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Strategy to success

Succeed

' 4

Implement through the
new operating model

/

Programme manage the change

v

Develop transformation plan

/

Design operating model

Develop new strategy



The Operating Model Canvas

Suppliers Locations
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Value Delivery Chain(s)
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The Business Model Canvas

Back End Middle Front End
(operations) (value) (customers/channels)
Customer

Key Activities

Key Partners

Key Resources

Value Proposition
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Relationships
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Customer Segments

Cost Structure

—

Revenue Streams




Enhanced Business Model Canvas

Back End Middle Front End
(operations) (value) (customers/channels)
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Financial Model



The Operating Model Canvas
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Benefits of the Canvas

One page — can be extended to 10 pages
Promotes dialogue between managers

Limited space ensures a focus on the
Important

Easy to share/communicate

Provides enough guidance for briefing
transformation project leaders



Start by laying out the value chain(s)
needed to deliver the value proposition(s)
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Choose what else to put on the Canvas based
on what is important to the value proposition

Low cost
locations
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* Links the value

)
proposition - “low cost” -

*
Low cost
@ l
to the elements of the O I
operating model that . / '\

make low cost possible.
Functional Standard
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Shell

Global Footprint

Contractors
Dutch/British HQ

x Upstream oil ;ﬂ

Tech &
Projects> Downstream oil
Integrated gas
Multiple ERP systems

Function/Business Matrix
Bespoke functional
applications (global)
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HR Function for on-line retailer

Recruiters

IT function

Consultants

HR Talent \

HR Consulting \
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Quartermaster Stores at DEF CON

Close to
conference
rooms

e |

Close to

loading keep o
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One team -

“coffee”
culture empowered
' 5 in store
i 1 external Runner

3 internal Runners

inventory
system

Basecamp

After action
eview posted on
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Basecamp 'C

End of day
reconciliation and
chasing

All departments
meet on site 6

months before




Five core tools

Supplier Matrix Locations Footprint

Europe excluding
Spain (use non- USA (create a
exclusive distributors)
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Value Chain Map
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Core Tool: Value chain map

All Value Chain Steps

Bl:|ild Design Quote Adjust Deliver
Clients Sell desig do .
Segments

Open courses

Tailored PEED) | 2> S>>

Qualifications 3> D D W T
Conferences » D > O

Weddings ) 4 2> >
Research > O > >> > > publish »

I Report by function
I Report by value chain and link

> > Report by value chain keep separate



Core tool: organisation model
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- Are the needs of the segment sufficiently
different that the steps in the column
should be kept separate to allow for
solutions and skills that are tailored 1o the
segment?

- Are there significant economies of scale or
other reasons that suggest the steps in the

column should be combined into a single.
unit?

-+ Ave there opportunities to save cost of
improve the offer for customers by linking

the steps in the column?
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These judgements inform later decisions
on the organization and other parts of the.
operating model

3. Organization chart

The organization model is the most powerful tool for
developing options for the organization structure e
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