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Enterprise

Design

Enterprise Design is the design of enterprises.

EDGY is a visual language for collaborative Enterprise Design practice,
connecting different Facets and Elements in a single model and visual

representations.

EDGY stands for Enterprise Design Graphical morphology.
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Visualisation in Enterprise Design
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Visualising Business
Transformation

Pictures, Diagrams and the Pursuit of

diaorams Shared Meaning

Concreteness of visual language
How much does the model look like the thing it represents?

Steve Whitla e |
Jonathan Whelan y S

Freeform Constrained 7

Constraint of visual language
How many restrictions does the modeller have in their choice of representation?
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https://www.routledge.com/Visualising-Business-Transformation-Pictures-Diagrams-and-the-Pursuit/Whelan-Whitla/p/book/9781138308244
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Enterprise
Design
Facets

How are we
operating and what
are we capable of
achieving?

a

Architecture
Why do we exist,
who are we, what

matters to us?

@

Experience



How do we work
together as a team?

Intersections

a

Architecture

How are we
being perceived?

Experience

What'’s our business?



Core Elements

At the intersection of all three Facets, the Thing
generic set of Core Elements represent an Physical or intangible objects important for us (like
unfiltered view on the Enterprise itself and machines, software or raw material)
how it manifests as one or multiple
Businesses: People working towards Activity
Outcomes, dealing with Things as part of something happening in and around our enterprise
their Activity.
Outcome
This simplified and generic model allows A result, goal or change we (want to) achieve

us to capture what is happening in an
enterprise and its ecosystem, without
focusing on a particular Facet or
Intersection perspective.

People
A person or a group of people to be designed for and with

Business
C A self-contained area of our enterprise



How do we work
together as a team?

Enterprise
Design
Scope

How are we
operating and what
are we capable of
achieving?

a

Architecture

Why do we exist,
who are we, what
matters to us?

How are we
being perceived?

Experience



Identity Architecture

Focus
Elements

@ Capability

] Asset

Organisation

3 Process

@ Outcome
I Activity
[l Thing

O

Journey JB

[l channel

Elements of the EDGY modelling
language based on the EBS Ontology


https://www.researchgate.net/publication/264346785_The_Function-Behaviour-Structure_Ontology_of_Design

Facet Focus

’ Identity

Who are we?

Why do we exist?
What matters to us?

What makes us
different and unique?




.‘ ldentity Example



http://www.youtube.com/watch?v=JkkEPflaQ9E

,‘ ldentity Statement Example

Welcome to OBB- <~—— Content
Infrastruktur

Story
We are pioneers of modern and customer-

oriented rail transport in Austria. We plan, e
develop, maintain and operate ralil

Pu rpose infrastructure and ensure punctuality, security,
cleanliness and open access to the rail system.
We thereby provide the right conditions for an
efficient and reliable passenger and freight
service by rail.




Purpose/Goals Examples

Seamless Punctuality
mobility
Adaptive for new
transportation Safety
technologies
Environmental
Friendly
: New data-driven
Bring people services
together
Comfort and
convenience
Cost efficiency
Reach small

villages

X

INTERSECTION
RAILWAYS



Facet Focus
o EXxperience

What is our role in
people’s lives?

What value do we
create for people?

Where and when
do people interact
with us?

(@)

Task

Channel

Journey

Product
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What?
Experience

Mapping Experiences

Rail Europe Experience Map

Guiding Principles

People choose rail travel because it is Rail booking is only one part of people’s larger | People build their travel plans over time People value service that is respectful,

convenient, easy, and flexible. travel process. effective and personable.

Customer Journeyv
Research & Post-Booking;
STAGES b Shoppin Bookin, ’ Travel Post Travel
I Planning pPing 9 Pre-Travel
Entertips | Review fares ; Shere experience
Research destinations, routes and products s s o sl i Walt for paper tickets 10 arive Activiies, unexpected changes
Select pass(es) ey options: options Qonm Follow-up on refunds for booking changes
i D"llnlbon — Look up
Copslqer < Share
destinations S - Print e-tickets cn‘anqe Get to ) photos
athome olans ] .
Look up Y — ) Check tcket station Got stamp.
e routes & __ Live chat for ‘ status L foreiund ke
\ questions. |
Plan with N times Share
interactive m: - o ;- —v
it i — Boicy i Get tickets [ | i
fares May call i Get on (reviews)
dificuities A train
occur o Clai
i ( aim ;
Talk wi e Kayak, compara X refund \
friends Travel sites — airfare H N~ o/ Plany | )
Trouble- Papor tickats rdiin )/
Talk with Research l shoot ive in mall Change ge activities anunst\ Mail tickets
friends hotels _/ Research trains p refunds. for refund
hotels \3 v
o ‘-ﬂ/ to get around Eurooe * Iwanl o get bust prive, but I'm wiling to pay a . Do | have all asses and reservations . to u,(lm'v ticket | was nm able to use. Not
. waant to go' ittlo more for 1 "  in this booking don't pay more y and friendly, but at e Il get a refund or
THINKING « How much time should e spend in eech much vill my whole tip cost me? Whe n anissue came up, | coudn't get help. tran? It no ? < Feople e zyn\m} 0 love these photos!
placa for site sesng and activities? 87 2 . b8 & 1ot answering the phone, How = wi F - &7 @ traved plans. How do | . axplora routes and avaiatiity
hexe el el con exdd o ool can | get my question answered? Hgokmy Sortemis n e
e to go to Eurone! Tip Adssar, Everyone s fbsite experiance s asy and fiendi! ssed that 'm about 1o leave the ¢
o ything | can? « Frustrated to not know sooner about whict Rail Ewops won't answer the phone.
FEELING afford this? . K&wnm ack of all the different prodcts © cTickets and M’um arc pager . rmm.w nal Rail Europe won't ship lickets 10 be dealing wilh ticket refund
« I don't want to make the wrong choice. in time. ta Europe. issues when | just got heme.
« Happy to receive my tickets in the mail
EXPERENCE
Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe. Helpfifess of Rail Europe
Opportunities
GLOBAL PLANNING, SHOPPING, BOOKING POST-BOOK, TRAVEL, POST-TRAVEL E——
Communicate a clear Help people get the help Support people in creating their Enable people to plan over time.  Visualize n-- mp for planning Arm customers with information Improve the paper ticket Accommodate planning and
value proposition. they need. ‘own solutions. and booking for making decisions. eexperience. booking in Europe too.
STAGE M o STAGES: Gt - STAGES: Parring, Shopping . g, Shopps STAGES: Snapping, Boning ] STAGE: Tavei
Destination anning, Shopping Plannlng ing, PG happing. a STAGE . o raveing
fori Support Pt Ticket
Make:  Offerings e, Engage in social media Connect planning, shof 0'S} ) shipping with a Proa communlcalu status clearly at
more ¢ explicit purposes. . booking on the web. - _e timeline. with ___ all tim
S1AGES: Gloal SIAGES: Gobal SIAGES: Parning, Shoppng, 500kng STAGE: Hooking STAGES: Post Bockrg, Ty STAGES: Post Bocki g, Post Tavel
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Facet Focus
Q Architecture

What makes all the
parts in our enterprise
work together?

What are we capable
of achieving?

How do we make use

of our assets and
resources?

o

Capability

Asset

Process

@

Product

v




@ Capability

“What our enterprise can achieve by orchestrating its people and assets”

Bill
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‘ Process

“Related activities our enterprise carries out.”

Process "Track Lifecycle"




‘ Assets

“Things we need to perform activities.”

Physical

- Machine

- Building

- Raw Material

Information
Software

- Application
- Software Technology




‘ Assets - [T Applications

Railway Infrastructure Management

Infrastructure Build & Maintain Infrastructure Resource Management & Planning

B Replace in 1to 2 years

B  strategic P ..Replacein 3to 5 years




‘ Assets - [T Applications




Intersection Focus
A Organisation

How do we work
together as a team?

Capability }
Process >

How do we make
decisions, collaborate,
repartition responsibilities
and teamwork?




A Organisation

“A team or group of people working together.”

Intersection

Railways

Infrastructure
[ |
Infrastructure Building & Ressource
Planning Maintainance Management
Strategic Planning B;ia::g:;:j:fl —  Procurement
Operational - s | sa
Planning 'owerplants Logistics
Budgeting — Stations |— Asset Accounting
- Tracks —  Region West
- Staff Rostering
- Material Management
— Powerlines

-Machine Management

—  Region East

- Staff Rostering
- Material Management
- Machine Management

Capability structure drives org structure

Train Operations

Energy
Management

Train Scheduling

Station Operations

- Vienna Central Station
- Salzburg Central
-etc. etc.

Shunting

- Vienna Central Station
- Salzburg Central
-ete. etc.

Train Routing

- Region West
- Region East

Train Personal

- Train Drivers
- Conductors
- Cleaning Staff

Shared Services

Facility
Management

— Legal

Marketing &

Communication

— Finance

" Research

t—— Enterprise Design

— Innovation



Intersection Focus

@ Product

What are we making
and offering?

Task }
Journey >

[ Capability

Process

What products or
services to we propose
to people?

(@)



." Product

“Something our enterprise makes and offers.”

XCard
—— Loyalty Cards

XtraX

Passenger Standard

g
Services Fares + IR mm"m“lm"“mmmmmmm

Product Infrastructure XGO Special
Portfolio Services + Fares Lol
Freight .
Services + RightX

— Region X




Intersection Focus

' Brand

How are we
being perceived?

What does our name
stand for, what is our
image and reputation?

Task

-

Journey >



@ Brand Example
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ANNEE DE REFERENCE 2014

OmstRveR ™ EVOLUTION STRATEGIQUE DU PORTEFEUILLE DE MARQUES

The World's Most

» Valuable Brands
Tronsilien SN W
Brand value of the most valuable brands in 2020
(in billion USD)
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Comment devenir la marque du transport personnalisé porte a porte quand on est la marque du chemin de fer ?
Aprés avoir neutralisé ses marques ferroviaires en 2011, la SNCF met en avant ses innovations en développant des marques telles que Ouigo,

ou en s'appuyant sur le radical "ID" pour "idée".



Focus Elements

@ Outcome
I Activity
[l Thing

O

@ Capability

] Asset

Organisation

3 Process

Journey JB
[l channel

Elements of the EDGY modelling
language based on the EBS Ontology


https://www.researchgate.net/publication/264346785_The_Function-Behaviour-Structure_Ontology_of_Design

EDGY Elements

Used to map enterprise elements and relations, trace
their interplay, and express a future design.

Brand
our name and what it stands for

O

Purpose
what our enterprise pursues and believes in

Story
the way we understand and explain what we do

Content
what we communicate in text, picture or video

Organisation
a team or group of people working together

Capability
what our enterprise can do and achieve, with people and assets

Process
related activities our enterprise carries out

Asset
Things we need to perform activities
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An EDGY '

Service
Blueprint

Channels
and Tasks

Products
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Capabilities
and
©Organisation




An EDGY Milky Way

enterprise map

<1



Our community

286
Jan. 2020 Marz 2020 Mal 2020 Jull 2020 Sep.2020 Nav. 2020

700+ members on Slack
3000+ newsletter subscribers +1 ”-;'ngsfz%

Enterprise Designers from various backgrounds:
About 30% Enterprise and Business Architects
About 30% Experience, Service and Business Designers

A diverse group of about 40% other, related profiles:

Business Analysts, Founders and Executives, Innovation or Change
Agents, Operations and Process Designers, Organisation Designers and
Developers, Branding and Marketing Experts, Agilists and Digital/IT
Experts, Product Owners, Industry Experts...




Intersection Group is a Non Profit Association

~

Co-pesiG™ INVESTMENT
IN CHANGE

y
s’<

EDGY approach Community
and tooset and Events
An open source set of A global community of
tools to do Enterprise skilled practitioners

Design for key challenges and thinkers

Digital Tool
Support
Software tools supporting
EDGY, the Milky Way and
other enterprise maps



Creating Knowledge Products

INTERSECTION
ioxh

ENTERPRISE DESIGN

35 WAYS 10 INCREASE
THE IMPACT R NSE

%

ON'YOUR GfERBRI

~” 0@ #

Enterprise
Design
Certified

Intersection: bridging the A Pattern Language for Training and tools
tech-biz-people gap Enterprise Design for practitioners
2012: A primer for holistic  Just out! 35 instantly usable 2021: Content, tools and
and systemic design at patterns courses delivered by

enterprise scale for enterprise design our education partners



You work very hard,
but does it really
make a difference?

Buy the book

www.enterprisedesignpatterns.com



http://www.enterprisedesignpatterns.com
http://www.enterprisedesignpatterns.com

Intersection 22

Stockholm, September 26-27, 2022

18 Conference

More Details

E September 26-27, 2022,09:00 Q.

100% LIVE 4 N

EDGY V1.0«
A graphical language for
collaborative
Enterprise Design

EDGY
A graphical language for collaborative Enterprise
Design
2 Webinar
E March 16, 2022
Online
Mar 16th, 4 pm Berlin, Paris - In this webinar, Milan Guenther and

Wolfgang Goebl will be presenting the upcoming V1.0 of our
graphical language for collaborative Enterprise Design.

ilje / Stockholm, Swed

100% LIVE

The Story of

Severin

the

Service Designer

Severin the Service Designer
With Milan Guenther
=a Webinar
# March 30, 2022
Online
March 30th, 4 pm Berlin, Paris - In this webinar, Milan Guenther tells
the story of Severin as they start their new engagement as a Service

Designer, aiming to deliver new offerings and a better experience to
their client's customers.

https://intersection.group/events/



https://intersection.group/events/

Thank you!

Wolfgang Goebl
wolfgang@intersection.group

Milan Guenther
milan@intersection.group

www.intersection.group

in “Intersection Group”

* 5. :
~,< intersectionconf.com

A enterprisedesignpatterns.com

hello@intersection.group


https://www.linkedin.com/company/72176890/
http://intersectionconf.com/
http://www.intersection.group/
http://enterprisedesignpatterns.com/

