Benefit map example: The “White Coats” project (simplified)
This is how the benefit map looked at the end of the analysis phase.
This is a typical example of benefit map from a revenue driven project.

Project deliverables

New value
proposition

Sales support tools

New credit process,
phase 1

Recruitment of X
number of people

Training
programme

Design of new
behaviour/new way
of working for
advisers

Support for leader
to ensure new
behaviour

[X] covers actual figures. The number of customers is adjusted according to the actual figures

Competencies
(We can do something
new)

Other business
advisers can:

1. |dentify needs that are
covered by the new value
proposition

2. Create an interest

3. “Sell” new adviser team

New adviser team can:

1. Establish own portfolio of
new customers

2. Act as specialists and
advisers to other business
advisers

3. Apply new tools and new
process (new way of selling)

The leader of the adviser
team can:

1. Act as a spokesperson
externally

2. Continuously improve sales
efforts in new team

3. Further develop value
proposition

—>

%

Behaviour

(We are doing something new)

Other business
advisers

Sell new value
proposition with help from
new adviser team
(specialist help)

T

New adviser team

Makes contact (phone,
email, events) with new
customers and books sales
meetings (120 per year per
adviser)

Acts as specialists to other
advisers in connection
with existing customers

T

Leader of adviser
team

Speaks at conferences,
appears in media etc.

Develops value
proposition and team

Why?

Reference: Rytter, R. (2022). Benefits Realisation: The Change-Driven Approach to Project Success. Copenhagen: Wiley.

How?

Negative benefit:
Other business advisers
spend more time on the new

value proposition, which
means less time spent on
other tasks

New
“business”
customers,

135 per
year

A

New “full
package”
customers,
108 per
year

270 new
customers —>
per year

N

New
“special”
customers,
27 per year

%

Mature existing [X] customers

(turnover of approximately DKK

1 million/year — not included in
BC)

—

N

%

End benefits

Revenue
growth of
DKK [X]
million per
year

N

Revenue
growth of

Revenue
growth of
DKK [X] e DKK [X]
million per million per
year year

1

Revenue
growth of
DKK [X]
million per
year

Customer satisfaction at [X]

Performance benefits

o

o

I

We want to capture the
owner-manager
segment

(Revenue purpose)

We want to create the
greatest value for the
customer

(Stakeholder
satisfaction purpose)



The “benefit realisation highway” for the “White Coats” project =
Since we can not measure everything we identify the elements in the map that are most important |
and measure them. The elements we choose to measure become part of the benefit realisation plan.

& How?

New value @
proposition

Sales support tool@

New adviser team can: New adviser team

1. Establish own portfolio of Makes contact (phone,

new customers email, events) with new

2. Act as specialists and customers and books sales EEVETIE

advisers to other business meetings (120 per year per 270 new growth of e (\;Vﬁ:;:_omc;p;;;er e
advisers adviser). customers DKK [X] segment

3. Apply new tools and new per year million per

process (new way of selling) Acts as specialists to other year
advisers in connection o a

o with existing customers. e

(Revenue purpose)

[X] covers actual figures. The number of customers is adjusted according to the actual figures Why? > 2
Reference: Rytter, R. (2022). Benefits Realisation: The Change-Driven Approach to Project Success. Copenhagen: Wiley.



