from 2002 to
2003, down from 10.6 percent last year.

<Source: “e-Biz Outlook 2003” Line56, A.T.Kearney Jolnt Research, August 2002>
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e-Business as a Percentage of IT Spending

What percentage of your IT budget will be spent on e-business initiatives?
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While e-business and IT budgets may be relatively flat, e-business as a percentage of iT
Budgets is increasing to 26.8 percent of IT budgets, a 49 percent increase over last year.

<Source: “e-Biz Outlook 2003” Line56, A.T.Kearney Joint Research, August 2002>
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Major Drivers of e-Business Strategy

On a scale of 1(least important) to 5(most important), rate the importance of
the following factors in developing your company’s e-business strategy:
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Respondents cite the need fo increase sales/revenue as the major driver of e-business, consistent with
CRM/sell-side e-business’ continual high ranking in priorities. This is just ahead of gaining competitive
advantage and decreasing operating cost. Keeping with the customer-facing theme, customer demand
for e-business (3.14) outweighs supplier demand (2.46) as a factor when developing strategy.

<Source: “e-Biz Outlook 2003” Line56, A.T.Kearney Joint Research, August 2002>
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Ranking the Importance of e-Business Projects
On a scale of 1(least important) to 5(most important), rate the importance of
the following e-business projects in your 2003 plans:
Business intelligence/analytics :
CRMWsel-side e-businass
wab services
Content management/catalog |
Strategic sourcing / procurement g
Supply chain management i
Carpuorate portals
Enterprise application imtagration R T R 3k 7 T 3
Bactronic pay ment and settiement m T ] 2.80
Enterprise resource planning (ERP) i i
Private exchanges [
Public exchanges
Business intelligence and analytics projects look set to take priority within the e-business
portfolio for the coming year. After topping last year's list, CRM/sell-side e-business remains
at number two. Public exchanges, private exchanges, ERP and electronic payment and
settiement languish at the bottom of the priority list.
<Source: “e-Biz Outlook 2003” Line56, A.T.Kearney Joint Research, August 2002>
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