


STRATEGIC PLANNING

These images are of our Hoshin Matrix, how we manage our strategic plan

6.3.1 Create a strategy for developing products & services to enhance the welfare & wellbeing of others

6.2.1 Investigate and create an ongoing process for studying more modern & environmentally friendly processes

6.1.2 Develop a company wide strategy and protocol for managing electric vehicle technology, incorporating servicing, sales and production.

6.1.1 Develop an environmental strategy

5.5.1 Develop a monthly WLT process to decide our influencing strategies i.e legal & political, (VCA, Approvals/ Low emission zones ).

5.4.1 Develop a strategy of communication and relationship development to our supplier base

4.3.1 Develop the strategy to achieve IIP Gold

where possible.

4.2.1 Develop an apprenticeship scheme utilising outside funding (start in manufacturing but develop it to be business wide) utilising funding

but develop it to be business wide).

4.1.1 Understand what future competencies the business will need and develop and deploy a strategy to address any gaps (start in manufacturing

3.2.1 Develop a business diversification strategy for ESV using existing facilities and competences

3.1.1 Develop a business diversifaction strategy (outside of funeral market)

271 PBevelop OWE measurement & Control systerm

1. Grow the business

2. Optimise costs through efficiency improvements

3. We will diversify the business to create robustness

4. Develop our people

5. Improve communication

6. Develop more innovative technology and processes to enhance our environmental & ethical
credentials

To be the best

coachbuilder in the world

1.7.5 - Develop a growth strategy with % targets how much extra revenue do we want, then deploy.

1.7.4 - June 2021 update - Develop the marketing & sales system

1.7.3 Develop Continual Improvement (Cl) System

1.7.2 Develop Materials Requirement Planning (MRP)process and deploy

1.7.1 Develop deployed process system QMS (Inc NP1, VSM and Standard work)

1.6.3 Develop & deploy technology roadmap (tech for products and process)

1.6.2 Develop & deploy master production schedule & capacity planning / management process

1.6.1 Develop manufacturing strategy for the next 5 years (i.e facilities required, processes, machinery)

1.5.1 Develop an International strategy, then deploy it into daily management.

1.4.1 To develop & deploy a product diversification strategy within the existing funeral market

1.3.2 Develop a post purchase strategy & process

1.1.1 Create a strategy to increase spend from both existing and new customers
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STRATEGIC PLANNING

S.P 1.2.1 Develop a strategy for products at all price points

Project Sponsor | Jade Wilcox Webb

Team Leader | Louis Wilcox

1.2.1 Develop products for all price points

Project Title 3.3.1 Develop a green product line strategy

Date | 20/07/2020

Issue | V1

1. Problem Definition and Purpose

What is the problem or outcome you do not like? What is the project trying to accomplish? Which process gives this
output? What measure will show any improvement? What is the present performance? What is the goal
performance? What is the timing for reaching this goal?

The Wilcox 2022 strategy identified as a ‘critical enabling factor for market development’ that we have a broader
range of products across multiple price points.

We need to develop a 5-year product horizon. 1-2-year medium term that recognises Wilcox ability to introduce new
products and a 2-5 years outlook other new models.

Must include a range of environmentally considered products for both the UK and International markets.

This will enable the business to identify and prioritise NPI projects that will deliver growth and satisfy our vision ‘To
be the best coachbuilder in the world’

A key deliverable will be a product plan that identifies product introduction, maturity and phase out and have a
projected cash flow plan.

2. Business Case (Issues to be addressed/process to be improved)

What impact is this problem having on our customers/the business/employees/the environment?

Why is this a priority? What are the key deliverables to be expected? What other indirect benefits may arise from
this work?

We are currently over dependent on one product. This is making us hostage to OEM actions. We do not adequately
plan to predict changes in the Market, OEM behaviours, etc. This makes us vulnerable to changes at a Macro and
Primary level.

We cannot plan our funding requirements and as a result we cannot exploit our strength as a market leader. We are
also reactive to our product and business development and we do not have a fully defined investment strategy.

Developing our Product Strategy will enable us to engage with our customers. in a positive and progressive manner.
It will also enable us to develop our partner strategy & develop new markets (products and geographies) in a cost-
effective way.

The process must be able to demonstrate that the plan is based on robust understanding of the market.

The process must be defined and deployed as part of the Wilcox BMS.

3. Key Players 4. Scope

Who are the Sponsor/ Team Leader/Team Members/ Which area/department within the organisation or

Other Key People who need to be involved? product/market segments/customers is to be covered?
What is out of scope?

Sponsor Jade Wilcox Webb All areas of the Wilcox Limousines business.

Team Leader Louis Wilcox

va
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STRATEGIC PLANNING

S.P 1.3.1 These images are of oltarketing Strategy

FACEBOOK 8

WILCOX
Facebook Page Followers
2022 I 156
2021 2,831
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STRATEGIC

PLANNING

Website: Before

S.P 1.3.1 These images are of oMlarketing Strategy

2012 Jagusar Aluminium Limousines 035 1(E3200)
Veur 2012
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Website: After

WILCOX)y New\ehicles v Used Funcrsd Vehide  OurWorld v Blog  Comactw

Delivery from May 23 - good stock availab

Citréen e-Berlinigo =Electric

DiscoyerMare!

Wilcox Collection

Hearse Collection Limousine Collection Removal Vehicle Collection
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Contact for a price

Diagnose performance issues

Performance Accessibility Best Practices SEO

92

Performance

Values are estimated and may vary. The performance score is calculated
directly from these metrics. See calculator.

A 0-49 50-89 @ 90-100

METRICS

@ First Contentful Paint ® Time to Interactive

08s 20s

@ Speed Index @ Total Blocking Time

128 20 ms

Largest Contentful Paint @® Cumulative Layout Shift

178 0.013

(7 Captured at 6 Mar 2023, 11:03 GMT [ Emulated desktop with Lighthouse 9.6.6 & Single page load

@ Initial page load % Custom throttling

@ Using HeadlessChromium 110.0.5481.177 with Ir

Expand view
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STRATEGIC PLANNING //

S.P 2.1.1 Establish a process for monitoring warranty including management metrics for warranty costs

Back fo Level 2 SIPOC

Back to Level 2 SIPOC

Process Name: SEP12 Report and Log Production issus observed at any production stage and EOL Buy off FRESTELENE SR T R R TR

Process Purpose: To ose the defects on any Wilcox vehicle and to analyse the relationship between defect & emor and the process that may have generated the emor
Process Purpose: To understand the defect and plan how we will respond rpose: To diagn ¥ s o p 3y have ge

Comtrzre b Coarm Comseinaton bt s Proicton was anwy Ansye ot Da
. Producton Lead Eupportrg y| 7 T ] TP | Do
Cartome: ARer Care Coordnator Rettler [ CF sty | FToGicon Eam EOLbuy of Cutputs Dot

o
e 120 P

Onzarse amsare

Datect Detect

|[Detecave product s
De
.
sraingy

WARRANTY CLAIMS

I i i o O
16 8 13 13 9 11 9 18 6 39 11

Number of new claims
received

Imsestizete

i Test drms

Number of claims 11 3 9 6 5 8 3 9 5 17 7

completed ’
Total Value of Claims 4,492 1,302 14,862 17,506 2,645 2,437 7,108 14,560 1,187 11,807 6,205
completed

Average Value of 408 434 1,651 2,918 529 305 2,369 1,519 182 331 886
Claims completed

Average number of days 10 20 15 20 10 20 5 5 5 4 15
to resolved (jobs
completed)

Supplier warranty 1 0 4 1 0 2 1 2 1 2 1
Claim made (value)

Supplier warranty 0 0 0 0 0 0 0 0 0 0 0
claims outstanding

(value) 2 ‘
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STRATEGIC PLANNING

S.P 2.2.1 Establish a process for monitoring rework including management metrics for rework

Back to Level 2 SIPOC

Process Nave  SEP1 | Report and Log Wamanty asue

Process Purpcse To Lrcenisrd Fe oubionme: stue < a7 Row we wil epond

ros

tm Laelioves

e

i

¢

=]

=]

.-
- aer

st

Back to Level Wilcox System Map (Level 0)

SIPOC representing the
Error feedback and elimination SEP1

Value proposition statement
To evaiuate all defects cbserved on Wicox products e2her In production o service and 10 estadish the eror source. To hen

foodbnck the micemation o the procass coll n order for opproprato problom rosodsbon achon to bo tokon

Level 2

Primary Customer
Vicox Leadership Team

Error feedback & elimination

st wnhmad
oy reter
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STRATEGIC PLANNING

8D Problem Soivi'ng. Progreés

S.P 2.2.1 Establish a process for monitoring rework including management metrics for rework

D3 Containment

action D5 Actions
Planned D&
8D Ref [Opened on-| 8D Lead Vehicle Model | Plan | Actual completion | Verificatio | Overall
Mo Date (Name) |Defect Description| Process Mame / Part No (Date) | (Date) | D4 Root cause description date n date Status
White Nibs in
8D2 [11/12/2020| P Wilcock Paint finish Paint Vehicle XJ Hearse 15-Dec| 15-Dec| Airbourne contaminants TBD TBD Open
Taper gap on Assemble body
8D3 |10/02/2021|Mat Foster | Limousine boot sides XF Limousines | 10-Feb| 10-Feb| TBD TBD TBD Open
Air Voids in GRP XF Lim and
8D4 |10/02/2021|lan Brown interior parts Produce GRP Hearse 10-Feb :I.OeFegl TBD TBD TBD Open
Migel
8D5 [11/02/2021| Eckersley TBD

B/S GRA=SVNlechsT/S P/S

BLUE CARDS RAISED

BLUE CARDS RAISED

1009
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STRATEGIC PLANNING & NEW PRODUCT INTRODCUTION

S.P 2.3.1 Develop & Deploy the INP (Introduce New Products) Process

2 R T

2 e P e SR
______ achieve the main aim




STRATEGIC PLANNING

S.P 2.4.1Establish a process for monitoring, controlling and communicating variable costs including a management metric

S.P 2.5.1 Establish a process for management review of staff utilisation
S.P 2.6.1Develop Financial planning and reporting process
S.P 2.7.1Develop OWC measurement & Control System

12

10

STAFFING LEVELS
BY DEPARTMENT
IMR charting used to monitor & check for trends ]
OWC reduced by 1.5 million W1 II
i 0

BODYSHOP PAINTSHOP MECHS INC TRIMSHOP FINAL FINISH
OWC IMR CHART

(o]

()]

=Y

N

B STAFF W head count

STRIP
Individuals chart: OWC Total ‘ Rprerog

IMR charting used to monitor & check for trends

Overheads reducing

OVERHEADS

Individuals chart. Overheads

o&uul value lvmtﬂ ; "

‘nominal \fﬂu‘f]Valilo t)f - '
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STRATEGIC PLANNING

S.P 4.4.1Develop a social strategy that supports the family values and brand

Leadership, Culture, Values & Behaviours o~
WILCOX

Our values stated as part of the strategy e Values feed into the employee appraisals

e Discussed how to meet them at the WLT & managers meeting

Our Family Values - ICARE

L

8. How do you feel you meet the companies -CARE (Integrity, Change, Accountability, Respect,
& Safety) and what can we collectively do to increase this?

NTEGRITY

CCOUNTABILITY

ESPECT

XCELLENCE & SAFETY

s
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STRATEGIC PLANNING& ENGAGEMENT WITH INTERESTED PARTIES

ISSUE 4, N ISSUE 5, April 2021

LIMOUSINESI
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4.2.3 Barriers to purchase

In this section the initial findings regarding barriers to purchase will be discussed, followed
by deeper an analysis of range, then cost. The results confirm there are three main barriers
to purchasing EVs for FDs, shown in figure 4.4. This question was set up so that
respondents could answer more than once, enabling all problems to be captured, this does

cause an issue with breaking the results into percentages as the number of responses is

higher than respondent ing the p t; stated are not of number of respondents
but number of responses. The results remain clear, with two core issues illustrated, that of
range at 35% followed closely by cost 34%, with lack of infrastructure succeeding these
at 23%.

What would prevent you from buying an
electric hearse?

LACK OF INFRASTRUCTURE
RANGE
FLEXIBILITY

PURCHASE COST

Responses

Figure 0.4, Barriers to purchase

Range can be understoed further by

ploring the results shown in figure 4.5 with

D ted. These are at letely ite ends of the scale

a broad range of

rom the 18% beligvina thev reauire a da range of 300 miles or more. to Yo wanting a

1LLOX

1767548

funeral. Another explanation could be that FDs have little experience of EVs so they cannot
accurately predict what range they require. This uncertainty would explain why range is rated
highly as a barrier; FDs are perceiving it as an issue because of their lack of experience. The
comments section also raised another issue not surveyed for but related to range FDs are
concemned that the weight increase added to a vehicle when converted to a hearse will

drastically reduce the vehicle's range.

What daily range do you believe an electric
hearse requires?

OTHER (COMMENT BELOW)

500 MILES

400 MILES

300 MILES

Amount in Miles

200 MILES

100 MILES

Figure 4.5, Range requirements of FDs

The costs of an EV hearse is another issue rated highly as a barrier to the purchase of EV
hearses by FDs, currently the five main ICE models available in the UK cost between £95-
140,000 with Wilcox's bestselling vehicle at the higher end. Eigure 4 & shows that FDs

already have a large gap between what they wish to pay and what they are paying already
for hearses. It can be assumed that as Wilcox's systems were used to distribute the link to

the survey most who responded are their customers. The results show that 45% of

1767548

How much do you expect an electric hearse
to cost and how much do you wish to pay?

£150-200,000
£180-1590,000
£170-180,000
£160-170,000
£150-160,000
£140-150,000
£130-140,000
£120-130,000
LESS THAN £120,000

Amount in £

Responses

= Wishtopay = Expect to pay

Figure 4.6, Expected costs

Lack of infrastructure merits a brief discussion as it is clearly an issue for FDs there was
only one comment as to why this might be with a respondent stating that they couldn't get
electricity at a high enough amperage, to install an EV charging point. The lack of comments
around this shows that whilst it is a problem to FDs, they are much more concerned about
range and cost.

4.2 4 Incentives to purchase

The final factor that the survey illustrates is the incentives that drive FDs to consider
purchase multiple answers were allowed, therefore the number of responses are not
reflective of the number of respondents. The results clearly show three areas that FDs
believe will encourage them fo purchase with environmental concerns 26% ranking the

s

S.P 5.1.1Design and Deploy a customer engagement process, this has resulted in a rolling increase in customer engagement on
all social media platforms:

Individuals chart: December Facebook likes

35.00

29.43
30.

o

25.00

20.00
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o
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December - Learning phase 1: - Stage from: Manual Override: No
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Outside Control Limits

O Actual Values
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UCL learning phase
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UCL operating phase
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Individuals chart: December Facebook likes
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20.00

14.80

15.00

10.00

nominal value [Amount of likes]

o
=3
o

o
=3
<]

2-1012/21
31212721

December - Learning phase 1: - Stage from: Manual Override: No
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STRATEGIC PLANNING& ENGAGEMENT WITH INTERESTED PARTIES

S.P 5.2.1 Design and deploy an employee engagement process

WILCOX )y~

LIMOUSINES1 948

90 DAY ACTIONS

Actions being achieved by the end of January
2021 in response to employee requests

o MONTHLY NEWSLETTER

"Ews & regular monthly newsletter is being created and
—

sant out to keep all amployess across the whole

e — company informed and up to date.

SUGGESTION BOX

There is now a 24,7 suggestion box open via
Engagermant Multipliar, this allows a two way
conversation directly between the leadership team
and employeas - and can remain ananymous

COMPANY HANDBOOK

& comprehensive company handbook is being
complled, along with eansuring all palicies are up te
date and shared.

NEW ORGANISATIONAL
STRUCTURE

A new company organisational structure is being
created, along with revised reles and
rasponsibilities.

DEDICATED HR PERSON

Lella Wilcox is new managing the Human Resources
for Wilcox & Eagle to ensure there is a dedicated
persan managing all persennal aspects.

TEAM BUILD & SHARE

A company wids, end of year team day ks belng
created for Friday 18th December, allowing the
wiale company o come togethar - anline for new
due to current safety restrictions!

®:breathe WILCOXOy

LIMOUSINES ! 94

THE HR APPLICATION IS HERE!

This web based application is called breathe and works on any internet enabled device such
as Phone, Tablet, Laptop, PC.

s> ) HOLIDAY BOOKING
’ e From your dashboard, book your holiday with a click of a
\‘\.‘ button & check on how many days you have left instantly.

0 SUGGESTION BOX

Via the community section a 24/7 suggestion box that can be
seen by everyone in the company this allows a two way

conversation directly between the leadership team and

employees.

€) company pocUMENTS
A comprehensive directory of company documents including
the handbook this will be added to ensuring all policies are up
to date and shared.

& o ORGANISATIONAL STRUCTURE
r—}-—l A visual of the organisational structure is within the company

&84 =

e SICKNESS
Add in Doctor notes or any other information from the
comfort of your own home when you are unwell.

TRAINING &
DEVELOPMENT
Look up your recent appraisals (including any objectives or

deliverables from it), training & any booked courses.

ENVIROMENTAL &
Q TIME SAVING
Q p The application removes unnecessary paper use and
/ﬁ)\ adminstration for everyone saving time and the environment.

Slide
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STRATEGIC PLANNING& ENGAGEMENT WITH INTERESTED PARTIES

S.P 5.2.1Design and deploy an employee engagement process

ISSUE 2. January 2021
Wilcox launch online Town Hall event with all Emplovees

PAGE 2 OF 7
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STRATEGIC PLANNING& ENGAGEMENT WITH INTERESTED PARTIES

S.P 5.2.1Design and deploy an employee engagement process

ISSUE 9, September 2021

Employee Interview of the Month

James Davis
Mechanic Supervisor

What gets you out of bed in the morning?
Alarm Clock.

If you could switch jobs with someone for the
day, which department would you try and why?

Tina, as | would like as much enthusiasm as her!
How would you describe your job to a child?
Build cars.

What are the best 3 words to describe your job?
Every day's different!

What is your biggest achievement to date,
personal or professional?

Becoming Mechanical Supervisor.

What is your motto or personal mantra?

Expect the unexpected.

PAGE 12 OF 26

ISSUE 9, September 2021

ubble and Squeak - Ste's Grandkids

Ste Calderbank
Paint Technician, Wigan Meet Tommy, Ste's little rabbit.

")/’ Meet Our Employee Pets )/ 7

Ste McConville
Mechanic Manager, Wigan

pride & Joy.

Nigel Eckersley
Body Supervisor, Wigan
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