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Welcome 
from the editor 

With the weather fast improving and summer on its way, what could be 

better than enjoying the (intermittent) sunshine with the latest edition of 

Analysts Anonymous? 

  

As usual, we’ve brought you a range of articles on thought-provoking 

topics. We begin by discussing the skills you need to take control of 

your own brand and the career sweet spots that will contribute to your 

long-term success. There’s also the story of how Skipton Building 

Society applied Lean and have not looked back since. 

  

We conclude our three-part feature on candidate engagement with an 

article on retention and top tips to improve your recruitment process. 

  

For good measure the Business Alchemist returns with further musings 

on the interaction between business analysis and daily life. 

  

Details of this year’s BA Conference Europe are out, and with BAs of 

all shapes and sizes welcome, we’ll tell you what’s on the agenda and 

how to get tickets. 

  

Enjoy the read. 

  

Anthony Madigan 
 

Editor 

 

AA-editor@writethetalk.com 
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Skills and abilities, interests and your personality are all crucial to the 

success of your career and to you as a brand. Corrine Thomas of 

Choices Consulting and Coaching shared her experience of the “Brand 

Me” workshop at November’s BA Conference Europe and how 

everyone can make the best choices for career and development. 

Lawrence Darvill sat in on the session and his account, with Corrine’s 

later input, is below. 

Building “Brand Me” 
Making effective career choices by knowing  

where you want to go.  

Business analysts may not be 

the best career planners, and 

working in a maturing 

profession may not always 

provide the clearest career 

pathway. And so I was 

pleased to see a workshop at 

the September European BA 

conference about assessing 

“Brand me” and making 

effective career choices.  

Thinking about famous brands such as Apple or Virgin is a useful start 

point for anyone considering brand: what it is and how it can be thought 

of from a personal perspective. Brands are often demonstrated in 

terms of sales and marketing and are all about creating emotional 

connections and associations between a person and a product or 

company. When it comes to a personal brand, it is all about how to 

portray yourself to others and what you want to be known for in both 

your professional and personal life.  

  

Brand is very important to your career, whether you work for others or 

run your own business; people are evaluating you all the time. A 

personal brand is about the first impressions that come to mind, the 

values you espouse and then the impression you leave with people. 

Another, perhaps daunting, way of looking at this is to consider what 

colleagues say about you when you leave the room. 
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As a group, we were invited to undertake a career discovery exercise 

plotting the peaks and troughs of our respective careers along a 

timeline. At each high or low point we were invited to highlight the 

characteristics of those occasions and what made them highs or lows. 

Themes quickly emerged from this exercise: skills, abilities, interests 

and personality.  

  

The make-up of career sweet spots and low points was a light bulb 

moment for most of us in the session. Some had not perhaps 

appreciated the importance of management culture in our decisions to 

move jobs. For many, lack of progression or interesting work was a 

decisive factor.  It’s a simple and yet revealing technique for 

highlighting what is important in our careers.   

  

Some attendees drew out a journey that incorporated moves outside of 

the BA profession. This was seen as a likely benefit for individuals who 

could have an opportunity to pick up fresh skills and different 

perspectives on delivering successful change. It was noted that core 

analysis skills can form part of many career paths and the more the BA 

skillset was appreciated the better!  

  

Making the right future decisions will never be easy but an appreciation 

of your career sweet spot provides a useful start point.   
 

 

Core elements 

Your brand needs to be managed proactively. It’s not enough to do 

your job well and hope others will recognise and appreciate this. In a 

highly competitive world it’s sensible to make sure your strengths and 

interests are evident to those who matter. Brand also makes you think 

about the element of control you can exercise in determining how you 

are perceived.  

When thinking about the core 

elements of your long term career, 

it’s useful to consider the three main 

factors that drive work satisfaction: 

interests, skills and abilities, and 

your personality. A good mix of 

these makes a fulfilling and 

successful career. 
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Looking at the skills make-up of the business analyst role it is worth 

making use of the AssistKD career manager tool, BCS career planner 

or the IIBA self-assessment tool. All the tools provide a skills make-up 

of the business analyst at different levels, so you can plan your career 

with future development in mind.    

  

Career planning needs to take account of what genuinely interests us 

and not what may simply be the fashion of the day. Equally we might 

be able to rule out what does not interest us. The business analysis 

profession is very broad, so there is plenty of opportunity to seek out 

what is of particular interest and build a career around it. This could be 

as a generalist or as a specialist, whichever fits in better with personal 

interests, values and talents.  

  

Assessing personality requires an honest appraisal of our personal 

make-up. Are we an introvert or extrovert? Do we work better with a big 

picture or in the details? Are we motivated by working with people or 

are we drawn to processes and systems? Are we task or relationship 

orientated? These questions prompt choices that may well govern the 

environment we work in, e.g. a highly regulated environment may not 

suit the more creatively minded BA.    

Career sweet spot 

Interests Skills 

Personality 
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Here’s a useful question to ask yourself: when you are working at your 

best, what does it look like? Ask others what phrase they would use to 

sum you up - it can give you insights into how you are perceived and 

what brand image you are portraying to others. 

 

What I and other attendees perhaps hadn’t fully appreciated was the 

importance of our value set in our careers. Our values drive what is 

important to us in our daily lives and are largely unconscious. They 

become very noticeable, though, when we are in a situation where 

there’s conflict with our personal values. This can lead to frustration, 

boredom, anxiety and stress. Some roles, organisations or situations 

may lead to a conflict with our values of honesty, ethics, quality and 

integrity. It is useful to identify our key values and what we are willing to 

compromise on (if anything).   

Summing up 

Having a thorough appreciation of our skills, interests, personality and 

values enables us to make decisions on our career choice and 

development. This is the start point for actively shaping and taking 

control of our own brand – “brand me”. We then have a chance of 

showing the world what we want to be known for and identifying the 

best pathway for our talents.   
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Embedding Lean in 

Every organisation faces challenges, but identifying what they are and 

how they can be tackled separates successful entities from the rest. In 

the case of Skipton Building Society, they realised that their focus 

should be on their customers. With a strong strategy in place and the 

implementation of Lean, how did they do? 

Where does Lean fit into SBS? 

						

ONE TEAM 

Our Financial 

Strength 
Our Customers 

Our People Our Processes 

OWNERSHIP TRUST 

• Where does Lean fit in?  

Our Values and Pillars 

A strategy was built 

around these four pillars 

and since then, all the 

change that we have 

accomplished relates to 

one or more of these. 

Underpinning all of this 

are our values of one 

team, ownership and 

trust.  The strategy holds 

strong today and we 

continue to build on our 

successes. 

In 2011, SBS realised it needed to be in a good place when the 

recovery from the recession took hold. Senior managers looked at 

everything SBS did, put their heads together and built a strategic plan. 

We needed to change the culture within Skipton; we needed to 

concentrate on our customers and what they wanted. To do this we 

needed to improve the skills of our people, build on our financial 

strength and improve our processes.  

One of the challenges we faced was enabling our people to take 

ownership of their processes. We introduced a Process Programme 
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with a vision to ‘make process improvement a way of life’. We also 

work hard to put the customer at the heart of everything we do.  

  

We all know companies who promote customer service but don’t 

actually live it. This is where SBS is different. We are genuinely serious 

about this and the Business Analysis team, lead by Jo Smith, has been 

pivotal in bringing this vision to life.  

Understanding the customer experience 

Mapping processes is all 

well and good. Identifying 

and making improvements to 

those processes is even 

better. But failure to take off 

the internal blinkers and fully 

embrace and incorporate the 

true customer experience 

seriously limits the whole 

exercise. There is absolutely 
no point in creating and congratulating oneself on what appears to be a 

slick and efficient internal process when, hidden out of view, the 

customer is going through constant pain and frustration. We must 

understand the touch points and how the customer interacts with us. 

For example: 

 

• What is it the customer wants to do?  

• What happens when they log on to the web site?  

• What happens when they call us?  

• What happens when they complete an application form, online or 

on paper? 

• Is the information the customer needs easily found?  

• Are all of these activities clear and simple?  

• Do they work, efficiently and without confusion?  

 

We put ourselves in our customers’ shoes and actually do what we are 

expecting our customers to do. We aim to understand their experience. 
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We didn’t want a centralised Lean or Continuous Improvement team. 

We wanted the business areas to fully embrace the ownership value 

and take responsibility for their own processes and the ongoing 

improvements to them. We also recognised that the culture must be a 

central focus of any improvement programme. 

  

The Process Programme is therefore geared towards a society-wide 

cultural change to one of continuous improvement that includes 

everyone, driven by strong leadership and commitment. That culture 

must encourage teamwork and empowerment of all, in effect 

challenging everyone to question the here and now, to look 

continuously for better ways of doing things, to ask ‘why’ –‘why do we 

do this?’, ‘why do we do that this way?’ 

Where we started 

We needed a box of tricks, a pick and mix toolkit, that anyone could 

dip into for the appropriate tool (or technique) to tackle a problem. The 

tools, however, are just a means to an end. The change in culture was 

the real green light. 

 

While Lean (elimination of waste) and Six Sigma (reducing variation) 

have some common tools, we saw Lean as being the way forward. 

Lean, in our eyes, is easier to understand. The tools are simpler – we 
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Using various inputs, including training course notes, the internet, 

books, people’s experience and knowledge, industry standards and 

anything we came across that either contributed directly or was 

deemed to be useful, we set about developing the toolkit. 

  

Fairly early on we identified that the people in the business needed 

user guides, the instructions to perform the techniques. These are 

small PowerPoint documents based on three simple questions:  

• what is it? 

• what does one look like? 

• how do I do it? 

  

So, for example: 

• what is a SIPOC? 

• what does a SIPOC look like?  

• how do I create a SIPOC? 

  

From there we also knew some of these Technique User Guides would 

require supporting templates, to save everyone creating their own. 

  

The toolkit now includes 10 sections, and some are far more 

comprehensive than others:  

The toolkit 

like to call them ’formalised common sense’. By comparison we saw 

Six Sigma as being a lot scarier. People are frightened by complicated 

formulas and we did not want to scare people off. A conscious 

decision was made to keep it simple and to learn to walk well before 

we even attempted to run. Whether Six Sigma makes its way into our 

toolset at a later stage is yet to be seen.AW 
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• Technique User Guides 

• Templates 

• Reference material 

• Training material 

• Capabilities (overview where several techniques are used together) 

• Articles 

• Governance 

• Roles and Responsibilities 

• Communications 

• Approaches (for different types of project) 



Every document name is prefixed with three upper case letters relevant 

to the section they are in, eg TEC-SIPOC, TEM-FMEA, REF-Glossary, 

CAP-Root Cause Analysis. 

  

All this material is available on our intranet. We have a feedback loop 

so we can continually improve the toolkit while people use the toolkit to 

improve their processes. For example, we found the Failure Mode and 

Effects Analysis (FMEA) tool to be really simple, really powerful but 

very, very tedious. People were getting into heavy and serious debates 

as to whether a score should be, say, a 5 or a 6. Mind numbing stuff! 

So, we changed the scoring. We now use only 1, 4, 7 or 10 instead of 

the normal 1 to 10. This speeds things up no end but still flushes out 

the more serious risks. 

The training 

People needed training, so again we set about developing our own 

training material. We listed the topics we needed to cover, grouped 

them into Bronze, Silver and Gold modules (this was 2012 – Olympic 

year) and, among other modules that support our people development 

programmes, we deliver these on a regular basis. 

 

  
Bronze, which includes Waste, Workplace 

Improvement, Visual Management and 

Managing Change, is aimed at everyone. It 

helps them understand the basic principles, 

demystify some of the terminology and 

acronyms and prepares them to contribute 

to improvement initiatives. 

The Silver module, including Process 

Mapping, Root Cause Analysis, Creativity 

and Prioritising Improvements is a lot more 

interactive. It has exercises and videos 

based around a fictitious process that is 

purposely 95% rubbish. This module is 

aimed at people taking the lead on 

improvement initiatives in their own area. 
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The tools and techniques are in place, available to all, being used by 

many and regularly being added to or improved. Since 2012, including 

the 35 mentioned above, we have had 1256 delegates attend our 

training modules (881 different people, as some have attended more 

than one module). That’s 46% of the workforce. The Business Analysis 

team provide the support when required and the business people get 

on with identifying and making their improvements. We don’t set 

targets. We work on the basis that every bit helps, however large or 

small, as long as it contributes to our original four pillars – our people, 

our processes, our financial strength and the ongoing cultural 

change that ultimately is about continually improving the service we 

provide to OUR CUSTOMERS. 

  

Ray Price 

Business Analyst 

Skipton Building Society 
 

Where are we now? 

We also have a Team Leader module that covers workload and 

resource management, particularly aimed at teams who deal with high 

volume activities. It must also be pointed out that the first 35 delegates, 

on a specifically designed full day’s training course, included the Chief 

Executive, the Directors and their direct reports. Now, that’s 

commitment! 
 

The Gold module, which includes Project 

Scoping & Selection, Stakeholder Analysis 

and Management, and a refresher of some 

of the previous material, is geared towards 

people taking on mini-projects. They work in 

pairs in a business area they are totally 

unfamiliar with, giving them the full remit to 

innocently ask dumb questions. 

 

 

13 



The Business Alchemist returns with some musings on the interaction 

between business analysis and daily life. 

The Business 

Alchemist 

Business Change and El Capitan 

Whilst in Alchemist HQ the other day, I overheard a conversation at the 

water cooler regarding the climbers who had conquered the fiendishly 

difficult El Capitan climb in Yosemite National Park.  

Wanting to know more, I 

immediately consulted my 

trusty companion: Google. For 

those of you not familiar with 

this story, two free climbers 

(Tommy Caldwell & Kevin 

Jorgeson) spent more than two 

weeks scaling the face of the 

3,000ft rock in the Canadian 

National Park. Contrary to what 

 I thought, free climbers don’t come to your house and climb trees for 

free, but they are actually people who climb without any equipment to 

help them. The only equipment carried is for protection if they fall. If 

you remember the classic 90s Sylvester Stallone film Cliffhanger, Gabe 

did a lot of free climbing while on the run from the “bad guys”. 

 

At one point, it seemed unlikely they would make it to the top. When 

their grip slipped, the pair suffered bruising as they bounced off the 

mountain face. Only their safety ropes saved them from further harm.  

  

"As disappointing as this is, I'm learning new levels of patience, 

perseverance and desire,'' Jorgeson posted online during the climb. 

"I'm not giving up. I will rest. I will try again. I will succeed." 

  

This sentence reminded me of the SARAH model, which reflects a 

series of emotions that people can go through. We use it when 

considering 
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Shock  

Their initial reaction on learning that they could climb no further and 

they would have to stop because of the damage caused to their hands.  

  

Anger  

  

Once the shock subsided, I imagine they would have felt angry about 

getting into this position and may have questioned how they could have 

prevented this from happening.  

  

Rejection  

This may have led to thoughts of giving up and the need to accept 

failure. 

  

Acceptance  

After the low point of rejection, the only way is up. They would have 

accepted that their current plight couldn’t be changed and the only way 

for them to succeed would be to rest and wait for their injuries to heal 

before continuing. 

  

Hope  

After resting they resumed their ascent, which would have breathed 

FRESJH 

  

considering how members of staff are affected during business 

change.  

  

Although slightly less extreme (!), I found I could map the climbers' 

experiences onto the SARAH model:  
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fresh hope and determination into their challenge. As they made 

progress, their confidence would have increased and the challenge 

became achievable. 

  

It’s amazing how you can apply business analysis techniques to any 

situation! 

 

  

At the weekend, Mrs Alchemist and 

I attended the dinner party of some 

good friends. As well as great food 

and wine, there was also some 

interesting company. A gentleman I 

was meeting for the first time (we 

will call him Mr Smith) worked for a 

local manufacturer, who in the last 

12 months had been taken over by 

a larger American company. 

Agile Chore Management 

The parent company monitored the manufacturer for the first six 

months, and in the next six, came over and started to introduce its 

own ideas.   
 

The word Kanban originates from Japan and roughly translates as 

'billboard' or 'signboard'. These boards can be as simple or complex 

as you wish to make them and are used to track the progress of a 

requirement or task. 

  

On the way home that night, Mrs A commented on how fascinated she 

had been by it all and in particular the Kanban tool. She was surprised 

when I (quite smugly) said that, yes, we use these at work on a daily 

basis (something that she pointed out was a clear case of 'tacit 

knowledge'). 

  

I thought that was the end of the matter but, to my horror, the following 

morning I found this had been put up in the kitchen.  
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Keen lean practitioners will notice Mrs A's witty sense of humour with 

the items seen under 'In Progress' and 'Done'. However, I did get my 

revenge later that day, once the Saturday chores were complete:  

This is an example, albeit extreme, of how Agile and lean techniques 

can be applied to projects outside the worlds of manufacturing or IT 

systems development. The principles of Agile can give real value and 

focus to how you work – or in this case, live.  

  

If you want to learn more about Kanban or other Agile software 

development methods, go to www.assistkd.com for the Agile courses 

available. 

  

It’s probably best to keep it out of the home though! 

  

The Business Alchemist is AssistKD’s resident expert on Business 

Analysis topics and writes a regular blog. Visit www.assistkd.com to 

read further posts and add your comments. 
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September is just round the corner, which means it’s time to start 

thinking about the Business Analysis Conference Europe 2015 and 

what’s in the schedule. 

 

The Business Analysis Conference Europe 2015 provides an 

unparalleled networking opportunity for business analysts from across 

Europe and beyond. It will provide an interactive forum where business 

analysts can meet, discuss and debate how best to rise to the 

challenges faced by their organisations today and in the future. It also 

provides a platform for promoting the business analysis profession and 

opportunities for business analysts' personal development. Whether 

you are just starting your BA journey, you are an experienced BA or 

you would like to understand the role of BAs further, this conference is 

for you. The event is being run in partnership the UK Chapter of the 

IIBA and the BCS. 

Keynote speakers this year include: 
 

Business Analysis 

Conference Europe  
21st – 23rd September 2015. Victoria Park Plaza, London 

Tessa Jowell: Good Decisions Good Business  

This keynote will focus on the importance of building the 

circumstances that enable good decisions to be taken in a 

timely, transparent and value-led way.  

 

Neil Mullarkey: Engaging and Collaborating (or whose 

moment is it anyway?)  

Hear what Business Analysis can learn from improvised 

theatre. Improv is about listening, taking on board what 

others say then using that as a springboard for your 

response, teamwork, coping with uncertainty, thinking on 

your feet, waiting for the best idea to emerge (wherever it 

came from), and um, having fun. 
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This year there are 12 Pre-Conference Workshops, two of which are 

full day workshops covering the syllabus, and including the 

examination, for the BCS Foundation Certificate in Business Change 

and the BCS Foundation Certificate in Business Analysis.   

  

There are five conference tracks with more than 40 presentations to 

select from. The tracks for this year are: 

  

Business Analysis: Shaping the Organisation  

  

Increasing the effectiveness of business analysis  

  

The Human side of business analysis 

  

Information and technology for BAs 

  

The Expanding BA toolkit  

 

For details of tickets, go to http://www.irmuk.co.uk/ba2015/ AA readers 

quote code AA10 for a 10% discount.     

 

  

Nigel Chambers: Being a change maker  

This keynote will focus on the important soft skills required to 

be seen as a Change Maker – a leader, role model, 

inspiration – in the eyes of others. Using real-life examples 

of recognised Change-Makers in our own right and really 

make a difference in business, and personal, environment. 

Casper Berry: Black Swans and Butterflies – Dealing 

with Uncertainty in Poker Business and Life  

Former professional poker player, Caspar Berry, uses the 

metaphor of poker to consider the way we take risks and 

decide what action to take in a world that which is much less 

certain than many of us know.    
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Articles in our previous two newsletters presented the thinking behind 

discussions that BA practice leads had at a workshop last year on 

recruitment best practice. So far, we’ve focused on two key stages of 

the candidate engagement process: attraction and selection. The third 

and final part of our series on recruitment focuses on retention and 

the range of factors that affect it. 

Candidate Retention 
Part 3 of a series of articles on recruitment best  

practice 

Candidate retention 

With talented BA resources in short supply, employee retention is just 

as important as effective attraction and selection. 

Attraction & induction stages 

Effective retention begins on first contact with the potential candidate. 

At this stage, information provided will be relied upon for career 

decision making and will form the basis for the candidate’s fit with the 

organisation. The behaviours of new starters can be matched to those 

in the organisation who best represent what you are trying to achieve. 

It’s also important that candidates are aware of the challenges faced 

within the BA team.  
20 



  

A range of factors affect retention and people working effectively. The 

group provided ideas and options for maximising both. 

  

In no particular order: 

 

• Secondment. The opportunity to work in another area where skills 

may be developed and needed can provide a necessary change in 

focus and re-engagement with the organisation. Be prepared to 

lose people, but lose them internally – it’s never a bad thing to have 

a former BA in another area of the business.    

  

• Working in a dedicated BA practice with a clear brand and sense of 

purpose can foster a greater sense of belonging. It can also provide 

more opportunity for sharing best practice and career growth.  

 

• Relevant training for someone to take on more responsibility or 

work in a new area can open up new challenges. The chance to 

use and develop new skills can reduce the desire to leave the 

organisation.        

 

• If possible, provide a clear career structure and opportunity for 

career progression. Be clear on the trigger points and provide 

realistic timescales for progression. This will stop the BA role being 

thought of as merely a stepping-stone to other disciplines.   

 

• Addressing performance issues in poor performers helps retain 

good ones.  

 

• Market and congratulate success. Examples or pen portraits for 

successful performers at each level of a BA role can provide a 

benchmark for achievement.  

Ongoing retention 
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The Early Months 

The first months of employment can be as much about people and 

behavioural learning objectives. Once these have been met, the 

individual can settle into the team and tune into the culture of the 

organisation. As a second step, any formal training needs identified 

during the selection process can then be addressed.  



Some people simply need to leave the organisation, in particular when 

the benefits of the working environment can’t outweigh a lack of career 

progression or remuneration. We might expect some graduates or 

junior BAs to leave after a few years, but there’s no reason why they 

can’t return later.  

Good leavers 

• Encourage aspiration. External frameworks or examples e.g. Expert 

BA or BA of the Year Award, can drive practice standards and be 

cascaded through senior and BA roles to develop industry-wide 

confidence in role-meaning.  

 

• Operate with a clear set of values and behaviours. If necessary, the 

team can take on its own values such as respect, integrity, service 

excellence and stewardship to create a greater team identity.      

The group was very aware of negative retention and the team 

members who outlive their usefulness in their role or consistently 

underachieve. We may not want to encourage these colleagues to stay 

with the organisation. 

“Negative” retention 
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• Standardising role profile and “titles” can remove inconsistencies. 

There is then no ambiguity as to what constitutes a “senior BA”.  

  

• Monitor staff motivation and when appropriate, ask the awkward 

questions. It’s better to know in advance if someone is going to 

leave. Questions on money, work life balance and career 

aspirations may uncover fixable issues.  

 

Other factors 

Specialisation can create the risk that someone will leave for more 

money or a more senior role. Unique knowledge of a particular 

business area or an application can increase their stock several fold 

and lead to more active or aggressive approaches to secure these 

skills from other organisations. High demand for BAs continues to 

drive the contract market. We shouldn’t be surprised that confident 

and commercially 



From the three articles published on recruitment best practice we offer 

the following summary.  

 

We can’t alter market conditions in the short term. But what we can do 

is have best practice options for attracting, selecting and retaining the 

most talented BAs. 

  

To improve the overall recruitment process, you should: 

 

• Plan your recruitment process in detail, much as you would any 

other project deliverable. 

• Provide as full and positive a message as possible from first 

contact with the candidate. Consider using a candidate information 

pack tailored to the BA role. 

• Sell all aspects of the role, be open about the challenges the 

practice faces and realistic in terms of available opportunities. 

• Keep an open mind when considering a CV and be prepared to 

seek more written information or arrange a telephone interview. 

• Plan and operate a quick and efficient recruitment process. It 

speaks volumes for your organisation. 

• Don’t be afraid to compromise on your candidate choice if you can 

develop the candidate in the specific areas where they fall short. 

• Be creative in your retention strategy – you have options. 

• Continue to develop your network to provide a resource pool for the 

longer term.       

     

Summary 
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and commercially astute BAs make the transition to a contracting 

career. Most companies operate a strict policy prohibiting former 

employees from returning on contract. Others make use of an 

individual’s unique business knowledge, but usually after a sensible 

period of time has elapsed (two years being the norm).     

For information about your BA recruitment call us on 01675 468968 
http://www.certes.co.uk 


