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ANWUANATITEYIIE ICT AND DIGITAL

According to McDonald and Rowsell-Jones of
Gartner, Digital Technology refers to digital
information and digital equipment that drives

customer value.

IT Technology and ICT Technology are also

about Digital Information and Digital

Equipment.

® IT Technology and ICT Technology are Digital
Technology but due to the limited range and

density they are not creating customer value; they 3=
help improve efficiency INFORMATION TECHNOLOGY

Source: Google.com



DIGITAL CONVERGENCE
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(Mobile devices) ﬁ\




EVERYTHING IS
CONNECTED
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S> > 5 >
End User \__" AV extarnal &
‘ ) Firowall Web
*=2ess Control lo\
the Device 1
Handheld /
Devices | Encrypted Data (Data in Motion)
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% Customer

\Service
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The Social Network

Co-General
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The Internet
of Things

Source: Google.com



GARTNER’S THE NEXUS OF FORCE

A AaA

MIUszaunaUnNaNNa 1 lagaana
4 ngu laun Social, Mobile, Cloud, and

Information (Analytics)

SOCIAL

Social T 1HNAgUsL

=

2 ! Y o 9
Mobile 1819w lannnnnaal

q

Analytics 14 Smart 11145 World

U

Insights

o Y a ] 1
Cloud M lWssnase@n li@enlseuse
1 o 9 Aa .
11/?11101 ‘I/lﬂflfi!)ﬂﬂ Business Source: http://2.bp.blogspot.com/

Platform/Ecosystems



Information and Communication
Technology (ICT)

Computing and Information
processing

Used to improve efficiency
Era of product-centric
To support Mass production

To support “Value chain”
operating model

On premise ICT infrastructure

ICTVSDIGITAL g N’ o

Source: http://r.search.yahoo.com/ / '/\

=}

I

Digital Technology

Connectivity, People interaction,
Oﬁ|‘ering and digital services to create
value

Transforming businesses
Era of customer-centric
To support Mass customization

To support “Value Loop/Value
Network” model with Value Creation
System

Cloud computing model, the
consumption and utility model



THE WORLD REVERSE AUCTION HOUSE
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wumauily fawssy BUSINESS LOGIC lvid wiufi VALUE CREATION
UBER-IZATION

Source; Uber
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Creation” 151909911 1M e3150a319 Value
1%undu3 1nAnINN1 Uber




DIDI (TITI) Lfiua%wauﬁwu,az:u%mﬁ‘ﬁ@U‘%‘[ﬂﬂé’aqmﬁwwzﬁﬂ
(hWIPPUDI MASS CUSTOMIZATION)

° Usemedu 1ae DIDi 1uieaLe 1 Protective
AT UESUNTAZTNUINNTTHIUBUE Uber

9 (Y] a 1 9 a d'd
- ﬂ’)ﬂl&’)ﬁﬂﬁi%ﬂﬁﬂﬁi‘ﬁl} 9 I WNWUINITNUY

AUAUANIZNAN (Mass Customization) L5 Source: DiDi

15015 Private car, Hitch, Chauffeur, Bus Test
Drive, Enterprise Solution, etc. 7 ’JﬂJ‘V%}JQ?JW]'i N9
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THAILAND 4.0

, < o A )
Thailand 4.0 UM sdsuasu Iasaasng
IATHY ﬁ%ll‘ﬂq “Value-based Economy” 31N
nannaan llgauduFauinnssuuazusms

Y ' Y . o
* JUARDUAY Technologies, Creativity and

Innovation

* 13 gUIIUIN Value-added Economy ’cj Value-

creation Economy

11



FROM VALUE-ADDED TO VALUE CREATION

Old Service Logic New Service Logic
Source: Uber

Value-added Model : Driver adds value to car Value Creation Model : Deliver service that

Product-centric model customer wants
Customer-centric model 12



AMSNANFUMILLUY VALUE-ADDED
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® Mass production luanyae Add Value twe l#
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(Intrinsic Value)
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HantlagunIsuans (5on “Value In-
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Source: https://estrategiaparatodos.wordpress.com/posts-in-english/
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Infrinsic Value Extrinsic Value
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Product-centric :
Customer-centric

Source: https://assets.nemmings.com/



AMSNANFUALUU VALUE CREATION

MINANTUA VY “Value Creation” HHIED
MIHASNATD952 Tﬂ%um@ﬂmmmﬂm
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Value Creation Lﬂﬂmﬂ Extrinsic Value ﬁlﬂu
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Intrinsic Value (Value in itself)
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CREATION

Building Something That Others Want
(To Invest In)

Source: https://media.licdn.com/
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anyauzveIMIdTulasuging
THREE ASPECTS OF DIGITAL TRANSFORMATION

91ABAI AN T IV 1YY THINANII

Community and Collaboration N Y ~ A Y
’i’JiJﬂJ?)’e]fJNGlﬂﬁ"])’ﬂ Lmzmayﬂawmaiw

a ’ Y A o 119/
Zitization 19 Insights M3UsVaeua oM la
nd Integration of Digitization 2 o
vertical and Of product and I
Horizontal Service portfolio

3 ® Digitize and inteerate core processes of
value chai & & P

Innovating value chain

Digital business models 3 _
® Servitize product and services

Data Analytics ® Innovating digital business models

Source: PricewaterhouseCoopers



Digitize and Integrate Core Processes of Value Chain

'\' \ \‘\'\
AL
AR LAY

9J
°1615ﬂwammwmis VUYN [HAUAINT THE NEW SUPPLY CHAIN REALITY
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INYIUVD L‘L!“L!“I/] Value Creation

NEW!

KITTEN WIZARD

DESIGN BY HILLARY WHITE

=
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(Community-based Business) ﬁﬁﬁu"ﬁﬁ A9
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AU3 1A @198190A AD Airbnb, Uber 1102
Threadless.com Source: Threadless.com



TRANSFORMATION ALONG THE 3 DIMENSIONS

Change in
Product/services Change in value
(Customer Experience)
Seiee Digital
Manage interaction
<——— Value creation
New business model
ICT Opftfimize internal
Frecluc Resources and processes

Intfernal Consumption Change in processes

processes Digital community

External processes ©Manoo Ordeedolchest

Sumavasee Salasuk



CLOSED SYSTEM V5 OPEN SYSTEM

Closed System Open System

Rigid organization Less rigid around roles and processes
Silos structure Network structure

A Y = Y, o 9
VINTIATUNHUIN ﬁi"l\‘l%@iﬁl!@ﬁﬂﬂi%ﬂfJﬂ’NﬂJ@]’ENﬂﬁ

9J A
UYDIRLII 1NN

9] A qu v o & Y, o

MlﬂﬂiﬁﬁiNu’)@]ﬂiﬂJ 2 ﬁﬂiiﬂugiuﬂﬁﬁ’iNu’W]ﬂiﬂJ

Optimize internal resources Manage interaction to create value



PRODUGT CUSTOMER
GCENTRIC GCENTRIC
COMPANY COMPANY

STRATEGY #  STRATEGY
CREATE THE BEST % ' SOLVE CUSTOMER PROBLEM
CULTURE 0" CULTURE
NEW PRODUCTS | | FILL NEEDS + ENGAGE
‘ /
PROCESSES Q-/
NEW PRODUCT DEVELOPMENT

PROCESSES
GAIN INSIGHT + MANAGE EXPERIENCES

Source: http://customerceobook.com/



What is customer experience?

The perception that customers have of their
interactions with an organization

Degree to which The difficulty
customers can or ease in
accomplish accomplishing
their goals their goals
Customer
Experience
Emotion |
How the interaction
makes the customer feel TEMm

nol P

14 Temkin Group. All nights reserved. Ohn et mlers

Source: https://image.slidesharecdn.com/
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Growing Business with New

Productivity Improvement Business Model
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o Llﬁ$ﬂTﬁU%ﬂTﬁﬂﬂﬁ?ﬁﬁﬂﬂ'ﬁﬂﬂﬂ Co-production of offering Ll@1o Co-creation of

value



DIGITALLY VERTICAL INTEGRATION

Change in
Services
7 : =
Service -
t/‘ . .
e - Digital
P e L
Product | L
e
Physicall Consumption ~ changein
Internal  Digital community S s o>
External
©Manoo Ordeedolchest

Sumavasee Salasuk
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DIGITALLY HORIZONTAL INTEGRATION

Change in N 9 A a 9
Services * FINVNAUUUNTNAATUA

< ) v
1 UFININAN (Product

centric)

. SN . Y Y
Service % *dFuilzememsysannsng
: Digital ﬁ%‘ﬂuiuﬂﬁjn Core processes

NUWUSATILAZgNA)

Product e 8

=) 0 A ! tg
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Internal Consumption . 3 e
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T e Yszansnn (Improve Efficiency)
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SERVITIZATION

Change in A q9 o) M '
oo X 5309 1A IAYNUNIS Bundle
A Y v oa 9 A gy Yyy
VINITLUVINUAUA LW@i‘I/‘iQﬂﬂTllﬂ
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processes Digital community usnsniy Digital Services
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©Manoo Ordeedolchest Change in processes
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NEW BUSINESS MODEL: VALUE CREATION

Change in

e s3RvUATUR TR Todaue
Services 2 AR

Customer Experience 081911152 n1 19

Y 0o v . ~
* Inanud ANy Value-creation 1
J
aunsnaey landanudsimsuesgna la

Service %‘%q
a\ 9 1 A % % a
* ganvlvanuaulasulenunusiasiay
i) anA11uns9h Co-production t4ag Co-
Product : . | .
o ..~ e creation
9 AAaAa o zi!l o A 1
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Physical Consumption :
Internal  Digital community sUuvvves Value Creation System
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©Manoo Ordeedolchest

Sumavasee Salasuk ChOnge in processes
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Prescriptive Diagnostic Predictive Descriptive

Whate Howe Wheree When? What?¢ Whoe Whom<¢ Howe Where? Whome Why¢ How?

Howe Wheree Whate Whene Whate Whoe Whome Howe Wheree Whom¢ Whye Howe

Product
Research & g Supplier Route to After sales

& service 3 Consumption @ Disposal
development management market service

development

Source: Google.com



DIGITIZATION ﬁUﬂﬁﬁﬁﬁﬁqﬁﬁﬂuIaﬂa 891U (CYBER-PHYSICAL SYSTEM)

Source: Springer

Wide Area Network 'i
GPRS3G 7 (WAaN) s
MW Feifie 4
System ! =

Intangible resoyrces*and-Proces ./stys (Achvmes
InFeTfées mierachng the two worlds
® [] SubNode NS

S e s | [ ] i ||

e & Ul Terminal | r- & | o oo
Tangible asse?andﬁnﬁ\ ?ihvmes fF _ '_
W;} qs-v‘ 'ﬁ$1 = , -!'_ VI -

-'I l! J
.w
Produce e )

Rcal
> World
Sconarios




BUSINESS IS A FEEDBACK CONTROL SYSTEM

Physical value chain creates products

and services; value added to product

and services WiONNUAS 190 ALND Physical

1 a g
FUIINTZVIUNMTAUATIZH S System
’ ” Modify action
HANITAATIZY HINgMTTIRBouga N abenefitway
Y 1 9 = 0y} ~
19 A8 UADIMIUTUT9 2wAeu ——
ﬂmuwﬂmﬂﬂmﬁwﬂwmﬁmqmﬂ Analytics
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THE VALUE MATRIX: BETWEEN PVC AND VVC
THE VALUE LOOP

Virtual Value Chain

VAN VAN O\ VAN VAN VAN

Gathering [
Organizing Not enough
Selecting Value

Need more!

Analyze
Distributing T

Physical Value Chain

o Value Creation
Value-added

What value?¢

Source: Google.com



THE VALUE MATRIX: BETWEEN PVC AND VVC

THE VALUE LOQOP
Virfual Value Chain
Digital World
Digital assets and processes
P S H PN Value Creation
A% v v

Physical Value Chain
Value-added

Value Creation

Physical World



THE VALUE CREATION CONTINUUM

matsunlaengIna
Business Transformartion)

Mass Personalization

Production

(In-context)

Mass
Customization
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THE OLD LOGIC: MASS PRODUCTION

. 3 a
® Mass Production 11Uz Junu@uues
Tsanuaiulvigy
* Tanudngnumsnaaauiiiguain
aumn e lddunuasroe

A a Y A A Y
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N
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1018 ud i A y7i9)
12 1851
® Mass Production is product-centric
strategy

Source: http://il.trekearth.com/

37



NEW LOGIC: MAS5 CUSTOMIZATION

ANAUAIUMNUAAIIUADINS

< Aa A @
Mass Customization L‘]Jumiwamuﬁ’mmm
Yy 9 ~ Y ~ w i
aeaunNuN InalAeeany mass production

(nearly everyone finds exactly what
they want)
ansaliuimsiiaen laivedlss Tomives
anmn

Mass customization 1S customer-centric

strategy

Source; MiniCooper
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DIGITAL SERVICE INNOVATION
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THREE MODELS OF DIGITAL SERVICE

® The three models of digital

services (Depending on Value
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"; e 8 -
A

Source: http://www.pwhtsolutions.com/
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DIGITAL SERVICE: RELIEVE VS ENABLE
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DIGITAL SERVICE INNOVATION

° aammm‘ﬁmwﬁuuauu

The J
Corporation vi A Y Yy 9
Firm P %\A mmigﬂm‘ﬁgﬂﬂmmmﬁ
s The Firm : Customers | ™ LB
resources ‘ e Lt

Y
4 ﬁ-J Customer’s value creation
Y
v Y
processes IINTIN VDNANA

Y 9
| YDIQNAINEY
, "7 o °® A Aax ld' - £
TR A l{./' AATIIT 11 UNIL Co
produce i’JiJﬂ‘]J‘W‘L!‘ﬁimi
LA Offering 7
ATOUAQUNGA

Firm specific

Source: http://coevolving.com/



Q/

AUANHUSUDN DIGITAL SERVICE
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AMANHMULUDY DIGITAL SERVICE
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DENSITY PRINCIPLE @Uyd HU DIGITAL SERVICE INNOVATION

SOURCE: RICHARD NORMANN, 2003
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MECHANISM TO DEMATERIALIZE

« Dematerialization--free of
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wanMIANNINYaNY THE DENSITY PRINCIPLE
SOURCE: RICHARD NORMANN (2003)
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LIQUEFICATION AND UNBUNDLING
CREATE NEW DIGITAL SERVICE

Reveal customer's unmet needs.
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DIGITAL SERVICE INNOVATION
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THE NEW SERVICE SYSTEM

Source: http://coevolving.com/
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VALUE CREATION SYSTEM IS A PLATFORM
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Service Ecosystem

Comprised of an Actor-to-Actor Network

Structural Flexibility & Structural
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What is customer experience?

The perception that customers have of their
interactions with an organization

Degree to which The difficulty
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accomplish accomplishing
their goals their goals
Customer
Experience
Emotion |
How the interaction
makes the customer feel TEMm
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SERVICE TRANSFORMATION
MATURITY MODEL

® Digital Business
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SERVICE TRANSFORMATION MATURITY MODEL

® Platformification or Platform Scale
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SOURCE: IBM, THE CIO PROFESSION: LEADERS OF CHANGE, DRIVERS OF INNOVATION, 2008.
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