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(9%

of change and
transformation
initiatives still fail*

\/' Planning
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» Capability Building
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Current methods of communication
lead to increased resistance,
confusion and change fatigue.

And relies on the employee to make sense of all
the fragmented information overload.
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Top-down, one- Manual, unstructured, LLow to no organizational

size-fits-none fragmented across involvement and
delivery destinations feedback
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Leading to a Widening Activation Gap

Change Activity Change Activity vs Organizational Support Organizational Support
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Change Activity Organizational Support

The number of changes
impacting the average
employee per year has
increased from

, While employee

support for change initiatives
has dropped from
in the same time period.

- Gartner
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And Millions of Dollars in Transformation Losses
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Decreased
Productivity

Organizations’ undergoing
transformation typically
experience an 18% dip in
productivity due to uncertainty
and morale issues.

McKinsey & Company, The Change
Compass (2024)
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Top Talent
Attrition

It is estimated that about 47%
of key personnel leave in the
12-month period following a
major transformation.

Gallup, It's the Manager (2019)

Project Delays and
Budget Overrunning

68% of senior leaders report
transformation initiatives going
off course in the first 12 months

of the initiative.

KPMG, US Technology survey (P023)



Transformation Success Requires
a in Communication Approach

FROMA
FORCING FUNCTION

One-Way, Top-Down
One-Size-Fits-None

Scattered and Fragmented Noise

®
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TOAN
ACTIVATING FUNCTION

Two-Way, Bottom-Up
Personalized at Scale

Integrated Journeys of Storytelling
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People aren’t afraid of change;
they are afraid of identity loss.



TIGERHALL

Your Type of Messaging Matters

Messaging Centered around Messaging Centered around
Reshaping Identity Reshaping Processes and Workflows
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——Change Adoption Curve = ===Positive Sentiment = Change Adoption Curve —Positive Sentiment

Source: Tigerhall 2024
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Shifting the Balance

Typical Process Centered around Process Centered around
Reshaping Processes and Workflows Reshaping Identity

The Why: Awareness of the Change

The Journey: Past, Present, Future

The Who: Stakeholder Impact Narrative of our Joint Journey

Mapping and WIIFM Messaging

External Orientation around The Why &
Who We Are: The Context and Definition
of Your Presence In the Marketplace and
Your Customers’ Worlds

The How: Driving Knowledge and
Ability to Execute the New Process

The How: Leading with Success
The How: Reinforcement and Stories of New ldentity Exemplified
Sharing Success Stories
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Public trust in government near historic lows
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Figure 1
Percentage of the population across three regions
with confidence or trust in their national Government
or Parliament
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Note: Author’s calculations (unweighted averages) based on data from
Eurobarometer, Afrobarometer and Latinobarometro. Eurobarometer figures taken
since 2004 EU expansion onwards to maximize countries included, while avoiding
composition effects. Two values per year but only one selected here (earliest
survey in year taken). Afrobarometer data consists of only 6 waves, with waves
covering 2/2 vears of field work and resnonses relate to “trust in parliament” (as

2020
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Trust in Media Reaches X
New Low in U.S.

Share of U.S. respondents by level of trust
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Representative survey of 1,000+ U.S. respondents (18+ y/o) per year.
No survey carried out in 2006. Rest: Not very much
Source: Gallup

Trust in Institution

Average Confidence Rating for All Institutions, 1993-2016

Average percentage of Americans who have "a great deal" or "quite a lot" of confidence

across 14 institutions
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Average is based on 14 institutions asked about annually since 1993

GALLUP

Leadership Trust Is Broken
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S | trust ior lead t
rust senior leaders at my
W organization to do what is right 320/0

@@%@
Authority

46%

| trust my manager to do what is right

Global Trust In CEOs Has Evaporated

% rating CEOs as extremely/very credible in selected countries in 2017
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Leaders’ Communication Style Matters

Raw, authentic, unscripted Scripted, formal
communication style communication style
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| trust my leaders' My leaders tellme the I'm excited to be part of | trust my leaders' My leaders tellme the I'm excited to be part of
decision making truth this organization decision making truth this organization
m Agree m Disagree m Agree M Disagree

Source: Tigerhall 2024
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Top 5 Most Impactful Change
Activation Methods to Increase Trust

1. Two-Way Feedback Loops; the more
instant the better

2. Communicating even when there are no
news or updates to report

3. Transparency around pros and cons of
the change — people know it's not
perfect

4. Sharing of personal change experience

5. Personable, relatable environments




Type of

Messaging

Communication
Style

Addressing

Sentiment

Mastering Change
Communications
Feedback at Scale Delivery
Loops Methods

Reinforcement Personalization




The Bar for Delivery Has Been Raised -
and not by SharePoint
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How much of global
corporate communications
is in written format and in
the English language?

Source: International Data Group, 2021

How much of global
content consumption is
in written format and in
the English language?
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Alin Business: The Sky's the Limit

Donald Knight
. Shake Things Up:
IB\I Solutions for You Creating a Change-
usiness Embracing Organization
Robotic Process 0852 PY 20:49
Automation

In businesses, there are types of jobs that
require working with large volumes of
information, where each step of this work is
usually rather simple. The efficiency of your
‘depends on how quickly you process that
information and extract what is needed to
proceed to the next work stage or make
decisions.

An Al technology that may quicken up the
process is the Robotic Process Automation
1ODAY DDA ie nark ~f tha whala hiisinass
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9x Your Reach

% Audience Reach (Open Rate)
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m English m Non-English

Source: Tigerhall 2024
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10 Data Points for Change Journey Personalization

 Sentiment
* Areas of Concern
 Core WIIFM Drivers

 Engagement Levels in Initiative

Workflow Activity

Stage of Transformation

* Function

» Seniority

» Geography
0, « Tenure
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Reinforce Where People Are (And See It)

High Frequency
of Usage

A

Direct Team Activity

Messaging  Meetings | Smails

\otifications

Project Collaboration Function
Channels Specific Tools

Low Level of . HighLevel of

Noise Noise
SharePoint

sites

A

Intranet

LMS

v Platforms
Low Frequency

of Usage
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Two-Way Feedback Loops

* Sentiment
* Areas of Concern
» Core WIIFM Drivers

* Engagement Levels in Initiative

» Workflow Activity

« Stage of Transformation

* Function
* Seniority
» Geography
* Tenure

v

Instant

L)

Interactive

N
\

Informal
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Generating Sentiment Analysis

NPS Prompt Engineering User Stories
Pulse Surveys Heat Maps
Quizzes Word Clouds
Comments
Reactions Trends over time
Chat messages 1st, 2nd — not useful
Meeting transcripts 39— more useful

Microsoft Graph data
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Best Practices in Addressing Sentiment
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Marketing  Finance

Job
\Security S v
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(\Change /
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Build groups for themes

instead of themes for groups
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Reinforce positive
sentiment too

=

High Influence
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Negative » Positive
Sentiment ° Sentiment
® °
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\ 4

Low Influence

Leverage the Influence-
Attitude Matrix and change
champion networks
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Communication

Addressing

72% Sentiment

Style

Mastering Change

Communications
Feedback at Scale Delivery
Loops !.h Methods
TIGERHALL
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* Microsoft Teams
) 313pm
You have a new assignment
n Tigerhall aon Acity [l ‘Communicating Effectve..
New Assgoment
|
four assi

Personalization

Reinforcement

| [ Delete User Group

AAAAAAAAAAAAAAA




TIGERHALL

Change & Transformation

Master change communications
Before at Scale.

&

s _ D % Transform PPTs and PDFs to podcasts
Meeting declined 7 sharePoint and VldeOS In |eSS than 2 mlnS

® Instantly localized to 33 global languages
Zero feedback
¢ Personalized to unique audiences

® Receive real-time feedback and response

il Easily report on progress, sentiment and
change adoption

Employees




TIGERHALL

How Tigerhall Works

Technical Set-up User Set-up

®
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Importing Data

Integrate data from HRIS, ERP,

and other systems of your choice -----------

700+ One-Click Data Integrations
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Livestream

Robert Hale is live.
Join the livestream!

Complete action items tailored to your role

@ 2/3 assignments completed

Land the Change

WA

1 Dynamlc Audience Segmentation

| Global Transfo,

20, | Due Date: 5 August 2025

B [

Capacity and Leading Indicators

Types of Impact

Data & Insightson Progress, n Instant Two-Way
Adoption, Sentiment and more Feedback Loops

Impacted Groups y
4 @y

ot *—0-—-® :
e 9 2y -.'AI Powered

:?m ¢ Sentiment Breakdown Ayt
- 78% 18% 4% Polls

Positive Neutral Negative

Pulse checks

Social Interactions
Engagements
Reactions

Comment Breakdown Comment Analysis

Know What’s Going On

1870 L 1000

Bgs

ﬂmtingnm\:e °
Your Change Journey g
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rmation Strat,
2025: Key Takeaways d

__________________ »  Demoga  Workow [ Response | P Create Personalized, Bite- % Automated Delivery and
phics Actions Data sized, Multimedia Content Reinforcement in Daily Workflows
f Podcasts Livestreams Mobile App  Microsoft Teams
: Videos Broadcasts Web App Slack
Power Reads
' @ Translated to
Report on Change Impact, Load,
33 languages

Global Transformation S
Strategy 2025: Key Tak =1 sty — vw
Due by Mon, Aug 5 ‘
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H'I_ S =  Your Organization Content
TIGERHALL APP
Browse Organization Topics
o} Home
ERG Implementation Org Structure Changes Sales Enablement Al Automation
#  Explore
Workforce Enablement Supply Chain Digitization Customer Journey Remodelling
£ Schedule

ADMIN PORTAL

Statistics Pick Up Where You've Left Off

N e I I ie W a r\t Oft @ Report Builder o

CEO P

M POWER READ

~+ Manage Users
Oﬂ Manage Groups

{©} Admin Settings

+1(323) 240 8893
nellie@tigerhall.com EI Asorenes

CHANGE & TRANSFORMATION Al
| _ Transforming Your Teams Implementing Al
L From Inside Out Effectively in Business ¢
Cc

Nellie Wartoft Nellie Wartoft

(in) @tigerhall www_tigerhall.com




