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2. Where The TMS is today

2.1 What Sets The TMS Apart

The transaction management system (TMS) is a complete online transaction management engine.  It is set apart from other solutions because of six key attributes:

· Fully Standards Based (XML, LDAP and Java)

· Supports any front-end application

· Interfaces with any back-end settlement application

· Encompasses all functions of rating, discounting, loyalty and billing.

· High level of security

· Extremely high throughput.

2.2 Benchmarks of Success

The success in commercialisation of the TMS is based upon four benchmarks.  These have helped to identify the success of the TMS and in the development of new implementations of the TMS:

· Successful replication of business rules

· Detailed and accurate interpretation and implementation of user requirements

· A high level of customer satisfaction

· High quality and durability of the systems

These four benchmarks have become characteristic of projects involving the TMS, and provide a useful insight into the basis behind the past and future success of the TMS.

3. Where We Want TMS To Be

3.1 Vision Statement

For TMS to be a standard for management of online transactions, through iterative development of the TMS, enabling solutions to real business problems.

3.2  Objectives

3.2.1 One Year

· To have made necessary changes to TMS, incorporating support for backend interfaces for other banks.

· To have between two and five significant projects involving TMS.
· To have widened the target market for TMS application, as well as increasing market penetration within existing markets.



3.2.2 Two Years

· To have between five and ten successful implementations using the TMS.  These should act as examples of successful TMS implementations and provide opportunities for new projects.

· Have TMS within the top five most used online transaction engines (within New Zealand), with an eye to international competitors.

· Increase penetration into new markets.

3.2.3 Five Years

· To have more than twenty significantly sized implementations using the TMS.

· To have at least five implementations in other nations, by this time an internationalisation strategy will have been designed.

· For the TMS to be the standard for online transaction management within New Zealand, and with a strategy for becoming the standard internationally.

4. Getting There

4.1 Marketing Position Statement

The transaction management system is a real world solution, designed to solve real world business problems.  It (supported by the skills at Clearfield Knowledge Solutions Ltd) has the potential to be the standard for online transaction management.

4.2 Principles

· Unique and excellent technical and business skills

· End to end internet services and operations

· Innovation and continual product development

4.3 Market Awareness

Clearfield’s transaction management system sets itself apart, because of it’s tailoring to the online environment.  It’s potential will become greater as online transactions play a bigger part of commerce in New Zealand.

Companies such as IML Group (www.imlgroup.co.nz) and others provide transaction management systems.  However, these are not focused on online transactions.  

However, there are a few firms that have looked at establishing online transaction management engines, such as netstep (http://www.netstep.co.nz/products.php?option=nsBilling).

So the market is quite aware of products similar in nature to that of Clearfield.  In other parts of this document we covered the unique benefits of the Clearfield solution, and these would set it apart when put in direct competition with the existing solutions.

4.4 Key Strategies



4.4.1 Marketing Strategy

· Increase number of implementations, especially to strategic customers.

Increasing number of projects will increase the visibility of the TMS and move closer to standardisation.

· Utilise past projects as marketing tools to facilitate further selling.

Currently, little is said about previous projects and their successes.  In order to gain further projects, lesson learned from the past must be leveraged.



4.4.2 Communication Strategy

· Increase knowledge of the Clearfield brand, and of the TMS product within IT circles.  It also may be worth considering re-branding ‘TMS’ to something less generic.

· Clarify Clearfield’s position as a firm focused on growth and focused on producing internationally competitive products.



4.4.3 Product Development Strategy

· Improve quality of documentation.

Currently, a lot of time is spent on maintenance and support.  While this is an area that provides Clearfield with advantages over it’s competitors, minimising time spent in this area could free staff to be involved in more growth-oriented actions.

· Constantly adapt the TMS to be consistent with bank systems and other possible interfacing applications.

· Investigate ‘back-end’ systems in international markets.

· Develop an internationalisation strategy for the TMS.


5. Critical Success Factors of Marketing Strategy

To ensure the success of the TMS Marketing Strategy, we have identified five critical success factors:

1) Increasing technical sophistication of TMS to meet customer requirements.

2) Growth in TMS related projects according to strategy.

3) Increasing customer satisfaction and repeat projects.

4) Increasing market recognition of the Clearfield and TMS brands.

5) Increasing proportion of Clearfield income, and time spent on TMS related projects.

6. Key Performance Indicators

It is also important as part of building the marketing strategy for the TMS, to consider the key performance indicators by which success of the strategy will be measured.  We have developed five of these indicators:

1) Number of new projects involving TMS per month

2) Number of full time staff involved in developing TMS related projects

3) Clearfield expenditure on TMS related projects

4) Percentage of Clearfield revenue generated from TMS related projects

5) Number of contacts with interested potential customers
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