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Deplonabl esstatiStEs

88%

are delieredzlater or
costed more than
planned

Source: Project Management Institttsz019



Deplonabl esstatiStEs

189%:

[S.thefaVerage:overcost

Source: Project Management Institutaz019



Deplonabl esstatiStEs

222%

IS the.averagetogelivery e

Font: Project Management Instittitsz019
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PROJECT TRIANGLE




PROJECT TRIANGLE

y
| rces and/or more time

. More resou




Project Management Smackdown
e il ‘ol







HIDDEN AGENDAS
N Ny

Everyone who works in ateam has (at least)
one hidden agenda

g EE Egm

Personal
Common objective
goal - (Hidden

(project) agenda)




HIDDEN AGENDAS

'F'. -

 AGENDA

HIDDEN -
¢ AGENDA

S8 _HIDDFN  FDDEN . - )
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Rl 20V = SIERVCTURKE

CENTRALIZED DECENTRALIZED DISTRIBUTED

WE'RE AS GOOD
PROEESSIONALSAS
POWEREFUL ARE OUR

LIAISONS



MOTIVATION
e

ATy QT !jecf W= s ONE,
e prete= " vulupie.. ~1CGEEd.”

O

“|fiit were'nt you th o) &'who did that part
oirtherproject, ifwouldnot succeed.”



Project Leader: Functions

Which are the
functions of a
project leader?

Is he/she really
necessary?




LEADERSHIP: B%SIC ACTIONS

| EADER
1 SHIP




Project Management Smackdown

eTasks 1] *Tasks
*Responsabilities 2 *Responsabilities
sInformation sInformation

They’re too ' Cl They can
busy and don'’t | spend time
have time to... ‘ Protect |

Etc.




Basic Stages of a Project

Initiation Planning

Collect Information Scope Definition
Analysis Task Definition
Creativi , Schedule

Evaluating
Testing
Delivery




MISTAKES IN A PROJECT

In which part of a project is it
worse to make a mistake?




SOONER

@
COLLECT
INFORMATION

®
ANALYSIS

DESIGN THE
PROPOSAL
PROJECT DRAFT L
X
PLANNING
o
BUDGETTING
Aty
EXECUTE TASKS |
B
MONITORING
RE-PLAN LATER
@
EVALUATION

e
)



:6 Lios Dain Bhearna &=
LISDOONVARNA _n""'-'"i‘

It’s useful to discover, define
and clearly design WHAT

does our Project do In order
to solve the problems, fulfill
the necessities or. shape the
idea that we had.

Important part

of
the project!!=



SO Rl e Definition phase

1. Collecting Information

(Investigation, Market research, Surveys,
etc.)

2. Scenario analysis swor,

Stakeholder Analysis, Problem Tree,
etc.)

3. Proposal /idea creation

(Brainstorming, Mindmaps, Goal Tree,
etc.)

4. Feasability study/
Project draft (Economical

analysis, Investment, Profitability, Draft
plan, Perfermance, Indicators, etc.)
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M l ‘JHﬂl




COLLECTING INFORMATION

Theyre the leunadations of our project




COLLECT INFORI\/IATION

Goal
Improve the customer service



Suppliers

Economical
environment

Legal
environment

Politic
environment

Competition

Technology

Social
environment




SOl iRihe Initiation phase

2. Scenario analysis swor,

Stakeholder Analysis, Problem Tree,
etc.)
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ANALYSIS
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Positive mtern and, PoSitive extern and future

contemporany a: S Eld & CSSPECIS




WEAKNESSES

e High degree of demotivation

e Little resources due to cutbacks

e Lack of specialists in new technologies
e Obsolete facilities

STRENGTHS

Flexible structure and easy-to-adapt to
changes

High degree of efficacy in the last projects
Multidisciplinary team

I+D Department well prepared

Young team

THREATS

e Users unsatisfied with our last actions

e Economic crisis

e Suppliers’ network extremely fragmented
e Restrictive legislation

e Ever-changing technology

OPPORTUNITIES

Local government supports our kind of
projects

To offer a good service

Suppliers’ network price war

To do a communication campaign through our
website

Permissive legislation

Ever-growing market




SWOT’S COMMON
MISTAKES

TOO SPECIFIC OR GENERIC ENTRIES
NOT DECISION-ORIENTED

MISTAKE OPPORTUNITIES WITH THINGS W
COULD DO, WISHES, GOALS, ACTIONS

UNCLEAR BORDER BETWEEN INTERNAL
AND EXTERNAL




4 SWOT ANALYSIS

USEFUL FOR:

PROJECTS TRYING TO IMPROVE SOMETHING
THAT ALREADY EXISTS

GENERAL OVERVIEW

SEE HOW THE INTERNAL CAN HELP US FACE
THE EXTERNAL

NOT USEFUL FOR:
- STARTUP PROJECTS (UNLESS YOU WANT

'O CONSIDER THE TEAM AND ONLY THE

'EAM AS INTERNAL)



ACTORS’ MAP: ANALYSIS

Disaggregate Very detailed, not only general
and don’t forget things, get psychological, emotional
any actor (hidden agendas)

Goals, motivations Interest  Actions or
and interests (forus) strategies Etc.

Children’s menu /
» _ Safe controlled environment Clerks that take
Families with | / children area / Diversity of care of children /
children offer High Etc

Reserved areas
for romantic
Parents Relaxing ambience High gatherings

City Council Ask for

(Tourism Boost local economy / economical
Dept.) Visibility Moderate support

Retailers’

Association Visibility / ensure the little Ask for Word Of
of the area retailers endurance Mouth




ACTORS’ MAP’S

COMMON
MISTAKES

- FORGETTING IMPORTANT (EVEN IF
SECONDARY) ACTORS

- NOT DISSAGREGATING

- SECOND COLUMN TOO GENERIC, NO
DETAIL, NO PRECISION

- SECOND COLUMN FILLED WITH GOALS,
MOTIVATIONS AND INTERESTS THAT
COULD BE THE SAME FOR ANY OTHER
PROJECT




ACTORS’ MAP

USEFUL FOR:

- ANY PROJECT THAT INVOLVES DIFFERENT
“PLAYERS”

- BUILDING A PROJECT BASED ON PEOPLE’S NEEDS
- BUILDING A VERY PERSONALIZED PROPOSAL

- BUILDING A PROJECT THAT PERFECTLY FITS IN A
PARTICULAR SCENARIO

NOT USEFUL FOR:

- IT WORKS FOR MOST OF THE PROJECTS,
ACTUALLY




PESTEL ANALYSIS

Politics

Economical

Socio-cultural

ecnological

Environmental

U@ (12 () ()

Legislation




PESTEL ANALYSIS

B [V p—
| eowocowon e e o] oo | e e P
Supportpolices of thegovernment | x| | | [ x | | x X

trategic plan 2022-2027
overnment grants

POLITICAL

ess home savings since 2008
ector decreasing volume
ECONOMIC . 2

igns of slow recovery

igital breach

adicalization
SOCIO-CULTURAL ntrepreneurial spirit

ocial movements on the rise

vergrowing diversity in technologies

onstant technological novelties
TECHNOLOGICAL eed for cybersecurity

pen Data on the rise

andemic changes priorities

ector not very sensitive to these matter
ENVIRONMENTAL ollution on the rise

coustic pollution not taken care of

egulations on the rise
ew measures

nforseen new measures
ots of sanctions
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PESTEL ANALYSIS’
COMMON

MISTAKES

- FORGETTING IMPORTANT FACTORS

- ADDING FACTORS THAT ARE NOT

RELEVANT TO THE PROJECT WE’RE
DOING

- ADDING THE FACTOR BUT NOT DETAILING

(OR EXPLAINING) HOW IT AFFECTS OUR
PROJECT



S PESTEL ANALYSIS&

USEFUL FOR:

- ANY PROJECT PROPOSAL THAT YOU WANT TO
INTEGRATE INTO A GIVEN SCENARIO IN A VERY
SMOOTH WAY, MAKING IT VERY ADAPTATIVE TO
THE CONTEXT FACTORS

NOT USEFUL FOR:

- IT WORKS FOR MOST OF THE PROJECTS,
ACTUALLY



PORTER ) FORCEWS
)\ T ARy ‘f‘

‘ power of ;
the buyers '

- —0*"

' 1#

: '1!
» :Q
S

Negotiation
power of
the
suppliers

Threat of
substitute
products

Competitors’
rivalry

Threat of
new
competitors



PORTER 5 FORCES’
COMMON

MISTAKES

- FORGETTING IMPORTANT FACTORS

- ADDING FACTORS THAT ARE NOT
RELEVANT TO THE PROJECT WE’RE DOING

- ADDING THE FACTOR BUT NOT DETAILING

(OR EXPLAINING) HOW IT AFFECTS OUR
PROJECT

- FORGETTING TO ASSES EVERY FORCE
(HIGH, MED, LOW...)



3 PORTER 5 FORCES &

USEFUL FOR:
- STARTUP PROJECTS
- LAUNCHING NEW PRODUCTS OR SERVICES

NOT USEFUL FOR:
- IMPROVEMENT KIND OF PROJECTS



Reckless
drivers

vehicles maintenance rains

Loss of confidence

in the transport
company

Injured Passengers
passengers arrive late

Frequent
bus accidents

v‘.'

Roads
in bad condltlon

Oold Insuf|C|ent Torrential

Vehicles in
bad condition




PROBLEM TREE’S
COMMON

MISTAKES

- DEFINING PROBLEMS AS THE “LACK OF”

- DEFINING PROBLEMS IN A GENERIC WAY

(“ECONOMIC PROBLEM”)

- INCLUDING PROBLEMS FROM THE PAST (WE
MUST INCLUDE THE EFFECTS OF THOSE
THAT WE ARE SUFFERING NOW, BUT NOT
THE PAST ONES)

- FORGETTING IMPORTANT PROBLEMS
- NOT LINKING THE PROBLEMS RIGHT



3,PROBLEM TREE &

USEFUL FOR:
- PROBLEM-SOLVING PROJECTS

NOT USEFUL FOR:
- NON PROBLEM-SOLVING PROJECTS



TYPICAL MISTAKE

— ——— - -"

> | —
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SUPERFICIALITY

CAN COME FROM TWO
PLACES:

LACK OF ANALYSIS
LACK OF INFO



“WE'WON'T CALLIT -~ __ =

‘ANALYSIS’ IFIT IS
NOT DEEP.”




ANALITICAL BLINDNESS







... AND CHOOSE SWOT

THEM WISELY PESTEL

PROBLEM TREE

PROFICIENT PROJECT | »
MANAGER (

4
) 5 FORCES PORTER

THE KEY]
KNOWING




SO RN e Definition phase

3. Proposal /idea creation

(Brainstorming, Mindmaps, Goal Tree,
etc.)
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CREATIVITY
COMES FROM

(GENERA-
TED IN THE

ANALYSIS
STEP)



CREATIVITY




BRAINSTORMING
COLLECTEIBEAS IN FREEDOM

CLASSIFY.IDEAS
A\_‘

3 WREAS

DECISION TAKING




BRAINSTORMING’S
COMMON

MISTAKES

- JUDGING, VERBALLY OR NOT, THE IDEAS IN
THE FIRST STEP

- NOT HAVING PEOPLE IN THE ROLES OF
‘SECRETARY’ AND ‘MODERATOR’

- FALLING INTO ONE OF THE 6 CREATIVITY
OBSTACLES: CONFIRMATION BIAS, MENTAL
BIAS, POORLY DEFINED PROBLEMS,
UNNECESSARY LIMITATIONS, FUNCTIONAL
FIXATION, AND GIVING IN TO FRUSTRATION



$3RAINSTORMING;

USEFUL FOR:
- PRECISE, CONCRETE SOLUTIONS

NOT USEFUL FOR:

- DEFINING OR CREATING WIDE-RANGE
STRATEGIES



MINDMAP
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Bloggin (Blogger)

Fotos (Flickr
Marcadores (Del.icio.us)

Agregadores (Bloglines)

Sindicacion (Feedburner)

Mapas AP! (Google Maps)

Audio (odeo)

BlisquedaBlogs(Technorati

)
Correo Etiquetado (Gmail)

Autoria masiva(Wikipedia

)
Retroalimentacion (eBay)
Opinion clientes(Amazon)

Publicacion personal
Redes sociales

Cliente a cliente
Aplicaciones a la medida

CSS

Ajax
RSS/ATOM
AP

P2P
XML/XHTML
opmi

MINDMAP

Ejemplos

Operaciones

Plataforma

Web Lectura/escritura
Controlado por usuarios

Web 2.0 Palabras Clave

Tecnologia

Etiqueta (Tag)
Folcsonomia
social
Remezclar (MashUp)

| martarie
QCcontenico

105 individuales

Aplicacion



MINDMAP
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MINDMAP
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MINDMAP’S
COMMON

MISTAKES

- LOOKING FOR FINAL SOLUTIONS FROM THE
BEGINNING

- NOT HAVING PEOPLE IN THE ROLES OF
‘SECRETARY’ AND ‘MODERATOR’

- FALLING INTO ONE OF THE 6 CREATIVITY
OBSTACLES: CONFIRMATION BIAS, MENTAL
BIAS, POORLY DEFINED PROBLEMS,
UNNECESSARY LIMITATIONS, FUNCTIONAL
FIXATION, AND GIVING IN TO FRUSTRATION



MINDMAP

USEFUL FOR:

- DEFINING OR CREATING WIDE-RANGE
STRATEGIES

NOT USEFUL FOR:
- PRECISE, CONCRETE SOLUTIONS



BBB METH®D

:



BBB METHOD’S
COMMON
MISTAKES

- NOT GIVING ENOUGH TIME (DAYS) TO LET THE
UNCONSCIOUS CREATIVITY WORK

- NOT IMPLEMENTING A WAY FOR IDEAS TO BE

PROPERLY SAVED AND STORED UNTIL THE
REGROUP MEETING

- FALLING INTO ONE OF THE 6 CREATIVITY
OBSTACLES: CONFIRMATION BIAS, MENTAL
BIAS, POORLY DEFINED PROBLEMS,

UNNECESSARY LIMITATIONS, FUNCTIONAL
FIXATION, AND GIVING IN TO FRUSTRATION




BBB METHOD

USEFUL FOR:
- GETTING RID OFF THE PRESSURE
- DISRUPTIVE CREATIVITY

NOT USEFUL FOR:
- WHEN YOU ARE IN A RUSH



Separated creativity
PN\
Specialists
2oy d
Slow In results
L N
Very efficient




DELP

HI'S COMMON

MISTAKES

- NOT GIVING ENOUGH TIME (DAYS) TO LET

PEOPLE -
- FAILING -

"HINK
'O MAKE THIS AN ACTUAL TECHNIQUE

AND LET
- FALLING

'ING PEOPLE NOT TAKE IT SERIOUSLY
INTO ONE OF THE 6 CREATIVITY

OBSTACLES: CONFIRMATION BIAS, MENTAL
BIAS, POORLY DEFINED PROBLEMS,
UNNECESSARY LIMITATIONS, FUNCTIONAL

FIXATION

, AND GIVING IN TO FRUSTRATION



$DELPHI METHOD

USEFUL FOR:

- WHEN YOU HAVE SPECIALISTS FROM DIFFERENT
AREAS

- WHEN YOU WANT TO AVOID
MISCOMMUNICATION

- WHEN YOU WANT TO AVOID PERSONAL
CONFLICT

NOT USEFUL FOR:

- THOSE SESSIONS WHERE ‘MOMENTUM’
AND EXCITATION COULD BE HELPFUL




4XAXA4
L et e

1) IndiviadoballyForing<4ideas
2) In colUpieSHconensualedideas
3)\In groups,eonsensvate 4 ideas

A)"Continue until the whole team groups
tegether




4X4X4’S COMMON

MISTAKES

- USE IT WHEN THE TEAMS ARE SMALL

- NOT GIVE PEOPLE ENOUGH TIME IN THE FIRST
ROUND TO COME UP WITH REALLY GOOD IDEAS

- FALLING INTO ONE OF THE 6 CREATIVITY
OBSTACLES: CONFIRMATION BIAS, MENTAL
BIAS, POORLY DEFINED PROBLEMS,
UNNECESSARY LIMITATIONS, FUNCTIONAL
FIXATION, AND GIVING IN TO FRUSTRATION



USEFUL FOR:
- FINDING CONSENSUS

- WHEN YOU WANT IDEAS TO BE TESTED OVER
AND OVER ON THE SAME MOMENT WHEN THEY
ARE GENERATED

NOT USEFUL FOR:
- WHEN TEAMS ARE SMALL



6 THINKING HATS METHOD

Optimism
;Z::'e“f,i?: New ldeas
Possibility .M
Make it Work
Need Value Sensifivity i ST
Concepts
y —_—
Nigatives :
Caution ativity Think of Thinking ..t
Loge: Vegetation

Don't Overuse .l
Very Useful & Natural

Observe
Control
Rules

an
N =
Sky, Overview

Paper to fill

’_ f e
Signel M Facts
- Feeling Information i
. Intuition No Opinions
Know / Unknown

Unexplained

Thinking Hats

Do One Thing at a Time

tool

Dr. Edward de Bono Six Thinking Hats



6 THINKING HAT’S
COMMON

MISTAKES

- LET PEOPLE GET OUT OF THE CHARACTER
POINTED BY THE HAT THAT IS ON

- FALLING INTO ONE OF THE 6 CREATIVITY
OBSTACLES: CONFIRMATION BIAS, MENTAL
BIAS, POORLY DEFINED PROBLEMS,
UNNECESSARY LIMITATIONS, FUNCTIONAL
FIXATION, AND GIVING IN TO FRUSTRATION




u

4.6 THINKING HATS§

USEFUL FOR:

- WHEN YOUR TEAM MEMBERS ARE VERY
OPINIONATED

- WHEN PREJUDICES ARE STRONG
- WHEN INITIAL POSITIONS ARE ALREADY TAKEN

NOT USEFUL FOR:
- WORKS FOR ALMOST ANY OCCASION



PROBLEI\/I INVERSION

’I' ,/ =

Certainty Inversion

e | deliver soap and the e | give money and the
client gives me money client gives me soap

Certainty /i Inversion

* The more soap jr * The less soap used,
used, the cleaner the cleaner the

the clothes ' clothes




PROBLEM
INVERSION’S

COMMON MISTAKES

- GOING TO THE ILLUMINATION WITHOUT GOING
THROUGH THE INVERSION

- NOT GETTING SEVERAL INVERSIONS FROM
EVERY CERTAINTY

- FALLING INTO ONE OF THE 6 CREATIVITY
OBSTACLES: CONFIRMATION BIAS, MENTAL
BIAS, POORLY DEFINED PROBLEMS,
UNNECESSARY LIMITATIONS, FUNCTIONAL
FIXATION, AND GIVING IN TO FRUSTRATION




4,PROBLEM INVERSION&

USEFUL FOR:

- WHEN LOOKING FOR VERY DISRUPTIVE AND
INNOVATIVE IDEAS

- WHEN THE PROFILE OF THE PARTICIPANTS IS
VERY PRAGMATIC

NOT USEFUL FOR:
- WORKS FOR ALMOST ANY OCCASION



f'dREL»'

PLACE

- S

= E‘?
| ='lc - customer want

oduct?
What features does it have to
mest thase needs?
How and where will the
customer use it?
What does it look like?
What size(s), color(s), should
t be?
What is it to be called?
How is it branded?
How is it differentiated versus
your competitors?

Where do buyers look for your
product or service?

If they lock in a store, what
kind?

How can you access the right
distribution channels?

Do you need to use a sales
force?

What do you competitors do,
and how can you learn from
that and/or differentiate?

s

BASEDON

IMARKETING MIX (4Pg}

PRICE

What is the value of the
product or service to the
buyer?

Are there establis

points for
in this area:
Is the customer price
sensitive?

What disc
offered to
How will your pr

with your compet

)

PROMOTION

Where and when can you get across
your marketing messages to your
target market?

Will you reach your audience by
advertising In the press, oron TV, or

radio, or on billboards?
Il

en IS the best time to promote?
How do | n

promo

competitors do

And how does that

influence your choice of promotional



MARKETING MIX’S

COMMON MISTAKES

- FORGETTING TO USE IT AS A WHOLE

STRATEGY, NOT 4 DIFFERENT AND INDIVIDUAL
ONES

- NOT BEING THOROUGH ON EVERY “P”

- THINKING THAT PROMOTION IS ONLY RELATED
TO ADVERTISEMENT AND SUCH (AND THUS
FORGETTING ABOUT PUBLIC RELATIONS,
PRESS COVERAGE, ETC.)



MARKETING MIX

USEFUL FOR:

- STARTUP BUSINESS CREATION
- REDEFINING A BUSINESS

- IMPROVING A BUSINESS

NOT USEFUL FOR:
- ANY OTHER OCCASION



BUSINESS MODEL CANVAS

o|| Customer gx_g_/g
Segments o

N d

Key 0o || Key t}/ Value & | Customer o
Partners (@/ Activities Y2 | Propositions QQ@ Relationships 0

Channels @ I

Key
Resources

Cost Structure Revenue Streams

@IG“

Qep
<>
gdédo



BUSINESS MODEL
CANVAS’ COMMON

MISTAKES

- FORGETTING TO USE IT AS A WHOLE

STRATEGY, NOT 9 DIFFERENT AND INDIVIDUAL

ONES

- NOT BEING RELEVANT IN EVERY SECTOR
- BEING SHALLOW AND NOT
- NOT USE ANY OTHER WAY -

PRECISE
'O COMPLETELY

DEPLOY THE BUSINESS MO
IMPLEMENTABLE LEVEL OF

DEL INTO A MORE
DETAIL



$.BUSINESS MODEL CANVA

e

USEFUL FOR:
- STARTUP BUSINESS CREATION

- REDEFINING A BUSINESS
- IMPROVING A BUSINESS

NOT USEFUL FOR:
- ANY OTHER OCCASION



WEBSITE/APP BLUEPRINTS

AND WIREFRAMES




BLUEPRINTS AND
WIREFRAMES’

COMMON MISTAKES

- STARTIGN WITH THE FORMAL ASPECTS BEFORE
THE CONTENT STRUCTURE

- FORGETTING THE USER EXPERIENCE
- OVERSIMPLIFYING



4y BLUEPRINTS AND WIREFRAMES &

USEFUL FOR:

- WEBSITE AND APP CREATION

- REDEFINING A WEBSITE OR AN APP
- IMPROVING A WEBSITE OR AN APP

NOT USEFUL FOR:
- ANY OTHER OCCASION



PROBLEM INVER.

... AND CHOOSE
WISELY BM CANVAS
3 A | BRAINSTORMING
/
)
A" .
PROFICIENT PROJECT oy
MANAGER '

A LOT OF TO@IES



SO Rl e Definition phase

4., Eeasibility: study/
Project draft (Economical

analysis, Investment, Profitability, Draft
plan, Performance, Indicators, etc.)



FEASIBILITY STUDY

e It’s the document that summarizes and
budgets the works done during this first

Project stage.

N

* |t allows the client to'take the decision, &=
wether he/she likes it or not.

e




Feasibility; Study: Chapters

.

ade and res}\
information

v WOT Stakeholders Analysis, P bI

3)

1) Goal Tree
2) Creativity
3) Extremely detailed explanation of the proposal

4) Appraisal (economical and temporary)

'

L B



- Feasibility: Studys Intreduction

XPLAIN STARTING POINT
i < <

INITIAL CONSTRAINTS
|NT§OD

BE BRIEF




Feasibility: Studys StudiesrandrAnalysis

MAK}E IT REL EVANT
RELIABILH
ALSO RISKS

A
URCES)



“Feasipility: Studys Desc Propesal

PROPOSAL
i -
REFERENCE TO STUDIES

4

VERY DET
WELL STRUCTURED




ROI (OR SROI) . PAYBACK

E "
PLAN




asibility, Study: Conclusions

£ Y
KEY OPORTUNITIES
7 ‘w

PICTURE THE FUTURE



elle]lli‘ /S St J o)/ '\nng,ggs

LITTLE RELEVANT

- "
ETC.






GOALS AND SCOPE

General objective 1

Specific
objective 1.1

Specific
objective 1.2

Specific
objective 1.3

Operational |} Operational @ Operational |§ Operational
objective objective objective objective
o 1.1.2 1.1.3 1.1.N

Operational | Operational f§ Operational l§ Operational
objective objective objective objective
1.2.1 122 1.2.3 1.2.N

Operational |§ Operational l§ Operational f|§ Operational
objective objective objective objective
1.3.1 1.3.2 1.3.3 1.3.N




GOALS AND SCOPE

(

\_

General || why do we do
objective || this project? F' nall 'ty
Specific || what does the ReSUHZS or
objective 1 || project do? outcomes
i Which actions :
e | e | s | B should be O utp LTS
taken?




GOALS AND SCOPE

General Improve customer’s
objective satisfaction

! Specific |
objective

\_ J \\ J/
4 \/ \/ \/ )
Revision of
. . . . the . =
C.
e | e | ‘e’ | e’ | | processes SR ||| Rt e
= - - - to increase 9y
speed
\_ VAN J\L VAN )

Improve our service




GOALS AND SCOPE

( \ [ \

General || Enlarge the influence
objective of our organization

Specific Open a new branch
objective of the company

Y4 ( )

Look

Ope_rati_onal Ope_ratipnal Ope_rati_onal Ope_rati_onal " . .

esive. [ “onesive | “obesie | e | | fOr the || Design || Hiring Etc.
place

VAN J \\ J \\




GOALS AND SCOPE

Create 4 goal structures, one Genera|
for every one of these goals,

then fill in all the gaps objective
; )
1. Reduce the number of Specific
meetings LY
2. Be amore sustainable Objective 1
N

sector
4. Use a goal of your own

organization > >
3. Become areferent in our ‘ ‘ ‘




GOALS AND SCOPE

. Reduce the

number of
meetings

. Be amore

sustainable
organization

. Become a

referent in
our sector

. Use a goal of
your own

Why do \
General _ : :
T we do this || Finalit
objective project )4
—_— e —
Specific What
objective || does the RetSU“S o1
1 oroject do outcomes
U & U . U
N\
Which
actions
should be Outputs
L undertaken .




WHY MEASURE 3 TIMES?

r

.
(

General
objective

= —=—xn

/ Improve customer

satisfaction

Specific
objective

M N

the
processes
to increase
speed

Improve our service

>:.= Mediremos _\
- esto
Revision (=
ional | Operationa
i objectlilve

esto

Hire more
staff

Upgrade
N technology

A"

Mediremos [

Mediremos
esto

Mediremos
esto

Mediremos
esto




WHY MEASURE 3 TIMES?

( N\ ( )

General Improve customer’s
objective satisfaction #

;
\. __/
( N

Y4
VAN

Specific -
SO Improve our Sservice
objective P N

\_ J \u J
4 \( \( \( )

Revision of
oppmers | peators | grasors | oeera | | 10C - Hire more || Upgrade =3
111 112 113 11N 0 increak staﬂ’ technol(\‘% |
) e sy AN
Spee— ..-‘.‘J — ..-j = nﬂ .
Y | \ | \ : Y |

\1
N




WHY MEASURE 3 TIMES?

( N\ ( )

General Improve customer’s
objective satisfaction 2%

.
( )

N\
VAN

Specific
objective

\. J \\ J
4 )

Revision of
. . . . the . =
C.
e | et | et | e | | processes || FfE MO | Wpgrage
= - - - to incre | | ﬂ E ol
¢ ¢ i

Improve our services

spee
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WHY MEASURE 3 TIMES?

TO GUARANTEE
THE EFFICACY
OF OUR

[ STRATEGY




INDIC AT O KS

N
It’s the way to “read” enario to know if a

precise change ha\\a tually happened

-

GOAL: Improve the service we offer to our
customers

Indicator: The 0 (¢

' ' O —
satisfaction degree of [ H_
our customers o I

regarding our service
Increases in a 60% In
one year.

]
_
|

|
A
d
d
|



- —

s

Goal

-Generic

-Ambiguous
-Non measurablel:t==

L

Indicator
-Specific

-Precise :
-Measurable n

We will furn 2 Coal info 2 Indlca for

...‘ ,_...‘.



INDICATOR: VARIA

If | want to know. If

I'm ill, what should |'

measure?

The temperature




INDICATOR: VAR%

If | want to know If a post en Twitter or
Instagram has been succesful, what
should I'measure?

~——cr>

TThe number of ‘likes’




It’s the core of the indicator, the
particular figure that we should check if
we want to measure a premse CHANGE.

’l




INDICATORS’ VARIABLES
EXERCISE

Find as many indicators’ variables as you
can to measure these goals:

Stop climate Improve our
change services

Become a referent Increase the
iNn our sector commitment of our
workers



VARIABLES MUST BE 100% RELEVANT

EXAMPLE
OBJECTIVE: GAIN ONLINE VISIBILITY

CAUSE 100% EFFECT

(PROXY) = RELEVANT
FOR THE GOAL

Budget for Number - 4

_ St Number of new
Promotion and of followers :
: clients
MK on Twitter Average
clickthrough in
Number of 9 & of loyal
Google Ads customers

unique vistors
to our websited

Number of
tweets/day



OVls: Objectively Verifiable Indicato

‘ REPRESENTATIVE VARIABLE

N
VERB THAT ACTIVATES THE VARIABLE
At >

) QUANTITY

L.( MEASURE CONDITIONS

pe———

TIME




O.V.l.s, HOW TO BUILD THEM

. Increase the efficiency in our department
. Amount of long meetings.
. The amount of lohg meetings decreases.

. The amount of long meetings (+1h)
decreases in_a 40%.

. The amount of long meetings (+1h)
_ﬁ“rl?qejilswt hv\nthr@ ay M(‘_-_?%Ssé of J
\

4

. The amount of long meetings (+1h) decreases In
a 40% without an increase of the amount of
weekly control meetings in_6 months.




‘OIS, HOW TO B
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T e S

Cash -600 -100 1.200
flow







It’s the second stage of the

W project. Here, once we

know what will we do, we

must find out HOW will we

I ldo it.



WHY PLAN AT ALL?

“A goal without a
plan is only a wish.”

Antoine de Saint-
Exupéry



WORRIES / TIME CHART

FPreocupaciones/Tiempo

Preocupaciones

Tiempo

d =in planificar O Flanificancdo




CHRONOLOGY OF A PLAN

1

DEFINE TASKS

9  TASK SEQUENCING
3 ASSIGN RESOURCES
4 DURATION ESTIMATION
5 CHRONOGRAM

6 IMPROVE PLAN
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Tasks

Phases

Subproject 1

Subproject 2
Etc...

Subproject X

@
%
¥

>
e

()
4

.If —

~ ; .\&‘rﬁ‘. e R < \"
. § o e~
- X - -
5 X & ; -
; £ 4 e e

s ; 1= v 1.4 > -

| [ A e - . /
- NS e X . . B .

£
.

¥:

-

SN




WORK BREAKDOWN STRUCTURE

Music
Bar
Previous Bar Staff Etc.
Procedures Works
| | | | |
Design Work Works and Profile Ad Personal Final
Permits Decoration definition publishing interviews selection
Reception Public Private
area area area
Etc. Etc. Etc.




WBS




PLANNING TECHNIQUES:
GANTT CHART

Mombre de tarea Duracion

Design of the prototype 7 dias
Prototype acceptance  1dia
Testing 6 dias
Legal procedures 13 dias
Promotion design 5dias
Promotion production 5 dias
Promation launch 5 dias

Process compilation 1dia

Reporting 5dias



GANTT: EXERCISE

Design a Gantt chart that represents the following plan. None of them can do two things at the same

time.

Anna and Miguel want to decorate a room of their apartment to use it as a working space.

. None of the resources can do more than one thing at the same time

Miguel will be in charge of the following tasks: Anna we’ll be in charge of the next tasks:

*He’'ll paint the room. He'll need 2 days to do it. * She’ll buy a table in IKEA that will be the desk to work

*He’'ll take 2 more days to decorate it, paint the upon. She needs 1 day to do it.
window’s frame, etc * She’ll also need to buy a computer and a printer. For

« After that, he’ll put the furniture in place and all the this task she’ll need 2 days to look at the offers and 1
books, cds and objects. He'll need 2 more days for more day to do the buying. The computer shop will
that. need 5 days to deliver it at their home.

*Finally, he’ll be in charge of installing the computers, *She’ll use 1 day to configure the computer, connect
too. He'll need 1 day to do so. them to the Internet and make it all up ready.

» On the other side, an electrician hired by Anna and Miguel will be in charge of all the electrical installation for the

room, electrical wire, sockets, switches, etc. He’ll need 2 days to do it.




i
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x
x
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Paint the room e

Decorate <
Furniture in place 2dios
Computer installation .
Buy table .l
Buy computer =T
Computer delivery i
Computer configuration T

1 dia

Electrical installation

Paint the room . an

Decorate s
Furniture in place coan
Computer installation ree
Buy table e
Buy computer 3 dias|

5 dias

Computer delivery
Computer configuration
Electrical installation

1 dia

1 dia

Paint the room S

Decorate 2
Furniture in place s
Computer installation -
Buy table -
Buy computer |
Computer delivery P
Computer configuration g

1 dia

Electrical installation

BN Lampista

Anni

B Lampista

: :
—I Miquéel

:Laméhu §

| Miquel z

| Anna

_ Miquel

:Annl




GANINE EXERCISE

5dies 1 2/3 4 5
1 sem A
1 sem A

10 dies 1 2 3 4 5

1sem  BEENENENES A

1sem




GANINE EXERCISE

5dies 112 3 4 5
1 sem
1 sem

10 dies
1sem
1sem A

4 1 1 1 | | | A




GANINE EXERCISE

t3.1
t3.2
t 3.3 (inamovible)

t3.1
t3.2
t 3.3 (inamovible)

t3.1
t3.2
t 3.3 (inamovible)




GANINE EXERCISE




GANINE EXERCISE

26 dies 1/ 2 3 4 5 6, 7 8 9 10/11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26
Compra local 1 dia A
Recerca empresa d’obres 2 dies L | 3

Adequacié local 3 dies B Faletes

Confecci6 anunci personal 1 dia A

Publicacié anunci personal 1 dia s

Recepci6 candidatures personal 2 dies B A

Selecci6 personal 2 dies s
Formacié personal 2 dies A
Aprovisionament Begudes 1 dia s
Disseny invitacions Inauguracié 2 dies

Impressio invitacions 3 dies

Enviament invitacions 1 dia

Recepcié confirmacions 1 dia

Inauguracié 1 dies

13 dies 1 2 3,4 5 6/ 7 8 9 10/11 12 13
Compra local 1 dia
Recerca empresa d’obres 2 dies
Adequacio local 3 dies
Confecci6 anunci personal 1 dia
Publicacié anunci personal 1 dia
Recepcié candidatures personal 2 dies
Seleccio personal 2 dies
Formaci6 personal 2 dies
Aprovisionament Begudes 1 dia
Disseny invitacions Inauguracié 2 dies
Impressié invitacions 3 dies
Enviament invitacions 1 dia
Recepci6 confirmacions 1 dia
Inauguracio 1 dies




Formalize
SPEeCS

Breadhoard
hardware

2 weeks

Test
hardware

Design
software

0

G weeks

fi weeks

Finish
manual

4 yeeks

Felease
hardware

"e—'b
e
Complete
software

4 yeeks

Feleaze
manual

Manufacture
hardware

1 week

manuals




PERIN/CPIM

Stage Stage

Stage Stage <
LN Tasca x Sy Tasca z
{ Min. < Max. Min..
Dif. Dif. &




EXERCISE PERIVEPRPM

Tasks Duration Predecessors

__F | 3 | D+E



PERIVERM

It’s thhe path®ormed by
those tasks that, if any of
themys delayed, it Will

Max.
cause a delay on the
delivery date of the

whole project.




CRIT

IS the pathiformed by thoSe te sks WhICh
If any ofithem'is delayed, v I|| Cause a
delay on the delivery date of the project..:
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eRITICAL PANITR

Success A& |
\ S— |

Three ways to identify the Critical Path:

predecessors A

It’s a path that goes from the very
mmm L A S N B "'\,

beginning to the very end.
3 I Ther’e S N0 gap between ItS tasks
DY v; q

Every task forming it are unlted by \ gy

f o
) : i 18 ! g’ \ N .

'A‘T‘” U MU, '. i SRERE 3 TORSAN N & AV OREIO ISR KR AR AT 4



In the following plan, which
are the tasks that form the
Critical Path?

A

r

Success

— —

, , L
d Nombre de tarea | Duracion |77 03 dic '07 10 dic '07 17 dic '07
xlalvlsip|LmIx[JvIs|D|L|M[X]I|Vv[sID|L [M[X]J]

1 tl 1sem 5 :

2 t4 2 dias

3 t5 4 dias

4 t2 1 dia

5 t3 6 dias

6 t6 1,5 sem.

. /; !




CRITICAIPATH

Success A — . B

In the following plan, which are the
tasks that form the Critical Path? -

Nombre de tarea | Duracion 03 dic '07 10 dic '07 17 dic '07
LM/ x|Jlvis|plL|mMmIx|alvis|iD|L|M[x]|J
t1 2 dias E e ; | :

12 2 sem. : 2
t3 3 dias
t4 3 dias
t5 4 dias

t6 6 dias

, iy R T




CRIFICAL PNl

Success & 1 ~

In the following plan, which are the
tasks that form the Critical Path? &

03 dic '07 10 dic '07 17 dic '07 24 dic '07 488
LIM[x|JIV[s|D|LIM[X|[J|VIS|D|LIMIX|J|V[S|D|L [M|X Pt

Nombre de tarea | Duracion

tl 2 dias
t2 4 dias
t3 1sem
t4 11 dias
t5 4 dias
t6 3 dias




Duration appraisal

Imagine that your boss comes one day
saying:
“I've had enough with people beeing late to
work. Tomorrow morning, anyone who

arrives late, even if it Is just one minute,
will be 1”

If you need 45 mins to get from
home to work...

... at what time will you leave
home tomorrow?



Duration appraisal

* A ridiculously short deadline always lead
to:

— Spend lots of money trying to attain it
— Inefficiency and errors

* Aridiculously long deadline doesn’t help
to attain it on time - Parkinson Law

 The “Domino effect” is devastating
-> Students Law

RPN Vi
o v Vo




Duratien appraisal

el W
Task: Write a report

Estimation

Work (effort): 4h

Duration (time to complete it). 1d
Margin: 1d - 4h =4h

Write report 1 day
e = We must
estimate

both:

Write report 1 day

.
Write report 1 day .- . . ‘

Write report 1 day .-.- ‘—- 1' WOTr k

2- margin

| —



Appraisal factors

The
responsibles




Parametric appraisal

Paint the walls of aroom

In a few days One yearago:
Duration = 201 PDuration = 20h
Total surface = 20m?2 Otal suace =40m2

Paint = fast drying [t clr/mg
Etc. (other parameters) ' thery







The responsibles

ADLER, R.; BENBUNAN-FICH, R. (2011). Juggling
on a high wire: Multitasking effects on performance. A

Int. J. Human-Computer Studies (nam. 70, pp. 156—
168):

<https://www.sciencedirect.com/science/article/abs/pii

Level of exp EXgs*
Level of multitask
Level of joy







MORE WOOD!"

IF.WE DON’T*GONTROL THE
WORK LOADWHATBURNSHS

4 NOT'THE WOOD:..
i!“*’ Y 'y S | |
A WHA T ENBS UP
BURNING SFOUR
PEOPLE!




ABOUT PLANNI

“If one does not
' know to which
/port one s
fsailing, no wind
Is favorable”



THANK YOU!

4 _J\

. " ,-\ il
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X in marcamblt@gmall com
- Www.gestiodeprojectes.com
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