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			INTRODUCTION

			“TO ACHIEVE SOMETHING GREAT, I NEED TWO THINGS: 
			A PLAN, AND NOT ENOUGH TIME.”

			LEONARD BERNSTEIN, AMERICAN COMPOSER AND CONDUCTOR

		

	
		
			DO OR DIE AT THE PROJECTOR

			It’s bizarre, isn’t it? A company pours millions of dollars into developing and manufacturing a new product. A huge marketing machine cranks into gear to get it out the door. Yet whether it proves a cash cow or flop will boil down to one thing: to what happens when a handful of employees sit with the customer to present it. All they can count on at this meeting, apart from their own charm, is the business presentation on their computer. And after the introductions it is this font of data, this business card, and this source of inspiration all wrapped up in one — this magic tool — to which everyone’s attention will turn.

			But what if it falls flat? If no sparks fly? If the customer fails to be convinced, mainly because the presentation’s twisted logic could never convince anyone of anything? So much — perhaps everything — depends on the contents of its handful of slides. Yet the glazed-over eyes of the customer soon make it clear that propriety is the only remaining reason to keep running through them to the end.

			We can all agree that this is a communication nightmare. But an inability to communicate effectively can carry serious risks even when the stakes are lower. We can all surely agree also that, when it comes to communication, one of the two parties — the “transmitter” or the “receiver” — has to do the heavy lifting, with either the former working hard to make the message intelligible or the latter working hard to interpret it. Since the receiver simply must not be burdened with this work, the transmitter always needs to make sure that the message comes across as intended, framing the arguments and ideas in a way that sparks interest, having gained a thorough understanding of the topic first.

		

	
		
			AL GORE’S “INCONVENIENT TRUTH”

			Late February 2007. University of Miami. Al Gore takes the stage. Within minutes he has 7,000 people in his thrall, sweeping them along with him. You can sense their enthusiasm grow. He stands before them, fresh and lively. Previously considered rather stiff and wooden, the former vice president manages to win over the audience, both for a topic that is so close to his own heart and for him as a person.

			He is driven by an idea, a mission: climate protection. His message: we need to reduce CO2 emissions and stop global warming. His medium: slides, prepared using nothing but standard presentation software.

			This presentation, with its filmic quality and brimming with the conviction of a presenter who has completely internalized the message he is communicating, also serves as a platform for Gore himself. This talk in Miami is just one of many he has given on the topic across the globe. Time and time again he has delivered this presentation, has voiced his concern, has captivated his audience.
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			The roots of Al Gore’s spectacular rebirth stretch back to a time before his Washington career. Back in the 1970s he had already been involved in environmental activism, sounding the alarm on global warming, and — we should emphasize here — often showing slides during the talks he gave on the topic. In 2003 he picked up the thread once more, traveling around the world and professionalizing his public appearances.

			The movie director Davis Guggenheim was so impressed with Gore's slide show that he decided to film it. The result shook people out of their slumber globally, and was awarded several prizes, an Academy Award among them. 

			Although we are still in the early stages of climate protection, Gore has nonetheless managed to set many wheels in motion. He has reached and persuaded a wide section of society. And on a very different level, for those of us with a professional interest in communication, Gore’s success has served as a powerful reconfirmation of the enormous potential of his basic medium — the presentation.

		

	
		
			ABOUT THIS BOOK

			While each of the two examples of communication given so far relate to a traditional presentation setting, this may be a little misleading: presentations today are consumed for the most part on a computer screen, with the author not present. This book is designed, therefore, to give you the skills to create business presentations that can be understood solely in terms of what is presented on each of their slides even when no one is there to guide the recipient through them. 

			We explain how you can reduce what you have to say to its essentials and be left with a clear and unambiguous message for your audience. The aim of the book, therefore, is to help you quickly and easily achieve success as a communicator. At the end of the book you should be in a position to create self-explanatory presentations with action-oriented messages that inspire the reaction you want in the addressees. Your presentation will, if you follow our suggestions, consist of fewer slides, with each slide providing a much clearer overview of the points you wish to communicate.

			Because of the deluge of presentations with which people in business now have to cope, we focus in this book on the classic business presentation. Please note, though, that the underlying method can be applied to other types of communication, such as speeches, team meetings, lectures, emails, and even phone calls. Tips on presentation techniques, such as on body language and pacing, are, however, not to be found in this book. And this book is most definitely not a guide to PowerPoint.

			

		

	
		
			COMMUNICATING INTO THE FAST TRACK

			Every day we see evidence of the importance of communication: colleagues and line managers need to be kept up-to-date, customers and investors need to be kept excited, stakeholders need to be kept on board. In your own job you will often need to get decision-makers onside, convince doubters, and appease critics. As was clear long before Al Gore came on the scene, your most bril liant thoughts, your best ideas, your sharpest insights, your boldest innovations will get you just short of nowhere if you cannot communicate them clearly, convincingly, and in a way that has people act on or implement them.

			All levels of the hierarchy and all fields of activity need to rise to the challenge of communication. The recent graduate swamped by project work, the young professional looking to stand out from her peers, the senior manager who spends more time consuming presentations than giving them: nobody in business can avoid immersion in communication processes — which, furthermore, always take place against a backdrop of time pressure.

			 The goal of this book is to show you how to produce and use structured business presentations to communicate effectively with real impact. Effective communication is a challenge you must face head-on if you are to shift your career into the fast track.

			

		

	
		
			MAKE YOURSELF UNDERSTOOD

			Turning back to Al Gore for a moment, what is it exactly that makes his presentations so distinctive? A few things stand out:

			➡ He knows how to captivate his audience, touching them on an emotional level.

			➡ He avoids using bullet points, turning instead to more effective visual elements, such as graphs, tables, and photographs.

			➡ He presents facts and figures in a way that does not just wash over his audience.

			➡ He tells stories, sometimes very personal ones.

			➡ He has an attention-grabbing key message, which he repeats like a refrain: “The only thing we're lacking is the will to act, but in America that will is a renewable resource.”

			He had a plan. And with this plan he came up with something that, for those of us working in the field, is an ideal example of communication, one that drives its message home and leaves an impression on its recipients. This result is what we too want when, at a much lower level, we send emails and memos, write reports, and give presentations.

			Now, none of us is Al Gore. And few of us have access to his resources (Gore draws, for example, on the advice of high-level professional consultants, with whom he practices his presentations meticulously, well in advance of delivering them). Above all: we will seldom find ourselves speaking to our target group in person, since live presentations are very much the exception nowadays. It is much more likely that we will, for example, send a report or presentation in advance to one or more recipients 

		

		
			and then, depending on how they like it, receive an invitation to present our ideas in person. If the live presentation goes well, we are often then asked to make the slides available for distri- bution. In both the case of sending the presentation ahead and of leaving it behind afterward, it is not in our power to determine where it will end up and who will read it. In both cases we will also not be able to guide the recipient through the presentation or be able otherwise to influence their understanding of it. Rather, the recipient will in these cases have to make sense of it on her own. So what we include in the presentation always needs to be self-explanatory. Day in, day out, we need to make sure that the messages we transmit are not only logically consistent but also easy to understand without our necessarily being there to guide the reader through them.

		

	
		
			LOGIC IS THE KEY

			“The problem with most bad presentations I see is not the speaking, the slides, the visuals, or any of the things people obsess about. Instead, it's the lack of thinking.”

			(Andrew Dlugan, Confessions of a Public Speaker)
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			In any given corporation or firm there are usually plenty of employees with great language skills, artistic talents, and technical ability. The reports they write and presentations they produce will often be full of flowing language and bedazzling imagery. These documents, however, often fall flat. The core of what the authors want to say remains buried and out of sight of the intended recipients. Why does this happen?

			The problem is — as public speaking coach Andrew Dlugan puts it — a “lack of thinking.” It is that not enough thought is put into the task at hand, the solution, the arguments to use, and especially the target audience or readership. Authors often fail to spend enough time getting to grips with the material and beating a logical path through it or making sure that what they have to say is tailored to the intended audience. The consequences are obvious.

			
		

	
		
			STRUCTURE FIRST

			There is a wealth of literature that focuses on the visual aspect of presentations: on which colors to use, which diagrams to produce, which images to include. Whole industries have grown up around these questions, with countless agencies only too happy to offer cosmetic procedures of varying effectiveness to nip and tuck your charts and illustrations. Good presentations are commonly equat- ed with eye-catching slides. But this is a big mistake. Good presentations are ones that achieve their purpose. The measure of success is their effect — not their visual design. Effectiveness here means achieving whatever was intended, such as a definite change in the addressees’ behavior or in their understanding of a particular situation.

			The difference between effective and ineffective communication is to be found in the way the communicator shapes her arguments and in the ease with which the recipients can follow these on the way, it is hoped, to being won over by them. The anatomy of the presentation — its internal structure — is of primary importance. In short: first the logic, then the look. 

			This is not to say that you should not invest time in making your slides look nice. On the contrary, and as you will see, getting the visual aspect right is an integral part of communicating effectively. But it is only one part: the much more fundamental prerequisite of effective communication is to identify the logical structure of the topic. Just as the visual element should make the topic less daunting to your audience, so too should your identification of this structure make the topic less daunting to you.
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TRAINING IS EVERYTHING

In a
nutshell: to help ensure that you not only hang on to your job but
also excel at it, you need to be able to communicate effectively.
Happily, this skill can be learned.



With the methods presented in this book
you should — given a certain amount of discipline on your part —
soon be able to order your thoughts and unleash your full po...
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The main features of our training approach
can be described as follows:

The involvement of key personnel in analysis, design, and verification: to design an application well and

draw on the support of the entire organization, the best sales and management resources must be on board.

Furthermore, it must be ensured that key personnel work conscientiously and are trained in process design.

Regular communication - we recommend regular communication with the customer’s employees via
amicrosite. This microsite should provide an overview of the changes and developments in the project

and some key features of the application. This will raise awareness and provide a good foundation
for excellent training workshops.

Excellent training workshops — we propose two-day training workshops that include the “train the trainer”
concept. The user is trained in the application and can practice training cases and examples.

Training environment and training events/examples — a separate training environment must be established

in which the user can work on training cases. The environment should have an appropriate amount of
realistic training data and be regularly updated.

Golive support — the moment of transition represents an important change. We believe that intensive
user support throughout the first ten weeks is important.
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pear Colleagues,

1 want to bring you up to date on the main points discussed at the management meeting today.
s Tina Bowers explained, on account of numerous of faults in our X3000 series that have
been made public, we are being inundated with customer complaints. Every day we are seeing
nore customers of long standing going over to our competitors, leading to increasing losses
in the area of service contracts. We are nov projecting a 60% drop in sales for the current
fnancial year. The company is also facing significant claims for damages. As for causes and
remedies, manufacturing has told us that the search for the production problem is proving
complex and is still ongoing, meaning that it could be weeks until normal production
cesumes. Adding to our woes, rollout of the X300L successor series has, according to R&D,
been delayed by several months because of the ongoing disputes with our suppliers.

Furthermore, Jorge Fernandez in PR reported that it is still impossible to predict the full
oxtent of the reputational damage we can expect to suffer — but that even at this early
stage his department does not have the resources necessary to counteract the huge wave of

bad press we are seeing.

Considering that the market for hyperflux compensators is set to continue falling over
the foreseeable future, the management has decided, having looked at all the options, to
aiscontinue production of the X series completely and €0 plan comprehensive restructuring

neasures at the XY facility for the coming year.

Yours sincerely,
Bill Ryan
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The procedure is structured along three relevant

process steps

~Participation in analysis, design,
and verffication

“Support of the entire
organization by the best sales
and management resources

*Key personnel must work
conscientiously and be trained in
process design

Show membership and “live” it

~Regular communication with the
customer’s employees viaa
microsite

“Overview of changes to and
developments in the project and
key features of the application

*Awareness raising and a good
foundation for the training units.

Steadily improve communication
skills

*Two-day training units
«“Train the trainer” concept

“Users are trained to use the
application with case studies and
examples.

Develop and implement training
strategies

T T — —— — — —
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Harry’s Gourmet offers premium food
and an app-based delivery service

PREMIUM FOOD + SERVICE

QROERING

= Registered customers
can reserve tables or pre-
order dishes via our own
app to avoid delays

= Online marketing also via
Skype + municipal website

Customer retention

by offering
greater value

HARRY'S GOURMET | REPOSITIONING OF HARRY'S GOURMET IN THE FUTURE COMPETITIVE ENVIRONMENT| DATE

High-selling classics are
retained in standard and
organic quality

Fries are offered in various
regional variants, styles,
and levels of quality (Cajun,
extra crispy, organic)
Regional weeks + seasonal
offerings offer variety

Coffee and drink special-
ties represent difference
from mainstream

Gourmet

AFTER ORDERING

= Consumption of to-go
orders possible in the
standing area
(during the summer
also on the sidewalk)

* New table area
with service

Long opening hours

make possible
multiple purchases
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CASE STUDY:
HARRY'S
GOUVRMET

Think back to the key message that we selected in Chapter  for our presentation:
Quality, not quantity — The new strategy for Harry's Gourmet is to focus on tailored offerings.
to increase profits by 3%.

POSSIBLE "SPLITS" AND CONSIDERATIONS:

4C: suitable for presenting the arguments in favor of the key message

4P: very suitable for presenting arguments at a deeper level, but not suited to arguing.
at the first (top) level because of difficulties regarding the overlap of price and profit
Qualitative — Quantitative: very suitable for the first level

SUPPLY — DEMAND: very suitable for presenting arguments at a deeper level, fails to
cover profits when placed at the first level

V9Y WY

Sales — Costs: very suitable for arguing the case for rising profits, but not suitable for
describing the new strategy for Harry’s at the first level; therefore a good candidate for
a split at the second or lower level, but does not deliver a clean split at the first level
Time — Cost — Quality: Costs are only one factor affecting profits; therefore does not
deliver a clean split at the first level,

¥

In Step 3 in our case study (Structuring the Task) we opted for a split at the “4Cs.” For arguing
the case we are now opting for a “Qualitative — Quantitative” split at the first level so that we
can argue descriptively and also on the basis of figures, which will be of particular interest to
the bank.
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WHO IS THE DECISION MAKER?
DOES SHE PREFER CONSENSUS OR DIFFERENCES OF OPINION?
WHAT 1S HER AT TITUDE TOWARD YOU AND/OR YOUR TOPIC?

WHICH TOPILS OR BUZ.2LWORDS ARE LIKELY TO FIRE OP THE
ADDRESSEES OR SEND THEM TO SLEEPT

WHAT SORTS OF POSITION AND STATUS DO THE ADDRESSEES HOLD?
WHAT SORTS OF BACKGROUVND AND PROFESSIONAL EXPERIENCE DO THEY HAVE?
WHAT ARE THEIR FAVORED TOPILS AND THEIR AREAS OF EXPERTISE?

DO THE MOST IMPORTANT DECISION MAKERS AMONG THEM PREFER A
BIRDS-EYE VIEW OR A MORE DETAILED, GROUVND LEVEL EXPOSITION?

DOES THE CULTURE MOST RESEMBLE THAT OF AN SME, A BIG
CORPORATION, OR A PUBLIC AGENCY?

DOES IT LEAN MORE TO THE CONSERVATIVE AND SETTLED OR MORE
TO THE INNOVATIVE AND DYNAMIC?

IS IT CHARACTERIZED BY ORGANIZATIONAL POLITICS AND TURF tARS?
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The procedure is structured
along three relevant process steps
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STEP |5

FIRST CREATE THE DIAGRAM ITHOUT USING ANY
COLORS AND ENSURE THAT THE ELEMENTS - IN
THIS CASE REPRESENTING THREE PROCESS STEPS -

ARE A SUFFICIENT, WELL-PROPORTIONED DISTANCE
FROM EACH OTHER,

THEN EMPHASIZE PARTICULAR ELEMENTS

&Y USING COLOR.
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Find a point at the top left at which all Pay attention to the rightmost line
visual elements should begin. up to which you can work.

Flow of reading across the slide

Pay attention to the bottom border, an essential element of your slide master.
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can be described as follows:

(1/2)
* The involvement of key personnel in analysis, design,
and verification: to design an application well and draw on
the support of the entire organization, the best sales and
management resources must be on board. Furthermore,
it must be ensured that key personnel work conscientiously
and are trained in process design.

The main features of our training approach

8 regular
with the customer’s employees via a microsite. This microsite
should provide an overview of the changes and developments
in the project and some key features of the application.

This will raise awareness and provide a good foundation

for excellent training workshops.

KEYMESSAGE —DELIVERED | TITLE OF PRESENTATION | DATE

PAGE M.

The main features of our training approach
can be described as follows:

@/2)

= Excellent training workshops — we propose two-day training
workshops that include the “train the trainer” concept. The user
i trained in the application and can practice training cases and
examples.

= Traini i ini a separate
training environment must be established in which the user
can work on training cases. The environment should have an
appropriate amount of realistic training data and be regularly
updated.

= Go-live support — the moment of transition represents

animportant change. We believe that intensive user support

throughout the first ten weeks is important.

You could put a reference to the Appendix here or include other helpful inform:
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AMBIENCE

Personnel
(cheerful)

Customer loyalty

(10% instant discount
on prepaid)

App-services Prices
electronic pre-ordering Times
Lighting concepts Food
Design Specials
(clean + fresh) | ¢o vice

Music concepts Customer loyalty

Email marketing | Marketing

(newsletter)

App

White china crockery

New fast-food
restaurant

1-5dollars

8:00 am - 10:00 pm
Standard

n/a

n/a

Stamp card

n/a

m
Gourmet
2-15 dollars

10:00 am - 1:00 am
Organic + Standard
Weekly

3 seatings

10% off

Email newsletter

Delivery-service app
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Die Hauptbestandteile unseres Trainingsansatzes

kdnnen wie folgt beschrieben werden:

1

Die Beteiligung von wichtigen
Kompetenztragern

RegelmaRige
Kommunikation

Trainingsansatz
der Mustermann AG

Go-Live Support

Details: Beteiligung in Analyse, Design und Uberprofung
Unterstitzung der ganzen Organisation durch die besten Vertriebs- und
Managementressourcen
missen b beiten und in der

Go-Live Support

Training Environment und
Training Cases/Beispiele

Hervorragende
Trainings

werden

Die Hauptbestandteile unseres Trainingsansatzes
kdnnen wie folgt beschrieben werden:

Training Environment und 3
Training Cases/Beispiele

Die Beteiligung von wichtigen
Kompetenztragern

Hervorragende 4
Trainings

RegelmaRige
Kommunikation Trainingsansatz

der Mustermann AG

Go-Live Support Go-Live Support

Details: Regelm3Bige Kommunikation mit den Mitarbeitern des Kunden dber eine Microsite
Oberblick der Veranderungen und Entwicklungen des Projektes und
Schlsselfunktionen der Anwendung

for die
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Example, Inc. must rethink its growth strategy.

» Challenges

ve above-average growth in this
important service market.

Increase capal

ies in integrated and innovative business process “Non-organic growth is one

solutions. of the key success factors
= Further develop the efficiency and effectiveness of the hosting in implementing a growth strategy

delivery service. r
* Increase the SME customer base, since this is the fastest-growing

sector.

“Renewal of support at the meta-level for non-organic approach
to growth. PR
» Ongoing activities
=After establishing a CDA, seek approval for iitial discussions. e
(regardless of value and conditions) with a small executive-level *Further preparations for the first selected goals.

team. *More linkups with team (globally and nationally) to share

market-entry experiences.

*Securing of an integration model that fuses the advantages of
the tender and the delivery methods of the possible target with
current in-house capabilities.

|

|-

|

|

l » Short-term activties
|

|

|

L

forunenea)

Challenges

Build up existing capabllites to achieve above-average
" Growth nthis periant seric market.
Increase capabilities in integrated and
innovative business process solutions.
Further develop the efficiency and effectiveness 7
of the hosting delivery service. . Non-organic growth

is one of the key success factors
inimplementing a growth strategy

B Short-term activities » Ongoing activities

= Renewal of support at the meta-level for non-organic

approach togrowth. More linkups with team (globally and nationally)
= After establishing a CDA, seek approval for ial to share market-entry experiences.

discussions regardless of value and condtions)

with a small executive-level team.

Increase the SME customer base, since this is
the fastest-growing sector.

Further preparaticns for the first selected goals.

Securing of an integration model that fuses the advantages
of the tender and the delivery methods of the possible
target with current in-house capal
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INNOVATIVE OFFERINGS

Premium Food & Service

Classic dishes
complemented with
organic soft drinks

Standard + organic
choices

Regional weeks

Snacks + coffee bar
= Own app offers delivery
service for prepaid
customers to save time

Feel-good ambience

Renovations: white/
varnish/clean design

New porcelain crockery
(IKEA standard) + cutlery

Lighting concept
(depending on the time of day)

Self-service table area
Friendly staff (uniformed, etc.)
Background music

Weekly email newsletter
(with special offers)

Prepaid card

offers discounts
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PRAGMATIC TIPS:
HOw TO MAKE THINGS SHORTER

THEREFORE:
HEREFO
LWIE CAMNOT STRESS ENOUGH THAT
VE
THE KEY TO THE ART OF EFFECTIVE AvoID E*OPE;ZI%.
COMMOUNICATION IS TO CONCENTRATE pecIMAL

ON THE ESSENTIAL. THIS IS wWHY IT
IS SO0 IMPORTANT TO FOCLULS ON WHAT

IS ABRSOLUTELY NECESSARY AVOID BREAKING THINGS
WHEN CREATING A DIAGRAM AND DOwWN INTO A LIST
TO OMIT ANYTHING THAT WHEN A COLLECTIVE

IS5 NOT STRICTLY REQUIRED, ONIT IS FINE.

AVOID LONG TECHNICAL
TERMS LWHEN ACCEPTED
ABBREVIATIONS ARE
AVAILABGLE.

AVOID EXPLANATIONS AND
COMMENTS THAT PROVIDE
TOO MUCH DETAIL.
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CASE STUDY:
y HARRY'S GOURMET
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Dear Colleagues,

I am writing to inform you that the management has decided to
cease production of the X3000 series on account of its well-pub-
licized quality problems and to significantly reduce activities at

the XY facility in the coming year.

The reasons for this are:

> A massive drop in sales of the X3000 models and deepening losses
> Problems facing the launch of the successor X300l series

> Poor market prospects
>

Significant reputational damage afecting the whole company

Yours sincerely,
Bill Ryan
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KEY

We must improve our performance in the IT sector by 38%

* Wewill record the current status using architecture maturity assessments and
formulate recommendations for action.

* Ve will uniformly assess and prioritize the current IT project portfolio with fegard t ts suppor
of business obiectives, coverage with other projects, etc

= Ve will niformly document end evaluate th & T architecture.

5 with which to specify a corridor for future decisions,

Introduce evaluation and -procedures for objective and transy
the project
willdefine and document 3 target IT architecture in the form of an approve
define an architectural process with interf and responsilties.
i IT office as amajor player in tectural procass
cd staff) and transfer necessary expertise.

TEXT-OMLY SLIDE OPTIMIZED
FOR SENDING

KEY

We must improve our performance in the IT sector by 38%

We will formulate We will introduce
recommendations evaluation criteria
foraction Target

performance
We will assess T We will define
theIT portfolio the target IT architecture

We will document e We will define
the IT architecture y the architectural process

We will formulate We will transfer
architectural principles. the IT office.

OPTIMIZED FOR PROTECTION
(BUT NMEEDS ACCOMPANYING
COMMENTARY)

Performance-
improvement
in the.IT sector

VARIANT FOR A SPEAKER WWHO
WILL DELIVER THE PRESENTATION
ENTIRELY VERBALLY
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The main features of our training approach
can be described as follows:

The involvement of key personnel in analysis, design, and verification: to design an application well and
draw on the support of the entire organization, the best sales and management resources must be on board.
Furthermore, it must be ensured that key personnel work conscientiously and are trained in process design.
* Regular communi

tion — we recommend regular communication with the customer’s employees via
amicrosite. This microsite should provide an overview of the changes and developments in the project

and some key features of the application. This will raise awareness and provide a good foundation
for excellent training workshops.

Excellent training workshops — we propose two-day training workshops that include the “train the trainer”
concept. The user s trained in the application and can practice training cases and examples.

ing environment and training events/examples — a separate training environment must be established
in which the user can work on training cases. The environment should have an appropriate amount of
realistic training data and be regularly updated.

Go-live support — the moment of transition represents an important change. We believe that intensive
user support throughout the first ten weeks is important.
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For determining the profit level

For evaluating performance

For posing questions that relate to strategy

For zooming in and out (to/from a company/department/
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The main features of our training approach
can be described as follows:

The main features of our training approach can be described
as follows:

The involvement of key personnel in analysis, design, and verification: to design an application well and draw on
the support of the entire organization, the best sales and management resources must be on board.
Furthermore, it must be ensured that key personnel work conscientiously and are trained in process design.

Regular communication - we recommend regular communication with the customer’s employees via a

microsite. This microsite should provide an overview of the changes and developments in the project and some
key features of the application. This will raise awareness and provide a good foundation for excellent training

The involvement of key personnel in analysis, design, and verification: to design an application well and
draw on the support of the entire organization, the best sales and management resources must be on board.
Furthermore, it must be ensured that key personnel work conscientiously and are trained in process design.

Regular communication — we recommend regular communication with the customer’s employees via
a microsite. This microsite should provide an overview of the changes and developments in the project
and some key features of the application. This will raise awareness and provide a good foundation

for excellent training workshops.

Excellent training workshops — we propose two-day training workshops that include the “train the trainer”

which the user can work on training cases. The environment should have an appropriate amount of realistic Golive support — the moment of transition represents an important change. We believe that intensive
training data and be regularly updated.

user support throughout the first ten weeks is important.
Go-live support - the moment of transition represents an important change. We believe that intensive user

support throughout the first ten weeks is important.

L e e e

KEY MESSAGE - DELIVERED | TITLE OF PRESENTATION | DATE PAGE NO.

I vorshops concept. The user is trained in the application and can practice training cases and examples.
Excallant tsining Workshops = e propdss two-day tralning Workshops that Incldaitie fvain the rainer: Training environment and training events/examples - a separate training environment must be established
concept; The user |5 tralned in the appiication and can practice training cases and examples; in which the user can work on training cases. The environment should have an appropriate amount of
Training environment and training events/examples —a separate training environment must be established in realistic training data and be regularly updated.
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