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Positive Research Findings

Critical success factors can be determined

Clear distinction between winners and
losers

Success Is directly related to the number of
critical success factors in place

Even the best companies and public sector
bodies could do much better

Behavioural factors can be addressed



Critical Success Factors for
Managing Change, Competing & Winning

* |dentify apparent critical success factors
e Survey and interview practitioners
« Rank responses in order of results/benefits

o Compare the top and bottom quartiles to
ISolate the factors that make a difference

» Publish critical success factors reports
e Summary in ‘Transforming the Company’
o Offer workshops and provide practical tools




Knowledge Management Agenda

« Determining the knowledge required

— ‘Shaping Things to Come’ / Differentiation
 Creating the knowledge required

— ‘Developing a Corporate Learning Strategy’
* Managing the knowledge created

— “‘Managing Intellectual Capital to Grow Shareholder
Value’ / K-frame

» Exploiting the knowledge created
— “The Knowledge Entrepreneur’

* Applying the knowledge created
— Developing knowledge based job support tools



The Future of the Organisation

Using and sharing existing knowledge
Need to replenish knowledge supply
Variable knowledge worker performance

Loss of know-how (multi-skilling,
redundancy, outsourcing, etc.)

Extent of copying and me-too responses
Quantitative indicators destroying diversity

Source: Colin Coulson-Thomas, The Future of the Organisation, Kogan Page, 1997 & 1998



Knowledge Quality
(“The Future of the Organization’)

o Current, relevant, vital and accessible

* Review, update and replenish supply

* Creating new knowledge/intellectual capital

e Consumers v. producers of knowledge

e Superstars v. average professionals

» Create-capture-package-share-manage-exploit

» What proportion creating and exploiting?

Missing stages: create (DCLS) & exploit (MICGSV)

Source: Colin Coulson-Thomas, The Future of the Organisation, Kogan Page, 1997 & 1998



Knowledge Creation
(‘Developing a Corporate Learning Strategy’)
e 69 organisations - Turnover £49.5 B

 Training Inputs are not producing
knowledge/intellectual capital outputs

 Training/development a cost (25 L. S. Services)
» General/standard courses v. specific support
* Internal focus v. supply chain/partners

« Cost cutting v. generating new income

« Corporate universities, learning support

Source: Colin Coulson-Thomas, Developing a Corporate Learning Strategy, Policy Publications, 1999



Knowledge Management

(‘Managing Intellectual Capital to Grow Shareholder Value’)

* 51 companies, £9.3B/20 types intellectual capital
« All 20 categories to become more significant

» |eaders expect 30% revenue growth from
licences/brands, market intelligence,
website/internet & management methodologies

 |_east growth from copyrights, goodwill, patents,
royalties, designs, technology, software & R&D

» General failure to manage intellectual capital
* Problem of handling different formats

Source: Sarah Perrin, Managing Intellectual Capital to Grow Shareholder Value, Policy Publications, 2000



Knowledge Management

(‘Managing Intellectual Capital to Grow Shareholder Value’)
Key players: CEO, Marketing Director, FD
|_ess than 10% value IC on balance sheet
Key Questions:

— How significant is IC as a source of cust./shareh. value?
— Is its contribution assessed and tracked?

— Is creation, sharing and exploitation measured?

— Are sufficient resources devoted to them?

— Is IC packaged, badged, valued, stored and protected?
— An appropriate knowledge management framework?

Source: Sarah Perrin, Managing Intellectual Capital to Grow Shareholder Value, Policy Publications, 2000



The Knowledge Entrepreneur

Information overload
People need tools and relevant knowledge

Opportunities for new knowledge-based
services and offerings (37 categories)

Income opportunities (31 learning services)
Superstar know-how can be captured
Need for knowledge entrepreneurs

Source: Colin Coulson-Thomas, The Knowledge Entrepreneur, Kogan Page, 2003



Transforming
Personal Performance

« Make sure your people are the best supported and
most knowledgeable in your field

« Adopt simple and scalable solutions
e Don’t spend a fortune on knowledge management

* Provide cost effective job support tools on
personal computers and laptops in the field

« Make it easy for people to locate what Is needed
« Use whatever formats are easiest to understand
* Help people to tackle more complex problems
* Provide professional development opportunities

Source: Colin Coulson-Thomas, The Knowledge Entrepreneur, Kogan Page, 2003



Knowledge Framework

(www.k-frame.com)

Formats: data bases, physical documents, slides,
Images/designs, animation, audio, video

Capture, access, manipulate, search, fuzzy search

K-frame: knowledge creation, report &
presentation generation tools, internet compatible

Eyretel Case Study:

— Features: support tools - configure solution, pricing
engine, cost justification, proposal generator

— Benefits: increased win rates, bring orders forward,
closer relationships, cross-selling, less support staff,
lower training costs, faster induction, consistency/docs
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Start here | Planning |

Toolbox
Creating a marketing plan
Running effective campaigns »

Running successful seminars »

Hints and tips

3

3 Creating a marketing plan

Example marketing plan

&) Marketing plan template
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THEMARIGT

MAREETING TOOLEIT
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Cost Benefit Analysis
Cost Benefit Analysis

Marketing strategy
Action plan

Control document

Prrengins
Strong, high quality client bank Mo Corporate clients
Serinar presentation skills Mo exparience in Corporate marketplace
Referral gathering skills Traditionally low-key advertizing frorm FP = riay have to do
Cornpany position in Stakehalder market (innovator - AEEL) all hard work ryself (rore budget etc)
BAS — unique cotporate service My plan assurnes we get full Stakeholdar marketing support
Excellent serninar support — should ensure first class business [rny not happen or may arrive late etc)
breakfasts Mot yet known what API situation will be on Stakeholder
business
Opportunities Threats
+ Mo other Business Adviser in the Branch - dhance to beoorme Losing existing clients through concentration on new rmarket
the Branch *zpecialist’ Business flow rnay suffer while I get*up and ranning” in
Stakeholder "D-Day’ (Cchober 8% - call to action) Carparate rarket
Changes in legizlation mean more buzinesses need advice Local cormpetition may steal 2 mardh on e while T getting
Strong marketing support for BAS — unigue proposition to hit trained et (finite nurmber of lacal businesses to pursue)
local market with IEAs.tend to dominate local Charbers so valoable
Branch iz a member of local Chamber of Cormmmeroa - tirmef resource could be wasted on contacting unsuitable
possible leads source prospecks
Split betwean time required for IHT work and Corporate may
prove to great
=l L |
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BLQ Yendor's Manual - Quality Policy

START HERE VENDOR'S MANUAL REFERENCE MATERIAL
B&Q | Vendor's Manual

HE #e | -] %

m 01,0201

|

Introduction

BEL is committed to sourcing and offering quality products which offer
excellent value far money to customers.

Introduction

Froduct 5afety

B&l's  customers will only be offered S afety Critical

products and services which BEQ's staff are
confident to sell and would buy, use or
recommend themselves.

Mon-safety Critical

Wendor Reguirements

These products and services will represent Withdrawals From Sale

good walue for money, meet our customers'
expectations and will never disappoint them.

Froduct BRecalls

Fublic Safety Notices

BE&L will only farm partnerships with Yendors

- - - H
who share this vision. Failure to Comply

000000000

B&L will ensure, through a rigorous and
robust assessment EEE ¥ Vendor

— 1 ——

‘ A




BtQ Yendor's Manual - Barcoding for BEQ

START HERE VENDOR'S MANUAL REFERENCE MATERIAL
B&Q | Vendor's Manual

HE #e | -] %

m 01 Ok 02

i

Introduction

|

BEL uses retaill "on pack” barcodes to monitor the sale of merchandise
to its customers. Clear and accurate 100% first scan barcoding speeds
the flowr of goods through BEL's supply chain, improves availability in
store, service to customers and sales both for B&G and Yendars.

Introduction

Barcode Policy

Special Orderd & Class
Froducts and Components

Thig section covers the application, magnification
size, print quality, accuracy and location of
barcodes and barcode [abels, for ‘branded' and
BEL Cwn Label' retail product packs/items,
traded units (cases) ar pallet quantity labels.

Wendor Reguirements

Approval Procedures

Locations of Barcodes

. . . Cwun Brand
Like ather major retailers, B&l follows the

standards set by the appropriate Barcode
Association for each country of orgin, see
¥ Apnroved Barcode Authorities (Worldwide).

Frint Applications

Changing Barcodes

Barcode Representatives

Clur examples are based on the EAMN [UK) LTD
trading as the e-centre, see ¥ _Figure { -
Fractical exarnles.

Failure to Comply

100000000000

Cimiirm 4 Diro-disal




Cizco's Yoice Solutions Salez Accelerator 1.00 Internal Yersion - Qualify

I e S SO
Cisco SYSTEMS

- Start Business Sales Are You Library With the Tools
I here Case Process H{:-.ar_w? Customer
HE #e | EE

SALES PROCESS: QUALIFY

~ Intraduction Llntrnduction
o Fhase 1 - |dentify Businass
Meed , : : .
E P:EEEE—DuaIi'ﬁ.rfnrlP Once you'we identified a pntenha] custormer, you need to quahfj,f the
e lead. You want to establish which ones are worth pursuing to the
- Fhase 3 - Opportunity next stage.
Analysis
T LConelusion Clualifying is in fact an ongoing process right through the Sales

Process, up to the point of taking the arder!

At this stage you can make a preliminary assessment of the
business need and the likely solution, but dont jump ahead too
guickly - you need to do some serious fact-finding in the next section
before you can present a full-blown solution,

Click here for a Cheat Sheet for Qlualifying
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Cizco's Yoice Solutions Salez Accelerator 1.00 Internal Yersion - Decizion Tree

Cisco SYSTEMS

- Start Business Sales Are You Library With the Tools
I here Case Process Haarjv? Customer
H&E| e s | o] x

Y

BACK TREETOP

==&

= _=m
= = -EE;;:_H

Is there a willingness
to upgrade?

YES

Click on the answer of your
choice to move on to the
next step of the Decision
Tree.

NO

Is there a willingness to upgrade?

Refer back to the business need. If IP telephony is the most appropriate solution, then you should try
to influence this decision. ¥ou will have a much easier task if the answer to this question is "Yes'

Produced by




Cizco's Yoice Solutions 5Sales Accelerator 1.00 Internal Yersion - Quiz - IPCC

Cisco SYSTEMS

Start Business Sales Are You Library With the Tools

i here Case Process H{:-.ar_hr? Customer
AL

IPCC Quiz )

Q s Which IVR product from Cisco is best positioned in the large
enterprise and service provider?

uIF MR
WICD
W =N

B

Click on the option of your choice, then click on the Confirm button.
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Cizco's Yoice Solutions Sales Accelerator 1.00 Internal ¥ersion - ExCel

Cisco SYSTEMS

Start Business Sales Are You Library With the Tools
here Case Process H{-:earj‘,r-r' Customer

Can'tsee the wideo™ Download instructions

NEXT

Peter Campbell FSSe-ra
Head of Information Systems

Produced by (co/oco
.




Cizco's Yoice Solutions Sales Accelerator 1.00 Internal ¥erzion - Cizco IPCC: Building the Distributed Contact Centre Infrazt... [ [=] E3

Cisco SYsTEMS

Start Business Sales Are You Library With the Tools
here Case Process Hi:-.ad‘,r? Customer

|H&|# e | -l x

A& @ o -

dh & BOE|E| R [ @

T -] hox - @ OEOEE D -

—
2a

Cisco IP Contact Center:
Building the Distributed
Contact Center Infrastructure

Thumbnsilz % Bookmarks

Business Solutions

Anintegral part of Cisco AVVID (Architecture for Voice, Vidao, and Intagratad
Data), the Cisco IP Contact Centar (IPCC) delivers intelligent call routing, net-
work-to-desktop CTI, and multimedia contact management to contact center
agents over an IP network. By combining software ACD functionality with
IP talephony in a unified solution, IPCC enables companies to rapidly deploy
a distributed contact center infrastructure to support their global e-sales
and e-service initiatives.
The Cisco IPCC delivers an integrated suite of proven solutions—including Cisco 1CM,
Cisco CallManaper, Cisco IP-IVE, Cisco YVoll gatew ays and Cisco [P phones—that combine
Ry anslsantst senter selurions, 5 atilies o comoanys sxisine 2 nsmwork.

) 14 4 1af6 » M B5x11in O = 4
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Cizco's Yoice Solutions Salez Accelerator 1.00 Internal Yersion - ExecRecord [Eyretel]

Cisco SYSTEMS

)

Start Business Sales Are You Library With the Tools
here Case Process H{:-.ar_w? Customer

=F=3F R

IP PHONE PRODUCTIVITY SERVICES CASE STUDY

* The Business Challenge

- %

ExecRecord

* The Solution

Can't play the animation™

¥ Business Benefits

* PowerPaoint Presentation

BACK NEXT

Mr Carter
Validated




Job Support Tools:
Critical Success Factors

* Improve processes before automation

« Build In best practice

» Capture/share how ‘superstars’ operate

* Prevent regulatory/legislative breaches

* Make It easier for people to do their jobs
e Ensure staff learn from each use

» Keep tools and know-how up to date

Source: Colin Coulson-Thomas, The Knowledge Entrepreneur, Kogan Page, 2003



‘Managing Change’: Winners

Provide a compelling rationale for change

Set challenging goals

Regard change and transformation as the norm
Provide visible leadership and commitment
Secure ‘buy-in’ from people who understand
Remain true to their visions and themselves
Balance strategy and capability

Equip people to bring about desired changes
Use tools that change attitudes and behaviour

Source: Colin Coulson-Thomas, Transforming the Company, Kogan Page, 2002



Leading and Managing Change:
Further Information

‘Transforming the Company’, ‘The Future of the Organisation’
and ‘The Knowledge Entrepreneur’ from Kogan Page: Tel. + 44
[0]1903 828503 Fax. +44 [0]20 7837 6348 E-mail:
mailorders@Ibsltd.co.uk

‘Individuals & Enterprise’ and ‘Shaping Things to Come’ from
Blackhall Publishing: Tel: +353 1278 50 90; Fax: +353 1278 44
46; Email: blackhall@eircom.net

‘Developing a Corporate Learning Strategy’ and ‘Managing
Intellectual Capital to Grow Shareholder Value’ from Policy
Publications: Tel: +44 [0]1234 328 448; Fax: +44 [0]1234 357
231; e-mail: policypubs@kbnet.co.uk

All books/reports from: www.ntwkfirm.com/bookshop
Details of K-Frame and support tools from: www.cotoco.com
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