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USING IT SERVICE IMPROVEMENT TO 

DRIVE DIGITAL TRANSFORMATION 

STRATEGY  
 



A long lasting story in the region 

LUXURY AMBASSADOR 

IN KUWAIT 
Expanding & diversifying 

FOUNDATION BUILDING 
Setting up core business 

and beginning new 

activities  

RETAIL  

DEVELOPMENT DRIVE 
Consolidating & expanding distribution business,  

leveraging retail opportunities, and the launch of e-

commerce platforms  

REGIONAL  

EXPANSION DRIVE 
Scaling up regional distribution 

business, and development in 

UAE, KSA, Bahrain, Egypt 

1980’S 

1990’S TO MID 2000’S  

SINCE MID 2000’S 

1955 TO LATE 1970’S  



“A HYBRID RETAILER 

BRINGING LUXURY 

EXPERIENCES TO THE 

F INGERTIPS OF 

CUSTOMERS 

EVERYWHERE” 

TO 

“A TRADITIONAL 

DISTRIBUTOR AND 

RETAILER FOR LUXURY 

IN THE MIDDLE EAST”  

FROM 

900 DAYS STRATEGY 

= 90 DAYS SPRINTS 

GROUP ENABLING  

CENTERS 
BUSINESS 

O U R  N O R T H  S T A R  V I S I O N  



Digital Transformation and the connected consumer  

W H A T  D O E S  

T H I S  M E A N  F O R  

I T  ?  

S E R V I C E  

I M P R O V E M E N T   

 

I S  A  J O U R N E Y  

Business and Customer insight 
 

Market intelligence 
And innovation 

Business Intelligence  

and innovation 
 

Business and Customer data 
 

Omnichannel customer  

Engagement 

 

Web / Mobile / Telephone / Face to Face 

Customer Satisfaction 
NPS / COSI 

DELIGHT 

IT 
Service 



The Challenge ? Where to start ! 

SDI AUDIT 

FREEDOM OF 

EXECUTION 

DIGITAL 

TRANSFORMATION 

BUSINESS 

INTIMACY 

300+ 

BRANDS 

LEGACY 

OUTSOURCE 

I T  A L L  S T A R T S  

W I T H  T H E  C U L T U R E  
( a n d  s o m e  q u i c k  w i n s )  

PEOPLE /  PROCESS  

&  TOOLS  

 

ENGAGED 

CONNECTED 

CORE SERVI CES  

CONTRACTUAL  

COM PLEXI TY  

I NNOVATI ON 

I NTEGRATI ON 

CHOI CE 

PERSONAL 

SERVI CE  

“The reasonable man adapts himself 

to the world; the unreasonable one 

persists in trying to adapt the world to 

himself. Therefore, all progress 

depends on the unreasonable man.” 

 

George Bernard Shaw 



T H E  Q U I C K  W I N S  ( a n d  i m p r o v e m e n t s  i n  p r o g r e s s )  

I T  Q U I C K  F I X  
M E E T  T H E  CU S T O M E R S  

W H E R E  T H E Y  AR E  

I T  T R A N S F O R M A T I O N  
B Y  T H E  T E AM  

F O R  T H E  T E AM  

C O M M U N I C A T I O N  &  

C O L L A B O R A T I O N  
TE CH  T I M E S  /  S LACK  

THE CUSTOMER  I S  AT THE HEART  

WE EMPOWER EMPLOYEES :   

LET THEM BE BOLD  AND MAKE IT  HAPPEN 

FAILURE AND SUCCESS ARE  

LEARNING & SHARING MOMENTS  



The Service Improvement Approach  
(first lets do things differently) 

T R A N S P A R E N C Y  

V I S I B I L I T Y  

A G I L I T Y  

O W N E R S H I P  

 
( s o m e  d i s c o m f o r t  a n d  a  s h o r t  f e e d b a c k  l o o p )  

I N P U T S  

 
( O p e n  t o  a l l )  

 

I S S U E S  

 

C U S T O M E R  I N S I G H T S  

 

B U S I N E S S  P L A N S  

 

E S C A L A T I O N S  

 

 

 

O U T P U T S  

 
( V i s i b l e  t o  a l l )  

 

A C T I O N S  

 

P L A N S  

 

O W N E R S  

 

 

 



But as the board fills up ?  

B U S I N E S S  I M P A C T  
D O E S  I T  B E N E F I T  T H E  B U S I N E S S  

D O E S  I T  B E N E F I T  T H E  CU S T O M E R  

D I G I T A L  S T R A T E G Y  
D O E S  I T  E N AB L E  D I G I T AL  

T R AN S F O R M A T I O N  

P a r e n t o ’ s  P r i n c i p l e  

 

8 0 %  o f  r e s u l t s  c o m e  f r o m  2 0 %  o f  c a u s e s / a c t i o n s  

C O L L E A G U E  I M P A C T  
D O E S  I T  B E N E F I T  T H E  CO L L E A G U E  

H O W  D O E S  I T  E N AB L E  T H E M  



Define 

•What is the desired state 
– is it an interim state ?  

•Seek to Clarify The Facts 

•Understand the high level 
problem 

Measure 

•Decide on what to 
measure / how to 
measure 

•Baseline and measure 

Analyse 

•Understand the root 
cause 

•Brainstorm 

•5 Whys 

•Process Mapping 

Implement 

•Identify Test and deliver a 
solution 

•Focus on simplest and 
easiest solution 

•Focus on biggest 
improvements 

Control 

•Amend ways of working 

•Measure and control the 
improvements 

•Benefit realisation 

So how to improve ? 

A C H I E V I N G  V E L O C I T Y  ?  

 
 

• S M A L L  S T E P S  

 

• P L A N  I N  S T A G E S  ( S P R I N T S )  

 

• F E E D B A C K  L O O P  

 

• R E T R O S P E C T I V E  

 



In Summary 

Why 

To enable the connected and informed customer 
and colleague and to bring a luxury experience to 
their fingertips 

 

What 

Delivering innovative and aligned services through an 
intimate understanding of the individual and group 
needs both today and beyond 

How 

Start “dancing” , understand your baseline, the 
required state, set out the plans and improved in 
bitesize chunks getting regular and clear feedback 
and identifying those areas which will drive the biggest 
benefit 



The story so far and beyond 

CONTINUOUS IMPROVEMENT 

Focus on the Core / Legacy areas, the Tools 

and technology and use Pareto and DMAIC 

to target and drive / track the improvements 

STANDUP and KANBAN 

Engaged & Visible and 

open to all  

LATE AUG 18 AND BEYOND 

INITIAL BASELINE AND 
STRATEGY 

The business vision, the IT 

challenges, the possibilities 

and the people  

 

PRE AUG 18 

FOUNDATION BUILDING 

Understanding the 

teams, the challenges, 

the possibilities 

CUSTOMER AND 
IMPROVEMENT FOCUS 

Meeting the business, 

understanding the needs, 

the pain, the plans and 

what is important  

SEPT 18 

EARLY-AUG 18 



S T A Y  C O N N E C T E D  &  F O L L O W  U S !  

@ C H A L H O U B G R O U P T A L E N T  

@ C H A L H O U B G R O U P  


