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Agenda

* Why change fails to stick

* Bringing your people along on the journey
* How we get there

* The results

e Key takeaways

* Kickstarter for making your change stick
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Why Change Fails to Stick

We plan for the launch—but not the adoption

Prepare Manage
Y Di Configuration Iterations Go Live
2 iscovery B : :
e Number of iterations varies based on scope of project Launch
(a
(%]
2 Project i
£ Welcome 5 Use Case Design Configuration  |ntegration  Training Rollout Becutive o coout
S
= Kickoff . Review
5 Alignment
<
Process Run Office
Discovery \ End to End Review } Process Hours

Organizational Change Management

* Tools over people * Launch...then move on
* Talk > action * Leaders not aligned
* Vague ‘why’ * No reinforcement

* No clear behavior shift * No buy-in. No adoption

Let Rego be your guide. regoUniversity2026



Thinking with the End in Mind

We plan for adoption—not just the launch

Prepare Manage Sustain
Y Discover Configuration Iterations Go Live Adoption
2 y Number of iterations varies based on scope of project Launch Embed and Uplift
o
é | Project Use Case Desi Configlirati Int ti T Rollout Executive Closeout C;?::: 2 Feedback Benefits
- We come 0 eS[gn onriguration n egra Ion l'aining oliou q 0seo Measurement
% Kickoff Alignment Review Engagement loops 4
<

Training
P-rocess \ } Run Office Feedback/ Refresher Impact
Discovery End to End Review Process Hours Concerns Needs Measurement

Assessment

Office Hours § Recognize & Training

Show & Tell Celebrate Refreshers
Q&A

Organizational Change Management

Q Reinforcement mechanisms in place to sustain and scale the change

Let Rego be your guide. regoUniverSity2026



Adoption requires engaging Hearts and Minds

Adoption is emotional, not just logical

(L
@, Change doesn’t stick until it feels real o

Mind S Heart
“the mind understands” “the heart commits”
v' Business case —->Why it matters, and why now
Y Plan —>What it means for me
v Data —>Feeling heard
v’ Logic

—>Trust to move forward

Let Rego be your guide. regoUniverSi’[y2026



Bringing your people along
on the journey
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People are the Engine of Change

Research and our own experience shows that we need to equip our leaders and proactively involve our
people to be successful in our change efforts.

Handling Change Successful change is Leaders play
Matters about involving People a key role

Nearly all organizations PROSCI showed that when In 2023 more than 75% of
(99%) have undergone a people are part of a well- employees have placed
major enterprise-wide managed change process, increased importance on
change in the last three they're more engaged, with leader support, while many
years)with-onlyonein three Bl EWSWA T EN il IR ILEN (73%) are not equipped to

initiatives being successful. to meet objectives. lead change. Gartner 2023
Gartner (2019) Prosci (2023)

33% 7X 73%

Change fatigue has increased Organizations who proactively More than half of

massively, with the volume and involve their people will decrease transformation value ~55% is
pace of change being levels of change fatigue and lost during implementation,
overwhelming, and with higher attrition rates. And it will increase making execution and adoption

attrition rates. their chance of change success. the primary drivers of ROI.
Gartner (2022) Gartner 2022 McKinsey 2021

Let Rego be your guide. regoUniverSity2026



https://www.prosci.com/blog/the-correlation-between-change-management-and-project-success
https://www.prosci.com/blog/the-correlation-between-change-management-and-project-success
https://www.gartner.com/en/human-resources/trends/3-change-conversations-every-ceo-must-have-with-the-head-of-hr
https://www.gartner.com/en/articles/this-new-strategy-could-be-your-ticket-to-change-management-success
https://www.gartner.com/en/articles/this-new-strategy-could-be-your-ticket-to-change-management-success
https://www.gartner.com/en/articles/where-hr-will-focus-in-2024
https://www.mckinsey.com/capabilities/people-and-organizational-performance/our-insights/successful-transformations?utm_source=chatgpt.com

Organizations don’t change...people do!

Create commitment with leaders, middle management, and employees.

When you want to change an

organization, you need to focus
To embed the behavior change leading to realization of the benefits on people.

To drive the adoption of new ways of working by people

Note: important to have Ownership
-+ leaders actively supporting the / Only when people fu"y adopt
change first the intended new ways of
Commitment working you will achieve the

desired outcomes and business
benefits. This involves changing

Continuous people
their behaviors by helping
Understanding them move up the
4= _

Level of engagement

A Limited people commitment curve, and not
engagement just by e.g., bringing a new
confusion NEEENE - system, process or
ASESREE TSl Elig organizational structure to life
Decision not to support implementation g .

implementation

Time

>

Let Rego be your guide. regoUniverSity2026



Organizations don’t change...people do!

Create commitment with leaders, middle management, and employees.

To drive the adoption of new ways of working by people

To embed the behavior change leading to realization of the benefits In order to do that, a robust
focus on the people side of
Note: important to have Ownership change (i.e., Change
4 leaders actively supporting the / Mana ement) is needed with:
change first g :
Commitment
* Executive Leaders actively
g | supporting the change
Conti :
£ eﬁga;neurggitpeo'oe * Implementers making the
& Understanding change real in day-to-day
c Awareness : :
interactions
qq_) A Limited people . p le Lead helpi hei
o —h— engagement eople Leaders helping their
% Confusion Negative team to transition to a new
— perception Change aborteC! after Way Of Working
Decision not to support implementation
implementation
Time >

Let Rego be your guide. regoUniverSity2026



The Three Drivers of Lasting Change

These drivers will help you determine how to change behaviors and how to analyze where existing

behavior is coming from.
, How it works together
Behavior
Capability without motivation

People can do it, but won’t
To what extent are people

m o Motivation without opportunity
empowered to change — pe@pliE Tl o enzize o Opportunity without capability

People want to, but can’t
through their social and —tratlolrllally a”‘?' 4 People try, but fail
physical environment emotionally energize

Capability

To what extent are
people able to change —
having the right skills and
knowledge

To what extent are

COM-B Model by Michie et al. (2011)

Let Rego be your guide. regoUniversity2026



Create the Environment for Commitment

True transformation is about changing how people think, work, and connect. Real change happens when
individuals embrace new behaviors, moving up the commitment curve to fully align with a shared vision.

ACHIEVING THIS REQUIRES:

INTERNALIZATION Ownership . . .
\ v Active Leadership — Setting the tone
INSTITUTIONALIZATION ( X d I d . b |
Behavior
oorTion Behovi and leading by example
EXPERIMENTATION Tip.pi ne > . .
point v Empowered Implementers — Bringing

Capability

ACCEPTANCE Readiness Building change to life through daily actions

toact >
UNDERSTANDING /
Cascaded

r Individuals can 5
AWARENESS Noise Enrollment
move up, down or

off the curve at any Bt
point in the

transformation
CONTACT Change

Communication

WITHDRAWAL, DECISION NOT TO SUPPORT Change isn't jUSt abOUt neW processes

AVOIDANCE DISINTEREST ~ NEGATIVE IMPLEMENTATION

PERCEPTION, or tools —it’s about inspiring people to

UNDERMINING CHANGE ABORTED AFTER

SABOTAGE P LEMENTATION think differently and try out new things.

v Engaged People Leaders — Guiding
teams through transition, fostering
alignment and resilience

Support for the Change

v

Time

An engagement plan will drive
commitment of impacted populations

Let Rego be your guide. regoUﬂiverSi’[y2026



Engagement Builds Commitment Over Time

What People Experience

First awareness that - Realize change may affect -+ Beginningto grasp what - Believe the change - Beginto trythe change - Change becomes part of daily
change is coming them change means for them has value - Early behavior change start work

Limited details « Stillunclear on specifics < Weighing pros/cons « Willing to try - Testing waters + Behavior continues to shift
No behavior change + Behavior unchanged « Able to evaluate how «  Still mostly theoretical - Testing impact over time

the change affects them
personally and begin
weighing its value

Focus on these elements to move populations up the commitment curve

Share the "why" behind < Communicate a clear « Provide role-specific - Enable private - Support with resources & ° Runreadiness checks, offer
the change (case for picture of what’s impacts conversations (e.g., tools help desk support
ch.ange, vision, guiding changing Host Q&A sessions, small ~ Manager 1:1s, Use pilots or trial groups * Continue weekly updates &
principles) Use consistent group discussions roundtables) . feedback loops

o _ _ _ Recognize early adopters
Keep it simple and high- messaging via Share success stories or Address concerns and Celebrate progress
level leadership, comms, or demos reinforce benefits

intranet

CONTACT UNDERSTANDING ACCEPTANCE EXPERIMENTATION ADOPTION

Let Rego be your guide. regoUniverSi’[y2026




Change is an Emotional Journey

It often is the transition, not the change itself, that people resist Personal transition

The change curve describes the personal,
emotionally-driven process individuals experience

in moving from the current state to a new way of
[ 4

| |

I I , .
o : |~ It can be distinguished by 3 phases:
E | stability : g
Q_ .
o : : : : » Time ° Breakingwith past —Separate from a reality with
= Shock l Dialog & which they had comfort to be able to move
c | o . .
2 Denial forward. This rarely happens without some
o .

Anger/ bl resistance.

2

* Middle ground - This is the difficult stretch
between leaving the old way behind and not yet

seeing the new one clearly. During this period,
Fresh start
people often feel exposed and unsettled.

Breaking with past Middle ground
* Fresh start — We may pause or step back, but we

Change Curve by Dr. Elisabeth Kiibler-Ross (Routledge, 1969). Used with permission. begin tO face and engage W|th the future State
and the new ways of working. Often nervously,

we begin to find our way forward.
regoUniversity2026
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Key Change Management Activities

End-State Driven

Executive alignment, sponsorship, and visible Change champion network enablement

leadership Resistance management and feedback loops

Strategic communications and stakeholder

Performance metrics and adoption tracking
engagement

. . . Reinforcement mechanisms
Role-based training and capability building

_ _ Coaching and leadership enablement
Change impact assessment and readiness

planning Sustainment and continuous improvement

_ , planning
Stakeholder mapping and influence strategy

Culture and mindset alignment

Let Rego be your guide. regoUniverSi’[y2026



Planning with the End in Mind
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Prepare

FEB

KEY PROJECT
MILESTONES

CHANGE
STRATEGY

Plan
STAKEHOLDER

MANAGEMENT Stake holder Engagement
Strategy
Approach

COMMUNICATION
& ENGAGEMENT

Sterring
Committee

Kick-off

CHANGE IMPACT
& READINESS

CHANGE Define
NETWORK U
Network

TRAINING

Training
Strateg

SUSTAINABILITY

Comms Define Key
Plan Messages & Toolkit

Sterring
Committee

wr__

Full Rollout Golive

Change Management
Sponsorship & Stakeholder Identification

Key Stakeholder
Touchpoint

Quarteéy
Touchpoints

Sterring
: Committee

Sterring
Committee

High level Chang Impact
Assessme

Ide ntify
Change

Define Readiness Assess
Criteria Readiness
Change Change
Network Network
Ki ck-off Meetings

Network

Training
Needs
Analysis

Pilot Training Pilot Training
Development Execution

Key Stakeholder
Touchpoint

Manage
2026

O Kickeoff

Change
Approach

Key Stakeholder,
Touchpoint

Key Stakeholder,
Touchpoint

Key Stakeholder
Touchpoint

Stakeholder Engage ment Execution — Leader Action Plans

Communications & Engagement Delivery

Quarterly
Touchpoints
Sterring Sterring Sterring Sterring
Committee Committee Committee Committee

Update Change Impact
Assessmen

Define Readiness

Assess
Readiness

Criteria
Change Change Change
Network Network Network
Meetings Meetings Meetings
Training
Needs Training Development
Analysis

Define Key Metrics
for Success

Conduct final Change

Sustain

Adoption Begins

Key Stakeholder
Touchpoint

Key Stake
Touchp

holder
Dint

Key Stakeholder
Touchpoint

Key Stak
Toug

Cont'd Comms & Engagement

Quarterly
Touchpoints

Sterring . Sterring Sterring
Committee Cbmmittee Committee
Final Readiness -
Assess gaps
g p
Change Change Change Change
Network Network Network Network
Meetings Meetings Meetings Meetings

Measure adoption/
adoption action plans tracked

Let Rego be your guide.
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Change Approach focusing on the People Side of Change

Prepare
Discover

Understand the Landscape

Find your starting point — understand where you
are, why change is needed, and what success looks

like.
Sponsorshi Stakeholder Case for
P & Mapping Change

X

Ensure Sponsor and Top-Level
Support (i.e., Change Network)
Common Ground Assessments (i.e.,
culture assessment, leadership data)

Change Connectors (i.e., applying
previous lessons learned)

Change Spark (i.e., case for change
why alignment)

Stakeholder mapping (i.e.,
stakeholder identification and analysis
of those impacted and involved)

Change Management Hub (i.e.,
knowledge management for
continuity)

Manage

Design

Architect the Change

Map the path - craft a clear plan that aligns
leadership, engages stakeholders, and drives action.

q Comms &
Leadership Engagement

Strategy
N 0

Adoption

Engagement Strategy (i.e., employee
recognition and end-user strategy)

Employee Experience and Adoption
Success Criteria / KPIs

Leadership as a Force Multiplier
(i.e., leadership performance
expectations)

Change Impact Assessments

Communication and Engagement
Plan

Add on: Sparkle Plan

Prepare/Implement
Mobilize the Change

Execute with purpose — build readiness, remove
barriers, and deliver results with clear KPls.

Adoption Training and Mission
Prep & Barrier Onboarding Control

Removal % ' @

Adoption KPIs Execution & Adoption
Risk Management

Launch Preparation Check(s)

Training and/or Onboarding Needs
Assessment, Planning, Execution

Resistance Management

Let Rego be your guide.
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Sustain

Embed and Uplift

Make Change Stick

Lock in progress — reinforce change and sustain

momentum.
Adoption Course Sustain
Measures Corrections Momentum

© LT Q

Adoption Solutions (e.g., feedback,
concerns, Q&A, office hours)

Feedback Loops

Training Refresher Needs
Assessment, Planning & Execution

Quick Wins, Benefits and Impact
Measurement

Continuity Handover to Client

regoUniversity2026



Vision and Case for Change
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Why it matters. What’s changing. How it works. What’s in it for us.

*Vision

* Financial opacity we lack a clear, trusted view of where technology spend goes and the value it delivers, making budgeting slow, disconnected, and

Burning difficult to defend.

Platform

, undermining confidence in investment decisions
‘Why Now’ | - Inefficient delivery model siloed planning and inconsistent ways of working slow us down and prevent us from adapting quickly as priorities change
* Lack of actionable data our data is fragmented and backward-locking, leaving leaders without the timely, reliable insights needed to make informed

decisions.

m What

This transformation will redefine how we fund,
govern, and deliver technology. It will establish
faster, more transparent decision-making, elevate
data as a shared and trusted asset, and enable new,
integrated ways of working through a modern
portfolio management platform.

We will apply structured Organizational Change
Management to ensure leaders and teams are
effectively engaged, informed, and equipped through
clear communication, targeted engagement, and
practical training—so the transformation is
understood, adopted, & sustained “sticks” over time

.
We will make this transformation stick through a
phased rollout approach by embedding TBM into how
we fund, govern, measure, and execute work—so the
new way of operating becomes the only way of
operating.

* Embed new governance into existing decision forums

* Connect strategy to execution through a single
system

* Standardize data and make it everyone’s
responsibility

* Prove the model and expand

* Redefine roles and expectations

* Reinforce change through rhythms and
reinforcement

Misalignment with business strategy our funding model prioritizes projects over outcomes, limiting our ability to focus on what matters most and

' Benefits

Financial — Confidence and control over our
investments

Clear visibility into spend will uncover opportunities
to reduce waste and reinvest in what matters, with
more reliable, data-driven forecasts — single pane of
glass

Strategic — Funding what truly matters

Investments will align directly to business outcomes,
enabling confident prioritization and better trade-
offs

Operational — Visibility, speed, and alignment in

how we deliver

Real-time visibility and improved coordination will
accelerate planning and execution, helping teams
move faster and deliver greater impact

Through TBM we provide near real-time visibility into where money is spent, what value it delivers and how we can optimize it

Q A clear, compelling Case for Change that people understand and believe

Let Rego be your guide.
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Communications Activities
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What we say, who hears it, when it lands

Program Communication Audiences

During Design: keep key audiences informed with During Implementation: expand to include all
targeted and regular information. Not all audiences audiences for the Program, segmenting for impact,
nead information during design

timing and support neads.

| o [N pkmeniation Additons |

Communication Delivery Channels and Timing

g Implementation: expand to include the gmenting
impact, tir pport needs.
I T T
regoconsulting
rego

Q Consistent messaging across every touchpoint and channel

Let Rego be your guide.

Communication High Level Calendar
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Stakeholder Engagement Activities

How we bring people into the change

Leader Engagement Activities

Sponsors Mid-Level Managers

Prep: Prep:

a. Monthly 1:1 with Program a. Meeting: Role as a Champion . Touchpoint Meeting (x4)
Leaders. for Change and action plans. (Update and role during

b, Meeting: Your Role as a during Discovery Discovery
Sponsor b. Future . Quarterly: Mid Level Manager
during Discovery Operating Model and Meeting

o ing Stn Message Building Workshop:
(e.g. speaking at town c. Townhall Meetings —

Halls, Directors Council) participate, reinforce
message, solicit feedback

Program Team Engagement Ac

3. 1:1 with Program Leaders Attend Kickoff/ Speak and Quarterly Mid-Level Manager a. Monthly Meeting
b. Directors Council and Portfolio Sponsor Meetings (review messages,
Council Meetings: Quarterly 1:15 getfeedback, status)
Townhall Meetings Townhall Meetings —
participate, reinforce partcipate, reinforce
messages, solicit feedback message, solicit feedback
Message Building Workshop:
WIIFM for end users

Program Leadership
Workstream Leads (S R
. Kickoffs
: SME Rols Expectations
. Monthly All Hands Monthly All Hands
L. Empathy Mapping " Education
¥ Teaming activities
¥ Recognition

. 1:1 OCM/ Workstream Leads a. Kickoff a. Kickofl
b. Monthly All Hands: Monthly All Hands . Monthly All Hands
Educaton ¥ Education
¥ Teaming activities ¥ Teaming activities
+ Recagniion ¥ Recognition

Engagement Activities

Data / Shared

7 Business
Services

Finance

. Finance Emall

. Mobilze Change Network

a i Plan Plan a. Pian a. Plan
Change Network Activities Change Network Activiies Change Network Activities Change Network Activities

Plan future engagement Plan future engagement Plan future engagement Plan future engagement
based on change impact based on change impact based on change impact based on change impact
analysis analysis analysis analysis

in what drives people to act—not just what needs to happen

Let Rego be your guide, regoUniverSi’[y2026




Stakeholder Engagement Techniques that Drive Adoption

Driving adoption and trust comes down to making stakeholders feel heard, prepared, and
genuinely part of the outcome — not just recipients of change

Co-create, don’t PEEEEEEEEEN [Make it personally |PESSSEEIN Close the PEEENNNNNN leverage trusted
just consult relevant feedback loop peers

Involve stakeholders early so Clearly connect the change Show what you heard, what Use change champions to
they shape—not just to each group’s goals, pain changed, and why—every influence, support, and
receive—the change points, and day-to-day work. time. surface real sentiment

Enable two-way |EEEEEEEEN Show up authentically PEEESSSEEEN Tailor by role and |PEEEEEEEE=N

dialogue as leaders highlight benefits
Create safe, ongoing Be visible, transparent, and Customize engagement by Deliver quick wins to build
channels for honest honest — especially about audience and clearly state credibility and momentum
guestions and answers trade-offs what each group gains

Input recognize decisions continuousl
Treat pushback as insight to Reward desired behaviors to Clarify how and why decision Track sentiment over time
refine the approach normalize adoption are made and adapt as needed

Q Change anchored in what drives people to act—not just what needs to happen

regoUniversity2026
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Activating the Change Champion Network

You don’t drive change alone—you activate a system
Change Network

SteerCo  Sponsor The SteerCo

= Owner: Program Leader
‘. = Members: Sponsor, Leadership

Purpose of the Leader and People Manager Change Networks: A forum which provides information and suppert to the Leaders and
People Managers so they can own and actively drive the changes in the organization confributing to successful change cutcomes through adeption
and usage by performing the roles of Communicator, Liaison, Advocate, Resistance Manager and Coach

Leaders

ead

The Leader Change Network

Q
. 3 = Owner: Program Leader & Change Management Lead
?::m = Members: Sponsor, Sponsor Coalition, Direct leaders of the impacted teams
tit
5
%
T
[=2

The People Managers Change Network

= Owner: Change Management Lead
= Members: Direct line managers of the impacted group

People Managers

Purpose of the Key User/SME Readiness & Sustainment Network: To provide the selected SMEs with the proper education and
support from the worksiream leads fo increase their knowledge and ability to be able to effectively coach and support the Key Users and End Users
in the new ways of working by performing the roles of Trainer, Communicator, Advocate and Coach

SMEs

= Owner. PM or delegate (business manager)
= Members: Identified Subject Matter Experts per capability

3
2
<,
Q
End Users ...... .. "".... "%3) Embrace the Chang €5 ghare any best practices and
L]
[
=

Raise any concerns breakthroughs you have had

00000 adopt the new ways of working
90000 \ Identify where help is needed Leverage your SMEs

Leadership aligned and actively championing the change

Let Rego be your guide. regoUniverSi’[y2026




25

Putting it All Together

Guiding organizations through transformational change

Prepare Change Manage Change Sustain Change

Ensure sponsorship and top-
level support

Understand goals, vision, and
current pain points

Extract and apply hard-earned
lessons from past projects

Develop core and initial
extended change team

Identify stakeholder groups

Create the case for change

Identify key impacts to the
organization

Discover starting point — understand
where you are, what the vision is,
and what success looks like.

Develop change strategy and
roadmap

Understand stakeholder
groups and how to engage
them

Develop communication and
engagement plan

Clearly plan how and where D

we involve, recognize, and
inspire end- users

Define KPIs for employee
experience and adoption

Confirm high-impact
leadership expectations

Align on change impact
assessment approach

Develop the strategy to move the
organization from current to
desired state and engage relevant
stakeholder groups.

Execute the comms and
engagement plan

Ensure adoption risk
management is in place

Ignite the rest of the change
network into action

Conduct the change impact
analysis and plans

Assess and measure change
readiness

Develop training enablement
plan

O OO

Understand the detailed changes and
deliver change actions to prepare
people for transition.

Let Rego be your guide.

*—>

Continue delivering
communications and
engagements

Manage concerns and any
resistance

Celebrate small wins

Ensure support system is
activated

Enable and support the
change network

Execute training program

-- Continued Execution —-

Measure change readiness and
ensure employees are prepared for
transition.

*—>

Continue delivering
communications and
engagements

*—>

Measure employee
experience and adoption

Provide adoption solution
services

Celebrate successes and quick
wins via story-telling

Align on the change
sustainment and continuity
plan

Collect, socialize, and share
lessons learned

O OO

Monitor usage, drive adoption,
celebrate success and make the
change stick.

regoUniversity2026
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Don’t Just Manage Change — Make It Stick

Q A clear, compelling Case for Change that people understand and believe
Q Leadership aligned and actively championing the change
Q Change anchored in what drives people to act—not just what needs to happen

Q Consistent messaging across every touchpoint and channel

Q Teams equipped with the knowledge and ability to adopt new ways of working

Q Reinforcement mechanisms in place to sustain and scale the change

Let Rego be your guide. regoUniverSi’[y2026
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Key Takeaways

Change that sticks doesn’t happen by accident—it’s designed!

Selaagndish 8 Engage both hearts BRGE (LRI AN
in mind and minds becomes habit

\ 4

Define' the behaviorand plan BLGCSUERECERCALCISChRIM  Adoption happens through

for adoption — not just the and feel it consistency, not
rollout communication

Let Rego be your guide. regoUﬂiverSi’[yZOZ()



Kickstarter for Making Your
Change Stick!
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Case for Change - Overview

A Case for Change is a tool used to clearly articulate the rationale behind a change initiative. It
serves as the foundation for the Elevator Pitch, helping to explain the change in simple,

impactful terms. It is co-created with program leaders. The Case for Change is the big idea
behind the transformation, its purpose and benefits

* The purpose of the Case for Change is to build consistent understanding and recognition
of the reason/need/urgency for change across all stakeholders

* To align all stakeholders on the reasons for the change and create a consistent,
compelling message for those impacted.

* The Case for Change brings alive the change opportunity and imperative, and inspires
people to action

Let Rego be your guide. regouniVerSity2026
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Case for Change - Overview

It is typically used during the Prepare stage of the Change Management process to define key messages
and develop the Elevator Pitch. This pitch is then used to communicate the change across the
organization.

Guides the creation of the Case for Change by clearly defining:
®* The burning platform (why the change is necessary)
®* The solutions (what will be done)
®* The approach (how it will be achieved)
®* The benefits (what the outcome will look like for customers, employees, and the organization)
® The vision (what the future will look like when we are done)

Once developed, this content is used to craft a short, 3—5-minute Elevator Pitch that communicates the
essence of the change initiative.

The Case for Change can be expressed through different media, formats and channels — but it must
consistently and coherently demonstrate the rational for change and inspire those impacted by the
change.

Let Rego be your guide. regoUniverSi’[y2026
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Vision and Case for Change — what, why and how?

What is it? « The Case for Change is the big idea behind the transformation, its purpose and benefits

« The purpose of the Case for Change is to build consistent understanding and recognition of the
Why use it? reason/need/urgency for change across all stakeholders

« The Case for Change brings alive the change opportunity and imperative, and inspires people to action

« Leadership needs to align on the answers to 4 generative questions that target motivating factors
« Why change?
« What’s changing?
« Why now?

Key Steps « What are the benefits?

« When these answers are unified and anchored in a bold vision, they become more than messaging —
they become momentum.

« No matter how you communicate it—presentations, conversations, or campaigns—your Case for
Change should be consistent, coherent, and inspiring, giving people both the logic to understand and
the motivation to act.

Let Rego be your guide. regoUniversity2026




Case for Change - Template

Burning
Platform
‘Why Now’

o XXX
e XXX
e XXX

2. Describe what is
going to change / be

implemented (consider
strategy, governance,
processes & systems,
people skills/behaviors
and performance
elements).

5. Prepare a Vision statement of

what the future looks like—paint a
vivid, tangible picture of success so
people can clearly see what will be
different, how it will feel, and the role
they play in making it real.

3. Describe how the
change is going to be
implemented. Think

about different phases

and high-level
milestones, who is
going to be involved.

1. Consider the following questions:
Why do we need to change? / What is
the trigger for this initiative?

What customer or internal pain points

are we currently experiencing?
What happens if we don’t change?
How is this linked to the business
strategy?

Benefits

4. Indicate what the
Qualitative outcomes

e XXX .
Will Be for Customers

e XXX
e XXX

and Employees
(and/or Other Key
Stakeholders)




Case for Change — TBM Example

* Financial opacity we lack a clear, trusted view of where technology spend goes and the value it delivers, making budgeting slow, disconnected, and

Burning difficult to defend.

* Misalignment with business strategy our funding model prioritizes projects over outcomes, limiting our ability to focus on what matters most and
undermining confidence in investment decisions

‘Why Now’ | « Inefficient delivery model siloed planning and inconsistent ways of working slow us down and prevent us from adapting quickly as priorities change

* Lack of actionable data our data is fragmented and backward-looking, leaving leaders without the timely, reliable insights needed to make informed

Platform

decisions.
* This transformation will redefine how we fund, We will make this transformation stick through a Financial — Confidence and control over our
govern, and deliver technology. It will establish phased rollout approach by embedding TBM into how investments
faster, more transparent decision-making, elevate we fund, govern, measure, and execute work—so the Clear visibility into spend will uncover opportunities
data as a shared and trusted asset, and enable new, new way of operating becomes the only way of to reduce waste and reinvest in what matters, with
integrated ways of working through a modern operating. more reliable, data-driven forecasts — single pane of
portfolio management platform. glass

_ L ¢ Embed new governance into existing decision forums
*  We will apply structured Organizational Change

* Connect strategy to execution through a single Strategic — Funding what truly matters
Management = ensure leaders and te;.ams are system Investments will align directly to business outcomes,
effectively engaged, informed, and equipped through * Standardize data and make it everyone’s enabling confident prioritization and better trade-
clear communication, targeted engagement, and responsibility offs
practical training—so the transformation is - Prove the model and expand
understood, adopted, & sustained “sticks” over time * Redefine roles and expectations Operational — Visibility, speed, and alignmentin

* Reinforce change through rhythms and how we deliver

reinforcement Real-time visibility and improved coordination will

accelerate planning and execution, helping teams
move faster and deliver greater impact

* Vision Through TBM we provide near real-time visibility into where money is spent, what value it delivers and how we can optimize it




Developing an Elevator Pitch

A few clear statements can have a big impact on “winning hearts and minds”

We want people to know

The facts about the business, strategic direction and (economic) environment

We want people to feel

The business is in safe hands, and we have a solid vision and strategy we can be proud of

We want people to have clear actions to deliver

Let Rego be your guide. regOUﬂiverSi’[yZOZ()
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hank You For Attending Rego University

Let us know how we can improve!
* Access your account at pmi.org

Don’t forget to fill out the class survey.

Instructions for PMI credits E/.

e Click on Certifications

* Click on Maintain My Certification
* Click on Visit CCR’s button under the Report PDU’s

* Click on Report PDU’s Phone
888.813.0444

* Click on Course or Training
e Class Provider = Rego Consulting

* Class Name = regoUniversity

» Course Description @ Email
* Date Started = Today’s Date info@regoconsulting.com
* Date Completed = Today’s Date

* Hours Completed = 1 PDU per hour of class time

 Training classes = Technical ) Website
* Click on I agree and Submit === www.regouniversity.com

Let Rego be your guide., regoUniversity2026



mailto:info@regoconsulting.com
http://www.regoconsulting.com/

Questions?

=N _Chicago 2026
<< regoUniversity



surveys
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Please take a few moments to fill out the class survey.

Your feedback is extremely important for future events.

iy
EI‘

-
-

=
-l-llil

Let Rego be your guide.

regoUniversity2026
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