


& “There is nothing quite so useless
as doing with great efficiency
something that should not

be done at all” -
— Peter Drucker



Strategic Themes
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Strategic Themes are differentiating business objectives
that connect a Portfolio to the strategy of the organisation.
Strategic Themes expressed as Objectives and Key Results
(OKR:s) offer a way to align the business strategy of an

organisation with a SAFe Portfolio and its Development
Value Streams and Agile Release Trains.



What are OKR:s? -
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Objectives are memorable qualitative descriptions of what
we want to achieve.
An Objective should be short & motivate and challenge the

organization to move towards a future state.

Key Results are a set of quantitative metrics that measure
our progress towards the Objective. For each Objective, we
should have a set of 2 to 5 Key Results.



OKR:s in SAFe — Strategicihemes
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Strategic Themes
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Objectives

Key Results

Status

Increased
revenue from

an awesome e-
commerce site

Listed as one of the top 3

recomm:ﬁd stores
10 % hig ales

increase than the
industry standard online

Maintain in-store sales
levels
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Moving the authority to where the information is...

...gives us an informed answer...
-
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We will [objective]...as measured by [key results]

Objectives Key Results
Increased Increased NPS from 70 to 80 online
revenue from

Decreased # abandoned carts from 15 -
an aw ee- |59

commerce site

Maintained in-store EBITA
.




Moving the authority to where the information is... gives us aniinformed answer...

with Qualitative and Quantitative progress Metrics

-
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We will [objective]...as measured by [key results] — right now we are at:
Objectives Key Results Confidence Status
Increased Increased NPS from 70 to 80 online @ 72
revenuetrom Decreased # abandoned carts from 15 - @ 30
an aw ee- |59

commerce site
Maintained in-store EBITA at 10% @ 100

-




Strategic Themes as OKRiinform and
iRspire our Epic formulation

Objectives Key Results Fonnel Entry Dote: |

— S— S . d financed subscription model
Epic Name: P

Increase. Increzsed NPS from 70 to 80 online

revenue from Recreased # abandoned carts from 15 I
e-commerce. 05 % |

For users with limited budg

the ad financed subscription model

Maintained. in-store EBITA o e

— that allows "watch for fres

unlike our current month based subscription

our solution opens up our ow user segment
with low income

Q + Reduced churn
+ Increased customer base

Nonfunctional Available in all markets
Requirements
(NFRs):




Revisit our OKR:s in the CER & Portfolio

cidence o

Annual OKR Quarterly Review Quarterly Review Quarterly Review Annual Review
Annual %
Cadence
Q1 OKR & Strategic Review Q2 OKR & Review Q3 OKR & Review Q4 OKR & Review Q1 OKR & Review

Monthly sync Monthly sync Monthly sync Monthly Sync
Portfolio M

Cadence



Making the Key Results major

Development Value Stream KPI:s
- _ _

Objectives | Key Results
Increase. i Increased NPS from 70 to 80 online

revenue from Decre2coa+ apdndoned caiis srom 15
-commerce
€ to5%

Maintained. in-store EBITA
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DeVEIOpment Value Stream 1 | Increased NPS from 70 to 80 online

‘ Decreased # abandoned carts from 15

|to5 %

Key Results

Increased NPS from 70 to 80 online

Development Value Stream 2

VvV Vv

Daocreased # abandoned carts from 15
to5%

Maintained in-store EBITA




Making sure we are not overloading

the system _—
-

We limit the number of Strategic Themes actively & léarn to pivot
We make sure that OKR:s are not treated as work items

We use the Guardrails from the Portfolio Collaborations

We practice connecting Epic Leading Indicators to Key'Results

We use and trust the connected Kanban systems

We coach leaders and Managementpatiently



Thank youl!

EMANUEL FELIX TUNBJER WE ARE MOUEMENT

EMAIL: emanuel@wearemovement.se TWITTER: @wearemovemnt

LINKEDIN: We-Are-Movement
WEB: wearemovement.se
EMAIL: info@wearemovement.se



