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Who Are You?  Survey
How Would You Describe Your Role?

Businessperson or Business Analyst

Business Intelligence Analyst or Developer

Data Architect, Data Modeler, or Data Analyst

DBA, Programmer, or Technical IT

A combination of the above

Other
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Knowledge Level?
How would you rank your overall Data Management Knowledge?

Beginner – Just Starting

Intermediate 

Advanced
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Data Program Underway?
Are you actively involved in a data program currently?

Yes – already underway

No – haven’t started

Sort Of / Indirectly

What is a Data Program?
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Agenda

• Components of a Data Program & Strategy
• Where do we start?
• Building blocks of a data program & strategy

• Establishing Goals & Gaining Buy-In 
• Motivation & Drivers
• Effectively communicate needs and expected ROI to senior executive stakeholders

• Prioritizing Business-Critical Data & Capabilities
• Identify and prioritize cross-functional stakeholder needs
• Define & manage business-critical data elements
• Defining a Data Governance Framework

• Determining Data Management Maturity & Readiness
• Easily assess the organization’s level of readiness for any type of data program
• Aligning Business Need with Data Management Priority
• Defining an Actionable Roadmap

• Roll-Out & Buy-In
• Organizational Structure
• Culture & Communication
• Showing Success Metrics

• Case Studies from Successful Organizations

6

2:30 PM - 5:45 PM
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Components of a 
Data Program & Strategy
Where do we start?
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DAMA DMBOK Framework 

• The DAMA Data Management Body of Knowledge 
(DMBOK) is a helpful guideline to follow for industry 
best practices

• Modeled after other BOK documents:
• PMBOK (Project Management Body of Knowledge)
• SWEBOK (Software Engineering Body of Knowledge)
• BABOK (Business Analysis Body of Knowledge)

• Outlines core data management functions:
• Data Architecture Management
• Data Development
• Database Operations Management
• Data Security Management
• Reference & Master Data Management
• Data Warehouse & Business Intelligence Management
• Document & Content Management
• Meta data Management
• Data Quality Management

• Data Governance is the central “hub” which controls 
the various functions

Industry Best-Practices & Guidelines

DATA
ARCHITECTURE
MANAGEMENT

DATA
DEVELOPMENT

DATABASE
OPERATIONS

MANAGEMENT

DATA
SECURITY

MANAGEMENT

REFERENCE & 
MASTER DATA
MANAGEMENT

DATA
QUALITY

MANAGEMENT

META DATA
MANAGEMENT

DOCUMENT & 
CONTENT

MANAGEMENT

DATA 
WAREHOUSE 
& BUSINESS 

INTELLIGENCE 
MANAGEMENT

DATA 
GOVERNANCE
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Building an Enterprise Data Strategy 

9

A Successful Data Strategy links Business Goals with Technology Solutions

“Top-Down” alignment with 
business priorities

“Bottom-Up” management & 
inventory of data sources

Managing the people, process, 
policies & culture around data

Coordinating & integrating 
disparate data sources

Leveraging & managing data for 
strategic advantage
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How can we transform the business through data?

Optimization: Becoming a Data-Driven Company

• Making the Business More Efficient
• Better Marketing Campaigns

• Higher quality customer data, 360 view of customer, competitive info, etc.

• Better Products

• Data-Driven product development, Customer usage monitoring, etc.

• Better Customer Support

• Linking customer data with support logs, network outages, etc.

10

Transformative: Becoming a Data Company

• Changing the Business Model via Data – data becomes the product
• Monetization of Information: examples across multiple industries including:

• Telco: location information, usage & search data, etc.

• Retail: Click-stream data, purchasing patterns

• Social Media: social & family connections, purchasing trends & 
recommendations, etc.

• Energy: Sensor data, consumer usage patterns, smart metering, etc.
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Basic Definitions 

11

Business & Data Strategies 

A BUSINESS STRATEGY is a medium to long term business plan which 
details the aims & objectives of a business and how it means to 

achieve them.

A DATA STRATEGY is a medium to long term plan for the improvement, 
management & exploitation of data across a business, and how it is 

to be achieved. 
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Business & Data Strategy – the Interdependency

12

Business Strategy Data Strategy 

Sets Requirements for

Informs & Guides

Business Strategy 
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Getting it Wrong

13

What can cause business and data strategies to become misaligned? 

Lack of a clearly articulated 
business strategy

Absence of Business & IT 
senior leadership in strategy 

formulation & execution

Business fails to take 
ownership of the data and 

hence the data strategy 

Data strategy is viewed as a 
technology roadmap, led by 

IT 

Lack of cross-business / IT 
collaboration & 
communication

Complexity and lack of 
priority, focus & deliverable 

milestones 

Not showing short-term 
results & benefits

Lack of skills and expertise 
to realize the strategy
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Getting it Right  

14

The Key Features of an Effective Data Strategy 

ALIGNED Directly 
Connected to 
Business Drivers.

ACTIONABLE with 
clear activities & 
milestones

EVOLUTIONARY to 
meet changing 
business needs & 
new technology

UNIQUE to the 
specific organization
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Establishing Goals & 
Gaining Buy-In
Aligning with Business 
Motivations & Drivers
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The Motivation Model

• There is benefit in formally documenting the motivations for the project.
• Commonly-agreed upon guidelines for project tasks & deliverables
• Reminder of “why we’re doing this” - Neutral arbitrator for disagreements

• Components of the Motivation Model include:
• Corporate Mission: describes the aims, values and overall plan of an organization. 

• e.g. To be provide the most comprehensive, customer-driven online shopping experience in the market

• Corporate Vision: describes the desired future state
• e.g. To transform the way consumers purchase goods through social-media-driven connections.

• External Drivers:  What market forces are driving this initiative?

• e.g. Cultural shift to online retail
• Internal Drivers: What internal pressures or initiatives are key for this project?

• e.g. Disparate systems require need for an integrated view of customer

• Project Goals: high level statement of what the plan will achieve.
• e.g. To improve customer satisfaction with over 90% satisfaction rating in 2 years.

• Project Objectives: outcome of projects improving capabilities, process, assets,  etc. 

• e.g. To link consumer purchase history with social media activity.

16

Common Set of Goals & Guidelines
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Sample Business Motivation Model

17

Corporate Mission Corporate Vision

Goals & Objectives

To provide a full service online retail experience 
for art supplies and craft products.

To be the respected source of art products worldwide, 
creating an online community of art enthusiasts.

Artful Art Supplies ArtfulArt

C

External Drivers

Digital Self-Service
Increasing 

Regulation Pressures

Online Community & 
Social Media

Customer Demand 
for Instant Provision

Internal Drivers

Cost Reduction

Targeted Marketing
360 View of 
Customer

Brand Reputation Community Building

Revenue Growth

C

Accountability
• Create a Data Governance 

Framework
• Define clear roles & 

responsibilities for both 
business & IT staff

• Publish a corporate 
information policy

• Document data standards
• Train all staff in data 

accountability

C

Quality
• Define measures & KPIs for 

key data items
• Report & monitor on data 

quality improvements
• Develop repeatable 

processes for data quality 
improvement

• Implement data quality 
checks as BAU business 
activities

C

Culture
• Ensure that all roles 

understand their 
contribution to data quality

• Promote business benefits 
of better data quality

• Engage in innovative ways 
to leverage data for 
strategic advantage

• Create data-centric 
communities of interest

• Corporate-level Mission & Vision
• May already be created or may 

need to create as part of project.

• Project-level, Data-Centric Drivers
• External Drivers are what you’re 

facing in the industry
• Internal Drivers reflect internal 

corporate initiatives.

• Project-level, Data-Centric Goals 
& Objectives

• Clear direction for the project
• Use marketing-style headings 

where possible
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From Cruise Ship to Life Raft

With a common motivation, disparate skills, personalities and roles become an 
asset, not an annoyance
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Exercise:

• Create a sample Motivation Model for your company and/or project.
• What is the Corporate-level Mission & Vision?

• Define the Internal & External Drivers

• What are the Goals & Objectives for your project?

• Are there catchy headlines you can use for your Goals & Objectives?

• Who are the key stakeholders?

19

Now You Try It!



Global Data Strategy, Ltd. 2016

Perception is Important
• In both cases below, skill, best practice, and rigor are important

• In the first example, you are annoyed by it, or at best indifferent

• In the second, you are relieved, confident, thankful for it.

VS.
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Getting Their Attention

21

Define Need & Motivation1

Keep it Simple2

Outline Clear Results & Immediate Next Steps3
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I’m going to get you out of the water so you don’t 

die.
1

Grab my hand.2

We will get into a warm helicopter & you won’t be 

dead.
3
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I’m going to improve your data so that you’ll have more 

effective marketing campaigns & make more money.
1

We need to remove duplicates and have clear 

definitions.
2

You’ll have a better view of your customers, with higher 

click-through rates on your campaigns.
3
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Roles & Culture
• DBAs, Data Managers and Executives are different creatures
• They are also Trained & Incentivized differently!!

DBAs
• Analytical

• Structured

• Project & Task focused

• Cautious – identifies risks

• Doesn’t like to talk

• “Just let me code!”

Business Executive
• Results-Oriented

• “Big Picture” focused

• Optimistic – Identifies opportunities 

• Little Time 

• “How is this going to help me?”

• “I don’t have time.”

Data Managers
• Analytical

• Structured

• “Big Picture” focused

• Passionate

• Likes to Talk

• “Let me tell you about my data model!” 
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Stakeholder Analysis

• Stakeholders are key to the success or failure of your data program.

• Given the importance of the “people” aspect, it is important to document and manage 
stakeholders carefully.

• A number of tools and techniques exist to help manage stakeholders.
• Stakeholder Map:  Listing of key stakeholders with their roles, contact information, location, etc.  

• Interest/Influence matrix: Rank stakeholders by level of interest vs. amount of influence they hold.

• Interest matrix:  Identify key interest areas and map their importance to each stakeholders or 
stakeholder group.

• Interview Schedule & Key Questions:  Plan the interview schedule to respect stakeholders’ time. 
Identify key questions ahead of the meeting. 

• Preferred Communication Styles:  Identify the Styles of communication preferred by stakeholders & 
their communication styles (email, face to face meeting, coffee, introvert/extrovert, etc.)

• Communication Plan:  Develop a phased communication plan including feedback, reporting, metrics, 
etc. 

25

Stakeholders, like data assets, should be analyzed and managed
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Stakeholder Matrix

• Create a simple stakeholder matrix outlining the key stakeholders, their roles, involvement, 
influence, impact, etc. 

26

Keeping track of “who’s who”

RACI *:
R: Responsible
A: Accountable
C: Consulted
I: Informed

*Note that RAPID is often used as well: :
- R: Recommend
- A: Approve
- P: Perform
- I:  Input 
- D: Decide
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The “Elevator Pitch”

27

How Would you Describe Your Project to the CEO in 2 minutes?

VS.

I’m working on a project to 
rationalize metadata across data 
sources to ensure consistency… 

Zzzzzzzz…

I’m working on a project to get a 
more complete view of 

customers for the big online 
marketing campaign…

Interesting!
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Exercise: 10 mins

• Write a 2 minute “elevator pitch” for your current project. 

28

Now You Try It!

Your project  here

Interesting!
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Prioritizing Business-Critical 
Data
Focus on what’s most important
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Addressing Data Management Barriers
Reactive vs. Proactive Approach

Address Barriers Reactively Address Barriers Proactively
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Stakeholder Interviews

• Prepare for the Interviews
• Research as much about the business and stakeholders’ goals as possible

• Prepare targeted questions to prompt discussion

• Group stakeholders for interviews or workshops

• During the Interviews
• Use questions as a guide to encourage discussion.  It shouldn’t feel like a “quiz”.

• LISTEN.  Playback information to ensure understanding.

• Record the sessions, and take notes

• Use the attendees’ own language, avoid technical jargon

• After the Interviews
• Summarize the findings and playback to stakeholders

• Ensures Understanding

• Helps Gain Buy-In and Show Progress

• Group feedback into Business Drivers & Priorities

31

Getting the Questions Right
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Stakeholder Feedback

32

Determining key business issues & drivers through direct feedback

I didn’t know we had any 
documented data 

principles

I know that there are 
amazing things we can do 
with external Big Data, but 
is seems we’re stuck in the 

Dark Ages. 

$12m has been spent on 
projects to clean up the data 

over the past 2-3 years

You can't run a high volume 
business without good data!

The is no data archival 
strategy, so data hangs 

around forever

There is limited ownership or 
enforcement of common 
practices and standards 

across the projects

Key subject matter experts 
are relied upon to review 

detailed data from various 
systems to ensure accuracy

Management Reporting is 
complex and uses a lot of 

disparate systems and 
spreadsheets to produce

There was an error in reporting 
products by customer & region 

that was noticed by upper 
management.

I need a central view of all 
my customers worldwide. 
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Master Data 
Management

Data Governance

Strategy

Mapping Business Drivers to Data Management Capabilities

33

Business-Driven Prioritization
Stakeholder Challenges

Lack of Business Alignment
• Data spend not aligned to Business Plans
• Business users not involved with data

1

360 View of Customer Needed
• Aligning data from many sources
• Geographic distribution across regions

2

Data Warehousing

Business Intelligence

Big Data Analytics

Data Quality

Data Architecture 
& Modeling

Data Asset Planning & 
Inventory

Data 
Integration

Metadata 
Mgt

Business Drivers

Digital Self Service
Increasing Regulation 

Pressures

Online Community & 
Social Media

Customer Demand for 
Instant Provision

Internal Drivers

External Drivers

Targeted Marketing

360 View of Customer

Revenue Growth

Brand Reputation

Community Building

Cost Reduction

Integrating Data
• Siloed systems 
• Time-to-Solution 
• Historical data

3

Data Quality
• Bad customer info causing Brand damage
• Completeness & Accuracy Needed

4

Cost of Data Management
• Manual entry increases costs
• Data Quality rework
• Software License duplication

5

No Audit Trails
• No lineage of changes
• Fines had been levied in past for lack of 

compliance

6

New Data Sources
• Exploiting Unstructured Data
• Access to External & Social Data

7

1 7

1 2 3 4 5 6

71 2 3 4 5 6

1 72 3

1 72 3

1 2 6

72 3

53 4

1 2 3 4

63 5

2 3 5 7

Shows “Heat 
Map” of Priorities
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Building the Business Case

• Make the Right Business Case to the Right Audience

• Know your audience – do they want a spreadsheet, quick Powerpoint, 100 page document, water cooler 
conversation? 

• Understand what detail is needed, i.e. don’t “overkill” – sometimes simple is better

• Focus on high-priority business needs

• Define key business metrics for success aligned with data mgt deliverables

• Plan to start small, with a plan to build to a longer-term goal

• Lay out the current status quo including

• Successes to date

• Challenges with current structures & processes

• Include a ‘no action’ option and the implications of letting the status quo continue

• Include Metrics & Anecdotes where possible

• Cost savings or revenue gains

• Data quality improvements

• Compliance & regulatory issues

• Any real-world anecdotes that can be shared (e.g. We underreported sales last year due to data quality issues.)

34

Making the Case for Change

VS
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Short-Term Projects Driving Long-Term Gain

3
5

Short, iterative, business-driven projects deliver short-term value, building 
towards long-term gain.

Jan

2016

Jan

2017

Mar JunFeb Apr May Jul Aug Sept Oct Nov Dec

Q1 Q2 Q3 Q4

Marketing Launch

Business Initiative #1

Communication & Culture Building

• Executive Sponsorship
• Data Principles & Policy

Customer Invoicing

Business Initiative #2

Finance Reporting

Business Initiative #3

Etc.

Business Initiative #4

Architecture & Best Practices

Feedback 
Loop
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Identify High-Priority Data Elements

36

Align with Business Drivers

Launch of New Product – Marketing Campaign 
requires better customer information

Customer Product

Region

Vendor

Partner

Identify Key 
Business Driver

Filter Data Elements 
Aligned with Business 

Driver

Focus Governance 
Efforts on Key Data

Targeted Project to 
Show Short-Term 

Results
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How to Identify High Priority Data Elements

• There are a number of source of information to discover high-priority data elements (i.e. the 
“nouns” of the organization).

37

Discover the “Nouns” in the Organization

Stakeholder Interviews

There was an error in reporting 
products by customer & region

that was noticed by upper 
management.

Database Design Review

Customer

Product

Region

Document Review

Quarterly sales reporting 
by region underreported 
the number of customers 
and total products sold. 
Agents will be notified of 
the error immediately and 
other Channels will be 
notified at the next sales 
briefing.

Data Models

Etc.!  This is only a subset of examples. 
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The Value of Whiteboarding
It’s often helpful to “whiteboard” data elements with sticky notes

Policy

Account

Employee
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Creating a Business Glossary

• Definitions are as important as the data elements themselves.

• Many data-related business issues are caused by unclear or ill-defined terms

39

The Importance of Definitions

What do you mean by 
“customer”? 

We’re calculating “total sales” 
differently in each region!

Sales is using a different 
“monthly calendar” than 

Finance.

How are we defining a 
“household”?

What’s an “equity 
derivative”?

What’s a “PEG ratio”?

“API” as in “Application Programming Interface?” 
or “American Petroleum Institute”?  Or a bee? 

What’s the difference between an 
“ingredient” and a “raw material”?
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Business Glossary

• A good Business Glossary contains more than just the definition of a term.  Other key metadata 
includes:

40

More than a simple definition

• Business term

• Technical term

• Abbreviations

• Related terms / other Languages

• Business Definition

• Business Rules

• Lineage to physical implementations

• Where Used

• Data Steward

• Privacy

• Security

• Etc.

Business Term Abbreviation Definition Physical Column Data Steward Security Level Etc.

BFPO Number BFPO Num
BFPO Number is for British Forces Postal Office. It can be used 
in UK and overseas addresses. BFPO_ID Accounting Unclassified

Interest Int The growth in capital of a monetary investment FIN_INT Finance Unclassified

PO Box POB
A numbered box in a post office assigned to a person or 
organization, where mail for them is kept until collected POBOX Accounting Unclassified
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Managing High-Priority Data Elements

• There are a number of ways to manage business data elements.  One or more of the following can 
be used:

• Business Glossaries

• Metadata Repositories

• Data Models (conceptual, logical, physical)

• Etc.

• Use flexible display & communication options  (Note: don’t confuse display with Management & 
Storage!)

• Web pages

• Spreadsheets

• There is not a “one size fits all” approach to storing business data elements.  Often a mix of 
approaches is ideal for any given organization.

Keeping track of the concepts that drive the business
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Exercise: Identifying Business Elements

• The following is a subset of the company overview on the corporate website.  Can you identify 
some key business elements?

“Over the past 110 years, our focus on our customers has helped us become one of the largest insurance 
and financial services companies in the world. Although we have dozens of affiliated companies and 
distribution channels, customers are our biggest asset. That’s why we make sure our agents and associates 
provide the best quality products and services.  We have locations across the globe in North America, 
Europe, Asia, and Latin America to serve our customers globally with a local feel. “

Find the Business-Critical Nouns
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Applying a Structured Data Governance Framework 

Organization & 
People

Process & 
Workflows

Data Management & 
Measures

Culture & 
Communication

Vision & Strategy

Tools & Technology

Business Goals & 
Objectives

Data Issues & 
Challenges
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Building the Data Governance Framework

44

Vision & Strategy
Organization & 

People
Processes & 
Workflows 

Data Management & 
Measures

Culture & 
Communications

Tools & Technology

Is there a clear understanding 
of the strategic goals of your 
organization & the need for 
enterprise data governance?

Who are the key data 
stakeholders within and 
outside your organization?

Do business process design 
and operations management 
take data needs into account? 

Has key data been identified, 
defined and analyzed?

Has the importance of data 
been communicated across the 
organization?  Is there a data 
communications plan?

Is there a coherent data 
architecture in place to define 
and guide how data is 
captured, processed, stored 
and used?

How does your organization 
rely on data – now and in the 
future?

Who are the primary data 
producers, consumers & 
modifiers?

Are there any specific data 
management / improvement 
processes in place?

Have data models been built –
conceptual / logical / physical?

Is the value of good data 
management understood and 
championed by senior 
managers?

What primary IT systems and 
platforms are used to store 
and process key data?

What impact are data 
problems currently having on 
your organization?

Are individuals formally 
accountable for data 
ownership?

Are there issue and workflow 
management processes to 
address data problems?

Has the relationship between 
business processes and data 
been mapped?

Do all employees and third 
parties receive data awareness 
and improvement education 
and training?

Do design gateways exist to 
ensure data needs are taken 
into account in new & 
modified platforms? 

Do you have a data governance 
policy? 

Are employees trained in good 
data management practices?

Has there been any analysis of 
the efficiency and 
effectiveness of how data is 
managed within operational 
business processes? 

Are data shortcomings known, 
measured & recorded?

Are there communication 
channels for communicating 
best practice in data 
management?

What specialist data 
management tools are 
currently in use?

What are the overall expected 
benefits of better data 
governance?

Are there any channels 
through which data 
shortcomings can be 
highlighted and investigated?

How does the business and IT 
interact to manage data 
improvement? 

Are there are formal standards 
& rules specifying how data 
should be managed and 
improved?

Are there internal success 
stories that could be used to 
promote better data 
management across the 
organization?

What metadata is captured 
and stored? 
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Determining Data 
Management Maturity & 
Readiness
Identifying Gaps & Strengths
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Data Management Maturity Assessment

Current State Future State

Strategy 2.8 4.3

We have a Data Strategy for maximizing the use of data within our organization 3 5

Our Data Strategy is aligned to our Business Strategy. 3 5

We have executive and/or senior-level business support and sponsorship for our strategy 2 4

We have published a plan to achieve our Data Strategy that includes organization support, process, and IT. 4 4

We have organizations and budgets in place to support our Data Strategy and Plan. 3 4

Our Data Strategy is published and well understood across lines of business and technology groups. 2 4

Data Governance 3.0 5.0

We have a standard, auditable process for resolving data governance issues, such as change management, priority management, conflict resolution, etc. 3 5

We have data stewards who manage key data used across functional groups. They have clearly defined and well understood roles and responsibilities. 4 5

We have identified business-critical data elements and define & store them in a commonly-accessible format. 4 5

All  of our people understand the importance of data to the organization and their personal responsibilities for managing it. 3 5

We have a data communications strategy to ensure data policies and standards are reinforced across our organization. 3 5

Data related objectives and responsibilities are formally included in job descriptions and/or personal objectives. 1 5

Our data governance process has a senior business and IT sponsorship and stakeholder buy-in across the functional leaders. 3 5

Master Data Management 4 5

Etc….continue for each capability area 1 4

46

Ask a Detailed Set of Questions for Each Functional Area

• Show Current State and desired Future State.  You don’t  have to be a “5” in everything!
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Visualizing Current vs. Target Maturity

• A Radar Chart (“Spider Chart”) can be a helpful way to visualize the relative strengths & weaknesses 
in various capability areas.

47

Determine Relative Strengths

Significant Gap in Data Governance

Metadata Management 
meets Target Maturity

We’re “overdoing it” for 
Data Architecture
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Aligning Business Need with Data Management Priority

• It’s also good to mix the “hard stuff” with some “quick wins”, i.e. high priority for the business and high level of 
existing capability. 

• In our example, metadata management was a high priority, and already has a good infrastructure in place.  A good idea to 
highlight a targeted rollout to the business.

48

Where to Start

Business Need for Data Governance

• You can’t implement everything at once, so it’s important to align Business Priorities with Data Management Needs.

• In our example, Data Governance was a high priority for the business, and has significant gaps in capability, 
according to the maturity assessment.  

• A good place to start

Metadata 
Mgt 71 2 3 4 5 6

Business Need for Metadata Management

High Maturity for Metadata Management
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Defining an Actionable Roadmap

• Develop a detailed roadmap that is both actionable and realistic
• Show quick-wins, while building to a longer-term goal

• Balance Business Priorities with Data Management Maturity

• Mix core architecture with “new shiny things”

49

Short-term steps building to a longer-term goal

Initiatives H1 '16 H2 '16 H1 '17 H2 '17

Strategy Development

Business Glossary

Data Governance Plan & 
Rollout for Customer Data

Data Governance Plan & 
Rollout for Product Data

Customer Analytics Pilot –
Social Media integration

Enterprise Data Warehouse

Ongoing
Communication

Governance

Customer Product Claims Etc.
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Now You Try It
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Prioritizing a Roadmap
• Given what we’ve covered so far, what is your “back of the envelope” assessment of what data initiatives 

would be the best to start with in this organization?  Consider:

Business Input DM Maturity Key Internal Events Key External Events Key Stakeholders

“There is no where I can see all of my 
customer information in a single 
place!”

“There are different definitions for 
everything and our sales figures don’t 
match up across regions!”

“Wouldn’t Big Data give us new social 
media integration?”

“I heard we need Hadoop.”

“I’m not getting information fast 
enough—I need daily sales reports.”

“Growth in the customer age group of 
18-30 has been slow”

“We’re in a highly regulated industry –
I’m concerned about audits.”

“We have duplicate customer records”

Data Strategy  =  0
- None in place
Data Governance =  2
- Some standards for customer privacy
MDM =  0
- None in place
Data Warehousing =  0
- None in place
BI = 2
- Some good reporting in finance
- Excel predominant elsewhere
Big Data Analytics – 1
- One pilot for social media analysis
- Not predominant in organization
Data Quality – 1
- Poor customer data quality
- Some address cleansing in place
Data Architecture & Modeling – 4
- Conceptual, Logical & Physical models

Metadata Management – 2
- Some modeling metadata 
- No business glossary
Data Integration – 1
- Data in silos across domains 

• Sales Kickoff June 2016

• Acquisition of Latin American 
subsidiary late last year

• Sales figures down last quarter –
new customer acquisition is low

• Quarterly Audit Q2

• Our major competitor just launched 
a new digital media campaign that’s 
been very successful

CEO looking for new ways to grow the 
business – believes data can help.

CFO is very conservative & risk-averse

Marketing team is new to the 
organization and looking for ways to 
innovate

IT has an average tenure of 15 years in 
the organization

Board members are concerned about 
customer retention

R&D is looking for new ways that data 
can help with product development

• Business Drivers

• Data Management Maturity Levels

• Stakeholders & their interest levels

• What key data elements are important?

• Timing & Priority of Rollout
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Key Steps to Creating a Data Program

• The following steps should be included when creating a data program.  The order is less important 
then ensuring that they are completed.

Steps to Success

Secure Senior Executive 
Support

• Identify a Data Champion among 
senior leadership.

Define Vision, Drivers & 
Motivations

• Define business-driven vision for 
the program.

Build the Business Case

• Outline key benefits of data 
program & risks of not doing so

Deliver “Quick” Wins

• Short, iterative, business-driven 
projects deliver short-term value, 
building towards long-term gain.

Identify Business-Critical Data

• Focus on the data that has the 
highest impact on the business.

Identify & Interview 
Stakeholders

• Elicit feedback from key stakeholders 
– listen & communicate.

Create Organization

• Define an organizational structure 
that aligns with your way of 
working.

Communicate

• Build a communication plan from 
initial feedback phase throughout 
all phases of the program.

Assess IT Maturity

• Assess the maturity of the IT 
organization across all aspects of 
data management.

Map Business Priorities to IT 
Capabilities

• Create a realistic “heat map” 
aligning business goals with data 
management capabilities. 



52

Roll-Out & Buy-In
Targeted efforts for success
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Organization & People

• There are many ways to organize a Data Program– make it fit for your organization

• There are many factors to consider
• Corporate Culture & Organizational Structure

• Top-Down Hierarchy or Federated Approach?

• Geographical Distribution

• Size & Resources of Organization
• Is the need for quality data understood?
• Regulatory Issues

• Business User involvement should focus on a business issue
• Improving data quality of customer data
• Complying with industry regulations around product development
• More accurate product part categorization for more efficient procurement
• Etc.
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Design the Program to fit the Culture of the Organization
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Sample Organizational Structures
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Data Governance examples

Large Global Telco Small Professional Development 

Organization

Data Governance 

Steering Group 

IT Data Subject 

Matter Experts 

Business Data 

Stewards 

Data Governance 

Working Group 

Legal & Regulatory 

Data Subject 

Matter Experts 

Large Consumer Energy Company

Data Steering 

Group 

Data Quality 

Board  

Data Steward 2Data Steward 1

Data Steward 

…15

UK Energy Company

Data Owners 

Divisional Data 

Stewardship 

Groups

Data Stewards 

Lead Data 

Stewards 

Data Governance 

Steering Group 
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Culture & Communications
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Changing the way people perceive & work with data

Why?

• Why are we doing this?
• What are our business motivations & 

drivers?
• What is the benefit?
• What is the risk of not doing this?

Who?

• Who has influence?
• Whom is affected?
• Who might be a barrier to change?
• What are their personality types?  

What?

• What is the core message?
• What are our key talking points?
• What does each stakeholder audience 

want/need to understand?

When?

• When do we first “launch”?
• Has any of this information been 

communicated before?
• What is the “drumbeat” of ongoing 

communications?
• Are there other corporate comms or 

events to consider?

Where?

• Are there regional considerations?
• Location, language, culture

• Home office vs. on-site staff

How?

• How do stakeholders like to receive 
information? 
• One-on-one, video, blogs, posters, etc.

• Which existing formats/venues can be 
leveraged?
• Town Halls, corporate blogs, etc.

• How do we elicit feedback?
• How can this be tied to performance?
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Measuring Data Improvements

• KPIs & Measures aligned with concrete business drivers

• Helps prioritize efforts

• Assists with the “Why do I Care?” issue

• Basis for showing benefits and results
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Align Data Quality Metrics to Business Improvements

KPI Current Target Status Business Benefits Type

Number of duplicate 

customer records

2,000,000 1,000 • Correct # of customers for sales estimations
• Better single view of customer for integrated social 
media campaign

• Reduce cost of physical mailing by $20K

• Cost savings
• Brand Reputation
• Marketing Innovation

Incorrect Salutation (Mr,

Ms, etc.)

5,000 1,000 •Customer satisfaction & Brand reputation harmed by 
incorrect salutation.

•Targeted marketing campaigns by gender.

• Brand Reputation
• Campaign Effectiveness

Incorrect address/location 10,000 500 • Lower return rate on physical mailings
• Better targeted marketing by region.

• Cost Savings
• Campaign Effectiveness

Missing Sales Rep Assigned 500 100 • Ability for Sales to execute on customer leads
• Revenue growth

• Sales Effectiveness

Etc.

Business Driver: Improving Customer Data for Marketing Launch Campaign
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Making It Happen:  Creating the Roadmap – Some Hints & Tips 

Understand current & future business 
drivers of your organization

Map how business drivers depend 
upon a good data foundation

Identify critical data areas for initial 
focus (e.g. Customer, Product, etc.)

Capture current data problems & their 
impact (e.g. Economic, Legal, 

Reputation)

Build a Vision & Business Case & 
socialize. 

Present the case for action –
increment financial & resource 

demands.

Think big, start small.  Pilot one, short 
focused project gaining buy-in, & 

success.

Build off lessons learned with each 
iteration and refine.

Expand & adapt to other business 
areas, and eventually across the 

enterprise.
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Case Studies
What’s Worked in the Real World?
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The Importance of “Right-Sizing” your Data Strategy
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The Right Data Strategy Depends on a Number of Factors

• The following case studies illustrate examples from a variety of organizations
• From a large international telco

• To a small professional development organization

• There are many common elements required by any organization
• Alignment with business motivation & drivers

• Core data management fundamentals (data quality, metadata, etc.)

• While some elements are unique based on size & scale of organization
• Global inventory needed for large international firm

• Geographic considerations: legal, cultural, technological, etc.

• Smaller organizations often need to be more tactical in their approach
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Consumer Energy Company

• For the consumer energy sector Big Data and Smart Meters are transforming the ways of 
doing business and interacting with customers. 

• Moving away from traditional data use cases of metering & billing.

• Smart meters allow customers to be in control of their energy usage. 

• Control over energy usage with connected systems

• Custom Energy Reports & Usage

• Smart Billing based on usage times

• As energy usage declines, data is becoming the true business asset for this energy company.
• Monetization of non-personal data is a future consideration.

• While the Big Data Opportunity is crucial, equally important are the traditional data sources
• New Data Quality Tools in place for operational and DW data

• Data Governance Program analyzing data in relation to business processes & roles

• Business-critical data elements identified and definitions created

Business Transformation via Data
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Data-Driven Business Evolution
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Data is a key component for new business opportunities

New Business Model

• Consumer-Driven Smart 
Metering

• Connected Devices, IoT
• Proactive service monitoring
• Monetization of usage data

Traditional Business Model

• Usage-based billing
• Issue-driven customer service

More Efficient Business Model 

• More efficient billing
• Faster customer service 

response
• More consumer information 

re: energy efficiency, etc.

Databases Big DataData 

Quality

Data 

Governance

Metadata Management
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Defining Key Business Data Elements
Focusing on the data that really matters to the business

Evaluate CommunicateInvoke Act

Identify required 
Data Definition(s)

Group related 
Definitions 

Identify Stakeholders 

Socialize with key 
stakeholders 

Conduct initial 
impact assessment 

Draft initial Data 
Definition  

Conduct full impact 
assessment 

Obtain & review 
approvals 

Build profiling & 
monitoring rules 

Update metadata 
locations 

Notify all 
stakeholders 

Complete Data 
Definition process 
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Professional Development Organization

• As a leading professional development & certification organization, 
customers/members and customer service are critical to the success of the organization.

• The corporate goal was to move to more modern, online processes
• Online, Community-based member services

• Centralized CRM system

• Automated processes

• In order to reach this goal, a Data Governance initiative was implemented to improve data quality 
and streamline IT processes

• Both business and IT staff were involved Existing systems and processes had developed in an organic, 
ad-hoc manner over the years resulting in:

• Duplicate member records

• Incomplete or incorrect member records

• Wasted time and money from IT resources working to rectify bad data
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Data Governance & Data Quality critical to member management
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Data Quality & Data Governance – the Interdependency
The need for better data quality was a key driver for the data governance program

Retail

What is Data Quality?

Data that is demonstrably fit for 
business purposes

Data Governance
Provides the means to 

deliver

Data Quality
Drives the need for

What is Data Governance?

A continuous process of managing 
and improving data for the benefit 

of all stakeholders
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Data Governance for Data Quality Improvement

• Processes were put in place for both
• Data Governance

• Data Improvement

• Tools were selected to help automate 
manual processes

• Data quality 

• Data profiling

• Both business and IT stakeholders 
were involved in governance

• Identifying key data elements

• Defining business rules & standards 
for data
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Best Practices defined for Data Governance & Data Improvement

DATA 
GOVERNANCE 

DATA 
IMPROVEMENT

• Data Standards
• Data Capture
• Data Cleansing

• People
• Processes
• Policies
• Communication
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Global Telco Company

• An international telco company was looking to leverage data as a corporate asset.

• Data is seen as their most strategic asset and corporate focus

• Telecommunications is a secondary goal – becoming a commodity

• Opportunities in Leveraging Big Data

• New Product & Service Development

• Data is Anonymized & sent to digital arm for new product and development

• Data-driven prototyping – using analytics to see what products are working best and used most

• Customer Value Management

• Marketing with Opt-in, e.g. ads for bolt-on roaming when enter a new country—before they use a competitor 
platform

• Sentiment Analysis (via call logs & social media)

• Operational  Performance & Maintenance

• Network Optimization

• Integrating call failure information and location information with survey data

• Monetization

• Resell anonymized data to Retail, City Planners, etc.

• Footfall with integrated geospatial location data

Business Transformation to “Becoming a Data Company”
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The Motivation Model

• Motivations from both 
Business & IT
• Business focused on gaining 

value from data
• IT focused on cost-savings & 

reuse

• Common Goals & 
Objectives
• Use Case Patterns
• Clear definition of Big Data 

(& what it’s not)
• Common Service Catalog
• Reusable Technology & 

Architecture
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Big Data Use Cases

Customer Value 
Management

Products and Services
Innovation

Data Monetization

KPI Reporting – Device 
Analytics

Troubleshooting

Operational Analytics

Footfall Analytics

Product & Service Usage 
Patterns

Network Usage PatternsNetwork Analytics

Storage Monitoring

Data Centre Monitoring

Customer Experience 
Optimisation

Customer Insight

Consumer Marketing

Sentiment Analysis 
(Social Media)

Family Identification

New

Insights

• New insights & increased value 
from data as a corporate asset

• Better alignment between BI and 
Infrastructure teams

• Improved education & governance 
for Big Data use cases

• Clearer understanding of value 
propositions for Big Data and BI

The Results
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International Pharmaceutical Company

• An international Pharmaceutical company was looking to make better use of its 
data to streamline its Clinical Development, Commercial Processes, and R&D.

• Business alignment was a key first step
• Created “blueprints” of how the business runs—then how data maps to that

• Data models, process models, & mappings

• Identified opportunities for business efficiencies 

• Greater understanding how data was used by and critical to key business activities 

• Streamlining IT Services was a core parallel activity
• Solution Planning & Definition

• Defining “who we are & what we do” , aka “Marketing”

• Best Practices & Architecture

• New best practices around MDM, data modeling, etc.

• Governance

• Models & architecture required for each new project
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Business Alignment and IT Strategy
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Business View Process View

PTS Discovery

Research
Discover the molecule

Technical
Make the medicine

Safety
Test the medicine

Medical
Perform clinical trials

Commit to Target
Approval for

First Time in Human

Commit to

Product Development

Commit to

Phase III

Commit to

File and Launch
Commit to Candidate

PRECLINICAL DEVELOPMENT

VOLUNTEER 

STUDIES PHASE I

(20+ volunteers)

CLINICAL TRIALS 

PHASE II

(50+ volunteers)

CLINICAL TRIALS PHASE III

(1000+ volunteers)

PHASE IIIB

Answering questions on 

submissions

Target identification

Target to

Start of Chemistry

Start of Chemistry to

Candidate Selection

Candidate selection to 

First Time in Human

First Time in Human to Proof 

of Concept (Phase I & IIa)

Proof of Concept to Commit

to Phase III (Phase IIb) Phase III

File ( Approval,

Reimbursement & Launch)

Life Cycle

Management

Product Discovery, Development, Reimbursement, Marketing and Supply

(Version 4, Aug-06)

PHASE IV

Start of Chemistry

Transfer to mature 
supply

Product & process 
performance 
verified, including 
QC methodology 
and specifications 
(control strategy)

Ongoing Change 
and Risk 
Management

Distribution of 
products

Line extension 
opportunities

Exploratory disease based 
research

Informatics

Intellectual Property acquisition 
and Partnership activities

Human genetics

Genomics

Functional analysis

Vaccines/biological targets

Biomarkers for predictive 
medicine

Developing target knowledge

Create/identify chemical 
libraries

Create robust (screen) assays

High throughput screening

Creation of pharmacological & 
animal models 

Disease genetics 

Information from clinical 
genetics 

Create physical form -
biological or chemical 
extraction/synthesis of 
active substance at 
laboratory scale (mg of 
material)

BP: Target for Biopharm  
development accepted 

Patent strategy 
development 

Validation of hits by re-
screening 

Basic enzyme/ receptor 
potency and selectivity 

In vitro/In vivo 
metabolism, 
pharmacological and 
pharmacokinetic 
screening of potentially 
active compounds 

Lead tractability 

BP: Humanise MAb/Dab 
generation

Make range of lead 
compounds screen against 
targets 

Preliminary safety 
pharmacology and 
pharmacokinetics

BP: Target validation, Initiate 
biomarker and immunoassay 
development

Preliminary metabolism 

Assay development 

Screening toxicity 

High throughput screening 
genotoxicity

Preliminary 
genotoxicity

in vivo toxicology 
selection studies 

Investigative         
toxicogenomics

Acute toxicity – single 
administration to two 
animal species 

Dose range finding 
toxicology    Formal repeat 
dose toxicity studies 
(medium duration) in two 
species

Detailed safety 
pharmacology studies 
(CVS, CNS and other 
major systems)

Genotoxicity studies

Pharmacokinetics: 
absorption, distribution, 
metabolism & elimination 
(ADME)

BP: Tissue cross reactivity, 

repeat dose tox studies, 

assay development, PK/PD 

studies

Long-term toxicity studies

Reproductive toxicology 
studies 

- fertility & embryo foetal 

Chronic toxicity – repeat 
administration (long term) 

Continuing animal 
pharmacology studies 

Oncogenicity studies

Reproductive 
toxicology studies

- peri-postnatal

New Indications 

Further comparative trials 
with competitor products

Trials in support of 
Marketing

New line extensions

Initiate long-term 
safety/health outcomes 
studies 

Demonstration of

therapeutic advantage, 

e.g. vs. competitors 

Healthcare Outcomes 

- Quality of Life 

- pharmacoeconomics

Develop communications 
publication strategy (e.g.

congresses & workshops) 

Knowledge transfer to 
operating companies 

International large-scale multi-centre 
trials with different patient populations to 
demonstrate proof of safety and efficacy

- initiate health outcomes studies

Expand disease and product knowledge 

- Use of predictive medicine agents in 
prognosis and diagnosis 

- Validation of surrogate markers and
pharmacogenetic tests 

Establishment of the therapeutic 
profile/product labelling claims:

- indications 

- dosage and routes of administration 

- contra-indications 

- side effects
- precautionary measures

Paediatric development plans
(or waivers) 

First controlled trials in patients 
to establish proof of concept -
indication of efficacy & clinical 
benefit 

Confirmation of safety 

bioavailability & bioequivalence 
of different formulations 

Development of clinical genetics 
databases 

Evaluation of biomarkers for 
pharmacogenetics and applied 
diagnostics 

Evaluation of surrogates 

Evaluation of potential product 
differentiators

Safety and tolerability in 
healthy volunteers 

- highest tolerable dose 

- smallest effective dose 

- mode of action 

- dose/effect relationship 

- duration of effect 

- side effects 

- QTc drug interaction study

Pharmacokinetics in man 

BP: Early clinical studies 

may be in patients rather 

than volunteers

Medical development strategy

- differentiation

- evidence based

Definition of clinical options for 
progression to proof of concept

Regulatory
Register the medicine

Commercial
Market the medicine

Support the product

REGISTRATION WITH GOVERNMENT 

LICENSING AUTHORITIES

Preparation for Advisory 

meetings

Presentation of data 
safety review prior to 
clinical evaluation 

Select (genetic) 
biomarker for 
development in 
predictive medicine 

Evaluation of surrogates for 
early clinical trials 

Evaluation of potential 
biomarkers for use in predictive 
medicine 

Outline Clinical Development 
Plan 

PROFILE OPTIMISATION
8-10 year horizon

Identify current and future unmet needs: patients, prescribers, payors, 
regulators

Indication assessment and prioritisation

Define target product profile and fit with disease area strategy

Pricing and reimbursement environment analysis and trends

Future competitive landscape

Identify drivers of treatment decisions

Assess future treatment trends, pivotal trials, guideline changes

Prepare early economic model and burden of disease

External Expert identification

Global forecast and scenarios with value drivers

In-licensing

Development of broad 
Regulatory strategies Preparation of 

dossiers/ summary 
documents of all 
relevant data and 
clinical trials protocol 
for application to 
licensing authority to 
conduct clinical trials 
(CTX/IND)

Disease 
Opportunity 
Assessment

Identifying, defining and 
valuing disease areas

5 - 15 year horizon

Opportunity mapping

Define Target Product Profile

Initial profile identification

Integration of research 
investment with long-term 
commercial goals

Potential for predictive 
medicine in disease diagnosis

Regulatory approval 
for biomarkers, 
surrogates etc

Draft summary of 
product characteristics 
& labelling

CTX/CTA variations / 
IND amendments

Documentation of all relevant data 
for submission for registration 
(MAA/NDA)

- expert opinion on clinical trials 
results

- expert opinion on toxicological 
& pharmacological data

- expert opinion on analytical,
pharmaceutical & chemical data 

Summary of product 
characteristics/labelling

Risk management    
assessment

Pharmacogenetics and 

applied diagnostics
New markets

Possible 
conversion to 
OTC

Generics

RETURN MAXIMISATION
1-10 year horizon 

Launch plan execution 

Local operating companies sales and marketing 
implementation

Monitor performance

Review and revise promotional campaigns

PR & issues management

Indication assessment and prioritisation

Line extensions

Enhance label

Support Intellectual property 

VALUE PROPOSITION
3-8 year horizon

Draft scientific advantage and differentiation strategy

Draft and evaluate core claims, message elements

Develop market access value proposition 

Set pricing and reimbursement targets

Commission primary market research to support decision-making and insight generation

Refine asset profile and label requirements

Engage regions to gain input to payor, prescriber, patient perspectives across regions

Prepare detailed forecasts and assumptions with regions

Define strategic options for clinical development and gain senior management agreement for progression

Develop Scientific Communications, publications, PR strategies

Begin External Expert advisory boards

Draft Health Outcomes plan and begin trials

Obtain and register generic name

Define market shaping strategy

Opportunities to change 
medical practice through 
use of 
pharmacogenetics and 
applied diagnostics

End of Phase II / 
Scientific Advisory 
meetings

- Regulator advise 
on Phase III plans

External Clinical trials 
reporting register

Advance predictive 
medicine 

Utilization of 
pharmacogenetics

Phase IV commitments

Pharmacovigilence & 
post-marketing

Surveillance

New Line Extension 
approvals

- new formulations

- new indications

- label changes

Annual safety 
reporting to 
Regulators

License renewal 
processes

Development of diagnostics for personalised medicines

LAUNCH OPTIMISATION
1-3 year horizon

Agree countries, sequence to file and launch

Regions and local operating companies take lead

- Regional message development, including communications plans

Detailed launch planning and promotional strategy development

Campaign development and testing

Sales force and resourcing decisions

Local pricing and reimbursement  negotiations

Health outcomes data defined

Form local operating company launch teams

Set distribution strategy

Register trade names

Congresses and External Experts plans implemented

DESIGN FOR MANUFACTURE

Key:

API: Active Pharmaceutical Ingredient

BP: Biopharmaceuticals (i.e. indicating where Biopharm activities (or their timing) differs from small molecule development

Version 8: Oct08

Analytical characterisation of drug substance (Active 
Pharmaceutical Ingredient; API)

Small scale synthesis of API (grams) for dose-ranging 
toxicology studies

Confirm molecule is developable

Pre-formulation studies to determine formulation 
constraints and possibilities

Develop route to provide dose ranging & 28 day toxicology 
supplies

Define predictive medicine agent characteristics

BP: 1st Molecular Design to evaluate Developability

Salt/polymorph definition & 
scale up

Complete campaign for 28 
day toxicology studies & 
FTIH clinical studies

Develop analytical methods 
for API and release batches

Develop formulation for FTIH 
and prepare clinical supplies

Development of analytical 
methodology for stability 
testing of dosage forms

Synthesis of radiolabelled
compounds for 
pharmacokinetic studies

Selection of technology 
platforms for biomarkers in 
predictive medicine

BP: Cell line and process 
development, initiate 
production of materials for 
toxicology and early clinical trial

API and Drug Product 
Design Targets finalised

Preparation of API for mid-
phase toxicology and 
clinical studies.

API final synthetic route 
and crystallisation
selected

Preparation of drug 
product clinical supplies

Stability testing of API and 
drug product

Intellectual Property 
evaluation and application

Biomarkers assay 
development

BP: Finalise & transfer 
manufacturing process, 
compatibility and 
comparability studies; 
manufacture materials for 
long term toxicity studies

Drug Product Definition for 
Commercial Supply & pivotal 
Clinical Trials, incl. 
formulation, process and 
packaging materials 

Preparation of API for long 
term oncology studies and 
Phase III supplies using final 
route (or biosynthetic route)

Site of manufacture for 
pivotal clinical, regulatory 
stability and commercial 
product selected

Production of pivotal Clinical 
Trials drug product, 
including placebo

Manufacturing process 
scale-up strategy defined, 
incl. waste treatment & 
recycling measures

Change and Late-stage Risk 
Management commenced

BP: Manufacturing campaign 
for Phase III materials using 
final process in final site. 
Confirm supply chain

Product & Process understanding 

Commencement of validation of defined 
manufacturing processes for API and 
drug product at sites of manufacture

NDA/MAA batch stability confirmed for 
API and drug product in final packaging

Manufacture of drug product for 
ongoing clinical supplies

Development, validation and finalisation 
of QC methodology and specifications 
(control strategy) 

Initial design development for new 
manufacturing plant initiated (if required)

Design and preparation of packaging 
materials 

Ordering, scheduling and 
production of the API and 
the final drug product, incl. 
packaging and product 
literature

Quality control for release 
of commercial API and 
drug product

Validation for launch of 
product & manufacture 
process validation batches

Continuing 
research into 
the disease 

Key

Bold Purple text – PTS accountability

Green – Not sure if in PTS

Light Blue – Key interfaces

Q1. Does PTS include biopharm ? No, but 

PTS does do work for them. Need to 

clarify BP interfaces on wave. 

Q2. Don’t IP acquisition & partnership 

activities  occur across many phases?

N1. Both DD & PTS contribute to the 

Candidate Selection document.

Q3. When are patents filed?

PTS Discovery PTS Development PTS Commercial

Slide 7

Business-Driven “Blueprinting” 

• Detailed “blueprints” (aka models) outlined several views of the organization.

Data View Mapping Data to Process

• Motivation Model

• Business Capability Models

• Solution Planning

• High-Level Process Models

• Detailed Process Models

• Conceptual Data Models

• Business Glossary

• Logical Data Models

• Physical Data Models

• Process to Data Mapping

• Process to System & Data Mapping
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Roles & Culture
• Business Acceptance:  Clinical Scientists 

had data models on their office walls
• “Blueprints” describing their clinical 

development 
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• Architecture team had clear direction
• “Who we are and what we do” clearly articulated 

to the business

• Best Practices for data management made 
processes more efficient

• Governance driving architecture as a “must-have” 
for each new initiative.
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Customize your Enterprise Data Strategy 

72

Elements are universal, but priorities & focus vary by organization
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Summary

• More & more organizations are transforming the way they do business through data
• More efficient ways of doing business
• New business models
• A common data management framework can be applied to all

• Documenting Business Drivers & Motivations is key to success
• Mission & Vision
• External & Internal Drivers
• Goals & Objectives

• Prioritization is Important
• Start small, building to a larger vision
• Focus on the data that is critical to the business
• Assess Business Priorities and Data Maturity

• Roll-Out should Align to the Organization
• Organization & People
• Communications & Culture
• Metrics & Measures

• Get the Word Out
• Communicate continuously
• Document business-centric metrics
• Highlight Success, and then move to the next one!
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Aligning Business Strategy with Data Strategy
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Contact Info

• Email: donna.burbank@globaldatastrategy.com 

• Personal Twitter: @donnaburbank

• Company Twitter: @GlobalDataStrat

• Website: www.globaldatastrategy.com

• Personal Linkedin: https://www.linkedin.com/in/donnaburbank

• Company Linkedin: https://www.linkedin.com/company/global-data-strategy-ltd
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