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Do you know where your technology is?

My guess is that many of us believe that we’re state of
the art, cost-effective, and well positioned to deal with
whatever adversity comes our way. Yes indeed, we're

a finely tuned technology machine. We have reliable
vendors that give us good prices. Our hardware is solid
and reliable. Our applications are fully rationalized and
our networks, well, our networks are fast, reliable, and
secure. People? We have the best! They are smart, moti-
vated, and best of all, current in the technology they
acquire, deploy, and support. There’s not much they
don’t know — and because of this deep bench, our
succession plans are as solid as a rock.

We practice only the best best practices. We read

all of the trade magazines and subscribe to several
research companies whose reports we religiously ana-
lyze. We convert all this knowledge into playbooks

for technology acquisition, deployment, and support.
We're good — and we know it. We go to the right
conferences every year — hell, several times a year,

to validate what we already know. These so-called
conference professionals could learn a thing or two
from us. Everyone loves us at the company. Alignment?
We're flat out simpatico with the business. They throw
us parties. Business executives are always asking if
there’s anything they can do for us. We're the toast

of the company. Life is good.

We're also delusional, and we have been for years! We're
so busy putting out brush fires that we don’t have time
to think about anything else. Optimization? How about
frustration? Alternative delivery models? We're still
trying to get Crystal Reports to report service-oriented
architecture (SOA)! Look, we're doing more with less,
year after year. We face budget cuts while the businesses
we support want us to cost less but deliver more, espe-
cially on the revenue-generation side. The business
thinks we’re too slow and too expensive. We've rede-
fined the term “fair-weather friends.” The fact is, we're
drowning. Sound familiar?

Optimization is a haughty word. It suggests progress
and success, not waterboarding. But it’s a constant and
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can provide insight and recommendations on how to
save money and make money with IT. But where do
you start? Figure 1 identifies the roadmap. There are
several things to note about the business technology
optimization framework. First, technology — that is,
hardware, software, and communications — plays a rel-
atively minor role in the overall effectiveness equation.
Technology is obviously critically important, but opti-
mization is as much about people, processes, organiza-
tion, and strategy as anything else. Optimization is also
about synergy. If one piece is out of sync, then it’s likely
that many of them are.

Optimization is inextricably about corporate culture —
the ultimate taboo subject. Companies that are already
dysfunctional are likely to have dysfunctional technol-
ogy organizations. Stated somewhat differently, the
degree of optimization possible correlates directly with
the wackiness of the corporate culture.

We also look at alternative delivery models as part of
the sourcing audit. Are you buying the right stuff from
the right people in the right way for the right price? Or
is Harry, the proverbial brother-in-law, still handling
procurement? Yeah, and we buy from the vendors that
give us the best perks, the best tickets to the best con-
certs. Did I mention the Masters?

The premise of the optimization audit is the acknowl-
edgement of the width and depth of change occurring in
the field. Business technologists — not mired in brush
fires — understand just how profound the changes are.
Renting? Leasing? From strangers? Clouds? Hardware-
as-a-service (HaaS)? Servers for 50 cents a day? What's
going on?

It’s extremely likely that three things have occurred in
your technology acquisition, deployment, and support
strategy:

@ Leadership

Business
Optimization
Organization

Figure 1 — Business technology optimization framework.
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1. You're paying too much money for the wrong things,
failing to save enough money with technology.

2. You're missing opportunities to really help the busi-
ness achieve its objectives, failing to make enough
money with technology.

3. You're leveraging the wrong best practices with the
wrong people.

Now let’s walk through the audit.

THE OPTIMIZATION AUDIT

We’ve developed the optimization audit in response

to new opportunities and old pitfalls. We also developed
an audit that we believe touches all of the high-leverage
areas. We believe that the pieces are interdependent and
synergistic. We also believe that the results can be imple-
mented incrementally (if you must) or (ideally) holisti-
cally since so much of this is interdependent.

The optimization audit, like all audits, should be action-
able. We're not dealing with “theoretical” or “perfect”
circumstances here. There are limits to what can be
accomplished. Realistic business cases for each recom-
mendation to save money and make money are devel-
oped as part of the audit’s final report, as suggested in
Figure 2.

The optimization areas appear vertically; the analyses
horizontally. Current-state reporting develops SWOT
(strengths, weaknesses, opportunities, and threats)
analyses for all of the areas. Recommendations for how
to make money and save money extend from the SWOT
analyses; they are informed by our applied research,
industry best practices, industry benchmarks, technol-
ogy trends analyses, and our experience that cuts across
multiple vertical industries. The business case is the
result of the current-state assessment and the save
money/make money recommendations. Our business
cases are always organized around value, cost, and risk.

Next, let’s dig deeper into each of the optimization
areas (strategy, applications, networks, data, organiza-
tion, metrics, benchmarks, security, and delivery) and
the kinds of recommendations focused on saving and
making money as well as the business cases we deliver.

Strategy

It’s impossible to overstate the importance of strategy or
the extent to which it’s frequently ignored. Technology
investments are inextricably linked to business strategy.
The overall business technology strategy — in a sane
(note that I did not say “perfect”) world — is the
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offspring of business strategy and technology
optimization.

Strategy audits look at the existing strategy, the strat-
egy of competitors, and the strategic assumptions that
should guide the company. Detailed strategies are few
and far between." This tells us a lot about the effective-
ness of the business technology organization and the
value the company places on strategic planning; with-
out a coherent strategy it’s difficult if not impossible for
technology investments to be optimized.

So what do we look for in a strategy audit? A useful
strategy contains the following:

= The current business models and processes of the
company. If the company is decentralized by busi-
ness unit, we look at the current business models of
each line of business along with the business proc-
esses that support the enterprise and business unit
models.

= The to-be business models of the company and
the lines of business with a focus on the next two
to three years. Note that the focus is not on the next
four or five years, which is just too hard to forecast;
instead, the recommendation is to conduct rolling
two-to-three-year forecasts of the business models
and processes likely to yield profitable growth.

= The as-is and to-be business models of primary and
unconventional competitors.

The current-state assessment usually yields insight and
recommendations about the specificity of the strategy,
its relationship to the competition, and the extent to
which it references out-of-the-box “unconventional”
business models and processes. Of special interest are
the objectives of company: is the company trying to
expand, increase its valuation, grow through acquisi-
tions, grow organically, sell itself, or continue pretty
much as is? These objectives determine the range of
options open to management or, stated more directly,
the options that management will actually consider.
They also determine — along with other elements of the
optimization audit (e.g., corporate culture, leadership,
and organizational structure) — the range of business
cases possible to modify the strategy.

At the heart of the matter is the specificity and per-
sistence of the strategy. For example, is the strategy
defined down to the business process level? Is it taken
seriously by the senior management team? Is it funded?
Is there a correlation between what’s published and
what’s practiced? Strategy metrics are complicated and
often ignored because strategies, like stock buy-back
plans, are frequently political documents written for
internal consumption, investors, and advertisers — not

Findings
Current State
Areas

Save Money

Make Money Business Case

Strategy

Applications

Networks

Data

Organization,
People, and Culture

Metrics

Benchmarks

Security

Delivery

Figure 2 — The optimization audit matrix.
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execution. Assessing corporate strategies is complicated
and political but necessary to determine if a company is
rudderless or focused.

How do you save money or make money regarding
strategy? If there’s no specific, persistent strategy then
money will be wasted, by definition, on unfocused
corporate initiatives. If there’s a specific strategy, but
it’s the wrong strategy, then money will be wasted in
the wrong direction. On the other hand, if the strategy
is specific and correct, then there’s significant money

to be made if the company executes the strategy effi-
ciently. Companies that are competent in strategic plan-
ning and execution are often good at defining high-level
strategic requirements and lower-level tactical require-
ments. They're also good at the conversion of require-
ments into projects. The very best are excellent project
and program managers who continuously align project
performance to strategic and tactical business require-
ments. This is a corporate skill essential to success,
though relatively few companies have mastered the art
and science of project/program/portfolio management.
The optimization audit assesses these skills and recom-
mends ways to improve them.

The optimization audit profiles a strategy’s
specificity, quality, and execution potential.

Technology’s role in the strategy execution phase is
critical because companies cannot exist without digital
technology. Specific strategies yield effective technol-
ogy investments; unfocused strategies yield ineffective
expensive technology investments. The optimization
audit profiles a strategy’s specificity, quality, and execu-
tion potential. A cost/impact/risk business case is the
outcome of the strategy audit that focuses on what’s
right about the strategy, where the strategy needs work,
how to improve the strategy/requirements relationship,
and how the strategy might be implemented.

Applications

There are many pieces to the applications optimiza-
tion audit. The first piece is the relationship between
corporate transactions and infrastructure requirements
(linked to the company’s primary business models and
processes) and the deployed applications. Are they sat-
isfying the requirements in a cost-effective manner?

EXECUTIVE REPORT

The applications end game consists of a set of integrated
and interoperable back-office, front-office, virtual-office,
desktop, laptop, PDAs, and other thin-client appli-
cations that support the current and to-be business
strategy. Increasingly, access to data, transactions, and
inventories is from multifunctional mobile devices.
Applications should be standardized to support activi-
ties, processes, employees, customers, suppliers, and
partners regardless of where they physically sit or how
mobile they are. All applications should be audited to
determine their contribution to this objective and the
applications end game described above. It's essential
that companies assess their applications with reference
to their business strategy and the relative contribution
they’re making to the company’s business processes and
profitability. If the outcome of that assessment is clear,
then decisions should be made to decommission appli-
cations (in the case of expensive applications that con-
tribute little to the business) or transfer functionality to
other, less-expensive-to-maintain applications (in the
case of older systems with limited, but still valuable,
contributions to the business).

Companies need to assess the variation in their applica-
tions portfolio. How many architectures are supported?
Are the most important applications on the oldest,
most-expensive-to-maintain platforms? The audit deter-
mines the existence — or lack thereof — of a consistent,
standards-based architecture that will save money,
keep support requirements manageable, and provide
the flexibility necessary to become more collaborative
with more employees, customers, suppliers, and part-
ners. The audit also focuses on the range of applica-
tions in production, how they’re procured, supported,
replaced, and modernized.

Some applications are bread-and-butter operational
applications, like Microsoft Word and PowerPoint

and Internet browsers like Microsoft Explorer, Mozilla
Firefox, and Apple Safari. Microsoft Office is the de
facto standard for desktop/laptop personal productiv-
ity applications, while browsers are essentially “open.”
Companies also have big “enterprise” applications like
enterprise resource planning (ERP) applications and
customer relationship management (CRM) applications.
There are also homegrown applications built over time,
and there are Internet applications that face outward

to customers, suppliers, and partners. Finally, there

are applications that help companies manage their
applications and the computing and communications
infrastructure (e.g., network and systems management
applications). In order for all of these applications to be
cost-effective, they need to integrate and interoperate.
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The analysis of strategic value versus operational sup-
port assumes integration and interoperability. The
optimization audit drills down on these and related
capabilities.

It’s relatively easy to save money through a sound
applications deployment strategy. Principles like stan-
dardization and integration (through SOAs and EDAs)
and the application of impact/cost metrics can keep
application costs to a minimum. It’s also more than pos-
sible to make money with applications since the right
applications can contribute directly to revenue growth
through up-selling, cross-selling, and improved cus-
tomer service capabilities. There are also opportunities
to deploy open source software, which almost always
reduces costs. While the decision to deploy open source
applications should not be driven exclusively by antici-
pated cost savings, it is definitely worth a hard look.
There are also “green” considerations that can save
money, especially steps that can better manage power
consumption, data centers, server consolidation,

and other actions designed to improve operational
efficiency.

Networks

As we proceed through the early 21st century, we need
to recognize changing work models and processes,
including;:

= Telecommuting and mobile commuting

= B2C and B2B transaction processing

= Business-to-enterprise (B2E) transactions

= Business-to-government (B2G) transactions

= Tethered and untethered voice/data devices

= Supply chain planning and management

= Continuous (versus discrete) transaction processing
= E-learning

= Collaborative customer service

= Real-time supplier integration and partner
management

= LANs, WANSs, and VPNs
= The Internet and the Web
= Real-time rich media-based teleconferencing

These are just a few of the major challenges and oppor-
tunities. Increasing numbers of us are working from
home, from the road, and in virtual spaces where we're
constantly connected. Companies are sending workers

©2008 Cutter Consortium

home, away from airplanes, and into “office hotels” all
in an effort to reduce real estate, travel, and support
costs. Pressures on the businesses to provide reliable,
secure, cost-effective communications are unprece-
dented and will continue to grow. Can the company
deliver these capabilities in a cost-effective manner?
Unified communications, which integrate and deliver
all forms of communications, is one of the major end
games here.

The Internet represents an alternative network for much
corporate computing. We are feeling better about con-
trol, security, and privacy and are relying more on the
Web for communication among employees, customers,
suppliers, and partners. In fact, the Web is emerging as
a virtual operating system and the preferred platform
for more companies, especially smaller ones. The audit
focuses on where LANs, WANSs, and VPNs end and
where the Web begins. Web 2.0 technologies, especially
wikis, blogs, crowdsourcing, and virtual worlds, live
primarily on the Web — well outside of corporate fire-
walls. As the use of these and other tools increase, the
role of the Web “as a platform” will continue to grow.

All of this is useless unless there are processes in place
to exploit communications investments. But processes
are often political. Prior to a new application, a new net-
work and systems management tool, a new business
model or a new communications network, new, vested
interests must replace old ones. Companies must make
sure that the processes necessary to support the new
communications technology-driven business models
are in place and make certain that the administrative
and management processes to support them are well
defined and understood. The optimization audit checks
to make sure the right communications technologies
and processes are in place.

The movement toward virtual enterprises means that
companies are always changing their business models
— how they sell, how they service and retain customers,
and how they measure success. This trend involves
expanding e-business but also sees the full supply chain
firing within an adaptive communications network that
supports local and remote customers, employees, and
suppliers. As companies move more toward virtual /
e-business, their communications requirements will
grow dramatically.

Saving money is not that challenging here because
communications costs are falling, and communications
providers are providing more functionality for less
money. There are also emerging technologies includ-
ing some of the Ethernet variations, VoIP, and wire-
less broadband that can help with cost management.
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Making money is part of the story as well, but com-
munications cost management is usually where the
emphasis is placed. The network/communications audit
identifies where the opportunities and constraints lie.
Some Web 2.0 technologies — implemented via the
Web (e.g., crowdsourcing) — can both save and make
money. This is also true for tools like blogs that connect
companies to their customers.

Data

Data lies at the heart of all business models: with-

out data, it’s impossible to customize, personalize,
up-sell, cross-sell, automate, or gather business intelli-
gence (BI). Everyone’s got data in one place or another.
“Operational data,” especially if it’s in different forms,
often needs to get translated into a form where it can be
used by lots of people in the company to perform all
sorts of analyses. “Translation” results in the develop-
ment of data warehouses and smaller data marts that
support all varieties of online analyses and ultimately
“data mining” — the ability to ask all kinds of questions
about employees, customers, suppliers, and partners.
Everyone’s working on universal data access from teth-
ered and untethered devices. Eventually, structured,
unstructured, hierarchical, relational, and object-oriented
data, information, and knowledge will be ubiquitously
accessible.

Standardization, integration, and master data
management are but a few of the ways to
save money.

The data audit looks at variation: if companies have lots
of different kinds of data in different places, then they
need to develop a data integration strategy that will
probably involve building some kind of data warehouse
or relying heavily on current and emerging integration
architectures. Over time, companies need to reduce the
need for integration by moving to fewer data platforms
and standardizing the analysis tools used to mine the
data for BIL. Standardization, integration, and master
data management are but a few of the ways to save
money.

The optimization audit also focuses on storage platform
variation and standardization, data integration, and,
especially, the ability of the company to engage in mul-
tiple aspects of Bl. Making money here is the objective:
sophisticated BI enables all sorts of analyses designed
to focus strategies, target customers, improve supply

EXECUTIVE REPORT

chain planning and management, and improve cus-
tomer service. Bl is the means to this end. Disorganized,
multiple-platform data management costs money.

The audit exposes money-making and money-saving
opportunities.

Organization, People, and Culture

The audit focuses on organizational structure and its
effectiveness. It also focuses on the people and the cor-
porate culture in which the organization and people
operate. Needless to say, this is an extremely challeng-
ing (and political) assignment.

The audit asks at least the following questions. Is the
company organized effectively? Does it have the right
people reporting to the right people doing the right
things? Is governance explicit? Is the right centralization/
decentralization ratio in place? Is there accountability? Is
the organization flexible? Most important, is the organi-
zation perceived by its customers as effective? Perhaps
the most vital metric is what the user community thinks
of the technology organization. A serious, objective
assessment of how the technology organization is per-
ceived is job one. Companies need to know where the
technology organization sits in the corporate hierarchy. Is
it respected? Disrespected? Ridiculed? Technology orga-
nizations often think they’re performing better than any
of their customers who often think they’re slow, expen-
sive, sometimes arrogant, and incapable of managing
complex projects. It’s essential to objectively profile the
technology organization. The methods include data col-
lection (if data collection and performance metrics are in
place), interviews, and, as always, leveraging industry
benchmarks and best practices onto the assessment of the
current state. The audit focuses squarely on these and
related areas.

There’s no polite way to ask the question, “Are the peo-
ple at the company any good?” When was the last time
a skills-gap analysis was conducted? The way to assess
staff is to juxtapose the current and future computing
and communications requirements (ideally derived
from the corporate business strategy) with current and
future skill sets. But the real work lies in the objective
assessment of the gaps between what a company needs
and what it actually has. The sad fact is that most com-
panies underinvest in the development of their profes-
sionals, which inevitably results in large skills gaps.
The audit focuses on what the company is doing about
closing the gaps. Are there internal and external train-
ing programs? Are they making a difference? Are their
before-and-after metrics to determine if training and
education is effective? Are incentives in place to reward
and punish employees who achieve and underachieve?
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What about the corporate culture? “Auditing” culture is
a strange pastime, but it’s essential to profile culture in
terms of its approach to risk, rewards, accountability,
and decision making, among other unique aspects of
how a company actually operates. Objective assessments
are important here, since cultures determine what can
actually be achieved.

Organizational reform is probably the easiest fix on

the list; it’s much harder to deal with people problems
and almost impossible to alter the corporate culture in
the near term. Organizational reform can help deal with
people problems to the extent that the reform involves
adding, eliminating, or investing in people. Culture
tends to bend only when major opportunities or crises
are at the doorstep. Note that eliminating jobs comes
immediately to mind when we discuss saving money
on people. While payroll costs can obviously be reduced
by firing unproductive or problematic employees, there
are total elimination costs that should be considered. A
good skills-gap analysis and response will invest in the
“keepers” — those with the potential to improve and
contribute. It’s always cheaper to improve the produc-
tivity of existing employees than to hire new ones.

Metrics

The metrics audit asks simple questions. What’s meas-
ured at the company? How is it measured? How do
performance metrics impact the company? The first
question is crucial. Is the company a “measurement
company,” or does it fly by the seat of its pants? Public
companies measure the most models, processes, assets,
and the like, primarily because they’re required to do
so. Private companies often measure things as well,
though the motivation is different. Our audits seek

to first measure the objectivity of the measurement
process. Are those companies that measure models,
processes, and assets prepared for raw results that may
challenge the existing power structure at the company?
Or is the measurement process pro forma, existing pri-
marily as either window dressing or as a necessary
compliance evil? So what should be measured? Hard
assets, software assets, hard processes, and soft
processes, as discussed in the following sections.

Hard Assets
These include:
= Number/location/assignment/age of desktop PCs

= Number/location/assignment/age of laptop/
notebook computers

= Number/location/assignment/age of PDAs and
other access devices

©2008 Cutter Consortium

Number/location/assignment/age of servers
Number/assignment of LANs under control
Number/assignment of WANs under control
Number/assignment of VPNs under control

Description of network topologies in your
organization and under control

Number/location/assignment/age of midrange
computers

Number/location/assignment/age of mainframe
computers

Number/location/assignment/age of storage devices

Number/location/assignment of desktop/
laptop/PDA applications and licenses

Number/location/assignment of utility applications
(e.g., change management, configuration manage-
ment, requirements management, maintenance,
testing, and related applications across all of the
computing environments)

The original equipment manufacturer (OEM) brands
of hardware suppliers and the percentages across
vendors

The distribution of software vendors in the software
asset/license pool

Number/location/ownership /age of applications
by platform (e.g., mainframe, minicomputer, client-
server, and desktop)

Number/location/ownership/age of applications
by architecture (e.g., single-tier, two-tier, three-tier,
multi-tier, and n-tier)

Soft Assets

These include:

Number of people in your organization

Their educational backgrounds and professional
experiences

Their current applicable skill sets

The mapping of those skill sets onto requirements;
skill set gap analyses

The salaries and bonuses (and other parts of compen-
sation packages) of professionals and support staff

The intracorporate relationships and partnerships
External alliances and partnerships

Brand(s)
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Goodwill

Professional reputation

Hard Processes

These include:

Systems analysis and design processes (lifecycle
methodology)

Requirements management processes

Risk management processes
Project/program/portfolio management processes
Process adoption/sustainment rates

Service-level agreements (SLAs) and success rates
Hardware and software acquisition processes
Hardware disposition processes

Asset management processes

Network and systems management processes
Vendor management processes

Vendor selection and management processes

Help desk processes

Security authentication processes

Security authorization processes

Security administration processes

Disaster recovery and business resumption processes
Database administration processes

Knowledge management processes

Standards setting processes

Standards governance processes

Business technology audit processes

Soft Processes

These include:

Human recruitment processes

How effective have recruitment processes been
(measured by number of recruits and the percentage
that have stayed over time)?

Employee performance review processes

Jobs/opportunities description/classification/posting
processes

Benefits administration processes

EXECUTIVE REPORT

= The processes that “touch” customers

= How effective have these processes been (measured
by customer service data)?

= The processes implemented to stay technologically
current. Is there an internal R&D/innovation process?
The number of internal proposals received? How
many have been funded? How many have been
successful?

The optimization audit looks at measurement philoso-
phy, methods, and specific metrics. How disciplined is
the company? What kinds of data does it collect? How
accurate is the data? How timely is the data? Metrics
are necessary to save money. It’s hard to develop a
going-forward plan without knowing where you are.
But with accurate data, a company can save significant
amounts of money. It can also make money by improv-
ing product/service development, manufacturing, dis-
tribution, and customer/supplier-facing performance.

Benchmarks

There are many ways to collect and analyze bench-
mark data. Much of this data is basic; some is very
industry-specific. All audits leverage benchmarking
data. Knowing what the industry is spending on tech-
nology, for example, as a percentage of gross revenue
is an important benchmark. Knowing what technology
spending looks like in specific industries is essential

to understanding one vertical industry from another.
Knowing how companies are prioritizing technology
investments helps with technology-adoption due dili-
gence. Benchmarking data is available from a variety
of sources but it’s generally not free. Some of it is quite
expensive, in fact — especially if you want to drill down
on the data through primary and secondary analyses.
Audits must include benchmarking data that informs
the audit process. How is the company doing against
the relevant benchmarks? Are we looking for perfect
synergism here? Of course not; to the contrary, we're
looking for significant variations and how they can be
explained.

Security

Figure 3 identifies the targets of the security audit.
Security policy should address data access, applications
access, network access, software, privacy, and business
resumption planning. Authentication looks at the meth-
ods, tools, and techniques that allow users to access
networks, data, and applications. The options here are
numerous, ranging from simple passwords to sophisti-
cated biometrics. Companies are regulated by what they
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can and cannot do. For example, if you use passwords
to manage authentication, you may need to change
them every 30 days. Single sign-on to networks and
applications remain worthwhile objectives. Firewall
technologies can deliver functionality that includes
many flexible authentication (and authorization) tech-
niques. Authorization is all about allowing people, once
they are on a network, to access specific data and appli-
cations. Once users are authenticated, they need to be
monitored according to some predefined authorization
schema. Access to networks, applications, and data
needs to be defined, and individual and classes of users
need to know where they can go and what they can

do once they get there. Administration can be expensive
if it is not well conceived and implemented. It’s impor-
tant to develop some metrics against which companies
can track the effectiveness of their administrative proce-
dures. Recovery is as essential to security as authenti-
cation. Business disruption and resumption planning
simulations should be conducted on a regular basis to
determine if business resumption planning policies and
procedures will actually work when a major business
disruption occurs.

The basic elements of a business resumption plan
should include:

= Plan activation policies and procedures

= Individual, group, and team recovery policies
and procedures

= Onsite/offsite resumption policies and procedures

Technologies

Policy

Architecture

Authentication

Authorization

Administration

Recovery

= Administrative policies, procedures, and
responsibilities

= Contingency planning

Supporting security and privacy policies and technolo-
gies is tricky. Unless a company has a lot of inhouse
security talent, it might have to look outside for end-to-
end security solutions integration. This decision must
be made carefully, since there’s a tendency to think that
the inhouse staff — who may have managed security in
a host-based, data center—enclosed environment pretty
well — can manage a growing number of distributed
applications that link employees, partners, customers,
and suppliers over the Web.

What else do companies need to know about security
and privacy? Companies need to understand:

= Firewall technology

= Antivirus technology

= Certificate authority technology
= Biometric technology

= Encryption technology

= Privacy-compliance technology

These technologies enable security strategies and tactics
and are the focus of the security audit, along with the
other areas in Figure 3. There’s a lot of money to be

lost through poor security methods, tools, technologies,
and processes. If security is weak, the ability to save
money will be lost and the ability to make money will

Products Services

Figure 3 — The security audit areas.
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be unreachable. Security optimization audits are espe-
cially important in the digital age where viruses, denial-
of-service attacks, and full-fledged information warfare
can be enormously expensive to remedy.

Delivery

Many of the major trends occurring in the industry

are related to technology delivery through alternative
forms of outsourcing. Alternative delivery models are
all the rage. Software-as-a-service (Saas), hardware-
as-a-service (HaaS), storage-as-a-service, and
communications-as-a-service all have a familiar
on-demand/pay-by-the-drink ring. Assessments here
are especially critical to optimization since these (and
other) technology delivery models can save money and
make money for organizations if deployed prudently.

Alternative delivery models are all the rage.

The delivery/outsourcing audit begins with a core com-
petency assessment that is both objective and political.
What does the senior management team believe the
company does well and poorly? Is technology high on
the list of competencies? Should it remain there? Most
everyone outsources some part of their business tech-
nology operation for all sorts of good, and occasionally
bad, reasons. There’s a reason why the technology ser-
vices industry is clipping along at more than $1 billion
per day in the US alone. More companies have dis-
covered the benefits of outsourcing compared to the
recruitment and maintenance of large internal business
technology staffs. In the early years, we all thought out-
sourcing was about saving money, but then we discov-
ered the truth: outsourcing is not only about saving
money, it’s about rerouting money from noncore to
core activities.

Delivery strategy is — when all’s said and done —
about whether or not companies should build and
maintain internal technology staffs because they believe
that personally controlling “technology” is essential to
their success. All of the books, articles, and seminars
about core competencies are, in the final analysis, about
shedding processes that companies no longer believe
they can optimize or need to personally control. The
core competencies drill is critically important to acquisi-
tion effectiveness.

EXECUTIVE REPORT

Companies have a number of options including;:

= Combining outside vendors with their own.
Sometimes called insourcing or cosourcing, this
model can be very effective if structured and
managed properly.

= Completely outsourcing segments of the technology
mission, such as data center, call center management,
or customer relationship management (CRM), while
keeping others inhouse. This option can also be effec-
tive, especially when there are clearly defined areas
that companies do well and those that they do poorly
— and when there’s no ambiguity about what’s core
and what’s not.

= Completely outsourcing everything to vendors that
come onsite and manage the business technology
resources (including machines, networks, and people).

= Completely outsourcing everything to vendors that
“rent” hardware, software, and communications in
“X-as-a-service” models.

There are variations, but these four options identify the
primary outsourcing delivery models that companies
might consider. All of these variations require compa-
nies to do the following:

= Systematically identify requirements.

= Compare current (so-called baseline) costs with what
outsourcers bid.

= Aggressively negotiate with vendors on prices and
services.

= Develop clear and unambiguous SLAs.

= Make sure that management is in place to monitor
the results of the work.

The audit determines where core competencies lie,
the range of delivery options that make sense, and the
steps necessary to implement alternative technology
delivery models.

Some delivery models can save money. While cost
reduction is not always the reason to outsource, there
are circumstances where 20%-30% can be saved with the
right sourcing strategy. There are also opportunities to
make money by renting (proprietary and open source)
customer-facing applications (e.g., CRM) and other
technologies that can contribute to revenue growth and
profitability. Finally, delivery audits are almost always
controversial so they must be handled delicately (and
sometimes even confidentially).
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BUSINESS CASES

As stated earlier, our business cases are organized
around value, cost, and risk; value is defined around
saving or making money; cost is defined around dollars,
lost opportunities, and people; and risk is defined
around technology, project, and people challenges
(among other things that can go wrong). The business
cases for the save money/make money recommenda-
tions in the audit areas are presented as investment
options. We develop business cases for investments that
will save money or make money — business cases that
are reviewed by senior management for their likely suc-
cess, given the leadership and the corporate culture.

Every single project option should be based on a rigor-
ous analysis of a solid business case. Every single
project should be conceived and evaluated with three
possible outcome decisions: go, no-go, or we need more
information. Business case development is all about the
identification of real and political reasons to buy some-
thing, to build something, to rent something, or engage
a consultant. This can be a very tricky process since
(because of the perennial competition for funds) there
will always be project enemies, those just waiting to say,
“I told you so” when the project goes south. Technology
buyers, especially in large enterprises, have to make
sure they’ve covered their flanks. The “business case” is
therefore as much a “real” document as it is a political
one. When we write them, we make sure we use these
two lenses.

The business case should also identify accountable peo-
ple whose reputations rest to some extent on the success
of the project. One should be from the technology side
of the organization and one from the business side (if
you can find the right hybrid). If there are no project
champions, it’s time to go home. Business cases are not
that difficult to create; what’s difficult is swallowing
them. Cultures that are especially political have the
worst digestion problems and make the most business
technology investment mistakes.

THE AUDIT CHECKLIST

Our optimization audits cover a lot of ground. They
typically last six to nine months, but they always result
in an assessment of the current state, make money/save
money recommendations, and business cases for the
most promising. To review, here’s a checklist of audit
areas to consider:

Strategy

A useful strategy contains the following:
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= The current business model of the company; if the
company is decentralized by business unit, then it
contains the current business models of each line of
business as well as the business processes that sup-
port the enterprise and business unit models

= The to-be business models of the company and the
lines of business with a focus on the next two to
three years

= The as-is and to-be business models of primary and
unconventional competitors

= Assessments of corporate objectives

= Assessments regarding the specificity, persistence,
and execution potential of the strategy

Make money/save money strategy recommendations:

= Define high-level strategic requirements and lower-
level tactical requirements.

= Convert requirements into projects (from solid
business cases).

= Use best practices in project/program management.

= Align project performance to strategic and tactical
business requirements.

Cultures that are especially political have the worst
digestion problems and make the most business
technology investment mistakes.

Applications
Activities in the applications optimization audit include:

= Assessing the relationship between corporate trans-
actions and infrastructure requirements (linked to the
company’s primary business models and processes)
and the deployed applications

= Pursuing an applications end game consisting of a
set of integrated and interoperable back-office, front-
office, virtual-office, desktop, laptop, PDA, and other
thin-client applications that support the current and
to-be business strategy

= Assessing access to data, transactions, and inventories
from multifunctional mobile devices

= Assessing the extent to which applications are stan-
dardized to support activities, processes, employees,
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customers, suppliers, and partners regardless of
where they physically sit or how mobile they are

= Assessing applications with reference to their busi-
ness strategy and the relative contribution they’re
making to the company’s business processes and
profitability

= Decommissioning applications (in the case of expen-
sive applications that contribute little to the business)
or transferring functionality to other, less-expensive-
to-maintain applications (in the case of older systems
with limited, but still valuable, contributions to the
business)

= Assessing the variation in the applications portfolio

= Assessing the existence, or lack thereof, of a consis-
tent, standards-based architecture that will save
money, keep support requirements manageable,
and provide the flexibility necessary to become more
collaborative with employees, customers, suppliers,
and partners

= Assessing applications in production; how they’re
procured, supported, replaced, and modernized

Make money/save money applications
recommendations:

= Use standardization and integration (through SOAs
and EDAs) as well as the application of impact/cost
metrics that can keep application costs to a minimum.

= Assess the Web as a primary, secondary, or hybrid
transaction platform across a spectrum of cost-benefit
scenarios.

= Assess the cost-saving ability of open source software
adoption.

= Reduce power and environmental data center man-
agement costs; invest in newer hardware technologies
designed to run cooler with less power.

= Improve revenue growth through up-selling.
= Cross-sell.

= Improve customer service capabilities.

Networks

Activities in the network and communications optimiza-
tion audit include:

= Assessing the company’s positioning vis-a-vis
telecommuting, mobile commuting, B2C and B2B
transaction processing, B2E transactions, B2G trans-
actions, tethered and untethered voice/data devices,
supply chain planning and management, continuous
(versus discrete) transaction processing, e-learning,
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collaborative customer service, real-time supplier
integration and partner management, LAN/WAN/
VPN, the Internet, the Web, and real-time rich
media-based teleconferencing

= Assessing technology investments that support
these areas

= Assessing the company’s approach to unified
communications

= Assessing the company’s processes that support
communications investments

Make money/save money network/communications
recommendations:

= Exploit the ability of communications providers to
provide more connectivity, functionality, and security
for less money.

= Exploit emerging cost management technologies
like some Ethernet variations, VoI, and wireless
broadband.

Data

Activities involved in the data optimization audit
include:

= Assessing the company’s “operational data” — espe-
cially if it’s in different forms — and the extent to
which it needs to be translated into a form where it
can be used by any number of people in the company
to perform all sorts of analyses

= Assessing the company’s “translation” capabilities
toward data warehouses and smaller data marts
that support all varieties of online analyses and,
ultimately, “data mining”

= Assessing the company’s movement toward universal
data access from tethered and untethered devices

= Assessing the company’s movement toward the
storage and analysis of structured, unstructured,
hierarchical, relational, and OO data, information,
and knowledge

= Assessing data variation, location, quality, and
security

= Assessing the company’s data integration strategy,
which will probably involve building some kind of
data warehouse or relying heavily on current and
emerging integration architectures

= Assessing the company’s movement to reduce the
need for integration by moving to fewer data plat-
forms and standardizing the analysis tools used to
mine the data for BI
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Make money/save money data recommendations:

= Reduce platform variation and increase standardiza-
tion, data integration, master data management, and
especially the ability of the company to engage in
multiple aspects of BI.

= Invest in sophisticated BI technologies that enable all
sorts of analyses designed to focus strategies, target
customers, improve supply chain planning and man-
agement, and improve customer service.

Organization, People, and Culture

Activities of the organization, people, and culture
optimization audit include:

= Assessing the company’s organizational structure and
effectiveness

= Assessing the company’s reporting relationships,
governance, centralization/decentralization ratio,
flexibility, and perceived effectiveness

= Assessing the company’s professional staff in terms
of its skills, energy, ambition, and effectiveness

= Assessing the company’s professional development
strategy, including its training and education strat-
egy, programs, metrics, incentives, succession plan-
ning, and the overall effectiveness of these initiatives
and investments

= Assessing a company’s corporate culture in terms
of its approach to risk, rewards, accountability, and
decision making, among other unique aspects of how
a company actually operates

Make money/save money organization, people, and
culture recommendations:

= Use organizational reform focused on adding, elimi-
nating, or investing in people.

= Proceed with caution: culture tends to bend only
when major opportunities or crises are at the
doorstep.

Metrics
Activities of the organization metrics audit include:

= Assessing the company’s overall metrics quotient
(What's measured at the company? How is it meas-
ured? How do performance metrics impact the com-
pany? Is the company a “measurement company” or
does it fly by the seat of its pants?)

= Assessing the objectivity of the measurement process
(Are those companies that measure models, proc-
esses, and assets prepared for raw results that may
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challenge the existing power structure at the com-
pany? Or is the measurement process pro forma,
existing primarily as either window dressing or a
necessary compliance evil?)

= Auditing hard assets, soft assets, hard processes, and
soft processes

Make money/save money metrics recommendation:

= [dentify and track specific asset, process, and perfor-
mance metrics.

Proceed with caution: culture tends to bend only
when major opportunities or crises are at the
doorstep.

Benchmarks
Activities of the benchmark audit include:

= Leveraging benchmarking data (Knowing what the
industry is spending on technology, for example, as
a percentage of gross revenue is an important bench-
mark; knowing what technology spending looks like
in specific industries is essential to understanding one
vertical industry from another; knowing how compa-
nies are prioritizing technology investments helps with
technology adoption due diligence.)

= Benchmarking data available from a variety of
sources

= Benchmarking data that informs the audit process
(How is the company doing against relevant
benchmarks?)

= Focusing on significant variations and how they can
be explained

Make money/save money benchmarking
recommendation:

= ]dentify and apply specific benchmark data.

Security
Activities of the security audit include:

= Assessing security, authentication, authorization,
administration, and recovery as well as the methods,
tools, technologies, and techniques used to support
these activities

= Focusing specifically on business resumption plan-
ning and plan activation policies and procedures;
individual, group, and team recovery policies and

Vol. 11, No. 10 BUSINESS-IT STRATEGIES



14

procedures; onsite/ offsite resumption policies and
procedures; administrative policies, procedures, and
responsibilities; and contingency planning

Focusing on security and privacy policies and
technologies

Assessing the extent to which the company under-
stands firewall technology, antivirus technology, cer-
tificate authority technology, biometric technology,
encryption technology, and privacy-compliance
technology

Make money/save money security recommendations:

Money can be lost through poor security methods,
tools, technologies, and processes: if security is weak,
then the ability to save money will be lost and the
ability to make money will be unreachable.

Money can also be lost in the digital age where
viruses, denial-of-service attacks, and full-fledged
information warfare can be enormously expensive
to prevent and remedy.

Regardless of the business climate at any point

in time, companies always need to save money

and make money through their technology

investments.

Delivery

Activities of the delivery audit include:

Assessing how new delivery models, such as SaaS,
HaaS, storage-as-a-service, and communications-as-a-
service, are relevant to the company

Beginning with a core competency assessment that
is both objective and political (What does the senior
management team believe the company does well
and poorly? Is technology high on the list of compe-
tencies? Should it remain there?)

Determining whether or not the company should
build and maintain an internal technology staff or
turn to alternative delivery and sourcing models

Assessing alternative delivery/sourcing forms, includ-
ing combining outside vendors with the company’s;
completely outsourcing segments of the technology
mission such as data center or call center management
or CRM; completely outsourcing everything to ven-
dors that come onsite and manage business technology
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resources (including machines, networks, and people);
and completely outsourcing everything to vendors
that “rent” hardware, software, and communications
in “X-as-a-service” models

= Auditing the extent to which companies effectively
identify requirements, compare current (so-called
baseline) costs with what outsourcers bid, negotiate
with vendors on prices and services, develop clear
and unambiguous SLAs, and ensure that manage-
ment is in place to monitor the results of the work

= Determining where core competencies lie, the range
of delivery options that make sense, and the steps
necessary to implement alternative technology
delivery models

Make money/save money delivery recommendations:

= While cost reduction is not always the reason to out-
source, there are circumstances where 20%-30% can
be saved with the right sourcing strategy.

= There are also opportunities to make money by rent-
ing customer-facing applications (e.g., CRM) and
other technologies that can contribute to revenue
growth and profitability.

= Finally, delivery audits are almost always controver-
sial so they must be handled delicately (and some-
times even confidentially).

THE SAVE MONEY/MAKE MONEY ZONE

Regardless of the business climate at any point in
time, companies always need to save money and make
money through their technology investments. These
two filters are sacrosanct: all investments should serve
one or both of these objectives.

Business cases still rule, but the objective of projects
(approved from solid business cases) should serve these
two masters. Project performance metrics should speak
directly to saving money or making money. For exam-
ple, how much money could be saved with an infra-
structure overhaul? How much could be saved by
renegotiating communications contracts? Help desk
support? ERP application support? Is it cheaper to
outsource e-mail or to host it yourself? What would
applications standardization save you? What about
cooling off your data centers? How many more cus-
tomers might you attract with an automated marketing
application? How about up-selling existing customers?
Investments in data integration and interactive scripts
could certainly contribute to cross-selling.
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What are the meaningful metrics here? Cost savings of
less than 10% are not worth chasing. Why not? Because
the political, social, and organizational costs will likely
offset the savings. But expected savings of 20%-plus
should be aggressively pursued especially if the politics,
culture, and organizational lights are green. Revenue
growth in the 10%-plus area may be worth pursuing
since the chain-reaction effect of revenue growth, espe-
cially profitable growth, is far-reaching. Public compa-
nies that can boast about 10% growth will serve their
investors well. Growth in excess of 10% is golden and
should be pursued at all cost. If the ROI on technology
investments can contribute to profitable growth, then
they should be made; if, on the other hand, they are
unlikely to yield meaningful revenue growth, then they
should be avoided. Sounds pretty simple, right? It is —
so long as there’s senior management team leadership
— and so long as the corporate culture will spend
money to make money.

The zone is clearly marked. See how much money you
can land. Good luck.

ENDNOTE

'In my university role, I teach a course on business technology
strategy where MBA students are expected to develop business
technology strategies for their companies. I always suggest that
they begin with the existing strategy. Over the past seven years, I
can report that less than 5% of the companies actually have a busi-
ness technology strategy in place.
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Ensure IT Is Creating True Value

Cutter Consortium offers advice and guidance from world-renowned consultants. The Consortium
features a faculty whose expertise and credentials are unmatched by any other service provider.

Moreover, unlike many other consulting firms that use senior partners to sell a job but then assign
junior staff to actually perform the work at the customer’s site, Cutter has no junior staff and
deploys only its expert Senior Consultants, Fellows, and Technical Coaches on every assignment.

Cutter’s expert practitioners have considerable management, technical, and domain-specific
experience assisting Fortune 500 and other organizations with everything from IT strategic
planning and organizational development to enterprise architecture, program management,
data management strategies, benchmarking and measurement, and more.

In addition, Cutter does not rely on off-the-shelf solutions but instead customizes every solution
to meet each client’s unique needs based on the client organization’s business drivers, culture,

technology history, and budget.

The Consortium’s great strength is that it can draw on its more than 150 best-in-class consultants
to assemble the ideal team for your organization, tackling any challenge that might arise and
offering a complete solution from assessment through implementation.

Value Project Portfolio
Management

Every IT project should deliver business value.
The challenge is that traditional project
management and PMOs focus on “on time”
and “on budget,” not achievement of busi-
ness value. Cutter’s Value Project Portfolio
Management (Value-PPM) approach ensures
organizations achieve all three goals.

Value-PPM is compatible with agile project
management and development methodologies,
while supporting a detailed PMO process.
Value-PPM takes an investment perspective —
justification, prioritization, and monitoring —
to give visibility to projects as they are imple-
mented, with respect to cost, schedule, and
performance. It enables companies to answer
key questions, such as, "Are all projects on track
for achieving business value?” and “Which
projects require management intervention?”

Cutter's Bob Benson and Tom Bugnitz can
assist your organization in developing a
Value-PPM approach, yielding:

» Comprehensive project management
reporting capability

* Complete view of all projects throughout
the lifecycle, tailored to both business and
IT management

* Rules-driven “dashboards”

* Assessment of business impact and benefits

* Detailed review and rollup of status of each
project by business unit and enterprise

* Business-based prioritization and risk
assessment

This Value-PPM process will ensure that your
IT investments are coordinated within the
business unit and selected based on their
merits in supporting business goals. It will
ensure that IT investments conform to the
appropriate standards (e.g., enterprise archi-
tecture and security). And it will ensure you
maximize the value of the business units’ total
IT expenditures through a formal IT investment
management process.

Infrastructure Portfolio
Management

Infrastructure Portfolio Management is used
to control and manage infrastructures, to
answer the overall question, "Are we getting
sufficient results and value from our investment
in infrastructure?” Of particular importance for
companies with multiple geographies, both
domestic and global, are the standard tools
and templates that we apply to ensure a
common method for assessing and managing
infrastructure for both centrally managed and
locally administered infrastructures.

Bob Benson and Tom Bugnitz provide specific
tools and processes, depending on your needs,
to accomplish:

* A complete inventory of the infrastructure
services that IT provides the business,
including the support of new projects,
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existing applications, user services, and
management services
* Thorough assessments of the following:
— Strategic alignment with both
business and IT strategic intentions
— Service level and quality, including
reliability and accuracy
— Costs
— Technical risks
— Security risks
IT investment strategies
Security technical and business risk
assessments
* An assessment of governance practices
for making IT investment decisions

Financial Management of
Information Technology

Bob Benson and Tom Bugnitz present a
comprehensive set of tools for managing all
the financial aspects of IT and educate your
organization in how to apply IT Financial
Management information so it can successfully
manage corporate and IT capital and operating
budgets. We equip the business executive,
ClO, IT executive, IT financial manager, and
CFO with the tools and processes they need to
answer the following questions:

1. Where are we spending IT dollars? That
is, what are the line items in the IT service
portfolios, and how much are we spending
on each one?

2. Are there IT dollars being spent on low-
business-impact activities that could be
better spent elsewhere in IT, or even
elsewhere in the company?

3. What are the technical and business risk
profiles of new IT investments? What are
the risk profiles of ongoing (legacy)
activities?

4. Do our budget and management processes
put our financial resources in the areas
with the highest business impact?

5. Are we managing all our resources as
well as we can?

6. Wherever we spend money, do we know
what we are spending, and are we doing
it with thought?

7. Do we have the right management
processes to control IT costs, plan IT
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activities, and choose the best IT
investments?

The specific tools, assessments, and processes
applied are dependent on your needs. Portfolio
Management, covering applications, infra-
structures, services, and projects, is applied
extensively.

Strategy Meeting Facilitation

Cutter Senior Consultants and Fellows are
experts at facilitating IT strategy sessions.
They bring to the process a deep knowledge
of business and IT strategy and many frame-
works that can be applied, as well as exten-
sive, hands-on experience assisting companies
with this process. Their business expertise
enables them to point out where a firm may
be experiencing difficulties that are entirely
normal and to be expected, and the likely
timetable for resolution, as well as cases
where the issues are more problematic and
how they might best be resolved.

Prior to the event, Cutter’s Senior Consultant
will interview key participants individually

and work with the executive team to plan the
format, approach, and agenda for the session.
Cutter will facilitate the session and summarize
the group’s conclusions, combined with our
recommendations, into an action plan.

Optimization Review

The Optimization Review, typically two days,
is designed to identify the most promising
opportunities for change by identifying what
separates a company from the norm. Areas in
which an organization’s capabilities are better
or worse than the average represent terrific
areas of opportunity. The successful processes/
approaches that are already working in the
organization can be propagated. And areas
where an organization is performing at a
below-average level are, by definition, the
easiest to fix, because the average firms in
this marketplace that are performing better

in this area provide proof that improvement
can be achieved.

This unique approach, developed by Cutter
Fellows Tom DeMarco and Tim Lister, is
designed to finesse change resistance and has
proven repeatedly to be both a tremendous

morale builder and an extremely effective
change mechanism. The process creates
shared goals among the participating factions,
generating excitement about the opportunities
that emerge.

The Consortium team will help the participants
identify strengths and the directions in which
these will lead the firm, a commonality of pur-
pose, challenges the firm faces, and ways of
addressing these. Mr. DeMarco and Mr. Lister
present their observations and conclusions to
all the participants, including management,

at the end of Day 2. A final report sums up
observations and recommended actions.

In-Depth Business-IT Assessment

Cutter can provide a high-level assessment of
your organization's framework for achieving
business excellence. We'll evaluate the internal
process planning, structure, and management
of key business areas that directly or indirectly
affect business results. We will identify specific
areas of opportunity for improvement and
make recommendations to help address any
gaps or weaknesses in the key areas of focus.

Specific subjects to be reviewed and discussed
can include strategic planning, business/
product structure, leadership structure and
organization, risk management, portfolio
management, metrics/goal management, stan-
dards and documentation, program manage-
ment, customer interface, business process
structure, system engineering process, soft-
ware development process, human resources
development and management, technology
transition, and enterprise architecture.

The key deliverables of the Assessment are a
summary report with an action plan and the
presentation of these findings to the client
executive team. Clients receive:

* A totally objective review, including gap
analysis, of their current situation by a
team of experts

* Recommendations regarding what's needed
in a governance model, strategic plan,
business processes, enterprise architecture
approach, etc., that all parties can support

* Support, if requested, “drilling down” and
tackling domain-specific needs, such as
enterprise architecture

For more information, call +1 781 648 8700 or visit www.cutter.com.
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About the Practice

Business-IT Strategies
Practice

The Business-IT Strategies Practice area focuses on the intersection of business and
IT. Through the subscription-based Advisory Service, the Business-IT Strategies team
of Senior Consultants guides companies to optimize their IT investments by ensuring
they validate business requirements prior to making investments in technology,
technology acquisition strategies, and day-to-day management of technology.

Consulting and training services within this practice area are customized to meet
your needs; they cover assignments such as harnessing IT as a competitive weapon
through sound business-IT alignment, developing an IT strategic plan, and
reorganizing and transforming your IT department.

The Business-IT Strategies Practice guides you to identify the IT investments that
make the most sense for your business, avoid those that fail to support your
business objectives, and position your enterprise so it can leverage IT for competitive
advantage.

Products and Services Available from the Business-IT Strategies Practice

® The Business-IT Strategies Advisory Service
® (Consulting

® Inhouse Workshops

® Mentoring

® Research Reports

Other Cutter Consortium Practices

Cutter Consortium aligns its products and services into the nine practice areas
below. Each of these practices includes a subscription-based periodical service,
plus consulting and training services.

® Agile Product & Project Management

® Business Intelligence

® Business-IT Strategies

® Business Technology Trends & Impacts

® Enterprise Architecture

® Innovation & Enterprise Agility

® [T Management

* Measurement and Benchmarking Strategies
® Enterprise Risk Management & Governance
® Social Networking

Sourcing & Vendor Relationships

Team

Senior Consultant

The Cutter Consortium Business-IT Strategies
Senior Consultant team includes seasoned
experts in the business technology arena.
Several are former CIOs; many have served
as business management consultants; others
have served as professors at prestigious
universities. Collectively, the Senior
Consultants on the Business-IT Strategies
team have decades of experience both inside
corporate IT and business groups, and
working with organizations in a consulting

capacity. The team includes:

* Stephen J. Andriole
¢ Robert D. Austin
e Steve Barnett

* Robert J. Benson
* John Berry

* Steve Bradley

e Thomas L. Bugnitz
¢ David J. Caruso

¢ David R. Caruso

¢ Robina Chatham
e Eric K. Clemons

e Mark Cotteleer

e Christine Davis

* Michael Enright

* Daniel Hjorth

* Maxwell Hughes
* \ince Kellen

* Marfa Luisa Kun

e Steven Kursh

e Tim Lister

¢ Michael C. Mah

e Julio César Margain

Ciaran Murphy
San Murugesan
Rogelio Oliva
Ken Orr
Wojciech Ozimek
Pat Patrick
Patricia Patrick
Jerry Peterson
Robert Phaal
Gabriele Piccoli
David N. Rasmussen
Kenneth Rau
Ricardo Rendén
Alexandre Rodrigues
Jorge Ronchese
Michael Rosen
Mike Sisco

Borys Stokalski
Rob Thomsett
William Ulrich
Jim Watson
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