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Who we are

Innovation Partners Finance

Experienced Finance

Exploring innovation together
advisors & experts

using tested innovation tools

Business Planning &
Management
Bringing experienced
partners to support your BUSINESS
business in a holistic way Planning &
for design thinking & lean
startup

Emerging Technologies

Global Network
Global network of partners

Corporate Strategy

World-Class strategy
innovators, educators,
partners and C-level
executives .

Talent Sourcing & Training

Onboarding best trained
talents for your business by
differentiating skills

‘_[ .

Consult you in selecting
emerging technologies best
suited for your business




Technologies & Programs

* Emerging technologies
* Enterprise architect

Our offerings

- Strategic Programs Corporate Strategy
. * ROI and tech transformations « Tech M&A * Pricing &
Finance * Strategic Profitability
* Accounting * Tax Compliance planning * Shareholder
Outsourcing *Forecasts * Wargaming Value Strategy
* Bookkeeping *Modeling * Scenario
* Financial Reporting planning

* Payroll Processing

Business Transformation

* Portfolio Strategy
* Organic Growth

Talent Sourcing & Training

* Benchmarking * Performance Reporting
* Business Valuations 29 Management *Talent Sourcing
« Cost Studies ‘//;I 'QQ - Change
* Equipment Analysis Management
 Capital Budgeting * HR and

I Management

. . S
Strategy & Innovation Q}\o% Digital Academy
- Strategy Tools 'S s _
. Business model innovation o ®) *Digital Platforms +Master trainer
*Learning & Program

* Competitive strategy
* Blue ocean strategy
* Exploring adjacency
*Digital Supply Chain

Development
*Leadership
Programs
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Our Business Model

Co-Invest in our Growth by partnering

Subscribe our Services

Innovate, Build & Co-create together




Partners

Head Quarter

a“““’ Clustiv Global Network . Munich Germany

Europe

N , .
North America ) . Asia

h Ameri . i
Sout erica Africa

) _comsmeetlieinS e
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WORKFLOW AUTOMATION




Organization-wide and

Task-Based

Develop a Value-First Business
Process Automation (BPA) Strategy

(V]
=]
© k Automate with a purpose, a vision, and a strategy by
§ concentrating your investments on the core capabilities that
€ matter. Don't automate for the sake of automating/ e ‘ ‘ ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, ,
5
2
I ' ,,,,,,,,,,,,,,,,,,,,, Proliferate BPA Optimize product &
o across the service value with
=  ' organization BPA
©
S B e e : .
v ‘ ‘ Incorporate BPA is a
2 business unit
(%2}
S .
@ Consider BPA Explore BPA through
opportunities & a pilot
o use cases Reassess BPA's maturity as more complex and
= scaled process use cases are identified.
3
©
=]
©
=
©
£ BPA Foundations
2
©

Tactical Technology- Strategic
Centric Principle/Value-Based

CLUSTIV




___________________________________________

__________________________________________

Consult/BPR Design Implement Support
o
’ Processes with significant <
Cognitive computing & artificial intelligence : o
g puting g judgment-based tasks (ML/AI) w
~
c L . Re-engineered processes using
© Standardization of process delivery (shared sub process)
= common components
N
£
)
o
@)
-
v Processes with unstructured <
O . . . >_ m
S Improved process efficiencies data (ARM/ECIM) &
: : Simple, rules based, screen
: Quick cost reductions P : .
i centric automation
v /

SPA = Smart Process Automation
RPA = Robotic Process Automation




Build your Process Automation Backlog
Your backlog must give you a holistic understanding of demand for business process optimization and automation.

OPPORTUNITIES

Market Trends Analysis Application Rationalization

Capability & Value Stream

Competitive Analysis Analysis

Reqgulations & Industry
Standards

Business Requests & Incidents

Customer & Reputation

Analysis Discovery & Mining Capabilities

MVA

minimum viable automation (MVA) focuses on a single and small process use case, involves minimal
possible effort to improve, and is designed to satisfy a specific user group. Its purpose is to maximize
learning and value and inform the development of a full-fledged process automation practice
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Supply Chain Automation

Traditional Supply Chain

Synchronized
Planning

Cognitive Planning

Quality'Sensing Dynamic Connected
Fulfillment Customer
4
Develop Plan Source Make Deliver Support .
Digital Factory of
Development the Future

3D Printing
(3
Sensor-driven replenishment

Intelligent
Supply
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Corporate Use Cases

990
000
SAPIPID

None
Low
Medium
High

Very High

Demand/Revenue Forecasting

Anomaly & Error Detection

Decision Support

POC Revenue Forecasting

Cash Collection
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STRATEGIC ROADMAP



STRATEGIC VISION

N
. High level
Wide area Some scope
of focus flexibility L flexible
CURRENT VISION NEAR-TERM VISION FUTURE VISION

ﬁ .



Develop the measurement
systems & data which
illustrate the linkage between

process behavior &
Determine how, where and by performance Identify & engage the right people

how much business process with the right reporting system,

can influence the strategic disciplines & accountability to

and/or process objectives INDICATE evaluate or improve process
TRANSLATE DEDICATE
Develop the right process Fully integrate process-based
maps which accurately reflect reporting discipline and tools
how value is created for into process management

customers through business action planning & performance

ILLUSTRATE OPERATE

ROADMAP
DEVELOPMENT
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CHARACTERISTICS

Brand Identity

Culture/behavior of our team

Our advice/practice philosophies

Client service/value proposition

Ideal client

Fee model/revenue mix

Scale of our practice

Talent/skills/education of our
team

Locations

Use of technology

Communications & marketing

[< X £ X £ £ X X X X Q]

DESCRIBE THE CHANGE

Brand must be positioned not only with product

but also with partnership

Innovative fearless learning
culture with team spirit

Truth and transparency with
One team.

Innovative products with customer-oriented services t¢
learn from customers to bring innovations.

Customers A whose ideas help us t deliver

innovative products to grow revenue

Trial based basic software version

Write a text for describing
changes

Grow on job and adjacent opportunities to
contribute in

Grow locations with partnership in the regions to

expand presence

Technology everywhere in the core of use

Using innovative tools by using emerging tech
to stay ahead

AREAS FOR
CHANGE

CLUSTIV




STRATEGIC ROADMAP

To connect, support and inform efforts to improve the health of individuals and communities in

MISSION city/state/country
EMPATHY EQUITY INTEGRITY OPENNESS KNOWLEDGE
VALUES : ) o o . : :
Feeling from another’s Prioritizing the most Transparency, honesty Listening, adapting and Embracing community
perspective impacted and accountability experimenting wisdom
INGREDIENTS _Foloysiares  Mutsectr
FOR CHANGE g P P
Company will identify and build relationship with stakeholders and develop strategies to support progression along the
collaboration continuum.
CURIOUS
RESISTANT AWARE ADVOCATE CHAMPION
* Interested in what ) * Recruits & activates
BY YEAR 2 « Believes day job customers are up to Verbalize * Influences others partners
WA doesn’t impact health * Gets connected by a :Entersectlopsh . (P:ractlces bLiy;n * Collaboration is the
* Prefers comfort zone trusted source Xpresses “ahas o-crea':ces the norm
* Energized change” and work « Practice

accountability

BY YEAR 3 Company will support stakeholders in building networks of collaborative health champions




PROPOSED

IN
PROGRESS

SCHEDULED

STRATEGIC ROADMAP - SWIMLANE VIEW

l Al software API
l Innovation support

l Identify customer values
CRM & automation

integration
l Live chat
l Push notification

l Analytics

l SAML single sign on
l Stakeholder commenting

l Cloud support

Improve service
performance

I Account management

l Stream financial reporting
| Finalize 20xX budget

| Finalize 20xX budget

l Breakdown analysis

l Cost & complexity drivers

Streamline vendor
management

I Engage key vendors
I Profit opportunities

I Negotiate $2M+ deal

Connect with distribution
networks

l Launch salesforce

l Competitor risk analysis

l Analyze sales trends

l Define sales territories

PRODUCT FINANCE . SALES | MARKETING

I Lead generation strategies

I Group discount 6+ @15%

l Competitor analysis

Influencer platform +
partnership

l Launch monthly webinar

l Partnerships
l Industry outlook
l Schedule focus group

l Diversification

CLUSTIV




STAKEHOLDERS ANALYSIS




STAKEHOLDER ANALYSIS PROCESS

[
* Who are the main participants * Which processes or parts * Compare expectations and * Risks, threats, opportunities
for the project in question of processes are interests of stakeholders * Implementation strategy
° Who is interested in this connected? ° Expectations of the project * Analytical insights and
project or who is affected by it ° How are the stakeholders ° Investment details possible consequences
° Internal vs external related to the process * Stakeholder attitude e Measures &
stakeholders * Degree of involvement

communications
and scope of influence

IDENTIFY DECIDE FUTURE
STAKEHOLDERS DISPLAY RELATIONS EVALUATE & ANALYZE MEASURES




O

TYPES OF
STAKEHOLDERS

INTERNAL

Usually members of the organization.

PRIMARY/CONNECTED

Those who have an economic or

contractual relationship with the organization.

SECONDARY/EXTERNAL

Those who are not directly connected to the

organization but are still interested in or could be

impacted by the organization’s activities.

Execs and leaders
Managers

Employees

Shareholders
Distributors
Suppliers
Financiers

Retailers

Governments
Advocacy groups
Media organizations
Local communities




STAKEHOLDER ANALYSIS MATRIX

SATISFY | MEET THEIR MANAGE | KEY

T NEEDS PLAYERS

9 Engage in interest areas Focused effort, involved at
5 I increase level of interest, satisfy all decision making. Engage with regular
= them with the project communication and consultation.
o
o
~
w
= MONITOR | LEAST INFORM | SHOW
= = IMPORTANT CONSIDERATION
i I Only need to inform if Make use of interest through
; - have time. Aim to move into involvement in low-risk areas.
—_ the right-hand box Potential supporter of project.

LOW HIGH

INTEREST

‘_[ .




EXTENDED
STAKEHOLDER MAP

This stakeholder map displays the overall
attitudes from each stakeholder toward the
project. This helps us identify which stakeholders

might need special attention and consideration.

° Advocate/ Supporter

Neutral

° Critic/ Blocker

Owner

Share
Holder G Management

Banks ° ‘ Employee
PROJECT

Public ° °

Politics ° Customer

Supplier




N STAKEHOLDER ANALYSIS TABLE <

STAKEHOLDER: CONTRACTUAL OBJECTIVE OF STAKEHOLDER POWER RISK

Shareholder Higher YoY return on investments High Medium
Banks Timely loan repayments and opportunities for future lending Medium High
Insurance Risk assessment and premium determination Low High

Investor Company performance and future projections High Medium

STAKEHOLDER: REGULATORY OBJECTIVE OF STAKEHOLDER POWER RISK

Authorities Adherence to national/international governmental regulations Medium Low

Tax office Accurate and thorough auditing every fiscal year High Low

Institutions of legal system Legality of business activities and change in laws High Low

Courts Record-keeping of past court cases Medium Low

CLUSTIV







I. Supply Chain Il. Demand & Supply lll. Sourcing & IV. Manufacturing

V. Logistics &
Distribution Strategy

Overarching Strategy Planning Strategy Procurement Strategy Strategy
1. Summary of the corporate & 1. Overview and best practices of 1. Overview and best practices of 1. Overview and best practices of
Business strategy the function “Demand & Supply the function “Sourcing & the function “Manufacturing”
2. Supply chain vision, mission and Planning” Procurement” 2. Maturity model
values 2. Maturity model 2. Maturity model 3. Key performance indicators
3. Supply chain strategic objectives 3. Key performance indicators 3. Key performance indicators (KPIs)
to reach our vision (KPIs) (KPIs) 4. Current state of the company

4. Team & budget 4. Current state of the company 4. Current state of the company 5. Future state of the company
5. Make or buy decision 5. Future state of the company 5. Future state of the company 6. Potential projects to reach our
6. Supply chain 4 pillars to reach 6. Potential projects to reach our 6. Potential projects to reach our future state

our strategic objectives: future state future state 7. Business cases to help us

“Demand & Supply Planning”, 7
“Sourcing & Procurement”,
“Manufacturing”, and “Logistics

& Distribution”

. Business cases to help us 7. Business cases to help us prioritize our potential projects
prioritize our potential projects prioritize our potential projects

VI. Project Prioritization, Business Roadmap and Implementation

VIl. Change Management

. Overview and best practices of

the function “Logistics &
Distribution”

. Maturity model

3. Key performance indicators

(KPIs)

4. Current state of the company
5. Future state of the company
6. Potential projects to reach our

future state

. Business cases to help us

prioritize our potential projects
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Supply Chain Function

Mission Statement and Vision Statement

Mission Statement Vision Statement

Our mission is to create a world-class supply Our vision is to be recognized as a leader in
chain that delivers exceptional value to our supply chain excellence, setting the standard for
customers, shareholders, and communities. We quality, reliability, and innovation. We aim to
strive to build strong partnerships with suppliers, provide our customers with the best products and
continuously improve processes, and leverage services at the right time, in the right place, and
technology to drive innovation and efficiency at the right cost, while promoting sustainability
throughout the supply chain. and social responsibility.

‘_[ .



Step 1: “Make or Buy decision”

Make or Buy X

Item 1 Item 2 Item 3 Item 4 Item 5 Item 6
Forcast demand quantity 2,000 3,000 1,000 10,000 20,000 3,000
Cost to Make ($)
Direct material cost per unit 10 10 10 10 10 10
Direct manpower cost per unit 12 12 12 12 12 12
Machine depreciation cost per unit 5 5 5 5 5 5
Variable Overhead cost per unit 3] 3] 3] 2 3] 2
Relevant Fixed cost 30,000 30,000 30,000 30,000 30,000 30,000
Total Cost to Make ($) 94,000 126,000 62,000 350,000 670,000 126,000
Cost to Make 1 item 47 42 62 35 34 42
Cost to Buy
Item purchase cost 12 37 12 12 12 40
Ordering cost / order 200 1,000 200 500 200 500
Order quantity (Unit) 1,000 1,000 1,000 1,000 1,000 1,000
Holding cost 3] 3] 3] 2 3] 2
Total ordering cost 1,000 3,000 500 5,000 10,000 1,500
Total Cost to Buy ($) 35,000 129,000 17,500 175,000 350,000 136,500
Cost to Buy 1 item 18 43 18 18 18 46
Decision Buy Make Buy Buy Buy Make

e cwesty = .



I. Supply Chain Il. Demand & Supply lll. Sourcing & IV. Manufacturing

V. Logistics &
Distribution Strategy

Overarching Strategy Planning Strategy Procurement Strategy Strategy
1. Summary of the corporate & 1. Overview and best practices of 1. Overview and best practices of 1. Overview and best practices of
Business strategy the function “Demand & Supply the function “Sourcing & the function “Manufacturing”
2. Supply chain vision, mission and Planning” Procurement” 2. Maturity model
values 2. Maturity model 2. Maturity model 3. Key performance indicators
3. Supply chain strategic objectives 3. Key performance indicators 3. Key performance indicators (KPIs)
to reach our vision (KPIs) (KPIs) 4. Current state of the company

4. Team & budget 4. Current state of the company 4. Current state of the company 5. Future state of the company
5. Make or buy decision 5. Future state of the company 5. Future state of the company 6. Potential projects to reach our
6. Supply chain 4 pillars to reach 6. Potential projects to reach our 6. Potential projects to reach our future state

our strategic objectives: future state future state 7. Business cases to help us

“Demand & Supply Planning”, 7
“Sourcing & Procurement”,
“Manufacturing”, and “Logistics

& Distribution”

. Business cases to help us 7. Business cases to help us prioritize our potential projects
prioritize our potential projects prioritize our potential projects

VI. Project Prioritization, Business Roadmap and Implementation

VIl. Change Management

. Overview and best practices of

the function “Logistics &
Distribution”

. Maturity model

3. Key performance indicators

(KPIs)

4. Current state of the company
5. Future state of the company
6. Potential projects to reach our

future state

. Business cases to help us

prioritize our potential projects
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Maturity Model for Demand & Supply Planning

Demand Planning

Level 1 - Basic Level 2 - Medium Level 3 - Good Level 4 - World-class

Demand

Planning

*Forecasts only based on historic
sales. Forecast accuracy is not
measured

*No collaboration between functions
and business units. Many different
forecasts used throughout the
company.

*Ad-hoc/ infrequent forecasting
frequency

*Long and highly complex forecasting
process

*Use of Spreadsheets

*Forecasts only based on historic
sales. Forecast accuracy is below 50%

*Partial collaboration between
functions and business units. A
limited number of forecasts used in
the company.

*Monthly forecasts

*Complexity somewhat reduced, but
forecast process is still inefficient.
Long forecast process time

*Simple forecasting tools

*Forecasts based on multiple input
such as historic sales, new product
mix, market growth, advertising,
seasonality & customer-provided
intelligence. Forecast accuracy is
between 50% and 70%

*High collaboration between functions
and business units. A single forecast
is used by the whole company.

*Weekly forecasts

*Reduced process time, but some
complexity and manual operations
still remain

*Advanced forecasting tools

*Forecasts based on multiple input
such as historic sales, new product
mix, market growth, advertising,
seasonality & customer-provided
intelligence. Forecast Accuracy is part
of executive key performance
indicators, and is above 70%

*High collaboration between functions
and business units. A single forecast
is used by the company, its suppliers,
and customers.

*Weekly forecasts with ability to
adjust forecast real time if needed

*Automation improves forecasting
process efficiency. Short forecast
process time

*Multi-dimensional advanced
forecasting tools



Key Performance Indicators (KPIs)
We identified 10 KPIs

o ! opesripton

Time it takes for cash invested in materials to flow back into the company after finished goods have been delivered to
customers.

Cash-to-cash cycle
time

Cash-to-cash cycle time = Inventory days of supply + Days sales outstanding - Days payable outstanding

Plan Cycle Time The average time associated with Plan Processes

Cumulative supply

. . Average actual cycle time to complete all supply chain activities from planning to execution
chain lead time & y P PR P &

ABC segmentation Value or volume per SKU divided by total value or volume. Usually expressed in Percentage.
analysis Example: A items = 50%; B items = 30%, C items = 11% and D items = 9%

Cost associated with buying raw materials and producing finished goods. Includes direct costs (labor, materials)
Cost of goods sold and indirect costs.

Cost of goods sold = Direct material + Direct labor + Overhead




Current State & Target state

Maturity Model for Demand & Supply Planning Current State @ Target State
Level 1 - Basic Level 2 - Medium Level 3 - Good Level 4 - World-class
Demand
Planning ‘

Sales &

Operations ‘

Planning (S&OP)

Production
Planning .

Inventory .
Planning

\EYCE]

Requirements .
Planning (MRP)

Distribution

Requirements .
Planning

‘_ [ .
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Maturity Model for Demand & Supply Planning

Current State & Target state

Home Insert Draw Pagelayout Formulas Data
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Level 1 - Basic
1Forecastz only bazed on historic zales
Forecast accuracy is not measured

2 Mo caollaboration between Functions and
buziness unitz. Many different forecasts uzed
throughout the cormpary,

Planning

Operations

3 Ad-hod infrequent forecasting Frequency

4 Long and highly complex forecasting
process

5 Use of Spreadsheets

Level 2 - Medium
1Faorecazts only bazed on historic sales
Forecast accuracy is below 5052

2.Partial collaboration between functions and
business units. & lirmited nurnber of Forecasts
uzed in the comparny.

3.Manthly Forecasts

4 Complexity sormewhat reduced, but forecast
process = =il inefficient. Long forecast
process tirme

5.Simple forecasting tools

Review View Help

Level 3 - Good
1Forecasts bazed on multiple input such as
historic ales, new product mix, market growth,
adverlising, seasonality & custormer-provided
intelligence. Forecast accuracy = betwesn B0
and 774

2 High collaboration between Functions and
buziness units. A single Forecast iz used by the
whole company.

3 weekly forecasts
4 Reduced process time, but sorme cormplexity

and rmanual operations still remain

5 Advanced farecasting tools

e |

|Genera|
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- () 00
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Level 4 - World-class
1Faorecasts bazed on multiple input such as
historic sales, new product mix, market growth,
advertizsing. seasonality & customer-provided
intelligence. Forecast Accuracy iz part of
executive key performance indicators, and is
sbove 7O

2 High collaboration between functions and
business units. A single forecast is used by the

company, itz suppliers, and custormers.

3. weekly Forecasts with abiliby to adjust
forecast real time if needed

4 Autormation improves forecasting process
efficiency. Short Forecast process lime

8. Multi-dimenszional advanced forecasting tools

fEf conditional Formatting ~
[ Format as Table v
7 Cell Styles ~

Styles

Current Maturity Level

@ Insert ~
% Delete
@ Format ~

S A
A
Sort & Fir

6} + Filter v Seli

Cells

For more details, open the
Excel document “Maturity
Model”

Target Maturity Level

1Mo lat and batch tracking

2 Manual calculation of safety stacks

3 hlo real time inventory control

4 Mo coll aboration between the custorner and
the supplier to manage inventories

Sales &

5 Low accuracy of inventory data

Planning (S&0P)

<

Ready

B Obszolete inventory iz not reviewsd

gistics & Distribution Real-life example

f)’< Accessibility: Investigate

1.5upply chain has limited Flexibility and can
rarely make adjustments to the process

2.5ome key custorners are surveved to gain
inzight into custormer dernand, but it i a largely
one-way dialogue

3.Representation from all marketing, finance,
and operations departments

4 Supply planning meeting is not always
attended by key operations and procurement
departrnents

5.0perating plans are revized monthly based
on dermand inputs. Impact of promaotional
activity iz discussed

E.Supply chain staff have some understanding
of differences between operational and

Fivvzimmi al mreiactioee ok ciamifesst

1.5upply chain has sorme flexibility to make
adiustments, but not as & lwpical part of the
process

2 Some collaboration with key custormers
regarding phasing in and aut products

3. Representation from all rmarketing, finance,
and operalions departments

4 Supply planning meeting s always attended
by key operations and procurement
departrents

5 Same as previous level. Supply scenarios are
developed & dizcuzzed

B Supply chain staff have & strong
understanding of differences between
operalional and financial projections, but it

ramniras simeiFie et Hena Far rasomeili shom

Tutorial

1.5upply chain Flexibiliby that allows For varous
support models throughout the product
lifecycle

2. Collaborative planning and replenizhment
with key custorners for phase-in and phase-out
products with key customers

3.Representation from all marketing, finance,
and operations departments

4 Sarne as previous level. Experienced
perzonnel come Fully prepared and participants
proactively take respansibility For action steps.

B.5ame as previous level. Maonthly performance
and causesfimpacts of major misses are
discussed.

B.Supply chain staff understand both the

operational and financial projections, and can
easily highlight the differences and potential

+




Current State & Target State

Key Performance Indicators

Time it takes for cash invested in materials to flow back into the company after finished

, goods have been delivered to customers. Innovation to cash flow
Cash-to-cash cycle time Average to get value in advance

Cash-to-cash cycle time = Inventory days of supply + Days sales outstanding- Days payable by booking
outstanding

Reduce planning timing
Plan Cycle Time The average time associated with Plan Processes Maximum using emerging
technologies

Cumulative supply Innovation by following

: . o . : S| |
chain lead time Average actual cycle time to complete all supply chain activities from planning to execution ow T e e
ABC segmentation Value or volume per SKU divided by total value or volume. Usually expressed in Percentage.
. ) ) ) ) Medium Maximum
analysis Example: A items = 50%; B items = 30%, C items = 11% and D items = 9%

Cost associated with buying raw materials and producing finished goods. Includes direct

costs (labor, materials) and indirect costs. Reduce by minimizing

Average overhead initially

Cost of goods sold

Cost of goods sold = Direct material + Direct labor + Overhead




Open our ready-made Excel template “Safety Stock”

Safety Stock Calculation 4

3.Safety Stock and Reorder Point
Month Sales Delivery Lead Time (days) Safety Stock 442
January 1,000 1 30 Reorder Point 1,497
February 1,200 2 29

March 1,300 3 28

April 800 4 32

May 700 5 33

June 1,000 6 33

July 1,000 7 34

August 1,000 8 35

September 1,000 9 29

October 1,100 10 30

November 1,200 Average Lead Time 31

December 1,000 Maximum Lead Time 35

Total 12,300

Average / Month 1,025

Average / Day 33.7

MAX sales month 1,300

MAX sale daily 42.8



I. Supply Chain Il. Demand & Supply lll. Sourcing & IV. Manufacturing

V. Logistics &
Distribution Strategy

Overarching Strategy Planning Strategy Procurement Strategy Strategy
1. Summary of the corporate & 1. Overview and best practices of 1. Overview and best practices of 1. Overview and best practices of
Business strategy the function “Demand & Supply the function “Sourcing & the function “Manufacturing”
2. Supply chain vision, mission and Planning” Procurement” 2. Maturity model
values 2. Maturity model 2. Maturity model 3. Key performance indicators
3. Supply chain strategic objectives 3. Key performance indicators 3. Key performance indicators (KPIs)
to reach our vision (KPIs) (KPIs) 4. Current state of the company

4. Team & budget 4. Current state of the company 4. Current state of the company 5. Future state of the company
5. Make or buy decision 5. Future state of the company 5. Future state of the company 6. Potential projects to reach our
6. Supply chain 4 pillars to reach 6. Potential projects to reach our 6. Potential projects to reach our future state

our strategic objectives: future state future state 7. Business cases to help us

“Demand & Supply Planning”, 7
“Sourcing & Procurement”,
“Manufacturing”, and “Logistics

& Distribution”

. Business cases to help us 7. Business cases to help us prioritize our potential projects
prioritize our potential projects prioritize our potential projects

VI. Project Prioritization, Business Roadmap and Implementation

VIl. Change Management

. Overview and best practices of

the function “Logistics &
Distribution”

. Maturity model

3. Key performance indicators

(KPIs)

4. Current state of the company
5. Future state of the company
6. Potential projects to reach our

future state

. Business cases to help us

prioritize our potential projects
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Strategic Sourcing is a lot more than just Basic Cost Cutting

* Reduce the total cost of materials and
services (“external spend”) for an
organization

Maintain or increase quality and service

Upgrade overall purchasing bargaining
power of the organization while decreasing
the number of suppliers

Optimize the inventory levels

Improve overall level of supply chain
management skills

Reducing excessive levels of purchasing
transactions

Build the organization’s competitive
position through sustained improvement in
cost and supplier value

CLUSTIV




There are 2 main categories of purchased items

Direct Goods and Services Indirect Goods and Services

Direct Goods and Services are the Indirect goods and services are items such as
components used to produce finished goods. Office Supplies, Management Consulting
For example, Procter & Gamble will need Services, IT Hardware, Marketing,...that are
plastic to create its shampoo products. used to support operations.

‘_[ .




There are 4 main types of Procurement organizations

Types of Procurement Organizations

Globalized purchasing Regionalized purchasing
* Procurement strategy and sourcing will be done at a * Procurement strategy and sourcing will be done at a
. global level for all divisions and countries divisional level
High . . . . . :
* Typically for standard high-volume products belongingto  * Typically for customized/special
an international market * Example: Utilities
* Examples: Fuel
Value of
Centralization Localized purchasing Cooperative purchasing
* Procurement strategy and sourcing will be done at a * Procurement coordination teams will be created to share
Low local level within a division or region procurement and supplier information.

Typically for one-off products, specific products, or high * Typically for specific spend categories where there are
value products in a local and fragmented market some commonalities, but different standards depending

* Example: Catering on the divisions or countries

* Example: Engineering parts

Low High

Complexity of
Coordination
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We identified 10 potential initiatives

Implementing a lean manufacturing program that focuses on improving efficiency, reducing waste, and

1. Lean Manufacturing optimizing the production process.

Implementing a Six Sigma program to improve quality by reducing defects and variability in the production

2. Six Sigma
process.

Implementing a Kaizen program to improve continuous improvement by involving employees in identifying

3. Kaizen . : .
and implementing process improvements.

Implementing a TPM program to improve equipment reliability and reduce downtime through proactive

4. Total Productive Maintenance (TPM) maintenance

Conducting value stream mapping exercises to identify process inefficiencies and waste and implement

5. Value Stream Mapping improvements to reduce cycle time and costs.

6. Just-In-Time (JIT) Implementing a JIT system to reduce inventory costs by producing products only when they are needed and
) reducing lead times.

7. Manufacturing Execution System (MES) Lrgg::ir;\:_r:ﬂggi:g MES system to improve visibility and control of the production process, enabling real-time
Implementing automated manufacturing technologies to reduce labor costs, improve quality, and increase

8. Automated Manufacturing production efficiency

9. Supply Chain Optimization Optimizing the supply chain to improve materials flow and reduce lead times, enabling faster response to
- SUPPlY P customer demand.
Improving the NPI process to accelerate product development and introduction, enabling the company to

10. New Product Introduction (NPI) bring new products to market faster and more efficiently.

CLUSTIV




To be able to prioritize our potential projects, a business case with 7

sections has been created for each project

Project Description

1.Business opportunity & suggested solution

2.Project objectives and key performance indicators (KPls)

3.Project scope, approach and high-level plan

4.Deliverables, activities & key success factors

For more details about our Business case, open the file “Project Business Case”.

In the next slides you’ll see a Lean Business Case for our top 5 key projects

Project Assessment

5.Strategic

Alignment

7.Ease of
Implementation
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Lean Business Case
Project name: Corporate Business
Project description: To bringing corporate cultural shift and alignment for company

Strategic

Net Present Value Alignment

$16.3M

¥
o e

Ease of

implementatio

Project Sponsor Project Manager Change Manager
Peter Patterson David Roy Kathie Jones
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There are 5 main categories of inventories

Purchased items received which have not entered the production process. They includes purchased
materials, components parts, and subassemblies.

Raw material

Raw materials that have entered the manufacturing process and are being worked on or to be worked on.

Work-in-process (WIP ) . - . ”
P ( ) Sometimes, it is also called “in-process inventory

The finished products of the production process that are ready to be sold as completed items.
Finished goods They may be held at the factory or central warehouse or at various points in the distribution system.
Sometimes, it is also called “end items”.

Distribution inventories Finished goods or spare parts located in the distribution system.

Maintenance, repair, and Items used in production which are not part of the product. These include hand tools, spare parts,
operational supplies (MROs) lubricants, and cleaning supplies.

‘_ [ .




Inventories can be classified according to the function they perform

Additional inventory above basic pipeline stock to cover projected trends of increasing sales, sales

Anticipation inventory ) ) .
promotion programs, seasonal fluctuations, plant shutdowns, vacations, etc.

Fluctuation inventory
(also called fluctuation stock)

Inventory that is carried as a cushion to protect against forecast error.

Lot size inventory The amount of a particular item that is ordered from the plant or a supplier or is issued as a standard
(also called order quantity) quantity to the production process.

Transportation inventory

: Inventory that is in transit between locations.
(also called movement inventory)

A form of inventory buildup to buffer against potential events such as labor strikes, price increases,

Hedge inventor
8 Y unsettled government, etc.

Maintenance, Repair, and Operating Inventory which is used in the production process and plant maintenance such as maintenance supplies,
supplies (MRO). spare parts, and consumables




There are five cost associated with inventories

Carrying cost

Ordering cost

Capacity related cost

It is the cost of the item and any other direct costs associated in getting the item into the plant (e.g.
transportation, custom duties, and insurance). The inclusive cost is often called the landed price.

It is the cost incurred by the firm because of the volume of inventories carried.

It is the cost of placing an order either with the factory or a supplier. It does not depend upon the quantity
ordered.

Stockout occurs when demand exceed forecast. It can be potentially expensive because of back-order costs,
lost sales, and lost customers. Stockout is usually reduced by carrying extra inventory.

Cost due to a change in output level. For example, a change in output level may result in a need to hire,
train, layoff, or increase overtime.
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We assessed each potential project based on “Value” and “Ease of

implementation”
Initiative name Ease of implementation
Insert the name of the potential initiative Medium Difficult
Insert the name of the potential initiative High Intermediate
Insert the name of the potential initiative Low Easy
Insert the name of the potential initiative Medium Easy
Insert the name of the potential initiative Not rated as not strategically aligned Not rated as not strategically aligned

Insert the name of the potential initiative
Insert the name of the potential initiative
Insert the name of the potential initiative
Insert the name of the potential initiative
Insert the name of the potential initiative
Insert the name of the potential initiative
Insert the name of the potential initiative
Insert the name of the potential initiative
Insert the name of the potential initiative

Insert the name of the potential initiative

Insert the name of the potential initiative

_ .




A more detailed version of our Business roadmap is in the excel
document “Business Roadmap”

Filer Home |Insert Draw Pagelayout Formulas Data Review View Help
f‘lj X |Arial = = |E B ?E’ |General V| fEfl Conditional Formatting v
TER P ~ 9% 9 B% Format as Table v
rste 07 g1y —Ez==g- -
b g — (_08 _98 @ Cell Styles v
Undo Clipboard I~ Font [ Alignment [ Number I~ Styles
E9 v fx On Track
A B C D E F G H J K L
1 2023
- Owner Due Date Status Jan Feb Mar Apr May Jun  Jul
3 Demand & Supply Planning Program Christian G. Feb 28
4 1 Automated forecasting system Aurelien F. Jan 20
5 2 Centralized inventory management system Christian G. Jan 20 Late
6 3 Historical sales data detailed analysis George P. Jan 20 Done
7 4 Demand management process George P. Feb 15
8 | 5 Supplier collaboration George P. Feb 15 m
9 6 Demand planning process George P. Feb 15 M
10 | 7 Demand-driven supply chain strategy John D. Feb 28
11| 8 Sales and operations planning process John D. Feb 28
12 | 9 Predictive analytics John D. Feb 28
13 | 10 Supplier risk management program John D. Feb 28
14
15 |Sourcing & Procurement Program Christian G. Mar 31

16 | 1 Insert initiative name

Aurelien F.

Jan 20

Aug

@ Insert ~
BX Delete

@ Format v
Cells

Sep  Oct

v

6} + Filter v Sele

Nov

X

AT

Sort & Fin

Editing

Dec
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Executive Summary - Change Lean Canvas

Unlocking leadershi
Change . g_ P

thinking with co-
Name .

operations.

Business .
Clustiv
Owner

manager

Smeit XX XX XXXX
Date R

Describe the change that is
happening

Insert what the employee, customer or user
used to be able to do

Insert what the employee, customer or user
will be able to do with this new change

Why did we decide to do this
change?

Describe the rational behind the decision to
do this change

Who will be impacted by this
change?

Insert the different stakeholder groups
impacted by this change

What will we do to prepare
impacted stakeholders?

Insert what we will do to ensure proper
adoption of the change (i.e. communication,
training, pilot group,...)

When will they be impacted
by this change?

Insert date

What are the business
outcomes we want to reach?

Insert the business outcomes we want to
reach

What are the business
outcomes we are reaching?

When available, insert the business outcomes
and their source

What are the next steps?

Include the next steps if any

_ .







Revenues
Growth %

Cost of goods sold (COGS)
% of sales

Gross profit
% of sales

Operating expenses (SG&A)
% of sales

Operating income (EBIT)

Interest Expense

Pretax income

Income tax expense

Net income

Operating income (EBIT)

Depreciation

Amortization

EBITDA

Dec. 31, 2023

Dec. 31, 2024

74,452 83,492
12.1%

64,440 72,524
86.6% 86.9%
10,012 10,968
13.4% 13.1%
6,389 6,545
8.6% 7.8%
3,623 4,423
518 474
3,105 3,949
1,087 1,382
2,018 2,567
3,623 4,423
2,648 2,981
0 0
6,271 7,404

Assets
Current assets
Cash
Accounts receivable
Inventory
Prepaid expenses
Total current assets
Non-current assets
PP&E, net of accumulated depreciation
Total assets

Liabilities
Current liabilities
Accounts payable
Line of credit
Current maturities of long-term debt
Total current liabilities
Long-term liabilities
Long-term debt, net of current maturities
Total liabilities

Equity
Common stock
Additional paid in capital
Retained earnings

Total equity

Total liabilities and equity

Dec. 31, 2023

Dec. 31, 2024

1,773 2,000
7,750 8,852
4,800 5,700
456 1,849
14,779 18,401
10,913 10,932
25,692 29,333
5,665 6,656
792 1,375
500 500
6,957 8,531
5,000 4,500
11,957 13,031
15 15
5,000 5,000
8,720 11,287
13,735 16,302
25,692 29,333




Cash flow from operating activities
Net income
Add back non-cash items
Depreciation
Amortization
Changes in working capital
Accounts receivable
Inventory
Accounts payable
Net cash provided by operating activities
Cash flow from investing activities
Capital expenditures - purchase of PP&E
Net cash used in investing activities
Cash flow from financing activities
Revolving credit facility (line of credit)
Long-term debt
Net cash provided by (used in) financing activities
Net cash flow

Beginning cash balance

Ending cash balance

2022

3,034

499
2,340

2,340
2,000
4,340

2023

3,337

715
2,478

2,478
4,340
6,819

2024

3,671

787
2,726

2,726
6,819
9,545

2025

4,038

866
2,999

2,999
9,545
12,543

2026

4,442

952
3,298

3,298
12,543
15,841




Assets (in millions) Liabilities & Owners Equity (in miliions)

( N

CURRENT ASSET CURRENT LIABILITIES

Cash $92 Accounts payable $92
Accounts receivable $50 Short-term debt $50
Inventory $30 Total current liabilities $50
Total current assets $172

LONG-TERM LIABILITIES

LONG-TERM ASSETS Long-term debt $200
Equipment $230 Total long-term liabilities $200
Buildings $90
Total long-term assets $320 OWNERS’ EQUITY
Stock $2
+Additional paid-in capital $50
+Retained earning $30
Total shareholders’ equity $172

TOTAL LIABILITY & OWNERS' EQUITY

K TOTAL ASSETS $492 j




Statement of Cash Flows

Net income

Depreciation

Change in accounts receivable

Change in inventory

Change in prepaid expenses

Change in accounts payable

Change in accrued expenses
Cash from operations

Change in fixed assets (CAPEX)
Cash from investing

Change in debt

Change in contributed capital
Cash from financing
Beginning cash

Change in cash

Ending cash

500,000

Year 2

$720,100

120,300

173,462
12,000

611,973

500,000

208,973

708,973

Year 3
$ 785,516
140,000

28,721

65,429
12,480

841,534

708,973

444,534

1,153,507

Projected

Year 4

$ 855,582

160,000

(5,192)
49,556
12,979

931,085

1,153,507

531,085

1,684,592




Balance Sheet Graph

Cash & equivalents As of December 31, 2023

I All figures in billion USD Accounts payable
23.6 64.1
[ Current
Current
1354 154.0 Other current
Account receivable ey epess :
5g o Assets Liabilities 60.8
Inventories 352.8 302.1
— Deferred revenue
4.9 — 79
Vendor receivable
32.7 Commercial paper
Other current 10.0
21.2 Short-term debt
11.1
l Long-term debt
99.0
Long-term
I Fixed 148.1

217.4 Retained earnings . - Other non-current

(3.1) 49.1
Other non-current - Accumulated loss Shareholder’s equity
54.4 (11.1) 64.9

_ .




Income Statement as Waterfall Chart
All numbers in billion USD

Revenues 11 137 26.0
Total costs and expenses -84.7 -110 -25.8
Operating income %264';0) 2(169';2) ?1;)
Other income (expense) 1.0 8.6 7.5
Income taxes -14.5 -4.2 10.4
Netincome (1%, 18.001EZP.S7) (22%, 43.7(;3 I?PS7) (70%, 25.73ESF;_3)
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Key Financial Ratios

Price to Earnings Ratio Debt to Equity Ratio Current Ratio
1 1.
Q2 FY24 Q2 FY24 Q2 FY24 2.4
2 2
Q2 FYX1 9 A 33% Q2 FYX1 1 V 14% QFYX1 2.4 0%
Return on Assets Return on Equity Return on Investment
1 1
Q2 Fy24 | 22% Q2 Fy24 | 8 Q2 Fy24 | %
% %
19 15 18
2 FYXi A 16% 2 FYX1 A 20% 2 FYX1 V 28%
? % ? % ? %
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Internal
Business

Learning &

Growth

PARETO ANALYSIS FOR STRATEGIC DEVELOPMENT

If we satisfy the needs of
our customers, what
outcomes will our
stakeholders see?

To achieve our vision,
how must we look to our
customers?

How are we going to
satisfy customer needs
and meet financial goals?

How should the company
learn and improve in
order to achieve its
vision?

/ What makes us more money?2

What 20% of the
products/services account for
80% of the profite

Your text here

Your text here

~

What customers should be in

focus?

What 20% of customers

generate 80% of income?
Your text here

Your text here

What are our priorities in product
strategy?
What 20% of the functions are used?

Your text here

Your text here

\

What training should we repeat?
What 20% of learning activities
brought 80% knowledge to the
tfeam?

Your text here

Your text here

What caused us most loss?
What are the 20% of activities
that caused 80% of the losses?

Your text here

Your text here

~

What profit of partners should we
be looking fore Who are that 20%
of partners that generate 80% of
income?

Your text here

Your text here

What errors should we fix as a

priority?2

What 20% of the functions

generate 80% of the income?
Your text here

Your text here

A\

What infrastructure should we develop?2
What 20% of infrastructure allowed us?

Your text here

Your text here

What to do with this map?

Your text here

Your text here

How should we adjust talent
management?
What 20% of the employees consume?

Your text here

Your text here

.

Where should innovation efforts be
focused on? What 20% of business
systems?

Your text here

Your text here




FISHBONE (CAUSE-AND-EFFECT) DIAGRAM

Warehouse Customer service )

Not enough
time for
research

No longer quality
pants

Inadequate

. Understaffed
tracking

Want more choices

Outdated software No 24x7 support

Tech savvy

Not trained in

Need more space oroduct

Loss of
Sales

Phone system outdated Budget cut

Increased agency

Database crashed
fees

Damaged goods Testing rushed

Less ads and
sponsorships

Outdated screening
process

Packing not “green” Understaffed
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OODA LOOP: DETAILED

Implicit guidance and confrol
Unfolding
circumstances

ORIENTATION

Cultural Genetic Pervious
Feed fraditions heritage experiences Feed Feed
OBSERVATIONS
forward forward forward
New Analysis &
information synthesis
Unfolding
circumstances Feedback
Feedback

Unfolding interaction with environment
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ACTION PRIORITY MATRIX

PROJECT LIST . QUICKWINS S MAJOR PROJECTS

Impact Effort
Task 1 2 °

Task 1 8 3 Task 3

%; Task 2 °
Task 2 9 4 T Text here 3 Text here

A
Task 3 9 9

Text here Text here 4 . _
Task 4 7 6

Y VAN /
Task 5 2 2 8_ 1 2 3 4 5 3 7 8 9 10

E [ N6 [ ™
Task 6 2 6 —
Text here 8 3 ° 7 Task 5

Task 6
Text here 9 4 v 8

2
Text here 9 9 S 9 Text here
Text here 7 6

1555 145k S
Low < Effort > High
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DMAIC

Identify the needs

Problem:

Customer (VOC, CTQ):

Process to improve:

Project goal:

Project scope:

Assess the
current process

Find the gap between
current & required
performance

Create process
performance baseline

Check measurement
for accuracy &
precision

Establish a high-level
baseline

Establish a high-level
baseline

Evaluate Current
Processes

Problem causes:
(prioritized list)

How process inputs
affect outputs:

Locate root causes:

Make Changes to
Improve Processes

Brainstorm solutions

Find simplest &
Easiest solutions

Test solutions
(Plan-do-check-act)

Anficipate risks

Create
implementation
plan

m > m > ANALYZE > IMPROVE > o{e] ] ] {e]}

Maintain Improvement

Monitor improvement

Create a control plan

Update documentation
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DELPHI METHOD

Step 06

Step 04

/StepOQ\
/—\ >
P 8

&
& Step 01

v

FINAL REPORT

A A
v v

FACILITATOR FACILITATOR

<«
<«

e ) e ) e )

It includes several cycles

The Facilitator take The expert team takes of feedback, as required. .
. N . The Facilitator take
assessments from the feedback from the In this, facilitator compiles
N . assessments from the team
team of experts for an facilitator and revise the the responses and create L
of experts for an individual

a set of data to send back
to the expert team

N J - J N /

individual responses
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Topic/subject

Explore ideas to acquire & retain top talents

v FOCUS
OBJECTIVE X
\ 3 Ideas we can implement by the end of the first quarter /
HATS v TIME
@ Feelings about focus 1 Min.
Facts about focus 10 Min.
SIX THINKING HATS — ™= —
L), Reddots 5 Min.
Why idea would work 2 Min. x3
Why idea wouldn’t work 2 Min. x3
Q) Overcome faults 4 Min. x3
@ Commitment check 1 Min.
@ Next step 10 Min.
@) Process review 10 Min.

CLUSTIV
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Competitive
Strategy




VRIO IN CONTEXT

VAV ViV
IR
R

Sietesed
PV

oo MACRO-ENVIRONMENT
Substitutes y

Economics

Technology

Social factors

Political landscape

Environmental factors

MICRO-ENVIRONMENT

Product substitutes

New enfrants

Competitor Suppliers Competitors

< B LRLILR SRRt atae.
B, P RIRRIIIIIR ERERRILIK
S TG SIS TS P,

Suppliers & buyers

INTERNAL ENVIRONMENT (VRIO)

Employees

aaa RS EEEE LI LI
%:vgvvw;vvv;vv‘ ATV ViV ViV VvV
PiV.V-V.V.9.9.9.9.9:8 LWV V-V.V.V.9.9.9.9.9,
NaVaVATAVAVAVAATA AVATaVAaVa AT A
XXX XXX XX X
EEEEEEN

[ ]
[ ]
; o Assefs
[ ]
[ ]

Technology
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FOUR DIMENSIONS OF VRIO FRAMEWORK

Do you control scarce Do your company have
resources or capabilities? organized management systems,
Do you own something processes, structures and
that's hard to find yet culture to capitalize on
In demand resource and capabilities?

SUSTAINED
RESOURCE INIMITABILITY ORGANIZATION COMPETITIVE

ADVANTAGE

Do you offer a resource that Is it expensive to duplicate your
adds value for customers? Are organization’s resource or
you able to exploit an opportunity capability?e Is it difficult to find

or neutralize competition with an an equivalent substitute to
internal capability?2 compete with your offerings?e

CLUSTIV




SUMMARY OF VRIO MODEL

. Is the firm .
. s . " Is it hard to . What is the
Is it valuable? Is it rare? - 2 organized "
imitate? result?
around?
@ Competitive
disadvantage
@ @ Competitive parity
@ g @ Temporary competitive
advantage
@ Q Q @ Unused competitive
advantage
Q @ Q @ Sustainable
Advantage
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VRIO ANALYSIS 0
FOR BUSINESS  ° v a = -

COMPETITIVE
( VALUABLE X RARITY XOSTLY TO IMITAXORGANIZATIONX IMPLICATION )

Competitive parity

E-commerce

Competitive parity

Sustainable

Competitive

Sustainable

Competitive

Customer service

Competitive

ﬁ .




COMPETITIVE ADVANTAGE: What makes the company strong?

COSTS

DIFFERENTIATION

COST LEADERSHIP DIFFERENTIATION
, Strategy: be the most . Strategy: be a distinctive company,
PO RTE R S G E N E RIC competitive company in cost in recognize for its uniqueness, quality or
the entire market personality

COMPETITIVE
STRATEGIES

targeted?

MARKET SCOPE: What part of the market is being

COST FOCUS DIFFERENTIATION FOCUS
§trategy: be very competitive . Strategy: have a differentiated
in cost in a particular product roduct or market niche

or niche P

‘_[ .



BLUE OCEAN: CREATE STRATEGY CANVAS

PRODUCT TO BE COMPARED PRODUCT A | PRODUCTB | PRODUCTC WEIGHTED SCORES PRODUCT A | PRODUCT B | PRODUCT C

Attribute A

Attribute B 2 3 3 0 0 0
Attribute C 3 5 5 0 0 0
Attribute D 3 2 2 0 0 0
Attribute E 3 1 1 0 0 0
Attribute F 5 1 1 0 0 0
Attribute G

CLUSTIV




BLUE OCEAN: CREATE STRATEGY CANVAS

B CG % QUESTIO<I>\| MARKS
GROWTH-SHARE
MATRIX

Low RELATIVE MARKET SHARE High

PORTFOLIO LEVEL ANALYSIS

Dogs hold low market share compared Cash cows are the most profitable Question marks are the brands that hold Stars operate in high growth industries
to competitors and operate in a slowly brands and should be “milked” to low market share in fast growing and maintain high market share; Stars
growing market provide as much cash as possible. markets consuming large amount of are both cash generators and cash users
cash

CLUSTIV




Identify key attributes that are relevant for your market and set them as axis on
PE RCE PTUAL MAP Fo R the map below. For a single brand you may have multiple perceptual maps on
varying axis. Another good idea is to put the competing brand logos here next to
co M P ETITIVE ANALYSIS the dots instead of the <Brand X> text. You can also show where you want your

brand to move or map other brand movements with this tool.

HIGH QUALITY

® XYZCo. ® Brand1
»
® Brand4
® Brand7 ... @ XYZCo.
- ® Brand5 ® Brand3 :
8 ® Brand5 5
O ® Brand2 (:F’
= (@]
0 2
® Brand 13
® Brandb6 ® Brand9
& @ Brand 12 o Brand 14
® Brand 10 Brand 11
® Brand 15

LOW QUALITY

‘_[ .



COMPETITIVE PRICING

FIRM A:
COSTLY PRICING METHOD

Complex
Product Pricing
Method

Firm A
Price

FIRM B Competitive Pricing
COMPETITIVE PRICING

Firm B Price

Product _ _
= Firm A Price




COMPETITOR
IDENTIFICATION

Problem
(What)

Customer
(Who)

Solution / Product
(How)

DIRECT COMPETITOR

Same customer, Problem and Product Category<

DIFFERENT PROBLEM

Solving a different problem for the same customer
but in a similar way

DIFFERENT CUSTOMER (INDUSTRY/VERTICAL)

Solving the same problem in a similar way but for
different customers

DIFFERENT PRODUCT CATEGORY

Solving the same problem for the same customer
but using different approach




COMPETITIVE MATRIX

COMPANY A

* High quality products
* Price competitive against XYZ
‘ * Weak after-sales service

High End

Company B
COMPANY B

. ............. > * High end products
* For younger demographic

A Company C

Mid
Range

COMPANY C

o
v

Good price/performance ratio
Easy to operate

Target industry: young professionals
No system or software support

Company A

COMPANY D

* Localized fraining and services
* Target industry: young professionals
* Lowering prices to compete with Company C

Low End

Company D




PRIORITY

M . XYZ’s continuous commitment to .
arketing banking
Strategy
Brand awareness building ‘
Create Demand
(Market Facing) Brand awareness building '

Objectives Government
Strategy

* Build XYZ brand name
* Grow the new market

Premium product/service,
Solution focused

Product * Quality product
Strategy * Meet customer requirement

* Cost effectiveness
Standard product

D E R E T

(Internal Capabilities)

» & @

* Strengthen relations with channel
* Account plan & solution focused

Objectives Channel * Increase the number of channels
Strategy * Increase new industry penetration

* Build internal infrastructure

° Retain market leadership * Increase number of channels
* Expand geographic coverage

¢ O

CLUSTIV




PRODUCT PORTFOLIO
STRATEGY

HIGH VOLUME

MAINTAIN & ENHANCE

Closely monitor competitors’ encroachment High
on the ftarget industry, adjust product Volume
strategies according to the buyer value Offerings

migration in the industry, and enhance
customer service and solution capabilities

High

OUR CAPABILITY

MID VOLUME

REACH & EXPAND

With moderate effort, enter this segment early,
watch for opportunities in the non-major
clients and large users with financial
capabilities

Mid
Volume
Offerings

LOW VOLUME

%

Low
ENTER & GROW Volume

This segment represents the most rapidly Offerings
growing sector with the greatest potential.
Our product strategy should be to enter
aggressively and help customers grow to a

N\

Low INDUSTRY GROWTH High




REVENUE VS. MARKET SIZE

The new product expansion strategy will enable us to achieve a CAGR of 56.3% in
sales revenue. The total sales of USS 43M sales in year 5 will be made of
approximately $30M from high end products and about $13M from new products.

YEAR YEAR YEAR YEAR YEAR CAG
1 2 3 4 5 R

Market Size 18.0 o 9 Se) SiCke) 86.0 47.9%

XYZ Share 40% 40% 40% 45% 50%

XYZ Sales 7.2 10.4 iS5 STl 43.0 56.3%
Market Size Ll LAl 11559 Pi5es S749) 49.3%

XYZ Share 85% 85% 80% 80% 80%

XYZ Sales S5 rS 155 20.4 29.6 46.3%
Market Size O] 0.9 i 6.3 13.4 146.8%

s cwstv =




TESTING CORE
COMPETENCIES

Does it provide customer benefits?

s it difficult fo imitate?

Can it be leveraged widelye

COMPETENCY 1 COMPETENCY 2 COMPETENCY 3

X v X
v X v
v X X
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COMPETITIVE PORTFOLIO ANALYSIS

COMPETITOR A

CRITERIA (AREAS OF ADDITIONAL COMMENTS ON

CATEGORY OBSERVATION) STRENGTHS & WEAKNESSES

Marketing and sales Text here
MARKET Sales structure/locations Text here
Price/performance ratio Text here
Quality Text here
PRODUCT Cost structure/ cost advantage Text here
Enterprise Text here
Liquidity Text here
FINANCES
Cost development Text here n
Working climate Text here

STAFF
Staff training & education Text here

‘ CLUSTIV
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SUSTAINABILITY




Sustainability Highlights

We entered long-term

strategic relationship with Introduced a digital
Company XYZ to accelerate platform to unify
the commercialization of Contracted largest solar power customer experiences
autonomous vehicles project to date and ended 20XX for EV Owners

with 21% of global energy

. demand met by renewable energy
Committed to

Increase financial introducing 30 new )
commitment to $27 billion EVs globally by 2027 '
through 20XX for EVs and AVs
< |
|
()
o |
Announced aspiration to | ®
eliminate tailpipe emissions | |
from new light-duty vehicles ® o ° ®
by 2025 : |
© ® Achieved a 96% response rate
i | Announced intent to hire from select suppliers in CDP
| 3000 new employees to Supply Chain Survey, exceeding
Y support engineering, our goal
design.
Committed to equip 22
Announced aspiration to become the Set science-based targets to vehicle models globally with . e
most incIu.:i’ve company in the become carbon neutgral in new AV system by end of Announced maximum range of _Inspected 5 millions U.S.
world, appointed an inclusion global products and 2027 EVs as up to 450 Miles on a full individuals through nearly 35
’ illion in funding to 357
Advisory Board and committed $10 operations by 2026 charge miffiion in TUNding to

nonprofit partners

million to support organizations that
promote inclusion and social justice




GHG Emissions
Throughout
the Value Chain

Transport, Use, Waste

Procurement of Raw .
: } Production . .
Materials & Parts Disposal/Recycling
SCOPE 3 ~5,  SCOPE 1 £1_ SCOPE 3
5 5 5 O
Upstream Direct Emission il Downstream
09. Downstream
) 1. sp:r'::(‘::zed goods and Direct emissions from in- . transportation
9.1% Subpliers. etc 1.7% _house fuel use and 0% And distribution
[RNErS, Qs industrial processes Shipping companies
2. Capital goods \_ J 10. Processing of sold
’ - . product
1.7% et Construction companies, Ve N N/A Processor of intermediate
’ roducts
3.  Fuel-and energy-related @ SCOPE 2 P
9 includedai‘:r:lt-“”tIes ns::to el :Erwndeirrg\c/TREerlr\?sTseign e lealerodicts
0.3% e P 83.2% Product end users
Extraction companies etc. ; feci
4. Upstream P Indlrect.em|55|ons fr.o.m 12. End-of-life treatment of
transportation & 0 e @ s a iy e sold roducts
° P 2.9% heat purchased by the 0.7% P
0.1%  distribution /70 Waste treatment

Shipping companies

company

J

0.1%

0%

0.1%

Scop
el&

5. Waste generatein "\
operations

Waste treatment
companies

6. Business travel
Transportation companies

7. Employee commuting
Transportation companies

8. Upstream leased assets

Leasing companies

companies

13. Downstream leased
0%  assets
Users of leased assets

14. Franchises

N/A Franchise members
. 15. Investment
0.1% Investment destinations

CLUSTIV




Consumers Willingness

% of Consumers willing to pay more for goods and services from socially responsible companies

NORTH AMERICA EUROPE
ASIA-PACIFIC

20X

20X

MIDDLE EAST/
AFRICA

LATIN AMERICA
GLOBAL AVERAGE

‘_ [ .



Materiality Matrix

This list of 17 material topics specific to our business includes issues that we intend to manage,
measure and report on. These what our stakeholder are most interested in understanding.

High

Governance

Climate change ) Safety

Risk management
) Human rights

) Diversity
Water & recycle

Environment

Importance to
stakeholders

Professional

Governance Sustainable Profit

. Engagement

& People & Safety Energy & chemicals

Innovation

Low

Low Business Impact High




Low Density
D Medium Density
e High Density

-

Resilient Sourcing

1

No
Poverty

MART

Sustainable Development Goal (SDG)

Quality
Education

Gender
Equality

8

Decent
Work &

Econorgic
II

9

Industry,
Innovation

10
Reduced
Inequalities
-~
=)

b 4

12 13 14 15 16
Responsible Climate Life below Life on Peace,

Consumptio Land Justice &
Strong

-~
‘... Instigsions
1 -_

—_— :

Safe & Sustainable
Sites

Climate Change &
Energy

Professional
Excellence

Sustainable Profit
Portfolio

Business Driven
Innovation

Valuing Customer
Relations

TOTAL SGD
\ CONTRIBUTION

CLUSTIV




ESG KPIs

ENVIRONMEN

SOCIETY

Achievements in FY

Progress made toward the goal

2020 and achievements in made Target
FY 2021 20% or higher
9% v FY 2030 100% (carbon neutrality)
FY 2050 (Maintain 100%)
v FY 2021 246% or higher
24%, 7 Fy2050 50%
14% v FY 2021 12% or higher
4 FY 2050 50%
Approx. 35,000 people o FY 2021 37,000 people
.3.000 I
[Achfz;ig:zhead c?fizﬁ:dulej v Fr 2021 3000 people
354 people (Achieved ahead v Y 2021 5T el
of schedule)
FY 2024 15%*
10.1%* [10%] 4
FY 2030 30%*
11.6%* 7 FY 2024 15%*
[10%] 7 FY 2030 30%*
800 people*2 [800 people] v - -
3 cases 2021 0
0 cases v 2021 0
314 cases 2021 Halve the number compared to 2018 (253 cases)
4cases 2021 Halve the number compared to 2018 (3 cases)

CLUSTIV



STAKEHOLDERS

Customers

Shareholders and
Investors

Suppliers

Employees

National and Local
Governments,
Industrial Associations

Local Communities

Academic Associations
and Research
Institutions

NGOs and NPOs

Global Environment

Stakeholder Engagement

MAIN ROLES

Creation of better products and services, response to
complaints, appropriate disclosure of information on
products and services

Timely and proper information disclosure, obtaining fair
recognition and support from capital markets, reflection of
shareholder and investor viewpoints in corporate
management

Building fair and sound business relations, smooth
information sharing toward better partnerships

Proper treatment, promotion of occupational health and
safety of human capital

Compliance with domestic and foreign laws and
regulations, policy recommendations, participation in
industry-government-academia collaborative projects

Fulfillment of responsibilities as a corporate citizen,
involvement in local communities

Promotion of technological innovations, participation in
industry- government-academia collaborative projects

Incorporation of diverse public opinions, promotion of
stakeholder- focused management, social contributions
through nonprofit activities

Realization of a decarbonized society, a resource efficient
society, a harmonized society with nature

MAIN DIVISIONS

Quality Assurance/Sales

Public Relations and IR

Procurement

Public Relations/ Human
Capital

Government and External
Relations

Social Contributions/All
Business Divisions

Research and Development

Sustainability Promotion

Environment/All Business
Divisions

MEANS OF COMMUNICATION (Result in FY 20XX)

Customer satisfaction activities
Advertising activities
"Global Brand Campaign"

Financial results briefings (quarterly)
One-on-one meetings with institutional
General shareholders' meeting (annual)

Procurement activities
CSR monitoring (271 companies)
CSR procurement seminars (450 companies)

Intranet, in-house newsletters
Training
Employee survey (annual)

Academic research for policy recommendations to
international organizations and national governments,
lobbying activities

Policy council participation (Japan)

Participation in business and industry associations
(Japan)

Contribution to local communities through business
Participation in volunteer activities

Open innovation (joint research)

Stakeholder dialogues (annual)
Dialogue through collaboration

Stakeholder dialogues about environment (annual)



FY 20XX RESULTS

ITEMS INDICATORS FY 20XX TARGETS (ACHIEVEMENT ENALEY, 206X
: TARGETS
m Promote Environmental Human Environmental human capital development of the Company XYZ
— Capital Development
ﬂ- Enhance Global environmental Implementation rate of voluntary environmental audits (number of implementing sites/number 50% 34% 80%
management of sites outside EU)
o A DECARBONIZED SOCIETY A RESOURCE EFFICIENT SOCIETY A HARMONIZED SOCIETY WITH NATURE
© I
4 kY FY 2022 2022
u FY Rzgﬁﬁs FanYaI FY 2022 Results Final FY FY Results F':Y‘-"I
Items Indicators 2022 (Achie 2025 Items Indicators T (Achieve 2025 Items Indicators 2022 (Achie 2025
Targets g ment Targets Targets vemen
vemen Targets Level) t Targets
t Level) Level)
_—
:;digscii:féf Reduction rate of 20%
o b .
m product and CO.Z emissions per 20% Kk 21% Reduction ) Redu_c‘uon
. unit (Base FY 2022) Enhanci p Chemical rate in
services nhancing rate in h
H -~ o substances Reduce chemical o
efficiency water use o 24% o h - . o 33% o
) ; 24% 26% (Factories chemical atmospheric 17% 18%
Address in the use per unit * %k s L * Kk
: Water . and emissions emissions per
climate circulation of water (base: FY offices) unit (base: FY
w change risks Identification and review of risks and opportunities (factories 2022) 2022) )
and
opportunities ?)?F(ijces)
E Reduce CO, )
g:!f:;?ii?; Egdg::g:igztsep:fr 8% 1.4% 9% ?:35;2? Promotion of measures based on water risk survey ;alculation of negative impacts (er?v.ir.onmental
: (factories and n'zt (Base: FY 2022) * % risk results Reduce impact assessment of business activities)
ofﬁces; unt ' impact on
o natural
Reduce CO, Enhance capital . R
S cisions cfency  Reducton Caction of posie mpacts forest
° mmm from Resource in the use rate in zn
> transportation circulation of waste and
(Shipping)Red o 1% o - resources valuables o 14% o .
Jction rate of 10% Kk 11% gfggtones Reduce generatio 11% * kK 12% tC(;)ntnbute
: gr? :rsg;;ortahon offices) ?:gycle ?B;;ig:umt ecosystem Promotion of ecosystem preservation activities
m consumption waste 2022) preservatio
per unit materials n
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Team Education Timeline

Targe Introductor Beginnin Intermediat Advance
y g e d

Introductory training for new employees

Online e-learning: Eco Mind Education
All (General topics: Global environmental issues, environmental law, etc.)

Employees

General

Online e-learning: Eco Mind Education
(CLUSTIV Topics: Environmental Policy, Environmental Action Plan, etc..)

Basic Environmental Management course for working-level employees
(Management of waste, air/water quality, and hazardous materials;
development and operation of management systems; etc.)

Working-Level

Education for Eco-Factories
Employees

Eco-Product development training

Risk communicator training

Specialized

Education for Eco-Factories
Internal

Environmental ISO 14011 Auditor SO 14011 Senior Auditor
Auditors Certification Training Certification Training




04
ENVIRONMENTAL

A viable natural environment

03
SOCIAL

Nurturing

Community

Sustainable Development Goals

GOVERNMENT

Government Economic
Funded Development
Programs Policies

©)

ENVIRONMENTAL

Sustainable

Development

Naturally, Equitable
Structured Social
Environment Environment

&4

SOCIAL

01

GOVERNMENT
Vision & direction
Enabling conditions
Set rules/regulations
Public services

Resources

02
ECONOMIC

Sufficient

Economy




Growth Strategy



INDUSTRY ATTRACTIVENESS

BUSINESS STRENGTH

STRONG MEDIUM WEAK INVEST/GROW

Our business can reach this
s scenario if in a moderate to highly
ption attractive industry with a moderate

to highly competitive position.

HIGH

J Option A

attractive industry or extremely highly
competitive position in a less attractive
industry.

) Option F HARVEST/DIVEST

ATTRACTIVENESS

J Option E Moderate competitive position in an
Option C

MEDIUM

Option B Appropriate if we have a low
competitive position, is active in an

unattractive industry, or a combination
of the two.

Low




INDUSTRY ATTRACTIVENESS FACTORS

l;{AléicK)ER'I;ATTRACTIVENESS WE'II'GH RATING (0-10 Scale) TOLTA
ﬁ::jos?erneedsandbehav,orunmet05 ......................................... ‘......... ......................................................................
‘ Segment size and growth rate 0.2 90000000
‘ Macro trends 0.3 I JF BP R e R R B e
Total: Market Attractiveness 1.0 8.6
.. Opportumtyforcompehm/eadvantage .............................................................. 05 ......................................... """ ....................................................................................................
Capabilities and resources 0.2 o000O0
Industry attractiveness 0.3 o000O0OOOS

;. Total: Competitive Position 1.0 8.6




INDUSTRY LIFECYCLE ANALYSIS

EMERGENC GROWTH MATURITY DECLIN
E E

MARKET SIZE

Emerging Solution

o
et

......................................................................................................................................................................................................................................................................

......

High growth potential, Low growth, high

Fragmentation, no

INDICATORS I|m|‘ted or no dominant player concentration, stable No grow’;h, restricted
regulation, no direct . regulation, mature financing, losses
- shapeable regulation .
competition industry
. Increasing (Weak Strong (Stronger .
RIVALRY AMONG PLAYERS Low (High Product buyers, low entry buyer, higher entry Extreme (Many exits,
Differentiation) ) . price competition)
barriers) barriers)
STRATEGY FOCUS Innovation Ability to grow Market share, lower Ramp down,
costs disengage

CLUSTIV




BCG GROWTH SHARE
MATRIX

4

o

Product

Product A

Product B

Product C

Product D

Market Share
(20XxX)

15.4%

9.3%

5%

1.05%

Market Growth
(20XX-20XX)

27%

2%

-5%

17%

N

Relative Market
Share (20XX)

0.62

0.46

0.25 (Appx)

0.07

J

Stars operate in high growth
industries and maintain high
market share. Stars are both
cash generators and cash
users

Cash cows are the most
profitable brands & should
be “milked” to provide as

much cash as possible

Question marks are the
brands that hold low market
share in fast growing
markets consuming large
amount of cash

PRODUCT C

Dogs hold low market share
compared to competitors
and operate in a slowly
growing market




BLUE OCEAN BUYER UTILITY MAP

® Current Industry Focus @  Blue Ocean Offering

| SUPPLEMENTS ) ( MAINTENANCE

DISPOSAL
Customer ~ Q ~
Productivity -’ -
simplicity o (] [ (]
Convenience (] (] (]

Environment
Friendliness Q Q 9

‘_[ R



THREE HORIZONS GROWTH MODEL

A
| HORIZON
3
| HORIZON
ki
3
...... >
Executing to defend, Extend, and o A . Uncovering options future
) - e Resourcing initiatives to build new o )
FOCUS increase Profitability of existing . opportunities placing bets on
) businesses i
businesses selected options
Annual planning and forecasting; Business building strategies: o i :
OUTPUT Detailed plans for growth through investment budget, detailed Elz(;:slr?\:}sé;csoiﬁlore. Qi prolect
adjacencies business plans for new ventures )

CLUSTIV




ANSOFF PRODUCT GROWTH MATRIX
e S

1 [ MEDIUM
RISK 1N RISK

Product Product
i 5 Line D

T ————————

New Markets

Diversificatio

MEDIUM 0 [ HIGH
RISK 11 RISK

Product Product
Line F Line G Product
Product Product Line |
Line E ; B Line H

L2
o)
V4
—
o}
=
(o)
£
=
2
>
L

Market Product

- Market

Existing Products New Products

‘_[ .




GROWTH SPENDING

TYPES OF GROWTH STRATEGY

Market

Penetration
Strategy

Existing Products/Services

Market
Development
Strategies

Existing Market

New Market

New Product/Services

Diversification
Strategy

SPENDING ON GROWTH IN PAST 12

MONTHS
GROWTH STRATEGY FEB-20XX FEB-20XX
( Market Penetration Strategy 51.1% 53.2% )
C Product/Service Development 24.2% 22.3% )
Strategy
Market Development Strategy 15.0% 15.0%

( Diversification Strategy 9.7% 9.5% )




GROWTH STRATEGY

Organic Growth

Existing Customers New Customers New Channels

Modernization

Increase Average Sale New Target Markets Channel Partners Process
Increase Frequency New Offerings Vertical Integration Technology
New Offering Horizontal Integration Economies

Retention Online







Idea Evaluation

Name / Title of Consulting process improvement

Type of O Radical innovation Q Improvement innovation O Routine innovation

- Consulting service of supply chain related Quality service with a specific time limit,
Descriptio problems in the market Benefits or ensuring low cost
b A Optimal outcome for both parties & y Unstable business environment & low-
0 jectiv their mutual growth in the future Risks cost outsourcing opportunities
\
Feasibility Market Potential
Very High “ Medium Low Very Low Very High High Medium “ Very Low
Necessary Investments Strategic Fit
Very High High Medium “ Very Low Very High High Low Very Low
Conclusion Overall Evaluation
Potential business idea which is timely for the market Very High High Low Very Low
\ J

CLUSTIV




Strategy Fit Checklist

: )
THE INNOVATION mwwm COMMEN

T
It helps us to realize our vision Q The innovation foresees market

It helps us to achieve our objectives 0 Helps maintain long term planning
It supports our market position goals Q Makes our market position better

It concurs with our tech strategy Perfectly uses tech support

It meets the Logistic strategy needs ﬂ Balance work-play in organization
It provides competitive advantage 0 Customers choose us rather others
It builds on our core competencies ” Helps maintain continuousness

. J

‘_ [ .



Organization

Product

Delivery

Competition

Technology

Macro factors

STRATEGIES

Cultural shift

Organic growth

Al use

Stay innovative in
the game

Use of Emerging
technologies
to solve the problems

ESG factors,
Geopolitical

DISCOVERY DRIVEN

ASSUMPTIONS

Need to
innovative
approach

Capture right talents to
grow own
innovative products in the
markets

Use of Al will automate the
process and reduce
resource cost

Scan environment to be
competitive in the
market

Technology driven Culfure
establishment to stay on
TOP

Look into ESG scale
as well as
Geopolitical factors
to draw risk factors

HORIZON

Horizon #2

Horizon #2

Horizon #3

Horizon #2

Horizon #3

Horizon #2

PLANNING

CONFIDENCE

What is your confidence
the assumption is correcte

(1=Lowest; 10=Highest)

CRITICALITY

How critical are the
assumptions?e

(1=Lowest; 10=Highest)

OVERALL SCORE

Score of 15 or higher

indicates top priority

assumption for your
overall plan

12

18

12

18




The Kubler-Ross Change
Model Curve

Create Alignment Maximum Communication

Spark Innovation Develop Capability Share Knowledge

o3
-
<
o
o
=

Shock Denial Frustration Depression Experiment Decision Integration

Surprise or Disbelief: Looking for Recognition that Low mood: Initial engagement Learning how to work Change integrated: a
shock at the evidence that isn’t things are different: lacking in energy with new situation in new situation renewed individual
event true sometimes anger

CLUSTIV




Innovation Ambition Matrix CORE

Optimize existing products for existing customers

10 Return on investment

Allocation of resource

NEANERES

ADJACENT

Expand from existing business into new business

20 Allocation of resource

Return on investment

e
Ll
oc
Ll
I
=

TRANSFORMATIONAL

Existing markets

Use existing product & assets Develop new products & assets

70 Return on investment

Allocation of resource




CONCEPT SCREENING

I = Lowest, 10 = Highest CONCEPT A CONCEPT B CONCEPTC CONCEPTD

Strategic alignment 3 3 3 3
Market size 4 4 4 4
Market growth forecast 5 5 5 5
“Wow” factor/value 2 2 2 2
Technical feasibility 3 3 3 3
Manufacture feasibility 5 5 5 5

Deliver feasibility 1 | 1 1
Profitability 1 | 1 1

Competitive advantage 5 5 5 5

TOTAL

‘_[ .




Create the criteria against C S -

O ‘l which the potential ideas o n ce pt c ree n I n g
for a new product/service
will be compared.

CONCEPT A CONCEPT B CONCEPTC CONCEPT D

Identify alternative concepts Strategic alignment 5 2 : 4

O: ! or existing products on the
. Markeft size 3 1 3 3
market for the new idea

to be compared.

Market growth forecast 4 3 3 1
Wow factor/ concept value 2 4 2 3
Rate concepts against
P 9 Technical feasibility 3 2 1 4
O : ; each other and tally the
results. Have a meeting Manufacturing feasibility 1 5 5 1
around the top ones.
Delivery feasibility 2 1 1 1
Select one or more of the Competitive advantage 1 2 2 2
O best concepts to be
| further developed. Take Column Total & e 2 2

suggestion from others.
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70-20-10
RULE

Short term, lower investment & risk Long term, higher investment & risk

CORE INNOVATION ADJACENT INNOVATION DISRUPTIVE INNOVATION

Small changes in processes, products, New markets, product categories, and Breakthrough that change the game (new
services, etc. other major advancements to the business business models, blue oceans, efc.)

‘ N N\

*  Automate the business and process * Expand product in health market * Develop new Al product in grow new
business line

ACTUAL GOAL

* Add AlIP in the product * Product innovations adding Al
capabilities to grow in adjacencies. * Introduce brand new revenue business
models to outperform competition with

help of partnership approach.

EXAMPLES

CLUSTIV




INDUSTRY ATTRACTIVENESS

A
I o Company A
O
X
o Company B
a
(]
c
(]
= O - [
o
£ o Selectivity/Earning
<L
P o o Company D
©
>
O
c
- o Company E
H 0 Harvest/Divest o Company F

HIGH

>
Strength of Business Unit

‘_[ .




Process
Opposite
Swap

Recognize

Simplify
Smaller
Split

Parts

Another
Other

Recycle

Maximize

Extra

Minimize

SCAMPER Mind Map

-

ELIMINATE \

PUT TO ANOTHER USE /

=D

/ SUBSTITUTE

COMBINE

K-

Materials
Process
Rules
Product

Integration

Ideas
Talents
Resources

Objectives

Product
Context
Ideas
Emulate

Process



MILESTONES

DECISIONS

GATES

FRONT-END BACK-END

Opportunity

e Business
strategy

o Customer &
consumer
benefit
priorities

o Market
trends &
insights

» Technology

Validate
priorities

Early concept

Concept
complete &
validated
Strategic
alignment

e Business

potential

e Early IP

assessment

Fund proof
of concept

Phase-Gate Process

Business case

» Rapid
prototypes

» Tech
feasibility
complete

e Customer
opportunity
identified

e Business case

Start customer
engagement

Validation Setup
Product « Plan
definition complete
Rapid tooling  « Build/ buy/
Low-volume partner
develop analysis
Customer complete
commitment

Start Staff

project team

Concept

» Prototype
built

e Design
complete

o 3" party
SOW
complete

Fund
development

Development

« Pilot
complete

e Product
document

 Industrial
plan
complete

Sign & fund
Third party

Implementation

» Technical
documentation

e Mold/ machine
construction

e Sampling

Start
production

Launch

« Deliverables
sign off
e Production

Launch
production
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Execution Framework

Change management & communications Governance evolution Program & project management

STRATEGY CURRENT STATE FUTURE STATE ROADMAP IMPLEMENT MONITOR
Digital , Business change
Target operation Project portfolio . _
transformation Digital assessment del implementation Transition to
mode
strategy Requirements Technology change steady state
Channels management imnlementation
Performance & Architecture Culture & people
stakeholder value Gap analysis and People evolution change management Ongoing
analytics prioritization Detailed Risk management maintenance
Process implementation Business continuity
Value assessment olan management
Data and reporting
Technolo :
. . &y Launch, go live Continuous
Digital maturity level Initiatives integration
Vision Release improvement
Service model and prioritization
management
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Overall
strategy

Product
strategy

Marketing
strategy

Channel
strategy

Customer
service

VALUE-BASED SEGMENTATION

World class technology
Customized solutfion
Premium products & brand image

Retain leadership in high-end
products

Ride the wave of digital and
remote work culture

Convey XYZ's willingness to help
customers in a digital transition
Aggressively push the idea of "Y2K"”
XYZ takes the main responsibility

Partnering with channels having
industry knowledge and solution
capability

Consistent, responsive customer
service

Customer training

XYZ takes the main responsibility

SEGMENT B

High quality products
Good price/ performance ratio
Scalability & reliability

Infroduce mid- to low-end products
Digital leads the way
Work with customers to move up

Raise product awareness through
market education programs

XYZ and channel share marketing
responsibilities

Training on XYZ's new products
Identify channels with expertise in
farget industries

Deliver standard and adequate
service
XYZ and channel share responsibilities

Cost effective
Easy to operate

Intfroduce low- to mid-end products
Digital takes the priority

Enter the market aggressively

Work with customers to grow

Emphasize XYZ products’ good
performance/price ratio

Stress “easy to operate”

Channel takes the main responsibility

Increase geographical coverage
Provide marketing support

Guarantee cost effective, basic-level
of service
Channel takes the main responsibility




B UYE R VALU ES morevalE @ @ - A SIS

EASE

SPEED QUALITY SERVICE BRAND SOLUTION OF USE PRICE
* Customizable plug-ins EXISTING — HIGH
Large enierprise A * Workflow |hTegroT|on ‘
. ‘ ' ‘ ' . * User security * Only 15% penetration
(1000+ users) * Tracking and alerts rate in the industry

* Contact sharing

* Workflow integration EMERGING — HIGH
* User security POTENTIAL

Mid-sized organization . ‘ ‘ . ‘ ‘ ‘ * Contact sharing
(100-1000 users) * Tracking and gler’rs . Effic'iency.irﬁprovemem
* Remote meeting as high priority

* Digitization agenda

* Easy navigation NONE — MINIMAL
. o o * Multi-channel
Siar’rups and IndIVIdUGIS ' ' ‘ . * The market is crowded with
(<100 users) too many smaill players, and

should NOT be our target
market




The Pyramid Principle advocates that “ideas in writing should always form a pyramid under a single

[ ] ' o [ ] [ ]
M I n to S Pyra m I d P rl n CI p I e thought.” The single thought is the answer to the executive's question. Underneath the single thought,

group and summarize the next level of supporting ideas and arguments.

Insert your introduction’s question

Insert your answer

/ | WhyorHow? | \

Supporting Argument #1 Supporting Argument #2 Supporting Argument #3
Why or How? Why or How? Why or How?
Supporting Supporting Supporting Supporting Supporting Supporting Supporting Supporting Supporting
Argument #1.1 Argument #1.2 Argument #1.3 Argument #2.1 Argument #2.2 Argument #2.3 Argument #3.1 Argument #3.2 Argument #3.3
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5 WHY

15t Why

Why is the

agency

profitability so

low?

The revenues
are too low

The costs are too

high

2" Why

Why are the
revenues too
low?

Why are the
costs too high?

Not enough new
business.

Not enough
organic growth

We Spend too
much money.

Why isn’t there
any new
business?

Why isn't there
enough organic
growth?

Why do we
spend oo much
money?

Our brand
doesn't stand
out.

There is no
outfreach to
prospects.

Staff doesn’t
know how or just
finds it tacky.

Too top heavy?

Spend too much
time on each
project?

4t Why

Why doesn’t our
brand stand out?

Why is there no
outreach?

Why doesn’t the

staff know how

to grow existing
clients?

Why are we too
top heavy?

Why do we
spend oo much
time on each
project?

Old and
perhaps dated

No on-going
system.

No money to
invest.

Never frained!

We have not
aligned our
structure with
current clients
needs.

Unclear
processed and
responsibilities.

Why is the brand
old and dated?

Why is there no
new business
system?

Why is there no
money?

Why have we
never trained
our staff on how
best grow
clients?

Why is our
structure not in
line?

Why are our
processes and
responsibilities
out of whack?

Root Cause

We need fo
refresh our
brand!

Don't know how
to set up a new
business system!

Not enough new
business and
cost too high!

Never set up a
formal plan or
trained our staff.

Our structure
needs to be
realigned with
future needs.

We've let our
process and
responsibilities
drift, no
oversight.

Recurrence

Prevention

Conduct a
branding retreat
ASAP.

|dentify
someone to help
create a new
business system!

See first step!

Set up a formal
organic growth
plan and
training
program.

Do the research,
realign structure.
Cut deadwood.

Review and
revamp agency
processes to
speed up.
Streamline!



Total
Industry
Revenue

\

Total Indusiry

Industry
Lifecycle
Framework

Profit
Industry Cycle
oy Craroctersics o Grown Moy Dscine
Growth Explosive Rapid Little Negative
Technology Rapid Changes Widespread Stable Stable
Customer Alignment with Producers No Low High High
Barriers to entry Low Medium High High
Competition None Growing Many Reduced
Market Shares Changing Stabilizing Stable Consolidation
CCompanysmaremngstotey
Objective Gain Awareness Stress Difference Maintain brand Harvest
Product One More Versions Full Portfolio Best Sellers
Price Penetrate Gain Share Defend share Stay Profitable
Place Limited More Outlet Multi-channel Consolidate

Promotion Educate Differentiate Remind Minimize
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STRATEGIC OBJECTIVES & STRATEGY MAP

Financial

Customer

Internal

Organizational

Capacity

Increase

ISSIIVIS]

Improve clarity
of offering

Improve
offering
selection

Improve
knowledge and
skills

Increase

profitability

Improve market
perception

Improve
integrated
service

Improve
telecoms
network

Decrease
operating costs

Improve
End-user
experience

Improve ease of
use for end
users

Improve
technology

Strategy Map

* Net profit

* Operating costs

* Revenue in target
markets

* % Market share index
* % Customer satisfaction
index

* New products as % of
sales

* Brand awareness score

* End user experience
score

* Employee
development plans

* Technology tfraining
index

* Network efficiency
index

15% per year
13% per year
112% per year

13% per year
15% increase in index
next period the stabilize

12% this year

15% per year

>90% every reporting
period

95% in place
90% efficient
99.99% uptime

Implement new financial
accounting system
Simplify billing operations

Competitive end user
requirements market studies for
new UK regions

“Improve the offering” two-year
program

Create improved offering
selection process

Hook into “improve the offering”
program

Training program for new
offerings and user interface

Product and marketing training
program

2 year renew the network staged
plan and roll-out

Technology improvement
program
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SIPOC: New Product Introduction Process

S

SUPPLIER

INPUT

Component Supplier

Focus Group Consultants

Concept Design Firm

Product Marketing

Consumers (Preference)

NP Brainstorming Session
Concepts

Concepts Sketches

QFD Matrix

High Level CTQ’s

Market Analysis Output

Business Case

P

PROCESS

Marketing Concepts

v

Concept Validation (Focus
Groups & Market Analysis)

4

Prototype Development and
Customer Validation

4

Detailed Design & Testing

v

Production Tooling &
Assembly

4

New Products in Production

O

OUTPUT

C

CUSTOMER

Released Design

Completed Safety Review

Technical Literature

Production Tooling

Assembly Cells Implemented

Consumers (End Users)

Shareholders

Customer Service Team

Retail Customers
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McKinsey 7S Model

4 ) 4 )
STRATEGY STRUCTURE
What should we do fo solve the specific What structure do we need to execute the
business problem? strategy?
. . . Management style and corporate culture,
Procedures in place to achieve business . . .
. . L How staff is managed and the impacts this has
outcomes (typically the daily activities) .
on productivity
g J - J
( h SHARED ( R
SHILLS VL SYSTEMS
What are the spf-:cific skills that will help us? Whi(;h of our .
What skills do we need to develop? prmmﬁles he|p !/Vhat business system do we n;-:ed to use or
Corporate hierarchy & critical business units, as use W M do we invent fo execute the sirategy?
well as key responsibilities for employees and do what we do Recruitment, training and development needs
L y do ite L )
4 ) 4 )
STAFF STYLE
How should we help our managers in their What leadership style and cultural qualities will
growth? help us to achieve a strategic objective?
Plan to remain competitive. Strategy needs to Competencies and capabilities that can be
clearly show what the key objectives & goals leveraged to determine if the client has the
of the business are. skills needed to achieve future goals
\\ y g y

CLUSTIV




McKinsey Three Horizons Model

HORIZON 1 HORIZON 2 HORIZON 3

The Now: 1-3 years Emerging: 2-5 years Transformation: y-10 Years

42% :

v

Defend & expand current core business Foster emerging new business Seed future business
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Pricing Frameworks

Cost, Competition, or Value Based

STARTING

o Offer (product, Cost plus “Profit _ Product-oriented
Cost-based pricing service) =H markup” = Price cales
) )
Competition based Competition (Prices, Positioning in relation . Greatest CO}? phehftlve
Pricing offers) [5 to the competition w Price pressure, tight for
market share
) . § )
Value-specific benefit . . q
o Competition (Prices, attributes from ' Ofter oriented to
Value-based pricing offers) =P customer’s =P Price OIneeds(:ltarget cos.ts
perspective ependent on price
_ \—)
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Blue Ocean Strategy for Value Innovation

Value
Innovation

Buyer Value

CONVENTIONAL LOGIC

Industry conditions are given

Build competitive
advantages to beat
competition

Keep & expand customer base
through segmentation an
customization. Focus on differences
in what customers value

Leverage existing assets and
capabilities

Traditional industry boundaries
determine products and services

STRATEGIC DIMENSION

Industry
assumptions

Strategic focus

Customers

Assets and
capabilities

Product and
service offerings

Y

S ——

VALUE INNOVATION LOGIC

Industry conditions can be shaped

Competition is not the benchmark.
Pursue a quantum leap in value to
dominate the market

Target a mass of buyers and willingly
let some go. Focus on key
commonalities in what customers
value

Not constrained by what the
organization already has. Ask: what
would we do if starting anew?

Think in terms of total customer
solution, even if beyond industry’s
traditional offerings

Y
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Definition
What is the main difference between Project Management and Change Management?

Business & Technical Change

Requires a Project Management approach to change the organization structure, job roles,
processes, and systems

Target state

People change

Requires a Change Management approach to help individuals impacted by the business and
technical changes in their company to adapt and be successful




Executive Summary - Change Lean Canvas

Change Enter the name of the
Name change

Enter Business owner
name

Business Owner

Enter Change manager
manager name

Change

Submit Enter Change Canvas
Date version & submit date

Describe the change that is happening

Insert what the employee, customer or user used
to be able to do

Insert what the employee, customer or user will be
able to do with this new change

Why did we decide to do this change?

Describe the rational behind the decision to do this
change

Who will be impacted by this change?

Insert the different stakeholder groups impacted by
this change

What will we do to prepare impacted
stakeholders?

Insert what we will do to ensure proper adoption of
the change (i.e., communication, training, pilot
group,...)

When will they be impacted by this
change?

Insert date

What are the business outcomes we
want to reach?

Insert the business outcomes we want to reach

What are the business outcomes we
are reaching?

When available, insert the business outcomes and
their source

What are the next steps?

Include the next steps if any
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Size of the
change

Complexity of
the change

1.People

increase /

reduction
change

2.System change

3.Process
change

4.0rganization
structure change

5.Culture change

Change Impact Assessment

Low

1 team impacted

Moderate

1 Business Unit

Scale

Medium

1 Division

High

Half of the Company

Extreme

Every employee

The Complexity of the change depends on how we rated the impact intensity of the “People increase / reduction” change, “System” change, “Process” change, “Organization structure”

There are low reductions in headcount
predicted (~1 FTE), but natural attrition
will account for the numbers

Almost no change

Almost no change to current processes

There is almost no change to structural
environment

Almost no culture change required

There are reductions in headcount
predicted, but natural attrition will
account for the numbers

Minor changes/enhancements to
functionality in an existing system, that is
low risk and noncritical

Some change to current processes,
however the change is only minor, and the
processes are low risk, non-critical and
have no impact to customers.

There are minor changes to team
structure

There are some aspects of the team
culture that need to be changed to
support this initiative

change and “Culture” change (see below)

There are reductions in headcount
predicted but contractors will account for
the numbers

Major changes/enhancements to
functionality in an existing system that is
business critical but not customer facing

Significant change to several current
processes, however the change is not
complex, and processes are low risk, non-
critical and have a low impact to
customers or colleagues

There are some changes to team
structure, which will bring a mixed
reaction.

There is a significant cultural shift required
in the impacted areas to support this
change

There is a significant reduction in
headcount predicted. Redeployment &
redundancies will need to be factored in

New technology is being introduced, but
the key concepts and functionality are not
too dissimilar to the old system. System is

customer facing and has the potential to

create external exposure if the change is
managed poorly

Significant change to a number of
business-critical processes, with some of
the change being quite complex. Change

will be negatively visible to colleagues, and
customers if things go wrong.

There are significant changes to team
structure, which is likely to be disruptive
and may be considered a negative change
by many

There is a major cultural change across
many teams required to support this
change

There is a large headcount reduction
required as part of this change. Significant
effort will need to be invested in
redeployment / redundancy

New technology is being introduced which
requires bringing a new way of thinking to
an existing task. System is customer facing
and has the potential to create external
exposure if the change is managed poorly

Radical change to several core business
processes. Colleagues and external parties
will need to take on new skills to execute
processes. Previously automated
processes will become manual or vice
versa

There is significant change to structure.
This change will be perceived negatively
by most. There is a risk of staff attrition as
aresult

Culture Change required in all impacted
groups to support this initiative



Communication channel matrix

The Channel Matrix below will give us a comprehensive list of the key communication channels to
consider, from face-to-face meetings to newsletters.

* Department or enterprise meetings
* Group meetings

* Focus groups

* One-on-one meetings

Face-to-face
options

* Road show presentations (by project team)
* Town Hall meetings

* Team meetings

¢ Brown bag lunches

* Training courses and workshops
Channels under

direct control of .

Emails * Posters
management * Bulletin boards * Project newsletters
¢ Cafeteria postings * Videos
¢ Change booklets * Voicemails
Alternate '
. . * Corporate newsletters (feature section) * Webcasts
communication _ _
* Demonstrations * Website (Intranet)

channels
* Frequently asked questions (memos or newsletter feature) ¢ Word of mouth

* Internal memos
* Intranet pop-ups
¢ Leaflets

* Marketplace changes
Channels not under direct control of * Customer input

management * Ready-access to information
* Employee rumors




McKinsey Seven-S

The Seven-S tool is based on the theory that an organization is not
just “Structure”, but is comprised of seven elements distinguished
by the “hard $” and “soft S”

The 3 “hard S”, Structure, Strategy, and Systems, are practical and
easily identifiable. The 4 “soft S”, Skills, Staff, Style, and Shared
Values, are somewhat less easily discerned and are less tangible

The Seven-S diagram depicts how each of the element influences,
and is influenced by all of the other elements

Continuously evolving and changing, the “soft S” are determined
by the people at work in the organization and hence, are difficult
to anticipate or to influence. Although subterranean in nature,
they can and do have a great impact on the “hard S”

Strategy

| Caption:

Structure




ADKAR Model

Purpose:

The ADKAR model was developed by Jeff .
Hiatt in 2003 and it was introduced as a ADKAR Is an acronym

practical tool by Prosci. The ADKAR Model
will help us support individuals moving
through change by identifying our change
management objectives and levers.

Knowledge

Awareness Reinforcement

CHANGE



ADKAR Model

Each one of the ADKAR Model 5 elements represents a particular objective that the
Change Manager will try to achieve.

of the need to change

@ Awareness

N

o to participate and support the change
4,

\ U4

Knowledge of how to change (and what the change looks like)

\

Ability to implement the change on a day-to-day basis

Reinforcement to keep the change in place

ﬁ .




The Model walks you through the process of initiating,
managing, and sustaining change in eight steps

Sustaining 8

1

Anchor the
Change Changes in Create
Corporate Urgency L
Culture Imtlatmg
. 2 Change
. ’ Form a
Build on the Kotter’s Powerful

Change 8 Step Coalition

Model of
° Change

Create Short-
Term Wins

3
Create a Vision
for Change

5
Remove
Managing Obstacles

Change

‘_[ .

4

Communicate
the Vision




ASSESS

To begin with, we need to
assess the kind of
changes that are the
most important to our
company and have the
most immediate effects.

PREPARE

After identifying what we
need to change, we need
to make call necessary
preparations to
communicate our plan to
the company.

PLAN

Once all employees are on
the same page, we need to
make detailed plans that
will make the
implementation process
successful & seamless.

CHANGE MANAGEMENT MODEL

Our implementation
period for each major
change typically takes
about four months to

complete, if all metrics are
consistently met.

SUSTAIN

Given if the change
implementation is
successful, the next step is
to maintain its success &
continue its positive
effects on the company.
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Systemic

Project

Organizational

TYPES OF CHANGE MANAGEMENT

DESCRIPTION

Management of changes
associated with IT
applications architecture,
or infrastructure.

Management of score or
specific schedule changes

Planning & implementing
the tools, processes &
principles for managing the
people side of changes to
achieve the required
outcomes

USED FOR WHO IS IMPACTED
CEEEE—— cGEEE—
System

implementation,
software upgrades, and
other IT changes

IT professionals

Project core team as well

All projects as extended team

Most software upgrades

company restructuring,

mergers & acquisitions,
introducing new channels,
brands or business models

Targeted employees or
departments, ancillary
employees or departments,
stakeholders
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RESISTANCE TO CHANGE

o Strongly disagree e Disagree e Neither agree/disagree o Agree ° Strongly agree
AREA OF RESISTANCE DESCRIPTION RATING

Lack of understanding of the purposes of the There may be a lack of understanding of the purpose of the project. There may be lack of awareness of 3
changes the need for the change to occur.

Lack of support from various levels in the If people perceive that key individuals or groups in their area are not genuinely supportive of the 5
organization project, their acceptance is difficult to secure.

Feel there is a real threat to my existing power, Resistance is increased if people believe the change will result greater emotional or career costs relative
job security or personal and career goals to what they may gain.

Concerns about a lack of skills and knowledge People may resist change if they do not possess the skills or the ability for optimal performance during
and after the change.
Failure to acknowledge and if possible, minimise the impact of project teams activities and changes on

High level of impact on daily work patterns people work patterns tends to promote distrust and alienation.

Adverse changes to key working relationships Adversely affecting the way, they relate to others or who they work with or who they report to.

Change involves learning and learning usually involves errors. When people are not given the freedom
Lack of incentives & rewards to make mistakes while learning they become afraid. People need to be rewarded for accomplishing the
change in the form of something they truly value.




TEAMS & ROLES

LEADERSHI HUMAN

P

RESOURCES

ORGANIZATIONAL COMMUNICATION

DEVELOPMENT S

* Corporate management * Provide expert HR advice on

* Accountability and personal transitions and

ownership * Co-ordinate overall change support
- Report to CEO on project program * Provide clear communication « Provide change office & project-
outcomes/success * Develop clear change to all key stakeholders on based HR infra
strategies for change change related issues
C-Level Executive Responsible and for * Develop 2-way communication People lead
leadership to the overall success channels to foster ongoing diversity in
Organization * Develop individual and change

team change capability

Corporate Leadership
as a CSO

Driving change in the
Organization

o
S
vV |




FORCE FIELD ANALYSIS

04 03 02 01

Customers want new products
Increase production speed

Reduced training time

Upgrade with new equipment

DRIVING FORCES

1l

Reduced maintenance

Total score : 14

e sty = .



FORCE FIELD ANALYSIS

4 3 2 1 1 2 3 4

ﬁ .



-50%

-40%

FORCE FIELD ANALYSIS

Customers want new products
Increased production speed
Reduced training time

Reduced maintenance efforts

-30% -20% -10%

0%

-15%

-22%

-12%

-27%

-10%

RESTRAINING FORCES

Loss of staff overtime

Staff fearful of new technology
Environmental impact

Cost

Disruption

10% 20% 30%

40%

50%




CURRENT CHANGE ADOPTION

Current adoption progress

EARLY EARLY
INNOVATORS ADOPTERS MAJORITY LATE MAJORITY LAGGARDS
Understand necessity Address enterprise Require case studies Education on costs and Education for all
of strategy and risks, pragmatic and customer benefits, business case, (architect, engineer,
governance, education enterprise planning, references, Adoption industry and executives etc.) case
to include executives & service engineering and patterns governance competitor experience  studies, best practice,
architects modelling patterns pilot projects
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CHANGE MANAGEMENT PLAN ov @ v @ nor

1 Change Request # 2 ‘ Requirements 10 $100 $1000 [ Annie

2 Change Request # 3 ‘ Design 20 $200 $4000 - David

3 Change Request # 5 ‘ Test 30 $300 $9000 ) John

4 Change Request # 1 Implementation 40 $400 $16000 GEEED Kenny

5 Change Request # 4 ‘ Requirements 50 $500 $25000 D Caroline

6 Change Request # 7 ‘ Design 60 $600 $S36000 D Joseph

7 Change Request # 9 ‘ Test 70 $700 $49000 D Smith Well
8 Change Request # 6 Implementation 80 $800 $64000 D Gravitas

Change Request # Requirements 90 $900 $81000 C ) Hanna Brown

- REQUEST PRIORITY IMPACT EFFORT TOTAL BUDGET APPROVAL




Executive Summary .
Change Impact Assessment Matrix =7 o = = o T

* Functional change of specific * Product feature change *New business introduction
product
Extreme
) *Inorganic growth * Reorganization * Cultural shift
E.O High
o
L
O
o *Insert name of the Change
i - .
= Medium
G
o
>
x
X
Q Moderate
Q
o
O
Low
1 team impacted 1 Business Unit 1 Division Half of the Company Extreme

Size of the Change




M&A
MERGERS and AQUISITIONS




There are 3 main corporate growth strategies

Mergers and Acquisitions

Strategy Strategic Alliances Strategy

Organic Growth Strategy




Organic Growth Strategy

Organic Growth

Strategy

Often perceived as the
default growth option for
companies, an organic
growth strategy relies on
developing a company’s
internal resources and
capabilities

* Provides deeper first-hand
knowledge that is likely to be
internalized in the company

* Helps spread investment over
time and reduce upfront
commitment

* There are no availability
constraints, that the company
is not dependent on the
availability of suitable
acquisition targets or
potential alliance partners

* Strategic independence

* Creation of new activities
within the existing culture
environment

Advantages Disadvantages

* Can be slow, expensive, and
risky

* Difficult to use existing
capabilities as the platform
for major leaps in terms of
innovation, diversification, or
internationalization

CLUSTIV




Mergers and Acquisitions Strategy

Mergers and

Acquisitions
Strategy

Mergers and acquisitions
(M&A) bring together
companies through
complete changes in
ownership. They have
been used by companies
for centuries and remain a
major way for companies
to expand rapidly

* Business extension: M&A can be
used to extend the reach of a firm
in terms of geography, products,
or markets

* Building capabilities: M&A may
increase a company’s capabilities

* Increase market power by
reducing competition and
increasing bargaining power with
suppliers

* Increase efficiency: by sharing
resources and capabilities

* Speed: M&A allows acquirers to
act fast

* Financial efficiency: by combining
the 2 balance sheets

* Tax efficiency

Advantages Disadvantages

* Important investment upfront

* Potential culture clash
between the 2 companies

* High failure rate

* Sometimes excessive initial
valuations, exaggerated
expectations of strategic fit,
and underestimated
problems of organizational fit




Strategic Alliances Strategy

Strategic Alliances

Strategy

Two companies share
resources and activities to
pursue a common strategy.

In terms of ownership, there
are two main kinds of strategic
alliance: equity and nonequity
alliances. Equity alliances
involve the creation of a new
entity that is owned
separately by the partners
involved (e.g., joint venture).
Nonequity alliances do not
involve the commitment
implied by ownership and are
often based on contracts
(franchising, licensing)

* Requires less commitment
than other forms of
expansion

* Scale alliances can provide
economies of scale

* Access alliances involve a
company allying in order to
access the capabilities of
another company that are
required to produce or sell its
own products and services

* Complementary alliances
involve companies combining
their complementary
capabilities

Advantages Disadvantages

* High failure rate (~50%)

* Sometimes suffer from
miscalculations in terms of
strategic and organizational fit

* The lack of control on either
side can lead to particular
issues of trust and
coevolution




Mergers and Acquisitions

Strategy

‘_[ .



Mergers & Acquisitions’ ability to reach
value creation objectives*

Main problem of the
M&A strategy

More than half of M&As fail to reach their
value creation objectives.

M Failure rate M Success rate

*Consolidation of multiple surveys from New York Times, Harvard Business Review, and Australia Financial Review
_



Root cause of the problem

A poorly managed post-merger integration phase is responsible for more than half of the failures of M&As.

Main reasons for M&A failure (%)

60%

52%

50%
40%
30% 25%
20%
10%

0%

*Consolidation of multiple surveys from New York Times, Harvard Business Review and Australian Financial Review

‘_ [ .



l. Define your M&A

Strategy

. Company mission,
vision and values

. M&A strategic
objectives and key
performance indicators

. M&A team
. M&A guiding principles

. Target screening
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M&A guiding principles

Insert title of your guiding
principle (e.g., Simple
decision-making process

Insert a quick description of your guiding principle (e.g., Ensure that decision-making and approval procedures are simple, robust
and transparent)

Insert title of your guiding
principle (e.g., Strategic
alignment)

Insert a quick description of your guiding principle (e.g., Ensure strategic alignment between the company vision and mission and
the M&A strategic objectives)

Insert title of your guiding
principle (e.g., Shared
vision)

Insert a quick description of your guiding principle (e.g., Establish joint ownership of a shared vision, strategy, and journey between
our company and the acquired company)

Insert title of your guiding

e e Insert a quick description of your guiding principle (e.g., Pay attention to retaining key talents)

Insert title of your guiding
principle (e.g., Internal rate
of return)

Insert a quick description of your guiding principle (e.g., Focus on transactions with an internal rate of return (IRR) that delivers an
acceptable margin above cost of capital)




Screening criteria to help us select the right companies to
potentially acquire

Strategic alignment The acquisition of the target company needs
to help us reach at least one of our M&A
strategic objectives

The target company needs to have a Revenue
revenue above $10M

Market The target company needs to sell its
products mainly in the Asian market

The target company needs to have a
premium positioning and good
reputation

Acceptable impact on the group’s
financial and non-financial risk profile
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Based on our M&A strategy, potential target companies,
including the 10 listed below

CEO

Insert company name

Insert company name

Insert company name

Insert company name

Insert company name

Insert company name

Insert company name

Insert company name

Insert company name

Insert company name

Insert your own

text

Insert your own

text

Insert your own

text

Insert your own

text

Insert your own

text

Select the top companies you want to
emphasize. If someone wants to see the
more comprehensive list, open the

T

Main activity

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Excel sheet “Target companies”

Insert your own

text

Insert your own

text

Insert your own text

Insert your own text

Revenue

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

_Insert your own

text

sert your own
text

sert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Insert your own
text

Market share

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Number of
employees

Insert youre

Strategic rationale

Insert your own text

‘/ h
You can replace the column header

i+ based on what information you want to
emphasize.

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

Insert your own text

To access a more comprehensive list of our potential target companies, open the Excel sheet “Target companies”




Profitability ratios _

statement analysis, open the folder “Financial
. statement analysis”

For more details on how to conduct a financial J ‘ Company Z

Worst peer

Return on sales ‘_ ‘ ‘_
(%)

2% 4% 8%
Returnonequity _‘ ___________ _‘ _______________ ‘ ____________________
(%)

X% X% X%
Returnonnetassets(%) @ ~—~——~------------ " """""" " """"""" " """"""""""""""""""""

X% X% X%
Returnon capital  _____ ,‘_ _________________ _‘ ______________ _‘ ___________________________________

employed(%)
X% X% X%

Returnonfunds  _________ _‘_ ________________________________ _‘ ________________ ‘. __________________
employed(%)
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M&A framework

Financial Benefit What would be the financial benefit of the deal?

Strategic
Benefit

Feasibility

What would be the strategic
benefit of the deal?

What would be the feasibility of the deal?

Sweet spot

If answer is HIGH for all these 3 questions means aquiring target company is a good strategic initiative

e sty = .



Let’s start by assessing the strategic benefit of the deal

What would be the financial benefit of the deal?

N &

Strategic
Benefit

What would be the strategic
benefit of the deal?

What would be the feasibility of the deal?




Strategic Benefit
What would be the strategic benefit of the deal?

Vision and
strategic
objectives

Insert in this box the way in which this deal will help us deliver on our long-term vision and strategic
objectives.

M&A strategy

versus organic Insert in this box the way in which acquiring company Y is a better option than an organic growth strategy.
growth strategy

M&A strategy
versus strategic
alliance

Insert in this box the way in which acquiring company Y is a better option than a strategic alliance with
company Y.




M&A Financial Model (comprehensive version) includes
different Building blocks

Acquirer Target Merger Assumptions & Pro Forma

Analysis
Assumptions with Different
Scenarios

Assumptions with Different

Transaction Inputs Assumptions

Scenarios

Income Statement Income Statement Merger Integrations

Balance Sheet Balance Sheet Purchase Price Income Statement

Cash Flow Statement Cash Flow Statement Sources & Uses of Cash Balance Sheet

Goodwill and Purchase Price

Allocation Cash Flow Statement

Working Capital Working Capital

Pro Forma Closing Balance

Sheet Working Capital

Depreciations Depreciations

Debt & Interest Debt & Interest Accretion/Dilution Analysis Depreciations

Impact on Acquirer Intrinsic

Value per Share Debt & Interest

DCF DCF

Capital Structure DCF

Sensitivity Analysis




Screenshot of the simple version of our M&A financial model

File Home  Insert  Pagelayout  Formulas  Data  Review  View  Help X
ﬁj EK E”t ) Arial - AN = EE ®rv 20 Wrap Text General - ﬁ % InputFont  Normal 2 2 Normal 7 NS
5 ramarime | 1 U G Ac S S = S Buewscoms - § - % 3@ | Cottow tares pearts Syt [Nomal |

Clipboard [P Font F1 Alignment [ MNumber F1 Styles
K26 4 Je

A B C D E F G H

1
3 Year 0 Year 1 Year 2 Year 3 Year 4 Year 5 Total
4 | Initial Transaction Costs 1,080,000 0 0 0 0 0 1,080,000
5 Integration Costs 0 300,000 350,000 575,000 600,000 700,000 2,525,000
6 Revenue Synergy 0 300,000 300,000 900,000 1,300,000 1,100,000 3,900,000
7 Cost Synergy 0 400,000 500,000 150,000 500,000 600,000 2,150,000
8 Cash Flow 1,080,000 400,000 450,000 475,000 1,200,000 1,000,000 2,445,000
9 Cummulative Cash Flow -1,080,000 -680,000 -230,000 245,000 1,445,000 2,445,000 2,445,000
10 Discount Rate (Based on WACC) 5%
11 |Net Present Value (NPV) -1,080,000 379,228 404,476 404,776 969,488 765,952 1,843,920.6
12  Period 0 1 2 3 4 5
13 | Payback Period 25
14 | Full years where cumulative cash flow is <0 2.0
15 | Fraction calculation step 1 - - - (0.5) 0.2 1.4
16 | Fraction calculation step 2 0.5
17 IRR 44.68%
18 ROI 168%
19
20
21
22
23
24
25
25

Initial Transaction Costs Integration Costs Revenue Synergy Cost Synergy Summary _ ®
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Once you've got your “Hypothesis tree” with your hypothesis,
aissumptlons, sub-assumptions, etc., it's time to create your work
plan

Work plan to validate or invalidate your first hypothesis

Work Plan

Hypothesis #1: The Target Company profit forecast provided by the Board is reasonable

. . Expected Actual - n
Assumptions & Sub-assumptions P Analyses Data Sources End Product Responsibility Deadline
answer Answer
1. The projected Revenue is reasonable TRUE TRUE See sub-assumptions below See sub-assumptions below See sub-assumptions below Raphael October 5
1a.:|'here is no illogical trend between historic revenues and TRUE TRUE Compare Historic and forcasted Financial Due Diligence Vertical Histogramme chart Raphael October 5
projected revenues revenue CAGR
1b. The company core capabilities will support the future TRUE TRUE Compare Historic and forcasted Financial Due Diligence Vertical Histogramme chart Raphael October 5
revenue growth revenue CAGR
1c.:|'he re\.lenue drivers have been identified correctly and TRUE TRUE Compare Historic and forcasted Financial Due Diligence Vertical Histogramme chart Raphael October 5
projected in a reasonable way revenue CAGR
2. The projected COGS is reasonable TRUE FALSE Check list of key revenue drivers Industry report Driver tree John October 10

identified by the management

3. The projected Operating Cost is reasonable

For more details, open
the Excel sheet “Work
Plan”
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Structuring the deal

Overview*

* There are many ways in which a corporate merger or acquisition may be structured. The goal is not to create the most complex structure, but rather to create a structure
that reflects the objectives of the buyer and the seller fairly.
* Onafundamental level, all structures are either mergers or acquisitions, including the purchase or consolidation of either stocks or assets.
* At the heart of each transaction are the following key issues that will affect the structure of the deal:
* How will tangible and intangible assets be transferred from the seller to the purchaser?
* At what price will they be transferred, and according to what terms?
* What issues discovered during due diligence may affect the price, terms, or structure of the deal?
* What liabilities will be assumed by the purchaser?
* What are the tax implications for the buyer and the seller?
* What role will the seller have in the management and growth of the underlying business after closing?
* To what extent will third-party consent or government filing, or approval be necessary?
*  What arrangement will be made for the key management team of the seller, who may not necessarily be among the selling owners of the company?
* Does the buyer currently have access to all of the consideration to be paid to the seller, or will some of these funds need to be raised from debt or equity markets?
* And at the heart of each structural alternative are the following 4 basic questions:
1. Will the buyer be acquiring the stock or the assets of the target?
2. In what form will the consideration from the buyer to the seller be made (e.g., cash, notes, securities, or some other form)?

3. Will the purchase price be fixed, contingent, or payable over time on an installment basis?

4. What are the tax consequences of the proposed structure for the acquisition?

* Source: Book “Mergers & Acquisitions from A to Z” by Andrew J. Sherman, which we highly recommend




Buyer’s perspective

Seller’s perspective

Structuring the deal
Stock versus asset purchases

Stock purchase advantages and disadvantages

Main advantages

Preserves the right of the buyer to use the
seller’s name, licenses, and permits.

Provides continuity of corporate identity,
contracts, and structure.

The seller is taxed only on the sales of stock.
Any gain or loss is usually capital in nature.
It does not leave the seller with the problem

of disposing of assets that were not bought by

the purchaser.

Main disadvantages

There is less flexibility to cherry-pick key
assets of the seller.

This structure usually does not terminate
existing labor union collective bargaining
agreement(s) and generally results in the
continuation of employee benefits plans.

The seller cannot pick and choose the assets
to be retained.

A loss on the sale of stock may not be
recognized by a corporate shareholder who
included the company in its consolidated
income tax return.
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1.

2
3
4
5
6.
7
8
9

3-phase approach

Phase I: Define & Communicate the Strategy &
High-Level Plan

Merger strategic objectives

. Integration management office
. Guiding principles
. Post merger integration high-level plan

. Organizational structure (Top layers)

Top management appointment

. Training to help managers set up their team
. Integrated synergy baseline

. Synergy targets

10.Potential integration & synergy initiatives

11.Business cases and financial models

12.Integration & synergy initiatives prioritization

N oo o A WwN

Phase ll: Develop & Communicate the Detailed
Plans

. Detailed integration plan including the Day 1

readiness checklist

. Integration & synergy initiatives plan

. Change management strategy and plan
. Communication strategy and plan

. Culture integration strategy and plan

. Risk management strategy and plan

. Staffing & retention plan

1.

2
3
4
5
6.
7
8
9

Phase lll: Implement & Monitor

Status of the post-merger integration high-level plan

. Status of the detailed integration plan
. Status of the integration and synergy initiatives plan
. Status of the change management strategy and plan

. Status of the communication strategy and plan

Status of the culture integration strategy and plan

. Status of the risk management strategy and plan
. Status of staffing and the retention plan

. Integration lessons learned

10. Institutionalization of the updated PMI Toolkit

CLUSTIV
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have already been written prior to the
deal.

Don’t reinven_t the _whgel here. Most /
The strategic objectives of our merger are: of the strategic objectives should (O)

Gaining economies of scale SR reed e e F

consulting project we did for a Global
Fortune 1000 firm.

Entering a new country

Entering a new market
Increasing the company’s product or service portfolio
Increasing market share by acquiring one of your competitors (horizontal integration)

Becoming a key player in an industry by acquiring one of your suppliers or clients (vertical integration)

‘_[ .




We decided to create an Integration Management Office that will be responsible for the
success of the integration

The Integration Management Office will oversee the post-Merger Integration and be responsible for its success. It includes 7 [replace
this number with your own number] executives representing both [insert name of the acquiring company] and [insert name of the
acquired company]:

//’/ ,

This is only an example. You may

decide to emphasize different areas

Integration Management Officer and adjust the size of the integration
[Insert name] Management Office.

J

T

Change Management Communication Cultur Risk Management Training
[Insert name] [Insert name] [Insert name] [Insert name] [Insert name]

Integration and
Synergy Initiatives
[Insert name]

‘_[ .



op 8 commonly used guiding principles for post merger integration

Example we used during a PMI
consulting project we did for a Global

Be clear on the strategic objectives of the deal (i

Ground the integration in the objectives of the deal -
Be clear on your synergy baseline and targets

Create a robust integration plan to reach the strategic objectives of the deal and the synergy targets
Search for synergies in every function of the newly created organization

Communicate on a regular basis to all stakeholders

Ensure cultural fit

Maintain business momentum

e cwstvy. =
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Detailed integration plan including the Day 1 readiness checklist

Open the Excel document “Detailed Integration Plan” to see
. the 300+ activities listed in the plan
%\

—

A B C D E F G
Execution-by:
Owner Due Date Status Day 1 Day 30 Day 60 Day 90
Strategy Christian G. Feb 28
1 Communicate the acquisition objectives Aurelien F. Jan 20
2 Define the Integration Strategy & High-Level Plan with the Integration team Christian G. Jan 20 Late
3 Communicate the Integration Strategy & High-Level Plan George P. Jan 20 Done
4 Develop and communicate the provisional operating model for the combined entity George P. Feb 15
5 Define the synergy targets George P. Feb 15
6 Define with the Strategy team initiatives facilitating the integration George P. Feb 15
T Define with the Strategy team initiatives capturing synergies George P. Feb15
8 Schedule a work session with key stakeholders to assess functional redundancies George P. Feb15
9 Mesttop talentwho may be at risk of early departure
10 Construct a draft organization chart of the level 1 and 2 of the function John D Feb 28
11 Conduct follow up meeting with key stakeholders to review draft and gather edits John D. Feb28
12 Revise new org chart of the level 1 and 2 of the function John D Feb 28
13 Announce the new org chart of the level 1 and 2 of the function John D. Feb 28
14 Construct a draft organization chart of the lower levels of the function George P. Feb 15
15 Conduct follow up meeting with key stakeholders to review draft and gather edits John D. Feb 28
16 Revise new org chart of the lower levels of the function John D Feb28
17 Announce the new org char of the lower levels of the function John D. Feb 28
18 Insert an additional task John D Feb 28
Integration team Christian G. Feb 28
1 Define the Integration Strategy & High-Level Plan with the Strategy team Aurelien F. Jan 20
2 Create the detailed integration plan Christian G. Jan 20
3 Ensure the senior management is mobilised, briefed & ready Christian G. Jan 20
4 Ensure that contingencies are in place in case of any unexpected absences on day 1 George P. Jan 20
5 Define with the Strategy team initiatives facilitating the integration George P. Feb15
6 Define with the Strategy team initiatives capturing synergies Gearge P. Feb 15
7 Ensure the implementation of the initiatives facilitating the integration George P Feb 15
8 Ensure the implementation of the initiatives capturing synergies John D. Feb 28
9 Insert an additional task John D. Feb 28
10 Insert an additional task John D Feb 28
11 Insert an additional task John D. Feb 28
Sales and Marketing Christian G. Feb 28
1 Confirm, and be ready to deploy, Day 1 decisions on branding, logos and business nams  Ayrelien F. Jan 20

2 Align marketing messages Christian G Jan 20 &
3 Prepare communications to important key accounts George P Jan 20 Done
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Phase 2: Detailed assessment of the two
corporate cultures (3/3)

lllustration

Acquiring company current state Acquired company current state
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Who must be in contact with the group or person?

Step 2: Segment your key stakeholders by leveraging

- - Inzarname Insertrame Insestrame
our Stakeholder Analysis Matrix
high F q =
B Maintain Confidence Collaborate
insert Staksholder Group Ineent Stakeholder Group Inzan Stakeholder Group Inman Stakeholder Group ineent Stakeholder Groug Ineen Stakeholder Group
rame ar Sakeholdar name or Stakehakier name or Stakshakier name or Stakshalder name or Stakehalder name or Stakehakier
nome mme mams ams rame rame
insert Staksholder Group Ineent Stakeholder Group Inzan Stakeholder Group Inman Stakeholder Group ineent Stakeholder Groug Ineen Stakeholder Group
rame ar Sakeholder name or Stakehakier name or Stakshakier name or Stakshalder name or Stakehalder name or Stakehakier
nome mame mams ame rame rame
Influence Insest Staksholder Group Insarl Siakcholder Grougs Inzen Stokeholder Group Ineed Stakeholder Groug Iz Stakeholder Groug Insarl Siakeholder Groug
rame ar Sakeholder name or Stakehakler name or Stakehakler name or Stakehalder name or Stakehalder name or Stakehakler
Extent to which this neme mm rams rams rams ram:
group ar person’s
buy-in is needed to Monitor and Respond Keep Informed
mave forward
Inzet Stakshakder Group Inean Simkehoidar Groug Inean Stakeholdar Groug e Stakeholdar Groug Inear Stakeholder Groug Inean Simkeholdar Groug
rama ar Stakehrider name o Stakehakier name or Stakahalder name o Sakshakier name o Stakshakier name o Stakehakier
name mame mame rame rame mame
- N Inzet Stakahakder Group Inean Simkehoidar Groug Inean Stakeholdar Groug e Stakeholdar Groug Inear Stakeholdar Groug Inean Siskehoidar Groug
E = S i - - rama ar Stakehrider name o Stakehakier name or Stakahakder name o Sakshakier name o Stakshakier name o Stakehakier
Xecutive Sum mary E— The Executive Summary is a very name rams rams e rame rams
. ImpDr‘tanlB-?ch‘l.GB IB.yWhmyw Ireart Stakahalder Group nsan Stekcholdar Groug acholdar Groug san Stakeholdar Groug nsan Stecholdar Groug nsan Stekcholdar Groug
C hange Impact Assessment M atrlx present during an executive commitiee, nama or Stachaldar nama or Etakahakder v o Etabahabdor nama or Etakaholdse nam or Etakaholdsr noma or Etakahakler
wihere youwill probably not have time LS e e L i e
o go through all the slides
A low Impact high
=Weseri name of the Change =Ingat rame of the Changs =Ingert rarme of the Changs Extent to which the project will impact this groupdperson
Extrems
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1.

2
3
4
5
6.
7
8
9

3-phase approach

Phase I: Define & Communicate the Strategy &
High-Level Plan

Merger strategic objectives

. Integration management office
. Guiding principles
. Post merger integration high-level plan

. Organizational structure (Top layers)

Top management appointment

. Training to help managers set up their team
. Integrated synergy baseline

. Synergy targets

10.Potential integration & synergy initiatives

11.Business cases and financial models

12.Integration & synergy initiatives prioritization

N oo o A WwN

Phase ll: Develop & Communicate the Detailed
Plans

. Detailed integration plan including the Day 1

readiness checklist

. Integration & synergy initiatives plan

. Change management strategy and plan
. Communication strategy and plan

. Culture integration strategy and plan

. Risk management strategy and plan

. Staffing & retention plan

1.

2
3
4
5
6.
7
8
9

Phase lll: Implement & Monitor

Status of the post-merger integration high-level plan

. Status of the detailed integration plan
. Status of the integration and synergy initiatives plan
. Status of the change management strategy and plan

. Status of the communication strategy and plan

Status of the culture integration strategy and plan

. Status of the risk management strategy and plan
. Status of staffing and the retention plan

. Integration lessons learned

10. Institutionalization of the updated PMI Toolkit

CLUSTIV




To ensure proper execution of the integration and synergy initiatives, it is very important
to appoint high-caliber initiative owners or project managers

The main challenge for the different initiative owners or project managers will be to meet the objectives while balancing the triple
constraints of quality, cost, and time

Meeting the
expectations

Quality

=

Completing the Managing a budget
project in a specific and resource
time of frame Time Cost limitations

‘_[ .

Project Manager



High-Level Communication Plan for [Insert stakeholder group #1 name]
Person responsible for the execution of this plan: [insert name]
Overall Status:

Message Title Communication Channel Deadline Sender/Presenter Status

ik Insert the title of your message « Insen communication channel nsert date Insert name
= Ingen communication channel

r Insert the title of your message - Insen communication channel nsart date Irsirt aame
+ Insen communication channel

1 s
3. Insert the title of your message « Insen communication channe . nsert date Insert name

* Ingen ieation channell T
If someone needs to deep dive into each message, he canreferto
4, Insert the title of your messag the detailed communication plan in Excel Insert name

5. Insert the title of your message » Ingart communication channel nsert date [nzert name
+ Inzert communication channel

W ioe Om trck W tone

Insert the Initiative Name - Status report - 04/10/2021
Insert Author

* Insert your awn text - Insert your awn text
Overall Status * Insert your awn text - Insert your awn text
* Insert your awn text - Insert your own text

* Insert your awn text - Insert your awn text
Time [ Deadlines * Inserl your own texl - Insert your awn text
« Insert your own text - Insert your own text

L ] » Insart your awn text - Insert your own text

Co iget * Insert your awn text - Insert your awn text
* Insert your awn text - Insert your own text

[ — * Insert your awn text - Insert your awn text
Quality * Insert your awn text - Insert your awn text

* Insert your awn text - Insert your own text

Insert Miestana |1se't Miestana Insert Miestana
Insert Miestana |1se't Miesiana Insert Miestana

Insert Miestana |1se't Miesiana Insert Miestana

This is a Risk Management Framework that we've been using and refining
with our Fortune 500 clients and many SMEs

Q ~= [¢=; @ Cg

1.Risk
Identification

2.Risk
Assessment

3.Risk
Prioritization

4.Risk

Mitigation 5.Risk Closure

" This framework can be used to manage the risk of a company or a project. It is simple and
straightforward, which makes its implementation easy for everyone within your organization.

To follow the progress of the integration & synergy initiatives, a weekly
meeting will have to be organized with the owner of each initiative

The initiative owner will have between 1 and 5 minutes to present the progress of their initiatives. The name of each
initiative should be easily understood by people who are not working on the initiative. Acronyms or non explicit words
shouldn’t be used.

For each initiative, the following topics are usually covered:
+ The status of the initiative

» The planned synergy (if relevant)

» The actual synergy reached so far (if relevant)

* The deadline

* Key risks

* Key issues

+ Key interdependencies




Different Types of Mergers

Horizontal Vertical Co-generic Conglomerate
merger merger NEES Mergers




Advantages of Merger

Does not require cash.

Accomplished tax-free for both parties.

BN E

Lets the target realize the appreciation potential of the merged entity, instead of being limited to sales
proceeds.
Allows shareholders of smaller entities to own a smaller piece of a larger pie, increasing their overall net

worth.

B B

Merger of a privately held company into a publicly held company allows the target company shareholders to

receive a public company's stock.

Allows the acquirer to avoid many of the costly and time-consuming aspects of asset purchases, such as the

assignment of leases and bulk-sales notification.




Reasons for Merger

Mutual

benefits /

/ Goodwill

( Maximizing
profits
Reasons for
merger

/ Diversificatio
n of risk

/ Cost

optimization / Increase i’( Economy of
market share scale

*Source:iica




Different Types of acquisitions

Friendly acquisition: Both the companies approve of the acquisition under friendly terms.
Reverse acquisition: A private company takes over a public company.

Back flip acquisition: A very rare case of acquisition in which, the purchasing company

becomes a subsidiary of the purchased company.

Hostile acquisition: Here, as the name suggests, the entire process is done by force




Reason for Acquisition

Industry Consolidation
Tactical move that enables a company to reposition itself (with a merger partner) into a stronger operational and

competitive industry position.

Improve Competitive Position
Reduces competition, and allows the combined firm to use its resources more effectively.

Defensive Move

Attractive tactical move in any economic environment - particularly in a cyclical down-turn where a merger can be
a strong defensive move.

Synergies

Allowing two companies to work more efficiently together than either would separately.

Market / Business / Product Line Issues

Whether the market is a new product, a business line, or a geographical region, market entry or expansion is a
powerful reason for a merger.

Acquire Resources and Skills

To obtain access to the resources of another company or to combine the resources of the two companies




Merger And Acquisition Process

Preliminary Assessment or Business Valuation:

In this process of assessment not only the current financial performance of the
company is examined but also the estimated future market value is considered.
Phase of Proposal:

After complete analysis and review of the target firm's market performance, in
the second step, the proposal for merger or acquisition is given to multiple
suitors,

Exit Plan:

When a owners decide to exit the target firm the structure is decided and
proposed to the potential suitors.

Structured Marketing:

After finalizing the Exit Plan, the target firm gets involves in the marketing process
and tries to achieve highest selling price.

Stage of Integration:

In this final stage, the two firms are integrated through Merger or Acquisition.

Preliminary
Assessment
or Business
Valuation

Stage of
Integration

Structured
marketing




Motives for Mergers & Acquisitions

Greater Value Generation:

Mergers and acquisitions generally succeed in generating cost
efficiency through the implementation of economies of scale. It
is expected that the shareholder value of a firm after mergers

Economies of

or acquisitions. large scale

Gaining Cost Efficiency: business

When two companies come together by merger or acquisition,

the joint company benefits in terms of cost efficiency. As the Desire to enjoy Adl\‘/l’gg::‘nOf
two firms form a new and bigger company, the production is monopoly power Technology
done on a much larger scale.

Increase in market share: Lack of

An increase in market share is one of the plausible benefits of managerial and

technical talents

mergers and acquisitions.

Gain higher competitiveness:
The new firm is usually more cost-efficient and competitive as
compared to its financially weak parent organization.

‘_[ .




Impact of Mergers and Acquisitions

Employees:

Mergers and acquisitions impact the employees or the workers the most. It is a well known fact that whenever there

is @ merger or an acquisition, there are bound to be lay offs.

Impact of mergers and acquisitions on top level management:

Impact of mergers and acquisitions on top level management may actually involve a "clash of the egos". There might

be variations in the cultures of the two organizations.

Shareholders of the acquired firm:

The shareholders of the acquired company benefit the most. The reason being, it is seen in majority of the cases

that the acquiring company usually pays a little excess than it what should.

Shareholders of the acquiring firm:

They are most affected. If we measure the benefits enjoyed by the shareholders of the acquired company in

degrees, the degree to which they were benefited, by the same degree, these shareholders are harmed



Joint Ventures

“ Both Companies have something to offer to the JV Both
are usually equal partners When Corporate entering into
new market Specifically for a country or a market Have
detailed roles and responsibilities of each party defined in
the agreement Research indicates that two out of five JV

arrangements last less than four years, and are dissolved

in acrimony. ’,
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Distribution Technical
Arrangement Collaboration

66 66

When the manufacturer not keen to set up Intellectual property remains of the

local manufacturing The distributor either Technology provider May be a pure

works on commission or as a reseller Local technology transfer agreement or with
partner provides after-sales and marketing 100% buy back Royalty needs to be paid to
support Often exclusive Comes with an the provider May or may not be exclusive

expiry date. ,, Comes with an expiry date. ,,
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Data Analytics Strategy - Approach

Data Analytics Strategy

Summary of the Corporate & Current & Target Data Data Analytics Vision, Strategic Objectives and Team & Budget
Business Strategy Analytics Maturity Levels Mission & Values KPIs to reach our Vision &

Stakeholder Management

1. Data sources and acquisition

2. Data storage and processing
solutions

3. Data integration, transformation
& ETL Processes

4. Data quality & cleansing

5. Data infrastructure scalability &
performance

6. Emerging technologies in data
management and infrastructure

7. Successful implementations

5 Pillars to reach our Strategic Objectives

;IJ..'\ o000

How data governance enables 1. Data visualization tools and 1. Characteristics of a data-driven
an organization to become data- techniques organization

driven? 2. Statistical analysis tools and 2. Building a data-driven culture
Data governance framework techniques 3. Developing data skills and
Data privacy and security 3. Machine learning tools and capabilities

Data compliance management techniques 4. Creating a user-friendly data
Data ethics and responsible use 4. Big data tools and techniques infrastructure

Implementing data governance 5. Data preparation tools and 5. Fostering experimentation and
and compliance techniques innovation

Emerging trends and 6. Analytics tools selection matrix 6. Case study

innovations

Charter template

2.

Use cases in the healthcare
industry

Use cases in the pharmaceutical
industry

Use cases in the marketing
function

Use cases in the retail industry
Use cases in the financial
industry

Use cases in the HR function
Use cases in the supply chain &
manufacturing industry

Use cases in the public sector

List of Potential Initiatives for each Pillar

Business cases and financial models to help us assess our list of potential projects

Project Prioritization, Business Roadmap and Implementation

Change Management
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Introduction to data analytics

Data analytics is the process of examining, cleaning, transforming, and modeling raw data to extract useful information, draw
conclusions, and support decision-making. It involves the application of various techniques, tools, and methodologies to uncover
patterns, trends, correlations, and insights hidden within data sets.

Data analytics can provide numerous benefits to organizations across various industries. Some of the key benefits of data analytics

are as follows:

Improved decision making

Data analytics provides
organizations with insights that
can help them make better
decisions. By analyzing large
amounts of data, organizations
can identify patterns and
trends, which can then be used
to inform business strategies
and decision-making
processes.

Increased efficiency and
productivity

Data analytics can help
organizations identify
inefficiencies and streamline
processes. By analyzing data,
organizations can identify areas
that can be optimized to
increase productivity and
efficiency.

Enhanced customer experience

By analyzing customer data,
organizations can gain insights
into customer behavior and
preferences, which can then be
used to improve customer
experience. This can help
organizations to tailor their
products and services to meet
the specific needs and
preferences of their customers.

Better risk management

Data analytics can help
organizations identify potential
risks and threats. By analyzing
data, organizations can identify
patterns and trends that may
indicate potential risks,
allowing them to take proactive
measures to mitigate those
risks.

Improved financial
performance

Data analytics can help
organizations improve their
financial performance by
identifying areas where they
can reduce costs and increase
revenue. By analyzing data,
organizations can identify
trends and patterns that can
help them make more
informed financial decisions.

CLUSTIV




Types of data analytics

There are four main types of analytics that organizations use to gain insights from their data, make informed decisions, and optimize
processes. Each type serves a different purpose and answers specific questions about the data. Each type represents an increasing
level of sophistication in the organization's ability to use data for analytics.

1.Descriptive analytics 2.Diagnostic analytics 3.Predictive analytics 4 .Prescriptive analytics

What happened? Why did it happen? What will happen? How can we make it happen?

—

Hindsight Insight Foresight

‘_ [ .



Descriptive analytics focuses on
analyzing historical data to understand
past events, patterns, and trends. It
helps organizations answer the question,
"What happened?”

Tools and techniques:

* Microsoft Excel for data analysis and
visualization

* Tableau or Power Bl for data
visualization and dashboards

* Basic data cleaning techniques, such
as removing duplicates and handling
missing data

* Basic statistical measures, such as
mean, median, mode, and standard
deviation

* Creating bar charts and line graphs to
display trends in data

Types of data analytics

Details, tools and techniques

Diagnostic analytics aims to identify the
causes of past events by examining the
data for correlations, dependencies, and
anomalies. It helps organizations answer
the question, "Why did it happen?”

Tools and techniques:

* Statistical charts to identify trends
and patterns in data

* Data mining tools to identify
correlations and data relationships

* Regression analysis to identify the
relationship between variables

* Analyzing data to identify the root
cause of a problem or issue

* Using correlation analysis to identify
relationships between variables

Predictive analytics uses historical data,
statistical models, and machine learning
techniques to forecast future outcomes
and trends. It helps organizations answer
the question, "What is likely to happen
in the future?”

Tools and techniques:

* Machine learning algorithms for
predictive modeling

* Advanced statistical techniques, such
as time-series analysis and decision
trees

* Data mining tools for identifying
patterns and relationships in data

* Using time-series analysis to identify
trends and patterns

* Building a predictive model to
forecast sales or customer behavior

Prescriptive analytics focuses on

recommending the best course of action
based on various scenarios and potential
outcomes. It helps organizations answer

the question, "What should we do about
it?”

Tools and techniques:

* Optimization software to identify the
optimal solution to a problem e.g.
pricing strategy

* Simulation modeling for testing
different scenarios and outcomes

* Machine learning algorithms for
automated decision-making

* Big data platforms for handling large
volumes of data

* Building a simulation model to test
the impact of different marketing
strategies




Sales

Marketing

=V,
 —
=

Finance

5=

o=

Operations

Types of data analytics

Descriptive analytics

The sales team can learn which
customer segments generated the
highest dollar amount in sales last
year.

The marketing team can uncover
which social media platforms
delivered the best return on
advertising investment last quarter.

The finance team can track month-
over-month and year-over-year
revenue growth or decline.

Operations can track demand for
SKUs across geographic locations
throughout the past year.

Use cases

Diagnostic analytics

The sales team can identify shared
characteristics and behaviors of
profitable customer segments.

The marketing team can look at high-
performing social media ads
compared to poor ones to identify
the reasons for differences.

The finance team can compare the
timing of key initiatives to m-o-m and
y-0-y revenue growth or decline to
help determine correlations.

Operations can look at regional
weather patterns to see if they’re
contributing to demand for
particular SKUs across geographic
locations.

Predictive analytics

The sales team can learn the revenue
potential of a particular customer
segment.

The marketing team can predict how
much revenue they’re likely to
generate with an upcoming
campaign.

The finance team can create more
accurate projections for the next
fiscal year.

The operations team can better
predict demand for various products
in different regions at specific points
in the upcoming year.

Prescriptive analytics

How the sales team can improve the
sales process for each target vertical.

Helping the marketing
team determine what product to
promote next quarter.

Ways the finance team can optimize
risk management.

Help the operations team determine
how to optimize warehousing.

205
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Data analytics lifecycle

6. Visualization and presentation O 1 1. Business issue understanding
The final step involves interpreting the results, creating This step involves identifying the business problem,
visualizations, and presenting the findings to setting objectives, and determining how data

Visualization & Business Issue

stakeholders in a clear and concise manner. Effective 06 Presentation Understanding analytics can help address the issue. It is essential to
communication is critical to ensure that the insights involve key stakeholders and align the analytics
derived from data analytics are understood and used to :“w'.": project with the organization's goals and priorities.
drive informed decision-making. uf

o 02 :

5. Data validation : 2. Data collection
In this step, the models' performance is Data Data Analytlcs This step includes identifying relevant data
evaluated using various evaluation metrics and Validation L]fecycle Data sources, gathering data from various sources
validation techniques. This may involve Collection (internal and external), and assessing data
validation methods to ensure the model's quality and completeness. It is crucial to
accuracy and reliability. The process may 05 y ensure that the collected data is appropriate
require several iterations to refine the model for addressing the business issue at hand.
and achieve the desired level of performance. @

Explorato
4. Exploratory analysis and modeling An':\lysis arr:,d Data

This step combines data exploration, where analysts Modeling
explore the data to understand its structure,

relationships, patterns, and trends, with the @
development of statistical or machine learning models to
test hypotheses, make predictions, or uncover hidden
patterns.

03 3. Data preparation
Data preparation involves cleaning, transforming, and
integrating data to make it suitable for analysis. This
step ensures that the data is consistent, complete, and
accurate before moving on to the analysis phase.

Preparation

CLUSTIV



Data Analytics function

Strategic objectives, KPIs and targets

Strategic Objectives Key Performance Indicators (KPls) Targets

Data Availability rate 98%
Enhance Data Infrastructure
Data Accessibility in minutes Within 1 hour of request

Adoption rate of data insights, measured by
Increase Adoption rate of data insights the number of stakeholders utilizing provided From 30% to 50%
insights in decision-making processes.

Increase forecast model accuracy Forecast model accuracy rate Increase by 20%

Customer Satisfaction Score (CSAT) measured
based on feedback surveys or ratings

Increase customer satisfaction Increase by 10%




Data Analytics function

Strategic objectives, KPIs and targets

Strategic Objectives

Real-life example

Meeting target ct>r atliove target or Slightly below target Significantly below target
on trac

Key Performance Indicators (KPIs)

Enhance Data Infrastructure

Data Availability rate

Data Accessibility in minutes

Increase Adoption rate of data insights

Adoption rate of data insights, measured by
the number of stakeholders utilizing provided
insights in decision-making processes.

Increase forecast model accuracy

Forecast model accuracy rate

Increase customer satisfaction

Customer Satisfaction Score (CSAT) measured
based on feedback surveys or ratings

Foster Cross-Functional Collaboration

Number of cross-functional Projects and
Partnerships initiated and completed within a
specific timeframe

‘_[ .

Targets

98%

Within 1 hour of request

From 30% to 50%

Increase by 20%

Increase by 10%




° ° Real-life example
Data Analytics function

The achievement of the data analytics strategic objectives will positively impact multiple corporate and
business strategic objectives .’ositivelyimpacted by the data analytics strategic objectives

Perspective Strategic objectives

Increase Increase profit
Decrease Costs
revenue N
Increase number Increase revenue Decrease fixed Decrease variable
of customers per customer cost cost

Increase
Customer customer
satisfaction

Understand

Internal Process customer
segments

Become a trusted

brand Sell new products

Shift to digital
channel

Create new
products

Decrease delivery
time

Learning

Improve Create a
employee

satisfaction

Improve
customer
information

Align the
organization

customer-focused
culture

& Growth
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Data integration, transformation & ETL Processes

Integration, Transformation, and ETL Processes are essential components of an organization's data analytics strategy, as they enable the organization
to collect, combine, and prepare data from various sources for analysis. These processes ensure that the data is accurate, consistent, and compatible

with the analytics tools and systems being used.

=Je
el

Data Integration

Data integration is the process of
combining data from different sources
into a unified, consistent, and
accessible format. This process is
crucial when working with data from
various systems, databases, and
applications, as it ensures that the
data is easily accessible and
compatible with analytics tools.

(7

Data Transformation

Data transformation involves
converting data from its original
format into a format suitable for

analysis. This process may include
various operations, such as data
cleansing, normalization, aggregation,
and enrichment. Data transformation
ensures that the data is accurate,
consistent, and structured in a way
that supports effective analytics.

ETL Processes

ETL (Extract, Transform, Load) is a set
of processes used to extract data
from source systems, transform it into
the desired format, and load it into a
target system, such as a data
warehouse or a data lake. ETL
processes play a crucial role in data
integration and transformation, as
they automate and streamline the
movement and preparation of data
for analysis.

By implementing effective integration, transformation, and ETL processes, organizations can ensure that their data is accurate, consistent, and
compatible with their data analytics tools and systems, enabling them to make informed decisions based on reliable and up-to-date information.




Data integration, transformation & ETL Processes
Data integration strategies and techniques

Data integration strategies and techniques refer to the methods organizations use to combine and consolidate data from various sources into a unified

and consistent format. These strategies and techniques are crucial for ensuring that data is accurate, compatible, and accessible for analytics purposes.
Some commonly used data integration strategies and techniques include:

When selecting a data integration strategy or technique, organizations should consider factors such as data volume, data complexity, data latency requirements, and existing

Data Consolidation: This strategy involves physically bringing together data
from multiple sources into a single, central repository, such as a data
warehouse or data lake. Data consolidation often requires data
transformation to ensure consistency and compatibility across different data
sources.

Data Replication: This technique involves creating and maintaining copies of
data from different sources in a central repository. Data replication can be
useful for ensuring data availability, reducing query response times, and
providing data redundancy for disaster recovery purposes.

Data Virtualization: Data virtualization is an advanced data integration
technique that abstracts, transforms, and combines data from multiple
sources into a unified, virtual data layer. This approach allows users to access
and analyze data without moving or copying it, providing a flexible and
efficient solution for data integration.

Data Federation: Data federation is a virtual data integration technique that
enables users to access and view data from multiple sources through a single
interface, without physically consolidating the data. This approach uses a
middleware layer that translates and combines data from different sources in
real-time, presenting it as if it were coming from a single source.

Data Propagation: In data propagation, changes in the data from one source
are automatically propagated to other related data sources. This technique
helps maintain data consistency across multiple systems, ensuring that all
data sources are up-to-date and in sync.

Master Data Management (MDM): MDM is a strategy that focuses on
managing the core data entities of an organization, such as customers,
products, or suppliers. MDM ensures that these entities have a single,
consistent, and accurate representation across all systems, reducing data
redundancy and improving data quality.

data infrastructure. The chosen approach should support the organization's data analytics objectives while ensuring data accuracy, consistency, and accessibility.
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Data integration, transformation & ETL Processes
Data transformation methods and tools

Data cleansing

Data normalization

Data aggregation

Data enrichment

Data encoding

Data cleansing involves identifying and correcting
errors, inconsistencies, and inaccuracies in the data.

Data normalization is the process of organizing datain a
consistent and structured way to minimize redundancy
and improve data integrity.

Data aggregation is the process of summarizing or
grouping data to create higher-level representations.

Data enrichment involves enhancing or augmenting
existing data with additional information from external
sources.

Data encoding involves converting data into a different
format, such as converting categorical data into
numerical values or transforming text data into
numerical vectors.

Microsoft Power Query, DataWrangler, and Talend can help with
data cleansing tasks, such as removing duplicate records, filling in
missing values, correcting data entry errors, and validating data
against predefined rules.

Talend and KNIME can be used for creating tables, defining
relationships, and enforcing data constraints in the normalization
process.

Alteryx, KNIME, and Microsoft Power Query can assist in
performing calculations such as sums, averages, counts, or other
statistical measures to derive insights from the data.

Talend, KNIME, and Alteryx can help improve data quality,
provide more context, and enable more in-depth analysis by
integrating external data sources.

Apache NiFi, Talend, and Microsoft Power Query can be used for
data encoding to make data more compatible with analytics tools
and algorithms.




Data integration, transformation & ETL Processes
ETL process and tools

The ETL (Extract, Transform, Load) process is a crucial component of data integration and transformation. It involves extracting data from multiple
sources, transforming it into a compatible format, and loading it into a target system, such as a data warehouse or a data lake. ETL tools help
streamline and automate these tasks, ensuring data consistency and accuracy throughout the process. Here is an overview of the ETL process and
some popular tools:

e
: Extract: The extraction step involves collecting data from various : [g
; sources, such as databases, files, APIs, or web services. The goal is to : Databate 3 o
: retrieve relevant data while maintaining its original structure and I =
i format. : - —
L e e e e e e e ——— e e e
Data mining
e ¥ . E © [0 ]
: Transform: In the transformation step, the extracted data is cleaned, : Files Extract load ||:| | [ o
i standardized, and transformed into a format suitable for analysis. This ! @ i EI i =
: . . . . . I -
, can involve data cleansing, normalization, aggregation, enrichment, and -
I encoding, as previously discussed. : — Dat Visualization
il e e Transform ata
: Warehouse
- Y AP = o
: Load: The final step involves loading the transformed data into a target : -
| system, such as a data warehouse, data lake, or a business intelligence : - —
: tool. The loading process ensures that the data is stored and organized Data analysis
|
|
|

efficiently for quick retrieval and analysis.
Web services

_ .




Data ethics and responsible use

Data ethics and responsible use involve ensuring that an organization's data practices are not only compliant with laws and regulations but also adhere to
ethical principles and values. This is important for building trust with customers, employees, and other stakeholders, and for preventing unintended negative

consequences associated with data analytics and decision-making.

1. Privacy and data protection

Respect individuals' privacy rights by collecting, processing, and storing
personal data in accordance with applicable laws and regulations, as well as
established best practices. Obtain informed consent when necessary and
adhere to the principles of data minimization and purpose limitation.

2. Transparency

Be transparent about data collection, processing, and analytics
methodologies, and provide clear explanations for data-driven decisions.
This helps build trust with stakeholders and enables them to understand
and potentially challenge the outcomes of data analytics processes.

3. Fairness

Avoid introducing or perpetuating biases and discrimination in data
analytics processes. This includes using diverse and representative datasets,
implementing fairness-aware machine learning algorithms, and regularly
auditing the outcomes of data-driven decisions for signs of bias or
unintended consequences.

4. Accountability

Ensure that organizations and individuals involved in data analytics
processes are accountable for their actions and decisions. This includes
setting clear roles and responsibilities, maintaining thorough

documentation, and establishing mechanisms for redress in case of harm or
adverse effects.

5. Beneficence and non-maleficence

Ensure that data analytics processes contribute positively to society and do
not cause harm or disadvantage to individuals or groups. Consider the
potential short- and long-term impacts of data-driven decisions on
stakeholders and the broader community and strive to maximize benefits
while minimizing harm.

6. Data quality and integrity

Maintain the quality and integrity of the data being collected, processed,
and analyzed to ensure that the insights derived from data analytics are
accurate, reliable, and trustworthy. Implement data validation, cleaning, and
enrichment processes, and be transparent about any limitations or
uncertainties associated with the data.

7. Informed decision-making and human oversight

Ensure that data-driven decisions are informed by human judgment and
expertise, and that there is adequate human oversight over automated
processes. This helps prevent over-reliance on algorithms and can provide a
safeguard against potential biases, errors, or unintended consequences.




Data ethics and responsible use
Fairness, accountability, and transparency in data use

Ensuring fairness, accountability, and transparency in data use is crucial for building trust with stakeholders, avoiding potential harm, and promoting responsible data-driven
decision-making. Each of these principles has a unique role in the ethical use of data.

Transparency

|

To achieve fairness, consider the following aspects:

Diverse and representative datasets: Ensure that
the data being used is representative of the
population of interest and includes information
from various sources and perspectives.

Fairness-aware algorithms: Implement machine
learning algorithms that are designed to minimize
biases and ensure fair treatment of different
groups or individuals.

Regular auditing: Continuously monitor and audit
the outcomes of data-driven decisions to identify
and address any signs of bias or unfair treatment.

To establish accountability, consider the following
aspects:

* Clear roles and responsibilities: Define and
communicate the roles and responsibilities of all
stakeholders involved in data analytics processes,
including data owners, data stewards, and data
custodians.

* Documentation and record-keeping: Maintain
thorough documentation of data collection,
processing, and analysis methodologies, as well as
any decisions made based on data-driven insights.

* Mechanisms for redress: Establish procedures and
mechanisms for addressing any harm or adverse
effects caused by data-driven decisions, including
avenues for affected parties to raise concerns or
seek remedies.

. To promote transparency, consider the following
aspects:

* Open communication: Clearly communicate the
methods and techniques used for data collection,
processing, and analysis, as well as any
assumptions or limitations associated with the
data.

* Explainability: Provide clear and understandable
explanations for data-driven decisions, including
the factors that influenced the decision and the
potential implications for affected stakeholders.

* Access to information: Ensure that stakeholders
have access to relevant information about data
analytics processes and outcomes, while still
respecting privacy and confidentiality
requirements.




Data ethics and responsible use

UK Government’s data ethics framework for public sector - Overview

What is it for?

The Data Ethics Framework guides appropriate and responsible data
use in government and the wider public sector. It helps public
servants understand ethical considerations, address these within their
projects, and encourages responsible innovation.

Who is it for?

This guidance is aimed at anyone working directly or indirectly with data in the
public sector, including data practitioners (statisticians, analysts and data
scientists), policymakers, operational staff and those helping produce data-
informed insight.

How to use it?

Teams should work through the framework together throughout the process of
planning, implementing, and evaluating a new project. Each part of the
framework is designed to be regularly revisited throughout your project,
especially when any changes are made to your data collection, storage, analysis or
sharing processes.

The framework is split into overarching principles and specific actions.
Overarching principles are applicable throughout the entire process and
underpin all actions and all aspects of the project. Specific actions will guide you
through different stages of the project and provide practical considerations.

The Data Ethics Framework provided by the UK government is a set of guidelines designed to
help public sector organizations make ethical decisions in their use of data. They are intrinsically
connected to the five specific actions, which are designed to provide practical considerations at
different project stages.

* Define and understand public benefit and user need: To achieve transparency, clearly
communicate the project's objectives and benefits to the public and intended users. Ensure
that the project addresses their needs fairly and equitably.

* Involve diverse expertise: To ensure fairness and accountability, engage experts from various
backgrounds and disciplines to minimize potential biases and blind spots. Diverse
perspectives can help teams better identify and address ethical concerns.

* Comply with the law: Legal compliance is crucial to maintaining transparency and
accountability. Adhering to the relevant legislation and codes of practice demonstrates a
commitment to upholding ethical standards and protecting user rights.

* Review the quality and limitations of the data: To ensure transparency, openly communicate
the data's strengths and weaknesses. Understanding its limitations helps maintain fairness by
avoiding biased or inaccurate insights that could lead to unintended consequences.

* Evaluate and consider wider policy implications: Account for the broader impacts of the
project on society and different stakeholder groups. This assessment helps maintain fairness
and transparency by considering potential ethical risks and aligning the project with broader
organizational values and policies.
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Data ethics and responsible use

UK Government'’s data ethics framework for public sector - Structure

Overarching

Specific

iples

princip

actions

/

s

1

Data ethics framework

- Transparency

Accountability

Fairness

Define and understand public
benefits and user needs

Involve diverse expertise

Comply with the law

Review the quality and limitation
of the data

Evaluate and consider wider

*~ policy implication

0

Information about the project, its methods and
outcomes is not publicaly available

Mechanisms for security, governance or peer review
for the project haven’t been established

There is a significant risk that the project will result in
harm or detrimental and discriminatory effects for the
public or certain groups

Public benefit and user need are not clearly defined or
understood

The project team is homogenous and there is little
expert input

There is little clarity on legal requirements for the
project

Data for the project is of bad quality, unsuitable,
unreliable, not representative

There is no long-term evaluation and maintenance
structure in pace

1. https://www.gov.uk/government/publications/data-ethics-framework

1

2

5

Information about the project, its methods and
outcomes is widely available to public

Long-term oversight and public security
mechanisms are built into the project cycle

The project promotes just and equitable
outcomes, has negligible detrimental effects,
and is aligned with human rights
considerations

Public benefit and user need are well defined
and understood by all team members

The project team is diverse, multidisciplinary,
with expert input

Relevant legal requirements have been met,
compulsory assessments completed, legal
experts have been consulted

Data in the project is representative,
proportionally used, accurate and of good
quality

Continuous evaluation and long-term
maintenance structure are in place



Analytics tools selection matrix
PowerPoint format

Criteria Weight Tool A Tool B Tool C
Ease of use 0.15 4 5 3 Instructions:
SeElEIal] 0.10 > 4 3 1. List the tools and platforms you're considering for
Integration capability 0.15 3 4 5 your organization (Tool A, Tool B, etc.).
Cost 0.20 4 3 5 . . .

- 2. Define the evaluation criteria that are most
SIUBIEEUL e LT LT 0.10 > 4 3 important to your organization's needs.
ACINIig) STl 0.10 4 > 3 3. Assign a weight to each criterion based on its
Visualization capabilities 0.10 5 4 3 importance to your organization.
Data processing power 0.05 4 3 5 4. Rate each tool on a scale of 1-5 (1 being the
Security & Compliance 0.05 c 4 3 lowest and 5 being the highest) for each criterion.

5. Calculate the weighted average score for each

Weighted Average Score Calculation: tool.

(4 * 0.15) + (5 * 0.10) + (3 * 0.15) + (4 * 0.20) + (5 * 0.10) + (4 * 0.10) + (5 * 0.10) + (4 * 0.05) + (5 * 0.05) = 4.25
(5*0.15) + (4 * 0.10) + (4 * 0.15) + (3 * 0.20) + (4 * 0.10) + (5 * 0.10) + (4 * 0.10) + (3 * 0.05) + (4 * 0.05) = 4.05
(3*0.15) + (3 * 0.10) + (5 * 0.15) + (5 * 0.20) + (3 * 0.10) + (3 * 0.10) + (3 * 0.10) + (5 * 0.05) + (3 * 0.05) = 3.70

Conclusion:

Based on the weighted average scores, Tool A is the best option for the organization with a score of 4.25.




Data analytics use cases in the healthcare industry

1. Electronic Health records (EHR) analysis

Problem/Issue: Fragmented and unstructured patient data, lack of
insights into patient care, and inefficient healthcare workflows.

Outcome: Identification of patterns and trends in patient data,
improved patient care, and streamlined workflows.

Data analytics techniques: Data preprocessing and cleaning, natural
language processing (NLP) to extract information from unstructured

data, clustering to identify patterns, and classification and regression
algorithms to predict patient outcomes and risk factors.

Benefit to organization:

v’ Enhanced patient outcomes: By analyzing EHR data,
healthcare providers can uncover patterns and trends that
inform better treatment decisions, leading to improved patient
health

v' Reduced operational inefficiencies: Analyzing EHR data can
help organizations identify bottlenecks, redundancies, and
areas for improvement, ultimately reducing costs and saving
time.

v Improved collaboration: Consolidated and accessible EHR data

enables medical professionals to more effectively collaborate
on patient care, ensuring seamless transitions between
providers and reducing the risk of errors.

. Patient segmentation

Problem/Issue: Inefficient resource allocation, one-size-fits-all
treatment plans, and suboptimal patient care.

Outcome: Grouping patients based on specific characteristics or
conditions for targeted interventions and personalized care.

Data analytics techniques: Clustering algorithms to group similar
patients, classification techniques for categorizing patients based on
risk or condition, decision trees to identify important factors in
segmentation, and ensemble learning to combine multiple models
for improved predictions.

Benefit to organization:

v Improved patient outcomes: Patient segmentation allows for
the development of tailored treatment plans, which can lead to
better health outcomes for individual patients.

v’ Efficient resource allocation: By focusing on high-priority
patient groups, healthcare organizations can allocate resources
more effectively, reducing waste and improving overall
efficiency.

v Informed healthcare planning: A better understanding of
patient populations allows healthcare organizations to plan
and allocate resources more effectively, improving overall
healthcare delivery.
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List of Potential Initiatives

X

A B C C E F G
]
. . Ease of Should we invest in
SuEE s el Implementation this initiative?

2
3 |Pillar 1: Data Management & Infrastructure
4 | 1 Data Quality Improvement Initiative Yes High Easy

5 2 Data Integration and Centralization Project Yes Medium Easy

& | 3 Cloud Migration and Infrastructure Optimization Yes High Easy

7 | 4 Master Data Management Implementation No Low Intermediate

8 5 Data Storage and Archiving Strategy Enhancement Yes Low Difficult

g

10 |Pillar 2: Data Governance & Compliance

11| 1 Data Governance Framework Implementation Yes High Easy

12 | 2 Data Privacy and Protection Program Enhancement Yes Medium Easy

13 | 3 Data Access Control and Authorization Review Yes High Easy

14 | 4 Data Gowvernance Training and Awareness Campaign No Low Intermediate

15 | 5 Insert initiative name Yes Low Difficult

16

17 |Pillar 3: Analytics Tools & Technigues

12 | 1 Advanced Analytics Center of Excellence Establishment Yes High Easy
19 | 2 Predictive Analytics Model Development and Implementation Yes Medium Easy

20 | 3 Data Visualization and Dashboard Enhancement Initiative Yes High Easy Yes
21| 4 Insertinitiative name No Low Intermediate No
22 | 5 Insertinitiative name Yes Low Difficult No
23

24 |Pillar 4: Data-driven Organization

25| 1 Data skills and Capabilities Development Yes High Easy
26 | 2 Insertinitiative name Yes Medium Easy

27 | 3 Insertinitiative name Yes High Easy Yes
24 | 4 Insertinitiative name No Low Intermediate No
29 | 5 Insert initiative name Yes Low Difficult No
30

31 |Pillar 5: Use Cases

32 [ 1 Customer Segmentation and Behavior Analysis Project Yes High Easy
33 | 2 Supply Chain and Inventory Analytics Enhancement Yes Medium Easy

34 | 3 Insertinitiative name Yes High Easy Yes
35| 4 Insertinitiative name No Low Intermediate No
36 | 5 Insertinitiative name Yes Low Difficult No
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Project financial model screenshot

E|n:| L_j;i:t } |_Aria| VHE‘ AN == ‘;| v 28 Wrap Text |_Ger1era| M ﬁ % Normal 8 3 Percent 4 Style 1 -
pese Fo:npm B I U b A. = MegedCenter ~ | § « % 9 |G g Condioral Formatas Bad Good =N,
Clipboard = Font I Alignment [ MNumber = Styles
D20 v i fx
A B C D E F G H
1
3 Year 0 Year 1 Year 2 Year 3 Year 4 Year 5 Total
4 |Project Initial Investment 1,080,000 0 0 0 0 0 1,080,000
5 |Project Costs 0 300,000 350,000 575,000 600,000 700,000 2,525,000
6 Additional Revenue Generated 0 300,000 300,000 900,000 1,300,000 1,100,000 3,900,000
7 | Cost Savings 0 400,000 500,000 150,000 500,000 600,000 2,150,000
8 Cash Flow -1,080,000 400,000 450,000 475,000 1,200,000 1,000,000 2,445,000
9 Cummulative Cash Flow -1,080,000  -680,000  -230,000 245,000 1,445,000 2,445,000 2,445,000
10 | Discount Rate (Based on WACC) 5%
11 |Net Present Value (NPV) -1,080,000 379,228 404,476 404,776 969,488 765,952 1,843,920.6
12 | Period 0 1 2 3 4 5
13 Payback Period 25
14 | Full years where cumulative cash flow is < 0 20
15 | Fraction calculation step 1 - - - (0.5) 0.2 14
16 | Fraction calculation step 2 05
17 |IRR 44.68%
18 |ROI 168%
19
20
21
22
23
24
25
26
27

< = \Worksheet Flow  Assumptions [ el TE NG Additional Revenue Generated Project Financials Summary _




Business roadmap Screenshot

R26 v I
A B C D E F G H I 1 K L M M 8] P o]
1 2023
Owner Due Date Status Jan Feb Mar Apr May Jun  Jul  Aug Sep Oct MNov Dec
2
3 |Pillar 1: Data Management & Infrastructure Christian G. Febh 28
4 | 1 Data Quality Improvement Initiative Aurelien F. Jan 20
s | 2 Datalntegration and Centralization Project Christian . Jan 20
& | 3 Cloud Migration and Infrastructure Optimization George P. Jan 20 Done
7 | 4 Master Data Management Implementation George P. Feb 15
a 5 Daata Storage and Archiving Strategy Enhancement George P. Feb 15 Done
g
10 | Pillar 2: Data Governance & Compliance John D. Feb 28
11 | 1 Data Governance Framework Implementation John D. Feb 28
12 | 2 Data Privacy and Protection Program Enhancement John D. Feb 28
13 | 3 Data Access Control and Authorization Review John D. Feb 28
14 | 4 Data Governance Training and Awareness Campaign
15 | 5 Insertinitiative name Christian G. Mar 31
16
17 |Pillar 3: Analytics Tools & Technigues Christian G. Feb 28
18 | 1 Advanced Analytics Center of Excellence Establishment George P. Mar 31 Do
19 | 2 Predictive Analytics Model Development and Implementation George P. Mar 31
20 | 3 Data Visualization and Dashboard Enhancement Initiative Christian G. War 21
21| 4 Insertinitiative name George P. Mar 31 Done
22 | 5 Insertinitiative name George P. Mar 31
23
24 |Pillar 4: Data-driven Organization George P. Mar 31
25 | 1 Data skills and Capabilities Development George P. Mar 31
26 | 2 Insertinitiative name
27 | 3 Insert initiative name Christian G. Mar 31
28 | 4 Insertinitiative name Aurelien F. Jan 20
29 | 5 Insertinitiative name Christian G. Feb 28
30
31 |Pillar 5; Use Cases George P. Iar 31
32 | 1 Customer Segmentation and Behavior Analysis Project Christian G. Mar 31
33 | 2 Supply Chain and Inventory Analytics Enhancement George P. Mar 31 Done
34 | 3 Insertinitiative name George P. Mar 31
35 | 4 Insertinitiative name George P. Mar 31
35 | 5 Insertinitiative name George P. Mar 31
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What do we mean by risk appetite?

Risk appetite is the amount of risk an entity is willing to accept or retain to achieve its
objectives. It is a statement or series of statements that describes the entity’s attitude
toward risk taking. Determining an entity’s risk appetite occurs through the development of
risk appetite statements which clearly set out what the executives consider to be
acceptable risk-taking. Risk appetite statements are usually aligned to categories of risk
(e.g., financial, people, and reputation risks).

Risk appetite statements will look and feel different according to an entity’s internal and
external context. If these are not calibrated, the resultant actions may be skewed either too
lightly (e.g., no action

required) or result in an over-controlled risk response.

To help us assess our organization’s risk appetite, we decided to use a risk appetite scale
(see next slide).




What are the benefits of defining risk appetite?




Risk appetite scale

1 - Very low appetite 2 - Low appetite 2 - Moderate appetite 4 - High appetite 5 - Very high appetite

The organization takes caution The organization takes a cautious The organization takes a The organization is willing to take The organization believes

. : and often accepts as little risk as  approach towards taking risk balanced approach to risk taking greater than normal risks aggressive risk taking is justified
Risk taking possible

(O [JILRNL TR \ill select the lowest risk option, Will accept only if essential, and  Will accept if limited, and heavily Will choose to put at risk, but Will choose the option with the

faced with always limited possibility/extent of outweighed by benefits will manage impact highest return; accept possibility
muItipIe failure of failure
options
ObjeCﬁve/ Not willing to accept any Only willing to accept a small Potential negative impact and Willing to accept some potential Willing to accept a potential
negative potential negative impact to potential negative impact in the completion of strategic negative impact to pursue large negative impact to pursue
impact pursue strategic objectives order to pursue strategic objectives are given equal strategic objectives strategic objectives
. . objectives consideration
relationship
Very low Low Limited Expect some Fully anticipated

Tolerance for
uncertainty
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Simple risk log

Description

To identify our company risks and project risks, we created a simple risk log in
PowerPoint.

This simple risk log will be used when our list of risks is small or if we need to make a
presentation in front of our Board of Directors, Executive Committee, or any
stakeholders that do not need to know too many details.




Simple risk log

3-level rating

Risk Title

Lower website
speed

High oil price

Insert your risk title

Insert your risk title

Insert your risk title

Insert your risk title

Insert your risk title

Risk Description

Improving the resolution of our images will
increase the size of our images, which may
lower our website page loading time

A strong increase in oil price would create
a high pressure on our profit margins

Insert your risk description

Insert your risk description

Insert your risk description

Insert your risk description

Insert your risk description

Impact
(1=Minor;
2=Moderate;
3=Major)

Rate from 1to 3

Rate from 1to 3

Rate from 1to 3

Rate from 1to 3

Probability
(1=Unlikely;
2=Possible; 3=Likely)

Rate from 1 to 3

Rate from 1 to 3

Rate from 1 to 3

Rate from 1to 3

Risk Value
(Impact X
Probability)

. Find the sweet spot between quality

Medium priority (risk value is 6)

Mitigation Strategy

images and page loading time

Buy more oil than we need to build
up our stock while the price of oil is
at an affordable price

Assigned To

Donald

Ralph
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By multiplying the “Probability” dimension by the “Impact” =
dimension, we will get our “Risk Value”

Probability m Risk Value

What is the What is the The risk value will
probability of the potential impact of . help you prioritize
risk happening the risk your risks

‘_[ .



To assess the probability of a risk happening, we can use a 3-level or =
5-level rating depending on our needs

Probability 3-level rating

Probability Scale

3.Likely Over 60% chances of happening
2.Possible Between 20% and 60% chance of happening
1.Unlikely Less than 20% chance of happening

‘_[ .
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Risk Prioritization Matrix

This 3 by 3 Risk Prioritization Matrix will help us get a high-level view of all
our risks. The risks in the red section should be our priority #1.

¢ Insert risk name * |ngert risk name * Insert risk nams
+ Insert risk name * Inseri risk name
3. Likety
sl - -
1 + Insert risk name * Insert risk nams
[ 2.Possibla
e * Insart risk name * Insert risk name
I:L * |nsert risk rame * Insert risk name
1.Unlikedy
1_Minor 2 Moderate 3.Major

Caption: ‘ Pricrity 3 Risks | Priority 2 Risks | Priority 1 Risks




We identified 6 types of mitigation strategies 9

This option is about making the uncertain situation certain by removing the risk, often by removing the
cause of the threat

This option is about acting now to change the probability and/or impact of a threat

This option is about transferring part of the risk to a third party(e.g., taking out an insurance policy)

This option is about sharing the risk with another entity or multiple entities in order to minimize the
potential impact on one single entity

This option means that the organisation decides to accept that a risk may occur and to take no action,
exposing itself to the full possible impact

This option means that the organisation decides to accept that a risk may occur and to take no
immediate action, but puts in place a series of contingencies to deal with the potential impact

‘_[ .




We will define and implement our mitigation strategies
by using our comprehensive risk log in Excel

| | Riskldentification Risk Assessment & Prioritization Risk Mitigation X

Level of impact Probability Risk Value
Risk # Risk Title Risk Description Potential impacts (1=Minor; 2=Moderate; (1=Unlikely; (Level of impact X Priority Visual Priority Flag Mitigation Strategy Assigned to
3=Majar) 2=Possible; 3=Likely) Probability)
v v v v v v v v v v v
Improving the resolution of our images will The customer experience may r r Find the swest spot between qualit
1 Lower website speed increase the size of our images, which may  |decrease, which may negatively 3 3 9 High priority |." . pot between quality Donald
: £ b images and page loading time
lower our website page loading time impact our revenue
2 Mendizmpeilo g pisnnajoly Insert your own text Insert your own text 2 3 6 |[f:"
market
3 Insert risk title 2 3 6 &
4 Insert risk title 2 3 6 &
5 Insert risk title 2 3 6 &
6 Insert risk title 2 3 6 &
7 Insert risk title 1 3 3 Low priority |."




We will monitor the implementation of our mitigation strategies by
leveraging our dashboard in Excel, which will automatically be updated
based on the input we make in the risk log

Risks Risks mitigation strategies

Total number of Risks Total Number of risks mitigation Strategies

High priority risks Medium priority risks Low priority risks Completed Work in progress Not started

1 1 2 3







DIRECT INDIRECT

Create tangible suggestions for improvement ° ° Monitors company development
Reveals potential 0 ° Creates impact prognosis

Evaluate alternative solutions ° ° Improves/strengthens competitive position

Assesses strengths/improves weakness ° ° Encourages continuous improvement process
ADVANTAGES

Identifies performance deficits ° ° Reviews company strategies

Compares corporate sectors & companies ° ° Determines company objectives

Business analysis is systematic and neutral ° o Improves understanding of business processes

CLUSTIV




PERFORMANCE
PRODUCT

BENCHMARKING TYPES

INTERNAL EXTERNAL

Business-oriented benchmarking Competitive benchmarking

Group-oriented benchmarking Industry-oriented benchmarking

Cross-industry benchmarking

CLUSTIV




Kick-off meetings

Create & send questionnaires
Partner answers questionnaire
Verify data

Review meeting

Visit partners

Final evaluation & interpretation

Final conference

BENCHMARKING TIMELINE

MONTH 01

L) Kick-oFF
project design

MONTH 02 MONTH 03

MILESTONE 01
answered questionnaires

MONTH 04 MONTH 05 MONTH 06

& MiesTone 02
benchmark result




P Ro C E SS E S ‘ Low Intermediate High
FVALUATION
CRITICAL SUCCESS FACTOR
Influence on customer satisfaction e @ @
Process competence . .~ .
Improvement potential e Dimieeee o o
Process differs from market ‘ Q .
Dependent on external factors ‘ . ‘

Product D . ‘
Supply with resource and energy ) C .
Location 1+ 1 1 T T | 71 o o

Costs b ‘ ,
Management qualities . ' .

CLUSTIV




BENCHMARKING RESULTS

DIMENSIONS YOUR PROJECTS ALL PROJECTS WORST PROJECTS BEST PROJECTS

Requirement reference 1.33 1.83 1.00 3.00
Target group definition 1.67 2.01 0.67 3.00
Target group insight 1.00 1.60 0.33 3.00
Target definition 1.33 1.70 0.33 3.00
Preventive approach 1.33 1.87 0.00 3.00
Integration into work environment 0.67 1.55 0.00 3.00
Contextual approach update 1.00 1.43 0.00 2.67
Staff and qualification 1.33 2.08 1.00 3.00
Cooperation 0.67 1.82 0.00 3.00







Business Executive

Operations

PROCESS MAP

Communication
""" Success

Effectiveness

Determine Customer Needs
Customer Profile
Needs

Customer

Measures Needs Met?

i

wn

Mission (Quality IS Mission | Management .. Meeting Minutes

Policy) Review
Management
Review
Objectives
Objectives sl Deployment

n
L -
()
©
©
()
- Assessment Gap

ActonPlanning - Audit Training Needs Project Plan R R e Audit Report

. 4 Process g :
: Process Map Failure ANSiS Control Plan Capability Cpk Measurement Prf).cesg Implement Process ConfigliSEE
Process Analysis PFMEA Analysis USA Specification ¥ Management
(SPC) Documentation

=
©
+J
(%2]

Process Records & Work » v f ’ Training
Documentation Procedures Forms Instricoes Job Description Training Plan Audit Checklist PU———

Development



ROOT CAUSE ANALYSIS - FISHBONE (ISHIKAWA)
DIAGRAM

METHOD @ MATERIAL RZ

Cause
Instructions were unclear

)
&

MACHINE

Q

Cause
Screws were worn

Cause
Tools are worn

Cause
Screws were the wrong size

Cause
Instructions were not followed

Cause
Tools are no the right size

Cause
The correct gauge was

not used to measure
the parts

Cause
Employee has not been

trained

Cause
The gauge was not

zeroed before
measuring the parts

MAN/MIND POWER @ MEASUREMENT @

Cause
Employee Fatigue




Sort
SEIRI

Sort all items in the
workspace

Keep what is necessary
Eliminate what is
unnecessary

Reduce the number of
articles to the minimum
quantity needed

Examine the workspace and
use the list of tools and
components as marking
criteria

Use a red tag to mark all
non-essential items

Gather all marked items
Designate a holding area for
all marked items & make
sure it’s highly visible
Create & implement a
storage plan to dispose of
all unnecessary items

Keep track of all items
removed from the zone

5S METHODOLOGY

Set in order
SEITON

Analyze the workspace
according to the previously
established storage plan
Target items to move from
the area

Decide where the items
must go

Make the new location for
these items visually
apparent

Establish the criteria for
item location

Establish and gather all
necessary equipment
Identify and relocate major
equipment. Use the zone's
map to find the most
appropriate spot. Prepare a
relocation plan and have it
approved.

Decide which small objects
to move. Decide on the best
location. Move and identify
small items and set up
location indicators.

Shine

SEISO

Check if everything is in its
place

Check if some items must
be moved

Clean and inspect after each
shift

Check if cleaning, repairs or
replacements are needed
Check if specific equipment
needs repair

Consistently define all tasks
Ensure all team members
fully understand their
responsibilities

Establish appropriate
cleaning methods

Provide proper tools and
supplies

Carry out initial cleaning
Replace wires, pipes, tubes,
etc.

Standardize
SEIKETSU

Brainstorm possible
standardization conditions
Explain the identified
conditions

Select, test and adopt
specific conditions
Maintain and monitor
selected conditions

Prepare standardization
chart

Identify standardization
problems

Define ideal conditions to
sort, organize and clean
Make all standards clear
and visible

Monitor and improve
standards

Continue sorting, organizing
and cleaning to enhance
standardization conditions

Sustain
SHITSUKE

Respect existing regulations
to keep the workspace
carefully organized
according to standards
Ensure that all employees
have received training
related to the procedures
Inform all employees and
encourage their
involvement

Establish a 5S sustainability
plan

Ensure management
supports the sustainability
plan

Inform all employees of 55
standards and objectives
Identify problems related to
standards

Create and maintain a 5S
communication board, so all
employees throughout the
plant understand the 5S
system

Continue to improve upon
standards and visual cues.




KAIZEN - 4M CHECKLIST

MACHINE (Facilities)

% Does he follow standards? % Is he experienced?
@ s his work efficiency acceptable? J(S)Q?e assigned to the right
% Is he accountable? @ s he willing to improve?
. Does he maintain good
x  Is he qualified? * human relations?
s h bl o Is his work efficiency
% Is he problem conscious- % acceptable?
Are there any mistakes in Is there any waste in
* volume? * material?
@ Are there any mistake in grade? % Isthe handling adequate?
Are there any mistakes in Is the work-in-progress
* the brand name? ¢ abandoned?
Are there impurities mixed Is the storage layout
*in? % adequate?
> Is the inventory level > Is the quality standard

adequate?

adequate?

1
>y Does it meet production > Does it meet precision
requirements? requirements?
@ Does it meet process capabilities? % Does '?t make any unusual
noise-
Is the lubrication 5
X adequate? @ s the layout adequate:
Is the lubrication Are there enough machine/
* adequate? % facilities?
Is the operation L
» interrupted due to machine X Lf/cfrvlﬁ%tglrggelrg good
troubles? :
J
)
< Are the work standards < Is the sequence of work
adequate? adequate?
@ s the work standard upgraded? »% Is the setup adequate?
. Are temperature and
? =
% s it a safe method? e humidity adequate?
Isit a method that ensures Are lighting and ventilation
* agood product? * adequate?
Adequate contact with the
% s it an efficient method? % previous and the next
process?
J

CLUSTIV




SIX SIGMA - DMAIC

CONTROL

DEFINE MEASURE ANALYZE IMPROVE

Define the problem and Measure Defects and Analyze the Data and Improve the process to Control and monitor
what customer requires Process Operation Discover Causes of remove causes of defect your improvement
1. Select Project — CTO’s 1. Identify project output Defects 1. Identify solution 1. Implement process
2. Create Project Charter metric 1. Identify root causes 2. Refine and test control
3. Develop High-level 2. Develop data 2. Validate root causes solutions 2. Prepare roll-out
process map collection plan and determine 3. Cost benefit solution
3. Establish process VITALFEW calculation 3. Project closure
baseline 3. Quantify the

Project Initiation opportunity

document and project
selection

CLUSTIV




“DRUM-ROPE-BUFFER"

Workstation A Workstation B Workstation C
CONSTRAINT

Raw Work-In-
Materials Process

Rope is a signal from a
constraint (drum) Buffer Ensures a constraint

indicating the amount of for continuous operation
materials to be released

Drum determines the total
throughput of the entire
system.

CLUSTIV




TOYOTA
PRODUCTION SYSTEM

. . . The right products
Goal: highest quality, lowest cost, shortest lead time in the right
/ quantity and at the
Providing operators or right time
machines the ability to Jidoka Just-in-time

detect when an /
abnormal condition The available

has occurred and production time
immediately stop * Stop and notify of e Takt Time «—  divided by customer

work. abnormalities requirement

* Pull Production
* Separate Human work

and machine work * Continuous Flow A method of
production control

Leveling the t d where downstream
eveling the type an . . o :
quantity of Pillar | Pillar Il activities signal their
i ol o needs to upstream
production over a (Sakichi Toyoda) (Kiichiro Toyoda) rocesees
fixed period of time

Heijunka STANDARDIZED WORK Kaizen Continuous

i