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#1 legend

1. Problem Statement. The application allows to connect to data source and display data in the
browser. The problem was that browser cannot adequately represent the huge amount of data.

2. Approach. We detected the key contradiction then by the algorithm of inventive problem solving
(ARIZ-85C) we analyzed it and generated an idea of the solution.

3. Results. Based on the generated idea we designed and implemented 3D browser for huge amount
of data.
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INVENTIVE PROBLEM AS A CONTRADICTION AND IDEAL FINAL RESULT

We can use tree browser to display the
hierarchy of objects. When the
number of objects is large then we can
decrease the size of objects in the
browser to display the structure. But
in this case the readability is
degrading.

Object in Visible
tree browser structure

Normal
size

allows

Object’s

readability

Contradiction in requirements

Display object s
structure in the

allows tree browser

Decreasing the
size of displayed
objects

causes

Readability of
objects is
degrading

Contradiction in property

Contradiction: object in tree browser must have small size
to save visibility of the structure and object must have
normal size to save readability of the object

Ideal Final Result: solution must change size of object to
save visibility of the structure and readability of the object
in tree browser
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CONTRADICTION ELIMINATION

TRIZ principle #17. Another dimension
= Use other dimensions, in addition to the
already used ones, in your system or process.

Solution: 3D hyperbolic tree browser

TRIZ principle #4. Assymmetry
If your system has an symmetrical structure
or shape, consider making it asymmetrical.
If your system is asymmetrical, increase the
degree of asymmetry.
Change the degree of asymmetry by varying
the asymmetry dynamically depending on
the operating conditions.

TRIZ principle #15. Dynamization

= |f your system is static and immobile, make
it dynamic and movable.
Divide your system into the parts capable of
moving relatively to each other.
Increase the degree of free motion within
your system.
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#2 legend

1. Problem Statement. See on the next slide

2. Approach. By RCA+ analysis we detected the contradiction then by the algorithm of inventive
problem solving (ARIZ-85C) we detected the key contradiction, identify the ideal final result, and
generated an idea of the solution

3. Results. Based on the generated idea we modified the business process and provided that 100% of
New Client requests to the Credit Council lead to cargo service.
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Situation

Sales Department of Logistical company
working with providing service of goods
o shipping attracts new customers. Given
Credit rating the fact that shipping services are
council provided with deferred payment,
customer engagement procedure
involves a preliminary assessment of the
creditworthiness of the client and
new client y makes approval of client credibility by
—»— ------------ ->—> Credit Council. However, only 30% of
dept. S cargo requests from Sales followed by first
order from the Client, respectively, 70%

of the Credit Council work leads to
nothing.” What to do in such situation?

Clients with

100% requests 30% requests

ith ratin
Request from W g

service
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Root-conflict analysis +

70% of Credit
Council work leads
to nothing

70% refuse to order
the service
causes
causes\ Credit Rating Minimal Credit

Process takes very Risks
long time

meets
causes Assess Credit Rating

before 15t order
Cargo
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Contradiction

: meets causes
R:;:Siiesls):fz)er?t']st Credit Risk Forward request to Credit Risk
orderg for Cargo decreases cargo dept increases
causes meets

Clients refuse to Clients confirms

make the order
for Cargo Service

buying Cargo
Service
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Contradiction in properties

Credit Rating
process time
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Operational time analysis

Process duration = long

Process duration = 0

v

Credit Rating processing
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Cargo service

Time



Operational zone analysis

Clients with
Credit Credit rating

council

100% requests 30% requests

th rati
Request from with rating

new client

Cargo
service
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Credit Rating Assessment with short
duration should be in Sales Department
and Cargo and with long duration - in
Sales Department and Credit Council



Solution Idea
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Rating for
client

Rating for
1t request

Ideal Final Result

Duration of the credit rating assessment process itself
changes from 0 to the required time

Solution

After receiving request from new Client Sales Person
makes shortened creditworthiness evaluation procedure
and sets Credit Rating sufficient for 1-2 orders. After
the start of the 1st Cargo Sales Person sends a request
to the Credit Council to execute full Credit Rating
assessment procedure.










#4 legend

1. Problem Statement. See on the next slide

2. Approach. By RCA+ analysis we detected the contradiction then by the algorithm of inventive
problem solving (ARIZ-85C) we analyzed the key contradiction and generated an idea of the
solution

3. Results. Based on the generated idea the project team implemented in personalization engine a
new report for hotel owners and managers that includes data about hotel options that are not
allowed to personalization engine to select the hotel for current visitor. Based on these data
hotel owners and managers could improve the hotel s value propositions for visitors in the future.
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Problem statement

New personalization engine was IHG
deployed on the IHG (EPAM client).
This engine suggests customers (site
visitors) the most preferable hotels
according to personal data collected.
After a while some hotel owners and | comon eathrow airpor, nited kingdom  15/07/2019 - 11072018 160t 1R00m
managers in |HG started to complain |EESEEPs—

that their hotels disappeared from
the list of suggested hotels. 3B e ..~ | SaveAtLeast20% During Our Global Sale

Book now through 7/31/19 for Stays from 5/21/19-9/15/19. 3 day advance purchase required. Non-refundable.

Locations Stay Offers Meetings Our Brands IHG® Rewards Club

¢ Need Help? Ask our virtual assistant Best Price

Select a Hotel

Change Search (v

1
Currency ¥

Filter & Sort v | Points + Cash ‘

94 Hotels Found

@ Holiday Inn

London - Heathrow Bath Road FROM
Kok hkd 4 + No pets allowed Q761 cer
276 « Kids Eat Free Includes VAT
» Health/Fitness Centre
« Wireless Internet
Business Center
Show More Amenities
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RCA+ Analysis. Contradictions

Hotel owners

started to
- complain
\ CtP - Correspondence to Preferences
Occupancy of
these hotels CusFomers
W receive most
. - preferable hotels
\ = partial

These hotels
disappeared from the

IHG personalization
engine selects most
preferable hotels
for customers
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Operational time and zone analysis

Personalization engine matches hotel
options to customer’s preferences

P P
CtP = full \‘ -

©® -
®
CtP = partial \‘

. P
Time N 4

»
»

Time period A moment, when Time period - P Customer’s preference
before selection personalization after selection =

engine selects a . Hotel option

hotel for customer
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Solution Ideas

IHG personalization engine can generate report
containing attributes and data on why these
hotels are losing to selected hotels
(customer s preferences are not matched to
hotel s options).

These data can be used by hotel owners to
improve their value propositions for
customers.

Also these data can be used by IHG strategic
marketing group for the development of new
marketing program oriented to the customers
(visitors) with preferences that could be fully
matched to the existing hotel options.
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#4 legend

1. Problem Statement. Edmunds.com was interested to know how new Internet trends could disrupt
the core company s service.

2. Approach. We analyzed the Edmund s value propositions and value creation schema, detected
key issues and formulated key contradictions that were blocked the improvement of core
Edmund ‘s service. Then we analyzed how existing trends can eliminate these key contradictions
and how Edmunds.com can improve its service based on these trends and technologies.

3. Results. We proposed the concept of personal assistant for Edmunds s customers that includes a
chat bot on the customer s side and makes the dialog of customer with Edmund s site more easy
and less annoying. Customer s chat bot can automatically answer to the questions (or more of
them) from the Edmund s side needed to pick up the cars and dealers that are most preferable
for this customer.
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Situation: The place of Edmunds.com in the Value Network

Dealer
Dealer

Edmunds.com value proposition:

1. Edmunds.com publishes Dealers Ad
messages for potential car buyers on
the site

2. Potential car buyers visit site and
find Ad messages

3. Edmunds.com delivers leads from
buyers to dealers
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0]3\Y
produces cars

Dealer
sales cars

Edmunds.com
Delivers Ad message to
potential buyers
Delivers leads to
Dealers

Buyer
buys car



)| @ hitp://www.edmunds.c.. 0 ~ @ || & New Cars, Used Cars, CarR... %

File Edit View Favorites Tools Help

edmunds@

Car Car

Price Promise* Make v Model v Year » -
Research

Get instant savings Type

edmunds@@T
=

Browse by: v" Edmunds.com provides a
wider coverage of
o = > s B 2016 Toyota Tundr: potential car byyers then
E‘ - ‘Q Coupe Bulttodo el any dealer by itself
oo azwn Crossover .
Small SUV Minivan - v Edmunds.com delivers Ad
iese .
e -, messages to potential car
ﬁ Hybrid/Electic buyers in more scalable
e Luxury way then any dealer itself.
Wagon It means less expenses per
Ad message
* 2015 Chevrolet Cruze 2015 Chevrolet v" Edmunds.com provides

Cruze

The endlessly versatile Cruze makes a
statement by delivering more mileage,
more space and more control.

@ 2016 Honda Accord

<

additional information
services for dealers and
car buyers: statistical
reports, car models
reviews and so on.



Situation: Edmunds.com Business model Questions

What technological trends will lead to the emergence of solutions that will deliver Ad
messages to car buyers more accurately and cheaply than Edmunds.com?

e What inventive problems have to be solved?

e Who and when will solve these inventive problems?
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Personas

© visitor
e Dealer

e Edmunds
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Edmunds.com Value Proposition Model for Visitor
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Edmunds.com Value Proposition Model for Visitor

Visitor’s Gains

Visitor’s Pains
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Specify requirements to the car (in terms of car
options)

Visitor’s Jobs

2.  Specify requirements where and how to buy %

3.  Contact with suitable dealer \

4.  Save money

5.  Save time through contact with all possible dealers

1.  How to know about Edmunds.com/

2. Has to go to a particular place

3.  Expose personal data <=

4.  Can't select car without specific domain (car
industry) knowledge

5.  Visitor's needs and wants do not consider in car
selection process (can't translate needs and wants
to car characteristics)

6. Fear of overbuy

7.  Fear of dialer’s influenc

8.  Waiting for contact from dialer

Visit Edmunds.com site

Select car type / Model / Year
Select car options (for ex., color)
Get Quotes

Select dealer s offers

Enter personal data (Name / e-mail
/ phone)

Waiting for contact from dealer
Negotiate with dealer

Make a dial

30




Edmunds.com Value Proposition Model for Dealer

Dealer’s Jobs

(7]
= 1.  Visitor Contact . .
8 2.  Visitor Personal Info Jo (et YlSltor Cont?Ct : :
{, 3. Information Delivery Guarantee 2. Publish Car details and list of available
Q 4.  Additional profit from insurance/credits/service cars on Edmunds.com
8 5.  Best approach to inform audience 3. Promise discount
Q 4. Call and invite visitor
5. Negotiate Deal with Visitor
6. Complete Deal
7. Deliver Car
8. Pay for Ads/Leads
2 : — 9. Understand visitor’s needs and wants
= 1.  Margin Decrease on Informed Visitors 10. Discover extra options to sell
o 2. Have to Pay for Lead not for Deal . )
{ 3. Too little info about Visitor (mampul.at'lons., etc.)
K7 4.  No opportunities to show additional services before 11.  Engage Visitor into deal
8 visit 12. Credit Programs
Q 13. Insurance options
14. Car maintenance programs
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Edmunds.com existing solutions

Gain Creators

Pain Relievers

Car content + Search engine

Dealer content + Search engine
Indirect contact of visitor with dealer
(anonymization)

Price promise

Edmunds.com advertising (Google Ads)

Car presets (Family, College, First car etc.)
Video reviewing and advice / tips

Car ratings (@Fun to drive”) / Wizards /
Questionaries / Search analysis to come from
visitors needs / wants to a particular car
SMS and mobile chats
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Specify requirements to the car (in terms of car
options)

Specify requirements where and how to buy
Contact with suitable dealer

Save money

Save time through contact with all possible dealers

How to know about Edmunds.com?

Has to go to a particular place

Expose personal data

Can 't select car without specific domain (car
industry) knowledge

Visitor s needs and wants do not consider in car
selection process (can't translate needs and wants
to car characteristics)

Fear of overbuy

Fear of dialer s influence

Waiting for contact from dialer
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Multi-Screen Operator

PAST

Cars retail Network

PRESENT

Cars retail Network

FUTURE
Cars

manufacturing/retail/recycle
Network

»

Cars Information
delivery system
(Spam from dealers)

Cars Information delivery system [needs,
wants, fears]

(Notes: No Lifecycle services

Customers are not using the system
permanently

No personalization (no ZMoT)

Doesn’t know who are their users)

Cars information delivery and
Cars Lifecycle value added
services [needs, wants, fears]
transformation

o

Dealers

Byers

Ads -> Hard/digital
Contact (Buyer -
Dealer)

Deal
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Dealers

Byers

Edmunds.com

Ads (digital, targeted)
Contact (B->D)

Deal w/guaranteed price

Trade-ln-DVeals

Dealers

Byers Guaranteed
OEM Price

Car Service

Insurance

Deals




LIST OF

PROBLEMS
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How to invite How to be dealers How to get visitors How to show How to protect
dealers that they will be needs & wishes possible deal visitors from dealers
present in search options (loans) spam
results ‘ ‘ ‘
How to invite How to engage Broker law How to ensure we No auctions for hot No personalization Deal tracking No life-cycle
visitors visitors find BEST MATCH leads between (no ZMOT) services for
customers

4

4

4

dealers '

How to know about
Edmunds.com

ity iy EEy ER, EE, o, B e

Expose personal
data

4

Spam with
irrelevant data from

dealers '

Fear of dealer
influence to visitor's

common sense '

Visitors needs and
wishes are not
considered in car
selection

Can not select car
without domain
specific knowledg

Have to wait for the
contact fromdealer

4

Fear of dealer
influence to visitor's

common sense '

Customer does not
use Edmunds
services
permanentl

Edmunds

Visitor




Edmunds.com Value Network Contradictions

& o \ I s - |
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i By,
( Tt = [ f
visifor
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Grow s Mo perendlisalin:
s ( (wozmar) | [ o e &
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Leas e
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I
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Selected contradictions

Edmunds creates
mapping of car
characteristics to
visitors needs and
wishes

causes

This work takes a
lot of time
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meets Visitor can select

— car without domain
specific knowledge

Dialog with
Visitor

causes

Visitor have to
spend a lot of time
to answer questions

meets

—

Edmunds gets info
about Visitor’s
wishes & needs

36



List of selected contradictions

Known solution

Dialog with visitors

Creation of car registry
based on needs and wishes

Closing of visitor’s needs
and wishes for dealer

Opening of visitor’s needs
and wishes

Usage of proxy during
contact of visitor with
dealer

Auction for hot leads
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Requirements

« allows to get info about visitor s
needs and wishes

* Makes visitor more happy and
informed about what car he/she
needs

* allows to select car without domain
specific knowledges
* increase conversion of visits to leads

compliance with the broker’s law
Make visitors more happy and increase

conversion of visits to leads

Defenses visitor from dealer’s spam

Increases Edmunds revenue from leads

Negative Effects

« Visitor have to spend a lot of time and efforts
» Decreases dealer margin due to buyer know what
car he/she needs

require to develop this classificatory (hard and time
expensive process)

dealer will have not information about buyer
(visitor) requirements

Decreases dealer margin due to buyer know what
car he/she needs

+ Visitor have to wait the respond from dealer
» Creates delays in communications

Dealers have to pay for leads not for deals

37




Contradiction

Edmunds uses meets High correspondence Edmunds uses causes Low correspondence
complex Q&A of selected car to the simple rules of car of selected car to the
dialog with the visitor’s needs & pselection visitor’s needs &
visitor wishes wishes
causes meets

Time Consuming Time Saving
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Contradiction in properties

causes

Visitor time for
Q&A session

causes
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Operational time analysis

Visitor’s time for Q&A session = 0

Visitor’s time for Q&A session = long

Time

Before Q&A session with the Visitor
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After

v
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Operational zone analysis

Edmunds Dialog Space There must be a lot of answers in the dialog space in
order to provide high correspondence of car

. . selection to visitors’ needs & wishes

There must be minimal (or NO) answers in the dialog
space in order to save visitors’ time
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Su-Field Model and Solution Ideas

EAW:\M)s ,V' Si +ol(

%
Edvands VisitoR,

S

L)

Assistant

Bl Visitox

%
B, Bl visitor
R
Google

EA‘”:““‘)Q Visitor

N\
Edends Visitok
===

Gowmidicetion
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According to Inventive Standard 1.2.1 recommends to
insert mediator that masks harmful action. The Idea is
to create assistant that will collect visitor’s answers
made in the past (not only at Edmunds.com, but at any
place in the Internet).

According to Inventive Standard 1.2.2 we can add
additional elements to Edmunds. The idea is to use
different places in Internet to collect visitor’s
preferences (for example, from FB, Google, etc.)

According to Inventive Standard 1.2.4 we can additional
field (impact) that compensate (pull back) harmful
effect to the visitor. The Idea to use Gamification tools
(for example, badges/gifts/perks for questions answers)
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VIRTUAL ASSISTANT AS A VISITOR CHATBOT

Visitor
Cars &
Answers
Dealers
/ Qand A -\
Data mOdUle
Crawler
Dealer's Inventory
Inventories ads publisher
Stereotypes
Classifier
Virtual

K Assistant /
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Summary

1. Staffing model. Staffing cycles. How to decrease both of bench costs and
revenue leakage.

Staffing process AS IS. Rejection and Rejection reason concepts.

Certain and Uncertain requirements and attributes.

Staffing candidate process as a set of validations.

Transformation of human validations to automatic ones.

How to decrease the number of rejections of candidates.

Ranking Employees by staffability.

Automatic Rejection and Rejection reason registration.

e e
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Staffing model

Change request for
Position Description

Demand for staff
(resource plan)

Define

position Position
New Description
Poter‘ltial candidates i Candidét.es
candidates for position Staff Waiting for Proiect
— Hiring —°—> Buffer (waiting) . position )
i i candidate ’ start processes

candidates

Rotated
employees

Position definition
time

Staffing position time : Time

Waiting for staffing time |3 Slt\iilj-keclsisE=l K Waiting for position o

_ buffer time time start time Billable time
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Staff Candidate Process AS IS

BUFFER OF CANDIDATES

.y A e, €..

v

STAFFING

PRESELECTED @

ONBOARDING

Possible Rejection Reasons

QO Unexpected reasons at Customer's side

PRESCREENING TECHNICAL PRESCREENING CUSTOMER SCREENING PROJECT ACCEPTANCE
| RCC ] | RCC RCB ] | RCC RCB ] [ res ]
QO Improper English level QO Insufficient technical level O Staffing location QO Insufficient technical O Staffing lecation changed
O Nonrelevant skillset O Poor Communitation skills changed (expensive location)  level O Skillset revised
QO Seniority level discrepancy O Personal reasons (Visa issues, O Skillset revised Q Poor communication sk\ll:.:
© Low quality profile Planned vacations) O Seniority level revised QO Lack of enthusiasm
O Wreng location

O Improper English level - should be validated and confirmed on Preselection stage - assessment, validation with speakers, etc

O Nonrelevant skillset

O Seniority level discrepancy should be compared with requirements by Staffing Coordinator, RM, etc.
QO Wrong location

O Low quality profile - Should be validated by CV service or auto calculated by system
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Rejection Caused by Candidate | RCC

Rejection Caused by Business | RCB




Position description & Employee Profile

“Certain” requirement / attribute

\ All stakeholders including client understand this

/ Position Description ] ) ) ) )
requirement/attribute identically, for ex., “English

Requirement / Attribute Value
General : level”, “Visa”, “Location” ...

‘5‘89 Requirement 1

ex any a

Seniority Wi Requirement 2 Employee

L i BY, UA o o o

e Profile “Internally (in EPAM) Certain”
Languages .

elh stakeholders understan is requiremen

e o Attribute 1 Al EPAM stakeholders understand th t

Business process analysis Intermediate Attribute 2 /attribute identically, for ex., “Seniority level”,...

Business process modelling Advanced

Business requirement definition ~ Advanced

Business needs definition Intermediate

i Attribute N . . .

T ym—— A “Uncertain” requirement / attribute

Business rules analysis Intermediate
Additional requirements Any stakeholder can have their own

VISA UK- :

Vocations | heatimene 1Y interpretation for the value of requirement /
N

attribute for ex., «Communication skills»
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Staff candidate process TO BE

Employee profile
(for people from Bench (buffer))

Position Description

Employee

Requirements ;
Profile

Data from profile

Attribute 1

Attribute 2

Tl Attribute N

Staff candidate

Employee Billable
from Bench (buffer) Employee
HV 2 AV N >
» Rejections
. s > statistics
A2 - automatic validation ! ! ,

HV - human validation (interview etc.)

- Reject Reject Reject
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Staffing Process AS IS

!
@‘@"@"@'

+ Possible Rejection Reasons
Preselecting PRESCREENING TECHNICAL PRESCRE CUSTOMER SCREENING PROJECT ACCEPTANCE

English level | RCC RCB | [ RCC RCB |
gkl”fse,t L l lrnproper English level QO Insufficient technical level Q Staffing location Q Insufficient technical Q Staoffing location changed QO Unexpected reasons at Customer's side
LirC“a(i::)tny SUs Nonrelevant skillset O Poor Communitation skills changed (expensive location)  level O Skillset revised

Seniority level discrepancy O Personal reasons{Visa issues) O skillset revised O Poor communication skillf:

Lcw quality profile O Seniority level revised O Lack of enthusiasm
Wrong lecation
+  ®opMasibHbIN 0T6OP COTPYAHMKOB, » “Duplicated” rejects are the results of “duplicated” validations. What
C nogxogAwnMMHMN 3Ha4eHNAMA are the reasonS?
napameTpos Employee Profile « Why are the potentially “certain” parameters as “Visa”, “Vacation”
verified so late, on the third stage?
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Reasons for (not “paraiter” 1 ) Rejections

Creation/Update of
Employee Profile

Moving target, revised... Rating for AM, DM sKkills

L | L |

Employee’s features
are changed over time

A

L1

Error - \
/ Requirements of\ N

Position Description

Interviewer, ... Employee
Error1 I
&/OR v
Error2 |nterviewing
I Procedure
. 1
Error | {

Parameters of
Employee Profile |

Time
Error3: Out-of-date data

| | g

j b\atchin

T
Parameters of
Employee Profile

+ Knowledge about reason of rejection can allow us to
constantly monitor and improve staffing process
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Errors Description (Reasons)

Error1: Interviewer isn’t skilled

LY
\
Staffing
\
\
\
F | LY
Error om.. | Clienty | enough

Error2: Interviewing Procedure
isn’t effective

N\

Er\rqr3: Out-of-date data (no

updat\Q

Error4, 5: AM, DM or Client has
revised the requirements

Error6: RM (?) intentionally
selected Employee with
parameters that don’t match to
Position Description

Error6: Others ??2?

51




Identifying the Causes of (not “paraier”! ) Rejections. Example

Rejections: English level - insufficient

Interview - on the stage of Employee Profile generation or planned Attribute update

Boolean Variables: Interviewer, Interviewing Procedure, Customer, On time Update
Based on analysis of rejection statistics

IF Rejected Employees were interviewed by the same Interviewer AND rejected by different Customers
AND Update was on time THEN Interviewer skills should be improved

IF Rejected Employees were interviewed by different Interviewer AND rejected by the same Customers
AND Update was on time THEN Interviewing procedure should be revised

IF ... THEN ....
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Identifying the Causes of (not “paraier”! ) Rejections. Example

Yes

Reason of Rejection: Tested
English level is lower than
specified in Employee Profile

Kak onpesenntb npuymHy
(KopHeBY10) OTKa3a - interviewer
or estimating procedure ?

Out-of-date data No

L

Increase control for Employees
Profiles update process
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(no update)

\ 4

MpoaHanM3npoBaTh HaKOMJIEHHbIE aHA/IOrMYHbIE OTKas3bl
Hanpumep, Bbl4MCNATbL ANA Kaxkaoro Interviewer BeanumnHy “Y”
OTHOLLEHMA YMCNa NOLOGHBIX OTKA30B K YMCNY NpoLuesLmx (no
A3bIKY) cTadPUHT COTPYAHUKOB.

Mo “Y”ecTb No

«BblOPOCHI»

L

) 4

MoBbICMTb (MPOBEPUTB) KBaNMPUKaLMIO

. y)'ly‘-ILIJaTb MEeTOANKY OLLEHKM 3HAHUA A3blKa
COOTBETCTBYHOLLNX Interviewers
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Action Plan (draft)

1. AHanus cywecTtBylowmx B b/l nonen (B npeseHTauum - aTTpubyThi=nosA), OTHOCAWMXCA K cywHocTn Employee Profile.
Llenn aHanmza:
e OnpenenuTb CNUCOK NoMeM, 3HaYEHUS KOTOPbIX CTaHAapPTM3MPOBaHHbI “B MUpe” (HanpuMep, YPOBEHb aHIrIMMCKOro B2) u/mnm B pamkax
KOMnNaHuKu (Hanpumep, Seniority level = L2). OTMETUTb, ANA KaKMX MNosel 3HauyeHus BbiGUparoTcs M3 KaaccudukaTopa.
«  Onpefenutb CNMCOK MoJIeM, 3HAYEHUS KOTOPbIX 3aMMCbIBAIOTCA B «BOJIbHOM (hOpMeE».
*  Yro Takoe “Technical level”? Kak nsamepsaetca? Yro takoe “Insufficient Technical level”?
*  Yto Takoe “Quality profile”? Kak usmepsetca? Yto Takoe “Low quality profile” 2  (Onbra, AHApeM, KOMaHAa «Tesleckon>)

2. MpoaHanusupoBaTtb Npoucxogsiyme Rejections, ¢ Lenbto BbiABNeHMA HegocTawmMx nosiel B Employee Profile. Mpumep:
Ha TpeTbem 3Tane ot6opa (Technical Prescreening) BcTpeyvatoTca Rejections no Takum npuyumHam, Kak Personal reasons (Visa issues, Planned vacation).
O3HavaeT /M ToT (haKT, YTo AaHHble Employee Profiles nonagatoT Ha ctagmio Preselected, To uto B B/l HET nNonel ¢ AaHHbIMM MO Ha/IMYMIO/ OTCYTCTBMIO
BM3bl, laTam MIaHMpyeMoro oTnycka ? Miu nona ectb, HO COAEp:KaT HeBepHble laHHble? ECIM TakMX nosiel HeT, To BOSMOXKHO MX HaZllo A06aBMTb. (Desk
team - since Q2, Apr)

3. C6op 1 aHanus Reasons (Cases) of Rejections, gononHaowmx u/unm aeTanmampyowmx NpUUMHBI, yKasaHHble Ha cnaiae 7. B pesynbTate
aHa/IM3a TaK¥Ke MOryT ObiTb BblIBNEHbI HegocTarwue nona B Employee Profile (n.2) (Desk team - since Q2, Apr)

4. PaspaboTKa a/iIropuTMOB, NPaBUJI (MpUMepbl Ha Cnaitgax 8-9), NO3BOAIILMX ONpeaensaTb KOPHEBble MPUYMHBI OTKAa30B, M COOTBETCTBEHHO
onpeaensaTb Mepbl Mo YJIy4YLIEHMIO NPOLECCOB KOMMaHUM
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#7 legend

1. Problem Statement. During analysis of EPAM GDO business processes the critical issue was
detected. It is related to the sharing of successful experience between projects and accounts in
EPAM.

2. Approach. By RCA+ analysis we detected the contradiction then by the algorithm of inventive
problem solving (ARIZ-85C) we analyzed the key contradiction, defined the ideal final result, and
generated an idea of the solution

3. Results. As a result of analysis we understood that the key reason of this issue is a gap between
the efforts needed to formalize the successful experience at the beginning of the process and the
number requests for this experience from other stakeholders in the future. We proposed the
approach and architecture of the solution that allows to minimize efforts at the beginning of the
process and making additional efforts depending on the number of requests from the stakeholders
who are interested in this experience.
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PROBLEM STATEMENT

One of the major issues is that we can’t repeat success WE DON’T SHARE SUCCESSFUL
and scale it to the company level. This issue relates to EXPERIENCE (PEOPLE DON’T SPENT
both — technical and management expertise. TIME ON BC/CS PREPARATION)

Successfully launched projects should be
analyzed and case should be extracted.
Technical solutions successfully
implemented on the project should be
announced and reviewed, but all of this
requires some effort from management and
development sides, also there is one more
problem here is that we do not know how to
perform such extraction.
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RCA

T49. Known solutions
not used

T52. We don’t share
successful experience

T53. Experience (Case
Study) not prepared to
share

T54. No motivation to T55. Case Study search
share knowledge insufficient

<BI]B|T|> | CONFIDENTIAL o8




RCA. continue

T53. Experience (Case
Study) not prepared to

share
T56.' People don’t spend T57. People spend time
time on Case Study .
. on production
preparation
T58. No motivation to T59. Time consuming T60. Don’t know how to
prepare Case Study process create Case Study
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Life-cycle analysis

Case study Accelerator
Solution Solution can be showed to Highly-scalable solution
Successful solution other stakeholders can be used in other
in production project (clients, other PP teams) projects
Solution receipt Re-usable component
Solution is interesting Solution AS IS can be re-
for other stakeholders used in other projects

(sales people, CC experts,
other PP teams and so on)
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CONTRADICTION

Positive effect

Stakeholders are able to find,
- get to know and decide to re-
use this solution
Existing solution

Employee in project spend a

lot of time to prepare detailed
solution description and case )
study Negative effect

Causes

This work takes a lot of non-
production time and extra
efforts with high risks that this
work will not demanded
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OPERATIONAL TIME ANALYSIS

@ @ >
Successful solution Solution is interesting Time
appears in the project to stakeholders
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NEW SOLUTION IDEA: MAD - Minimal Artefact Description

Hmm!
Production project Interesting!
D 1) Publish MAD Search
Solution
3) Publish
case study Case studies KB

—" Case study ™ >

‘ 2) Request for detailed description, case study or re-used component(s)
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NEW OPERATIONAL TIME DIAGRAM

There is low-
cost, short-
time & min
effort work

® = :

Successful solution Solution is interesting Time
appears in the project to stakeholders
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SOLUTION (ARTEFACT) VALUE MANAGEMENT

<epam> |

We can use the number of requests for details as a basic KPI to
evaluate the value of solutions (artefacts) created in the
production projects:

more requests for details from stakeholders means higher
opportunity to scale this solution (artefact) in other projects
(including pre-sale) or marketing activities







#8 legend

1. Problem Statement. EPAM CDP provides the training services for EPAMers. The request from CDP
was formulated as “how to improve the training services?”

2. Approach. Service Design + TRIZ. During Service Design stage we analyzed EPAMrs requirements to
the training service, built EPAMer s profiles, designed value propositions for them and detected
gaps. List of detected gaps was an input for RCA+ analysis. On the TRIZ stage we identified the
key contradictions in the current version of training service and by ARIZ-85C we identified ideal
final result and generated ideas for new version of training service.

3.  Results. New approach to design of EPAM training services was proposed and implemented in
EPAM CDP (Minsk office). The basic idea is to transform training service to the mentoring
programs that include of short theoretical sessions and long practice sessions in current projects
of EPAMers. This approach is implementing in EPAM CDP (Minsk office) right now.
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Situation
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EPAM CDP provides training services for EPAM
employees.

EPAM TRIZ team goal is to improve/design these
services.

EPAMers expect to gain new skill/improve current
skill as result of training. CDP often is able to offer
knowledge only due to training time limitations.



EPAMer as a customer. Profile. Gains and pains

Meet the Improve image LEGEND:
challenge of professional )

Career

— Gain (for EPAMer

Get new
Get new requesting training)

Salary knowledge skills

increase -
Certificate

Saving training
costs

Pain (for EPAMer
requesting training)

Customer

Training will be

difficult and it is Others will ' Pain (for EPAMer sent
not .clear beco;:; :::)a;re of “ to th(e training by
Will need tO unacceptab[e manager)
learn something  Tjme (<e[l[f<dl amount of time
extra

need to meet the training

expectations of overlaps with
management other activities

EPAM trainers are
less competent

than external
No certificate Additional work
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Value proposition model. Gain creators & gaps

Key Gains

Get new knowledge

Gain Creators

EPAM trainings provide
knowledge

Detected Gap (Problem)

Get new skills

No

practice to train skills are decreased
to minimize training time

Saving training costs

Trainings are free for EPAMers

Certificate

issued for programs only

Career growth

Training records are used
during assessments

Salary growth

Training records are used
during assessments

EPAMers are interested in
meeting real-life challenges
during training.

No

Such challenges take a lot of training
time. As a result challenges do not
create in the trainings.
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Value proposition model. Pain relievers & gaps

Others will become aware of my  Anonymous tests before training

gaps

Unacceptable amount of time MOOC

Need to meet the expectations No EPAMer takes false association that
of management training creates workload

Training overlaps with other MOOC, flexible training schedule

activities

Training will be difficult and itis  Syllabus contains short description

not clear of the training

Will need to learn something Trainings contain links to additional No support from trainer and\or experts
extra knowledge sources

EPAM trainers are less competent No Training image does not improve

than external

<BI]B|T|> | CONFIDENTIAL »




Time and root-conflict analysis

EPAMer takes false
association that
training creates

workload
Training does not
create a challenge Training expenses
There are no are low
actions to
improve training
image \
Training does not EPAMers Spenq time
train skills in production
EPAMers have no
possibility to 4 ) \
select time slots Traln}ng time 1s
limited
Time
Before training Training time After training
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Contradiction of requirements

meets causes
Training time is EPAMers spend Training time is EPAMers.spend a
.S .. . lot of time on
limited time in production long . .
training
causes meets

Training does not Training trains

train skills skills
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Contradiction of properties

o meets
Training

time

= limited
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Operational time analysis

Training time = long

Training time = limited

Time

Before training Training time
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Operational zone analysis and IFR

EPAMers need to be trained in production &
EPAMers need to be trained in classes

Training in production

Training in

class Ideal Final Result
Training ITSELF needs to be divided into in-class
and on-the-job parts. In-class training sessions
provide theoretical base and examples while skill is
trained during production activities
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Solution idea

Mentoring Mentoring Mentoring
Session Session Session

CDP improves format of existing mentoring programs and promotes this format as the most
effective. Mentoring program is divided into short sections where each section includes training
session and mentoring session. During training session EPAMer gets knowledges. During mentoring
session EPAMer supervised by mentor and solves related problem in his current production project.
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