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New website and way of working

for a DAX company
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After repositioning the global Merck group, a new website should show this fresh look and make
it tangible. As Head of Digital Media, Frank Sielaff was responsible for planning, coordinating, and
launching the new website. The project was also seen as a lighthouse project for a change in wor-
king methods and project management: From Waterfall to Agile, in other words: away from rigid
project planning & execution towards more flexibility in project implementation. As in most compa-
nies, website launches are politically sensitive: there is only one homepage, but more departments
want to determine its content. Key stakeholder management was, therefore, the key to success. A
digital project with over 250 experts and a completely new infrastructure in only ten months. Merck

decided to use the PEAK method to achieve the goal on time.

But from the beginning: Merck in Darmstadt
had entirely revised its brand identity.

The new positioning was intended to illust-
rate the transformation from a pharmaceutical
and chemical group into a global science

and technology company. New companies
and business fields were added. As a result,
turnover increased immensely, the number

of locations climbed to 66, and the number
of employees rose to 53,000 with 122 natio-
nalities. The problem was that the old brand
identity did not really reflect this change.

So, repositioning began, and not only that, but
also a new global website to convey just that.

Launching a new website for a global corpo-
ration is a complex task involving technical,
organisational, and communication challen-
ges. Therefore, stakeholder engagement,
communication and collaboration are crucial
for successfully implementing such a website.

It is vital to involve all relevant key stakehol-
ders in the process from the beginning and
to address their concerns and requirements.
Stakeholders include the board, managers,
internal staff, external partners, customers
and suppliers. Through transparent commu-
nication and regular feedback, they can get
involved in the process and help to identify
and solve potential problems early on.
LHowever, this alone is not enough,” says
Frank Sielaff, who is responsible for the suc-
cess of the project:

» Lo successfully manage a project
on this scale, you not only need the
involvement of the key stakeholders
- you need a holistic orchestration.

That's why Merck chose PEAK®.“

Go Live Event, June 2017



Identify, involve and integrate
key stakeholders.

And it had to be fast: A digital project with
over 250 experts and a completely new
infrastructure in only ten months. Everything
rises and falls with the right goal and the pro-
per companions: A communication concept
was developed based on stakeholder analysis
and the identification of key stakeholders.
Furthermore, a suitable project branding -

is an important step to give the project a face,
a heart and a soul. In a ,OneGoal” work-
shop, all key decision-makers were brought
to the same table. And bringing them together
at this said table was indeed not easy: the
global heads of marketing, the three business
segments, innovation, IT, strategy, digital and
more, met on a summer morning to jointly

set the project vision, define the scope and
determine the required resources.

This served as the project kick-off and was

a critical success factor. Despite the many
competing goals, we managed to provide the
project stakeholders with the right people and
information at the right time to ensure the pur-
suit of the common goal. Launching a global
website often brings political challenges, as
different stakeholders have their own priorities
and goals. To overcome these, focusing on
open and honest communication was essen-
tial to avoid misunderstandings and conflicts.
It was also helpful to seek compromises at an
early stage.

Through the decisions made in the OneGoal
workshop, Frank Sielaff, responsible for the
overall success of the website project, was
always able to point out when there were

conflicts of interest as the project progressed.

»It was interesting to see that in the PEAK
method, actions were already orchestrated
around the key stakeholders at the beginning
of the project to mitigate possible conflicts as
the project progressed,” Sielaff underlines.

Monthly focus checks were conducted to
promote transparency and regularly inform
the Steering Committee about the project’s
status. These agile and pragmatic timing
checks with stakeholders helped to calibrate

the way forward - until the goal was achieved.

And it was, with a robust Go Live event:

the website was launched in 150 countries,
triggered a broad response in the press and
social media and won several international
communication awards. ,A typical DAX pro-
ject,” smiles Frank Sielaff, who looks forward
to his next challenge.

eir cli nd and navigate
them through the transformation well and quickly.
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— Frank Sielaff, Head of Digital-Media,-Merck KGaA

Frank Sielaff has over 15 years of international IT & management experience, primarily in communi-
cations. As Head of Digital Media at the science and technology company Merck, Frank Sielaff has
been responsible for the Digital Media department within Group-wide Corporate Communications
since 2013. Within this framework, he created Merck's global web and social media presence and
the global social intranet. He also built up the first Communications Data Analytics Team with the
aim of making the communication impact measurable. Previously, Frank Sielaff was responsible for
the technology of the websites, intranets, and employee portals in IT.
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