midwest

architecture community
collaboration

i

C NORTH
AMERICA



$%" "0 % & %
%" % % %
( % % % %" "
#& %' % &
W # ot H# ) # 10)1 2## 3HA ¢
5341 #  * $56$5 5 3 %4

)#* , I %ll # 1 2 % 4 11
3 % 4 noon 5 % % ’ I " 4 ] nmnoon
5 0/(/) % , % / $$2+ _%n non % ’ l ]
7--, /8

AAAAAAA




H#

v 1 %
& % 9
% %"
%" %" %

W %' %

%




J

SIrPARX

SYSTEMS "~ 5%



 ———
/ﬁeholders

. »

g E=F
Regulations Capabilities Ttk
Business :
Architecture ' '[ Organization ] [ Information ]'|
Blueprints

Products &
Services -

m] Initiatives
: & Projects

Metrics &

Decisions &

N
[ Measures ] Events
T

.

Business
Architecture
Scenarios

% ; " % %

%' ; % %

TV« C NORTH
Qa1 12 AMERICA



4 1\
% / 0
Improved
O Stakeholder Value
ﬁ - cdesiess T m
Executive Team
|
ntriggersy |
tdelivers®
|
Y |
Deliver Strategic Outcomes
:""""""""""""""""""""l
I Analyze Define Aszess Flan Implement Cperate :
: |
' |
| |
: Strategy-At-Rest Strategy-In-Motion :
 _ @ e Ll ______ |
\_ J

AAAAAAA



%

1
!
——-
I

I
>
e
B
113
1.5
_m.ux
_R.m.
&
rlvl
_.
m\
|
rvnar
b
I
_“]
& 3
-
153
1
[

_\IIIIII_ ||||| " i |
I I I
T St Ty S & [ -
I - o I I
_ ““ _ _wv I _wv “wv I
= | £ |
Mo | | e 11g® (1EF | 1gF
lsga | laa | &5 | Ugs 15§
1= 3 E 14 E m 3 (4 H 08
FEERIE R I R S
“WR[_“ = __JW __MM _ﬂM _ -
[ ol e 1 |
[ -
A A A A o
| | | | | a
ot W
(o]
\\\fff
e
B
o
£
A S S Fitr Sty o
i i i o
i I I £
- P T — =
I 1 |
1 ____ | \.!..!..!..
& c = |
[} =8 B o=
L -3 0 [
X8 Bs 112F
=] mE Elly
it I S
| - | [}
| SRR - |L_ FllhIL_
S O L] i
o
(TTTTTrT T | .
_— L~
| |
| |
! I
I
! | e
I
_ I
|
__. | ]
————— R T . ——
| I S I i m
| [T ||_|||“|II_||||||_||||'
ey | slees | salees | aelaes e

Y4

.,
! 1
| I
= 3 | I
gilcEgiiEsg eyt il |
g R s g - 18
b= = mMﬂ = 1 B
B lmEs G EEAE L maE U=
TEBE LB EsE | T
L 111G I
- 1= |
[ |L_r| — —_ [
[ o
I I I I £
||||| B L S L N —
I
I
I
I
| \\\}fff
I
I
_ _
I I
I I e .
I I
I I
| | o
I I &
I i i I =
[ [ 2
alalay Sloalas ool <
)i )i
_v 1! 1
a | a |
1o 2 p ol @ | L& \.!..!.J...
IEE 1 1ET I
22 igE 18
g2 | lgw 1 lg
=g 0 &g 11"
= 1! I !
[ SRR A S S S ——

=
|

I S
| Do
s 12 E
i g
= cE AR
B _hm |
& e
i i
i i i i i
I I I I
el e Sl
| | | I
| | T
! [ o &
2 g LBl IEE |
i3 15 | AEEEE
i Ia | WSS Ed
I @ | RN A=
I 1 |1 [ & |
[ =5 i [ F202 & s o =
T
A A A7 A
| | [ |
|||||||||||||||||||||||| oo o
i
|
I
T 5 !
I i i i
i i i I
| I I |
i i I i
| | | |
I I I I
i i i |
| | | |
g —— ——— Jersier ] SRS _
i i i
| | | |
e e e e e R I
I [ B |
Sl il el !
i o u |
ol b
R BT B
Zag| 158 | i I _
Ifds | 'z | IE 1 |
lh B uwE ! _m : I
7 i = I I
it =gt | _
[ ==l o=y g Vel S T |
" e S
I
||||| PR | ——— |
i
|
‘Illlllllllllllllllllllh ||||||||

NORTH
AMERICA



1 %(
< % %& "
% 111 %II 11 %:
< % ' % ( " % & %: % %
& % " & %
% &> | =
et < % % % %  %: %?
> %" % (% % | =
2 % "% & ! & |
&> |
<, !II & ] 11} % !&% lI:
< % %" % " Y%=
<5 " %% % % I & %
% % % %=
<$% %'& $! % % &
%% % %' % & =@4% . .- %

AAAAAAA



(

$

%: % % %
% "1 &
3 % % %
| % % %"'"
% " & %
% %
%% % % % &
: % %" %
C % %" % (
%% ! %
A %' %" %" %
o
It & && %

|&>

%

" %

[} ] % I [} ]

&>

%

%: %

" %

%" " %

%

AAAAAAA



) (

-0 & % : %" % |
! 1 % % L %
% |
, 1Y % % % ! %' % |
%' %% " % %% %

& % %W % %N %

% ! % ! % % o
# &1 % % %" % % &
%% "00" 00 " %
& % % : %7 )
&> |
& % % ! !
& " " O % % % %

AAAAAAA



56 /7 8

Euides
By -8 impacts =8 schieves
Capability Objective Initiative
realizes =4 informs Information
) Concept
- impacts
Strateqy
=8 zlignzwith
——— Value 5tream
Stakeholder
impacts =
Product
Policy
Eoverns W= impacts =
Product Line

J

SIrPARX

NORTH
AMERICA



<>

Marketing Director

atriggers®

v

Develop Lead

<

<

walignsWithe

o,
"o View 'Strategy Impacts Capability' Matrix

N S b
Operations Communications Sales Director
Manager Drirector
Lownso EgwWnsY TLownso Prr——
Shorten til‘ﬂE Reduce non- Improve Increasze
between conta automated data regularity and timeliness of
interacticn and sharing reliability of lead followup
lead verification email campaigns
| | | | |
i i i ' '_
irealizes» irgalizes» irgalizes» urealizesn trealizes»
' ' [ [ '
| | | [ !
Understand ﬁ Consolidate ﬁ Retire ﬁ Flan Reduce ﬁ
lead sources all lead and custom CRM- targeted operational
and customer related Ccampaigns activities of
lifecycles information applications =3les leader

J

SIrPARX

NORTH
AMERICA



9

Polides
Data Security
Retention and Privacy
Policy Paolicies
Strategies
Understand ﬁ Consolidate Retire ﬁ Flan Reduce ﬁ
lead sources all lead and custom CRM- targeted operational
and customer related Campaigns activities of
lifecycles information applications =zales leader
Capabilities
Assessments

Weakness:
Uncoordinate data
sharing

Strength: Diverse
interaction model

Weakness: Poor

campaign planning

J

NORTH.
AMERICA



*\

Referenced elements
of business model,
defined externally

Organization
Unit

Business
Process

Business Rule

Business Maotivation Model

Mission

Course of Action

Yision

Desired Result

|  stategy |

| Tactic |

Directive

| Business Policy |

i
I
i

| Business Rule |

| Goal

|  Objective

| External Influencer |

| Internal Influencer |

Assessment

... of Potential
Impact of

Influencer

elements of business models

Commeon Business Vocabulary that supports the Business Motivation Model and other referenced

Recommended

----- y

NORTH.
AMERICA



Means

NewBank

Governance

9]

Mission |

GE € G e
Ausarnata Corealoas Carfraina Ot aumea
Fchiam Processes jﬂ;*"!’.: R;o"}".‘.
GE €
<} o i‘s
kg:bd i, Flenkase

Governance

Gain B% Inreaze
amanic Onlina
grawh ane Sarvicons

F R pear

Raduca
Casis by
10% crver
e mes
2 yaars

Ot
high cost
Eachonl
Buzna s
functarns

=
= e

Socurity Policy

J

SrPARX

SYSTEMS ~ iities



"% &, 8 :

Ends Governance

Governance

Vision

|
\ ? Control
| | Sarbapes (i,
grg=& €T T8
tratey '[_“f,‘i"""’ Bu Engrrerve Custarmer

ﬁnanage Cperating Costs oftype 5 EG“""" Wm ien e _ :
Ge g ¥ 9000 © ®
T"‘ [ 3 {i ‘ l t t:-l t

Iz grast e 1 _| |

Gan 5% Raducs Ot me CRM Imgmawve

Aabornate Carmsaldzme Carfrafize Ot aumse o lD1Ine
manc Cosis by =4 ferns Cusfarnar . .
Proce s Processes ja"::"‘ y P " P — Sarvicess $eiipie LE;E. Syst i Becurity Palicy GRCS Palicy
. t ¥ et year e emt b Rk Sasiacian

l l 2 yoars funcans

] o F'

C‘rlen:ad

g qﬁllﬂ

4 &

J

M SYSTEMS ~ iities




MNawBank

Commarcial

Camn'lars{ial Missian

CummarLial Wisian

Iy

CM G1 CMG2 Gain§:ka Share

Vision

=

Ay
-

el

Oparating

Cal

iz

oo

Improve Customear
Satisifaction

N
/ O

Mission {’ '

J

SrPARX

SYSTEMS ~ iities



Y0 (

<B % % : %
% !
&> | =
<5 : | ' % %
1 & % % | %
$% !lll%ll < 1 %
1 &% 1m 1 %:
4% & ''< > = < =
11 & & 11
% % % ! %" &
%" ' & % @
& %"

%

%

%II

AAAAAAA



S (
%: % % %!l

%! %
P& % % % Y % %? T
&> |
& 7" W& %
% % !
"% " %" "
& "% ! ' %' % |

AAAAAAA



8< =

% % % % "% ! , >
#% % 3" 7,#38
B % & ' %%% % % %"
) I% "%t > % %
% & %
A % | ! " % C
D | " & % !
A & % %! " % & C
D & % % "C
D ;o "& %! 1"C
$% | % %
& %
%" " % & % !
% |

00
%II

% C

%

AAAAAAA



56 /7 5

Objective

] -8 achieves

Value ltem

-4 depends upon A composed of =

impacts

- impacts

funds =

Initiative

impacts b=

Product

impacts =

=] soverns

Policy

impacts reguires

impacts b=

I

Value Stream

J

SIrPARX

NORTH
AMERICA



CRMv2.0 {:} e e - — = — = .
Improvement -
SFEvent {:} WP Resource {:} SFTraining SF Engagement {:} 5F License {:}
Management Portal Management Management Management

= — = — = —

& O -

g \ ¢ /@ -~
\ A
- S~ - L ! -7

Shorten time
between contact
interaction and
lead verification

AN D

Reduce non-
automated data
=sharing

Professional EH

Services

[

Rezearcha
Development

Business
Operations

Operations v3.0
Improvement

Salesv3.5
Optimization

{:} Campaign {:}
Managementv2.1

Improvement

______________________ _—

Salesand
Marketing

v

Increase Improve
timeliness of lead regularity and
followup reliability of
email campaigns

©

J

SrPARX

NORTH
AMERICA



%

Develop

Intellectual

SFEngagement
Management

SFTraining {I}

J

SrPARX

AMERICA



) &







59+ 5

B ! % ° % % |
% % %" % %

- % '% ! & %

% "& ' "% & % %
$% % ' % |
& % 0" 0

ke ( 0 "

1t % ot nog %" %

- % " %" %t |

%
)" & % % 1 "

" %

%
%

%




%




% % % % ; 1 %II 11 I

% ( %: % "' %!
%" %

B " | % %' & % %

& % %

B % & % %" % % "
%" %

. %I % ( " %II %u
& %! % % % % %"
B % : %"" W % %
! ( ni %
%: %" % & N Y %




21 342 3$#
2)

3%# $

I $ 1 -#

I-( .

3$# $2)32




% 1 % 1

% % %"
%
4

F




