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The narrative of a “world-class environment”
creates a risky structural tension
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Isolated data streams hide the reality
of the Doctoral Experience
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Triangulation exposes exact areas where the brand promise breaks
down—insights that are typically invisible within single departments.
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The Front Office (On Stage)

Direct

Supervisors Facilities Networks Pﬂrr]ti?g’ r £

Academic Research Peer

(Visible to the PGR)

The Back Office (Backstage) SR a——

| Doctoral Global Voice Y  IT/PURE Finance / externa’ -, | i
College Marketin Systems Fundin Industry
Administration g y g Partners

(Invisible to the PGR, but critical)

The PGR experience relies entirely on back-office alignment. When the back office is disconnected, the front office fails.
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A Catalyst, Not an Answer Forcing the Conversation Bypassing Silo-Defense:
The map is an “Epistemic Object” (Knorr It compels cross-functional dialogue By visualizing the entire system, it reveals |
Cetina, 2001)—a tool designed to unfold, and operational planning that rarely the structural problem to all stakeholders
prompt questions, and drive discovery happens organically within simultaneously, removing individual blame

rather than just state rigid facts. 300-year-old academic structures. and departmental ego.




- Conclusion: Doing More With Less

Operational Alignment

R Target resources, remove
: : duplicated back-office
efforts, empower

third-space connectors.

Co-create high-impact
research, attract and retain
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Global Reputation

top global talent. 7 /8P

Aligning the brand promise with the lived reality is not just truth in advertising; it is an operational
imperative. In a constrained higher education funding climate, structural alignment equals efficiency.
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