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Capturing core message, simplifying and redrawing
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E2E process monitoring The.majorit rs are canceled before order submission;
orocess flow: ; Segment R R . we have an action plan in place to address the biggest issues
Channels: Ordering: ) KPI 6 hours / 24 h eshop KPI 6 hours JKPI}days ) KPI 8,5 days

CC,TLS NIA ORDER SUBMISSION
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Service delivery
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Monitoring of orders without delays and cancelations

details see in status presentation for VDSL
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ACTIONS TO BE TAKEN

TASK FORCE

01| LARGE NUMBER OF
CANCELATIONS BEFORE
SUBMIT (ALL FIX PRODUCTS)

Mistakes in orders by users
Validations in CRM
Creating of duplicate orders
Process mistakes by users

Collecting feedback from channels
(team of analyzing cancel orders —
task force)

review working instructions

Joan Allen (E2E processes)
Heather Page (BO)

Alan McDonald (Inbound CC)
Greg Johnson [Outbound CC)
Adam Parsons (Shops)

02| CORRECT PROCESS FOR
ORDER CANCELATION I$
NOT FULFILLED BY
SPECIALISTS

llogical setup in CRM

Change request for change of
cancel reasons in CRM - Internal
RFC

Joan Allen (E2E processes)
Heather Page (BO)

Alan McDonald (Inbound CC)
Greg Johnson (Outbound CC)
Adam Parsons [Shops)

03| INCREASE OF CANCELED
‘ORDERS FOR VDSL

Problems with insufficient validation
for service availability in CRM

Low DSLAM capacity — lack of
ports

CRM correction in July release
Corrections in provisioning



Graphics and content enhancement (1/2
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CurrentBarriersto Innovation

+ Asresources are tied up, each new idea ends up going through the standard product
development process with the mindset that it must succeed

* This means endless fine-tuning not necessarily producing a more effective pilot

+ Taking the new initiative through various committees slows down the process

* Procurement process slows the process even further selecting vendors and
negotiating on low-impact deals

* “Creating” a budget for innovation is not straightforward and cross divisional
initiatives are difficult to allocate

* The cost of failure is often difficult to justify

* Business units need to focus on their current priorities and although have a positive
attitude, cannot justify putting innovation ahead of big revenues

» Front-line employees are motivated by commissions driven by sales of core

*  We cannot move forward
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Although we have attempted, real innovation in this
company is always thwarted by “daily business” priorities

PROBLEM AREA

PRODUCT
DEVELOPMENT

FRONT-LINE
EMPLOYEES

Asresources are tied up, each new idea ends up going through the standard
product development process with The mindset that it must succeed
This means endless fine-tuning not necessarily producing a more effective pilot

Business unitsneed to focus on Their current priorities and although have a
positive attitude, cannot justify putting innovation ahead of big revenues
Froni-line employees are motivated by commissions driven by sales of core

Taking the new initiative through various committees slows down the process
Procurement process slows the process even further selecting vendors and
negotiating on low-impact deals

“Creating” a budget for innovationis not straightforward and cross divisional
initiatives are difficult to allocate
The cost of failure is often difficult to justify



Graphics and content enhancement (2/2)
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What is Your Clear Outcome Statement?

Traditional Outcome Statement
* Develop an overview of Effective Edge’s new online courses.

Clear Outcome Statement

* Develop a lively and engaging 3-minute digital presentation of Effective Edge’s new
online courses. The video is fast paced and accurately depicts our customer’s “pain
points” and the end result of relief and renewal that comes from engaging in one of
our core programs. Video gets 250 + “hits” on the website each month.
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OUTPUT

A CLEAR OUTCOME STATEMENT

©

WHAT

State the ultimate

GOAL

Develop an Effective Edge’s

new online courses
DIGITAL PRESENTATION

HOW

al needs to be

ne ¢
SPECIFIC

Depictsour customer’s
PAIN POINTS; the video
needs to be LIVELY,
ENGAGING AND FAST
PACED (3 min. in length)

Y

Make it purpc
REASON

We need to communicate
RELIEF AND RENEWAL
that our customersget

from engaging in one

of our core programs

seful, state

&

kDIS

Define clear indicators of

SUCCESS

We expect the video
toreach morethan
250 “hits” on the website

each month.



Slide creation based on ANY source
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Data into charts

INPUT ) OUTPUT

In 2003 we sold goods in volume of 12,049,000 EUR. . .
Vegetables are the best-seller (mainly tomatoes) Vegetables were the key driver of turnover helping us reach
) over 12 M EUR in annual sales

EUR thousand 2001 2002 2003

Fish Mackerel tomato sauce 170g 87 59 89 EUR thousand., 2003

Fish Mackerel smoked in sunflower ol 170g 149 148 150 1 244 1 2}049
Fish Herring flaps in tomato sauce 170g 170 102 175

Fich Herring flaps in sunflower oil 170g 215 183 220

Sardines Sardines in tomato sauce 1209 370 365 365

Sardines Sardines in sunflower oil 120g 646 645 650

Sardines Sardines in brine 120g 628 683 685

Fruits Pineapple chunks 600ml 470 366 350

Fruits Peach 425ml 499 158 110

Fruits Peach sliced 425ml 197 126 111

Fruits Strawberries 425ml 209 156 110

Fruits Mandarin oranges 314ml 993 1081 S00

Fruits Appricots 425ml 151 175 150 — 121049’000

Fruits Appricots 850ml 136 101 80 EUR

Vegetables Beans chili 425mil 475 480

Vegetables Beans tomato 425ml 475 506

Vegetables Beans white 425ml 270 204

Vegetables Gherkins 720ml 47 52

Vegetables Tomato peeled whole 425ml 857 750

Vegetables Tomato peeled chopped 425ml 1137 972

Vegetables Tomato passata 709 515 631

oil Olive oil Extra Virgin 739 745 810 EU origin fish  Sardines Fruits i TOTAL
ol Olive oi Pomace 246 250 231 TURNOVER
Pasta Spaghetti 816 805 850 -

Pasta Fussii 378 373 394 Tu @ @ @

TOTAL " 1082’ 10205 12049 share
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Keynote/workshop (1/2)

| Volkswagen
Customers don't \ j Financial Services
want a product VW is the most profitable

German

.. they want a

(when they MALL
need it) Making

obsolete, capturing the

customer need

EEEEEEEEEEEEE



Keynote/workshop (2/2)

Do you PROCRASTINATE

and/or AVOID a hard conversation?

Does lack of communication
HURT YOUR RELATIONSHIPS?

Do you DELEGATE difficult
conversations to SOMEONE ELSE?

Afdlen
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Presentations that get results

Jan Matthew Pochop

Jan@pochop.net
www.pochop.net
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E PRESENTATIONS +420 720 759 354




