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ABSTRACT
In this paper we present a framework and methodology for
aligning the business strategy and IT/IS for an organization
offering an e-service in a multi-organizational setting. We
explore three perspectives on the e-service to be offered: 1)
The business strategy perspective, in terms of the organiza-
tion’s strategic position; 2) The value creation perspective,
in terms of a networked value constellation enabling value
creation; 3) The IT/IS perspective, in terms of an IT archi-
tecture enabling the provision of the e-service. We explore
these three perspective and modify them, until we find a sit-
uation in which 1) the designed IT architecture enables the
provision of the e-service and can be implemented in a prof-
itable way by the networked value constellation, and 2) the
enterprise under study is positioned in the networked value
constellation such that the enterprise can execute its busi-
ness strategy. We have tested our approach on a starting
enterprise offering a mobile e-service.

1. INTRODUCTION
Over the past few years, e-services such as Google Ads and
Xbox’s on-line gaming have emerged. We consider e-services
first as commercial services along the line of service market-
ing literature [9]; here a service is seen as an activity or deed
of a mostly intangible nature. Additionally, e-services are
ordered and provisioned via the Internet. Therefore, the no-
tion of “e-service” also has information technology aspects.
Consequently, we understand “e-service” as a comprehensive
construct; requiring web-service technology as a technical
implementation platform, executing a process for provision-
ing the e-service, and creating economic value for the actor
consuming the e-service. In sum, our interpretation of ser-
vices is similar to the artifact studied in the realm of Service
Science (see e.g. [19]). Because e-services are becoming in-
creasingly complex, it is harder for an organization to offer
an e-service completely by itself. For instance, an on-line
game is not an independent software program; in contrast,
it requires a gaming platform (eg. Microsoft’s X-box) and

nowadays even ads, which are shown to the player while
playing. To address such complexity, organizations often
prefer to cooperate with other organizations to share services
and technologies to jointly create value; such a collaboration
is often referred to as a networked value constellation [20].

To develop an e-service, as offered by a networked value con-
stellation, multiple perspectives on the same phenomenon
(the e-service at hand) must be properly analyzed to put
the e-service into operation [5]. Considering multiple per-
spectives to deal with complex problems is well known from
Requirements Engineering [14]. A multiple perspective ap-
proach helps to separate concerns of different kinds of stake-
holders, thereby clarifying stakeholder discussions and facil-
itating decision making. In our alignment framework, we
consider four perspective for analyzing e-services: “Business
Strategy”, “Value Creation”, “Processes” and “IT/IS” (see
also figure 1). Taking multiple perspectives comes however
with a price, as it implies that these perspectives should
be properly aligned. In our work, we distinguish intra-
enterprise alignment (e.g. alignment of processes with IT
within a single enterprise), but also inter -enterprise align-
ment (e.g. interoperability of multi-enterprise information
systems) [5].

In this paper, we specifically focus on a specific alignment
issue; namely aligning the business strategy of an enterprise
with the required information technology needed to enable
the e-service in a networked value constellation setting. We
do so, since this kind of alignment is considered as a key
factor for successful enterprises [2, 13]. To this end, various
high level frameworks for business strategy - IT/IS align-
ment have been developed (eg. [2,10,13]). Yet, these frame-
works discuss alignment on a fairly high abstract level and
only consider alignment problems within a single organiza-
tion. Our contribution is therefore not to only present an
alignment framework for a multi-organizational setting, but
also to provide an alignment methodology to be used while
designing an e-service.

To align an organization’s business strategy and IT/IS, we
consider in this paper three of the four earlier identified per-
spectives on the e-service at hand: 1) The business strategy
perspective, in terms of the organization’s strategic posi-
tion; 2) The value creation perspective, in terms of the net-
worked value constellation enabling value creation; 3) The
IT/IS perspective, in terms of an IT architecture enabling



the provision of the e-service. We assume alignment to exist
between these three perspectives if we have 1) an IT archi-
tecture, which enables the provision of the e-service, and
which can be implemented in a profitable networked value
constellation, and 2) the organization’s strategic position in
the constellation, resulting from executing the e-service at
hand, allows for the execution of the organization’s business
strategy.

Note that we neglect the “processes” perspective to achieve
alignment between an organization’s business strategy and
IT/IS. This does however not mean that process perspective
is irrelevant for all other alignment issues. We simply do not
need it for this specific alignment issue. Furthermore, since a
business strategy states how an organization should position
itself in a competitive world [11], we expresses an organiza-
tion business strategy in terms of strategic positioning. The
strategic position of an organization is the organization’s po-
sition in regard to other organizations which influence the
e-service to be offered [11, 17]. The case study on a mobile
e-service, as discussed in this paper, illustrates that the se-
lection of a specific IS/IT architecture may influence this
positioning significantly.

In addition to considering multi-perspectives, we take a con-
ceptual modeling-based approach to ultimately arrive at a
comprehensive and well-integrated methodology that is ca-
pable of supporting the process of e-service design: from
strategic positioning, via the design of the networked value
constellation, to ultimately implementation and deployment
in terms of IT technologies. The benefit of utilizing vari-
ous modeling techniques is that we can create shared under-
standing over various aspects of an e-service [4]. In addition,
we can trace changes over the three perspectives to better
understand the consequences of design choices within one
of the perspectives. Finally, by choosing this model-based
approach, we closely resemble the way-of-working in infor-
mation system design, so the models we develop provide a
suitable starting point for further designing and implement-
ing the information systems needed for the the e-service at
hand.

To develop and test our alignment methodology, we have
performed case studies in the Dutch aviation sector [15] and
the European electricity sector [8, 16]. In addition, we have
been involved in a starting Internet company, who offers a
mobile location-based e-service. It is that project, which we
will report about in this paper. We have worked for over six
months with this company to design and align their IT/IS
with their business strategy, motivated by proper analysis
based on accepted theories.

This paper is organized as follows: First we discuss our
multi-perspective alignment framework to position the busi-
ness strategy - IT alignment problem we deal with in this
paper. In section 3 we review the required modeling tech-
niques for each perspective taken on the e-service to be of-
fered. In section 4 we explain how these techniques can be
used, in an integrated way to reason about business-IT align-
ment. Subsequently we present the case study and apply our
alignment approach to the case study. Finally, sections 6,
7 and 8 reflect on using our approach, and present related
work and conclusions respectively.

2. ALIGNMENT FRAMEWORK
To explore the provision of an e-service at least four different
perspectives should be taken into consideration: 1) the Busi-
ness Strategy perspective, which considers long term goals
to create competitive advantage with the e-service; 2) the
Value Creation perspective, which considers how value is
created by the e-service; 3) the Processes perspective, which
considers the activities needed to provision the e-service and
thereby create value; 4) the IT/IS perspective, which con-
siders the IT/IS that supports or enables the processes and
therefore the e-service. Although each perspective takes a
different viewpoint, they all view the same phenomenon: the
e-service to be provisioned [5].

Figure 1: Inter-organizational alignment model [5]

In contrast to other alignment models (eg. [2, 10, 13]) our
alignment model also take a network perspective into con-
sideration. Since various e-services are enabled by inten-
sive collaborations between various organizations (eg. net-
worked value constellations), alignment should not only be
created within an organization, alignment should also be
created between organizations [5]. Therefore, when explor-
ing an e-service provisioned by a collaboration of organi-
zations it should be analyzed 1) if there is shared under-
standing on how value is created and if every organization
is able to be profitable, 2) if inter-organizational processes
are coordinated properly, and 3) if there is alignment be-
tween the IT/IS of various organizations to enable the inter-
organizational processes and value creation.

The identified perspectives result in various types of align-
ment decisions: 1) intra-organizational alignment which con-
siders alignment decisions between perspectives within a sin-
gle organization, 2) inter-organizational alignment within a
perspective, which considers alignment decisions per per-
spective between multiple organizations, 3) inter-organizational
alignment between perspectives, which considers alignment
decisions between perspectives and between organizations.
In an ideal situation, there would always be complete align-
ment within an organization and between organizations.

A naive way to reason about alignment, is to use a kind of
top-down or “waterfall” approach as known from Software
Engineering. Each perspective would be developed sequen-
tially, and in a top-down way. We argue that this is not a
realistic approach. For instance, enterprises have substantial
legacy in processes and information systems, which has to
be dealt with in a quite early phase. Also, the world (includ-
ing the competition) is continuous and fast moving in terms
of enterprises, services, and technologies. So, we consider
alignment to be a continuous and iterative “tuning” between
the four perspectives within an organization and between
organizations.



If an opportunity for an innovative e-service occurs, a basic
question is which of the four mentioned perspectives to ex-
plore first. In case studies we have performed, we learned
that an idea for a new e-service explained by stakeholders
initially has a bias to one of the four mentioned perspectives.
Often, this bias is grounded in the stakeholders themselves.
We use this biased perspective as the starting point for the
exploration of the e-service at hand, as stakeholders are fa-
miliar with this perspective, and therefore can provide the
most information about it. For example, in the case study
that we present in section 5, the idea for the e-service, as
expressed by the stakeholders, is biased toward the “IT/IS”
perspective. So, in this case study, we start with exploring
the IT/IS perspective.

Due to space limitations, the scope of alignment is limited in
this paper to the following alignment issues (bold arrows):
1) Alignment between an organization’s business strategy,
expressed in terms of its strategic position and the value
creation of a single organization in an inter-organizational
setting, and 2) Alignment between the organization’s value
creation and the supporting IT, expressed in terms of an
IT architecture. We focus on these two alignment issues,
because alignment of an organization’s business strategy and
IT/IS is one of the key factors for creating a successful and
profitable organization [2, 13].

3. MODELING TECHNIQUES
Current alignment frameworks offer fairly abstract and in-
formal facilities to reason about business-IT alignment (eg
[2, 10]. How to concretely address such alignment during
the design of an (e)-service is not very clear. For this rea-
son, we take a model-based approach. Not only does it
better resemble the way of working in Service Sciences, it
enables practitioners a method to proper elicit each of the
four perspectives and allows for traceability of changes in
one perspective onto another perspective [14]. Moreover,
constructed models can be used for further and more de-
tailed e-service design.

3.1 IT/IS Perspective
There is a substantial amount of literature on modeling in-
formation system architectures (see eg. [3]). In terms of
languages there is the UML [23] as an industry standard. In
addition, design approaches such as TOGAF [22] are becom-
ing increasingly popular. The aforementioned approaches
are however rather comprehensive and therefore time con-
suming to apply during initial exploration of an e-service.

Therefore, we aim at a notation which is easy and tractable.
Specifically, we are interested in identifying three specific
aspects: 1) what key technologies are needed for the e-
service at hand, 2) similarly, which information systems
are required, and 3) how do the information systems inter-
act with their environment. These three aspects show the
big picture of how the e-service can be technically realized.
Furthermore, based on our field experience, if one of these
three aspects of the IT/IS architecture changes, chances are
high that the value creation and strategic position will also
change.

So for the actor under investigation we model the infor-
mation systems and data stores required with squares and

rounded squares. Subsequently, we model, via simple ar-
rows, which information is exchanged between the actor un-
der investigation and other organizations in the networked
value constellation (an example can be found in figure 5).
For these actors we also model which (sub)-information sys-
tems and data stores they require to interact with the actor
under investigation. Technologies needed to enable the e-
services are also included (textual), since the selected com-
ponents reflect important technology choices. For instance
in our case study the choice for a GPS or GSM based posi-
tioning system had to be made. As we will see, such choices
influence the strategic position of an organization.

3.2 Value creation perspective
To model the value perspective of an e-service in a multi-
organizational setting we use the e3value modeling technique.
Because the e3value technique has been widely discussed
(eg. [6,7]) we only briefly discuss the technique. The e3value
approach provides modeling constructs for representing and
analyzing a network of enterprises, exchanging things of eco-
nomic value with each other. The methodology is ontologi-
cally well founded and has been expressed as UML classes,
Prolog code, RDF/S, and a Java-based graphical e3value
editor. This editor can used to determine the financial feasi-
bility of constellation by determining the Net Present Value
(eg. profits) for each of the organization in the organization.
If the Net Present Value is positive for each of the organiza-
tion, then the constellation is considered financially feasible.
We use an educational example (see figure 2) to explain the
model constructs.

Figure 2: Educational example

Actors (often enterprises or final customers) are perceived
by their environment as economically independent entities,
meaning that actors can take economic decisions on their
own. The Store and Manufacturer are examples of actors.
Value objects are services, goods, money, or information,
which are of economic value for at least one of the actors.
Value objects are exchanged by actors. Value ports are used
by actors to provide or request value objects to or from other
actors. Value interfaces, owned by actors, group value ports
and show economic reciprocity. Actors are only willing to
offer objects to someone else, if they receive adequate com-
pensation in return. Either all ports in a value interface each
precisely exchange one value object or none at all. So, in the
example, Goods can only be obtained for Money and vice
versa. Value transfers are used to connect two value ports
with each other. It represents one or more potential trades
of value objects. In the example, the transfer of a Good or a
Payment are both examples of value transfers. Value trans-
actions group all value transfers that should happen, or none
should happen at all. In most cases, value transactions can
be derived from how value transfers connect ports in inter-
faces. Value activities are performed by actors. These activ-



ities are assumed to yield profits. In the example, the value
activity of the Store is Retailing. Dependency paths are used
to reason about the number of value transfers as well as their
economic values. A path consists of consumer needs, connec-
tions, dependency elements and dependency boundaries. A
consumer need is satisfied by exchanging value objects (via
one or more interfaces). A connection relates a consumer
need to a value interface, or relates various value interfaces
of a same actor internally. A path can take complex forms,
using AND/OR dependency elements. In the example, by
following the path we can see that, to satisfy the need of the
Shopper, the Manufacturer ultimately has to provide Goods.

3.3 Business strategy perspective
We use e3forces (see [15]) to model the business strategy
perspective on a service offering by an organization in terms
of the organization’s“strategic position”in a networked value
constellation. As there is to the best of our knowledge no
model-based approach which analyzes the strategic position-
ing of an e-service in relation to selected information tech-
nology, the utilization of e3forces to do so is an important
contribution of this paper. Part of being able to execute
a business strategy, and thereby creating competitive ad-
vantage, is to find a strategic position which enables the
execution of the chosen business strategy [17]. The strate-
gic position of an organization is the organization’s position
in regard to environmental business forces such as suppliers,
buyers and competitors, which influence the service/product
to be offered [11,17].

The e3forces technique provides modeling constructs for rep-
resenting and analyzing strategic related concepts, such as
“strategic position” and “business forces”. It enables practi-
tioners to analyze the strategic position of an organization
by analyzing the influence of environmental business forces
on a product/service offered by the actor under investiga-
tion. In the case of an organization participating in a net-
worked value constellation, the other organizations in the
constellation are considered environmental business forces.
An e3forces model is based on a corresponding e3value model.
Instead of focusing on a complete networked value constel-
lation as e3value does, e3forces focuses on the impact of en-
vironmental business forces on a single value offering of the
actor under investigation. The business forces analyzed are
directly based on Porter’s Five Forces framework [17, 18].
In an e3forces model business forces and their strength are
explicitly stated and are related to actors (see figure 3 for
example). Furthermore, e3forces enables practitioners to
quantify business forces’ strength such that it is possible
to compare various alternative strategic positions. Finally,
e3forces provides a clear and compact graphical overview of
an organization’s strategic position and related environmen-
tal business forces. The e3forces technique uses the following
constructs:

Actor. Actors are independent economic (and often also le-
gal) entities [11]. Actors operate independent or are part of
a constellation, which is a coherent set of two or more ac-
tors who cooperate to create value to their environment [20].
Properties: An actor has a pre-determined business strategy.
The business strategy of an organization is the direction
and scope of the organization’s configuration and position

Figure 3: Example e3forces model

in its environment such that it creates competitive advan-
tage [11,17]. For an organization to successfully execute its
business strategy a matching strategic position must be cho-
sen [18]. Three generic strategies are considered [11, 17]: 1)
cost-leadership, which is trying to offer value objects with
similar quality as competitors but against a lower price; 2)
differentiation, which is to offer value objects with qualities
that are unique or differ from competitors; 3) focus, which
is focusing on a specific (small) buyer market. Relation-
ships: An actor, or constellation, acquires and offers value
objects from and to an environment consisting of business
forces [11, 17]. Representation: An actor is modeled as a
square.

Business Force. Business forces are those organizations
that operate in the environment of the actor under study.
From a modeling perspective, a business forces is not an
independent organization but a set of organizations, called
market. These external organizations are grouped in mar-
kets because by considering sets of organizations we ab-
stract away from the individual and limited influence of
many single organizations [17]. This abstraction simpli-
fies the e3forces models to be made, and suffices for the
business forces analysis we conduct. Therefore, we con-
sider relationships between actors and specific markets in
the actor’s environment, rather than the many relationships
between actors and each individual organization in the ac-
tor’s environment. Relationship: Business forces influence
the price and/or configuration of value objects which they
acquire from or offer to actors [11, 17]. They are able to
do so because they negotiate different prices, bargain for
higher quality, alter specifications or, try to play competi-
tors against each other [17,18]. Properties: A business force,
or market, has a certain strength. The strength of a force
indicates to what extent that specific force can influence the
price and/or configuration of a value object offered to or ac-
quired from an actor. Representation: A business force or
market is modeled as a layered square. The strength of a
business force is expressed by a“strength”arrow. A strength
arrow is graphically bundled with the exchange of a value
object and points from the business force toward the actor.

Types of Business Forces. Buyer Markets. Buyers mar-
kets are sets of organizations which are part of the environ-
ment of an actor and acquire value objects from the actor
under study. Buyer markets can influence value objects be-
cause they negotiate down prices, bargain for higher quality
and, desire different specifications [17, 18]. All this is at
the expense of the profitability of actor under study [17,18].
Note that we, as described above, do not look at buyers in-



dependently, instead we analyze the buyer market of which
the individual buyer is part. After eliciting buyer markets,
the next step is determining the strength of buyer markets.
To determine the strength of buyer markets we have devel-
oped a metric based on Porter’s [17] original buyer market
analysis.

Supplier Markets. Supplier markets, the second business
force, are those organizations which provide value objects to
actors in the constellation. Suppliers influence value objects
provided to actors in a constellation by threatening to alter
the configuration of value objects, to increase the price or
to limit availability of value objects [17]. All this is at the
expense of the profitability of the actor under study [17,18].

Competitors. An additional force is exercised by competi-
tors; actors that operate in the same industry as the constel-
lation and try to satisfy the same needs of buyers by offering
the same value objects to buyer markets as the constellation
does [11]. Competitors are a threat for actors because they
try to increase their own market share, influence prices and
profits and influence customer needs; in short: they create
competitive rivalry [17,18]. Due to space limitations we con-
sider “substitutes” and “New Entries” as competitors, which
is motivated by the fact that they also try to satisfy the
same customer needs.

Determining business force’s strength. To analyze the
influence of a business force on a value object, n differ-
ent aspects need to be analyzed depending on the busi-
ness force [15, 17]. For buyer markets 7 aspects need to
be analyzed, for supplier markets 5 aspects need to be ana-
lyzed and for competitor markets 7 aspects need to be an-
alyzed. These aspects are directly derived from the Five
Force Model (see [15, 18]). To be able to measure and com-
pare the strength of the business force, each of the business
aspects related to the business force is scored on a five points
scale. The scoring of business aspects is performed with the
aid of domain experts. This method of scoring is based on
grounded business theories (eg. Balanced Score Cards [12])
and software architecture theories (eg. CBAM [1]). The
score “5” indicates that the extent to which the business
force can influence the value object exchanged is high and
“1” indicates that it is low. Because the relevance of the as-
pects can vary per value object exchanged, domain experts
give each aspect a weight factor (βj), as done in CBAM [1].
The domain expert have to divide 100 points over the n as-
pects (

∑n

j
βj = 100); more points indicate higher relevance.

When the weighted expert scores are summed the“strength”
of a business force in relationship to the exchanged value ob-
ject is expressed. The strength of a business force indicates
to what extent the business force is able to influence the
value objects exchanged with the actor in the networked
value constellation.

Strengthbusinessforce = (

n∑

j

βj ∗ Qj)/5

The total sum is divided by 5 to range buyer market’s strength
from a maximum “100” to a minimum of “20”. For vi-

sual purposes a score in the range of “20-48” indicates low
strength (light gray arrows),“48-76”indicates medium strength
(medium gray arrows) and, “76-100” indicates high strength
(dark gray arrows).

Value object. Markets and actors in a constellation ex-
change products and services which are, in generic terms,
value objects [7]. A value object has economic value for an
actor when the actor can use the object to satisfy a need or
when the actor can use the object for transfer with another
object [7]. Properties: A value object has two attributes
[11, 17]: 1) the configuration consisting of the qualities the
object offers and, 2) a price which is expressed in terms of
another value object, wanted in return by the provider of the
original value object (the price to be paid is usually money,
although not obligatory). Relationships: The price and/or
configuration of value objects acquired/offered by an actor
from buyer and supplier markets are influenced by environ-
mental business forces.

Although the e3forces modeling technique shares a few con-
cepts with the e3value modeling technique [7], they are fun-
damentally different. The main focus of the e3value mod-
eling technique is on economical feasibility of a networked
value constellation, while the e3forces technique main focus
is on the strategic position of a single actor. However, by
sharing some concepts with e3value , e3forces and e3value
can be easily integrated.

4. ALIGNING BUSINESS STRATEGY WITH

IT
In the previous sections we have discussed which modeling
techniques we utilize to achieve alignment between an or-
ganization’s business strategy and IT/IS. In this section we
will discuss how we use these techniques, and in what or-
der, in the context of the alignment framework presented in
section 2.

1. Determine an initial perspective. Exploration of an
e-service assumes a first rough idea about the service to be
offered. To start-off the exploration process, the first step
is to determine which perspective to explore first, given the
rough idea. To our experience, stakeholders initially present
such an idea with a bias to one of the perspectives described
in section 2, eg. in terms of technologies or value creation.
The starting point for exploring and eliciting the e-service
idea is then be this “biased” perspective, since stakehold-
ers can provide (initially) the most information about that
perspective.

2. Explore the initial perspective. Let us now assume, for
a specific e-service idea, that the idea is mainly articulated
from a “value creation” point of view. The next step is then
to explore this idea with the aid of e3value . The aim is
to elicit what of value is exchanged between organizations
and if the idea is financially feasible for the organization
offering the service and for the organizations participating
in the networked value constellation (see [6] on how to do
so). We assume that the organization needs to collaborate



with other organizations to offer the e-service. If the service
cannot be provisioned financially feasible there is no point
in going further

Figure 4: Order of perspectives

3. Explore the other perspectives. Figure 4 explores the
order of exploring the remaining perspectives. Each arrow
represents a next possible perspective for exploration. For
instance, after exploring the value creation perspective, ei-
ther the business strategy perspective or IT/IS perspective
can be explored. Selection of the perspective to explore next
is done similar to step 2; we continue with perspective the
stakeholders are most familiar with. There is however one
additional guideline: If we have explored the IT/IS perspec-
tive or business strategy perspective, the value creation al-
ways has to be explored next. This is because the value
creation perspective is needed to “translate” strategic design
choices, or IT/IS design choices, into the other perspective.
In other words: The value creation perspective bridges the
IT/IS perspective and the strategy perspective.

Stakeholders are explained that selecting a particular order
of perspective exploration implies choice about how the de-
sign space for the e-service is constrained. For instance, if
we first consider the value creation perspective, and there-
after the IT/IS perspective, the design space for the IT/IS
perspective is bound by the value creation perspective.

4. Aligning the explored perspectives. We have now ex-
plored two perspectives, next we assess whether these per-
spectives are aligned. For instance, we consider the value
creation and IT/IS perspective to be aligned, if we find an
IT/IS architecture which allows for the offering of the e-
service and can be implemented by the networked value con-
stellation. If this is not the case, then the IT-architecture
or networked value constellation has to be redesigned, af-
ter which we perform step 2 to 4 again. These steps are
repeated until the value creation and IT/IS perspective are
aligned.

5. Exploring the final perspective. Only after alignment
has been achieved as mentioned in step 4, we proceed with
exploring the remaining perspective. For instance, if we have
aligned the value creation and IT/IS perspective, we then
explore the business strategy perspective. For this perspec-
tive we analyze the strategic position of the organization
offering the e-service, to determine if the strategic position
matches the chosen business strategy of this organization.
If the strategic position does not allow for the execution of
the organization’s business strategy, then we have to design
a new strategic position, which in practice means that we
have to redesign the constellation. Again these steps are
repeated until a strategic position is found in a networked
value constellation which allows for the execution of the cho-

sen business.

6. Back to the first perspective. It is plausible that step
5 requires that the value constellation should be modified.
As a result, the design space for the IT/IS architecture has
changed, which could mean that the IT architecture can no
longer be implemented by the constellation; in other words
there is no alignment anymore. Therefore we start over with
the process. Basically we“tune”the three perspectives, until
we find a strategic position for the enterprise under study
within a financially feasible networked value constellation
and an IT/IS architecture, which can be implemented by
the networked value constellation.

Other roads to alignment. In the steps described above we
have started with the value creation perspective, then the
IT/IS perspective and ended with the business strategy per-
spective. As Fig. 4 shows we could have taken other roads.
What road should be taken is case dependent and can be
best determined by practitioners and the (tacit) knowledge
of the actor under investigation.

5. ALIGNMENT CASE STUDY: MOBZILLI
For a period of over six months we have had intensive con-
tact with the founders of Mobzilli (www.mobzilli.com), a
starting Dutch “Internet” company. During these contacts
we were not only able to gather information about Mobzilli
and its environment but we were able to take an active part
in the development of Mobzilli. We consulted the board
during various meetings on aspects ranging from strategic
issues via marketing down to technical issues. In return,
they provided us with feedback on our alignment method-
ology proposed and the e3forces technique (eg. what was
clear and practicable and what was not).

Idea for an e-service. The founders of Mobzilli have the
idea to offer the e-service “Location Based Advertisements”.
The service consists of two dependent parts. First, organi-
zations (such as merchants) are offered a new advertisement
channel by bounding their advertisements to geographical
locations. Furthermore, these advertisements can be viewed
by potential customers on mobile phones. Second, poten-
tial customers can receive ads from organizations that are
in their vicinity by utilizing a small application on their mo-
bile phone. So if a customer would be in a shopping cen-
ter s/he would be able to request the advertisements of the
shops in her/his vicinity using her mobile phone. Mobzilli
intended to use satellite positioning to determine the posi-
tion of customers, in which case customers are required to
have a mobile phone with GPS and mobile Internet. For
customers, the service is free. Yet, “Merchants” who use
Mobzilli’s advertisement channel, must pay a small fee each
time an advertisement is watched. An extra service is that
“Merchants” can acquire statistics about the use of their ad-
vertisement.

Business Strategy. Porter [18] distinguishes three kinds of
strategies: ‘cost-leadership”, “differentiation” and, “focus”.



Mobzilli has chosen “differentiation” as their business strat-
egy, since Mobzilli long term strategy is to offer innovative
and different services to the market. The business strat-
egy “differentiation” states that an organization competes
with competitors on the quality/configuration offered by the
value object and not on the price related to the value ob-
ject. Price competition occurs in case of well known and
accepted community products, whereas “differentiation” is
more appropriate for innovative products (customers have
to pay a premium for innovation). Note that we take the
business strategy as a given, we do not evaluate if this is
the proper strategy to choose. We only intend to find an
IT architecture for the e-service at hand, which, via a value
constellation, enables the execution of the chosen business
strategy.

5.1 Aligning Business Strategy and IT/IS
For the Mobzilli case, we now execute the steps as introduced
in section 4.

1. Determine the initial perspective. Mobzilli is a start-
up company, which is mainly technical driven due to the
technical background of its founders. In other words, Mobzilli
has a rather technical bias to describing their idea for an e-
service (eg. GPS, Java programming, etc.). To this end
we start with first exploring the IT/IS perspective on the
e-service to be offered.

2. Explore the IT/IS perspective. After a series of inter-
views with Mobzilli’s executives, we elicited the IT/IS ar-
chitecture in figure 5. This IT/IS architecture expresses the
initial idea of Mobzilli for their e-service in terms of tech-
nologies and information systems required. The architecture
shows on a high level which (sub)-systems each actor needs
and how these systems interact (eg. what information they
exchange). In this specific case, the architecture shows that
a customer’s coordinates are retrieved by calling the GPS
device on the mobile phone of the customers. In return,
advertisements are sent to the customer’s mobile phone’s
web browser. The ads are retrieved from a central database,
which is filled by merchants. The architecture shows also
that Mobzilli needs three information systems: 1) a cen-
tral advertisement database, 2) a system for generating and
sending advertisement to customers, 3) an analyzing system
to provide merchants with statistical information.

Figure 5: ICT Architecture: initial design

3. Explore the value creation perspective. To realize the
e-service in terms of the designed IT architecture, Mobzilli
choses to create all the systems needed internally. This lim-

its the number of other organization in the networked value
constellation, as expressed by the e3value model. While
designing the e3value model, corresponding to the selected
IT architecture, the main question we asked to Mobzilli
is: “Which things of value are exchanged with which other
actors/organizations?”. Based on the IS/IT architecture,
we can derive the following actors and transfers: 1) “Mer-
chants”, which acquire the value objects“Adv. Channel”and
“Statistics” from Mobzilli, both in exchange for money and,
2) “Customers”, which acquire “Ads” from Mobzilli in ex-
change for “Views”. A number of other actors are necessary
to enable the use of GPS technology: “Satellite Positioning”,
which provides the technology for the positioning of cus-
tomers, and “Phone Manufacturer” which are added to indi-
cate that “Customers” need a mobile phone with GPS. Fur-
thermore, because “Customers” receive the advertisements
on their mobile phone they need to have mobile Internet ac-
cess, to this end“Telecom Providers”are added. To complete
the e3value model, value exchanges between “Merchants”
and “Customers” are added to show that advertisement will
(hopefully) lead to a sale increase. This all leads to the net-
worked constellation modeled with e3value in figure 6. The
e3value model designed allows for the implementation of the
IT architecture designed in the previous step.

The next step after modeling the constellation is to analyze
if the constellation is financial feasible [6]. Even though the
constellation’s design allows for the implementation of the
IT/IS architecture, if the constellation is not financially fea-
sible the other actors are probably not willing to cooperate
and the e-service cannot be offered. The condition for the
constellation to be financially feasible is that all actors have
a positive Net Present Value - basically each actor makes
a profit -, except for the customers since they ultimately
acquire value objects in return for money [6]. Calculations,
supported by the e3value tool, showed that the constellation
is indeed financially feasible.

Figure 6: e3value model: initial design

4. Explore the business strategy perspective. To ana-
lyze the strategic position of Mobzilli we utilize the e3forces
technique [15]. This techniques enables users to analyze the
strategic position of an organization by modeling and eval-
uating the impact of business forces on the service/product
offered [15]. During the development of the initial idea,
Mobzilli had not taken their business strategy under consid-
eration. When we asked them if their IT/IS architecture de-
sign matched their business strategy they had no answer. In



cooperation with Mobzilli, we developed an e3forces model
for their initial idea to provide insight into their strategic po-
sition. The e3forces model (figure 7) is based on the e3value
model. Mobzilli is again the actor under investigation. Ac-
tors or market segments not directly related to Mobzilli are
removed. The remaining actors are placed in corresponding
markets segments, where these market segments can facili-
tate the specific value transfer between Mobzilli and the ac-
tor (as discussed in section 3.3). Furthermore we include the
competitor market which offers similar services and affects
both the service provided to Merchants and Customers.

Figure 7: e3forces model: initial design

Together with Mobzilli we applied the buyer, supplier and
competitor metrics described in section 3.3, and after a few
iterations we found the final scores, we all agreed upon. Ac-
cording to the supplier metric the score for the supplier mar-
ket “Satellite Positioning” is 90, mainly due to an imbalance
in the market (GPS dominates). This indicates a strong
influence on the value object “position coordinates” offered
to Mobzilli [18]. The value object is however free, therefore
the strong influences is on the configuration of the value ob-
ject(eg. accuracy) and not on the price. Since each customer
must have a mobile phone with satellite positioning, which
in the Netherlands is a very small market, this market seg-
ment has the high score of 79. The strength of Merchants
for “advertisement channel” is also high (87), since the value
object offered is not important for this market segment. Fi-
nally, since the service is relative new there is not (yet) much
competition, the strength of the competition is considered
as low.

Overall, Mobzilli has one supplier with a strong influence on
the configuration of its e-service offered (eg. accuracy, but
also requires mobile phones with GPS). In addition, Mobzilli
has two strong forces on the buyer side which also influ-
ence the configuration of the service. This analysis provided
rationale for Mobzilli’s feeling that this design would not
match their chosen business strategy, even though the IT/IS
architecture can provision the service successfully. The anal-
ysis showed Mobzilli that a specific localization technique
(Satellite positioning) would result in a strategic position
which is not suitable for their chosen business strategy. In
addition, the analysis showed Mobzilli that choosing satel-
lite technology resulted not only in a strong supplier, but
also affected the strength of a buyer market. These insights
motivated them to make some revisions.

5. Modify perspectives to arrive at better alignment.
So, after analyzing the initial networked value constella-
tion’s design, it was concluded not to be a desirable design;
the strategic position would not enable the execution of the
chosen business strategy. To this end other options were ex-

plored. Other technologies were considered as well as using
other supplier or offering the service to other buyer markets.
In reality this happened with a number of iterations, due to
space limitations we however only provide the final design.

To deal with the strong supplier “Satellite Positioning”, the
choice was made to use open source positioning software
(unlike GPS this software works via triangulation of signal
strengths of various GSM-antenna’s, making it an entirely
different technical solution). Because more organizations are
active in this market, compared to the satellite positioning
market, the influence of this market was hoped to be less
(we demonstrate this to be true later). A side-effect is that
external software developers are needed to integrate the po-
sitioning software into the other systems. This results in a
second supplier market and an additional actor in the net-
worked value constellation.

To deal with the strong buyer market“Customers”, the choice
to use GSM triangulation technology is also beneficial. Since
now “Customers” only need to use mobile Internet the mar-
ket is significant larger. To deal with the other strong buyer
market, “Merchants”, it was chosen to target a second buyer
market: “Cultural Organizations” (eg. musea). As a re-
sult the dependency on “Merchants” would be less, reducing
their strength. Furthermore, “Cultural Organizations” have
less alternatives to target (foreign) customers, therefore their
strength was predicted to be lower than the strength of“Mer-
chants”. Because a buyer market was added, an additional
market segment had to be included in the networked value
constellation.

To determine if this technical design, corresponding net-
worked value constellation and strategic position are prop-
erly aligned we again explore the various perspective. To
show that there is no fixed order in the perspectives, we
start now with value creation perspective.

6. Re-exploring the value creation perspective. The
new networked value constellation’s design in presented in
figure 8. As can be seen there are three new entities: the
actors “Software Developers” and “Positioning Software” of-
fering their services/products to Mobzilli, and the Market
segment “Cultural Organizations” which also acquires the
“adv. channel” from Mobzilli. Calculations with the e3value
tool showed again that the constellation is financially feasi-
ble.

Figure 8: e3value model: final design



7. Re-exploring the business strategy perspective. The
e3forces model for the final design is presented in figure 9.
The model was made in close cooperation with Mobzilli, as
were the metrics. After a few iterations the final scores were
found.

Figure 9: e3forces model: final design

According to the suppliers metric the score for “Software
Developers” is 60, this is considered medium and is such be-
cause of the large number of “software Developers” present.
In addition the influence of this buyer market is more re-
lated to the price than the configuration of the value object,
thereby better enabling the execution of the chosen business
strategy. The score for “Positioning Software” is 80, indicat-
ing a strong force, although less then for “Satellite Position-
ing”. Furthermore, the influence is again on configuration
and not price (the software is still free) of the value object
provided. Although this still does support the chosen busi-
ness strategy, Mobzilli considered this situation better than
the previous design. Using the metric for buyer markets re-
sulted in a score of 69 for ’Customers”, the score decreased
due to the larger population. The new score for “Merchants”
is 78. By adding a market more trading areas for Mobzilli
are available and thereby the strength of “Merchants” de-
creased [17]. For “Cultural organizations” the scores is 65.
The strength of “Cultural Organizations” is less than that
of “Merchants” because less alternatives are at hand for this
buyer market. With this new design only one strong forces
remains. Since the service is still new, also for the new buyer
market, the influence of competitors is still low and therefore
not relevant.

The final conclusion, in regard to the search of a suitable
strategic position, is that the final design (figure 9) pro-
vides a strategic position which enables the execution of
the chosen business strategy. This notion was supported
by Mobzilli. By carefully choosing suppliers and buyers a
strategic position was found were the environment has min-
imal as possible influence on the configuration of the ser-
vice offered. In comparison to the first strategic position
the strength of suppliers has decreased with ±13 % and the
strength of buyers with ±17 %.

8. Re-exploring IT/IS perspective. The new constella-
tion’s design also meant a redesign of the IT/IS architecture.
figure 10 shows the new IT/IS architecture. The architecture
is based on the new constellation, because different value ob-
jects (eg. technologies and services) are provided to Mobzilli,
different technologies are used in the architecture.

GPS is no longer used. This is a direct result from business

strategy choice to provide the service to a larger customer
market and not depending on GPS. Instead the GSM mod-
ule is called to provide the signal strength of different GSM
antenna, which is used to determine the location of the cus-
tomer. The choice for triangulation requires an extra compo-
nent to be added to Mobzilli’s IS; positioning module, since
the position for each “Customer” now has to be calculated.
This is a specific design choice made, since the computation
could also occur within the Java applet already required on
the mobile phone. Basically it is a question of centralizing
the computation to Mobzilli’s server (greater server load)
or decentralizing the computation (modifications more dif-
ficult). The answer to this question is however beyond the
scope of our paper since both options do not influence the
strategic position of Mobzilli in its networked value constel-
lation (eg. no new technologies or other organizations re-
quired).

Figure 10: ICT architecture: final design

Mobzilli’s IT architecture (figure 10) for the e-service to be
offered can be implemented within the context of the value
constellation of which Mobzilli is part (figure 8). Further-
more, Mobzilli’s strategic position within the value constella-
tion allows for the execution of the desired business strategy.
To this end it was considered by Mobzilli that alignment is
achieved between their business strategy and IT/IS.

6. REFLECTIVE LEARNING
On a practitioners note; often Mobzilli had had a feeling
about the legitimacy of various choices made regarding their
IT design and business strategy. They however had difficul-
ties properly motivating them. But with the aid our method-
ology we were able to provide Mobzilli theoretical rationale
for the legitimacy of their choices. It showed Mobzilli how
specific design choices (eg. technologies used) affected value
creation and their strategic position.

In addition, utilizing e3forces enabled Mobzilli to think and
create understanding of their business strategy and strategic
position. Thus, e3forces aided them in exploring, analyzing
and comparing various strategic positions based on a the-
oretical founded analysis (eg. Porter’s buyer and supplier
analysis), which they were unable to do so far.

7. RELATED WORK
The most relevant related work it that of Thevenet and Sali-
nesi [21], which also strives for strategic alignment during
design-time of information systems. Their method, INte-
nional STrategic Alignment (INSTAL), analyzes organiza-
tions at two levels: the strategic level and the operational
level. Using documentation from both levels a third level
is created where the synergy between both levels is docu-
mented [21]. Furthermore, both the strategic and opera-



tional level are modeled within one single model. However,
in contrast our approach with its multi-organization view,
the INSTAL methodology has an internal view on organiza-
tions. Furthermore, modeling both strategic and operational
aspects within one model might cause confusion since both
viewpoints highlight quite different aspects of an organiza-
tion.

8. CONCLUSION
The aim of this paper was to provide a methodology for
alignment of an organization’s business strategy and the or-
ganization’s IT/IS within a network setting. Our method-
ology takes three different perspectives into account: 1) the
business strategy perspective, expressed in terms of the or-
ganization’s strategic position; 2) the value creation perspec-
tive, expressed in terms of the networked value constellation
of which the organization is part; and 3) the IT/IS per-
spective, in terms of an IT architecture which enables the
provision of an e-service. The application of our methodol-
ogy in a real-life setting showed that we are able to design an
IT architecture for an e-service within the context of a prof-
itable networked value constellation, such that the strategic
position within the constellation allowed for the execution
of the organization’s business strategy.

We have focused on two specific alignment decisions in this
paper. However, in our alignment model various other align-
ment decisions are identified. This leads to two areas of fu-
ture research: 1) how should the other alignment decisions
be resolved, and 2) how should this methodology be inte-
grated with approaches for the other alignment decisions?
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