MASTER'S THESIS
Enterprise Architecture Artifacts Driving Digital Transformation

Dircks, P.M.H (Peter)
Award date:
2020
Link to publication

General rights
Copyright and moral rights for the publications made accessible in the public portal are retained by the authors and/or other copyright owners
and it is a condition of accessing publications that users recognise and abide by the legal requirements associated with these rights.
• Users may download and print one copy of any publication from the public portal for the purpose of private study or research.
• You may not further distribute the material or use it for any profit-making activity or commercial gain.
• You may freely distribute the URL identifying the publication in the public portal.
Take down policy
If you believe that this document breaches copyright please contact us at:
pure-support@ou.nl
providing details and we will investigate your claim.

Downloaded from https://research.ou.nl/ on date: 09. Jan. 2023

Open Universiteit
www.ou.nl

EA ARTIFACTS DRIVING

Source: https://miguelhinojosa.net/2020/01/15/transformacion-digital-un-proceso-estrategico-para-la-empresa

Which EA artifacts facilitate the process of strategic planning for digital transformation?

Study:
Degree programme:

Course:
Student:
Identification number:
Date:
Thesis supervisor
Second reader
Version number:
Status:

Open Universiteit, faculteit Management, Science & Technology
Masteropleiding Business Process Management & IT
Open University of the Netherlands, Faculty of Management, Science &
Technology
Business Process Management & IT master's programme
IM0602 BPMIT Graduation Assignment Preparation
IM9806 Business Process Management and IT Graduation Assignment
Peter Dircks
20 August 2020
Frank de Grave
Rogier van de Wetering
1.0
Final
i

Abstract
The accelerating evolution of digital technologies is having a disruptive impact on companies and forcing them to
transform digitally. As a result, customer needs and value propositions are constantly changing. This calls for a
different form of strategic planning and execution. The question is whether the current EA and its management
practices are sufficiently developed to support the strategic planning process for digital transformation. The purpose
of this research is to identify which EA artifacts in both science and practice facilitate this process. The research
strategy chosen is associated with a qualitative research design. First, a theoretical framework was developed.
Second, the most commonly used EA artifacts by stakeholders of a case company in the strategic planning phases
were mapped. Through pattern matching and the use of a confrontation matrix, these were linked to the theoretical
framework. The results show which EA artifacts are used by stakeholders during this process and that the value
matrix for customer contacts was experienced as driving digital transformations. The conclusion is a set of EA
artifacts that can facilitate the strategic planning process for digital transformations, but further research is needed
to identify an unambiguous set for practice.

Keywords
Digital transformation, strategic planning, enterprise architecture, stakeholder use, EA Artifacts

ii

Summary
Over the past decade, new technologies such as social media, mobile, data analytics, cloud, and the internet of
things have enabled the digitization and automation of products, services, and process activities. This development
has changed the relationship between companies and their customers, suppliers, and partners. The lifecycle of
companies has been significantly reduced by the aforementioned development driving the emergence of disruptive
business models and changing value propositions. This necessitates companies to transform digitally and adapt their
strategy development accordingly.
Enterprise architecture (EA) is intended to bridge the gap between a company's vision, mission, and strategy and the
execution of the strategically desired transformation within the different architecture layers of a company. It is
based on management practices that ensure that the EA is described in the form of EA artifacts, providing a holistic
overview of the EA. EA artifacts in the form of architecture designs and principles together provide direction while
limiting design freedom. EA frameworks provide a structured set up to organize and categorize these EA artifacts.
Different governance styles stimulate the development and maintenance of the EA by describing and using EA
frameworks and -artifacts to achieve the vision, mission, and strategy of the company.
However, the question is whether the EA in its current form is suitable to adequately support digital transformations
and their strategic planning. The theory recognizes that the strategic planning process consists of three specific
phases. Concerning the phase that consists of formulating and planning a strategy, several phases are distinguished,
such as devising and describing a vision and a mission, analyzing the internal and external environment, comparing
different strategic possibilities, and the final phase consisting of definitive strategic decision-making. How this
process functions as part of enterprise architecture management for digital transformations is a sub-research
question of this study. Furthermore, which EA artifacts support this process and which stakeholders use these EA
artifacts and for which purpose. This to find an answer to the main research question: Which EA artifacts facilitate
the process of strategic planning for digital transformations?.
The research shows that the strategic planning process is a semi-structured process in which a multidisciplinary team
consisting of senior business/IT managers and business architects/consultants work together and go through several
strategic planning phases to deliver a digital transformation strategy as part of a strategic plan. Part of this strategic
plan is firstly the aim of investing in an operational backbone. An important part of this is to create a single point of
truth for the transactional customer and distribution partner data. This is considered a prerequisite for the
development of a digital technology platform and a data analytics engine for customer contact optimization and
insights for business development. So the description of a digital transformation strategy must be a goal of the
strategic planning process to make sure that the planned digital transformations are aligned with all other strategies.
In theory, several recommendations can be distinguished as to how the EA should evolve to optimally support the
strategic planning process. This thesis describes in more detail the aforementioned practices and how they may
interact with the strategic planning process.
An insight gained from the theory and a Metaplan© session is that 13 EA artifacts have been identified that can be
assumed to facilitate the strategic planning process for digital transformations. In practice, 9 EA artifacts could be
identified based on the documentation used by stakeholders or their expressed need. Five EA artifacts identified in
practice were not part of the Metaplan© proposition. A newly identified EA artifact is the value matrix for customer
contact moments. According to the stakeholders, this artifact is driving digital transformations. The final EA artifact
of the strategic planning process is a strategic 'customer contact' plan with a digital transformation strategy and
unambiguous design principles and guidelines. The design principles and guidelines are the direct translation of the
customer contact vision and mission. These provide the development direction and constraints to respond quickly to
changing customer needs and unforeseen opportunities through decentralized experimentation by delivering and
modifying minimal viable products. Central is the digitization and automation of customer contact moments to
spend more time on the most valuable customer contact moments. So the strategic customer contact plan can be
the foundation for the development of adaptive business design. However, further research will still be needed to
establish an unambiguous set of EA artifacts.
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1. Introduction
Background
The accelerating technological and digital evolutions are both threats and opportunities for
companies. Existing value propositions are under increasing pressure and changing because of this
development. To be able to turn the opportunities these changes bring into renewed value
propositions, companies will need to be able to adapt their strategies quickly . This requires dynamic
skills, special resources, and resilience as part of the business design (Korhonen & Halén, 2017).
Certain architectural layers or the entire architectural layers of a company need to be transformed
and aligned with the constantly changing strategy and/or value propositions so that the changes
reinforce and complement each other (Harmsen, Proper, & Kok, 2009). A transformation of the
business model, a merger, acquisition, or the renewal and/or complete replacement of business
information systems are examples of such foundational changes, which qualify as “business
transformation” or “organizational transformation” (Labusch, Aier, Rothenberger, & Winter, 2014).
Hendrickx (2015) argues that the current dominant form of the aforementioned transformations is
the digital transformation in which IT can both leverage technology for process optimization as well
as be a driving strategic force.
Enterprise architecture (EA) can provide direction by limiting the design freedom of a company’s
blueprint (Tamm, Seddon, Shanks, Reynolds, & Frampton, 2015). Harmsen et al. (2009) state that EA
can thus act as an information provider, providing insight into “dependencies and supporting the
coordination of enterprise transformation”. Enterprise architecture management (EAM) has a role in
documenting the EA and maintaining it. Because the society and environment in which companies
operate are constantly changing, EAM was born to properly manage the growing complexity of
organizations and their changes (Ahlemann, Stettiner, Messerschmidt, & Legner, 2012). EAM has
evolved into a management practice that provides a philosophy, methodologies, and tools to
develop, implement and exploit competitive business architectures (Ahlemann et al., 2012). EAM
uses EA artifacts, such as as-is models, to-be models and roadmaps that provide a holistic overview
of the organization (Kotusev, 2019a). EA supports EAM and is closely linked to strategic planning
activities (Ahlemann et al., 2012; Blomqvist, Halen, & Helenius, 2015; Bui, 2017; Radeke, 2011;
Simon, Fischbach, & Schoder, 2014). Indeed, certain architectural initiatives may result from the
strategic planning process to develop the EA in a structured way. Moreover, the EA model should be
described based on these strategic initiatives and their impact on the EA should be mapped out.
EAM practices, such as EA analysis and/or documentation can thus be a valuable complement to the
strategic planning processes to ensure the development of the EA for the future (Ahlemann et al.,
2012).
This study aims to determine how the strategic planning process functions as part of EAM for digital
transformation, which EA artifacts support this process, are used by its stakeholders, and for what
purpose. The objective of this research is to provide a set of EA-artifacts that have been identified
both in science and practice as facilitating the strategic planning process for digital transformation.
A general introduction to the subject, the underlying problem definition, an indication of the goal,
and a reading guide is part of this first chapter. The second chapter is aimed at describing the
research approach, execution, a description of the developed theoretical framework, and the
purpose of the follow-up research. Chapter three gives an account of the empirical research carried
out. The results of the research are described in chapter 4. In the last and fifth chapter, the
conclusion is drawn based on a discussion of the results and limitations of the research.
Recommendations for practice and further research are also given.

Exploration of the topic
New digital technologies like social media, mobile, data analytics, cloud and the internet of things
(SMACIT) enable the emergence of new digitized products and services that promote a new form of
work, interaction and/or co-creation between people/stakeholders, who exploit the possibilities of
'digitization' and autonomous objects that have emerged from 'digitalization' (Kaidalova, Sandkuhl,
& Seigerroth, 2018; Korhonen & Halén, 2017; Zimmermann et al., 2018). This development of
digitization and digitalization is the driving force behind the urge of companies to undertake the
digital transformation journey.
It is assumed in the scientific literature that a digital transformation requires an ecosystems
architecture or two-speed architecture, consisting of an operational backbone and a digital service
platform developed in co-evolution with important stakeholders like for example customers and
suppliers (Korhonen & Halén, 2017; Ross et al., 2016; Sebastian et al., 2017; Zimmermann et al.,
2018). The architecture traditionally supported by EA must be reliable and deliver the highest quality
for operational excellence or operational backbone and as Tamm et al. (2011) once said “systems,
architectures, and structures that must be flexible and agile” or digital services backbone.
In a company, according to Korhonen and Halén (2017) architecture should be designed and built
around organizational accountability levels, and a vertically distributed and interconnected technical
architecture, socio-technical architecture, and ecosystem architecture. The technical architecture
can be seen as the traditional IT architecture. The socio-technical architecture is about creating
business agility and the ability to change rather than operational optimization (Korhonen & Halén,
2017). Thus, socio-technical architecture plays an important role in the link between strategy and
implementation (Ahlemann et al., 2012). The ecosystem architecture should allow for co-evolution
with the business ecosystem, markets, and society (Korhonen & Halén, 2017). The ecosystem
architecture must therefore not only provide a traditional robust business architecture but must also
allow the business architecture to constantly move and change with what the co-evolution demands
(Korhonen & Halén, 2017).
Digital transformation is a disruptive process because, as mentioned above, companies must keep
reinventing themselves because of this development. The current digitization era is driving
continuous change, which means that the strategy of companies must constantly change with it
(Radeke, 2011). This calls for tight strategic planning that can respond quickly to the requested
changes. Part of this strategic planning process must be the development of a digital strategy
(Sebastian et al., 2017) and/ or digital transformation strategy (Matt, Hess, & Benlian, 2015).
It is recognized that EA and its frameworks can support the strategic planning process (Ahlemann et
al., 2012; Blomqvist et al., 2015; Bui, 2017; Radeke, 2011; Simon et al., 2014). “It is widely recognized
that the strategic planning process consists of several phases with firstly the strategy formulation
and planning, secondly the strategy implementation and thirdly the strategy evaluation” (Ahlemann
et al., 2012; Blomqvist et al., 2015; Kotnour, 2011; Kotusev, 2019c; Radeke, 2011; Simon et al.,
2014). EA practices, in the strategic planning phase of EAM, such as EA analysis and/or
documentation play an important part to ensure the development of the EA for the future and
business/IT alignment. The EAM process integration according to Ahlemann et al. (2012) goes from
strategic planning to project life cycle to the operation and monitoring of the EA. This lastmentioned phase is input for the evaluation of the architecture evolution.
The various EA artifacts with different stakeholders, their use, complex interrelationships, and life
cycles together actually form a description of the EA (Kotusev, 2017a). According to Kotusev (2019b),
the real purpose of EA artifacts lies in their use.
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EA artifacts can be the drivers of a successful EA if they communicate an organization's vision,
mission, and strategy so that it can be implemented within the company's architecture layers
(Blomqvist et al., 2015).

Problem statement
A clear holistic understanding of how EA can be used to facilitate strategic change is not yet
discernible in science. Several limitations are highlighted by scientists in this context, such as the low
level of use of EA documentation and the lack of authority of the business architects (Löhe & Legner,
2014), fragmented EA research and dominated by a multitude of prescriptive artifacts, EA
frameworks and methodologies (Radeke, 2011), the lack of an explicit vision on why, how, when and
by whom EA artifacts are used (Niemi & Pekkola, 2015), organizations struggle with documenting the
EA and have no concrete guidance during the process (Roth, 2013). Also due to EA's reduced focus
on business architecture, it is assumed that there is a 'gap' between EA and strategic planning
(Simon et al., 2014). Although (Bernard, 2012) and (Kotusev, 2019c) identified some artifacts in the
context of strategic planning it isn’t clear if stakeholders can use these same artifacts in the strategic
planning phase of a digital transformation. This is also evident from the fact that there is no clear list
of EA Artifacts or a common glossary in the scientific literature (Van den Berg, Slot, van Steenbergen,
Faasse, & van Vliet, 2019).
Moreover, it is not at all clear what artifacts can be considered essential, in which EA initiatives the
artifacts are used, what roles they play in those initiatives. For example, Kotusev (2017a) classified
eight artifacts as essential because they were used within companies with a more or less mature EA
practice, not because they are fundamental instruments to guide a digital transformation
successfully. Country-specific prejudice and organization-specific terminology is also a limitation. A
hypothesis is that the EA artifact ‘business capability model’ as part of the vision type in the CSVLOD
(Considerations, Standards, Visions, Outlines, Landscapes, Designs) taxonomy of Kotusev (2016) is
hardly used in the Netherlands. Kotusev (2018a) mentioned these limitations himself in his Ph.D.
research.
Given these limitations, it is doubtful whether EA can handle a digital transformation of a company
(Mouaad & Assar, 2019; Thakurta, 2018) and support the strategic planning of the aforementioned
transformation with a specific set of EA artifacts.

Research objective and questions
To improve the success of EA initiatives, such as the strategic planning of a digital transformation, it
is important to know which EA artifacts are used and essential in such a process and the
stakeholders involved. Also, it is important to be familiar with country-specific prejudices and
differences in terminology. The objective of this research is to provide a set of EA-artifacts that have
been identified both in science and practice as facilitating the strategic planning process for digital
transformation. This brings us to the main research question: Which EA artifacts facilitate the
process of strategic planning for digital transformation?
To achieve the objective several sub-questions need to be answered:
1. How is the strategic planning process functioning as part of EAM for digital transformation?
2. Which EA artifacts support the process and which stakeholders use them for what purpose?

3

Motivation/relevance
Answering these questions will contribute to and ultimately lead to answering the main question
and provide insight into which EA Artifacts facilitate the process of strategic planning for digital
transformation and their contribution to successful implementations of digital transformations.
Moreover, answering these questions will help to gain more insight into the limitations of the
research as described under 1.3.

2. Theoretical framework
This section describes the theoretical framework. In appendix 7.2 the used systematic literature
research protocol (Brereton, Kitchenham, Budgen, & Li, 2008) combined with the guidelines of Okoli
(2010) is described. How this research protocol was implemented is described in appendix 7.2. Table
1 shows the search terms and their synonyms determined based on the research questions.
Table 1

The online library of the Open University and Google scholar has been searched for these search
terms using predefined search queries ( see appendix 7.2.1; 7.2.2; 7.2.3; 7.2.4; 7.2.5; 7.2.6;) using
the ‘building blocks’ and forward snowballing method (7.2.7). All search results are stored in an excel
workbook (see 7.2.8). This yielded 120 articles of which 45 were selected based on inclusion and
exclusion criteria shown in Table 8. The concept mapping method was used to map the mutual
relationships between the different concepts and their relevance. Figure 1 shows the resulting
concept map.

Figure 1 Concept map showing the mutual relationships between the concepts of digital transformation, digital strategy &
strategic planning, stakeholder involvement, EAM, EA, EA frameworks, and artifacts.

The results of this synthesis are described in appendix 7.3.
4

Results and conclusions
By applying the concept mapping method insights and relationships between the aforementioned
concepts were gained from the scientific literature that led to the answers to the several subresearch questions. At least to the extent that these research questions can be answered based on
the selected scientific literature. So, the answers are preliminary.

2.1.1. How is the strategic planning process functioning as part of EAM for digital
transformation?
An unambiguous definition for a digital transformation cannot be given, because the completion of
the digital transformation process within a company largely depends on the circumstances of that
company (Aliee et al. (2019). It can be deduced from several definitions (Aliee et al., 2019; Kaidalova
et al., 2018; Mouaad & Assar, 2019; Thakurta; Vial, 2019; Warner & Wäger, 2019) that digital
transformation is characterized by disruptive and/or major fundamental changes aimed at massively
exploiting new digital technologies, such as SMACIT, to transform traditional products and services
in co-creation with various stakeholders into smart, connected, individualized products and services,
take customer experiences, revenue and productivity to a higher level, enable excellence in one's
internal operations, reduce costs and develop new business models.
The success of this digital transformation depends on some key factors endorsed in the scientific
literature, such as time to market, sensing and seizing volatile market opportunities, adaptive
capability, agile system, and software development, a clear choice of digital strategy, smart use of
cognitive technologies, investment in an operational backbone, development of a digital services
backbone or platform, a two-speed architecture, seamless co-creation with stakeholders and the
adoption of a service culture where IT and business work together (Hendrickx, 2015; Korhonen &
Halén, 2017; Ross et al., 2016; Sebastian et al., 2017; Vial, 2019; Warner & Wäger, 2019;
Zimmermann et al., 2018). Also, these developments require an organization and its management to
be continuously prepared for future strategic changes by creating/continuing agile organizational
forms. The different management activities needed for this two-speed architecture are shown in
Table 12. As a result of this technological evolution, accelerated competition, shorter product life
cycles and the customer's need for individualization, a strategy needs to be constantly moving
(Kotnour, 2011; Labusch, Koebele, Aier, & Winter, 2013; Radeke, 2011; Warner & Wäger, 2019).
Thus the usual methods of strategic planning and implementation need a review (Radeke, 2011).
Blomqvist (2015) summarizes wherein the strategic planning process EA could potentially create
most value according to the views of selected authors (see Table 2).
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Table 2: Phases of the strategic planning process where EA is most effective partly adapted from Blomqvist et al. (2015) and
complemented by the views of Radeke and Ahlemann et al.

According to Goerzig (2018), EA should support that with a focus on standardization, modularization,
business, and IT alignment and strategic fit so he introduces the agile EA for digital transformation
with a similar approach as agile software
and systems development for the agile
development of future target states (see
Figure 2).

Figure 2 Agile Enterprise architecture for digital transformations
introduced by Goerzig (2018)

Especially this EA that is needed to shape
digital transformation requires a different
approach from EAM. Mouaad & Assar
(2019) emphasize that EAM should
support activities that require input from
the environment (e.g. digital drivers,
customer needs, etc.) or society, trends,
or predictive aspects. Kaidalova (2018)
expresses that EAM needs to support the
different management practices (see
Table 12) required to achieve a two-speed
architecture vital for digital
transformations.

Korhonen (2017) emphasized that the collaborative and imminent cognitive revolution requires a
sense and response approach in which strategy in the form of a plan is no longer sufficient, but the
strategy should be seen as an adaptive business design. A strategy that constantly moves with
market trends, technology trends, and customer needs. EAM should aim to evolve the EA into a
mechanism that continuously evaluates and reconfigures the company's value creation and capture
(Korhonen & Halén, 2017). Table 3 shows how the sense and act adaptive loop of Korhonen (2017)
can be linked to the traditional process of strategy formulation and planning. It also describes the
changing role of EA that Korhonen (2017) recommends and which EA practice can support the
different phases.

6

Table 3 Link between the traditional strategic planning process and the sense and act adaptive loop adopted from
Korhonen (2017).
Phases in strategy
formulation and planning

Phase in
Adaptive
Loop

Changing Role of EA

required EA pratice

Sense

From time-consuming up-front
data gathering and modeling to
up-todate real-time informational
representation of the enterprise

Surveillance; Technology watch; Business
watch

Forming a vision and
mission

Situation analysis

Alternate strategy
comparison

Interpret

Making strategic choices

Decide

From gap analysis of “as-is” vs. “toImpact analyses and simulations; Pattern
be” to analytics-based
recognition
prescriptions
From centralized planning,
prediction and analysis to
Architectural principles; Distributed decision
principles-based decentralized
making; Commitment management
experimentation and adaptation

Sebastain (2017) and Ross (2016) recommend a clear choice for a customer engagement strategy or
digitized solutions strategy to increase the chances of successful completion of the digital
transformation journey. Both strategies focus on the central role of service provision (Ross et al.,
2016; Sebastian et al., 2017). Also, a digital transformation strategy aligned with all other
operational and functional strategies is needed (Goerzig & Bauernhansl, 2018; Matt et al., 2015; Vial,
2019).

2.1.2. What kind of EA Artifacts document the EA and support stakeholders in the strategic
planning for digital transformation?
Kotusev (2019a) defines EA artifacts as well as Zachman in 1996 as: “the descriptive representations
of a company that are important for the management of the company and for the development of
the company's systems”.
A detailed description of EA artifacts identified in science and in what context is given in appendix
7.3.3 and more specific Table 10. According to Kotusev (2019b) and Niemi (2015) the use of EA
artifacts is somewhat organization-specific. Organizational characteristics such as industry, size, age,
management structure, decision-making, and organizational culture, and IT environment and
complexity can affect how EA can be used and what its potential benefits may be (Kotusev, 2018a;
Niemi & Pekkola, 2015).
According to Kotusev (2019c), the EA artifacts that are categorized under the type 'considerations'
and 'visions' are important for the strategic planning process. Essential EA artifacts in the context of
strategic planning are, in line with the findings of Kotusev (2017a), 'principles' (considerations),
'business capability models', and 'roadmaps' (visions). The EA artifacts used in strategic planning
identified by Bernard (2012) are strategic plan, swot analysis, the concept of operation scenarios/
diagram, and balanced scorecard.
Simon et al. (2014) appoint that the business model canvas of Osterwalder and Pigneur (2010),
strategy maps of Kaplan and Norton (2004), and Capability heat maps of Keller (2009) also play an
important role in the context of strategy formulation and planning. This ties in with the findings of
7

Blomqvist et al. (2015) that the phase of strategy formulation involves determining the vision and
mission of the organization, assessing the external and internal environment, comparing alternative
strategies and making strategic choices.
Based on the EA Artifacts identified in the scientific literature (see Table 10 in appendix 7.3.3), in
combination with the described strategic formulation steps according to Blomqvist (Blomqvist et al.,
2015), and the EA practices needed to support a sense and act adaptive loop I created an overview
of EA Artifacts proposed to play a role in the strategic planning formulation phase. This overview is
shown in Table 4.
Table 4

The different uses for EA artifacts are of interest to different stakeholders (Niemi & Pekkola, 2015).
EA artifacts document the EA as a whole (Zimmermann, 2018) and serve as an important source of
information for stakeholders (Abraham et al., 2015; Donaldson et al., 2015; Hendrickx, 2015;
Mezzanotte Sr & Dehlinger, 2015).
According to Kotusev (2019c) senior business leaders and architects are important stakeholders in
the strategic planning phase. Based on the outcomes of various meetings, workshops, and
presentations and the interactions between the various stakeholders, the aforementioned
stakeholders decide what should happen in the future and develop and document rough plans for
both business and IT.
After all, the primary importance of an organization, in general, is to create value for one or more
stakeholders and primarily for customers (Zimmermann et al., 2018; Hendrickx, 2015). Insight into
the roles, concerns, and information needs of these stakeholders is thus crucial, and the EA artifacts
as information provision must be tailored accordingly (Hendrickx, 2015; Niemi & Pekkola, 2015).
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In theory, no set of EA artefacts can be identified that facilitate the strategic planning of digital
transformations. A hypothesis however is that the EA artifacts proposed to play a role in the
strategic planning phase of an enterprise (Table 4) will also play a role in the strategic planning for
digital transformations.

3. Methodology
The focus of this study is:
1.
to answer what, why and how questions in the context of the research questions (1.4)
2.
obtaining unmanipulated data from sources involved in the study,
3.
examining the contextual circumstances relevant to answering the questions,
4.
clarifying the boundaries between the phenomenon to be investigated and the context.
According to Yin (2003), Baxter & Jack (2008), and Saunders (2015) an empirical case study approach
is in such case appropriate. The implemented research strategy for this purpose is that associated
with qualitative research design, including a literature review (see 2 Theoretical framework),
exploratory case study (Baxter & Jack, 2008; Saunders, 2015; Yin, 2003) and inductive and deductive
data analysis approach (Saunders, 2015). The strategy checklist (group familiarity, planning sufficient
time, using existing contacts and/or developing new ones, providing a clear account of
requirements, overcoming organizational concerns, using suitable language, establishing credibility,
et cetera) as formulated by Saunders (2015), to obtain as much direct access as possible, has been
applied appropriately to the context.
The exploratory study is conducted by organizing and conducting interviews (see appendix 7.4.4.3)
with the determined stakeholders (see appendix 7.6.1). Also, archival research (see Archive records
was conducted by gaining access to data used by these stakeholders in the strategic planning of the
customer contact strategy. The data was obtained by approaching the stakeholders personally by
telephone before the interview. This was done through a telephone conversation in which the
research subject and its purpose were further explained to build a relationship of trust and answer
any questions about the interview in advance (Qu & Dumay, 2011). The interview was planned
following the wishes and available time of the stakeholder. In the context of the reliability and
validity of the study, permission to record the interview was requested in advance. This telephone
conversation was then confirmed through an e-mail in which the study and its purpose were once
again explained. The interview guide (see appendix 7.4.3.4.2. Interview guide) was also enclosed so
that the interviewee was familiar with the questions in advance so that she or he could prepare
herself so during the interview as much data on the subject as possible could be gathered.
For a good analysis of the data obtained during the interviews, first of all, the interviews were
transcribed verbatim, meaning that interjections such as pauses and Uhm's were omitted.
Subsequently, the data obtained was converted into Excel to code the data by Ose's method (Ose,
2016). The codes were determined based on the themes and topics discussed in the context of these
themes. This resulted in a code list of 83 codes (see 7.4.5.1). The interview data were coded based
on an iterative process. The coded interview data were then merged and processed in a data file and
structured at the code level. The structured code data was processed in Word and then categorized
according to the main themes.
The case study method is shown in Figure 3. The figures before and after the different process steps
refer to a chapter, paragraph in the appendix explaining the different steps of this method. So for
brevity's sake, reference is made here to Appendix 7.4 for the specification of the methodology, the
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conceptual- (7.4.1), and technical design (7.4.2), the data collection (7.4.4), - analysis (7.4.5). Figure
3 shows eight reflections applied to meet the validity, reliability, and ethical aspects. In appendix
7.4.6 these are also described in detail. The interviewees involved were allowed to check the
interview transcriptions and results. A confirmation has been obtained from 6 of the interviewees.

Figure 3 Case study method, adapted from (Teegavarapu, Summers, & Mocko, 2008)

Preparation Case Study research
In preparation for the case study, a Metaplan© session was organized by the student’s supervisor.
The goal and outcome of this Metaplan© session was the joint proposition of a set of EA artifacts
that facilitate strategic planning for digital transformations as shown in Figure 4. Appendix 7.5
describes how the joint proposition came about. A functional description of the EA artifacts can be
found in Table 15.
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Figure 4 Model adapted from Grave (2020) showing the relationship between the strategic planning process, EA practice
processes and 13 EA artifacts

4. Results
Based on these theme-categorized interview data, the results per theme are described. Only the
themes that are directly related to the main research question and underlying subquestions are
described in this section.

Stakeholder presentation
Table 5 shows the 11 stakeholders directly involved in the strategic planning of the customer contact
strategy. Six of them (numbers 1, 2, 3, 4, 5, 10) were interviewed for this study. Also, the manager
Digital and E-commerce, product owner of the MyArea and responsible for the strategic
implementation, and the manager Legal Tech, product owner of digital solutions Legal Operations,
has been interviewed.
Table 5 Member's multidisciplinary strategic team.

The analysis results belonging to the theme stakeholder presentation can be found in appendix
7.6.1.
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Vision, Mission, and Strategy
The company's mission is clearly expressed by the manager of Customer Intelligence and
Campaigning: "I think in a few keywords is that we make the law accessible to everyone. I think we
have a kind of social function to ensure that legal aid is accessible to everyone. On the one hand
through the insured side, but if you're not insured, we're also there for you".
The company was in the middle of forming a new vision and strategy for 2025. To gain insight into
the company's strategy, the strategic plan 2016 -2018 was analyzed. This was translated into a
strategic annual plan on one page, called an OGSM. An OGSM contains the objective, goals,
strategies, and measures for that year. More analysis results belonging to the theme vision, mission,
and strategy of the case company can be found in appendix 7.6.2.

Strategic planning of digital transformations
In the OGSM for 2018, the assignment has been formulated “to transform into a customer-driven
organization to produce integral, individualized customer contact through the use of technology and
data”. However, it was discovered that no customer contact strategy had been formulated. So it had
to be developed. The driving force behind this was mainly the Marketing Director and partly the
Manager of Customer Intelligence and Campaigning and at a later stage, also the manager Digital
and E-commerce. The Deputy Director of Legal Services expresses this almost literally: "Enthusiasts
launched the project. The director of marketing who believed that we had to develop a customer
contact strategy".
Implementing digital transformations as part of the overarching strategic plan of the case company.
This goal was also named as an affiliated component in the customer contact management program:
"To allow flexibility in adding future tools, a 'Digital Technology Platform' is needed. Data
management is also essential for storing data to learn from it, so that customer contact can be
optimized and the business can be further developed". From the interview conversations, it emerged
that the rebuilding of the digital service platform for customers called the ‘MyArea', the
implementation of a Customer Relations Management (CRM) database, the digitization of legal
services processes and the co-creation with distribution partners to achieve channel shift were key
issues.

4.3.1. Phases strategic planning customer contact strategy
The planning of the customer contact strategy took place at the end of 2017 and the first half of
2018. So not all interviewees could remember whether there were clear stages that had been gone
through to arrive at strategic planning. What all stakeholders do endorse is that the strategic plan
was created by putting together a multidisciplinary team with representatives from various
departments such as sales, marketing, IT, legal aid, customer heart, et cetera (see Table 5). Also, the
involvement of an external party, called flow-resulting, is mentioned for the external analysis phase
and which would guide them to come to a sound customer contact strategy. The director of
marketing explained phase one as follows:
“ Point 1, so what do we want to be? What do we want customers to say and think when they have
had contact with our company?”
The manager Customer Intelligence and Campaigning said "Yes, but you have to have a vision first.
You first have to put down on paper what you want, that has to be the basis".
In the PowerPoint of 14 December 2017 'Program Customer Contact Strategy - set-up and
approach', the goal for vision development was stated: "Drawing up the customer contact strategy.
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The translation of the mission into design principles for customer contact and a guideline for
consistent application across different channels”.
The managers who formulated this set-up and approach were the Director of Marketing, the
Manager of Customer Intelligence and Campaigning, and a program manager. When asked which
phases had been completed within the framework of the strategic planning, the Manager Customer
Intelligence, and Campaigning answers: "the first phase was orientation, form our own opinion, but
only to determine our direction a little bit more than concretize it with the agency. And what we did
in that phase was a lot of analysis work. They gave us that framework to find out, for example, what
are those most important contact moments? That was the analysis phase and insight. And then, I
think you get to the phase in which we develop the design principles and the final phase was, but if
we have those design principles, we have the figures, what projects would you have to start to realize
this?".
What is clear is that the start consisted of forming a vision followed by an analysis phase. The result
of the analysis phase was a kind of overview of strengths, weaknesses, opportunities, and threats
(SWOT analysis). All analysis results formed the input for the development of design principles. The
development of these principles is identified as a separate phase based on the primary as well as the
secondary data. The development of a business case and KPIs however is mentioned as a starting
point and as a numerical substantiation of the design principles. The secondary data also shows that
the business case was drawn up on 8 November 2017 even before a definitive vision of the customer
contact strategy had been formed. However, the final version of the business case was delivered
after the delivery of the design principles on 13 June 2018. After the delivery of the design principles,
the impact analysis phase can be distinguished. The outcome of this phase was the aforementioned
final business case, KPI’s and a high over roadmap. This phase is mentioned by the program
manager, the manager CI&I and manager Digital and E-commerce. The output of the former phases
was combined in a strategic plan. The working method determined for this process was to plan
several workshops within a timeframe of six weeks in which both the external party and the
identified internal stakeholders (multidisciplinary team) would contribute their knowledge and
experience. The presentations of the external party flowresulting show that they were involved in
all phases (see Figure 5) except the first vision forming phase.

Figure 5 Planning sheet customer contact strategy flowresulting

The vision on a customer contact strategy that was ultimately delivered is a sharpening of the vision
that was previously formulated in the presentation of February 4, 2018, action 'First sketch point on
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the horizon'. Figure 6 shows the agenda of the PowerPoint presentation with which the strategic
customer contact plan has been communicated.

Figure 6 Case company Customer Contact Strategy- final report def 061418

4.3.1.1. Digital strategy customer contact strategy
What is clear from the discussions with the stakeholders is that digitization and digitalization of
customer contacts was an important starting point, but that this was also an unless variant. Which
customer contacts were eligible for elimination, digitization, and or automation (digitalization) was
made dependent on the value of that customer contact from the perspective of both the customer
and the company. This is confirmed by these quotes from the interviewees:
"Our approach is digital as much as possible unless” (Deputy Director 91)
“I think the two most important, but at the same time very concrete actions, that we have said.
Digital, unless!” (Chief Legal Operations 49)
"Choices that have been made, for example, are, when it comes to low-value customer contact and
can do things twenty-four-seven, automate and digitize, that's a digital strategy in that sense"
(Manager Digital and E-commerce 148). “ What we have mainly done so far is digitization and
automation” (Manager Digital and E-commerce_135).
The Manager Customer Intelligence and Campaigning very clearly expresses how the choices for
digitization are made based on the value of the contact moments: “if it had a low value for the
company as a low value for the customer that means that it's not important for either of them, so
you have to ask yourself if that customer contact is still necessary at all, so then you could say that
we should remove it.
If it is very valuable for the customer, but not for the case company, then you want to automate it
because then it has to be done but do it as simple as possible. If it is a low value for the customer but
is very valuable for the company, then we will simplify it because we want to make it as easy as
possible for the customer but it is important for us. And if it's very important to the customer and us,
you should encourage that” (Manager Customer Intelligence and Campaigning_88).
The digital strategy was thus based on the value of the customer contact moments (see Fout!
Verwijzingsbron niet gevonden.). However, whether a conscious choice for a particular digital
strategy was made in advance is not clear from the interviewees' answers. The quotes below show
that no consistent answer is given to this question.
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"Yes, to force clients into our
digital process as much as
possible. The goal is that we do
80% with our clients digitally and
maybe even more" (Deputy
Director_107).
"No, I think we have more of a
strategy where we bring digital
solutions" (Chief Legal
Operations_64).

Figure 7 Value matrix for customer contact case company (source 180601
case company Customer Contact Strategy, final report)

No, because we have never said so
consciously is it digital solutions,
or is it customer engagement? We
have never said is it left or is it
right, but our only starting point
was that customer and customer
interaction” (Marketing
Director_87).

Digital transformations
The OGSM 2018 included a very clear strategy concerning its customers: "We are going to retain
existing customers and expand the number of customers within the existing markets by transforming
our company into a technology and data-driven legal financial services provider. This transformation
also aims to tap new markets and revenue models". This translated into the customer contact
management project as described earlier under paragraph 4.3.1). Part of this project was the
strategic planning of a customer contact strategy in which a digital transformation of customer
contact moments was adopted. This customer contact strategy had to provide direction for several
digital transformations that would make this development possible. The following four digital
transformations were the central focus (see Figure 8):
1. Implementation of a Customer
Relations Management Database
(CRM) and update ‘MyArea’
2. Digital-first to achieve digital
channel shift
3. Online legal services for
customers for prevention, better
case management, insight into
the state of progress and chat
4. Integration systems
Figure 8 Roadmap Customer Contact Strategy (Source: 061418 Customer
distribution partners
Contact Strategy Final Report

Although these four digital transformations were not explicitly mentioned by all interviewees, this is
evident from all the interviewed data together and the secondary data such as the final customer
contact strategy PowerPoint presentation in which a roadmap is presented.
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That a strategic plan is the starting point of a digital transformation is clear from the quote of the
manager Digital and E-commerce: "Say, then you can want to transform digitally, but if it's just not in
the company's strategy or the business strategy or strategic planning process, then it's just not going
to happen" (Manager Digital and E-commerce_161).

4.4.1. Implementation of digital transformations
The primary and secondary data show that in the end only a limited part of the planned digital
transformations are implemented. The quotes below show what has been realized concerning the
conditional implementation of a CRM and the update of the existing MyArea:
“It starts with knowing your customer. We don't know them, it's as simple as that. And we don't
want to spent the money on that CRM, or at least we don't have the money for it, so we still don't”
(Deputy Director_137).
“I don't think we can say that we have brought in a whole new platform in recent years. What we
have done is to improve the existing MyArea platform”(Programmamanager_43).
“What we still really want is that status information in the MyArea that is not live yet” (Chief Legal
Operations_50).
“There was a project around the ‘MyArea’, another project was CRM. Another project had not come
to the fore, but how are we going to strengthen that bond with our distribution partners? Because
we see those distribution partners are key” (Manager Customer Intelligence and Campaigning_109).
The research data shows that of the four digital transformations mentioned under paragraph 4.4, a
CRM, several online legal services (prevention, better case management, insight into the state of
progress), and the integration with the systems of distribution partners are not implemented. The
planned changes within the framework of the projects digital-first and the update of the ‘MyArea’
were partially achieved. The interviewees mentioned improvements such as the user
interface/experience of the ‘MyArea’, digitally passing on address changes, digital insurance policy,
automatic confirmation letters, improving functionality, uploading documents, creating digital
accounts, registering the case in the ‘MyArea’ (Deputy Director_105; Chief Legal Operations_48/54,
Manager Customer Intelligence and Campaigning_114/116, Manager Digital and E-commerce_60,
Program Manager_44/92/99, Manager Digital and E-commerce_69; 181119 appendix 5 KCS_Highlights). However, several important changes such as the customer being able to plan an
appointment with the lawyer online and being able to follow the case handling path online are still
on the product backlog of the product owner (Programmamanager_99, Chief Legal Operations_50,
Manager Customer Intelligence and Campaigning_116, Manager Digital and E-commerce_114;
180808 Visie_Mijnomgeving_v3; 181206 Roadmap KCM MO MH; 191100
Backlog_MyArea_201911_v1).
Whether the achieved changes can be considered digital transformations is questioned by the
product owner of the ‘MyArea’ himself by defining what he believes to be a digital transformation:
"How I know Digital Transformation is just digitizing your entire business model and that's thinking
about the product I now deliver to my customers, is there a digital manifestation of that product with
possibly a different business model. And yes, you know, the most concrete example of what we have
done is maybe the document shop which is a kind of self-service document generator, we've kind of
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turned that into a self-service business model. That is the most appealing example of a digital
transformation within our company I think" (Manager Digital and E-commerce_131).
That the implementation of digital transformations requires a different way of working and
software/system development is shown by the following quotes:
“I do believe a lot more in the new working methods of Agile, not thinking everything out in detail,
but just trying some things out” (Deputy Director_258).
“Small, small, small. We became successful when we started experimenting. Doing little things.
That's how the faith came into being. We can get things live instead of just working on them,
working, working enormously” (Chief Legal Operations_156).
“They addressed this agile and he had the role of product owner” (Program Manager_76).
The most important reasons mentioned by the interviewees why the planned digital transformations
ultimately did not lead to implementation are:
✓ you first have to invest in those digital transformations that earn themselves back 4 or 5 times
(Marketing Direktor_45).
✓ No conscious choice for a digital strategy (Marketing Director_87).
✓ ICT capacity is scarce and/or is mainly concerned with keeping the existing systems up and
running or resolving compliance issues (Manager Digital and E-commerce_116/122).
✓ lack of courage to capture unique customer data and create one truth and not want to release
money for it (Chief Legal Operations_12; Deputy Director Legal Services; Manager Digital and Ecommerce_82).
✓ unclear selection and prioritization process (Manager Digital and E-commerce_53).
✓ no clear and widely communicated goals and targets (Manager Digital and E-commerce_53).
✓ the lack of co-creation in the development of chatbots (Manager Sales_49).

Use documentation for the strategic planning of the digital transformations
As part of the strategic planning of the digital transformations described in sections 4.3 and 4.4 a lot
of documentation was used by all stakeholders involved in this process. For each phase of the
strategic planning, the documentation used for each phase was mapped by analyzing the primary
and secondary data. In Figure 9 the outcome of this analysis is visualized by chronologically
displaying when a certain phase has started and ended and which documentation has served as
input for the stakeholders during that phase to be able to deliver a certain result at the end of that
phase. All secondary data is timestamped, so that the delivery and/or use of these data is clear.
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Figure 9 Chronological evolution of the strategic planning process and documentation use per phase

For each phase, it will be briefly described which documentation has served as input and for which
purpose this data has been used by the stakeholders with which result in mind.

4.5.1. Phase 1: First sketch point on the horizon
The strategies formulated in the documents Holding's 2016-2018 strategic plan, OGSM Holding 2018
and OGSM Claims Management and Operations was translated into the project number 11
'Customer Contact Management' led by the Chief Commercial Officer.
All documentation used by the stakeholders in this phase had one goal creating a vision of how
customers experience the company in all their contacts (see quote Marketing Director in paragraph
4.3.1). Table 16 lists all documents with a content description that have served as input to form a
vision. This vision was formulated in the PowerPoint First sketch point on the horizon of 7 February
2018 which was the end of this phase and important document for phase 2.

4.5.2. Internal & External Analysis
The final document of phase 1 'Frist sketch point on the horizon' offered direction to the internal
and external analysis phase. An external strategy consultancy firm was hired to supervise the
strategic planning process and the RFI/P process provided more valuable input for this phase. The
internal analysis was mainly focused on understanding the brand values and promise, the different
types of customer contact moments in volume, customer experience per segment and distribution
channel, costs, revenues, and the value these moments represent for both the customer and the
company. The use of the online digital service portals was mapped. Also, a document was used that
provides insight into the results of a limited external analysis based on examples of best practices
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from companies outside and within their own industry. The documentation used and their content
description is shown in Table 17.

4.5.3. Formulate design principles
The result of phase 2 was the PowerPoint presentation 'Confront the brutal facts'. This presentation
answered the questions: 'What do the results mean for the company's customer strategy? Which
opportunities have been identified? What choices should be made in how the company interacts with
Customers'. The answers to these questions formed important input for formulating design
principles. The manager CI&C briefly explains how the final result is a document with design
principles and what input was used for this:
"If we now have these customer contacts, which design principles do we want to apply to the
customer? And in doing so, we looked at what a customer expects, what is the image we want to
convey to customers, what they want from us, and we did not investigate this ourselves for this
strategy but collected a lot of research. On the one hand, we have a lot of Customer Satisfaction
(KTO) research, so we used that, used some market research that we had available and flowresulting
also simply had a lot of knowledge and expertise. So based on that combination we defined the
customer needs (Manager CI&C_75)".
Market research and customer satisfaction measurements referred to by this manager and other
documentation have been input to formulate design principles. The documentation used and their
content description is shown in Table 18.

4.5.4. Impact analysis: business case, KPI's & roadmap
An important input for the impact analysis & business case phase was the description of eight
guiding principles of the customer contact strategy of the case company, an excel file with the
impact of the desired channel distribution, and a discussion document. The last document describes
the most important assumptions regarding system adaptations in terms of revenues, costs, and
investments concerning customer duration, prevention, channel shift, acquisition/retention, and the
retirement of old systems at the end of 2023. It also contained a roadmap describing when which
system adaptations should be implemented within the period 2018 to 2020. The documentation
used and its content description is shown in Table 19.

4.5.5. A strategic plan with final vision and roadmap
The combined output of the above-mentioned phases of the strategic planning process is a
description of a customer contact strategy plan in the form of a pdf file. The strategic plan provides
insight into the goals, desired customer experience/channel shifts, design principles, practical case
application design principles, a roadmap, and the business case.
The answer to the question of whether the output of the different phases of the strategic planning
process is contained in a single document has been given by the program manager as follows:
"Yeah, that's everything, the vision, and roadmap around it, that all became one document in the
end. What was done with all those stakeholders and all kinds of workshops and brainstorm sessions
etcetera with the rough business case estimates of the value of things, so there was also a financial
business case behind it, very lofty indeed, but still tried to quantify things (Program Manager_152)”
The strategic plan was translated into a project portfolio, a communication plan with a presentation,
and a roadmap. The delivered documentation, its content description is shown in Table 20.
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4.5.6. The essential documentation according to stakeholders
The following quotes from the interviewees, who were (in)directly involved in the strategic planning
process for digital transformations within the framework of the customer contact strategy, show
that they consider documentation to be essential. A distinction is made between available and
unavailable documentation.
Essential available documentation
“I think the most important one was those insights from those customer contacts, their nature, and
those plotting on that diagram of value. That gave people the most insights” Director
Marketing_104/110.
“eyeopener was that you have customers and you have distribution partners and all your customers
are customers of a distribution partner.” (Manager Sales_121).
Well, that behavioral component, what the modern consumer wants. That has convinced me that
modern consumers want to do things themselves” (Deputy Director_236).
“One thing that is most important by far is the concretization of that strategy with just clear
operational KPI's, which are then also anchored, I might be able to share with you, the OGSM's of
Marketing and my team”(Manager Digital and E-commerce_207).
Essential unavailable documentation
“That there wasn't a good architecture” (Director Marketing_136). “Fundamental, so if you don't
have it, you build on quicksand” (Director Marketing_144).
“That's one and a real concrete ICT target architecture and a project portfolio and a good roadmap
backlog about all the ICT capacity we have, how do we use it? That is just not available companywide” (Manager Digital and E-commerce_207).
“We haven't looked at what that requires of our way of working together. I don't think we've made
enough plans for that. Maybe that is also one of the reasons why not enough impact has been made,
less impact than expected” (Manager Sales_111&113).
“So even if you look to the future of the company’s strategy 2025 then we need a good enterprise
architecture, including that ICT architecture with a target operating model, that you know exactly
which systems are the systems of the future? What are we going to build on? Where aren't we going
to build on? Based on that alone, you will make choices about which MVP’s you are going to
develop? That is fundamental. You can't do without” (Director Marketing_147).

5. Discussion, conclusions, and recommendations
This chapter discusses the results, what the results mean, and how they relate to the theoretical
framework. It also discusses the limitations of this research and what we can learn from these
results in the form of recommendations for practice and further research.

Discussion – reflection
The possibilities of digitization and automation that are the driving force behind digital
transformations are recognized by the case company. While discussing the vision, mission, and
strategy of the case company it became clear that the company is struggling to develop a sound
strategy to exploit these possibilities. Its strategy documentation was somewhat outdated as it was
in the midst of new strategy development for 2025. The marketing director and manager CI&C
20

recognized this delay as early as the introduction of the 2016-2018 strategic plan in which a
customer contact management strategy was formulated. However, the case company did not yet
have a customer contact strategy, so the 2016-2018 strategic plan was the starting point for the
development of a new customer contact strategy plan. Theory dictates that strategy as a plan
cannot formulate an effective response to this development.
According to Korhonen (2017), strategy as an adaptive business design is required. However, the
case company is still developing a strategic plan. Also, scientists such as Sebastian (2017) and Ross
(2016) stress that a clear choice for a digital strategy must be part of the overall strategy. Studies
also showed that companies that didn’t make a clear choice didn’t succeed. The primary and
secondary data also show that no conscious choice for a digital strategy was made by the case
company so that stakeholders followed their digital strategy. Given the uncertainty this created
during the strategy execution phase, it is assumed that this is a reason why certain digital
transformations have not been successfully implemented.
It is clear that for digital transformations to succeed, a clear strategy must be formulated based on
which the necessary budget and resource allocation take place. The manager Digital and ECommerce expresses this almost literally in an interview. So, to complete the digital transformation
journey, the development of a digital transformation strategy is thus a logical requirement. Such a
strategy should, according to Matt et al. (2015), enable companies to develop a business design that
supports them in managing the transformations created by the integration of digital technologies,
"as well as in their operations after a transformation". This digital transformation strategy must be
explicitly linked and aligned with all other operational (markets, products, processes) and functional
(financial, human resources, IT) strategies (Matt et al., 2015). Although digital transformations were
part of the case company's customer contact strategy, no explicit digital transformation strategy has
been formulated. The PowerPoint presentation 'program customer contact strategy design and
approach' shows that the aim was to see to what extent processes, people, systems, and control
were affected by the digital transformations, but the result was not an unambiguous digital
transformation strategy in line with the operational and functional strategies. During the interviews,
the Manager of Sales, Manager CI&C and the Deputy Director of Legal Services indicated that
insufficient attention was paid to the impact on people and the required skills. A capability
development plan would thus have provided useful input.
The need for this customer contact strategy was born from the strategic goal for a data-driven
personal customer contact management that was envisaged in the strategic plan 2016-2018 and the
OGSM 2018. This confirms the proposition that a strategic plan with its goals and initiatives can
serve as input for the formation of a vision and mission and also the situation analysis phase of a
strategic planning process. So an EA artifact that was mentioned by both Bernard (2012) and
Kotusev (2019c) is identified (see Table 4). The OGSM can be considered as an artifact that can be a
driving force in the execution of digital transformations and the communication of a strategic plan.
Figure 10 shows an example of an OGSM framework.
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Figure 10 The OGSM framework (source: https://res.cloudinary.com/inexus/image/upload/v1553779125/Blog/OGSM_Overview.png)

Scientists like Vial et al. (2019), Sebastain et al. (2017), Kaidalova et al. (2018), Ross et al. (2016) and
Korhonen et al. (2017) recommend that investing in an operational backbone and a digital services
backbone in an environment without legacy systems, a green field, increases the chances of
completing the digital transformation journey. It is important to recognize that the main difference
is not technological but organizational. Indeed, technological differences are expected to fade with
time, but not organizational ones. The research results show that the case company recognizes that
investing in its operational backbone is a precondition for successfully implementing the strategically
planned digital transformations (CRM, update ‘MyArea’, system distribution partners integration,
digital-first, and channel shift were considered conditional). Also, the need for key roles, processes,
and delivery methods, such as product owners, cross-functional development, agile, and minimum
viable product development, are acknowledged. The interviews however showed that an important
precondition, such as the creation of a single source of truth for transactional data, such as
customer, product and supplier data, has not been fulfilled. The primary and secondary data indicate
that the focus on human resources has been limited to estimating the human resources needed for
implementation and the reduction of human resources due to channel shifts. The organizational
business capabilities were not given sufficient attention during the strategic planning process. As a
result, an optimal alignment of the strategic business objectives with the IT investment priorities was
very unlikely to be achieved. That is confirmed by the manager sales.
It is assumed that the lack of an efficient and effective functioning operational backbone makes the
development of a digital service platform for co-creation with customers, distribution partners, and
suppliers an impossible task. During the interview, the Marketing Director already indicated that
although the case company recognizes that a solid foundation must first be laid, the available
funding and resources are as yet insufficient for this.
Both theory and practice show that a strategic planning process consists of the phases: strategy
formulation and planning, strategy implementation, and evaluation (Simon et al., 2014);
Programmamanager_153). This cycle can be recognized within the case company because at the
beginning of 2020, the strategic program that was set up to implement the customer contact
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strategy was evaluated and based on this it was decided to transfer certain (partly) successful
developments, such as the digital channel shift and update ‘MyArea’, to the operational line and to
include the strategic goals that are still to be achieved, such as CRM and system/data integration
with distribution partners, in newly developed strategic programs.
Theory shows that there are different views on the structured course of the phases that are
identified, such as forming a vision and mission, situation analysis (external and internal
assessment), alternative strategy comparison, and strategic choices. According to Kotusev (2019c)
this is a continuous and mainly unstructured process that is integrated with regular strategic
management activities such as environmental analysis, identification of competitive advantages, and
goal formulation. However, this finding of Kotusev cannot be fully supported by the research results.
A structure in the process of strategy formulation and planning could be identified but does not fully
correspond with the structure identified by certain scientists. Table 6 shows the identified strategic
planning phases, based on the primary- (interviews with participants from a multidisciplinary team)
and secondary data.
Table 6 Overview identified phases of the strategic planning process, the description of the secondary data is in the original
Dutch language

What is clear from the research is that the strategic planning was carried out by a multidisciplinary
team consisting of senior managers and some business architects (customer chain manager and
business consultant) who organized multiple workshops and presentations to jointly develop a
strategic plan and a global roadmap for business and IT. This analysis result confirms the finding of
Kotusev(2019c) that a multidisciplinary team of senior business leaders en business architects
formulate and plan strategy.
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The strategy formulation and planning phase of the customer contact strategy shows that first an
own dream or vision is formed. Grave's model assumes that the outcome of the vision formulation
phase provides direction for the EA practice phase of surveillance, technology, and business watch.
However, the analysis of the primary and secondary data suggests that there is a mutual interaction
and that insight into the operating model and the technology-/skills forecast can support the vision
formation. Conversely, the final vision gives direction to the aforementioned EA practice phase. The
vision document 'First sketch point on the horizon' gave direction to the internal and external
situation analysis. Considering the artifacts that have been used as input for the situation analysis to
get the 'gross facts' given all activities, it can be stated that all this input has been used to get all
strengths, weaknesses, opportunities, and threats (SWOT) analysis in view. The EA practice
Surveillance, technology- and business watch can thus support the situation analysis by using the EA
artifact SWOT analysis and Technology and Skills forecast as input.
In practice, the technology forecast has also been identified as input for the next phase. A Skills
forecast hasn’t been used in practice. Although the EA artifact Operating model is not identified as
such as a used artifact, the need for a (Target) Operating model is explicitly expressed by the
marketing director and can be deducted from the PowerPoint 'Program Customer contact strategy design and approach'. Additionally, the artifacts used in this phase of the process together suggest
that insight into the operating model can be of added value and can even contribute to further
optimization of the process. The PowerPoint 'Confront the brutal facts' is the result of a kind of
SWOT analysis that was used as input to formulate design principles. According to our collective
Metaplan© proposition and model, the design principles are a result of the phase of strategic
choices and should serve as input for the EA practice distributed decision-making facilitation.
However, the case study shows that this is the third phase in the strategic planning process. The
artifacts that served as input for this phase gave the impression that this phase is comparable to an
alternative strategy comparison phase. In practice, this phase seems to coincide with the final phase
of strategic choices, as the input mentioned above was used to make a final strategic choice in the
form of design principles.
The EA practice impact analysis and simulations can provide valuable input to this phase with the EA
artifacts presented in the Metaplan© session. Although these artifacts cannot be identified literally
as such, the primary data revealed that a capability development plan has not been developed or
used as input, but in retrospect can be considered a valuable addition. The sales manager suggests
that such a plan as in-/output would probably have contributed to a better implementation. A highlevel operational concept is also not identified as input in this phase. The marketing director regards
this as a fundamental shortcoming and cites it as a reason why certain digital transformations were
not realized. Although he does not call this EA Artifact by name, he talks about the lack of a good
architecture description of the different architecture layers such as processes, data, applications,
and technology in the context of performing a reliable gap-analysis. The manager Digital and ECommerce confirms the lack of a good architecture description and insight into the IT landscape. An
Enterprise Information Architecture Model (EIAM) was delivered at a later stage, but that was not
until September 2018, three months after the strategic planning process was completed. Given the
purpose of the EA Artifact a high-level operational concept and enterprise portfolio (see Table 15)
and the expressed need of the aforementioned stakeholders, such artifacts cannot be lacking.
To successfully implement the digital transformation process, it is suggested by Korhonen & Halén
(2017) and Goerzig & Bauernhansl (2018) that EA will need to facilitate both the development and
planning of the operational backbone through road mapping and architecture reviews and the
development of a digital service backbone with user-centered design and prescriptive architecture
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development based on data analytics. This user-centered development employing the agile method
governed by the product owner is clear from the interview data.
An artifact that has been labeled by the stakeholders as a driving force is the value matrix for
customer contacts. In both the Metaplan© session (see Figure 4) as the proposition (see Table 4)
this artifact has not been identified. Although the stakeholder value analysis identified by Allaoui
(2019) serves a similar purpose. In our proposition, we assumed that this could be part of the SWOT
analysis, but in this practice, it is referred to as a separate and powerful EA artifact.
The final design principles and guidelines for customer contact that resulted from this phase form
the link to the EA practice phase ‘Distributed decision-making facilitation’ in which the EA artifact
Principles & Guidelines from theory are identified. In theory, this EA Artefact has also been identified
by Van den Berg (2019) and Kotusev (2017a, 2018a, 2019c). Korhonen et al. (2017) mentions this
artifact as part of the decision phase of the adaptive loop of a sense and response organization. It is
suggested that the role of EA has to change “from centralized planning, prediction analysis to
principles-based decentralized experimentation and adaptation”(Korhonen & Halén, 2017). The
primary and secondary data shows that experimenting based on these design principles and delivery
of minimum viable products is part of the strategy execution phase.
Based on the defined design principles, an impact assessment took place. The outcome of this
session was an impact assessment with a business case and the high-over roadmap. Additionally,
Van den Berg (2019) found that the roadmap acted as a guide for IT investment decisions. Kotusev
(2017a, 2018, 2019c) categorized this EA artifact as a vision type in his CSVLOD taxonomy, this is an
important artifact for the strategic planning process. The purpose of these artifacts is somewhat
similar to the purpose description of an EA Artifact Impact Assessment that supports the EA practice
phase Impact analysis and simulations in Table 15. Based on the research results, interaction can be
established between the practical phase of defining design principles and describing the business
case and roadmap (impact assessment). The final establishment of design principles, a business case,
and a high-level roadmap can be seen as a form of making strategic choices, so the phase of
alternative strategy comparison and making strategic choices appear to be so intertwined in this
case study that they cannot be recognized as separately structured phases. The business case and
roadmap also proved to be input for the EA practice 'Distributed decision-making facilitation', as
these were used as input for a PowerPoint presentation for stakeholder communication and more
detailed elaboration of the roadmap in the form of a project portfolio and roadmap per project.
The final result is the delivery of a strategic customer contact plan. A translation of the strategic
choices to the EA practice phase 'Distributed decision-making facilitation' shown in Figure 4 has been
limited to the aforementioned design principles.
The aforementioned documentation used in practice and the expressed stakeholder needs during
the interviews are linked to the proposition of EA artifacts (see section 4.5 and Table 15) through a
confrontation matrix and pattern matching. The results are shown in Figure 11.
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Primary data: Expressed stakeholder need
030316 Strategic Plan 2016-2018
092716 presentation Case handling
041718 Customer experience
100517 OGSM’18 Holding
102617 OGSM CM & OL
110617 Project canvas customer contact management
Forming Vision
171108 Business Case
and mission
121417 Powerpoint Programme Customer contact strategy - design and approach
121817Brand values and positioning
122017Case Company in a nutshell
010118 Briefing customer contact strategy
010918 Use Cases CRM
020718 First sketch point on the horizon
022118 Tendering advice KCM supplier choice vision development
031218 Resources workshops Flowresulting
041118vKick-off session Flowresulting
C
a
s
e

041018 The company really helped me!
041118 KCS Order description analyses in subgroups
Situation analysis 041218 Revenue and costs per channel
041618 analysis contact moments & channel distribution
041818 inspiration and benchmark

S
t
u
d
y

041818 analysis mail traffic business
042018 analysis web data ‘MyArea’ & case company webpage
042018Presentation SWOT analysis results: confront the brutal facts
050318 Assignment: formulate design principles
042318 Customer insights top 10
042418 Existing and new options for Distributor Partner Integration
042518 Customer contact with inactive customers
042618 becoming and being a customer at Arag
Formulate
design principles 043018 Value matrix integrated customer view
050218 Technology scope and possibilities customer contact
050418 Latest developments in distribution channels
050718 report a case to SRK
051618 contact page Ohra
052218 Presentation Design principles
052218 Preparing a business case
Impact analysis &
052518 Desired channel distribution Case handling
Business Case
053018 Discussion of assumptions business case and roadmap
061318 Final Business Case OLS & KCM
Final Vision,
Business Case
and roadmap

061418 Customer Contact Strategy plan

Legend
Highly possitive pattern matching
possitive pattern matching
Neutral pattern matching

Figure 11 Confrontation matrix matching primary and secondary data from practice with the proposition of EA artifacts
from theory.
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5.1.1. Limitations
Although this research has been carried out carefully and reliably, certain limitations must
nevertheless be acknowledged.
The corona crisis had an impact on the research. On the one hand, on the willingness and ability of
the interviewees to plan the interview within a short period. As a result, the planning schedule had
to be adjusted. On the other hand, the interviews could not be conducted in person, but video
conferencing tools such as Skype and Zoom had to be used.
A further limitation that has already been emphasized is the lack of an unambiguous set of EA
artifacts, the difference in terminology, and country-specific preferences, which has a limiting effect
on pattern matching of theory with practice.
Another limitation is that, apart from IT staff, employees within the case company are virtually
unfamiliar with EA practice and the use of EA artifacts. Although a chief information officer was
involved in the strategic planning process, this person could not be interviewed due to illness. Also,
it has emerged that the EA practice that must ensure that EA artifacts are developed and maintained
within the case company has its limitations.
Finally, the scope of this case study was limited to one company and many of the planned digital
transformations have not led to a successful implementation so that it cannot be determined
whether the identified artifacts contribute to the successful strategic planning of digital
transformations.

Conclusions
This research focuses on the strategic planning of digital transformations because changes are
initiated from the business architecture. Also, this research can contribute to close the gap assumed
in science between EA and strategic planning. More specifically the research focuses on the EA
artifacts used to facilitate the EAM function and strategic planning for digital transformations. As EA
artifacts together provide a specific picture of an enterprise, they can be used to support the
planning, development, decision making, and communication of its change. It is thus assumed that
EA artifacts can drive digital transformations and that they can be used to support the strategic
planning process for digital transformations. This section provides the answer to the main research
question and the two underlying sub-questions. The main research question is:
Which EA artifacts facilitate the process of strategic planning for digital transformation?
Table 7 shows which EA Artifacts can facilitate the process of strategic planning for digital
transformation.
Table 7 EA artifacts that facilitate the strategic planning process for digital transformation

(Target) Operating model
SWOT analysis
Technology & Skills forecast
Strategic Plan
OGSM
Capability development plan
Enterprise portfolio

High-level operational concept
Impact assessment
Value Matrix Customer Contacts
Business Case
Roadmap
Principles and guidelines
Strategic Customer Contact Plan

The answer to the main research question was obtained by answering the sub-questions based on
the research findings resulting from the theoretical framework and the case study and by using
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pattern matching to make connections and discover patterns between the aforementioned theory
and practice. The conclusions regarding the sub-research questions are explained in more detail
below.
Sub research question 1:
How is the strategic planning process functioning as part of EAM for digital transformation?
The strategic planning process is a semi-structured process in which a multidisciplinary team
consisting of senior business/IT managers and business architects/consultants work together and go
through several specific strategic planning phases to deliver a digital transformation strategy as part
of a strategic plan. To increase the chances of success an unambiguous digital strategy aimed at
Customer Engagement or Digitized Solutions must be part of this transformation. Also investing in an
operational backbone as well as developing a digital service backbone must be part of the (customer
contact) principles & guidelines described in the strategic plan. In doing so, it is recognized that the
operational backbone must ensure operational excellence based on reliable qualitative customer,
product, and supplier data. The digital service or technology platform must make it possible to
respond quickly to customer, supplier, and partner needs. So the description of a digital
transformation strategy must be a goal of the strategic planning process to make sure that the
planned digital transformations are aligned with all other strategies. These preconditions require a
different interaction between the strategic planning process and EAM. According to Korhonen
(2017), a digital transformation process requires support from EA by continuously scanning both the
external and internal environment for technological/data developments and required skills. There
must be an interaction between the above-mentioned activities of EA and the formation of a vision
and a mission. Also, the output of these EA activities is an important input for the internal and
external analysis phase (situation analysis) of the strategic planning process. The alternative strategy
comparison and strategic choices phase can be facilitated from EA practice by continuously analyzing
the central customer, supplier, partner, and social media data repositories to provide prescriptive
recommendations on a unique fulfillment of stakeholder needs, strengthening stakeholder
collaboration and competitive advantages. Simulations based on alternative strategies and using the
EA to perform impact analyses to support the decision-making process of the strategic choices
phase. Simple and understandable design principles and guidelines regarding e.g. customer contact
are the core of the strategic customer contact plan that’s the final output of the strategic choices
phase. This plan can be the foundation for strategy as an adaptive business design. The
aforementioned guidelines and principles provide the development direction and constraints to
respond quickly to changing customer needs and unforeseen opportunities through decentralized
experimentation by delivering and modifying minimal viable products. The EA must ensure that the
insights from the data analytics engine are communicated easily and quickly to the senior managers,
process/data owners responsible for the development of the operational backbone and
product/service owners responsible for the digital service backbone or technology platform. So that
these insights under the previous (customer contact) design principles, guidelines, and formulated
vision can be translated into concrete value-added improvement and/or innovation actions. Central
is the digitization and automation of customer contact moments to spend more time on the most
valuable customer contact moments. Figure 12 shows the relationship between the strategic
planning process, EA practice processes, and EA artifacts identified in practice.
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Figure 12 Model adapted from Grave (2020) showing the relationship between the strategic planning process, EA practice
processes and EA artifacts identified in practice

The light blue circle indicates the interaction between the strategic process phases and EA practices
as described in the answer.
Sub research question 2:
What kind of EA Artifacts document the EA and support stakeholders in the strategic planning for
digital transformation?
In theory, as in practice, a multitude of EA artifacts can be identified in a different context (see Table
10). Although an unambiguous set of EA artifacts describing the EA cannot be identified in theory or
practice. Which of the previously identified EA artifacts support stakeholders in the strategic
planning of digital transformations is shown in Table 7. An EA artifact driving digital transformation
in practice is the value matrix of customer contacts. EA artifacts assumed to be vital according to
various stakeholders in practice are the (target) operating model, a kind of capability development
plan, high-level operational concept, enterprise portfolio, impact assessment with a business case
and roadmap. The vision is presented in the form of EA artifact principles and guidelines. This EA
artifact is essential for stakeholders for the strategy execution phase and communication of the
vision.
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Recommendations for practice
Based on this research, the following recommendations for practice can be formulated:
➢ Develop an unambiguous terminology for EA artifacts
➢ An important prerequisite for the successful implementation of an EA practice is the
development and maintenance of EA artifacts
➢ Proactively use EA artifacts for strategic planning of digital transformations
➢ Let Business Architects interpret the EA artifacts and actively participate in the strategic planning
processes
➢ Use EA artifacts, such as OGSM’s, to communicate a company's vision, mission, and strategy to
create the required business processes and IT structures
➢ Invest in an operational backbone and design a digital service backbone in a 'greenfield'
➢ Recognize and organize the difference in required management practices for an operational
backbone and digital services backbone.
➢ Develop a separate digital transformation strategy and ensure that both operational and
functional strategies are in line with this.
➢ Make a clear choice for a digital customer engagement or digitized solutions strategy

Recommendations for further research
The following recommendations for further research can be formulated:
➢ Can an unambiguous set of EA artifacts be found that describe the EA as a whole?
➢ Is it possible to develop an international terminology for EA artifacts?
➢ Are the identified EA artifacts used by (or its use acknowledged) stakeholders for strategic
planning of digital transformations in this case study also used by other companies and can
additional EA Artifacts be identified?
➢ Is the identified artifact customer contact value matrix indeed a driving factor for the successful
planning of digital transformations as stated by the stakeholders in this case study?
➢ How is the strategic planning process functioning as part of EAM for digital transformations at
companies that have been successfully transformed into a sense and response organization and
which EA artifacts are used by those companies?
➢ How must EA evolve to successfully support companies’ digital transformation journeys?
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7. Appendices
Research approach theoretical framework
In this study, we use the following definition of (Okoli, 2010) of a systematic literature review: "a
systematic, explicit, comprehensive and reproducible method for identifying, evaluating and
synthesizing the existing corpus of completed and registered work of researchers, scientists, and
practitioners.”
The research protocol (Brereton et al., 2008) combined with the guidelines of Okoli (2010) is
succinctly described below:
1. Identify the purpose of the review. The goal is to find an answer to the research questions as
described in section 1.4.
2. Determine the relevant search terms and their synonyms based on the research questions.
3. Select search sources other than the articles provided by the Open University and the instructor
supervisor.
4. To find relevant articles, the following search methods must be applied:
a. Building blocks, search queries based on the combinations of the search terms determined under
sub 2 and the logical operator “AND & OR”.
b. Forward snowballing, according to Levy (2006) “forward references search refers to reviewing
additional articles that have cited the article and backward references search”.
c. “Backward snowballing, refers to reviewing the references of the articles yielded from the keyword
search noted above”, Levy states (2006).
4. Develop a context search form so that the research can be repeated and recorded (see Figure 13).
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Figure 13: Form used to record several search queries

5. To meet the requirement of completeness and reproducibility (Fink, 2005) an overview must
describe exactly the search population, publication period, language, availability, and structure of
the articles, several citations, the reputation of the author, search terms and their synonyms. This is
the practical screen also known as screening for inclusion.
6. When drawing up the inclusion criteria, consider also exclusion criteria. These in- and exclusion
criteria must be defined In the scope of quality assessment, to determine which selected articles are
of (in)sufficient quality to be included in the review synthesis. Myers and Klein (1999) proposed a set
of principles for the conduct and evaluation of interpretive field research in information systems.
This qualitative scoring is the difference between critical reading and critical writing (Ridley, 2008).
An overview of the inclusion and exclusion criteria is shown in Table 8.
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Table 8: Overview of In-/ exclusion criteria

7. In each context search form, the number of articles is shown which are included in data extraction
(analysis) and synthesis, or the search link in Google Scholar is shown to be able to reproduce the
search.
8. Search results will be stored for each article in an Excel table with a separate concept and
relevance in- and exclusion column based on the Saunders method (2015).
After the inclusion and exclusion of the found items, the data extraction step will be applied. In this
phase, information relevant to the research question is systematically extracted from the articles.
Relevant quotes are recorded per an article in the excel table.
9. The concept mapping method is used to map out the mutual relationships and relevance
(Maxwell, 2006). This method is used to combine and understand the different studies in the context
of the research question. This is a prerequisite in the context of synthesis. The synthesis of
qualitative studies can be divided into three concrete steps according to Levy and Ellis (2006). The
first is to know the literature. Secondly, apply the literature. The last and third step is to evaluate it.
10. Writing the review of systematic literature research is the last step in the research protocol.
When writing the review, attention will be paid to the lack of knowledge, so that other researchers
will be stimulated to fill these knowledge gaps. So writing this review not only requires an
examination of past research but means making a chart for future research (Webster & Watson,
2002).

Implementation of the research protocol
The following search terms and their synonyms have been determined based on the research
questions: EA, EA Artifacts, Organizational transformation, Business transformation, digital
transformation, fundamental artifacts, essential artifacts, transformation process, stakeholder use,
and/ or behavior and strategic planning.
In addition to the articles provided, additional articles were searched based on the aforementioned
search terms and their synonyms. In the online library of the Open University, the search was initially
based on the building blocks method.
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The search is limited to articles, theses, publications, e-journals, and magazine articles from 2010
onwards, to limit the risk that the theories are already outdated and/or obsolete.
Since most scientific articles are written or translated into English, it was decided to search for
articles in English. Furthermore, for practical and budgetary reasons, it was decided to select only
articles whose text is publicly available free of charge. From quality assessment, it was decided to
select articles with a minimum of 2 quotations or a writer with a minimum of 20 quotations in his
name since 2014 (see Table 8).
Below are the different context forms per search. This form also describes the inclusion criteria and
the search results in several articles found. If a search results in too many articles (red box) without a
link to the search terms, then a further demarcation is made. Only the number of articles in the
white boxes has been selected.

7.2.1. First search query
Research form
Date of search
3-11-2019
Research question
Which EA artifacts facilitate the process of strategic planning for digital transformation?
Concept 1
Enterprise architecture
artifacts

1

Resultaat

Fundamental Artifacts

Further search within
selection

Search terms

Search terms

Search terms

Search all fields

Search all fields

and

Fundamental Artifacts

Only in abstract

3

and

and

and

Only in abstract
and

transformation
process

0

transformation
process

9

Search all fields

Fundamental Artifacts

Search all fields

and

Search all fields

Enterprise architecture
artifacts

997

Search all fields

Fundamental Artifacts

Search all fields
Enterprise architecture
artifacts

5

and

Search all fields

Enterprise architecture
artifacts

transformation
process
Only in abstract

Fundamental Artifacts

Only in abstract

4

and

Only in abstract

Enterprise architecture
artifacts

5a

Concept 3
Transformation
process

Search all fields
Enterprise architecture
artifacts

2

Concept 2

transformation
process

4

Only in abstract

and

Fundamental Artifacts

and

transformation
process

57

and

Fundamental Artifacts

and

transformation
process
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Terms selection (see search limits)
Enterprise architecture
artifacts
Source/ Database:
Open Universiteit online Library
Search limits:
Discipline

applied sciences, architecture, business, computer science, sciences

Age range

last 10 years

Date range

1-1-2010 to

13-10-2019

Content Type

archive material, Article in trade journal, thesis, Publication, magazine / eJournal, magazine article

Terms selection 5a

enterprise architecture, enterprise transformation, innovation(s), institutional-/ organizational change,
transformation(s), usage

Language

English

Other

Limited to scholarly & peer reviewed publications
exclude from results newspaper articles, book reviews
Extend results with results from sources other than this library
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7.2.2. Second search query
Research form
Date of search
3-11-2019
Research question
Which EA artifacts facilitate the process of strategic planning for digital transformation?
1

Search terms

Search terms

Resultaat

Enterprise
architecture

Organizational
Transformation

1

and

Search terms

Search terms

Search all fields

Search all fields

2

Enterprise
architecture artifacts
3

Business
transformation

and

Only in abstract

2

Only in abstract

Enterprise
architecture artifacts

and

Digital transformation

3

Source/ Database:
Open Universiteit online Library
Search limits:
Discipline

applied sciences, architecture, business, computer science, sciences

Age range

last 10 years

Date range

1-1-2010 to 13-10-2019

Content Type

archive material, Article in trade
journal, thesis, Publication, magazine /
eJournal, magazine article

Language

English

Other

Limited to scholarly & peer reviewed publications
exclude from results newspaper articles, book reviews
Extend results with results from sources other than this library

7.2.3. Third search query
Research form
Date of search
3-11-2019
Research question
Which EA artifacts facilitate the process of strategic planning for digital transformation?
Concept 1
Concept 2
Enterprise
and
Essential artifacts
and
architecture artifacts
Search terms
Search all fields
Enterprise
architecture artifacts
2
Only in abstract

Search terms
Search all fields

1

Enterprise
architecture artifacts
Only in abstract
Enterprise
architecture artifacts
4
Search all fields
Enterprise
architecture artifacts
5
Search all fields
Enterprise
architecture artifacts
5a
term selection:
Enterprise
architecture artifacts

and

Essential artifacts

and

Only in abstract

and

Essential artifacts

and

Essential artifacts

3

and

Search all fields
and

Only in abstract
and

Essential artifacts

and

Search all fields
and

Essential artifacts

and

and

Essential artifacts

and

Concept 3
organizational
transformation

Resultaat
Further search within
selection

Search terms
Search all fields
organizational
transformation
Only in abstract
organizational
transformation
Search all fields
organizational
transformation
Search all fields
organizational
transformation
Only in abstract
organizational
transformation
organizational
transformation
Total

Source/ Database:
Open Universiteit online Library
Search limits:
Discipline
applied sciences, architecture, business, computer science, sciences
Age range
last 10 years
Date range
1-1-2010 to
13-10-2019
Content Type
archive material, Article in trade journal, thesis, Publication, magazine / eJournal, magazine article
Terms Subject 5a
architectural innovation, business model innovation, business transformation, digital innovation,
digital transformation, innovations, organizational change, transformations
Language
English
Other
Limited to scholarly & peer reviewed publications
exclude from results newspaper articles, book reviews
Extend results with results from sources other than this library
Search all fields
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832

0

10

3

24

12
25

7.2.4. Fourth search query
Research form

Date of search
3-11-2019
Research question
Which EA artifacts are fundamental in the transformation process of a company
Concept 1
Concept 2
Concept 3
Resultaat
Enterprise
Digital
Further search
architecture
and
Stakeholder use
and
transformation within selection
artifacts
Search terms
1 Search all fields
Enterprise
architecture
artifacts
2 Only in abstract
Enterprise
architecture
artifacts

Search terms
Search all fields
and

Stakeholder use

and

Only in abstract
and

Stakeholder use

3 Only in abstract
Search all fields
Enterprise
architecture
and
Stakeholder use
artifacts
4 Search all fields
Only in abstract
Enterprise
architecture
and
Stakeholder use
artifacts
4a term selection: innovation(s), stakeholders, usage
Enterprise
architecture
and
Stakeholder use
artifacts
5 Search all fields
Search all fields
Enterprise
architecture
and
Stakeholder use
artifacts
5a term selection:
Enterprise
architecture
artifacts

Search terms
Search all fields

and

Stakeholder use

Digital
transformation

369

Only in abstract
and

Digital
transformation

0

Search all fields
and

Digital
transformation

4

Search all fields
and

Digital
transformation

15

and

Digital
transformation

7

Only in abstract
and

Digital
transformation

18

and

Digital
transformation

9

Total
20
Source/ Database:
Open Universiteit online Library
Search limits:
Discipline
applied sciences architecture
business
computer science sciences
Age range
last 5 years
Date range
1-1-2010 to
13-10-2019
Content Type
Article in Trade journal, Thesis, Publication, magazine / eJournal, Magazine article
Terms Subject 4a innovation(s), stakeholders, usage
Terms Subject 5a agile transformation, business model transformation, digital architecture,
digital innovation, digital transformation, technological change, enterprise architecture
Language
English
Other
Limited to scholarly & peer reviewed publications
exclude from results newspaper articles, book reviews
Extend results with results from sources other than this library
Search all fields

39

7.2.5. Fifth search query
Research form

Date of search
3-11-2019
Research question
Which EA artifacts are fundamental in the transformation process of a company
Concept 1
Concept 2
Concept 3
Resultaat
Enterprise
Strategic
Digital
Further search
architecture
and
and
planning
transformation within selection
artifacts
Search terms
Search terms
Search terms
1 Search all fields
Search all fields
Search all fields
Enterprise
Strategic
Digital
architecture
and
and
316
planning
transformation
artifacts
2 Only in abstract
Only in abstract
Only in abstract
Enterprise
architecture
artifacts
3 Only in abstract
Enterprise
architecture
artifacts
4 Search all fields
Enterprise
architecture
artifacts
5 Search all fields
Enterprise
architecture
artifacts
6 term selection:
Enterprise
architecture
artifacts

Strategic
planning

and

and

Search all fields
Strategic
planning

and

Strategic
planning

and

Strategic
planning

and

Strategic
planning

2

Digital
transformation

2

Only in abstract
and

Only in abstract
and

Digital
transformation
Search all fields

Search all fields
and

0

Search all fields

Only in abstract
and

Digital
transformation

Digital
transformation

18

Only in abstract
and

Digital
transformation

0

Total
4
Source/ Database:
Open Universiteit online Library
Search limits:
Discipline
Business, Enginering, computer science, sciences
Age range
last 10 years
Date range
1-1-2010 to
30-11-2019
Content Type
Article in Trade journal, Thesis, Publication, magazine / eJournal, Magazine article
Language
English
Other
Limited to scholarly & peer reviewed publications
exclude from results newspaper articles, book reviews
Extend results with results from sources other than this library
Search all fields

7.2.6. Google Scholar search
Subsequently, based on search queries, Google Scholar searched for the most relevant articles.
First Google Scholar query
Which EA artifacts are fundamental in the transformation process of a company artifacts
transformation "enterprise architecture artifacts"
Results

90 Results
Terms in title: enterprice architecture artifacts (usage), business transformation,
Further search within selection organizational transformation, enterprise transformation, transformation,
essential or fundamental artifacts
Not free available
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17
7

Second Google Scholar query
Which EA artifacts are fundamental in the transformation process of a company artifacts
transformation "enterprise architecture artifacts"
Results 12
Third specific Google Scholar query
enterprise architecture business transformation documents business OR transformation, OR change,
OR organizational OR transformation "EA documents"
Result 1
Fourth Google Scholar query
Results 55

7.2.7. Forward snowballing
Forward snowballing is applied to these articles
An examination of the role of enterprise architecture frameworks in enterprise transformation
Results 19
The role of synergy in using enterprise architecture for business transformation
Results 2
Investigating the usage of enterprise architecture artifacts
Results 31
Eight Essential Enterprise Architecture Artifacts
Results 11
In addition to specific articles, the related articles mentioned in google scholar have been searched
for. In the related articles, a search has been done on selected search terms that occur in the title of
these articles. In the print screens below, the specific articles are displayed with the number of
related articles, the specific search terms, and the result expressed in several articles that met the
search criteria.

The Benefits of Enterprise Architecture in Organizational Transformation
Verwante artikelen 101 resultaten
Selectie uit deze artikelen met in de titel de volgende key woorden
organizational or business transformation or enterprise transformation
Enterprise architecture artifacts
Essential or fundamental artifacts
6 artikelen voldoen aan die criteria
An Examination of the Role of Enterprise Architecture Frameworks in Enterprise Transformation
Verwante artikelen 101
Selectie uit deze artikelen met in de titel de volgende key woorden
organizational or business transformation or enterprise transformation
Enterprise architecture artifacts
Essential or fundamental artifacts
8 artikelen voldoen aan die criteria
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THE ROLE OF SYNERGY IN USING ENTERPRISE ARCHITECTURE FOR BUSINESS TRANSFORMATION
Verwante artikelen 101
Selectie uit deze artikelen met in de titel de volgende key woorden
organizational or business transformation or enterprise transformation
Enterprise architecture artifacts
Essential or fundamental artifacts
4 artikelen voldoen aan die criteria

7.2.8. Registration of search results in Excel
All search results are captured in an excel workbook as shown in Figure 14. Based on the inclusion
and exclusion criteria the relevant articles have been selected. These are displayed in the workbook
with IN (green color) or EX (red color). These are thus easy to filter. Also, a column has been added
to map the different concepts for the application of the concept mapping method.
IN or EX NR

Year Publicationdate Author

IN
IN
EX
IN
EX
IN
EX
EX
EX
EX
IN
EX
EX
IN
IN
IN
IN
IN
IN
EX
IN
EX
EX
EX
IN
IN
IN
IN
IN
IN
IN
EX

2019
2019
2017
2015
2016
2015
2015
2018
2015
2019
2017
2016
2015
2006
2013
2015
2017
2014
2016
2017
2019
2019
2019
2017
2017
2018
2018
2019
2018
2018
2019
2018

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32

6-2-2019
19-6-2019
13-2-2017
11-9-2015
30-1-2015
2-1-2015
19-11-2018
29-10-2019
4-9-2019
mrt-17

19-12-2006
11-6-2013
17-6-2015
feb-17
17-7-2014
nov-16
mrt-17
jun-19
18-5-2019
17-8-2017
24-7-2017
17-6-2018
17-6-2018
16-10-2018
26-6-2018
31-8-2018

Kotusev
Niemi
Carayannis, E
Donaldsen
Dam
Hendrixx
Trad, Antoine
De Waal
Marjanovic
Rafael, Silvia
Niemi,
Trad, Kalpic
Sobczak,
Winter,
Abraham
Kotusev,
Kotusev
Stefan
Kotusesv
Kotusev
Berg
Wetering
Khisro
S. Vobugari
J. J. Korhonen
A. Pucihar, M.
Kaidalova
Aliee, F. S.,
A.
Kar,
Sharmistha
Assar,
S., &
Molnár B., Őri

Article
Structure

Background author

Research Population

Citaten Key Words

University of
Pekkola Professor in
Full Professor, GWU
School ofProfessor
Business,
Assistant
of
Associate Professor in

Concept
mapping
Enterprise
Enterprise
organization
Enterprise
enterprise
Digital
geen info beschikbaar Transformati
HPO Center,
organization
Professor, citaties
organization
Instituto Superior
Only
Pekkola Professor in Enterprise
only
Kalpic: University of
Not
Enterprise
Robert Winter
Enterprise
Enterprise
University of
Enterprise
University of
Enterprise
Stephan Aier
Enterprise
University of
Enterprise
No abstract, University of
Enterprise
Researcher, Vrije
Enterprise
Essential
EA, artifacts,
Sreekumar Vobugari Not so
Enterprise
Andreja Pucihar
Enterprise
Enterprise
Fereidoon Fereidoon Shams
Enterprise
Alfred Zimmermann Enterprise
Only
Rahul Thakurta
Enterprise
abstract
Saïd Assar
Enterprise
Enterprise

Sage Journals: Journal
Business & Information
Journal of Knowledge
Journal of Enterprise
Enterprise Information
Journal of Enterprise
International Journal of
Measuring Business
Information Systems
Journal of Enterprise
Web of Science
Procedia Computer
Problemy Zarzadzania
2006 10th IEEE
Proceedings of the 21st
ECIS 2015 Research-inBritish Computer
2014 IEEE 16th
British Computer
British Computer
Journal of Systems and
International
Institutionen för
2017 International
2017 IEEE 19th
31ST BLED
International Journal of
Proceedings of the
2018 IEEE 22nd
PACIS 2018
2019 IEEE 21st
European Conference

3
38
15
19
6
0
0
8
0
43
2
0
99
53
25
10
39
7
6
5
3
0
1
15
1
3
1
3
1
0
1

Enterprise
Enterprise
Big Data
enterprise, en
enterprise
business
Niet
Success
CustomerConceptual
enterprise
unified
organization
enterprise
Boundary
Enterprise

Titel

Enterprise
The Benefits
An
An
Managing
Business
The Business
Success
From productA conceptual
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A
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enterprise
Use It or Lose
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Enterprise
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Enterprise
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Abstract
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Enterprise
Today, as
Organizations and
Enterprise
Enterprise
The recent wave of
A decisive
Purpose
This research aims
Abstract Purpose –
As a tool for
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Effective
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Architecture (EA)
Enterprise
Enterprise
In this paper we
Enterprise
and IT perspective
According to
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The process of
Enterprise software
Digital
Digital
Internet of Things
The advancement
The digital
Enterprise
Most modern-day
In this paper a

Enterprise

Enterprise
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Enterprise
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Enterprise
As a result of my
four different
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Strategy in this
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Digitization [2] is
Lankhorstdefines
Digital

Figure 14 Excel workbook shows the search results and the selection based on in- (green) and exclusion (red) criteria.

In total, the search queries yielded 120 items of which 45 were selected based on the in- and
exclusion criteria.

7.2.9. Concept mapping method
After reading the selected articles, the concept mapping method was used to map the mutual
relationships between the different concepts and their relevance. This to combine and understand
the different studies in the context of the research question and, based on this, to arrive at a
theoretical synthesis and to prepare the writing of a review. Figure 1 shows the concept folder that
is the result of applying this method.

Theoretical synthesis
7.3.1. Enterprise architecture
The origin of Enterprise Architecture (EA) began at the end of the 1970s. The realization had arisen
that to be able to support the complex interaction between the different architecture layers within a
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company consisting of business models, processes, people, etc., it was necessary to have a clear
picture of how a company was built up (Ahlemann et al., 2012). In the 1980s, John Zachman (1987)
developed an information system architecture framework that attracted the attention of many
scientists and practitioners. This will be explained in more detail under EA frameworks.
Several EA definitions can be found in science. Several scientists (Ahlemann et al., 2012; Kotusev,
2018a; Niemi & Pekkola, 2015; Winter & Fischer, 2006) define EA or refer to earlier EA definitions in
the scientific literature.
According to Kotusev, the most accepted vision conceptualizes EA as the current state, the future
state of business architecture, and the transition roadmap (Kotusev, 2019a). This transition roadmap
is the result of an extensive gap analysis of the current EA and the desired future EA. This is regarded
as a four-step logic that, according to Kotusev et al. (2015), Spewak and Hill have introduced as an
EA methodology
This study uses the ISO/IEC/IEEE 42010 standard of an architecture, quoted by Ahlemann et al.
(2012): "The fundamental organization of a system, embodied in its components, their relationships
with each other and with its environment, and the principles underlying its design and evolution".
And also the definition of EA by Ahlemann et al. (2012): "the fundamental organization of an
enterprise as a socio-technical system, along with the principles governing its design and
development."
Aliee et al. (2019), Kotusev et al. (2018a), Niemi & Pekkola (2015), Van den Berg et al. (2019) and
Zachman (1987) refer to the most general goal of implementing an EA and that is aligning
information technology with the mission and objectives of a company. Also, solving the complexity
of information systems was an important motive. EA improved methods, frameworks, principles,
technical specifications, processes, and the development of a uniform and comparable approach in
system description to serve this general-purpose (Aliee et al., 2019; S. S. Kotusev, Mohini; and
Storey, Ian, 2015; Thakurta, 2018). These principles, technical specifications, roadmaps, etc. are also
called EA artifacts. These will be explained in more detail in section 7.3.3.
EA's original focus is on process standardization and integration (Korhonen & Halén, 2017). That's
the technical architecture. In the meantime, EA has further evolved in the socio-technical
architecture, where EA has become more the bridge between strategy and execution F. Ahlemann et
al. (2012).
The question is whether EA is also capable of supporting and guiding the constantly changing
internal and external environment with which a company is confronted. In section 1.1, reference
was already made to the various challenges companies face. This leads to adaptations of business
models, mergers and acquisitions, introductions, and replacements of information systems for large
companies. This is also referred to as organizational or business transformation (Labusch et al.,
2014). Digital transformation is its current dominant form and will be explained in more detail in
section 7.3.7.
The scientific literature argues that EA can play an important role in enabling the aforementioned
business transformations (Aier, Weiss, Winter, & Rytz, 2016; Donaldson, Blackburn, Blessner, &
Olson, 2015; Tamm et al., 2015). Donaldson (2015) does, however, draw attention to the limitations
concerning the sociological disciplines. The soft side of business architecture. Blomqvist (2015) also
mentioned the limited value of EA in supporting this sociological side of strategic analysis like shared
values and staff skills.
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Several authors (Abraham, Aier, & Winter, 2015; Asadi Someh, 2016; Kotusev et al., 2015; Tamm et
al., 2015) describe among other things how EA can contribute to business transformation. The next
steps are identified. Assessing the value of a business transformation based on EA artifacts and the
interaction with stakeholders (Abraham et al., 2015). Structured and appropriate management of
the transformation and associated responsibilities. Supervise programs and projects implemented in
the context of the transformation. Translate and communicate goals, concepts, and approaches to
achieve a common understanding with the different stakeholders within the aforementioned
projects and programs (Asadi Someh, 2016).
It is important to recognize that there is no one size fits all methodology. The understanding of the
specific organizational context has an important influence on the planning and structure of the
business transformation (Allaoui et al., 2019; Kotusev, 2019b) and also digital transformations Aliee
et al. (2019).
(Abraham et al., 2015; Donaldson et al., 2015; Hendrickx, 2015; Mezzanotte Sr & Dehlinger, 2015)
explicitly emphasize the role of the stakeholder in the business transformation. If the stakeholder
understands the EA and associated artifacts, it is clear what role the stakeholder plays in the
transformation and the stakeholder likely accepts the changes easier. Mouaad et al. (2019) endorse
the role of business architects to interpret certain information input to be of value in the digital
transformation management activities. The position of the stakeholder will be explained in more
detail under 7.3.5.
In the current state of the art and practice of business architecture, however, there is a lack of
essential insight into the rapid and flexible adaptation of architectures and related decisions to be
able to respond to the requirements of the new digital environment in which companies find
themselves (Hendrickx, 2015; Korhonen & Halén, 2017; Thakurta, 2018). Identified by Korhonen
(2017) as the collaborative revolution era.
For EA to be able to support and/or guide the digital transformation, EA will have to evolve (Aliee et
al., 2019; Goerzig & Bauernhansl, 2018; Korhonen & Halén, 2017; Pucihar, Ravesteijn, Seitz, & Bons,
2018; Zimmermann et al., 2018). According to Mouaad et al. (2019), EA should better support
external analysis by understanding digital drivers, customer needs, skills development, and societal
trends.
Among the different approaches to EA, the service-oriented approach in the context of business
transformation is of particular importance, because this architecture is based on services in the
enterprise and offers significant benefits in terms of flexibility, ease of integration, reusability and
improved Return on Investment for the enterprise (Aliee et al., 2019). These benefits are even more
in line with the evolution that EA must undergo to support a digital transformation. To be able to
determine exactly what evolution is needed to do this correctly, it is necessary to understand what a
digital transformation is all about. This is explained in 7.3.7.
Aliee et al. (2019), Kaidalova et al. (2018), Korhonen et al. (2017), Pucihar et al. (2018), Radeke
(2011) propose how EA should evolve to be able to shape the digital transformations of companies.
Radeke refers to the need for organizational and strategic agility. EA should support that with a
focus on standardization, modularization, business, and IT alignment, and strategic fit. Goerzig
(2018) introduces the agile EA for digital transformation with a similar approach as agile software
and systems development for the agile development of future target states (see Figure 2)
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Table 9 By Korhonen (2017) proposed changing role of EA and
technological catalysts along different phases of a sense and response
approach (adaptive loop)

Korhonen (2017) emphasizes that a sense and
response approach should be supported by EA
because unpredictable changes require an
adaptive strategy. How the role of EA should
change according to Korhonen shows Table 9.
Scientists generally recognize that EA should
evolve towards a two-speed architecture. The
architecture traditionally supported by EA that
must be reliable and deliver the highest
quality for operational excellence. And as
Tamm et al. (2011) once said “systems,
architectures, and structures that must be
flexible and agile”. A distinction is made
between the operational backbone and the
digital services backbone (Ross et al., 2016;
Sebastian et al., 2017).

The next logical step according to Korhonen et
al. (2017) is the evolution into an eco systemic
architecture with an optimal interaction
between the two architecture speeds and a
co-creation with partners, customers, and
suppliers of the digital service backbone to continuously innovate and develop and deliver
personalized services.

7.3.2. EA Frameworks
EA frameworks provide principles, models, and guidelines to help develop an EA program and an
important task, according to Bui (Bui, 2017), is to establish the various EA Layers that guide the IT
standards and procedures.
Kotusev (Kotusev, 2019a) joins the definition given by Zachman in 1996: "a logical structure for
classifying and organizing the descriptive representations of a company [i.e. EA artifacts] that are
important for the management of the company and the development of the company's systems".
Donaldson indicates that EA frameworks are increasingly being used as a proxy for managing and
transforming entire organizations - enterprises and he referred to Ross and colleagues' 2006
description: "the organizational logic that reflects the integration and standardization requirements
of the company's business model to achieve business agility and achievable growth"(Donaldson et
al., 2015).
Since the creation of EA and the framework developed by John Zachman, several EA frameworks
have been introduced in practice, such as the Zachman Framework, TOGAF, DoDAF, IAF, TEAF,
PRISM, MIT, Gartner, and DYA frameworks, CSVLOD model (Abraham, 2013; Blomqvist et al., 2015;
Bui, 2017; Kotusev, 2016, 2017b; Kotusev et al., 2015; Winter & Fischer, 2006; Zachman, 1987).
According to Bui (Bui, 2017), the strategic integration of EA values depends on the degree of
involvement that business architects have in key management practices (e.g. strategy planning and
formulation). The EA frameworks that fit in are the MIT, Gartner, and DYA frameworks. These
strategic EA frameworks have been under development since the mid-2000s. These EA strategic
frameworks emphasize the strategic integration of EA values, compared to operational EA, to make
EA a catalyst for entrepreneurial initiatives (Bui, 2017).
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Kotusev (Kotusev, 2019a) and criticizes these frameworks and models by stating that the focus is
primarily on designing a variety of artifacts for EA, but the use of these artifacts, their interrelations
and dependencies are not explained. Bui criticizes these frameworks because they have no
theoretical basis for comparison criteria and do not interpret the differences in a meaningful way.
This is why he proposes a comparative approach using essential elements (Bui, 2017).
The extent to which these EA frameworks fit in with the current digital transformation that
companies have to undergo to arrive at a digital enterprise architecture is therefore highly
questionable. In this context, Zimmerman et al. (2018) introduce the Digital Enterprise Architecture
Reference Cube as the new architectural model to support architecture management, engineering,
and analysis, in which a series of multi-perspective viewpoints for enterprise architectures is
presented. DEA frames these multiple elements of digital architecture in integral configurations of
digital architecture by providing an ordered basis of architectural artifacts for associated multiperspective decision processes (Zimmermann et al., 2018).

7.3.3. EA Artifacts
When EA activities (e.g. modeling) are carried out, this results in different types of artifacts, such as
concrete EA products and abstract EA services. Models, principles, standards and other
documentation that provide a specific picture of a company and its development (Abraham, 2013;
Bischoff, Aier, & Winter, 2014; S. S. Kotusev, Mohini; and Storey, Ian, 2015; Winter & Fischer, 2006),
are considered EA products. Abstract EA services are artifacts that aim to guide planning,
development, and decision making to achieve the desired future business architecture (Kotusev,
2018a, 2019a; Niemi & Pekkola, 2015). ISO standard 42010 describes how architecture should be
documented. The Open Group Architecture Framework (TOGAF) uses the same standard. TOGAF
(Harrison, 2018) describes an artifact as follows: “An artifact is a more granular architectural work
product that describes an architecture from a specific viewpoint. Artifacts are generally classified as
catalogs (lists of things), matrices (showing relationships between things), and diagrams (pictures of
things)”.

Figure 15 Adapted from TOGAF (Harrison, 2018) visualization of EA artifacts and an overview of the
relationships between architectural deliverables, artifacts, building blocks, and the architecture
repository consisting of several EA artifacts
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Kotusev (2019a) defines EA artifacts as well as Zachman in 1996 as: “the descriptive representations
of a company that is important for the management of the company and the development of the
company's systems”. In line with the aforementioned definition in this study, it is assumed that EA
artifacts can also be other forms of documentation, such as PowerPoint presentations, textual
descriptions, et cetera.
The standard defines views, which are governed by viewpoints to meet the concerns of stakeholders
and their information needs (Zimmermann et al., 2018). Stakeholder use, needs, etc. will be
explained in more detail under 7.3.5.
Various EA artifacts are identified in the scientific literature. Table 10 shows an overview of the
identified EA Artifacts.
Table 10: an overview of EA Artifacts identified in the scientific literature in different contexts
Source
Spewak and Hill (1992)
(Kotusev, 2019c)

Number
50

(Winter & Fischer, 2006)

27

DoDAF (2007) (Kotusev,
2019a)
Van ’t Wout et al. (2010)
(Kotusev, 2019a)
TOGAF (2011) (Kotusev,
2019a)
(Bernard, 2012)

29

(Bischoff et al., 2014)
On the basis of TOGAF 9.1

26

(Kotusev, 2017a)

8

(Kotusev, 2018a)

39

(Kotusev, 2017a)

8

(Van den Berg et al., 2019)

12

(Kotusev, 2019a)

24 of
267

80
50
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Area of interest
“planning initiation, business modelling, current systems and technology,
data architecture, application architecture, technology architecture, and
migration plans”
“identified within 5 architecture layers (business, process, integration,
software, and infrastructure architecture layer)”
“Artifacts aligned with the operational, services, technical standards and
'all' views”
“contextual, business, information, information, information systems and
technology infrastructure”.
“Artifacts aligned with the phases of the recommended architecture
development method (ADM)”
“strategic goals and initiatives, business products and services, data and
information, systems and applications, networks and infrastructure,
security, standards, and personnel”
“The relationships between the intensity of use of 26 EA artifacts, the
pressure to use these artifacts, and the EAM benefits of the realization.
With an emphasis on the role of pressure to use EA artifacts, they
conceptualized four different classes (EA shelf warmers, EA superstars, EA
irritations, EA pressure beneficiaries) of artifacts based on (1) how
intensively they are used in practice and (2) to what extent the pressure
increases the intensity of use”.
“Essential EA Artifacts because they were used within companies with a
more or less mature EA practice”.
“The resulting theory expresses six main roles that EA artifacts fulfill with a
metaphorical title such as Context Setters, Instrument Providers,
Knowledge Repositories, Project Implementers, Strategic Aligners, and
Value Estimators”.
“Essential because they occur in most organizations with more or less
mature EA practices. These eight essential EA artifacts are principles,
technological reference models, guidelines, business capability models,
roadmaps, landscape diagrams, solution overviews, and solution designs”.
“Top quartile organizations make more use of EA artifacts in the
preparation of IT investment decisions, in particular heat maps, policies,
roadmaps, business capability models, and landscape diagrams. In these
organizations, EA artifacts are not limited to artifacts that only provide
insight and overview, but have evolved into more diagnostic and usable EA
artifacts”.
“list of 24 common artifacts, identified based on 267 fairly general EA
artifacts, which have proven useful in practice and which describe their use
and purpose in detail”.

The use of different types of EA artifacts is considered to be the most vital antecedent for the
realization of EA benefits (Niemi & Pekkola, 2015; S. Tamm, Shanks & Reynolds, 2011).
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Top quartile organizations make more use of EA artifacts in the preparation of IT investment
decisions, in particular heat maps, policies, roadmaps, business capability models, and landscape
diagrams (Van den Berg et al., 2019). In these organizations, EA artifacts are not limited to artifacts
that only provide insight and overview, but have evolved into more diagnostic and usable EA
artifacts to support a process (Van den Berg et al., 2019).
Niemi & Pekkola (2015) identified 15 usage situations for EA Artifacts and Kotusev (2017b, 2018a)
investigated the relationships and role of EA Artifacts, “which can be specified based on its
informative content, regular users, typical use cases and the resulting organizational benefits”.
The use of EA artifacts is somewhat organization-specific (Kotusev, 2019b; Niemi & Pekkola, 2015).
Niemi (2019) states “Organizational characteristics such as industry, size, age, management
structure, decision-making, and organizational culture, and IT environment and complexity” can
affect how EA can be used and what its potential benefits may be.
According to Kotusev (2016, 2018a), the concept of “EA can be better explained by a refined
taxonomy that defines six general types of EA artifacts: Considerations, Standards, Visions,
Landscapes, Outlines, and Designs”. The EA artifacts that are categorized under the type
'considerations' and 'visions' are important for the strategic planning process (Kotusev, 2019c). EA
artifacts used in the context of strategic planning are according to Kotusev (Kotusev, 2017a), the
'principles' (considerations), and 'business capability models' and 'roadmaps' (visions). Concerning
the latter, a distinction can be made between a technology roadmap and an operational roadmap
(Kotusev, 2019a). According to Simon and colleagues (2014), the business model canvas of
Osterwalder and Pigneur (2010), strategy maps of Kaplan and Norton (2004), and Capability heat
maps of Keller (2009) also play an important role in the context of strategy formulation and
planning.
This ties in with the findings of Blomqvist et al. (2015) that the phase of strategy formulation and
planning involves determining the vision and mission of the organization, assessing the external and
internal environment, comparing alternative strategies, and making strategic choices.
Business objectives and strategy have also always been elements of EA since Zachman's first
introduction (Blomqvist et al., 2015; Zachman, 1987). However, due to EA's reduced focus on
business architecture, it is assumed that there is a 'gap' between EA and strategic planning (Simon et
al., 2014). This is also evident from the fact that there is no clear list of EA Artifacts or a common
glossary in the scientific literature (Van den Berg et al., 2019).
Which EA artifacts play a role in business transformation and more specifically digital
transformation, has hardly been studied in more detail in science. Labusch, Aier, Rothenberger and
Winter (2014) has identified nine groups of activities that make up business transformation in the
context of the information needs (31 in total) per activity group.
EA artifacts can be the drivers of a successful EA if they communicate an organization's vision,
mission, and strategy so that it can be implemented within the company's architecture layers
(Blomqvist et al., 2015).

7.3.4. Enterprise Architecture Management
Under 7.3.1, the definition of an EA has been established based on scientific literature. Radeke
(2011) argues that enterprise architecture management (EAM) manages the overall process of
maintaining and developing EA in a holistic and targeted manner and that EA is the subjects of EAM.
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Aier et al. (2016) consider EAM as "the provider of holistic perspectives on the organization, covering
the three dimensions of covering all artifacts of a given artifact type such as applications, covering
artifacts and their relationships from business to IT, i.e. covering the relationships between the
otherwise locally managed domains, and covering different points over time and thus covering the
planned transformation of the organization".
The definition of EAM according to Ahlemann (2012) is: “a management practice that defines,
maintains and uses a coherent set of guidelines, architecture principles and governance styles to
achieve the vision and strategy of the enterprise”.
Labusch et al. (2014; 2013) see EAM more as a means to design an EA by describing the current state
of the EA and developing a strategy to transform it into the desired future state or to contribute to
fundamental organizational changes. In science, the transition from this current to the desired state
is considered to be a business transformation. Radeke (2011) speaks in that context of a means of
arriving at organizational forms that enable timely reconfiguration to give direction to strategically
tuned changes. Central artifacts in EAM are EA frameworks and models (Abraham et al., 2015).
These can provide a common frame of reference for various stakeholders by presenting the
company's basic structures at a high level, thereby fulfilling a role as a communication facilitator
(Abraham et al., 2015). The EA frameworks were already explained in more detail in section 7.3.2.
It is generally recognized in science that EAM has been engaged in business IT planning,
coordination, improving the transparency of IT landscapes, stimulating business change and
contributing to aligning business and IT since its inception (Aier et al., 2016; Kaidalova et al., 2018;
Labusch et al., 2014; Löhe & Legner, 2014; Mouaad & Assar, 2019; Radeke, 2011; Roth, 2013).
A clear holistic understanding of how EAM can be used to manage strategic change is not yet
discernible in science. Several limitations are highlighted by scientists in this context, such as the low
level of use of EA documentation, the lack of authority of the business architects (Löhe & Legner,
2014), limited information on market trends, contextual and environmental information (Mouaad &
Assar, 2019), fragmented EAM research and dominated by a multitude of prescriptive artifacts, EAM
frameworks and methodologies (Radeke, 2011), the lack of an explicit vision on why, how, when and
by whom EA artifacts are used (Niemi & Pekkola, 2015), organizations struggle with documenting the
EA and have no concrete guidance during the process (Roth, 2013).
A company's ability to transform and achieve a strategic fit to market and business and IT alignment
thus depends on the proper functioning of the EAM function (Radeke, 2011).
Previously, digital transformation was already identified as the current dominant form of business
transformation, and given the limitations already cited in science about the function of EAM to
manage strategic change, science is wondering whether EAM is capable of coping with this dominant
form (Mouaad & Assar, 2019; Thakurta, 2018). In section 7.3.1, it was argued by Kaidalova (2018)
that the traditional EA is more in line with “the enterprise it integration dimension that is designed
for stability, efficiency and low cost”, i.e. the operational backbone. From a broader perspective,
Aliee et al. (2019) describe the process-oriented architecture and Korhonen et al. (2017) the sociotechnical architecture. In the context of digital transformation, however, there is talk of the productIT (Kaidalova et al., 2018), digital service backbone (Korhonen & Halén, 2017; Ross et al., 2016;
Sebastian et al., 2017; A. Zimmermann, Schmidt, Sandkuhl, & Jugel, 2019), and ecosystemic
architecture (Aliee et al., 2019; Korhonen & Halén, 2017).
Especially this EA that is needed to shape digital transformation requires a different approach from
EAM. Mouaad & Assar (2019) emphasize that EAM should support activities that require input from
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the environment (e.g. digital drivers, customer needs, etc.) or society, trends, or predictive aspects.
Kaidalova (2018) expresses that EAM needs to support the different management practices (see
Table 12) required to achieve a two-speed architecture vital for digital transformations. According to
Korhonen (2017), the collaborative and cognitive revolution requires a sense and response approach
in which strategy in the form of a plan is no longer sufficient, but the strategy should be seen as an
adaptive business design. A strategy that constantly moves with market trends, technology trends,
and customer needs. EAM should aim to evolve the EA into a mechanism that continuously
evaluates and reconfigures the company's value creation and capture (Korhonen & Halén, 2017).
Matt (2015) emphasizes that digital transformations require a digital transformation strategy in line
with the business, IT strategy, and other operational (products, processes, etc.) and functional
(finance, human resources, IT, etc.) strategies. EAM should facilitate this aforementioned strategy
interaction and alignment between strategies and it’s planning, execution, and evaluation (Goerzig &
Bauernhansl, 2018; Matt et al., 2015; Vial, 2019).

7.3.5. Stakeholder identification and role
Sections 7.3.1 and 7.3.2 already referred to the importance of stakeholder orientation and/or
management in the development and use of EA frameworks and -artifacts. According to Niemi and
Pekkola (2015), the different uses for EA artifacts are of interest to different stakeholders.
All these fundamental changes that a business transformation c.q. digital transformation brings
about thus influence all kinds of stakeholder groups, such as senior business leaders, program
managers, business managers, project managers/members, architects, IT organization and
management, employees, suppliers, customers and investors (Abraham et al., 2015; Kotusev, 2019c;
Niemi & Pekkola, 2015)
Abraham et al. (2015) and Labusch et al. (2013) emphasize that business transformation involves
changes that fundamentally change a company's relationship with one or more of its key internal as
external stakeholders, such as employees, customers, suppliers, and/or investors. To complete the
journey of a digital transformation it is key to co-create its digital services with its most important
stakeholders (Ross et al., 2016; Sebastian et al., 2017).
The various stakeholder groups can be divided into producers of EA Artifacts (architects, project
managers/members), users (architects, project managers/members, IT organization and
management) and stakeholders who support and guide the use and production of EA Artifacts (IT
managers) (Niemi & Pekkola, 2015).
In the context of strategic planning, Kotusev (2019c) refers to stakeholders such as senior managers
and architects. Based on the outcomes of various meetings, workshops, and presentations and the
interactions between the various stakeholders, the aforementioned stakeholders decide what
should happen in the future and develop and document rough plans for both business and IT. In the
CSVLOD taxonomy of Kotusev (2019c) these documents or EA Artifacts fall under the category
Considerations and Visions.
An important prerequisite for the success of the business and digital transformations is thus
cooperation between the various stakeholder groups and a shared understanding/ insight into the
current situation, the change objectives and plans in the context of the desired future situation
(Abraham et al., 2015; Gilliland, Kotzé, & van der Merwe, 2015; Ross et al., 2016; Sebastian et al.,
2017). A clear EA governance process can then provide direction and understanding by providing
rules for EA's involvement (Tamm et al., 2015). After all, the primary importance of a business
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transformation and an organization, in general, is to create value for one or more stakeholders and
primarily for customers (Hendrickx, 2015; Zimmermann et al., 2018). Insight into the roles, concerns
and information needs of these stakeholders is thus crucial, and the EA artifacts as information
provision must be tailored accordingly (Abraham et al., 2015; Hendrickx, 2015; Niemi & Pekkola,
2015) The results of the business transformation can be assessed by EA producers, users, and
administrators based on the perception and behavior of stakeholders (Asadi Someh, 2016;
Hendrickx, 2015) and the use of EA artifacts (Abraham et al. 2015; Asadi Someh, 2016).
In the context of digital transformation, Zimmermann et al. (2018) emphasize that digitized products
and systems and/or service ecosystems support the co-creation of value together with customers
and other stakeholders in various ways. Zimmermann (2018) also refers to the deployment of an
architecture management cockpit that enables analysis, optimizations, and decision support by using
multi-perspective, interrelated viewpoints of stakeholders for the systems and their business
architecture.

7.3.6. Strategic Planning
In the fifties of the last century, companies first started formal development programs company
wide. This period can be seen as the genesis of the concept of business strategy and strategic
planning (S. Blomqvist et al., 2015). A central strategic change objective or result is according to
Radeke and colleagues (Radeke, 2011) the achievement of a close alignment or connection between
the desired positioning of an organization in the market and its internal structures and processes.
In the scientific literature, it is widely recognized that the strategic planning process consists of
several phases with firstly the strategy formulation and planning, secondly the strategy
implementation and thirdly the strategy evaluation (Ahlemann et al., 2012; Blomqvist et al., 2015;
Kotnour, 2011; Kotusev, 2019c; Radeke, 2011; Simon et al., 2014). Between these scientists, there
are nuances in the description of the process steps that make up a strategic planning process and
the facilitating function of EAM. An overview of the process steps according to these authors is
shown in Table 11Table 11.
Table 11 Overview of the process steps in the strategy formulation and planning phase according to several authors

(F. Ahlemann
et al., 2012)

(S. Blomqvist
et al., 2015)

(Kotnour, 2011)

(Kotusev, 2019c)

(Radeke, 2011)

(Simon et al.,
2014)

Situation
Analysis

Forming
Vision and
Mission

Execute the
business:
Execute current
business
models

continuous and
largely
unstructured
process

strategy
analysis

Elaboration
of strategic
options

External
Assessment

Continuously Set
Strategy:
Monitor the
environment,
define the new
business
models

integrated with
regular strategic
management
activities:
environmental
analysis,
Identification
of competitive
advantages
goals
formulation

Formulation:
assessment of
strategic
business and IT
options by
architects
Formulation:
development of
strategic
architecture
initiatives
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strategy
choices

Development
of
architecture
vision and
mission of
the
organisation

Internal
Assessment

Roadmap
and
migration
planning

Alternate
strategy
comparison

Project
Portfolio
Planning

Making
strategy
Choices

Make the Strategy
Real Through a
Systematic Change
Process:
Define Initial
problems to
solve and
implement
quick wins
Develop the
business model
implementation
strategy
Create
conditions for
successfully
implementing
the business
model
Enable the
Transformation
Through Leadership,
Project
Management and
Learning:
Provide a vision
of the future
Implement
Rational
decisions and
actions
Demonstrate
commitment
Hold people
accountable for
the
transformation
Learn about
transformations

summarized as
strategy-toportfolio

Planning:
derivation of
roadmaps

business
execution
design

Planning:
assessment/
prioritization of
the project
portfolio

business
transformation
readiness
assessment

Formulation &
Planning:
update of the
target
architecture

Evaluation of
architecture
evolution

It is recognized in science that EA can support the strategic planning process (Ahlemann et al., 2012;
Blomqvist et al., 2015; Bui, 2017; Radeke, 2011; Simon et al., 2014). However, limitations are also
cited in the scientific literature as described under 7.3.4. Bui (2017) argues that “the strategic
integration of EA values depends on the degree of involvement of the business architects in strategy
formulation and/or planning”. According to Simon et al. (2014), EA would be most valuable in the
strategy formulation and implementation phases and least valuable in the strategy evaluation phase,
as the latter phase is influenced by soft factors such as stakeholder perception and behavior as
explained earlier under 7.3.5.
As a result of technological evolution, accelerated competition, shorter product life cycles, and the
customer's need for individualization, a strategy needs to be constantly moving (Kotnour, 2011;
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Labusch et al., 2013; Radeke, 2011; Warner & Wäger, 2019). In addition to the ability to implement
change, the aforementioned developments require an organization and its management to be
continuously prepared for future strategic changes by creating/continuing agile organizational forms
and thus reviewing the usual methods of strategic planning and implementation (Radeke, 2011). By
Warner and Wäger (2019) “agility is recognized as the core mechanism for the strategic renewal of a
company's business model, collaborative approach, and culture”. The potential of new digital
technologies is recognized by management and two digital strategies are identified in that context:
the customer engagement strategy and a strategy for digitized solutions. Both strategies focus on
the provision of service (Ross et al., 2016; Sebastian et al., 2017). In the customer engagement
strategy by placing co-creation with and engagement of the customer fully at the center. This to
achieve seamlessly integrated, excellent, and personal customer experiences. In digitized solutions,
the integration of products, services, and data is central. By continuously improving products and
services based on data analytics and anticipating customer needs, such companies are transformed
into service companies that deliver fitting products.
A digital strategy is defined by Sebastiaan et al. (2017) as: “A business strategy, inspired by the
capabilities of powerful, readily accessible technologies (like SMACIT), intent on delivering unique,
integrated business capabilities in ways that are responsive to constantly changing market
conditions”.
Matt (2015) and Vial (2019) establish a relationship between digital transformation strategy and
digital transformation and describe a digital transformation strategy as: “a blueprint that supports
companies in managing the transformations that arise from the integration of digital technologies,
but also in their activities after a transformation”.
It is essential that this digital transformation strategy is aligned with all other operational and
functional strategies (Goerzig & Bauernhansl, 2018; Matt et al., 2015; Vial, 2019).

7.3.7. Digital transformation
Reference has already been made in 1.1 to the fundamental changes underlying a business
transformation. Labusch et al. (2013) identify 4 main causes: (1) revenue opportunities from
emerging markets and/or new technologies, (2) threats from the market or technological changes,
(3) transformation initiatives by competitors, and (4) an internal crisis within a company.
The emergence of new digital technologies enabling new digital business models and the emergence
of new markets and competitors, or competitors reinventing themselves, are forcing companies to
accept continuous change as a constant (Hendrickx, 2015; Korhonen & Halén, 2017; Pucihar et al.,
2018).
Although different definitions for these new technologies are used in the scientific literature, which
underlies this development, in most cases they can be traced back to the SMACIT (Social, Mobile,
Analytics, Cloud and Internet of Things(IoT)) technologies (Hendrickx, 2015; Kaidalova et al., 2018;
Korhonen & Halén, 2017; Ross et al., 2016; Sebastian et al., 2017; Thakurta, 2018; Vial, 2019; Warner
& Wäger, 2019; Zimmermann et al., 2018). This can be supplemented with Cyber-Physical Systems
(CPS), Machine learning, and Big Data.
Social, Cloud, Big Data in combination with analytics and IoT are associated with 'digitization' and
machine learning, such as artificial intelligence and Robotics Process Automation (RPA) with
'digitalization' (Zimmermann et al., 2018). Tasks that until now could only be carried out by humans
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can be fully taken over by computerized machines as a result of this latest development (Hendrickx,
2015; Zimmermann et al., 2018).
All these new digital technologies enable the emergence of new digitized products and services that
promote a new form of work, interaction and/or co-creation between people/stakeholders, who
exploit the possibilities of 'digitization', and autonomous objects that have emerged from
'digitalization' (Hendrickx, 2015; Kaidalova et al., 2018; Korhonen & Halén, 2017; Ross et al., 2016;
Zimmermann et al., 2018). It is a disruptive process because, as mentioned above, companies have
to keep reinventing themselves because of this development.
Digital transformation is driven by this development of 'digitization' and 'digitalization'. Several
definitions of digital transformation can be found in the scientific literature (Aliee et al., 2019;
Kaidalova et al., 2018; Mouaad & Assar, 2019; Thakurta; Vial, 2019; Warner & Wäger, 2019). An
unambiguous definition for a digital transformation cannot be given, because the completion of the
digital transformation process within a company largely depends on the circumstances of that
company (Aliee et al. (2019). It can be deduced from these definitions that digital transformation is
characterized by disruptive and/or major fundamental changes aimed at massively exploiting new
digital technologies, such as SMACIT, to transform traditional products and services in co-creation
with various stakeholders into smart, connected, individualized products and services to develop
new business models, take customer experiences, revenue and productivity to a higher level, enable
excellence in one's own internal operations and reduce costs. In doing so, the company adapts to
the constantly changing internal and external environment and market opportunities. This requires a
fundamental transformation of business models, competencies, processes, information systems,
infrastructure business operations, and culture.
The success of this digital transformation depends on several key factors endorsed in the scientific
literature, such as time to market, sensing and seizing volatile market opportunities, adaptive
capability, agile system, and software development, a clear choice of digital strategy, smart use of
cognitive technologies, investment in an operational backbone, development of a digital services
platform, a two-speed architecture, seamless co-creation with stakeholders and the adoption of a
service culture where IT and business work together (Hendrickx, 2015; Korhonen & Halén, 2017;
Ross et al., 2016; Sebastian et al., 2017; Vial, 2019; Warner & Wäger, 2019; Zimmermann et al.,
2018).
Ross et al. (2016) and Sebastian et al. (2017) present some recommendations for completing a
digital transformation process as a company. The first is to make an explicit choice for a digital
strategy as mentioned in paragraph 7.3.6. Also, it is important to invest in an operational backbone
and to develop a digital service backbone so that on the one hand the most important business
activities run excellently and reliably and on the other hand an optimal use of the available business
and IT resources to quickly innovate digitally. (Further) develop this digital service backbone in cocreation with stakeholders (partners, customers, suppliers, etc.). Structure of the organization
around the services. Goerzig adds: “In order to be capable of offering these digitized services
enterprises have to think in modular, cross-functional and distributed business processes that allow
them the integration into ecosystems”
The main differences between the operational backbone and digital services backbone are not
technological, but the necessary differences in organizational approach. Table 12 below shows the
differences between the operational backbone and digital service backbone. Ross et al. (2016) and
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Sebastian et al. (2017) express the expectation that the technological differences will fade over time,
but the organizational differences will remain.
Table 12 Adopted from Sebastian (2017) an overview of the fundamental differences between the two backbones.

This two-speed architecture requires different support from EA in the case of the digital services
backbone. As a company's business models, competencies, processes, information systems,
infrastructure, business operations, and culture change dramatically as a result of digital
transformation, an evolution of the enterprise architecture, EA artifacts and their management as
described in 7.3.1, 7.3.3 and 7.3.4 is required.

Methodology specification
7.4.1. Conceptual design: select the research method(s)
The objective of this research is to investigate, in the practical environment of an insurance
company, to what extent enterprise architecture contributes to the strategic planning phase of a
desired digital transformation of a company, which stakeholders are involved in this phase, which EA
artifacts are used in this context and which are especially relevant for the stakeholders and why.
Based on an exploratory study, several selected articles (chapter 2) were studied, taking into account
the extent to which they are relevant in the context of the objective and case (1.4).
As the intervention being evaluated does not have a clear, unambiguous set of outcomes, the study
is carried out based on an exploratory case study (Baxter & Jack, 2008; Yin, 2003). The main purpose
of the study is to gain a better understanding of the case, not to build theory, but it’s an option.
According to Stake, this is an intrinsic case type (Baxter & Jack, 2008; Stake, 1995).
There are several ways to delineate a case study. Baxter and Jack (Baxter & Jack, 2008) refer to the
methods formulated by Creswell (2017), Stake (1995), Miles & Hubermann (1994). The binding of
this case will be explained in 7.4.2.
Since an organization's blueprint depends on the strategy, lifecycle, customer and market needs(van
de Wetering & Bos, 2017), it is considered a limitation that not all EA artifacts that are relevant in
the context of the strategic planning of a digital transformation have yet been identified in science
and practice, and that there may be country-specific prejudices and organization-specific
terminology (Kotusev, 2018a), a case study at a national legal aid insurer in the Netherlands is a
unique situation. According to Yin, a holistic single case study is appropriate (Baxter & Jack, 2008;
Yin, 2003). So this forms the research strategy.
Several departments and/or branches (sub-units) within the insurance office were investigated. The
data within the sub-units were analyzed separately (within the case analysis), between the different
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sub-units (between the case analyses) or across all the sub-units (cross-case analysis) (Baxter & Jack,
2008). Such a comprehensive analysis highlights the case even better and improves internal validity.
Care was taken to ensure that it is ultimately only at the individual level of the sub-units that have
been investigated and that the overall research issue was not overlooked. In the design of the
investigation, it has been taken into account that this meets a certain quality (Yin, 2003).
To achieve the objective, the following information or data relevant to the context formulated
should be collected at the National Legal Aid insurance company:
Secondary data(Saunders, 2015):
1. Archive records and documents relating to previous strategic planning stages of (digital)
transformation processes.
2. The documented enterprise architecture (=physical EA artifacts)
3. Other documentation relevant in the context of this case study
Primary data:
4. Semi-structured, in-depth, and group interviews with the stakeholders concerned individually as
well as in groups. According to ((Saunders, 2015) semi-structured and unstructured (in-depth)
The data obtained from the sources described in points 1 to 4 are converged in the analysis process.
Also, different data collection methods are used to combine data. This to determine whether the
findings of one method mutually confirm the findings of the other method (triangulation) and to
address the problems of construct validity. Also by having the data collection, methods, and
interpretations evaluated by other researchers and/or instructors, supervisors and assessors also
increase the reliability of the research.

7.4.2. Technical design: elaboration of the method
This case is bonded by:
1.
a research period of four months
2.
the investigation will take place in the Netherlands at a national legal aid insurer
3.
the activity to be investigated is the use of EA artifacts by stakeholders in a strategic
planning phase of a digital transformation process of (a part of) the company
4.
The definition and context EA, EA artifacts, EAM, stakeholder roles and behaviors, strategic
planning, and digital transformation as distilled from the scientific literature and presented in
Appendix 7.3.
Section 7.4 describes what information and/or data is to be collected and why. The strategy checklist
as formulated by Saunders (Saunders, 2015), to obtain as much direct access as possible, will be
applied appropriately to the context.
For each section, it is in appendix 7.4.4 described how the data will be collected. To be able to
organize the data effectively and to combine the different data sources Excel and Word are used
according to the described method of Ose (2016) to structure the qualitative data.
The aforementioned software packages will be used to create data bins, encode data, record source
details of the data collection thoroughly, search for comparisons, and combinations within the
different data sources. In doing so the reliability of the case study will be increased (Baxter & Jack,
2008; Wickham & Woods, 2005) by maintaining a chain of evidence. The steps taken in data
collection can be traced back to other researchers and/ or external observers.
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7.4.3. Implementation of the case study
To implement the case study by the methods described in previous sections, a further delineation
took place. The scope of this case study is the planning process of a customer contact strategy
completed in 2018/2019. The planning of digital transformations as part of this. To this end,
preliminary consultations were held with the CTO to obtain permission for this research. The CTO
granted this consent by signing the non-disclosure agreement on behalf of the case company.
Subsequently, in consultation with both the CTO and the CLO, it was determined that the customer
contact strategy was appropriate to the objective of the study as formulated in paragraph 1.4. This
delineation of the case study made it possible to identify in advance some of the stakeholders that
were involved in the strategic planning of the customer contact strategy.

7.4.4. Data collection
Each data collection category describes how the data is collected and why.
7.4.4.1. Archive records
To gain insight into a previous strategic planning process for digital transformation, the various
archive records will be requested from the various stakeholders involved. This is to compare the
data with each other to determine which EA artifacts are used in this process, by which stakeholders
and which are specifically related to the digital transformation. In Figure 16 the data directory
structure is displayed and in Figure 17 the used archive documentation in chronological order over
time. The description of the documentation and the date format is in Dutch.

Figure 16 Data directory structure
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Figure 17 archive documentation in chronological order over time

7.4.4.2. Other relevant documents
To what extent other documents are relevant, as this depends on the other forms of documentation
available at the insurance office, will be determined during the case study.
7.4.4.3. Semi-structured, in-depth and/or group interviews with the stakeholders
Exploratory research can be conducted by searching the literature, interviewing experts, or by
conducting a focus group or individual interviews. The individual form of the latter has been
implemented so that more can be asked about specific subjects and the information obtained can be
compared between the interviewees. By getting more details and confirmation from more than one
interviewee, the reliability and validity of the information can be improved. There are several types
of such as (semi) structured interviews and unstructured interviews. In this study, semi-structured
interviews were conducted by having conversations with stakeholders involved in the strategic
planning of the customer contact strategy of the case company. For the interview, a questionnaire
was compiled in advance. This questionnaire was not intended to ask questions in a structured way.
The questions asked in which order depended on the course of the interview and the amount of
information already provided by the interviewee on a certain topic.
7.4.3.4.1. Interview setting
The structure used and time available for each interview is shown in the table below.
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The selection criteria for the interviewees involved or respondents in the interview session for this
study were as follows:
1. (In)directly involved in the strategic planning of the customer contact strategy and the planned
digital transformations
2. Willingness to fully participate in an interview
3. Willingness to provide in advance documentation used for strategic planning purposes
4. Permission to record the interview to increase the reliability of the case study
5. Willingness to check the interview report for a correct representation of what has been discussed
6. Availability within the research period
7. Working at the case company
Because of the measures taken by the government to control the consequences of the COVID19
virus, the interviews could not be conducted in person. The only possibility was to do this remotely
by telephone and/or video conferencing tools. To limit the disadvantages of the lack of non-verbal
communication in telephone interviews, an eighth selection criterion was added, namely that there
was a willingness to do this via a video conference tool (Sedgwick & Spiers, 2009).
To obtain sufficient information for the case study, a minimum number of five interviews have been
set.
To avoid bias that could affect the reliability of the data several mitigating actions were taken as
described by Saunders (2015) and Qu & Dumay (2011), such as using different types of questions,
active listening, summarising, and testing understanding, using suitable language, et cetera. To
ensure the internal/external validity, reliability and objectivity of the interviews, certain measures
have been applied as described by Shenton (2004), such as triangulation, iterative questioning group
familiarity, peer scrutiny planning sufficient time, describing the research protocol/ method and data
gathering, et cetera).
7.4.3.4.2. Interview guide
According to Qu & Dumay (2011) semi-structured interview consists of prepared questions based on
distinguished themes that cover the research. Also, there is a set of probe questions with which a
particular theme can be further explored and thus more extensive answers to the questions can be
obtained (Qu & Dumay, 2011). Drawing up an interview guide is thus a good means of ensuring that
the same thematic approach is applied to each interview. In compiling the interview guide and
formulating the questions, a typology of interview questions according to Qu & Dumay (2011) and
examples described by Turner (2010) was used.
Based on the research question and the problem definition, it was determined that the interview
guide should contain at least the following themes and key open questions as shown in the table
below.
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The interview guide also formulated several questions specifically intended for IT specialists to
obtain specific information about the case company's enterprise architecture practice and the EA
artifacts developed and/or used in that context. However, the IT consultant and Chief Information &
Innovation Officer who were involved in the development of the customer contact strategy were not
available for the interview so these questions could not be asked. The extensive interview guide with
the follow-up and/or probe questions can be read in the appendix 7.4.3.4.2.1 Interview guide
Producers of EA Artifacts and Decision-Makers
7.4.3.4.2.1 Interview guide Producers of EA Artifacts and Decision-Makers
These questions have been compiled using some of the research questions used by (Kotusev, 2018a)
and the general introduction/ interview guide framework used by (Spierings, 2013).

INTERVIEW GUIDE CASE STUDY
EA Artifacts driving digital transformation
Interviewees: producers and users of EA Artifacts
Business Architects and senior business/IT leaders
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GENERAL INTRODUCTION
Introduce the interview with the information specified below. Please follow this order. Duration 10 min.
Introducing &
explaining task

Further intro

My name is Peter Dircks and I'll be conducting the interview in the role of
researcher c.q. student at the Open University in Heerlen. My job at this
company is Manager Claims Control, but this research is completely separate
from my job. An additional goal of this research is to provide insights for this
company in the strategic planning of future digital transformations.
I am pleased that you would like to participate in this interview and research.
If all went well, you have received an information email with the interview
questions? Is that correct? Do you have any questions about this?

Purpose of the case
study

With this interview, you will take part in a qualitative case study. I will
interview several people within the company who are/will be involved in the
strategic planning processes for digital transformations. With this survey, their
experiences will be mapped and in particular the enterprise artifacts c.q.
documentation that has been used by them.
Your story is important for this research, it helps to answer the research
questions and to match patterns in practice and theory about this subject.

Explanation Digital
Transformation

Several definitions of digital transformation can be found in the scientific
literature (Aliee et al., 2019; Kaidalova et al., 2018; Mouaad & Assar, 2019;
Thakurta; Vial, 2019; Warner & Wäger, 2019). It can be deduced from these
definitions that digital transformation is characterized by disruptive and/or
major fundamental changes aimed at massively exploiting new digital
technologies, such as Social Media, Mobile, (Big) Data Analytics, Cloud
technologies and the internet of things (SMACIT), to transform traditional
products and services in co-creation with various stakeholders into smart,
connected, individualized products and services, take customer experiences,
revenue and productivity to a higher level, enable excellence in one's own
internal operations and reduce costs (Aliee et al., 2019; Kaidalova et al., 2018;
Mouaad & Assar, 2019; Thakurta; Vial, 2019; Warner & Wäger, 2019). Digital
transformation can also lead to new business models.

Topics

The following topics will be discussed in this interview:
➢ General questions about the interviewee
➢ Vision, mission, and strategy of the company
➢ Digital transformation
➢ Strategic planning process
➢ Enterprise architecture (management) (Architects, Senior IT leaders)
➢ Enterprise architecture artifacts (Architects, senior IT leaders)
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Privacy and
confidentiality

Your data will not be used. Only your function and role within the case
company will be mentioned. Also, the things you tell us and the information
you give us will only be used for this research.
If you no longer wish to continue the interview, you can make this known at
any time during the interview. The interview will then be ended immediately.

Early stop

Recording this interview I'd like to record this conversation. For this purpose, I have brought
professional recording equipment with which this conversation can be
recorded. Of course, I will first ask you for permission to record this
conversation and to use the recording for this research. The recording will be
processed using qualitative data analysis and research software. As soon as we
start the recording, I, therefore, ask you first whether you grant permission to
record this conversation and that the recording may be processed as data for
the research by me and the Open University.
Do you grant permission to record this conversation and that the recording
may be processed as data for the purpose of the research by me and the
Open University?
Types of question
Different questions (Q):
addressed
How Q: says something about experiences, approach or action;
What Q: says something about the content;
Why-Q: asks for accountability;
Which-Q: says something about type and kind;
Who-Q: says something about persons;
When-Q: says something about time.
SPECIFIC INTERVIEW QUESTIONS
All topics and central questions should be covered. Duration 45 min.
General personal
characteristics,
function, work, etc.
Topics:
Personal characteristics
Education
Function and role
Work
Previous jobs
Vision, mission and
strategy
Topics:
Company vision and
mission
Company strategy
Strategy communication
Communication artifacts
Employee involvement
Influence

Please tell a bit more about yourself personally, your educational
background, your position, role, and work within this company?
Probe questions:
What does your work involve?
What position do you hold within the company?
What other function(s) or the role(s) have you fulfilled?
What are your responsibilities?
What is your position within the company's hierarchy?
How long have you been working for the company?
What is the vision, mission, and strategy of your company?
Probe questions:
What is the vision and mission of your company?
What is the company's strategy and/or strategic focal points?
How is the company's strategy communicated?
Which kind of documentation, information, reports, presentations, etc. has
been used for this communication?
How are employees involved in the strategy?
What part do you play in fulfilling your company's vision, mission, and
strategy?
What influence do you have on the company's strategy?
Why is your influence limited to the role you mention?
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What role do you think you should have?

Digital transformations
(DT)

What is the last digital transformation you’re company has implemented?

Topics:
Digital transformations
Digital technologies
Development DT
(methods)
Function/ role
involvement
Strategic decisions

Probe questions:
Does your company have a digital service platform or 'My Environment' with
which your company involves its customers in its services and/or products?
Which kind of technologies has been used to realize this digital
transformation?
How have these digital transformations been developed?
What kind of development methods were used?
Which functions and roles were involved in the development and
implementation of these digital transformations.
What strategic decisions were behind these digital transformations?

Strategic planning
process

How did the strategic planning process for digital transformation unfold in
which you were last involved?

Topics:
Strategic planning
process
Stakeholder
involvement
Different stages
Stakeholder interests
Stakeholder
involvement

Use of documentation

Topics:
Artifact identification &
use
Use in specific stages
Artifact purpose
Role in decision making

Probe questions:
Which persons, functions, and/or roles were involved in this strategic
planning?
What was you’re involvement in the process?
Which stages have you been able to distinguish as part of this strategic
planning?
Which kind of stages where you involved in?
What role did you play in that/ those stages?
How were you involved in the final strategic choices?
Which stakeholder interests have played a role in this strategic planning?
Which, in your opinion, has been of decisive importance in the decisionmaking process?
What documentation, information, reports, presentations, and/or data
model has been used in what stage(s) of the strategic planning process?
Probe questions:
Why was that specific documentation used in that/ those stage(s) of the
process?
How was that specific documentation used in that/ those stage(s) of the
process?
What kind of documentation/ information has played a crucial role in the
decision making process or making a strategic choice?
What kind of documentation/ information was missing in the strategic
planning process, but could have contributed to the strategic planning of the
digital transformation?
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In what stage(s) should the aforementioned documentation/ information
have been used

Stakeholder use

Which kind of documentation/ information where you using in the strategic
planning process?

Artifact use
Artifact purpose
Essential artifacts

Probe questions:
How did you use that specific documentation/ information?
What purpose did those documents fulfill in the strategic planning process?
What documents played a crucial role in the decision-making process and
why?
Which documents/ information can not be ignored/ missed in this process and
why?
Specific questions only for business architects/ senior IT leaders

Enterprise Architecture
practice
Topics:
Motives
Duration of practice
Support Strategic
planning
Support DT
Benefits EA practice
EA Artifacts
Topics:
Use for strategic
planning
Identification & use for
DT
Purpose
Stakeholder use

What can you tell me about the enterprise's architectural practice?
Probe questions:
Why did your organization decide to practice EA?
How long has your organization been practicing EA?
How does your EA function fit into the organizational structure?
How do you believe EA practices facilitate the strategic planning of digital
transformations?
Can you distinguish differences compared to other strategic planning and, if
so, what do these differences consist of?
What benefits does your organization get from its EA practice?
What are the most significant EA artifacts used within the organization?
Probe questions:
Which ones are also used for strategic planning?
Which ones are uses for the strategic planning of digital transformations?
What other EA artifacts are used for this purpose?
Can you tell exactly what purpose each artifact serves?
Which persons make use of these artifacts and by whom are they maintained?
Interview conclusion

Conclude the interview with the information specified below. Please follow this order. Duration 5 min.
Conclusion
I'd like to ask you in conclusion:
to complete your answers, if necessary;
indicate whether you have missed any topics that are relevant and/or
important to tell us about.
How did you experience the interview?
validity, reliability and
I would like to ask for your cooperation in checking the results of this interview
ethical aspects
for any inaccuracies and/or misrepresentations of your answers to the
questionnaire.
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A word of gratitude

Contact details for
questions and/or
additional information

I would like to thank you for participating in this interview and for taking the
time to answer all my questions in as much detail as possible. Do you feel that
you have been able to tell your story as fully as possible and that you have
been listened to?
If you still have questions and/or would like to provide additional information
after this interview, you can contact me by telephone or e-mail. Hereby my
contact details:
Mobile phone number:
Mail address business:
Mail address personal:

7.4.3.4.3. Interview schedule overview
Table 13

Date
interview

Job title of the interviewee

25-03-2020
01-04-2020
01-04-2020
01-04-2020
15-04-2020
21-04-2020

Program manager
Manager Digital and E-commerce
Chief Legal Operations
Deputy Director Legal Services
Manager of Customer
Intelligence and Campaigning
Manager of Legal Tech

24-04-2020
28-04-2020

Manager Sales
Marketing Director

(In)direct involvement in
strategic planning digital
transformation
Direct
Indirect
Direct
Direct
Direct

Date agreement
interview
transcription
02-04-2020
25-04-2020
22-04-2020
14-04-2020
17-06-2020

Indirect

Interview
transcription isn’t
used
No response
06-05-2020

Direct
Direct

7.4.5. Data analysis
An inductive approach described by Saunders (Saunders, 2015) is used to collect and analyze the
data. In science, several methods are introduced to ensure qualitative data analysis. The first data
analysis method that will be applied is the use of the aforementioned data quality analytic software
to analyze the data by a method described by (Atkinson, 2002) and (Saunders, 2015):
1. Creating a data repository
2. Encoding the data to identify the data bins and rationalizing the data (see 7.4.5.1)
3. Generating a variety of reports so that no data is overlooked
4. Generating the final propositions by linking the rationalized codes back to the initial propositions
from theory (0) and the research questions (1.4).
In qualitative studies, data collection and analysis occur simultaneously. The form of analysis used
depends on the type of case study. Five analysis techniques can be applied according to Yin. In
addition to the previously formulated data analysis technique, the following technique will be
applied:
- Yin (2003) states that “for case study analysis, one of the most desirable techniques is to use a
pattern-matching logic. Such a logic (Trochim, 1989) compares an empirically based pattern that is, one based on the findings from your case study - with a predicted one (or with several
alternative predictions, including rivals) made before you collected your data”.
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Since several students carry out individual case studies, a cross-case synthesis can be carried out
after these independent studies have been carried out.
It is important to stay within the scope of the research questions, cases, and/or possible
propositions, so within the framework of the data analysis, it is important to frequently link the
data back and test if the data falls within the scope.
According to Yin (Baxter & Jack, 2008; Yin, 2003), the exploration of rival theorems is an important
part of the research and also an attempt to provide an alternative explanation for the phenomenon
under investigation. This iterative process increases confidence in the findings by addressing and
accepting or rejecting the number of theses and rival propositions. (Baxter & Jack, 2008).
Finally, care will be taken to ensure that each data set is treated separately and that findings are
reported separately. (Baxter & Jack, 2008; Saunders, 2015; Yin, 2003)
7.4.5.1. Interview data coding list
Table 14 Code list in Dutch
Codelijst voor de verwerking van interviewgegevens
Educatieve achtergrond

1

Vorige functies/ banen

2

Huidige functie en rollen

3

Omschrijving werkzaamheden

4

Visie en/of missie onderzoeksbedrijf

5

Strategie en/of Strategische speerpunten onderzoeksbedrijf

6

Communicatie strategie

7

Invulling strategie en/of strategische speerpunten

8

Duidelijke einddoelen strategie

9

Doelen klantcontactstrategie

10

(on)gestructureerd strategieproces

11

Keuze onderzoeken klantcontact strategie voor digitale transformaties

12

Digitale transformaties klantcontact strategie

13

bestaand digitaal service platform MijnOmgeving

14

Door ontwikkelen digitaal service platform MijnOmgeving

15

vergelijking concurrentiepositie case company ontwikkeling MijnOmgeving

16

Prikkels onderzoeksbedrijf om MijnOmgeving door te ontwikkelen

17

Drijvers klantcontact strategie

18

Gebruik nieuwe technologieën digitale transformaties

19

Gebruik adaptive responsive platform technologie

20

Gebruik chat technologie

21

66

Gebruik internettechnologie

22

Gebruik Social Media

23

Gebruik (big) data

24

Gebruik analytics

25

Gebruik application programming interface (API)

26

Gebruik beslisboomtechnologie

27

Integratie internet case company.nl en MijnOmgeving

28

Beschikbaar voor alleen klanten

29

Beschikbaar voor zowel klanten als niet klanten

30

Functies/ rollen betrokken bij de ontwikkeling van de MijnOmgeving

31

Agile methode ontwikkeling digitale transformatie

32

Impact digitale transformaties

33

Implementatie strategisch geplande digitale transformaties

34

Geen implementatie strategisch geplande digitale transformatie

35

Strategische planningscyclus

36

Gebruik digitale kanaalverschuivingstechnologie

37

co-creatie met relaties

38

Redenen waarom de strategisch geplande digitale transformaties wel/niet tot implementatie leiden

39

ontplooien strategisch planningsproces

40

ontwikkeling roadmap KCS

41

ontwikkeling ontwerpprincipes KCS

42

ontwikkeling visie KCS

43

Van strategische planning tot product backlog/ project portfolio

44

Gebruik documentatie bij strategische planning digitale transformatie

45

Externe analyse strategische planningsfase

46

Functies/ rollen betrokken bij de strategische planning

47

Overlap KCS met strategisch programma

48

Betrokkenheid na strategische planningsfase

49

Fases strategische planning

50

Kennis & ervaring als input strategische planning

51

Gebruik specifieke documentatie behorende bij functie/ rol

52

Risico analyse onderdeel strategische planning

53

Kernproces onderzoeksbedrijf

54

resultaten klantcontact strategie

55
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Digitale strategie

56

Doel architectuur

57

Wat is digitale transformatie?

58

Digitale transformatie buiten klantcontact strategie

59

Gebruik cloud technologie

60

Andere manier van werken na digitalisering, automatisering en/of digitale transformatie

61

Keuze digitale strategie

62

Waar begint digitale transformatie?

63

Interne analyse strategische planningsfase

64

Budget allocatie door ontwikkeling MijnOmgeving

65

Ontbreken belangrijke documentatie strategische planning digitale transformatie

66

Gebruik videoconference technologie i.c.m. internet

67

herhalende administratieve handelingen weg automatiseren

68

Gebruik Robotics Process Automation (RPA) technologie

69

Gebruik natural language processing technologie (taaltechnologie)

70

Gebruik voice technologie

71

Functies/ rollen essentieel voor strategische planning voor digitale transformaties

72

Drijvers digitalisering en innovatie

73

Gebruik No code, Low code software platform

74

Persoonlijke toekomstvisie voor onderzoeksbedrijf

75

Bepaald klantcontact niet digitaliseren

76

Gebruik studies over consumenten & IT gedrag: digitale acceptatie

77

Gebruik studies over economische ontwikkelingen/ marktonderzoeken

78

Gebruik casuïstiek digitale praktijk door externe partij (Flowresulting of Consulting)

79

Lessons learned

80

Kwadrant waarde contactmomenten voor klant en onderzoeksbedrijf cruciaal voor KCS

81

Multidisciplinair team voor ontwikkeling KCS

82

Ontwikkeling Business Case KCS
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7.4.6. Reflection concerning validity, reliability and ethical aspects
In carrying out this study, the requirements as formulated under 3 have been taken into account by:
✓ using research methods that have been successfully applied and accepted in science before,
✓ researching the company in which the researcher works. So there is a long-term commitment to
and understanding of the culture within the organization and a relationship of trust built up with
its staff.
✓ the application of the triangulation method set out in 7.4.1.
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✓ applying iterative questioning to detect inconsistencies in the answering of questions
✓ regular peer reviews by fellow students, colleagues, stakeholders, teacher supervisor, and
assessor
✓ giving those involved in the investigation the opportunity to have the results of the investigation
checked during and after the investigation for inaccuracies
✓ comparing the own research results with the independently established research results of
fellow students and any other researchers to determine whether they are comparable.
Also, the context, scope, limits, methods, and context of the research are clearly described to
maximize its transferability (Shenton, 2004). Nevertheless, Shenton (2004) states that “the results of
the qualitative research should be understood in the context of the specific characteristics of the
organization(s) and, where appropriate, of the geographical area in which the fieldwork was carried
out”. Some scientists claim however that conventional generalization is not possible because all
observations are invalidated by the specific contexts in which they occur (Shenton, 2004).
Since the research and (overlapping) data analysis methods have been described in detail to
promote portability and their implementation will be recorded in detail based on coded data in a
data repository and research reports/reports, this will also improve the reliability of the results.
Although It has to be taken into account that the changing nature of the phenomena being
investigated is a complicating factor in obtaining comparable results if the work is repeated, in the
same context, with the same methods and with the same participants (Fidel, 1993; Marshall &
Rossman, 1999; Shenton, 2004).
Last but not least care must be taken to ensure that the professional judgment of the researcher is
not influenced by the long-term commitment to the case company.

Metaplan session and joint proposition
In preparation for the case study, a Metaplan® session was organized by the student’s supervisor.
The goal of this Metaplan© session was to arrive at a joint proposition of the set of EA artifacts that
facilitate strategic planning for digital transformations. The team that performed the Metaplan®
session consisted of a full professor, an associate professor, 2 Ph.D. candidates, and three master
students all highly knowledgeable in the area of EA. During this session, based on the proposition
described in Table 4, it was argued that a stakeholder map matrix and/or a stakeholder analysis
facilitates the situation analysis and/or Surveillance, technology watch, and business watch. This led
to an extension of the description of the SWOT analysis with the stakeholder analysis. Also, it has
been argued that risk analysis and assessment is an artifact that facilitates the making of strategic
choices. Although this artifact is not included as a separate EA artifact in the set of 13, risk
assessment is explicitly included in the description of the security & privacy plan and this is assumed
to be part of the SWOT and impact analysis. Using this Metaplan® method a set of 13 EA artifacts
was determined. For a description per EA artifact, please refer to appendix 7.5.1 and Table 15.
To position, the EA artifacts in the strategic planning process and the EA practice process that is
supposed to support the strategic planning for digital transformation, a model based on the
scientific literature has been developed by the student's supervisor that illustrates the relationship
between the strategic planning and EA practice phases and the set of 13 EA artifacts that are
supposed to facilitate these phases (see Figure 4).
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This joint proposition of EA artifacts enables the supervisor, who is conducting Ph.D. research on this
subject, to apply a cross-case synthesis to the independent thesis research. After the Metaplan®
session, the case study was further prepared following the research methodology as shown in Figure
3 Case study method and specifically described in Appendix 7.4. The purpose of this qualitative case
study is to find out, in the practical environment of an insurance company, which EA artifacts
facilitate the process of strategic planning for its desired digital transformations and in particular
which EA artifacts are used by stakeholders involved in this planning.
Which primary and secondary data have been collected is described in appendix 7.4.1 and 7.4.4. It
should be noted that during the preparation of the case study it turned out that participant
observation and group focus interviews were not possible. The type of interview applied during the
case study is described in appendix 7.4.4.3.
How the case study is structured in time, place, activity, definition, and context is described in
appendix 7.4.2. In consultation with the Chief Transformation Officer (CTO), Chief Legal Operations
(CLO)of the case company and the student supervisor of the Open University Heerlen, it has been
determined that the research will be defined to the context of the strategic planning process that
formed the basis of the customer contact strategy formulated in 2018/2019 and the digital
transformations that were part of it.

7.5.1. Description of the 13 EA artifacts
Table 15 Description of the 13 EA artifacts adopted from Grave (2020)

#
1

Artifact
Capability development plan

2

Conceptual data model
(Kotusev, 2018b)

3

Enterprise portfolio

Description
The description on eaonapage.com reads: Provides
“structured graphical representations of all organizational
business capabilities, their relationship, and hierarchy,
e.g., capability maturity maps and/or business capability
models (Kotusev, 2018b).
With the purpose to align strategic business goals with
the priorities for IT investments and thereby improve
strategic business and IT alignment.
The description on eaonapage.com reads: “Abstract
definitions of the main data entities critical for the
business of an organization and their relationship ”.
With the purpose to achieve better global data
consistency and uniform handling of information in all IT
systems.
Common or infrastructural components are tackled by
joint developments that deliver results to specific
capabilities. To be able to do this, a form of overall
enterprise-architecture is needed.
The purpose of this artifact is to align developments
based on the content of the developments and to control
the duplication and reuse of IT assets, facilitate the
analysis of the IT landscape, and its overall organizational
fitness.

70

#
4

Artifact
High-level operational concept

5

Impact assessment

6

Operating model

7

Principles & guidelines

8

Security & privacy plan

Description
As part of the DoDAF Framework wikipediA.com
describes it as a “high-level graphical and/or textual
description of the operational concept”. Including the
organizational context, role, or other relationships among
organizations e.g., organizational Relationships Chart
described by JCIDS Manual (2015) A one-page picture
with a high-level view of the processes, data, and
technologies. Used mostly to plan the implementation of
new solutions and their integration into the current
environment and periodically updated to reflect the
evolution of the organizational landscape, for example,
after new IT systems are deployed. Provide a common
context for discussions between business and IT leaders,
facilitate strategic dialog and alignment. Helps architects
understand, analyze, and modify the structure of the
enterprise landscape.
The TOGAF 9.0 (2009) description reads: “New facts may
come to light that invalidate existing aspects of the
architecture. The impact assessment assesses the current
enterprise architecture and specification to identify
changes that should be made and the implications of
those changes” with the purpose to identify the impact of
an architectural adjustment”.
An operating model has according to Ross et al. (2006)
the purpose to determine “the necessary level of business
process integration and standardization for delivering
goods and services to customers. An operating model
describes how a company wants to thrive and grow by
providing a more stable and actionable view of the
company than strategy, the operating model drives the
design of the foundation for execution”.
The description on eaonapage.com reads: “Global highlevel guidelines influencing all decision making and
planning in an organization (e.g., IT principles) and ITspecific implementation level prescriptions applicable in
narrow technology-specific areas or domains (e.g.,
Guidelines ”.
Facilitate reuse of proven best practices and reduce the
general technical complexity of the IT landscape. Promote
the use of consistent approaches to IT and facilitate
better conceptual homogeneity of IT-related decision
making.
According to Bernard (2012) provides both high-level and
detailed descriptions of the security program that is in
effect throughout the enterprise. This includes physical
data, personnel, and operational security elements and
procedures. “A description of the enterprise security and
privacy programs, policies and procedures for the agency(
FEAF V2.0)”.
Risks can be regarded as additional constraints on the
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#

Artifact

Description
architecture engagement e.g. upcoming organizational
changes, other programs and initiatives running in
parallel, or the use of unproven technology. The purpose
is to improve security, compliance and overall conceptual
consistency

9

Stakeholder communication plan A plan which elaborates on the "what, when, how, and by
whom" about communicating about architecture to
facilitate correct, complete, and timely communication
with all relevant stakeholders. According to TOGAF 9.0
(2009) this “concerns effective communication of targeted
information to the right stakeholders at the right time”.

10 Strategic plan

A document containing the mission and vision of an
organization. The DoDAF 2.0 description of a vision reads:
“The overall vision for transformational endeavors, which
provides a strategic context for the capabilities described
and a high-level scope”. Facilitates conceptual
consistency between general business and IT directions. It
also presents the composition and relationships among
organizational performers (organization model), business
drivers, competitor analysis, and objectives.

11 SWOT analysis

This is a view of the organization’s position in terms of
Strengths, Weaknesses, Opportunities, and Threats to
provide a basis for the strategic plan. Also includes a
stakeholder analysis.

12 Technology & skills forecast

The DoDAF 2.0 description on Wikipedia reads: The
emerging technologies, software/hardware products, and
skills that are expected to be available in a given set of
time frames and that will affect future service
development” to anticipate on these emerging
technologies, software/hardware products, and skills.
Reduce the dependence on legacy systems and
technologies as well as to improve the technical efficiency
and reliability of the IT landscape and make use of newly
available possibilities.
A list of all technologies used in an organization. Includes
according to eaonapage.com: “generic reusable solutions
to commonly occurring problems in the design of IT
systems”, e.g., Patterns. Reduce technical risks and
heterogeneity of the IT landscape, achieve better
technological consistency, and reduce the complexity of
the IT landscape.

13 Technology standards

Interview results not directly related to the research questions
7.6.1. Stakeholder presentation
The research was framed on the digital transformations that were part of the customer contact
strategy of the case company. For the interviews, stakeholders were approached who were involved
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in the development of a customer contact strategy plan. To develop this plan, a multidisciplinary
team consisting of stakeholders from the various departments within the case company was formed
on behalf of the Chief Commercial Officer. The department's sales, marketing, legal aid, customer
heart, innovation, IT, program
management, and an external party
were involved. Table 5 shows the
positions represented in the
multidisciplinary strategic team.

7.6.2. Vision, mission, and
strategy of the case company

Figure 18 The expression of the mission of the case company on its
website

All 8 stakeholders were asked about
the vision, mission, and strategy of
the company to be able to form a
picture of the raison d'être, the
dream image for the future, and
how this has been translated into a
strategic plan. In short, the
interviewees' reactions will be
described for each topic.

7.6.2.1. Vision
The interviewees found it difficult to put into words the vision of the case company. A literal quote
was: "I think that's already a tough one if I'm being very honest because I don't think I can pop out of
my head when someone asks me what is the vision, mission of case company". Another quote was:
"I think the vision is to make the law more accessible to everyone in the Netherlands. Yes, that is
more the mission and the vision is because, yes, good question?"
The interviewees were not able to express the vision of the case company properly, but all referred
to the mission of the case company when answering the question.
7.6.2.2. Mission
All interviewees were able to answer this question and express the mission of the case company in a
recognizable sentence. Making the law accessible to everyone was the common answer to this
question. The Chief Legal Operations answered this question as follows: "Well, you know, I still like to
hold on to the penultimate mission of making the law accessible to everyone. We've been pimping a
little bit at that in recent years by broadening it a little towards financial services and services in
general, so that it also appeals to new audiences for paid services, but we're a socially relevant
company, making the law accessible and very smart for people who otherwise wouldn't be able to
afford it. And I think that in the way this is organized, we are making an enormous contribution to a
well-oiled legal machine in the Netherlands".
The quote from the Manager Customer Intelligence and Campaigning is in line with this. "I think in a
few keywords is that we, that is not the cry of commerce, make the law accessible to everyone. I
think we have a kind of social function to ensure that legal aid is accessible to everyone. On the one
hand through the insured side, but if you're not insured, we're also there. We have other solutions. So
I think that's the core of the story and I think that the way we do that is in a very personal, empathic
way with a lot of knowledge and expertise in house".
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How the mission is expressed by the case company itself on its website is displayed in Dutch in
Figure 18. The literal translation of the bottom line printed in grey color is: "In this way, we make the
law accessible to everyone and parties can do business in a trusted manner. That is our mission."
7.6.2.3. Strategy
When discussing the strategy of the case company, almost all interviewees referred to three
spearheads, i.e. financially fit, customer-focused innovation, and entrepreneurial organization. The
details of these spearheads and the communication about them were then discussed. The answers
of the interviewees show that there is no concrete description of which specific objectives and
measures are to be implemented in this strategy. The case company is still looking for the exact
details and a case company2025 program is currently running for this purpose. Several literal quotes
from the interviewees on this subject:
"We are on the eve of the communication of the company strategy 2025. A group of people has
initially been working on determining the forces in the outside world, the possibilities, the
opportunities that this entails for the company, and are now elaborating these into some three, four,
five concrete propositions in which we see potential to continue to develop the company in the next
five years, but if all goes well it will have to continue for another fifty years. So if you ask me now, is
that strategy ready? No, because it needs to be finalized now..."
"It just hasn't been operationalized. Customer-focused innovation could easily be operationalized by
saying on the legal aid process we now have NPS of 20, we want it to go from 20 to 3gy0 by the end
of the year. Or financially fit on the insurers, the reinsurance agreements now have a negative return
and that should be +3% next year or so. I mean if you're like that. That's quite a way to operationalize
that strategy. Only that translation, it has never been made within case company, then, maybe it has
been made, but in any case, it has not been made communicated centrally".
The analysis of the secondary data (see appendix 7.4.4.1; Figure 17) showed that the case company's
last comprehensive strategic plan dates from 2016 (160303 Strategic plan 2016-2018 Holding excl.
OGSMs). That plan covered the period up to and including 2018. For 2018, the strategic plan for that
year is contained in an OGSM (Objective, Goals, Strategies, and Measures) one-pager for case
company Holding (171005 OGSM 2018 version 1.3). A translation of the strategic plans into a project
portfolio. For the years 2019 and 2020 there was no OGSM available.
The secondary data show that there may be a strategy document 2019 -2023, as the PowerPoint of
January 2018 which contains the ICT strategy 2019 -2023 refers to. This is also evident from the
PowerPoint of 4 February 2018 'First sketch point on the horizon' which refers to the ambition for
2022. (see appendix 7.4.4.1).

Overview of documents used for strategic planning phases and their
description
Table 16 Used documentation first sketch point on the horizon phase

#
1

Documentation
(artifact)
Strategic Plan 2016
-2018

Description
This strategic plan covers the period 2016 to 2018 and describes the results of
external, internal, and SWOT analysis and how this has been translated into an
overall strategy and for the strategic spearheads customer segments,
distribution channels, and business lines. This was then translated into action
fields and underlying structures and resources such as human resources, IT and
Governance, compliance and risk management, and, finally, a financial outlook.
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2

OGSM Holding
2018 160303

3

Presentation Case
Handling 160927

4

Customer
Experience 170418

5

Project canvas
customer contact
management
171106

6

Business Case
171108

7

PowerPoint
Program Customer
contact strategy design and
approach

8

Brand values and
positioning 181217

9

The company in a
nutshell 201217

10

Briefing customer
contact strategy
010118
Use Cases CRM
090118

11

The strategic plan is set out in a business plan for the year 2018 on 1 A4 in which
the vision/strategy for that year is described based on strict goals, objectives,
strategies, and KPI’s (Critical Performance Indicators). OGSM means Objectives,
Goals, Strategies, and Measures. The aforementioned four components must
make it clear how the objectives of the company or its departments are
interrelated and how the joint final objective is achieved.
A description of the handling of clients' legal cases (damage claims) based on
experience themes. A comparison of the emotion curve of the customer journey
current and ideal and which actions (legal helpdesk, case management, and
aftercare) are needed to arrive at that ideal customer journey. Smart use of
customer data and having a CRM are mentioned as preconditions (Know your
(end) customer). A feasibility matrix on these actions is proposed concerning the
impact on the customer experience and its feasibility.
This PowerPoint is a description of the results of an internal and external
analysis in the field of customer experience and which key insights and
improvement actions can be derived from this on the functional and emotional
level. The following topics were included in the scope of the analysis: customer
journeys, results of customer satisfaction measurements, NPS measurements
transactional, complaints, etc.
The project canvas customer contact management provides insight into the
project idea in three documents and where this idea contributes to the levels of
customer satisfaction, turnover, and cost control. Also, the project approach,
the qualitative and quantitative contribution, when which deliverables will be
completed, and the required resources from both financial and human
resources.
The business case provides insight into the revenue/costs of a strategic
program, the cash effect of revenues, non-recurring costs per quarter, a
substantiation of assumptions about impact on revenue/cost/investments
required, and an indication of the human resources required. A distinction is
made between programs that reduce the cost base, increase revenue, or both
objectives.
In this PowerPoint, the set-up and approach of the customer contact
management program are further elaborated. Which goals underlie the
program. How gap analyses based on the vision should be translated into
requirements on processes, IT, people, and control level based on gap analyses.
Deliverables subject to the outcomes of the vision, reporting lines,
communication plan stakeholders, who are responsible for which deliverables, a
dependency matrix deliverables, limiting factors (dilemmas), managing
dependencies and mutual collaboration, and an overview of the experiments
that will be carried out.
A description of the corporate story, the positioning of the company, the brand
values, the brand house, the brand values as a yardstick and an internal
translation of the brand promise
An infographic of the company at a glance. Its mission, key figures 2016, its
customer segments, products and services, number of employees, processed
legal affairs and collection claims, customer satisfaction, brand values, branches,
companies/brands within the company, key moments in life
Assignment agency orientation for vision and manual development Customer
Contact Management. Background, goals, scoop, deliverables, starting points,
preconditions, approach, and assignment.
A use case description in the field of recruiting customers, telephone contact
with a customer, telephone customer question customer service. This
description provides insight into the actors, assumptions, description of the use
case and the desired result based on Oracle tooling
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Table 17 Used documentation Internal & External Analysis

#
1

Documentation
(artifact)
First sketch point on
the horizon 070218

2

190218
visualizations at
customer contact
strategy - flow
results

3

200218
Slides Grids VODW

4

210218 Tendering
advice KCM supplier
choice vision
development
120318 Resources
workshops
Flowresulting
110418 Kick-off
session
Flowresulting

5

6

7

8

9

10

11
12

13

180410 The
company really
helped me!
180411 KCS Order
description analyses
in subgroups
180412 Revenue
and costs per
channel
180416 analysis
contact moments &
channel distribution
180418 inspiration
and benchmark
180418 analysis mail
traffic business
180420 analysis of
web data 'MyArea'

Description
In a PowerPoint the dream concerning customer contact is described, the
objectives, an analysis of the current situation (mission, strategic ambition,
market development, innovation, preconditions, distribution channels customer
life cycle, key figures and customer contact, digital interaction between customer
type and company teams, outline system landscape, digital portals, brand values,
customer promises, house style, bottlenecks), the desired operating concepts,
design principles and customer journeys over four years and what is expected of a
customer contact manual and which chapters it should consist of
In a PowerPoint, the external strategy supervisor Flowresulting visualizes the
customer contact strategy in addition to her project proposal. Examples are given
of design principles, a customer contact value matrix, impact matrix customer
experience, and costs, shell model cost-efficient channel choice, customer
differentiation based on the degree of customer service and customer value,
step-by-step plan integrated customer image
In a PowerPoint, the external strategy supervisor VODW proposes the approach
to arrive at a customer contact strategy. Examples are given of design principles,
insights of current customer journeys, translation of a channel strategy into
customer journeys and improvement potential, roadmaps, and quick wins.
Decision document Steering Group Customer Contact Management in which,
based on selection criteria/considerations, a decision is requested on the
proposed supplier choice Flow Resulting for the Vision Development Customer
Contact Management
A document in which the customer contact management core team requests a
decision from the steering committee on the necessary human resources
A PowerPoint presentation in which the external supervisor flowresulting explains
the assignment, planning, scoop, deliverables development of customer contact
strategy and an explanation of the preparation of the analysis phase in the field of
customer differentiation, customer segments, customer travel, customer
interests, customer contact values, use of online platforms, revenues/costs,
interests of distribution partners. , best practices customer contact
A PowerPoint presentation with an example of situations in which fulfillment of
the brand promise was achieved according to customers Also a translation to
provisional design principles
An assignment description of the external flowresulting supervisor how the
analysis phase is carried out. What falls within the scope, which customer
segments are central and an overview of the analyzes to be performed with an
explanation per part (see also document Kick-off session flowresulting)
An analysis overview of the customer contact moments (telephone, e-mail, web,
post) per department, the number of damage reports, cross-sell
moments/turnover, and users and the number of online portals.
Analysis insights volume, customer experience, current, and future costs, value
customer contact for customer/company per contact moment inbound/outbound
for direct customers business and private
Limited external analysis based on best practice examples of companies outside
and within their industry
Analysis of outbound emails for customers, prospects, proxies, and intermediaries
in numbers of absolute, relatively open, call to actions, cancellations, and bounce
rates.
Analysis of (unique) page views, number of users, median/meantime per
customer segment (in) directly per online portal
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Table 18 Used documentation forming design principles phase

#
1

2

3

4

5

Documentation
(artifact)
200418
Presentation SWOT
analysis results:
confront the brutal
facts
030518 Assignment:
formulate design
principles
180423 Customer
insights top 10
180424 Existing and
new options for
Distributor Partner
Integration
180425 Customer
contact with inactive
customers

6

180426 becoming and
being a customer at
Arag

7

180430 Value matrix
integrated customer
view

8

180502 Technology
scope and possibilities
customer contact

9

180504 Latest
developments in
distribution channels
180507 report a case to
SRK

10

11

180516 contact page
Ohra

Description
PowerPoint presentation in which the internal/external analysis results are
interpreted. What do the results mean for the company's customer
strategy? Which opportunities have been identified? What choices should
be made in how the company interacts with Customers
PowerPoint presentation with the mission statement for the stakeholders
(core team customer contact strategy) to formulate at least 5 design
principles based on the desired customer experience and goals
PowerPoint overview with a top 10 customer insights on becoming a
customer, case handling, aftercare, complaint, cancellation, and activation
with possible implication for the customer contact strategy.
PowerPoint presentation describing existing and new options for the
integration of distribution partners

PowerPoint overview of customer journeys, private and business, divided
into direct and indirect insured (power of attorney and insurer), key figures
(total file, duration, average premium, cancellations, overfeed) of directly
insured, amount of contact with the company per customer segment
(private, new, existing, (not) covered claim) and word cloud what is missing
in the contact, valuation of the contact moments per customer segment.
Analysis of the customer journey becomes a customer at the competitor
ARAG and how being a customer at ARAG differs from being a customer at
the company in terms of customer experience. What does Arag do better
compared to the company and conversely?
PowerPoint with a description of the definition integral customer view,
situation analysis of the integral customer view, and a value matrix of a realtime customer view per specific customer contact moment for the company
and the customer.
PowerPoint with a description of the (feasible) possibilities for the customer
contact strategy in the next 4 years based on current technological
developments in the field of CRM, Data analytics, Language technology,
emotion recognition, Robotics process automation, automation of
workflows/tasks/activities and Rapid Application Development.
PowerPoint met een beschrijving van de inzichten per distributiekanaal
volumes, resultaten en nieuwe ontwikkelingen per klantsegment en
distributiepartner
Analysis of the customer journey becomes a customer at the competitor
SRK and how being a customer at SRK differs from being a customer at the
company in terms of customer experience. What does SRK do better
compared to the company and conversely?
Analysis of the customer journey submission claim, case handling at the
competitor SRK and pros and cons of the available online environment for
customers

Table 19 Used documentation Impact analysis & business case phase

#
1

Documentation
(artifact)
180522
Presentation
Design principles

Description
PowerPoint description of eight guiding principles of the customer contact strategy
of the case company that has been translated into 18 design principles clustered
per theme. For each theme (starting point) and design principle is written out what
the case company does in that desired situation.
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2

180522 Preparing
a business case

3

180525 Desired
channel
distribution Case
handling
180530
Discussion of
assumptions
business case

4

PowerPoint presentation of the external strategy supervisor Flowresulting with an
explanation of how to work out a business case. The assignment is to map out what
investments are needed to realize the customer contact strategy within a period of
3 to 4 years and what the expected revenues are. To work this out for redesign
MyArea, CRM, link distribution partners, telephone exchanges, data management,
chat, data lake, business rules software, appointment tool etc.
Excel file with the impact of the desired channel distribution based on volume/cost
contact moments per channel (telephone, mail, online self-service, chat, personal)

Discussion document (PowerPoint) to reach a consensus within the core team on
the most important assumptions regarding system adaptations in terms of
revenues, costs and investments concerning customer duration, prevention,
channel shift, acquisition/retention and the retirement of old systems at the end of
2023 and when which system adaptations should be implemented within the
period second half of 2018 up to and including second half of 2020 (Roadmap).

Table 20 Used documentation strategic customer contact strategy plan

#
1

2

3

Documentation
(artifact)
180613 Final
Business Case OLS
& KCM

180614 Customer
contact strategy
Version Final
180618 Customer
contact strategy final report June

4

180717 KCS sneak
preview

5

180808
Presentation
Roadmap KCM
2018-2019

Description
The final business case provides insight into the revenue/costs of a strategic
program, the cash effect of revenues, non-recurring costs per quarter, a
substantiation of assumptions about impact on revenue/cost/investments
required, and an indication of the human resources required/ reduced. A
distinction is made between programs that reduce the cost base, increase revenue,
or both objectives.
PowerPoint version of the business case on key points

Description of the customer contact strategy plan in a pdf file. The strategic plan
provides insight into the goals, desired customer experience/channel shifts, design
principles, practical case application design principles, a roadmap, and the business
case.
A client contact strategy sneak-preview PowerPoint presentation for stakeholder
communication among senior management of Legal Aid, Risk, and Program
Management.
PowerPoint provides insight into the translation of the strategic plan into a project
portfolio. The project's integration distribution partners, implementation design
principles, CRM, MyArea with their roadmap, and basic architecture exist/for the
future.
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