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Z Our Agenda

- A Changing circumstances

= A Example

A Evolution to a dramatically different place
A The results

I— A How to (best practice)
D A Resources (places to get this stuff)
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Outside-In process T what is it?

Anoutside in processs one which has been created to
successfully deliver a customer outcome and has been
designed from the customer's perspective.

Thigrocess is likely to reduce the number of moments c
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.

Aninside ouprocess may be thought of as one which also
provides the goods or services to the customer, but the proce
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

~_DavidMottershead,
Certified Process Profession@reative Digital Technology (Australia)
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=l Drivers towards Outside-In
Z I A Call to Action

- Confluence of THREE major factors

A People
I Rebellion and Customer Promiscuity

A Technology
I 81% Americans Online, 73% Australians (2008)

A Online Economics
i US$19.6Bnonline advertising sales (2007)

These three trends have created a new era.
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80% of CEOOs [
their brand provides a
superior customer

experience

Only 8% of their
customers agree

(Bain & Company)
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C:/Users/Steve/Documents/BPGCLASS/2009/complexity2009.pptx
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Think about...

A All those rules 0. . You know 't
complicated we actually

AThose procedures decided to structure

R The standards ourselves along the line of
our enterprise software

A The systems system, so things might

A The hierarchy work bettero

A Reporting lines CIO, Global Telco, 2008.

(Source BPGroup IQPC 08 Survey)



We now have a bewildering array
of choice In almost every product and
service.





















































































































