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Market
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done !4 ? \ have create

— -] /\ / \
A Outcome The difference
The actions taken made by the

towards the goal outputs
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Achieve the Deliver real,
overarching valuable business
outcomes results

"We must all suffer from one of two pains: pain of discipline or pain of regret”
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Increased Retention Rates
=
More Upsell And Cross-sell O rtunities
" e Improved Acquisition Rates What value you
have created

Increased Conversion Increased Revenue / \ / 3

Business
Outcomes

The difference
made by the
outputs

Process Improvements Or

Efficiencies Deliver real,
valuable business
— results

Increased Word Of Mouth Reduced Costs

Increased Profitability

»
Culture Change ™™
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People

Economy Finances =

What value you
have created

Trends Politics
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Design Data The difference
made by the
outputs
Society Technology Environment /ll
Deliver real,
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STJORNSKIPULAG OG STEFNA

Purpose

Vision

Goals

Strategic themes

1

2

Product managers' view of the current state of their role or function, by industry,’
%6 of respondents (n = 5,626)

social sector [N
Global energy & materiais [ EEEEGEGEGEGEGG——

B Product management
plays an important role,

Life sciences I S
Private equity I congistently

Healthcare I
Travel, logistics & infrastructure.

B Product management
is nascent/currently

Advanced industries (I being established as 2
Banking I ction
Professional services [ ® Product management
Consumer I Cose ot R a5t
function
Insurance |
Product management
I :
Other is prominent and best
I 4 practices are adopted
consistently

Tech I
Telecom [
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Product managers' view of the current state of their role or function, by industry,’
%6 of respondents (n = 5,626)
Social sector | @ Product management
Giobal energy & materia's [ plays an important role,
L : but best practices are
ife sciences | :
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Private equity [ consistently
Healthcare I 8 Product management
Travel, logistics & infrastructure [ is nascent/currently
Advanced industries being established as a
Banking function
Professional services (I ® Product management
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function
Insurance |
N e
is prominent and best
oo I . practices are adopted
S consistently
Telecom




)
== STJORNSKIPULAG OG STEFNA o\

bjonustan Midlun Fjarmal & bakvinnsla

Taeknin

Overall message:
Impact and
Contribution

Samskipti Teymiseflandi
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Product Vision ©

Product Ideation ©




Stjornskipulag og stefna

' Vontun a stefnumarkandi tengingu vorustyringar vid heildarstefnu (OKRs)
' Ofullnaegjandi pverfraedilegt samstarf vid lykilhagadila (sild)
I Oskyr hlutverk og abyrgd vorustyringar (6sjalfstaedi)






VORUHEILSA

Product managers say the biggest obstacles to making diversity and inclusion
a key factor in development include limited tools and capability building.

Share of respondents who cite the following as obstacles to incorporating diversity and inclusion into
the development process, % (n = 52)

Lack of Limited capability
Limited tools, subjective metrics, Limited understanding central  building for
and no link to performance metrics of what "good” looks like policy  product managers

| | — |
e w [ wm I w ]

Note: Figures may not sum to 100%, because of rounding
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VORUHEILSA

The Effect of Customer Experience on Revenue Growth

@ Customer Experience

A

Build aspiration and purpose

Clear aspiration and purpose including
link to value and roadmap

Develop customer-centric vision and
aspiration

Establish link value

Translate into roadmap

McKinsey & Company

The three pillars of experience-led growth strategies.

Transform the business

Capabilities to (re)design and innovate
journeys, product, services, and
business models

+ Discover customer needs
+ Design solutions
+ Deliver impact

Enable the transformation

Critical enablers to drive
transformational change

+ Transform mindsets and build
capabilities

+ Step up technology, data, and
analytics

+ Establish cross-functional CX
governance and operating model
Deploy CX measurement and
performance management system

80% of companies believe they are customer-centric, but only 8% of customers agree. (source: Bain & Company)
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Experience-led growth strategies boost customer engagement, satisfaction,
and retention.

Value creation along the customer life cycle (illustrative)
Acquisition: How do users

find you? oo ® , _ . .
Scale from bad to great experience Experience-led growth life cycle

Activation: How do they based on the customer’s voice — Typical life cycle
experience value? Excellent Cross-selling Up-selling based

; onboarding based on on change in Service journeys Retention with
Retention: Do they stay experience customer data behavior and usage that exceed expectations  customized offers
with you?
Revenue: How do you

?
make money? Customer
value

Referrals: Do they tell others
about your product?
Engagement: How do they - - - :
interact with your product? Acquisition Development Retention Extension

Typical impact

15-25% 5-10% 20-30%

Typical increase in cross-selling Higher wallet share Higher satisfaction and engagement

McKinsey & Company
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I Ahersla & tekjur og fjolda i stad framlegdar og hlutdeildar (ardsemi)
' Vanmat a mikilvaegi stafraeennar getu og 6flugra vidskiptaferla (skilvirkni)
' Litill skilningur @ mikilvaegi a porfum og upplifun vidskiptavina (CX)
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MARKADUR/MARKHOPUR

Voruflokkur #1 Voruflokkur #2

Vision stotement Vivon stotement

Vorudhersio #1 «  Vorudhersio 71
VOrudhersic #2 «  Vudhenlo 82
Vorudhersioc #3 *  Vorudhersio 93

Voruflokkur #3

Vision stotement

Vivudhersia 11
Vorudhersio 82
Vorudhersio 13

“Stubborn towards vision, flexible on details”

Vision

Strategy

Portfolio management

Project execution
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Vision

MARKADUR/MARKHOPUR

Strategy
Voruflokkur #1 Voruflokkur #2 Voruflokkur #3

Portfolio management
Vision stotement Vivon stotement Vision stotement
S e—— g e—
*  Yoruohersio ¥/ *  VWudhensio 82 *  VWeudhersio 82
Vorudhersic #3 *  VWudhersio 93 *  Wrudhersio 13
Project execution

“Stubborn towards vision, flexible on details”
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VORUFLOKKUR #1 — VORUAHERSLUR
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Loford #1 Loford #2 Loford #3
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“Lysing fré
vidskiptavininum®

Feature #1
pionusta

Feature #1

Vara/
byonusta
—

Vara/
pionustia

Vara/
bionusta

Feature #2

Vara /

Vara /
pionusta -

Feature #5




62 VEGVISAR

Will the product’s cost and margin make it What is technically feasible?
viable in the marketplace? What are the technical opportunities
and risks?

Is the product distinct from Does the product reflect the con-
competitor offerings? sumer’s needs and preferences?

Product
manager

Strategy

Portfolio management

Project execution



Vegvisar

I Litil dhersla sett a framsetningu stefnumarkandi voruflokkaahersina (vegvisar)
I Virdisskopun virdskiptavina ekki sett i fyrsta saeti i métun verkefna (outside-in)
I Ekki tekid naegilegt mid af ytri markadspattum og samkeppnisahrifum (trends)



Stjérnskipulag og stefna

Voruheilsa

Vegvisar
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