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Abstract 

The success of Business-IT alignment within organisations is influenced by stakeholder motivation, 

therefore, leveraging stakeholder motivation in reaching consensus in Business-IT Alignment (BITA) is 

meaningful for organisations. Researching stakeholder motivation and reaching consensus in BITA 

through a literature study and expert interviews has led to the development of a design artifact: 

Stakeholder Motivation Matrix (SMM). The design artifact SMM provides insight into the actual and 

expected motivations of involved stakeholders in BITA. Furthermore, through the expert interviews, 

two concepts of taking others’ motivations into account are discovered: during the selection of the 

stakeholders who participate in BITA and during the BITA through communication between 

stakeholders. Moreover, the definition of reaching consensus in BITA needs to be determined by 

participating stakeholders in BITA within the organisation to leverage the stakeholder motivation in 

reaching consensus in BITA and deployability of the SMM. The willingness of the organisations to 

accurately fill in the SMM influences the ability to leverage stakeholder motivation in reaching 

consensus in BITA. This provides stakeholders with a tool that contributes to the success of BITA. 

 

Key terms 

Business-IT alignment, Stakeholder Motivation, Reaching Consensus, Stakeholder Motivation Matrix 
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Summary 

Stakeholder motivation influences the success of Business-IT alignment within organisations, 

therefore, leveraging stakeholder motivation in reaching consensus in Business-IT Alignment (BITA) is 

meaningful for organisations. This became the starting point of the research as there was no research 

found based on the motivation of stakeholders in the BITA process. Being aware of the motivations of 

stakeholder makes it easier to cooperate with them during the BITA process as the communication 

would become more direct towards the motivation of said stakeholders. Walraven et al. (2018) 

approaches BITA from the Co-evolutionary IS-alignment (COISA) perspective. In the COISA model they 

define two contexts; the strategic context and the operational context. The focus of this paper is on 

stakeholders’ motivations during strategic alignment, because within the strategic context is where 

strategic objectives are formed and structures are created to ensure realisation of the objectives. 

Moreover, by creating an artifact to map motivations of stakeholders that assists in reaching 

consensus in BITA a contribution is made to the studies that have been performed to understand and 

influence the BITA process. To achieve the creation of the artifact the following objectives are pursued: 

defining BITA, defining the types of stakeholders involved in BITA, defining the potential motivations 

of stakeholders in BITA, defining consensus in BITA, creating an artifact with the types of stakeholders 

and their motivations, and construct the artifact to be practical deployable for strategic alignment. To 

achieve the objectives set for this research a stakeholder motivation matrix (SMM) structure is used 

to visualise the artifact. A SMM is a framework which is used to compare motivations of different 

stakeholders. 

 

The determined research question is: How can stakeholder motivation be leveraged in reaching 

consensus in Business-IT alignment? To answer this question Design Science Research Methodology 

of Peffers (2007) is followed, which consists of six activities to go through that will lead to an artifact 

that can be used within organisations (Peffers, 2007). The six activities are identify problem and 

motivate, define objectives of a solution, design and development, evaluation, and communication. 

Four of the six activities are executed in the research paper. The last two activities are recommended 

for further research. 

 

In the theoretical framework the subjects that discussed are the research approach, Business-IT 

alignment (BITA), stakeholders involved in BITA, motivation of stakeholders in BITA, consensus in BITA. 

From the literature study performed on the subjects the objectives of the follow-up research are the 

Stakeholder Motivation Matrix and reaching consensus in BITA, as there was more information 

needed to answer the research question. Furthermore, in the methodology the approach to collect 

the information needed is described as well as the overall methodology used in the research paper. 

How to leverage stakeholder motivation in reaching consensus in BITA will be researched through the 

DSRM (Peffers, 2007). As explained by Peffers (2007) “Design science creates and evaluates IT artifacts 

intended to solve identified organizational problems” (Peffers, 2007). To understand the 

interpretation of the SMM the motivations of the stakeholders towards each other during BITA 

needed to be determined. Also, there was the need to know what stakeholders understand as 

reaching consensus in the BITA process, as this contributes to the deployability of the artifact for 

strategic alignment. Based on the previous collected data through the literature study there was 

determined that expert interviews should be used during further research. In this research, the 

experts represent the strategic functions of the stakeholder motivation matrix, as each of them have 

expertise in their strategic function. Next to that, expert interviews are efficient and a concentrated 

method of gathering data. An inductive approach is used during the expert interviews as the research 

is open to new ways of looking at the subject. Also, various conducted research is included and applied 
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to develop a richer theoretical perspective (Yin, 2018). In total four interviews were conducted to gain 

understanding of the motivations of stakeholders and their understanding of consensus in strategic 

BITA. The interviewees were chosen based on their role within the organisation and their involvement 

in strategic BITA. The interviews are semi-structured, as the interview questions are arranged to open 

up the conversation and at the same time create structure. 

 

The results from the expert interviews on motivation of stakeholders in BITA are a filled in SMM with 

actual and expected motivations of strategic stakeholder. Comparing the actual and expected 

motivations of stakeholders there are similarities, but also differences. Moreover, from the interviews 

two concepts are discovered on how strategic stakeholders take motivation of other into account. The 

first one is taking the motivation of others into account during the selection process of the 

stakeholders involved in the BITA project. The stakeholders are selected on who has the most interest 

in and has the most to gain from the BITA project being successful. Also, who is most motivated to 

participate is taken into account. The second concept of taking other motivations into account is being 

aware of the motivation during the BITA project through communication. The strategic stakeholders 

mention that they would ask questions and start the conversation on how the project is going and if 

stakeholders are still motivated. The results from the expert interviews on reaching consensus in BITA 

are that three out of the four stakeholders define consensus in the strategic BITA process as agreeing 

to a certain program of requirements, preconditions or goal of the BITA process, which essentially 

comes down to a document that presents what the desired outcome of the strategic BITA process 

would be. However, one of the stakeholder defines consensus in the strategic BITA process as reaching 

agreement by communicating the vision for the organisation to the employees. 

 

Based on the literature study and the results from the expert interviews a conclusion is drawn. As the 

SMM is filled in with the motivations of the stakeholders it can be used as an example within other 

organisations, however, there is to be advised to let the stakeholders fill in the SMM within the 

organisation concerned as it will be more accurate to the situation. From the research can be 

determined that the interpretation of the SMM is that it is a tool to understand each other motivations 

and that it possibly can be used to come to consensus faster as all stakeholder take other stakeholders 

motivations into account. Filling in the SMM will make all stakeholders aware of the motivation of 

themselves and the motivations of others which can be used during the coming to consensus. Also, 

the two concepts of taking other stakeholders motivations into account by selection of stakeholders 

for the BITA project and through communication, can be positively influenced by filling in the SMM as 

it gives insight into the stakeholder motivations. Furthermore, the deployability of the artifact for 

strategic alignment is supported by the understanding of reaching consensus, which needs to be 

determined by the stakeholders in the BITA process as literature and results from the interviews 

contradict each other. The strategic stakeholders within the organisation should determine each 

stakeholder’s definition of reaching consensus in BITA. This will offer clarity of what each stakeholder 

understands to be reaching consensus throughout the BITA process. 

 

Leveraging stakeholder motivation in reaching consensus in BITA is therefor based on the willingness 

of organisations to accurately fill in the SMM. This provides stakeholders with a tool that contributes 

to the success of BITA. 
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1. Introduction 
Aligning business and information technology within organisations proves to be a challenge (Luftman, 

1999). As business-IT alignment (BITA) consists of many components that influence the success of the 

business-IT in the organisation, multiple studies have been performed to understand and influence 

the BITA process (Cybulski, 2005; Kurnia, 2020; Luftman, 1999; P. Walraven, van de Wetering, R., 

Helms, R., Versendaal, J., Caniëls, M., 2019). One of the key components that influence the success of 

BITA is the stakeholders that are involved during the process of alignment (Cybulski, 2005; Kurnia, 

2020). The lack of stakeholder engagement is pointed out to be one of the reasons BITA processes fail 

within organisations (Cybulski, 2005; Kurnia, 2020). Additionally, stakeholders’ interests and 

motivations need to be taken into account to achieve the results in mind for BITA (Ahmed, 2017; Frisk, 

2005). 

 

Walraven et al. (2018) approach BITA from the Co-evolutionary IS-alignment (COISA) perspective. In 

the COISA model they define two contexts; the strategic context and the operational context. Both 

contexts exists of two alignment processes. The strategic context exist of strategy formulation and 

strategy implementation, whereas, the operational context consists of IT implementation and IT 

usage. Furthermore, they share the process of Enterprise Architecture Management (EAM).  

Although COISA is a continuous process when performed for the first time the strategy context is often 

the start of the process (P. Walraven, van de Wetering, R., Helms, R., Versendaal, J., Caniëls, M., 2018). 

This is where the attention of considering stakeholders’ motivations should be centralized, therefore, 

the focus of this paper will be on stakeholders’ motivations during strategic alignment. Additionally, 

the strategic context is where strategic objectives are formed and structures are created to ensure 

the realisation of the objectives(P. Walraven, van de Wetering, R., Helms, R., Versendaal, J., Caniëls, 

M., 2018). 

 

As stakeholders are said to play an important role in the BITA process the research on stakeholders in 

this context has mainly focused on identifying stakeholders and stakeholder engagement (Ahmed, 

2017; Sedera, 2006; Vos, 2016). However, there was no research found based on the motivation of 

stakeholders in the BITA process. Being aware of the motivations of stakeholders makes it easier to 

cooperate with them during the BITA process as the communication would become more direct 

toward the motivation of said stakeholders (Mingers, 2010; Vos, 2016). Moreover, being more aware 

of the motivation of stakeholders and acting upon them improves the BITA of the organisation, which 

in turn gives the organisation a competitive advantage (Luftman, 1999). 

 

By creating an artifact to map the motivations of stakeholders that assist in reaching consensus in BITA 

a contribution is made to the studies that have been performed to understand and influence the BITA 

process. To achieve the creation of the artifact the following objectives will be pursued: 

- Defining BITA. 

- Defining the types of stakeholders involved in BITA. 

- Defining the potential motivations of stakeholders in BITA. 

- Defining consensus in BITA. 

- Creating an artifact with the types of stakeholders and their motivations. 

- Construct the artifact to be practical deployable for strategic alignment. 

 

To achieve the objectives set for this research a stakeholder motivation matrix (SMM) structure will 

be used to visualise the artifact. A SMM is a framework which is used to compare the motivations of 

different stakeholders (Manzini, 2004; Morelli, 2007). In the matrix, stakeholders are cross-referenced 
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to understand their motivations toward a successful partnership. The stakeholder motivation matrix 

has not been researched within the context of BITA in information systems. 

 

Understanding the motivations of stakeholders contributes to being able to cooperate effortlessly 

with stakeholders in the BITA process (Mingers, 2010; Vos, 2016). Organisations gain a competitive 

advantage, through the improvement of their BITA with the awareness of their stakeholders’ 

motivations (Luftman, 1999). Based on the need identified in previous research to establish a 

comprehensive understanding of stakeholders’ motivations in the context of BITA and the objectives 

set for this research, the research question is the following: How can stakeholder motivation be 

leveraged in reaching consensus in Business-IT alignment? 

 

This research paper is structured based on the Design Science Research Methodology of Peffers 

(2007), which consists of six activities to go through that will lead to an artifact that can be used within 

organisations (Peffers, 2007). In the introduction, a start is made by the problem identification and 

motivation to carry out this research. Also, in this introduction, the objectives for a solution to the 

problem are presented. Furthermore, the design and development of the artifact will be introduced 

in the theoretical framework. In the methodology chapter, the artifact will be further developed 

through expert interviews. The results of the expert interviews on the artifact are given in chapter 

four. In the last chapter, the evaluation and conclusion of the artifact are debated. 
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2. Theoretical framework 
This chapter is structured to work towards the design and development of the artifact that maps the 

motivations of stakeholders that assists in reaching consensus in BITA. The objectives for this research 

defined in the introduction will be used as guidelines for the literature study. 

2.1. Research approach 
The research approaches used to collect data on the research question are the building blocks method 

and the snowball method. The building blocks method enables researchers to formulate search terms 

based on their research question and take advantage of the advanced search function to generate 

queries (Westerkamp, 2008). Furthermore, the snowball method takes one article as a starting point 

to find more articles that are related to the same topic, accomplishing this through the referenced 

articles in the “starting point” article. The literature search was conducted in the databases of the 

Association for Information Systems (AIS) and the Open University (OU) library, which consists of an 

extensive amount of databases that are connected to the OU library. Moreover, the literature 

presented in this research paper was evaluated on relevance, value and sufficiency (Saunders, 2019). 

2.1.1. Building blocks method 
The key elements researched are displayed in the table below. During the search for relevant 

literature, the AND search connector and the OR search connector was used to conduct a narrow 

search on the key elements present in the research question. 

 
Table 1 Search strategy theoretical framework 

Concepts (AND) Stakeholder Motivation Consensus Business-IT alignment 

Synonims (OR)    BITA 

 

To narrow the literature search selection criteria for the advanced search in the databases where set. 

First of all, the search is based on the above search terms (key elements). Second, the article needs to 

be in the English language. Next, the search of the search terms is conducted in the abstract of the 

article. Furthermore, the article needs to focus on Business-IT Alignment processes or studying 

stakeholders in the context of alignment. Lastly, articles focused on other research domains are 

excluded from the literature search. 

 

Performing the building blocks method provided 10 articles which meet the criteria formulated. An 

extensive overview of the results of the building blocks method is presented in Appendix A. 

2.1.2. Snowball method 
The articles found through the building blocks method offered a starting point for the snowball 

method. The backward snowballing was used, which means that in the “starting point” article the 

referenced list was reviewed for any interesting articles that could potentially facilitate answering the 

research question. The snowball method resulted in 5 articles which meet the criteria formulated 

during the building blocks method and support the answering of the research question. An extensive 

overview of the results of the snowball method is presented in Appendix B. 
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2.2. Implementation 

2.2.1. Business-IT alignment (BITA) 
As Business-IT alignment becomes more prominent within organisations the need to understand and 

influence the processes leading to BITA grows. Researchers have focused their studies on BITA in 

different contexts and have come to conclusions that help organisations improve their BITA (Cybulski, 

2005; Kurnia, 2020; P. Walraven, van de Wetering, R., Helms, R., Versendaal, J., Caniëls, M., 2019). 

Cybulski (2005) perceives BITA as a process of continuous adaption and change. They mention the 

possibility to measure BITA through the intellectual dimension or the social dimension. “The 

intellectual dimension which identifies the characteristics of a high-quality set of interrelated IT and 

business plans, and the social dimension which determines the degree of understanding and 

commitment of business and IT executives to the mission, objectives, and plans of both business and 

IT” (Cybulski, 2005). In the research of Kurnia (2020) the role of engagement in achieving BITA is 

studied. They understand BITA to be “the mutual consistency between the business strategy, IT 

strategy, organization infrastructure and processes, and IT infrastructure and processes” (Kurnia, 

2020). Furthermore, Walraven et al. (2020) provides an insight into BITA from a Co-evolutionary IS-

alignment (COISA) approach. They describe BITA as “[…] a common interpretation and 

implementation of what it means to apply IT in an appropriate and timely way” (P. Walraven, van de 

Wetering, R., Helms, R., Caniëls, M., 2020). For this research the choice was made to apply the 

definition of BITA by Walraven et al. (2020) as it is a broad understanding of BITA and Walraven et al. 

(2020) presents a model to understand the alignment processes of BITA. The model presented 

provides structure and guidance towards narrowing the research. In the research paper of Walraven 

et al. (2018) the COISA processes model is demonstrated. In this model, five alignment processes are 

presented which are strategy formulation, strategy implementation, EAM, IT implementation and IT 

usage (P. Walraven, van de Wetering, R., Helms, R., Versendaal, J., Caniëls, M., 2018). For this research, 

the choice was made to focus on the two alignment processes within the strategic context as this is 

where strategic objectives are formed and structures are created to ensure the realisation of the 

objectives (P. Walraven, van de Wetering, R., Helms, R., Versendaal, J., Caniëls, M., 2018). The 

alignment process strategy formulation is a response to the circumstances that an organisation is in, 

for example, an organisation find itself in a circumstance where there is a challenge to automate a 

process. The first thing an organisation will do is formulate a strategy to solve the challenge and 

automate the process. Moreover, the alignment process strategy implementation is what follows after 

the strategy formulation, as this is where the strategy formulation is executed. 

2.2.2. Stakeholders involved in BITA 
The success of BITA concerning stakeholder engagement through taking their interests and 

motivations into account is obvious (Ahmed, 2017; Cybulski, 2005; Frisk, 2005; Kurnia, 2020). The 

definition mostly used for stakeholder is the one formulated by Freeman (1984): “Any group or 

individual who can affect or is affected by the achievement of the organization’s objectives” (Freeman, 

1984). A stakeholder typology was developed by Mitchell (1997) to scale the stakeholders who can 

affect the achievement of the organization’s objective. In their study, they identify seven qualitative 

classes of stakeholders based on the relationship attributes power, legitimacy, and urgency. In this 

research, stakeholders with at least two out of three relationship attributes are studied as they take 

an active stance in affecting the organisations’ objectives. This includes dominant stakeholders, 

dangerous stakeholders, dependent stakeholders and definitive stakeholders (Mitchell, 1997). The 

table below it explains which stakeholder has which relationship attribute to affect the organisation’s 

objectives. Chief Executive Officers (CEOs), Chief Information Officers (CIOs), Chief Financial Officers 
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(CFOs), senior managers and senior consultants have influential roles within organisations (Cybulski, 

2005). The roles are classified in the typology of stakeholders of Mitchell (1997), so that later on the 

motivation can be perceived from the roles within the organisation. The role of the CFO is classified 

as a dominant stakeholder as in the BITA process CFO has the power and legitimacy to affect the 

process, for example, by aligning the business-IT cost could be reduced (Kurnia, 2020). Moreover, the 

role of the CIO is classified as a dangerous stakeholder as they affect the BITA process through urgency 

and power. Furthermore, the roles of senior managers and senior consultants are classified as 

dependent stakeholders as they have the urgency and legitimacy to affect the process, however, they 

need a stakeholder with power to support them to truly be able to affect the process. Lastly, the role 

of the CEO is classified as a definitive stakeholder as they hold every relationship attribute to affect 

the BITA process. 

 
Table 2 Stakeholders involved in BITA 

 

2.2.3. Motivation of stakeholders in BITA 
Vos (2016) researched the promoter-stakeholder relation in complex projects where they describe 

stakeholder motives for cooperation. They identified two categories in the main actors involved in 

change in organisations; promotors and stakeholders. “Promoters are responsible for creating a 

vision, specifying a desired outcome, and then making the change happen, and the other stakeholders 

are responsible for implementing, participating, adopting, and adapting to the change” (Vos, 2016). 

The relation and cooperation between promotors and stakeholders impact the changes in the 

organisation. Furthermore, they conclude that there are two stakeholder motives for cooperation; 

transactional motives and relational motives. When stakeholders have a transactional motive they 

aim to solve an issue beneficially, however, when stakeholders have relational motives they value 

cooperation over an issue as an investment in a lasting relationship (Vos, 2016). Transaction motives 

can be seen as short-term motives, because the sooner the issue is solved the sooner the transactional 

motives are satisfied and there is no further collaboration needed in the promoter-stakeholder 

relation. Moreover, relational motives can be seen as long-term motives, because instead of 

centralizing solving the issue, the relationship is centralized which could be benefited from even after 

solving the issue. Additionally, strategic alignment is focused on long-term motives and, therefore, 
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stakeholder’s motives for cooperation during strategic alignment are relational motives (Sedera, 

2006). 

 

As no defined stakeholder motivations in BITA have been found in the literature study, other options 

to define the stakeholder motivation needed to be considered. For example, Sedera (2006) study to 

identify and evaluate the importance of multiple stakeholder perspectives in measuring Enterprise 

System (ES) success, provides measures of the ES-success model. The measures are separated into 

four different sections: System Quality, Information Quality, Individual Impact, and Organisational 

Impact. Furthermore, the measures from Organisational Impact could potentially be motivations that 

stakeholders have to affect the BITA in an organisation. For example, Organisational Impact measures 

are organisational costs, staff requirements, cost reduction, overall productivity, improved 

outcomes/outputs, increased capacity, e-government and business process change (Sedera, 2006). 

Moreover, Walraven et al. (2020) provides alignment motivations in the strategy formulation and 

strategy implementation of the co-evolutionary IS-alignment (COISA) process of Electronic Medical 

Records (EMR). The alignment motivations presented are planning & monitoring, perceived benefits, 

accountability & mandate, prevention of misalignment, legal obligations, support & leadership 

executive management, intrinsic motivation actors, and compensation of involved actors’ time (P. 

Walraven, van de Wetering, R., Helms, R., Caniëls, M., 2020). 

2.2.4. Consensus in BITA 
The research of Helfenstein (2008) presents the challenge of executive sense-making and consensus. 

The research was conducted with a focus on Enterprise Web 2.0, which is the integration of 

technologies into the organisations business processes. Enterprise Web 2.0 technologies emphasize 

employee, partner and consumer collaboration, for example, organisations using YouTube for 

vlogging or instead of intranet make use of a private Facebook group. In this perspective Helfenstein 

(2008) found that “strategic consensus among CEO and CIO must be seen as core prerequisites for 

successful future corporate IT-development” (Helfenstein, 2008). However, they determine that 

simply agreeing on something is independent of what concerns the agreement. Thus, “a shared 

strategic view among managers, per se, is no sufficient testimony of the content quality of the 

strategy” (Helfenstein, 2008). Consequently, there is the need to go into depth of how executives 

views match or mismatch for the organisation to reach consensus in IT-development (Helfenstein, 

2008). 

 

Common understanding and reaching consensus are 

influenced by the technological frames involved in the 

development of organisation processes (Harnisch, 

2013). Technological frames consists of the knowledge, 

expectations, and assumptions of stakeholders. 

Stakeholders can have shared technological frames, this 

means the knowledge, expectation, and assumptions 

overlap with each other (Harnisch, 2013). When 

stakeholders have shared technological frames they are 

more likely to have common understanding and reach 

consensus (Harnisch, 2013). 

 

 

  

Stakeholder:

Knowlege

Expections

Assumptions

Stakeholder:

Knowlege

Expections

Assumptions

Stakeholder:

Knowlege

Expections

Assumptions

Figure 1. Individual and shared technological frames 
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2.3. Objectives of the follow-up research 

2.3.1. The Stakeholder Motivation Matrix 
A Stakeholder Motivation Matrix (SMM) is used to visualize the artifact giving an overview of the 

motivations of stakeholders in BITA. In the SMM the motivations of stakeholders involved in the BITA 

process are cross-reverenced (Manzini, 2004; Morelli, 2007). Moreover, filling in the SMM will gain 

insight into the stakeholders’ perspectives for a successful partnership (Manzini, 2004; Morelli, 2007). 

The expectation the stakeholders have of each other’s motivations are represented in the SMM, for 

example, the CEO expects the CIO to have the motivation to improve productivity in the IT 

department. 

 

From the literature study, we decided to focus the attention towards the stakeholders in the strategic 

BITA processes. The stakeholders determined by role in the organisation are the following: Chief 

Executive Officers (CEOs), Chief Information Officers (CIOs), Chief Financial Officers (CFOs), senior 

managers and senior consultants (Cybulski, 2005). Therefore, these are the roles which will be 

presented in the SMM. Furthermore, as no concrete expected motivations of stakeholders in context 

of BITA are found in literature the SMM will not be filled in with motivations. Rather in the 

continuation of the research the stakeholder motivations will be researched and when possible filled 

in into the SMM. Therefore, the precise interpretation of the SMM is the objective for the empirical 

research. 

 

In the table below, the SMM based on Manzini (2004) can be found. The SMM is slightly modified to 

fit the research objectives. Where Manzini’s (2004) SMM is based on the expected motivations of 

different stakeholders, this SMM is adjusted to also view the own motivations of stakeholders, for 

example, the CFO stakeholder cross-referencing to the CFO stakeholder should present the actual 

motivations of the CFO. Furthermore, cross-reverencing the CFO stakeholder in the left column and 

the CIO stakeholder in the upper row, it represents the CFO expects these motivations from the CIO 

when the SMM is fully filled in. By adding the expected motivations and also the actual motivations, 

the motivations of each stakeholder can be compared from the viewing point of what are the expected 

motivations and what are the actual motivations. The comparison can lead to a conclusion on how 

well stakeholders understand each other’s motivations. An overview of how this comparison should 

be executed can be found in Appendix C. 
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Table 3 Stakeholder Motivation Matrix based on Manzini (2004) 

 

2.3.2. Reaching consensus in BITA 
The definition of reaching consensus is not clarified in the literature study, therefore, it needs to be 

further researched. Helfenstein (2008) confirms that reaching consensus influences the strategic BITA, 

however, there is mentioned that simply agreeing on something is not enough to reach consensus 

(Helfenstein, 2008). Additionally, the influence of technological frames on the common understanding 

and reaching consensus should be taken into account during further research, as some stakeholders 

may have shared technological frames, which results in an advantage in reaching common 

understanding and reaching consensus. This leaves the question what do stakeholders understand as 

reaching consensus in the strategic BITA process. Gaining understanding of this objective will 

contribute to the deployability of the artifact for strategic alignment. 
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3. Methodology 
In this chapter, the conducted empirical research is substantiated. First, the conceptual design is 

demonstrated through the Design Science Research Methodology and the objectives for further 

research obtained from the literature study. Second, the technical design and data analysis are 

decided to be an expert interviews method supported with in-depth semi-structured interviews. 

Finally, the validity, reliability and ethical aspects of the structure of the research are discussed. 

3.1. Conceptual design 
How to leverage stakeholder motivation in reaching consensus in BITA will be researched through the 

Design Science Research Methodology (DSRM) (Peffers, 2007). As explained by Peffers (2007) “Design 

science creates and evaluates IT artifacts intended to solve identified organizational problems” 

(Peffers, 2007). As the objectives for the research are to create an artifact that represents the involved 

stakeholders’ motivations and can be practical deployed for strategic alignment in BITA, the DSRM is 

perfect. The DSRM consists of six steps: Identify Problem & Motivate, Define Objectives of a Solution, 

Design & Development, Demonstration, Evaluation, and Communication. 

 

In the introduction the first two steps, Identify Problem & Motivate and Define Objectives of a 

Solution, of DSRM are already approached. Based on the objectives defined in the introduction the 

theoretical framework was structured, therefore, beginning the third step Design & Development. The 

literature study performed in the theoretical framework let to the conclusion that the objective of the 

empirical research should be to research the precise interpretation of the SMM. To understand the 

interpretation of the SMM the motivations of the stakeholders towards each other during BITA need 

to be determined. Also, there is the need to know what stakeholders understand as reaching 

consensus in the BITA process, as this contributes to the deployability of the artifact for strategic 

alignment. The information required to achieve the objectives for the empirical research can be found 

with the stakeholders involved in the strategic BITA of organisations. 

 

To further design & develop the artifact based on the objectives established for the empirical research 

expert interviews are conducted. Researching multiple experts makes it possible to compare experts 

in organisations in different industries, resulting either in similar or different motivations of 

stakeholders. 
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An overview of the conceptual framework based on the objectives set for the empirical research can 

be found below: 

Conceptual Framework 

“How can stakeholder motivation be leveraged in reaching consensus in Business-IT alignment?” 

 
Figure 2 Conceptual Framework 

3.2. Technical design and data analysis 
Based on the data collected in the literature review, it was decided to further collect the data by means 

of expert interviews. As the literature study is already performed, expert interviews will follow to gain 

understanding of the objectives set for the empirical research. In this research, the experts represent 

the strategic functions of the stakeholder motivation matrix, as each of them have expertise in their 

strategic function. Furthermore, expert interviews are efficient and a concentrated method of 

gathering data (Bogner, 2009). Moreover, the outcomes will be in non-numerical data, for example, 

words and images (Saunders, 2019). 

 

An inductive approach will be used during the expert interviews as the research will be open to new 

ways of looking at the subject. Also, various conducted research will be included and applied to 

develop a richer theoretical perspective (Yin, 2018). Furthermore, the research strategy used to collect 

the needed data are expert interviews. The technique and procedures used in this research are a 

literature study and in-depth semi-structured interviews. 

 

In total, four interviews are conducted to gain understanding of the motivations of stakeholders and 

their understanding of consensus in strategic BITA. The interviewees are chosen based on their role 

within the organisation and their involvement in strategic BITA. The four interviewees work for three 

companies, as two interviewees work for organisation A, one interviewee works for organisation B 

and one interviewee works for organisation C. Organization A is a small organisation in the industrial 

automation industry, organisation B is a large organisation in the agricultural industry and organisation 

C is a middle sized organization in the government industry. Moreover, the organisations have in 

common that they all have projects with multiple stakeholders involving strategic BITA. The 

organizations are active in different industries and are small to large sized organizations, this provides 

Literature study:

- BITA

- Types of 
stakeholders in BITA

- Motivations of 
stakeholders in BITA

- Consensus in BITA

- Stakeholder 
Motivation Matrix

Expert Interviews:

- Motivations of 
stakeholders in BITA

- Consensus in BITA

The artifact 
Stakeholder 

Motivation Matrix 
practical deployable 

for strategic BITA

What motivations do 

stakeholders expect of 

each other in the 

strategic BITA process? 

What do stakeholders 

understand to be 

reaching consensus in 

the strategic BITA 

process? 
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insights in different situations of reaching consensus. Also, the motivations of stakeholders in the 

different organisations can be compared with the result of them being very different or similar to each 

other. 

 
Table 4 Interviewees 

Role Organization Industry 

CEO Organization A Industrial Automation 

CIO Organization C Government 

CFO Organization B Agricultural 

Senior manager Organization A6 Industrial Automation 

 

Furthermore, the interviews will be semi-structured, as the interview questions are arranged to open 

up the conversation and at the same time create structure. During the interviews the interviewees are 

given an introduction to the research and definitions used. Additionally, the interviewees introduces 

themselves and the organisation. Interviewees are asked to give insight into the motivation of 

stakeholders during the strategic BITA and their understanding of reaching consensus in strategic 

BITA. The focus of the interviews will be on filling in the SMM, so that the expected motivations of 

stakeholders and the motivations of the interviewed stakeholder become clear. Each interview gives 

insight into one row of the SMM and the different roles can be cross-referenced with the other 

interviews of stakeholders in this role, for example, the expected motivations of a CEO can be 

compared to the actual motivations of the CEO. Additionally, at the end of the interview, interviewees 

are asked what they understand to be reaching consensus. This should give insight in what the 

different stakeholders divine as reaching consensus. The interviews are either conducted in person or 

through an online meeting platform. Moreover, the interviews are recorded, so that no information 

could be missed by the interviewer. The interviews will, later on, be transcribed and coded. 

 

The outcomes of the literature study and the expert interviews are analysed and the findings are 

translated into the Stakeholder Motivation Matrix and the understanding of consensus in BITA. With 

the findings the practical deployable artifact can be substantiated in the fourth step of the DSRM; 

Demonstration. The fifth and sixth step of the DSRM, Evaluation and Communication, will be discussed 

in the last chapter of this research paper. The last steps will not be executed during this research, 

however, there is a starting point discussed for the fifth step, evaluation, as this is performed through 

a reflection on this research paper. This cannot be seen as a full evaluation, as this would require an 

in company case research. The sixth step cannot yet be performed as it contents the communication 

of the previous steps and artifact, which cannot fully be executed. 

3.3. Validity, reliability and ethical aspects 

3.3.1. Validity 
Saunders (2019) refers validity to be “the appropriateness of the measures used, accuracy of the 

analysis of the results and generalisability of the findings” (Saunders, 2019). There are two types of 

validity; internal validity and external validity. First, internal validity refers to the causal relationship 

between the research topic and the findings (Saunders, 2019). The conceptual and technical design of 

the research are structured to ensure internal validity, for example, through participant validation. 

After the interviews are conducted, the interview transcribed will be provided to the interviewees to 

validate the results. Second, external validity refers to the possibility of applying the research findings 

to other relevant contexts (Saunders, 2019). To ensure external validity the experts are selected from 
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organisations in different industries. This makes the findings of the research applicable for different 

organisations, however, might be limited to strategic BITA. 

3.3.2. Reliability 
“Reliability refers to replication and consistency of the research” (Saunders, 2019). To ensure 

reliability the search strategy of the literature study is described, the interview questions structure to 

provide an answer to the research question, and the interviews are recorded and transcribed. This 

makes it possible to replicate the research doing so in a consistent manner. 

3.3.3. Ethical aspects 
During the collection of the data the ethical aspects need to be taken into account. Ethical aspects of 

data collection are “the importance of not causing harm or intruding on privacy”(Saunders, 2019). The 

Ethical aspects are ensured during the data collection through the ammonization of the interviewees 

and the organisations that they work for. Furthermore, the participation of the organisation and 

interviewees is voluntarily and the collaboration can be stopped at any moment in the research. The 

organisations and interviewees are informed about the research topic before they decide to 

participate in the research. Additionally, at the start of the expert interviews the interviewees are 

either agreeing or not agreeing to record the interviews. The interviewees also need to approve that 

quotes from the interviews will be used in the research report. The approval to of the recording and 

use of quotes is under the condition that it all will be anonymized. 
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4. Results 
This chapter presents the results collected through the in-depth semi-structured interviews. The 

interviews main target was to give insight into the motivation of stakeholders during the strategic BITA 

and their understanding of reaching consensus in strategic BITA. The two main questions answered 

from the conceptual framework are:  

1. What motivations do stakeholders expect of each other in the strategic BITA process? 

2. What do stakeholders understand to be reaching consensus in the strategic BITA process? 

 

The interviewees represent the experts of a strategic function in the organisation and have extensive 

experience with BITA projects. At the start of the interview all interviewees are asked to give an 

example of a BITA project within the organisation, however, to keep in mind that all answers are 

applicable to general BITA projects. 

 

After the interviews were conducted the interviews were transcribed. From this transcription, a 

thematic analysis is completed to give structure to the results collected in the interviews. The full 

thematic analysis of the interviews is presented in appendix D – Thematic Analysis. 

4.1. Motivation of stakeholder in BITA 
In the interviews every interviewee was asked to give their own motivations during BITA and later on 

in the interview asked what they expected to be the motivations in BITA of the other strategic roles in 

the organisation. With the answers provided by the interviewees the Stakeholder Motivation Matrix 

is filled in. The SMM based on the interview results is presented below in Table 5. 

 

The technique on how to read the SMM is presented in figure 3: Reading the SMM. Each column 

presents the actual and expected motivation of the strategic stakeholder and can be read from top to 

bottom. 

 
Figure 3 Reading the SMM  
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Table 5 Stakeholder Motivation Matrix based interview results 

Stakeholder CFO CIO Senior managers 
Senior consultants 

CEO 

CFO - Reach the 
end goal 

- See the 
added value 
for the 
organisation 

- Improve the 
organisation; 
what can be 
done better 
and more 
efficiently 

- Curiosity 
- Enthusiasm 

- Motivated to 
collaborate 

- Think 
innovatively 

- Prioritize a 
project that 
employees are 
working on 

- Provide 
employees with 
work 

- Participate in a 
project to make 
work more 
efficient 

- Motivate 
employees 

- Shows 
intrest in the 
project 

- Be involved, 
but not 
substantive 

CIO - Be 
responsible 
for the 
financial 
preconditions 

- Involved in a 
project to 
some extent 

- Urgency 
- Motivation 

from the 
employees 

- The project 
saves time, 
improves 
quality or 
gains 
financially 

- Direct 
employees 

- Organize a 
network 

- Monitor the big 
picture 

- Introduce 
the project 

- Be involved, 
but not 
substantive 

Senior managers 
Senior 
consultants 

- Keep an 
overarching 
view of the 
organisation 

- Have insight 
into how 
investments 
can lead to 
improvement 
within 
multiple 
departments 

- Have 
knowledge of 
current 
techniques 

- Encourage 
employees to 
cooperate 

- Gain 
knowledge of 
the branch 
and 
innovations 

- Enjoy the 
project 

- Engage in a 
challenging 
project 

- Employees that 
will use the end 
product of the 
project 

- Keep an 
overarching 
view of the 
organisation 

- Keep the 
daily 
business 
running 

- Improve the 
organisation 

CEO - Make the 
project 
profitable 

- Bring the 
project to a 
successful 
conclusion. 
Financially 
speaking 

- Monitor the 
budget 

- Lead the 
setup and 
purchase of 
systems. 

- Recommend 
systems 

- Improve the 
processes 

- Drive process 
improvement 

- Be the switch 
between 
management 
and employees 

- Improve the 
organisation 

- Gain profits 
for the 
organisation 
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Comparing the actual motivations to the expected motivations using the technique presented in 

Appendix C the outcomes of the interview are the following per strategic role. This answers the 

question “What motivations do stakeholders expect of each other in the strategic BITA process?” 

 

Motivations of a CFO 

The actual motivations of a CFO during BITA are to reach the end goal of a project and see the added 

value of BITA for the organisation. Also, improving the organisation and working better and more 

efficiently is mentioned as the actual motivation of a CFO. Moreover, a CFO is curious and enthusiast 

about the BITA process. As mentioned by a CFO: “The motivation is to reach the end goal.” 

 

A CIO expects a CFO motivation to be responsible for the financial preconditions and involved in 

projects to some extent. A CIO explains: “I think the CFO should be involved at the beginning of the 

project to indicate the budgets. In the meantime, the project leader may see that the budgets will not 

be met and go back to the CFO for advice. Also at the end of the project, the CFO is involved and 

motivated to compare the budget with the actual costs.” Furthermore, a senior manager/consultant 

expects a CFO to be motivated to keep an overarching view of the organisation and to have insight 

into how investments can lead to improvements within multiple departments. “Ultimately, I expect 

the CFO to have an overarching view and to focus on the output of the whole and not specifically of a 

department. That he is also prepared to say: I am going to invest in a certain project because then I 

know that the entire organization will profit.” a senior manager/ consultant explains. Next, a CEO 

expects a CFO is motivated to make the BITA project profitable, bring the project to a profitable ending 

and to monitor the budget. However, the CEO explains the following in the interview based on BITA 

projects that do not turn out to be profitable: “When after the project people go home happy and 

customers are happy. Then it may not fall within the framework of the investment and the cost 

structure what you came up with, but in the end you have achieved your goal.” 

 

Comparing the expected motivations of a CFO to the actual motivations of a CFO, the similarities are 

that the motivation to improve the organisation is mentioned as actual motivation, but also as 

expected motivation. Furthermore, the expected motivations differs from the actual motivation of a 

CFO as the expected motivations seem somewhat financially focused, when the actual motivations 

focus more toward reaching the end goal of a certain project and adding value to the organisation. 

 

Motivations of a CIO 

The actual motivations of a CIO during BITA are the urgency that the BITA project presents within the 

organisation. Also, a CIO is motivated by the employees that feel the need for BITA. The CIO says: “I 

think it is important that there is that motivation from the team itself. There must be a certain urgency 

among the team leaders and it must play a role among the employees.” Moreover, a CIO is motivated 

to save time, improve quality or gain financially with the BITA. 

 

A CFO expects a CIO to be motivated to collaborate and thin innovatively. Furthermore, a senior 

manager / consultant expects: “That the CIO has a good idea of the techniques that are available, also 

knows which techniques are coming up and knows how to gather the people to implement all those 

techniques at the right time.” Therefore, a senior manager / consultant expects a CIO to be motivated 

to have knowledge of current techniques, encourage employees to cooperate and gain knowledge of 

the branch and innovations. Next, a CEO expects a CIO is motivated to lead the setup and purchase of 

systems, recommend systems and improve processes within the organisation. The CEO explains: 

“Look, buying software is not that exciting, but setting it up and buying the equipment is. The CIO must 

be motivated to manage this properly.” 
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Comparing the expected motivations of a CIO to the actual motivations of a CIO, the similarities are 

that the motivation to collaborate with employees, motivating them and be motivated by them, is 

mentioned as actual and expected motivation of a CIO. Moreover, what is surprising is that the 

expected motivation of a CIO also seems to be that they are innovative and have knowledge of current 

techniques, while this was not mentioned as actual motivation of a CIO. Instead the actual motivation 

of the CIO seem focused on urgency and the value a certain project will add to the organisation. 

 

Motivation of a senior manager/consultant 

The actual motivations of a senior manager/consultant during BITA are experiencing joy working on 

the BITA project in the organisation. A senior manager/consultant concludes: “The motivation is that 

I enjoy to work on it. I find it a challenge to do something that people say is never possible to think 

about how that could be possible. To transform an executing organization to an organization that 

pushes boundaries.” Moreover, a senior manager/consultant is motivated to engage in challenging 

projects. The employees using the end product of a BITA project also motivates a senior 

manager/consultant. 

 

A CFO expects a senior manager/consultant to be motivated to prioritize a BITA projects that 

employees are working on and provide employees with work. A CFO mentions: “They must be 

motivated to have their employees free up time for the project, so they must make sure that that is a 

priority for those employees.” Also, a senior manager/consulted is expected by a CFO to participate in 

a BITA project to make work more efficient. Furthermore, a CIO expects a senior manager/consultant 

to be motivated to direct employees, organize a network within the organisation and monitor the big 

picture. Next, a CEO expects a senior manager/consultant is motivated to drive process improvement. 

Also, the senior manager/consultant is motivated to be the switch between management and 

employees according to the CEO. A CEO explains: “I think senior management has the worst job of 

anyone, because it's just that switch between the top and the bottom.” 

 

Comparing the expected motivations of a senior manager/consultant to the actual motivations of a 

senior manager/consultant, the similarities are that the motivation to support employees in different 

ways, for example, provide work, direct employees, support end products and communicate with 

employees, is mentioned as actual and expected motivation of a senior manager/consultant. The 

difference in the actual and expected motivation of a senior manager/consultant is that the actual 

motivation for a senior manager/consultant is to enjoy working on the project, while none of the other 

strategic roles expect this as motivation of the senior manager/consultant. 

 

Motivation of a CEO 

The actual motivations of a CEO during BITA are to improve the organisation and gain profits for the 

organisation. However, it is mentioned that estimating profit for BITA related projects is difficult, as 

the outcome can be unpredictable. The interviewed CEO says: “Money plays a role and improving the 

organization plays a role. Of which the role of money hangs somewhere in the middle. I think improving 

the organization is one of the most important reasons for motivation. And change costs money, we 

know that.” 

 

A CFO expects a CEO to be motivated to motivate employees within the organisation. Showing interest 

in the project and being involved are expected motivations of the CEO from the CFO. The involvement, 

however, does not have to be substantive. A CFO explains: “That the CEO keeps me motivated, 

regularly asks for feedback and is also still working on that project.” Furthermore, a CIO expects a CEO 
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to be motivated to introduce a BITA project at the start and be involved, but not substantive 

throughout the project. “The CEO must be approachable if there are questions about the project.” a 

CIO says. Next, a senior manager/consultant expects a CEO is motivated to keep an overarching view 

of the organisation. Keeping the daily business running and improving the organisation is also 

expected as motivation of a CEO by a senior manager/consultant. 

 

Comparing the expected motivations of a CEO to the actual motivations of a CEO, the similarities are 

that the motivations to improve the organisation and to be involved in projects are both expected and 

actual motivations of a CEO. What differs from the expected and actual motivations is the actual 

motivation to gain profit for the organisation does not come back in the expected motivations, also 

the expected motivations are more employees focused. 

4.1.1. Taking motivations of others into account 
Interviewees are asked to clarify if they take motivations of other into account. The answers gives 

insight into the usability of the SMM, as it is more likely to be used when they take motivations of 

others into account. Considering they would be able to leverage the motivation of others during the 

BITA process knowing what their motivations are. 

 

From the interview two concepts are discovered on how strategic stakeholders take motivation of 

other into account. The first one is taking the motivation of others into account during the selection 

process of the stakeholders involved in the BITA project. The stakeholders are selected on who has 

the most interest in and has the most to gain from the BITA project being successful. Also, who is most 

motivated to participate is taken into account. The second concept of taking other motivations into 

account is being aware of the motivation during the BITA project through communication. Both a CIO 

and CEO mention that they would ask questions and start the conversation on how the project is going 

and if stakeholders are still motivated. Also, the conversation for a CEO seems to be to motivate the 

stakeholders for the CEO’s vision for the BITA project. 

 

CFO 

A CFO takes others motivations into account when they assemble teams and project group. The 

selection of employees already starts with the motivation and enthusiasm they show towards a BITA 

project. The interviewed CFO says: “You take into account the motivations of others within the project, 

first of all who are you looking for, but also how motivated is everyone in the company to start using 

the outcome of the project later.” Moreover, a CFO would rather receive BITA project assignment from 

bottom-up, rather than top-down. This has to do with the motivation of the employees, for example, 

when the BITA project is communicated top-down employees are less likely to be motivated. 

 

CIO 

Taking others motivations into account is important to a CIO as it influences the process of a BITA 

project. Mentioned during the interview is that the process itself is also an influence on the motivation 

of employees, for example, when the progress of the process is positive, the motivation of employees 

is increases. Furthermore, a CIO believes that making sure the project team is motivated is part of the 

job of the project leader. However, sometimes there are employees that are too motivated, which 

leads to chaos. The CIO explains in the following statement how to handle highly motivated 

employees: “There are different methods that help to lead a project group. The methods often suggest 

the idea that you agree very clearly with each other on what is needed, what times we meet, what 

does the structure look like, who is part of the project group, but also is there a steering group and is 
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there an advisory group. The methods contribute to people who are highly motivated and very eager, 

but who shoot in all directions, as this makes sure there are guidelines. It gives a clear indication of 

your freedom of movement during this project.” 

 

Senior management/consultant 

A senior manager/consultant takes others motivations into account, however, employees and 

colleagues need to show that they are willing to take part in the BITA project. If they don’t have the 

motivation in the first place it is very likely to stay that way during the project and it is harder to take 

their motivation into account. Next to that, a senior manager/consultant taking others motivation into 

account is influenced by the amount of teamwork that goes into the project. The interviewed senior 

manager/consultant explains: “You shouldn’t sit there on your own and arrange certain things, while 

someone else is arranging the same thing. This results in missing important pieces in the project. It all 

has to fit together.” 

 

CEO 

A CEO takes others motivation into account, however, often the goal of a CEO is to make employees 

motivated for the vision of the CEO. The scale of the organisation has influence on the ability of the 

CEO to motivate the employees for their vision, as often the employees do not know the CEO 

personally. When it is a smaller business, it makes sense for the CEO to motivate employees through 

their behaviour, in other words, lead by example. Moreover, an appointed CEO might also be different 

from a CEO that owns the organisation. Where the appointed CEO is motivated to reach the targets 

set by the board, an owner CEO will not only want to achieve the targets, but exceed them when 

possible. Furthermore, a CEO’s personality plays a role in taking other motivation into account. The 

interviewed CEO explains: “If you have the drive to want things better and faster, you can achieve it.” 

Extra advice the CEO provided in terms of the possibility to motivate employees for new projects: “I 

sometimes advise companies that if they are going to change very large processes, they should, if 

necessary, build a new department or a new process next to it. And why: the people sitting there don't 

want anything else, neither do the managers. Because they are used to telling that story.” 
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4.2. Reaching consensus in BITA 
The definition of reaching consensus in BITA was not determined in the literature study, therefor, 

interviewees are asked what they understand to be the definition of reaching consensus within a BITA 

process. Moreover, to what extent do they believe involving persons with different functions effects 

reaching consensus. 

 

The interviewees give insight into the question “What do stakeholders understand to be reaching 

consensus in the strategic BITA process?” The definition of consensus each of the stakeholders has 

given during their interviewee are presented in table 6. Three out of the four stakeholders define 

consensus in the strategic BITA process as agreeing to a certain program of requirements, 

preconditions or goal of the BITA process, which essentially comes down to a document that presents 

what the desired outcome of the strategic BITA process would be. However, one of the stakeholder 

defines consensus in the strategic BITA process as reaching agreement by communicating the vision 

for the organisation to the employees. 

 
Table 6 Definition of consensus in the strategic BITA process per stakeholder 

Stakeholder Definition of consensus in the strategic BITA process 

CFO Agreeing to the program of requirements with all stakeholders. 

CIO Reaching an agreement together about the preconditions of the project. 

Senior 
managers/consultants 

Agreeing on the objectives and strategy to achieve the goal of the BITA 
process. 

CEO Reaching agreement by communicating the vision for the organisation to 
the employees. 

 

CFO 

A CFO perceives the definition of reaching consensus in BITA as agreeing to the program of 

requirements with all stakeholders. Furthermore, the decisions made during the BITA process have to 

be made democratically. Involving people from different functions certainly has influence when 

reaching consensus in BITA, for example, departments often have different views and reaching 

consensus is more difficult when multiple departments are involved. Moreover, looking at which 

department should work with a certain system or process the most and will benefit from it, they often 

have the most to say. The CFO explains: “I prefer that departments choose for themselves what they 

want, then the acceptance is higher and it will work better.” 

 

CIO 

The definition of reaching consensus in BITA for a CIO is reaching an agreement together about the 

preconditions of the project, however, to agree with everyone involved is a utopia. The CIO explains: 

“You actually establish different preconditions with each other that you have to agree on, even if it is 

utopia that you are all exactly on the same page.” Involving people from different functions has 

influence when reaching consensus during the BITA process. The CIO mentions: “The more people I 

ask, the more opinions there are. So you have to make sure that you have a select group that does 

have the support of the majority of people to make choices in that regard and be accountable for it.” 

 

Senior managers/consultants 

Reaching consensus in BITA is defined by the senior manager/consultant as agreeing on the objectives 

and strategy to achieve the goal of the BITA process. Involving people from different functions 

certainly has an influence on the reaching consensus in the BITA process. As everyone has their own 
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opinion and want to share that opinion. The senior manager/consultant says: “I think the danger is 

that you involve too many people. The other side is that if you involve too few people, you may have a 

too one-sided picture and you are still going in the wrong direction.” 

 

CEO 

A CEO perceives the definition of reaching consensus in BITA as reaching agreement by communicating 

the vision for the organisation to the employees. This is mainly focused on reaching agreement with 

the employees in the organisation, which is mentioned to be difficult. When there is a bottom-up 

urgency for the BITA process it is easier to reach consensus. The CEO mentions: “It may be the case 

that the management team does not see it (problem) at all, but the employees say we need this 

system.” Moreover, it is easier to reach consensus with just the management team, as they will discuss 

less detail of the process. After reaching consensus as a management team, the practical managers 

and management team need to reach agreement as well. In this situation the management team has 

a hierarchical advantage. The CEO explains: “They (management team) have a function in which they 

can shout a little louder than the bottom layer. In the eyes of a great many people, those people in the 

higher positions are always right.” Involving people from different functions certainly has influence 

when reaching consensus in the BITA process, for example, when management is involved in the 

process it shows employees that it is widely supported and there is a greater chance of success for the 

process. 
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5. Discussion, conclusions and recommendations 
In this chapter, the discussion, conclusion and recommendation are presented. Also, suggestions will 

be given how to approach evaluation and communication in future research to complete the fifth and 

sixth step of the DSRM. 

5.1. Discussion – reflection 
First of all, the result of the expert interviews compared to the literature study are discussed. Going 

deeper into the leveraging stakeholder motivation and reaching consensus in Business-IT alignment 

to provide an answer to the main research question: How can stakeholder motivation be leveraged in 

reaching consensus in Business-IT alignment? 

 

Leveraging stakeholder motivation 

The literature study provided no clarity on what specific strategic stakeholder motivations could be to 

reach consensus in BITA, therefore, in the expert interviews strategic stakeholders were asked to state 

their actual motivations and the motivations they expected of other strategic stakeholders. The 

outcome of the expert interviews where the actual and expected motivation of all strategic 

stakeholder involved. These are presented in the SMM and the actual and expected motivations are 

compared to each other. What is surprising is that the actual and expected motivation of the strategic 

stakeholders are showing both similarities and differences, which could be viewed as that the 

stakeholders have an obscure idea of what other stakeholders motivations are. The implications of 

this on theory are that there is no clear view on what actual and expected motivations are during the 

reaching consensus in BITA. On the other hand, implications for practice are that using the SMM as a 

tool within the organisation could improve stakeholders’ awareness of motivations. Moreover, this is 

where a filled in SMM could bring clarity on the actual and expected motivations within an 

organisation, as it is insightful for al strategic stakeholders.  

 

Looking back at the literature, organisational impact measures by Sedera (2006) and alignment 

motivations by Walraven et al. (2020) are summed up as possible motivations of strategic stakeholders 

(Sedera, 2006; P. Walraven, van de Wetering, R., Helms, R., Caniëls, M., 2020). Of each of these 

researched motivation examples multiple motivations come back in the expert interviews, either as 

actual motivation or as expected motivation of a strategic stakeholder. For example, a senior 

manager/consultant actual motivation is to enjoy working on the project which compares to the 

alignment motivation: intrinsic motivation actors. Also, a CIO expects a senior manager/consultant to 

be motivated to monitor the big picture, which compares to the alignment motivation: planning & 

monitoring. Another example is the organisation impact measure improved outcomes/outputs, which 

has been named by multiple strategic stakeholders both as actual and as expected motivation. 

 

In the expert interviews there was also focus on the willingness of stakeholders to take others 

motivations into account as this gives insight into the usability of the SMM. Considering stakeholders 

would be able to leverage the motivations of others during the BITA process knowing what their 

motivations are. All the interviewed strategic stakeholders claim to take others motivations into 

account, however, the action that they perform to take others motivations into account are very 

different from each other. From the four interviews two concepts of taking others motivations into 

account are discovered. The strategic stakeholders take others motivations into account through the 

selection of whom will be participating in the BITA project, for example, who has the most to gain 

from the BITA project being successful. Furthermore, strategic stakeholders take motivations into 

account through communication with the other stakeholders, asking questions and starting the 
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conversation to check the status of motivation the other stakeholders have. As the two concepts are 

different from each other the question remains if they are truly taking others motivations into account 

or are they only trying to benefit themselves from others motivations. 

 

Reaching consensus in Business-IT alignment 

The literature study provided the insight that simply agreeing on something is independent of what 

concerns the agreement as “a shared strategic view among managers, per se, is no sufficient 

testimony of the content quality of the strategy” (Helfenstein, 2008). Also, Harnisch (2013) developed 

technological frames, which consist of the knowledge, expectations, and assumptions of stakeholders. 

When technological frames of stakeholders overlap they are more likely to have common 

understanding and reach consensus (Harnisch, 2013). Interviewed strategic stakeholders do not all 

have a similar view on the definition of reaching consensus. Reaching consensus for the interviewed 

stakeholder’s stands for reaching agreement on either program of requirements, preconditions, 

objectives or vision. Which all seems to fall in to the same category being statements that stakeholders 

need to follow to reach the end goal of the BITA, however, every stakeholder views this differently. 

The definition of reaching consensus is therefore by stakeholders seen differently than the view of 

Helfenstein (2008). Implications for literature of this conclusion are that the definition of reaching 

consensus is not yet determined. Moreover, the implications for practice are that the definition of 

reaching consensus among strategic stakeholders needs to be made clear at the start of BITA process 

within an organisation as it could influence the success of the BITA. 

 

All strategic stakeholders agree that involving stakeholders from different functions certainly has 

influence on reaching consensus in the strategic BITA process. They state that the more people 

involved the harder it gets to reach consensus. A contrast to this is given by one stakeholder who 

mentions that there is the difficulty of balancing between to many people or to little people involved, 

as too many people will make it harder to reach consensus, however, too little people narrows the 

view on the project. 

5.2. Conclusions  
After performing the literature study and expert interviews a step in the right direction has been taken 

to answer the research question: How can stakeholder motivation be leveraged in reaching consensus 

in Business-IT alignment? As mentioned in the methodology the motivations of the stakeholders 

towards each other during BITA needed to be determined to understand the interpretation of the 

SMM. Also, there was the need to know what stakeholders understand as reaching consensus in the 

BITA process, as this contributes to the deployability of the artifact for strategic alignment. 

 

As the SMM is filled in with the motivations of the stakeholders it can be used as an example within 

other organisations, however, it is advised to let the stakeholders fill in the SMM within the 

organisation concerned as it will be more accurate to the situation. From the research can be 

determined that the interpretation of the SMM is that it is a tool to understand each other motivations 

and that it possibly can be used to come to consensus faster as all stakeholder take other stakeholders 

motivations into account. Filling in the SMM will make all stakeholders aware of the motivation of 

themselves and the motivations of others which can be used during the coming to consensus. Also, 

the two concepts of taking other stakeholders motivations into account by selection of stakeholders 

for the BITA project and through communication, can be positively influenced by filling in the SMM as 

it gives insight into the stakeholder motivations. Furthermore, the deployability of the artifact for 

strategic alignment is supported by the understanding of reaching consensus, which needs to be 
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determined by the stakeholders in the BITA process as literature and results from the interviews 

contradict each other. The strategic stakeholders within the organisation should determine each 

stakeholder’s definition of reaching consensus in BITA. This will offer clarity of what each stakeholder 

understands to be reaching consensus throughout the BITA process. 

 

Leveraging stakeholder motivation in reaching consensus in BITA is therefor based on the willingness 

of organisations to accurately fill in the SMM. This provides stakeholders with a tool that contributes 

to the success of BITA. 

5.3. Recommendations for practice 
The recommendations for practice give insight into the fifth step of the DSRM evaluation through 

reflection on the performed research. This will be a limited evaluation, as a full evaluation could be 

performed in future research. Truly leveraging motivations in reaching consensus during BITA, 

stakeholders should be aware of the definition of reaching consensus and motivation of other 

stakeholders. Applying the SMM within organisations could give strategic stakeholders insight into the 

motivations of other strategic stakeholders. Also, the stakeholders should be aware of other 

stakeholders’ definition of reaching consensus in BITA. 

 

Implementing the design artifact SMM at the beginning of the process of BITA within the organisation 

can be done through a questionnaire that stakeholders need to fill in or a SMM session where 

stakeholder can fill in the SMM together. In the questionnaire or SMM session the definition of 

reaching consensus should be covered to align all stakeholders in their definition. During the BITA 

process the filled in SMM can be used as evaluation for the concept of taking other motivations into 

account through communication. However, the other concept of taking others motivations into 

account through the selection of whom will be participating in the BITA project, could be difficult to 

approach with the SMM as it takes place before the participating stakeholders are selected for the 

BITA project. Therefore, the SMM should be further reached in practice to determine if it fits with all 

stakeholders’ concepts to take other motivations into account. 

5.4. Recommendations for further research 
First of all, a limitation of this research is that the expert interviews are not conducted within the same 

organisation. The expected and actual motivation of stakeholders could have been thoroughly 

compared when this was the case. Second, an applied SMM is not tested in this research. For future 

research, this could be done through a focus group and a longer time to research to detect possible 

changes in motivations or definition of reaching consensus. Third, future research could focus on 

creating a standard filled in SMM with possible motivations of stakeholders whom are often involved 

in BITA. This could contribute to the deployability and usability of the design artifact. Fourth, 

conducting future research towards the technological frames of strategic stakeholders as aligning 

technological frames of strategic stakeholders could potentially lead to the success of BITA within 

organisations. Last, the DSRM is not fully completed as the fifth and sixth step are not executed. There 

is a starting point with the fifth step, evaluation, as this is performed through a reflection on this 

research paper. The sixth step cannot yet be performed as it contents the communication of the 

previous steps and artifact. Evaluating and communicating the artifact is therefore recommended for 

future research. 
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Appendix A – Search strategy: Building blocks method 

Concepts (AND) Stakeholder Motivation Consensus Business-IT alignment 

Synonims (OR)    BITA 

 

Standard selection criteria via the advanced search: 

- Based on the above search terms 

- Language: English 

- The abstract is searched for the above search terms 

- Inclusive criteria: 

o The research is focused on Business-IT Alignment processes or studying stakeholders 

in de context of alignment. 

- Exclusive criteria: 

o The research is focused on other research domains. 

 

Search term: Stakeholder AND Motivation 

Results: 90 Articles 

- Understanding dyadic promoter-stakeholder relations in complex projects (Vos, 2016) 

- Government IS Implementation: A Framework for Stakeholder Orientation (Ahmed, 2017). 

- The Effect of Stakeholder Consideration in IT Investment Evaluation on Business Value: 

Evidence from Sweden (Frisk, 2005). 

 

Search term: Stakeholder AND Consensus 

Results: 31 Articles 

- Identifying and Evaluating the Importance of Multiple Stakeholder Perspective in Measuring 

ES-Succes (Sedera, 2006). 

- Towards a Model for Discourse Ethics-based Digital Business Strategy Development (Degner, 

2016). 

 

Search term: Stakeholder AND Business-IT alignment 

Results: 39 Articles 

- Aligning Effectively: The Case of Electronic Medical Records (P. Walraven, van de Wetering, 

R., Helms, R., Caniëls, M., 2020). 

- The Role of Engagement in Achieving Business-IT alignment Through Practicing Enterprise 

Architecture (Kurnia, 2020). 

- The Impact of Communications and Understanding on the Success of Business – IT alignment 

(Cybulski, 2005) 

 

Search term: Consensus AND Business-IT alignment 

Results: 3 Articles 

- Enterprise Web 2.0: The Challenge of Executive Sense-Making and Consensus (Helfenstein, 

2008). 

- Technological Frames of Reference in Software Acquisition Decisions: Results of a Multiple 

Case Study (Harnisch, 2013). 
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Appendix B – Search strategy: Snowball method 

 
 

 
 

Government IS Implementation: 
A Framework for Stakeholder 

Orientation (Ahmed, 2007)

Toward a theory of stakeholder 
identification and salience: 

definging the principles of who 
and what really counts (Mitchell 

et al., 1997)

Understanding dyadic promoter-
stakeholder relations in complex 

projects (Vos, 2016)

Towards a Model for 
Discourse Ethics-based 

Digital Business Strategy 
Development (Degner et al., 

2016)

Toward ethical information 
systems: the contribution of 
discourse ethics (Mingers et 

al., 2010)
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Aligning Effectively: The Case 
of Electronic Medical Records 

(Walraven et al.,2020)

Co-evolutionary IS-alignment: 
a complex adaptive systems 
perspective (Walraven et al., 

2018)

Using a Co-evolutionary IS-
alignment Approach to 

Understand EMR 
Implementations (Walraven 

et al., 2019)

An update on business-IT 
alignment:"A line"has been 
drawn (Luftman et al.,2007)
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Appendix C – Comparing motivations within the SMM 

Compare the actual motivations to the expected motivations of the CFO. 

Stakeholder CFO CIO Senior managers 
Senior consultants 

CEO 

CFO The 
motivations of 
the CFO. 
 

The CFO expects 
these motivations 
from the CIO. 

The CFO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CFO 
expects these 
motivations 
from the CEO. 
 

CIO The CIO 
expects these 
motivations 
from the CFO. 

The motivations 
of the CIO. 

The CIO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CIO expects 
these 
motivations 
from the CEO. 

Senior managers 
Senior consultants 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CFO. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations from 
the CIO. 

The motivations of 
the Senior 
managers and 
Senior consultants. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CEO. 

CEO The CEO 
expects these 
motivations 
from the CFO. 

The CEO expects 
these motivations 
from the CIO. 

The CEO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The motivations 
of the CEO. 
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Compare the actual motivations to the expected motivations of the CIO. 

Stakeholder CFO CIO Senior managers 
Senior consultants 

CEO 

CFO The 
motivations of 
the CFO. 
 

The CFO expects 
these motivations 
from the CIO. 

The CFO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CFO 
expects these 
motivations 
from the CEO. 
 

CIO The CIO 
expects these 
motivations 
from the CFO. 

The motivations 
of the CIO. 

The CIO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CIO expects 
these 
motivations 
from the CEO. 

Senior managers 
Senior consultants 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CFO. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations from 
the CIO. 

The motivations of 
the Senior 
managers and 
Senior consultants. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CEO. 

CEO The CEO 
expects these 
motivations 
from the CFO. 

The CEO expects 
these motivations 
from the CIO. 

The CEO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The motivations 
of the CEO. 
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Compare the actual motivations to the expected motivations of the Senior managers and Senior 

consultants. 

Stakeholder CFO CIO Senior managers 
Senior consultants 

CEO 

CFO The 
motivations of 
the CFO. 
 

The CFO expects 
these motivations 
from the CIO. 

The CFO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CFO 
expects these 
motivations 
from the CEO. 
 

CIO The CIO 
expects these 
motivations 
from the CFO. 

The motivations 
of the CIO. 

The CIO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CIO expects 
these 
motivations 
from the CEO. 

Senior managers 
Senior consultants 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CFO. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations from 
the CIO. 

The motivations of 
the Senior 
managers and 
Senior consultants. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CEO. 

CEO The CEO 
expects these 
motivations 
from the CFO. 

The CEO expects 
these motivations 
from the CIO. 

The CEO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The motivations 
of the CEO. 

 

  



32 
 

Compare the actual motivations to the expected motivations of the CEO. 

Stakeholder CFO CIO Senior managers 
Senior consultants 

CEO 

CFO The 
motivations of 
the CFO. 
 

The CFO expects 
these motivations 
from the CIO. 

The CFO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CFO 
expects these 
motivations 
from the CEO. 
 

CIO The CIO 
expects these 
motivations 
from the CFO. 

The motivations 
of the CIO. 

The CIO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The CIO expects 
these 
motivations 
from the CEO. 

Senior managers 
Senior consultants 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CFO. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations from 
the CIO. 

The motivations of 
the Senior 
managers and 
Senior consultants. 

The Senior 
managers and 
Senior 
consultants 
expect these 
motivations 
from the CEO. 

CEO The CEO 
expects these 
motivations 
from the CFO. 

The CEO expects 
these motivations 
from the CIO. 

The CEO expects 
these motivations 
from the Senior 
managers and 
Senior consultants. 

The motivations 
of the CEO. 
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Appendix D – Thematic Analysis 

Excerpts from transcript (Q = questions by interviewer, A ‘job title’ = Answers by 
interviewee and job title) 

Codes generated Theme 

Q: 
Wat verstaat u onder het behalen van een overeenstemming binnen een project? 
 
A CEO: 

1. Ik denk als directie van een bedrijf heb je een visie van wat je ermee wil en 
wat je ermee wil bereiken. Dat zul je naar de werkvloer moeten gaan 
ventileren en communiceren; 

2. Het kan ook nog wel eens zo wezen dat de directie het helemaal niet ziet, 
maar dat de werkvloer zegt van we hebben zn systeem nodig; 

3. Dat is een van de moeilijkste punten om daar met zn allen uit te komen van 
we gaan die kant op; 

4. Die (management laag die op één lijn moet komen) hebben vaak minder 
moeite, omdat die een redelijke helicopter view hebben van de organisatie; 

5. omdat zij (management laag) een functie hebben waarin zij wat harder 
kunnen schreeuwen als de onderlaag. Door de ogen van heel veel mensen 
hebben die mensen in de hogere functies altijd gelijk; 

6. Die (management laag) hebben het niet over het detail 
7. Q: Managers zijn dan veel praktischer ingesteld? A CEO: Ja, en dat moet je bij 

elkaar brengen. 
 
A CFO: 

1. Dat je wel een document hebt liggen van wat je wilt. Dus daar starten we 
mee. Dat je het gewoon samen eens bent dat dit is een soort van programma 
van eisen, dit willen we graag hebben. En dan moet je het op een gegeven 
moment ook samen eens zijn met wie of welke partij of welk programma dat 
dan gaat worden; 

2. Het toch vaak een beetje democratisch besluit denk ik. 
 
A CIO: 

CEO: 
1. Overeenstemming 

behalen door visie te 
communiceren. 

2. Bottum-up urgentie. 
3. Overeenstemming 

behalen is moeilijk 
4. Management behaalt 

makkelijker 
overeenstemming. 

5. Management heeft 
hyrarchische voordeel. 

6. Overeenstemming 
behalen door minder 
details. 

7. Overeenstemming 
behalen door praktische 
managers en 
management bij elkaar 
te brengen. 

 
CFO: 

1. Overeenstemming is 
het samen eens zijn. 
Opstellen programma 
van eisen. 

2. Overeenstemming 
behalen met 
democratisch besluit. 

- Behalen van 
overeenstemming 

- Definitie van 
overeenstemming 
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1. Ik denk dat je daarin eigenlijk verschillende randvoorwaarden met elkaar vast 
stelt waar je het over eens moet zijn; 

2. Ookal is utopie dat je allemaal precies op één lijn zit. 
 
A Senior manager: 

1. Ik denk vooral dat je de doelstellingen, wat er moet gaan gebeuren, dat je het 
daar over eens bent. 

2. Q: Je moet het eerst eens worden met elkaar over een eind doel. A Senior 
manager: Ja, en een strategie om dat doel te bereiken. Dat zijn die 
randvoorwaarden eigenlijk. 

 

 
CIO: 

1. Overeenstemming is 
het samen een zijn over 
randvoorwaarden. 

2. Alle betrokkenen het 
met elkaar eens zijn is 
utopie. 

 
Senior manager: 

1. Overeenstemming is 
het eens zijn over de 
doelstellingen. 

2. Overeenstemming is 
het een zijn over de 
strategie om het doel te 
bereiken. 

Q: 
In hoeverre heeft het betrekken van personen in verschillende functies volgens u 
invloed op het bereiken van overeenstemming? 
 
A CEO: 

1. Ja, ik denk het wel. De mensen die dan mee doen... Kijk als er niemand van 
het management of uit de bovenlaag van het bedrijf als ze roepen van ja we 
willen zn systeem aanschaffen en ze laten zich nooit meer zien, dan heb je 
een uitdaging; 

2. Dan denkt de onderste laag ook van Hey het wordt breed gedragen door 
onze directie, dus dat moeten we gaan organiseren. 

 
A CFO: 

1. Ja, dat heeft echt invloed. Want iedereen kijkt er echt van een andere kan 
naar en iedereen kijkt met eigen belang. 

CEO: 
1. Het betrekken van 

personen uit 
verschillende functies 
heeft zeker invloed. 

2. Wanneer de directie 
betrokken is bij het 
project laat dit de 
medewerkers zien dat 
het breed wordt 
gedragen en is er een 
grotere kans van slagen 
voor het project. 

 
CFO: 

- Behalen van 
overeenstemming 

- Invloed van 
betrokkenen op 
overeenstemming 
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2. Een groep als marketing en communicatie kijkt op een totaal andere manier 
er naar en dat is wel eens lastig om dan overeenstemming te bereiken is niet 
zo handig. En dat is ook de reden dat ik het uit elkaar getrokken heb nu, want 
dat is volgens mij wel handiger. Dan focus je je op een oplossing; 

3. Ik denk dat de club die er het meest mee moet werken en er ook de profeit 
daar uit moet gaan halen dat die daar het meest over te zeggen hebben. Ik 
heb het liefst dat ze zelf gaan kiezen wat ze willen. Dan is de acceptatie hoger 
en dan gaat het ook beter werken. 

 
A CIO: 

1. Ja, want hoe meer mensen ik vraag hoe meer meningen er zijn. Dus daar 
moet je ervoor zorgen dat je een selecte groep hebt die wel de steun heeft 
van het gros van de mensen om daar keuzes in te maken. En daar 
bijvoorbeeld ook verantwoording voor afleggen; 

 
A Senior manager: 

1. Ja, dat denk ik wel. Iedereen heeft zijn mening, dus die willen ze dan ook 
allemaal geven dan. Ik denk dat het gevaar is dat je te veel mensen betrekt 
en dat je het daardoor stroperig maakt. De andere kant is dat als je te weinig 
mensen betrekt dan heb je misschien een te eenzijdig beeld en dan loop je 
dus nog de verkeerde kant op. 

 

1. Het betrekken van 
personen uit 
verschillende functies 
heeft zeker invloed. 

2. Afdelingen hebben vaak 
een andere kijk en het is 
dan lastiger om 
overeenstemming te 
bereiken. 

3. Vaak wordt er gekeken 
naar welke afdeling er 
het meeste mee moet 
gaan werken en wie er 
het meeste profeit van 
heeft. Die personen 
hebben het meeste te 
zeggen. 

 
CIO: 

1. Het betrekken van 
personen uit 
verschillende functies 
heeft zeker invloed. 

 
Senior manager: 

1. Het betrekken van 
personen uit 
verschillende functies 
heeft zeker invloed. 

 

Q: 
Welke motivaties zijn van toepassing in uw functie bij het voltooien van een project? 
 

CEO: 
1. Het verbeteren van de 

organisatie. 

- Persoonlijke motivatie 
per functie 
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A CEO: 
1. Je loop binnen je organisatie heel vaak tegen een aantal drempels op en door 

een product of een it-oplossing kun je die drempels weg nemen en dan ga je 
zelf daarvoor een plan maken met wie, wat, waar en hoe zou ik het gaan 
gebruiken. En met name uiteindelijk wat ga ik ermee verdienen; 

2. Dat is een van de rollen waarvan geld ergens in het midden hangt. Het 
verbeteren van de organisatie is denk ik een van de belangrijkste reden om 
dingen te veranderen. 

 
A CFO: 

1. De motivatie is echt het eind doel; 
2. En ook gewoon wel dat je de meerwaarde er van ziet; 
3. Dus er kunnen stukken verbeterd worden. Dat is ook wel de motivatie, kan 

het wel beter en efficienter ook vooral; 
4. Dus het is ook wel nieuwschierigheid en enthousiastme, maar uiteindelijk het 

eind doel wat mij motiveerd. 
 
A CIO: 

1. Ik denk dat één het begint met een soort van urgentie. Dat er urgentie moet 
zijn om het op te gaan pakken; 

2. Waarbij ik het ook belangrijk vind dat ook die motivatie ook vanuit het team 
zelf er is; 

3. Dus er moet een bepaalde urgentie bij de teamleiders zijn en het moet leven 
bij de medewerkers; 

4. Dus het levert of tijdbesparing op, of het levert financieel wat op, of het zorgt 
ervoor dat de kwaliteit veel beter wordt. Dat zijn er wel drie; tijd, kwaliteit en 
financieel. 

 
A Senior manager: 

1. Ik vind het leuk, dat is denk ik een ding, om er aan te werken; 
2. Ik vind het een uitdaging om iets waarvan men zegt dat kan nooit om daar 

over na te denken van hoe zou dat toch kunnen; 

2. Het verdienen van geld 

(Uiteraard moet er ook 

geld uitgegeven worden 

om verbetering in de 

organisatie waar te 

maken.) 

 
CFO: 

1. Het eind doel bereiken 

2. De meerwaarde zien. 

3. Het verbeteren van de 

organisatie, kan het 

beter en efficienter. 

4. Nieuwschierigheid en 

enthousiasme 

 
CIO: 

1. Urgentie om het op te 
pakken. 

2. Motivatie vanuit het 
team. 

3. Urgentie en motivatie 
4. Het leverd tijd, kwaliteit 

of financieel wat op. 
 
Senior manager: 

1. Leuk vinden om er aan 
te werken 

2. Uitdaging en het 
tegengestelde bewijzen 
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3. Uiteindelijk krijg ik de energie er van als dan zie dat het werkt en dat mensen 
het gaan gebruiken. 

 

3. Medewerkers die gaan 
gebruiken waar aan 
gewerkt wordt. 

 

Q: 
Houd u ook rekening met de motivaties van anderen tijdens een project? Zo ja, hoe 
geeft dit zichzelf vorm? 
 
A CEO: 

1. Je moet met zn iemand in gesprek gaan waarom doe je dingen vandaag nog 
steeds zo en kunnen we dat morgen anders gaan doen. Dat gesprek ga je aan. 
Langzamer hand duw je ze richting waar jij ze heen wil hebben en dan moet 
je zorgen dat zij ook gemotiveerd raken; 

2. Als je een hele grote organisatie hebt waarvan de directie het personeel niet 
eens kent, dan heeft het geen nut om de directeur op pad te sturen; 

3. Q: Zie je ook nog een verschil tussen een directeur van een bedrijf wat niet 
van die persoon zelf is? A CEO: Ja, die wordt met target aangenomen en die 
targets moet hij halen. Als de targets er zijn dan vind hij het prima; 

4. Je persoonlijkheid zit daar ook in. Als je de drive hebt om dingen beter en 
sneller te willen dan kun je dat opbrengen. 

 
A CFO: 

1. Ja, daar houd je rekening mee en ook al heel erg met het samenstellen van 
een projectgroep. Van hoe gemotiveerd zijn mensen. Je zoek al een beetje op 
enthousiastme; 

2. Het is wel heel belangrijk dat je niet met vijf mensen heel enthousiast bent en 
heel gemotiveerd bent om het in te voeren en dat je de rest helemaal bent 
kwijt geraakt. Je houd dus rekening met de motivaties van anderen binnen 
het project, ten eerste al met wie zoek je, maar ook van hoe gemotiveerd is 
iedereen in het bedrijf om het straks te gaan gebruiken; 

3. Het maakt de motivatie ook stukken makkelijker als je een opdracht van 
boven af naar beneden over de schutting gegooid krijgt die laat ik meestal 
liggen. 

CEO: 
1. Er wordt wel rekening 

gehouden met de 
motivaties van anderen, 
maar vaak is er het doel 
om medewerkers 
gemotiveerd te maken 
voor de visie van de 
CEO. 

2. Organisatie grote heeft 
invloed 

3. Er lijkt een verschil te 
zijn tussen CEO’s die 
eigenaar zijn en CEO’s 
die aangenomen zijn en 
verantwoording 
moeten afleggen en 
targets moeten halen. 
Hierbij zou een CEO die 
eigenaar meer 
motivatie hebben om 
de organisatie te 
verbeteren. 

 
CFO: 

1. Er wordt rekening 
gehouden met de 
motivaties van anderen. 

- Redenen om rekening 
te houden met de 
motivatie van 
anderen. 

- Er wordt rekening 
gehouden met de 
motivaties van 
anderen. 
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A CIO: 

1. Als projectleider is het wel belangrijk om er voor te zorgen dat iedereen 
aangehaakt is; 

2. Dat je ervoor moet zorgen dat mensen ook gemotiveerd worden doordat 
bijvoorbeeld de afdeling enthousiast is. 

3. Q: De vooruitgang die je boekt mag dan ook als motivatie gezien worden om 
dan door te gaan. A CEO: Ja, klopt. En juist te laten zien en bespreekbaar te 
maken dan werkt het goed en dat is hetzelfde bij momenten waarbij het niet 
goed gaat maak het dan ook bespreekbaar 

 
 
A Senior manager: 

1. Ja, iemand moet wel willen zeg maar; 
2. Het moet ook als team. Je moet niet in je ééntje hier gaan ziten en dan nu 

moet ik dit regelen en dat een ander denkt ik regel mijn stukje en het andere 
stuk daar denk ik niet overna. Het moet wel allemaal op elkaar inhaken. 

 

2. Enthousiastme is één 
van de motivatie die 
sterk aanwezig moet 
zijn bij de personen in 
de projectgroep. 

3. Opdrachten bottum-up 
zijn een stuk 
makkelijker dan top-
down. 

 
CIO: 

1. Iedereen is aangehaakt. 
2. Enthousiastme in de 

afdeling. 
3. Vooruitgang als 

motivatie en 
bespreekbaar maken 
van alles. 

 
Senior manager: 

1. Mensen moeten willen. 
2. Samenwerken moet 

ook. 

Q: 
Welke motivaties verwacht u bij een persoon in de functie van CEO? 
 
A CFO: 

1. Als ik het door krijg om het op te gaan pakken dan verwacht ik van de CEO 
ook wel dat hij/zij mij gemotiveerd houd. Dat de CEO wel regelmatig wat 
terugkoppeling vraagt en ook nog wel bezig zijn met dat project; 

2. Betrokken zijn en dan hoeven ze niet inhoudelijk betrokken te zijn. 
 
A CIO: 

CFO: 
1. Motiveren van 

medewerkers. Interesse 
in het project. 

2. Betrokken zijn maar 
niet inhoudelijk. 

 
CIO: 

1. Introductie van het 
project. 

- Verwachte motivatie 
bij een CEO 
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1. Bij de wat grotere projecten zou het goed zijn als een CEO bij de start van een 
project erbij is. Dat hij het eigenlijk opend van nou belangrijk dat dit gebeurd 
als directie vinden we dat belangrijk; 

2. Ik denk dat dat een belangrijke is en dat de directeur dus ook aanspreekbaar 
moet zijn als er vragen zijn. 

 
A Senior manager: 

1. Dat hij een overkoepelend beeld heeft van wat de organisatie doet en waar 
het heen moet. En dat dat hij weet te balanseren tussen de dagelijkse 
business, de pijp moet roken zeg maar, en tegelijker tijd ook oog heeft voor 
we moeten ook van de plek afkomen qua strategie en onszelf verbeteren en 
ontwikkelen. 

 

2. Betrokkenheid bij het 
project. 

 
Senior manager: 

1. Een overkoepelend 
beeld van de 
organisatie. Balans 
tussen dagelijkse 
business en 
verbeteringen / 
ontwikkeling van de 
organisatie. 

 

Q: 
Welke motivaties verwacht u bij een persoon in de functie van CIO? 
 
A CEO: 

1. Dat hij de beste systemen aanbeveeld om je plan te laten slagen. Hij moet 
gemotiveerd zijn dat hij zorgt dat eigenlijk met wat je bedacht hebt. Kijk een 
pakket software kopen is niet zo spannend. Maar het inrichten, de 
equipment erbij kopen. Hij moet gemotiveerd zijn dat dat in goede banen 
geleid gaat worden; 

2. Verbetering van het proces en hij moet er voor zorgen dat zijn keuzes 
bijdragen aan die verbetering. 

 
A CFO: 

1. Wat ik van deze persoon voor motivatie verwacht is dat hij mee werkt en niet 
dwars er voor gaat liggen; 

2. Dat ze wel vernieuwend mee willen denken. De CIO moet gemotiveerd 
blijven om te vernieuwen. 

 
A Senior manager: 

CEO: 
1. Systemen aanbevelen. 

In goede banen Leiden 
van inrichten en 
aankopen van 
systemen. 

2. Verbetering van het 
proces. 

 
CFO: 

1. Gemotiveerd om samen 
te werken. 

2. Vernieuwend denken. 
 
Senior manager: 

1. Kennis van de huidige 
technieken. 
Medewerkers 
stimuleren om mee te 
werken. 

- Verwachte motivatie 
bij een CIO 
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1. Dat hij een goed beeld heeft van de technieken die er zijn, ook weet welke 
technieken er aankomen. En de mensen weet te verzamelen om die 
technieken allemaal op het juiste moment in te voeren; 

2. Q: Dus inderdaad op de hoogte zijn van wat er in de branch waar je dan in zit 
gebeurd en wat er vernieuwend is. A Senior manager: Ja, je hoeft niet alles 
zelf te kunnen, maar het is wel handig dat je ervan weet. 

 

2. Kennis van de branch 
en venieuwingen. 

 

Q: 
Welke motivaties verwacht u bij een persoon in de functie van CFO? 
 
A CEO: 

1. Die moet er voor zorgen dat het rendabel wordt; 
2. Hij moet gemotiveerd zijn om zn project financieel tot een goed einde te 

brengen; 
3. De CFO zit er voor om de centen te bewaken. 

 
A CIO: 

1. Bij een CFO is het meer dat hij naar de randvoorwaarden financieen kijkt en 
daarbij wel mee denkt in mogelijkheden in plaats van alleen maar 
beperkingen; 

2. Ik denk dat hij aan de voorkant erbij is om te zeggen oke dit is het budget, 
hiervoor moet je het doen, tussendoor kan het ook zo zijn dat een 
projectleider ziet van oke ik loop uit de pas qua financieen. Dan moet hij ook 
terug naar de financieel manager. En op het einde ook om het af te sluiten, 
van oke dit was het budget dit is het uiteindelijk geweest. Dat zijn de 
momenten dat een finacieel manager erbij betrokken is. 

 
A Senior manager: 

1. Uiteindelijk verwacht ik dat daar iemand zit die ook een overkoepelend beeld 
heeft en die uiteindelijk stuurt op output van het geheel en niet specifiek van 
één afdeling. En die ook bereid is om te zeggen van ik ga in een bepaalde 
hoek ga ik investeren want dan weet ik daar over de hele linie komt daar 
uiteindelijk meer uit. 

CEO: 
1. Rendabel worden van 

het Project. 
2. Project tot een goed 

einde brengen. 
Financieel gezien. 

3. Bewaking van het 
budget. 

 
CIO: 

1. Verantwoordelijkheid 
voor de finánciele 
randvoorwaarden. 

2. Betrokkenheid bij een 
project tot op zekere 
hoogte. 

 
Senior manager: 

1. Overkoepelend beeld 
van de organisatie. 
Inzicht in hoe 
investeringen tot 
verbetering kunnen 
leiden binenn meerdere 
afdelingen. 

- Verwachte motivatie 
bij een CFO 
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Q: 
Welke motivaties verwacht u bij een persoon in de functie van Senior manager? 
 
A CEO: 

1. Ik denk dat zij gemotiveerd moeten zijn om de procesverbetering door te 
voeren. Zij moeten echt met de mensen op de werkvloer aan de gang; 

2. Ik denk dat senior management de beroerdste job hebben van iedereen, 
omdat het gewoon puur die schakeling is tussen die bovenlaag en de 
onderlaag. 

 
A CFO: 

1. Zij moeten gemotiveerd zijn om hun medewerkers tijd vrij te laten maken 
voor het project. Dus zij moeten wel zorgen dat dat prioriteit heeft bij die 
mensen; 

2. Die moeten dus gemotiveerd zijn om hun medewerkers aan het werk te 
zetten daarin en niet alleen op declarable uren zitten; 

3. Ik verwacht hun wel dat ze gemotiveerd zijn om mee te werken in zn project 
en ook de meer waarde zien. Dat het alleen maar efficienter wordt daarna. 

 
A CIO: 

1. Individuele motivatie voor die persoon en die persoon moet het leuk vinden 
om de spin in het web te zijn bij zn project; 

2. Dus het moet ook een soort van motivatie zijn om dat netwerk te kunnen 
organiseren; 

3. En is dan CIO uiteindelijk om de grote lijn te bewaken. 
 
A Senior manager: 

1. Dat ze zich enerzijds wel conformeren aan de laag daarboven, wat daar de 
doelstellingen van zijn, maar zich ook kunnen verplaatsen in de laag 
daaronder. In de uitvoerende laag; 

CEO: 
1. Aansturen van 

procesverbetering. 
2. Schakeling tussen het 

management en de 
medewerkers. 

 
CFO: 

1. Prioriteit geven aan een 
project waar 
medewerkers aan 
werken. 

2. Medewerkers voorzien 
van werk. 

3. Meewerken aan een 
project om werk 
efficienter te maken. 

 
CIO: 

1. Een spin in het web zijn. 
2. Netwerk kunnen 

organiseren. 
3. Grote lijnen bewaken. 

 
Senior manager: 

1. Conformeren aan 
management en zichzelf 
kunnen verplaaten in de 
medewerkers. 

2. Richting aangeven en 
mensen motiveren. 

 

- Verwachte motivatie 
bij een senior 
manager 
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2. Zeggen die kant gaan we op, maar dat zul je ook goed moeten uitleggen. Van 
dat dat de juiste weg is, want als iemand daar niet aan mee wil werken dan 
houd het ook op. 

 

Q: 
Zijn er nog toevoegingen vanuit u? 
 
A CEO: 

1. Ja, maar dat mag nooit hard op gezegt worden. Ik adviseer wel eens bij 
bedrijven dat als ze hele grote trajecten gaan veranderen dat ze er des noods 
maar een nieuwe afdeling of een nieuw process naast moeten gaan bouwen. 
En waarom: de mensen die daar zitten die willen niet anders, ook de 
managers niet. Want die zijn gewend om dat verhaal te doen. 

 
A CFO: 

1. dat vaak projecten die vanaf de werkvloer naar bovenkomen zeg maar dat 
dat honderd procent beter werkt dan wat van boven naar beneden wordt 
gegooid; 

2. Uiteindelijk heb je altijd mensen die je ook nog zover moet krijgen dat ze het 
gebruiken. Die laatste groep moet je nooit helemaal op wachten voordat je 
begint, want dan ga je nooit beginnen; 

3. : En je moet er altijd een paar hebben die echt gewoon onhandig zijn die je 
wel voor je karretje hebt. Het is me gelukt, het is zelf mij gelukt! 

 
A CIO: 

1. Je hebt wat methodes die helpen om een project groep te kunnen leiden; 
2. Het idee van dat je heel helder met elkaar afspreek van oke we starten met 

een project van wat is er allemaal nodig, welke momenten komen we bij 
elkaar, hoe ziet de structuur er uit dus dat je heel helder hebt van dit is de 
projectgroep, maar je hebt ook een stuurgroep en je hebt een misschien nog 
een adviesgroep; 

3. Je kunt dus ook mensen hebben die enorm gemotiveerd zijn en heel graag 
willen, maar dus ook alle kanten op schieten. En je moet op een of andere 

 - Toevoegingen  
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manier moet je ervoor zorgen van dit is het pakketje, dit is je 
bewegingsvrijheid. 
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