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DEFINING &
SELLING A STORY



Exercise 1: SHOOT the messenger!

* | will give a presentation
* Pay attention and note down what | can improve
* We collect the feedback afterwards.



Colruyt-medewerkers gaan aan de slag
met ‘easy check-out’

Innovatief kassasysteem met artificial intelligence: ergonomisch werken én sneller kassaproces

Vanaf vandaag werken de winkelmedewerkers van Colruyt Laagste Prijzen in Halle met
een ‘easy check-out’. Boven de kassa hangt een camera met artificial intelligence die
de producten automatisch scant wanneer deze overgezet worden van de ene kar naar
de andere. Dankzij dit nieuwe kassasysteem loopt het kassaproces tot een vijfde
sneller en kunnen medewerkers meer ergonomisch werken, omdat ze beide handen
kunnen gebruiken. Het innovatieve systeem werd volledig ontwikkeld door het
innovatieteam van Colruyt Group, Smart Technics, en kende al een eerste succesvolle
test in een testomgeving. De ‘easy check-out’ wordt vanaf vandaag getest met echte
klanten in de Colruyt Laagste Prijzen-winkel van Halle en op basis daarvan wordt een
verdere uitrol bepaald.



My Pitch

(inhoud is fictief © - elke gelijkenis met bestaande pitches berust
op toeval)



Easy Check-Out

l aagste Pl
meilleurs prix

colruyt”



Inhoud

e Over mijzelf
* Technologische mogelijkheden Al
* Toepassing binnen Colruyt

 Conclusie

laagste prijzen
meilleurs prix

colruyt”



Over Mijzelf - Algemeen

* Jan Meskens
* Phd in Computerwetenschappen
e 10+ jaar actief als data consultant

Ay laagste prijzen
" meilleurs prix

colruyt’




Over Mijzelf — Relevante Projecten

* Smals 2010 — Oprichting cel “Predictive Analytics”

e Al om fraude te bestrijden
* Al om processen te optimaliseren

e Essent 2016 — Digitale Transformatie

* Al programma voor churn prediction
* Al bots

e Juvo 2019 — Data Team Lead

* Port of Antwerp Bruges 2020 — Data Platform Lead
* Maturing Data & Al practices in een strategisch data programma

 Sievax 2024 — Eigen Data Strategie consulting bedrijf

colruyt’

y laagste prijzen
meilleurs prix



Over Mijzelf — Relevante Projecten
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Technologische Mogelijkheden

* Artificiele Intellegentie technologie en mogelijkheden worden meer
en meer main stream

* Herbruikbare componenten maken de technologie makkelijker
toepasbaar

* Cloud maakt het mogelijk om Al modellen makkelijker te schalen
* Computer vision technologie boomt!

rlaagste prijzen
meilleurs prix

colruyt



Voorbeeld 1: Face Recognition

laagste prijzen
meilleurs prix




Voorbeeld 2: Crop Tracker

laagste prijzen
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Zelfrijldende Auto (R&D)

Voorbeeld 3

laagste prijzen
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Colruyt is klaar om deze technologie toe te
passen|

* Nieuwe mogelijkheden
 Klanten meer tevreden maken
* \Joorsprong nemen op onze concurrenten

* Makkelijker talent aan ons binden

sy laagste prijzen
meilleurs prix

colruyt




Mogelijke toepassingen

* Interne brainstorm gehouden (01/10/2022)
* Prioritisatie van ideeén gemaakt

* Top 3:
1. Snellere checkout aan de kassa
2. Beveiliging van het magazijn
3. Optimaliseren van het supply chain proces

laagste prijzen
meilleurs prix

colruyt”



Snellere Checkout aan de kassa (1)

* Slimme camera’s kunnen producten herkennen

* Voorwaarden:
* Trainen van de camera’s & Al modules (beelden annoteren)
» Testen of de camera’s voldoende accuraat de producten herkennen

gy laagste prijzen
" meilleurs prix

colruyt



Snellere Checkout aan de kassa (2)

* Als aan de voorwaarden heeft deze technologie volgende
voorwaarden voor Colruyt:
* In bulk producten herkennen aan de kassa ipv 1 voor 1 te scannen
* Kassa medewerkers kunnen sneller werken
* Minder files voor de klanten

y laagste prijzen
meilleurs prix
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Conclusie

* Al technologie biedt nieuwe mogelijkheden
* Deze mogelijkheden zijn ook toepasbaar binnen Colruyt
* Eerste toepassingsdomein is een “slimme checkout”

gy laagste prijzen
" meilleurs prix
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Q&A

laagste prijzen
meilleurs prix

colruyt”



Exercise 1: SHOOT the messenger!

 Wat kan beter?



Pitch 2

(inhoud is fictief © - elke gelijkenis met bestaande pitches
berust op toeval)
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Lange wachtrijen aan de kassa

Producten uitverkocht

Vullen winkelrekken tijdens het winkelen

Winkelkarretjes buiten ophalen




Bron: Medewerkers workshop, Nov 2023



Nieuws Supermar kten

Supermarkt van de
toekomst? In deze Aldi
staat geen enkele kassa of
zelfscanner

Geen gedoe meer met zelf je tros bananen scannen. Vanaf
woensdag is het in Nederland mogelijk om boodschappen te
doen in een volledig kassaloze Aldi.

De supermarkt
van de
toekomst
neemt deze
frustraties weg

Bron: De Morgen, 19 Juli, 2022
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De Slimme Winkelkar

Al Module

T

‘ i | #1 Frustratie
i 8 van Colruyt

Medewerkers

Lange wachtrijen aan de kassa 85% ] # 1 F r u St ra t i e
Producten uitverkocht 40% Va n C O I r u yt
Vullen winkelrekken tijdens het winkelen 24% K I a n t e n

De Al Powered
Slimme
Winkelkar

Winkelkarretjes buiten ophalen ~ 12%
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Jan Meskens

Blabla Role — Blabla Company



Exercise 1: SHOOT the messenger!

 Feedback?



Exercise 2: WHO ARE YOU?

* Groups of 2 persons

* Present who you are
* Max 5 minute presentation
* Preparation time: Max 30 minutes

* Focus: Why should | hire you 2?
End: 10ul5



Exercise 2: WHO ARE YOU?

It’s YOUR turn!
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Exercise 3: YOUR FEEDBACK

* | present a story
* Give your feedback



1
@ lgnaz Semmelweis




lgnaz Semmelweis
Hungarian Physician

°1818 +1865

Working at Vienna
General Hospital



Childbed Fever Mortality Rates
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(Doctors)
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1845

(Midwives)

1846

lgnaz Semmelweis did
research about

Childbed Fever
Mortality



Doctors commonly
performed autopsies at
this time.

Standard Practice:

e AM - Handling corpses
* PM - Treating patients



lgnaz Semmelweis
proposed the practice of
“washing hands” with
chlorinated lime solutions
after doing autopsies.
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1850

Semmelweis took the
stage at the prestigious
Vienna Medical Society
and extolled the virtues of
hand washing to a crowd
of doctors.



1850

Theory was completely
rejected.

 Didn’t believe his
science and logic

L  Docters — the public —

TR e S B felt blame




1850

The Vienna Hospital
abandoned mandatory
handwashing




1865

lgnaz Semmelweis, 47
years old, was committed

to a mental asylum —
where he died 14 days
later.




STOP THE SPREAD OF
CORONAVIRUS (COVID-19)

Ignaz Semmelweis’
theory was visionary...

PLEASE WASH
HANDS FOR
20 SECONDS




Exercise 3: YOUR FEEDBACK

* What could Ighaz Semmelweis do better?



Lesson Learned I:

Audience and the Curse of Knowledge

Semmelweis may have felt victim to a common ailment that occurs in
people who become enlightened by data—the curse of knowledge. He
forgot what it was like to not know what he knew.

Know your audience and strive to understand their existing attitudes

and beliefs. Not everyone is going to accept your data, especially if it
is disruptive to commonly held practices or beliefs. Instead, you may

want to focus on identifying open-minded allies who can help build
internal support and consensus for your ideas.

[A History Lesson on Letting Data Speak for Itself]



https://www.forbes.com/sites/brentdykes/2016/02/09/a-history-lesson-on-the-dangers-of-letting-data-speak-for-itself/

Lesson Learned Il:

Narrative Evokes Emotion

Semmelweis failed to tell a story with his data. Interesting statistics
alone won’t persuade skeptical minds. The data-driven doctor missed

an opportunity to weave his facts into a compelling data story that
connected with his audience on an emotional level.

Don’t rely on just logic and reason to make your points. Decisions are
more often made by emotion, and an effective narrative can touch
your audience in ways the numbers alone never will.

[A History Lesson on Letting Data Speak for Itself]



https://www.forbes.com/sites/brentdykes/2016/02/09/a-history-lesson-on-the-dangers-of-letting-data-speak-for-itself/

Lesson Learned lll:

The Power of Data Visualization

Semmelweis failed to visualize his numbers effectively as he relied
primarily on data tables. Well-designed charts can make insights come
to life that would otherwise lie dormant and hidden in the rows and
columns of tables.

Data can often be communicated more powerfully with data
visualizations than just tabular data. Charts should reinforce your key
points and make it easier for your audience to follow your data story.

[A History Lesson on Letting Data Speak for Itself]



https://www.forbes.com/sites/brentdykes/2016/02/09/a-history-lesson-on-the-dangers-of-letting-data-speak-for-itself/

Stories Are

22X -

More Memorable Than Facts




Storytelling Advice

1. Know your Audience
2. Engage your Audience
3. The problem and ... the pursuit



Storytelling Advice

1. Know your Audience



Know your Audience

* Audience Analysis - Audience interests, background and
expectations?

* Demographic Insights - Age, profession and cultural backgrounds

* Expectation Management - Understand what your audience hopes to
gain from your story to align your message with their needs



Storytelling Advice

2. Engage your Audience



Crafting your Message

* |dentify the main idea you want to convey and ensure it alligins with
your audience’s interest

* Keep your message clear and consise
* Ensure the content is relevant for your audience



Slide Design Basics

e Use a VISUAL FLOW to guide your audience’s focus
* Consistent slides
* Graphs, charts and images > Text



Example 1
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NAVIGATING THE MAZE OF DATA:
A Pac-Man Inspired Approach to Data Strategy

NN

Jan Meskens
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Many types of Dirty Work exist

Machine
Resource Monitoring
, Management
Configuration Data Collection Serving
N Infrastructure
Model Analysis Tools
EFeatUt_fe Process
xtraction Management Tools

[Hidden Technical Debt in Machine Learning Systems, Skulley et Al. — NIPS (2015)]



UPSTREAM , THE-DIRTY . DOWN STREAM

W ORI\

DATh
SOURCES

VA BN

88 00 %




JPSTREAM

DATh
SOUR(CES

THE DI RTY

W ORI\

~Y

DATA
MANRLEMENT

CONNECT

s DOWN STREAM

INTERACT

ACT



~ DROUGHT |

=




—
I
O
D
O
oc
O







|

o 4
- 0 ol B g

5

DATh DRTH

TMPLEMENTATION  PRODULTY VALVE












DiRrTY WoR\C

)







a oo



DiRrTY WoR\C




-

N




NAVIGATING THE MAZE OF DATA

(& |- BF
Y — (*‘\J ll— ]
¥, 1Rl




WE NEED TO DO BETTER!
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YOUR FEEDBACK

* Knowing the Audience?
* Engaging the Audience?



Example 2
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YOUR FEEDBACK

* Knowing the Audience?
* Engaging the Audience?



Storytelling Advice

3. The problem and ... the pursuit



The problem and the Pursuit

* Problem:
* Which issue has your audience right now?
 How do they feel about it?

* Pursuit:
* Where the audience wants to be, who they want to be



Example
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Typical Data Platform Delivery

ISV 1




We |dent|f|ed VOLATILE TECHNOLOGY FIRST
4 burdens in

data platform
realization "l

NEEDLE IN A HAYSTACK




VOLATILE
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Lock-In

We are
too busy

Platform Project Platform
Architecture Development Usage
O O O—>
2016 2018 2020
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FO-MO - Fear Of Missing Out

ORTHISTOOLIS JUST{OVERLY COMPLICTAED
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Source of inspiration: https://medium.com/@Appseecom/experiencing-data-fomo-bf0ad83bccad



https://medium.com/@Appseecom/experiencing-data-fomo-bf0ad83bccad

TECHNOLOGY FIRST
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NEEDLE IN A HAYSTACK
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INFORMATION Over NO INFORMATION
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Best-practice sharing?
E2E process support?
Link to overall company goals?
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How can we do ?
How can we realize from data?



Our Mission: Together, we Make Data Profitable

BUSINESS VALUE
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-
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DELIVERY
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Principle 1 Principle 2

Datalab Culture Eat Your Own Dogfood
We identified
5 prinCiples tO Principle 3 Principle 4
make data DDD Data Catalogs

platform delivery
more profitable

Principle 5

Collaboration
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YOUR FEEDBACK

* Problem?
 Pursuit?



Storytelling Advice

1. Know your Audience
2. Engage your Audience
3. The problem and ... the pursuit



Exercise 4: YOUR STORY

2 arvesta

e Groups of 2
* Total story: Max 5’

“We have a Data
Platform, How can you
help me to bring
business value?”



Exercise 4: YOUR STORY

e Groups of 2
* Total story: Max 5-10’
* End: 14u

“We have a Data
Platform, How can you
help me to bring
business value?”



Know your Audience

* (A 5 minute Google Search)



Boerenbond-dochter
Arvesta koont Belgische tak

FO I‘F ar] Leuven, 23 juli 2024 - Cofabel, de verdeler voor Belgié van John Deere, Kramer en
andera nremiiim machinemerken 8n cterk merk van Iandhniiwayxnert Arvecta . r d e r m et

Arvesta neemt Franse pecialist
Arvesta graancollecteur en
agrodistributeur Vaesken over  :partner van

Eric Lauwers, CE

_ jroei; de
geeftinde krant Aryesta neemt een belang van 75% in het Noord-Franse “d- en
toeleverancier v pedrijf Vaesken, dat actief is in de graanontvangst maar ook nfried
bedrijvenin binn zaden, gewasbeschermingsmiddelen, kunstmest en estigd in Den

2016 stagneerde
2017 was er opn

diervoeding verkoopt. Vaesken begeleidt meer dan 2.000
landbouwers en realiseert een jaaromzet van circa 70
miljoen euro. De activiteiten sluiten aan bij bestaande
activiteiten van Arvesta in Frankrijk en ons land.

door overnames
overnamestrijd d



Arvesta x TheValueChain

Devoteam G Cloud e On-Demand Videos ® Running SAP on Google Cloud

To increase the adoption of its CRM system, Al Running SAP On Google CIOUd

SAP Sales Cloud.

Discover the range of opportunities of running SAP on Google Cloud in this
on-demand online panel discussion. Hear from IT leaders of customers
Multipharma & Arvesta, companies that moved their entire SAP workloads

to Google Cloud.

Panel Members for the online panel discussion:

D Kevin Moens, SAP Solution Architect & Technical Architect at Multipharma
D BartVan Nynatten, IT Manager at Arvesta

D Eddy Reimerink, SAP specialist at Google



P arvesta

Experts in the field

® > Sustainability > Innovations

Strong brands ~ Sustainability = Aboutus News Jobs Investor Relations

Our innovations and solutions in
the spotlight

At Arvesta, we work - from Field to Future - to build a future-proof company. Arvesta,
that's 40 strong brands building the agriculture of tomorrow with realistic and innovative

solutions.

Search

EN



Don’t reinvent the wheell

* (A 5 minute Google Search — “Value From Data
[Survey | McKinsey |PwC|Barc]”)



Challenges faced in improving data quality at the enterprise level, ranked by perceived
importance, number of respondents ranking the challenge in 1st or 2nd place (n = 43)

B Biggest challenges

Lack of front-office controls (eg, poor quality of data entry at system
of origin with no/limited validation)

Inefficient data architecture (eg, multiple data warehouses with no
common data model, legacy systems, complex lineage)

Lack of business buy-in for value of data transformation

Data doesn’t get enough board and senior-management attention
(eg, seen as an IT issue, not considered a business asset)

Lack of central direction in driving transformation (eg, disparate
business-unit-led efforts)

Ineffective governance model (eg, unclear ownership of data, weak or
unenforced policies)

Insufficient funding/resource allocation for enterprise-level data
transformation program

Data transformation is driven primarily by regulatory compliance
needs; no focus on data quality

Manual effort required for reconciliation and remediation of
data-quality issues

McKinsev& Comnanv

—
—

—
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(@]
—
N N N
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Banks can deliver end-to-end use cases at speed via agile sprints.

Core principles

End-to-end delivery of
customer and internal
use cases

Jointly owned by IT and
the business

Vertically integrated agile
teams extract, structure,
and surface data

Every short release
delivers business value

Deliver minimum viable
products, making data
and fields available only
when needed

McKinsey&Company

Approach

Foundations

Data
architecture

Data
governance

Q1
Next product
to buy
|
Churn analytics

- - - - - = = = - - = -

| |
Regulatory reportin

\

1t
g

v

y

Financial reporting

|
|
|
|
|
|
\

N



Drive enterprise value with data through insights and trust

£

Convert insights
into actionable
decisions that
drive outcomes

 Data-driven digital
transformation

« Custom digital
products

Scale and assess
impact at high
velocity

« Speed-to-value

* Relentless focus on

outcomes

* Platform view

N
(8}

Adopt and sustain
outcome-centric
operations,
products, and
innovation culture

 Data-literate operation

* Fit-for-purpose
innovation

* Rigorous evaluation

Trust and protect
the quality of
your data

» Secure and ethical
value creation

* Industry-tailored data
governance




What do you gain with data?

Using data In
5X decision making Is

docisions a must-have to
remain competitive

33X | 2X

executing financial performers
decisions

Source: Bain Big Data Diagnostics Survey



Increasing value from data 40% 42%

H
O

Improved decision support (Bl, DWH, Adv. Analytics) 39% 43%

!
-O

Faster implementation of requirements 38% 40% 5%

Increased trust in data 36% 47% 5%

Improved business user empowerment for data & analytics 35% 42% 6%
Increased internal/operational process efficiency or agility 34% 50% 39

Improved connectivity/provisioning of source/target systems 34% 44% 5%

Reduction of data silos 32% 48% 7%

Higher software user satisfaction 26% 50% 5%

Reduction of costs (IT or non-IT related) 20% 37% 15%

Improved customer relations/service 18% 47% 9%
Improved supplier or partner relationships 12% 44% 14%

m High ™ Moderate ®Low M Not achieved

Figure 1: Business benefits achieved through the use of data management software (n=664)
Barc
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PLRPOSE
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PRODVCTIVITY

/ ECoMpMY PEKfoKMﬁNLF\
/ Thaple STAKES \

Qe vALUE

[Bain Inc]


https://media.bain.com/elements-of-value/
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B2B

Feedback, correction
and amendents

P

Al powered Human
(1st Level) (2nd Level)
Reviewer Reviewer

PRODUCTIVITY Contract

Author

REDUCING Contract u Risk Assessment
Annotations
EFFORT : Advice
Extraction of clauses,
TIME
SAVINGS

[Thomson Reuters]



https://www.thomsonreuters.com/en-us/posts/legal/human-centered-ai-contract-analysis/

B2B

PERFORMANCE

PRODUCT
QUALITY

[Detecting, Sorting, Counting — How Al Vision Can Be Integrated in Just a Few Steps]



https://www.ien.eu/article/detecting-sorting-counting-how-ai-vision-can-be-integrated-in-just-a-few-steps/

B2B ESG — Environmental, Social and Governance Goals

et management
WASTE < < Float management overview
I ' =
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BZB Jimmy 5:41 PM

How can | change my password?

€D Pete the Chatbot 5:42 PM o

Please give me your email address.
I’ll send you a special link.

PRODUCTIVITY Jimmy 5:41 PM

jimmy@sample.com

AVAILABILITY 0o
CD Pete the Chatbot 5:42 PM

Thanks! Please check your
email inbox! *

X support X password X newsletter



[HomeWizard]

B2C

FUNCTIONAL

INFORMS

REDUCING
COST




Exercise 5: Fill the framework!

* Give products that you
helped to create

* Explain how they realized
business goals

* Which data management
challenges did you face?

* Per 2
* Max 5 products per group

Lusiness GOwLs

PP T

VSE CASES (PRoDUCTS)

( owflake S\ e @ /A Azure ‘
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How did Juvo help other
customers to realize
business goals with data?



How did Juvo help other
customers to resolve data
management issues?



Exercise 6: Your Vision

* Make ‘standard slide decks’ — ready to be customized with a

story per customer

1. “How did Juvo help other customers to realize business goals
with data?”

2. “How did Juvo help other customers to resolve data
management challenges?”

e Data Story format
* Show experience!
* Per 3



DEFINING &
SELLING A STORY

COMMUNICATION

STORyTELLING
‘ FRAMEWORIC
G [ Q Va4
. WD RN

- — Qﬁ/[@
0 —1.0, Q@00 L EH&;
Y S AN S * rg ; ‘%Wﬁ%
y
slulals

S



2 DAY TRAINING

31/7 14/8

DEFINING AND WORKSHOP
SELLING A STORY TECHNIQUES



