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LeanAgile Insights Meetups

A"LeanAgile Insights" is a monthly Meetup, a forum for lean agile practitioners, leaders,
coaches, students, and lifelong learners to come together to share and learn. The original
organizers, David Bakhtnia and Hong Nguyen-Phuong are dedicated to ever improving the
development of technology-based products and services. David and Hong also teach Scrum
and agile, and project management at UCSC Silicon Valley Extension (www.ucsc-
extension.edu).

A The monthly "LeanAgile Insights" Meetup is gracefully supported by and hosted at UCSC
Silicon Valley Extension, 3175 Bowers Avenue, Santa Clara, CA 95054, in principle every 3rd
Tuesday each month, at 6:30pm to 9:00pm.

A The monthly "LeanAgile Insights" Meetup typically features an inspiring Guest Speaker,
vigorous Participant interactions, and ample opportunities to connect and mingle over light
food and beverages. Sponsors will be highlighted online, on marketing materials, and at the
event: please contact us if your company is interested in sponsorship.
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August 215t Meetup Schedule

A6:30 p.m. i 6:50 p.m.

A6:50 p.m.
A7:00 p.m.

A8:00 p.m.
A8:15 p.m.

A8:40 p.m.
A9:00 p.m.
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I 7:00 p.m.
I 8:00 p.m.

I 8:15 p.m.
I 8:40 p.m.

I 9:00 p.m.

Networking, with food and beverages
Speaker introduction

Hamid Nouri - Connect Scaled Agile Transformation to Business
Strategy Using Value Stream Maps

Break

LeanAgile Highlights - Participants volunteer to take the stage and
share brief (3 minutes) learnings and insights

Announcements

Close
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ANEffective and successful Lean and Agile | T a

to be fully grounded in, and driven by the

In this session you will:

ALearn how to develop and internally communicate your business and
competitive strategy using Business Model and Process Visualization Tools

and techniques

AUnderstand how to best use Lean Value Stream Mapping (VSM) and Value
Chain Analysis to identify key transformation initiatives and target speed and
guality metrics to show the direct impact on value delivered to key customers

and stakeholders
ABe able to link your Scaled Agile SAFe® and Lean Transformation initiative

and the Agile Trains and Scrum teamsa®o
lowest risk, prioritized opportunities that can directly impact value delivered to
customers

Lean Agile
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AHamid Nouri¢ AgiLeanI®nd NAI Managing Principal, Senior Executiv:
Advisor, and the Global Transformation Services Practice Leader. He
was previously a senior executive at Gartner responsible for Strategic
Business and IT Consulting offerings and delivery in Americas and A
Pacific. He has been an Advisor and Management Consultant to sen
business and IT executives for over 20 years across a variety of
Industries. His core areas of expertise include Business and IT Strate
Planning, Strategy Visualization, Business and IT Transformation, an
Emerging Digital Technologies. He has facilitated the development of
over a dozen Digital Strategy and Business and IT Transformation Plc.. .8
In the last 4 years. He is a senior Lean and Agile Transformation Coach
and Scaled Agile SPC (SAFe® Program Consultant), an ITIL/ITSM
Master, ISO 20000 Consultant, CISSP, and an accomplished Enterprise,
Business, and Technical Architect.
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Toni ght 0s Discussion Agenda

AAligning Business and IT by Connecting Business Strategy, Digital Transformation,
IT Transformation initiatives

ABusiness Model Canvas and CEO Metrics

ADigital Transformation and Innovation Opportunities

ALean Value Stream Mapping and Metrics as Connecting Fabric for Value Delivery
AOverview of Lean Enterprise and Value Stream Mapping

AAligning SAFe® Trains and Teams to Value Stream Maps and the Transformation
Initiative

AKey Success Factors for Lean Digital Enterprise for Continuous Inno\Bisoaption

Lean Agile
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Holistic Digital Transformation T Connecting Vision and Execution

A Make business think and innovate faster
Alnnovation i creating new values across existing dimensions
A Embrace broad experimentation

A Transform from legacy silos of function to three holistic
experiences i customer, worker, supplier/partner

A Focus on doing the right thing before doing everything right

ATrend towards Mass Personalization & 1-1 engagements.
No Aone size fits allo. Need 1| o

AlLegacy IT challenges i what we see is just the tip of the
iceberg. Needs total IT renewal and robust execution

© 2001-2018 AgiLeanIT
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Need for Agility in Digital Transformations

Transformation project failures are all too common

ARequirements not understood 1
ABusiness not engaged with technology
AMany features are rarely used

ADetailed project committed when very little of the project Aoy ofBimating
Is known

ATechnology uncertainties, erroneous estimates
AEstimates before all project content details known

rarely

Actual Accuracy

Required Accuracy

Typical client expectation - the same O%

ARisks not managed well

AVisibility into projects at the time of kickoff, or at some final e Co e
milestones |

ANo clear insight into intermediate checkpoints

Large

Size of Projects

H ' < >
+35% ! U ! ~ Not Difficult Difficulty of Estimating ~ Very Difficult

e o

Estimate Accuracy

AExpensive to manage change successfully F s S P o
s ,,ov‘& 0@:6‘& o"’@@. s
/400% o “ d" o
Change the paradigm 7 Move Towards Agility / _
Amount of Project Definition — Lean Aglle
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Business Strategy, Organizational Transformation, and IT Transformation

Clear Linkages and Key Performance Indicators Are Keys to Success

Comprehensive Transformational Key Steps For a Successful
Approach Transformation Journey

1. 5S@St 2L) I yRk2NJ 52 0dzYSy
Business and Digital azRSt /lywgtaé FyR [/ 9h {d

Transformation Strategy 2. ldentify and Articulate Digital Transformation
Opportunities, the Impact and Innovation Process

People and Process 3. Understand and Define Opportunities to
Transformation dramatically change or Increase E@dstomer

Value Using Value Stream Maps and Metrics

IT Lean and Agile 4. ldentify SAFe Trains, Teams, Backlogs (Large
Transformation Solution and/or Program), and Metrics Focused on
Key Improvement Opportunities

How are you Transforming into a Lean Digital Enterprise?
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How Are You Improving the Existing Business Model and Value Proposition and

Continuously Experimenting with New Business Models

Strategic Questions to Explore

A'Is our current and target Business Model and Value Proposition documented and well understood by alll
leadership and front line staff?

A Does it play sufficiently to our strengths?
A Does it take advantage of key emerging or available Digital opportunities?

A Will our current business model enable us to expand into new target mackmsthese new products, services
or geographieg and satisfy the expectations of our chosen customer segments?

A If not, what sort of approach do we need to rapidly BiMdasureLearn with new Business Models?
A What is the size of the gap and how can we reduce it as rapidly as possible?
A Do we have a clear picture of the opportunities and risks entailed by each of the alternatives available to us?

A Do we have an operating model and a plan in place that will enable us to move forward quickly, while maximizin
the opportunities and minimizing the risks?

How can you Reduce Complexity and /ncrease Transparency to Achieve Enterprise -wide Alignment?

Lean Agile
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Step 1 of Journey: Business Model Canvas and CEO Metrics

Documenting the Current and Potential Target Business Models is Critical to Building Support

BUSINESS MODEL CANVAS UBER

CUSTOMER RELATIONSHIPS | CUSTOMER SEGMENTS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION

ustomer Rlationships
y Activities - = Ny 2l

Value Customer
Propositions Segments
Key Partners %
3 N
Key Resources \. —/
I'A Ll Z
'V/ Revenue
Cost 2
Structure 2 Streams

KEY RESOURCES

Drivers: People
earn money
when you

| "

(OST STRUCTURE REVENUE STREAMS

A The Business Model Canvas helps to quickly

vi suali ze the company?o
business model and its key areas of focus )

A AgiLeanIT team documents and confirms the : _ T b A
Business Model and Key Success Metrics with ] - ‘ : Voo e
Executive Management as the foundation for R ] h AR A
communicating the intent of Transformation o A e

Lean Agile
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Step 1 of Journey: Business Model Canvas and CEO Metrics

The Business Model Canvas Brings Agility to Strategic Planning

Posixtwed by 2
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Step 2 of Journey: Digital Transformation and Innovation Opportunities

Hypothesis and Envisioning Impact on the Business Model and Experimenting

A Artificial Intelligence
A Machine Learning
A Big Data Analytics
A Chatbots
A Conversational Personal Assistants

A Blockchain

A Cloud to the Edge and Mobility
A SaaS
A xPlatformas a Service (Pag®.g. Integration)
AlaaS (Private, Public, Hybrid)

A Digital Platform, APl Economy, and Microservic

A Immersive Experiences
A Internet of Things (loT)
A Robotic Process Automation

Lean Agile
Insights

Page 13 © 2001-2018 AgiLeanIT



Step 3 of Journey: Understanding Value From the End-Customer Point of View

Leveraging and Building on The Toyota Way to Get Started

Aldentify who is the customer (User Persona) and what is value
added from their perspective

A Separate out the repetitive process from the unique, and start
with the repetitive processes

A Map the flow to determine value added and nealue added

A Go out and observe, collect data, and find the wastes (Gemba
Walk)

A Think about how to apply the lean principles and develop a futur
state map

A Start doing the new process and learn by doing

Lean Agile
Insights
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Step 3 of Journey: Understanding Value From the End-Customer Point of View

Value Stream Process Mapping and Metrics Methodology Overview

A Plot the main steps on how an organization
Creates Value (ﬂDeveIop Mini Charters for
Prioritized Initiatives

A Collect data on quality and time Adentity Initiative Owners and

Success Criteria

A % Complete % Accurate, Lead Time, Process Time, ADevelop Execution Timelines

Aldentify Customer Profile )

Aldentify Value Proposition Scope
ADefine Mapping Objective
ADocument VSM Charter

Wait Time A eentaton P " .
A Identify opportunities for improvement and | Develop Product )
innovation Execution Family and
Plan Customer

Alnvestigate / analyze those areas
Aldentify and prioritize improvement

opportu nities Facilitate Identify and
A Process Future State Document
. . i )
A Systems, Information Flow, and Emerging e DeTS'g” f‘”d Cgtrrfnt
Technologies argets == .
) . Aconduct Workshop to review ég?ﬁ;r% Interviews and data
A Organlzatlonal Structure g:rr;gprtnsatr?ég process and ADevelop S\;/alue Stream Map
; AFacili Leadership T Adentify current performance
A staffing and Resources Identihication of Target State meves
. Performance Improvements nalyze and ldenti
ATraInlng \ APrioritize Improvement Initiatives ) Improvement Opportunities

A Develop Execution Plan
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Step 3 of Journey: Understanding Value From the End-Customer Point of View

Symptoms of Broken Value Streams and Systemic Waste

| 'r‘)ﬁplexity, exceptions and special cases

qmt fstablished procedures to expedite
i ,

AEXxcessiv atlo@xchange, data redundancy,

and rekeying

N

-

AHigh ratio of checkin

Aal yI IS N&

ANo one manages the total
managed in pieces |

A2 S GKNRg YzySe ¥ S LINE " aB R2S3
get any better & O

review
a F A NE

Lean Agile
Insights

Page 16

© 2001-2018 AgiLeanIT



Step 3 of Journey: Understanding Value From the End-Customer Point of View

lLean Digital Enterpriseo for Continuous | mpro

A A lean Digital enterprise seeks to create the most value while generating the least amount of waste leveraging
emerging technology innovations

A Lean focuses on creating a continuous flow of work and information to maximize customer value, Digitalization
looks to embed Digital Technology into the Value Stream for highest client value

A By reducing waste, we improve flow
A By creating flow, we eliminate waste
A By applying Digital Technologies we

optimize outcomes
A By eliminating waste and automation, we
Increase client value exponentially

Lean Agile
Insights

Page 17 © 2001-2018 AgiLeanIT



