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Our Agenda

ÅChanging circumstances

ÅExample

ÅEvolution to a dramatically different place

ÅThe results

ÅHow to (best practice)

ÅResources (places to get this stuff)
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128,000 
Business books 

published since 2005

10.8billion words

81 years to read

101 storeys tall
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An outside in process is one which has been created to 
successfully deliver a customer outcome and has been 
designed from the customer's perspective. 

This process is likely to reduce the number of moments of 
truth or interactions with the organisation and is "doing 
the right things", in terms of delivering the process as 
part of an overall customer success strategy. 

An inside out process may be thought of as one which also 
provides the goods or services to the customer, but the process 
to provide these are viewed from the organisation's 
perspective. It may be "doing things right" but not necessarily 
"doing the right things". 

It may seek to improve the customer's experience, but not 
necessarily aligned with delivering a successful customer 
outcome, or what the customer really wants.

David Mottershead, 
Certified Process Professional - Creative Digital Technology (Australia)

Outside-In process ïwhat is it?
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ïA Call to Action

Confluence of THREE major factors

ÅPeople

ïRebellion and Customer Promiscuity

ÅTechnology

ï81% Americans Online, 73% Australians (2008)

ÅOnline Economics

ïUS$19.6 Bnonline advertising sales (2007)

These three trends have created a new era.



O
U

T
S

ID
E

INExamples



80% of CEOôs believe 

their brand provides a

superior customer

experience

Only 8% of their 
customers agree 

(Bain & Company)

Perception
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1975

The World was a 

simpler place...



O
U

T
S

ID
E

IN Complexity ðhow did it go so 

bad?

C:/Users/Steve/Documents/BPGCLASS/2009/complexity2009.pptx


It isnõt simple anymore

2009



Think about...

ÅAll those rules

ÅThose procedures

ÅThe standards

ÅThe systems

ÅThe hierarchy

ÅReporting lines 

ò.. You know things got so 

complicated we actually 

decided to structure 

ourselves along the line of 

our enterprise software 

system, so things might 

work betteró 

CIO, Global Telco, 2008.

(Source BPGroup IQPC 08 Survey)



We now have a bewildering array 

of choice in almost every product and 

service.
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take **it anymore



Letõs review...



O
U

T
S

ID
E

IN

And thinking Inside-Out makes 

things very complex.

We need to Rethink things from the 

Customers Perspective, that is

OUTSIDE-IN

One customer relationship with us
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ÅOver 100,000 possible interactions

ÅEvery interaction must be designed, implemented, 
codified, trained, maintained, controlled, audited, 
reported, managed, changed, evolvedagainst a 
backdrop of legislation, control, competition, market 
forces, technology, strategy, skills, capability at the 
same timetrying to make money.

ÅKey Question - Where is the Customer in all this?

and then we say we need to 
manage variance?!?
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We need to manage variance??

ÅIs it any wonder that many 

organisations are drowning in a sea 

of complexity and ôimpossibleõ 

demands on structures created with 

out of date thinking more appropriate 

to the Victorian era?
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We need to manage variance??

ÅComplexity is the reason why things 
fail, why stuff is expensive and often 
why businesses fail.

ÅComplexity results when products and 
services become convoluted AND 
organisations do NOT understand the 
ultimate Successful Customer 
Outcomes (SCOõs)
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ÅMake sure we really do have the 

customers we want 

ÅArticulate the Successful Outcomes for 

these customers

ÅEnsure all our processes are aligned with 

the Successful Outcomes

ÅEradicate the Causes of Work - Use 

Process diagnostics



O
U

T
S

ID
E

IN

1975

The World was a 

simpler place...
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Moving to a new perspective

ÅEvolution of business 

ÅDoctor Analogy

ÅThe Tools & Techniques to achieve success



90% of businesses are 

unable to execute the 

strategy they have on 

paper 

70% of businesses project 

performance they will 

never attain

Houston, we have a problem

Source: Axon, L.  Learning to lead: How Companies Grow Profits by Growing Leaders, Sept 22,2004

Source: Norton, D. Aligning your Strategy to the Customer Value Proposition, 13/9/2005



Use Technology to innovate rather than automate the mess

Andæ

ïWeçcanòtçsolveç

problems using 

the same kind 

of thinking we 

used when we 

createdçthemð
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Waves of Benefitsfrom Business Process Evolution
based on Towers Associates & BPGroup Research 2006-7 (800+ organisations)

1
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4

(c) 1992-2009 BP Group
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An outside in process is one which has been created to 
successfully deliver a customer outcome and has been 
designed from the customer's perspective. 

This process is likely to reduce the number of moments of 
truth or interactions with the organisation and is "doing 
the right things", in terms of delivering the process as 
part of an overall customer success strategy. 

An inside out process may be thought of as one which also 
provides the goods or services to the customer, but the process 
to provide these are viewed from the organisation's 
perspective. It may be "doing things right" but not necessarily 
"doing the right things". 

It may seek to improve the customer's experience, but not 
necessarily aligned with delivering a successful customer 
outcome, or what the customer really wants.

David Mottershead, 
Certified Process Professional - Creative Digital Technology (Australia)

Outside-In process ïwhat is it?
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Waves of Benefitsfrom Business Process Evolution
based on Towers Associates & BPGroup Research 2006-7 (800+ organisations)
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CUSTOMER 

SENSITIVE

CUSTOMER 

CONSIDERATE

CUSTOMER 

DRIVEN

Reference: BP Group Linked ðDick Lee, 2009

(c) 1992-2009 BP Group



In fact,

The Customer Experience 

Is the Process!

Enquire about a 
trip

Navigate to the 
airport

Experiencing 
hospitality

Baggage 
transportation

Enjoying the trip
Relaxing in the 

hotel
Returning Home

Enjoying a 
Coffee at Home

Ticket - Carousel

OUTSIDE-IN

Inside-Out
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The Scores on the Doors

ÅMilwardOptimor

ÅJ D Power

ÅStandard & Poors

ÅWall Street
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Source:

www.successfuloutcomes.blogspot.com

http://bit.ly/uAyVW

Who is Outside-In and how does that 

change company value?
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Outside-In is winning in terms of 

Revenue, Profitability & Customer Service

$6.4 BnFirst Quarter LOSS

$537 M First Quarter LOSS

Apr. 23--United Airlines said Tuesday that it would eliminate 1,100 jobs 

è..itéwouldéreduceécapacityébyésheddingé30éairplanes,éUALésharesé

plummeted 37 percent 

to $13.55

Houston-based Continental Airlines Inc. 

reported Apr 17 that it lost $80 million

$80 M First Quarter LOSS

Apr. 18--Southwest Airlines Co. said Thursday 

it earned $34 million in the first quarter 

Southwest now plans to take delivery of 14 

new Boeing 737-700 aircraft next year

$34 M First Quarter PROFIT

58 Successive Quarters 

of  PROFIT

$4.1 BnFirst Quarter LOSS

Who is Outside-In and 

how does that impact the 

bottom line?
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Outside-In simply wins. 



DISCOVERY
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The Causes of Work

Break Points

Business Rules

MOT

BP

BR

Performance. Agility & Quality 

are driven by...

Moments of Truth

BP






















