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3 DIGITAL TRANSFORMATION
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6 BIG DATA PYRAMID

Unstructured Data

~
Unfamiliar &
Unstructured Data (Act
Directly)
J
~
Unfamiliar &

(Convert into structu red)/

Familiar & Structured
Data

\

® The top: External data is used as is, such as

location data, beacon data, facial data, etc.

® The middle: Converted into structure data

before use, such as social media, etc.

® The bottom: Internal & external structure

data from business transactions
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PERSONALIZATION

° 91f 84’1’@3{@1 Personal profile
from social networks, shopping
history, and activity in the shop
AU My imnea

UAAA (Personalization) (1

® Personalized promotion
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10 DISTRIBUTED LEDGERS AND SMART CONTRACTS
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Smart Contracts

Option contract written as |
code into a blockchain.

o
Contract executes itself
when the conditions are met.

14 1@31em3

Contract is part of the
public blockchain.

¥

Parties involved in the
{ contract are anonymous.

.H&E=

Regulators use blockchain to
keep an eye on contracts.

]
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|1  THE FOUNDATION OF THE TRADITIONAL SOCIAL
NORMS
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KYC Using Blockchain
I

3. Fl performs KYC ‘ I I
and approves / "
I. Customer uploads customer o
KYC data and Financial Institution (Fl)
documents to the -
blockchain T
2. Customer permits ol s ‘
Fl access to KYC 3." Blockchain = ... . X
data -'Xj, v ['.',: ‘fJ e .
4. In the future L Sl R ALY
Customer customer permits 5. Next Fl performs  *
additional Fl KYC and approves
access to KYC customers

data

Next financial
institutions
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Trade Finance - o O
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Using Blockchain

’

SR " \When product ships,

] A
When'product arrives, g} Contract ;é(f seller informs Smart
E mform; Smart [ ] 1) '] Contract. This triggers
Contract. This triggers e Cogi Sl

- initial partial payment
remaining payment and

goods are unlocked at
buyer’s warehouse

. Buyer’s Seller’s -
Banks Banks
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910 PRODUCT CENTRIC lrl‘]J!,‘(i-‘JL! CUSTOMER CENTRIC
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|7 DIGITAL SERVICE INNOVATION AT TESCO
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® Value creation Gluqﬂmwmﬂmiawﬂmw

NEIND Digital Service Innovation

Digital Service + Innovation S e rVi C.e
Innovation

Dimension of Service
Innovation
- People * Service Concept Value

7 lCiletery (Interaction) Creation
- Knowledge

- Process ® Cllent Interface
* Delivery System

Source: http://www.rit.edu/cob/serviceinnovation/
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22 LINK CUSTOMER EXPERIENCE TO VALUE

What is customer experience?

The perception that customers have of their y C USTOMER D _
interactions with an organization y
PERCEIVED

Degree to which QSg) < The difficulty
customers can 3 2 or ease in

accomplish S %r accomplishing y VA L U E

e gonts 2 Customer thelr goals

Experience ; fotal Customer Benefit Total Customer Cost |

Safety Comport h T
Low price Ease Personnel Benefit |  Monetary Cost /
Quality Emotion Speed /
Deliver gains Convenience : Product Benefit Psychic Cost

How the interaction

makes the customer feel TEMm \ Service Benefit
Relieve-pain-points- o

Energy Cost /

Source: https://image slidesharecdn.com/

Time Cost , /
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Offerings ——> J 4 ¥

information ————
Offeringg ——> )j
Competitors r/

Source: http://coevolving.com/
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24 SPECIALIZATION AND INTEGRATION

* iiopauTandanudesmsiazamavesgndr e NEW SUPPLY CHAIN REALITY
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®* 9178 Value web, Global platforms 1T Amazon,
Alibaba, Google, etc. 1W® Mobilize resources 1
anA11Aee19n 1199219 1WM391 Value co-

creation
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CONTINUOUS IMPROVEMENT VIA LEARNING
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® Value co-creation in context mvﬂmmﬂi ‘1J‘1J’§ N
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27 ~

a13eNIiTou;

° 1 9a Iy lagaananainanomsUsuasuuuIniemsusms

® Service Thinking NUN1TODNLUY Digital Services

a 9 A A o
‘maﬂﬁzmuNamﬂwmﬂﬁmm LAZNTOUNIATTIUAN

199U ITIL




28 puINeMsUsIuUNG

A 9 9 9 Y]
¢ ﬂTﬁ‘]Ji&;NUNﬂ@]@qclcﬁﬁ@ﬂﬂa@ﬂﬂ‘ﬂ

QU

J
IagUszasnuazithrunevos
J J

gNTAAATVDIDIANT

q

* lugn Product-centric M3sziiiuma
g ! 9 < . .
11 AUV U3 UBITU (Objective)
1 Y 9 o a
I5UIAINT 18 1A Han 15 maay Ta
NNFIND 10




29 puINeMsUsuna

¢ clflalﬁm Service-centric N515ZIUNG
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(Subjective) 1FHIAINANUNIND 1D
‘*UENQﬂﬁ} 1 (Customer Experience) 9
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(I3 uservision

Customer Experience Dashboard
Overall progess

Completion Rates

Net Promoter Score Ease of Use

3 0 {very défulty 5 ™ 3 treey easy)

ﬁ} from 4.7 in Oct 2015

00

AAAAAAAAAAL
AAAAAAA Age 18-44 Age 45+
Usability Ratings Subjective Success
AAAAAAAAAL atisfactior

Satisfaction with Journey
1 5
(not ot o4 3 - 9 compitety

ﬁ} from 3.6 in Oct 2015

B Prorisiers (34% Passives (48%)
[l Devactons (18%) LV 120
Jowest) nighast)

ﬁ} from 23 in Oct 2015 Qy from 62 in Oct 2015

Satisfaction Down Action ltems

Q7 Book adelivery Q7 Geographic analysis
v Search Qf Navigation Q7 A/B test delivery pricing options
Q7 Muiltipleitems search Q7 Images used QY Tree test navigation

Satisfaction Up
v Manage account

Source: https://uservision.co.uk/
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Performance Measurement Tracking

Number of hendunark companies (out of seven) that track certain
performance metrics to assess fadlities services success.
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B/- 5 B - Cost of
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1 mgmt.
/ expenses
4 1 3 per # of
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3 1 C - Cost of
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1 adds, moves
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2
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ENTERPRISE IT SERVICE CONTINUUM
THE QUALITY FRAMEWORKS

IT Development
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ENTERPRISE ARCHITECTURE (EA)
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CONTROL OBJECTIVES FOR INFORMATION AND RELATED
TECHNOLOGY (COBIT)

Business
Requirements

drive the
investments in

which responds
to

Enterprise
Information

that are

IT Processes el oy -

to deliver




THE INFORMATION TECHNOLOGY INFRASTRUCTURE LIBRARY (ITIL)

ance Methods S
o™ ta""ar%4
AN \ Service Impy %,

. e
St} . |
“Whids " qualificat™™
Copyright @ ITIL.org - Glenfis AG




CAPABILITY MATURITY MODEL INTEGRATION
(CMMI)

° 3 9 wa® iy a oA 7 -
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- "tpoo"y‘

Process unpre
d REACTIVE

controlled a




36 VALUE CREATION SERVICES CONTINUUM
THE QUALITY FRAMEWORKS

Y
' ﬂ"Ii’JﬂN’s’ifﬂ”lﬂﬂﬁ‘ﬂiﬂ”liuuﬁ'ﬂ’ii‘ﬂﬁiﬂEDLL‘]J‘]J

Service-centric ﬁ’u‘lzjmﬂﬂmqmmﬁau Customer
Product-centric Service
o drulnalazsaNzaUved Customer-
_— ) Customer
engagementmammmmammgﬂﬂﬂu Experience

< o A
912111 Value co-creator NI INT 1

Outcome YBILTNITAD “Experience”

Source: https://ijgolding.com/




37 AN UM ITIANANNMITVINT IUBIFIND

1 4 9 o . N
® 9%9991gnA1Y1 Evaluation 30ANUa U 19909

1 9 1 v A

ﬂQNQﬂﬂWﬂﬂuﬁﬂﬁuiﬂ

' ~ 9y A Y A v A A
* $9ngnATuNAaed lyvisedaaulade

1515 (Activation)

1 d' 9 9 A 9) =\
. ﬂnwgﬂﬂﬂﬁ'ﬁlﬂmﬁmmm LAZANT
A o YA i
vant/asulsyaumsainugou (Experience

and sharing)




38 9178 INSIGHTS [en153aNa1nn1s U g
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