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planet to achieve more
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Achieving our mission requires
us to evolve our culture, and it all
starts with a growth mindset — a
passion to learn and bring our
best every day to make a bigger
difference in the world.

|  SATYA NADELLA |

| CEO, Microsoft |




Our culture is who we are and how we treat one another:;
it's what allows us to make a difference in the world.

Growth Mindset Customer Obsessed Diverse and Inclusive One Microsoft
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Digital Workplace
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Find and
give help
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effective with my
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Manage
my career

Help me do my 10°




Our Challenges in Transformation

Address
Collaboration
Overload

—
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Root Out
Process
Inefficiencies
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Break Down
Organizational
Silos
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Drive Sales
Productivity
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Up-level
Manager
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Our Key Focuses in Cultural Transformation

)

Customer Centricity

Employee Energy and Employee Talent and
Effectiveness Engagement



To date, there
have been

4 trillion emails
sent in Office 365

Office 365 has

over 100 million

active users
per month

1B+ meetings
are created each
month with Office 365

Knowledge workers
across
123 countries
use Office 365



Culture Transformation

Optimize time utilization

Employee Energy and
Effectiveness
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eek in Life — Baseline

Time In Meetings And Emails

How does the “average” employee spend a week?

Weekly
Collaboration

[ e in meetings (21 hours)

Local vs. Remote

Meetings
21 hours

] i
= Email

HEEE

B et

Non-coliaboration time

85 Withcoacated people {8 haurs)
I with remote peope (6 hours)

Microsoft Confidential Information

Sample Data.

Small vs. Large groups

With only corlocated peapie (11 hours)
[ With remote peopie (10 haurs)

EEEEE 1Shours
=

1-1 meetings
I small groun sessions 3-5 peapie]
B reamaize meetings (6-12)
I svse oun meetings (13+)

Collaboration Outside Of Work Hours

How much the “average” employee work outside of work hours?

Weekly
Collaboration

| R >

Time during work haur (36 hours)
B e outside of work bous (8 hours]
Non-colishoratian time

Work Hour vs. After Hour

Within Work Hours

36 hours

HimE 8 hours

HWEE | Outside of Work Hours
-

. After hour in meetings (3 hours)
S after hourin ema (5 hours)

Microsoft Confidential Information

Meeting sizes
21 hours

Sample Data

Team Behavior

4

Distribution of After Hours

I
o, 10}

10,121 (34,36

Are they
burning out?

48200 (22,24 (5,78
neal  jmaz (26,26

Microsoft Corporation

Sample Data
Network Size With Internal And External
Different teams work in different ways
\éVe_ekIy : Internal vs. External Internal vs. External Facing Teams
ollaboration

Network Size of Product Team

Internal

19 hours ’

= Intesrsal Network Size

« Extarn!Network See

I Meeting with internal people {12 hours)
Ema with internal peole {7 haurs)

1T Il

NetworkSize of Sales Team

| Time with internal {19 hours)
Time with external (15 hours)
Non<oishoration time

=

||
BERE 17 hours

=
o= External

|

* Intermal Network size

 ExterraNatunrk See

[ Meeting with external people (9 hours)
Emafl with external peogle (8 hours)

Microsoft Confidential Information

Customer Collaborations

How does the “average” employee collaborate with Customers?

Weekl T )
m\ération Customer vs. Non-customer Timeline View
21 hours
...-- Meeting with customers (10 hours) I | I I I | | | | I | ‘ I I |
. Meeting with non-customers {11 hours)
Time in meetings (21 haurs) HEEE Emall
B rreinemstgishous G >.....

: o cv b @ Arornge o1 N conrrer o b
Non-collaboration time . 15 hours &
I Emailwith customers {9 houss)
Email with non-<ustomens (8 hours)

Microsoft Confidential Information

: Proprietary and Confidential Information



Avoid Inefficient Collaboration Practices

Significant portion of meeting time is spent in 23% of the meetings are unplanned and
very large meetings organized less than 6 hours in advance
10OC
42% .
. 52% 47% 51%
40%
Org Benchrarl F or. Director - Director JSr. ManagerIC/IManager | Org Average Group A Group B Group C
averajge
, o . L , 48 + hours W _4to 48 hours W1 to 24 hours
|+ mllto 0 m/to 10 W-t006 2 L
moto 12 hours Wm0 to 6 hours
Distribution of time spent in meetings of various sizes - Distribution of non-recurring meeting counts based
% of time spent across size categories on various meeting lead times

Microsoft Corporation: Proprietary and Confidential Information



Break Down Organizational Silos

Team Collaboration, Connectedness, Centrality and Insularity

1;:{ GroupA GroupB GroupC GroupD GroupE GroupF GroupG GroupH Groupl GroupJ GroupK GroupL GroupM GroupN GroupO GroupQ GroupR GroupS GroupT GroupU

Group A 140 96% 30% 28% 18% 4% 1% 5% 30% 7% 9% 26% 35% 37% 7% 11% 6% 11% 12% 18% 15%
Group B 31 55% 100% 35% 39% 58% 42% 45% 68% 23% 29% 58% 65% 42% 55% 71% 35% 61% 45% 52% 39%
Group C 35 17% 40% 97% 29% 51% 37% 20% 29% 26% 6% 31% 26% 14% 54% 9% 9% 11% 31% 17% 31%
Group D 20 0, 0, 0, 0, 0, 0, 0, 0, 0, o 40% 0, 0, 0, 0, 0, 0, 0, 0, 0,
Group E 106 5% 22% 30% 16% 99% 31% 8% 14%8ijloed'Téam 8% 9% 6% 5%

b 5 5 b 3% 0% o 20% 30% 350 A 5 3 A b b b b 33% 73%
Group G 23 30% 57% 35% 61% 35% 78% 96% 43% 74% 52% 70% 74% 74% 39% 22% 26% 30% 35% 57% 78%
Group H 66 44% 50% 36% 29% 41% 15% 21% 98% 18% 5% 33% 38% 47% 56% 42% 8% 45% 41% 35% 32%
Group | 49 8% 29% 29% 86% 29% 41% 35% 33% 100% 73% 22% 14% 14% 45% 8% 84% 24% 12% 14% 12%

Closely Connected Teams, but silo’ d

Group J 44 20% 18% 5% 73% 20% 45% 1% 5% 82% 100% 11% 7% 9% 20% 2% 50% 2% 5% 2% 11%
Group K 47 68% 47% 38% 19% 21% 49% 68% 53% 19% 15% 98% 79% 66% 47% 45% 23% 30% 60% 83% 68%
Group L 57 51% 40% 19% 16% 7% 18% 39% 65% 9% 14% 53% 96% 84% 61% 32% 18% 26% 60% 72% 46%
Group M 62 61% 26% 1% 18% 27% 31% 58% 65% 18% 3% 61% 90% 100% 34% 37% 10% 37% 40% 73% 63%
Group N 41 32% 56% 37% 39% 34% 17% 29% 61% 39% 22% 54% 56% 29% 98% 24% 32% 46% 76% 29% 37%
Group O 30 27% 87% 7% 7% 10% 37% 17% 57% 10% 7% 60% 53% 57% 37% 100% 17% 53% 27% 23% 47%
Group Q 39 18% 36% 8% 82% 23% 54% 13% 10% 54% 56% 10% 15% 13% 26% 13% 97% 18% 13% 31% 10%
Group R 54 24% 54% 1% 9% 1% 26% 19% 52% 13% 4% 24% 37% 31% 26% 33% 11% 94% 19% 22% 20%
Group 28 39% 61% 32% 25% 43% 43% 36% 75% 18% 4% 86% 89% 68% 89% 32% 14% 29% 96% 57% 61%
Group T 33 58% 52% 27% 24% 30% 52% 79% 52% 24% 3% 64% 91% 85% 42% 18% 24% 24% 61% 97% 88%
Group U 29 62% 28% 45% 17% 28% 59% 90% 6|é|°i/oghly C298r‘!/sra"zeﬁi4.‘l’;?ams 86% 86% 83% 66% 45% 17% 28% 41% 93% 100%

Microsoft Corporation: Proprietary and Confidential Information
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Culture Transformation

Scale high performing behavior

Improve manager effectiveness

Optimize utilization and workload
EBmnygeEnakgyt amd
Effegtigenssist




ldentify Top Performance

Top performers behave very differently from their peers when interacting with customers & internal colleagues

Hours/week with TopPerformers MEEEEEEEI 33 +2 5

Customers: others EEEENER s hrs/wk
« Focus on fewer accounts
ive Top Performers HHEEEEEEEEN (/ - . .
Numbe;‘g‘;’g‘gm’f g a 3 — « Build deeper networks in those accounts
- Others EEEEEEEEEN accounts i i
EEEEEEEEE « Spend more time with each account

Number of Contacts/ Top Performers [ HBHE BN s +4 contacts/

Account: others HE: ot )
i Top Perf EEEEEEE * Build a strong internal network
e OLlentE/?/g;ﬁ'l o(::: T EEENEI 2 +26  Ability to resolve issues, close opportunities
' ers people

Microsoft Corporation: Proprietary and Confidential Information



Culture Transformation

Drive sales productivity

L~

Employee Talent and

Custeiyggéraaficity

Optimize GTM model

Accelerate Acquisitions




CASE: Informing sales strategy

NO significant difference in how very different customer segments are served

Segment - 35%
WRole 1
BRole 3
Segmernt 1 37%
Middle-man behavior and lack of proactivity of key sales role (Role 1)
% of Customer time % of Customer time originated

clel. I 5 |
el Role 1
Role 12,3 N G

Role 1 alone  |INEEEE -~ 9 Role -

)
I ;

Role 183, noRole Z IR °%

Ro




Culture Transformation

C

Employee Energy and Employee Talent and

Effectiveness Engagement Customer Centricity



How does it work"?

<

2

Native Office 365 data Organizational

context
Calendar & email Analyze every meeting
metadata typically & message between all
provides 20+ hours of internal or external
time use data per week. domains: teams,
customers, vendors, &
partners

Meaningful outcomes

Pairing outcome data (e.g.,
sales attainment,
employee engagement,
worker productivity)
enriches the analytics &
the insights.

s a Bl omall =
iillinil

Unprecedented,
quantified insights

Provides aggregated
behavioral analytics to
distinguish collaboration
patterns associated with
outcomes & comparative
analysis within an
organization (function,
division, region)
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