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Brought to You by NABSM.ORG

* Founded 2007

— Collection of ITIL Education Veterans Wanting
More Results

¢ Industry Consortium
— Practitioners
— Trainers
— Consultants
— Vendors
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Purpose of NABSM

* Many practitioners find themselves “stuck”

— Certified but Unsure What to do Next
— Uncertain How to “Do” ITIL® or ISO-20000
How do we...

— Accelerate the benefits of service management
investments?

— Where do we start? When do we stop?

IT Service Value Management

Best of Best of Breed

— Joins key frameworks in simple workable models for fast
results

Practical, Rational Approach to Aligning Business and IT
— Based on the latest industry research, best practices

— Community feedback
Service Strategy

— Distinctive IT performance

— Service Portfolio Management is Business Service
Management

— IT-SVM is the means to achieve SPM




What IT Wants

@ Meet the changing demands of the
business landscape. Provide
tangible evidence of alignment.
Move beyond the image of IT as a
cost center. Be seen as an innovator

and business enabler. @
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State of IT 2008

* 60¢ of every 1S spent on IT goes toward infrastructure
— <20% manage human capital/ measure systems or worker performance
— Research identifies IT as the most stressful occupation on earth

* 8outof 10 IT outages are caused by a failed change
— 70% of support call result from incorrect operating procedures within IT
— 30% of service calls come from customers using a service “the wrong way”
— Only about 30% of all IT projects are successful

* 25% of all hardware and software purchases are never installed
— 67% of IT organizations don't track software assets
— 90% of mid-market IT organizations use manual processes

* Mid-market IT organizations average 6 standalone IT software tools

— Research shows that trying to use these tools together is a primary
productivity and quality trap

Why We Are Not Doing It: Part 1

Acquisition cost falling

Unclear/incorrect specifications

Unable to balance resources
Moore's
Law

Complexity Increasing

Tolerance for
Variability Decreasing

IT Budget
and Staffing flat

Complexity
and IT Workload
Increasing

1990: 1995 2000 2005 2010




Why We Are Not Doing It: Part 2

Cut business and IT costs

Use business data to influence new
product development

Facilitate company-wide

collaboration Business

=T

Improve and/or innovate new
business processes

Use business data to drive sales I

0 10 20 30 40 50 60 70

% Respondents
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ROLE OF THE BUSINESS IN IT
STRATEGY

Role of the Business in IT Strategy

* Manage by Service Value
— Value is More Than Cost Controls

— Value is allocating efforts and resources in ways
that matter most to the business

— Differentiating IT Providers From Competitors

— Using customer proximity to be better than
alternatives

— Value is Only Visible In Enterprise Terms
— It’s more than “utility” and “warranty”




>

Value to Business

Source: ITILv3,

Service Strategy in a Nutshell

ITSM Activity

V 4

ITIL
BSM
Business

IT Systems

Management \

Technology
Resources

>
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Business Service Management

.Alignment of
d

. IT an
Improvement Business
in IT Service priorities
. Quality
Control over IT
Service Costs

() "
Balancing
Resource
Allocations

Aligning with Business

Aligning IT with business goals

« Prioritizing the demands of various
business units

« Making IT Decisions Based on What's
Best for the Business

« Controlling Runaway Features and
Projects

Communicating to Business
and Business Value and Risk
Terms

« Speaking “Business” and Not “IT"

« Understanding I Projects from a
Business Perspective




IT Service Quality Improvements

IT Services Are Fundamental to Business Outcomes

Business Decisions Today Occurin  Many Business Decisions Require
Near Real-Time Vast Amounts of Information

IT Services Must Be Highly Available, Highly Performing, Secure and
Invariant

Improving IT Service Quality Means Reducing Variability

©2007-2008 NABSM.ORG 16
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IT Cost Controls

* IT Budgets Generally Represent a

Control over IT Significant Portion of Operational
. Expense
Service Costs Is a * The Majority of IT Budgets Are Typically

Recu rring Theme Spent on IT Operations Versus Quality

Improvements

Cost Control * Many Studies Show Waste within IT
Approaching 70¢ per Dollar
DICI=EN[SNIWENE . simiar studies show As Little As 30% of

IT Projects Actually Successfully
Equal C_OSt Complete
Reductions

©2007-2008 NABSM.ORG 17

Balancing Resource Allocations

Positioning e Assigning People
Appropriately
or ¢ Canceling Inappropriate
Repositioning |RiEsES
¢ Organizing Workflow
IT Resources According to Business Risk

fO r M axi mum * Maintaining Systems

Versus Acquiring New

BUSiness Systems Where
o Appropriate
Benefit
©2007-2008 NABSM.ORG 18
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How to Manage by Service Value

Start by Listening! Find the Highest Value IT to-do’s
* What matters is what the business * Understand where to start and why

needs * Layout and justify your plan in business
* Needs and wants are two different terms gain interest and rally
things commitment

Where IT Value Originates

/The Enterprise

Provider
(IT Organization)

Customer
User

End-Customer

End-User IT Value is realized at the
Enterprise/marketplace
boundary

The Marketplace
(02007-2008 NABSM.ORG 2

Thinking Outside of the Enterprise

Value sers & Customers

Enterprise
Product

Offerings

End
Customers
& Users

Enterprise
Product

Offerings

©2007-2008 NABSM ORG 21




Selective Improvement and
Differentiated Value

* Organize processes and operational activities
* What do we do 1st,
2nd, 3rd and so on? \amt ;
. ow impact on
— Which Process? Why? uEiiEee
— In What Manner? How? outcomes with
— In What Order? When? high certainty

Hi

— When do We Stop? ‘E
5 High impact on
= business
outcomes with
9 low certainty

_—_—
Lo Utility Hi
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Service Delivery Model

Service IT Services Service
" Provider % - Consumer

IT Service Providers

Type 1 Type 3

e Supports e Supports e Enterprise
a Single All Product Is
Business Business IT Service

Unit Units

Ref: M3
200720 24




IT Service Consumers

¢ Customers/Users Are Internal to the
Enterprise

* End-Customers/End-Users Are External to the
Enterprise

Acquires/Specifies IT eI 11g End-Customer
Services

Uses IT Services JVS:Ig End-User

Ref: TMForum eTOM/NGOSS/SID, TIL
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Product Offerings

Sold and

supported by Specified by
Customers/ Customers
Users

Consumed by
End-Customers/
End-User’s

Consumed by
Users

Ref: TMForum eTOM/NGOSS/SID.

How IT Creates Value

Service
potential

Performance
potential
Customer IT Service

assets e Services e assets

Value
potential
Business
outcomes

Ref: IMLv3




Value Is Hard to Grasp

* Value Is Not:
— Doing what you said or promised to do (warranty)
— Always being “up” and performing (utility)
* Value Is In The Eye Of The Enterprise
— IT Customers & Users Exist to Service End-
customers & End-users
— IT Must Enhance End-customers and End-Users
Enterprise Experience
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HOW TO MAKE IT A STRATEGIC
ASSET

How to Make IT a Strategic Asset

* Service Strategy = BITA = BSM
— Managing IT as a Portfolio Of Investments
Purchased To Produce A Business Return
— Business IT Alignment (BITA) top Goal
* Leads quality improvement, managing complexity and
cost reduction in surveys
— Service Portfolio Management is BITA:

* Manage Complexity, Show Value, Control Costs and
Balance Resources

10



Service Portfolio Management is BITA

“...Service Portfolio, one of the most vital yet often
missing constructs for driving service strategies and
managing service investments.”

— ITIL v3, Service Strategy, 5.3, Service Portfolio Management

— How to Make Service Strategy Actionable:

* Define services and validate business case (Service Catalog
Management)

« Analyze service value and prioritize to balance demand
(Financial and Demand Management)

* Measure quality (CSI, Service Level Management, Supplier
Management)

* Authorize and allocate resources (Configuration, Change,
SLAs, OLAs etc.)

Service Strategy Components

Service o ITIL, 1S0-20000:1
Management
Governance and | COBIT,M_o_R
Risk Management
Quality * CMMI-SVC, SERVQUAL,
Management SIX SIGMA, 1S0-20000:2
ProJeCt * PMI, Project+, PRINCE2
Management

Frameworks for ITSM

* ITILV2 & v3
OGC « FITS (Framework for ICT Technical Support)

* eTOM (Enhanced Telecom Operations Map®)
Telemanagement § e
Forum

* TMN (Telecommunications Management
|TU_T Network)
* FCAPS (Fault, Configuration, Accounting,
ISO Performance, Security)
* 1S0-20000:1

9/24/08
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IT Service Management

¢ ITIL says ITSM Controls Constraints to Deliver
Value Customers Want without Costs and
Risks

Constraints s
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Governance and Risk Management
Frameworks

¢ COBIT® (Control
NG o icctives for IT)

OGC [

(Management of Risk)

¢ CRAMM®

NEERS

Governance and Risk Management

* Governance is Ensuring that Policies and
Strategy are done correctly

* Risk Management is identifying, assessing and
controlling Risks
— Possible harm or loss

— Measured by the probability, Vulnerability and
Impact

12



Quality Frameworks

 Capability <> Maturity
¢ CMMI-SVC for service providers
 1SO-20000:2

 Includes Gap Analysis Capabilities

* Measures Service Quality Based on
Customer Satisfaction

¢ To Improve Variability/ Non-
conformance

9/24/08

Quality Management

* SERVQUAL Says

— Service Quality Can Only Be Measured at the Point
of Delivery

— Any Other Measurement Is Simply a Prediction
— Service Quality Is a Function of Capability
— Measuring Quality Predicts Capability Gaps

Project Management Frameworks

Project Management | PM p’ CAPM

Institute

IS0 *10006/10007
CompTIA *Project+

folcle *PRINCE2

13
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Project Management

* The Application of Controls to Activities
— Defined Start, Stop and Objectives

* AllIT Service Improvements are Projects
— Should be Treated as Such
— Missing from Most IT organizations
— Most IT Projects Fail due to Lack of PM focus

How to Align IT and Business

* Services

>  1.Define e > Business case
¥
2.Value  rrereeeee > :slié;?t?zsaet?on
¥
3. Measure  freeeeeess > :?:paa‘i;‘(l'\tv
¥
4 dustify e > etounce Alocaion
L1

Define Services and Validate Business
Case

Customers
and Users

— Q%

IT Resources

End-Customers
and End-Users

Enterprise Products

Enterprise Boundary

14



Analyze Service Value And Prioritize To
Balance Demand

* Value services based on risk to the business
— Risk is the most accurate measure of value
— Something business understands
— Work with customers to give each service a risk score — its value
* Take into account:
— Confidentiality
+ Customer Churn x Cost of Customer Acquisition
* Fees, Fines, Taxes, Human Resources, Liability, Costs
— Integrity
+ Environmental and Image
+ Competitive and Industry
— Availability
* Replacement Costs
* Outage Costs, Business Impact & Revenue

Measure Quality

. Quallty [ Word of Mouth ] ( PersanT Needs ] ( Past Experience ]
from the

outside

* Capability

Consumer
from the Provider
P ap (Service Dellvery) Gap4
inside Sorvica Operaton_J Communicatons

ap 3

* Developing ‘Servios Transiton

(Service Specifications)

an action Serics Design

plan
Service Strategy
(Management Perceptions)

Selective Improvement =
Differentiated Value

* “No one ever bought a %” drill because they
wanted a drill - they wanted a %” hole”

— Justify in business terms from service valuation
step

* Knowing when to stop is important
— Beware Scope Creep

* Repeat Until Good Enough
— “Good Enough is Perfect”

9/24/08
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COMPETITIVE ADVANTAGE FROM IT

9/24/08

Don’t Start with Process

* Start with Analysis:

1. Define Services; Reference: SID
2. Value Services; Reference: CRAMM Phase 1

3. Measure Services

1. Reference: SERVQUAL (external)
2. Reference: CMMI-SVC (internal)
4. Choose Projects; Reference: PMI
1. Benchmark for ITSM; Reference: 1ISO-20000

IT-Service Value Management

Solve the IT
Service
Definition
Problem
Rationalize IT
Service
Valuations

Get to the
Bottom of IT
Service
Performance
Measurement

Workout how to
Choose and
Justify IT Service
Improvement
Projects

16



Business Value at Risk

* Plots show
BVaR

¢ Quality, Risk,
Capability and
Variability
Shows IT Services in
Relation to Each
Other

N

* Service Value

Models

9/24/08

Service Value Maps

* Graphically Display
Services

— Relational BVaR Displays
* Shows
— Over-funded services . il

— Under-funded services
— Balanced services

— Improvement
opportunities

How BVaR Works

Service Value Model™ for:

HI
Improve Exploit
[
=)
o
>
Monitor Maintain

10 Capability

17



Plotting Value

Service Value Model™ for:

9/24/08

HI
2]
=)
p
10 Capability HI
Plotting Capability
Service Value Model™ for:
HI
2]
=)
P
10 Capability HI
Plotting Quality
Service Value Model™ for:
HI
2]
=)
P
10 Capability

HI

18



Value

Lo

Plotting Variability

Service Value Model™ for:

9/24/08

Improve Exploit
®
-2/
Monitor Maintain
Capability HI

Example BVaR Service Value Model

Service Value Model™ for: SALES

©pr\o\t

[

=)

o

>

Monitor Maintain
10 Capability HI
Using BVaR
Service Value Model™ for: SALES

HI

\/(\? i EWEO\G

©pr\o\t

[
=)
o
S \
Monitor daintain

pa

-
10 Capability HI
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Section 5.

DEFINING IT SERVICES IN BUSINESS
TERMS

©2007-2008 NABSM.ORG
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Defining IT Services in Business Terms

Requires Business ielise o]
?nvolvement Taking into Account
the Marketplace

TMForum SID

¢ Includes Important
Marketplace Concepts

¢ Expands upon the ITIL
Definitions

©2007-2008 NABSM.ORG

ITIL and IT Services

Includes some important elements

o Utility and warranty

e Service Strategy/SPM

® Business Outcome Focus

e Importance of Marketplace

¢ Business, Technical/Infrastructure, and
Core and Supporting services

©2007-2008 NABSM.ORG
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TMForum

Shared Information
and Data Model (SID)
End-Customers and
End-Users

Products, Products
offerings

www.tmforum.org

tary

Guidance

Telephone, Cable,
Carrier of Record
“Think Tank”

imen

eTOM/NGOSS/SID

a
£
o
o
=
E

Customer Facing
Services

Resource Facing
Services

Resources

©2007-2008 NABSM.ORG 61
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Product Offerings

Abstraction of What is
Marketed and Sold

Enterprise Offerings IT Offerings

¢ What the Enterprise Offers * What an IT Service Provider
to its Marketplace Offers to its Consumers

¢ Durable Goods, Services * Services

©2007-2008 NABSM.ORG 62

Enterprise Offerings Define IT Offerings

e Users sell and Service * Enterprise Product

End-Customers — Trash Removal
— Sales, Marketing, * IT Products
Shipping,

i — Dispatching
Manufacturing, etc. .

) — Route planning
* |IT Services Support

User Activities

— Selling, Marketing,
Shipping,
Manufacturing, etc.

— Telephone
— Fleet Logistics
— Etc.

©2007-2008 NABSM.ORG 63
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IT Product Offerings

The “box” the “IT product”
comes in

Name Definition Services

e The What the user | e How service is o [T functionality
consumes and the acquired and
customer acquires supported

©2007-2008 NABSM.ORG 64

Important Roles in IT Service Definition

End-Users
omers

Specify or Acquire
Enterprise Products

|| Consume or Use
Enterprise Products

Typically Make
Decision Based on

In Many Cases End-
= Users Work for

Offerings End-Customers
Typically Interacts
|| with the Enterprise
More Than the
End-Customer
©2007-2008 NABSM.ORG 65

Customers and Users

Customers Users

Specify or Acquire IT

|| consume or use
Enterprise Products

Typically Make

Decision Based on IT | nMany Cases Users

Work for Customers

Typically Interacts with

L_| the marketplace More

Than Does the
Customer

©2007-2008 NABSM.ORG 66
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How to Identify IT Services

ess
Systems and

Usually Named
Type 1and 2 Fund I

Supports Employees|
Support of
se Products

Ref: 1ML

Just Two Types of Services

Resource Facing
Service (RFS)

e Customer Aware of e Customer Unaware of
and Uses CFS RFS
* Ex.: Telephone e Compose CFS
e Composed of
Resources

¢ Ex.: Network, Echo
Cancellation, etc.

Ref: TMForum eTOM/NGOSS/SID, TIL
M.ORG 68

Enterprise IT Service Model:
Type 1 &2

Customers and Users

Customer
Facing
Services

IT Product
Offerings

Resoyrce Internal and
SFaC{nE . External IT
ervices : Systems <€ suppliers

Resources

23
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How to Spot CFS

Perception of the Service

* Rule #1
— Does the User Know They are Using the Service?

v'Then it’s Probably a CFS

Ability to Acquire the Service

* Rule #2

— Can it be Specified by Customer/End-
Customer?

— Can it be Acquired by Itself?

v'Then it’s probably a CFS

24
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How to Spot RFS

Those Systems that are NOT CFS! oy

e Compose CSF
e Can’t be used directly
e Can’t be acquired by itself

e Composed of discrete Resources, not
Services

Resources

Discrete devices,

software, etc.

BUT NOT
-
©20 8 NABSM.ORG

Completed IT Service Definitions

-
* Completea

Service
Definition for
Each Customer
Facing Service

CFS: Dispatching

RFS: Radio System

Resource
Resource

RFS: Application

25



Step-by-Step Service Definition

1. Marketplace > Enterprise Product
2. End-Customers & End-Users
3. Users then Customers

4. Customer Facing Services

5. Resource Facing Services

Ref: NABSM.ORG

©2007-2008 NABSM.ORG
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Section 6.

VALUING IT SERVICES BY BUSINESS
VALUE AT RISK

©2007-2008 NABSM.ORG

Definitions of Value

Empirical/ * Able to be Quantified

. . * Replacement
Objectlve/ e Operating, Repair

Quantitative |8 Fines, Penalties

PoIit'icaI/ ¢ Based on Opinion

2 o * Image, Reputation, Standing
SUbJECtIVE/ * Market Position

OIUENI=1l/= | « Desirability, Goals

©2007-2008 NABSM.ORG
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Ways to Value IT Services

Costs or Potential
Payback

Return on Internal
Investment Rate of Productivity i Ease of Use
[({el)] Return (IRR)

©2007-2008 NABSM.ORG 79
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Valuing IT Services by business Value at Risk

Alignment Prioritization | Justification

® Must ¢ Balance
Understand Resource

Business Allocations
Landscape

* Improve
Business
Decision
Making

©2007-2008 NABSM.ORG 80

Business Alignment

Needs, Wants

Interactions

between Users
Marketplace and End-
Customers and

‘ End-Users

Valuation
Requires
Engaging
With the
Business

©2007-2008 NABSM.ORG 81
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Prioritizing Activities

Why?

Political?

2007-2008 NABSM.ORG
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Risk-based Value

Work with Service Owners and Customers
Identify Threats

— Confidentiality, Integrity, Availability
Understand Impact

— Cost Should Threat Materialize

* Calculate Value

— Impact x Cost

2007-2008 NABSM.ORG

Example Service Valuation

* Determine Value of CIA (Impact X Cost)
« Offset for BVaR Service Value Model

-1 +)/ 100=3.34—————

Service: Email Value: 3.34 of 6
Owner: H. Martin

| [ confidentiality | Integrity Availability
3

Impact 4 10

x Cost 5 8 6
20 80 18

Score

7007-2008 NABSVI.ORG
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Example BVaR Service Value Model

Service Value Model™ for: SALES

. CFS: Scheduling

Improve Exploit

. CFS: Dispatching

Value

Maintain

@ crs: Mixing

10 Capability HI

©2007-2008 NABSM.ORG
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Step-By-Step Service Valuation

Identify CIA Threats
* Determine Vulnerability Multiplier

Value Service
* Impact X Cost

Understand Impact
 Cost per Threat/Vulnerability

©2007-2008 NABSM.ORG

Section 7.

MEASURING IT SERVICE QUALITY

29



Measuring IT Service Quality

There Are Two Perspectives for The Most Important Measure of IT
Measuring IT Service Quality Quality Is an External Measurement

What Customers Perceive Is

Internal Reality

Internal Quality Measurements

External Are Predictive Only

©2007-2008 NABSM.ORG 88
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External Service Quality Measures

Services are Perishable

* Only Exist While Being Consumed
¢ No Buffer Between Supplier and
Consumer

©2007-2008 NABSM.ORG 89

Internal Service Quality Measures

Predictive Only

* Can Help Predict Quality
¢ Do Not Measure Quality

©2007-2008 NABSM.ORG EY
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Internal Organizational Quality

Capability = Organizational
Quality

* CMMI-SVC
* ISO/IEC-20000

2007-2008 NABSM.ORG 91

Quality Measured by Gap Analysis

The Difference between
What Is Desired or Expected
and What Is Measured

e Valid Means to Measure Internal
and External Quality

Applies Equally to

 Six Sigma (Variability)

¢ CMMI-SVC/ISO-20000
(Organizational Quality)

o SERVQUAL (IT Service Quality)

2007-2008 NABSM.ORG

Gaps Model Example

* A SERVQUAL Survey Showed Each Dimension

As Follows:

Dimension Perception Expectation
Tangibles 5.4 2.4
Reliability 5.6 4.6
Responsiveness 3.2 3.5
Assurance 6.2 3.4
Empathy 2.8 4.2

* What dimension should be emphasized?

2007-2008 NABSM.ORG
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Gaps Model Analysis

* Perception — Expectation = Difference

— Tangibles: 5.4-24=30
— Reliability: 5.6-46=1.0
— Responsiveness: 3.2-35=-03
— Assurance: 6.2-34=1238
— Empathy:

9/24/08

Example BVaR Service Value Model:

Value

Lo

Including Quality Gap

Service Value Model™ for: SALES

. CFS: Scheduling
Improve

. CFS: Dispatching

Exploit

Maintain

@  CFs: Mixing

Capability HI

Example BVaR Service Value Model:

Value

Lo

Including Variability Gap

Service Value Model™ for: SALES

(Q CFS: Scheduling
Improve

@ CFS: Dispatching

Exploit

Maintain

@  CFs: Mixing

Capability HI

32
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Measuring Capability

Example BVaR Service Value Model:
Including Capability

Service Value Model™ for: SALES

HI
& CFS: Scheduling Exploit
BVaR: 45%

g CFS: Dispatching

= BVaR: 34%

(]

>

Mz o

CFS: Mixing
BVaR: 15%

® Capability HI

2007-2008 NABSM.ORG

Using Gap Analysis

BVaR Encapsulates Quality, Risk and

Value

 Base IT Resource Allocation Decisions on
BVaR

e Justify IT Projects Based on BVaR

Filling the Gaps

* Gaps Represent IT Service
Improvement Opportunities

33



Using SERVQUAL Gap Analysis
[ Word of Mouth ] [ Personal Needs ] ( Past Experience J

Expected Service

t Gap5

Perceived Service
Consumer

Provider
Gap4
Gap1 (Service Delivery) i
Service Operation N >| Communications

Gap 3

|

Service Transition
(Service Specifications)
Service Design

Gap 2

Service Strategy
(Management Perceptions)

9/24/08

CHOOSING IT SERVICES FOR
IMPROVEMENT

Choosing IT Services for Improvement

* IT-SVM Service Value Models and BVaR
— Most Important Service
— Service Most Needing Improvement
— Most over Supported Service
* Use Information Gathered during Valuation
Interviews with Customers

— Forge Relationships with Customers and Service
Owners

— Use Their Own Words and Turn Them into Advocates

34
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How to Choose IT Services for
Improvement

Service Value Model™ for: SALES

\ . i
K\i FS: Scheduling Exploit
BVaR: 45%
CFS: Dispatching
BVaR: 34%

" CFS: Mixing
BVaR: 15%

0 Capability HI

Identifying Resources for
Improvement

Service Value Model™ for: SALES

\\ FS: Scheduling
BVaR: 45%

Exploit

CFS: Dispatching
BVaR: 34%
\ CFS: Mixing

BVaR: 15%

Value

0 Capability HI

Business Justification

* Base the IT Service Improvement Project on
Business Outcomes

— Reduced Impact and/or Benefit from the Impact
of Confidentiality, Integrity, and Availability Risks

* Avoid “Soft” Benefits
— Productivity Improvements

— Cost Reductions Not Justified or Defined and
Quantifiable Business Marketplace Terms

35



Use Proven Project Management
Techniques

* Reviewing Corporate and IT Strategy
— Identify Business Drivers (BVaR)
— Identify a business Champion & sponsor
— Identify Customers and Critical To Quality needs
— Confirm with stakeholders
* Analyze current performance (SERVQUAL, CMMI)
— Review with stakeholders
— Develop Initial Program Requirements
* Assemble the team
— Develop team charter
— Form and train team
— Produce high-level process maps

9/24/08

Summary

IT-SVM and Service Portfolio Management is how
to:

@ Meet the changing demands of the
business landscape. Provide
tangible evidence of alignment.
Move beyond the image of IT as a
cost center. Be seen as an innovator

and business enabler. @

The End
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