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Abstract. Strategy Map (SM) is one of the widely used methtal create
business aligned IT strategy map providing valuainlsights to business
executives. However, problem with strategy map etk that it is not easy to
use which can lend itself to various interpretagiomhis is because linkages
between the strategic objectives in the four sigat@ap perspectives are not
explicit which makes SM ambiguous. Goal modellingpmaches from
Requirements Engineering (RE) have proven rigorouselinitation and
representation of information system requiremeihtsan attempt to make
explicit the causal relationships of SM linkagesamiagful this research
proposes the use of goal modelling approach i*.
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1 Introduction

Business aligned IT strategy has been the top mgnéoncern of business executives
in the last two decades [1]. Due to strategic mgsahent, firms often fail to accrue
the full business value from their IT investmenf [Po address the alignment issue,
researchers and practitioners from Management rirdton Systems (MIS) have
proposed many types of methods for business exesufiroviding insights about
different aspects of strategic alignment. Some p@gthfocus on social aspect of
strategic alignment [3] in which the resulting calusmodel of resources (such as
knowledge sharing, trust and successful IT history as pre-requisite toommunication
between business and IT executives and connection between business and IT
planning) to achieve alignment are presenté&thers highlight the importance of
informal organisational structure for strategicgatnent [4]. Several other models
describe alignment as planning process [5]. Theeeadso methods that identify
holistic view of alignment process such as Stratédignment Model (SAM) [6] and
strategy map (SM) [7] in which several aspects of alignmentgass and relationships
among them are identified.

Srategy map which evolved frombalanced scorecard has been regarded as the
most widely used alignment method and more than @@anisations have used to
create maps for their business aligned IT straseffi§ Strategy map defines four
perspective map (Financial, Customer, Internal lae@fning & Growth (L&G)) of an
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organisation’s value creating strategy. It provitlegual concepts that executives can
use to discuss the directions and priorities oir teeterprise. Strategy map identifies
the cause-and-effect relationships among the dbgescin the four perspectives of an
organisation’s strategy in which the desired outesnare defined in terms of
objectives in financial and customer perspectiveternal perspective identifies the
critical internal processes that an organisatiorstmaxcel in so as to deliver the
strategic outcomes. L&G perspective identifies hinenan and organisational capitals
along with technology assets necessary to suppwet value-creating internal
processes. Visual representation of the causdiaethips in the four perspectives
provides greater insight to executives as to hosvftim’s tangible and intangible
resources must be aligned to create value fordue®mers and the firm.

However, researchers found that the SM method tigasy to use and the created
strategy map lends itself tarious interpretations [9, 10]. The major reason for these
problems is that the linkages created among obgstin four perspectives are not
explicit as shown in Figure 1. The lack of an esiplimodel of relationships
contributes to the difficulties in evaluating thelative importance of performance
objectives in SM [11]. According to [12] an adeguatausal model should help
members of organisations to understand how obggthan be achieved. However, a
recent study reported that the vagueness of SMetinags results in three different
types of interpretations of the SM created by mfj®, 10]. The problem of implicit
model of relationships exists in most of busindsallgnment models.

Goal modelling approaches from RE have been coredidiégorous and structured
in elicitation and representation of requiremenfs3]] Many goal modelling
approaches have been proposed and compared in tefntiseir requirements
modelling capabilities [14]. Among them, i* appedusemantically richer and that it
provides greater requirements analysis support ¢hiaer modelling approaches [15].
Therefore, we consider exploiting the constructsi*ofpproach to overcome the
above-mentioned weaknesses and make strategy nrapsinactured

Thus, we set a research question to address théeprof strategy map:

How can we use i* to make strategy map more structured and unambiguous for
business executives?

In this regard we use Consumer Bank exemplar (@ stasly conducted by [7] and
its created strategy map is shown in Figure 1). lisppon of i* to the textual
description of Consumer Bank enables us to craai& model of SM which we call
SMi* model. Using the knowledge of Consumer Banleraplar to develop SMi*
model is advantageous in a way that we can effelgtigompare SMi* model with
conventional strategy map in terms of explicitniesinkages. The rest of the paper is
structured as follows. Section 2 compares and ast#rstrategy map constructs with
i* constructs in a tabular form. Development psxef SMi* model has been
presented in section 3. Section 4 presents lesl@amaed from the development
process of SMi* model. Conclusion and future woitlection are presented in section
5.
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Fig. 1. Conventional strategy map model of Consumer B&hk [

2 Suitability Analysisof i* Constructsfor Strategy Map

Before we develop SMi* model we need to evaluatetivbr the constructs offered by

i* are suitable and adequate to conceptualise apdesent SM constructs. In this

regard, we carefully analyse textual descriptiothef exemplar and SM method used
to create strategy map from [7] and identify comstis needed to be represented.
Similarly, we also evaluate i* constructs in areatpt to match them against strategy
map constructs. Evaluation of SM and i* construgtdescribed in Table 1.

Table 1. Analysis of strategy map constructs and suitghdenstructs

M odelling requirements (strategy map) i* constructs
Perspective refers to a firm’s strategic view in i* does not offer any suitable construct
terms of conceptual elements (e.g. goals ando represent the concept of perspectiv
resources) pertinent to a particular domain pbf SM.

concern. Strategy map consisting of four
perspectives describes value creating strategy
in terms of objectives which provides basis
for executives to discuss the directions and
priorities of their enterprise.

Contents of financial perspective present i* offers graphical notati@soal to

1]
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how an enterprise intends to create
sustainable growth in shareholder value.
Primarily in the financial perspective Firm’'s
financial targets are established which are
precise in nature.

represent objectives/targets which are
precise in nature. According to a
definitiongoal is a condition or a state
of affairs to be achieved [15]. Given
that the objectives in financial
perspective are precise in nature we
goal construct (as shown below) to
represent financial objectives.

Contents of customer perspectiveis used to
describe customer value proposition (CVP)
which can be understood in terms of custo
benefits being offered by the Firm’s produc
and services. Customer satisfaction which
the mission and purpose of every business
can be achieved through clear identification
of value proposition offered by the firms to
please customers.

These value propositions have qualitativj
and quantitative values as shown in the Ta

CVP Measurin | Suitable
g constr uct
approach

Price Value for | Goal
money

Quality SLA Goal

Integrated Number of | Goal

offerings services

Credibility of | Satisfactio | Soft goal

service n

Help in Always be | Soft goal

planning & there

implementing

financial plans

CVPs can be classified into
precise/hard and qualitative/soft
n@bjectives. Goal construct is suitable {
srepresent precise CVPs however we
ssoft goal construct to represent
qualitative targetsSoft goal means it
does not have clear-cut satisfaction
criteria [15]. Soft goal is used to
represent qualitative target in terms of
e satisfied sufficiently. Thus, goal and
hlsoft goal constructs conceptually
qualify to represent quantitative and
qualitative types of requirements
potentially across SM four perspective
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Contents of internal perspective comprise of
three value creating core process types
(operations, customer and innovation
management core processes). A firm typicg
defines the critical few (clusters of) strategi
processes known &t ategic themes that
have the greatest impact on delivering the
espoused CVPs. A core process comprise
many sub-processes. These sub-processes
executed to achieve CVPs. A strategic then
has clear performance targets (aligned with
the CVPs) which must be supported by
learning & growth perspective.

i* need to represent three types of
elements here for internal perspective
(1) three clusters of core processes, (
llgore processes which are known as
t strategic themes and (3) sub-process
executed to achieve strategic themes
does not offers any suitable construct
pfrepresent three clusters of strategic
themes. Strategic themes have been
nelescribed in terms of precise value.
Thereforegoal construct qualifies to
represent strategic themes. To repres
sub-processes we usask construct.
According to a definitionask is a
course of action that is carried out in g

~
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*

to
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1

particular way typically to achieve
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some goal. For simplicity this concept
Of task can be used as an
approximation to equate the concept of
sub-process

Contents of learning & growth perspective
comprise of three capital&t) human capital,
(2) Information Capital (IC) and (3)
organisational capital (known as intangible
assets) each defined with precise objective
and performance targets to support the
strategic themes. Human capital refers to
specialist roles required to execute activitie
in internal perspective, organisational capit
refers to interaction among stakeholders an
IC refers to value creating computer
technologies necessary to support activitieg
the strategic theme of internal perspective.
Technology infrastructure used to support
activities has been regarded as asset/resol
in the MIS literature [16]. Therefore, we neg
to representechnology as asset/resource,
people as stakeholders for all four
perspectives anorganisational issues as
relationships among the stakeholders.

5 shown below. The concept of actor is

5 perspectives.
alFundamentally i* is an approach that
dused to express complex social and

roeganisational aspects. Thus for
dsimplicity, in this study we present the|

Actor is an entity that carries out

actions to achieve goal by exercising
know-how. In addition an actor can be
classified into specialised roles as

ts

suitable and adequate to represent
human capital potentially across all four

[

organisational relationships through
idependency relationships among actq
[15]. i*s inherent structure supports
representation of human and

=

human and organisational resources in
conjunction with related concepts in t
appropriate perspectives where they
make sense. This means the L&G
perspective only needs to represent IT
resources which support the sub-
processes of the strategic themes.
According to [15]Resource is a
provision of some entity either physical
or informational to achieve some goals
or to perform some tasks. This concept
of resource is equivalent to the concept
of IT resource which is used to execut
sub-processes of strategic themes.

D

D

Resource
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Classification of objectives. The exemplar
describes objectives for all four perspective
However these objectives are of different
types of. For example Consumer Bank
describes shareholder value as
mission/aspiration and to achieve the missio
the bank establishes many productivity and
growth targets. In this case the firm’s
strategic aspiration is itrategic intent and
productivity and growth targets are objectiv
defined to achieve the strategic intent. So,
classify targets provided for all four
perspectives into intents and objectives
categories.

Cause-and-effect relationships are
established among four perspectives by
showing that IT supports internal processes
which supports customer perspective and
which supports financial perspective (for
example, see Figure 1). Establishing
relationships among perspectives mean to
facilitate discussion among executives in
terms of linkages between objectives.

sof desires andwants of an actor from
another actor in Strategic Dependenc
(SD) model [15]. To deliver a strategiq
intent an actor establishes some targe
nwhich are defined in Strategic Rationg
(SR) model of i*.
To make distinction between the varie
of objectives and their strategic intent
e$* uses the concept of a boundary as
wehown below. This construct defines
boundary of objectives in terms of
goals, tasks and resources. i* describ
it as workability analysis which fits
well to represent that how well-
integrated objectives support achievin
strategic intents which are represente
out side the boundary. Responsible
actor to achieve strategic intent throug
targets inside the boundary appears 4
equivalent concept to SM concept on
strategic intent and associated
objectives.

Strategic Dependency (SD) relationsh
concept allows representing cause-an
effect relationships of SM through act
dependency relationship as the
construct is shown below. With SR
model SM will be able to represent
explicit relationships among objective
as well as actors and dependency
relationships among them for strategi
intents for all four perspectives.
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In i* intentionality is described in terms
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Relationship strengths, objectives in each
perspective which drive to achieve strategiq
intent have various types of relationships a
these relationships have various degrees o
strengths. For example, the exemplar at m3
stages in [7] shows that the two sub-
objectives/sub-processes support to achiev
an objective that means sub-objectives/sub
processes have AND relationships, at somé
stage the exemplar describes one sub-
objective is sufficient to achieve an objectiv
then the relationship should be shown with
Means-Ends link. At another stage one
objective supports another objective but the
relationship strength in unknown for which

The use of following relationship
constructs can bring clarity to the
ndelationships among the objectives of
f SM four perspectives.
aAND/OR construct is used to indicate
that satisfying a goal can be
eaccomplished by satisfying all its sub-
- goals.

nY

——AND/OR——>

Means -Endsis used to show if a sole
goal is contributor to another goal.

——NMeans-Ends—»

e

? + construct represents that one goal
positively influences the other goal. It




22 A.Babar, D. Zowghi and E. Chew

we usePlus contribution link. used where strength isnsure.
+ >
DECOMPOSTION construct

represents decomposition of a task info
more than one sub-tasks.

——(decomposition-+

2.1 Extensiontoi*

i* approach appears to be suitable representingt mésthe SM constructs
however, it lacks representing the concept of flifferent types oferspectives and
three types of clusters of core processes for rinteperspective. Therefore we
propose new constructs presented in Table 2. Wendalo present theoretical
background of these new constructs in this article to the space constraint however
in selecting appropriate visual constructs we fakgghts from [17].

Visual constructs are more effective in understagdind solving problems than their
contents [17]. Visual representation in softwargieeering is pervasive but little

attention is paid to perceptual aspect when a Visoastruct is selected. Two

important principles should be addressed in selgctisual constructs: (1) symbols
could be discriminated accurately from each otBgmbols are different from each
other. The greater the visual distance between eigrthe faster and more accurately
they will be recognised and (2) appearance of cocst should suggest their
meanings which means that the symbols are requivegrovide clues to their

meanings. Such representation provides accurate speed up recognition of

constructs.

Table 2. New constructs to represent SM constructs

Perspective
Financial perspective | _—
Customer perspective =

Internal perspective

IT (Learning and  growth %

perspective)

Cluster of three core processegVe use three colours to represent three
(operation, customer andclusters of core processes. Red colouf to
innovation management processesjepresent operations, green colour tg
representcustomer and yellow colour to
represeninnovation clusters.
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Suitability analysis of i* constructs (Table 1) aextension to i* constructs (Table 2)
for representing SM constructs led us to beliew tie can faithfully capture all the
“structural constructs” of SM in a fully integrat&Mi* model which unambiguously
shows the inter-relationships of “structural consts”.

3 Development Steps

In the development of SMi* model we use two-steprapch of i*.First we develop
Strategic Dependency (SD) model in the context ofistmer Bank exemplar. SD
model helps us to capture dependency relationgmpeng stakeholders for strategic
intents in the four perspectives of SM. Strategternts can be captured in the form of
goals to be achievedtasks to be performed andesources to be furnishedSecond
based on detailed level of knowledge provided & ¢lkemplar we identify rationale
behind those strategic intents in the form of gotdsks and resources that each
stakeholder facilitate to achieve strategic intefitsis is called Strategic Rationale
(SR) model which basically expands on SD model lgmsng internal arrangement
of an actor to achieve strategic intents. So, wa feas SMi* model comprises of SD
and SR models.

3.1 Strategic Rationale (SR) Model

This section presents detailed information aboutsDaer Bank exemplar for four
SM perspectives and how this information is usedeieelop SMi* model. We ensure
that the development of SMi* model is entirely them the knowledge provided in
the exemplar.

Financial perspective, Exemplar describes that the overarchisgareholder
objective forConsumer Bank was todramatically increase earning per share. This
statement presents two stakeholélersshareholder and Consumer Bank and one
strategic objective — increase earning per share.u8ing i* approach we can
conceptualise stakeholders and the objective bingahat shareholder depends on
Consumer Bank which we consider from now on asrigiz Service Provider (FSP)
to increase earning per share. We use i* constagtdr to represent these
stakeholders and tgpal to represent the quantitative strategic objeatif’earning
per share be increased. Exemplar also describes that the target be aahlevfor
increase in earning per share which we considasaditgtive aspect of the target of
earning per share be increased. So, we use soft goal construct to represanmget be
achievable for shareholder. The following information providad the exemplar is
used as rationale to achieve shareholder objective.

FSP sets a stretched targetnef income - $100 million on which the strategic intent
dependsNet income is a precise objective and is represented by ugdahconstruct
as shown in Figure 2. This stretched target cap teetalculate earning per share for
shareholders precisely that's why we representatisfic intent witlgoal construct.

1 stakeholder: human, departments, organizations
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FSP sets two sub-objectives — increase productity profitable revenue growth.
FSP considers them as two high level and main thgscto achieve $100 million net
income target (p.374) [7]. Therefore, we é8d¢D decomposition link to show that the
achievement of productivity and growth objectivesams achievement of the
stretched target of $100 million. We ugeal construct to represeproductivity be
increased and growth be achieved as both objectives can be measured quantitatively
based on the targets which are discussed in the pamagraph. In addition, FSP
expects 11% annual revenue growth which also rédeasclear-cut growth objective.

According to the textual description of the exempBSP defines two growth
related sub-objectives — increase revenue per mastérom $200 to $300 and
increase the number of high value custonfiem 200,000 to 600,000. These are two
guantitative sub-objectives to achieve a precisavtir objective. Once again we use
goal construct to represent these objectives AKNB decomposition link to show that
the achievement of both sub-objectives means agtient of growth objective.

FSP defines one productivity related sub-objectisduce annual customer cost
from $100 to $75 [7]. This is another clear-cut financial objectiaad we useyoal
construct to represent the objectivédis objective can help to measure productivity
objective therefore we use goal construct to represhe productivity objective.
Sincecost per customer be reduced is a sole objective to increase productivity we use
means-ends link to show that it is strong enough to achieve pinoductivity objective.
In this way we capture rationale behind the finahsitrategic intents as shown in
Figure 2 which is entirely based on textual desiip of the Consumer Bank
exemplar.

Customer perspective, FSP pursues relationship based customer stratsggaid of
old transaction based customers strategy (p.37]7)Iifi7relationship context, FSP
wants four strategic intents to be achieved in otdeealise financial objectives:
(1) Products/services be provided, FSP defines precise target in terms of
products and service so we represent it with goastruct.
(2) Relationships with customers be developed is a qualitative objective which is
not measureable so, we represent it as a soft goal.
(3) One stop shopping is a precise goal in which FSP provides all tmarficial
related needs to its customer.
(4) Trusted financial advice is related to the provision of information whic i
represented with resource construct.

To deliver these strategic intents, FSP hiréisancial advisor? who is specialist in
this domain. So, FSP depends on financial advisoritHese four strategic intents.
Rationale behind these four strategic intents ssdieed below.

With respect to the rationale, exemplar descrilteg strategic intent — trusted
financial advice depends on the goalhefping customers develop and implement
financial plans. Trusted financial advice is a resource and ibased on product
knowledge which we represent witesource construct, however, helping customers

2 We acknowledge that there can be other custontenfaices such as customer service agents,
bank tellers however Consumer Bank created new gicatele to shift customers from
transaction based to relationship based custori@exefore we used financial advisor as
responsible role to deliver four strategic intditscustomer perspective.
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to develop and implement their financial plans igualitative goal as itan not be
clearly measured. In additio®ne stop shopping which means to provide all financial
solutions under one roof depends on helping custamaeveloping their products.

Strategic intentelationship based customer supports financial targetvenue per
customer be increased, according to the exemplar it dependsiotegrated offering.
Integrated offering is a quantitative goal as financial advisor carnlgdigure out how
many products/services a customer has been using.

Strategic intent products and services that helps to achievenst per customer be
reduced depends on CVFervices be credible and effective. Textual description
presentsprice and quality of products and services as key CVPs to support
products/services to be credible and effective and hence helps to reduce cost per
customer for productivity objective, so we use pesicontribution link showing that
the CVPsprice andquality positively support the soft goal pfoducts/services to be
credible and effective as shown in Figure 2.

As price (value for money) is a known value it is represdnigth goal construct.
Firms use Service Level Agreement (SLA) to achiguantitative goals in term of
quality of their services, so quality level canitbentified precisely and is represented
with goal construét So, we can show through linkages that how stiategents
depend on CVPs to support financial targets. Ortbefdvantages of using i* is that
it helps to differentiate strategic intents fronpparting objectives.

Internal perspective, Exemplar describes six critical processes in thulesters —
operation, customer and innovation that must bewee to achieve four strategic
intents of customer perspective. Six core processesnimize problems, provide
rapid response, cross-sell product line, develop peoducts, shift to appropriate
channels and understand customer segment are lbassix themes. Exemplar
identifies six specialist roles to achieve targatsfor six strategic themes. Therefore
by using i*, we capture dependency relationshipsveen financial advisor and six
specialist roles for six strategic themes (alonthwebome soft targets perceived from
the textual description) as shown in Figure 2. Weoiduce six strategic themes in the
context of three clusters below:

The exemplar describes twaperation management related themes which are
important to satisfy existing customers and deligdesired productivity objective.

(1) Minimize problems is a strategic theme in whiduality manager is given the
target of 0.1% reduction imcidents and cost of errors to achideg price CVP.
Reducing the number of incidents and the cost of errors is the task that quality
manager performs to achieve 0.1% target and achteeffectively. In i* terms
financial advisor depends on quality manager tdeaghthis strategic theme and to
achieve the strategic theme quality manager pegdha task of reducing the number
of incidents and cost of errors.

(2) Provide rapid response, means 24/7 service with fulfilment time. The exdanp
describescall centre representatives as responsible people to achieve this service
objective and task for them is folfil request. The response must be useful for

3 In some cases quality could include the level udtamer experience in using the services
offered by Consumer Bank. In these cases, qualityotsmeasureable entity and will be
represented as a soft goal.
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customers. Same i* principle is used here and odhwiar represent relationship
between financial advisor and roles associatedgbaf the four strategic themes.

The exemplar described four more strategic themesustomer management &
innovation clusters which can help to achieeeenue growth andincrease in high
value customers objectives. Based on the textual description wd ftrat two themes
cross-sell the product line and develop new products are more supportive to achieve
relationship based customers and hence increasémue per customer. However,
two other core processes — shift to appropriateeblaand understand customer
segment are more supportive to achimaeease in high value customers.

(1) Cross-s4ll the product

For this strategic theme, financial planner is adered an ideal role who is given
the target oR.5 products per customer to be achieved. To achieve this target financial
planner is responsible to perform the taskraividing broader range of products and
service.

(2) Develop new products

In this themejoint venture manager is given the target of increase in revenue per
customer by 50%. To achieve this target joint ventmanager performs the task of
seeking more partners in order to create additipraducts and services.

(3) Shift to appropriate channel

This theme requires telemarketing program in wi6Bbo shift in channel mix is
the target for telemarketers. To achieve this tartteee types of tasks are suggested
in the exemplar — (1) telemarketing campaign, () acquisition of prospect list and
(3) direct mail support program which are assodiateith the task through
decomposition link.

(4) Understand customer segment

Consumer marketer is the responsible person t@eelhe target of 30% segment
share for this theme. To achieve this target resiptenperson has the major task of
serving customer which is divided into three suik$a- clarification of CVP,
segmenting the market and communicating the messéfepotential customers.
Achievement of the targets for these six themesutjin value creating tasks means
achievement of overarching net income target ofd&hdlion.

IT (L&G perspective). This perspective focuses on three aspects — human
organisational and IT. As we have described ibl&4 that i* inherently supports
expressingorganisational and human aspects of information systems through
dependency relationships among actors for goaletachieved, tasks to performed
and resources to be furnished [18]. Therefore, waat need to model human and
organisational aspect separately in L&G perspediowever, we must represent IT
aspect for L&G perspective.

For information capital, exemplar presents thatltherganisation is responsible
of installing and maintaining several of the apglfions and integrate these
applications to the bank’s overall web infrastruetuSub-processes supporting six
strategic themes encompass IT domain of L&G petsmecSix specialist roles
depend on the IT organization (actor) for the suppd sub-processes associated to
their domains. Exemplar describes eight sub-presetisat an IT organisation needs
to support in order to realise six strategic theni€rganisation as an actor for IC
capital furnish applications and infrastructuresclitare considered as resources [16]
IT organisation furnishes these resources to stigpostrategic themes.
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To achieve strategic themminimize problems IT organisation installproblem
tracking system who’s main purpose is to perform service qualitglgsis in which it
helps to reduce operational errors. Thus accortting quality manager responsible
to achieve strategic thenmainimize problems depends on IT organisation to perform
the task ofservice quality analysis for which IT organisation furnish resource —
problem tracking system. Similarly five other rolesponsible of strategic themes
depend on IT organisation to furnish resources garticular tasks which are
described below.

To support the process pfovide rapid response, IT organisation instaltustomer
self help system. This system provides efficient and 24/7 servide®ugh web-
systems For cross-sell theme IT organisation installs tagplications — customer
portfolio self management system and customer tatmfity system. Former system
helps customers to develop their financial plars this system is supported by web-
architecture providing customers 24/7 servicesel aystem provides facility for
financial planners to calculate profitability ofstamers. Strategic thendevelop new
product requiresproject management system which helps project manager to product
based revenue.

Shift to appropriate channel is another vital theme for which a complete soite
Customer Relation Management system (CRM) includiéagl management system,
order management system and sales forces automstissed. CRM supports tasks
related to this strategic theme effectively. Custoprofitability is partly useful for
the understand customer segments theme Customer feedback system is also needed
to understand customer needs and it helps to sagrastomersCustomer feedback
system is supported (to some degree) by web-architeqitwgiding the bank a cost
effective and efficient way of conducting surveys.

With i*, relationships among objectives across fparspectives are explicit and in
one example (see Figure 2) we have shown tracgalidi a strategic theme —
minimize problems upwards for CVPs and financigeobves and downward support
from sub-processes and hence IT resources.

4 LessonsLearned from Using i* to Represent Strategy Map

1. Development of goal structure using AND alternaive has effectively shown
clarity in relationships among different types objecrtives for four SM
perspectives. Linkages present relationship typesiong objectives.
Representation of different types of objectives hwiifferent types of i*
constructs such as goals, tasks and resources Isarba observed in SMi*
model. It is also observed that the explicit reprgation of elements and their
relationships has enhanced readability of SM and #xecutives should be able
to view SMi* model as an explicit model of relatsinps.

2. i* has facilitated more than just enhancing claiitylinkages. i* has captured
roles/actors related to each perspective (cont@rgonventional SM in which
roles are identified only in L&G perspective forategic themes) and provided a
network of dependency relationships among actotsodgh this dependency
approach i* actually addresses issues relatedganisational and human capitals
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which are highlighted in L&G perspective for contienal SM. Therefore, only
IT is captured for L&G perspective in SMi* model.M8 is ideal to
communicate with executives explicitly showing thstrategic intent and their
responsible roles and what measures these rolestéakchieve their strategic
intents.

3. We do not represent clusters of core processes gntaips as shown in
conventional SMs. The major reason is the reprasientof explicit relationships
making difficult to group the core processes. $oSMi* model we use three
distinct colours (red for operations, green fortooger and yellow for innovation
processes) to represent three groups of core megel this way we maintain
clarity in relationships among objectives.

4. Regulatory and social processes is the fourth cluster of core processes, required
for regulatory and environmental sustainability @hance purposes, which is
not being represented in this SMi* model for twagens: (1) we do not find
sufficient information on this cluster in consumbank exemplar and (2)
representation of this core process is debatabléh@sMIS literature mainly
discusses three core processes to achieve custmehdinancial targets which we
have represented in SMi* model.

5. SMi* model shows the complete linkages explicittrass the four perspectives
of SM. SMi* model, in one example clearly showsttthee core procegsinimize
problems helps to achieve CVRw price and hence achieve productivity target
while having support frorproblem tracking system from IT organisation.

6. SM identifies aspects of strategic alignment immteaf four perspectives. In this
regard new constructs are identified in Table 2esehconstructs help to reduce
complexity of alignment process and enhances rélglad SM.

7. In i* context, SMi* model is dependency heavy. Thasic reason is that the
exemplar provides limited knowledge for four pexdpes of SM process and it
is particularly visible for internal perspective.oWever, we have provided a
model — SMi* model which is further explore-ableotsion of such integrated
model of explicit linkages was our study objectméich we have achieved
through this exercise.

5 Conclusion and Future Work

Application of i* has introduced structuredness axglicit traceability to SM that
was weak in the conventional SM. i* approach hasvigled meaningful visual
constructs to represent different types of targetd relationships among them for
four SM perspectives. Integrated network of relalips provides excellent
traceability across four perspectives. It is ournjeoture that this kind of
structuredness and traceability can make SM easgdas we have not yet validated
this in the field the SMi* model produced and thethod used to develop it. Given
that the researchers from MIS have identified ambygin relationships among SM
objectives is the problem we believe that with tise of i* constructs relationships
among SM objectives now become explicit. DevelopnuérEMi* model is the first
step in this line of research. In the next stepintend to conduct interviews with IT
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strategists to evaluate whether SMi* model hasebettructure and traceability than
conventional strategy map. In the final step wel wilaluate the method used to
develop SMi* model through a field case study.
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