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pwc US GEO Survey 2013

CEOs to strengthen engagement with partners to fortify supply chains against array of risks
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How concerned are you about the following potential business, economic and policy threats to your growth prospecis?

L T L Lt T L T T LT T L L L T T T T PP

US CEOs Global CEOs
Uncertain or volatile economic growth
Availability of key skills > e
Protectionist tendencies of national governments 51% |
Shift in consumer spending and behaviors
Speed of technological change
Exchange rate volatility R
Energy and raw material costs 52% 0|
Inability to protect intellectual property and customer data
Inadequacy of basic infrastructure EE
Bribery and corruption (41% |
Supply chain disruption EE

Base: US: 167; Global: 1,330. CEOs who responded ‘extremely’ or ‘'somewhat’ concerned, select answers shown.
Source: PwC, 716th Annual Global CEO Survey, January 2013.

0t Develop & Assess Zstcentiry skl

MARROCO

PRODUCTOS



Pse

THE CONFERENCE BOARD

Trusted Insights for Business Worldwide
Human Capital and Operational Excellence are the Top
Global Challenges for 2013

Global Rank CHALLENGES 2013* Score
N=729
1 Human Capital 244
The Conference Board CEO Challenge® 2013 2 Operational excellence 2.10
3 Innovation 1.99
4 Customer relationships 1.72
5 Global political/economic risk 1.68
THE CONFERENCE BOARD 2
CEO CHALLENGE2013 6 Government Regulation 1.55
7 Global Expansion 1.31
Gotintering the Glabal 8 Corporate brand and reputation 0.92
Slowdown
9 Sustainability 0.82
10 Trust in business 0.46

N=Number of overall responses. The response rate varies for each
challenge. Each score represents the mean of the ranks given the

challenge. For information about how the scores were created, see
"About the 2013 Survey" on page 24 of the CEO Challenge® 2013

Summary Report.
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CEOs to strengthen engagement with partners to fortify supply chains against array of risks
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Exchange rate volatility A
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Inability to protect intellectual property and customer data
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Base: US: 167; Global: 1,330. CEOs who responded ‘extremely’ or ‘'somewhat’ concerned, select answers shown.
Source: PwC, 716th Annual Global CEO Survey, January 2013.
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THE CONFERENCE BOARD

Trusted Insights for Business Worldwide

The Conference Board CEO Challenge® 2013

THE CONFERENCE BOARD
CEO CHALLENGE 2013

Countering the Global
Slowdown

Pse

Human Capital and Operational Excellence are the Top

Global Challenges for 2013

Global Rank

CHALLENGES 2013

Score

N=729

—_

Human Capital

2 Operational excellence

3 Innovation 1.99
4 Customer relationships 1.72
5 Global political/economic risk 1.68
6 Government Regulation 1.55
7 Global Expansion 1.31
8 Corporate brand and reputation 092
9 Sustainability 0.82
10 Trust in business 0.46

N=Number of overall responses. The response rate varies for each
challenge. Each score represents the mean of the ranks given the

challenge. For information about how the scores were created, see
"About the 2013 Survey" on page 24 of the CEO Challenge® 2013
Summary Report.
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The Conference Board CEO Challenge® 2013

THE CONFERENCE BOARD
CEO CHALLENGE 2013

Countering the Global
Slowdown
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Global Challenges for 2013
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Human Capital

2 Operational excellence
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Results-0riented Fundomentals:

 Human Capital Development &
Assessment

HUMAN
CAPITAL

e Systemic Change Management.
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Human Capital: Decode Skills gaps are widening. HR will need to quickly tap skills when they are

Mi|9% needed — and where. HR will begin to arm itself with the tools and

insights of the science of Human Behavior (8) 2013

Building leadership talent is the most significant copability building Learning and innovation skills are what separate

challenge (B0%). 70% of workforce effectiveness is measured by s_t”dE"ts G "re_pmp"md f_m '"'"Efls'"gly EUIIL B
il T ( 4) life and work environments in today's world and

those who are not. (7)

g Harvard  57% of non-CED said that their teams were
doing poorly in critical areas (3)

Review
1 1

PARTNERSH|P FOR
Z21sT CENTUR SKILLS

Overall, demand is growing for non-routine analytical

skills involving creativity,

Less than half of the organizations measure the ; o
. i . ) problem-solving, communication, teamwork and
effectiveness of their HC programs by their business

impact or ROI (2)

! ! ! McKinsey&Company

entrepreneurship (6)

,\é Key Organizational copabilities: Developing effective leadership capabilities _
21 (65%). Creating an organization and culture that adapts effectively to change Only 30% use other metric than employee
& (43%) () feedback to measure training impact (5)
o | | | ® o o
2004 2005 2007 2008 2010 20M 2013
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Accenture. “high performance workforce study 2004". Peter Cheese. 2004

IBM ."Global Human Capital Study 2005. IBM BCS 2005

Harvard Business Review. CEOs misperceive top team performance. Richard Rosen + Fred Adair . Sept 2007
IBM “Making Change Work”. 2008

McKinsey quarterly “getting more from training programs” Aaron Desmet. Oct 2010

DECD. A skilled workforce for strong, sustainable & balanced growth. IL0. Nov 2010

Partnership for 21 century skills “Framework for the 21% century Learning”. 2011

Accenture. “The future of HR" Institute for high performance. 2013
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Ga rtne'; For Enterprise Learning Systems

Magic Quadrant
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Ga rtner@ For Talent Maonagement Suites

Magic Quadran
St . leaders
f ==
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o Oracle (Talent Cloud)
QU o3
£ » Halogen
fgi '!3J\“4’<i§f\!!’(ii Alumesse
= Oracle (PaoplaSoft) HRsmart - SumTotal Systems
=2 SAP (ERP) - ' Saba
< - - o TalentSof
' @ = :
o Dracle (E-Busne;;s g}.me) 2 , = —a S
; Hagfe.umantis <R
Adrenalin Metad ~or b agfe.u Ao 5P esc; oad
o

niche players

|

Source: Gartner (March 2013)
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Enterprise Learning & Talent solutions

Mostly Cloud
SaoS

Lack of soft
skills
nssessment

Lack of
interactive soft
skills contents

Mabile
Integration

Goal &
Employee
performance
management

10

Common
Features

Learning os o
platform
(uplood track)

Integrated HR
G

Recruiting -
Career
workforce
planning

Workforce
oriented IT
Analytics

Social
Colloboration
Tools
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75% ranked innovation among their top 5 priorities. Companies are seeking to innovate
but are increasingly less satisfied with the results. Very satisfied with initial idea

é generation 36% - Growing portfolio 25%, End-of-Life 21%(8)

o/ hal: : .
About Industry Model Innovation. Some CEOs do not believe their Just 43% believe their organizations ore

companies have the appropriate position in their industries or within highly EffECtiVEW ideas (7)
their own value chains to drive this kind of significant change. (4) €o.

Only 36% believe they are highly effective at converting

m'g:;i’:e";‘s UHUGIVUIUIIIY Ullu UliuGIHHIVGoUIy i UG nuiuin 9iuc Ideus tu prndUCts prDIECt dEVEIUme“t (7)
RevieW of innovation is another common mistake.(3) _ _ __ _
We're never going to build a truly innovative company without

a gene-replacement therapy. You have to train people how to
BES[ UEHENLS HTUHT IHNUVULIUIL I EHusuuull: /6% Huviny

be business innovators (B
tiafs employees with greater creative thinking, collaboration, Forbes 6)

CISCO  sacial skills and problem solving capabilities (2) Companies satisfaction with thei return on

innovation spending continues to edge higher but
Most innovations, especially the successful ones, result froma remains relatively low. The majority of companies

conscious, purposeful search for innovation opportunities, which are dissatisfied with their inooyation measurement
are found only in o few situations (1) practices (5)

EI Harvard
W Business
Review

6 | I | ‘

M@\
2000 2005 20086 2008 2010 2012 2013 ‘\/‘
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Harvard Business Review . “Cracking the code of Change” Michael Beer/ Nitin Nohria. May 2000

CISCO. “Innovation 2005 study” . Momentum Research Group. 2005

Harvard Business Review . “innovation the classic traps” Rosabeth Moss Kanter. November 2006

IBM “Global CEOD study”. 2008

Boston Consulting Group. Innovation 2010. James Andre. 2010

Forbes. Gary Hamel on innovating innovation.

http://www.forbes.com/sites/stevedenning/2012/12/04/ qary-homel-on-innovating-innovation/ April 2012
“Global Innovation Index 2013" . WIP0/Booz & Co./INSEAD/Cornell University. Jan 2013

Accenture. Why low risk innovation is costly. Wouter Koetzier & Adi Alon. 2013
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Analyze the Future

IDC MarketScape: Worldwide Innovation Management Solutions
Vendor Assessment

IDC MarketScape: Innovation ManagementSolutions Market

Leadesrs

Lithium

Salesforce ldeas

Uservoice

£
o~
- Social Lair © i
=
o
Kindling @

Comtenders

e

Participants

Strategies

Source: IDC, 2013
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Innovation Management Software

Apps & Social
Web

Integration

Cloud, On-site or
Hybrid

Gamification

Reports &
Analytics

Iden to
Innovation
lifecycle

10

Common
Features

Security
Features

Customizable
workflows

Open - Crowd
Innovation
approach

Collaboration
Plotforms and
tools

Brainstorming
tools
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Change Management: Decade
Milestone

The most significant challenge for project success
is changing mindsets and attitudes 58% (4)

% Achieving project success does not hinge

primarily on technology , depends largely on
people (4)
EmHarvard  For change to be anything but superficial
and temporary, it must be systemic (3)

Review
I I

Benefits of change initiatives have been
accenture .
delayed substantially or even negated (2)

The brutal fact is that about 70% of all change
initiatives fail (1)

EIZ Harvara

ey ! !

2000 200 200 2008
A b

Only 25% of change management initiatives are

successful over the long term.(8) 9/ Forbes

70% of all mojor change efforts in

organizations fail (7)

=[DC

Analyze the Future

INTERNATIONAL

buyers are disappointed with the
consulting provider's ability to deliver
return on investment (ROI) for the project
and maximize the project's value (6)

Only 15% of webinar participants reported o “well”
integration nf change management in their

(6)
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Harvard Business Review . “Cracking the code of Change” Michael Beer/ Nitin Nohrio. May 2000

Accenture. “Change manogement. Disturbing the system”. Peter Cheese. Outlook 2004

Harvard Business Review . “Architects of Change” Thomas Stewart Editor in chief. April 2006

IBM “Making Change Work”. 2008

Prosci /ADKAR. Change management certification webinar survey. Nov 2011.

http:/ /www.change-management.com/tutorial-integrating-cm-pm.htm

|0C. MarketScape: Worldwide Organizational and Change Consulting Services 2013 Vendor Analysis
http://www.kotterinternational.com/our-principles/changesteps Dr Jhon Kotter (HBS)

Forbes “New Study Explores Why Change Management Fails - And How To (Perhaps) Succeed” Victor Lipma. Sept 2013
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Ga I’tner@ For Change Management Software

Ma gl E Q uadrant (No IT-change reloted)

-®

e

e i e e Mm-—w T ——,A.Mv_‘l: T e i B '4“‘-‘.‘1" B e

-,f;‘_V_SYS TE M FAT LU RE

e e e Mm_—.’*w

Sorry, We did not find snftwureS sulutmns or smtes reluted to
orgonizatianal change or trunsfurmutmn munugement
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IDC MarketScape Worldwide Organizational and Change
Consulting Services Vendor Assessment

—— IDC IDC MarketScape: Worldwide Organizational and

~
Analyze the Future Change Consulting Services

Leaders

Accenture

EY &KPMG
Q McKinsey
Major Players

QO ecc

Capabilities

QBooz& Company
Contenders
Participants
Strategies

MARROCO

Source: IDC, 2013
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Consulting Practices in Change Management

Methodological

Approach

Shared vision &
objectives
exercising

Mostly Process, IT
or object oriented

10

Common
Features

IT & Process
analysis tools

Project
Maonagement

Sequence :
Social

Colloboration
Technologies

Communication

Plan

Risk

Assessment

Executive /
Sponsor

Alignment

Motivational
activities and
rewards
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ZAN SCIENTIFIC OUTCOMES
&)

WES©
* The systemic integrated (Work - Education System)
model (Theoretical model Transformational system to Assessment of the
of research and action) improve productivity. EDT ©

effectiveness of EDT

is the IT software version of ©. Until now, metrics

* Theory of the )
N remains...82% of
Organizational Change ) .
] people changing to 21°
century profile. Around
90% of goals
achievement

(3
1969 2013
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large advances that
propel an existing
product or service

transform markets and
ahead of competitors. :
Breakthrough Game .Eve.n society. These have o
hanger rodicalimpact on how humans
act, think and feel in some way.
TFCHNOLOGY
PROCGRESS
modest changes to Incremental Disruptive
existing products and
Services
MARKET IMPACT
@
\
. NI
4 7ones of Innovation =7
by: Jumes Kallbach MARROCO
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In: http:/ /experiencinginformation.wordpress.com/2012/06/03/ clarifying-innovation-four-zones-of-innovation




G a rtner@ Hype Cycle for Emerging Technologies/ August 2013.

expectations A FT)
Yy S Weagable User Interfaces
| Data & ]
ﬁ'(mal-Language Question Answering plex-EventProcessing S
‘ Internet of Things prtent Analytics
Speech-to-Speech Translation A~ In-Memory Database Management Systems
Mobile Robots D— Virtual Assistants
3D Scanners
urobusiness
Biochips
Autonomous Vehicles
ﬁf‘ Augmented Reality
pscﬂptweAnalgtm Machine-to-Machine Communication Services O Y Predictive Analvti
Afecive Compuling Mobile Health Monitoring N iR b
| Electrovibration NFC Speech Recognition
Volumeyic and Holographic Displays 4 ! ’ @ LocationIntelligence
Fiviani Aornéntaion ’ A Mesh Networks: Sensor Conriner Talumalics
—)cn-Computef Interface ) Cloud Biometric Authentication Methods
3D Bioprinting — @ Quantitied Self <_Computing & Enterprise 3D Printing
| A
Quantum Computing & ® Gesﬁvgigzlams
In-Memory Analytics
Smart Dust A Virtual Reality
Bioacoustic Sensing A
‘ As of July 2013
Innovation Peak of Trough of Plateau of
. Inflated Slope of Enlightenment
Trigger Expectations Disillusionment Productivity
time o
Plateau will be reached in:
- " obsolete M o
Olessthan 2years ©2toSyears @5to10years A morethan 10 years @ before plateau ARROC
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Industry

Coverage

ENERGY
CHEMICALS

ILA®

To assess quality in
the 21st century
education

EDTO®

To transform
organizations

FOOD

BEVERAGE
AGROIND

To develop 21
century skills

TECHNOLOGY TRANSPORT BANK
ELECTRONICS AUTOMOTIVE FINANCE

LOGISTICS INSURANCE

To ssess 21
century skills

To optimize projects
performance
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