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A major pain point across industries and clients

“As a CIO, my team and |
keep trying to translate the
benefits of our technology to
our business partners, but
there is still a ways to go.”

“As a business leader (COO,
CMO, CSO, CFO, etc.), | know
technology and data will enable
my teams’ desired outcomes,
but we struggle to execute.”

Impacts companies’ progress toward solving complex
problems that move their company forward

The

Slow divide
progress -
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The strategic path was Initially clear, so why are we so far apart?
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EXTERNAL DRIVERS INTERNAL DRIVERS

Shifts in customer expectation Organization structures and silos
Speed of change overall Competing objectives
Globalization Ineffective communication
Technology innovation Legacy operating models
Competitor pressure Leadership misalignment
Different expectations of future state outcomes

As complexity grows rapidly, expectations and success
measures for enterprises and employees are shifting
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Business Architecture
provides a common

language to bridge g
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Business architects create an g e architecture
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organization’s common dictionary
by looking holistically across the
system

Source: Business Architecture Guild®, BIZBOK® Guide, Part 1

Business Architecture’s core domains provide a
way to answer critical strategy questions

Value
streams

What value do we deliver,
how, and for whom?

What is the work we do to deliver
the value: now and in the future?

How do we create and maintain
knowledge needed to execute
and measure?

How do we structure ourselves
effectively?
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And business architects have key partners

Qg‘@ Where are we going and why?

l Strategy leaders

What do we need to be

W

able to do and by when? Oﬁﬁ Business Product strategists How do we grow our
- and Customer market position?
architects experience @ P
: \ :
Solving What are desired customer
complex problems outcomes and journeys?
(13 J
How does our data, security, takes a |
applications, and technology . . viIIage*”
achieve our business goals? _
Enterprise . Change managers \

How do we guide our people
through the mindset shifts
and needed changes?

Business process
managers

N
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How do we optimize the value we
deliver across end-to-end processes?
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https://www.institutefordigitaltransformation.org/digital-transformation-takes-a-village/

And yet it Is still hard to bridge the chasm. Why?

Why can’t our
leaders and team
members understand

how the puzzle fits 80'20 rUIe*
TogEET? ICEBERG MODEL Preferences of the
SYSTEM THINKING general population

0)
EVENTS - - WHAT HAPPENED? Greater than 75%

PATTERN ety WHAT TRENDS ARE
TRENDS NOTICEABLE OVER TIME?

STRUCTURES WHAT HAS INFLUENCED
THIS TRENDS — Less than 25%

MENTAL WHAT ARE PIOPLE ASSUMPTIONS

MODELS ' ABOUT THE SYSTEM?
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https://thesystemsthinker.com/%EF%BB%BFa-new-path-to-understanding-systems-thinking/

In addition, individuals have different thinking styles

Appreciating different thinking styles improves communications and collaboration.

Intellectual

"~ | like to brainstorm ideas and
EXPERIMENTAL dream big, and | do my best
work when | have the freedom

to be creative and

spontaneous.

| like to work with facts and

figures, and | prefer b
environments where logic and

critical analysis are the drivers
to decision-making.

SAIHNNIU|

Rational
[=——

PRACTICAL RELATIONAL

| am empathetic and energetic,
and my energy and
engagement comes when | am
collaborating in a team.

| am organized and structured,

and | work best in
environments with structure

and organization.

[=——=N e
Instinctive
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What Is the key to translation?

Hint: Perspective matters




Market Dynamics
& Stakeholders

<]

STRATEGIC
INTENT

tructure

e
OPERATING | ‘
MODEL
Performance
N etrics

=

Business
Outcomes

StratATecture™

Strategic intent described as
customer outcomes

Visual pictures of the target
operating model

Pilot new ways of working to
improve the “messy middle”

Bridges build common understanding

Three translations from BA that drove “aha moments”

Strategy
Stakeholders
Products

Capabilities
Value Streams
Organization
Information

Capabilities
Information
Organization
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Strategic intent described as customer outcomes

The Client Need The Bridges Built Ah-hah Moments!

1. Translated the FS into levels of customer outcomes

Fast growth required the
client to close strategy-to-

Healthcare End to End Journey

It's not linear. PR .
execution gaps and align on — R = ' 'It,S the first
. : : Ime I'm seeing our
priorities. Pain points *x X x kX * Xx % g
! I * o ol company from this
Included: _ _ . view...”
* Customer journey and service blueprint
Strong strategy but +  Moments that matter
leaders struggled to ‘ * Trick!
articulate the future state 6th Grade
* Future state customer outcomes Lan uade
Varied views of priorities guag
e 2. Evaluated pathways* and milestones to achieve the vision
M|Sal|gned measures Progress towar_ds_your vision may dgpehd on _the lens of “your world‘" “Employees |nﬂuence the
moments that matter!”

easing customer delight

Inci

Product and Customer Experience

* Future Ready: The Four Pathways to Capturing @
CENTRIC Operational efficiency & effectiveness Digital Value; Woerner, Weill, and Sebastian; 2022

Increasing automation, standardization, reuse and preductivity



Business architecture drives target operating model

The Client Need The Bridges Built
1. Value Stream and Capability Mapping

The client had a new
technology and was preparing
to commercialize it. They
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* What value they delivered

and to whom

*  What capabilities they
needed to be successful in
going to market

How to organize to go to
market effectively
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Ah-hah Moments!

“We need a new
structure to manage
these value
streams...”



Pilot new ways of working to improve the “messy middle”

The Client Need

The client strategically was
shifting from technology
builder to a product-driven
organization with multiple
growing pains to solve.

1. Growing business demands

2. Agile teams bogged down
by coordination

Increased tech debt and
shelved work due to
dependencies and top-down
priority shifts

CENTRIC

The Bridges Built

Piloted new ways of working using simplified
blueprints in a conference room exercise

A

C

Lightweight priorities

Aligned and empowered roles
Consistent measures

Best fit tools

Upskilling and mindset shifts
Capabilities to mature for scalability

Ah-hah Moments!

“Confident and
convinced to
make the
changes needed”

“Initially | was
hesitant, but | see
how all the pieces

come together now”
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Key takeaways...
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3. Designing and testing bridges is a team €



Thank you!

“Think different.” Steve Jobs
It starts with each of us.
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