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PREFACE

The origins of this book lie in a talk given to the UK Chapter of the International Institute 
of Business Analysis (IIBA®) in July 2007. The title was ‘Business Analysis Techniques’ 
and, in preparing it, we brainstormed 80-odd techniques and then grouped them 
according to their use by business analysts. Many people were complimentary about 
the talk and suggested it be turned into a useful book; so, with the support of BCS, The 
Chartered Institute for IT, that is what we did and the first edition appeared in 2010.

Here we are, then, four years later and, like all good business analysts, we have been 
developing our knowledge and exercising our curiosity and we thought that it was time 
to re-visit the book and introduce to it some interesting new techniques that have come 
to the fore in recent years. We have also added a few techniques (like activity diagrams) 
which we cannot think why we excluded the first time around.

As we wrote in the preface to the first edition, we believe that a business analyst (BA) is 
similar to any other professional, having at their disposal a range of tools and techniques 
from which they select those most appropriate to their current assignment. Some of 
these techniques are used all the time and others more rarely but, in the case of the 
latter, when you need them, really nothing else will quite do the job.

We considered whether any of the existing techniques should be removed to make 
way for the newcomers but decided that, in fact, they were all still worthy of inclusion. 
As a result, the 72 techniques in the first edition has now grown to 99 in this one and 
perhaps readers might like to suggest others than could take us over the hundred in 
a future edition.

Again, we have tried to make this book complementary to Business Analysis, edited 
by Debra Paul, James Cadle and Donald Yeates, which reaches its third edition this 
year. They are complementary because, whereas Business Analysis provides a broad 
survey of the business analysis field, the present text ‘drills down’ more deeply into the 
techniques that can only receive a mention, or high-level description, there. The basic 
organisation of the two books is more or less the same and follows the structure of our 
business analysis process model.

Each section of the book therefore represents a stage in the business analysis process. 
We have an introduction to each stage and then divide each into logical sections. 
Within each section are the techniques and, for each technique, we have the following 
elements:
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PREFACE

Name of Here, we have selected the most common name, at least in 
technique: the UK.

Variants/ One problem in business analysis (as in other fields) is that people  
Aliases:  use different names for the same thing, so here we list the most 

common alternative names for the technique. Where there do not 
seem to be any common synonyms, we have omitted this section.

Description of  This is a detailed, step-by-step description of the technique  
the technique:  and the way it is used. With some techniques – workshops is a good 

example – there are sub-techniques within it (like brainstorming for 
workshops) which are also described.

Using the This part provides practical advice based on our experience,  
technique:  including discussions of the pros and cons of each technique and 

where it does and does not work best.

At the end of each stage, we provide References and Further reading. Here, we list the 
books that we have found useful over the years in our practice of business analysis and 
where our readers might like to go for more information.

We have placed each technique in what we consider to be the most appropriate stage but we 
do need to make an important point here; many techniques can be used in various stages 
for different purposes. For example, we have put workshops under ‘Investigate situation’ 
but, clearly, workshops are equally useful at many other stages in a project. Similarly, we 
have prototyping under ‘Establish requirements’, but this can also be used within a workshop 
to help ‘Investigate situation’. And finally, we have put ‘Cynefin’ under ‘Consider perspectives’, 
although it would be equally applicable within ‘Investigate situation’ or ‘Evaluate options’.

Even at its expanded size, the book cannot hope to be completely comprehensive but, as 
we wrote in the first edition, readers upset at the omission of their favourite technique are 
invited to contact us and we will investigate it for possible future editions.

We would like to close with the usual thanks to our ‘other halves’ – Meg Brinton, Alan Paul 
and Annie Turner – for again allowing us the space and time to work on the book. And 
we would also like to thank Matthew Flynn, Jutta Mackwell and all those at BCS for their 
continued confidence and support for us.

James Cadle
Debra Paul
Paul Turner
June 2014
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1 BUSINESS STRATEGY AND OBJECTIVES

INTRODUCTION

The development of business analysis as a professional discipline has extended the role 
and responsibilities of the business analyst (BA). Increasingly, BAs are engaged at an 
early point. They investigate ideas and problems, formulate options for a way forward 
and produce business cases setting out their conclusions and recommendations. As a 
result, the responsibility for advising organisations on effective courses of action lies 
with BAs, and their work precedes that of the project manager. 

The early engagement of BAs also places a critical responsibility upon them – the need 
to ensure that all business changes are in line with the mission, objectives and strategy 
of the organisation. This business context is the key foundation for understanding and 
evaluating all ideas, proposals, issues and problems put forward by managers. While 
few BAs are involved in analysing and developing strategy, it is vital that they know 
about the strategy of their organisation so that they can conduct their work with a view 
to supporting the implementation of the strategy and the achievement of the business 
objectives. Therefore, it could be argued that BAs have responsibility for the following 
areas:

 y identifying the tactical options that will address a given situation and will 
support the delivery of the business strategy;

 y defining the tactics that will enable the organisation to achieve its strategy;

 y supporting the implementation and operation of those tactics;

 y redefining the tactics after implementation to take account of business changes 
and to ensure continuing alignment with business objectives.

Project managers are responsible for delivering the content of the selected options, 
such as new or enhanced information technology (IT) systems, or improved business 
processes.

Given the increasing emphasis on early-engagement business analysis, and the need 
for this work to align with the business strategy and objectives, an understanding of 
strategic analysis techniques is essential for all BAs. This chapter describes a range of 
techniques for carrying out strategic analysis and definition, plus techniques to monitor 
ongoing performance.
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BUSINESS ANALYSIS TECHNIQUES

The following four areas are covered:

 y strategy analysis, including external environment and internal capability;

 y strategy definition;

 y strategy implementation;

 y performance measurement.

Strategy analysis – external business environment (Techniques 1–2)

All organisations have to address the changes that have arisen, or can be predicted to 
arise, within their operating business environment. Such changes occur constantly, and 
any organisation that fails to identify and respond to them runs the risk of encountering 
business problems or even the failure of the entire enterprise. Senior management 
carries out regular monitoring of the business environment in order to identify any 
influences that may require action. 

There are two techniques that are used to examine the business environment within 
which an organisation is operating: PESTLE analysis and Porter’s Five Forces analysis.

The analysis of the external environment should be an ongoing process for senior 
management, since the factors identified may provide insights into problems for the 
future or opportunities for new successes. Using the PESTLE and five forces techniques 
together helps to provide a detailed picture of the situation facing an organisation. Just 
using one technique may leave gaps in the knowledge and understanding. 

Strategy analysis – internal capability (Techniques 3–5)

Analysing the internal capability of an organisation provides insights into its areas 
of strength and the inherent weaknesses within it. Business commentators often 
recommend ‘sticking to the knitting’ when considering business changes. An analysis of 
internal capability is essential to understanding where the core skills of the organisation 
lie, so that relevant courses of action can be identified, and any changes be made in the 
knowledge that they have a good chance of success. There is little point in adopting 
strategies that are dependent upon areas of resource where strong capability is lacking. 

There are three techniques that may be used to examine the internal capability of an 
organisation: MOST Analysis, Resource Audit and the Boston Box.

Strategy definition (Techniques 6–7)

During strategy definition, the results of the external and internal environmental 
analyses are summarised and consolidated in order to examine the situation facing 
the organisation and identify possible courses of action. When defining the business 
strategy, the factors outside the management’s control are examined within the context 
of the organisation and its resources.

There are two techniques that may be used to define organisational strategy: SWOT 
analysis and Ansoff’s matrix.
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BUSINESS STRATEGY AND OBJECTIVES

Strategy implementation (Techniques 8–12)

When the strategy has been defined, it is important to consider the range of issues 
associated with implementing it. One of the key problems here is recognising the range 
of areas that need to be coordinated if the business changes are to be implemented 
successfully.

The approaches that support the implementation of strategy are The McKinsey 7-S 
model, Leavitt’s Diamond, Capability modelling, Value streams and the POPITTM model.

Performance measurement (Techniques 13–15)

All organisations need to monitor performance. This section explains two techniques 
used to identify performance measures and carry out the evaluation. These are critical 
success factors/key performance indicators, and the Balanced Business Scorecard 
technique. 

STRATEGY ANALYSIS – EXTERNAL BUSINESS ENVIRONMENT

Technique 1: PESTLE analysis

Variants/Aliases

There are several similar approaches used to investigate the global business 
environment within which an organisation operates. The most commonly used 
approaches to external environment analysis are:

 y PEST (political, economic, socio-cultural, technological);

 y PESTEL (political, economic, socio-cultural, technological, environmental (or 
ecological), legal);

 y PESTLIED (political, economic, socio-cultural, technological, legal, international, 
environmental (or ecological), demographic);

 y STEEPLE (socio-cultural, technological, environmental (or ecological), economic, 
political, legal, ethical).

Description of the technique

PESTLE analysis provides a framework for investigating and analysing the external 
environment for an organisation. The framework identifies six key areas that should 
be considered when attempting to identify the sources of change. These six areas are:

Political:  Examples of political factors could be a potential change of 
government, with the corresponding changes to policies and 
priorities, or the introduction of a new government initiative. These 
may be limited to the home country within which the organisation 
operates, but this tends to be rare these days since many changes 
have an effect in several countries. The development of bodies 
such as the European Union and the growth of global trade and  
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BUSINESS ANALYSIS TECHNIQUES

  multinational organisations have changed the scope of political 
activity. This has increased the possibility of political issues arising 
that may impact upon the organisation and how it operates.

Economic:  Economic factors may also be limited to the home country, but 
as global trade continues to grow, economic difficulties in one 
nation tend to have a broad, often worldwide, impact. Examples of 
economic factors could be the level of growth within an economy, or 
market confidence in the economies within which the organisation 
operates. The 2008 sub-prime mortgage crisis in the USA, with its 
subsequent worldwide impact, is a good example of an economic 
situation that affected many organisations.

Socio-cultural:  Socio-cultural factors are those arising from customers or potential 
customers. These changes can often be subtle, and they can be 
difficult to predict or identify until there is a major impact. Examples 
could be demographic issues such as an increase in the number of 
working mothers, or consumer behaviour patterns such as the rise 
of disposable fashion.

Technological:  This area covers factors arising from the development of 
technology. There are two types of technological change: there can 
be developments in IT, and there can be developments in technology 
specific to an industry or market, for example enhancements to 
manufacturing technology. 

  IT developments can instigate extensive business impacts, 
often across industries or business domains and on a range of 
organisations. It is often the case that there is a failure to recognise 
the potential use of the technology – at least until a competitor 
emerges with a new or enhanced offering. For example, increased 
functionality of mobile technology or extended bandwidth for internet 
transactions can present opportunities to many organisations. 
However, the identification of such technological advances is critical 
if an organisation is to recognise the potential they offer. 

Legal:  It is vital to consider factors arising from changes to the law, since 
the last decade has seen a significant rise in the breadth and depth 
of the legal regulations within which organisations have to operate. 
Legal compliance has become such an important issue during this 
period that many business analysis assignments have been carried 
out for the purpose of ensuring compliance with particular laws 
or regulations. Some legal issues may originate from the national 
government but others, for example EU laws or global accounting 
regulations, may operate across a broader spectrum. One key issue 
when considering the legal element of the PESTLE analysis is to 
recognise laws that have an impact upon the organisation even 
though they originate from countries other than that in which 
the organisation is based. This situation may occur where an 
organisation is operating within the originating country or working 
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  with other organisations based in that country. Recent examples of 
this have concerned changes to international financial compliance 
regulations, such as the Sarbanes–Oxley Act in the USA and the 
Basel II Accord.

Environmental Examples of factors arising from concerns about the natural 
(or Ecological):  environment, in other words the ‘green’ issues, include increasing 

concerns about packaging and the increase of pollution.

Using PESTLE analysis

The PESTLE analysis technique is usually used in a meeting or workshop where 
several ideas and opinions can be sought. Representatives from a range of functions 
should be present so that they can provide specialist information. For example, legal 
representatives would be able to provide information about changes to relevant laws 
and regulations. It is a good idea for departmental representatives to research any 
aspects that may impact the organisation prior to carrying out a PESTLE analysis. This 
could involve obtaining reports from research providers such as Dun and Bradstreet or 
Gartner.

The PESTLE technique is straightforward to use. Typically, each element will be 
considered in turn and any potential issues for that area documented. Once all of the 
elements have been considered, the factors listed are evaluated in order to identify those 
most likely to affect the organisation. This results in a list of key external influences that 
could cause it to take action – either to gain from an opportunity that appears to be 
present or to ensure that any threats are removed.

When using the PESTLE technique it is important to recognise that we are looking for 
factors that fit two criteria: they are outside the sphere of influence (i.e. control) of the 
organisation, and they will have some level of impact upon it.

It is essential to appreciate the importance of these criteria when using the technique. 
A common error is to identify a potential course of action for the organisation rather 
than highlight an external factor that will have an impact upon it. These external factors 
are shown as opportunities and threats in a SWOT analysis (see Technique 6), so when 
using PESTLE the focus should be on identifying external factors and not on deciding 
what to do about them. That analysis comes later. For example, in a retail enterprise:

 y Environmental factors concerning the use of plastic carrier bags threaten to 
damage the market perception of the company, and thus constitute a threat to 
the business. This would be included in a SWOT analysis.

 y Charging for plastic carrier bags is a possible response to the threat. This 
is neither an opportunity nor a threat, and would not be included in a SWOT 
analysis.

It is important to recognise the difference here, since leaping from a threat to a quick 
solution is not effective strategic analysis, and could lead to simplistic, ineffective 
solutions.
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Another important aspect to recognise when using PESTLE is that its objective is to 
identify factors that could affect the organisation. It is therefore of little benefit to spend 
time considering whether a government initiative should be filed under ‘Political’, or 
whether ‘Legal’ would be preferable. The technique is invaluable in identifying factors 
to be considered, and if possible to be dealt with by taking action. The categorisation of 
these factors has little, if any, value.

Although the technique is usually seen as one where the external environment is 
considered, PESTLE may also be used to analyse influences operating within an 
organisation. This situation arises where issues or ideas concerning a particular 
function or department are under examination. An analysis of the external factors that 
may impact upon that department can help in a number of ways, from clarifying reasons 
for change to identifying options. For example, if a PESTLE analysis is carried out with 
regard to the human resources (HR) department there may be factors within the wider 
organisation that fit our two criteria – they are outside the department’s control and are 
likely to impact upon its work. Perhaps there have been poor company results and the 
finance department has recommended to senior management that recruitment and 
training should cease for a six-month period. This decision will affect the work, but will 
be outside the control, of the HR department so it is an external factor to the department 
but an internal factor to the business as a whole.

Technique 2: Porter’s Five Forces framework

Description of the technique

Porter’s Five Forces analysis is also used to consider the external business environment, 
but it has a different focus from that of the PESTLE analysis. This technique examines 
the business domain or industry within which an organisation operates, and identifies 
the business pressures that may be brought to bear upon that organisation. The analysis 
derived from using the five forces framework is usually applied to a suite of products or 
services delivered by an enterprise.

Michael Porter divided the potential sources of pressures within an industry into five 
categories. These categories are set out in Figure 1.1, and the factors to consider in each 
case are described below.

Industry What is the level of competition for the products or services in  
competitors:  this industry? Is the organisation in a good competitive position or is 

it a minor player? Are there several competitors that hold the power 
in the industry?

New entrants:  Are there barriers to entry, such as the need for large amounts 
of money or expertise? Is it possible to start up an organisation 
offering these products or services without much financial support? 
What is the likelihood of new entrants coming into the industry?

Substitutes:  What is the range of substitutes available? What is the position 
of the organisation when compared to the suppliers of these 
substitutes?
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Figure 1.1 Porter’s Five Forces framework
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Buyers:  How much choice do buyers have? Can they switch suppliers easily? 
Do they have the power in the relationship or are they locked in to 
the supplier?

Suppliers:  How many suppliers are available? Is this a competitive situation 
where the organisation has a choice of suppliers? Do the suppliers 
have the power in the relationship because they operate in an area 
of limited supply?

The answers to these questions help to identify the factors within the industry or 
business domain that have the potential to impact upon the organisation, either 
positively or negatively.

Using Porter’s Five Forces analysis

The first step in using this technique is to decide which industry or business domain 
the organisation operates within; this decision is extremely important when using the 
technique, as the results will vary considerably depending on the industry at the heart 
of the analysis. For example, if we are analysing a company selling expensive handbags, 
and we ask what industry this company operates in, it is possible to look at the question 
from two points of view:
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 y We could consider the company to be in the business of designing, marketing 
and selling handbags. In this case, the competitors are the other handbag 
companies, and the substitute products would include other products used to 
carry personal items – such as rucksacks and even plastic carrier bags. The 
industry is limited to products of a particular nature: bags.

 y We could consider the company to be in the business of providing luxury giftware. 
In this case the competitors still include the other handbag companies, but they 
also include companies selling other luxury goods such as perfume and jewellery. 
The list of substitutes could extend to glassware or even donations to charity. 
Looked at like this, the industry is much larger, the potential market greater and 
the range of pressures that may impact upon the company more extensive.

Once the industry has been decided upon, the five categories are examined to identify 
the pressures that exist between the organisation and each of them.

Industry This is an examination of the other companies operating within 
competitors:  the industry and the level of competition between them. Does our 

handbag company hold a powerful position or is it a minor player 
that is vulnerable to competitive moves?

New entrants:  Could organisations operating in other, similar industries move into 
this area? For example, could an existing fashion company decide to 
develop a range of designer handbags? How great are the barriers 
to entry into this industry, and will they deter potential entrants?

Substitutes:  As discussed above, what business pressures will arise from 
possible substitute products such as rucksacks?

Buyers:  This could be an interesting area to explore for the handbag industry, 
as some high quality manufacturers restrict the sales outlets for 
their products and minimise the opportunities for buyers to shop 
around and compare prices. If this is a particularly desirable brand, 
the power of the buyer could be extremely limited.

Suppliers:  Again, this could be an interesting aspect because some fashion 
brands are very exclusive and have a lot of power over their suppliers.

The answers to these questions help to identify the factors that have the potential to 
impact upon the organisation either positively or negatively. In this example we could 
identify that there are pressures, or threats, from competitors and new entrants, 
whereas the relationships with the buyers and the suppliers are in the company’s 
favour – these present opportunities.

Five forces analysis requires knowledge about the industry and the different 
organisations or individuals that participate in its work. Areas such as substitute 
products can be difficult to analyse, and possible substitutes can be missed. At one 
time some industries had high barriers to entry because of the financial requirements, 
so new entrants were considered unlikely. However, the rise of businesses with access 
to funds, such as the major supermarkets, has meant that high financial requirements 
may not deter new entrants.
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STRATEGY ANALYSIS – INTERNAL CAPABILITY

It is helpful to use a combination of techniques when analysing an organisation’s 
internal capability, since just one technique would provide only limited information. 
Using a combination of the MOST and Resource Audit techniques that are described in 
this section, with possibly also the Boston Box, helps to provide a detailed picture of the 
areas where there is capability and those where there are weaknesses.

These three techniques help the analyst to identify areas that are strengths the 
organisation can harness, and those that are weaknesses that could undermine it. 
These strengths and weaknesses can later be combined with the opportunities and 
threats already described to build a SWOT (see Technique 6) for the organisation.

Technique 3: MOST analysis

Variants/Aliases

A variant is VMOST (vision, mission, objectives, strategy, tactics).

Description of the technique

MOST analysis is used to analyse what an organisation has set out to achieve (the 
mission and objectives) and how it aims to achieve this (the strategy and tactics). A MOST 
provides a statement of intent for the organisation, and is usually created following 
some strategic analysis activity. It is also used during the strategic analysis, since it can 
demonstrate strength within the organisation or expose inherent weaknesses.

MOST stands for:

 y Mission: the rationale and direction for the organisation.

 y Objectives: the goals that the organisation aims to achieve.

 y Strategy: the medium- to long-term plans and actions that will enable the 
organisation to achieve its objectives.

 y Tactics: the detailed, short-term plans and actions that will deliver the strategy.

Using MOST analysis

The use of MOST helps the analyst gain an understanding of two aspects: what the 
organisation wishes to achieve (its mission and objectives), and how it is going to do 
this (its strategy and tactics).

When examining the MOST for an organisation, the technique is used to identify 
strengths and weaknesses. This is done by considering the following areas:

Definition:  Is there a defined MOST for the organisation? Is it complete and 
consistent, or are there elements missing or out of alignment with 
each other?

Clarity:  Does the MOST set out a clear direction and plan that will enable 
the organisation’s development and provide a focus for the work 
carried out?
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Communication:  Are the staff of the organisation aware of the MOST, and is it 
available as a context for the work they do?

Organisational Do the staff work to deliver the MOST? Do they agree with 
commitment:  the content of the MOST and are they supportive of its intent?

If the answer to any of these question is ‘no’, then there is a potential for weakness in 
the organisation. For example, the senior management may have defined the MOST, but 
the staff might not agree with the direction and objectives, and as a result might not be 
motivated to deliver them.

If the answer to any of these questions is ‘yes’, there are potential strengths in the 
organisation. For example, the clear definition and planning as encapsulated in the 
MOST can help motivate the staff to work towards an agreed set of objectives.

MOST analysis can be a tricky technique to use when assessing internal capability. It 
is important to remember that merely defining and displaying a coherent MOST does 
not necessarily result in buy-in and motivation on the part of staff. The real strength is 
gained when the MOST provides a clear focus and direction for the organisation. Where 
there is no clarity or agreement, the MOST may mask some fundamental weaknesses.

Technique 4: Resource Audit

Variants/Aliases

The term ‘resource analysis’ is also used. Resources can be:

 y tangible resources – financial and physical;

 y intangible resources – technology, reputation and culture;

 y human resources – skills, knowledge, communication and motivation.

Description of the technique

The Resource Audit is used to analyse key areas of internal capability in order to identify 
the resources that will enable business change and those that will undermine or prevent 
such efforts.

Figure 1.2 shows the areas analysed as part of the Resource Audit.

The five areas of resource to examine are:

Financial:  The financial resources available – which may simply be the 
organisation’s financial assets, but could also include the possibility 
of loans and credit. We need to consider whether the organisation is 
financially stable, and whether it has access to funds for investment 
and development.

Physical:  The land, buildings and equipment available for use by the organisation, 
whether owned or leased.
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Human:  The people employed by the organisation, whether on a permanent or 
a temporary basis.

Reputation:  The marketplace perception of the organisation, and the amount of goodwill, 
or alternatively, antipathy, generated by this reputation.

Know-how:  The information held within the organisation, and the way it is used to 
support the organisation’s work.

Figure 1.2 Resource Audit

The Organisation

Know-howReputation

Financial

Physical

Human

Using the Resource Audit

The Resource Audit is used to identify areas of strength and of weakness within an 
organisation. For each area listed, we need to determine whether the organisation has 
access to resources that will enable it to develop and grow, asking, for example:

 y Does the organisation have access to financial resources that will enable the 
development of new products or services or is it in financial difficulty, lacking 
the ability to invest in new products or services?

 y Does the organisation have access to land and buildings that will provide a 
basis for the development of new products or services, or is there a poor, 
underfunded infrastructure?

 y Are the people working within the organisation motivated to deliver excellent 
products and services, or are they demotivated or complacent?

 y Does the organisation have a reputation that will support the development of 
the market for its products and services, or is the brand devalued in a way that 
will hinder these efforts?

 y Is the information held within the organisation used to inform decisions 
and operations? Is this information used to build a knowledge base that will 
support the organisation? Or is information used poorly, and accessed with  
difficulty?
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Here is an example Resource Audit for a small consultancy company:

Physical:  land: no land owned; buildings: no buildings owned – offices leased 
in Oxford and Bath; equipment: each employee has a company laptop 
and a personal mobile; supporting equipment: two printers and two 
projectors are available for use when necessary.

Financial:  good financial control and stability. Ratios: profit on sales – 30%; 
liquidity – £1.5 current assets to £1 current liabilities; gearing ratio – 
90%.

Human:  staff of 25, including 18 consultants; two joint managing directors; all 
staff very motivated and committed to the company; all consultants 
highly qualified and skilled.

Reputation:  good reputation in local area, and has won local awards; not known 
outside customer base and areas of operation.

Know-how:  company makes extensive use of ad hoc information systems, but 
these are not well integrated.

The Resource Audit has well-defined areas to investigate, and can result in a clear 
assessment of an organisation’s resources. However, each area may require significant 
time and effort if the Resource Audit is to be carried out thoroughly. 

This technique may be used to examine internal resources at many different levels, 
ranging from an entire organisation to a localised team. The technique can be equally 
valuable when considering issues and problems right across an organisation, or 
looking at those that exist within a particular department or function. Either way, a 
Resource Audit will highlight where there are strengths that will enable the introduction 
of business improvement and where there are weaknesses that could undermine the 
new working practices.

Technique 5: Boston Box

Variants/Aliases

This is also called the Boston Consulting Group matrix or the BCG matrix. 

Description of the technique

The Boston Box was developed by the Boston Consulting Group (hence, BCG matrix) to aid 
portfolio management. The box is a 2 × 2 matrix with four quadrants (see Figure 1.3). The 
axes represent low to high market growth and low to high market share. The quadrants 
represent the following areas:

Star:  These are high-growth business units or products with a high 
percentage of market share. Over time the market growth will slow 
down for these products, and, if they maintain their relative market 
share, they will become ‘cash cows’.
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Cash cow:  These are low-growth business units or products that have a 
relatively high market share. These are mature, successful products 
that can be sustained without large investment. They generate the 
income required to develop the new or problematic products that 
will become ‘stars’ in the portfolio.

Wild cat or  These are businesses or products with low market share,  
problem child:  but operating in high-growth markets. They have potential but may 

require substantial investment in order to develop their market 
share, typically at the expense of more powerful competitors. 
Management has to decide which ‘problem children’ to invest in, 
and which ones to allow to fail.

Dog:  These are the business units or products that have low relative 
share and are in unattractive, low-growth markets. Dogs may 
generate enough cash to break even, but they do not have good 
prospects for growth, and so are rarely, if ever, worth investing in.

Figure 1.3 The Boston Box
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Using the Boston Box

The Boston Box is used to assess an organisation’s products and services according to 
their market shares and their market growth prospects. The portfolio of products and 
services is examined, and each of them is placed within the most appropriate quadrant. 
This helps identify strengths and weaknesses within the portfolio. For example:

 y When a product has been identified as a ‘dog’ it may be time to remove it from 
the portfolio. Even a limited amount of investment in a ‘dog’ may be a waste of 
finance that could generate greater benefits if spent elsewhere. Alternatively, it 
may be worth considering whether there is any action that could improve the 
situation – perhaps enhancing the product, or selling it in a different market in 
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 order to generate a higher volume of sales or greater profitability. Both of these 
courses of action would require investment, so the prospects for improvement 
would need to be assessed carefully.

 y Where a product has been identified as a ‘problem child’, action to rectify the 
situation will need to be considered; with careful development it may be possible 
to move the product into a ‘star’ position. For example, it may be possible to 
change the approach to marketing the product in order to enhance the market’s 
perception of it and thus increase sales.

One of the issues with the Boston Box is the level of granularity of the product 
assessment. There may be some products that do not fit neatly into a particular 
quadrant, but are on the cusp between two. When using this technique it is important 
that a commonsense approach is adopted and that other factors are taken into account. 
For example, if a product is assessed as having medium market share and low growth 
this might not be because of an inherent problem with the product. It could instead 
be a question of timing and market conditions. The action that would improve the 
situation might simply be to manage the product carefully until the market conditions 
change.

STRATEGY DEFINITION

Technique 6: SWOT analysis

Variants/Aliases

A variant is TOWS analysis (threats, opportunities, weaknesses and strengths).

Description of the technique

SWOT analysis is used to consolidate the results from the external and internal business 
environment analysis. SWOT (see Figure 1.4) stands for:

Figure 1.4 SWOT analysis
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Strengths  the internal positive capabilities of the organisation, for example 
financial resources, motivated staff or good market reputation;

Weaknesses  the internal negative aspects of the organisation that will diminish 
the chances of success, for example out-of-date equipment and 
systems, unskilled staff or poor management information;

Opportunities  the external factors that present opportunities for success, for 
example social changes that increase demand for the organisation’s 
services, or the development of technology to provide new service 
delivery channels;

Threats  the external factors that have the potential to harm the organisation, 
for example a technological development that could enable new 
competitors to enter the market, or economic difficulties leading to 
a reduction in market demand.

Using SWOT analysis

SWOT is used to summarise and consolidate the key issues identified when analysing 
an organisation and its business environment. It follows the use of techniques such as 
PESTLE (external) and Resource Audit (internal).

Once the SWOT has been developed it is then used as a means of evaluating the 
organisation’s business situation and identifying potential strategies for the future. A 
standard approach is:

 y Identify the new business improvements made possible by the opportunities 
defined in the SWOT.

 y Identify the business issues that may arise from the threats defined in the SWOT.

 y Consider the actions required to grasp the opportunities and address the 
threats.

 y Identify the areas of strength that will enable the organisation to carry out these 
actions.

 y Identify the areas of weakness that could undermine any action taken.

 y Develop and evaluate strategic options for delivering success based on the 
previous steps.

SWOT analysis is often employed in workshops, where techniques such as brainstorming 
are used to identify the elements in each of the four areas. However, this approach is not 
rigorous and can be too informal to produce a comprehensive SWOT. There is the risk of 
missing significant factors, such as a looming threat or a major area of organisational 
weakness. A better approach is to use formal techniques to derive the SWOT, which 
helps to ensure that all relevant areas are considered and the key issues identified. 
Using techniques such as PESTLE, Porter’s Five Forces and Resource Audit will provide 
a more analytical basis for this work, and will produce an enhanced SWOT with clear 
sources and derivation. Once the SWOT has been produced it is important to distinguish 
the key issues, since there may be a large set of entries, some of which are unlikely to  
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yield more than minor changes. It is the key SWOT issues that should be examined in 
detail. These should form the basis for the strategy definition.

Technique 7: Ansoff’s matrix

Variants/Aliases

This is also known as Ansoff’s Box.

Description of the technique

Ansoff’s matrix provides a set of strategic alternatives that may be considered by 
organisations when defining their business strategy. The box maps new and existing 
markets against new and existing products, creating a 2 × 2 matrix (see Figure 1.5). 
Four quadrants are created:

Figure 1.5 Ansoff’s matrix 
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Market  This situation is where existing markets are targeted for  
penetration:  greater penetration by existing products. In this approach, 

organisations decide to continue with their existing products 
and markets but to adopt tactics such as additional promotion, 
increased sales efforts or revised pricing approaches in order to 
generate increased market share.

Market  In this situation the organisation adopts a strategy of exploring 
development:  other markets for its products. This may mean targeting new 

markets in other countries, or applying the products to different 
markets within the existing geographical areas of operation.

Product This strategy involves developing new products or services, 
development:  and targeting existing markets. Another approach to it would be to 

add further, related features to existing products and services.

Diversification:  The most radical strategic alternative is to develop new products or 
services and target new markets. This is a risky strategy to adopt, 
since it does not use existing expertise or leverage the current 
customer base.
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Using Ansoff’s matrix 

Once a SWOT analysis (Technique 6) has been completed it is vital that actions 
are identified to address the issues raised in the SWOT and determine an effective 
way forward. These actions may involve revisiting the organisation’s strategy, and 
Ansoff’s matrix provides a set of options that support this work. For example, if a 
weakness has been identified in the performance of the organisation’s product range, 
two possible options from Ansoff’s matrix may be considered: to adopt a market 
penetration strategy by initiating extensive promotional and sales activity, or to 
adopt a product development strategy by initiating the enhancement of the product 
portfolio.

Ansoff’s matrix provides a means of identifying and evaluating the strategic 
options open to the organisation in the light of the information presented in the 
SWOT. Together these techniques are extremely powerful in ensuring that any 
strategic analysis is carried out in a formal, informed manner. The assessment of 
the advantages and disadvantages of the four options presented in Ansoff’s matrix 
provides a systematic approach to strategy definition. The analyst can be confident 
that the business strategy that emerges from this work will be based upon firm 
foundations.

The strategy derived from the options provides information that will help the senior 
management to develop a new MOST (see Technique 3) for the organisation. While 
the ‘mission’ may still pertain, the business ‘objectives’ may need to be revised, the  
‘strategy’ description will need to be changed and the ‘tactics’ that will enable  
the organisation to meet the objectives and deliver the strategy will need to be 
redefined.

STRATEGY IMPLEMENTATION

The implementation of business change is widely regarded as an extremely difficult 
activity, and success is often limited. Techniques such as the McKinsey 7-S (Technique 8)  
and The POPITTM model (Technique 12) provide a firm basis for identifying all of the 
aspects to be considered when implementing business change. These techniques may 
be used separately or in conjunction with each other. They are used to support two 
aspects of strategy implementation: identifying all of the areas that need to change 
and the range of actions to be taken within these areas, and cross-checking all of the 
changes to ensure consistency, completeness and alignment.

Technique 8: McKinsey 7-S

Description of the technique

The McKinsey 7-S model (see Figure 1.6) defines the areas of an organisation that need 
to be in alignment if it is to operate effectively. The model is used to identify areas that 
need to change when implementing a business strategy, and areas that will be affected 
by proposed business changes.
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Figure 1.6 The McKinsey 7-S model
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The seven elements of the model are:

Shared values:  the values that underpin the organisation and express the beliefs 
held by the people who drive it. These beliefs are inherent within 
the mission of the organisation (see Technique 3), and may also 
be analysed using the CATWOE technique (Technique 38), which is 
described in Chapter 3, ‘Consider perspectives’. They are sometimes 
known as superordinate goals.

Skills:  the skills required to carry out the work of the organisation. Key 
skills of particular staff may be defined, and these can be linked to 
the staffing categories.

Staff:  the staffing requirements for the organisation, including the 
number and categories of staff.

Style:  the culture and management style of the organisation. Contrasting 
examples of styles include ‘mentoring manager/empowered staff’ 
and ‘commanding manager/instructed staff’.

Strategy:  the defined strategy for the organisation. This is likely to have been 
developed following a SWOT analysis (Technique 6), and may be 
based upon Porter’s generic strategies of market development or 
product development (Porter 2004).
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Systems:  the tactical and operational processes, procedures and IT systems 
that define how the work of the organisation is carried out. This 
definition should be in line with the organisation’s strategy.

Structure:  the internal structures that define the lines of communication and 
control within the organisation. Examples include centralised or 
decentralised control, and hierarchical or matrix management 
structures.

The 7-S model elements are sometimes categorised as ‘hard’ and ‘soft’. The ‘hard’ areas 
are those that are more tangible and may be defined specifically; the ‘soft’ areas are 
less tangible and are more difficult to define precisely. The ‘hard’ group consists of 
strategy, structure and systems; the ‘soft’ areas are shared values, style, staff and skills. 
Although the ‘hard’ areas are more concrete, the ‘soft’ ones are of equal importance, 
and can cause problems if they are not recognised and considered when defining the 
changes to be made.

Using the 7-S Model

The 7-S model is used in order to consider an organisation holistically. It helps to ensure 
that all of the interdependent aspects that are required when working in a coordinated 
fashion are developed so as to achieve this. This can be extremely important when 
conducting an impact analysis following the definition of a business strategy. The model 
helps identify the areas affected by the new strategy, and highlights where action is 
needed and where difficulties can occur. Although the ‘soft’ areas are less tangible, 
the impact of a misalignment in them can be significant, and can create difficulties or 
even prevent the implementation of the business strategy. Here is example of such a 
situation:

 y An organisation believes in delivering high-quality personal service.

 y The organisation has a long history of employing highly skilled senior staff, 
many of whom have developed working relationships with their customers.

 y In response to economic conditions, the organisation decides to adopt a strategy 
of market penetration, requiring a focus on selling high volumes at low prices.

The 7-S framework would help identify that the new strategy has not been aligned 
with the staff or shared values of this organisation, and is therefore unlikely to be 
implemented successfully.

Once a strategy has been defined for it, the 7-S model can be used to audit an organisation. 
The model provides a means of identifying which areas need to change in order that the 
tactics and operations will be in alignment with the strategy. The connections between 
the seven areas of the model emphasise the importance of alignment between these 
areas. This alignment between the 7-S areas needs to be assessed when identifying 
the required changes.

The McKinsey 7-S model helps ensure the successful implementation of business 
change. It provides a framework that supports the design of the seven key areas and 
the links between them. When using the model, it is useful to begin with one element  
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and consider all related elements in the light of it. An effective approach is to begin by 
considering the Shared values defined for the organisation. The other elements are 
all linked to this, and they should all operate in sympathy with these values in the new 
organisation. The new strategy should align with these values, as should the structure of 
the organisation. For example, if this is an organisation that believes in empowering its 
staff, then this should be reflected in the management structure; we would not expect 
to see a tall structure consisting of several layers of management.

Technique 9: Leavitt’s Diamond

Variants/Aliases

The POPIT™ model is a development of Leavitt’s Diamond.

Description of the technique

Leavitt’s Diamond (Figure 1.7) was developed by Harold Leavitt in the 1960s. It is 
testament to its usefulness and relevance that it is still used in business change. The 
diagram is made up of four interdependent elements to reflect that viewing an area of 
change – such as technological change – in isolation is a serious error and can lead to 
damaging consequences for the organisation. It is a useful framework for analysing 
changes and their implications and helps with impact analysis for proposed change 
initiatives.

Figure 1.7 Leavitt’s Diamond

Structure

Task Technology

People
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There are four interdependent elements in the diagram, each of which may change and 
trigger changes to the other elements.

Structure  The change proposition may focus on reorganising the structure 
or changing communication lines or the management style. Where 
this is the case, there are likely to be corresponding changes 
required to the other three elements.

  The structure may be affected by changes made elsewhere. 
For example:

 y If it is decided to recruit staff with different skills, decisions 
will be needed about how this affects the structure, there 
may be new roles, or the management approach may need 
to change.

 y If it is decided to change the tasks performed or the goals 
targeted, these may require changes to the structure such 
as merging roles or even teams.

 y If it is decided to change the technology used, this may change 
the lines of communication and the means of doing so.

People  In some situations, the proposed changes may involve changes to 
the workforce; possibly there are requirements for different skills 
but equally there may be a need for additional staff.

  The people may also be affected by changes made elsewhere. 
For example:

 y If it is decided to restructure the organisation, there may be a 
need to change the numbers or skills of the staff which may 
require recruitment, redeployment or training.

 y If it is decided to introduce new tasks and goals, this will 
require people to learn new approaches and skills which 
again may need training to be delivered.

 y If it is decided to use new or enhanced IT systems, this may 
require people to learn how to use the new systems, so they 
may need training or support.

Task  The tasks set out how the work is done and the goals to be achieved; 
task changes are often at the heart of business improvement as 
organisations strive to deliver value to customers.

  The tasks may be affected by changes to the other elements. 
For example:

 y If it is decided to change the management style whereby 
decision-making is devolved to front line staff, this will 
change the way in which tasks are conducted.
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 y If it is decided to change the people doing the work, this will 
impact upon the tasks.

 y If it is decided to change the technology and increase support 
for the tasks or partly automate them, then this will result in 
different tasks being performed.

Technology  The technology supports the work of the organisation and often 
drives or enables business change. Technology is constantly 
changing, improving the facilities available to organisations. So, it 
may be decided that the systems need to be upgraded or enhanced, 
or a new technical architecture may be defined, and it is likely that 
such changes will require the other elements to change.

   The technology may also be affected by changes made elsewhere. 
For example:

 y If it is decided to change the communication between 
departments and teams, this may necessitate technological 
changes in order to facilitate the communication channels.

 y If it is decided to change the people, this may require different 
technology in order that they can carry out their work 
effectively.

 y If it is decided to change the tasks, this may change the 
requirements to be fulfilled by the technology.

Using the technique

Leavitt’s Diamond may be used in a number of situations, including:

 y To determine areas to consider when executing the business strategy.

 y To identify areas for investigation when considering a problematic business 
situation.

 y To understand the potential impact of proposed business changes.

 y To ensure the implementation of a business change is considered holistically.

As described above, the model provides a structure for the analysis of situations 
and changes, highlighting not only the four areas for consideration but also the 
interdependencies between them.

It is usually the case that we begin with a change in one area and then think through 
how this will impact the other areas. For example, if there is to be a change to a business 
process, we need to recognise that this will be a Task change and from there identify 
how this change will need to be reflected in corresponding Structure, People and 
Technology changes, as shown in the following example:

Technology  A workflow system is to be introduced into an organisation which 
organises seminars and conferences.
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Task  The task to arrange facilities for the seminars and conferences 
will use the workflow system so will need to be redefined. Most 
of the task will be conducted using the system although there 
will be a need for some administrative work, including discussing 
requirements with customers.

People  The staff conducting the task will need to be trained in the use of 
the new system and in how it will fit with the administrative work.

Structure  The use of the new system has meant that two teams working on 
the task are to be merged, leading to a change of management 
structure.

Technique 10: Capability modelling

Description of the technique

Capability models provide a representation, at a high level of abstraction, of what an 
organisation needs to do in order to deliver value to the recipients of its products and 
services.

A capability is a particular ability of the business to achieve an outcome that creates a 
value for a customer (Ulrich 2010).

A complete business capability model defines the entire organisation across a number 
of business strata (layers), and each of these strata are then modelled at a number of 
more-detailed levels of decomposition. While these identified capabilities show what 
the business needs to do, they do not reflect how this delivery is actually achieved in 
practice.

It is important to emphasise that a capability, at whatever level it is defined, should show 
WHAT the organisation does, not HOW, WHO or WHERE this is done.

A capability model is a pure business view showing the essence of what a business 
does, it contains only the capabilities themselves and uses no arrows. (A capability 
model is a static view and does not therefore show movement). In principle, there should 
be only one capability model for an organisation (or business domain under study) with 
each capability rationalised into a unique definition.

Guidelines when producing a business capability model include:

 y Capabilities must always be defined in business terms.

 y Capabilities must be at higher level of abstraction than the actual end-to-end 
business processes that support them.

 y Capabilities should always be named using a noun format not a verb (for 
example, ‘complaint management’ rather than ‘manage complaint’).
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 y Capabilities are stable (whereas value streams demonstrate movement).

 y Capabilities must be unique across the entire capability model.

 y Capabilities are subsequently enabled via value streams.

In effect, a capability is a collection or container of the actual processes, people and 
technology that will deliver value in practice. Organisations that define and maintain a 
model of their business capabilities in this way will be able to respond to change more 
effectively and rapidly than those that do not. In addition, they will be able to assess 
more accurately the impact and difficulty level of any proposed changes earlier and 
before too many resources have been expended.

When a business works with external suppliers and partners in order to deliver value 
to its own customers, the capability model provides an organisation-wide view of what 
needs to happen in order to deliver this value. This will help with performance and 
relationship management and allow the end customer to receive a seamless delivery of 
products or services without the need to be aware of how these are actually delivered 
or by whom.

As discussed earlier, the best way to represent a business capability model is as a 
hierarchic taxonomy, typically showing the following levels of decomposition:

 y Strata (level 0): the three strata usually used for classification of the actual 
capabilities themselves are:

 � Strategic or direction setting capabilities.

 � Core or customer facing capabilities.

 � Support capabilities.

 y Foundation (level 1): High level capabilities, both within the boundary of the 
organisation and those outside that they interact with. The set of Foundation 
capabilities addresses the full scope of the business. Foundation capabilities 
are usually represented in two categories:

 � Operational capabilities – those within the physical boundary of the business 
itself.

 � Environmental capabilities – the other organisations that interact with the 
business but are outside the physical boundary of the business.

 y Capability groups (level 2): Usually Foundation capabilities are generic and 
at too high a level. Capability groups are often an important level at which to 
undertake initial analysis, because it is at this level that service levels and 
constraints can subsequently be identified and defined. Also, this level is usually 
above that at which business analysts typically work and can therefore provide 
a good high level framework for their more detailed work.

 y Business capabilities (level 3/4): Decomposing the capability groups will 
uncover business capabilities which, in effect, act as the building blocks for 
subsequent value stream, process and business unit mapping, hence facilitating 
performance improvement and more effective business transformation.
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Using capability modelling

Within each of the three main strata identified, Foundation level capabilities are initially 
identified, and these are subsequently expanded into the more detailed lower level 
capability groups and finally into re-usable stand-alone business capabilities.

Figure 1.8 shows an example of a business capability model with some examples 
of capabilities at all the levels outlined above. It demonstrates one possible way of 
representing business capability modelling, but there is no specific standard that should 
be applied.

This example shows, within the support strata, that the level 1 capability of HR 
management is decomposed into staff recruitment, staff training and performance 
appraisal at level 2; and the capability of staff recruitment further decomposes into the 
capabilities of interviewing and induction at level 3.

If one of these capabilities, such as interviewing, is identified elsewhere in the model, 
a unique definition should be developed for both instances. This approach provides an 
opportunity to encourage standardisation of capability definition across the organisation.

Figure 1.8 Model showing strata and sample level 1–3 capabilities
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Irrespective of the level of capability definition, the acronym SUAVE will help to ensure 
that the set of capabilities are described well and consistently:

 y Stable – representing the essence of the business that does not change much 
over time.

 y Unique – not duplicated across the organisation.
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 y Abstracted – from more detailed process, people and technology models.

 y Value driven – focused on ensuring value is delivered to the end customer.

 y Executive – the interest of high level management is captured.

This definition and grouping of capabilities by their intent, allows us to communicate 
more effectively with business stakeholders when discussing their needs or considering 
changes and initiatives they may propose. It also enables the business analyst to identify 
re-use, and ensure that duplication of effort across the organisation is minimised. Each 
decomposition of a capability provides a more granular view of what a business does, 
enables us to appreciate where there are gaps and helps identify which changes may 
not be feasible.

It is important to note that, if at any point during the decomposition process a duplicate 
capability is identified at any level across the model, it should be defined separately 
within the model. This is to ensure that the business capabilities shown on the business 
capability model are unique across the organisation. This encourages an architectural 
view and facilitates re-use. Capabilities should only be decomposed as and when 
necessary. Business capabilities can subsequently be mapped to the value streams 
that they enable.

Technique 11: Value streams

Variants

Value stream analysis, value stream mapping.

Description of the technique

Over the years there have been many techniques for investigating the delivery of value. 
These include the value chain (Technique 45), value propositions and value streams. 
Here we will discuss the value stream technique. This is different from the technique 
with the same name included in the Lean approach; this technique focuses on the 
way different stakeholder groups perceive value and models the key stages of activity 
needed to deliver this value even if this involves a number of organisations working 
together in practice.

The term ‘value’ is defined as ‘the benefit that is derived by an organisation’s stakeholder 
while interacting with that organisation’. This includes both the final delivery of value 
and any interim deliveries of value. Value should be fundamental to everything that 
an organisation does. In essence the only reason an organisation exists is in order to 
deliver value to one or more of its stakeholders.

Value chains are good for evaluating activities and profit margin, but are not as useful 
for exploring the broader visibility of value for a diverse range of stakeholders with 
different views of what value means to them.

Value streams are less rigid and more specific than the value chain approach and 
consider the activities that are core to a particular stakeholder receiving value from the 
organisation’s products and services. They try to perceive value from the perspective of 
the end recipients themselves.
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Value streams are a high-level end-to-end collection of sequential activities or stages 
that create value across a range of stakeholders, both external and internal.

Using value streams

The approach taken to developing a value stream or a set of value streams is to first 
identify the value for a specific stakeholder, explore this via the idea of value propositions 
and work backwards to identify the key stages, in sequence, that are necessary to deliver 
that value. While business capabilities view the organisation ‘at rest’, value streams 
represent the organisation ‘in motion’.

It is then sometimes useful to identify the stakeholder that triggers the value stream 
and potentially any interim stakeholders, exploring their additional values throughout 
the value stream.

The value stream model (Figure 1.9) shows the key stages of the value stream, but 
not who performs each of the different stages. It is usual to extend each stage of 
the value stream by identifying which business capabilities are needed to enable it, 
and ultimately which processes, people and technologies are used to implement it 
in practice.

Figure 1.9 Value stream for a passenger flying to a holiday destination
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One benefit of analysing a value stream is that it helps to identify those business 
capabilities that can be re-used across the organisation to deliver maximum value to 
the widest range of stakeholders.

When producing a specific value stream certain key guidelines should apply. Value 
streams should:

 y Be stakeholder focused – when developing value steams it is important to 
ensure that each stage of the value stream moves things forward from the 
perspective of at least one stakeholder group.

 y Be value centric – the focus of a value stream is to ensure that all stages add 
value to the ultimate end stakeholder specifically, by taking a stakeholder view 
of what value really means to them.

 y Accrue value at each stage – this quest towards value should ensure that 
value is added at each individual stage. While this should consider internal and 
interim values, the main focus should be on the stakeholder at the end of the 
value stream. Of course this should also add value to the business that owns 
the value stream too.

 y Take a holistic high-level view – value stream stages should always be high 
level and not be confused with the detailed processes that may exist in practice.
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 y Facilitate further decomposition of stages – high-level stages on the value 
stream may be decomposed, and help in the identification of additional 
stakeholders and possible additional values.

 y Identify how to employ business capabilities to achieve stakeholder value – all 
stages of a value stream will need business capabilities to enable them.

 y Focus on external stakeholders first, then on internal stakeholders.

 y Ensure that value streams are not buried inside a generic value chain, but are 
considered individually in their own right. 

While a value stream must always be triggered to become initiated, the full stream may 
remain active for anything from seconds to years. For example, the value stream ‘Grant 
patent’ will continue to deliver value for many years.

To get a feel for the level at which a specific value stream should be identified (before 
it is decomposed into its component stages), it is worth noting that, typically, most 
businesses will have between 10 and 20 value streams at most, although these will 
of course be delivered via a much larger number of individual business processes in 
practice.

There is sometimes a temptation to focus solely on business capabilities without 
appreciating the need to also consider the activities that will enable the delivery of 
value to the various stakeholders. It is important to undertake both capability modelling 
and value stream analysis in order to provide a robust architectural foundation for use 
in business analysis and business change.

It is common for business analysts to work on process improvement at an individual  
end-to-end process level without fully appreciating the contribution that a specific 
process makes to the overall value delivered by the organisation to its customers. By 
considering the more architectural level offered by value streams, business analysts 
can make a more effective contribution to the identification of potential improvements 
and the delivery of maximum business benefit. The value stream technique can help 
business analysts to appreciate the broader business picture during their more detailed 
requirements definition work.

When viewing a value stream left to right through its component stages, value should be 
accrued at each individual stage before moving on to the next stage. If a stage on a value 
stream is decomposed to another level, it is possible that the participating stakeholders 
at these lower levels may be different from those at the higher level. This will lead to a 
need to investigate these additional values and ensure that they are delivered.

From a recipient’s point of view, full value to them is not influenced by which organisation 
or department carries out each individual stage. They just measure success by the final 
result. So, if your organisation contributes to a specific value stream, consider carefully 
whether you are part of another party’s value stream or they are part of yours. It is 
easier for an organisation that owns, or is in control of, the overall value stream to 
influence proposed changes. They are more likely to be able to make improvements as 
required and less likely to have revised procedures imposed upon them.
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Technique 12: The POPIT™ model

Variants/Aliases

The four-view model (people, process and organisation) is also used.

Description of the technique

This model for business change sets out the four key areas to be considered when 
identifying the changes that need to be made to an organisation (see Figure 1.10). This 
model also applies when the changes are to be made to a business system within an 
organisation. The four areas are:

Figure 1.10 The POPITTM model
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Organisation:  the management structure, roles, responsibilities and resources;

Processes:  the business processes used to deliver the organisation’s products 
and services to customers, and to support its work;

People:  the staff members responsible for implementing the business 
processes and carrying out the work of the organisation;

Technology:  the hardware and software systems used to support the work of the 
organisation. 

Using the POPIT  TM model

The technique is used as an aide-memoire when defining the elements that need to be 
considered during a business change process. For example, if the business processes 
are to be improved then their impacts upon the other three areas may change: the IT 
systems may need enhancement to support the new processes; the users – the people – 
may need to be trained and informed of their new roles; the management structure 
may need to be amended to reflect the revised roles and responsibilities. When defining 
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changes to any part of an organisation or business system it is vital that the other three 
elements of the model are considered and the corresponding changes identified. 

The POPITTM model is drawn to illustrate that a whole organisation or business system 
consists of four elements that need to work in concert. Changing one of these elements 
inevitably has an impact upon the other three, and all four aspects need to work together 
if the business changes are to be successful. A process that has been redesigned to 
be highly efficient will be diminished by untrained staff or poor-quality IT support; a 
highly motivated and skilled team of staff will fail to deliver optimum performance if the 
business processes they are operating are cumbersome and bureaucratic. 

PERFORMANCE MEASUREMENT

Techniques 13 and 14: Critical success factors and key performance  
indicators

Description of the techniques

Critical success factors (CSFs) and key performance indicators (KPIs) are used to 
determine measures of organisational performance. CSFs are identified first, since they 
are the areas of performance that the organisation considers vital to its success. They 
are typically broad-brush statements such as ‘customer service’ or ‘low costs’. Two 
types of CSF should be considered:

 y Industry-wide CSFs – the areas of effective performance that are necessary 
for any organisation operating within a particular business domain or market 
sector. For example, all airlines have ‘safety of operations’ as a CSF – no airline 
that disregards safety is likely to operate for very long. These CSFs do not 
differentiate between organisations, but they allow them to continue operating.

 y Organisation-specific CSFs – the areas of performance that enable an 
organisation to outperform its competition. These are the areas that it focuses 
upon as key differentiators. For example, Ryanair might claim that low cost of 
operation is one of the company’s CSFs.

KPIs are related to the CSFs, and define the specific areas to be monitored in order 
to determine whether the required level of performance has been achieved. If an 
organisation has defined ‘excellent customer service’ as a CSF, the KPIs could include 
the volume of complaints received over a defined time period, and the percentage of 
customers rating the organisation ‘very good’ or ‘excellent’ in a customer perception 
survey.

Since KPIs are related to CSFs, they need to be defined for both the industry-wide and 
the organisation-specific areas.

Using the CSF/KPI techniques

Once an organisation has defined its MOST (Technique 3), the performance measures 
that will provide a detailed means of monitoring progress need to be determined. The 
CSFs are identified first, and the KPIs are defined in support of the CSFs. 
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The MOST for the organisation should help identify how it is positioned within the market; 
this should be underpinned by a set of organisational beliefs and priorities. These beliefs 
are those that the senior management feels are essential to its successful operation. 
The CATWOE technique (Technique 38), described in the ‘Consider Perspectives’ 
chapter, is helpful when considering the core beliefs of the senior management team. 
This information helps in the identification of the CSFs, which then leads on to defining 
the KPIs and the corresponding targets. This three-part approach is described in the 
following example.

If an organisation is positioned as a high-quality provider of services, the CSFs might 
include ‘excellent customer service’ and ‘high-quality services’. There will be several 
KPIs to monitor the areas of operation that relate to achieving these CSFs. For example, 
the KPIs would need to monitor aspects such as the percentage of customer complaints 
and the percentage of repeat purchases. For each of these KPIs, a target and a timeframe 
would need to be set. Examples of these are:

 y Fewer than 2 per cent of customers complain about the service received, when 
asked during the quarterly customer satisfaction survey.

 y More than 60 per cent of customers purchase further services within 12 months 
of the initial purchase.

Technique 15: Balanced Business Scorecard

Variants/Aliases:

Organisations often have their own variants of the Balanced Business Scorecard (BBS), 
reflecting aspects of the organisation that are particularly important and that need to 
be monitored. An example is the area of risk: a financial services provider might be 
particularly keen to monitor this aspect of its business.

Description of the technique

The BBS was developed by Robert S. Kaplan and David P. Norton as a means of defining 
a framework of performance measures that would support the achievement of the 
vision for an organisation, and the execution of its business strategy (Kaplan and Norton 
1996). Historically many organisations, and external stakeholders such as shareholders, 
have focused on their financial performance. However, financial measures have typically 
related to past performance, and the decline of financially stable organisations can be 
attributed to a lack of attention to areas of performance that will generate success in 
the future. The BBS identifies four aspects of performance that should be considered 
(see Figure 1.11):

Financial:  This aspect considers the financial performance of the 
organisation, looking for example at the profit generated by sales, 
the returns generated by the assets invested in the organisation, 
and its liquidity.

Customer:  Looking at the organisation from the customer perspective 
shows how customers view it. For example, the level of customer 
satisfaction and the reputation the organisation has in the 
marketplace are considered.
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Figure 1.11 Balanced Business Scorecard
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Internal business This perspective shows the internal processes and  
process:  procedures that are used to operate the organisation. For 

example, are the processes focused on reducing costs, to the 
detriment of customer service? Is the technology used well to 
support the organisation in delivering its products and services?

Learning and  The learning and growth perspective is concerned with 
growth (also the future development of the organisation. Examples of  
known as performance areas are the development of new products  
innovation):  and services, the level of creative activity in the organisation, and 

the extent to which this is encouraged.

Using the Balanced Business Scorecard

The approach to identifying CSFs and KPIs defined earlier (Techniques 13 and 14) is 
usually used in conjunction with the BBS. The Mission and Objectives of the organisation 
(Technique 3) are used as the context in which to define the BBS areas. For example, if 
the Mission is to deliver good value, high quality services to customers, then the four 
BBS areas could measure performance as follows:

 y financial – level of supplier costs;

 y customer – prices charged in comparison with competitor prices;

 y internal – quality checking processes;

 y innovation – introduction of new products.
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The BBS helps ensure that organisations will not focus solely on financial results, 
but will consider both their current performance and the factors that will enable 
continued success. The BBS is used to ensure that a complete view of the organisation’s 
performance is measured and monitored. It is vital that all four areas are considered, 
not just one or two; omitting any of the areas is to risk undermining the performance of 
the organisation, and to increase the chance of business problems arising in the future.

REFERENCES

Business Architecture Guild (2004) BIZBok V3.0 www.businessarchitectureguild.org/
resources.

Kaplan, R.S. and Norton, D.P. (1996) The Balanced Business Scorecard. Harvard Business 
School Press, Boston.

Porter, M.E. (2004) Competitive Strategy. The Free Press, New York.

Ulrich, W. (2010) Business Architecture: The Art and Practice of Business Transformation. 
Meghan-Kiffer Press, Tampa.

FURTHER READING

Johnson, G., Whittington, R., Scholes, K., Angwin, D. and Regnér, P. (2013) Exploring 
Strategy: Text and Cases, 10th edition. Pearson, Harlow.

33

www.businessarchitectureguild.org/


INDEX

‘4As’ communication model 
192–5

7-S Model, McKinsey 17–20

acceptance criteria definition 
243–5

activity diagrams 132–5

activity sampling 62, 64, 66

actors

business process modelling 
135–9

CATWOE 98–101

context diagrams 76–7

task analysis 139–43

use case modelling 259–65

Agile approach

configuration management 
255–6

hothousing 223–5

planning poker 211–14

product backlog 236

prototyping 217–21

aim of presentation 192, 193, 195

Ansoff’s box/matrix 16–17

appearance of presentations 195

ARCI (accountable, responsible, 
consulted, informed) 105–7

assessment of risks 181–2

associations between classes 
277–9

assumption reversal 47

audiences 192–4

automation, impact of 157

avoided costs 174

background research/reading 
81–2

Balanced Business Scorecard 
(BBS) 31–3

BAM (business activity modelling) 
101–5, 108

baselining 253, 255–6

BATNA (Best Alternative to a  
Negotiated Settlement) 115–16

BCG (Boston Consulting Group) 
matrix 12–14

benefit-cost analysis (BCA) 
169–76

benefits categorisation 176–8

benefits dependency framework 
309

benefits management and  
realisation 288

benefits management 308–12

benefits realisation 312–14

Bennis, Warren 289

Boone, Mary 95

Boston Box 12–14

Bradley, Gerald 176, 308, 314

brainstorming 46, 115, 161, 215, 
306

Branson, Sir Richard 291

business activity modelling (BAM) 
101–5, 108

business analyst role/
responsibilities 1

business capability model 23–6

business case preparation 
169–88

benefits categorisation 176–8

cost-benefit analysis 169–76

impact analysis 178–80

investment appraisal 183–8

risk analysis 180–2

business case presentation 
190–1

‘4As’ communication model 
192–5

report creation 188–90, 195

business change identification 
152–7

gap analysis 152–5

process redesign patterns 
155–7

business change implementation 
17–30

capability modelling 23–6

Leavitt’s Diamond 20–3

McKinsey 7-S model 17–20

POPIT model 29–30

value stream analysis 26–8

business environment

organisation diagram 125–7

PESTLE analysis 3–6

Porter’s Five Forces 
framework 6–8

STROBE (STRuctured 
Observation of the Business 
Environment) 50–2

business event analysis  
128–32

business process analysis 119, 
127–52

activity diagrams 132–5

business process modelling 
135–9

business rules analysis  
144–6

decision tables and trees 
146–52

event analysis 128–32

task analysis 139–43

business process engineering 
(BPE) 155–7

business process modelling 
135–9

business process reengineering 
156

business process simplification 
156

319



business process triggers 
128–32

business rules analysis 144–6

business use case modelling 
258–67

use case diagrams and 
descriptions 261–7

buyers 7, 8

Buzan, Tony 72, 73, 74

capability modelling 23–6

cash cow, Boston Box 13

CATWOE (customer, actor, 
transformation, world view, owner, 
environment) 98–101, 107–8

cause-and-effect diagrams 74–5

CBA (cost-benefit analysis) 
169–76, 317

Champy, J. 156

change management see 
benefits management 
and realisation; business 
change identification and 
implementation; organisational 
change; people change

chaos, Cynefin 96, 97

Checkland, Peter 70, 99, 101

class modelling 275–81

closed questions 37

Cockburn, Alistair 262, 265, 267

Cohn, Mike 208

communication, ‘4As’ model 
192–5

competitors 6, 7, 8, 83, 126, 170

complexity, Cynefin 96, 97, 98

complication, Cynefin 97

concept maps 72

conceptual models, BAM 101–5

configuration management 
252–4

in an Agile environment 255–6

conflict

BATNA (Best Alternative to 
a Negotiated Settlement) 
115–16

principled negotiation 113–15

requirements analysis 235

Thomas–Kilmann conflict 
mode instrument 111–13

conformant requirements 248

conscious competence model 
306–8

consistency of requirements 248

consistency checking 282–3

constraints analysis 144–6

constructs, repertory grid 
technique 39–41

context diagrams 75–7

business event analysis 
129–30

contexts, Cynefin 95–8

contextual inquiry (ethnography) 
56–9

control activities, BAM 103,  
104

control, configuration 254

control systems 292

corporate culture 288–9

anchor or change in 300–1

cost-benefit analysis (CBA) 
169–76, 317

critical success factors (CSFs) 
30–1

Cross, Rob 89–90

CRUD (create, read, update and 
delete) matrix 281–3

cultural analysis 288–93

cultural dimensions 289–90

cultural ‘fit’ 165

cultural web 290–2

Cynefin 95–8

Daniel, Elizabeth 176–8, 308

data modelling

and business rules 146

class modelling 275–81

entity relationship modelling 
(ERM) 267–75

DCF (discounted cash flow) 
method 185–7

deadline setting, timeboxing 
226–9

Deal, T.E. 289

decision tables 146–51

decision trees 151–2

DeMarco, Tom 75–6

desk checking 250–1

diagrams

activity 132–5

business use case 258–64

context 75–7

entity relationship 267–75

fishbone 74–5

mind maps 72–4

organisation 125–7

rich pictures 70–2

state machine 283–5

discounted cash flow (DCF)  
185–7

discovery techniques, workshops 
46–7

‘do nothing’ option 162, 189

document analysis 67–70

document writing, using 4As 195

documentation

requirements 238–43

of results 70–7

users 202

workshops 47–8

dog, Boston Box 13

DSDM/Atern, Agile approaches 
42, 255–6

economic factors

CATWOE 101

PESTLE 3, 4, 126, 163

enable activities, BAM 102, 104

entity relationship modelling 
(ERM) 267–75

environmental issues

CATWOE technique 98–101

PESTLE analysis 5, 125–6, 163

estimation 211–14

ethnographic studies 56–9

event analysis 128–32

external business environment, 
strategy analysis 2

PESTLE analysis 3–6

Porter’s Five Forces 
framework 6–8

external events 128

external stakeholders 84

face-to-face workshops, 
hothousing 223–5

facilitator’s role, workshops 45

feasibility analysis 164–7, 168

financial benefits 177

financial issues

cost-benefit analysis 169–76

feasibility analysis 167

investment appraisal 183–8

financial resources 10, 12

fishbone diagrams 74–5

Fisher, Roger 113, 115–16

flipcharts 47–8

flowcharting 132–5

force-field analysis 167–8

four-view (POPIT) model 29–30, 
154–5

functional requirements 234

gap analysis 119, 152–5

320



gaps and disconnects analysis 
157

general requirements 234

generalisation, class modelling 
279–80

Greenfield site, workshops 47

Hammer, M. 156

Handy, Charles 289, 292–3

Harmon, Paul, organisational 
diagram 125–7

Heimat (sense of home/place) 95

Heisenberg principle, observation 
52

herringbone diagrams 74–5

Hofstede, Geert 289–90, 292–3

Honey, Peter, learning styles 303, 
305–6

hothousing 223–5

human resources 10, 11, 12

IBM, JAD (Joint Application 
Development) Workshops 41–2

ice-breaking techniques, 
workshops 45–6

identification of options 160–1

identification of risks 181

impact analysis 178–80

incremental options 162, 163

influence/interest grid 84–8

innovation (learning and growth) 
32

inspections, requirements 251

intangible benefits 174–6

intangible costs 173

intangible vs. tangible 169–70

internal capability, strategy 
analysis 2, 9

Boston Box 12–14

MOST analysis 9–10

Resource Audit 10–12

internal events 128

internal rate of return (IRR) 187

internal stakeholders 84

interviewing 35–9

INVEST model, user stories 210

investigative techniques 34–77

documenting the results 70–7

qualitative 35–59

quantitative 59–70

investment appraisal 183–8

IRR (internal rate of return) 187

Ishikawa, Kaoru 74

Johnson and Scholes, cultural 
web 291–2

Joint Application Development 
(JAD) Workshops, IBM 41–2

joint requirements planning 
workshops 41

Kaplan, Robert S. 31

Kelly, George 39

Kennedy, A A. 289

key performance indicators 
(KPIs) 30–1

know-how 11, 12

Kolb’s learning cycle 303–5

Kotter’s approach to change 
297–301

leading questions 38

learning cycle 303–6

learning styles, Honey and 
Mumford 303, 305–6

Leavitt, Harold 20

Leavitt’s Diamond 20–3

legal issues

business rules analysis 144

feasibility analysis 166

PESTLE analysis 4–5, 163

Lewin’s organisational change 
model 293–5

limited choice questions 37

linking questions 38

logical activity model 101–2

logical data modelling/models 
(LDMs) 267–75

management style 179

markets, Ansoff’s matrix 16–17

McKinsey 7-S model 17–20

measurable benefits 177

mind maps 72–4, 317

monitoring activities, BAM 102–3, 
104, 105

MoSCoW (must have, should 
have, could have, want to have 
but won’t have this time round) 
prioritisation 229–32

MOST (mission, objectives, 
strategy, tactics) analysis 9–10

Mumford, Alan, learning styles 
303, 305–6

necessity check, requirements 
250

negotiation

BATNA (Best Alternative to 
a Negotiated Settlement) 
115–16

principled negotiation 113–16

requirements analysis 235

Thomas-Kilmann conflict 
mode instrument 111–13

net present value (NPV) 185–7

network analysis 89–91

new entrants 6, 8

non-functional requirements 234

Norton, David P. 31

object class modelling 275–81

observable benefits 177

observation technique 50–2

online surveys 62

open questions 37

options evaluation 159–95

identifying options 160–1

preparing a business case 
169–88

presenting a business case 
188–95

shortlisting options 161–3

organisation of requirements 
232–5

organisation diagram 125–7, 317

stakeholder identification 82

organisation modelling 119–27

organisation diagram 125–7

value chain analysis 122–5

value proposition analysis 
120–2

organisational change 288–95

cultural analysis 288–93

Kurt Lewin’s model 293–5

organisational ‘fit’ 165

organisational structures 292

Outcome Frame/orientation/
thinking 301–3

owners 83, 99, 100, 120

benefits 311–12

requirements 240–1

of risk 183

P/I (power/interest) grid 84–9

PARADE (perspective – or point 
of view, activity, recipient, actor, 
decision-maker and environment 
98

partners 83, 120–1, 126

payback (breakeven) analysis 
184–5

321



peer reviews 250–1

pen portraits 92–5

people change 287–8

conscious competence model 
306–8

Kotter’s approach 297–301

learning cycle 303–6

Outcome Frame 301–3

SARAH model 295–7

performance measurement

Balanced Business Scorecard 
(BBS) 31–3

of business processes 139

critical success factors (CSFs) 
30–1

key performance indicators 
(KPIs) 30–1

monitoring of 102–3, 104

task analysis 140–1, 143

person culture 289

Personal Construct Theory (PCT) 
39

personas 92–5

PEST (political, economic, socio-
cultural, technological) 3

PESTEL (political, economic, 
socio-cultural, technological, 
environmental (or ecological), 
legal) 3

PESTLE (political, economic, 
socio-cultural, technological, 
legal, environmental) analysis 
3–6, 163

PESTLIED (political, economic, 
socio-cultural, technological, 
legal, international, 
environmental (or ecological), 
demographic) 3

physical resources 10, 12

planning activities, BAM 102, 104

planning poker, estimation 
technique 211–14

PLUME (productivity, learnability, 
user satisfaction, memorability, 
error rates) 245

Podeswa, Howard 259

politics, PESTLE analysis 3

POPIT model 29–30, 154–5

Porter, Michael

Five Forces framework 6–8

value chain 122

portfolio management, Boston 
Box 12–14

post-it exercise 47

power culture 289

power/interest grid technique 
84–9

power structure 292

presentation of business case 
188–95

‘4As’ communication model 
192–5

formula 191, 195

report creation 188–90

principled negotiation 113–16

prioritisation 318

MoSCoW prioritisation 229–32

requirements 235

probing questions 38

problem child, Boston Box 13

process maps 135–9

process modelling 135–9

process redesign patterns  
155–7

product backlog 236–8

products

Ansoff’s matrix 16–17

Boston Box 12–14

substitute, Porter’s Five Forces 
6–8

protocol analysis 55–6

prototyping 217–21

Prusak, Laurence 89–90

qualitative investigation 34–70

ethnographic studies 56–9

interviewing 35–9

observation 50–2

protocol analysis 55–6

repertory grid 39–41

shadowing 53–5

workshops 41–50

quantifiable benefits 177

quantitative investigation 59–70

document analysis 67–70

sampling 62–5

special-purpose records 66–7

surveys 59–62

questionnaires 59–62

questions, main types of 37–8

RACI (responsible, accountable, 
consulted, informed) 105–7

RASCI (responsible, accountable, 
supportive, consulted, informed) 
charts 105–7

record sampling 62

recruitment of staff 25, 173, 179, 
260, 261

reflexive association/relationship, 
class modelling 278, 279

regulation

business rules analysis 144

feasibility analysis 166

PESTLE analysis 4–5

Repertory grid/RepGrid 39–41

report analysis (background 
research) 81–2

report creation, business cases 
188–90

reputation 11, 12

requirements analysis 226–38

MoSCoW prioritisation 229–32

product backlog 236–8

requirements organisation 
232–5

timeboxing 226–9

requirements catalogue 238–9, 
242

contents of 240–2

requirements definition 197–8

requirements development 
238–58

acceptance criteria definition 
243–5

documentation 238–43

management 251–6

traceability matrix 256–8

validation 245–51

requirements documentation 
238–42

requirements elicitation 200–25

hothousing 223–5

planning poker 211–14

prototyping 217–21

scenarios 203–8

storyboarding 214–16

user analysis 200–3

user stories 208–12

wireframes 221–3

requirements management 
251–6

baselining 253, 255–6

configuration control 254

configuration identification 
253–4

configuration management in 
an Agile environment 255–6

requirements modelling 258–85

business use cases 258–62

322



class modelling 275–81

CRUD matrix 281–3

entity relationship modelling 
267–75

state machine diagrams 283–5

use case diagrams and 
descriptions 261–7

requirements organisation 232–5

requirements specification 
238–40

requirements structuring 232–3

requirements traceability matrix 
256–8

requirements validation and 
verification 245–51

Resource Audit 11–12

resources, BAM 103–4

results documentation 70–7

RGT (Repertory grid) 39–41

rich pictures 48, 70–2

risk analysis 180–3

rituals 291

roles

business analyst 1

context diagrams 76–7

role culture 289

social network 90

in workshops 44–5

Root definition 98

rules analysis 144–6

sampling 62–5

SARAH (shock, anger, rejection, 
acceptance, hope) model 295–7

scenarios 203–8

Scholes and Johnson’s cultural 
web 291–2

scribe, workshops 44–5

Scrum 42, 217, 255, 256

semantic networks 72

‘sensemaking’ 95

shadowing 53–5

shortlisting of options 161–8

feasibility analysis 164–7

force-field analysis 167–8

PESTLE analysis 3–6, 163

SWOT analysis 14–16, 163

silo thinking 127

simplicity, Cynefin 95–6

simplification of business 
process 156

SMDs (state machine diagrams) 
283–5

Snowden, David 95

social network analysis 89–91

socio-cultural issues, PESTLE 
analysis 3, 4, 163

sociometry 89–91

Soft Systems methodology 70, 
101

special-purpose records 66–7

SSADM (Structured Systems 
Analysis and Design Method) 
75–6, 161, 268, 272–3

staff costs 171–2

stakeholder analysis 84–108

business activity modelling 
101–5

CATWOE 98–101

Cynefin 95–8

personas 92–5

power/interest grid 84–9

RASCI charts 105–7

social network analysis  
89–91

use of techniques 107–8

stakeholder identification 79–80, 
81–4

background research 81–2

stakeholder nomination 81

stakeholder wheel 82–4

stakeholder management 
108–16

planning 108–11

principled negotiation 113–16

Thomas-Kilmann model 
111–13

stakeholder map 108–11

stakeholder nomination 
technique 81

stakeholder wheel 82–4

star, Boston Box 12, 13

state machine diagrams (SMD) 
283–5

STEEPLE (socio-cultural, 
technological, environmental (or 
ecological), economic, political, 
legal, ethical) 3

stories 291

user stories 208–11

storyboarding 214–16

strategic ‘fit’ 164–5

strategy analysis

external environment 3–8

internal capability 9–14

strategy definition 2, 14–17

strategy implementation 3, 17–30

STROBE (STRuctured 
Observation of the Business 
Environment) 50–2

structured observation 50–2

SUAVE (stable, Unique, 
Abstracted, Value drive, 
Executive) 25–6

substitutes, Porter’s Five Forces 
analysis 6–8

suppliers 7, 8, 83, 84, 126, 180

surveys 59–62

swimlane diagrams 135–9

SWOT (strengths, weaknesses, 
opportunities, threats) analysis 5, 
14–16, 17, 163, 318

symbols 291

system event analysis 128–32

systemic analysis see business 
change identification; business 
process analysis; organisation 
modelling

talking wall 47

tangible benefits 173–4

tangible costs 171–3

tangible vs. intangible 169–70

task analysis/modelling 139–43

task culture 289

technical requirements 234

technical reviews 251

technology

impact of automation 157

PESTLE analysis 4, 163

theory of learning styles, Honey 
and Mumford 303, 305–6

Thomas–Kilmann conflict mode 
instrument 111–13

time-based events 129

timeboxing 226–9

in conjunction with MoSCoW 
229–32

timesheets 66

TOWS (threats, opportunities, 
weaknesses and strengths) 
analysis 14–16

traceability of requirements 249

traceability matrix 256–8

transformation, CATWOE 99–100

unambiguous requirements 247

Unified Modeling Language (UML)

activity diagrams 132–5, 136, 
142

business use case diagrams 
259

323



class modelling 275–6, 279–80

state machine diagrams 283–5

Ury, William 113, 115–16

use case concept 262

use case descriptions 262

entries in 265–7

use case diagrams 262–5, 267

business use case modelling 
258–62

user analysis 200–3

user classification document  
202

user persona 92–5

user stories 208–12

validation of requirements 245–51

value-add analysis 156–7

value chain analysis 122–5

value proposition analysis 120–2

value streams 26–8

venue for workshops 49

verification of requirements 
245–50

Virgin Atlantic Airlines 290–2

VMOST (vision, mission, 
objectives, strategy, tactics) 
analysis 9

VOCATE (viewpoint, owner, 
customer, actor, transformation, 
and environment) 98

walkthroughs 251

Ward, John 176–8, 308

webs 72

Welch, Jack 170, 175

Weltanschauung (world view) 
99, 101

wild cat, Boston Box 13

wireframes 221–3

work measurement 62

workflow models 135

working practices 179

workshops 41–50

Yourdon, Edward 75–6

324




	Cover
	Copyright Page
	CONTENTS
	LIST OF FIGURES AND TABLES
	AUTHORS
	LIST OF ABBREVIATIONS
	ALPHABETICAL LIST OF TECHNIQUES
	PREFACE
	1 BUSINESS STRATEGY AND OBJECTIVES
	INTRODUCTION
	STRATEGY ANALYSIS – EXTERNAL BUSINESS ENVIRONMENT
	STRATEGY ANALYSIS – INTERNAL CAPABILITY
	STRATEGY DEFINITION
	STRATEGY IMPLEMENTATION
	PERFORMANCE MEASUREMENT
	REFERENCES
	FURTHER READING

	INDEX
	Back Cover

