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Your host for today

Erik De Vos

=  Business consultant at EyeOn for Consumer Products
= Lead EyeOn Demand Planning & Forecasting expertise

= 20+ years of Supply Chain Management, planning &
forecasting
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Introducing the EyeOn team for today

Wendg Olivier Sander Wou’r Stijn

D¢

Maarten André leke Ralph Willem Jens




Agenda

Agenda Speaker Timeline
Welcome 09.30-10.00
Digital fransformation - Value discovery Sander, Maarten, Wout 10.30 -12.20
Lunch 12.20 - 13.20
Digital fransformation - Value creation Wout, Willem, leke 13.20 - 15.15
Break 15.15 -15.25
Digital fransformation - Value realization 'rAenpdrreés,ecr?’rrg’rﬁ)\?ensg 15.25-16.20
Closing drinks & networking Erik 16.30 -18.00




Let's kick it of f
Introducing Digital Transformation




LET'S GO BACK...
TO 1999
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What were the top 5 global future trends in 19997

1. Y2K Bug and the Fear of Digital Chaos
The Internet Boom and Dot-Com Expansion
Globalization and Free Trade Agreements

Mobile Phone and Telecommunications Revolution

v A W

Technological Optimism and the Rise of Digital

Entertainment

In 1999, the world was looking toward a new millennium with excitement and uncertainty. Technology,
globalization, and communication were dominant themes, with both opfimism about the future and

concerns over potential disruptions!



TO THE FUTURE
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What are the top 5 global future trends today?

—

Artificial Intelligence (Al) and Automation

Climate Change and Sustainability

Digital Transformation and Web 3.0
Demographic Shifts and Global Mobility

& W

Healthcare Innovations and Longevity

These trends are interconnected and will continue to redefine economies, societies, and governance,

demanding global collaboration and forward-thinking leadership.






What if
changeis
the only
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No match with typical organizational design

Natural barriers that make fast and accurate decisions difficult to achieve

Infrastructural barriers Ul s

o

1

T

I

Technological barriers Functional barriers




Let’'s bring in better tools

Tool capability and connectivity has never been stronger

Systems of Data science platforms Digital Twin platforms Reporting platforms
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What is digital transformation?

Adopting technology and change

adopting and implementing digital

technology
rewiring the organization

This tfransformation is a business strategy initiative that incorporates digital
technology across all areas, modernizing processes and enabling rapid,
customer-driven innovation.

Ultimately, it drives fundamental change, increasing efficiency and unlocking
new value for stakeholders.



Tool transformation is not the sole solution

Increasing decision ability will require more than changing tools

Tools

O |V

Speed 8Quality

Process




Value

The danger of not having a conscious approach

Partial value which is lost again quickly

Quick wins with
little focus on
the bigger
picture

Time




3 core principles as foundation

Impactful digital supply chain transformation

‘ VALUE REALIZATION

VALUE CREATION Implementing change and ensuring business
VALUE DISCOVERY Designing a future operating model and impact
From insight to strategy and a transformation the enabling processes and technology
plan
“Understand your current “From high-level design “Stick fo the plan, unlock
state, where you want fo go over covering the details fo value, keep your eye on
and how fo get there” having a plan for execution” your peaple and tune your

course consclously”




A tangible approach also has risks

Known challenges with the risk to increase your time to value

‘ VALUE REALIZATION

Implementing change and ensuring business
impact

VALUE CREATION

VALUE DISCOVERY Designing a future operating model and

From insight to strategy and a transformation the enabling processes and technology
plan

‘n How to close capability gaps?

;| What drives better user adoption?

5
‘T) Where to standardize vs. differentiate?
>~ How to speed up implementation?
@ What's the right expertise mix?
@ How to embed flexibility & agility?

\Q‘\ How to optimally bridge business and IT?

E,: How to design fit for purpose solutions?




Value

The danger of overthinking it

Great thinking becoming obsolete or with late value delivery

Quick wins with
little focus on
the bigger
picture

Time




Value

Digital transformation unlocking gradual value

Plan consciously to bring in pieces of the solution unlocking extra value in all steps

A conscious
approach Dﬁ]
balancing fime J

vs value

Quick wins with
little focus on
the bigger
picture

Time




Applying transformation as a cycle approach

The 3 principles as chain of transformation steps towards your destination

P )
Value A conscious approach ° .
balancing fime vs °’
value e '

Time




Imagine a demand planning transformation

A vision of machine learning - understand the change this requires

A setup using

demand driver
@ dafa from
Value ° “'—' multiple sources

with machine

learning and a
‘ ° Introduce advanced techniques learning
organization

a ° ° Bring in focus and exception-based approach

°.° A solid tool for baseline AND enrichment

° A solid demand review process

Manual demand - A demand planning vision from insight and

forecasting with understanding Time
ad hoc forecast

discussions




Value

And a solid approach also sees the bigger picture

Ve

Unlock increasing value per planning area and across planning areas

Finance

00—00
aﬂ—.° 0: ' g’°°
00 T 0

Time
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Impactful digital supply chain transformation

Improve TIME to VALUE with a gradual approach

VALUE REALIZATION

VALUE CREATION
VALUE DISCOVERY

At 0
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Impactful supply chain transformation

Agenda for today

‘ VALUE REALIZATION

VALUE CREATION Successful transformation relies on the right

VALUE DISCOVERY people in the right place at the right time

How can tools & technology add value

. . . to your transformation? .
Discovery can start in multiple ways Transformation roles

‘ Al 'in supply chain ‘ ; i
‘ Case 1: unlock quick insight Panel discussion

‘ Smart-touch tools without Al
‘ Case 2: explore your data potential

‘ Case 3: make a transition roadmap




Agenda

Agenda Speaker Timeline
Welcome 09.30-10.00
Digital fransformation - Value discovery Sander, Maarten, Wout 10.30 -12.20
Lunch 12.20 - 13.20
Digital fransformation - Value creation Wout, Willem, leke 13.20 - 15.15
Break 15.15 -15.25
Digital fransformation - Value realization 'rAenpdrreés,ecr?’rrg’rﬁ)\?ensg 15.25-16.20
Closing drinks & networking Erik 16.30 -18.00




o Digital transformation

Value Discovery

Introduction
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Value discovery

Understand your current state, where you want to go and how to get there

VALUE DISCOVERY

Assess transformation readiness
Future proof supp!g Evaluate the current state of PROCESS & ROLES ASSESSMENT DATA & TOOL ASSESSMENT
chain your organization and identify
gaps before initiating
transformation DATA INSIGHTS GAP ALIGNMENT

d b \-' i i irati
Industry best | Articulate business aspirations

practice @
Combine a vision with the VISION FOR FUTURE DATA POTENTIAL
discovery of your potential

i towards an ambition and
Improve business P TANGIBLE AMBITIONS CLEAR PRIORITIES
performance priorities
Translate strategy to an actionable plan
High-impact

solutions Define a clear actionable STRATEGIC OBJECTIVES COST VS BENEFIT ANALYSIS
roadmap and evaluate long-term
value TRANSFORMATION ROADMAP ORGANIZATIONAL BUY-IN
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Impactful supply chain transformation

Agenda for today

‘ VALUE REALIZATION

VALUE CREATION Successful transformation relies on the right

VALUE DISCOVERY people in the right place at the right time

How can tools & technology add value

. . . to your transformation? .
Discovery can start in multiple ways Transformation roles

‘ Al 'in supply chain ‘ ; i
‘ Case 1: unlock quick insight Panel discussion

‘ Smart-touch tools without Al
‘ Case 2: explore your data potential

‘ Case 3: make a transition roadmap




o Digital transformation

Value Discovery

Case 1- transformation roadmap




32

Impactful supply chain transformation

Agenda for today

VALUE REALIZATION

VALUE CREATION Successful transformation relies on the right

VALUE DISCOVERY people in the right place at the right time

How can tools & technology add value

. . . to your transformation? .
Discovery can start in multiple ways Transformation roles

‘ Al 'in supply chain ‘ ; i
‘ Case 1: unlock quick insight Panel discussion

‘ Smart-touch tools without Al
Case 2: explore your data potential

- ‘ Case 3: make a transition roadmap>




Sander de Groot

= Business Consultant

= 5years at EyeOn

= 15 years of experience in
Supply Chain Management




STRATEGY

O
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What was the starting point?

About the company
Fashion retailer with +1200 stores in Europe.

Starting point

Become better in planning, because:
* Highly competitive market

* Changing consumer behavior

* Global eventsimpact costs

* Wrong decisions lead to high debf levels, lost
sales and increased costs

Question at hand

» Convince the Board on the need and potential of
a planning fransformation journey

* Guidance how to shape this journey

MiSSING
definition and

Lacking fact-b ‘ =
the potential for #4&3

Limited in-hot
guide -
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Value discovery

Understand your current state, where you want to go and how to get there

VALUE DISCOVERY

Assess transformation readiness
T T T T T T TS TS T T T \NrT T T T T TTT T T TSI \
Future proof supply Evaluate the current state of | PROCESSGROLESASSESSMENT ! | DATAGTOOLASSESSMENT |
chain your organization and identify £ v 1
gaps befare initiating I’ _______________ S N
transformation | DATA INSIGHTS ] GAP ALIGNMENT :

d b \-' i i irati
Industry best Articulate business aspirations
practice @

Combine a vision with the 1 VISION FOR FUTURE 1l DATA POTENTIAL 1
discovery of your potential o ______ | 1
i towards an ambition and
Improve business " TANGIBLE AMBITIONS CLEAR PRIORITIES
performance priorities
Translate strategy to an actionable plan
High-impact |
solutions Define a clear actionable STRATEGIC OBJECTIVES COST VS BENEFIT ANALYSIS

roadmap and evaluate long-term e —————— \ pmm

1

value : TRANSFORMATION ROADMAP 1l ORGANIZATIONAL BUY-IN
1




THE CHALLENGES

Missing uniform view on planning
definition and importance at board level

Lacking fact-based information on |
the potential for the transformation

The planning system landscape is
outdated and not connected

Limited in-house expertise how to |
guide a transformation roadmap

1 1 1

How did we tackle the challenges?

OUR APPROACH

1. As-is process mapping: understand essential planning decisions
and processes

2. Fact based analysis: quantify improvement potential for
inventory and to what extend it is possible to automate planning

3. Transformation roadmap: joint creation of the transformation
roadmap based on findings from step 1and 2

4. Board presentation: present potential and need of the planning
transformation and the roadmap to harvest the potential




OUR APPROACH

1. As-is process mapping: understand
essential planning decisions & processes

2. Fact based analysis: quantify
improvement potential

3. Transformation roadmap: joint creation
of the transformation roadmap

4. Board presentation: present potential
and need of the planning transformation
and the roadmap to harvest the potential

o O

OO0 0O

O O

O

REASONING

Understand complexity & importance
Availability of resources

Map availability and quality of data
Off-the-shelve assessment to keep it simple
Benchmark inventory practices

Create forecast benchmark

Incorporate knowledge from experts
Involve key stakeholders from Supply Chain

Involve key board members upfront
Engagement with full board
Awareness on the potential & need

Why did we choose this approach?

g o 4

THE BENEFITS

Joint creation of
tfransformation
roadmap

Involvement of
stakeholders for
organizational buy-in

Fact-based
improvement
potential

Efficient and no-
nonsense approach




THE RESULT

Full planning process documented
Fact-based analysis on improvement potential

Quick wins identified to improve the planning process
Planning transformation roadmap to kick-start the journey

DELIVERABLES

& & @

Planning Transformation Improvement
process roadmap potential
documented documented quantified

How did this drive the transformation?

THE WAY FORWARD

‘ Strategy

Clear transformation roadmap
established \/

* Define planning transformation program
* Plan resources

* Define & improve core processes

» Upgrade existing plans files

» Define requirements for tooling



o Digital transformation

Value Discovery

Case 2 - Unlock quick insights




Maarten Driessen

= Team lead Data Science

= 18 years supply chain planning
consultant

= PhD in inventory optimization
under capacitated supply




TIME to VALUE at the centre of your approach

VALUE DISCOVERY

From insight to strategy and a transformation
plan

Assess your readiness

Articulate business aspirations

From strategy to actionable plan

2ee

VALUE CREATION

Designing a future operating model and
the enabling processes and technology

Define operating model
g :
5#: Design value enablers

Get ready to transform

3 @36

Impactful supply chain transformation

VALUE REALIZATION

Implementing change and ensuring business
impact

2 Execute the transformation step

Bridge the skill gaps

Result-driven steering

4
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Value discovery

Understand your current state, where you want to go and how to get there

VALUE DISCOVERY

Assess transformation readiness
Future proof supp!g Evaluate the current state of PROCESS & ROLES ASSESSMENT DATA & TOOL ASSESSMENT
chain your organization and identify
gaps befare initiating S )
transformation | DATA INSIGHTS | GAP ALIGNMENT

d b \-' i i irati
Industry best Articulate business aspirations
practice @

C_Dmb'”e a vision with Th_e 1 VISION FOR FUTURE 11 DATA POTENTIAL 1
discovery of your potential L ______. v _____ 1
i towards an ambition and
Improve business " TANGIBLE AMBITIONS CLEAR PRIORITIES
performance priorities
Translate strategy to an actionable plan
High-impact pmmmmmmmmmmmm— \
solutions Define a clear actionable STRATEGIC OBJECTIVES : COST VS BENEFIT ANALYSIS 1
1
roadmap and evaluate long-term S m -~

value TRANSFORMATION ROADMAP ORGANIZATIONAL BUY-IN
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STRATEGY
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What was the starting point?

Become data-driven to improve inventory health

ey

About the company: manufacturer of medical and
dental instruments and supplies

Starting point: unhealthy inventory (mostly excess),
(safety) stock targets are subjective and based on
rules of thumb, and perceived as root cause

Question at hand: we need a software solution to
improve inventory health on short notice by setting
data-driven (safety) stock targets without external
support.

THE CHALLENGES

Perceived high excess stock and low
customer service

Manual inventory target setting |
process

Large portfolio
(> 100K SKUs)

Complex network |



Value

Quick wins, but low adoption rate

Root causes: unclear MTO/MTS policy, one-off demand (spikes) and demand reallocations

A conscious
approach Eﬁ]
balancing fime J

vs value

Quick wins with
little focus on

the bigger
picture

Time




How did we tackle the challenges?

EyeOn’s inventory “do it yourself”-toolkit, enriched with expertise support

THE CHALLENGES
Perceived high inventory holding costs
and low customer service =7

Manual inventory target setting
process

Large portfolio
(> 100K SKUSs) e

Complex network @

OUR APPROACH

Kick-started inventory right-sizing using EyeOn Stock

Customer used DIY-inventory toolkit to define business rules for
MTQO/MTS and demand data preparation (one-offs, reallocations)

1:1sparring sessions with EyeOn experts to finetune modelling

Investigating SAP IBP-connector to sustain future solution state




Why did we choose this approach?

Leveraging EyeOn's toolkit to facilitate “do it yourself” ambitions

On-the-job-coaching

Keep growth going? .?. §, | Personal development
[~

(% EyeOn Stock

%@ Do-it-yourself kit /c? Experts fo implement

Y Solution & Services

Ready to execute?

Self-assessment

Benchmark

Believe in the Q Assessment

potential? @ FastScan

Masterclass g,

Open for new iZI Games
A

ways? 22 @ Outside-In inspiration Inventory Insights




Why did we choose this approach?

Supporting “the change” towards data-driven inventory management

— S— THE BENEFITS

eyeon B eyeon
ciples of positioning safety stocks ﬂ YZan Rule for filtering out "demand peak n Lt

+ Planning item = 17764156-11

....... - 0'5/9/2022, there were two sales transactions: -~ Total demand Sept 2022 = 20160 . . . .
« Derend 0 st w251 < Zaveags morehy curid et 2.5 Vesri 14003 Qu|ck wins: insig hts
s | urss | * Demand = 6720 (threshold min = 0, max = 2582)

B S S o e W dashboard to improve
inventory health

Value for the future:
business rules =
requirements for IBP
implementation

s vy v vy vV .
—— ——— | plilahin.s

Overstock vs Understock

— |1mm....m © oveor | | Current vs Optimized . o @ eyeor

prep—




THE RESULT

Robust solution to support monthly inventory review
On-the-job mini masterclass on inventory right-sizing

Documented business rules for future modelling in I1BP
Quick wins and convinced of the potential of fact-based,
data driven inventory right-sizing

DELIVERABLES

& & @

Decision support DIY-toolkit & Inventory insights
(EyeOn Stock) business rules (dashboard)

‘ Strategy

How did this drive transformation?

THE WAY FORWARD

Foundation for data-driven \/
inventory management
(process, people, tools & data)

Embed data-driven inventory
management (governance)

Investigating ways to ease
managing data (e.g. SAP-IBP
connector)



o Digital transformation

Value Discovery

Case 3 - Discover data potential




PROJECT DRIVERS

FORECASTING TOMORROWY, TODAY




Jaap Kouwenberg

=  Bornin Almelo, now in Zeist with my wife, 2 kids and our dog.
= Love fotravel, sports and dine

=  More then 12-years experience in the pharmaceutical industry.
=  Worked in Sales, Marketing, Market Access, etc.

=  Already 6 years with Amgen

=  Focused on Supply Management & demand allocation.

=  Lastyear broaden the scope with IBP and Data & Analytics

Wout Olde Hampsink

= Data Scientist at EyeOn specialized in
Forecasting Expertise

=  Living in Eindhoven

=  Background in Operations Management

=  Working 3 years for EyeOn

=  Worked on “Amgen Project Drivers”
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Value discovery

Understand your current state, where you want to go and how to get there

VALUE DISCOVERY

Assess transformation readiness
Future proof supp!g Evaluate the current state of PROCESS & ROLES ASSESSMENT DATA & TOOL ASSESSMENT
chain your organization and identify
gaps before initiating
transformation DATA INSIGHTS GAP ALIGNMENT

d b \-' i i irati
Industry best | Articulate business aspirations

practice @
T T T T s TS s s T s s TS D Y 2 \

Combine a vision with the ! VISION FOR FUTURE 1 DATA POTENTIAL !
discovery of your potential L ______. A !
i towards an ambition and
Improve business P TANGIBLE AMBITIONS CLEAR PRIORITIES
performance priorities
Translate strategy to an actionable plan
High-impact
solutions Define a clear actionable STRATEGIC OBJECTIVES COST VS BENEFIT ANALYSIS

roadmap and evaluate long-term

value TRANSFORMATION ROADMAP ORGANIZATIONAL BUY-IN
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AMGEN

FOUNDED ; GLOBAL HQ EMPLOYEES
—F Thousand Oaks,
1980 == :—I California, USA o 28'000+

# OF PATIENTS REACHED R&D INVESTMENT @ DONATIONS
~15 million @ $5.9 billion 2> $2.5 billion
ANNUALLY IN 2024 Through

AMGEN SAFETY NET
FOUNDATION IN 2024

% ol BT

IN 2024

*Valued at wholesale acquisition cost.



How did we tackle the challenges?

THE CHALLENGES OUR MAIN QUESTIONS

Transition from manual enrichment | [ }—— Canwe increase Forecast Accuracy with ML?

to exception-based planning

Improve forecasting performance, | [ }—— Canwe increase productivity by automating with ML?
with higher accuracy & lower bias

Evalve to low-touch planning in BPA, [ }—— Canwe embed ML modelsin DGN?

Finance, and Operations

Integration of the forecasting the |
existing database, plus change
management

The most important aspect at the start of the transformation journey was ensuring stakeholder alignment and engagement to drive successful change management and adoption.
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Theory: Driver based AIML forecasting




Corrections

! i i | — i -
' 1 1 1 1 1
! : Tc al : : : :
| Historical . ma <ot | Ter lers Life¢ ycle ! ! Inve tory !
X sales ! N ! (NPI =OL) ! ITM ! !
| | | | | | ™
| | | | |
! 1 1 1 1 1
| | | Lo In the market | . To the market
| ! ! ! forecast 12 months | I forecast 24 months
: : : : out : : out
| ! Mal et ! ! ! !
: Prii e E share per E OF;( ;{25 e>|<_§\ ‘SS/BY E E Im| ort E
. | chal nel | | | |
! 1 1 1 1 1
! ] ] |- ] -
: ] ] ] ] ]
| | | | |
"""""" T__________—I________----_I_____________-_______--T-_____________—-______--_--—|______________—________-|--_______________-____
[ | | | | |
— ! | | | | |
[ ! Brand — ntr Brand - nt
| SKUlevel | Brandlevel | Brand level l and = Country l Brand level / l and - Country
Q I I I — Channel [optional] level I i —Channel [optional] level
] : . ' ' | SKU level |
[ i i i i i
! 1 1 1 1 1
. :_ ___________ U G U e e e e e = = U g g g
o
_—— 1
S ! Assessment: historical data for at least 2.5-3 years. If more data is available, that would be preferred.
o g ' Pilot: historical data for at least 2.5-3 years plus future driver information
<
as
g . Note: data is always transformed to one unit of measure.
1
__________ b o

Included in the forecast

O Not included in the forecast



Total DGN forecast $-value

°®
°
°
°
°
°
°
® o
L d ° °
°
[ ] LYY
o ©
®
° L4 )
0..0 °
C I Py
o %o °
‘.'o [} . :
% o o L
s o .o
.\ﬁ
‘Q\ o- - Joﬂ FYR XS Y
0% 10% 20% 30% 40% 50% 60%

oo®
70%

80%

90%

100%

v

Forecast gap DGN vs EyeOn



Lets talk about you?

« What would you automate first in your processes?

« What’s one legacy habit you think will be hardest to let go?

« Where would ML make your life easier tomorrow?




Main learnings from
this project:

» Ensure proper stakeholder
management

* Beclear on expectation - can be
threatening to job security

* Follow-up and embed afterwards




o Digital transformation

Value Discovery

Wrap up




Value discovery in digital transformation

VALUE DISCOVERY “You don’t know what you
don’t know. Understand

where you are, before you
sef your vision & roadmap’

Assess transformation readiness

Evaluate Th_e current stafe 0‘_( PROCESS & ROLES ASSESSMENT DATA & TOOL ASSESSMENT
your organization and identify
gaps before initiating

i DATA INSIGHT
transformation SIGHTS GAP ALIGNMENT

_ _ N “Get your expectations on
Articulate business aspirations

data and technology sharp
before you create”

Combine a vision with the VISION FOR FUTURE DATA POTENTIAL
discovery of your potential
towards an ambition and

ioriti TANGIBLE AMBITIONS
priorities CLEAR PRIORITIES

“Explore the potential of data

to really get a feeling on the
STRATEGIC OBJECTIVES COST VS BENEFIT ANALYSIS Value dlg”-al Tra nsforma-non
can bring for you”

Translate strategy to an actionable plan

Define a clear actionable

roadmap and evaluate long-term
value TRANSFORMATION ROADMAP ORGANIZATIONAL BUY-IN




Agenda

Agenda Speaker Timeline
Welcome 09.30-10.00
Digital fransformation - Value discovery Sander, Maarten, Wout 10.30 -12.20
Lunch 12.20 - 13.20
Digital fransformation - Value creation Wout, Willem, leke 13.20 - 15.15
Break 15.15 -15.25
Digital fransformation - Value realization 'rAenpdrreés,ecr?’rrg’rﬁ)\?ensg 15.25-16.20
Closing drinks & networking Erik 16.30 -18.00




o Digital transformation

Value creation

Introduction
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What is digital transformation?

More technology and different data use

Digital transformation is the process of adopting and implementing digital
technology to create or modify products, services, and operations within an organization.

‘echnology across all areas, modernizing processes and enabling rapid, customer-driven
/nnovation.

Ultimately, it drives fundamental change, increasing efficiency and unlocking new
value for stakeholders.



Last years event - Smart-touch planning tools

Balancing human and machine

..with the value add of humans

Meaningful jobs & high retention

Highly automated transactional or basic activities...
Fast, efficient & unbiased planning



Towards smart-touch planning

The sweet spot of human & machine effort

Full-touch planning Smart-touch planning No-touch planning
Planning is based on a Planning is based on Planning is fully hands off
manual process connecting balanced machine vs with the machine capable
all information human effort and allowed to decide

"Automate the obvious”
“Recommend the probable”

“Flag for intervention”
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Value creation

From high-level design over covering the details to having a plan for execution

VALUE CREATION

Design Operating model

Fit for purpose o VALUE CHAINMAPPING DECISION MAPPING
Translate planning vision into a
future mode of operations
KEY PLANNING PRINCIPLES E2E BUY-IN
Standardize vs. Design value enablers
differentiate
- T T T T T TS s ST s T T \
Design your future state and PROCESS AND ORGANIZATION DESIGN : DEVELOP ADVANCEDSYSTEMS |
h i 1
generate clarity on the time to fmmmmm e — e g
Expertise mix | value choices : INTEGRATED DATA DEVELOPMENT | MVP AGREEMENT
1
Ready to transform
Integrate business
and IT PROCESS & PEOPLE PLAN SKILL & KNOWLEDGE PLAN

Prepare the organization for the
transformation

TOOL & DATAPLAN CHANGE PLAN .
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Impactful supply chain transformation

Agenda for today

‘ VALUE REALIZATION

VALUE CREATION Successful transformation relies on the right

VALUE DISCOVERY people in the right place at the right time

How can tools & technology add value

. . . to your transformation? )
Discovery can start in multiple ways Transformation roles

‘ Al in supply chain ‘ ; ;
‘ Case 1: unlock quick insight Panel discussion

‘ Smart-touch tools without Al
‘ Case 2: explore your data potential

‘ Case 3: make a transition roadmap




o Digital transformation

Value creation

Smart-touch tools without Al




without Al




Wout Vrijkorte

=  Senior Consultant - Planning Systems
=  Anaplan Team Lead
= 12 years of experience, 7+ within EyeOn

Willem Gerbecks

=  Senior Business Consultant
=  Consumer Products
= Tlyears of experience, 8+ within EyeOn




Imagine you’re a planner. Your biggest supplier just announced a delay.
What do you do?

A. Spend hours manually adjusting the plan?
B. Orlet the system flag and suggest a solution?




-gusel
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IV EIRIATAENAN

1

T

1

LU
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Despite your obvious answer

Did you know that....?*

About 80% of planners rely on Excel for planning and scenario analysis, even
when having an APS.

88% of spreadsheets contain errors, yet they are still the backbane of planning
in many companies.

Over 60% of supply chain leaders say they lack visibility into their planning
process.

Only 10% of companies can react to supply chain disruptions in real-time.

Planners spend up to 80% of their time gathering and reconciling data instead
of making decisions.

Automating routine planning tasks can up to 40% of a planner’s time for value-
added work.

Does this mean that advanced planning systems are not designed to

their full potential?

* Statistics coming from Gartner, Harvard Business Review, BCG, PWC
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Positioning of advanced planning systems

Advanced Planning solutions as part of your IT landscape

Middleware and APlIs

Systems of Driver-based ML Digital twin for Inventory Advanced
'““°"at|'°“ forecasting supply chain optimization analytics
(examples) network design
Systems of ! ! : !
ystems .
differentiation Advanced planning systems
(core domains) S&OP / IBP
Demand Supply Production Detailed Inventory
planning planning planning scheduling control
Control tower
|
Systems of Data lak
consolidation ata lake

Systems of ‘
record ERP system(s) and other source systems (CRM, TPM) . .



Positioning of advanced planning systems

Advanced Planning solutions as part of your IT landscape

Systems of Data science platforms Digital Twin platforms Reporting platforms

I(Z?(Z[Yﬁapﬁleosr)] g databricks i ™% anyLogistix yytableau
alteryx gpataRobot [PParkours Qlik@

Systems of

differentiation Advanced planning systems

(examples) R = — ARKIEVA  jedoX.

«» BlueYonder Q ‘-naplan

oo JOHN E’/'\“L-l- }{ RELEX v)MOREOPTIMAL
| |

Systems of

e S ) A crowflake
consolidation Datalake =~ =~ 8aWws =& | Azure e snowflake
I I
Systems of ..
record ERP  grsanaa 2ROCLS nfor £ iiiai CRM @D TPM visuakabria
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Towards smart-touch planning

The sweet spot of human & machine effort

Full-touch planning Smart-touch planning No-touch planning
Planning is based on a Planning is based on Planning is fully hands off
manual process connecting balanced machine vs with the machine capable
all information human effort and allowed to decide

"Automate the obvious”
“Recommend the probable”

“Flag for intervention”
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How to make the first step towards smart-touch planning?

Moving away from full-touch planning with balanced machine & human effort

First steps to make it Smart-touch
smart-touch planning

The road fo smart-fouch

How ta start here?
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Essential advanced planning solution functionalities

Connecting different planning processes in one platform - now focusing on core functionality

CUSTOMER RELATIONSHIP SUPPLIER COLLABORATION PLATFORM SUPPLY PLAN CONTROL S&OE + ERP
MANAGEMENT TOWER

Consensus

mand Plan
SUPPLY PLANNING SALES & OPERATIONS PLANNING
i @ (1) 8 ¢ el
Stock rebalancing Capacity & Supply Plan Supply Plan S&0P S&0P scenario Final
alert cockpit intervention scenarios dashboards comparison S&QOP Plan
COMMERCIAL PLANNING INVENTORY MANAGEMENT FINANCE & CONTROLLING ‘







Wrap-up

Smart-touch planning enablers in your planning system

v" Actionable alerts
o-(M)--9 |
: v" Transparency of actions
(o]

y - v" Designed editing or solving methods
o..o..@.
L J

+

v" Connect detailed planning to scenario analysis

v' Stress-testing capability within the system



o Digital transformation

Value creation

Al in supply chain
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CAPTCHA

You probably find these annoying on websites

Select all images with

B e
e

Bl cco

CAPTCHA = Completely Automated Public Turing test
to tell Computers and Humans Apart.
It's a Turing test!

Moreaver, we are learning the machine... for free
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Venn Diagram of Al

Artificial Intelligence

Machine
learning

Deep learning /
neural networks



Venn Diagram of Al

Symbolic Al: rule-based
Al that uses symbols
and logic to represent
knowledge and solve

Machine learning:
algorithms that learn
patterns from data to
make predictions or

Artificial Intelligence

problems. decisions.
Machine :
. Deep learning: subset of
learning :
ML using neural

networks fo learn
complex patterns in
large datasets.

Deep learning /
neural networks

GenAl: Al that generates
m=s= oW confent (text,
images, audio) based on
learned patterns.




eyeon

Technology adaptation?

It is the core of the fourth industrial revolution

Al adoption worldwide has increased dramatically in the past year, after . By 2030, activities that account for up

years of little meaningful change. to 30 percent of hours currently worked

Oraanizations that have adopted Al in at least 1 business function.’ % of respondents across the US/EU economy could be
rganizations ave adope inatleas’ usiness nction, o ol respondeants HUfDmafEO’ 7

McKinsey, 2023

Adaption of Al
72

»  ‘“Generative Al will replace 2.4 million US
Jobs by 2030, and influence another
eleven million”
Forrester research, 2023

/

Use of generative Al

*  “lLet’s Be Clear: Generative Al Is Coming
After White Collar Jobs”

McKinsey & Company




eyeon

anniersary

GenAl adaptation by function and use-cases

Respondents’ organizations regularly using generative Al (gen Al), by function

of respondents
12

Most commonly reported gen Al use cases within function, of respondents
Marketing and sales

Product and/or service development
s

IT

Mo B
it support ark L E /
T

| K

McKinsey & Company



Will robots take my job?

willrobotstakemyjob.com

Court Reporters and Simultaneous

AUTOMATION RISK
CALCULATED POLLING
M 0, 0,
Captioners 100% 76%
(Imminent Risk) (High Risk)
Imminent Risk
Average: 88%
.

/ LABOR DEMAND SUMMARY

GROWTH calculate,
1.8% . .
by year 2033 :)5‘ ?
° a

WAGES > .
Minimal Risk Imminent Risk
38% $63,940
or $30.74 per hour & 3‘0
) o
& 4 ®
Volume " W
12,390

as of 2023

JOB SCORE
23/10@



Will robots take my job?

willrobotstakemyjob.com

AUTOMATION RISK
CALCULATED POLLING
. 37% 43%
Supply Chain Managers fow ) Moderte i
Low Risk Average: 40%
LABOR DEMAND * SUMMARY
é GROWTH h calculate,
9.0% .
\_ by year 2033 J 36
é WAGES ) S
$99,200
\_ or $47.69 per hour y,
Minimal Risk 409/ Imminent Risk 4 Volume ™
(]
1 981780 JOB SCORE
. as of 2023 J 7.0/10®@

Employment data isn't available specifically for this
occupation from the Bureau of Labor Statistics, so we
are using the data from Transportation, Storage, and

Distribution Managers.




Will robots take my job?

willrobotstakemyjob.com

Production, Planning, and Expediting [

AUTOMATION RISK
POLLING
100% 78%
(Imminent Risk) (High Risk)
C I e rkS Average: 89%
. . LABOR DEMAND SUMMARY
Imminent Risk
GROWTH caleylate,
.y 4.9% . .
oy year 2033 f ot
of =)
WAGES > B
$53,900
or $25.91 per hour & )‘0
[~ ‘R«Q
Volume o o
Minimal Risk Imminent Risk 393;980 JOB SCORE
89% as of 2023 3.3/10®@



Generative Al use cases

Use case Examples
N Documentation generation * Customized e-mails to customer / suppliers
» Tender documentation / responses

* Training materials
* Shipment documentation
Data summarization/analysis * Demand planning - “compare the sales of customer between 2024 and 2025 YTD”
UHUD and make a graph of it in portfolio changes in bars
* S&OP - “give the top 5 vulnerahilities and opportunities for the company overall”

Data generation/ * Scenario analysis - “Make a demand scenario use the uploaded base scenario,
f’ augmentation where supply is shifted from country
= Data structurization * From unstructured data fo structured data: “give me the top five reasons for low

reviews related to supply chain performance”

Code generation * Analyst roles - “give me a piece of python code for safety stock optimization
. where | can upload the sales data from Excel”
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Ella

Friendly, concise, and professional email and report assistant

Writing 100+

Conversation Starters

e . How can | make this report more
Can you help me edit this email? P

concise?
Can you make this email more What's a polite way to ask for a
empathetic but firm? follow-up?

Example - my own virtual assistant Ella

Instructions

A highly skilled personal assistant named Ella, specializing
in writing and refining professional communication. Ella
helps improve the quality, clarity, and impact of emails and
reports, balancing friendliness with a concise, business-
professional tone. Her responses focus on clear, empathetic
language, aiming to communicate effectively while
achieving specific goals. She respects the user’s objectives,
tailoring messages to sound polished and approachable
while keeping a sharp focus on conciseness and
professionalism. Ella can help structure messages, refine
word choice, and ensure optimal grammar, tone, and clarity.
She writes without unnecessary use of capital letters, bold
text and dashes (instead of commas).
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What CEO's talk about in Q4 ‘24 (vs. Q3 '24)

Keyword growth
Small and growing P - pig and growing
in importance _ < Trad pr]l%\ 'zAgentic Agentlc AI in mpor_tagce
(Trade war Elon Musk® = = = = = = = < -Toplccluster: \)
240% - on Musk ™ \ wesReinbil
1 Donald Trump, _ B
T Augmented reality® — — S
100% - On-device @ . /'Tariff =2 o
- S
¢ o Nearshoring . \ ~
80% N \ l!&m >
® Mistral . Reshoring ® b < 2
N - 5
g oo - 4 S Hections)
g 40% Additive manufacturing Teeaae Shutdown e
o @ @
o =
: = Crypto Shortage .
8 20% - Industrial automation e > ypp g— Eegulatlgn ¢ Uncertainty Y
_‘:5 ¢ ﬁ'tCO'"s .’D Sate"lte Ol Data Center ata center | °) China™ < ginterest rates
O 0% p——er——— SLaLe E—— Sustainabilit e
'Anthroplc OpenXI LaYOff SG/‘_ NVIDIA\ (‘, oEmission » ) AI\‘?fLatlo.r: /
-20% - FPYYE Chatbot Te \ ) |~ — -Climate Sustainability / i \
N atbo ~ -
‘o /¢ [* Generative AI A ]
aox - Hybrid work o o ~CRAtGPT_ & um )y GRUL ’Jr > “supply Chain Y
Small and fading Protest T . _C°p'|°t _ -~ Recession Ta— pig and fading
0% importance T importance
e Cl T T 1
0% 1.0% 5.0% 10.0% Logscale  100.0%

Note: The analysis is based on ~8,000 earnings calls from ~4,000 global companies listed in the U.S. in Q4 2024 and Q3 2024,
Source: 10T Analytics Research 2024 ~ Quarterly Trend Report: What CEOs talked about Q4/2024.
We welcome republishing of images but ask for source citation with a link to the original post and company website

Source loT Analytics Research

Keyword importance
(Share of companies that mentioned the keyword in Q4 2024 at least once)
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Agentic Al

Specialized agents working togetherin a

synchronized workflow

Interpreting /
Unstructured structuring

data input (f.e.usinga
LLM)

Measure
outcome
performance

Workflow Workflow
generation execution

Learn & correct
(re-inforcement learning)

Action
executed
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What is
needed
to bring Al

to value?

1. Set-up the
organization for
transformation

2. Establish a
process

3. Build a digital
ecosystem

0000

e

4. Manage
the human side




1. Set-up the
organization for
transformation
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Organize as a business transformation

Functional ’ Roll-out Roll-out
domain Roll-out Roll-out
Success

Functional Roll-out Roll-out

. Pilot ‘
domain Roll-out Roll-out

Success
Functional Bilat
domain o
Not successful

Functional Pilot Roll-out
domain 1o ‘ Roll-out

Success

Time ———»

Prioritize your pilots based on your strategy

Where to pilot:
* All/many functions - exploration?
» Selected functions - target value creation?

Biggest challenge is scalability / rolling-out.
* It's tfransformational change
» Redefine target operational model

“Start small, think big, scale fast” isn’t always easy!




Choose your strategy on what makes you unique

Invest in Al for based on your unique advantage; use existing services for commodities

f/) Taker

* Uses public models, minimal customization: simplest setup.

* Datainput as prompts; quick deployment. NH‘AT lF SOU,RE RIGH:"

Shaper ‘
* Integrates Al with internal data/systems for tailored results.
Two integration approaches: ‘

= Model to Data: Hosted on organization’s infrastructure. 0

» Datato Model: Aggregates data on cloud-based maodels. ‘ o);;,
» Suitable for scaling, proprietary capabilities, and compliance. x/?i? ‘ ‘ ‘

* Builds custom foundation models for specific use cases.

e . ) AND THEY'RE WRONG?

» High complexity and cost (e.g., $10M-$100M+). Quote from Fargo Netflix

* Requiresvast data, expertise, and compute power. ‘ .



Create teams that build value, not just models!

Searching for a breed of people needed that do not exist...

The data Scientist Venn Diagram

Statistics Programming

Communi-

cation Business

The
Accountant
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New type roles

Responsibilities Skills
Trainers » Prepare Al systems with high-quality data. » Datascience
 Training (develop) models » Data engineering
* Enhance model performance and relevance.
Explainers + Translate Al outputs for non-technical stakeholders.  « Communication
» Foster trust, adoption, and effective decision- * Analytics
4 making. * business understanding / acumen
 Bridge technical and business perspectives.
Sustainers * Ensure that systems work properly, safely, * Legal, CSR knowledge
responsibly, within the existing laws and ethically » Governance expertise
.' I » Monitor and maintain Al systems post-deployment,
J » Manage updates and mitigate errors or biases in
models.
Orchestrators  Drive organization-wide Al integration and * Leadership
. (Innovators) scalahility. * Visionary
\.r * Align Al initiatives across teams and departments: » Strategic
EE' cohesive and strategic

 |dentify and drive development of novel Al
opportunities




What is
needed
to bring Al

2. Establish a
to value? process
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Business process modelling

Adjust your target operating model

Idea to _
Market Strategy to Integrated Roadmap Tgnrﬁr?éigiﬁoﬁc;’arggraa% Innovat:—oanuﬁzﬁgram I8 Launch to End-of-Life
(ItM)
Market
to q Market Strategy to Business Plan to Market Opportunity to
Order Insights o Market Strategy Business Plan Market Opportunity Order
(MtO)

4. Order Service
End fa.ena’ to Cash Strategy to Supply Forecast fo FFi)rllai:hTeod Order to Fulfilment to Request to Agreement
operating Chain Plan Good Fulfilment Cash Resolution to Steady
processes (otC) 0063 State
Management Leadership ExcetI)I'LT'n.ce Human Resources I_Pfo}:mal’rlon R'Skl?”d
and enabling J——— Capabilities echnology Compliance
processes Integrated . R

o Finance Procurement Real Estate Sustainability
Communications




What is
needed
to bring Al

to value?

3. Build a digital
ecosystem
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Digital Ecosystem: need for a System of Innovation

Analytic capability requires integrated system capability on top of ERP and APS

®
22

Data Science Experts

Data feeds from ERP
and APS systems

Al/ ML
Capability

The developments in
analytics capability (deep
reinforcement learning) or
supporting processes (e.g.
generative Al) go extremely
fast. ERP and APS systems
are not able to follow the
speed of innovation.

An innovation layer on top of
ERP/APS is recommended.



Becoming digital & data-driven

Data capabilities to be integrated

Middleware and APIs

Systems of
innovation Advanced Inventory Digital twin for supply chain . .
(examples) analytics optimization network design UIYEReE B o B
| | |
Systems of
differentiation Strategic Network Design
(core domains) Sales & Operations Planning (S&0P) / Integrated Business Planning (IBP)
Rough-Cut Capacity Planning (RCCP) .
Demand Planning
Production Inventory planning &
Material Requirements planning policy
Planning (MRP) . - ATP & Demand fulfillment
Scheduling Transport planning
I I
Systems of

Data lake

[ |
Systems of
record ERP system(s) and other source systems (CRM, TPM)

consalidation
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What is
needed
to bring Al

4. Manage
the human side

to value?




Develop capability: Al literacy

A fool with a tool... is still a fool

Al Literacy is the ability to understand, use, and evaluate Al fechnologies effectively and
ethically.

» Components of Al Literacy:
= Conceptual understanding: knowledge of Al technologies and applications.
= Analytical skills: ahility to interpret and analyze data.
= (ritical Thinking: assess Al recommendations critically (hallucinations)
= Responsible usage: ensure Al aligns with corporate values.

It is the like a driver license - you need to have some basic understanding of rules/technics to
drive a car.




In summary:

What is
needed
to bring Al
to value?

1. Set-up the
organization for
transformation

Organize as a
business
transformation

Organize of a multi-
disciplinary approach
with new roles

2. Establish a
process

Foster use of a
structured
methodology

Avoid short-cuts

Think about
scalability

3. Build a digital
ecosystem

Use data platforms,
they aren't optionally

Remember data
quality is everything

0000

e

4. Manage
the human side

Focus on adaptation
of the change

Develop capability
(Al Literacy)




Example - customer service order desk
Bringing in the agents

Entry

CS monitoring

Exceptions

% y Interact

Customer
service agent
setup

Guard Pilot

rails

Scalable
Central vs

de-central

Re-engineer

N4




Any questions

Please contact me

Dr. leke le Blanc
+31(0) 6 2230 5554

leke.leblanc@eyeon.nl




Agenda

Agenda Speaker Timeline
Welcome 09.30-10.00
Digital fransformation - Value discovery Sander, Maarten, Wout 10.30 -12.20
Lunch 12.20 - 13.20
Digital fransformation - Value creation Wout, Willem, leke 13.20 - 15.15
Break 15.15 -15.25
Digital fransformation - Value realization 'rAenpdrreés,ecr?’rrg’rﬁ)\?ensg 15.25-16.20
Closing drinks & networking Erik 16.30 -18.00




o Digital transformation

Value realisation

The importance of people & skills
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Impactful supply chain transformation

Remember the framework we started the day with

‘ VALUE REALIZATION

VALUE CREATION Implementing change and ensuring business
VALUE DISCOVERY Designing a future operating model and impact
From insight to strategy and a transformation the enabling processes and technology
plan
“Understand your current “From high-level design “Stick to the plan, unlock
state, where you want fo go over cavering the deftails fo value, keep your eye on
and how fo get there” having a plan for execution” your people and fune your

course consciously ”




Value realization

19

Stick to the plan, unlock value, keep your eye on your people and tune your course consciously

VALUE REALIZATION

Execute the transformation
Capability gaps ﬂ PLAN EXECUTION
P v oap & Execute the fransformation step
as planned with organized
ORGANIZATIONAL CONNECTION

=i

Ell 9k| Bridge skill gaps

] o PERSONAL DEVELOPMENT
Develop internal capabilities and
. Speeq of bridge temporary resource gaps TRAINING
implementation
Results-driven steering

Need for flexihility

User adoption

Specialized, results-driven TRANSFORMATIONLANNING

expertise focused on targeted
solutions BACKFILL RESOURCING

COMMUNICATION

CHANGE LEADERSHIP

COACHING

ADOPTION EVALUATION

COST VS BENEFIT DECISIONS

FLEXIBLE DEVELOPMENT ‘




Impactful supply chain transformation

When we think about important capabilities, we imagine a mix of different roles

Project phase
Subject matter expert ‘
Functional Manager ‘

Process Expertise
Process design expert

Organization design expert

Business Analyst

Data Analyst
Data Scientist
Data and Tool Expertise
Tool architect
Tool developer
Key user
Trainers
Functional coach People Expertise
Development manager
Transition Backfill
Functional transformation sponsor
Steering Committee Change Catalyst
Change & communication expert

Project Manager




Impactful supply chain transformation

Improve time to value with the right skills at the right moment

VALUE CREATION VALUE REALIZATION
Subject matter expert Process design expert ‘ Functional coach
Business analyst Organization design expert ‘ Development manager
Data analyst Tool architect ‘ Transition backfill

Functional manager Tool developer
Data scientists

Key users

Trainers

Functional transformation sponsor Project manager

Steering committee Change & Communication manager



Organizing digital transformation

Jack of all trades or Eierlegendewolmilchsau?




It not just about giving someone an assignment

Time &
mandate

Mandate

“Authority to act”

“Unprepared Leader"

Time
“Capacity fo act”

What makes a person capable for arole?

:"Fully Capable"

Experience

“Practical application”

Skill

“Fundamental ahility”

"Not Set Up for Success"

"Underutilized Potential"

Skill & Experience



What if we ask Al?

Can Al advice us in how to organize
transformational resources?




Approach for the panel discussion

p
We have given ChatGPT context on digital
transformation

& /
4 . . N\

We have asked a few question on transformation

resourcing

& /
tGPY T

a We have an expert panel that brings in the view

from own experience

& /

André Vriens
Partner @ EyeOn



We welcome to the stage...
the expert panel

Adnan Hussain Shahid

Global Supply Chain Director @ RHI Magnesita

Jerome Delnooz
Global Lead of Demand Planning @ Kraft Heinz

Piet Verbakel
Global Head of Supply Chain @ GNT | Exberry

ChatGPT

Al-powered assistant

126




Context for the discussion

Dear ChatGPT and panel, this is the context we want you to reason in.

| will ask you a few questions. Please respond
to them in the context of digital, process and
organizational transformation.

We distinguish the following stages in such a

transformation:

1. Value discovery including elements like
strategy, data discovery, roadmap design,
understanding the current process &
organizational maturity.

Value creation including process,
organizational, data and tool design &
development.

Value realisation including
implementation, change management,
coaching, training and overall practices to
sustain and grow abilities.

Transformation is related to all supply chain
planning processes, like demand planning,
supply planning, S&OP, IBP, demand
fulfilment, ... .

VALUE CREATION

“From high-level design
aver cavering the details ta
having a plan for execution”

VALUE REALIZATION

“Stick to the plan, unlock
value, keep your eye on
your peaple and tune your
course consciously ”
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Whatis the reference role framework?

We miss the connector roles like business analysts here? How have you organized yourself
in linking business with data & technical functions?

In such context,
which roles
would be non-

negotiable for a
successful
transformation?

For a successful digital, process, and organizational transformation in the context of supply chain planning, the
following roles are non-negotiable:

1.Executive Sponsor - Provides strategic direction, secures funding, and ensures alignment with business
objectives.

2.Transformation Lead / Program Manager - Oversees the entire fransformation process, ensuring
coordination across teams.

3.Process Owners - Experts in supply chain processes (demand planning, supply planning, S&OP, IBP, etfc.)
who define and validate new workflows.

4.Digital & IT Lead - Manages the technology aspect, including system integration, data management, and
digital tools.

5.Data Scientists & Analysts - Ensure data-driven decision-making through advanced analytics, Al/ML models,
and reporting.

6.Change Management & Training Experts - Drive adoption by preparing, coaching, and training teams fo
embrace new processes and tools.

7.Functional Business Teams - End-users who validate solutions, provide feedback, and adopt new ways of
working.

Would you like me to refine this list based on a specific industry or tfransformation scope?



Where are trade-offs?

How did you make choices with regards to analytical and engineering roles?

How have you organized specifically for change and training?

Companies can be flexible on certain roles depending on their maturity, size, and complexity of
transformation. Some of these roles include:

For the same
context, which

roles could e
companies be WM " Tcaderchip teams may fake on fhis role insfe

Ieadershlp teams may take on this rale instead of having dedicated specialists.

flexible on
depending on having distinct owners for each supply chain function.

3.Process Owners - In smaller companies, process ownership might be shared across multiple roles instead of
their matu ”TU! 4.Digital & IT Lead - Companies with limited IT resources may outsource system integration and technology
size. ..? implementation rather than maintaining a dedicated in-house team.
5 oo

5.Functional Business Teams - In lean organizations, business users may take on multiple responsibilities,
reducing the need for specialized functional teams.

Would you like insights on how to optimize roles based on specific company sizes or industries?




How can you impact time-to-value with roles?

Executive sponsor on number 1- how important is executive leadership?

A dedicated transformation lead. Is this something you recognize?

When fime-to-
value is the
indication in

which a
transformation
delivers value fo

the organization.
Which roles are
essential for a
reasonable fime
to value for the
transformation?

2. Transformation Lead 7 ﬁraérarﬁ T\/I_aﬁager :

sWhy? Orchestrates the transformation across teams, ensuring timely execution and clear communication.
sImpact on Time-to-Value: Keeps the transformation on track, aligning milestones with business priorities.
3. Process Owners

*Why? Define and validate new workflows for supply chain processes (demand planning, S&Q0P, IBP, etc.).
Impact on Time-to-Value: Ensures that redesigned processes bring immediate and sustainable
improvements.

4. Digital & IT Lead

*Why? Ensures fast and seamless implementation of digital tools, system integrations, and automation.
«Impact on Time-to-Value: Reduces technological bottlenecks and accelerates deployment.

5. Data Experts (Analysts / Scientists)

*Why? Enable quick insights through analytics, ensuring data-driven decision-making.

«Impact on Time-to-Value: Reduces the time needed to understand impact, adjust strategies, and optimize
processes.

6. Change Management & Training Experts

*Why? Drive adoption by preparing employees, managing resistance, and ensuring smooth transitions.
Impact on Time-to-Value: Faster user adoption means the organization realizes benefits sooner.

7. Agile / Continuous Improvement Team (Optional, but accelerates time-to-value)

*Why? Ensures that lessons learned are quickly applied, and improvements are implemented iteratively.
Impact on Time-to-Value: Enables faster refinements, reducing rework and delays.




Are there risks to combining roles?

We mentioned before that skill and experience are important, but there is also the size of
the team. How have you made trade-offs on this?

Dangers of Combining Multiple Roles in One Person
While consolidating roles may seem efficient, it can lead to risks that negatively impact transformation

success:
WhaT dare The 1.0verload & Burnout - One person juggling multiple critical roles may be unable to focus, leading to
dangers Of inefficiencies and delays.
com blnlng 2.Conflict of Interest - Some roles have conflicting priorities (e.g., an Executive Sponsor ensuring cost

contral vs. a Transformation Lead pushing for investment).

multiple roles in
the same . 3.Lackof Dep'r_h_Er_E_xge_rﬂs_e_-: Specialized roles require deep expertise (e.g., Data Scientists vs. Change

Managers); combining them can lead to suboptimal execution.

person?

4.Slower Decision-Making - A single individual handling multiple roles may become a bottleneck in key
decision-making processes.

5.Reduced Accountability - When one person holds multiple responsibilities, accountability can become
blurred, making it harder to track progress and ensure ownership.




Which roles to keep always separate?

It stands out that the more expertroles are best kept separate from the change roles?
What would motivate you to define separate change managementroles?

1.Executive Sponsor vs. Transformation Lead
7 Why?The Executive Sponsor focuses on high-level strategy and securing buy-in, while the
Transformation Lead is responsible for execution.
2. Riskif combined: The strategic oversight role may get lost in daily operational challenges,

What are the

roles that are adoption and minimizes resistance.
2. Riskif combined: The Process Owner may focus foo much on process optimization, neglecting
best kept

e the people and cultural aspects.
5€pa r_aTe within g =228 7° "~ Why?The IT Lead ensures system implementation, while the Change Lead ensures smooth
d pl’OJECT team? adoption by employees.
2. Riskif combined: A technical expert may focus on system functionality rather than user
adoption and engagement.
4.Data Scientist vs. Process Owner
T Why?Data Scientists focus on analytics and insights, while Process Owners ensure business
processes are efficient.
2. Risk if combined: Data-driven decision-making may be biased by process assumptions, leading
to misleading conclusions.

5.Program Manager vs. Functional Leads
T Why?The Program Manager oversees timelines, budgets, and coordination, while Functional

Leads focus on process-specific improvements.
2. Riskif combined: A Program Manager also acting as a Functional Lead may lose ohjectivity an
be less effective in balancing different department needs.




When is combining roles possible?

When you reflect on your transformation teams did you see this approach coming back?
Did you encounter boundaries on this, e.g. building a data base technically is not the same

Which roles
could be
combined

depending on

the size and/or
maturity of the
organization?

as building solid data reasonings?

In smaller companies or early transformation stages, some roles can be strategically combined:

———

oversee data and digital implementation.

*Process Owner + Functional Lead — If a company lacks resources, a department head might own
process changes in their area.

*Change Manager + Training Lead — Since both roles focus on adoption, one person can manage
both functions in smaller teams.



Open question

In hindsight of your own transformation

experience any decisions on resourcing that you
think were critical for your success?




Agenda

Agenda Speaker Timeline
Welcome 09.30-10.00
Digital fransformation - Value discovery Sander, Maarten, Wout 10.30 -12.20
Lunch 12.20 - 13.20
Digital fransformation - Value creation Wout, Willem, leke 13.20 - 15.15
Break 15.15 -15.25
Digital fransformation - Value realization 'rAenpdrreés,ecr?’rrg’rﬁ)\?ensg 15.25-16.20
Closing drinks & networking Erik 16.30 -18.00




Digital transformation
Improving time to value

Wrap up
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Impactful supply chain transformation

3 core reasonings as foundation

‘ VALUE REALIZATION

VALUE CREATION Implementing change and ensuring business
VALUE DISCOVERY Designing a future operating model and impact
From insight to strategy and a transformation the enabling processes and technology
plan
“Understand your current “From high-level design “ Stick to the plan, unlock
state, where you want fo go over cavering the deftails fo value, keep your eye on
and how fo get there” having a plan for execution” your people and fune your

course consciously”
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Impactful supply chain transformation

Experience of today

‘ VALUE REALIZATION

VALUE CREATION Successful transformation relies on the right

VALUE DISCOVERY people in the right place at the right time

How can tools & technology add value

. . . to your transformation? .
Discovery can start in multiple ways Transformation roles

‘ Al 'in supply chain ‘ ; i
‘ Case 1: unlock quick insight Panel discussion

‘ Smart-touch tools without Al
‘ Case 2: explore your data potential

‘ Case 3: make a transition roadmap




Recap of today

VALUE DISCOVERY

From insight to strategy and a transformation
plan

“Transformation can start in
many way. Ensure you
become aware of what data
and technology can bring
you first.”

VALUE CREATION

Designing a future operating model and
the enabling processes and technology

“When thinking about
technology, think smart-
touch and apply technology
that brings value”
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Impactful supply chain transformation

VALUE REALIZATION

Implementing change and ensuring business
impact

“Digital fransformation will
require a lot of different
skills. Remain conscious on
the resourcing choices you
make.”




Did we spark your interest?

Let's collaborate on digital transformation

Act today Plan your next
move

* Benefit from the drinks to * Built on your momentum and
talk to any of our experts plan a follow-up with us.
today!

Questions?




eyeon

25 years chead
anniversary

EyeOn events - Let's meet for more inspiration

June 5th
CsCMP

Switzerland

November

Anaplan More to

Connect come....
The Netherlands

Check eyeonplanning.com

EyeOn Experience Event Diisseldorf: Improving
time-to-value in planning transformations

ammore 3

EyeOn Experience Event Eindhoven: Digital
Transformation — Improving time to value

Leammore -
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