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Toby Evans

Senior Manager Digital Transformation
SA Water

With a proven track record in IT project management and program
management, Toby is responsible for leading and delivering SA Water's
ambitious digital transformation program. Part of the senior leadership
group, Toby leads change management and project deployment for digital
transformation across SA Water's customer operations. Having already
delivered significant business benefits both for customers and efficiencies
at SA Water, Toby is fast-tracking SA Water's digital capability to deliver
world class services for customers.
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SA Water’s
digital journey

Innovation and customer led design

Toby Evans

Snr Mgr Digital Transformation
November 224 2018

SA Water



About SA Water

Owned by the South Australian
Government

5, c SA Water
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Infrastructure Assets of our
Water & Wastewater system
4 ; (as at 30th June 2017)
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We provide water and wastewater { ey
services to 1.7 million customers
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20 years as SA Water but our history
can be fraced back over 150 years.
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State-wide focus o

We have approx. 1500 employees

- We partner with external providers to
help us deliver our services efficiently

- SA Water plays a critical role to
enable a thriving state

- More than just water
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The main outcomes that customers want us to deliver
and their relative importance

Safe water Minimal Assurance of Water security Consistent,  Safe, reliable, Same quality Support and Protecting the Great Looking after
interruptions price and high quality invisible sewer drinking water fairness environment, customer SA, with and
service stability water services for all with the service for the
community community

Government of SAWater




SA Water'’s journey to @
digital utility
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World class water services for a better life

<
o
&
o

o
Getting the basics right every time

Together we deliver safely and stand accountable,
genuine and innovative every day.
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In the beginning...

« Development and approval of technology/digital
roadmaps 2016 — 2020

« Distributed technology leadership across the business
Business & Customer led programs
« Establishing mode of delivery (agile, watertall, hybrid)
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The importance of co-design with our customers
and employees

SA Water



Digital unlocking new
services and ways of
working

SEER
&) Soun Austrara SA Water



A customer centric website

Government of
South Australia

P SA \\.“‘ lt‘f Pescherrial Qusiceta Biduiry and Demsicpong Cavewvanty Abaet U Caness .n,'\\\\w

I
’ yol VY
O

N7k wpet . s »

{ w— iy
1300 650950 1300 SA WATER

& sAWater Q

Who's thirstier — your garden or your
hethraam?

SA Water



Self-service and ebilling

@ SA Water

Ssummary

me Tanya Smitl

Current balance

Lot 2, 5 Hereford Ave, Hahndorf
W I. ; $300.00
W a e Account number Due by 30 May 2016
2500002001 Last bill Issued 7 May 20

16

Pay Now

Current balance

() et of SAWater



Service Interruption Notifications

Water OFF

Water ON

Temporary water supply
interruption in Adelaide St
Adelaide until 2:00 pm for
main repairs, See sawatier.
com.au/outages

Water's now back onin 4
Adelaide St Adelaide,
Please run an outside

tap until water runs
clear before using your
appliances. Thanks for your
undesstanding

Government of SAWater




Government of
South Australia
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Changing the way we work
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Digital Field Force

Advanced
scheduling

Government of

South Australia
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Vastewater Lask o0 Road MICHAEL

Attand 4 Hrs
20472017 420:00 PM
304/2017 820:00 PM

AE PATERSON LANE MOUNT
BARKER 5251

. 05697840 189 3

’
Leak o0 road - Flowing MICHAEL

LA Attend 5 Hrs
3/04/2017 4 19:00 PM
30472017 919:00 PM

(Approx.. ) 48 PATERSON LANE
MOUNT BARKER 5251

eMap
Shutoff Block App

l Impacted properfies

Impacted Main
—% Wherte the assel falled

® Valves nol impocied

=@ Valves on impacted main

= Impacted crifical needs customer

(9 Valves operated - shut
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Overview of acoustic sensors from operational platform

Government of
South Australia
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MASS FLOW
METERS

3 ‘I PRESSURE
SENSORS

3 05 LEAKAGE
SENSORS

WATER QUALITY
SENSORS Y SMART

METERS
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An industry driven by technology innovation

« Personalised and proactive customer experiences
« Smart meters

« Al/chat bots

«  Omni-channel call centre

« Field Drone Application

AR Enabled Safety

« Smart Maintenance

EOLT
) Souten Avsraia SA Water
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Tarnia Conti

Chief Operating Officer
Lightforce

Tarnia has 20 years’ experience across several industry sectors
including defense, development assistance, wholesaling,
manufacturing, professional services, renewable energy and retail -
from large publicly listed corporations to private businesses of
varying sizes. Focusing on two key elements (people and processes)
Tarnia works from the inside out to increase business capability,
performance and innovation by building and leading teames,
reviewing business processes and aligning the vision and values of

the business to drive positive outcomes in customer experience,
profit and team culture.

22/11/2018 Adelaide Connected 2.0






We Instil confidence
IN OUur customers to
explore, after dark.




FROM

A traditional business that manufacturers and distributes
products to automotive and hunting resellers and retailers.

T0

Technology first brand that enables its customers to select
and master their environment via its range of products and
services as a member of a wider group.




LIGHTFORCE 2018

PROFIT NETWORK STRUCTURE PROCESS PRODUCT PRODUCT SERVICE CHANNEL BRAND CUSTOMER
PERFORM SYSTEM ENG




STRUCTURE

Ability to control goods from manufacturer to customer by
developing core business functions — Product Management,
Research & Development, Manufacturing. Work with Group
engineering capability.

\

J

Distribution & marketing of the Groups products in strategic
geographic regions to sporting, outdoor, recreational, military
and automotive markets

\

J

Lightforce is available via preferred distributors and direct to
consumer (Branded House) online stores

\




PROCESS

B2E/B2C Distribution Procass — SAP to Customar
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Switch off
dash lights on




SERVICE

ot

CUSTOM SWITCHES

hop v Yehicley v | A loesuuces My Account

- Nanal — LA S R
Custom Switch to suit Mitsubishi

$23.00
CUSTOMISE YOUR SWITCH

Thisl FO exrour combination = Ales/Alus

TAP ICRE TO L0 TOX L iz LED tlluminates the custom icor 0 on - - e : .- '
LED 25 This LED iflumimastes Uss custurs eat, s is stlive cordiruuusly w dash bgh - i - “ - ; s -
| é ~ > - ! -~
‘ et T R LI STRIKER
= ’ | ED DRIVING Lign)
LED o :

ADELAIDE
CONNECTED




CHANNEL




BRAND

TRUSTED
ONALL 7
CONTINENTS




BRANDING - GROUP PEDIGREE
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Matt Hill

Chief Executive Officer
TicketyView

Matt has experience in management and strategy across multiple
industries; eventually establishing his own development and
marketing agency, then adding a digital video production business to
his interests, and more recently joining the VR/AR agency
TicketyView, as their CEO. With the three business ventures running
consecutively, Matt is exposed to innovation and application of
technology in a vast array of business sectors.

22/11/2018 Adelaide Connected 2.0



TICKETY
VIEW

Innovation in VR/AR

What to use, when to use it, when to let it go

Matt Hill - CEO

22/11/2018 Adelaide Connected 2.0



C) TICKETY
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Jane Brabham

CEO and Founder
Innovation Union

Jane is an Australian Innovation leader and is the CEO & Founder of Innovation
Union, an Australian — helping organisations solve big problems through innovation
tools and methods. An ex Adelaide technology consulting firm founder, she’s spent
the last 6 years leading innovation across large scale entities such as IAG, UNSW,
Kimberly Clarke and Qantas along with board advisory positions on two Australian
start ups. A background in Technology and Business Consulting she’s seen the fast
paced shift in roles and expertise corporates are now looking for from digital /
technology experience. She’s disrupted herself with new job titles, role
descriptions, new ways of working, language, outputs and governance

models. Proving personal change is constant and uncomfortable but the only way
to succeed.

Adelaide Connected 2.0



TECHNOLOGY PROJECTS
GO?



THEYTRANSFORMED

THEMSELVES T0
INNOVATION SPRINTS!



WHERE DID ALL THE I

PROJECT MANAGER'S
GO?
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THEY TRANSFORMED
THEMSELVES INTO
INNOVATION LEADERS!
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INNOVATION SPRINTS <y - o

FASTPACED IMMERSIVE
ENVIRONMENT

10to 12WEEKS OF FULLTIME /B SAR
COMMITMENT o T

OUTCOMES VALUE FOCUSED ==_¢ — E
ONLY (remove clutter) == 4 —y
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INNOVATION SPRINTS <Ay - o

X

NO PROJECT MANAGER
INNOVATION LEADER

REQUIRE ENORMOUS
DISCIPLINE AND RIGOR (by all)

KNOW WHAT ADDS VALUE &
WHAT IS OVERHEAD o = %




INNOVATION SPRINTS

TOTAL RELIANCE ON 'SMART l\ ‘
INDIVIDUALS WITH THE RIGHT
FITFORSQUAD
WHY?
. _‘ /



It doesn’'t make sense to hire smart people
and then tell them what to do; we hire
smart people so they can tell us what to

do.

Steve Jobs



INNOVATION SPRINTS

WHATDOES THIS MEAN?

v ADMIN COLLATERAL=YOU ARE
SHOT DOWN

v~ HOLD AMEETING & WASTE
PEOPLE'STIMEFORYOUR
DECISION MAKING = YOU ARE
SHOTDOWN
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INNOVATION SPRINTS <y - o

WHATDOES THIS MEAN....

v IFYOUR ROLE REQUIRESYOUTO
MAKE DECISIONS, MAKE THEM!

v DONOTASKFOR CONSENSUS, & gide w O
YOUR ROLE HAS PERMISSION B, BTN



THE PROJECTTEAM

TRANSFORMATION



INNOVATION SPRINT

CORE SQUAD

HIGH PREFORMING / SELF
ORGANISING

Know the Sprint's outcomes
Know what needs to be done
Know what DOES NOT need to
be done

Know who's best to do what
Works to the squads flow &
speed

No detailed role descriptions

PRODUCT
OWNER

INNOVATION SPRINT
LEADER /SCRUM MASTER

2le

INNOVATION
CORE SQUAD

EXPERIENCE
DESIGNER

COMMERCIAL
ANALYST

PRODUCT

SERVICE DESIGNER

DESIGNER

ETHNOGRAPHIC
RESEARCHER

TECHNICAL
ARCHITECT /ANALYST



INNOVATION SPRINT SPRINT PRobUCT

SPONSOR OWNER

CORE SQUAD

HIGH PREFORMING / SELF PESIGNER 4 Q @ COMMERCIAL
ORGANISING

INNOVATION
CORE SQUAD

 Daily Standups
* Issues raided then & there OR
taken off line & solved quickly
* No Status Reporting (you SERVICE
attend the showcases if you DESIGNER
need to know)
* No documentation UNLESS it
adds value to the outcome ETHNOGRAPHIC TECHNICAL
 Fortnightly Showcases (your o st

roacrAacihilitviia sFEand)

TECH
DEVELOPER




CORE SQUAD
(the doers)

INFLUENCER
COHORT

SUPPORTERS

Meets daily /on demand

100% commitment

Does the work (the Innovation Sprint)

Engages with influencers & supporters

Play back findings, research & observation

Encourages news ways of working

Enquiring and curious /showcases the what, why & how

Meets every 2 weeks

Approves & funds the initiative

Provides strategic direction & executive sponsorship
Active participation, oversight & corporate reporting
Cultural change agents

Unblocks issues to allow the squad to move forward quickly

Attends showcases & ad hoc meets

Provides support and info to Core Squad (research, insights etc.)
Shares the initiative with their fellow teams

Encourages news ways of working, adopting new methods
Enquiring and curious



STAKEHOLDER MANAGEMENT A o
Flip the conversation v e

PRODUCT

OWNER STAKEHOLDER

Stakeholder’s
responsibility to seek

out the info they need to

know. If their decisions

are not effected by the
UE

&




TRANSFORMATION



VALIDATE & TEST APPROACH (repeatable)

FINAL

OPPORTUNITIES
& PLAYBACK

PROTOTYPE
® SHOWCASE
KICK-OFF

Testing

Discovery Loop

Loop

g INSIGHTS
> o ' DELIVER

I
1
1
1
1
1
I
1
1
1
1
1
I
1
1
Prioritise set of !
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: . Set objective and ' Explore customer L . initiatives aligned
: E align on strategic E needs, c.urrent state ! Feedback ' to roadmap.
i ¢ direction. . and business -
, ' context. 1
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| = 2
; o EXPERIMENT
; SYNTHESIS ®
; o A + Define future state
, ' Define set of o ' experience journey,
. - T :

I ! insights and ' Lo IDEATE | prototype and test.
i . themestodrive ' & @
: . change. : e Co-create concepts
: .~ &develop lean
: .| canvases.
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VALIDATE DESIGN




THE
STREAMS

Who are we designing for and
whatis their desirability for

the problemto be solved
Canweunderstandand
empathise with their
problem/s and need fo
S~ solutionin context?

Whatisthe size of the
opportunity?

Doesthe potential

solution/s providea

compelling benefitto the
business?

How do we measure
success?

Undercoveringtheir
motivators, needs,
wants & paint points

What are the constraints
that need tobe overcome
(technical, regulatory,
legislative etc)?

Isthere emerging
technology we should be
looking to solve this
problem?

Can we build for scale
and growth?



SPRINT
ARTIFACTS (examples)
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Service interfaces (Frontsgage)

b @

Backstage

SCENARIOS, STORYBOARDS,
& SERV'CE DES‘GN NAV'GATION by Ko-Hsun Huang
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rread

' e Hisong, K. - H, J. Tetweirn, L. Patricio, L Constantine, ond L. Nobwegd,
A Madet-Driven Service Design Toolkit: From Co-Design to Implementation”,
Sth IASDR 2013 Tokyo, Tokye, Japan, 082013
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From Stage
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Service Design
Tools & Methods

A SELECTION OF OUR FAVORITES

Alignment & Problem Framing Discovery & Mapping

HYPOTHESIS JOURNEY MAP

A visuglization of the customer joumey
aver space, time, 2nd acnoss towchpoints,
based on the team’s current understanding
of the expenisnce rather than on research.

STAKEHOLDER MAP

2 visug dizgram of project stakeholdars. their
roles, and their relationship to one another.

&=
A

STAKEHOLDER INTERVIEWS

Interviews with project stakeholders that
relp clarify the problem space and define
successful outoomes.

CURRENT-STATE BLUEPRINT

An operational diagram that depicts how a
sanvice operstes today, with encugh detail
to understand, implement, and maintsin it.

-0 3
Send

(-

ALIGHMENT WORKSHOP

A tailored set of activities that help

the team 2nd key stakeholders define
project expectations and oreate & shared
understanding of the problem space.

ECOSYSTEM MAP

A tocl that visuzlly communicates the
relationships betwesn the customer and
the people, serviczs, and touchpeints that
surround them.

N\ 8
P

QUALITATIVE RESEARCH

In-depth research (typically intervisws)
done with customers to better understand
their needs, motivations, perspectives,
and behaviors.

000

EXPERIEMCE PRINCIPLES
Definitive guiding stetements that explzain
whiat the future customer experience

shauld fesl Bke and enable objective
design decisions.

RESEARCH INSIGHTS
Pamems synthesized from research

that reveal underlying customer needs,

motivations, goals, and context.

ARCHETYPES

User profiles that represant group

behavior pattermns—or, what the oustomer
is doing and what they desire to achizve.

i

EXPERIENCE MAP

A visuglization of the halistic customer
experience, demonstrating the highs and
lowis people feel while interacting with a
product or senvice.



Service Design
Tools & Methods

Ideation & Envisioning

IDEATION

A structured idea generation activity
used to come up with concepts within
a fixed time limit, often using research

SI=aln

PRIORITIZATION FRAMEWORK STORYBOARDING
A method for evaluating and ranking A visusl method for envisioning the
ideas based on value and feasibibty. components of 3 futurs expenience,

whiis also setting the contaxt and telling

(.
“w o
e =¥

Evolution Planning & Piloting

FUTURE-STATE BLUEPRINT

An operational diagram that depicts how
2 senics will operats in the future with
enough datzil to understand. implement,

BEED

PROJECT / FEATURE CARDS

A collaborative planning tool used to
identify and dsfine the chunks of work
necassary to rezlize a future vision.

(G}
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EVOLUTION PLAN
{OR ROADMAP)

A framework that outhnes the incramental
releases of a service from its current stats

insights, experience principles, and 2 human story. and maintain it Halpful in evolution planning. to an ideal future state. Each phase shouid
personas as prompts. offer 2 complste, valuable expeniance.
LB Y PRI\ -
55 no o
/A\ "u: _ﬂ
SERVICE STORMING VISION STORIES PILOTS )
A collaborative {and fun!) method for A story that captures both the emotional Prototyping and testing ths complste (-
generzsting and iterating on service and functional aspects of the customer's minimal vizble seruce (MVS) to gaugs
experience concepts through acting. expenience with the ideal futurs sarvice. wvalue, gather insights, and understand
the rezl-life mechanics that make up the
future experienca.
\ (s >
. . . .
Core Principles of Service Design
HUMAN CENTERED CO-CREATIVE ORCHESTRATED TANGIBLE HOLISTIC
Focuses on the people for whom Includes stakeholders and customers Considers how the various j— L Reveals the value and interactions ﬂ ’ Looks toward the end-to-end
we are designing and extends / S in the design and delivery of service elements and processes of a service i of an intangible service through l experience, not just a single
beyond the customer to include the - y ) experiences organization should be aligned for " | physical and digital touchpoints \ / moment, Service encounter, or
experience of staff and the business - optimz! service delivery == that can be seen and experienced p— experience stage




INNOVATION
| UNION

WANT TO KNOW
MORE?

Jane Brabham

+61412 385490

jane@innova tionunion.com.au
Level 32/1Market Street
Sydney NSW 2000
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