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Aligning teams with the higher purpose

ROAD TO THE RED PLANET

SpaceX was founded under the besel that a future where humandy 5 oul expiornng the slars s fundamentally more
exciing than one where we are not. Today SpaceX Is aclively developing the technologies 1o make this possidie, with the
ultimate goal of enabiing human ife on Mars



Digital
experiences

Easy, effective, [§ FOCUs operations

emotional | on things
customers value

customer
experiences
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Digital

ecosystems

Transform at the speed of
Behavioural Change

Innovate at the Speed of
Technology Change

Digital
innovation

Innovate at the

Build platforms
intersection of i
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Age of the customer

Empowered bum
demand a new of
customer obsession,

Age of information
Connected PCs and
' supply chains mean

those who control

information flow
dominate.
Age of distribution e s
Global connecti ntenders
wane connections and include Facebook,
portation systems IBM, Best Buy
make distribution key. nd i
Amazoncom, Google, and Apple.

Age of manufacturing Intuit, MBNA

Mass manufacturing
makes industrial

powerhouses successful.

Solutioning practices are derived from “Age of the customer”



Customer. Chat. Social integration. In-store tech. Too techy?



Customer-led “‘x
Insights-driven T -
Fast N:
Connected :M/

Customer-led and Insights-driven

Without customer data, you know nothing. Without real-time, you are blind.



58% 44%

Increased their spending on Seeing a significant Gaining new customers
real-time customer analytics increase in customer and increasing revenue as
solutions in 2018. retention and loyalty as a a result of adopting and
result of using customer integrating customer
analytics. analytics into their
operations.

Source: Harvard Business Review

Real-time customer analytics in 2018, across all sectors
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Customer obsession starts with empathy
S . L . v



PROTOTYPE

Customer obsession starts with empathy. Design thinking.




POSt-service period

PRE-SERVICE PERIOD SERVICE PERIOD ZIIIiII'P
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Design thinking and ecosystems




Project portfolio ‘

management
g Wireframing tools
Value stream management )
Prototyping tools
Application user analytics ;
Requirements
Application performance

Agile planning and

monitoring
management

&

B

Core

product team
A/B testing « Developers Artifact repositories
« Scrum masters Continuous
. » Testers integration
Feature toggli . )/
oggling % Product owners / Unit testing
. Static and
Continuous delivery O'Jr dynamic code
release automation analysis
Test data Test Version t
E management management Ul ol
Service virtualization ‘&

API test automation
Omnichannel functional test automation

Beautiful delivery: Activities, roles and tools
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#1 Success factor
Autonomous Cross-
Functional
Agile Teams

Team players, i.e. empathy, curiosity,
creativity, commit, cross-
disciplinary

Ownership from: user needs to run
in production

Learning approach, i.e. idea, prove,
build, capture, learn, adapt

Agile process, i.e. backlog, sprint,
daily, release, monitor

Common roles, i.e. product owner,
agile coach, architect, designer,
devoper, tester, business expert




Beautiful Delivery — Customer obsessed practices

In the autonomous cross-functional agile team, everyone is continuously involved in, and responsible for, everything, especially
quality, and it owns the complete scope from user needs to run in production. The team deliver something based on user needs
that looks good, that works, in production, and that can be tested with real users every sprint (e.g. two weeks).

Customer Obsession

The team is focused of finding the
real user needs throughout the

customer journey in all channels,
as well as making sure that what
they create aligns with the
customer's ecosystem of value.

Startup Approach

Start with an assumption (idea),
find the simplest way to prove,
build it (prototype), capture as
much info as possible, use metrics
to evaluate assumption, capture
what was learned, and refactor.
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Monitoring & Feedback

Digital Platform

Makes sure that touch points
(webs, apps, bots, connected
things, etc) can move faster than
the back-end systems.

Agile Process

Prioritize backlog on value vs effort,
set iteration scope (sprint backlog),
two week iterations (sprints), daily
standups (done, will do,
roadblocks), complete release
(according to definition of done),
and refactor (retrospective)
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Make and do
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Sogeti DevOps Center of Excellence. Collab with France.
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reas Sjostrom, CTO




