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“...the way you think about yourself turns into your reality.
If you draw inaccurate conclusions about who you are and
what you’re capable of doing, you’ll limit your potential.”

Forbes
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A Goal
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In the chat, write a

BHAG / Objective
relevant to you

BHAG

1 year Lo

Next Quarter
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How to plan your way to the top ?

Lean Startup

Design Thinking

7
&

The Aim Work Top Down

Agile software
development




Isolate Pains & Gains Our product has

features unique
on the market

We don’t have
enough
recurring
customers

Our market
recognition is
low

We have an What makes the company unique ?
excellent

distribution

network What needs to be worked on ?




A Plan




Rockwater’s Strategic Objectives

“As our customers’
preferred provider,
we shall be the
industry leader.
This is our mission.”

Return on Capital

Cash Flow

Project Profitability
Reliability of Performance

s Crea>xXum

Services that Surpass Needs

Customer Satisfaction
Continuous Improvement
Quality of Employees

Shareholder Expectations

Value for Money Tier |
Competitive Price Tier ||
Hagzle-Free Relationship
High-Performance Prolessionals
Inrovation

Shape Customer Requirement
Tender Effectiveness

Quality Service

Safety/Loss Control

Superior Project Management

Conlinuous Improvement
Product and Service Innovation

Empowered Work Force

Michel Aebischer - Slide 9



Rockwater’'s Balanced Scorecard

Financial Perspective

Return-on-Capital-Employed
Cash Flow

Project Profitability

Profit Forecast Reliability
Sales Backlog

Customer Perspective

Pricing Index Tier || Customers
Customer Ranking Survey
Customer Satisfaction Index
Market Share

Key Accounts

Internal Business Perspective

Businass Sagrmant, Tier | Customars,

6 Crea>xXum

Hours with Customers on New Work
Tender Success Rate

Rework

Safety Incident Index

Project Performance Index

Project Clossout Cycle

Innovation and Learning
Perspective

% Revenue from New Services
Rate of Improvement Index
Staff Attitude Survey

# of Employee Suggestions
Revenue per Employee

Michel Aebischer - Slide 10



Balanced Scorecard

Uses of Balanced Scorecard

L)
Strateqgic 1o Business
Management Actions
539, Appraisals
Reporting ONLY
_ 47% Team
Individual
359, Rewards
Calculgte 2018 @ 2017
é Creaxum

Source : 2GC, Strategy Implementation Experts

What is influenced by Balanced
Scorecard in your Organisation?

79%

46%

42%

39%

35%

6%
2018 W 2017
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Alternatives - Scaling up

STRATEGY

e SWT
& 7 Strata

e One-Page Strategic Plan

e Vision Summary

Y

EXECUTION
¢ Who What When (WWW)
¢ Rockefeller Habits Checklist™




The Business Model Canvas

Designed for:

Designed by:

Date: Version:

Key Partners

Who are our ey Partners?
Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Actwities do partners pertorm?

Gptimization and scancay
Reduction of risk and uncertainty
Acquisition of particular resources and activities

& | KeyActivities

What Key Activities do our Value Propesitions requirs?
Our Distribution Channels?

Customer Relationships?

Revenue straams?

Probiem sl
Platformyhisemork

Key Resources

What Key Resources do our Value Prapositions require?
Our Distribution Channels? Customer Relationsnips?
Revenue Streams?

YYPES OF RESOURGES
Physical

inraliectu (rand patents, copyrights, data)
Human

Financial

Value Propositions

wnat value do we deliver o tha customar?
Which one of our customer's problems are we
helping to solve?

whnat oundles of products and services are we
aftaring to cach Customer Sagmant?

Which customer neecs are we satsfying?

CHARAGTERISTIGS
RNewness
Pertormance
customization
“Getting the Jab Dane'
Design

ranatyStatus

Acsessibiliy
ComvenicnoeiUsabiiy

Customer Relationships

What type of relationship daes each of our
Customer Segments expect us to estahlish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of aur
business model?

How costly are they?

EXAMPLES
Fersanal assisiane
esicated personal Assistance
salfservice

Automated Services
Gommunities

Co-treation

\ 4

Channels

Through which Channels do our Customer Segments
wiank Lo be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work bast?

Which anes are mest cost-efficient?

How are we Integrating them with custommer routines?

CHANNEL PHASES

1, Awareness
How o we: our companys 5 and services?
2. Evaluation
How Propasition?
3. Purchase
v o ™ o5
4 Defivery

How do we deliver a Value Proposition to customers?
5. After sales
How de Iwe DU POSC-RUTEHSSE CUSTDMEr SYpRart?

s

Customer Segments

For whom are we creating valus?
‘Who are our mest important customers?

Wass Market
wiche Market
Segmented
Diversiied
Wiult-siceal Piatfarm

Cost Structure

Which Key Resources are most expensive?
Which Key Actwities are mast expensive?

Cost -

What are the most impertant costs inhierent in our business medel?

AMPLE CHARAGTERISTICE
Fixect Coses (salanes, rents, wilities)

Ceonomies of seope

S

Trees
assor sal
foe

Subscription Foes
Lending/Renriagit easing

Auvervsiog

Revenue Streams

For wihat value are our customers roally willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

Hew much does each Revenue Stream eontribute o overall revenues?

Fixcen PRICING OTNAMIC PRIGING
List Frice Aegatiation (bargaiding)
Procuct feature depsndent vield ssaragement
Custamor segment el time warkat
dependant

volums Gependert

DESIGNED BY: Business Model Foundry AG
The makers of Business Model Generation and Strategyzer

©@e0O0®®

This nark is licensed under the Creative Commens Attribution-Share Alike 3.0 Unporbed License. To view a copy of this license. visit:
hitp:fereativecommons.orgjlicenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA,

® Strategyzer

strategyzer.com







Build your KPI Library

Marketing KPIs

Product

NPS

Brand awareness

Product related tickets

Customer satisfaction _
Conversion rate

Usage statistics (SaaS products) Site traffi
ite traffic

R&D

CRM
Number of b
umber of bugs .

Length of development cycle -
Attrition rate

App usage

 CreaxXum KPllibrary.com, spiderstrategies.com/kpi/ ... Michel Acbischer - fide 15



16 KPIs to help your business Succeed

Activation Rate

tracks the percentage of users completing a specific milestone in
your onboarding process.

Active Users

are the people who interact with your product, website, or
application in a given time frame. Daily : DAU, Monthly : MAU

Average Sales Cycle Length

measures the length of time from initiating a sales contact to closing
the deal

Burn Rate

indicates how quickly your startup is spending money. It helps you
calculate your cash runway

Cash Runway

Cash runway takes burn rate a step further and tells you how long
your money will last

Customer Acquisition Cost

Customer acquisition cost (CAC) is the amount you spend to gain one
new customer

Customer Churn Rate

Customer churn rate is the percentage of customers lost during a
given period

Customer Lifetime Value

Customer lifetime value (LTV) is an estimate of the revenue any given
customer will bring in over time

DAU to MAU Ratio

looks at the proportion of monthly active users who engage with
your product in a single day. How often people engage with it.

First Response Time

First response time measures how long it takes customer support
staff to follow up after a customer submits a ticket.

Gross Profit Margin

(GPM) looks at the difference between revenue and cost of goods
sold (COGS). Identifies best products and high costs

Lead Velocity Rate

is the month-over-month (MOM) growth of qualified leads in the
sales pipeline

Revenue Churn Rate

Revenue churn rate is the percentage of revenue lost in a set period
due to downgrades or cancellations

Revenue Growth Rate

measures the month-over-month percentage increase in revenue. It
is an indicator of how quickly your startup is growing.

Sign-Ups
Sign-ups are mainly a SaaS startup metric—adding up how many
people have subscribed to your service.

Viral Coefficient

Viral coefficient is the number of new customers or users generated
by each existing customer. Tracks referral programs successes.







Where are you Today ?

" Which data are readily available ?
" Are definitions uniform ?

" Did you verify this with your board ?

" Which external provided data do you need ?

" How will you integrate them in your landscape ?

A GF‘EEXUI (] Michel Aebischer - Slide 18



uture State

ANALYTICS
DASHBOARD

Evolution

Last Updated:

92%

R

B i

95%

Actual vs Target g I l I

Moreinfo ®

3 min ago Data Availability
Moreinfo &
Metric Actual vs Target Actual Target Products positioning
Revenue R | $34M 82.0% s
Profit R ——t $1.2M 108.7% .
Avg. Order Size [l | $850.3 71.0%
OnTime Delivery | — | 06.0% 96.0% g
New Customers [ —f— 15432 145.0% " =
Cust. Satisfaction |[——  08.3% 10
Market Share ] 46.9% 8 6 70 -

\
il

80 85
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Imagine the Future

o
g AR O

Build a team Freeze the scope










Business benefits analyzed by implementation time (n=2198)

EEI Values

10

Hover over the text/dots to display more information (10 = high, 0 = not achieved)

=1 manth

1-3 mo.

3-8 mo.

6-12 mo.

1-2 yrs.

2-3 yrs.

1
=3 yrs.

Faster reporting, analysis or planning
Improved operational efficency

More accurate reporting, analysis or planning
Improved employee safisfaction

Better business decisions

Improved customer satizsfaction

Improved data quality

Increazed competitive advantage
Saved headcount
Reduced cosis

Increased revenues

1er - Slide 23



The Lean Startup

7 N
0-O



Lack of resources on the project team ® 16%

Unclear requirements ® 15%
Data migration ® 15%
Software-related issues ® 13%
Tight deadline ® 12%
Training-related issues ® 10%

Lack of support from management ——— @ 8%
Customization of the product —— @ 8%
Costs higher than expected —— @ 8%
Lack of expertise of the implementation partner ——® 6%
Lack of project management ——a 5%
Lack of resources of the implementation partner — 3%
Lack of communication in the project team —® 3%

Other —& 3%

Mo significant problems ® 40%

What, if any, are the most serious problems you have encountered implementing your Bl product ? (n=2392)



No significant problems

Training-related issues

Lack of ressources on the project team

Tight deadline

Costs higher than expected

Unclear requirements

Software-related issues

Data migration

Lack of expertise by the implementation partner
Customization of the product

Lack of support from management

Lack of project management

Other

Lack of resources by the implementation partner

Lack of communication in the project team

Implementation problems by best-in-class companies (n=2392)

25% @
8% @ ®16%
7% ® ® 15%
7% ® ® 11%
6%® ®13%
6% ® ® 16%
5% @ ® 25%
5% @ ®18%
5%® @ 10%
5% @ ®15%
4%® ® 8%
3%@® ®38%
3% @® 5%
2% OB 4%
1% @® 3%

Best-in-
Class

® 63%






Future State

Current State
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Your Objective f /‘
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Automate !
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Automate !
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They trust CreaXum

swatche:

GUCCI

MANOR

csem

s Crea>xXum

Royal

Mail

') NOVARTIS

BACARDI

"NESPRESSO.

PaXx
3 UBS

CREDIT SUISSE

BANQUE
DE LUXEMBOURG

managing risk, enabling trad

>
mm
oo

@ Carat
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THE
LEAN
PRODVCT

PLAYBOOK

MINIMUM VIARLE PRODUCTS AND
RAPID cuSTOMER FEEDBACK

WILEY

s Crea>xXum

TRANSLATING
STRATEGY
INTO ACTION

Robert 3. Kaplan
David P. Norton

—Michael H

How to create products and
services customers want.
Get started with...

Value
Proposition:
Design . ;§ =

strategyzer.com/vpd

Designed by
Trish Papadakos

WILEY

A LANDMARK ACHIEVEMENT.”

of AmRest (WSE: EAT)

Mastering the Rockefeller Habits 2.0

SGALING UP

How a Few Companies
Make It...and Why

the Rest Don’t

&
&
&
&

Verne Harnish

and the team at Scaling Up

Michel Aebischer - Slide 32
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| CreaxXum

Your partnerin
- Business Intelligence

- Project Management

s Crea>xXum




