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Today we welcome ...
Filip!

Inspiring people as

e travelling speaker

e author

e trainer

« coach

« conference organiser

President @ IIBA Brussels Chapter F|||p Hendrickx
Visiting Professor @ VUB

MBA




lIBA's Vision

Shape the practice of business analysis to achieve
better enterprise outcomes.

lIBA's Mission

Lead the global business analysis community and
professional standards so every person achieves more.




INTERNATIONAL :
INSTITUTE OF BUSINESS 30'000 MEMBER

ANALYS|S™ Members in 160 countries
CORE AND SPECIALTY 1 20
CERTIFICATIONS Chapters in 40 countries
anc
CERTIFIED CERTIFIED
200
, , Corporate, academic, institutional
jﬁ:!:' \g’r:?!' CBAP | S ) )
ERTIFIED \CERTIFIED % and tralnlng partners

HEA wea [ VEA |
Y 1.500

CERTIFIED CERTIFIED
Volunteers working together to build
and nurture the profession




lIBA Brussels Chapter 1 34 -

MEMBER
Belgium & Luxembourg Members

70

Certification holders

1 900"' LinkedIn followers
850"' Newsletter subscribers

® ® Event participants each time
HBA




.“BA@’ Interngtional Institute
of Business Analysis™
lIBA Brussels
Chapter

Key Activities

)
HBA
Brussels
Chapter

Regular Chapter Events

Yearly BABOK Study Group

BA(BOK) Experience Sharing
Yearly BA & Beyvond Conference

Yearly BA Achievement Award
Weekly BA Café

Marketing & Communications

« LinkedIn company page
« Chapter mailing list: LinkedIn | Subscribe
« Chapter website

Participation in Local and Global (II)BA
Events and Activities

MBA


https://brussels.iiba.org/events/calendar
https://brussels.iiba.org/400551/Page/Show?ClassCode=Page&Slug=babok-study-group-iiba%C2%AE-brussels-chapter
https://ba-beyond.eu/
https://ba-achievement-award.org/
https://brussels.iiba.org/bacafe
https://www.linkedin.com/company/IIBABRU/
https://www.linkedin.com/newsletters/your-monthly-ba-bites-7166340013159366657/
https://brussels.iiba.org/form/subscribe-to-newsletter
https://brussels.iiba.org/
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Today we welcome ...
Amral!

Entrepreneur
Agoraz
“Talk the Walk and Walk the Talk !”

Amra Zidani
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Introduction

Complexity

2 |agoraz.be Rabobank’s IT Landscape 3D model Image source: Hans Tesselaar, BIAN ag PN raz



Introduction

Continuous Business Transformation
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Introduction
Shared Understanding

0.
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Introduction

The Triple Diamond of Product Management

Product Discovery Product Delivery

General problem Specific problems Validated Solution in the
(Product Outcome) (Opportunities) solution ideas market

Explore  Define " ldeate Test Plan  Deliver

Exploring the Exploring the
Problem Space Solution Space

User Journey Mapping User Story Mapping ProJeD‘;tI{\'/:::’yd”Ct

5 | agoraz.be https://www.productcompass.pm/p/the-double-diamond-of-design-thinking a g @ ra z



Introduction
Outcome Based Thinking (MVP vs MPP)

De
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How not to build a Minimal Marketable Product Increment ——
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How not to build a Minimal Marketable Product Increment
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How to build a Minimal Marketable Product Increment
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No business
value

Architecture
not reusable

Value and architecture
roadmap are aligned
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Introduction

1. Setup Cross Functional 2. Visualize 3. Understand & Align
Backlog owners
Valuable
Fea:ible Usable ? )
| 2
i) (L) (L}
3 dimensions under constraints %
from each others % % ,
Im s)ad we a//aﬁrw.
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Story Mapping

Workshop 1 - Morning Routine

Your alarm wakes you up and you need to get ready for work in an hour.

1.Think about the first thing you did this morning :
» Write it down.
 Write the next one
» Keep writing till the last

2.0rganize your story
« Use a narrative flow: First | did this, then | did this and then | did that....

3.Distill Your Map to Make a Backbone
« Add more details if needed
» Aggregate Tasks into Activities, directed at a common goal.

4.Slice Out Task to Reach Specific Outcome (Identify all task relevant to a specific outcome)
« Goal : Get Ready in time despite the delay (only have 30 min remaining instead of 1 hour)

8 |agoraz.be ag&raz



Story Mapping

Iterative

9 |agoraz.be agobraz



Story Mapping
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Story Mapping

Creates a shares understanding and a shared ownership

Easier to make decisions and prepare your game plan:
» What to build ?
* Inwhich order ?

Promotes a collaborative approach to generating your user stories

Allows you to see the big picture in your backlog, It is a great visual alternative to traditional flat backlogs

Useful model for discussing and managing scope
Allows you to visualize dimensional planning and real options for your project/product
Allow for Just In Time Specification

11 | agoraz.be

User S
Mapping

Jeff Patton

with Peter Economy
Forewords by Martin Fowler,
in Cooper, and Marty Cagan
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Story Mapping

Example 1 : Digital Sales Flow (From Scratch)

12 | agoraz.be ag%raz



Story Mapping

Example 1 : Digital Sales Flow (From Scratch)

Integration with
T back-end
Exists:
3 To build :
High-level ®
activities

Steps

¥ [T U N S S SN SN SN SN SN SN S S S S —
it

g

Outcome
Based
Release 1

User
Tasks

Unscheduled
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Story Mapping

Example 2 : AML Flow (Adaptations on a legacy product - Insurance)

14 | agoraz.be ag@raz



Story Mapping
Example 3 : B2B Pre Sales Flow (Transportation) =» Backlog Revers engineering

ProSales B28 [“\enticaton ] “itrctons ] “connctus. | orier ] snispig ]~ imvoiing ]

PreSales B2B EnEa e
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Story Mapping
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Story Mapping

Example 5: The email map
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Story Mapping

Post-its (Choose a good brand ©)
General White Boards (Miro, Mural, ...)
Specific solutions like storiesonboard.com

Plugins to AzureDevOps or Jira

Greate and Manage. ‘Snare Roadmaps with
aaaaaaaaaaaaaaaaaaaa

cccccc

roadmap design emai roadmap feedback interactons

18 | agoraz.be ag&raz



Story Mapping

Do:

* Bring the right people around the table

Collaboration is key but difficult, be self aware and use facilitation
Focus on the solution, not the problem

Mix physical and digital

Target Releases on audience and outcome

Don’t:

Loose the story and don’t get lost into the details at the beginning

Decompose features

Map the whole product

Model a flow chart

Fill release buckets on capacity

19 | agoraz.be
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Coming Up Next ...

BA Café Luxembourg BABOK Study Group
Innovation 2025 Intro Session

13 novembre 2024 14 novembre 2024

In-Person Hybrid

BA Café

powered by
eIIBABRU

Info and free registration at Info and free registration at

brussels.iiba.org/events brussels.iiba.org/events

MBA
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2025 Global State of Business Analysis Survey

The Diverse Business Analysis Landscape @ R R R @

Understanding the current state of the industry is key to navigating challenges. Explore the S e, 308 o Soe’el
diversity of the report's respondents from around the world. WO T %e%enet % 330°%0437e 22°%
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