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Goal of today‘s Keynote

My ideas ahout ...

... What End-to-End means in general.

et b AV

... Why End-to-End is currently in everybody’s mind
and everybody ist talking about that.

... What could End-to-End mean, espacially
for you in the marketing cluster
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End-to-End means from ,,customer” to ,,customer” without breaks in
between. = A company as a network of nested value streams.

Customer or User Journey
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Internal Customer/ User

Without a "customer" no problem!

Without a problem no need for a solution!

Without a product/ service no solution!

Internal Customer/ User

Each team serves at least one value stream, has
at least one (internal) customer and solves
customer problems via its own built products and

services!
e ——————
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A great book freely available on the web in this context

Making Work Systems Better

A Practitioner's Reflections

Luc Hoebeke
Hoebeke, Staes & Partners
22a Ruisbroekstraat
B-3360 Bierbeek

Belgium

T Link:
https://globalro.org/system/files/documen
ts/makingworksystemsbetter Hoebeke.pdf

Internet edition

© Luc Hoebeke, January 2000

Original Publication
John Wiley & Sons, Chichester, ISBN 0-471-94248-0, 1994
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https://globalro.org/system/files/documents/makingworksystemsbetter_Hoebeke.pdf

The scope of action for customers is steadily increasing = The market is

evolving from a seller's to a buyer's market.
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Freely drawn after the Taylor tub by Gerhard Wohland:
http://dynamikrobust.com/wp-content/uploads/2016/03/Denkzettel-7-Taylorwanne.pdf
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The idea of today's
organizational design, that
companies are functionally
structured into sales,
marketing, controlling,
production, etc., originated in
this period.
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http://dynamikrobust.com/wp-content/uploads/2016/03/Denkzettel-7-Taylorwanne.pdf

Companies are designed on the premise of local efficiencies, ...

Marketing &

Sales Purchasing Production

Existing premise: When local optimum is achieved in all
functional areas, it is good for the company and for
customers.
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... which promotes consistent inward orientation away from customer. =
E2E orientation is completely missing = Everybody is talking about that.

~ Value Stream

. Predetermined breaking
points

Marketing &

Purchasing Production Services
Sales

Z

New premise: The closer all functional areas in the
company operate to the local optimum, the less value
the company delivers to markets.
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What could these ideas now mean for a cell structure in the Marketing

Cluster?

Value Stream Level 1
[Market]

Value Stream Level 2
[Marketing Cluster]

The Aldi-Sud marketing division

Customer or User Journey
operates here and uses products
y @ T |> © - :

and services of the Marketing
Aldi-Siid Customer/ Cluster.

Aldi-Siid Customer/

User User
Solution >
Marketing Department Marketing Department Every cell must serve one of those
} value streams. In those value
Problem Solution streams, products or services are

provided by the cell.

“ll—»ll—»ll—»ll—»ll ' I

Other Cells in IT Other Cells in IT

Questions to be answered for every Cell in the Marketing Cluster

oA WS

Where is our customer/ user?

Which problems do they have?

What products or services could/ should we deliver to solve those problems?

What could our customers no longer do tomorrow if we no longer existed as a cell
What will be better for the Aldi-Siid customer if we solve our customers' problems?
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What could these ideas now mean for a planning in the Marketing Cluster?

Finding and solving Constraints in capabilities to
serve Aldi-Sid customer

Customer or User Journey
Value Stream Level 1 } ‘ > '
[MarkEt] Aldi-Siid Customer/ Aldi-Siid Customer/
e OBl e User
KJ_\ Solution
o —
@ — } Assignment of problems to solve |‘_|_>|_|_>L&4>|_|_>|_|
E — J >
Q.
= Marketing Department Marketing Department
ze| = Value Stream Level 2 >
_D — I .
23| — [Marketing Cluster] Problem Solution
; i —— } Assignment of problems to solve
gl = = T T oL T ]
= —
[&]
o Other Cells in IT Other Cells in IT
———

9 SELBST SICHER ZUM ERFDLEI



»~Event Storming"“ as a method to understand customers/ user and the value
streams more and better.

What events does the
customer/user go through to have
a brilliant shopping experience

Customer or User Journey What jobs does the marketing
Value Stream Level 1 |—|—’L!¥h>| [ [ | — division need to do to ensure that

[M K t] } customers/users go through

arke Aldi-Siid Customer/ Aldi-Siid Customer/ these events in such a way that
- uyser [ Problem ~_  user they have a memorable shopping
Solution > experience?

Marketing Department Marketing Department What events do we need to go

Value Stream Level 2 } through in our cells to deliver
[Marketing Eluster] Problem Solution optimal products and services to

the marketing division?
‘ I ‘
Other Cells in IT Other Cells in IT
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contact information

borisgloger consulting GmbH

Conny Dethloff

Senior Management Consultant

T: +49 (0) 151441 37 381

E: conny.dethloff@borisgloger.com
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