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Important notice and disclaimer © MAcQUAREE

Important Information

The Macquarie VAN Growth Navigator program is offered by Macquarie Financial Services Holdings Pty Limited ABN 59 128 948 498("MFSHL"), a member
of the Macquarie Group. No financial services or financial products, as defined in the Corporations Act 2001 (Cth) are being offered as part of the provision of
the Macquarie VAN Growth Navigator program. No members of the Macquarie Group, including MFSHL, give, nor do they purport to give, any legal advice.
Accordingly, you should seek your own independent legal advice.

MFSHL is not an authorised deposit-taking institution for the purposes of the Banking Act 1959 (Cth), and MFSHL's obligations do not represent deposits or
other liabilities of Macquarie Bank Limited (Australian credit licence and Australian financial services licence 237502). Neither Macquarie Bank Limited nor
any member of the Macquarie Group guarantees or otherwise provides assurance in respect of the obligations of MFSHL.

For the purpose of the preparation of this document, we have made a number of assumptions based on the information provided by You in relation to the
operation and management of your business (“the business information”) and have relied upon them. These assumptions include, but are not limited to, that
the business information provided by You and or your directors, officers or employees, (whether verbally, in writing or electronically) is accurate, up to date,
complete, without omission and that there is no other relevant business information that has not been provided to MFSHL. MFSHL is not aware that any of
these assumptions are in any way incorrect or cannot be relied upon.

The information contained herein is provided in good faith based on the information as provided by You. No responsibility for the accuracy, completeness or
timeliness of the information is accepted. The use of this information by You is at your compete discretion and is wholly your responsibility. MFSHL does not
accept any liability for any loss howsoever caused arising from reliance upon the information contained in this document.

This document is based on information obtained from You which we have assumed as stated above is reliable but we do not make any representation or
warranty the presentation that has been produced using the information that has been provided to us by You is accurate, complete or up to date nor do we
accept any obligation to correct or update the information or opinions in it. Opinions or recommendations that are expressed are subject to change without
notice.

The copyright of this document remains with MFSHL. The contents of this document are to be treated as commercial in confidence and must not be
disclosed to third parties without the prior written consent of MFSHL.




Change in our industry

The best businesses in our industry are always mindful of the need to embrace change.

However, as businesses grow and become more complex, meaningful change becomes more
difficult to implement and sustain.

How can businesses increase the chances of successfully implementing change in their
business?

Research and our experience suggest a large number of projects fail because the owners and
managers don’t engage their people in a way likely to lead to sustainable change.




Change management

Owners and managers should apply structured change management in order to engage
people, succeed at change and therefore succeed in their strategy.

By the end of this session you will:

1. understand how good change management affects business outcomes.
2. understand the sponsor role and why it is critical to change success.
3. be equipped with a practical toolkit for managing the people side of change.




What is Change Management?

The people side of change

Technical Side
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state state state

People Side
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Source: Prosci’s 2012 Best Practices in Change Management Benchmarking Report
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The only thing constant is change,

cy
yet more than 70 O ofall major transformation efforts fail’

Developing strong change management sKills

%
gives you a 9 5 O chance of achieving your objectives 2

1: Kotter International research. http://www.kotterinternational.com/the-8-step-process-for-leading-change/
2. Prosci’s 2012 Best Practices in Change Management Benchmarking Report PAGE 6



What does the data say?

Prosci’s extensive research shows a direct correlation between change management
effectiveness and change outcomes
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Source: Prosci Change Methodology 2017 PAGE 7




Exercise:

success factors

Consider past changes in your business.
Discuss with your colleagues (or if you're solo, write down):

Where a change was:
- successful, what people-related factors contributed to its success?
- unsuccessful, what people-related factors contributed to its failure?

5 minutes




Success factors

Among VAN firms we’ve heard the following factors for success or failure:

Success factors Failure factors

There was a clear change sponsor who was visible There was no sponsor or they were passive — it felt like

throughout the whole change leadership didn’t really own the change

Everyone knew why the change was happening Training was provided without any context of why

The people impacted by the change were engaged early “No-one asked us how it would affect our work or what

to get buy-in ideas we had to make it better”

“We felt like our voice was heard” FUDs* go unheard and therefore there’s no empathy

Results were tracked and reported on After launch there is no followup or reinforcement

People were held to account long after the launch of the There wasn’t enough communication and what was

project and successes were celebrated provided was at the last minute (or after the fact)

Sufficient training was provided Owners and managers are delivering conflicting
messages

Leadership were aligned

* Fears, uncertainties and doubts
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Exercise:

The impact of strong or poor change mgmt.

Consider those same business changes:

- Where successful, what was the impact on your business? E.g., commercially, culturally
- Where unsuccessful, what was the impact of the failure in terms of cost or lost opportunity?

5 minutes
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Your roles: the importance of the change sponsor

SPONSORSHIP IS THE NUMBER 1T CONTRIBUTOR TO SUCCESS

Active and visible sponsorship is key to success

In each of Prosci’s nine benchmarking studies, change leaders commented on the greatest contributor to
success. 9 out of 9 times, effective sponsorship was identified as the top contributor to success. And, it
wasn't even close - sponsorship beat out the second top contributor by a 3:1 margin.

Top contributors to success:

Active and visible executive sponsorship

Structured change management approach

Dedicated change management resources

Integration and engagement with project management
Employee engagement and participation

Frequent and open communication

A L

Engagement with middle managers

PAGE 11




What is meant by sponsorship?

Actively and visibly

participate throughout the =
project —— E
Build a coalition of * ¢ ﬁ ,
sponsorship with peers and = * g % :
managers =
Communicate directly with @ @
employees

Being | Human 2014 Best Practices in Change Management Report.

822 paricinants in 83 countries  Procei convrioht 2013

PAGE 12




Your roles: change sponsor vs change manager

A change sponsor leads change while a change manager ensures the change happens.
Successful change usually requires both.

Change sponsor Change manager
Current state — * Provide the vision (‘why’) * Impact assessment
before the change « Align management « Change plan

* Minimise uncertainty + create buy-in « Communication plan

* Anticipate resistance « Training plan
Transition state — * Be avisible presence * Engagement sessions
during the change « Listen + address concerns « Comms/training sessions

* Prioritise « Coaching

« Have hard conversations * Feedback loops
Future state — * Remain visible * Reinforcement activities
after the change * Celebrate wins * Reporting on results

* Continue communicating * Ongoing comms and coaching
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Timing change management programs

Start earlier than you think!

Planning change GO

Defau It Idea commences planning |iV€

Planning Change Change

SUCCGSS dea commences fplanning  engagement
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After the session we’ll provide you with a change plan template to make change
management simple.

Why

Outline why we need to change Why is it good for our people?:
Why is it good for our clients?:
Why is it good for the firm?:

Key Messages

(Top 3)

—| Change Plan | Change Solutions | Impacts | Buy-in | Resistance | Benefits | SAMPLE Change
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Change plan examples:

The Prosci ADKAR change model

A D K A R ——
Awareness Desire Knowledge Ability Reinforcement
| understand why | want to be part | know what | When | needto I’'m held to account
the change is of the change need to do play my part there and am aware of
happening are minimal the results
obstacles
. Each stage needs to be - Each individual will progress at different

addressed for each individual times and speeds
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Exercise:

Consider a current change in your business and think of 2 people in different roles who will be
Impacted. Rate each person from 1-5 in each of the ADKAR attributes, with 5 being the

strongest.
What does this process illustrate to you?

A D K A R ——

Awareness Desire Knowledge Ability Reinforcement
| understand why | want to be part | know what | When | need to  I’'m held to account
the change is of the change need to do play my part there and am aware of

happening are no obstacles the results
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Change plan examples:

Buy-in

@ MACQUARIE

There are simple actions we can take to help get people on the bus

INVOLVE

LEAD

EMPATHISE

INSPIRE

CREATE

Early engagement
Co-creation
Engage help, influencers

Explain & reinforce ‘The Why’
Demonstrate all leaders are on board
Be transpa rent (actions speak louder than words)

|dentify & promote WIIFM
Create safety: address their concerns
Minimise uncertainty

Aspirational vision
Create excitement
Prove it's possible... 4 minute mile

SUSTAIN

Opportunity to be involved
Own it - empower/delegate/trust
Q&A/Feedback loops

Reinforce threat of not changing
Explain & reinforce ‘The Why’
Be tran spare Nt (actions speak louder than words)

Listen & act on feedback
Act with compassion
Celebrate progress, make it worthwhile

Relaunch annually
Don't let it get stale, reinvent
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Change plan examples:

Resistance

Practice the skill of assessing the difference

Resistance may be active or passive, overt or covert, individual or organized, aggressive or timid.

cl_:. Levgl 1: Specific to the change requested - usually driven by a lack of
Logical information, lack of clarity surrounding what/why/how.
K Level 2 Specific to the change requested - this can be perceived or real
Psychological / threat to the individual — loss of reputation, income, identity. This
emotional reaction is not deliberate, it's the mind’s protection mechanism

kicking in — ‘Fight or Flight’ response invoked.

|| “ Level 3: Beliefs Not specific to the change requested - it's broader, it's
/ values resistance to every change/idea suggested as the resistance is
towards you or what you/your role represents
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Exercise:

Resistance

Consider the same two people you rated for ADKAR:
- What resistance might they have to the change and which level is it?

- How might you engage with them to overcome the resistance? Does it call for an empathetic
approach?

Practice the skill of assessing the difference

Resistance may be active or passive, overt or covert, individual or organized, aggressive or timid.

(f_} Levgl 1: Specific to the change requested - usually driven by a lack of
Logical information, lack of clarity surrounding what/why/how.
Level 2 Specific to the change requested - this can be perceived or real
E Psychological / threat to the individual — loss of reputation, income, identity. This
emotional reaction is not deliberate, it's the mind’s protection mechanism

kicking in — ‘Fight or Flight’ response invoked.

N Level 3: Beliefs Not specific to the change requested — it's broader, it's
/ values resistance to every change/idea suggested as the resistance is

towards you or what you/your role represents
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Exercise:

Articulating “Why”

To move your people through ADKAR, it all starts with “why”.

Articulate why your change is beneficial. Think about the benefits to:

Your clients

Your people

Your firm

Your community
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Close and next steps

Thank you for joining the working group today.
What will you do differently following this session?

What will be the first thing you do back in the office to better manage change?

If you want to be held to account, ask your colleague or your VAN CDM to check in on
your progress in 1 week.

If you'd like further support from VAN on Change Management in your practice, ask
your CDM.

Thank youl!
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