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COMPANY
BOARDS

SOME
PROBLEMS
WE HAVE

DIVERSITY
RULES +
FIGHT THE
POWER!

SOMETHING
FOR YOU
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Consumer
Reports

Major insurers are failing Australians
with confusing ‘fire’ cover

68 Thermomix
= courtaction
=1°

N A = July 2017
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CHOICE EX <

I Choose a payment option
Quarterly Annually Two yearly
$26.95 / quarter $83.95 / year $157.95/ 2-years
Save over 10% Save over 15%

Member-only benefits include

« Recommended buys across 200+ products, including solar, mattresses,

whitegoods, TVs and insurance
” Insider email with early access to our latest reviews

" Personalised help and advice on your consumer rights CHOICE



Directors play an oversight role

e Strategy & performance
e Legal & financial

e Recruit/manage CEO

wrVICE




We have a few
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| Subscriptions declining, supporters growing

Market Penetration
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| Busy busy work

e Plillars, initiatives, projects, features
e BAU

e \What, how and when

e No Why

e No outcomes or goals

C

CHOICE.COM.AU

DRIVE change in areas
where we can have a
significant impact for
consumers

DRIVE 1 Identify the current

and emerging issues where we
in make the greatest |mpm

for Austral

adopt them as organisation-

wide priorities

DRIVE 11 Run a cross
functional process to establish
organisation-wide priorities and
review regularly

DRIVE1.2 Engage supporters
and staff in a broader range

of issues where we can make

a difference for consumers,
through our campaigns strategy

DRIVE 2 Take a problem-
solving approach to our major
priorities, working flexibly
across campaigns, content,
product development and
external partnerships to ensure
we have the greatest possible
impact

DRIVE 21 Establish a cross-
functional team around each
priority to refine the consumer
problem, identify potential
responses and identify
resources (internal & external)

DRIVE 2.2 Approve and
implement action plans around
each priority

DRIVE 3 Focus and leverage
our external communications
t mal m and
social media, to support

our campaigns, content and
CHOICE products and services

DRIVE 3.1 Revise the media
strategy to reflect our major
priorities and our new products
and services

DRIVE 3.2 Revise our social
media strategy to:

+train and empower staff to
use social media as brand
ambassadors

«grow our Facebook following
and experiment in new
platforms

“better integrate our SM
presence with our website

EXPAND through
innovation to assist
consumers and grow
venue outside our
existing business model

EXPAND 1_Establish and

implement an innovation

process and ppaline that
stant st

m'll I“ll Pmnnhv mm
ideation to launch

EXPAND 1.1 Establish an
innovation unit

EXPAND 1.2 Develop and
agree on an innovation process

EXPAND 1.3 Develop an initial
product roadmap, reviewed
regularly through lhe Innova(lm
process

EXPAND 1.4 Implement an
external communications plan
around the of the

BUSINESS PLAN
2015-2016

IMPROVE and grow our existing business

IMPROVE 1 Use data and
consumer research to improve
:I::mmruumdm

B i
data warehouse and supp

Staffto use it in decision making
across the organisation

IMPROVE 1.2 Implement an
audience engagement plan
across all touch points (from
social media to magazine and
customer service), to improve
acquisition and retention based
on data about how consumers.
use our services

IMPROVE 2 Build an
Jltu

Innovation Unit

EXPAND 1.5 Review & reshape

of continuous improvement,
to ensure our processes are
efficient and deliver maximum

our physical
support innovation

EXPAND 2 Build our

capabilities in:

« idea generation

« use of data

« market analysis

* product prototyping and

esting

* partnering with incubators

startu

ling strategic alliances

EXPAND 2.1 Review

our capabilities following
establishment of the innovation
unit & process, and identify how
we will address gaps through
development and external
partnerships

EXPAND 2.2 Conduct a
further review mid-year

EXPAND 3 Test and launch
e pnduﬁs and nrvlen that:

consumers with

dnclslonl ‘they find complex
rovide great solutions to

dluuu ‘consumer problems

and/or
« drive transformation of
markets to benefit consumers

EXPAND 3.1 Establish a
reqular product review process
that facilitates learning from
failures as well as successes

EXPAND 3.2 Test viability of
CHOICE Help as a source of non-
core revenue

EXPAND 4 Expand our role
into complex and/or emerging
services sectors, including:
« financial servi
* human servi
cconsumers find comple;
* new and disruptive altal
service:

EXPAND 4.1 Identify how we
can make better use of external
financial services data to free
up existing resources

EXPAND 4.2 Seek funding for
a project to define consumer
needs and product opportunities
in superannuation

EXPAND 4.3 Explore aged
care sector by developing a

IMPROVE 2.1 Develop and
implement a roadmap of
continuous improvement for the

IMPROVE 2.2 Map the ways
consumers engage with us
and identify and implement
improvements to business
processe:

IMPROVE 2.3 Introduce an
individual and team-based
avpronch to continuous

provement linked to
Indlvldual goals, as the basis for
developing an organisation-wide
approach

IIIPI%I :hlﬂlll membership
more valual providir

tools ar ndhn'f'l{ bm:‘.ﬂ
and better ummunlu!ln‘ the
value of membershl

IMPROVE 5.1 Explore
partnerships with other
organisations who are looking
to add value for their own
customers or staff

IMPROVE 5.2 Negotiate
benefits for members with other
organisations, such as discounts
with large retailers

IMPROVE 5.3 Simplify
membership options

IMPROVE 5.4 Add new
products and services to the
membership bundle

IMPROVE 5.5 Grow the
CHOICE Help service

IMPROVE 6 Give consumers
‘who don't want to be members
more ways

financially.

IMPROVE 6.1 Develop new
forms of discrete content
sales to replace single report
purchases

IMPROVE 6.2 Test appetite for
a membership product based on
our advocacy and campaigns
IMPROVE 7 Increase the
reach and value of CIIOIEE
Recommended

IMPROVE 7.1 Agree on

content Is e and  and implement a roadmap.

Tighly valued n consumers at | for expanding CHOICE

different life sta Recommended

IMPRWE 3.1 Develop and roll IMPROVE 8 Pursue OX‘I'I
t strategy to our

Gefine what we produce and how
we distribute it, then measure
and iterate upon it as a living
document

IMPROVE 3.2 Drive user
engagement In UGC to Increase
the depth of produ

categories and the oreadth of
product categories themselves

IMPROVE 3.3 Implement full
market coverage in our ke
product categories, to provide
some content on all models on
the market

IMPROVE 3.4 Develop a video
strategy to define how video
can have greatest impact in
consumer engagement and
revenue generation and reshape
our processes to support it

IMPROVE 4

information ml tools for
consumers who care about the
dhlﬂl m products and

IMPROVE 4.1 Identify aspects
of ethical consumption that
consumers care about, and feed
these into our organisation-wide
priority-setting process and
content strategy

‘content work

IMPROVE 8.1 Respond to
opportunities to earn money for
government funding of work we
want to do

IMPROVE 8.2 Leverage test
facilities and product expertise
to increase external revenue

LIVE up to the
standards we
expect of others

LIVE 1 Set high standards
in privacy, data security and
consumer rights

LIVE 1.1 Appoint privacy
officer and implement continual
monitoring of policies and
processes

LIVE1.2 Define how we are
willing to collect and use data,
consistent with our purpose and

LIVE1.3 Audit data collection,
storage and policies to identify
areas for improvement and
publish a new privacy and data
policy

LIVE14 Audit our business
practices and customer
interactions against Australian
Consumer Law and identify
where we want to excee
compliance

LIVE 2 Ensure that our
workforce has the skills,
diversity and engagement
e to support this

LIVE 2.1 Identify and
implement change minivement
processes to support the

strategy

LIVE22 Map existing

skills and capabilities against
strategy to develop a workforce
plan covering resources, skills,
processes and professional
development

LIVE2.3 Complete the Living
the Values project and integrate
into our policies and processes

LIVE 2.4 Audit our workforce
diversity and develop a diversity
action plan

LIVE 3 Expand our social
impact through community
engagement and support for
organisations advocating for
vuinerable consumers

LIVE 3.1 Develop and
implement a staff-led social
impact strategy

LIVE3.2 Identify partnership
opportunities with organisations
representing Indigenou
communities and people with a
disability

LIVE 4 Reduce our
environmental impact

LIVE 41 Audit our
environmental impact and
develop an improvement plan,
including three-year targets

VE 5 Advance
consumer rights through
the international consumer
movement, especially in the
Pacific region

Asi

LIVES.1 Support CI
campaigns that resonate with
Australian consumers and
improve communication with
rs and staff about our
international role



| Inevitable kraken of doom

e VUCA
e New tech, new players
e F[aster, better funded

e Being disrupted

www.drjasonfox.com
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Our old ways aren’t working

CHOICE



NWOW

Reflect & learn:

Organise & eliminate waste:

Invest, plan, focus:
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Doing is Great

OKRs liberated us
from outputs,
reclaiming

outcomes and the
Why

CHOICE




opportunity to grow”

GROWTH
MINDSET

“I can learn to do anything | want"

| The Being is what will sustain us

“Challenges help me to grow”

“My effort and attitude
determine my abilities”

“Feedback is constructive”
“l am inspired by the success of others”

“| like to try
new things”
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Boards mindset + diversity + flat power structure

CHOICE
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Something for

Some Directors Other Directors
e Research them e Find where they hang. Go present
e Invite us to coffee e |nvite them to come see
e (ive usideas e Show what's different: benefits for
e Ask: “what are you doing?” customers AND staff

CHOICE




Something for you

Directors with a predisposiig "t woken up

e Researcht ang. Go and

Ite them to come see
e Show what's different: explain
e Askusw benefits for customers AND staff

e Give the cynical evidence
CHOICE
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Spare slides
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Upon reflection
, @S a
Board, with

CHOICE

David Clode / Unsplash



https://unsplash.com/@davidclode?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/australian-owl?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Other ingredients for change @Board

e Growing focus: product + innovation + insourcing our core |IP

e New Things
o Radical lean incubator

o Attitude shift with risk and experimentation

e Appetite for investment

e Spare cash reserves

CHOICE




| It’s way better :)

Transparency

= more open about
the real challenges

Focus on outcomes

= more responsive to
user needs

Better discussions

= better decisions

Max. work not done

= more time on stuff
that matters

Speed

= faster learning cycles

CHOICE



BUSINESS PLAN
2015-2016

Reimagine Membership:

Develop a membership model ready for soft launch in July
2020

Key Result 1

We have tested and validated new value propositions embracing revenue and impact, for financial and
non-financial members

Key Result 2

We understand optimal pricing and packaging

Key Result 3

We have identified the best opportunities for donations and decided whether to invest further
Key Result 4

The key tech enablers are in place to support a new model of membership, including payments, donations, access
controls and data analytics

CHOICE




We have a Board and
Leaders

who

Believe it, practise it, role
model it

Gilles Rolland-Monnet /Unsplash



https://unsplash.com/@gillesrollandmonnet?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/koala?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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| Flat-ish revenue, membership declining

1 view of our customers (members)

1 mag, 1 website °
O product, O UX e Monthly publishing mindset
Dev & core platforms outsourced e No investment

— m lonmax ION632

Money .:,':.‘ :..m. / = = ks Desiccant dehumidifier, Large Size.

Should you choose Gold, Silver or
Bronze hospital insurance?

We help you decide which of the new health insurance tiers
is best for your needs.

= QOO

_

@ N @ $599 ¢ Buy from 7]

CHOICE SCORE @

83 %

Water removal score 96% 0
Energy efficiency score 77% 9

Ease of use score 68% o

6 members of the CHOICE community
recommend it. Read what they say
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More to learn and do

PRE-CRAWL (1-2) CRAWL (3-4) WALK (5-6) RUN (7-8) FLY (9-10)

Yujia Tang / Unsplash



https://unsplash.com/@andyt25?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/search/photos/kangaroo?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

