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NAUTILUS

The Innovation Consulting Methodology

STEP 9
SOLUTION ENGINEERING & SETUP PRODUCTION "




Making Strategic Goals Actionable

Business Model

Pr% \gasligieon What needs to be done
Alfalysis (also SWOT)
Strategic Goals
0.“

Strategy Top-Level _,| Prioritized
Map Monitoring Initiatives

Visual simplification _ Aligned
of Strategic Plan Operational framework to improvement

communicate, deploy and
execute plan \




Product Planning

What is a Strategy Map?

Visual simplification of strategic objectives
Shows cause and effect relationships

Helps ensure you’re not missing any key
drivers
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Product Planning Actions

Prioritize actions & convert to “verb noun”
strategic objectives

Group objectives by “perspective” or high-
level focus area

ldentify cause-and-effect relationships with
arrows
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NAUTILUS

The Innovation Consulting Methodology

STEP 9
SOLUTION ENGINEERING & SETUP PRODUCTION "




Strategy Map

A strategy map is a
diagram that is used

Maximize
Shareholder to document the
Value primary strategic
goals being pursued
Exceed _ by an organization
Inspire
Customer Loyalty or management
Expectations team

Create Maximize Create High
Quality Operational Quality
Partnerships Effectiveness Products

. .

Internal Business
Processes

Learning and Recruit Train
Growth Quality Staff Employees
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Strategy Map - Basic

FINANCIAL

CUSTOMER

INTERNAL BUSINESS
PROCESSES

LEARNING & GROWTH

Reduce Increase
Costs Profits
Improve
Customer
Experience
Improve -
Int | Increase
nterna o

o Acquisitions
Efficiency
Increase Optimize

Expertise Technology



Strategy Map — the Arrows

FINANCIAL

CUSTOMER

INTERNAL BUSINESS
PROCESSES

LEARNING & GROWTH

Reduce
Costs

Improve
Internal
Efficiency

Increase
Expertise

Improve Customized
Customer Experience

Increase

Acquisitions

Optimize
Technology

Increase
Profits

Increase
Revenue in
Targeted Markets

Increase Awareness
as Industry Leader

Increase Improve
Consulting Product / Service
Knowledge Offerings
Optimize Improve

Human Thought

Capital Leadership
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3]




Strategy Map Example (nano ceramics)

Build New Plant and Building

Implement Geofood Phase 2
For SME Instrument CIBAS

Financial <€— must invest about 200.000 €
24 36 10 36
Negotiate Distribution Build CRM Develop Marketing Material
Customer & make distriution agreements and develop web channels
<+
Partners
24 36 25 O 24 0
Buy and Develop Patents and Certification Establish Technical Partnership Establish _»Al’tiStiC
Internal & new processes and plant Deposit patents and certify Design Partner-
Partners production processes and ma- —» ship
terials —p Technical
22 24 24 O 0 O 22 10
X Technical Development Employ new Resources Training Test Large Containers
Learning & . :
carry out research on materials Technical (1)
Growth Mixer (1) —
Sales/Marketing (1)
10 22 2 10 4 36 0 10
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Strategy Map Example (Neuromarketing)

R& Da nd 5.1 Research and innovation projects 5.2 Idenitify funding opportunities 5.3 Select participation in other
(BXR, BrainEspresso, Select key calls (SME Inst, Fastrack) projects
EU gra nts Application areas— Research Value — —
L as subcontractor or 3rd party
propositione
1 3 1 3 2 oo
HR deve-
lo pment an d 4.1Internal development 4.2 Movement of staff from 4.3 Increase staff
Group and company workshops for Univ to Brainsi
gns
l nt ern al com- building identity, culture, product plans . L. i
0 . As business activity will allow
munication 1 12 oo
| L4
BXR / Hu- . . . -
3.1 Define use case(s) 3.2 |dentify partnerships 3.3 Develop hardware and soft- 3.4 Product commercialisation
man Interfa- Establish application use details _| For production and distribution ware plan
ce
1 3 2 6 18 8 12
Consolidate
2.1 Implement strurtured busi- 2.2 Build and use CRM 2.3 Marketing Material 2.3 Define and implement sales
Neuromar- ness procedures approach
ket ng activi- contacts/service/contract/CS
ties ! 3 L 3 6 1 6
Com pany 1.1 Identify location- 1.2 PMO development and IPR 1.2 Review roles 1.3 Goals 1.4 Investment/
Structure offices T::‘:i‘:’pm‘_ects and orocedures Build role strflcture between Set compa.ny ané individual Partnerships/Crowdfinding
of managment and budget control R&D and business — goals and incentives To accelerate growth
Development 3 12
1 3 1 8 1 2 3
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Strategy Map Example (Imaging Clinical Trials)

4.1 Series A funding
USA/New office Palo Alto

Financial . 1
ini i 3.1 Target clinical collaborative groups 3.2 Conference participation 3.3 Target medium and big phar- 3.4 Targeting CROs or imaging
Clinical Trials
Lo Start small observational and retro- BIO conference US, Outsourcing ma phase Il and Ill Corelabs
Commerciali- ;pemve trials . clcinical trails Barcellona
Sati on 1 12 1 oo 3 12
» r 3
2.1 Trials Platform 2.2 Tune and adapt to new 2.3 Develop and define service 2.4 Compliance, Regulatory matters
Product & Continue development —p Clinical trials procedures and quality management
Services Analysis pipeline for each trial Trial audit for each Pharma/CRO o -
1 12 1 oo 0 12
Learning & 1.1 Employ new Resources 1.2 Train new Resources 1.3 Advisory 1.4 Internationalisation
Sales Executive, Development Involve key opinion leaders in Open and develop US branch
Growth / P L : v op
(platform), Trial Management advisory panel
0 6 4 12 4 12 6 12
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Strategy Map Example (Image Biomarkers)

Financial

5.1 Series A funding
USA/New office Palo Alto

6 18
Precision 3.1 Establish agreements with 3.2 Negotiate Commercial 3.3 Involve key opinion leaders (Advisory) 3.4 Full product commercialisa-
. Ref Cent t for product commercialisation in Spain tion global
Ra d I Ology eterence Lenters agreements QUIBIM Sales Department and collabora- E
. Early adopters - Stakeholders with major players tors. using distribution channels
Commercia- o
4 12 4 12 6 oo
lisation
2.1 Define basic version 2.2 Define library of add-ons 2.3 Experimental add-ons 2.4 Custom development
Release ma- Limited, robust, and graphicaly sati- |_L| Fully tested and validated Tested with users (testing Imaging biobanks etc.
sfactory version. Bi-annual release. P
nagement 1 > insider” licence)
1 4 1 00 1 oo
Product de 2.1 Work on Product 2.2 Product Testing Team and 2.3 CE Certification and FDA 2.4 Algorithms Validation
Following development roadmap Roadmap QUIBIM Precision platform
velopment
1 - 4 12 3 12 1 12
Leammg & 1.1 Training for personnel 1.2 Employ new Resources
Growth Carry out the training plan defi- RRHH—Sales Executive and

ned for 1S013485:2016
1 12

Development
4 12
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NAUTILUS

The Innovation Consulting Methodology

STEP 10
LAUNCH THE SOLUTION




Launch

* Traditional media plan + Traditional media * Measure impact

* Social media plan * Social media » Sustain buzz and

« Outreach plan for * PR and blogger conversation
press/bloggers outreach + Testimonials & reviews

+ Advance outreach * Launch event « Case studies or

« Create brand assets * In-store displays success stories

for launch (video,
images, written
content)

« Sales/partner training




Launch
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Just some simple rules

1) Research the space in-depth. 10) Build compelling creative
2) Focus on a single buyer assets.
persona. 11) Assemble your go-to-market
3) Write a mock press release. strategy.
4) Build your messaging -- but 12) Choose the right channels.
don’t marry it. 13) Activate your sales team.
5) Share your messaging with 14) Make it an event.
everyone. _ 15) Don’t lose your momentum.
6) Get involved in the beta. 16) Revisit your "go-to-market"
7) Change your messaging and doc for reporting.
find the best hook.

o 17) Shift your focus on retention.
8) Set ambitious goals.

9) Take the time to get the market
ready. =
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New product adoption curve

Phase Il : Launch

What's your goal?
Metric #1
Metric #2

Phase | : Early Adopters
What's your goal?

End of Launch

m:g:z ::12 What's your goal?
Metric #1
Metric #2

Right now metric #1 =7

Q1 Q2 Q3 Q4
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LAUNCH THE SOLUTION




Communication Plan: key component
(for the Church?)

Audience Perspective
CSDREA TLUELC ) _/ R Hasn't heard of you or has heard of you but isn't very
I NLM ] _r iCyv ;)J;_D interested as of yet

Objective
Audience P s Spread the Word far and wide - reach as many people as

Has heard of you and are considering what you offer in comparison to possible

others | l NSPI RE Communication Channels

Website, radio, TV, Events. flyers, print ads, word-of-mouth etc.

Objective | — =
Inspire with interesting content, build a connection ~'
Communication Channels Audience Perspective
Website, video, soclal media, testimonials, community outreach etc. E N G AG E Intends to join the church but hasn't made the move yet

Objective

Engage people directly, get them to take a minor action e.g. like your
Audience Perspective ~ Facebook page provide an email address

Gets saved, Joins the church

Communication Channels
Objective Co N N E(T Website, social media advertising, podcasts, online events (all activity

Make it easy for them to join should have a direct call to action to like a social media page or provide a
means of contact e.g. email address)

Communication Channels

Email newsletters, promote ministry events (e.g. women, men, youth

qgroups), retreats

Audience Perspective
Advocates for Christ - becomes a fisher of men!

Communication Channels
Promote training, workshops, conferences and fellowship events



Communication Plan

&

3. Internal 8. Evoluation
What is How will
happening success be
internally measured?
that could

impact the

project?
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Today’s Case Study Objectives

e Case study session
" Build Strategy Map
" Prepare for Final presentation
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