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eGovernment Leadership:
Engaging the Customer

2

eGovernment Matures Through
a Series of Plateaus

Service transformation

Mature delivery

Service availability

Basic capability

Online presence

Canada

Singapore, United States, Denmark, Australia,
Finland, Hong Kong, United Kingdom, Belgium,
Germany, Ireland, France

The Netherlands, Spain, Japan, Norway, 
Italy, Malaysia

Mexico, Portugal, Brazil, South Africa

Time
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Value Drives eGovernment
Decisions

Improving citizen satisfaction

Customer demands for new/better service

Government performance targets

Political push/pull

New technologies

Security/fraud concerns

Regulatory requirements

Pressure to reduce costs

Voter apathy

Percentage of respondents giving a score of 4 or 5
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Percentage of e-Filings –
Individual Income Tax
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2002

1999 2000 2001 2002

Year by Year – Percentage of
e-Filed Returns (Individual)

% of E-Filing Increasing Year Over Year in:
Australia, Canada, Denmark, France, Germany,

Ireland, Norway, Singapore, UK, US
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How successful organization has been to
date in meeting performance-related targets

Not very successful: 2%

Don’t know: 4% Extremely successful: 19%

Percentage of respondents

Very successful: 43%

Successful to
some extent: 32%

How effective organization has been 
in meeting key objectives

Not very successful: 27% Extremely successful: 8%

Percentage of respondents

Very successful: 29%Successful to
some extent: 36%

New eGovernment Performance
Metrics Are Needed
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Governments Are Ineffective at
Using Data to Improve Service

Grouping customers into different sets based on wants/needs

Using customer data to help combat crime

Using data to forecast future needs

Using insights from groupings to tailor services to individual needs

Analyzing data to develop customer understanding/insight

Using insights from groupings to offer services through preferred channel

Using data to “bundle” services

Percentage of respondents rating themselves
as either effective or highly effective
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How effective organizations are at optimizing 
the use of data to improve service delivery
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Four Criteria Should Guide
eGovernment Investments

Infrastructure

Government to citizen

Government to business

Government to government

• Government to Citizen –
Does it reduce bureaucracy for the citizen?

• Government to Business –
Does it simplify business processes?

• Government to Government –
Will it lead to greater efficiency?

• Infrastructure – Does it make use of, or
improve, existing infrastructure?

eGovernment requires a framework
for operations in order to assess
value and ensure progress. Analyze
four criteria:
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Governments Should Use
Marketing to Drive Take-up

Media interviews

Leaflets at key locations

Special events (booths, etc.)

Customer service personnel at branches

Ad campaigns in the press

Website messages

Posters and signage

Percentage of
those who use
technique that
rate it as effective/
highly effective
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Tools/techniques
currently used in
encouraging take-up
of services and
new channels

Direct mail

Ad campaigns on radio

Ad campaigns on TV

Outbound calls

Direct e-mail

Outdoor ad campaigns
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Effectiveness of tools/
techniques currently
used in encouraging
take-up of services and
new channels


