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“All marriages are happy. 
It’s the living together afterwards that causes all the trouble.”

- Raymond Hull, Canadian Playwright.



• 10 value blockers
• Lifecycle of an M&A transaction
• Inputs to a value driven technology strategy
• Avoiding the depths of despair

– Culture, change management using capabilities, rationalisation

• IT leadership challenges to driving value
• Questions
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How to drive value from your acquisition….
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• 70% - most surveys state this percentage of unhappiness with 
the outcome of their acquisition – for some reason or other
– HBR (70% - 90%), PWC (70%) E&Y (70%) etc……

• 45% of expected benefits from an acquisition directly 
dependent on effective IS integration 
– (Toppenberg & Henningsson, 2013)

• Nearly 60% of projects aimed at achieving business change do 
not fully meet their objectives
– IBM
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Why is this important…..
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Ten value blockers
Source: Aon Hewitt Cultural M&A Survey of 123 active companies
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Lack of 
culture 

assessment

Deficient 
People Mgt

Unclear 
rationale

Org. Structure 
not clear

Poor Risk 
Mgt

Inadequate 
Planning

Poor 
communications

Insufficient 
Due Dil.

Price 
too high
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The lifecycle of an M&A transaction
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The lifecycle of an M&A transaction
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Building Blocks for Integration – Using an Integrated Target Operating Model

Process
(Ownership & 
Requirements)

Geography
(Location & 

Office)

Organization
(Structure, 
Objectives, 

Roles)

Teams & People
(Performance & 

Employment 
Contracts)

Information & 
Data Structure

(Data and 
meta-data)

Technology
(Arch, Services, 
Solutions, Apps, 

Support)

Finance
(Budgets, cash 

flow, spend)

Products & 
Services

(Definitions, 
Clients, Markets)
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Culture
How?

(e.g. values)

Strategy: 
Why?

(e.g. Vision)

Capabilities:
What?

(e.g. Billing)

Customer
Who? (e,g, CRM)
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Domain Specific Operations: Analytics, Products  

Common Functions: Authentication

Shared Services: Finance, HR, Payroll 

Commodity Functions: Mail, Office, Phone

Highest Rationalisation Opportunities

Customer and Vendor Management: CRM

Increasing B
usiness Value, 

C
om

petitive A
dvantage, IP

Platforms, User Experience: ecommerce

Formulating Integration Strategy

Increasing Complexity & Delivery Timescales
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Cost optimisation Invest to scale-up

Risk-averse Entrepreneurial

Follower First-to-market

Top-heavy organisation Lean structure

Centralised command and control Decentralised decision-making

Homogenous management team Diverse management team

Low-cost staff Invest in people

On-the-job informal training Competency-led staff development

Pragmatic software testing Shift left testing

Traditional development Cloud development

Product  focus Client focus

Informal working methods Detailed, formal workflows

Target / acquired business Buyer / acquiring business
Cultural Assessment
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Capability

Types

Features

Mapping 

Owner &
Usage

State

Impact
(TOM) 

Definition
Automation
Criticality

Pain-points

Strategy
Applications
Processes

Locations
Roles

Deliver & Consume
Roles

Organisation

As-Is Current
To-Be Future   

Transition planning   
Indication of complexity

Business – Billing Management
Technology – Application Quality Management

Driving Change Using Capabilities

Organisation
Process  
People    

Technology      
Locations      

Information & Data    
Products & Services   

Finance
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Software Rationalisation & Innovation
Move rationalisation from an art to a science
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Drive 
Value

Be Acquisition Ready
To create value

Get involved early
Due Dil., Strategy, Plan, Synergies

Address value blockers
Culture, Comms, Org, People

Technology Enablement
Transform, Innovate, Ops 

Excellence

Rationalise
Commodity, Common, Capability

Enhance Products/Services
Cross-sell, enhance, develop
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IT Leadership Challenges to Driving Value
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Questions
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Henry McNeill

m: 07885 745400
t: 01932 783755

e: henry@computerbright.co.uk
w: www.computerbright.co.uk

“I never cared for what something costs, 
I care for what it’s worth”

Ari Emanuel, Talen Agent,  William Morris Endeavour

mailto:henry@computerbright.co.uk
http://www.computerbright.co.uk/
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