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01
OVERVIEW & STRATEGY

4

EXECUTIVE SUMMARY
1 EXECUTIVE SPONSOR AND 

STEERING COMMITTEE
Understand accountabilities, key change 
risks, decision points and the support 
required from leaders. 

A B O U T  T H I S  C H A N G E  M A N A G E M E N T  P A C K

This change strategy document is intended to describe what the 
change management team will deliver, where business leadership 
is required and how readiness and adoption will be tracked. 

A practical guide to how the people side of the project will be governed, 
delivered and measured.

THIS PACK IS FOR

2 PROGRAM & WORKSTREAM LEADS

Integrate change activities, dependencies 
and milestones into the overall 
implementation plan. 

3 BUSINESS LEADERS & PEOPLE 
MANAGERS 
Prepare teams, reinforce messages, 
release people for learning and support 
adoption locally. 

4 CHANGE COMMUNITY OF 
PRACTICE LEAD
To ensure compliance to minimum 
standards of change delivery excellence 
and understand high-level change 
impacts 

Description of the change. – High level problem statement explaining why the change is 
happening and a brief overview of the solution. 

Leadership ask: Endorse the change approach, confirm accountable business owners 
and commit time for impacted teams to prepare before [milestone/date].

C R E A T E D  B Y :  Change Manager Name
D A T E :  Date

CHANGE 
ON A PAGE

012345678

$250K

BUDGET SECTION
Use this segment to call out something 
financial –better in text than in a chart.

Another line here – space 

An indication that costs went 
down and it was good

HEADING

Something team 
or staff related 

goes in here – high 
level

HEADING

Something team 
or staff related 

goes in here – high 
level

HEADING

Something team 
or staff related 

goes in here – high 
level

HEADING

Something team 
or staff related 

goes in here – high 
level

STORY OF
THE TEAM

This area is perfect 
for a process or some 
steps that need to be 
followed in order. 
They’re numbered to 
show that.

01 PLAN

JANUARY

This area is perfect 
for a process or some 
steps that need to be 
followed in order. 
They’re numbered to 
show that.

02 PLAN

FEBRUARY

This area is perfect 
for a process or some 
steps that need to be 
followed in order. 
They’re numbered to 
show that.

03 PLAN

APRIL

This area is perfect 
for a process or some 
steps that need to be 
followed in order. 
They’re numbered to 
show that.

04 PLAN

AUGUST

58% 40%

Use one pie chart for 
each stat, rather than 

one for all 

Use one pie chart for 
each stat, rather than 

one for all 

AREA AREA AREA AREA AREA

Series 1 Series 2 Series 3

Charts are editable in Excel. Double Click to modify. 
Keep them simple, remove anything not essential.

Triangles are a good 
indication of a risk

Triangles are a good 
indication of a risk

Use this to call out an important objective for this program – what 
are you trying to achieve and why

Delete the numbers and put the high-level messages in here if you 
prefer02

01

1 2 3

4 5 6
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CHANGE ON A PAGE
A short description of the Change in here. The same summary as 
the change canvas. This is the over-arching paragraph that would be 
on the SharePoint, in leader talking points, in a Newsletter etc. It’s 
important to get this right as it will be re-used

CHANGE DRIVERS
Why is this change happening. Is it a regulatory change? 
Explain why this change is happening and why it is 
happening now. 

WHO IS IMPACTED?
A high-level summary of who is impacted and the 
impact it will have on them. Eg The whole company, just 
a department?

ENGAGEMENT APPROACH
This is the same thing as the Change approach – Talk 
about who will manage the Training/training and the 
model for leading the change and driving adoption

TIMELINE

DATE
A description of the activities or 

milestones

DATE

A description of the activities or 
milestones

DATE
A description of the activities or 

milestones.

DATE
A description of the activities or 

milestones.

List the benefits at a high level here.

CHANGE BENEFITS

List the benefits at a high level here.

List the benefits at a high level here. 

SUCCESS METRICS

How will you know if you are successful. What will you 
use to measure the progress, adoption and completion

27 136 42%

Add a call out metric Add a call out metric Add a call out metric

Add a summary of the training and comms here.

TRAINING

CHANGE CANVAS
WHO IS MY CUSTOMER?

Be very specific. Create a persona 
and opportunity canvas for each 
type of customer, or group them 
into segments

WHAT IS THEIR PROBLEM?

What is the problem they have today? 

• Why does this matter to them?
• What is the consequence of not changing. 
• Is there a time challenge?

CURRENT SOLUTION

How do they address these problem today? What work-arounds 
do they have? These are their pain points. You’ll use them in 
messaging.

SOLUTION

List a product, feature or 
enhancement that will solve 
their problem – Create a canvas 
for each solution.

ADOPTION STRATEGY

What would they need to do to 
discover and adopt your strategy. 
How will then learn about it, how 
will then learn to do it.

Who is responsible for this 
customer within the organisation? 
Who would their sponsor and key 
stakeholders be?

WHAT DOES SUCCESS LOOK LIKE?

What specific metrics or behaviours would you see or be able to report on to 
realise the benefits of this change. 

CHALLENGES/CHANGE DETRACTORS?

Who or what would might hinder or object to this change? Why 
won’t it work? What objections might you receive from end-users, 
customers and stakeholders? Are they valid? How will you deal 
with them? 

List any tangible business benefits here. Clearly define how this solution 
would solve the problem and fix pain points? How does this benefit the 
business. What metrics will you have to prove this

CHANGE 
ON A PAGE

Say 
something 
about here

Say 
something 
about here

Say 
something 
about here

Something 
journey or data 
related goes in 

here – high level

Something 
journey or data 
related goes in 

here – high level

Something 
journey or data 
related goes in 

here – high level

JAN

Notes about a 
milestone or 
deliverable

FEB
Notes about a 
milestone or 
deliverable

MAR

Notes about a 
milestone or 
deliverable

APR
Notes about a 
milestone or 
deliverable

MAY

Notes about a 
milestone or 
deliverable

JUN
Notes about a 
milestone or 
deliverable

JUL

Notes about a 
milestone or 
deliverable

GEOGRAPHICAL RELEASE

TIMELINE

Make sure it’s really clear 
which bit of this pie chart is 
important. Give a percentage 
or use a bolder colour.

Note about this part here

65%

$250K
Sometimes a big number 
is all you need to show.

8 DAYS
Sometimes a big number 
is all you need to show.

80% of little people 
are always good to 

show for stats 
involving people 

80%

50% 80%

Note about a segment 
of your audience, could 
be gender or role

Note about a segment 
of your audience, could 
be gender or role

COHORT COHORT

19
JULY

Significant date or 
countdown timer 

goes in here

GO LIVE

CHANGE 
ON A PAGE

Notes about a 
milestone or deliverable 
or an important 
sequential step in the 
journey

Notes about a 
milestone or deliverable 
or an important 
sequential step in the 
journey

Notes about a 
milestone or deliverable 
or an important 
sequential step in the 
journey

Notes about a milestone or 
deliverable or an important 
sequential step

Notes about a milestone or 
deliverable or an important 
sequential step

Notes about a milestone or 
deliverable or an important 
sequential step

Notes about a milestone or 
deliverable or an important 
sequential step

Notes about a milestone or 
deliverable or an important 
sequential step

1

2

3

4

5

4/5
80% of little people are always good to 
show for stats involving people. The 
number of people is not important if 
you are showing a percentage

IN A RECENT SURVEY

24%24%

63%
This could be a quote or a concern 
related to a percentage – it probably 
important to get the big boxes 

This could be a quote or a concern 
related to a percentage – it probably 
important to get the big boxes 

1

ACTIVITY

2

ACTIVITY

3

ACTIVITY

4

ACTIVITY

8

ACTIVITY

7

ACTIVITY

6

ACTIVITY

5

ACTIVITY

PROCESS STEPS

AREA AREA AREA AREA AREA

When the chart is not very 
self explanatory always call 
out what you want them to 
see

$250K

CHANGE 
CANVAS

Initiative name Initiative name

Go Live Date Date

Project Sponsor Sponsor Name

Change Manager CM Name

Project Manager PM Name

DESCRIPTION

Describe the change in a concise way that can be easily 
communicated to an audience outside your project. 
Think about how this might appear in the newsletter. 
Include Why this change is happening. Ideally reference 
corporate values and pillars. 

BENEFITS

• List the main Benefits –
• This would be a bulleted list
• Include strategic alignments
• Space for six bullets with the capacity for some to go 

to multi lines
• But most would be single lines

Two lines here – 0.8space and 6 pts after. 

APPROACH

In this box you add a description of how you’ll deliver the 
change You may mention a phased approach and refer to 
how you’ll communicate or train. I would include the team 
members here. You could add the governance here 

STAKEHOLDER IMPACTS 

You’ll list the impacted stakeholders here by group and 
say the severity of the impact, This could be text, or it 
could be a list
Customer Contact Centre : High
Office of the CEO: Med

SUCCESS METRICS

How will we know if we are successful? Here you might 
talk about training completion, baseline surveys, 
adoption metrics. 

VISION/TARGET STATE

Here focus on the output, what is the ‘to be’ what will it 
look like when this change is complete? What will users 
do differently. Include any urgencies and dependencies 
here. 

TRAINING

Trainings approach would go in here, 

TRAINING IN HERE

Trainings approach would go in here, 

RISKS

Add any risks and mitigations in here. What could go 
wrong

THE CASE FOR CHANGE

12

Project Initiation

WHY THIS CHANGE IS HAPPENING | WHY IT’S HAPPENING NOW

Use this box to give a high-level description of the change. Our Finance 
and supply systems are no longer able to support current regulatory 
requirements.

• In a few bullet points describe where you are now. What do 
you have?

• What does not work and why doesn’t it work. Consider the 
audience when you think about the detail.

• Where possible quite dollar values or FTE impact. People 
like to know how much this is costing them now so they 
can measure the change benefits

CURRENT STATE

• In a few bullet points describe where you are now. What do 
you have?

• What does not work and why doesn’t it work. Consider the 
audience when you think about the detail.

WHY NOW?

BENEFITS

What is a benefit of this change – you will normally 
find these in the business case or scope document.

What is a benefit of this change – you will normally 
find these in the business case or scope document.

What is a benefit of this change – you will normally 
find these in the business case or scope document.

Risks: Or what 
happens if we don’t 
change. The cost of 
doing nothing.

1. The product will 
no longer be 
supported.

2. The software is 
open to cyber-
security threats? 

WHAT CHANGES?

What is a benefit of this change – you will normally 
find these in the business case or scope document.

What is a benefit of this change – you will normally 
find these in the business case or scope document.

What is a benefit of this change – you will normally 
find these in the business case or scope document.

The ask – or the 
current state of the 
change project 
application 

MMM MMM MMM MMM

Team 
assembled

Planned 
Pilot Start Delivery

7 8 9

10 11 12
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STRATEGIC ALIGNMENT

V

CELEBRATE WINS
Some text about what 

this values means in your 
organisation goes here.

HARD HITTING
Some text about what 

this values means in your 
organisation goes here.

TIME TO TALK
Some text about what 

this values means in your 
organisation goes here.

LEARN TOGETHER
Some text about what 

this values means in your 
organisation goes here.

MOVING FORWARD
Some text about what 
this values means in 

your organisation goes 
here.

Everything we do is driven by our 

VALUES
Any Change initiative 
should align to our 
vision and roadmap.

Linking the change to the organisational priorities helps leaders see where it fits – use this sentence 
to anchor the change to the overarching roadmap and strategy – where does it fit?

LIST THE V A LU ES OR PILLA RS

Connect the change to what the organisation has already 
committed to deliver.

1
NAME OF VALUE/PILLAR
Vision, roadmap or enterprise priority

2
NAME OF VALUE/PILLAR
Vision, roadmap or enterprise priority

3
NAME OF VALUE/PILLAR
Vision, roadmap or enterprise priority

4
NAME OF VALUE/PILLAR
Vision, roadmap or enterprise priority

HOW THIS CHA NGE CONTRIBUTES

Keep this practical: link the change to priorities, values and measurable outcomes.

ENABLES PRIORITIES
Name the strategy, roadmap item or transformation objective this initiative 
directly enables.

REINFORCES VALUES
Explain how the delivery approach and desired behaviours bring organisational 
values to life.

DELIVERS OUTCOMES
State the adoption, capability or behaviour shift that unlocks the business case 
benefits.

INITIATIVE 
TIMELINE

Give an indication of how the aligns to other milestones and 
dependencies on the roadmap

STRATEGIC ALIGNMENT
Anything that links to a current theme or initiative? Call it out here. 
Noteworthy changes get more support from internal comms

5
NAME OF VALUE/PILLAR
Vision, roadmap or enterprise priority

ALIGNMENT 
STATEMENT

“This change supports [strategic priority] by enabling [outcome], 
through [new behaviour or capability].”

OUR VALUES

VALUE NAME
A description of the 
parts of this strategic 
value goes in here. A 
description of the parts 
of this strategic value 
goes in here

VALUE NAME
A description of the 
parts of this strategic 
value goes in here. A 
description of the parts 
of this strategic value 
goes in here

VALUE NAME
A description of the 
parts of this strategic 
value goes in here. A 
description of the parts 
of this strategic value 
goes in here

VALUE NAME
A description of the 
parts of this strategic 
value goes in here. A 
description of the parts 
of this strategic value 
goes in here

VALUE NAME
A description of the 
parts of this strategic 
value goes in here. A 
description of the parts 
of this strategic value 
goes in here

VALUE NAME
A description of the 
parts of this strategic 
value goes in here. A 
description of the parts 
of this strategic value 
goes in here

Some text to support our 
strategic values, roadmap, 
vision etc goes in here

You could use this part to add the foundations of the house in here - You could use this part to add the foundations of the house in here You could use this part to add the 
foundations of the house in here You could use this part to add the foundations of the house in here 

01VALUE NAME
A description of the parts of this 
strategic value goes in here

02
VALUE NAME
A description of the parts of this 
strategic value goes in here

03VALUE NAME
A description of the parts of this 
strategic value goes in here

04
VALUE NAME
A description of the parts of this 
strategic value goes in here

OUR VALUES

Link something about your change to your values. It make 
communications more meaningful if you can see how it fits into a 
roadmap of where the company is going.

VALUE 01 NAME

Link something about your change to your values. It make 
communications more meaningful if you can see how it fits into a 
roadmap of where the company is going.

VALUE 02 NAME

Link something about your change to your values. It make 
communications more meaningful if you can see how it fits into a 
roadmap of where the company is going.

VALUE 03 NAME

Link something about your change to your values. It make 
communications more meaningful if you can see how it fits into a 
roadmap of where the company is going.

VALUE 04 NAME

…yep you can lift this house up and add another if you have five!

You’ll always need an extra bit of text to call out a risk, 
dependency or action – and here it is! 

ERP TRANSFORMATION · WHAT CHANGES, AND WHY IT IS WORTH IT

CURRENT VS FUTURE STATE

17 

80 15% 2 30
add a standout 
metric/statistic
in here 

What is 
getting better 
in the future?

Saving 2 x FTE hours 
per month – use 
numbers !

Numbers here are to 
grab attention 
quickly 

CURRENT STATE FUTURE STATE

SYSTEMS & DATA List how this works now – Eg Purchase approvals by email; 
6-day average cycle, limited audit trail

List this will work in the future – Workflow approvals; 2-day cycle 
with a full, automatic audit history

PROCESS & APPROVALS List how this works now – Eg Purchase approvals by email; 
6-day average cycle, limited audit trail

List this will work in the future – Workflow approvals; 2-day cycle 
with a full, automatic audit history

EFFORT List how this works now – Eg Purchase approvals by email; 
6-day average cycle, limited audit trail

List this will work in the future – Workflow approvals; 2-day cycle 
with a full, automatic audit history

RISK AND COMPLIANCE List how this works now – Eg Purchase approvals by email; 
6-day average cycle, limited audit trail

List this will work in the future – Workflow approvals; 2-day cycle 
with a full, automatic audit history

SYSTEMS & DATA List how this works now – Eg Purchase approvals by email; 
6-day average cycle, limited audit trail

List this will work in the future – Workflow approvals; 2-day cycle 
with a full, automatic audit history

You can also add an 
icon instead of a 
number 

CURRENT VS FUTURE STATE

DRIVE ADOPTION
Encouraging the use of the product by the target audience. Ensure 
they understand its value and are motivated to use it regularly. 

CONTINUOUS IMPROVEMENT
Make the users aware of the full potential of their new product 
or process. Help them uncover new functionality, shortcuts and 
use cases.

AVOID CHANGE COLLISIONS
Alert leaders when concurrent or overlapping changes might take 
up too much time for staff struggling to complete BAU activities. 

OPEN COMMUNICATION
Thank teams for going the extra-mile. Give advance warning of 
when extra work may impact BAU activities. Give time off in 
Lieu or other benefits. 

CO-DESIGN THE CHANGE
Involve staff in the decision-making process to evaluate and choose 
new systems or processes. This could involve focus groups or 
seconded SMEs.

CO-DESIGN THE JOURNEY
When a solution is already in place, it could be possible to co-
design and collaborate on the change delivery journey. 
Training/comms is ideally collaborative. 

DEAL WITH CHANGE RESISTANCE
Not all change is desired. Communicating the reason for the change 
and the consequences of not changing is imperative. 

LEADERS MUST LEAD THE CHANGE
Firm and decisive leader-led change minimise resistance. 
Leaders who don’t personally support the change must boldly 
LEAD with full support.

WHAT WE TALK ABOUT WHAT WE NEED TO DO

13 14 15

16 17 18
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BENEFIT REALISATION

Can you describe your benefits in one sentence? Is it efficiency, updated 
technology, modernisation. You'll describe the benefits in more detail below, 
perhaps on multiple slides, but try to capture in one sentence,

Does this have to be done now? Why, What happens if you don't do it now. 
Change these heading if they're not relevant to you.

KEY MESSAGING TIMELINE/IMPACT

Describe why the current state 
does not work. What needs to 

change and why?

PROBLEM HEADING
Are processes broken? Perhaps 

they are not lean with re-work 
required

PROBLEM HEADING
Wherever you can add metrics, 

particularly FTE values

PROBLEM HEADING
You'll often find the benefits in 

the business case.

PROBLEM HEADING
Change Benefits might be 

different to project benefits.

PROBLEM HEADING

What will it be like when we get 
to the new state? Why will it be 

better?

BENEFIT HEADING
Describe how much time and 

effort could be saved in the new 
process

BENEFIT HEADING
Leaders like to equate benefits 

to $ or FTE values. Use them 
where you can

BENEFIT HEADING
It's important the change helps 

meet the KPIs set out in the 
scope.

BENEFIT HEADING
Dig deeper and think about how 

this change benefits team 
members

BENEFIT HEADING

MEASUREMENT

TIMELINE

BENEFIT REALISATION

Details of how we will 
measure this benefit

When will this Benefit be 
realised

Describe why the current state 
does not work. What needs to 

change and why?

PROBLEM HEADING

What will it be like when we get 
to the new state? Why will it be 

better?

BENEFIT HEADING

Details of how we will 
measure this benefit

When will this Benefit be 
realised

Are processes broken? Perhaps 
they are not lean with re-work 

required

PROBLEM HEADING

Describe how much time and 
effort could be saved in the new 

process

BENEFITHEADING

Details of how we will 
measure this benefit

When will this Benefit be 
realised

Wherever you can add metrics, 
particularly FTE values

PROBLEM HEADING

Leaders like to equate benefits 
to $ or FTE values. Use them 

where you can

BENEFITHEADING

Details of how we will 
measure this benefit

When will this Benefit be 
realised

You'll often find the benefits in 
the business case.

PROBLEM HEADING

It's important the change helps 
meet the KPIs set out in the 

scope.

BENEFITHEADING

Details of how we will 
measure this benefit

When will this Benefit be 
realised

Change Benefits might be 
different to project benefits.

PROBLEM HEADING

Dig deeper and think about how 
this change benefits team 

members

BENEFITHEADING

Change Superhero

BENEFIT NAME

Example. Interviewed three senior 
leaders. Videos in production

Presented at EA lunch

SharePoint updates continue

Live Q&A Teams session in June

BENEFIT NAME

Three main benefits listed in 
the top part of the slide. More 
detail about the benefit.

Additional call out about this 
benefit.

Here you list how you will measure this 
benefit.

Talk about the metrics used and where 
you might see evidence

Three main benefits listed in 
the top part of the slide. More 
detail about the benefit.

Additional call out about this 
benefit.

ANOTHER BENEFIT TYPE

Bookings 1-1 Sessions with SMEs

Working with Risk to set risk in change 
matrix

BENEFIT NAME

Example Training Information video in 
production

External facilitator interviews start next 
week.

SOPS to be updated by EOFY

New Trainer onboarded at end of August

CHANGE 
BENEFITS

Three main benefits listed in 
the top part of the slide. More 
detail about the benefit.

Additional call out about this 
benefit.

S E C T I O N

02
CHANGE APPROACH & 
PLANNING

22

PLAN

The first step of any change program 
is planning. Think about how you will 

deliver

PREPARE

When we go to the preparation stage 
we’ll be designing the 

communications and training

DELIVER

Delivery is when we run the training 
courses and press “go” for the new 

system

MAR APR MAY JUN JUL AUG SEP OCT

USER SURVEY

STAKEHOLDER ENGAGEMENT

FEASIBILITY STUDIES

BUDGET

RECRUIT TEAM

STAKEHOLDER ENGAGEMENT

TRAIN SUPER-USERS

DEVELOP USER GUIDES

ENGAGE PILOT USERS

BUILD SHAREPOINT

FEEDBACK LOOP

RE-WRITES

UPSKILL TRAINERS USER SURVEY

STAKEHOLDER ENGAGEMENT

FEASIBILITY STUDIES

BUDGET

CHANGE DELIVERY STRATEGY CHANGE APPROACH

IMMERSION

Understand the 
business case, scope 

and MVP. Discover how 
this aligns with 

corporate values, 
strategy and other 

cultural drivers. 

Can I easily tell my 
audience what we need 

to do and when?

MEASURE

How will we know if we 
are successful? What 
metrics are in place or 
can be put in place to 

track velocity and 
success.

Explore dashboards or 
planning tools and 

define milestones and 
goals. 

DESIGN

Design draft Change 
Delivery plan for 

collaborative project 
review. Propose 

engagement, comms, 
training, and adoption.

Gain agreement for the 
draft change approach. 

Be Lean and Agile.

PLAN

Set goals. Begin change 
implementation. Create 

artefacts, design 
training, engage Change 

Champions. Start the 
journey.

Continue to engage 
Stakeholders and design 

collaboratively.

PILOT

Test and learn. Pilot the 
training/test the 

solution/preview the 
process. Gain feedback 
and redesign based on 

feedback. 

Have feedback loops for 
continuous 

improvement and 
measurement of 

adoption.

EXECUTE

Deliver the Change. 
Drive adoption and 
measure success. 

Monitor for resistance 
and understand 

challenges. 

Have feedback loops for 
continuous 

improvement and 
measurement of 

adoption.

COMPLETE IN PROGRESS NOT STARTED NOT STARTED NOT STARTED NOT STARTED

19 20 21

22 23 24
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CHANGE EFFORT ESTIMATE
CHANGE LEAD

FTE – 100% assigned to 
the project. Reporting to 
the PM responsible for all 
change activities.X1

CHANGE ANALYST

FTE – 50% assigned to 
the project. Reporting to 
change lead.

X1

CHANGE CHAMPIONS

Seconded SMEs from 
business units, required 
3 hours per month

X9

EXTERNAL VENDOR

SME Training partner 
provided 3 days per 
week to develop and 
delivery training.X1

PHASE SCHEDULE MONTH 1 MONTH 2 MONTH 3 MONTH 4 MONTH 5 MONTH 6

PLANNING & PREPARATION
Scope, impact assessment, plan

Discovery & Stakeholder interviews

DESIGN & BUILD & DELIVER
Solution build & process design

TNA & Curriculum Development 

COMMUNICATION & AWARENESS
Curriculum, materials, guides

F2F Training and WebinarsPilot

Program Launch

Survey Adoption

SharePoint Site Live Training Admin Adoption Metrics

SUPPLY MODEL

Where do these change resources come from – is there a 
recruitment drive – are they being hired externally, 
seconded from within the business or resources from a 
Change Community of practice?

FUNDING MODEL

Who will pay for the change resources – who will track the 
timesheets if required. Are the change resources charged 
to the project? Capex or Opex? 

HANDOVER

Plan for transition to BAU — who 
looks after artefacts and adoption 
once the project ends, and how 
information stays current. 

Initiative Initiative name Go Live Date Date

Sponsor Sponsor Name Project Manager PM Name
GOVERNANCE FRAMEWORK

TH
E 
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R
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LE
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S
P
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LE
A

D
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S
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A
M

 
M

EM
B

ER
S

WHAT THEY DO ACCOUNTABLE TO

SHAREHOLDERS

STEER CO/DIRECTOR

SENIOR LEADERS

PEOPLE LEADER

MEETING FREQUENCY

Meet Quarterly, or in 
the event of a special 
circumstance

Meet Monthly for 90 
minutes

Meet fortnightly for Project 
updates and activity reports

Minimum weekly meeting 
plus monthly HR call

Daily huddles – or as 
required by the project

List the high level responsibilities of the board, what are they there to do. Who leads them. 
What decisions do they make. What is the format of the meeting. How are they governed. Who 
are they accountable to. Any thing else.

Made up of senior leaders from across the business. Meet monthly for progress on all projects. 
Required to make determinations based on risks presented. Must ensure projects are run to 
budget. CRO presents summary to the board.

Responsible for program management. Set budgets and make program recommendations to 
SteerCo and projects. Responsible for submitting project business case and risk management 
in their area. 

Manage team members for project implementation and transition to BAU. Must keep senior 
leaders aware of project risks, delays to timelines and budget. Must ensure SOPs are up to 
date and adhered to. 

Carry out the operational activities in accordance with standard operating procedures and 
project documentation. 

THE BOARD

RACI

27

TASK Sponsor Project Change BA Architect

I

I

R

A

I

S

S

I

I

Complete the process diagrams for the 
as-is-to-be target operating state

Conduct the stakeholder analysis and 
create the change impact assessment

Submit business case for approval and 
funding

Set up the PMO Infrastructure and 
governance

Complete the Change and 
Communications plan

Engage testers, organise and complete 
UAT and functional testing

Deliver training and ensure business 
readiness of all users

Run Go-No-Go and seek approval to go-
live from SteerCo

Document processes and ensure 
project is ready to hand over to BAU

A

A

A

R

A

A

S

R

A

C

R

I

I

R

I

A

S

I

R

S

C

I

C

R

C

S

R

S

C

S

C

S

R

S

C

C

TIMELINE
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

TIMELINE ITEM Activity Text in Here Additional text about this item can go 
in here and take up two lines

TIMELINE ITEM Activity Text in Here Additional text about this item can go 
in here and take up two lines

TIMELINE ITEM Activity Text in Here Additional text about this item can go 
in here and take up two lines

TIMELINE ITEM Activity Text in Here Additional text about this item can go 
in here and take up two lines

TIMELINE ITEM Activity Text in Here Additional text about this item can go 
in here and take up two lines

TIMELINE ITEM Activity Text in HereAdditional text about this item can go 
in here and take up two lines

TIMELINE ITEM Activity Text in HereAdditional text about this item can go 
in here and take up two lines

TIMELINE

01

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

HEADING
Enter body text 

here

APR 26
Small 
amount of 
text

MAY 26
Small 
amount of 
text

JUN 26
Small 
amount of 
text

JUL 26
Small 
amount of 
text

AUG 26
Small 
amount of 
text

SEP 26
Small 
amount of 
text

OCT 26
Small 
amount of 
text

NOV 26
Small 
amount of 
text

DEC 26
Small 
amount of 
text

JAN 27
Small 
amount of 
text

FEB 27
Small 
amount of 
text

MAR 27
Small 
amount of 
text

METRIC
Success metric or 
benefit realisation 
in here 

MILESTONE
Important 
date or 
achievement

Enter body text 
here

METRIC
Success metric or 
benefit realisation 
in here 

MILESTONE
Important 
date or 
achievement

METRIC
Success metric or 
benefit realisation 
in here 

MILESTONE
Important 
date or 
achievement

Slide Subheading text in here Slide Subheading text in here Slide Subheading text 
in here Slide Subheading text in here 

Slide Subheading text in here Slide Subheading text in here Slide Subheading text 
in here Slide Subheading text in here 

TIMELINE

MAY JUNJUL AUG SEP OCT NOV DEC JAN FEB MAR APR

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

PROJECT PHASE

Some additional 
text about this 
project phase goes 
here

Great timeline to use when items overlap. Just drag the boxes to the 
desired month. Easily add in additional key milestones too 

15 AUG
Milestone or launch 
dates could go here

28 DEC
Milestone or launch 
dates could go here

20 APR
Milestone or launch 
dates could go here

JUL

25 26 27

28 29 30
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TIMELINE

04

OPTION FOUR
Additional text about 

this option goes in here.

03

OPTION THREE
Additional text about 

this option goes in here.

02

OPTION TWO
Additional text about 

this option goes in here.

01

OPTION ONE
Additional text about this 

option goes in here.

JUL AUG SEP OCT NOV

What is happening to 
who at this stage in the 
timeline?

What is happening to 
who at this stage in the 
timeline?

What is happening to 
who at this stage in the 
timeline?

What is happening to 
who at this stage in the 
timeline?

What is happening to 
who at this stage in the 
timeline?

What is happening to 
who at this stage in the 
timeline?

JUN

TIMELINE

Leadership Commitments: 
Maintain top-level support

Change Champions:
Empower Internal advocates

Communication: Maintain 
clear and consistent updates

Celebrate Wins: Acknowledge 
milestones for motivation.

Continuous Improvement:
Encourage Suggestions

Feedback Look: Establish 
input mechanism

Training: Foster continuous 
learning

Flexibility: Adapt based on feedback 
and circumstances

TIMELINE

01 02 03

08 09 10

04050607

Using the preferred 
senders to deliver 
communications in your 
organisation?

Answering the questions, 
"Why is this change 
happening?" and "What is the 
risk of not changing?” 

Answering the question, 
"What's in it for me (WIIFM)?”

Resisting the urge to 
communicate through the project 
team?

Using face-to-face 
communication

Repeating key messages five 
to seven times

Creating opportunities for 
two-way communication

Preparing the 
communicators to deliver 
effective communications 
and have the necessary 
conversations

Finding effective ways to 
reach your audience

Using assessment tools to 
evaluate the effectiveness 
of communication 
messages

A handy checklist as an audit for 
your current change 
management activities, or use it 
as a guide as you plan for new 
initiatives and projects

DECISION AND ACTION LOG
The decisions taken, the actions open, and who is holding them.

DECISION OR ACTION DATE RAISED OWNER DUE STATUS

2
DECISIONS 
REQUIRED 

4
OUTSTANDING 

ACTIONS

4
OPEN RISKS

OVERALL 
PROJECT 
HEALTH

GREEN

This document would normally be presented at SteerCo, where they may 
need a high-level refresher of the recent activities in the project. Use this to 
summarise where the project is right now. Calling out any concerns, 
achievements and milestones reached. 

Some of the decisions could become more important or have added context if the decision 
makers are aware of any impending timelines or dependencies. Use this box to let them 
know what is coming 

PROJECT SNAPSHOT NEXT 90 DAYS 

PROJECT NAME
High level description of the
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

PROJECT NAME
High level description of the
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date Complex
High Impact

Current projects
For the change Team or area
What else is happening? You may need to describe other 
changes impacting your stakeholders or being handled by 
the change team

Use this slide to talk about potential collision and 
fatigue. Where could things collide – list what is 
happening and use a timeline to show when,

SEP 26

JUL 26

NOV 26

FEB 27

Important activity for the 
timeline at this part of 
the delivery 

APR 27

Important activity for the 
timeline at this part of 
the delivery 

Important activity for the 
timeline at this part of 
the delivery 

Important activity for the 
timeline at this part of 
the delivery 

Important activity for the 
timeline at this part of 
the delivery 

Any risks that need to be 
called out at this time

Any risks that need to be 
called out at this time

S
TA

K
EH

O
LD

ER
S

High impact and engagement from – these teams
- Team one
- Team two
- Team three.
- What do they need to do and how will they be involved

Med or low impact and engagement from – these teams
- Team one
- Team two
- Team three.
- What do they need to do and how will they be involved

ACCEPTANCE CRITERIA

Definition of done and how the project 
will be handed over to BAU or closed

Definition of done and how the project 
will be handed over to BAU or closed

CHANGE MANAGEMENT

Explain how the users will be taken on 
the project journey, is there a change 
team and what will they do?

If there is no change team who will handle 
any communication and training required. 
And how will they do it?

This section outlines the reasons for undertaking the project and specifies the desired outcomes or 
objectives to be achieved. It provides context for the project and sets the stage for defining its scope. This 
section outlines the reasons for undertaking the project and specifies the desired outcomes or objectives to 
be achieved. It provides context for the project and sets the stage for defining its scope.

A detailed list of all products, services, or results that the 
project is expected to deliver.

Each deliverable should be clearly described to ensure a 
common understanding among stakeholders.

Describes the assumptions made during project planning 
that could affect the scope or outcomes. 

• It's essential to document assumptions to mitigate risks 
associated with uncertainties.

• It's essential to document assumptions to mitigate risks 
associated with uncertainties

Specifies any work or activities explicitly not included in the 
project scope. 

• This helps manage expectations and avoid 
misunderstandings about project deliverables.

• This helps manage expectations and avoid 
misunderstandings about project deliverables

identifies external factors or dependencies that may impact 
project execution or the delivery of specific deliverables. 

• Understanding dependencies is crucial for effective 
project planning and risk management.

Each deliverable should be clearly described to ensure a 
common understanding among stakeholders.

A detailed list of all products, services, or results that the 
project is expected to deliver.

Each deliverable should be clearly described to ensure a 
common understanding among stakeholders.

Each deliverable should be clearly described to ensure a 
common understanding among stakeholders.

A detailed list of all products, services, or results that the 
project is expected to deliver.

Each deliverable should be clearly described to ensure a 
common understanding among stakeholders.

Each deliverable should be clearly described to ensure a 
common understanding among stakeholders.

A
S

S
U

M
P

TI
O

N
S

EX
C

LU
S

IO
N

S
: 

D
EP

EN
D

EN
C

IE
S

MUST HAVE NICE TO HAVE OUT OF SCOPE

PROJECT JUSTIFICATION AND OBJECTIVES: 

P R O J E C T  S C O P E
PROJECT NAME 
GOES IN HERE 

Go Live Date Date
Project Sponsor Sponsor Name

Project Manager PM Name

31 32 33

34 35 36
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Amara Okafor
PROJECT LEAD

David Mercer
CHANGE LEAD

Mei Tanaka
TRAINING LEAD

Liam Docherty
COMMS LEAD

Sofia Alvarez
SPONSOR

Rahul Iyer
DATA & REPORTING

Margaret Hale
STAKEHOLDERS

Tane Faleolo
TECHNICAL LEAD

MEET THE TEAM MEET THE TEAM

Amara Okafor

SENIOR PROJECT MGR

David Mercer

PROGRAM MANAGER

Margaret Hale

CHANGE DIRECTOR

Sofia Alvarez

SPONSOR

Mei Tanaka
TRAINING LEAD

Liam Docherty
COMMS LEAD

Rahul Iyer
DATA & REPORTING

Tane Faleolo
TECHNICAL LEAD

Claire Beaumont
BUSINESS ANALYST

Marcus Ellis
DEPLOYMENT LEAD

Yasmin Haddad
TRAINING COORD.

Kenji Watanabe
SOLUTION ARCHITECT

Naomi Clarke
CHANGE ANALYST

Jarrah Williams
ENGAGEMENT LEAD

Declan Byrne
TESTING LEAD

Anita Deshpande
BENEFITS LEAD

LEADERSHIP TEAM

CHANGE MANAGEMENT RESPONSIBILITIES

CHANGE ANALYST CHANGE MANAGER CHANGE LEADER CHANGE DIRECTOR

 Takes direction from a Change 
Leader

 Performs administrative duties 
supporting change.

 Talks to stakeholders and 
gathers information.

 Contributes to strategy but is 
not responsible for overall 
roadmap.

 Uses an existing framework 
to implement change, taking 
direction from program 
manager or Change leader.

 Works autonomously, knows 
what is required and is 
accountable for delivering 
change outcomes.

 Responsible for Change delivery 
framework and roadmap.

 Plans Change delivery 
framework and strategy.

 Works alongside PM. May have 
Change Analyst reports.

 Is measured against business 
scope and must provide 
success metrics. 

 Responsible for a Change Team 
on a larger project or Manages 
multiple projects.

 May be responsible for setting 
up change frameworks and 
community of practice.

 Reports directly to the Program 
Manager/Sponsor.

Structure and responsibilities vary greatly between organisations. A Change Analyst could be positioned as a peer to a Change Manager, 
undertaking a more data driven role, however they are normally seen as more junior than a Change Manager.

S E C T I O N

03
PEOPLE & IMPACTS

40

C
O

M
M

S 
A

PP
R

O
A

C
H How will you communicate with them – how often – what channels, what 

approach. This is the action that closes the gap: consult, involve in design, brief 
1:1, include in comms, train.

N
O

TE
S

how their work, systems, or team actually changeNAME

AREA

#

IMPACT

Stakeholder Name

Area, Bus Unit, location

245

MED

RELATIONSHIP OWNER Stakeholder Name

RACI I CHAMP Change Champion Name

STAKEHOLDER REGISTER

C
O

M
M

S 
A

PP
R

O
A

C
H How will you communicate with them – how often – what channels, what 

approach. This is the action that closes the gap: consult, involve in design, brief 
1:1, include in comms, train.

N
O

TE
S

how their work, systems, or team actually changeNAME

AREA

#

IMPACT

Stakeholder Name

Area, Bus Unit, location

82

MED

RELATIONSHIP OWNER Stakeholder Name

RACI I CHAMP Change Champion Name

C
O

M
M

S 
A

PP
R

O
A

C
H How will you communicate with them – how often – what channels, what 

approach. This is the action that closes the gap: consult, involve in design, brief 
1:1, include in comms, train.

N
O

TE
S

how their work, systems, or team actually changeNAME

AREA

#

IMPACT

Stakeholder Name

Area, Bus Unit, location

245

MED

RELATIONSHIP OWNER Stakeholder Name

RACI I CHAMP Change Champion Name

STAKEHOLDER REGISTER
NEXT ACTIONCONTACT 

DATE
OWNERCADENCECOMMS CHANNELSDETAILSIMPACT#AREANAME

Confirm champion 
nominations and set the 
next catch-up.

12/9/26SME, 
Relationship 
Manager

WeeklyEmail, town hall, 
huddles, change 
champions

How the change impacts this 
group — risks, resistance, comms 
and training.

LOW245 Business Area 
or location

STAKEHOLDER 
NAME

Confirm champion 
nominations and set the 
next catch-up.

12/9/26SME, 
Relationship 
Manager

WeeklyEmail, town hall, 
huddles, change 
champions

How the change impacts this 
group — risks, resistance, comms 
and training.

MED245 Business Area 
or location

STAKEHOLDER 
NAME

Confirm champion 
nominations and set the 
next catch-up.

12/9/26SME, 
Relationship 
Manager

WeeklyEmail, town hall, 
huddles, change 
champions

How the change impacts this 
group — risks, resistance, comms 
and training.

MED245 Business Area 
or location

STAKEHOLDER 
NAME

Confirm champion 
nominations and set the 
next catch-up.

12/9/26SME, 
Relationship 
Manager

WeeklyEmail, town hall, 
huddles, change 
champions

How the change impacts this 
group — risks, resistance, comms 
and training.

HIGH245 Business Area 
or location

STAKEHOLDER 
NAME

Confirm champion 
nominations and set the 
next catch-up.

12/9/26SME, 
Relationship 
Manager

WeeklyEmail, town hall, 
huddles, change 
champions

How the change impacts this 
group — risks, resistance, comms 
and training.

MED245 Business Area 
or location

STAKEHOLDER 
NAME

Confirm champion 
nominations and set the 
next catch-up.

12/9/26SME, 
Relationship 
Manager

WeeklyEmail, town hall, 
huddles, change 
champions

How the change impacts this 
group — risks, resistance, comms 
and training.

MED245 Business Area 
or location

STAKEHOLDER 
NAME

37 38 39

40 41 42
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STAKEHOLDER SUMMARY

175
STAKEHOLDER GROUP NAME

HIGH IMPACT

High-level description of the change for this impacted group goes in 
here. 

15 The number of processes, workflows or 
activities that will change for this group. 

03 What else significant is changing or 
needs calling out for this stakeholder 
group?

SUPPORT
What are we doing to support them 
through the change? Have they got a 
change champion? Will they require 
training? Only identify things that are 
specific to this group.
Risks for this group could also be added 
in here Blackout dates? Important timeframes? Add them.

142
STAKEHOLDER GROUP NAME

MEDIUM IMPACT

High-level description of the change for this impacted group goes in 
here. 

05 The number of processes, workflows or 
activities that will change for this group. 

01 What else significant is changing or 
needs calling out for this stakeholder 
group?

SUPPORT
What are we doing to support them 
through the change? Have they got a 
change champion? Will they require 
training? Only identify things that are 
specific to this group.
Risks for this group could also be added 
in here Blackout dates? Important timeframes? Add them.

12
STAKEHOLDER GROUP NAME

LOW IMPACT

High-level description of the change for this impacted group goes in 
here. 

02 The number of processes, workflows or 
activities that will change for this group. 

01 What else significant is changing or 
needs calling out for this stakeholder 
group?

SUPPORT
What are we doing to support them 
through the change? Have they got a 
change champion? Will they require 
training? Only identify things that are 
specific to this group.
Risks for this group could also be added 
in here Blackout dates? Important timeframes? Add them.

STAKEHOLDER GROUP 
NAME

175
HIGH IMPACT

Impacted, mainly in 
Accounts

Details of the processes, 
workflows or activities that will 
change for this group and what 

we will do to support them.

05 Training modules 

11 Processes changing

02 Super users needed

STAKEHOLDER GROUP 
NAME

175
MEDIUM IMPACT

Impacted, mainly in 
Accounts

Details of the processes, 
workflows or activities that will 
change for this group and what 

we will do to support them.

05 Training modules 

11 Processes changing

02 Super users needed

STAKEHOLDER GROUP 
NAME

175
HIGH IMPACT

Impacted, mainly in 
Accounts

Details of the processes, 
workflows or activities that will 
change for this group and what 

we will do to support them.

05 Training modules 

11 Processes changing

02 Super users needed

STAKEHOLDER GROUP 
NAME

175
LOW IMPACT

Impacted, mainly in 
Accounts

Details of the processes, 
workflows or activities that will 
change for this group and what 

we will do to support them.

05 Training modules 

11 Processes changing

02 Super users needed

STAKEHOLDER SUMMARY STAKEHOLDER MAPPING

INFORM

WORK
TOGETHER

CONSULT

MONITOR

MANAGE CLOSELY

KEEP INFORMEDCHECK PERIODICALLY

COMMUNICATE

IN
FL

U
EN

C
E

Lo
w

H
ig

h

FNAME SNAME

FNAME SNAME

FNAME SNAME

FNAME SNAME

FNAME SNAME

FNAME SNAME

FNAME SNAME

FNAME SNAME

FNAME SNAME

Will be invited to the 
weekly/fortnightly project update 
meetings. Can influence decisions. 

Sent a copy of the weekly project 
pack. Change Manager to check in 
weekly to check if any decisions 
impact these teams.

Invited to the Bi-Monthly business 
unit representation meetings. We’re 
interested in feedback and 
comments, but they do not influence 
any decisions.

Receive email updates via the 
internal communications network. 
Have access to view information on 
our SharePoint.

How we 
communicate with 
our stakeholders

CHANGE IMPACT
Jun Jul Aug Sep Oct

Add a short description of the page in here and the purpose of this one page. Talk about the 
stakeholder engagement you have done already.

IMPACTED HEADCOUNT

25% of employees will be 
impacted, although the 
change will be minimal

25%
IMPACTED TECHNOLOGY

80% of SOPS need to be 
updated to reflect interface 
changes

80%

Impacted Processes

Only 10% of processes will be 
impacted by the change

10%
IMPACTED PEOPLE

27 New FTE will be required to 
support the changes

30%

What is happening 
at this stage?

What is happening 
at this stage?

What is happening 
at this stage?

What is happening 
at this stage?

What is happening 
at this stage?

ATalk about this training or 
communications option here

OPTION A

BTalk about this training or 
communications option here

OPTION B

984
The training required and the options 
available.

Department Name

124

Department Name

124

Department Name

124

Department Name

124

Department Name

124

4.3
2.5

3.5
4.5 5

6

Jan Feb Mar Apr May Jun

Add in any financials or additional secondment 
resources here.

If you have any support from your business 
units you could add this in here. It will help to 
support the project and manage resistance. 

27

Extra 
Support Staff

Where will they come from, 
how will their KPIs reflect the 
work 

8

Change 
Champions

What about after Go-
Live?

Don’t forget to talk about any additional impact 
supporting your change when it goes live, and 
additional support or resources that may be 
required when you hand it over to BAU.

Leader Impact & 
Support

Remember to include the impact on leaders 
and your sponsor. Is there any additional 
time required from them to lead and support 
your change?

Estimated extra time for 
leaders in the next 4 
months

Add in any financials or additional secondment 
resources here.

CHANGE 
IMPACT 
SUMMARY
Use this as a one-page summary to provide 
an update to leaders on how much change 
will be hitting their areas.

Useful for several changes at once.

For Each project detail any benefits, wins and 
challenges that will help Leaders communicate 
and lead their teams through the change.

Project 1 Snapshot
Emphasise any benefits – especially any that will 
impact KPIs. Talk about how to get help and 
support.

Project 2 Snapshot
Emphasise any benefits – especially any that will 
impact KPIs. Talk about how to get help and 
support.

Project 3 Snapshot
Emphasise any benefits – especially any that will 
impact KPIs. Talk about how to get help and 
support.

Project 4 Snapshot
Emphasise any benefits – especially any that will 
impact KPIs. Talk about how to get help and 
support.

Project 5 Snapshot
Emphasise any benefits – especially any that will 
impact KPIs. Talk about how to get help and 
support.

How can the leader contact the 
change team for support. Feedback 
loops other help available 

TALKING POINTS

3

4

2

2

1

Project 1

Project 1

Project 2

Project 3

Project 4

ESTIMATED EFFORT HOURS 

Week + 4Week +3Week +2Week +1Week

Training for all customer success staffProject 1

Go live 5 NovTownhall
Announcement of go-

live dates 

Project 2

Change Champion TrainingProject 3

Project 4

SharePoint LaunchEmail CampaignProject 5

ACTIVITY TIMELINE

FATIGUE RISK SATURATION RISK

There are a higher-than-average 
number of changes happening in 
the next four weeks. Staff may 
need extra support 

HIGH
Staff will need extra time to 
practice learning. Consider 
allocating practice time to learn 
new skills. Recommended 2 
Hours. 

HIGH21 Hours

14 Emails

• SharePoint for project X will be released.
• Emails will be sent to start compliance 

training.
• Health and Safety newsletter to be read.

Go Live
2nd Nov

COMMUNICATIONS DIARY DATES

• Staff Town Hall
• Optional Copilot Training for Project X
• Superuser half-day session on 14 Nov
• New SharePoint live for Project 3 on 2nd

Dec

IMPACT SUMMARY

MEDMEDLOWLOWLOWMEDMEDHIGHImpact of Activities From my change

Add any additional notes in here about the impact of your change vs org change

ACTIVITIES FOR MY CHANGE

Pilot

Communications

DeliverpilotOnline Learning Module designTraining Design

Starts Jan 20 - ongoingStakeholder Engagement

Change Planning

AUGJULJUNMAYAPRMARFEBJAN

Impact of other changes 
happening in the organisation
(You’re probably guessing what else is 
going on unless you have a great single 
view of change)

• List high level benefits of this change as bullet points.
• Increased productivity
• Reduced Frustration
• Better customer conversations 

MAJOR PAIN POINTS 

• List high level benefits of this change as bullet points.
• Increased productivity
• Reduced Frustration
• Better customer conversations 
• This is not the place to discuss these in depth. High 

level benefits. 

RISKS

• List high level benefits of this change as bullet points.
• Increased productivity
• Reduced Frustration
• Better customer conversations 
• This is not the place to discuss these in depth. High 

level benefits. 

SUPPORT/COLLABORATION

For most users the overall
impact is?

For most users the amount of
impact is?

The percentage of impacted
users is

Variation of groups impacted
is?

Degree of process change

Pressure of timeframe for
change

Number of activities required
for change

Time away from BAU to
adopt the change

Impacted user support for
chage

Willingness for leaders to
support the change

Add additional annotations 
to make sense of the big 
picture

ERP 
Upgrade 

live in June

Major 
Copilot 
delivery 
for Tech

Add one sentence to summarise the activities and the load on people for this time period – keep this 
box as a quick at-a-glance snapshot that make the leader want to read more.

43 44 45

46 47 48
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CHANGE IMPACT ASSESSMENT
IN FLUENCEDetails SUPPORTSATURATIONTRAINING

IMPACT
TECHNOLOG
Y IMPACT

PROCESS  
IMPACT

OVERALL
IMPACT

NO. OF
PEOPLE

CONTACTAREA

HIGHMEDLOWHIGHLOWLOWLOW245 Contact NameAREA NAME

LOWLOWMEDLOWMEDMEDMED245 Contact NameAREA NAME

MEDMEDHIGHMEDMEDMEDMED245 Contact NameAREA NAME

MEDLOWMEDMEDHIGHHIGHHIGH245 Contact NameAREA NAME

HIGHHIGHHIGHHIGHMEDMEDMED245 Contact NameAREA NAME

HIGHLOWHIGHHIGHMEDMEDMED245 Contact NameAREA NAME

Note: This is often better achieved in Excel as you can use conditional formatting and calculate overall impact automatically

What won’t work for this team? As the change manager and liaison, you need to listen to them and 
seek to understand what might not work and take this back to the project. Why won’t this work? 
What is the impact – what happens if we don’t resolve this

NEXT STEPS 

What will you do next for this team? Who will you talk to next on this 
team 

What do these guys do? What is their role in the organisation. How do they work with other areas. Aim to get an understanding of
the people who work here who may be impacted by your change. 

How have previous changes worked for this team? Did 
they get handled well. Will this team embrace change or 
will they find it difficult. Seek to understand about any 
members of the team that might need additional help 
changing. 

What other changes are going on here? Will there be 
competing priorities with other changes or business 
initiatives? Is the team fully staffed? Holidays, sickness, 
black-out periods If you’re going to ask them to do 
something they’ll need to stop doing something else. 
Understand how difficult this will be if you want them to 
do training. 

How does this team like to receive communication. Are 
there regular stand-ups or huddles? Do they 
communicate via email or Teams? What is their 
preference? Are they normally responsive and quick to 
change or set in their ways. Try to find out if your change 
can fit in with regular cadence of meetings and 
communications channels 

CHANGE APPETITE CAPACITY FOR CHANGE PREFERENCES

DESCRIBE THIS IMPACTED AREA 

IMPACT 
ASSESSMENT Meeting Date DateNAME Contact Name

AREA Area Name

Who is your point of contact for this team? Are there potential 
Change Champions or super users? Do comms get cascaded 
through the EA. Understand who to talk to, how and how often,

TEAM SUPPORT

Next Action Date Date

WHAT CHANGES

• You might need to find this out in more detail and complete it later – or send a BA but we 
need to find out what this team will need to do differently. 

• Do they need training or work instructions updated? Who will ensure they have done the 
training. Can they all have time away from their desks to complete the training?

• Will they need to change any current processes?

• Will anything they do right now be broken by your change?

• Who will help them if they get stuck with your change?

RISKS AND RESISTANCE

IMPACT 

MEDIUM

Online 
Meetings

Individual 
work

Training
Presenting

In a typical week he spends his time like this

60% 10% 5%

7:00 8:00 9:00 10:00 11:00 12:00 13:00 14:00 15:00 16006:005:00 17:00

Commute Team 
Briefing

Ad-hoc 
interaction Focussed work Break Ad-hoc 

interaction Site Visit Scheduled 
Meeting Commute

A typical daily break down

Dedicated Desk

Team Collaboration Area

Workshop/Training

Large Meeting Room 
Visitor meeting spaces

Small Meeting Room

Space for quite work

Not 
Required Essential

Nice to 
have

I have this 
now

How important are these spaces in 
the future of work

What can’t you live without…

Headset

Video 
Conferencing

Tablet

Mobile Phone

Locker

Parking space

Good Kitchen 
facilities
Locker

Docking station Whiteboard

Large Monitor Digital Whiteboard

If you could change 
one thing what 
would it be?

Having enough 
whiteboard space so we 
didn’t have to keep 
deleting our meeting 
notes and rewriting them. 

How could you work more 
productively?

Not having to move the desks every time 
we need to do a training session.

Shift Supervisor
Team Name

Dave

STAKEHOLDER PERSONAS

Dave manages a 
team of 25 people 

3 people do a similar 
job in his depot

25

03

Visits the depot

WFH

Goes to a site 

Head office

M T W T F
Where Dave worksOrganisational Pattern

MELANIE
Melanie is 32 years old. She lives in a rented flat 
with her cat Missy. She works as a psychologist in 
a local hospital earning $98K per year. She has 
$2000 credit card debt. She’s worried her car is 
getting old and might start to cost her in repairs. 
She’s like to travel to see her sister in Florida. 
She’d like to save more, but she has a weakness 
for designer shoes.

Mel’s Technology

iPhone 11 Surface Pro Google Home

Mel’s Subscriptions

Netflix Spotify Yoga Audible

750

800

850

800

950

950

1100

Mel’s Savings

Saves between $750 
and $1100 per month in 
a separate savings 
account. No other 
investments

$235K $18K $6K

Super Balance Savings Yearly shoe 
spend

I’m happy and comfortable but I don’t know 
how I’ll ever get on the property ladder.

”
RAYLENE

Raylene is 28 years old. She lives in a one 
bedroom apartment with her boyfriend Sam who 
works in a bar. They bought the flat year ago. She’s 
junior lawyer working in financial services earning 
$125K per year.  She has $25000 of student loans 
and she’s got $10K on her credit cards. All her 
money is being spent on renovating her flat.  She 
loves to work out. She’s not worried about her 
debt, she’s says she has years to pay it off.

Ray’s Technology

Samsung iPad Alexa

Ray’s Subscriptions

Netflix Spotify

750

800

850

800

950

950

1100

Mel’s interest payments

Credit card interest and 
bank fees are costing Ray 
$750 to $1100 per year

$15K $0K $12K

Super Balance Savings Buying 
furniture

I’m focussing on my apartment right now. I’ll sort 
out my debts when the place is renovated

”
Fitness First

BERNARD
Bernard is 47 years old. He a shift supervisor in a 
call centre earning $85K per year. He’s been 
divorced for 5 years and has a 9 year old daughter, 
Emily. Bernie rents a one bed duplex. He pays still 
pays for the family. He likes computer games and 
doesn’t have much of a social life, but he’s feeling 
it might be time to start dating again. He 
occasionally plays the pokies at the RSL and 
enjoys a beer. He recently rescued a dog. He as no 
debts.

Bern’s Technology

iPhone 6 Xbox High spec PC

Bern’s Subscriptions

Netflix

200

250

300

200

300

225

400

Ray’s savings

Ray is saving about $300 per 
month. He’d normally can 
save more but Emily needs a 
tutor right now.

$325K $75K $25K

Super Balance Savings Maintenance

I’m careful with my money. Providing for 
my daughter is a priority. I don’t need 
much else. ”

National 
Geographic

Gaming site

49 50 51

52 53 54
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S E C T I O N

04
COMMUNICATIONS

55

KEY MESSAGES

01
BENEFIT ONE

Focus the benefits on the 
audience. You might need 

to create different 
messaging for different 

audiences. 

Consider what is important 
to them.

02
BENEFIT TWO

Focus the benefits on the 
audience. You might need 

to create different 
messaging for different 

audiences. 

Consider what is important 
to them.

03
BENEFIT THREE

Focus the benefits on the 
audience. You might need 

to create different 
messaging for different 

audiences. 

Consider what is important 
to them.

RISKS
The quick brown fox jumps over the lazy 
dog. The quick brown fox brown fox jumps 
over the lazy dog. The quick brown fox

TIMING
The quick brown fox jumps over the lazy 
dog. The quick brown fox brown fox jumps 
over the lazy dog. The quick brown fox

WHAT’S NOT CHANGING?
The quick brown fox jumps over the lazy 
dog. The quick brown fox brown fox jumps 
over the lazy dog. The quick brown fox

Start by explaining why the change is happening. Is there a problem that needs to be 
solved? Why is this happening now? What happens if we don’t do this now?

Does this change fit with higher level values — your digital roadmap, sustainability, 
inclusion? 

A message from the ultimate sponsor is often useful. 
When the C-suite endorse a project it gives it gravitas 
and the audience can see that it has support from the 
highest level, Try to get a quote to appear on initial 
communications. 

NAME OF PERSON QUOTING

What’s next? When does this kick off? When and where will more information be 
available?

Is there a tag-line or a sentence that anchors what is happening? That becomes useful in 
future communications.

KEY MESSAGES
Start by explaining why the change is happening. Is there a problem that needs to be 
solved? Why is this happening now? What happens if we don’t do this now?

Does this change fit with higher level values — your digital roadmap, sustainability, 
inclusion? 

HAVE YOU GOT A LITTLE TAG LINE? IT CAN GO HERE.

Expand on the problem and the benefits? Is there urgency, a burning platform – why is it important 
that this is done now? What happens if it’s not?

Introduce the team that will deliver the transformation. Which business area does it 
come under? Who will run it. Who is in the team?

When is this happening? Are dates confirmed – are there phases, what type of delivery 
will there be?

Is any training required? Who will deliver that? When will that happen? What else is 
important about knowledge transfer?

Do you need to call out what is not changing? What stays the same – does everyone 
keep their existing login – laptop etc.

How will people get more information. Who will they hear from? Where can they find out 
more?

40% 50% 65%

METRICS – ANY NEEDED

Sometimes 
supporting metrics 

are useful

Sometimes 
supporting metrics 

are useful

Sometimes 
supporting metrics 

are useful

SUPPORTING CULTURE TIE-INS
Does this change fit with higher level values — your digital roadmap, sustainability, 
inclusion? 

Values alignment always helps to streamline communications.

A message from the ultimate sponsor is often useful. 
When the C-suite endorse a project it gives it gravitas 
and the audience can see that it has support from the 
highest level, Try to get a quote to appear on initial 
communications. 

NAME OF PERSON QUOTING

What’s next? When does this kick off? When and where will more information be 
available?

COMMUNICATIONS SUMMARY

Owner: Comms are written and managed by – Be clear who owns this.

Communications Objective: Articulate what the purpose of the communications strategy is. Eg people 
will know why the change is happening, what they need to do and when.

COMMUNICATION JOURNEY

There’s normally a chain of communications. List the high-level 
comms activities that will happen. Here is not the place to write 
every detail. Keep it high level.

1

2

3

4

COMMS ITEM
Details of what you will send and how you 
will send that item.

DATE

COMMS ITEM
Details of what you will send and how you 
will send that item.

DATE

COMMS ITEM
Details of what you will send and how you 
will send that item.

DATE

COMMS ITEM
Details of what you will send and how you 
will send that item.

DATE

COMMUNICATION CHANNELS

Rotating tile on the 
intranet with go-live 
progress and actions

Change Champion 
network briefed and 
enabled via Teams 
feedback loops.

Regular posts on Viva 
engage and advertising in 
building lifts

Leader talking points sent 
to SLT-1 weekly with FAQs 
and team specific actions

KEY MESSAGING

Explain the reasons for the change? Why is it happening? Why Now? What happens if we don’t 
do this? Who is involved in the delivery, planning and organisation of these change. 

WHY IS THIS CHANGE HAPPENING

CHANGE BENEFITS

Give high level benefits for this change. 
Focus on the WIIFM for each audience

Give high level benefits for this change. 
Focus on the WIIFM for each audience

Give high level benefits for this change. 
Focus on the WIIFM for each audience

Give high level benefits for this change. 
Focus on the WIIFM for each audience

How will you measure this? SharePoint site visits?

COMMUNICATIONS SUMMARY

01 02 03 04 05

DATE DATE DATE DATE DATE

COMMS ITEM

Details of what you will 
send and how you will 
send that item. Who 
sends, Why?

COMMS ITEM

Details of what you will 
send and how you will 
send that item. Who 
sends, Why?

COMMS ITEM

Details of what you will 
send and how you will 
send that item. Who 
sends, Why?

COMMS ITEM

Details of what you will 
send and how you will 
send that item. Who 
sends, Why?

COMMS ITEM

Details of what you will 
send and how you will 
send that item. Who 
sends, Why?

>> >> >> >>

CHANGE BENEFITS

Give high level benefits for this change. Focus on the 
WIIFM for each audience

Give high level benefits for this change. Focus on the 
WIIFM for each audience

Give high level benefits for this change. Focus on the 
WIIFM for each audience

Give high level benefits for this change. Focus on the 
WIIFM for each audience

Explain the reasons for the change? Why is it happening? Why 
Now? What happens if we don’t do this? Who is involved in 
the delivery, planning and organisation of these change. 

KEY MESSAGING 

Who owns what? You’ll need to send leader comms and there 
could be updates from the C-suite. Clarify who will send what 
comms

COMMUNICATIONS OWNERSHIP

CHANNELS
Rotating tile on the intranet with go-
live progress

Change Champion network 
briefed and enabled via Teams

Regular posts on Viva engage 
and advertising in building lifts

Leader talking points sent to SLT-1 
weekly with FAQs

STAKEHOLDER COMMUNICATIONS SUMMARY

STAKEHOLDER 
GROUP NAME

175 Impacted

STAKEHOLDER 
GROUP NAME

75 Impacted

STAKEHOLDER 
GROUP NAME

105 Impacted

STAKEHOLDER 
GROUP NAME

15 Impacted

STAKEHOLDER 
GROUP NAME

173 Impacted

SharePoint microsite is the single-source-or truth maintained by the Change team for all information, FAQs, training bookings and meeting recap 
videos. All email and QR code communications drive traffic to the SharePoint where metrics will be collected weekly.

SHAREPOINT

Change team provide impacted leaders with an information pack and weekly talking points. Leaders update teams weekly from information 
provided on the talking points 

LEADER TALKING 
POINTS

List anything special 
about the 

communications to be 
delivered to this group. 
Do they need anything 

different? Are there any 
extra risks or support 

needed?

List anything special 
about the 

communications to be 
delivered to this group. 
Do they need anything 

different? Are there any 
extra risks or support 

needed?

List anything special 
about the 

communications to be 
delivered to this group. 
Do they need anything 

different? Are there any 
extra risks or support 

needed?

List anything special 
about the 

communications to be 
delivered to this group. 
Do they need anything 

different? Are there any 
extra risks or support 

needed?

List anything special 
about the 

communications to be 
delivered to this group. 
Do they need anything 

different? Are there any 
extra risks or support 

needed?

LIVE 23/4/26 LIVE 23/4/26 LIVE 23/4/26 LIVE 23/4/26 LIVE 23/4/26

55 56 57

58 59 60
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COMMUNICATIONS TRACKER

W
H

A
T

A
U

D
IE

N
C

E
D

A
TE

O
BJ

EC
TI

V
E

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

S
TA

TU
S

What is the current 
status of this task?

- 8 Weeks

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

What is the current 
status of this task?

-7 Weeks

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

What is the current 
status of this task?

-6 Weeks

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

What is the current 
status of this task?

-5 Weeks

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

What is the current 
status of this task?

- 4 Weeks

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

What is the current 
status of this task?

- 3 Weeks

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

What is the current 
status of this task?

- 2 Weeks

DATE

Enter the objective of 
this communication 
here

Give an overview of 
what this 
communication will 
say and do. 
Background/benefits
/actions

Who is the intended 
audience for this 
piece

What is the current 
status of this task?

-1 Weeks

COMMUNICATIONS TIMELINE

SUPERUSERS

TRAINING

COMMUNICATIONS

INTRANET

Launch video 
and SharePoint

Announce 
Superusers

Announce 
Go-Live

Training 
Reminder

Share 
Support 
Model

Re-Share 
Support Model

Feedback/
additional 

support

Mandatory 
Training 

launches
Face to Face onsite ( 2 weeks) and online (post Go-Live) training sessions by T1 superusers

LEARNING & DEV Mandatory Modules 
uploaded

Prioritisation of 
modules & plan

Additional learning on 
LIA

QRG/
checklist available

Update intranet site and post information to intranet site as it becomes available

28 FEB 13 MAR 27 MAR 3 APR 17 APR 24 APR 28 APR 5 MAY 8 MAY 15 MAY 22 MAY

-4 W -3 W -2 W -10 D -1 GO LIVE +3 D +2 W +3 WLAUNCH -2W

Superuser 
induction

Superuser 
welcome email

Superuser 
schedule agreed

Superuser 
feedback loop 

starts
Superuser support 

ends

AUDIENCE

A high-level description of communications planning – who is responsible for delivering this? What the focus is – use this text box to give more context to the timeline below

COMMUNICATIONS TIMELINE
What we will send when - at a glance – useful for giving stakeholders a view of the activities coming up each month.

JUN JUL AUG SEP OCT NOV DEC JAN

MEETING 101s
The basic etiquette we 

should all know, but many 
people don’t…

LEADING MEETINGS
Focus on running great meetings. 
How to handle conflict, Decision 

making

CREATIVITY
What can we do to become more 

creative in meetings. Brainstorming, 
other tech tools –

GETTING SOCIAL
How do we run social events 

online. Quizzes, Team 
collaboration, fun! 

INCLUSION
How do we ensure everyone is 

heard? Ways of including all 
personalities

TECHNOLOGY
Are we using our IT to it’s 

capacity. Focus on 
Teams/Collaborative working. 

HEALTH
Walking meetings. Discussing 

taking breaks and setting 
boundaries for the number of 

meetings you have

ROOMS
Spaces available, how to use and 

how to book your new facilities 
and engage those working flexibly.

COMMUNICATIONS TIMELINE

JANUARY

FEBRUARY

MARCH

APRIL

MAY

JUNE

LAUNCH
NEW COURSES

SharePoint, PowerPoint Playbooks and 
Change Management 101 starts. 

LAUNCH
SUPERHERO ACADEMY

Start of ten month series for step-
by-step learning and adoption

LAUNCH
VIDEO LIBRARY

All courses available as an instant 
download for video learning

LAUNCH
E-BOOKS

Expand course manuals to develop 
comprehensive e-books

ROADSHOW
GO INTERSTATE
Live/in person training 

across 5 States 

LAUNCH
ACADEMY 2

2nd intake starts for academy 
learning

CHANGE DELIVERY ROADMAP

APR MAY JUN JUL AUG SEP OCT

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

TITLE
What’s Happening 
here 

BENEFIT 
REALISATION

BEHAVIOUR 
CHANGE

Expected benefit to be 
realised at this stage of the 
change

Expected benefit to be 
realised at this stage of the 
change

Expected benefit to be 
realised at this stage of the 
change

Expected benefit to be 
realised at this stage of the 
change

What teams need to be doing 
differently at this stage of the 
change delivery

What teams need to be doing 
differently at this stage of the 
change delivery

What teams need to be doing 
differently at this stage of the 
change delivery

SUCCESS 
METRICS

How you will measure 
success at this part of the 
change journey

RISKS AND 
CONCERNS

Any call outs or escalations 
you need to make at this point

How you will measure 
success at this part of the 
change journey

How you will measure 
success at this part of the 
change journey

DETAILED 
TIMELINE

Week 4Week 3Week 2Week 1

2625242322191817161512111009080504030201

What’s happening this 
month

Launch Email

Details of this item

Intro Webinar

Details of this item

SharePoint Launch

Details of this item

CEO Email

Details of this item

Go Live Email

Details of this item

Hypercare Starts

Details of this item

Final Survey

Details of this item

Additional notes can be typed in here to support this communications approach

Initiative name Initiative name

Go Live Date Date

Project Sponsor Sponsor Name

Change Manager CM Name

Project Manager PM Name

61 62 63

64 65 66
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IMPORTANT DATES
COMMS TITLE

01 02 03

JAN FEB MAR
ANNOUNCEMENT 

HEADING
Additional details about 

what is happening on this 
date. Any actions, does this 
relate to a specific audience 
segment. Where do they get 

help?

ANNOUNCEMENT 
HEADING

Additional details about 
what is happening on this 

date. Any actions, does this 
relate to a specific audience 
segment. Where do they get 

help?

ANNOUNCEMENT 
HEADING

Additional details about 
what is happening on this 

date. Any actions, does this 
relate to a specific audience 
segment. Where do they get 

help?

Add a paragraph to remind the audience what this change is 
about. It may be a while since they have had any 
communication about it.

REMIND THEM WHAT THE BENEFITS ARE FOR 
THEM. WHY IS THIS CHANGING — WHAT WILL 
THEY DO DIFFERENTLY?

Remind them what they need to do and why they need to 
do it. Follow up actions, dates and how to get help.

Remind them what they need to do and why they need to 
do it. Follow up actions, dates and how to get help.

Remind them what they need to do and why they need to 
do it. Follow up actions, dates and how to get help.

Remind them what they need to do and why they need to 
do it. Follow up actions, dates and how to get help.

LEADER TALKING POINTS

JANUARY INFO AND ACTIONS
What you need to know about <change > a handy 
one-page for leaders to share with their teams

WHEN?
From Monday 21st March 2021

You’ll need to access 
System X via a new URL 
instead of the desktop app

The first time you log on 
you’ll be prompted to set 
up a new password

You’ll need to reboot your 
machine.

It will take around 15 
minutes from start to finish.

Some Reporting functionality 
will be restricted for the first 3 
weeks

Performance may be slower 
than anticipated for the first 
few days.

You’ll need to re-set your 
profile, including uploading 
your photograph

All shared drive files will 
still be accessible.

NEED TRAINING ?
A lunch and learn session is 
taking place on Friday 19th in 
the 2nd Floor conference 
room

PREFER SELF-PACED?
Step-by-step video instructions are 
available on the home page of the 
intranet site

NEED SUPPORT?
Floor walkers will be available for the first two 
weeks. Look out for the red T-shirts. Working from 
home? please call the support desk.

CLOUD BASED.

Access from 
anywhere without 
a VPN

MULTI-DEVICE

Can be accessed via 
smart-devices, Use your 
phone or tablet.

NO 9PM CUT OFF

24 Hour access 
available

SECURE

Multi-factor 
authentication 
keeps our data 
safe

NAME OF CHANGE PROJECT
LEADER TALKING POINTS
NAME OF CHANGE PROJECT

1 REASSURE PROGRESS
Give a concise update. What was achieved since you last updated the 
team? Highlight any important dates. 

2 NEXT STEPS
What is coming next – any actions for the team – what will they 
see and hear 

3 TRAINING REQUIREMENTS?
Anyone need to do any online learning? Webinars. How do they sign up, 
are these mandatory?

TEAM
Supporting your 

The change team want to make it easy for you to keep your team updated throughout 
changes – use this handy one page to keep them informed. Delete this textbox and put 
your own message in here. 

CHANGE
SUPERHERO

4
GETTING INVOLVED
Is there an opportunity for anyone to get involved? Are there change 
champions or superusers coming to the area. 

5
ACTIONS
Be clear what people need to do

Leader talking points can be provided by the change team to help the leader 
communicate the latest updates for the change. If it’s a new change, or the team have 
not had an update recently it’s always useful to re-state the benefits. People will 
always focus on WIIFT. Help the leader to articulate this. 

BENEFIT REMINDER
Why are we doing this? What was the problem that was being solved. Why are we 
solving it this way? Why is that good for this audience. 

BENEFIT REMINDER
Why are we doing this? What was the problem that was being solved. Why are we 
solving it this way? Why is that good for this audience. 

DATES TO NOTE
Let people know in advance if they have any actions and then they will need to do them 

SURVEY RESULTS
What were you 
surveying them about?

Item one that we were 
asking them to comment 
on.

High level details of the 
next thing we were asking 
their opinion on.

Top level observation about the 
satisfaction of the product or 
service

85%
Over 175 respondents 
expressed satisfaction with X 
and reported they agree with Y

We surveyed our audience and report on the DELIGHT factor

What made the 
audience jump for 
joy. Combine high 
and very high 
scores for more 
impact on a small 
sample

1 2 3 4 5

64%

Found the content good or 
very engaging

1 2 3 4 5

44%

Enter the summary of the 
question answered.

1 2 3 4 5

77%

Enter the summary of the 
question answered.

1 2 3 4 5

68%

Enter the summary of the 
question answered.

1 2 3 4 5

62%

Enter the summary of the 
question answered.

Results collected from participants who rated their 
satisfaction as high or very high.

PARTICIPANT COMMENTS 

Customer comment 
goes in here

Customer 
comment 

goes in 
here

Customer 
comment goes 

in here

Customer 
comment goes 

in here

Customer 
comment goes 

in here

Amazing 
service 

RECOMMENDATIONS

Any high level 
recommendations or insights at 
this stage?

Any high level recommendations or 
insights at this stage? Where can 
they find the full report or additional 
findings?

86% would 
repurchase or 

recommend to a 
friend221

How many respondents were there? 
Any segments, mention 110 from X 
220 from Y. 

45 COMMUNICATIONS SUCCESS METRICS

WEEK 1 WEEK 2 WEEK 3 WEEK 4

BUGS QUERIES CUSTOMISATION

SharePoint microsite is the single-source-or truth maintained by the Change team for all information, FAQs, training 
bookings and meeting recap videos. All email and QR code communications drive traffic to the SharePoint where 
metrics will be collected weekly.

APPROACH 
SUMMARY

60%

HOW-TO Qs

QUESTION 
THEMES
Shift in questions from 
“what is happening?” to 
“how do I do this?” via 
champions and FAQs.

90%

COMPLETION

ACTION 
COMPLETION
Training enrolments, data 
cleansing tasks and UAT 
sign-ups – comms works 
when people act.

95%

ADOPTION

POST GO-LIVE 
PROXY
Support tickets per user, “I 
didn’t know” ticket types, 
and login/adoption rates 
after launch.

Tracked service desk calls 

VISITS TO THE 
SHAREPOINT 
SITE 

156

 40%

FAQ PAGE

78

 50%

WEBINAR REPLAY

923

 70%

QRG DOWNLOAD

2045
 40%

S E C T I O N

05
TRAINING

72

67 68 69

70 71 72
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LEARNING CONTENT

MODULE MODULE

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

MODULE

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

MODULE

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

MODULE

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

MODULE

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

Describe the learning 
for this module

MODULE 
CONTENTS

LEARNING 
OUTCOMES

Initiative name Initiative name

Go Live Date Date

Project Sponsor Sponsor Name

Change Manager CM Name

Project Manager PM Name

Use this for the learning journey for different cohorts and/or to 
describe the different contents in learning modules

Describe the learning 
for this module

TRAINING SUMMARY

Regular updates will 
be required for 

continuous 
improvement

Add a training 
module or 

objective

Add a training 
module or 

objective

Add a training 
module or 

objective

Add a training 
module or 

objective

Add a training 
module or 

objective

Add a training 
module or 

objective

Add a training 
module or 

objective

Add a training 
module or 

objective

All modules accessed and 
tracked via the LMS

To maintain your safety some restrictions will apply until at least 
September

Indication of percentage of stakeholders that will require training 

20%

The story of the training required to support this project — what is provided, and how it 
is completed.

Leaders sent weekly updates 
for team progress and 
adoption

Training modules designed by the change team in 
collaboration with the SMEs. Legal will need to review and 
sign off all content before deployment. 

Weekly drop-in sessions for 
FAQs and trouble shooting. 

IMPORTANT

All staff must complete at least 3 modules before 
<date> - noncompliance will result in heavy fines 
for the organisation

TRAINING AUDIENCE

MORE INFO ABOUT THE TRAINING 

4.5 HOURS
Of self-paced online learning modules with a 
completion test at the end.

REQUIRED TRAINING MODULES

Superusers available via 
Teams during office hours

TRAINING AUDIENCE

TRAINING 
SUMMARY

What’s the learning gap in this 
project? The new system has an 
updated interface and will require 
comprehensive modular training. Our 
plan is to deliver using Change 
Champions on site.

Have you done your TNA? Great, if not add the place holders and say you’ll 
validate the numbers here. 

1025
Current users with an SAP licence who lave 
logged on in the last 60 days.

6
Early indications point to 6 distinct learning 
journeys and user paths

15
15 Modules to be created from basic to advanced admin 
functionality. Modules will take 45 minutes 

6-9
Depending on learning journey most users will need to take 
between 6 and 9 hours of online learning. 

Who will need to complete the training? What modules will they do?

TRAINING CREATION

Who creates the training? Is there a cost for that? How long 
will it take?

TRAINING TIMELINE

Project BA will conduct an in-depth gap analysis and 
share learning requirements with the Change Team.

SME will delivery required module to the Change team 
and the change team create the learning module 
which will be delivered on demand.

Change Team will create bite-sized learning snippet 
videos to support continuous learning and help.

3/4

12/4

28/4

27/5

TNA Starts. Survey all uses and 
collate information

TNA data analysed and learning 
modules decided.

SME knowledge transfer begins

Change Team begin instructional 
design

Pilot group begin 
testing material and 
feedback

11/5

3/6
Feedback incorporated 
and SME sign off

18/6
Train the trainer sessions 
commence with the Champions

How to people enrol for the training? Can they 
book on SharePoint or are they given the date.

What about attendee management? Sending 
reminders, booking rooms, lunches – who helps 
with that?

Success metrics? Tracking? How will you record 
on and report attendance? What about people 
who have not turned up?

TRAINING ADMINISTRATION

Success Metrics presented to SLT

LEARNING PATHWAYS
3

Your text here

Your text here

Your text here

1

List the different ways your stakeholders can learn and/or the steps 
they will take on their learning journey

2

Add a description of your text in here. Left 
aligned is easier to read. Add your 
description text in here. 

Add a description of your text in here. Left 
aligned is easier to read. Add your 
description text in here. 

JAN FEB MAR APR MAY JUN JULY

Add activities for the 
timeline here

Add activities for 
the timeline here

Add activities for the 
timeline here

Add activities for the 
timeline here

Add activities for 
the timeline here

Add activities for the timeline 
here

Add activities for the 
timeline here

Add a description of your text in here. Left 
aligned is easier to read. Add your 
description text in here. 

LEARNING PATHWAYS
List the different ways your stakeholders can learn and/or the steps they will take on 
their learning journey

Unconscious Incompetence

Conscious Competence

Unconscious Competence

Conscious Incompetence

1

2

3
4

Staff are not aware they need to 
use the new ERP system and have 
no stress regarding their 
competencies.

After the announcement they are 
worried about the things they 
need to learn and become 
stressed about mastering the new 
skills

Leaders must give staff time to 
practice their new skills so they 
become more confident with the 
tasks they need to perform often.

With change management 
support staff will quickly and be 
able to complete tasks in the new 
system/Framework.

JAN FEB MAR APR MAY JUN JUL

TIMELINE

Awareness campaign begins. Clearly articulate the benefits so teams 
understand why it’s worth taking the learning journey

Learning modules released with self-study 
and drop ins for teams to ask questions. 
Change champions assigned. 

Managers must give staff time to practice. 
Change champions change to providing online 
support

Success metrics 
check-in

LEARNING PATHWAYS

Your text here

Your text here

Your text here

Your text here

1

2

3
4

Add a description of your 
text in here. Left aligned is 
easier to read. Add your 
description text in here. 

Add a description of your 
text in here. Left aligned is 
easier to read. Add your 
description text in here. 

Add a description of your 
text in here. Left aligned is 
easier to read. Add your 
description text in here. 

Add a description of your 
text in here. Left aligned is 
easier to read. Add your 
description text in here. 

Your text here

Add a description of your 
text in here. Left aligned is 
easier to read. Add your 
description text in here. 

5

JAN FEB MAR APR MAY JUN JULY

Add activities for the 
timeline here

Add activities for 
the timeline here

Add activities for the 
timeline here

Add activities for the 
timeline here

Add activities for 
the timeline here

Add activities for the timeline 
here

Add activities for the 
timeline here

73 74 75

76 77 78
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LEARNING PATHWAYS

PHASE FIVEPHASE FOURPHASE THREEPHASE TWOPHASE ONE

OBJECTIVE

What would the learning 
objective be for this phase 
or month in your delivery. 
What are you aiming for?

OUTCOME

What would the learning 
outcome be for this phase 
or month? What is the 
desired outcome?

EXAMPLE

At the end of June all team 
members must have 
completed three 
compulsory online 
modules.

EXAMPLE

On completion they will be 
able to access the system 
and know the importance 
of cybersecurity to keep 
our customer data safe.

HEADING

The quick brown fox jumps 
over the lazy dog. The 
quick brown fox brown fox 
jumps over the lazy dog. 
The quick brown fox

HEADING

The quick brown fox jumps 
over the lazy dog. The 
quick brown fox brown fox 
jumps over the lazy dog. 
The quick brown fox

HEADING

The quick brown fox jumps 
over the lazy dog. The 
quick brown fox brown fox 
jumps over the lazy dog. 
The quick brown fox

HEADING

The quick brown fox jumps 
over the lazy dog. The 
quick brown fox brown fox 
jumps over the lazy dog. 
The quick brown fox

HEADING

The quick brown fox jumps 
over the lazy dog. The 
quick brown fox brown fox 
jumps over the lazy dog. 
The quick brown fox

HEADING

The quick brown fox jumps 
over the lazy dog. The 
quick brown fox brown fox 
jumps over the lazy dog. 
The quick brown fox

SEPAUGJULJUNMAY

Describe the learning journey or communication pathway 
for your project or use each column for a different cohort.

Initiative name Initiative name

Go Live Date Date

Project Sponsor Sponsor Name

Change Manager CM Name

Project Manager PM Name LEARNING JOURNEY
If employees need to complete multiple modules this is useful

JAN FEB MAR APR MAY JUN JULY

Add activities for the 
timeline here

Add activities for 
the timeline here

Add activities for the 
timeline here

Add activities for the 
timeline here

Add activities for 
the timeline here

Add activities for the timeline 
here

Add activities for the 
timeline here

STEP 01

A bit of text about this step 
goes in here

STEP 02

A bit of text about this step 
goes in here

STEP 03

A bit of text about this step 
goes in here

STEP 04

A bit of text about this step 
goes in here

STEP 05

A bit of text about this step 
goes in here

STEP 06

A bit of text about this step 
goes in here

Room for Text down here

LEARNING 
JOURNEY

IMPACTED USERS

PROCESSES CHANGED

DETAIL

APPROACH

125

12

What this means for 
this group — what 
changes, and how 
often.

What training is 
recommended —
webinar, instructor 
led, video, coaching.

MODULES REQUIRED 12

USER GROUP

145

09

What this means for 
this group — what 
changes, and how 
often.

What training is 
recommended —
webinar, instructor 
led, video, coaching.

04

USER GROUP

500

12

What this means for 
this group — what 
changes, and how 
often.

What training is 
recommended —
webinar, instructor 
led, video, coaching.

02

USER GROUP

04

09

What this means for 
this group — what 
changes, and how 
often.

What training is 
recommended —
webinar, instructor 
led, video, coaching.

03

USER GROUP

12

10

What this means for 
this group — what 
changes, and how 
often.

What training is 
recommended —
webinar, instructor 
led, video, coaching.

01

USER GROUP

TRAINING NEEDS 
ANALYSIS 
SUMMARY

FINANCE PROCUREMENT SUPPLY CHAIN WAREHOUSE MANUFACTURING

48 32 27 64 120 

DEEP ERP TRAINING
4 super users, 3 system 
admins. Full end-to-end 
training on GL, AP/AR and 
month-end close, plus 
reporting.

ROLE-BASED TRAINING
3 super users, 1 admin. 
Requisition to PO, supplier 
master and approvals; others 
role-based only.

ROLE-BASED TRAINING
2 super users. Planning, 
demand and inventory 
modules; rest need basic 
navigation and reporting.

BASIC + SCANNER
2 super users. Majority need 
basic goods receipt, 
pick/pack and handheld 
scanner training.

BASIC TRAINING
4 super users across shifts. 
Operators need basic work 
order confirmation and time 
booking.

HR & PAYROLL SALES & SERVICE IT LEADERSHIP CONTRACTORS

18 55 12 22 35 

DEEP ERP TRAINING
2 super users, 2 admins. 
Employee master, payroll run 
and self-service support for 
the workforce.

ROLE-BASED TRAINING
3 super users. Order to cash, 
pricing and service tickets; 
field team need mobile app 
basics.

ADMIN TRAINING
6 system admins. Security 
roles, integrations and 
incident support; technical 
deep dive pre go-live.

DASHBOARDS ONLY
No super users. Short 
session on dashboards, 
approvals and where to get 
help.

BASIC TRAINING
1 super user. Basic access, 
timesheets and safety 
compliance screens only.

433
TOTAL IMPACTED

192
DEEP / ROLE-BASED

241
BASIC TRAINING

12
INDICATIVE COURSES

TRAINING NEEDS ANALYSIS
# Modules Details SUPPORTMODULE OR 

SKILL
MODULE OR 
SKILL

MODULE OR 
SKILL

MODULE OR 
SKILL

MODULE OR 
SKILL

NO. OF
PEOPLE

PERSON OR AREA

3NYNYY1NAME

4YNYYY2425 NAME

4YNYYY245 NAME

3YNYYY245 NAME

3NYNYY245 NAME

3NYNYY245 NAME

Note: This is often better achieved in Excel as you can use conditional formatting and calculate overall training needs automatically 

What type of training won’t work for this team? As the change manager and liaison, you need to 
listen to them and seek to understand what might not work and take this back to the project. You are 
asking them to do online learning and they don’t have a laptop? How will this work?

NEXT STEPS 

What will you do next for this team? Who will you talk to next on this 
team 

What do these guys do? What is their role in the organisation. How do they work with other areas. Aim to get an understanding of
the people who work here who may be impacted by your change. 

How have previous changes worked for this team? Did 
they get handled well. Will this team embrace change or 
will they find it difficult. Seek to understand about any 
members of the team that might need additional help 
completing the learning to adopt the change 

What other changes are going on here? Will there be 
competing priorities with other changes or business 
initiatives? Is the team fully staffed? Holidays, sickness, 
black-out periods If you’re going to ask them to do 
something they’ll need to stop doing something else. 
Understand how difficult this will be if you want them to 
do training. 

How does this team like to get training? Some teams 
prefer self-paced others like to do group training. Is there 
something in place already – a regular training day or time 
when they put tools down for learning? Find out if you 
can fit into something they already do.

CHANGE APPETITE CAPACITY FOR LEARNING PREFERENCES

DESCRIBE THIS IMPACTED AREA 

TRAINING 
NEEDS 
ANALYSIS

Meeting Date DateNAME Contact Name

AREA Area Name

Who is your point of contact for this team? Are there potential 
Change Champions or super users? How do this team like to do 
training, what has worked for them before 

TEAM SUPPORT

Next Action Date Date

LEARNING MODULES

• List the learning modules and preferences for this team here?

RISKS AND RESISTANCE

IMPACT 

MEDIUM

79 80 81

82 83 84
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PILOT SUMMARY

01 02

• Topics covered in this part of the 
pilot session

• Topics covered in this part of the 
pilot session

• Topics covered in this part of the 
pilot session

AREA NAME
Describe the 
participants from this 
groupX5

PARTICIPANTS

• Topics covered in this part of the 
pilot session

• Topics covered in this part of the 
pilot session

• Topics covered in this part of the 
pilot session

• Topics covered in this part of the 
pilot session

• Topics covered in this part of the 
pilot session

• Topics covered in this part of the 
pilot session

SESSION NAME SESSION NAME SESSION NAME03

The pilot course is designed validate the training approach, identify gaps in processes or understanding, and make improvements 
before scaling to the wider organisation, reducing go-live risk and increasing user adoption.

AREA NAME
Describe the 
participants from this 
groupX2
AREA NAME
Describe the 
participants from this 
groupX4
AREA NAME
Describe the 
participants from this 
groupX1

DATE: MONDAY 12 Sept 
TIME: 9:00am to 4:00PM

FACILITATED BY:
Name of trainer

CONTENT VALIDATION:
Name of Person signing off

CHECKLIST CRITERIA

Pilot ran to plan: all 3 modules delivered
Attendance held at 90% or better, with all 24 users completing
Relevance to role scored 4.0 / 5 or higher across the cohort
Pace and duration rated "about right" by at least 80%
Sandbox data and exercises rated realistic by at least 80%
Job aids and quick-reference guides rated usable 
Every module stayed within its planned duration

At least 85% completed the core transaction unaided, first time
Confidence rating lifted by 1.5 points or more, pre vs. post
No module left more than 20% of participants needing help
Feedback captured from every session and the wrap-up focus group
Change list agreed with SMEs and sponsor, and is cosmetic
Content, exercises and sandbox data rebuilt and re-tested by 21 Nov

SPONSOR SIGN OFF 
REQUIRED BY 29/11/26 TO 
PROCEED

TRAINING ADOPTION
What does this mean for {Audience Name}
Describe the change in a concise way that can be easily communicated to an audience outside 
your project. Think about how this might appear in the newsletter. Include Why this change is 
happening. Ideally reference corporate values and pillars. 

ATTENDANCE

• Who showed up, and 
how often

• Sessions delivered vs. 
scheduled

• Enrolments vs. actual 
attendance

• No-show and 
reschedule rate by 
team

COMPLETION

• Did people finish the 
learning

• Modules completed 
end-to-end

• Assessment pass rate 
first attempt

• Average time to 
complete a pathway

SATISFACTION

• How the training 
landed

• Post-session rating out 
of 5

• Would-recommend 
score

• Themes from written 
feedback

CONFIDENCE

• Do people feel ready
• Pre vs. post self-rated 

confidence
• % who feel ready to 

use it day one
• Topics people ask to 

revisit

CAPABILITY

• Is the training showing 
up in the work

• Active users in the new 
system

• Key tasks completed 
correctly

• Rework and error rates

SUPPORT

• Is the need for help 
dropping

• Help desk tickets per 
week

• Floor-walker and 
champion requests

• Repeat questions on 
the same topic

Measured at delivery Measured at delivery Measured at delivery Pre and post session 30-90 days post go-live Tracked weekly for 90 
days

87% 92%

ATTENDANCE SATISFACTION TRAINING COMPLETION

MODULE 8MODULE 7MODULE 6MODULE 5MODULE 4MODULE 3MODULE 2MODULE 1PARTICIPANT NAME

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

Participant Name in here

All SLT-1 Leaders will attend a 
leadership bootcampSATISFACTION

ADDITIONAL TRAINING

SUPPORT

90% RATED THE TRAINING 
GOOD OR VERY GOOD

200 team members 
still need to be trained

We need management support 
to drive completion so we 
achieve compliance

90%

150

55
Help desk teams have been 
trained to support roll-out

Super users will be deployed 
during hypercare for 2 weeks.

40

40

550

550

Area 1

Area 2

Area 3

Area 4

COMPLETION BY TEAM

Module 1

Module 2

By Division

All Staff

10

200

Leaders

Other Staff

1300 More than 1300 staff are impacted by the project need a general 
awareness, while all others will require training to actively use, or support 
others to use the system. 

PROJECT END

All training to be complete by 30 November 

TRAINING COMPLETION DASHBOARD

S E C T I O N

06
RISKS & RESISTANCE

89

RISK REGISTER
NEXT ACTIONREVIEW 

DATE
OWNERMITIGATIONSEVERITYLIKELIHOODCATEGORYRISK

The next step08 MAYOwnerWhat we are doing about itLOWHIGHBusiness areaDescribe the risk

The next step08 MAYOwnerWhat we are doing about itMEDMEDBusiness areaDescribe the risk

The next step08 MAYOwnerWhat we are doing about itMEDMEDBusiness areaDescribe the risk

The next step08 MAYOwnerWhat we are doing about itMEDMEDBusiness areaDescribe the risk

The next step08 MAYOwnerWhat we are doing about itMEDMEDBusiness areaDescribe the risk

The next step08 MAYOwnerWhat we are doing about itMEDMEDBusiness areaDescribe the risk

85 86 87

88 89 90
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RISK DASHBOARD
Initiative name Initiative name

Go Live Date Date

Change Manager CM Name

Project Manager PM Name

40TOTAL REPORTED 
RISKS 4CRITICAL 2HIGH 68%MITIGATIONS 

ON TRACK18OPEN RISKS 2LOW

OPEN RISKS BY WORKSTREAM

12

10

9

9

7

Data

Finance

Integration

Training

Vendor

TOP RISKS REQUIRING ATTENTION

DUETRENDSEVOWNERRISK

02 Oct▲P1M. AsifData migration quality — master data gaps

09 Oct►P1J. NguyenFinance cutover window exceeds 48 hrs

26 Sep▲P1R. PatelIntegration testing behind schedule 
(SAP CRM)

12 Oct▼P2S. ConnollySuper-user training completion at 61%

16 Oct►P2L. FordVendor support capacity over go-live 
weekend

30 Oct▼P2T. OkaforLegacy system decommission dependencies

RISKS BY CATEGORY

9
5

3

LOW MED HIGH

2

3
2

4

P1 P2 P3 P4

OVERALL : AMBER

53%
LOW

36%
P4

RESISTANCE PLANNING
ERP rollout — where we expect resistance and why

IMPACTSEVERITYDRIVERGROUPEXPECTED RESISTANCE

Late closeHighLoss of controlFinanceFinance resists retiring the legacy 
ledger

Stock errorsMediumHabit and speedOperationsWarehouse supervisors bypass the 
scanning workflow

Delayed cutoverMediumWorkloadRegional mgmtRegional managers challenge the go-
live date

Skill gapsHighLow confidenceAll usersLong-tenured staff avoid training 
enrolment

Dual handlingLowMistrust of dataProcurementProcurement keeps shadow 
spreadsheets

Non-complianceMediumAutonomySalesSales pushes back on new approval 
steps

RESISTANCE SNAPSHOT

Groups showing resistance6 of 9

Days to go-live18

AMBER — ACTIVE RESISTANCE

ROOT CAUSES

JOB CHANGE FEAR
New roles and approval paths 
not yet explained to affected 
teams

AI ROLE RISK
Staff fear automation in the 
new system will cut their jobs

DATA TRUST
Two failed prior projects left 
low confidence in migrated 
data

TRAINING LOAD
Training seen as extra work on 
top of an unchanged workload

MITIGATION ACTIVITIES

 Listening sessions with 36 impacted teams

 Training completion tracked in the LMS

 Fortnightly pulse checks by group

 Sponsor involvement at each site

 Floor support with fast ticket response

RESISTANCE MANAGEMENT

24 FEB

LISTENING 
SESSIONS

Measure: Sessions held vs. 
36 impacted teams; themes 

logged in the resistance 
register

03 MAR

TRAINING 
COMPLETION

Measure: Enrolled and 
completed in the LMS by role; 
red flag below 85% per team

17 MAR

PULSE 
CHECKS

Measure: Fortnightly pulse re-
score, 1–5 by group; target no 

group above 2

20 MAR

SPONSOR 
INVOLVEMENT

Measure: Residual resistance 
items closed at the sponsor 

review; none carried to go-live

24 MAR

EFFECTIVE 
SUPPORT 

Measure: Average time to 
close floor-support tickets in 

the first two weeks live

Five checkpoints, how we measure them, and what 
leaders say and use

LEADER TALKING POINTS
“Nothing about your job changes without us walking you through it first.”
Name the fear before defending the system.

“We are keeping the legacy reports running in parallel until the numbers match.”
Answer the data-trust objection with evidence.

“Training time is protected time — it is in the roster, not on top of it.”
Remove the workload excuse.

“Tell me what is not working. Every issue raised is logged and answered.”
Turn resistance into usable feedback.

RESOURCES

ALL COMMUNICATIONS, TRAINING AND INFORMATION TO BE 
STORED ON THE SHAREPOINT MICROSITE. 

This single-source-of-truth should be THE place 
people go to find answers to FAQs and the latest 
updates. 

Change Champions must be allowed to allocate 
time to the project to talk to stakeholders and 
provide valuable feedback loops. 

S E C T I O N

07
SUPPORT & ADOPTION

94

SUPPORT MODEL
How we support people during the pilot, hypercare and business as usual

LIVE-2 LIVE-1 GO LIVE LIVE +1 LIVE +2 LIVE +3 LIVE +4

SELF-SERVE FIRST
SharePoint ERP hub — guides, 
quick reference cards, FAQs

THEN ASK A PERSON
Your super user or change 
champion in the business

LOG A CALL
Service Desk ticket — every issue 
gets a support number1 2 3

PILOT

• SharePoint hub is the first stop for 
process guides and how-to steps

• Pilot users raise anything unresolved 
with their embedded super user

• Super user logs a Service Desk ticket 
so the issue is tracked and numbered

• Themes from pilot tickets feed training, 
comms and cutover fixes

HYPERCARE

• Dedicated hypercare contact line, staffed by the project team

• All issues must still be raised via the Service Desk to get a support number

• Change champions and floor-walkers on site for over-the-shoulder help

• Daily triage and a published status update on the SharePoint hub

PILOT

• SharePoint hub is the first stop for 
process guides and how-to steps

• Pilot users raise anything unresolved 
with their embedded super user

• Super user logs a Service Desk ticket 
so the issue is tracked and numbered

• Themes from pilot tickets feed 
training, comms and cutover fixes

Communication email will be cascaded via leader 
when the support model changes. All information will 
be displayed on the SharePoint site.

3 X Customer contact centre team attend the pilot training. Contact 
centre have early access to SharePoint. Contact centre are not there to 
provide training. 

Change team track help desk calls during hypercare and identify areas 
that are addressed in the training and engage with team leaders where 
users need refresher training 

HYPERCARE: SEVERITY, ESCALATION AND AFTER-
HOURS RESPONSE
SEVERITY RESPONSE & FIX TARGET ESCALATION PATH

P1
Business stopped

System down or a core process fails — no one can 
ship, invoice or pay, or a cutover deadline is at risk

Respond 15 min · workaround 
within 2 hrs · hourly updates

Service Desk → Hypercare lead → ERP Programme 
Director → SLT sponsor paged; war room stood up

P2
Team stopped

A team or site can't complete a core process; a 
manual workaround exists but doesn't scale

Respond 30 min · fix same day · 
updates every 4 hrs

Service Desk → Hypercare lead → process owner; SLT 
notified if unresolved after 24 hrs

P3
Individual blocked

One user or a small group is blocked — access, a 
failed posting, a report not reconciling

Respond 4 hrs · fix within 2 
business days

Service Desk → super user → functional analyst; 
reviewed at daily triage

P4
Question or 
request

How-to question, data tidy-up, cosmetic issue or 
enhancement idea

Respond 1 business day · 
scheduled into the backlog

Service Desk → super user; enhancement log reviewed 
weekly by the ERP team

Full hypercare floor: Service Desk, floor-walkers 
and ERP team on deck. P1s triaged in the war 
room within 15 minutes and status posted to the 
hub.

On-call roster. P1 and P2 only — the Service Desk 
pages the on-call lead; P3 and P4 queue for the 
next morning's triage call.

P1 only: duty manager phones the ERP Programme 
Director direct. If the business is still stopped at 2 
hours, the SLT sponsor is engaged and a comms hold 
line is issued.

Severity is agreed between the Service Desk and the business owner — if you disagree with the rating, escalate to the hypercare lead rather than leaving it unticketed. Targets shown are 
indicative and to be confirmed with IT service management.

CORE HOURS · 07:00–18:00 EVENING & WEEKEND COVER · 
18:00–22:00

OVERNIGHT, MONTH-END & 
CUTOVER PEAKS

WHAT IT LOOKS LIKE

91 92 93

94 95 96



7/10/2026

Copyright Sharon Connolly - Change Superhero 2025 17

CHANGE CHAMPION VS SUPERUSER

SUPERUSER CHANGE CHAMPION

SYSTEM & TESTINGSuper User – Tests scenarios in the new ERP, logs defects, 
and checks data and configuration match real work.

Change Champion – Gathers team reaction to the new ways of 
working and feeds concerns back to the Change team.

PROCESS & TRAININGSuper User – Runs hands-on training, builds quick guides, 
and shows colleagues the new steps in their process.

Change Champion – Explains why the process is changing and 
what it means for the team's daily work.

COMMUNICATIONSuper User – Shares practical system updates, tips, and 
workarounds; answers how-do-I questions as they come 
up.

Change Champion – Cascades key messages and milestones, 
and keeps the conversation two-way between team and project.

SUPPORT & ISSUESSuper User – First point of contact for system issues; 
triages, resolves simple ones, escalates the rest.

Change Champion – Spots resistance, fatigue, or confusion in the 
team and raises it before it becomes a blocker.

GO-LIVE & ADOPTIONSuper User – Provides floor-walking support at go-live and 
checks that new transactions are done correctly.

Change Champion – Celebrates early wins, recognises adopters, 
and keeps momentum until the new way is normal.

SUPER USER – the system expert in the business. A respected 
team member who knows the day-to-day process, learns the 
new ERP early, tests it, and then trains and supports 
colleagues at the desk.

CHANGE CHAMPION – the people connector in the business. A 
trusted voice who builds buy-in, shares the why, surfaces 
concerns early, and keeps their team engaged and ready for go-
live.

CHANGE CHAMPION SUMMARY
YOUR ROLE

You are the local voice of the ERP rollout. One central change 
team supports 4,500 staff across 5 sites, so champions are 
how the program reaches every desk. You know your team's 
real workflows and can translate what the new system means 
for daily work.

CHANGE CHAMPION TASKS

1. Attend champion briefings and learn the new finance, 
procurement and HR processes before go-live.

2. Run short team walkthroughs and demos so 
colleagues see the system in their own workflow.

3. Collect questions, issues and process gaps, and log 
them to the change team each week.

4. Help validate processes during UAT and check data in 
your area is clean and complete.

5. Support your team through go-live and hypercare, 
coaching at the desk and flagging blockers fast.

MONTH 2 MONTH 3 MONTH 4 MONTH 5 MONTH 6

Champion onboarding: 
program vision, scope 
and your role in the 
rollout.

Process design 
walkthroughs; map how 
your team works today 
versus the new ERP.

User acceptance testing 
and data cleansing in 
your area.

Champion train-the-
trainer; run local demos 
and readiness 
conversations.

End user training 
delivery and go-live 
readiness checks.

Go-live and hypercare: 
floor support, issue 
triage and adoption 
tracking.

MONTH 1

YOUR COMMITMENT

 Around 4 hours per week, rising to 8 hours through 
go-live and hypercare.

 Fortnightly champion network call, monthly site 
briefing, and a weekly feedback loop with your 
change lead.

WHAT’S IN IT FOR YOU?

 You build deep, early expertise in a 
system your organisation will run on for 
the next decade. 

 You gain visibility with senior leaders, 
sharpen your facilitation and coaching 
skills, and grow a network across every 
site. 

 Champion experience is recognised in 
your development plan and is a proven 
stepping stone into process owner and 
super user roles.

NETWORK COVERAGE
Champion coverage by area.

AREA 1

CHAMPIONS:
 Name
 Name
 Name

AREA 2 AREA 3 AREA 4

AREA 5 AREA 6 AREA 7 GAPS

HEADCOUNT: 342

Additional notes required for this area. 

CHAMPIONS:
 Name
 Name
 Name

HEADCOUNT: 342

Additional notes required for this area. 

CHAMPIONS:
 Name
 Name
 Name

HEADCOUNT: 342

Additional notes required for this area. 

CHAMPIONS:
 Name
 Name
 Name

HEADCOUNT: 342

Additional notes required for this area. 

CHAMPIONS:
 Name
 Name
 Name

HEADCOUNT: 342

Additional notes required for this area. 

CHAMPIONS:
 Name
 Name
 Name

HEADCOUNT: 342

Additional notes required for this area. 

CHAMPIONS:
 Name
 Name
 Name

HEADCOUNT: 342

Additional notes required for this area. 

MEET OUR CHAMPIONS
OPERATIONS

Nadia Rahman Colin Whitaker Priya Desai

FINANCE

Elena Petrova Samuel Achebe Grace Lim

CUSTOMER SERVICE

Tom Bradley Aisha Malik Diego Ramos

PEOPLE & CULTURE

Fiona Kelly Hiro Nakamura Zara Bennett

TECHNOLOGY

Owen Fraser Lena Kowalski

SALES & MARKETING

Malik Johnson Chloe Duval

RISK & COMPLIANCE

Hannah Reid Victor Nwosu Maya Sharma

SUPPLY CHAIN

Peter Novak Amelia Cross Kofi Mensah

LEGAL & GOVERNANCE

Ruby Sinclair Andrew Tan

FIRST 10 DAYS NEXT 50 DAYS FROM DD/MM TO DD/MM AT LAUNCH

IMMERSION

Understand the 
business case, 

scope and MVP, 
and how this aligns 

with corporate 
values and 

strategy. 

MEET

Meet the people 
who matter. Who 
must be involved, 
who can help, and 

who may resist. 

MONITOR

How will we know 
this worked? What 

metrics exist, or 
can be put in 

place, to track 
progress.

SUPPORT

Approve the design 
and the change 

delivery plan. 
Prepare leaders for 

engagement, 
comms and training.

PETITION

Give the change 
team access to 

leaders, and protect 
time for training and 

practice.

ADVOCATE

Advocate for the 
benefits through 

resistance. Ask the 
SLT to prioritise the 

project. 

CELEBRATE

Champion the 
change. Drive 

adoption, measure 
success, and 

celebrate team 
wins. 

SPONSOR PLAN – FIRST 100 DAYS
Project synopsis. Make it easy for the sponsor to talk about this project in a simple sentence. Use this space to give a 
clear one or two paragraph description of the reason for the project and what the intention is. The sponsor may be 
juggling multiple projects and priorities. Make it easy for them 

Why?
Give the sponsor an easy explanation of why this project 
is happening. 

S E C T I O N

08
SUCCESS & READINESS

102

97 98 99

100 101 102
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MILESTONES

FEBRUARY MARCH APRIL MAY JUNE JULY

MILESTONE
Add the details here for the 
milestone you need to achieve at 
this interval

1

MILESTONE
Add the details here 
for the milestone you 
need to achieve at this 
interval

2
MILESTONE
Add the details here 
for the milestone you 
need to achieve at this 
interval

3

MILESTONE
Add the details here 
for the milestone you 
need to achieve at this 
interval

4
MILESTONE
Add the details here 
for the milestone you 
need to achieve at this 
interval

5
MILESTONE
Add the details here 
for the milestone you 
need to achieve at this 
interval

6
BASELINE 
COMPARISON
Use this when you create a baseline survey at the beginning 
of the project and then ask the same questions as a pulse 
check or at the end of the survey

0%

20%
25%

40%

15%

Strongly
Disagree

Disagree Neutral Agree Strongly
Agree

5% 5%

20%

50%

20%

Strongly
Disagree

Disagree Neutral Agree Strongly Agree

0%

25% 25%

40%

10%

Strongly
Disagree

Disagree Neutral Agree Strongly
Agree

5%

15%

30%
35%

15%

Strongly
Disagree

Disagree Neutral Agree Strongly
Agree

0%

10%

30%

40%

20%

Strongly
Disagree

Disagree Neutral Agree Strongly Agree

0%
5%

35%

45%

15%

Strongly
Disagree

Disagree Neutral Agree Strongly Agree

0%

10%

20%

40%

25%

5%

Strongly
Disagree

Disagree Neutral Agree Strongly
Agree

No Answer

0%
10%

15%

45%

30%

Strongly
Disagree

Disagree Neutral Agree Strongly
Agree

I understand how SAP will change my day-to-day work.

Leadership across the business is visibly committed to the 
SAP implementation.

Communication about the SAP program has been clear and 
timely.

I am confident my team can achieve the SAP go-live within 
the required timeframe. The proposed SAP implementation timeline is realistic.

The target processes designed for SAP are a good fit for our 
business.

The training and support planned for the SAP rollout will be 
sufficient.

The case for change to SAP is clear to me.

CHANGE 
BENEFITS

103

75%
Talk about the 
people impact 
here. What has 
to change for 
them? 

If there is a particular impact in an area4/5

1
Describe the process 
changes that need to 
happen. These are often

2 3
Describe the process changes 
that need to happen. These are 
often

Describe the process changes 
that need to happen. These 
are often

Process 
Step One

Process 
Step Two

Process 
Step Three

PROCESS CHANGE 25% of impacted 
users are in the CCC

Nobody has more than 20% of 
their daily processes impacted

A mindset shift that we need 
to happen

A feeling or activity that 
is desirable in this 
change. How do 
behaviour must change

Meaningful fact about culture 
change

233 95% $25,000
Talk about a 
technology 

change
Is there a 

performance 
increase?

Is there a 
technology cost

47%
Talk about how this might 
impact your customer –
what can they expect to 
see differently?

SOPs to be updated? 

Meeting our 
regulatory obligations

0
2
4
6
8

Series 1 Series2 series 3 series 4

$560K Saved on FTE/Postage 
costs – significant finance 
detail here

10% 50%30% 60%

A bit of text about 
this lovely doughnut 

chart

A bit of text about 
this lovely doughnut 

chart

A bit of text about 
this lovely doughnut 

chart

A bit of text about 
this lovely doughnut 

chart

A change that is happening Dept Dept Dept Dept Dept

A one page to be modified to collect 
the benefits of the change – easily 
resized to pick and choose what 
you need.

LAUNCH SEQUENCE

LAUNCHING DATA
Some important points 
about the fine details of the 
launch that your audience 
need to be aware of goes 
here.

LAUNCHING DATA
Some important points 
about the fine details of the 
launch that your audience 
need to be aware of goes 
here.

LAUNCHING DATA
Some important points 
about the fine details of the 
launch that your audience 
need to be aware of goes 
here.

LAUNCHING DATA
Some important points 
about the fine details of the 
launch that your audience 
need to be aware of goes 
here.

LAUNCHING DATA
Some important points 
about the fine details of the 
launch that your audience 
need to be aware of goes 
here.

PROJECT NAME: CHANGE READINESS
Assessed 5 Sep 2026  |  Go/no-go decision: T-5 days

AMBER

LEADERSHIP & SPONSORSHIP

GREEN
Sponsor cadence live; visible comms from exec team weekly.

STAKEHOLDER ENGAGEMENT

GREEN
All 14 impacted functions have named change champions.

TRAINING & COMPETENCY

AMBER
82% of 1,240 users certified; finance back-office lags at 64%.

BUSINESS PROCESS ADOPTION

AMBER
Order-to-cash SOPs signed off; procure-to-pay in final review.

HYPERCARE & SUPPORT MODEL

RED
Floor-walker roster only 60% staffed for week 1.

GO/NO-GO CRITERIA

• 90% user certification
• All SOPs signed off
• Hypercare roster 100%
• Cutover comms issued

ACTIONS BEFORE T-5

• Complete training for finance
• Confirm floor-walkers and shift roster
• Close P2P process sign-off

Recommendation: proceed to go-live subject to hypercare staffing and finance training closing by T-5.

A change management view of whether people, leaders and support are ready for cutover GO-LIVE RECOMMENDATION

CONDITIONAL GO

LEADERSHIP & OWNERSHIP

ON TRACK

Sponsor visible
Business owners sign off

Leaders must explain day-one expectations

PROCESS, ROLE & ACCESS

ON TRACK

New ways of working approved
Access and role mapping confirmed

No critical role or process is unresolved

CHAMPIONS & ENGAGEMENT

AT RISK

Local champions active
Resistance themes addressed

Every impacted team has access to support

CUTOVER COMMUNICATIONS

ON TRACK

Downtime and day-one messages ready
Escalation channels published

Every audience knows what to do and when

TRAINING & CONFIDENCE

ON TRACK

Critical roles competent
Job aids published

Recovery plan in place

SUPPORT & HYPERCARE

CRITICAL

Floor-walker roster incomplete
Service desk path not rehearsed

Roster, triage and escalation are fully live

NON-NEGOTIABLES BEFORE 
CUTOVER
Proceed only when the critical people risks below are 
closed or explicitly accepted by the go/no-go authority.

ONE
Close priority training gaps

TWO
Confirm hypercare roster and shifts

THRE
E
Issue final cutover and day-one pack

ERP GO-LIVE READINESS

108

1

24 Feb

Impact assessment signed off

2

03 Mar

Training scheduled and enrolled

3

17 Mar

Readiness checkpoint

4

20 Mar

Go / no-go decision

5

24 Mar

Go-live

103 104 105

106 107 108
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CHANGE / BUSINESS READINESS
Non-negotiables — must be complete before go-live

StatusRiskDueOwnerAction to complete

In progressHigh12 MarL&D LeadAll end users complete core system training

CompleteMedium15 MarProcess OwnerBusiness process documents signed off

Not startedHigh18 MarChange LeadSuper users confirmed and rostered for 
hypercare

In progressHigh20 MarData LeadData cleansed, migrated and validated

Not startedLow22 MarComms LeadGo-live comms issued to all impacted teams

CompleteMedium24 MarService OwnerSupport model and escalation path published

READINESS STATUS

Non-negotiables complete 2 of 6

Actions overdue 2

Days to go-live 18

AMBER — conditional go

RISKS

Training completion tracking at 46% with two 
weeks remaining

Two business units have not nominated super 
users

Cutover weekend overlaps end-of-month close

CRITICAL TIMELINE

1

24 Feb

Impact assessment signed off

2

03 Mar

Training scheduled and enrolled

3

17 Mar

Readiness checkpoint

4

20 Mar

Go / no-go decision

5

24 Mar

Go-live

Initiative name Initiative name

Go Live Date Date

Project Sponsor Sponsor Name

Change Manager CM Name

Project Manager PM Name BUSINESS 
READINESS

152/190 Training 
completed GO

200/207
USER 
PROFILES 
MIGRATED

GO

Comms sent 
09 DEC GOMetric

Readiness 
criteria 

NO
GOMetric 

Readiness 
criteria GOMetric

Readiness 
criteria 

NO
GOMetric

Readiness 
criteria GO

STATUSRESPONSIBLEDUE DATENOTESITEM

On TrackNameNotes on this item. Focus on blockers and 
dependencies.

Item to complete

At RiskNameNotes on this item. Focus on blockers and 
dependencies.

Item to complete

Not StartedNameNotes on this item. Focus on blockers and 
dependencies.

Item to complete

Not StartedNameNotes on this item. Focus on blockers and 
dependencies.

Item to complete

Not StartedNameNotes on this item. Focus on blockers and 
dependencies.

Item to complete

At RiskNameNotes on this item. Focus on blockers and 
dependencies.

Item to complete

Hypercare Support Startsfloor walk 
starts 

take home keyboards 
and mice

Final Data Migration commences at 
6pm every night

161514131211100908Date

Go No/Go 
Decision

Metric

Add your important text and update items here. High Level Call out
Two lines

CURRENT STATUS GO

RISK RATING A
Meeting date

Next meeting

CHANGE READINESS 
BY AREA

AREA 5AREA 4AREA 3AREA 2AREA 1

Profiles registered

Training Complete

Communications Sent

Leader Briefed

Data Migrated

Passwords issued

2/62/64/65/65/6Overall Score

ADDITIONAL NOTES

83% 83% 67% 33% 33%

OVERALL 
READINESS 60%

11
22
33
44
55

55
things you 
need to do

GO LIVE
beforebefore

Ensure you have no documents stores 
locally on your C: Drive

Log in to Chrome to save your 
favourites

Copy all your sticky notes to a Word 
document

Email yourself any project critical 
document

Log off of all applications at the end of 
the day

Critical Windows updates run overnight 
tonight. Follow these steps to avoid 
disruption.

CHANGE READINESS CHECKLIST
OVERVIEW / OBJECTIVE STAKEHOLDERS

TARGET AUDIENCE

WHAT IS THE CHANGE

VALUES OVERLAY

TIMELINES

RISKS

COMMS/TRAINING ROADMAP

KNOWLEDGE MANAGEMENT

SUPPORT MODEL

SUCCESS MEASURES

What the problem we are trying to 
solve? 
Why it is important?

How do OUR values apply in this 
change?
Respect, Integrity, Care, 
Collaboration, Accountability, 
Innovation

What are we changing?
People / Technology / System / 
Process / Mindset / Behaviours

Who is impacted and how 
will the change apply to them 
(WIIFM)?

What timeframes do we need to 
meet?
Are there specific checkpoints or 
interdependencies we need to 
consider?

Who are the decision makers
What do we need to get them on 
board?
Who else must be kept informed?

What are the benefits? 
Why will they love this change
Will it bring personal or 
organisational benefits?

What could go wrong?
Where are the blackholes and 
what do we do about them?

What does good / great look like 
How do we know this change has 
worked?
What metrics are we using data / 
testing / utilisation?

How will it be communicated and 
trained?
Does sequencing matter?
What channels will be used?

How will the change be 
supported?
Are other parties involved 
Suppliers / IT / Training?

How will the change be sustained 
after the project is concluded?
Where is information housed?

STRATEGY – WHAT ORG STRATEGY IS THIS CHANGE ALIGNED TO

REPORTING – WILL THE CHANGE BE PART OF BROADER REPORTING MODELS 

GOVERNANCE – WILL THE CHANGE CONTINUE TO EVOLVE OR BE INCORPORATED AS PART OF BAU PRACTICES 

BENEFITS

(Not exhaustive – sample only)

O
V

ER
V

IE
W

Use this box to give a snapshot of what has happened since the last time you did an 
update for this stakeholder. Keep it high level. This is the box they would read if you 
had the elevator conversation with them and they asked you how it was going. 
E.g. Training plan was designed and socialised with the leadership team. Initial 
testing with users received favourable feedback. Change Champion program 
progressing well. 12 new team members were trained. 

A
C

H
IE

V
EM

EN
TS

• Bullet points of your specific achievements. Try to use metrics to quantify 
where possible.

• Training rolled out to 825 staff. 90% of staff are now trained with 95% NPS 
score for delivery.

• SharePoint site live. 5000 unique visitors. 50% of staff have visited the site.
• Go-live communications signed off with internal brand team.

R
IS

K
S

What does your stakeholder need to be aware of? Include actions and mitigations, 
and who is managing each risk. E.g. Only one SME can deliver an advanced module 
— a tight timescale is a risk. Request two change champions be upskilled. 

D
EC

IS
IO

N
S 

R
EQ

U
IR

ED

Does your stakeholder need to make any decisions? List them here. Is it OK to 
proceed to the next project phase or the brand of sit-stand desk you proposed? You 
may need to provide additional information to support the decisions required.

W
H

AT
’S

 N
EX

T

I like to focus attention on what I will be doing next. Use this box to talk about 
upcoming activities. 
• Service desk training takes place on 2/8/2022 so they can support users at 

go live.
• Email to be sent from internal comms on 10/8 advising weekend system 

shutdown so managers can manage work schedules.
• Change Champion briefing session will be held on 12/8 to make sure floor 

walkers are skilled and ready to assist on day one.
• Post-go live comms ready with follow-up actions to direct users to 

SharePoint for self-help.
• Tracking dashboards ready for daily check-in with the service desk.

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov DecTI
M

EL
IN

E Details of anything significant 
on timeline

10 June – Test Complete
Change the scale as 
appropriate Remember, this is a snapshot. If the 

stakeholder needs more information, there 
should be other more detailed plans

List any additional resources 
available

Change Plan
Comms Plan

Training Plan
SteerCo Pack

Detailed Timeline
Progress Dashboard

Staff Survey
Project SharePoint

Make it easy for the stakeholder to find out more. 
Remember to check their access links and you can 
link to a slide in a pack.

Date
Your name with email link

Overall Status
Green. On Track

Change Readiness
Green. On Track

Program complete
75%PROJECT UPDATE

109 110 111

112 113 114
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CHANGE PROGRESS UPDATE

01
WHAT WE DID

Details about the 
change activities we 
took go here.

Details about the 
change activities we 
took go here. Details 
about the change 
activities we took go 
here 

02
WHAT WE DID

Details about the 
change activities we 
took go here.

Details about the 
change activities we 
took go here. Details 
about the change 
activities we took go 
here 

03
WHAT WE DID

Details about the 
change activities we 
took go here.

Details about the 
change activities we 
took go here. Details 
about the change 
activities we took go 
here 

04
WHAT WE DID

Details about the 
change activities we 
took go here.

Details about the 
change activities we 
took go here. Details 
about the change 
activities we took go 
here 

04
AUGUST

PLANNED ACTIVITY
Details about the 
activities plan to do 
here.

04
AUGUST

PLANNED ACTIVITY
Details about the 
activities plan to do 
here.

04
AUGUST

PLANNED ACTIVITY
Details about the 
activities plan to do 
here.

7/10 Some type of success metric. Who turned up, what 
percentage of the audience have you engaged? 
What was the feedback?

A nice quote from some of your 
impacted stakeholders or sponsor

A nice quote from some of your 
impacted stakeholders or sponsor“

”
Is there anything that 
might not go to plan, 
call it out here

RISKS
Is there anything that 
might not go to plan, 
call it out here

Any important high-level message 
could go on here – on track – on 
budget etc

PROGRESS CHART

10%

15%

5%

20%

85%

85%

Heading

Chart Heading 2

Chart Heading 3

Chart Heading 4

Chart Heading 5

Chart Heading 6
Additional Text here with more 
information about this segment 
goes in here

100% Complete25% 50% 75%

Additional Text here with more 
information about this segment 
goes in here

Additional Text here with more 
information about this segment 
goes in here

Additional Text here with more 
information about this segment 
goes in here

Additional Text here with more 
information about this segment 
goes in here

Additional Text here with more 
information about this segment 
goes in here

This is an editable chart with text boxes overlaid… easy to 
update progress

BENEFIT REALISATION METRICS
6-12 Mths

1-2 Years

2+ Yrs 

0

5

Baseline Set4

Custom Reports4
Not for the whole program!

Export feeds9
Or have dependencies

FEB

Full realisation by 
Aug.

APR JUNJAN MAR MAY AUGJUL SEP

Of registered uses have 
logged on and updated 
their password. 

60%

1 2 3 4 5

35%

Agree sponsorship signals 
sufficient priority for benefit 
tracking.

1 2 3 4 5

71%

Agree the project has 
adequately communicated to 
stakeholders.

1 2 3 4 5

71%

Agree the Cloud ERP is a 
significant capability uplift 
compared to the previous .

Respondents rated agreement from 1 
(strong disagreement) to 5 (strong 
agreement).

82%
overall

Agree the MFA login is easy to 
set up and navigate

Benefit baselines will have been 
set by most business units.

2 business units are 
piloting early benefit 
tracking.

Most business units will 
have named benefit 
owners.

5%

10% 1 2 3 4 5

76%

Are confident their business will 
reduce risks because of better 
reporting.

5 business units will be ready to report realised benefits
from early 2026 to 2027.

1%

Baseline expected

13% LevelNew Question

n = 17. Response rate 81%.

88%

There is an increase in confidence in policy 
support47%

Agree the initiative has sufficient support from regulators and 
governing bodies. 47% neutral.

8%

Agree the SAP Project was a necessary upgrade in line 
with the strategic roadmap.72%

POST IMPLEMENTATION REVIEW Initiative name Initiative name

Go Live Date Date

Project Sponsor Sponsor Name

Change Manager CM Name

Project Manager PM Name

PROJECT SYNOPSIS

Give a high level summary of the project intention.

SUCCESS METRICS

• Describe the methods you used to measure if the 
project was successful

CONSULTED AUDIENCE

Who is involved in this review. List their names here.

FirstName LastName : Job Title, Area
FirstName LastName : Job Title, Area
FirstName LastName : Job Title, Area
FirstName LastName : Job Title, Area
FirstName LastName : Job Title, Area

KEY DELIVERABLES AND SCOPE

What did you set out to achieve.
• List the deliverables and any KPIs

• List the deliverables and any KPIs

• List the deliverables and any KPIs

• List the deliverables and any KPIs

Review Date Date Facilitator Name Facilitator Name

TAKE-AWAYS

• List the high-level learnings that will be passed on to 
the next project. This is the summary page; you’ll dig 
deeper into each one on subsequent pages.

• List the high-level learnings that will be passed on to 
the next project. This is the summary page, you’ll dig 
deeper into each one on subsequent pages.

• List the high-level learnings that will be passed on to 
the next project. This is the summary page; you’ll dig 
deeper into each one on subsequent pages.

• List the high-level learnings that will be passed on to 
the next project. This is the summary page; you’ll dig 
deeper into each one on subsequent pages.

• List the high-level learnings that will be passed on to 
the next project. This is the summary page; you’ll dig 
deeper into each one on subsequent pages.

PROJECT NAME

What we set out to do

How does this tie in to our corporate 
values and strategy. Perhaps the 
technology roadmap, or vision for 
people and culture?

Describe what you set out to achieve and why it was 
important.

A short project synopsis so anyone reading this from another project would understand what the project 
was about.

Describe what you set out to achieve and why it was 
important.

Describe what you set out to achieve and why it was 
important.

Describe what you set out to achieve and why it was 
important.

Describe what you set out to achieve and why it was 
important.

Describe what you set out to achieve and why it was 
important.

Something that was done 
well – high level name for this 
item

What was so great (above and beyond that you did in this 
project 

POST IMPLEMENTATION REVIEW

WHAT WE DID WELL

Creating a SharePoint micro-
site as a single-source-of 
truth

The one-stop shop directed all users to a single place for 
questions and training. It was easier to keep track of artefacts 
and we captured valuable visitor metrics

Lack of information on the intranet We failed to maximise use of other communication 
tools such as Viva engage.

WHAT WE DIDN’T DO SO WELL

Under-estimating involvement 
from the Champions.

We had not correctly assessed the amount of time it 
would take for the champions to digest the 
information and attend regular briefings. 
Subsequently many dropped out due to work 
pressure

Using Change Champions to 
cascade information 

Champions in the business were integral to the success as they 
fed back information that we would have otherwise missed and 
ensured communications were cascaded 

WHAT AREA FAILED TO GET READY?
What did they have to do to get ready? Was there a pilot group. 
Did you have to do extensive testing?

AGILITY AND PIVOTING?
Did things get moved into the backlog and become out of scope? 
Has anything slipped to Phase 2 and why?

WHAT AREA HAD TO GET READY?
What did they have to do to get ready? Was there a pilot group. 
Did you have to do extensive testing?

AGILITY AND PIVOTING?
Did things get moved into the backlog and become out of scope? 
Has anything slipped to Phase 2 and why?

AGILITY AND PIVOTING?
Did things get moved into the backlog and become out of scope? 
Has anything slipped to Phase 2 and why?

LESSONS LEARNED 326 27 992

Let’s hit them with 
some more numbers. 
You know your leaders 

love something they can 
measure.

Let’s hit them with 
some more numbers. 
You know your leaders 

love something they can 
measure.

Let’s hit them with 
some more numbers. 
You know your leaders 

love something they can 
measure.

Cat 1 Cat 2 Cat 3 Cat 4

Baseline Now WHAT’S THIS

How did we measure this? Survey, training 
completion. Talk about how you measured this 
success or failure

47%
Call out any high-level reporting numbers. 
You’ll l likely need to support your PIR with 
additional dashboard metrics

Do you have survey results, 
number of visits to a site, 
calls to a help desk. What 
supports your success or 
failure. List it here 

115 116 117

118 119 120



7/10/2026

Copyright Sharon Connolly - Change Superhero 2025 21

WHAT WE DID WELL
Capture the strengths worth repeating

NEXT ACTIONDETAILS AND EVIDENCEHEADING

[How will we repeat or embed this?]

Owner: [Name]   Due: [Date]

[What worked well? Add an example and the benefit it created.][Strength 1]

[What will we carry into the next project?]

Owner: [Name]   Due: [Date]

[What helped the team deliver? Add feedback or a measure.][Strength 2]

[What should we share more widely?]

Owner: [Name]   Due: [Date]

[What helped people adopt the change? Add supporting evidence.][Strength 3]

WHAT WE COULD HAVE DONE BETTER
Focus on the cause and the change needed next time

NEXT ACTIONDETAILS AND IMPACTHEADING

[What specific change will address this?]

Owner: [Name]   Due: [Date]

[What fell short? Describe the impact and likely cause.][Improvement 1]

[What will prevent a repeat?]

Owner: [Name]   Due: [Date]

[Where did delays or rework occur? Add an example.][Improvement 2]

[What support or process will change?]

Owner: [Name]   Due: [Date]

[What made adoption harder? Add feedback or a measure.][Improvement 3]

Evidence: [Survey question, result or anonymised comment reference]

MILESTONE ACHIEVED

MILESTONE FOUR
New target operating model ready to hand 
over to BAU

MILESTONE THREE
Automated manual processes, freeing up 
team members for valuable work

MILESTONE TWO
Faster application processing times, 
better for customers.

MILESTONE ONE
Savings of $250K by reducing workload 
and admin reporting

WE DID IT
TEAM NAME Special thanks to Team Member 

name for their outstanding 
contributions to our success

More information about the 
spectacular achievement your 
team has realised this week! Go 
you!!

01 Text in here to stay on target for your 
project. Text in here to stay on target for 
your project

02 Text in here to stay on target for your 
project. Text in here to stay on target for 
your project

03 Text in here to stay on target for your 
project. Text in here to stay on target for 
your project

04 Text in here to stay on target for your 
project. Text in here to stay on target for 
your project

A P P E N D I X

SUPPORTING SLIDES

125

R

REINFORCE

A

ABILITY

K

KNOWLEDGE

D

DESIRE

A

AWARENESS

ADKAR

Describe what you 
have done to ensure 
the audience knows 
this is happening

What have you 
communicated around the 
benefits of realisation or 
consequences of not 
adopting.

Summarise the training or 
learning path. Inform how 
you will drive adoption for 
this change.

How will you check for 
success? Is this is 
feedback look, 
attendance certificate, is 
there a text.

How is this handed over to 
BAU and cared for in the 
future state.

JAN

Notes about a 
milestone or 
deliverable

FEB

Notes about a 
milestone or 
deliverable

MAR

Notes about a 
milestone or 
deliverable

APR

Notes about a 
milestone or 
deliverable

MAY

Notes about a 
milestone or 
deliverable

JUN

Notes about a 
milestone or 
deliverable

JUL

Notes about a 
milestone or 
deliverable

121 122 123

124 125 126
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KOTTER’S 8 STEP CHANGE MODEL

REMOVE 
OBSTACLES

CREATE A 
VISION FOR 

CHANGE

CREATE 
URGENCY

FORM A 
POWERFUL 
COALITION

SHARE THE 
VISION

CREATE SHORT 
TERM WINS

BUILD THE 
CHANGE

ANCHOR 
IT IN 

CORPORATE 
CULTURE

S

STRENGTH

W

WEAKNESS

O

OPPORTUNITIES

T

THREATS

• What are the benefits of 
this Change?

• How does the Change fit in 
with the roadmap/strategy

• Is there social proof of the 
success of this type of 
change?

• What are the drivers for 
making this change happen 
now?

• Is there a danger of attrition 
of talent if the change is 
unpopular?

• What resistance will you 
encounter and why?

• Are there other 
changes/priorities that 
could impact uptake?

• Will this change adversely 
affect the perception of the 
Change or leadership team.

• Can you identify benefits 
outside the change? Will 
people have a new skill, 
better opportunities/ 
conditions?

• Is there more opportunity to 
learn and collaborate?

• Will this free up time for 
people to do more 
worthwhile things?

• Will this increase the profile 
or any people/areas to the 
rest of the 
organisation/industry?

• Are there any downsides to 
adopting the change?

• Were any other alternatives 
rejected? Why?

• What makes adoption difficult? 
Skills/times/funding/tech?

• Is anything under development or 
still undecided? Are there phases 
not designed?

SWOT ANALYSIS FOR CHANGE PLANNING LEWIN’S CHANGE MANAGEMENT MODEL

UNFREEZE
Clearly define the current situation. Work 
collaboratively to form the future vibrant 

picture

CHANGE
Create a vision of the desired end state. The 

richer, fuller, and more attractive this can be, 
the more people who contribute – the better.

REFREEZE
Identify the forces that will help drive and 
resist the change, increasing the driving 

forces identified and decreasing the resisting 
forces

1 2 3

MCKINSEY SEVEN PRINCIPLES OF CHANGE

Strategy

Structure Systems

Skills

Shared 
Values

Leadership
Style

Staff 
Capabilities

How are we organised? What is 
the chain of command? How will 
I interact with stakeholders? Are 
there Silos?

Is there a well circulated business plan 
that all staff are aligned to? Do they 
know where we are going?

Do most of the systems work? Are there 
processes and are staff trained and 
confident in what they do?

Is there a clear leadership style? Are leadership 
accountable? Is it an open organisation? Are ideas 
welcomed?

What is the workforce capability 
like? Are they highly skilled or 
manual

Are staff open to change? Will they be 
rewarded and progress on their merits?

Is the corporate mission clear? Is 
everyone onboard? Do they even know 
the values?

The McKinsey 7s

model and change 
Management

STATUS
Importance in relation to others

The perception of reduction in 
status can generate a strong 

threat response

AUTONOMY
Perception of exerting control over 

the environment

The feeling of having a choice 
greatly influences the level of 

stress.

FAIRNESS
Transparency, and clear 

expectations from fairness

Transparency in communication 
and participation can have a 

positive impact

SCARF MODEL 

CERTAINTY
Ability to predict the future

The brain is trying to predict the 
future Even a small amount of 

uncertainty can generate an error 
response.

RELATEDNESS
Feeling of security in relation to 

others

The sense of belonging to a group 
is important. Collaborating and 

sharing are tied to a level of trust.

SCARF MODEL 

C
Communicate

COMMUNICATION OF 
“WHY” AND “WHAT’S IN IT 

FOR ME”

A 15-minute daily video 
huddle can keep your team 
stay connected and allow 

people to address any 
potential problems.

L
Liaison

LIAISE BETWEEN YOUR 
TEAM AND LEADERSHIP

If your team thinks things can be 
done differently you should share 

these with your leadership

A
Advocate

ENCOURAGE YOUR TEAM 
TO TAKE CARE OF 

THEMSELVES

Give them resources, 
enable them. Trust 

them to get their jobs 
done.

R
Resistance

CHECK IN AND MANAGE 
BARRIERS

Listen carefully for obstacles 
to productivity. Remove 

barriers you can. Find and 
communicate work-

arounds.

C
Coach

ACT LIKE A COACH. CHECK 
IN FREQUENTLY

Listen to things outside of their 
roles that may be impacting on 
their ability to work through the 

change.

H O W  P E O P L E  M A N A G E R S  C A N  H E L P  T O  

MANAGE CHANGE AND DRIVE ADOPTION

127 128 129

130 131 132
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S
SPECIFIC

M
MEASURABLE

A
ACTIONABLE

R
RELEVANT

T
TIMELY

To writing a SMART goal work through each of the five components to build a measurable goal that includes 
what needs to be accomplished and when, and how you’ll know when you’re successful.

OPPORTUNITIES
List the project opportunities in here. List the 
project opportunities in here List the project 
opportunities in here

THREATS
What could go wrong. Are there 
risks? Are there competing projects 
for time, priority or funding?

WEAKNESSES
Where might your project be weak? 
What could undermine it? What do you 
need to boost?

STRENGTHS
What are your project strengths. 
What are the tangible business 
benefits.

Activity one goes in here. What are you 
going to do and when? 

CALL TO ACTION 01
Activity one goes in here. What are you 
going to do and when? 

CALL TO ACTION 02
Activity one goes in here. What are you 
going to do and when? 

CALL TO ACTION 03
Activity one goes in here. What are you 
going to do and when? 

CALL TO ACTION 04
Activity one goes in here. What are you 
going to do and when? 

CALL TO ACTION 05

SWOT
A N A L Y S I S

Ad-hoc or Absent
People-dependent without any formal practices or plans

Isolated Projects
Many different tactics used inconsistently

Multiple Projects
Examples of best practices evident

Standards
Selection of common approach

Competency
Continuous process improvement 55

44

33

22

11

Competency is evident at all levels and is part of 
the organisation’s intellectual property.

Organisation-wide standards and methods are 
broadly deployed.

A comprehensive approach is applied across 
multiple projects.

Some elements are applied in isolated projects.

Little or no change management applied.

Culture
Organisation Environment66

Mature change culture. Initiatives are championed 
and embraced.CHANGE 

MATURITY

Where are we?

01
Add in the comment from 
this person here. You have a 
few line and can overlap the 
picture

03
Add in the comment 
from this person here. 
You have a few lines

04
One Word

Amazing
Session!

05
More short 
comments can go 
here, Not too much 
room

02
Add in the comment from this 
person here. You have a few line 
and can overlap the picture

06
Add in the comment 
from this person here. 
You have a few lines

WHAT OUR PARTICIPANTS SAID

HEADING HERE

Text goes in here about this idea a 
few lines. Text goes in here about 
this idea a few lines 

HEADING HERE

Text goes in here about this idea a 
few lines. Text goes in here about 
this idea a few lines 

HEADING HERE

Text goes in here about this idea a 
few lines. Text goes in here about 

this idea a few lines 

HEADING HERE

Text goes in here about this idea a 
few lines. Text goes in here about 

this idea a few lines 

HEADING HERE

Text goes in here about this idea a 
few lines. Text goes in here about 

this idea a few lines 

HEADING HERE

Text goes in here about this idea a 
few lines. Text goes in here about 

this idea a few lines 

Slide Title 
Goes in Here

BE A CHANGE AMBASSADOR
Advocate for the change. Be an early and 
enthusiastic adopter. Positively influence 
others.

BE PART OF PILOT TRAINING
First to be trained. Give feedback on 
efficacy and ensure the training is fit-for-
purpose. 

DELIVER COMMS TO YOUR AREA
Keep your team up-to-date with timelines 
and educate re benefits

COLLECT AND SHARE FEEDBACK
Be our eyes and ears on the ground. Listen 
and feedback any concerns, support or 
accolades.

DELIVER THE END-USER TRAINING
Provide the basic user training for your 

team. (We will train you to do this)

MANAGE THE UPGRADE TIMETABLE
Manage and co-ordinate the roll-out and 

training in your area.

PROVIDE FIRST LINE SUPPORT
Triage support calls. Provide basic 

assistance and log calls with the support 
desk.

COLLABORATE WITH CHANGE CHAMPIONS
Share and collaborate with other Change 

Champions, to continuously learn, improve 
and support.

JANUARY FEBRUARY APRIL JUNE JULY SEPTEMBER
CC Induction Sessions Pilot Training and 

Feedback loop
Communications 
launched

Plan deployment 
schedule and training

Deliver training and Go-
Live

Warranty support and 
adoption metrics

CHANGE 
CHAMPION

What’s involved

r o les  an d r es p o n s ib il i t i es

133 134 135

136 137 138



7/10/2026

Copyright Sharon Connolly - Change Superhero 2025 24

PROJECT NAME
LAUNCHING DATE GOES HERE
Some important points about the fine details of the launch 
that your audience need to be aware of goes here.

DISCOVER MORE

Visit our 
SharePoint site 
for more 
information.

PROJECT SOFTWARE LAUNCH

Look you can put a screenshot 
of your actual application in 

here

Reveal something awesome 
about your application

Wow feature 
about your 

app

When does it go 
Live and what do 
they do next?

PROJECT SOFTWARE LAUNCH Project X Launches next 
week. Look out for 
comms coming soon

TEAMWORK
Feeling like a valuable contributor 
to a high functioning team

AUTONOMY
People want to be trusted to work on their own and given 
the time to come up with solutions and ideas without 
pressure to deliver within a timeframe

TRUST
People felt 

more 
consideration 

should be 
given to the 

challenges of 
working from 

home . 
Particularly 

over-work and 
extra hours 

worked.

100%Everyone agreed they felt psychologically 
safe within their team. Open honest 
communications were encouraged.

We want more learning 
opportunities. Everyone 
is hungry for new skills, 
particularly productivity 
tools 

We want 
to have 

more fun

2 new communities of 
practice will be set up 
for BA’s and Change 
Managers 

FUN

TEAM AWAY DAY
34 members of the development team 
spent a day brainstorming the roadmap for 
the next six months. 

Here are some of the key take-aways.

It was such a 
worthwhile day. I’m 
really glad I made 

the effort to attend in 
person

We should do this 
every three months. 

I learned so much 
from the other 

members of the 
team.

EVENT DATE | EVENT TIME 
LOCATION

Discover the benefits of the event in two 
lines here

Livewell at 
company name

SPEAKER NAME
Where is the speaker 

from/job?

SPEAKER NAME
Where is the speaker 

from/job?

SPEAKER NAME
Where is the speaker 

from/job?

WEBINAR

HEALTH
MATTERS
in the workplace

…

Add some text here you can add quite a bit 
Two lines looks good – lots of text going here
Three lines is fine

Add some text here you can add quite a bit 
Two lines looks good – lots of text going here
Three lines is fine

Add some text here you can add quite a bit 
Two lines looks good – lots of text going here
Three lines is fine

PLANNING

SCHEDULE

PODCAST

SHORT TERM
OBJECTIVES

Add some text here you can add quite a bit 
Two lines looks good – lots of text going here
Three lines is fine

THREE CARDS

139 140 141

142 143 144
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SLIDE TITLE

ITEM HEADINGITEM HEADING ITEM HEADING
Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

PROVIDE 
INFORMATION

Pass on training and trouble shooting to 
team members via weekly huddle/Teams 
meeting

01 02 03
FIRST LINE 
SUPPORT

Troubleshoot issues against known 
program nuances and provide help and 
support to new users

LIAISE WITH 
TECH SUPPORT

Log calls with Tech support. Be the point of 
contact for resolution. Pass the information 
to the team.

WHAT WILL CHANGE CHAMPIONS DO?

MONTH/YEAR

PROJECT STAGE

What are the high level 
objectives and success 
measures of this stage. What is 
the MVP. How will we know 
when it is successful?

MONTH/YEAR

What are the high level 
objectives and success 
measures of this stage. What is 
the MVP. How will we know 
when it is successful?

MONTH/YEAR

What are the high level 
objectives and success 
measures of this stage. What is 
the MVP. How will we know 
when it is successful?

MONTH/YEAR

What are the high level 
objectives and success 
measures of this stage. What is 
the MVP. How will we know 
when it is successful?

PROJECT STAGE PROJECT STAGE PROJECT STAGE

01
PHASE

03
PHASE

04
PHASE

02
PHASEPHASE

02
PHASE

PRODUCT LAUNCH

02020101

0303

0404

HEADING FOR 01
A line of text to edit

HEADING FOR 02
A line of text to edit

HEADING FOR 03
A line of text to edit

HEADING FOR 04
A line of text to edit

ROADMAP

Add some text here
Two lines looks good

Add some text here
Two lines looks good

Add some text here
Two lines looks good

Add some text here
Two lines looks good

HEADING HEADING HEADING HEADING

SUBHEADING HERE 

FOUR CARDS

HURDLE

01
TIME ZONES

What’s the best time to 
deliver to catch most 
people?

Work out end-of-day and 
start-of-day cross overs. 
Always record and forward 
session.

HURDLE

02
LANGUAGE

How do we cater for people 
when English is not their 
first language?

Summarise each slide in 
writing on screen. Have the 
recorded translated and 
posted on STREAM.

HURDLE

03
CULTURE

How do we ensure our 
content is culturally 
appropriate? 

Invite representatives from 
each country to a pilot 
group and request candid 
feedback.

HURDLE

04
TECHNOLOGY

Will everyone have access 
to the same technology?

Standardise delivery and 
ensure platform is tested 
and available in advance of 
delivery.

Some of the global change delivery challenges and how we will solve them

GLOBAL DELIVERY CHALLENGES

145 146 147

148 149 150
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SLIDE TITLE

ITEM HEADINGITEM HEADING ITEM HEADING
Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

ITEM HEADING
Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

01
PROVIDE 
INFORMATION

Pass on training and trouble 
shooting to team members via 
weekly huddle/Teams meeting

02
FIRST LINE 
SUPPORT

Troubleshoot issues against 
known program nuances and 
provide help and support to new 
users

03
LIAISE WITH 
TECH SUPPORT

Log calls with Tech support. Be 
the point of contact for 
resolution. Pass the information 
to the team.

04
PROJECT 
LIAISON 

Attend twice weekly 15 minute 
project stand-ups to pass on 
incidents and keep project team 
updated

WHAT WILL CHANGE CHAMPIONS DO?

Have your definition of done in place. Do all 
scenarios need to be 100% correct.

SUCCESS?

Document the business 
requirements for each 
feature.

DETAIL?

CREATE

Perform the tests and record the results.
PERFORM

Submit the test results and if the success 
criteria is met, request sign off from the client.

SIGN OFF

USER ACCEPTANCE TESTING

UAT ensures the developed application, or 
enhancements meet the defined business 
requirements as specified in the business 
requirement document.

Two business testers, 
approx. half a day 
each.

Add the proposed date in 
here 

Create the detailed test cases. Define where the results will 
be recorded and who will verify them.

VISION

Have the end in mind. 
What will success look 
like. It must be in your sight 
from the first stage of 
planning. You’ll need to 
communicate the vision to 
your stakeholders.

BENEFITS

You need to be able to 
clearly articulate the 
benefits of the change and 
why it needs to be done 
now. Is there is 
disadvantage of not 
undertaking the change.

SPONSORSHIP

Clarify where the message 
is coming from. Who is 
backing your change and 
how will they support 
change adoption.

RESOURCES

Is the change leader led? 
Are there Change 
Champions or external 
providers coming on 
board? Who will partner in 
your delivery success?

METHODOLOGY

How will you deliver the 
change? This is not 
necessarily a ‘change 
methodology’ but an 
approach, e.g. Self-paced 
learning/roadshows. 

Not every change has the benefit of a Change Manager. If you don’t have a dedicated CM to plan and drive your change what should you consider 
when planning for success?

THE INGREDIENTS FOR SUCCESSFUL CHANGE

HEADING HERE 

Add some text here
Two lines looks good

HEADING HERE 

Add some text here
Two lines looks good

HEADING HERE 

Add some text here
Two lines looks good

HEADING HERE 

Add some text here
Two lines looks good

HEADING HERE 

Add some text here
Two lines looks good

Add some text here
Two lines looks good

SLIDE TITLE

05
04

03
02

01

PREPARE

Raise Awareness and 
opportunity. Try to gain 
initial buy from those who 
will be impacted most.

PLAN

Craft a vision including 
goals, performance 
indicators, 
stakeholders and 
scope. Call out 
roadblocks and risks.

IMPLEMENT

Managers should 
empower and guide 
employees, 
anticipating and 
calling out 
roadblocks and risks. 
Repeated 
communication of 
the vision is crucial.

EMBED 

Projects should hand 
over to BAU. A new 
target operating model 
may be set up. Steps 
should be put in place 
to prevent users falling 
back in to old ways of 
doing things. 

REVIEW 

Conduct Post 
implementation 
review/survey and 
measure results. 
Communicate success 
and failure and help the 
organisation grow 
through the next 
change.

CHANGE MANAGEMENT PROCESS
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GROWTH FACTOR 01
Something about the reason for growth 
goes in here

GROWTH FACTOR 02

Something about the reason for growth 
goes in here

GROWTH FACTOR 04
Something about the reason for growth 
goes in here

GROWTH FACTOR 03

Something about the reason for growth 
goes in here

GROWTH FACTOR 05

Something about the reason for growth 
goes in here

SLIDE TITLE

ITEM sharingITEM revealing ITEM HEADING
Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

ITEM HEADING
Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

ITEM HEADING
Information about this item 
goes in here. Not too small, 
so it can still be read in a 
presentation

01
UPSKILL
Attend training to upskill 
and self-study to learn 
about the product.

02 03 04 05
PROVIDE 
INFORMATION
Pass on training and 
trouble shooting to team 
members via weekly 
huddle/Teams meeting

Troubleshoot issues 
against known program 
nuances and provide 
help and support to new 
users

Log calls with Tech 
support. Be the point 
of contact for 
resolution. Pass the 
information to the 
team.

Attend twice weekly 15 
minute project stand-
ups to pass on incidents 
and keep project team 
updated

FIRST LINE 
SUPPORT

LIAISE WITH 
TECH SUPPORT

PROJECT 
LIAISON 

WHAT WILL CHANGE CHAMPIONS DO?

Add some text here
Two lines looks good

HEADING

Add some text here
Two lines looks good

HEADING

Add some text here
Two lines looks good

HEADING

Add some text here
Two lines looks good

HEADING

Add some text here
Two lines looks good

HEADING

LONG TERM OBJECTIVES

The quick brown fox jumps 
over the lazy dog. The 

quick brown fox jumps 
over the lazy dog. 

PROJECT PHASE 

The quick brown fox jumps 
over the lazy dog. The 

quick brown fox jumps 
over the lazy dog. 

PROJECT PHASE 

The quick brown fox jumps 
over the lazy dog. The 

quick brown fox jumps 
over the lazy dog. 

PROJECT PHASE 

The quick brown fox jumps 
over the lazy dog. The 

quick brown fox jumps 
over the lazy dog. 

PROJECT PHASE 

The quick brown fox jumps 
over the lazy dog. The 

quick brown fox jumps 
over the lazy dog. 

PROJECT PHASE 

The quick brown fox jumps 
over the lazy dog. The 

quick brown fox jumps 
over the lazy dog. 

PROJECT PHASE 

SIX PART JOURNEY
WRITE IT DOWN
You’re 42% more likely to 
achieve it

SHARE IT
Tell people what you’re doing and ask 
them to motivate you.

CHECK IN REGULARLY
Have stand-up meetings or 
similar to track progress. 

PIVOT AND ADAPT
If you are failing, assess whether you 
can continue or need to pivot. Don’t 
flog a dead horse. Change

Set an Outlook task or 
planner task

EVALUATE HABITS?
Think of behaviours or habits 
you may need to modify to make 
this change happen.

CELEBRATE SMALL WINS
Tell people what you’re doing 
and ask them to motivate 
you.
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1 2 3 4 5 6

DATA

Some important 
points about the 
fine details of the 
launch that your 
audience need to be 
aware of goes here.

DATA DATA DATA DATA DATA

Some important 
points about the 
fine details of the 
launch that your 
audience need to be 
aware of goes here.

Some important 
points about the 
fine details of the 
launch that your 
audience need to be 
aware of goes here.

Some important 
points about the 
fine details of the 
launch that your 
audience need to be 
aware of goes here.

Some important 
points about the 
fine details of the 
launch that your 
audience need to be 
aware of goes here.

Some important 
points about the 
fine details of the 
launch that your 
audience need to be 
aware of goes here.

SIX STEP JOURNEY

11

22

33

44

55

66

CHALLENGE
We conducted a brainstorming activity to 
challenge the way we currently do this. Here 
are our ideas

CHALLENGE
We conducted a brainstorming activity 
to challenge the way we currently do 
this. Here are our ideas

CHALLENGE
We conducted a brainstorming activity 
to challenge the way we currently do 
this. Here are our ideas

CHALLENGE
We conducted a brainstorming activity 

to challenge the way we currently do 
this. Here are our ideas

CHALLENGE ONE
We conducted a brainstorming activity 

to challenge the way we currently do 
this. Here are our ideas

CHALLENGE
We conducted a brainstorming activity 

to challenge the way we currently do 
this. Here are our ideas

HOW COULD WE DO THIS 
DIFFERENTLY?

01 HEADING
Additional text about this point. Don’t make it too 
small. 

02 HEADING
Additional text about this point. Don’t make it too 
small. 

03 HEADING
Additional text about this point. Don’t make it too 
small. 

01 HEADING
Additional text about this point. Don’t make it too 
small. 

02 HEADING
Additional text about this point. Don’t make it too 
small. 

03 HEADING
Additional text about this point. Don’t make it too 
small. 

CRITICAL THINKING CHECKLIST

 Who needs to be aware?

 Who benefits from this?

 Who will resist this?

 Makes decisions about this?

 Who is impacted?

 Looks after this in BAU?

 Who supports/helps with this?

 Who needs to collaborate?

 What are the strengths 
and weaknesses?

 What is the alternative?

 What happens if we don’t?

 What is the best / worst case?

 What are the scope priorities?

 What is stopping us?

 What is the least we can do?

 Is this already happening?

 Where is this needed the most?

 Where can we go on from here? 

 Where can we get help?

 Where are areas that need the most 
work?

 Where will the work take place?

 When does this 
become critical?

 When is the best time to do this?

 When will be finish?

 When will the solution be outdated?

 When do we ask for help?

 Why is this a problem?

 Why do I care?

 Why are we doing this now?

 Why did this happen?

 Why do we need to be involved?

 Why does it matter?

 Why don’t we leave it as it is?

 Do we approach this?

 How will this look in future?

 How much is already done?

 How much will it cost?

 How will we pay for it?

 How can we learn from this?

 How can we monitor this?

 How do we sustain this?

W
H

O

W
H

ER
E

W
H

EN

H
O

W

W
H

AT
W

H
Y Have a clear reason 

to write. Don’t mix 
messages. Use 
separate emails for 
different topics 
unless it’s a 
newsletter.

Don’t jump between 
subjects. Make sure 
your message has a 
clear structure and a 
call to action.

Press CTRL + K to 
insert a hyperlink. 
Showing the whole 
URL is messy and 
unnecessary. 

Don’t write using 
words you wouldn’t 
say. Instead of 
writing ‘If you are 
seeking assistance’ 
say ‘if you need help’

Remove 
unnecessary words. 
In order To use. For 
those of you who….. 
Your feedback is 
invaluable to us as...

Underlining is 
typographically 
incorrect and in 
2023 would indicate 
a clickable hyperlink. 
Use bold instead of 
underline.

Bullets or numbers 
are for lists. If there 
is only one item it 
doesn’t need a bullet 
or a number. Bullets 
should never be 
centred.

COMMS 
ITEM ONE

COMMS 
ITEM TWO

COMMS ITEM 
THREE

COMMS 
ITEMFOUR

COMMS 
ITEM FIVE

COMMS 
ITEM SIX

COMMS 
ITEM SEVEN

Write like it costs $20 a wordCOMMUNICATIONS PLANNING

RECIPIENT NAME
Notable Achievements

Achievement One

Achievement One

Achievement One

Achievement One

Achievement One

Achievement One

Some text in here about what this shining 
star does in your organisation, how about 
their history and what they like to do 
outside of work?

About Recipient Name

THANK YOU
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JAN

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

FEB

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

MAR

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

APR

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

MAY

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

JUN

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

JUL

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

AUG

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

SEP

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

OCT

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

NOV

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

DEC

GOAL
What am I aiming to achieve 

this month. High level 
SMART GOAL

TIMELINE PROJECT NAME
High level description of the
desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

PROJECT NAME

High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

PROJECT NAME
High level description of the 
desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

PROJECT NAME
High level description of the 

desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

PROJECT NAME
High level description of the 

desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

PROJECT NAME
High level description of the 

desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

PROJECT NAME
High level description of the 

desired outcome of this project.
What are the deliverables – three lines.

End Date
Complex
High Impact

Current projects
For the change Team
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