
VALUE AND INTEGRATION  
MANAGEMENT OFFICE TM (VIMO )
A PRACTICAL FRAMEWORK FOR POST-MERGER INTEGRATION



THE #1 CAUSE
for concern during post-merger  
integration is achieving a cultural fit

40%
or more of organizations do not 
have an effective, formalized  
transition process between due  
diligence and integration teams

60% or fewer  
M&A deals return 
positive value

OUR APPROACH 

Merger and acquisition activity has seen a steady 
recovery since the 2008/2009 financial crisis as  
the stockpiles of cash companies have on hand  
become an avenue for growth. 

But with excess comes a tendency for waste, and when used as a growth strategy,  
many mergers and acquisitions fail to achieve the value potential identified at the  
outset of the deal. The Jabian Value & Integration Management Office TM (VIMO)  
methodology provides a practical framework to support each of the core  
integration capabilities while maintaining a focus on visibility and accountability 
to the strategic goals of the acquisition throughout the post-merger process.  
Our approach allows companies to leverage maximum value from M&A activity,  
ensuring the best possible outcomes from the deal. 

Jabian's VIMO approach ensures the necessary tactical components of the  
integration are addressed while keeping stakeholders accountable for value  
alignment throughout the post-merger process. Companies utilize the VIMO  
framework as an overarching model that provides organizational and operational 
structure to an often ambiguous and complex undertaking. The core components  
of the framework also drive the strategic and tactical planning for the integration.  

ABOUT US Jabian Consulting is a strategic management and 
technology consulting firm tackling our clients’ top 
priority projects with senior-level functional and  
industry specialists. 

Jabian takes an integrated approach to creating and implementing strategies,  
enhancing business processes, developing human capital, and better aligning 
technology — ultimately helping clients become more competitive and  
profitable. It's a Strategy that Works.® 

For more information, visit www.jabian.com.

47%
of organizations are looking to 
enter new markets within two years
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MERGER FOR SCOPE: HOW WE GOT IT RIGHT
A two billion dollar software company purchased a small, family-run company 
to fill in critical gaps in their product portfolio. Jabian's VIMO integration  
approach focused on quickly folding in the acquisition across strategy,  
people, process, and technology with minimal operational disruption.

MERGER FOR SCALE: HOW WE GOT IT RIGHT
A multi-billion dollar financial services company acquired a several hundred 
million dollar competitor. They needed large scale integration help across 
the enterprise in front office areas such as sales and HR, as well as back office 
areas such as their CRM, ERP, call centers, and others. Jabian implemented 
VIMO to oversee all aspects of the successful integration.

AGAINST THE ODDS

Mostly forgotten over time 
with no success or failure 

metrics

Struggle at first, 
but ends up okay

No real success or failure 
metrics but culturally a win

A measurable successBoth companies 
end up failing

Don’t try to merge and just 
sell off the company later

Quantifiably bad with a 
long time, if ever, to cure

Long-term underlying 
culture killer

Perceived as bad internally 
and/or externally resulting 

in a political failure

Wildly successful with  
additional measurable 

value created

Where many finish Where some finish Where all aim, 
but few finish

THE M&A SPECTRUM 

+

The VIMO framework contains the core capabilities for a successful integration. 

More than 45% of mergers and acquisitions done for scale, and more than 70% done for scope, end up failing to return intended value. 
Most companies enter the M&A process with the best intentions, but ultimately succumb to common traps that derail the deal. The 
M&A Spectrum below highlights just how difficult it is to successfully realize the value targeted at the beginning of the M&A process.  
Jabian has identified a number of traps to avoid, detailed on the following pages, and the keys to success for maintaining proper focus 
during and after a deal.  

 45%
of M&As for scale fail  

 70%
of M&As for scope fail 
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THE M&A ROLLERCOASTER

The M&A journey can often feel like a rollercoaster ride of highs and lows. After setting 
or aligning to a corporate strategy, mergers and acquisitions typically involve four  
fundamental phases — Research and Diligence, Purchase, Post-Merger Integration,  
and Produce. 

We have identified 11 traps along the M&A rollercoaser ride that can drain the value of a merger or acquisition while straining 
the company, employees, and shareholders. These traps are identified below, and in greater detail on the following pages.  
Left unchecked, these common traps can turn a potentially valuable deal into a costly one.

RESEARCH AND DILIGENCE PURCHASE PRODUCEINTEGRATE

TRAP 1
Pressure to 

find the deal

TRAP 5
Operations Team assumes 
their 'hobby job' without  

a repeatable process

TRAP 2
Excitement and deadlines 

of doing the deal

TRAP 7
Poor communication leads 
to confusion, dissension, 

and rumors

TRAP 3
Emotional attachment 

to the deal

TRAP 9
Siloed focus on tasks vs. 

value with minimal  
executive visibility

TRAP 4
'Deal Team' vanishes 

leaving PhD-level  
docs behind

TRAP 11
No clear definition of  

success ... where to go now?

TRAP 6
Executive A.D.D.  

kicks in for their new 
shiny object

TRAP 8
Finally look under the 

covers ... surprise!

TRAP 10
Expectations missed ...  

time to scramble the 
'Tiger Team'

Deal Found LOI Signed Deal Closes The PMI Chasm

 THE 11 TRAPS OF M&A

 45%
of executives say their organizations 

are seeking smaller strategic deals 
over the next three years

 18%
of executives say their organizations 

are seeking major transformational deals 
over the next three years
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TRAP 1

Pressure to find  
the deal 

KEYS TO SUCCESS 
Patience is a virtue for M&A activity. Some-
times the best decisions are the deals that you 
pass on. Create a discovery cadence and do 
not let the team get down during periods of 
inactivity. Staying plugged into the integra-
tion of past deals also helps the team through 
slow times. Use this downtime to increase 
knowledge and expand your toolset.

TRAP 2

Excitement and deadlines of 
doing the deal 

KEYS TO SUCCESS 
There is no shortage of deals that you could 
do, but that doesn’t mean you should do them. 
Never look at a deal in isolation; it will always 
look better when standing alone. Always 
maintain a robust list of potential deals, 
objectively scored against your deal criteria. 
Maintain a list of deals that score poorly and 
some that score okay. Then, when you finally 
find "the one," it will be more apparent when 
compared to the laggards.

TRAP 3

Emotional attachment  
to the deal

KEYS TO SUCCESS 
Start with the assumption that you should 
not do the deal, and then work to convince 
yourself why you should do it, using facts and 
data, not vice versa. Find a naysayer who will 
be the devil’s advocate and challenge your 
assumptions, logic, models, and rationale. 
After you convince yourself that it is a good 
deal, work on something else and then come 
back to it once it is not as fresh in your mind. 
If your model still convinces you that it is 
good after your break, then proceed.

TRAP 4

'Deal Team' vanishes leaving PhD-level docs behind

KEYS TO SUCCESS 
The Post-Merger Integration (PMI) Chasm is the most difficult to cross successfully as teams 
are left with strategic analysis, but no tactical integration plan. The Jabian Executive Direction 
Worksheet helps to translate the due diligence work into actionable decision-making criteria 
for the implementation team. When possible, include the implementation team early in due 
diligence to smooth out this transition. Fresh eyes are good, but continuity of the team and the 
process will always help. Firms with centralized integration functions/partners excel here.

Decision-making frameworks  

are shared less than half the time 

between the due diligence team 

and the integration team.

For additional information about the 11 M&A traps and how  
to avoid them, read “Surviving the M&A Rollercoaster” from  
The Jabian Journal by visiting www.jabian.com/m-rollercoaster.

Poor due diligence was a factor 

in more than 75% of deals that 

returned negative value.

Deal Found LOI Signed Deal Closes The PMI Chasm

RESEARCH AND DILIGENCE

The first phase of M&A activity is one of the most important – Research 
and Diligence. Most companies focus a lot of effort and resources on 
getting data during this phase of the process, but fail to avoid three 
common traps that can cause good data to be ignored.

PURCHASE

The second phase of M&A activity – Purchase – is not without potential  
pitfalls and is where companies must cross the ‘Post-Merger Integration 
(PMI) Chasm’ from intended outcomes to operational realities. This  
phase begins the confusion and ‘lost-in-translation’ periods for many  
deals lacking centralized integration processes.

 1  2

EXTRA INSIGHT

EXTRA INSIGHT
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TRAP 5

Operations Team assumes 
their 'hobby job' without  
a repeatable process

KEYS TO SUCCESS 
Just because someone knows the core business 
does not make them an integrations expert. 
Support them with a repeatable and proven 
integration process and a strong governance 
model. Focus on visibility and accountability. 
Avoid making it a "hobby job," but if that is 
required then give them the proper support. 
Embrace continual improvement with surveys 
and retrospectives. Firms with centralized 
integration functions/partners excel here, too. 

TRAP 7

Poor communication leads 
to confusion, dissension, and 
rumors 

KEYS TO SUCCESS 
Communicate early, often, and honestly. It is 
okay to communicate to your organization 
that you are still figuring out the plan. That 
is better than the rumor tree making up your 
plan for you. Create a PR campaign around the 
integration. Leverage core change management 
principles with executive stakeholders and 
inclusion at all levels. Listen more than you 
talk and address the concerns and fears of the 
organization early.

TRAP 6

Executive A.D.D. kicks in for  
their new shiny object

KEYS TO SUCCESS 
Since most businesses are in a constant state of flux, 
it is easy for executives to forget about the deal for the 
next big thing. Leverage prioritization matrices and use 
integrated workplans and KPI dashboards to visualize 
the integration in the context of the core business.

TRAP 8

Finally look under the covers ...  
surprise! 

KEYS TO SUCCESS 
Involve operational SMEs early in due diligence, 
especially to validate assumptions. Create an overlap 
(minimum of three weeks) between the due diligence/
purchase phase and the implementation so that the 
teams collaborate and the work is not “thrown over the 
wall.” Leverage a process framework to identify focus 
areas and gaps in terms familiar to the core business. 
Utilize visual tools to communicate quickly and at the 
correct level. Continuity and repeatability of a standard 
PMI process help here.

TRAP 10

Expectations missed … time to 
scramble the “tiger team”

KEYS TO SUCCESS 
Whoever you pick for the "tiger team" probably should 
have already been involved in the integration, so plan 
for this ahead of time. Many times expectations are 
missed because they were not clearly documented, 
communicated, or understood up front, so plan and 
monitor this throughout. Firms with centralized inte-
gration functions/partners with repeatable standard 
PMI processes excel here. 

TRAP 11

No clear definition of success … 
where to go now?

KEYS TO SUCCESS 
When things get bad, teams will focus almost 100% 
tactically, forgetting all rationale around the original 
business case. Avoid this by always grounding the team 
in the core business case. Be ready to pivot if needed, 
but not out of ease; it must be out of necessity with 
strong business justification. Sometimes teams need to 
hit bottom in order to rebound. Stay positive and focus 
on the strengths of the organization. Leverage strong 
leadership and governance to maintain consistency. 
Set realistic goals that achieve short- and long-term 
success. 

EXTRA INSIGHT

TRAP 9

Siloed focus on tasks  
vs. value with minimal  
executive visibility 

KEYS TO SUCCESS 
Launch a Value and Integration Management 
Office™ (VIMO) with a strong governance 
board empowered to make decisions in support 
of the value proposition of the integration. Uti-
lize KPI dashboards to report on the progress 
towards due diligence goals as well as tactical 
implementation tasks. Setup C-level readouts 
in advance at a minimum of 30/60/90 days 
after the deal closes.

INTEGRATION

Post-merger Integration, the third phase of M&A activity, involves the  
most potential for disaster if left unchecked and the greatest source of  
value-draining oversights. With so many moving parts post-merger,  
a centralized integration function or partner is essential to success.

PRODUCE

The final phase of M&A activity – Produce – involves putting the plans  
and tactics into action, and can be a source of lost value without a clear  
definition of success. So much time is spent identifying and integrating  
a deal, that actually producing the original planned results with the 
merged companies can become an afterthought.

 3  4

More than 60% of M&A  

professionals say true business 

metrics of success are undefined 

post-integration 
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THE UNDERLYING ISSUE

THE VIMO GUIDING PRINCIPLES

TRADITIONAL POST-MERGER INTEGRATION MINDSET

'Value' is a step in the process rather than  
a critical focus factor. 

It becomes a means to an end rather than the "why" of a deal. Once value has 
been identified or defined, the focus is shifted to what to integrate, and the 
irony is that value realization becomes less of a conscious effort.

THEIR WAY:

'Value' is a step in the process. 
Once due diligence is complete, 
most of the focus is on what to 
integrate, not why.

JABIAN VALUE AND INTEGRATION MANAGEMENT (VIMO) MINDSET

'Value' is the primary focus of the entire  
M&A process. 

Throughout the entire lifecycle, the focus is on why things are being done 
rather than just how to do them. This ensures all activity tracks back to the 
larger acquisition strategy and helps avoid the traps.

THE VIMO WAY:

'Value' is the focus of the process. 
Throughout the lifecycle, the  
focus is on why, not just what,  
to integrate.

Strong leadership 
with effective 
governance

Sustained strategic 
value creation mindset

Communication  
and collaboration

Visibility and accountability 
leveraging metrics and 
dashboards

Decision focused Consistent repeatable  
cadence with continuity  
between phases 

Visual and  
lightweight tools

Tailored to fit 
culture and scope 
of integration

1 42 53 6 7 8

The VIMO Guiding Principles 
were developed specifically  
to address and avoid the traps  
of integration. 

These principles should be used to evaluate and monitor the 
integration process from due diligence through post-merger 
integration and production.

STEP 1: ENGINEER VALUE STEP 2: MERGE/ACQUIRE STEP 3: INTEGRATE

VALUE  
MANAGEMENTINTEGRATION  

MANAGEMENT
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5. CULTURE, CHANGE MANAGEMENT, AND COMMUNICATIONS4. INTEGRATION PLANNING AND MANAGEMENT3. GOVERNANCE

6. BUSINESS DOMAIN STRATEGIC AND OPERATIONAL PLANNING

1. STRATEGY AND EXECUTIVE LEADERSHIP 2. VALUE REALIZATION AND TRACKING

THE JABIAN VIMO FRAMEWORK

The VIMO framework contains the core capabilities for a successful integration. 

The VIMO approach keeps stakeholders accountable for strategic value alignment throughout the post-merger process while  
ensuring the necessary tactical components of the integration are addressed. During M&A integrations, Jabian leverages the  
VIMO framework as an overarching model that provides organizational and operational structure to an often ambiguous  
and complex undertaking. When combined with senior-level Jabian M&A professionals, the VIMO framework and toolkit provides  
enhanced speed, accuracy, and overall value to any integration. The core components of the framework also drive the strategic  
and tactical planning for the integration. 

“ �An organization’s ability to learn, and translate  
that learning into action rapidly, is the ultimate  
competitive advantage.”  

        – Jack Welch
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EXECUTIVE DIRECTION  
WORKSHEET 
Executive team (deal team) pro-
viding direction on expectations, 
guidance, and monitoring

STRATEGY FACILITATION 
Facilitation of sessions to make key 
decisions around integration and 
future direction

SCOPING WORKSHEETS 
Detailed acquisition scoping  
worksheets with integration  
considerations and risk areas

SUCCESS FACTORS  
ASSESSMENT TOOL
Gauge the relative risk to 
post-merger integration success

You can’t build a house with  
the blueprints alone. 
You need a specific set of tools in order to turn 
your plan into a reality. This concept is as true for 
integrating two companies as it is for constructing a 
house. Jabian VIMO toolkits have been developed to 
support each component of the framework and can 
be tailored based on the needs of the integration.

Top reasons for buying

Top risks

Top justifications to pay a premium

Top justifications to pay a discount

Top milestones

1. Culture

2. Brand Promise

3. Market

4. Operations

5. Sphere of Control

6. Speed

� Culture

� Brand Promise

� Market

� Operations

� Sphere of Control

� Speed

The following statements will be used as guiding principles for the integration: Executive Checkpoint Meetings:

�  30-day readout to Executive Committee

�  90-day readout to Executive Committee

�  6-mo readout to Executive Committee

�  1-yr readout to Executive Committee

Other Communications:

�  Weekly Governance Board VIMO Program Dashboard

Required Approvals:

Not Required:

1

2

3

Top Critical Success Factors

Top valuation assumptions

1

2

3

4

5

6

7

8

9

10

1

2

3

4

5

6

7

8

9

10

Triple Constraint Rank
Scope, Resources, Time

Importance
(H, M, L)

Level of Effort
(XS, S, M, L, XL)

Urgency
(H, M, L)

Forced Rank

Dimensions
Milestone

Dependencies

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

Expand reach of existing product suite into the new markets

Expand relationships with existing customers who also serve
our new markets

Leverage new customer and partner relationships to provide
enhanced marketing and public relations

Acquirer Blend/New Acquiree

Unchanged Expanded Transformed

Decreased Market Reach Unchanged New Markets

Scale Scale & Scope Scope

Close Unchanged Loose

No Timeline Quick, without Disruption Urgent

Leave existing offices and business practices in place. Leave existing HR
benefits in place except for 401k plan and payroll. Migrate to corporate PTO
policy effective 2014. Instill “One C ompany X” culture.

Phase-in IT upgrade to standard platform starting in 2015. Administrative
operations will be delivered from HQ. Leave existing customer processes
until 2015.

Phase-in re-branding to Company X beginning in 2014.

Expand in new markets through acquired relationships.

Acquired management team to remain in place but implement Company X
policies over time.

Move forward without disruption – no major critical deadlines after first 30
days.

ACH account setup
Internal process/audit assessed, risks mitigated
IT security controls assessed, risks mitigated
Physical security controls assessed, risks mitigated
Plan for infrastructure changes and enhancements
Integration of Sales org, including CRM
Rebranding of real property and consumables
Product rebranding
Integration of Customer Service & Training structure
HR benefits migration

T,R,S

R,S,T

R,T,S

R,S,T

R,S,T

R,S,T

S,R,T

R,T,S

R,S,T

R,S,T

1

2

3

4

5

6

7

8

9

10

H

H

H

H

H-M

M

H

M

M

M

H

H

H

H

H-M

M

M

M

M

L

M

L

L

S

L

M

S

M

S

XS

Customer filing ACH docs

Internal control assessment

Security existing Plan of Record

Open issues to resolve

CRM implementation

VOIP?

SAP HR

�  Customer defection

�  Employee retention

�  2013 revenue and Adj. EBITDA per forecast model

�  Transactions / Utilization per customer

�  Net new customer adds

�  Voice of the Customer evaluations

�  Pending implementation backlog

�  Monthly via dashboard

Known KPIs to be tracked:

How Tracked:

�  Re-baselining plan milestones (changing dates, scope, etc.)

�  Task changes (resource, date, effort) that do not impact milestones

VIMO™ Executive Direction Worksheet
Expectations Monitoring

Expectations

Acquisition Strategic Goals

Integration Guiding Principles

Milestone Guidance

Integrated Dimensions

Top Due Diligence Knowledge Transfer

KPIs

Executive Checkpoints and Communications

Approvals

Monitoring

Guidance

Guidance
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The	
  Success	
  Factors	
  Assessment	
  Tool	
  can	
  be	
  used	
  to	
  gauge	
  the	
  rela)ve	
  risk	
  	
  to	
  post-­‐merger	
  
integra)on	
  success.	
  

Success	
  Factors	
  Assessment	
  Tool	
  

Dimension	
   ObservaJons	
  

Line	
  of	
  Business	
  Execu)ve	
  
Ownership	
  

Highly	
  Involved	
  
Moderately	
  

Involved	
   Involved	
   Lightly	
  Involved	
   Not	
  Involved	
  

•  GM	
  &EVP/President	
  closely	
  involved	
  and	
  accountable	
  
•  Clear	
  execu)ve	
  guidance	
  	
  
•  Close	
  collabora)on	
  between	
  acquirer	
  and	
  acquiree	
  

Integra)on	
  Scope	
  and	
  Timeframe	
  
	
  

Small	
  and	
  Slow	
   Small	
  or	
  Slow	
  
Medium	
  Size/

Speed	
   Big	
  or	
  Fast	
   Big	
  and	
  Fast	
  

•  Integra)on	
  spread	
  out	
  over	
  )me,	
  in	
  phases,	
  especially	
  
for	
  complex	
  infrastructure/tech	
  &	
  product	
  
development	
  

•  Par)al	
  business	
  product	
  overlap	
  

Size	
  of	
  Acquired	
  Company	
  
<25%	
  of	
  size	
   50%	
   Same	
  Size	
   50%	
  larger	
   >100%	
  

•  Rela)vely	
  small	
  (~100	
  employees,	
  1	
  state)	
  

Team’s	
  Previous	
  Integra)on	
  
Experience	
  

Mul)ple	
   Led	
  Integra)on	
   Ac)ve	
  Par)cipant	
  
Limited	
  

Par)cipa)on	
   None	
  

•  Experienced	
  leadership	
  team	
  
•  Aware	
  of	
  previous	
  lessons	
  learned	
  

Commitment	
  to	
  Integra)on	
  
Oversight	
  

Close	
  to	
  1	
  year+	
   Close	
  to	
  1	
  year	
   Close	
  to	
  6	
  months	
   Close	
  to	
  90	
  days	
   Close	
  to	
  30	
  days	
  

•  Named	
  PMs	
  and	
  commitment	
  to	
  con)nue	
  VIMO	
  
post-­‐60	
  days	
  

Risk	
  to	
  Integra)on	
  Success	
  

Overview	
  and	
  Integration	
  Approach

1

Company	
  Overview Acquiring	
  Company Acquired	
  Company Comments
Annual	
  Revenues
Headquarters	
  Location
Number	
  of	
  Customers
Number	
  of	
  Employees
Domestic	
  Locations
International	
  Locations
Publically	
  Traded
Products
Services

Integration	
  Approach Details
What	
  is	
  the	
  approach	
  to	
  integrating	
  the	
  new	
  company?	
  	
  	
  Tightly	
  integrate	
  or	
  
leave	
  separate?
Are	
  there	
  different	
  short-­‐term	
  ,	
  mid-­‐term	
  and	
  long-­‐term	
  strategies?
Can	
  we	
  assume	
  that	
  we	
  will	
  convert	
  them	
  to	
  acquiring	
  company	
  systems	
  
and	
  shut	
  down	
  legacy?	
  	
  Or	
  vice	
  versa?	
  	
  Or	
  mixed	
  approach?
What	
  are	
  the	
  top	
  drivers	
  of	
  the	
  acquisition?
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Facility	
  and	
  Resource	
  Strategy	
  (Strategy	
  Facilita)on) 	
  	
  
FY	
  ’13	
   Q1	
  ’14	
   Q2	
  ‘14	
   Q3	
  ’14	
   Q4	
  ’14	
   Q1	
  ’15	
   Q2	
  ’15	
   Q3	
  ‘15	
  

Marlow,	
  OK	
  

Team	
  Member	
  Count	
  

Legend 
Business As Usual Transition Prep Facility Closed Ohio Future State Sacramento Future State 

•	

 =	
  In	
  Progress	
  (On	
  Schedule)	
   •	

 =	
  Behind	
  Schedule	
  /	
  In	
  Jeopardy	
   •	

 =	
  Delayed	
  or	
  Obstructed	
   •	

=	
  Not	
  Started	
  (On	
  Schedule)	
  

20 20 

Current State 

Customers	
   None	
  

Products	
   •  Implementa)ons	
  
•  Re)rement	
  Processing	
  (canceled)	
  
•  Customer	
  Service	
  Desk	
  

Team	
  Members	
   20	
  

Non-­‐Service	
  Focus	
  
Areas	
  

None	
  

Notes	
  /	
  ImplicaJons	
   •  Facility	
  to	
  be	
  closed	
  at	
  end	
  of	
  year.	
  
•  Lease	
  expires	
  in	
  June,	
  2014	
  	
  (Rent	
  is	
  $1,000	
  a	
  month,	
  1060	
  sq.U.)	
  
•  No	
  lease	
  buyout	
  –	
  plan	
  is	
  to	
  run	
  off	
  	
  lease	
  and	
  close	
  facility	
  June	
  2014	
  

Future State 

DisposiJon	
   Close	
  Marlow,	
  OK;	
  Transfer	
  to	
  Duncan,	
  OK	
  

Customers	
   None	
  

Products	
   •  Implementa)ons	
  
•  Customer	
  Service	
  Desk	
  

EsJmated	
  Team	
  
Members	
  
TransiJoning	
  

20	
  

Non-­‐Service	
  Focus	
  
Areas	
  

None	
  

Notes	
  /	
  ImplicaJons	
  

S TR ATEGY AND E XECUTIVE LE ADERSHIP
Direction setting, scope definition, and key decision making

As with any major transformational program, setting the proper strategy and aligning  
actions around it is a key to success. 

M&As are no different. However, since no two M&A transac-
tions are exactly the same, the strategic planning process must 
be tailored to meet the needs of the program. In some cases, a 
merger or acquisition may be in support of an existing corporate 
strategy. In others cases, it may totally redefine the corporate 
strategic direction (or anything in between). Jabian’s strategic 
planning facilitation framework is a simple, straightforward 
toolset to define and document strategic plans without getting in 
the way of integration progress.

As rudimentary as it might sound, oftentimes the barrier to suc-
cessful strategic alignment is the lack of simple and direct doc-
umentation from executives regarding the rationale, goals, and 
success criteria of the integration. The Jabian Executive Direction 
Worksheet plays a critical role as the go-to document for strategic 

direction throughout the integration. Otherwise known as the 
“integration placemat”, this 11x17 strategy map is the decision 
framework for all levels of the organization, especially during 
the integration. It helps the teams not lose sight of the underlying 
mission and real value that is expected from the deal and guides 
decision making around these goals.

Another key aspect to strategic alignment is documenting and 
understanding risk. The Jabian M&A Success Factors Assess-
ment Tool helps quantify the many dimensions of risk and, 
more importantly, translate them into integration actions to 
mitigate those risks. Additionally, strict attention is paid to scope 
definition since a scope misalignment at the beginning of an 
acquisition can be very costly down the road. The Jabian Scoping 
Worksheets are great tools to support this effort.

AVAILABLE TOOLS:

 	 1716	 |   JABIAN VALUE AND INTEGRATION MANAGEMENT OFFICE (V IMO)	



GOVERNANCE MODEL
Defines structure, stakeholders, 
roles, and responsibilities

INTEGRATION STATUS  
DASHBOARD
Executive visual dashboard of  
plan components, impacts, risks, 
and status

KICK-OFF AND WEEK 
ONE PRESENTATIONS
Reusable VIMO Kick-off and Week 
1 presentation guides  
for successful launch

CLOSE-OUT PRESENTATION
Reusable VIMO Close-out  
presentation including  
transition plan

VIMO EXECUTIVE LEVEL PLAN
Executive level visual  
integration plan

MATURITY MODEL
VIMO maturity model for  
capability planning and long-term 
continuous improvement

EXECUTIVE READOUTS
Reusable executive level status 
readout presentations

ROLES AND RESPONSIBILITIES
Resource and role identifications

VIMO KPI DASHBOARD
Executive visual dashboards of 
key value metrics, trends, and risk 
indicators with definitions

KPI SPECIFICATIONS  
WORKSHEETS
Detailed KPI specifications with 
calculations, processes, and owners

VALUE AND KPI WORKSHEET
Structured visual worksheet for 
KPI planning

KPI ALIGNMENT WORKSHEET
Alignment of KPIs to strategic 
goals with phased rollout
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KPI	
  Framework	
  (KPI	
  Alignment	
  Worksheet)	
  

ImplementaJons	
  

Product	
  

Average	
  Jme	
  from	
  Sale	
  to	
  Install	
  complete	
  

Backlog	
  of	
  ImplementaJon	
  Days	
  
Number	
  of	
  ImplementaJon	
  Days	
  per	
  month	
  

Cost	
  per	
  ImplementaJon	
  
People	
  Trained	
  on	
  ImplementaJons	
  

Project	
  Plan	
  Performance	
  

Project	
  Cap	
  Ex	
  Budget	
  
Project	
  Budget	
  

Defect	
  Leakage	
  RaJo	
  
System	
  Availability	
  Technology	
  

v1	
   v2	
   v3	
  
Dashboard	
  

Feature	
  User	
  Stories	
  Complete	
  
IntegraJon	
  User	
  Stories	
  Complete	
  
Customers	
  Migrated	
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Value	
  &	
  KPI	
  Worksheet	
  (scale	
  as	
  needed)	
  

Corporate Value

Increase Revenue

Increase Operating 
Margin / Decrease Cost

Increase Asset 
Efficiency

Increase Volume

Strengthen Price

Acquire New Customers

Retain Existing Customers

Grow Existing Customers

Offer New Products / Services

Offer Better Products / Services

Leverage Existing Income 
Generating Assets

Manage Supply / Demand

Optimize Prices

Increase Shared 
Service / Back Office 

Efficiency

IT

Telecom / Networking

Real Estate

Human Resources

Procurement

Finance & Tax

Risk Management

Legal

Strategic Planning

CONFIDENTIAL

Value Driver and KPI Worksheet

Copyright © 2011 Jabian, LLC

Increase Management 
Efficiency

Governance & Prioritization

Work Entry

Demand Management

Value Actions Measures

Program / Project Delivery

Performance Management

Partnerships & Collaboration

Strategic Acquisition

Strategic Merger

Real Estate & Infrastructure

Improve Product

Product Strategy & Planning

Product Research & Development

Product Management

Engineering

Improve Marketing & 
Advertising

Marketing Strategy & Execution

Advertising Strategy & Execution

Improve Sales

Sales Management

Customer/Account Management

Opportunity Pipeline Management

Improve the Supply 
Chain

Supply Chain Strategy & 
Management

Merchandising

Sourcing

Inbound Logistics

Distribution

Outbound Logistics

Customer Interface

Improve Service & 
Delivery

Operational Excellence

Order Management

Production

Service Delivery & Management

Customer Service & Support

Billing & Collections

Improve Property, 
Plant, & Equipment 

Efficiency
Equipment & Systems

Divestiture

Finished Goods

Improve Inventory 
Efficiency Work in Process

Raw Materials

Accounts, Notes, & Interest 
ReceivableImprove Payables & 

Receivables Efficiency Accounts, Notes, & Interest 
Payable

Voice of the Economy
GDP

Inflation Rate

Interest Rates

Employment

Confidence

Cost of Capital

...

Voice of the Market
Market Share %

Flow Share

...

External Benchmarks (JD 
Powers)

Return on Marketing 
Investment

Average Handle Time

Voice of the Process

Average Cost Per Call

Contact Center

MTTR

Supply Chain

First-call Resolution Rate

Average Abandonment Rate

MTBF

Breakage %

% of Backorder

Cash to cash cycle time 

Sell-Through %

Service Delivery

Agent Utilization

Average hold time of calls

Average number of calls / 
service request per handler 

Answered calls per hour 

Contact frequency Average Speed to Answer 

Customer order cycle time 

Perfect Order Fulfillment 

On Time Ship Rate

Variance to be Expected / 
Planned

...

Defect Rate

...

...

Voice of the Business
Finance and Accounting

Return on Invested Capital Internal Rate of Return

People
Employee Utilization

...

Workforce Capacity

Revenue Growth Profit Margin

Employee Satisfaction

Voice of the Employee

Employee Churn

Average Tenure

% of new hire retention 

Workforce Motivation / 
Engagement

# of training hours per 
employee

...

Customer Satisfaction

Voice of the Customer

Abandonment Rate

Customer Churn

Share of Wallet

Return Rate

Average Spend per 
Customer

% of dormant customers 

Customer Complaint Ratio 

New Customer Retention 
Rate 

...

...

4	
  Confiden)al	
  -­‐	
  Copyright	
  ©	
  2014	
  Jabian,	
  LLC	
  

KPI	
  Net	
  Revenue:	
  (VIMO	
  KPI	
  Specifica)ons	
  Worksheet)	
  
DefiniJon	
  

Net	
  Revenue	
  is	
  gross	
  sales	
  minus	
  returns,	
  discounts,	
  and	
  allowances.	
  

AYributes	
  

“Single	
  Source	
  of	
  the	
  Truth”	
  Owner:	
   	
  Finance	
  
Business	
  Owner:	
   	
  EVP/GM	
  
Minimum	
  Available	
  Frequency:	
  	
   	
  By	
  month	
  
Available	
  by: 	
  Total,	
  by	
  Customer,	
  by	
  Cust.	
  Type,	
  and	
  by	
  Vendor	
  

Partner.	
  	
  

Capture	
   Calculate	
   Store	
   Retrieve	
   Consume	
  

CD	
  Intranet	
   SAP	
   SAP	
  
VIMO	
  Chief	
  
of	
  Staff	
  

VIMO	
  KPI	
  
Dashboard	
  

• All	
  billing,	
  payment,	
  and	
  
credit	
  transac)ons	
  captured	
  
throughout	
  the	
  month	
  

• At	
  month	
  end,	
  SAP	
  receives	
  
financial	
  data	
  and	
  aggregates	
  
it	
  by	
  customer.	
  

• Complete	
  by	
  4th	
  day	
  of	
  the	
  
month???	
  

• Data	
  is	
  stored	
  in	
  SAP	
  for	
  
retrieval	
  

• VIMO	
  Chief	
  of	
  Staff	
  retrieves	
  
data	
  from	
  SAP	
  via	
  ???	
  

• Data	
  retrieved	
  by	
  the	
  Xth	
  
day	
  of	
  the	
  month?	
  

• VIMO	
  Chief	
  of	
  Staff	
  publishes	
  
VIMO	
  KPI	
  Dashboard	
  

• Dashboard	
  available	
  by	
  the	
  
Yth	
  day	
  of	
  the	
  month?	
  

CalculaJon	
  

	
  Gross	
  Sales	
  
-­‐	
   	
  Returns	
  
-­‐ 	
  Discounts	
  
-­‐ 	
  Allowances	
  

	
  Net	
  Revenue	
  

A
s-­‐
Is
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VIMO	
  KPI	
  Dashboard	
  
8/10/12	
  –Week	
  2
Managing	
  Exec:	
  Jill	
  Tarallo
jill.tarallo@Customertrack.com

Post	
  Merger	
  IntegrationValue	
  &	
  Integration	
  Dashboard™ <DATE>	
  –Week	
  #
Managing	
  Executive:	
  
name@XYZ.com

Goal	
  Summary Capability	
  Area	
  Status
Primary

Secondary

Area
Strategy	
  &	
  Ops
HR
Finance/Acct/CP
SAP
Technology
Service
Marketing/Comms
Sales
Legal
Product

Overall Budget Scope Schedule Resources

Create	
  a	
  Repeatable	
  Model VIMO	
  GB	
  established	
  and	
  running.	
   	
  VIMO	
  Chief of	
  Staff	
  role	
  transitioned	
  to	
  
internal	
  team.	
  	
  Initial	
  dashboard	
  and	
  standard	
  KPI	
  definition	
  complete.

Maintain	
  High	
  Margins Initial	
  financial	
  data	
  reflects	
  sustained	
  margin	
  levels

Leverage	
  Synergies	
  to	
  Grow Customer	
  match	
  almost	
  complete.	
  	
  Marketing/Product/Sales	
  Plan	
  in	
  
Progress.	
  	
  Churn	
  reduction	
  a	
  focus	
  going	
  forward.	
  

Create	
  a	
  Stable	
  Foundation Fusion	
  and	
  Synergy	
  planning	
  in	
  progress	
  but	
  delayed	
  start.

Key	
  Performance	
  Indicators

Timeframe A c tua l A c tua l A c tua l A c tua l A c tua l A c tua l A c tua l A c tua l A c tua l A c tua l

2009 $5.1M ($4.5M / $0.6M / $0M) $1.5M (29%) 8629 571 / 2849 / 5209  -  -  -  - 1.3M (1.3) 253

2010 $6.4M ($5.2M / $0.9M / $0.4M) $2.5M (39%) 10263 679 / 3862 / 5722  -  -  -  - 1.8M (1.3) 306

2011 $8.2M ($6.9M / $1.1M / $0.3M) $3.8M (46%) 11545 743 / 4712 / 6090  -  - 284 (242 / 42) 38 2M (?) 329

Q1 '12 $2.5M ($2.1M / $0.3M / $0.1M) $0.9M (34%) 11880 754 / 4853 / 6273  -  - 308 (257 / 51) 39 522k (1.4) 83

Q2 '12 $2.6M ($2.2M / $0.3M / $0.1M) $0.9M (36%) 12215 765 / 4994 / 6455  -  - 307 (261 / 46) 38 539k (1.4) 84

Jul '12 $900k ($780k / $106k / $14k)  - 12591 1097 / 5203 / 6291  -  - 300 (261 / 39) 38 179k (1.3) 28
Aug '12 $730k ($603k / $108k / $18k) $309k (42%) ↑ 12688 (0.77% / 97) 1107 / 5240 / 6341 +535 (+4.25%) / -438 (-3.48%) +36/-26, +214/-177, +285/-235 302 (265 / 37) 38 ↑ 195k (1.3) ↑ 31
Sep '12 ↑ $928k ($804k / $106k / $17k) $530k (57%) ↑ ↑ 12815 (1% / 127) ↑ 1116 / 5301 / 6398 ↔ +539 (+4.25%) / -412 (-3.25%) ↓ +36/-27, +216/-155, +287/-230 ↓ 301 (267 / 34) ↔ 38 ↓ 167k (1.3) ↓ 26
Q3 '12  -  -  -  -  -  -  -  -  -  - 

Oct '12
Nov '12
Dec '12
Q4 '12

2012

NOTE:  Customer counts prior to the acquisition should be considered estimates due to some reporting irregularities that w ere discovered in the old reports.  Reliable gross add and attrition counts w ere not available for the months prior to the acquisition.

B
A

SE
LI

N
E

(P
re

-a
cq

ui
si

tio
n)

# Type 1 
Customers

Monthly Customer Gross 
Adds and Attrition by 

Customer Type

NOTE:  The follow ing metrics are currently hidden in the dashboard and w ill be re-analyzed once multiple months of data are captured to establish trending: Integration Costs, Net  Revenue per  Cust, Cost to Acquire per Net New   Cust, Cost to Service per  Cust, # Shared  Dealer Customers, Net Promoter Score, Employee Attrition, Emplyee to  
Customer Ratio.  The target columns are also hidden until the f inal budgets and plans are published.

NOTE:  August and September 2012 financials are from off icial XYZ financial statements w hich include , A and B revenue and incorporate deferred revenue calculations from the Cash to GAAP accounting change.  $Xk of July deferred revenue w as realized in Aug and $Xk of revenue w as deferred from Aug to future months.  $Xk of July 
deferred revenue and $Xk of Aug deferred revenue w as realized in Sep.  $Xk of revenue w as deferred from Sep to future months.  All f inancials prior to Aug 2012 are on a non-GAAP Cash basis.  July 2012 EBITDA numbers are not presented since there w ere multiple one time charges/irregularities that skew ed that month due to the 
acquisition. 

# Type 2 
Customers 

Maintain High Margins Leverage Synergies to Grow

Total Monthly  Customer 
Gross Adds and Attrition

(w/ Gross Add % & 
Attrition %)

Total Net Revenue
(w/ breakdown by 

product line)

Total Adjusted 
EBITDA

(w/ Margin %)

Total #  
Customers

(w/ % change & 
net adds)

#  Customers by 
Customer Type # Used

# Usage 
per 

Customer

21	
  Confiden)al	
  -­‐	
  Copyright	
  ©	
  2014	
  Jabian,	
  LLC	
  

VIMO	
  Survey	
  Feedback	
  –	
  Comments	
  
Overall	
  VIMO	
  RaJng	
  Comments:	
  

What	
  is	
  the	
  #1	
  aspect	
  of	
  the	
  VIMO	
  that	
  you	
  found	
  most	
  valuable?	
  

“The	
  management	
  and	
  ongoing	
  
effort	
  to	
  maintain	
  forward	
  
movement	
  of	
  the	
  tasks..”	
  

“Great	
  oversight	
  by	
  the	
  VIMO,	
  
which	
  brought	
  perspec)ve	
  to	
  
the	
  project	
  as	
  whole.”	
  

“Professionalism	
  and	
  knowledge	
  was	
  
impressive.”	
  

“Keep	
  team	
  organized.”	
   “Discipline.”	
  “Informa)on	
  sharing	
  at	
  a	
  
high	
  level.”	
  

“Dashboard	
  and	
  
templates.”	
  

Par)cipants	
  provided	
  feedback	
  suppor)ng	
  the	
  posi)ve	
  ra)ngs	
  of	
  VIMO	
  effec)veness.	
  	
  	
  

“Johnny	
  was	
  great	
  with	
  
scheduling	
  and	
  helping	
  thru	
  the	
  
process.”	
  

“Appreciated	
  all	
  the	
  hard	
  work	
  
and	
  support	
  by	
  Andrew.”	
  

“VIMO	
  enables	
  communica)on	
  and	
  
collabora)on.	
  It	
  is	
  easy	
  to	
  understand	
  
status,	
  ac)on	
  items	
  and	
  risks/issues	
  
via	
  the	
  dashboards.”	
  

“Keeping	
  track	
  of	
  deadlines.”	
  
“Weekly	
  calls	
  to	
  keep	
  
everyone	
  moving	
  on	
  their	
  to	
  
do	
  list	
  to	
  get	
  items	
  
accomplished.”	
  

“Project	
  management	
  
and	
  staying	
  on	
  point.”	
  

“Jabian	
  and	
  VIMO	
  kept	
  us	
  on	
  target,	
  
reminded	
  us	
  of	
  what	
  issues	
  were	
  
outstanding.	
  It	
  also	
  allowed	
  us	
  to	
  
hear	
  about	
  other	
  areas	
  progress	
  that	
  
we	
  may	
  not	
  typically	
  work	
  with	
  but	
  
are	
  impacted	
  by.”	
  

“The	
  ability	
  to	
  accurately	
  
capture	
  where	
  tasks	
  were	
  
currently	
  at	
  and	
  forecast	
  
realis)c	
  comple)on	
  dates.”	
  

“Management	
  keeping	
  the	
  tasks	
  a	
  
priority	
  given	
  all	
  business	
  as	
  usual	
  
needing	
  to	
  con)nue.”	
  

“Kept	
  focus	
  on	
  the	
  integra)on	
  
ac)vi)es.”	
  

“All	
  encompassing	
  to	
  
make	
  sure	
  nothing	
  was	
  
over	
  looked.”	
  

“Organiza)on	
  and	
  consistency	
  helped	
  to	
  set	
  
expecta)on	
  and	
  work	
  load	
  and	
  level	
  of	
  
effort	
  to	
  support	
  this	
  responsibility.”	
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Review	
  and	
  confirm	
  the	
  schedule	
  for	
  next	
  week.	
  

Time	
   Monday	
  8/12	
   	
  Tuesday	
  8/13	
   	
  Wednesday	
  8/14	
   Thursday	
  8/15	
   Friday	
  8/16	
  

9am 	
   	
   	
   	
   	
   

	
   	
   	
   	
   	
   

10am 

11a 

12p 

1p 

2p 

3p 

	
   	
   	
   	
   	
   

4p 	
   	
   	
   	
   	
   

	
   	
   	
   	
   	
   

Weekly	
  Schedule:	
  Week	
  1	
  (Kickoff	
  &	
  Week1	
  Sched)	
  

Kickoff	
  Mee)ng	
  

Review	
  	
  Business	
  Process	
  
Landscape	
  

Business	
  Scenarios	
  
Working	
  Session	
  

• Area	
  1	
  
• Area	
  2	
  

	
  

DraU	
  Personas	
   Refine	
  Personas	
  

Business	
  Scenarios	
  
Working	
  Session	
  

• Area	
  2	
  
• Area	
  3	
  

Business	
  Scenarios	
  
Working	
  Session	
  

• Area	
  5	
  

Business	
  Scenarios	
  
Working	
  Session	
  

• Area	
  6	
  
• Area	
  7	
  

Project	
  Status	
  
Checkpoint	
  

Start	
  Business	
  Scenarios	
  
• Approach	
  overview	
  
• Area	
  1	
  

Business	
  Scenarios	
  
Working	
  Session	
  

• Area	
  4	
  

Business	
  Scenarios	
  
Working	
  Session	
  

• Area	
  5	
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Integra)on	
  Status	
  Dashboard	
  
Integration	
  Planning Integration	
  Planning Integration	
  Planning Integration	
  Planning
VIMO	
  Setup Contractual	
  Review Offer	
  &	
  Welcome	
  Letters Bank	
  Accounts
Customer	
  Strategy Corporate	
  Law Benefits	
  Migration General	
  Ledger
Supplier/Vendor	
  Strategy Regulatory	
  Issues Organization	
  Structure Month	
  1	
  Accounting
Employee	
  Strategy Intellectual	
  Property New	
  Hire	
  Setup Revenue
Product	
  Strategy First	
  60	
  Day	
  Status	
  Checks Balance	
  Sheet
Competitive	
  Strategy Vendor	
  Management
Market	
  Strategy Budget	
  and	
  Forecast
Service	
  Strategy Sales	
  Tax

Time	
  and	
  Expense

Integration	
  Planning Integration	
  Planning Integration	
  Planning Integration	
  Planning
Network	
  Security Data	
  center	
  consolidation Foundational	
  Platform	
  Implementation Product	
  1
Physical	
  Security Virtualization SAP	
  HR	
  Upgrade Product	
  2
Network	
  Security Desktop	
  replacement CRM	
  Migration Product	
  3
Application	
  Security ERP	
  Upgrade Product	
  4
Data	
  Security
Disaster	
  recovery
Audit	
  and	
  Internal	
  Controls

Integration	
  Planning Integration	
  Planning Integration	
  Planning Integration	
  Planning
Customer	
  Support	
  Operations Front	
  Office	
  Operations	
  (Contact	
  Center) Sales	
  Strategy Product	
  Positioning
Training-­‐Implementations	
  and	
  Ongoing	
  Support Back	
  Office	
  Transaction	
  Monitoring Staffing Collateral	
  and	
  Tools
Telephony Process	
  Improvement Training Branding
CRM	
  functional	
  setup Operational	
  Metrics Compensation	
  Model Website	
  Re-­‐branding
Voice	
  of	
  the	
  Customer Lead	
  Generation =	
  Complete

Awareness,	
  Media	
  Relations,	
  and	
  Social =	
  In	
  Progress	
  (On	
  Schedule)
Launch	
  Communications =	
  Behind	
  Schedule	
  /	
  In	
  Jeopardy
Segmentation =	
  Delayed	
  or	
  Obstructed
Voice	
  of	
  Customer =	
  Not	
  Started	
  (On	
  Schedule)

=	
  Risk	
  /	
  Issue	
  #

Strategy Legal

Security and	
  Compliance Infrastructure Product Development

Service Operations

#

Legend

Issue:	
  Online access	
  to	
  bank	
  accounts at	
  	
  has	
  
been	
  delayed.	
  	
  Impact:	
  1+	
  hours	
  daily	
  to	
  
reconcile.

Issue: Revised	
  organization	
  chart	
  needs	
  to	
  be	
  
approved	
   by	
  Executive	
  committee	
  by	
  2/24/YY.	
  	
  

Issue:	
  ERP	
  Vendor	
  not	
  capable;	
  project	
  will	
  miss	
  
go-­‐live	
  date.

Risk:	
  Scope has	
  expanded;	
  may	
  need	
  additional	
  
resources	
  to	
  complete;	
  project	
  plan	
  under	
  revision.

Issue:	
  Integration	
  of	
  acquiree	
  behind	
  schedule	
  
due	
  to	
  resource	
  unavailability.	
  

Key	
  Decisions,	
  Risks	
  &	
  IssuesFinance and	
  AccountingHuman Resources

Technology

Sales Marketing	
  & Communications

1
1

22
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VIMO	
  Integra)on	
  Timeline	
  (Exec	
  level	
  plan)	
  
Key	
  AcJviJes	
   Wk	
  1	
  

1/1	
  
Wk	
  2	
  
1/8	
  

Wk	
  3	
  
1/15	
  

Wk	
  4	
  
1/22	
  

Wk	
  5	
  
1/29	
  

Wk	
  6	
  
2/5	
  

Wk	
  7	
  
2/12	
  

Wk	
  8	
  
2/19	
  

Wk	
  9	
  
2/26	
  

Wk	
  10	
  
3/5	
  

Wk	
  11	
  
3/12	
  

Wk	
  12	
  
3/19	
  

VIMO	
  
Program	
  Ops	
  

IntegraJon	
  
Plan	
  

Management	
  

Governance	
  
Board	
  

1/11:	
  
GB	
  #1	
  

1/18:	
  
GB#2	
  

1/25:	
  
GB#3	
  

2/1:	
  
GB#4	
  

2/8:	
  
GB#5	
  

2/15:	
  
GB#6	
  

3/33:	
  
GB	
  Final	
  
Readout	
  

Set	
  up	
  
VIMO	
  

Integra)on	
  Plans	
  
Baselined	
  

Integra)on	
  
plans	
  start	
  

Begin	
  
Transi)on	
  

End	
  
Transi)on	
  

Open	
  survey	
  Close	
  survey	
  
Survey	
  

Readout	
  

VIMO	
  
Closeout	
  

AcquisiJon	
  
Close	
  

Goal	
  
Se{ng/	
  

Exec	
  
Worksheet	
  

Team	
  Kickoff	
  

Milestones	
   Governance	
  Board	
  
Mee)ngs	
  

Plan	
  Status	
  
Mee)ngs	
  by	
  Area	
  

VIMO	
  Team	
   Governance	
  Board	
   Integra)on	
  Plan	
  
Owners	
  

Legend	
  

30	
  day	
  Execu)ve	
  
Commiuee	
  
Checkpoint	
  

2/22:	
  
GB#6	
  

3/1:	
  
GB#6	
  

3/8:	
  
GB#6	
  

3/15:	
  
GB#6	
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VIMO	
  Roles	
  and	
  Responsibili)es	
  for	
  Each	
  Workstream	
  
IntegraJon	
  Leadership	
  Team	
  

Workstream	
   Corporate	
  Owner	
   Business	
  Owner	
  

1	
   Legal	
   Name	
   Name	
  

2	
   Strategy	
   Name	
   Name	
  

3	
   HR	
   Name	
   Name	
  

4	
   Finance	
  &	
  Accoun)ng	
   Name	
   Name	
  

5	
   Security	
  &	
  Compliance	
   Name	
   Name	
  

6	
   Infrastructure	
   Name	
   Name	
  

7	
   Technology	
   Name	
   Name	
  

8	
   Product	
  Development	
   Name	
   Name	
  

9	
   Service/Support	
   Name	
   Name	
  

10	
   Opera)ons/Implementa)on	
   Name	
   Name	
  

11	
   Sales	
   Name	
   Name	
  

12	
   Marke)ng	
  &	
  Communica)ons	
   Name	
   Name	
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Workstream	
  Status	
  Dashboard	
  –	
  Training	
  (Status	
  Oversign	
  &	
  Comms	
  &	
  Exec	
  Readouts)	
  

Plan	
  Area	
   This	
  Week	
  
Status	
   Comments/Issues	
  

Overall	
   •	
  
Sales	
  	
  &	
  Product	
  
Training	
   •	
  
Customer	
  Service	
   •	
   	
  

	
  
Produc)on/	
  
Implementa)on	
  
training	
  

•	
  	
  
Onboarding	
   •	
  

IntegraJon	
  Plan	
  Status	
  Detail	
  

•	

 =	
  In	
  Progress	
  (On	
  Schedule)	
   •	

 =	
  Behind	
  Schedule	
  /	
  In	
  Jeopardy	
   •	

 =	
  Delayed	
  or	
  Obstructed	
   •	

 =	
  Not	
  Started	
  (On	
  Schedule)	
   •	

 =	
  Complete	
  

Issues:	
  
•  Issue	
  1	
  …	
  

Risks:	
  
•  Risk	
  1	
  …	
  
	
  

Decisions	
  Needed:	
  
•  Decision1	
  …	
  

Tasks	
  Behind	
  Schedule:	
  
•  Task	
  1…	
  

Stakeholders	
  
Workstream	
  
Owner	
   <Name>	
  

Workstream	
  
Teams	
   <Names>	
  

Milestones	
  

•  Milestone	
  1…	
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VIMO	
  Progress	
  and	
  Insights	
  (Maturity	
  model)	
  

Level	
   1	
   2	
   3	
   4	
   5	
  
Theme	
   ReacJve	
   Repeatable	
   Refined	
   Measured	
   OpJmized	
  
Descrip:on	
   (No	
  clear	
  processes	
  in	
  place)	
   (Processes	
  in	
  place	
  but	
  

differ	
  by	
  team)	
  
(Consistent	
  processes	
  in	
  
place	
  across	
  teams)	
  

(Processes	
  and	
  metrics	
  
defined	
  and	
  captured)	
  

(Processes	
  are	
  
con:nuously	
  improved)	
  

AYainment	
  

AYributes	
  

• Lack	
  of	
  consistent	
  tools,	
  
processes,	
  and	
  training.	
  	
  

• Managed	
  in	
  isola)on	
  with	
  
limited	
  execu)ve	
  
guidance/support.	
  

• Processes	
  repeatable	
  
across	
  teams;	
  used	
  to	
  
keep	
  track	
  of	
  cost,	
  
schedule	
  and	
  quality.	
  

• Some	
  strategic	
  
progress,	
  but	
  value	
  
not	
  clearly	
  
communicated	
  
through	
  governance.	
  

• Processes	
  are	
  well	
  
established	
  and	
  
enable	
  consistent	
  
results.	
  

• VIMO	
  data	
  exists,	
  
with	
  some	
  proac)ve	
  
decision-­‐making.	
  

	
  

• Proven	
  processes	
  
used	
  to	
  	
  measure	
  &	
  
analyze	
  cost/benefits,	
  
resources,	
  and	
  value.	
  

• VIMO	
  data	
  used	
  for	
  
proac)ve	
  decision-­‐
making	
  and	
  business	
  
case	
  jus)fica)on.	
  

• VIMO	
  &	
  core	
  business	
  
processes	
  are	
  fully	
  
integrated	
  with	
  focus	
  
on	
  driving	
  value.	
  

• Projects	
  managed	
  as	
  
strategic	
  por|olio;	
  
funding	
  	
  driven	
  by	
  
corporate	
  vision.	
  

<Client	
  name>	
  con)nued	
  to	
  make	
  significant	
  integra)on	
  progress	
  through	
  the	
  <Name>	
  VIMO.	
  	
  To	
  
meet	
  acquisi)on	
  goals,	
  con)nued	
  VIMO	
  capability	
  maturity	
  is	
  recommended: 

Current Future Trajectory 

GOVERNANCE
Ongoing centralized decisions, risk management, and monitoring

VALUE RE AL IZ AT ION AND TR ACK ING
Definition and tracking of integration value

The VIMO Governance toolkit streamlines many of the core executive management tasks 
required to launch, sustain, and close a successful integration program. 

In addition to governance frameworks and team structures, 
the toolkit contains visual status dashboards that highlight 
key issues and risks for executive management attention. The 
VIMO maturity model helps organizations track and plan their 

progress towards improving their M&A integration  
capabilities, especially for organizations where M&A  
is an integral ongoing part of their growth strategy.

As they say, 'you get what you measure.' Yet, many key performance indicators  
of a successful integration go unmeasured. 

The list of reasons go on and on as to why companies avoid 
it, but it is proven that the companies who embrace trans-
parency of their goals and the tracking of progress against 
them via visual dashboards perform better. Jabian’s Value 
and Integration Management Office includes simple tools and 
processes to document goals, establish KPIs, and track  
progress during an integration.  Specifically, the underlying 
value drivers of the deal are translated and mapped to  
metrics for objective determination of M&A success. 

Since a dashboard is only as good as the data presented on 
it as well as the ability for executives to interpret it, another 
key VIMO tool is the KPI Specification Worksheet. These 
worksheets are simple visual tools for defining each metric 
and its associated data, calculations, systems, timing, owners, 
and impacted teams. Not only do these tools accelerate the 
creation of the value dashboard, but they also improve  
consistency, accuracy, and ultimate buy-in of the data  
that are presented. 

AVAILABLE TOOLS:

AVAILABLE TOOLS:

 	 1918	 |   JABIAN VALUE AND INTEGRATION MANAGEMENT OFFICE (V IMO)	



PLAN FRAMEWORK
Defines structure of the integration 
plan and helps estimate effort and 
initial impacts

STATUS OVERSIGHT  
AND COMMUNICATIONS
Executive visual detailed status 
dashboard of each impacted  
business unit

INTEGRATION PLANS
Baseline integration project plan, 
including 30/60/90+ day  
milestones

INTEGRATION PLAN STATUS
Detailed status to track integration 
plan creation

CHANGE MANAGEMENT TOOLS
Multiple change management tools 
for adoption, engagement,  
and communication

COMMUNICATION PLAN
Reusable Communication Plans  
to facilitate key messaging

VIMO SURVEY
VIMO integration survey for feed-
back and continuous improvement

TOWN HALL/ROADSHOW TOOLS
Broad internal and external 
communication tools and reusable 
presentations
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Phased	
  Approach	
  to	
  Change	
  Management	
  (Change	
  Management	
  Tools)	
  
Different	
  adop)on	
  tools	
  work	
  best	
  at	
  different	
  stages	
  of	
  end-­‐user	
  adop)on.	
  Too	
  many	
  process	
  
improvement	
  efforts	
  end	
  when	
  training	
  is	
  complete.	
  	
  

AdopJon	
  Stage	
  

Engaged	
  

ROI	
  
PotenJal	
  

Aware	
  
Understand	
  

CommiYed	
  

MarkeJng	
  and	
  CommunicaJons	
  
Metrics	
  and	
  Performance	
  EvaluaJon	
  

Training	
  

Job	
  Aids	
  

Process	
  Coaching	
  
Lessons	
  Learned	
  

Peer	
  Reviews	
  

CommuniJes	
  of	
  PracJce	
  

Workforce	
  Involvement	
  

Leadership	
  Messaging	
  and	
  Modeling	
  

Process	
  Reviews	
  

Roles	
  and	
  ResponsibiliJes	
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Plan	
  Framework	
  
Integration	
  Planning Integration	
  Planning Integration	
  Planning Integration	
  Planning
Coordinate	
  Initial	
  Go	
  to	
  Market	
  Strategy Contract	
  review	
  and	
  conversion Offer	
  &	
  Welcome	
  Letters Bank	
  Accounts
Coordinate	
  Initial	
  Service	
  Strategy Vendor	
  agreements Benefits	
  Migration General	
  Ledger
Coordinate	
  Initial	
  Prod.	
  Portfolio	
  Strategy Trademark	
  conversion Organization	
  Structure Month	
  1	
  Accounting
VIMO Update	
  Terms	
  &	
  Conditions Team	
  Member	
  Enablement Revenue
Process	
  Inventory/Assessment Corporate	
  Law New	
  Hire	
  Setup Balance	
  Sheet
Risk	
  Assessment First	
  60	
  Day	
  Status	
  Checks Vendor	
  Management
Capability	
  Assessment Facilities Budget	
  and	
  Forecast
Mid	
  and	
  Long	
  term	
  Strategic	
  Planning Sales	
  Tax

T&E
Miscellaneous

Integration	
  Planning Integration	
  Planning Integration	
  Planning Integration	
  Planning
SAP	
  Migration Move	
  Data	
  Center Develop	
  Product	
  Strategy Website	
  Support	
  Operations
Material	
  Codes Move	
  phone	
  systems Product	
  overlap	
  assessment CRM	
  Implementation
Cash,	
  Acct	
  Payable	
  &	
  Purchasing	
  Strategy Implement	
  Master	
  Data	
  Model Develop	
  Product	
  Roadmap Customer	
  Feedback
Customer	
  Model Transition	
  to	
  common	
  product	
  platform Consolidate	
  Product(s) Service	
  Training
Contract	
  Conversion Security Consolidate	
  ticketing	
  tools

Web/Mobile	
  Designs
Trasactional	
  Reporting
Data	
  Warehouse/Analytics

Integration	
  Planning Integration	
  Planning Integration	
  Planning
Product	
  Positioning Sales	
  Strategy Migrate	
  to	
  standard	
  processes	
  -­‐	
  transactions
Collateral	
  and	
  Tools Revenue	
  and	
  Compensation	
  Model Reporting	
  -­‐	
  Transactional
Training Territories Reporting	
  -­‐	
  Analytical
Website	
  Assets Staffing
Lead	
  Generation	
  Campaigns Training
Awareness,	
  Media	
  Relations	
  &	
  Social
Marketing	
  Operations
Segmentation
Launch	
  Communications
Branding
Voice	
  of	
  Customer

Strategy Legal

SAP Technology Service

Operations Sales

Finance	
  &	
  AccountingHuman Resources

Product

Operations
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Communica)on	
  Plan	
  &	
  Roadshow	
  Tool 	
  	
  
Audience	
   Thursday	
  

Mar	
  30	
  
Friday	
  
Mar	
  30	
  

Saturday	
  
Apr	
  1	
  

Sunday	
  	
  
Apr	
  2	
  

Monday	
  
Apr	
  3	
  

Tuesday	
  
Apr	
  4	
  	
  

Wednesday	
  
Apr	
  5	
  

External	
  
	
  

Company	
  1	
  
Team	
  

Members	
  

Company	
  2	
  
Team	
  

Members	
  

	
  
	
  

	
  
	
  

Company	
  1	
  
Sales	
  

Company	
  2	
  
Sales	
  

Earthlings meeting 
with CEO – 2:00PM 

All Hands 
with CEO  

Press & Partners:  9:00AM  
•  Talk Tracks 
•  External FAQ 

Pre-market Press Release 

Email  from CEOs to Customers 
(right after press release) 

Industry News Ad  4/10 for 
ad.   

Welcome Email from CEO (right 
after press release) 

Posted to Internal web 9:30AM: 
•  Public Company Info 
•  FAQ about Stock 
•  Social Media Policy 

Team Member FAQ 9:30AM 
 
Talking points for Leadership 
9:30AM 

Sales Message from 
Sales VP 4:00PM 

Internal Q&A 9:30AM 

Sales  Management – 9:30AM 

Sales Org – 10:30AM 

Email from VP 1:00PM 

Customer Talk Tracks 9:30AM 

Rules of Engagement for 
customer facing employees 
9:30AM 

Sales Message from 
Sales VP 4:30PM 

Tem Meeting with 
VP 2:00PM 

Rules of Engagement for customer 
facing employees 9:30AM 

** All times are CT 

Sales Org – 12:00PM 
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Integra)on	
  Plan	
  Status	
  

#	
   Focus	
  Area/Org	
  

Program	
  Establishment	
   Program	
  ExecuJon	
  

Plan	
  Owners	
  
Confirmed	
  

SMEs	
  
ID’ed	
  

Baseline	
  IntegraJon	
  Plan	
  

Plan	
  Owner	
  
Managing	
  Plan	
  

Plan	
  Owner	
  
Providing	
  Weekly	
  
Status	
  to	
  VIMO	
  

Plan	
  Owner	
  
ensuring	
  task	
  
comple)on	
  

#	
  1Hr	
  Plan-­‐
Building	
  
Working	
  
Sessions	
  

Baseline	
  
Tasks	
  

Baseline	
  %	
  
Complete	
  

Assign	
  Task	
  
Owner(s)	
  and	
  
Predecessors	
  

Define	
  Task	
  
Start/Finish/	
  

Dura)on	
  

Weekly	
  
Mee)ngs	
  
Scheduled	
  

1	
   Legal	
   2	
  

2	
   Strategy	
   2-­‐3	
  

3	
   HR	
   2	
  

4	
   Finance	
  and	
  Accoun)ng	
   3	
  

5	
   Security	
  &	
  Compliance	
   3-­‐4	
  

6	
   Infrastructure	
   3-­‐4	
  

7	
   Technology	
   2-­‐3	
  

8	
   Product	
  Development	
   2-­‐3	
  

9	
   Service	
   2-­‐3	
  

10	
   Opera)ons	
   2-­‐4	
  

11	
   Sales	
   2-­‐3	
  

12	
   Marke)ng	
  &	
  Comms	
   2-­‐3	
  

25%	
  Complete	
  

50%	
  Complete	
  

75%	
  Complete	
  

100%	
  Complete	
  Not	
  started	
  

Legend	
  

This	
  table	
  tracks	
  progress	
  toward	
  baselining,	
  execu)ng,	
  and	
  statusing	
  the	
  integra)on	
  plan	
  for	
  each	
  Focus	
  
Area:	
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VIMO	
  Phase	
  End	
  Survey	
  Ques)ons	
  
•  Goal:	
  	
  Iden)fy	
  areas	
  of	
  improvement	
  for	
  future	
  acquisi)ons.	
  
•  The	
  proposed	
  respondents	
  were	
  the	
  Integra)on	
  Team.	
  
•  Respondents	
  rated	
  the	
  en)re	
  VIMO	
  as	
  a	
  whole	
  (Client,	
  Jabian,	
  Integra)on	
  Team).	
  
•  The	
  survey	
  can	
  be	
  easily	
  implemented	
  using	
  Survey	
  Monkey.	
  

#	
   QuesJon	
   Answer	
  Format	
  

1	
   Overall,	
  how	
  would	
  you	
  rate	
  the	
  Value	
  and	
  Integra)on	
  Management	
  Office	
  (VIMO)?	
   Excellent,	
  Very	
  Good,	
  Good,	
  Fair,	
  Poor	
  

2	
   Why	
  did	
  you	
  rate	
  as	
  you	
  did?	
   Free	
  Text	
  

3	
   What	
  is	
  the	
  #1	
  aspect	
  of	
  the	
  VIMO	
  that	
  you	
  found	
  most	
  valuable?	
   Free	
  Text	
  

4	
   What	
  is	
  the	
  #1	
  aspect	
  of	
  the	
  VIMO	
  that	
  you	
  think	
  should	
  be	
  improved?	
   Free	
  Text	
  

5	
   Please	
  rate	
  the	
  VIMO	
  in	
  each	
  of	
  the	
  following	
  areas:	
  
-­‐	
  Collabora)on	
  
-­‐	
  Communica)on,	
  Visibility,	
  Transparency,	
  &	
  Statusing	
  
-­‐	
  Dashboards	
  &	
  Metrics	
  
-­‐	
  Leadership	
  &	
  Governance	
  
-­‐	
  Planning	
  &	
  Priori)za)on	
  
-­‐	
  Risk	
  &	
  Issue	
  Management	
  
-­‐	
  Tools	
  &	
  Templates	
  
Please	
  explain	
  items	
  rated	
  Good,	
  Fair,	
  or	
  Poor:	
  

Excellent	
  
Very	
  Good	
  
Good	
  
Fair	
  
Poor	
  
	
  
	
  
	
  
Free	
  Text	
  

6	
   Have	
  you	
  been	
  involved	
  with	
  previous	
  acquisi)ons	
  prior	
  to	
  the	
  u)liza)on	
  of	
  the	
  VIMO?	
   Yes,	
  No	
  

7	
   If	
  Yes,	
  what	
  is	
  the	
  #1	
  most	
  significant	
  value	
  add	
  that	
  the	
  VIMO	
  has	
  provided	
  compared	
  to	
  past	
  acquisi)ons?	
   Free	
  Text	
  

8	
   Prior	
  to	
  this	
  acquisi)on,	
  were	
  you	
  a	
  Acquirer	
  employee?	
   Yes,	
  No	
  

9	
   Do	
  you	
  have	
  any	
  other	
  comments	
  or	
  feedback?	
   Free	
  Text	
  

     

    
     
     
     
     
     
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

























    





















































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Communica)on	
  Plan	
  &	
  Roadshow	
  Tool 	
  	
  
Audience	
   Thursday	
  

Mar	
  30	
  
Friday	
  
Mar	
  30	
  

Saturday	
  
Apr	
  1	
  

Sunday	
  	
  
Apr	
  2	
  

Monday	
  
Apr	
  3	
  

Tuesday	
  
Apr	
  4	
  	
  

Wednesday	
  
Apr	
  5	
  

External	
  
	
  

Company	
  1	
  
Team	
  

Members	
  

Company	
  2	
  
Team	
  

Members	
  

	
  
	
  

	
  
	
  

Company	
  1	
  
Sales	
  

Company	
  2	
  
Sales	
  

Earthlings meeting 
with CEO – 2:00PM 

All Hands 
with CEO  

Press & Partners:  9:00AM  
•  Talk Tracks 
•  External FAQ 

Pre-market Press Release 

Email  from CEOs to Customers 
(right after press release) 

Industry News Ad  4/10 for 
ad.   

Welcome Email from CEO (right 
after press release) 

Posted to Internal web 9:30AM: 
•  Public Company Info 
•  FAQ about Stock 
•  Social Media Policy 

Team Member FAQ 9:30AM 
 
Talking points for Leadership 
9:30AM 

Sales Message from 
Sales VP 4:00PM 

Internal Q&A 9:30AM 

Sales  Management – 9:30AM 

Sales Org – 10:30AM 

Email from VP 1:00PM 

Customer Talk Tracks 9:30AM 

Rules of Engagement for 
customer facing employees 
9:30AM 

Sales Message from 
Sales VP 4:30PM 

Tem Meeting with 
VP 2:00PM 

Rules of Engagement for customer 
facing employees 9:30AM 

** All times are CT 

Sales Org – 12:00PM 
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Workstream	
  Status	
  Dashboard	
  –	
  Training	
  (Status	
  Oversign	
  &	
  Comms	
  &	
  Exec	
  Readouts)	
  

Plan	
  Area	
   This	
  Week	
  
Status	
   Comments/Issues	
  

Overall	
   •	
  
Sales	
  	
  &	
  Product	
  
Training	
   •	
  
Customer	
  Service	
   •	
   	
  

	
  
Produc)on/	
  
Implementa)on	
  
training	
  

•	
  	
  
Onboarding	
   •	
  

IntegraJon	
  Plan	
  Status	
  Detail	
  

•	

 =	
  In	
  Progress	
  (On	
  Schedule)	
   •	

 =	
  Behind	
  Schedule	
  /	
  In	
  Jeopardy	
   •	

 =	
  Delayed	
  or	
  Obstructed	
   •	

 =	
  Not	
  Started	
  (On	
  Schedule)	
   •	

 =	
  Complete	
  

Issues:	
  
•  Issue	
  1	
  …	
  

Risks:	
  
•  Risk	
  1	
  …	
  
	
  

Decisions	
  Needed:	
  
•  Decision1	
  …	
  

Tasks	
  Behind	
  Schedule:	
  
•  Task	
  1…	
  

Stakeholders	
  
Workstream	
  
Owner	
   <Name>	
  

Workstream	
  
Teams	
   <Names>	
  

Milestones	
  

•  Milestone	
  1…	
  

CULTURE ,  CHANGE MANAGEMENT,  AND COMMUNICAT IONS
Ongoing centralized decisions, risk management, and monitoring

INTEGR AT ION PL ANNING AND MANAGEMENT
Creation, oversight, and statusing of integrated workplans

Results from the Jabian annual M&A survey confirmed that not only are communications 
and culture the most critical factors for M&A success, but ironically it is also the area that 
organizations perform most poorly in, and spend the least time focusing on.  

The VIMO toolkit addresses these concerns at all levels of the 
organization through multiple communications channels. 
The toolkit includes examples of successful communications 
and strategies to achieve buy-in across an organization.

A key element to a successful M&A communication strategy 
is to facilitate communication in both directions. Conducting 
in-person dialogs, involving affected teams in the planning 

process, and listening formally through surveys and infor-
mally through open dialog is key. The VIMO toolkit draws 
upon Jabian's vast array of change management tools and  
frameworks that have been tailored to M&A.  

The VIMO Integration Planning and Management toolkit includes a workplan framework 
and associated detailed project plan as a starting point for integration planning.  

The detailed Jabian integration plan template spans over 
15 business unit areas that can be selected and configured 
to meet the specific size and needs of the integration. Each 
step of the plan creation process is tracked and reported to 
improve the accuracy and timeliness of plan creation.

The toolkit also includes detailed status report templates 
tailored for integrations for each affected business unit.  
These visual tools streamline and standardize the status 
reporting process.

For organizations performing multiple integrations, the  
toolkit is setup to be configured for the specific needs of  
the organization and greatly improve the speed of future 
integrations through standardized templates and the  
familiarity that executives develop with the tools and  
visual components of the toolkit.

AVAILABLE TOOLS: AVAILABLE TOOLS:
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CORPORATE CAPABILITY
Visual baseline framework and 
structure of corporate capabilities

PROCESS FRAMEWORK
Visual end-to-end process flow 
across an organization

VALUE AND KPI WORKSHEET
Structured visual worksheet  
for KPI planning

STRATEGIC ROAD MAPS
Executive visual road maps  
with key milestones

Strategy Sales Operations (Service & Delivery)

Strategic 
Planning

Market / 
Competitor 

Analysis

Channel 
Strategy

Supply / 
Demand 
Analysis

Innovation 
Strategy

Business Unit 
Strategy

Growth 
Strategy

IT Roadmap 
& 

Architecture

Customer 
Management

Opportunity / 
Pipeline 

Management

Order 
Management Finance

IT 
Architecture 
& Planning

IT Delivery IT Operations

Business Support

Contact 
Management

Assignment 
Management

Activity / 
Interaction 

Management

Order 
Capture

Order 
Routing

Order 
Fulfillment & 

Delivery

Order 
Maintenance

Billing

Bill View, 
Payment & 
Collections

Accounts 
Receivable

General 
Ledger

Audit & 
Controls

Budgeting & 
Forecasting

Opportunity / 
Pipeline 

Management

Prospect 
Management

Proposal 
Management

Retention / 
Renewal 

Management

Sales 
Forecasting

Quality 
Assurance

Customer 
Service & 
Support

Knowledge 
Management

Fraud 
Management

Service 
Performance 

Metrics

Service 
Request 

Management

Notification / 
Alert/Advisory 
Management

Finance 
Metrics / 

Reporting

Demand / 
Capacity 

Management

Delivery 
Planning

Delivery 
Management

IT Standards 
& Tools

Delivery 
Execution

Quality 
Management

Change /
Configuration 
Management

Ongoing 
Maintenance

Network 
Support

Hardware 
Support & 
Upgrades

Software 
Support & 
Upgrades

Telephony & 
Mobility 
Support

Monitoring & 
Alerts

Security 
Management

Fallout 
Management

Customer 
Performance 
Management

Service 
Delivery & 

Management

Customer 
View / Insight

Customer 
Satisfaction 

Management

Task 
Management

Account 
Management

Product

Product 
Strategy

Product 
Strategy & 
Planning

Pricing 
Strategy

Promotion & 
Discount 
Strategy

Product 
Development

Marketing

Marketing & Advertising

Advertising 
Strategy & 

Plan

Marketing 
Analytics

Campaign 
Management

Customer 
Segmentation 

Strategy

Governance Risk 
Management

Corporate 
Strategy

TargetingProfitability 
Analysis

Customer 
Segmentation

Customer 
Experience

Marketing 
Effectiveness

Sales 
Effectiveness 

Strategy

Business Intelligence, Analytics, and Reporting

Leadership

Brand 
Management

Merger & 
Acquisition 

Management

R&D

Portfolio 
Management

Product 
Roadmap

Quality 
Assurance & 
Management

Incident 
Management

Product 
Lifecycle 

Management

Customer 
Value 

Management

Customer 
Relationship 
Management

Customer 
Account 

Management

Customer 
Satisfaction 

Management

Customer 
Needs 

Analysis

Market 
Analysis

Competitor 
Analysis

Proactive 
Service

Performance 
Management

Partner 
Strategy

Cross-sell 
Up-sell 

Strategy

Customer 
Retention 
Strategy

Asset 
Management

Divestiture 
Management

Intellectual 
Property 

Management

Business 
Incubation

Outsource 
Strategy

Tax Strategy

Investment 
Strategy

Supply & 
Demand 

Management

Supply Chain 
Strategy & 

Management

Vendor 
Management

Supplier 
Management

Public 
Relations

Media 
Management

Margin 
Analysis

Lead 
Generation & 
Management

Cost to Serve 
Analysis

Alternate 
Channel 
Strategy

Skills Based 
Routing

Credit 
Management

Lease 
Management

Installation & 
Delivery 

Managment

Provisioning 
Management

IT Portfolio 
Management

Telecom 
Management

Desktop 
Management

Security 
Strategy

IT 
Governance

IT Strategy & 
Alignment

IT 
Management

Work Entry

Prioritization 
& Allocation

Performance 
Management

Risk 
Management

Estimation

Scope 
Management

Vendor 
Management

Program / 
Project 

Management

Release 
Planning & 

Management

Change 
Management

Systems 
Analysis

Design

Construction

Testing

Deployment

Support

Infrastructure 
Management

Real Estate Legal

Facility 
Management

Facility 
Design

Facility 
Contracting

Facility 
Maintenance

Disaster 
Recovery & 

Backup

Business 
Continuity 
Planning

Federal 
Incentive 
Strategy

Procurement

Procurement 
Management

Vendor 
Strategy

OnDemand 
Strategy

Go-To-Market 
Plan

Accounting

Debt & Equity 
Management

Audit, 
Compliance, 
& Controls

Financial Risk 
Management

Prototyping, 
Piloting, and 

Testing

Supply Chain

Merchandisin
g

Assortment 
Planning

Forecasting / 
Demand 
Planning

Allocation & 
Replenishme

nt

Item 
Management

Sourcing

Sourcing 
Strategy

Procurement 
Processes

Spend 
Management

Inbound 
Logistics

Product Flow

Inbound 
Transportatio

n 
Optimization

Import & 
Domestic 

Transportatio
n

Distribution

Distribution 
Center 

Planning

Distribution 
Center 

Operations

Process 
Improvement

Outbound 
Logistics

Shipping 
Strategy

Outbound 
Transportatio

n 
Optimization

Import & 
Domestic 

Transportatio
n

Customer 
Interface

Retail Store 
Planning

Retail Store 
Service 
Levels

Retail Store 
Operations

Direct To 
Consumer

Inventory 
Management

Self Service 
Strategy

Expense vs 
Capitalization 
Management

Corporate 
Governance

Board of 
Directors 

Management

Shareholder 
Management

Corporate 
Communicati

ons

Ethics 
Management

Compliance

Regulatory 
Controls

Corporate 
Culture 

Development

Operational 
Excellence

Benchmarkin
g

Continuous 
Improvement

Process 
Engineering

Collaboration

Quality 
Management

Business 
Intelligence

Lobbying

Market 
Research

Competitor 
Analysis

Engineering

Marketing 
Strategy & 

Plan

Sales 
Strategy & 

Plan

Sales 
Methodology

Salesforce 
Management

Manufacturin
g 

Management

Manufacturin
g / Service 

Delivery

Time 
Tracking

Puchasing

Market 
Insight

Portfolio, 
Program, & 
Project Mgt

Information 
Management

Vendor 
Management

Service 
Management

Shared 
Services 
Strategy

Enterprise 
Architecture

IT Cost 
Management

Infrastructure 
Planning & 

Management

Risk 
Management 

Planning

Operational 
Risk 

Management

Security Risk 
Management

Materials 
Management

Manufacturin
g 

Management

Product 
Development 
/ Management

Creative 
Design

Sales 
Management

Sales 
Channel 
Strategy

Sales 
Incentive 
Strategy

Supply Chain 
Strategy

Culture of 
Quality

Production

Jabian Corporate Capability Model – Current vs Desired
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Production 
Scheduling

Facility 
Scheduling

Litigation

Contracts

Negotiation

Risk Analysis

Shared 
Services 

Management

Business 
Analysis

Investment 
Strategy

Corporate 
Prioritization

Technology Support

Drive the Business Support the Business

= Current Capability Meets Needs

= Current Capability Requires Enhancement

Legend

= Desired New Capability

= Capability Does Not Exist

Human 
Capital

Culture

Incentive 
Alignment

Recruiting

Selection and 
Hiring

Organization 
Design

Demand/
Capacity 

Management

Sourcing

Performance 
Management

Learning and 
Development

Succession 
Planning

Team 
Building

Collaboration/
Knowledge 

Management

Retention

Policy 
Management

Employee 
Relations

Regulatory 
Compliance

Ethics

Diversity

Employee Sat 
and 

Engagement

Leadership 
Development

Compens-
ation

Benefits

Rewards and 
Recognition

Orientation 
and 

Onboarding

Personnel 
Admin

Benefits 
Admin

Payroll

= Current Capability Requires Enhancement

Sample Strategic Roadmap

Improved order quality 
by reducing errors on 

customer orders.

Future State VisionNear-Term Mid-Term Long-Term

Design new 
organization to 

support new 
product X

Implement 
technology solution 

Y

Eliminate 
bottleneck in 

Process A

Establish 
ownership and 

accountability in 
process A

Goal 1

Goal 3

Goal 4

Goal 2

Implement 
technology solution 

Z

Business 
requirements for 

technology solution 
Y

Improve interface 
to the Business

Improve 
integration and 

adoption of 
support tools

Implement 
technology solution 

A

Define role 
description for new 

position C

Redesign Process 
for functional area 

W

Improve 
communications 
Process between 

Group A and Group B

Develop metrics 
and KPIs Business 

requirements for 
technology solution 

A

Document process

People

Process

Technology

Leadership

Key

Corporate Value

Increase Revenue

Increase Operating 
Margin / Decrease Cost

Increase Asset 
Efficiency

Increase Volume

Strengthen Price

Acquire New Customers

Retain Existing Customers

Grow Existing Customers

Offer New Products / Services

Offer Better Products / Services

Leverage Existing Income 
Generating Assets

Manage Supply / Demand

Optimize Prices

Increase Shared 
Service / Back Office 

Efficiency

IT

Telecom / Networking

Real Estate

Human Resources

Procurement

Finance & Tax

Risk Management

Legal

Strategic Planning

CONFIDENTIAL

Value Driver and KPI Worksheet
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Increase Management 
Efficiency

Governance & Prioritization

Work Entry

Demand Management

Value Actions Measures

Program / Project Delivery

Performance Management

Partnerships & Collaboration

Strategic Acquisition

Strategic Merger

Real Estate & Infrastructure

Improve Product

Product Strategy & Planning

Product Research & Development

Product Management

Engineering

Improve Marketing & 
Advertising

Marketing Strategy & Execution

Advertising Strategy & Execution

Improve Sales

Sales Management

Customer/Account Management

Opportunity Pipeline Management

Improve the Supply 
Chain

Supply Chain Strategy & 
Management

Merchandising

Sourcing

Inbound Logistics

Distribution

Outbound Logistics

Customer Interface

Improve Service & 
Delivery

Operational Excellence

Order Management

Production

Service Delivery & Management

Customer Service & Support

Billing & Collections

Improve Property, 
Plant, & Equipment 

Efficiency
Equipment & Systems

Divestiture

Finished Goods

Improve Inventory 
Efficiency Work in Process

Raw Materials

Accounts, Notes, & Interest 
ReceivableImprove Payables & 

Receivables Efficiency Accounts, Notes, & Interest 
Payable

Voice of the Economy
GDP

Inflation Rate

Interest Rates

Employment

Confidence

Cost of Capital

...

Voice of the Market
Market Share %

Flow Share

...

External Benchmarks (JD 
Powers)

Return on Marketing 
Investment

Average Handle Time

Voice of the Process

Average Cost Per Call

Contact Center

MTTR

Supply Chain

First-call Resolution Rate

Average Abandonment Rate

MTBF

Breakage %

% of Backorder

Cash to cash cycle time 

Sell-Through %

Service Delivery

Agent Utilization

Average hold time of calls

Average number of calls / 
service request per handler 

Answered calls per hour 

Contact frequency Average Speed to Answer 

Customer order cycle time 

Perfect Order Fulfi llment 

On Time Ship Rate

Variance to be Expected / 
Planned

...

Defect Rate

...

...

Voice of the Business
Finance and Accounting

Return on Invested Capital Internal Rate of Return

People
Employee Util ization

...

Workforce Capacity

Revenue Growth Profit Margin

Employee Satisfaction

Voice of the Employee

Employee Churn

Average Tenure

% of new hire retention 

Workforce Motivation / 
Engagement

# of training hours per 
employee

...

Customer Satisfaction

Voice of the Customer

Abandonment Rate

Customer Churn

Share of Wallet

Return Rate

Average Spend per 
Customer

% of dormant customers 

Customer Complaint Ratio 

New Customer Retention 
Rate 

...

...

...

Business Processes Framework

Copyright © 2011 - Jabian, LLC - Confidential - Do Not Distribute

 Billing / Collections

 Service Delivery

 Customer Service

 Business Support  IT Support  Key
Process Segment

No Impacts or Issues

Minor Impacts or Issues

Major Impacts or Issues

Prospect to Customer

Order to Activation

Customer Initiated – Care

Customer Initiated – Tech support

...

Business Support Functions

Self Service

IT Support Functions

Lead Generation

 Customer Contact

 ...  ...
...

 Supply Chain
...

...

 ...

...

 ...

Billing Customer Collections Billing Research

 Lead 
Management

...

 Qualification  Quote  Service Order 
Contract

Paperwork 
Validation

 Validate Customer 
Info to Sales Order 
Contract

 Order Verification  Service Order  ...  ...

Account Setup

 ...

 Billing  Invoicing  A/R Reporting

Legal

 Customer Contracts
 ILEC Contracts

Real Estate HR Procurement Finance

 Qualify Lead
 Rep Routing

 Product 
Qualification

 Capture Package
 Capture Additional 

Products
 Generate Quote

 Create Service 
Order Contract

 Mgr Verification

 ...  ...  ...

 Submit / Receive 
Authorization

 Generate Service 
Orders

 Generate 3rd Party 
Requests

 Coordinate Dates

 ...  ...  ...  ...  ...

Reporting Training / 
KX

 Commissions 
Reports 

 Key 
messages

 Value 
Calculations

 ...  ...  ...  ...

Identify 
Delinquent 
Accounts 

 ...

 ...  ...  ...

 ...  ...  ...

...

 ...

Customer 
Contact

 ...

 Billing Research  Billing Resolution Reporting

 ...  ...  ...

...

 ...

 ...  ... ...

 ...  ...

 ...

 Troubleshoot 
Tech Tier 1  Troubleshoot 

Tech Tier 2  ...  ...

 ...  ...  ...  ...

Trouble Classification 
and Routing

 ...

...

 ...

 ...

...

 ...

 ...  ...  

 ...  ...  ...

..

 ...

 ...  ...  ...

 ...  ...  ...

Product 
Configuration

 Product 
Configuration

Self Trouble 
Ticket 

Submission
 Customer Trouble 

Ticket Submission

...

 ...

 Facilities 
Management

 Workforce 
Management

 Procurement 
Management

 Vendor Management

 General Ledger
 Budgeting & 

Forecasting
 Accounting

IT Governance

 IT Strategy & 
Alignment

 Prioritization & 
Allocation

 Performance Mgmt

IT Management IT Architecture 
and Planning IT Delivery IT Operations

 Work Entry
 Estimation
 Scope Management
 Program / Project 

Management

 IT Roadmap and 
Architecture

 IT Standards & Tools
 IT Security

 Delivery Planning
 Delivery 

Management
 Delivery Execution

 Ongoing 
Maintenance

 Network Support

 ...

 ...

...

 ...

...

 ...

...

...

 ...

 ...  ... ...

 ...  ...  ...

...

 ...

 

 ...

Customer Request 
Determination  Fulfill Request 

Care Tier 1  Process Request 
Care Tier 2 Reporting

 ...  ...  ...

 Product
Product Definition and Launch

Define Product  Launch Product

 Define Product 
Compatibility

 Define Product 
Business Rules

 Define Go-to-
Market Strategy

 Discontinue 
Product

 Discontinue 
Product

Reporting

 Define Product 
KPIs

 Track / Measure 
Product KPIs

 Marketing / Advertising
Campaign Definition and Launch

Define Campaign  Launch 
Campaign

 Create Collateral
 Customer 

Segmentation
 Target Customer

 Define Marketing 
Strategy

 Discontinue 
Campaign

 Discontinue 
Campaign

Reporting

 Define Campaign 
KPIs

 Track / Measure 
Campaign KPIs

Sales  

Sales Management

Sales Strategy Opportunity 
Management

 Sales Strategy and 
Approach

 Opportunity and 
Pipeline 
Management

Reporting

 Sales Forecasting 
Reports

...

Commissions

Billing Training

...

...

...

...

 ...

AVAILABLE TOOLS:

VIMO Integration Responsibility	 Client 	 Jabian

Lead the execution of integration tasks	 	 Support

Build and maintain integration plans	 	

Deliver program communications	 	

Provide leading practices and insights from other integrations		

Execution of integration tasks	 	

Draft status and other program communications	 	

Conduct background analysis to aid efficient decision making	 	

Provide a repeatable consistent cadence for structure, accountability, and visibility		

Conduct process improvement, data analysis, benchmarking, 	 	  
and competitor/pricing/industry studies

Provide an objective third-party perspective on issues and risks		

Train internal resources on VIMO and transition responsibility		

Key decision making and strategy setting	 	 Support

The partnership between Jabian and our clients is critical to a successful VIMO engagement 
and can be customized to fit the needs of the organization. At Jabian, we pride ourselves 
on teaming with our clients to help them think strategically and act practically. We are not 
afraid to get our hands dirty and do whatever it takes for our clients' success.

PRODUCT INNOVATION  
FRAMEWORK
Visual product framework for as-
sessing, planning, and innovating

TALENT LIFECYCLE FRAMEWORK
Visual Talent / HR lifecycle  
framework

BI FRAMEWORK AND ANALYSIS
Visual BI, data, and analytics 
framework and data analysis 
services

CUSTOMER PERSONAS
Visual customer persona  
dashboard

The Product Innovation Wheel

BY BRIAN BETKOWSKI

Standing on the leading edge of product innovation can make for an exhilarating career.  

But, at times it can feel like a pendulum swinging back and forth, back and forth.  

One day, there may be too many ideas with too little time to properly vet them,  

while the next day, there are too few ideas with too little time to dream them up. 

Regardless of the day, many product executives would 
describe balancing their company’s appetite and 
timeline for investment with their portfolio of  
innovative ideas as a constant battle.

As they say, time waits for no one. So, as product 
teams work diligently to keep up with rapidly 
changing industry trends and innovate based on 

both the explicit and implicit needs of their  
customers, the pressure of quarterly returns and 
blockbuster ideas never ceases. The Product 
Innovation Wheel TM has been proven to help  
catalog and visually link product ideas directly  
to corporate strategy, effectively providing early  
stage vetting of ideas. 

The Product Innovation Wheel TM is a visual tool 
developed to categorize ideas so that they can be 
closely aligned to the investment required to produce 
them, as well as subsequent expected return on 
investment (ROI) from them. As ideas are generated 
in real time they are placed in one of the segments of 
the wheel to be filtered and later analyzed, without 
stifling the creativity of the innovators as they ideate. 

Then, over time, as the corporate investment appetite 
or overall strategy changes, different ideas can be 
retrieved for consideration. 

Alternatively, there may be times when focused 
innovation is required to develop ideas in one of the 

segments based on business need. In those cases, 
sections of the wheel can be “grayed out” to help 
focus the teams brainstorming for better results. 

Another benefit of the wheel is that it clearly 
identifies the correlation of the product idea to the 
target customer type. This enables marketing and 
other business units to begin to understand the 
depth of their role when pursuing an idea in a 
particular area of the wheel. For example, products 
aligned to “New Customers” implies the need for due 
diligence to identify and understand their needs to 
properly vet an idea. 

Starting from 6 o’clock with ENHANCE and 
moving clockwise, the wheel works like this:

ENHANCE
Enhancing existing products can deepen customer relationships, 
generate new customers, and is often the fastest and lowest 
cost method to innovate. Often simply looking across industry 
verticals can provide additional revenue streams with minimal 
product changes. This category can yield marginal returns 
depending on the current lifecycle phase of the product.

EXPAND
Expanding into new, but related product areas can also deepen 
customer relationships, generate new customers, and can hedge 
against market fluctuations. There is usually more time and 
investment required but doesn’t require a full retooling of the team.

EVOLVE
Evolving into new product areas is the sexy side of product 
innovation. Most often this is more complex and requires  
more resources. Build vs Buy vs Partner discussions are more 
prevalent as well as insight into the competitive landscape. Be 
wary of the “Shiny Object Syndrome” which can cause a team to 
take their eye off the ball and neglect the core of the business. 

TRANSFORM
Transforming the business is not for the faint of heart. Ideas  
in this category can be out of necessity or as part of the core 
business plan but should be treated with great care. Ideas  
here are ripe for spinoff companies if executed correctly. 

LEVERAGE
Leveraging current assets is often an overlooked product 
strategy. These are most commonly manifested as the 
monetization of data but can also take the shape of  
outsourcing or the creation of a shared service. 

JABIAN PRODUCT INNOVATION WHEEL TM

Provide Other
Related Products/

Services to Existing 
Customers

Provide 
Other Related

Products/Services 
to New 

Customers

Enhance Existing 
Products/Services 

for New
Customers

Shift the
Model

Provide
Other Non-Related 

Products/Services to 
New Customers

Provide Other
Non-Related

Products/Services 
to Existing 
Customers

BUILD
BUY

PARTNER

Monetize 
Assets

Enhance
Existing 

Products/Services 
for Existing 
Customers
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Enterprise	
  Business	
  Intelligence	
  &	
  Data	
  Capability	
  Framework	
  

BI / Data 
Strategy 

To better execute our strategies, what 
business decisions, insights, and 
predictions can we make from data?  How do 
they align to our business processes?  What 
types of data do we need access to? 

BI / Data 
Governance 

How will we be good stewards of our data (to 
protect and serve)? 

Technical  
BI / Data 

Architecture 

How and where will we capture and 
store our data? What technologies 
will we adopt? 

Functional  
BI / Data 

Architecture 

How will we define and translate 
data consistently across 
applications and business units 
(single source of the truth)? 

BI / Data 
Management 

How will we monitor and 
validate our data to ensure data 
quality?  How will we secure our 
data? 

BI / Data 
Consumption 

How will we communicate, present, 
and access our data in a meaningful 
and useful manner (Reports and 
Dashboards)? 

Business	
  Intelligence	
  is	
  the	
  transformaEon	
  of	
  data	
  into	
  
knowledge	
  to	
  enable	
  businesses	
  to	
  set	
  strategies,	
  gain	
  
insights,	
  predict	
  trends,	
  make	
  decisions,	
  and	
  drive	
  
ac2ons	
  to	
  achieve	
  results.	
  

What are our corporate objectives and what 
is the plan to achieve them? 

Corporate 
Strategy 

How will we manage the data 
and BI elements of each 
project? 

BI / Data Project Delivery 

Operational 
Strategy 

How should we organize and manage our people, 
processes, and technologies to execute our 
corporate strategy? 

Analytics 

What trends and correlations can we 
uncover and predict with data?  What 
experiments can we perform to confirm 
hypotheses? 

BUSINE S S DOMAIN S TR ATEGIC AND OPER AT IONAL PL ANNING
Translation of overall integration direction into actionable strategic and operational plans for each business unit. 

Data analysis, process engineering, benchmarking, and competitor/pricing/industry studies

Integrations can be great opportunities to define (or redefine) key processes and  
capabilities of the organization or strategies in areas such as product, marketing,  
sales, IT, and human capital. 

They can also be opportunities to dig deeper into the data 
to learn more about customers, competitors, pricing, etc. 
The VIMO toolkit leverages frameworks and methodologies 
from many of Jabian’s other service offerings to facilitate fast 
progress in these areas.

VIMO PARTNERSHIP: 
ROLES AND RESPONSIBILITIES
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THE ANNUAL JABIAN M&A INDUSTRY SURVEY

Jabian conducted a survey of 159 North American M&A professionals seeking to  
understand best practices utilized during the M&A process. The goal was to see  
whether the best practices help to ensure success in achieving the benefits promised  
to shareholders by avoiding the Jabian-identified value-draining traps companies  
consistently fall into during the M&A rollercoaster. Here is what we found:

M&A executives say culture – far more than other factors – is most important to an integration team working to combine two organizations.

Executives say their organizations are seeking ...

The top two drivers for M&A activities over  
the next three years:

When asked to rank the types of mergers or  
acquisitions that proved to be the hardest to obtain 
value from, the following deals topped the list:

1.	Accessing new product offerings

2. 	Acquiring efficient business processes

3. 	Adding technology capabilities

4. 	Reaching new customer segments

5. 	Attaining economies of scale

When asked to evaluate performance of the industry as a whole – and their  
own company – on key M&A factors, everyone claims to outrank the average, 
suggesting that perhaps no one is getting it just right.

Which departments get the most scrutiny during due diligence and which the least? Here's how M&A pros rank each department.

CULTURE IS KING

WHAT'S AHEAD FOR M&A? EVERYONE IS ABOVE AVERAGE

UNDER THE M&A MICROSCOPE

Culture Operations Markets Addressed Brand Promise Speed of Integration Centralization

 Very important          Somewhat important          Not very important          Not at all important

81%

14%

5%

LEAST MOST

4%

9% 12% 14%

33%

2% 1% 3% 4%

54%

45%

16%

3%

30%

52%

52%

46%

32%

12%

3% 13%

42%

66%

63%

27%

12%

1%

1%

6%

24%

63%

63%

32%

19%

2% 3%

18%

66%

56%

23%

23%

4%

1%

7%

20%

61%

49%

35%

19%

4%

32%

51%

46%

35%

23%

4%

8%

10%

23%

28%

48%

61%

35%

8% 3%

17%

49%

52%

37%

31%

11%

3%

3%

14%

51%

3.0  �HUMAN  
RESOURCES

3.7  �PRODUCT RESEARCH  
AND DEVELOPMENT

4.2  �LEGAL

5.3  �LEGAL 6.3  �FINANCE

4.7  �SALES AND  
MARKETING 5.4  �OPERATIONS

3.4  �INFORMATION  
TECHNOLOGY

45%
38% 35% 34%

10%

53%49%52%51%

1 8

45% are looking for  
smaller strategic deals

47% are looking to enter 
new markets

18% are looking for major 
transformative deals

36% are looking to increase 
market share

Everyone else

Our company

Everyone else

Our company

Everyone else

Our company

Everyone else

Our company

Everyone else

Our company

Everyone else

Our company

Everyone else

Our company

Everyone else

Our company

Everyone else

Our company

ROI

DUE DILIGENCE

CULTURAL INTEGRATION

UNDERSTANDING OF TARGET COMPANY

LEVERAGING OUTSIDE EXPERIENCE

FACILITY PLANNING

PLANNING

IMPLEMENTATION/INTEGRATION

HR PLANNING

Not at all well Somewhat wellNot very well Very well
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4.9  
Setting or implementing 

business strategy

4.3  
Improving operational 

excellence

3.8  
Enhancing the 

customer 
experience

2.8  
Leveraging 
technology

2.7  
Improving  

people 
management

THE 11 M&A VALUE DRAINS KNOWLEDGE IS POWER

GETTING A PASSING GRADE?

CORPORATE IMPERATIVES

Poor communications Unclear expectations

No clear definition 
of  success

Deadlines of  
doing the deal

Operational team assumes 
integration without a 
repeatable process

Pressure to find the deal

Focus on accomplishing 
tasks not value

Loss of  executive focus

‘Deal team’ vanishes

Unforeseen surprises 
not uncovered in due 
diligence

Emotional attachment 
to the deal 

© 2014 Jabian, LLC

Nearly all (93%) of surveyed M&A professionals agreed that 60% or fewer of U.S. mergers or acquisitions returned a positive value during  
the past five years. How likely is it that these failures are attributed to one or more value-draining traps:

Only 60% of M&A professionals say they have an effective, formalized  
transition process between their due diligence team and integration team,  
and virtually the same number (63 percent) rate the transition process  
between the two teams as effective.

M&A executives gave themselves passing, but not stellar grades on the financial 
performance of their most recent merger or acquisition.

Those acquiring Those acquired

Here's how often respondents say different types of information are shared: Most Imperative

Least Imperative

STRATEGY, OPERATIONS, AND CUSTOMERS

Mapping the importance of corporate imperatives 
over the next 12 months was fairly straightforward 
for this group of executives:

 Very likely         Somewhat likely          Not very likely        Not at all likely

 Very often         Somewhat often          Rarely       Never

Reason for buying

55% 36% 9%

Critical success factors

42% 42% 16%

Risk and mitigation plans

33% 41% 26%

Valuation assumptions

26% 38% 35%

Decision-making framework

11% 44% 43% 2%

1%
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About Jabian

Jabian Consulting is a strategic management and technology consulting firm with  
an integrated approach to creating and implementing strategies, enhancing business 
processes, developing human capital, and better aligning technology—ultimately  
helping clients become more competitive and profitable. Jabian blends functional  
expertise, industry knowledge, and senior experience to think strategically and act 
practically. It’s a Strategy that Works.®

For more information, visit www.jabian.com.


