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CASE STUDY — GOVERNANCE AND MANAGEMENT

IMPROVING OWNER ALIGNMENT ON GROWTH AGENDA AND CATALYZING CHANGE IN MULTI-OWNER VENTURE

THE CLIENT

* Financial services shared utility — 20 major
banks as owners

THE NEED

* Very successful in running operations, but
struggled with finding growth initiatives
owners could agree to — despite some very
strong capabilities within venture

* Owners routinely “going around” venture —
pursuing new initiatives on own or with
subset of owners

OUR SOLUTION

* Developed targeted diagnostic instrument to
uncover gaps / issues related to owner
alignment, resourcing and views on
performance relating specifically to growth
initiatives

* Facilitated Board conversation on results
and path forward (leveraging our data and
experiences in other shared utilities)

* Worked with Lead Director to develop Board
proposal for specific changes to venture’s
business development processes and
mechanisms

Survey read-out sample:
Alignment on key dimensions of overall growth posture

Desired overall growth
posture for Velvet going
forward

Percentof revenues from
truly new products or
markets in 3 yrs

Percentof Board's time that
should be spenton new
initiatives

Percentof Velvet product
mnamt, time that should be
spenton new initiatives

PercentofVelvet CEOQ's total
variable comp that should be
tied to new initiatives

Size and volume mix of new
initiatives {% of respondents)
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* Higher disparity among Bosrd

* 15% medizn response in bottom

quartile relative to other shared
utilities - though higherthan past
performance (14)

* Medizn response from Group
members [20%] double that of

Eozrd. Mgt slightly lowerthan Eoard

* Actuzl time spent: 20% of time on
new initiatives [and 20% on longer

term strategyl®
* Cther strong-prowth shared utilities
spending 3% of Boardtime on new

initiatives
* Group members believe that Board
should spend 40%* of its time on

new initiatives

* Actual time spent: ~20% of its time

on new initiatives*

* Other strong-growth shared utilities
spending 30-50%

* In another suceessful shared wtility
— 50% of CEQ'=s goals tied to new

initiatives; long term incentive plan
tied “wery strongly” to stretch

targets of linked to step-out growth

— Forrestof mygtteam, 25-20% of
individual goals tied to strategic
prowth metrics
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